
 

 
 

COMPLAINT NUMBER 20/221 

ADVERTISER Jacobs Douwe Egberts NZ  

ADVERTISEMENT Bell Tea, Television 

DATE OF MEETING 7 September 

OUTCOME No Grounds to Proceed 

 
 
Advertisement:  The Bell Tea television advertisement promotes their 'Ring my Bell' 
campaign which shows an animated group of mugs and cups dancing to the song “Ring my 
Bell” while the kettle is boiling. At the end of the advertisement, a group of people are 
gathered for a tea break.  The 'Bell Tea Co' logo appears of screen superimposed over the 
tea drinkers and the voiceover says, “Bell Tea, full of feel alive flavour”. 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: Kia ora I wish to complain about an advertisement by Bell Tea which was 
broadcast on TV One television on Friday 14 August 2020 at 7.20am. The advertisement is 
"Bell Tea: Full of Feel Alive Flavour" and runs for 30 seconds.   
I find the advertisement particularly offensive to the young man near the end of the segment 
at 26 seconds. The Bell Tea logo appears over his face and head. In my view, the head and 
face are most sacred parts of the body, and the face is significantly related to identity, I find 
this action by Bell Tea very demeaning and degrading to this young man. Culturally, it is 
highly inappropriate and insulting. Other people were also in the screen shot, yet it appears 
strategically placed over him. There was space for the logo to have been placed elsewhere in 
the screen.   
Re: The Advertising Standards Authority Standards Code 2018. Principle 1: Social 
Responsibility Rule 1 (c) Decency and Offensiveness. "Advertisements must not exploit, 
degrade, denigrate, demean or objectify any person or group of people or any products, 
services, objects or places." "Grounds for offence include, but are not limited to: gender; 
race; colour; ethnic or national origin; age; cultural, religious, political or ethical belief; sexual 
orientation; gender identification; marital status; family status; disability; occupational or 
employment status."  
Please advise what actions you will take to prevent this from occurring again by Bell Tea or 
any other company or organisation. Additionally, I believe this young man is due an apology.  
I look forward to hearing from you in due course.  
Mauri ora  
 
The relevant provisions were Advertising Standards Code - Principle 1, Rule 1(c)  
 

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

Rule 1(c) Decency and Offensiveness: Advertisements must not contain anything 
that is indecent, or exploitative, or degrading, or likely to cause harm, or serious or 
widespread offence, or give rise to hostility, contempt, abuse or ridicule. 
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The Chair reviewed the advertisement, the complaint, the Advertising Standards Code and 
considered the relevant context, medium, audience and product.   
 
The Chair noted the Complainant found the advertisement to be offensive to the man in the 
background of the advertisement who is obscured when the Bell Tea logo is superimposed 
on that part of the screen.  The Complainant said in part: “In my view, the head and face are 
most sacred parts of the body, and the face is significantly related to identity, I find this action 
by Bell Tea very demeaning and degrading to this young man. Culturally, it is highly 
inappropriate and insulting.” 
 
The Chair acknowledged the importance of tikanga in the New Zealand cultural context. The 
Chair also acknowledged the diversity of different cultural practices and influences which 
exist in New Zealand society.  
 
The Chair considered the placement of the Bell Tea Logo at the end of the advertisement 
was dictated by its size and position relative to the animated mug, the teapot and the tagline 
on screen rather than any intention to demean the actor in the background of the shot.  
 
Rule 1(c) of the Advertising Standards Code required the Chair to consider whether the 
placement of the Bell Tea logo was likely to cause serious or widespread offence, in light of 
generally prevailing community standards. 
 
The Chair acknowledged the genuine concerns of the Complainant but said in this case the 
logo placement did not reach the threshold to cause serious or widespread offence. This is 
because it was one of three images superimposed on the background of the advertisement 
to focus the consumer’s attention on the product and the tagline “Full of feel alive flavour”, 
not the individuals providing the tea break setting. 
 
The Chair said the advertisement had been prepared with the due sense of social 
responsibility required and ruled it was not in breach of Principle 1 or Rule 1(c) 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. 

 


