
 
 
 

COMPLAINT NUMBER 19/389 

COMPLAINANT Alcohol Healthwatch 

ADVERTISER Lion NZ Ltd 

ADVERTISEMENT Steinlager, Print 

DATE OF MEETING 12 November 2019 

OUTCOME 
Not Upheld 
No Further Action Required 

 

 
Description of Advertisements 
Advertisement 1: – Front Cover 
The wrap print advertisement for Steinlager on the front of the New Zealand Herald featured 
a solid black background with content centred on the page. There is a Steinlager logo, a 
circular logo with the words “Black Laundry” around the circle, and a red “S” stylised from the 
Steinlager logo. Underneath the logos are the words “Now Open at 450 K Rd 
blacklaundry.co.nz #colouryourselfloyal”, followed by the Cheers.org.nz logo.  
 
Advertisement 2: - Inside Cover 
The advertisement on the inside front cover page features the same solid black background, 
and the words: “Our colours run deep. But every four years we go All Black. Wear any 
garment to the Black Laundry before games to be dyed, dried and embroidered loyal. Book 
your pre-game sacrifice at blacklaundry.co.nz Numbers are limited.”   The advertisement 
also features the tagline “Colour Yourself Loyal” with the “S” from the Steinlager logo, the 
Cheers.org.nz logo, and a white Steinlager can. 
 
Summary of the Complaint 
The Complainant is concerned the advertisements which appear in a non-restricted medium 
would have appeal to minors even if it is not directly targeting them.  The Complainant said 
the words such as All Blacks, 4 years, loyalty, games and the symbolic white can, can all be 
reasonably considered to refer to the All Blacks who are identifiable heroes of the young. 
 
The Complainant said if the Advertiser says the advertisement is a sponsorship 
advertisement rather than an alcohol advertisement it is in breach of Principle 4 of the Code 
for Advertising and promotion of Alcohol, as Guideline 4(b) states product shots should not 
be shown. 
 
Issues Raised  

• Alcohol advertising referencing heroes of the young 

• Sponsorship advertising 
 
Summary of the Advertiser’s Response  
The Advertiser said the placement in the New Zealand Herald was deliberate in order reach 
an adult audience and the use of a front cover and inside page also helped avoid minors 
inadvertently viewing it.  The Advertiser said the front cover only showed an advertisement 
for Black Laundry, which is an age-restricted venue for dying clothes black.  The Advertiser 
said whether viewed separately or together, the advertisements do not appeal to minors. 
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The Advertiser said the inside cover, only visible to those who have purchased the paper, 
has a humourous and subtle connection between the Black Laundry and the Rugby World 
Cup and required a knowledge about Steinlager’s. sponsorship history and the marketing 
history of the white can.   It maintains there was no identifiable reference to the All Blacks.   
The Advertiser said the advertisements are not sponsorship advertising. 
 
Summary of the Media Response 
NZME said the front cover makes no overt reference to the All Blacks and refutes any clear 
link between the exterior, alcohol advertising and heroes of the young. 
 
In terms of placement, the Media provided readership survey information that showed that 
96% of Herald readers are 18 plus.  The Media said Going “all black” in the context of the 
advertisement is indicative of support for New Zealand in the Rugby World Cup, not a 
reference to the All Blacks team as heroes of the young. 
 
Summary of the Complaints Board Decision  
The Complaints Board did not uphold a complaint about two Steinlager advertisements in 
the New Zealand Herald.  A majority of the Complaints Board said there were sufficient 
references in Advertisement 2 to make a connection to the All Blacks, who are identifiable 
heroes of the young.  However, the Board said the placement of the advertisement inside a 
newspaper with a predominantly adult audience was sufficient to prevent a breach of the 
Code for Advertising and Promotion of Alcohol. 
 
Relevant ASA Codes of Practice 
 
The Chair directed the Complaints Board to consider the complaint with reference to the 
following Code: 
 
CODE FOR ADVERTISING AND PROMOTION OF ALCOHOL 
 

Principle 3: Alcohol Advertising and Promotions shall be directed at adult audiences.  
Alcohol Advertising and Promotions shall not be directed at minors nor have strong 
or evident appeal to minors in particular.  This applies to both content and placement. 
 
Guideline 3 (a): Alcohol advertising and promotions in non-restricted areas shall not 
use or refer to identifiable heroes or heroines of the young. 
 
Principle 4: Sponsorship Advertisements shall clearly and primarily promote the 
sponsored activity, team or individual.  The sponsor, the sponsorship and items 
incidental to them, may be featured only in a subordinate manner. 
 
Guideline 4 (b): Shall not show a product or product packaging. 

