
 
 
 

COMPLAINT NUMBER 18/173 

COMPLAINANT N Jackson & T Marris 

ADVERTISER The Trusts 

ADVERTISEMENT West Liquor, Digital Marketing 

DATE OF MEETING 12 June 2018 

OUTCOME Settled – advertisement removed 

 
SUMMARY 
 
The West Liquor Facebook advertisement showed a variety of spirit bottles and said “What a 
line up! What’s your craziest memory involving one of the below drinks?  Like our Facebook 
page and let us know your craziest memory in the comments below and you’ll be in the draw 
to win a $200 Prezzy card.”  The advertisement contained a variety of User Generated 
Content (UGC) comments describing experiences of excessive alcohol consumption. 
 
Complainant N Jackson on behalf of Alcohol Healthwatch was concerned the advertisement 
promoted excessive consumption by inviting comments regarding the craziest memories 
users had while drinking.  Complainant T Marris was concerned the advertisement 
advocated excessive drinking and was available to all to read regardless of age. 
 
The Advertiser confirmed the post had been removed and a review has been commenced 
into practice and policy in relation to alcohol promotions. 
 
The Complaints Board said the advertisement had not observed a high standard of social 
responsibility or adhered to the need for responsibility and moderation in alcohol 
consumption.  The advertisement was in breach of Guidelines 1(a), 1(e) and 2(b) and 
Principles 1 and 2 of the Code for the Advertising and Promotion of Alcohol. 
 
The Board took into account the Advertiser’s co-operative engagement with the process and 
the self-regulatory action taken in removing the advertisement in late May and undertaking to 
review future alcohol promotions. In accordance with the principles of self-regulation, the 
Complaints Board said the complaints were settled. 
 
The Complaints Board ruled the complaints were Settled – advertisement removed. 
 
[No further action required] 
 
Please note this headnote does not form part of the Decision. 

 
  
 
COMPLAINTS BOARD DECISION 
 
The Chair directed the Complaints Board to consider the advertisement with reference to 
Principles 1 and 2 and Guidelines 1(a), 1(e) and 2(b) of the Code for Advertising and 
Promotion of Alcohol.   
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Principles 1 and 2 required the Complaints Board to consider whether the advertisement 
was consistent with the need for responsibility and moderation in alcohol consumption and 
observed a high standard of social responsibility. 
 
Guideline 1(a) required the Complaints Board to consider whether the advertisement linked 
alcohol with daring, aggressive, unruly, irresponsible or antisocial behaviour.  Guideline 1(e) 
required the Complaint Board to consider whether the advertisement actively linked alcohol 
with the use of potentially dangerous machinery or driving or any other hazardous or unsafe 
practices.  Guideline 2(b) required the Complaints Board to consider whether the 
advertisement featured, implied, condoned or encouraged irresponsible or immoderate 
drinking. That applies to both the amount of drink and the way drinking is portrayed. 
 
The Complaints Board ruled the complaint was Settled – advertisement removed. 
 
The Complaints 
Two complaints were received for this advertisement. 
 
Complainant N Jackson, on behalf of Alcohol Healthwatch was concerned the 
advertisement promoted excessive consumption by inviting User Generated Content 
regarding the craziest memories users had while drinking.  The Complainant highlighted the 
advertisement’s link to irresponsible drinking and unsafe practices.  The Complainant 
provided a selection of comments left on the Facebook page as at 24 May 2018 as 
evidence for the complaint. 
 
Complainant T Marris was concerned the advertisement advocated excessive drinking and 
said the comments posted on the Facebook page glorified excess consumption of alcohol 
and were available to all to read regardless of age. 
 
The Advertiser’s Response 
The Advertiser confirmed the post and comments in question had been removed and a 
review had been commenced into practice and policy for alcohol promotion on social media 
and in print media. 
 
The Complaints Board Discussion 
The Complaints Board began by discussing the general consumer take-out of the 
advertisement and agreed it promoted a competition to win a $200 Prezzy card by seeking 
and relaying people’s crazy memories of activities they have undertaken while drinking. 
 
In establishing whether or not the User Generated Content (UGC) featured in the Facebook 
page should be regarded as advertising, the Complaints Board considered the following 
preliminary areas of enquiry:  
 

• Did the Advertiser originally solicit the submission of the UGC from individuals and 
then adopt it and incorporate it within their own advertising? 

• Did an individual provide the Advertiser, on an unsolicited basis, with material that 
the Advertiser subsequently adopted and incorporated within their own advertising? 

