
 

 
 

COMPLAINT NUMBER 20/318 

ADVERTISER Unilever Australasia  

ADVERTISEMENT Lynx, Television 

DATE OF MEETING 3 August 2020 

OUTCOME No Grounds to Proceed 

 
 
Advertisement:  The Unilever television advertisement promotes Lynx, a spray deodorant.  
The advertisement shows young men venturing out into the world after 234 days of 
quarantine. The advertisement inplies the men do not smell fresh. One scene shows a man 
opening his curtains, exposing him to sunlight which causes him to burst into flames.  
Another man turns to ice. The advertisement concludes with the words “smell ready.” 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: The ad is for lynx and shows a man opening a window and then he is engulfed in 
flames. It is very frightening to my young daughter. It may not seem bad but suddenly being 
burnt alive like that is actually quite scary to see. Perhaps it could run after 8.30pm. 
Thanks. 
 
The relevant provisions were Advertising Standards Code - Principle 1, Rule 1(g);  
 

Principle 1: Social Responsibility: Advertisements must be prepared and placed 
with a due sense of social responsibility to consumers and to society. 
 

Rule 1(g) Fear and distress: Advertisements must not cause fear or distress without 

justification. 

 
The Chair noted the Complainant’s concern the advertisement showed a frightening image 
at an inappropriate time. 
  
The Chair confirmed the advertisement had been given a G (General) rating by the 
Commercial Approvals Bureau and the advertisement screened during The Project, which is 
categorised as Unclassified Programming.  
 
The Broadcasting Standards Authority refers to Unclassified Programming as “news, current 
affairs, sports and live content that is not, because of its distinct nature, subject to 
classification. However, broadcasters must be mindful of children’s interests and other 
broadcasting standards and include audience advisories (i.e. a warning) where appropriate.” 
 
While the Chair acknowledged the Complainant’s concerns about the timing of the 
advertisement, she said the advertisement had been placed with the appropriate care in The 
Project, a current affairs programme which covers a range of topics, some of which may 
require viewer discretion.  
 
The Chair considered there was a level of humour and hyperbole in the advertisement which 
showed fantastical or exaggerated examples of people coming out of the enforced isolation 
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of a long lockdown period. The Chair likened the scene of the man bursting into flames to 
that of a vampire being exposed to sunlight.  She noted the following scene in the 
advertisement showed the image was not real and the man had not been harmed.  
 
The Chair said the advertisement and its placement did not meet the threshold to be likely to 
cause fear or distress for most viewers, taking into account context, medium, audience and 
product. She said the advertisement had been prepared and placed with a due sense of 
social responsibility to consumers and society and was not in breach of Principle 1 or Rule 
1(f) of the Advertising Standards Code. 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
 
Chair’s Ruling: Complaint No Grounds to Proceed  
 
 
 
 

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 calendar days of receipt of this decision. 

 