 
Relevant precedent decisions 
In considering this complaint the Complaints Board referred to two precedent decisions, 
Decision 18/354 which was Upheld by the Complaints Board and Decision 18/076 which was 
Upheld in Part.  
 
The full versions of these decisions can be found on the ASA website  
https://www.asa.co.nz/decisions/ 
 
Decision 18/354 concerned a Christmas mailer advertisement for Glengarry Wines which 
showed a stylised cartoon drawing of Santa Claus and bright coloured pictures of donuts. 
 

https://www.asa.co.nz/decisions/
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The Complaints Board was of the view that the combination of the evident appeal of the 
cover of the advertisement to minors and the unrestricted access to a wide audience via 
unaddressed mail delivery was in breach of the Code for Advertising and Promotion of 
Alcohol. 
 
Decision 18/076 concerned an advertisement from the Brewers Association of New Zealand 
titled “Beer the Beautiful Truth”, which featured celebrities including Eric Murray talking about 
the nutritional facts about beer. 
 
The Complaints Board said that Eric Murray was a hero of the young due to his continued 
involvement with schools and upheld this version of the advertisement, given it had 
appeared in a non-restricted medium. 
 
Preliminary Matters 
The Complaints Board noted the Complainant’s request to consider all other Steinlager 
advertisements associated with the Black Laundry campaign or with rugby union 
connections.  The Chair confirmed that process the Board followed is to consider each 
advertisement complained about, on a case by case basis.  
 
Complaints Board Discussion 
The Complaints Board looked at each of the advertisements in turn: 
 
Advertisement 1 appeared on the front cover of the New Zealand Herald. 
 
Consumer Takeout 
The Complaints Board agreed the likely consumer takeout of the advertisement for a 
majority of viewers would be a new venue called Black Laundry has opened on 
Karangahape Road, which has a connection to Steinlager.  The Board said there would be 
some consumers who would be familiar with the background to the Black Laundry marketing 
campaign. 
 
Is the advertisement a sponsorship or alcohol advertisement? 
The Complaints Board said the advertisement was an alcohol advertisement, included the 
Steinlager and Cheers logos and was a fairly obscure reference to an alcohol venue 
opening.  The Complaints Board confirmed that as an alcohol advertisement, the principles 
and guidelines of the Code for Advertising and Promotion of Alcohol apply. 
 
Is the advertisement directed at an adult audience? 
The Complaints Board said the advertisement was not directed at minors.  It said the 
advertisement had been placed on the front cover of the New Zealand Herald and noted the 
Media had confirmed that 96% of weekly New Zealand Herald readers are 18+ years old.  
Therefore, the Board said the advertisement was targeting an adult audience. 
 
The Complaints Board said the front cover of the newspaper was a non-restricted medium 
and minors may have been exposed to the advertisement.  However, the Complaints Board 
said the advertisement did not have any strong or evident appeal to minors. 
 
Does the advertisement refer to identifiable heroes of the young? 
The Complaints Board said there was no reference made to heroes of the young in the 
imagery or language of advertisement 1. 
 
The Complaints Board unanimously ruled Advertisement 1 was not in breach of Principle 3 
or Guideline 3(a) of the Code for Advertising and Promotion of Alcohol.  The Board said 
Principle 4 and Guideline 4(b) did not apply given it is not a sponsorship advertisement. 
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Advertisement 2 was on the inside front page of the New Zealand Herald. 
 
Consumer Takeout 
The Complaints Board agreed the likely consumer takeout of the advertisement was that 
Steinlager is encouraging supporters to show their loyalty by dying their clothes black at the 
Black Laundry, in support of the All Blacks.  The Complaints Board said the advertisement 
was a call to support the New Zealand team. 
 
Is advertisement 2 a sponsorship or alcohol advertisement? 
The Complaints Board referred to Principle 4 of the Code for Advertising & Promotion of 
Alcohol, which considers Sponsorship Advertisement.  Guidance Note vii of the Principle 
says: 

“The definition of sponsorship advertisement confirms that any advertisement that 
refers to sponsorship but does not comply with the guidelines in Principle 4 – for 
example, inclusion of a product shot – automatically becomes an alcohol 
advertisement and must comply with all the requirements of that part of the Code.” 

 
The Complaints Board noted the advertisement on the inside front cover included a can of 
Steinlager.  The Board said the inclusion of a product meant the advertisement must be 
considered an alcohol advertisement rather than sponsorship advertisement and the 
principles and guidelines of the Code for Advertising and Promotion of Alcohol apply.  
Therefore, the Complaints Board did not consider Principle 4 or Guideline 4(b) were relevant 
to the complaint before it and did not consider these rules as part of its deliberation. 
 