• Did the Advertiser solicit UGC (for example via an invitation to enter a competition) 
that resulted in content being posted on the site? 

 
The Complaints Board agreed the Advertiser had not only solicited the comments posted on 
the Facebook page, but also offered a reward for disclosure of the most outrageous 
activities undertaken while drinking.  The Complaints Board confirmed that post and 
comments in this instance were advertising and the ASA Codes of Practice applied to it. 
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The Complaints Board turned to consider the comments posted in response to the invitation 
from the Advertiser and said they included references to aggressive, unruly, irresponsible or 
antisocial behaviour which were in beach of Guideline 1(a).  The comments also linked 
alcohol to dangerous and unsafe practices which breached Guideline 1(e) and by offering a 
reward for the craziest behaviour; the advertisement condoned and encouraged 
irresponsible drinking in breach of Guideline 2(b) of the Code for Advertising and Promotion 
of Alcohol. 
 
The Complaints Board said the advertisement had not observed a high standard of social 
responsibility nor adhered to the need for responsibility and moderation in alcohol 
consumption and was therefore also in breach of Principles 1 and 2 of the Code.  
 
Having confirmed the advertisement was in breach of the Code, the Complaints Board then 
took into account the Advertiser’s co-operative engagement with the process.  The Board 
noted the self-regulatory action taken in removing the advertisement in late May and 
undertaking a review of future alcohol promotions. Therefore, the Board said in accordance 
with the principles of self-regulation, the complaints were settled. 
 
The Complaints Board ruled the complaints were Settled – advertisement removed. 
 
  
 
DESCRIPTION OF ADVERTISEMENT 
The West Liquor Facebook advertisement shows a variety of spirit bottles and says “What a 
line up! What’s your craziest memory involving one of the below drinks?  Like our Facebook 
page and let us know your craziest memory in the comments below and you’ll be in the draw 
to win a $200 Prezzy card. Competition ends 15 April 3pm.  Winner will be notified by PM. 
The advertisement contained a variety of User Generated Content (UGC) comments 
describing experiences of excessive alcohol consumption. 
 
COMPLAINT FROM N JACKSON FOR ALCOHOL HEALTHWATCH 
This complaint relates to the facebook page of West Liquor 
https://www.facebook.com/westliquornz/, and in particular, its soliciting of user-generated 
content which breaches principles of the ASA Code for Advertising and Promotion of Alcohol  
The page seeks to solicit comments from users on the craziest memories associated with 
the above alcohol products. A selection of comments (viewed May 24, 2018) is found on the 
following pages: 

 
I believe that the user-generated content can be considered part of the alcohol 
advertisement by West Liquor. This is described by the ASA: 
 
“User Generated Content” means content on websites or emails where the public contributes 
to the content, such as the YouTube and Facebook websites and viral emails. The Code 
applies to promotions on such websites and emails where the producer, distributor or retailer 
provides a platform for, or distributes the user-generated content or endorses the user-
generated content. 
 
The user-generated comments appear to breach the following principles : 
 
Principle 1 – Alcohol advertising and promotions shall observe a high standard of 
social responsibility. 
1(a) Alcohol advertising and promotions shall not link alcohol with daring, aggressive, 
unruly, irresponsible or antisocial behaviour nor suggest any association with, 
acceptance of, or allusion to, tobacco, illicit drugs or volatile substances such as glue 
and petrol; explosives and weaponry. 

https://www.facebook.com/westliquornz/
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Principle 2 (b): Alcohol advertising and promotions shall not feature, imply, condone 
or encourage irresponsible or immoderate drinking. That applies to both the amount 
of drink and the way drinking is portrayed. 
 
We believe that the administrator(s) of the page are likely to be West Liquor and as such 
they have control of the content in this medium. 
The page has 8169 followers but the potential audience can be bigger depending on how 
the followers interact with each post.  
 
We believe the comments posted (i.e. user-generated content) promotes, implies, and 
encourages irresponsible drinking. The comments clearly portray excessive consumption of 
the products in the advertisement. Users clearly describe consuming large amounts of 
alcohol (half a bottle of JD, getting smashed, etc). This breaches Principle 2b. 
In relation to 1a. this website clearly shows daring behaviour as well as association with illicit 
drugs: 

 
We also believe that there may be a breach of Principle 1 (e): Alcohol advertising and 
promotions shall not actively link alcohol with the use of potentially dangerous 
machinery or driving or any other hazardous or unsafe practices. Alcohol advertising 
and promotions may include sporting or other physical activities but shall not imply 
that those activities have been undertaken after the consumption of alcohol. 
 