Does the advertisement refer to identifiable heroes of the young? 
Some members of the Complaints Board said the implicit references to going “All Black” and 
“every four years” sent enough signals to be of appeal to minors who had an interest in 
rugby and the World Cup.  For other Board members the references were sufficiently 
obscure that it did not reach the threshold to identify heroes of the young. 
 
Is the advertisement directed at an adult audience? 
The Complaints Board referred to Principle 3, Guideline 3(a) of the Code for Advertising & 
Promotion of Alcohol, which considers the use of heroes of the young.  It referred to 
Guidance Note ii under this Principle which states: 
 

“Some heroes of the young are clearly targeted to a young audience and should not 
be used for alcohol advertising and promotion. Others will have appeal to a wider age 
group and are suitable for use if specific attention is given to the appropriate 
environment in terms of context and placement in which the message is presented. 
An adult audience of at least 75% would be expected in such cases.” 

 
The Complaints Board said the placement of the advertisement on the inside cover of the 
newspaper significantly reduced the likelihood of minors seeing the advertisement and 
agreed the audience figures supplied by the media showing that that 96% of weekly New 
Zealand Herald readers are 18+ years old.  The Complaints Board said the indirect 
references to the All Blacks coupled with the placement of the advertisement meant the 
advertisement did not reach the threshold to trigger a breach of the code. 
 
The Complaints Board unanimously ruled Advertisement 2 was not in breach of Principle 3 
or Guideline 3(a) of the Code for Advertising and Promotion of Alcohol.  The Board said 
Principle 4 and Guideline 4(b) did not apply given the use of product in the advertisement 
meant it cannot be considered a sponsorship advertisement. 
 
Outcome 
The Complaints Board ruled the complaint was Not Upheld. 
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No further action required. 
 

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. 
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APPENDICES 
 

1. Complaint 
2. Response from Advertiser 
3. Response from Media  

 
  
 
Appendix 1 
 
COMPLAINT FROM ALCOHOL HEALTHWATCH 
 
 Subject: ASA Complaint – Steinlager  
 
This complaint relates to an alcohol advertisement in the New Zealand Herald for Steinlager.  
 
The advertisement was published September 21, 2019, on the front cover and continued to 
the inside front cover page of the New Zealand Herald.  
 
As shown in the advertisement (displayed at the end of this letter), the cover featured a solid 
black background with additional content centred on the page. From the top can be seen a 
Steinlager logo, a circular logo with the words “Black Laundry” around the circle, and a red 
“S” stylised from the Steinlager logo. Below can be found the words “Now Open at 450 K Rd 
blacklaundry.co.nz #colouryourselfloyal, followed by the cheers.org.nz logo.  
 
The advertisement on the inside front cover page features the same solid black background, 
and the words:  
 
“Our colours run deep. But every four years we go All Black. Wear any garment to the Black 
Laundry before games to be dyed, dried and embroidered loyal. Book your pre-game 
sacrifice at blacklaundry.co.nz Numbers are limited.”  
 
The advertisement also features the slogan “Colour Yourself Loyal” with the “s” stylised from 
the Steinlager logo, the cheers.org.nz logo, and a white Steinlager can. We note that this 
can is reminiscent of the 1980’s design; a can that was described as iconic when 
reintroduced to market in 2011 “to show our belief in the All Blacks for their Rugby World 
Cup Campaign” and described as symbolic when it returned to market for the 2015 Rugby 
World Cup Campaign.1  
 
1 The Story of Steinlager. https://steinlager.com/our-history?  

 
We believe the advertisement breaches Principle 3 of the ASA Code for Advertising and 
Promotion of Alcohol:  
 
Alcohol advertising and promotions shall be directed at adult audiences. Alcohol advertising 
and promotions shall not be directed at minors nor have strong or evident appeal to minors 
in particular.  
 
This applies to both content and placement  
 

https://steinlager.com/our-history
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We believe that this advertisement specifically breaches Guideline 3 (a) of the ASA Code for 
Advertising and Promotion of Alcohol:  
 
Alcohol advertising and promotions in non-restricted areas shall not use or refer to 
identifiable heroes or heroines of the young.  
 
Although the advertisement may not appear to directly target minors, we believe it would 
certainly have appeal because it uses and refers to identifiable heroes of the young, namely 
the New Zealand Men’s Rugby Union team commonly known as the All Blacks. We submit 
that the New Zealand Herald is a non-restricted area. In this complaint we are seeking 
clarification regarding the use of strong (and mostly direct and obvious) references to the All 
Blacks in alcohol advertisements in non-restricted media.  
 
The advertisement features a number of references to the All Blacks: the words All Black, 
the reference to every four years, the reference to loyalty, the recurring black colour theme, 
the reference to before games, and pre-game sacrifices, and the featuring of the 
iconic/symbolic white can with the words “we believe”. Everything about this advertisement, 
taken together (including the advertisement being placed on the day of the All Blacks 
opening match of the 2019 Rugby World Cup and that the black laundry is only scheduled to 
be open on dates when the All Blacks are playing in the Rugby World Cup), evokes among 
readers the All Blacks and their heroic campaign to win the Rugby World Cup for a fourth 
time.  
 
We submit that it is unrealistic for New Zealand audiences to read these advertisements and 
to not come to the conclusion that the advertisement refers to the All Blacks and their 
participation in the 2019 Rugby World Cup. Further, in an article about the black laundry 
campaign Gary Steele, Executive Creative Director at DDB New Zealand confirms the 
campaign refers to the All Blacks:  
 
“Steinlager has been proud to support the All Blacks for many years. To demonstrate that 
support and make it feel fresh in 2019, we knew we needed to do something special. What 
we’ve created is a campaign that celebrates the way the All Blacks help Kiwis put aside their 
differences and come together in support of something bigger than themselves.”2  
 
2 Steinlager helps Kiwis show their true colours with Black Laundry launch via DDB New Zealand. Campaign Brief, September 

25, 2019. https://campaignbrief.co.nz/2019/09/25/steinlager-helps-kiwis-show-their-true-colours-with-black-laundry-launch-via-
ddb-new-zealand/  

 
The All Blacks, have been specifically identified as heroes of the young in the Code for 
Advertising and Promotion of Alcohol:  
 
“A number of teams in particular have been identified as heroes of the young. They include 
the All Blacks, the Kiwi League team, the Warriors League team, the Black Caps cricket 
team and the Silver Ferns netball team. This identification applies to the teams and high 
profile 3  
 

https://campaignbrief.co.nz/2019/09/25/steinlager-helps-kiwis-show-their-true-colours-with-black-laundry-launch-via-ddb-new-zealand/
https://campaignbrief.co.nz/2019/09/25/steinlager-helps-kiwis-show-their-true-colours-with-black-laundry-launch-via-ddb-new-zealand/
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individuals that are current team members. Other representative sports teams may also be 
heroes of the young, for example Super 15 Rugby franchises have been identified as such.”  
 
We also note that the Guidance Note for Principle 3 clarifies that:  
 
“Events and tournaments are also not heroes of the young, although teams / participants in 
them may be.”  
 
We submit that in New Zealand, there are no greater heroes of the young than the national 
men’s Rugby Union team competing at the Rugby World Cup.  
 
The advertiser may indicate that this not an alcohol advertisement at all, but a sponsorship 
advertisement that should be considered under Principle 4, as Steinlager is a sponsor of the 
All Blacks and this long standing partnership is well known in New Zealand.  
 
However, the guidance notes for Principle 4 state:  
 
“Teams and individuals who may otherwise be considered heroes of the young and 
prevented from being included in alcohol advertisements, may be included in sponsorship 
advertisements as long as the requirements set out in the Guidelines (4a to 4e) are met.  
 
The definition of sponsorship advertisement confirms that any advertisement that refers to 
sponsorship but does not comply with the guidelines in Principle 4 – for example, inclusion of 
a product shot – automatically becomes an alcohol advertisement and must comply with all 
the requirements of that part of the Code.”  
 
In these advertisements, Guideline 4 (b) is breached as the advertisement clearly shows and 
features product. Therefore, these advertisements must be considered as advertisements 
and must comply with the other Principles of the Code.  
 
We again submit that this advertisement has breached Guideline 3 (a) of the Code for 
Advertising and Promotion of Alcohol by referring to the All Blacks, who are identifiable 
heroes of the young.  
 
We further request that the ASA Complaints Board investigate all other Steinlager 
advertisements associated with the black laundry campaign, and any other Steinlager 
advertisement that has any association, connection with, or allusion to, the sport of Rugby 
Union that have appeared since August 1, 2019 until November 30, 2019 to determine 
whether any of the Principles or Guidelines of the Code for Advertising and Promotion of 
Alcohol have been breached.  
 
Finally, we wish to seek clarification and transparency with regards to the use of the All 
Blacks in alcohol advertisements in non-restricted media. Advertisements that show an 
obvious link to the All Blacks present the same level of risk to young people as 
advertisements that directly name or show the team. We cannot see a reason why there 
would be different standards for each. 
 