Jumping off trains, trying to get into a train station when drunk and climbing trees after 
drinking were just a few unsafe practices exemplified that breach this principle. 
 
Coordinated approach to targeted marketing: 
We believe that the social media comments pose significant risk in relation to alcohol-related 
harm. The more likes, comments, and shares a post receives, the more visible a post will be 
and the Facebook page can grow their audience in this way.  Many people tag their friends 
to view or share the post. Alcohol-content, presented as visual images and or textual 
content, along with positive peer reactions to the posts results in showcasing of 
inappropriate alcohol use in a positive light [1]. Posting alcohol-related content on personal 
social media accounts is linked to adverse alcohol-related outcomes such as higher alcohol 
use, craving and also alcohol-related harms. Those who are exposed to alcohol-related 
content on social media (e.g. posts shared by or liked by their friends in their social network) 
have been associated with adverse alcohol outcomes [2].  
 
[1] Westgate EC, Holliday J. Identity, influence, and intervention: the roles of social media in 
alcohol use. Current Opinion in Psychology 2016;9:27-32. 
[2] Beullens K, Schepers A. Display of Alcohol Use on Facebook: A Content Analysis. 
CyberPsychology, Behavior & Social Networking 2013;16:497-503 
doi:10.1089/cyber.2013.0044. 
 
COMPLAINT FROM T MARRIS 
Irresponsible alcohol promotion. Advocating excessive drinking. It was also not age 
restricted so any minor could have gone onto their page and read all the comments about 
drinking to excess. This is extremely disappointing to see coming from an organisation that 
has been set up to sell alcohol responsibly. If you read some of the posts, they are horrific. It 
glorifies the excess consumption of alcohol and was available to all to read regardless of 
age. This is not acceptable. 
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CODES OF PRACTICE 
 
CODE FOR ADVERTISING AND PROMOTION OF ALCOHOL 
 

Principle 1: Alcohol advertising and promotions shall observe a high standard of 
social responsibility.  
 
Principle 2:  Alcohol advertising and promotions shall be consistent with the need for 
responsibility and moderation in alcohol consumption.  
 
Guideline 1(a):  Alcohol advertising and promotions shall not link alcohol with daring,  
aggressive, unruly, irresponsible or antisocial behaviour nor suggest any association 
with, acceptance of, or allusion to, tobacco, illicit drugs or volatile substances such as 
glue and petrol; explosives and weaponry. 
 
Guideline 1(e):  Alcohol advertising and promotions shall not actively link alcohol 
with the use of potentially dangerous machinery or driving or any other hazardous or 
unsafe practices. Alcohol advertising and promotions may include sporting or other 
physical activities but shall not imply that those activities have been undertaken after 
the consumption of alcohol.  
 
Guideline 2(b):  Alcohol advertising and promotions shall not feature, imply, 
condone or encourage irresponsible or immoderate drinking. That applies to both the 
amount of drink and the way drinking is portrayed. 

 
RESPONSE FROM ADVERTISER, SOUTHERN CROSS CHAMBERS ON BEHALF OF 
THE TRUSTS – WEST LIQUOR 
 
Complaints against Portage and Waitakere Licensing Trusts – Ref 18/173   
  
1. I act for the Portage and Waitakere Licensing Trusts referred to as the Trusts.  The 
operations of the Trusts is run through a corporate entity called West Auckland Trust 
Services Limited, WATS.  WATS enables the efficient management of operation of the two 
trusts through shared resources.    
  
2. The Trusts have a Facebook page which contained a promotion that resulted in the 
complaint 18/173 and a follow up complaint which related to the same.  The complaints were 
received on 28 and 29 May 2018 respectively through WATS.   
  
3. Since the matter was raised with the Chief Executive of WATS on 25 May 2018, the post 
in question has been removed and a review has been commenced into practice and policy in 
relation to alcohol promotion on social and print media.   
  
4. We hope this action satisfactorily addresses the issues to which the complaint relates.    
  
5. The Trusts wish to co-operate with you; as such if there is anything further that you 
require please advise.   
 
 

APPEAL INFORMATION 

According to the procedures of the Advertising Standards Complaints Board, all 
decisions are able to be appealed by any party to the complaint. Information on 
our Appeal process is on our website www.asa.co.nz. Appeals must be made in 
writing via email or letter within 14 days of receipt of this decision. 

 