Appendix 2 
 
RESPONSE FROM ADVERTISER, LION 
 

1. Lion NZ Limited ("Lion") is the advertiser that was responsible for the Black Laundry 
wrap in the NZ Herald on 21 September 2019 ("Advertisement") that is the subject 
of the above complaint ("Complaint").  
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2. Lion wishes to thank the Complaints Board for providing it with an opportunity to 
respond to the Complaint. Lion's response is set out below.  

 
Lion’s approach to the Advertisement 

 
3. Lion prepares all of its advertisements with a significant degree of care to ensure it 

complies with its various legal obligations and the Advertising Standards Authority's 
Advertising Codes.   

 
4. Given that Rugby World Cup 2019 was imminent at the time the Advertisement was 

published, Lion took even greater care to ensure the Advertisement complied with its 
legal obligations and the Advertising Codes.  This was necessary because, during 
any Rugby World Cup, all advertisements that could refer to rugby, the Rugby World 
Cup or Rugby World Cup participants attract greater scrutiny, including from Rugby 
World Cup event organisers or sponsors. 

 
5. In light of this, the Advertisement was deliberately published with a front cover ("Front 

Cover") and an inside cover page ("Inside Page") to remove any risk of non-
compliance issues.  For the reasons set out below, this is relevant in responding to 
the Complaint.  

 
6. We can confirm that Lion has not received any complaints from any other party in 

relation to the Advertisement.  If the Advertisement had breached any laws or 
Advertising Codes, then we would have expected to have received complaints 
directly. 

 
The Code for Advertising and Promotion of Alcohol ("the Code") 
 
Principle 3 
 

7. Principle 3 of the Code provides: 
 

Alcohol advertising and promotions shall be directed at adult audiences.  Alcohol 
advertising and promotions shall not be directed at minors nor have strong or evident 
appeal to minors in particular.  This applies to both content and placement. 

 
8. The selection of media, placement, style of presentation, content and context where 

advertisements appear are all key factors when assessing Principle 3.   
 

9. For the reasons outlined below, the Advertisement was directed at an adult audience 
and it (deliberately) did not have strong or evidence appeal to minors. 

 
Context of where the Advertisement was published 

 
10. The Advertisement was published in the NZ Herald.  The readership of the NZ Herald 

is predominantly adult.  In ASA decision 15/395, both Lion and NZME noted that the 
NZ Herald’s audience skewed heavily towards readers of a legal age.  The Authority 
noted both parties' observations about the nature of the NZ Herald's audience.   

 
11. Notwithstanding the readership of the NZ Herald, Lion took care to ensure minors 

would not have visibility of the Advertisement in its entirety. Specifically, Lion chose 
to publish the Advertisement with the Front Cover and the Inside Page.   

 
12. Only the Front Cover was immediately visible to any minors who might have seen the 

Advertisement, for example, in retail outlets.   
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13. The Front Cover is an advertisement for Lion's Black Laundry.  There is no other 
plausible way that the Front Page could be interpreted to promote anything else.  The 
Black Laundry is sponsored by Steinlager, which is why the Steinlager logo features 
on the Front Cover and why there is reference to the cheers.org.nz logo.  At the 
most, any minor viewing the Front Cover (for example, as displayed in a shop) would 
see an advertisement for a black laundry and reference to Steinlager.  There is 
clearly no intention or incentive for Lion for the Advertisement to be seen by minors.         

 
14. The Black Laundry is an age restricted venue where individuals can bring garments 

and have them dyed black, as a way of showing support for New Zealand during 
Rugby World Cup 2019.  There is no way that readers (and especially minors) would 
be aware of what the Black Laundry is from the Advertisement, so the Front Cover 
would have no appeal or arouse any interest in minors.   

 
15. If Lion had wished to use the All Blacks in a manner that would appeal to minors, 

then it could have used images of the All Blacks, shown people playing rugby, used 
the All Blacks logo or "All Blacks" trade mark, or even more generic imagery such as 
a rugby ball or silver fern for All Blacks jersey, including on the Front Cover.  It did not 
do so because the Advertisement is not intended to be viewed by minors. 

 
16. The reference to R18 on the Inside Cover made it even clearer and a further 

disincentive for any minor to have interest in the Black Laundry. 
 

17. Whether viewed separately, or in its entirety, the Advertisement does not appeal to 
minors.  There are no particularly colourful or stylised designs, nor are there any 
motifs or cartoon characters. The font used is relatively neutral and understated. The 
Steinlager logo (clearly of no specific appeal to minors) and "S" logo are the only 
pieces of substantive content on the Advertisement on the Front Cover.  

 
18. The Advertisement in question can be contrasted with prior Authority decisions 

finding strong or evident appeal to minors.1 
 

19. Lion's strong position is that the concept of a black laundry would not appeal to 
minors.  Even if minors were interested in the concept after viewing the Front Page, 
the website referred to on the Front Page is age restricted. 

 
20. On the Inside Page, the following are included:  

 
i. the statement 'Our colours run deep. But every four years we go all black';  

 
ii. a statement about visiting the Black Laundry to have clothing dyed, dried and 

embroidered with 'loyal' wording;  
 

iii. a reference to booking a 'pre-game sacrifice'; 
 

iv. the slogan 'colour yourself loyal'; and 
 

v. the Steinlager white beer can. 
 

 
1 For example, Advertising Standards Authority Complaint 18/354 Glengarry Wines Limited, unaddressed mail, 
23 January 2019. 
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21 The Inside Page would only be visible to someone who purchased the NZ Herald and 
proceeded to open it.  It is only on the Inside Page that a humorous and subtle 
connection is drawn between the Black Laundry and the Rugby World Cup.  This is 
evidenced by the reference to "all black", "every four years" and the image of the iconic 
white Steinlager can.    

 
22 We consider that, for an individual to consider that the Advertisement constitutes a 

reference to the All Blacks, would require the individual to have knowledge of a wide 
range of factors that are not featured or referred to (or indeed obvious at all) in the 
Advertisement. For example, this requires the viewer to consider that Steinlager has and 
continues to be a sponsor of the All Blacks, the manner in which the white can has been 
used in other contexts and the nature of previous marketing campaigns that featured 
through the 1980s, 2011 and 2015. For an individual to have knowledge of all previous 
campaigns means that they must necessarily be of legal age or older.  It will not include 
minors, and certainly not "young people", who are the group that the complainant is 
concerned about. 

Guideline 3(a)  

23 Guideline 3(a) of Code states: 

Alcohol advertising and promotions in non-restricted areas shall not use or refer to 
identifiable heroes or heroines of the young. 

24 Guideline 3(a) is a subset of the overarching Principle 3 2 The guideline is flavoured by 
the principle and must be considered in the context of Principle 3.  The selection of 
media, placement, style of presentation, content and context where advertisements 
appear are key factors when determining compliance with guideline 3(a).   

 
2ASA website – guideline right beside 3(a) says This Guideline is included within the Principle which requires 
alcohol advertising and promotion to be targeted at adult audiences. The selection of media, placement, style of 
presentation, content and context where ads appear are all key factors in determining Code compliance. For 
example a different standard is applicable in an on-premise or specialist alcohol outlet than a general 
supermarket (other than a restricted area in a supermarket), where greater care would be required. Similarly 
advertising in media, where the audience is less predictable, and likely to include minors requires care. Age-
restricted websites are another example where there is an adult audience. See also ASA decision 18/268 DB 
Breweries. 

 
25 The first Guidance Note to Principle 3 states: 

This Guideline is included within the Principle which requires alcohol advertising and 
promotion to be targeted at adult audiences. The selection of media, placement, 
style of presentation, content and context where ads appear are all key factors in 
determining Code compliance. For example a different standard is applicable in an 
on-premise or specialist alcohol outlet than a general supermarket (other than a 
restricted area in a supermarket), where greater care would be required. Similarly 
advertising in media, where the audience is less predictable, and likely to include 
minors requires care. Age-restricted websites are another example where there is an 
adult audience.  [emphasis added] 

26 Further, the second Guidance Note to Principle 3 states: 

Some heroes of the young [cartoon characters] are clearly targeted to a young 
audience and should not be used for alcohol advertising and promotion. Others [such 
as sports players] will have appeal to a wider age group and are suitable for use if 
specific attention is given to the appropriate environment in terms of context and 
placement in which the message is presented. An adult audience of at least 75% 
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would be expected in such cases. The Advertising Standards Complaints Board is 
the final arbiter as to whether an advertisement has appropriately targeted an adult 
audience. [emphasis and wording in brackets added] 

27 As noted above, the NZ Herald is targeted towards adults and that the Advertisement 
was structured so that there would be no strong or evident appeal to minors.  This is 
important contextual background when assessing guideline 3(a).  

 
28 The Complaint says that the Advertisement includes references to, or other 

wording/imagery, which identify a hero of the young, being the All Blacks.  However, 
efforts were taken to ensure there is no identifiable reference to the All Blacks in the 
Advertisement.  References to loyalty, pre-game sacrifice, a black colour theme, the 
Steinlager white can, 'every four years' and 'all black' are not references to the All Blacks 
team. Again, as noted above, if Lion had intended to reference the All Blacks, it would 
have used images of players, the All Blacks logo or "All Blacks" trade mark, or even 
more generic imagery such as a rugby ball or silver fern. It deliberately did not do so in 
an effort to ensure compliance with the Code. 

 
29 The reference to 'all black' must be considered in light of its proper context: 

 

'Our colours run deep.  But every four years we go all black 
 
Wear any garment to the Black Laundry before games to be dyed, dried and 
embroidered loyal.'   

 
30 The reference is purely descriptive when read in its proper context.  Importantly, the 

words "all black" are not given any greater prominence than any other wording in the 
Advertisement.  

 
31 The Advertisement simply conveys an opportunity for New Zealanders to show their 

national colours during Rugby World Cup 2019.  It is Lion's unique take on how New 
Zealand adults can show their patriotism.  A way to show patriotism is no different from 
other initiatives being run by the vast majority of New Zealand businesses at present.   

 
32 For completeness, we note that neither Rugby World Cup 2019, nor any other sporting 

event, constitutes a "hero of the young", as noted in the Guidance Note, so references to 
"every four years" (even if considered a reference to Rugby World Cup 2019) would not 
be in breach of the Code. 

 
Principle 4 
 
33 Principle 4 provides: 
 

Sponsorship advertisements shall clearly and primarily promote the sponsored 
activity, team or individual.  The sponsor, the sponsorship and items incidental to 
them, may be featured only in a subordinate manner. 

 
34 "Sponsorship advertisement" is defined as: 
 

An advertisement which clearly indicates that the advertiser is sponsoring a person, 
competition, activity or event. Any advertisement referring to a sponsorship that does 
not comply with Guidelines 4(a) to 4(e) of Principle 4 is deemed to be an alcohol 
advertisement. 
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35 Lion acknowledges that the Advertisement is not a sponsorship advertisement, so it does 
not address this Principle further.  There is no claim, either explicit or implied, that Lion is 
sponsoring any team or event.  If the Complaints Board takes a different view to Principle 
4, then Lion requests the opportunity to provide a response in relation to Principle 4. 

 
Implications of the Complaint  
 
36 When assessing the Complaint, it is necessary to consider the implications for a number 

of businesses should the Complaint be upheld.   
 
37 In effect, the Complaint is that, merely because Lion sponsors, or has sponsored, the All 

Blacks, the Steinlager brand cannot be associated with any of the following: 
 

a) Rugby union. The complainant has requested an investigation of "all other Steinlager 
advertisements", including those with any "association, connection with, or allusion 
to, the sport of Rugby Union that have appeared since August 1, 219 until November 
30, 2019".  There is nothing prohibiting any association between an alcoholic 
beverage and a particular sport, provided it is done is a responsible manner and in 
compliance with the Advertising Codes.   

 
b) The colour black. This would be particularly problematic given how important the 

colour black has been and continues be to Steinlager’s overall brand identity. In 
2018, Steinlager released a product called “Steinlager Black” which uses a similar 
colour scheme to that featured in the Advertisement. A copy of the point of sale 
material used to promote that product is attached at Appendix A. Lion is not aware of 
any suggestions that the production and marketing of Steinlager Black constitutes a 
reference to the All Blacks, and is of the view that the brand’s overall look and feel is 
relevant to how consumers would view the Advertisement. 

 
c) Showing support for New Zealand to win Rugby World Cup 2019. 
 
d) Concepts such as loyalty. 

 
38 If it is prohibited from being associated with rugby union, showing support for New 

Zealand teams during world events or concepts such as hard work and loyalty, Lion will 
be at a significant (if not absurd) disadvantage to those companies and brands that do 
not sponsor sports teams or individuals.  For example, the practical effect would be that 
a competitor can show support for the All Blacks, or use the colour black or associate 
their product with rugby union or claim to support loyalty, but: 

 
a) Steinlager cannot because it is a sponsor of the All Blacks; or 
 
b) Heineken (which is not a Lion brand) cannot because it is a sponsor of Rugby World 

Cup 2019. 
 
39 Lion’s submits that this is not what the Code intended, especially in the New Zealand 

context where nearly every New Zealand business is using a different way to show 
support for New Zealand in Rugby World Cup 2019.  If this proves to be the case and the 
Complaint is upheld, then a number of businesses will need to reconsider any benefits of 
sponsorships. 

 
Conclusion 
 
40 In light of the above, we ask that the Complaints Board determines that the Complaint is 

not upheld. 
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41 We note that the complainant has requested an investigation of “all other Steinlager 

advertisements”, including those with any “association, connection with, or allusion to, 
the sport of Rugby Union that have appeared since August 1, 219 until November 30, 
2019”.   

 
42 This request seems outside the scope of the ASA’s complaints regime ie where a 

complaint needs to be made about a specific advertisement.  Further, as noted above, 
there is nothing prohibiting any association between an alcoholic beverage and a 
particular sport, provided it is done is a responsible manner and in compliance with the 
Advertising Codes. 

 
43 Lion would welcome the opportunity to respond to any further comments or queries that 

you may have. 
 
 
Appendix 3 
 
RESPONSE FROM MEDIA, NZME 

We are writing on behalf of NZME (the publisher) in response to the above complaint 
regarding Steinlager’s advertising of the “Black Laundry” wrap that covered the New Zealand 
Herald on 19 September 2019, 
 
We understand that Lion have provided a substantive response to the Standards Board. In 
that respect, we request this be read alongside that (much more fulsome) response.  
 
The ASA has identified Code for Advertising and Promotion of Alcohol - Guideline 3 (a), 
Guideline 4 (b), Principle 3, Principle 4 as being relevant: 

 
Principle 3 Alcohol advertising and promotions shall be directed at adult audiences.  
Alcohol advertising and promotions shall not be directed at minors nor have strong or 
evident appeal to minors in particular.  This applies to both content and placement. 
 
Guideline 3(a) Alcohol advertising and promotions in non-restricted areas shall not 
use or refer to identifiable heroes or heroines of the young. 
 
Principle 4 Sponsorship advertisements shall clearly and primarily promote the 
sponsored activity, team or individual.  The sponsor, the sponsorship and items 
incidental to them, may be featured only in a subordinate manner. 

 
Guideline 4(b) Shall not show a product or product packaging 

 
Exterior cover of the wrap 
The exterior cover advertisement of the newspaper (the “wrap”) was an advertisement for 
Black Laundry, an initiative of Steinlager, and not of Steinlager’s alcoholic products.  The 
cover was predominantly black in colour, with the words “Black Laundry” surrounding a 
Steinlager logo. 
 
We accept there may be some level of passive dissemination by minors of the wrap (for 
example, by seeing the cover in a retailer).  However, we disagree that the exterior of the 
wrap refers to the All Blacks.  There is no overt reference to the All Blacks on the exterior 
wrap (indeed, only the colour black is used).  As such we disagree that the exterior wrap 
would appeal to minors, and refute any clear link between the exterior, alcohol advertising, 
and heroes of the young. 
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Interior cover of the wrap  
In respect of the interior page of the wrap (which too was primarily an advertisement for the 
Black Laundry initiative), we note the following statistical information of Herald readership by 
minors, according to the latest Neilson Readership Results: 
 

- 2% of Herald readers are aged between 15-17 years old; and 
- 11% of 15 to 17 year olds read the Herald. 

 
Further: 
 

- 3% of Herald readers are aged between 18-19 years old; and 
- 15% of 18 to 19 year olds read the Herald. 

 
Readership by minors is therefore extremely small. The image of the “white can” would likely 
only seen by those who purchased or consumed the Herald. The above statistics suggests 
that this portion of the advertisement was not directed at minors.  
 
In our view, the reference to rugby fans going “all black” as being synonymous and 
interchangeable with the All Blacks as heroes of the young extends guideline 4(a) beyond its 
natural interpretation. Going “all black” in the context of the advertisement is indicative of 
support for New Zealand in the World Cup, and not a reference to the All Blacks team as 
heroes of the young.  
 
While we appreciate the complainants view, we do not consider that minors would likely 
derive from the words “all black”, the colour black, the reference to the “white can” from the 
1980’s, and concepts of loyalty and naturally conclude that these inferences create an 
identification of the All Blacks.  We therefore disagree that the advertisement appeals to 
minors “because it uses and refers to identifiable heroes of the young”.  
 
Identification of sponsorship advertisements  
The advertisement is not in respect of any sponsorship. The advertisement – both exterior 
and interior cover of the wrap – was not indicative of Lion/Steinlager “sponsoring a person, 
competition, activity or event”.  On that basis, we do not consider that guideline 4(b) applies 
to the interior or exterior of the wrap. 
 
General social responsibility 
Both the exterior of the wrap (bearing the Steinlager logo), and the interior wrap (with the 
white can image) were designed so as to encourage social responsibility and moderate 
consumption of alcohol (the front featured the “cheers.org.nz” logo; the interior featured a 
R18 label). 
 
FURTHER INFORMATION PROVIDED BY THE MEDIA, NZME 
 
We measure all people 10+ in the readership survey. 

• 1.3% of weekly NZH readers are aged 10-12yrs (or 5.8% of all 10-12yr olds read the 
NZH each week). 

• 96% of weekly NZH readers are aged 18+yrs. 
 
Source: Nielsen CMI Q318 to Q2 19. AP10+ 
  
 
 


