
 
 

COMPLAINT NUMBER 20/568 

ADVERTISER Scandinavian Vehicle Distributors 
Ltd (Volvo Cars NZ) 

ADVERTISEMENT Volvo Cars NZ Television 
OnDemand and Digital Marketing 

DATE OF MEETING 8 December 2020 

OUTCOME 
Upheld 
Advertisement not to be used 
again 

 

 
Summary of the Complaints Board Decision  
The Complaints Board upheld a complaint about an advertisement for Volvo Cars which 
showed a woman who drove a car while obviously fatigued. The Board said although the 
safety feature in the woman’s car saved her from having an accident, the advertisement 
condoned the unsafe practice of driving while fatigued.  
 
Advertisement 
The OnDemand television advertisement for Volvo Cars was also played on YouTube. It 
showed parents of young children caring for them in their home. It then showed the woman, 
who was obviously fatigued through lack of sleep, driving her Volvo car on the open road. 
When she starts to fall asleep at the wheel her car veers towards an oncoming vehicle. The 
woman wakes at the sound of a truck’s horn, and when her car automatically self-corrects and 
moves back into the correct lane. 
 
The advertisement ends with a similar scene to that at the start of the advertisement, implying 
a similar early start for the woman, and the text “The car that looks after you, like you look 
after others. Volvo XC60 with Lane Keeping Aid. For everyone’s safety.” 
 
Summary of the Complaint  
There were six complaints about this advertisement: 
The Complainants were concerned the advertisement sends the wrong safety message and 
promotes a dangerous choice, getting behind the wheel of a car when tired. 
 
Issues Raised: 

• Social Responsibility 

• Safety 
 
Summary of the Advertiser’s Response  
The Advertiser defended the advertisement and said it doesn’t encourage or endorse driving 
while fatigued. Fatigue and other sources of impairment or distraction are human behaviours 
that are impossible to eliminate and therefore warrant the intervention of active safety features. 
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Relevant ASA Codes of Practice 
 
The Chair directed the Complaints Board to consider the complaint with reference to the 
following codes: 

ADVERTISING STANDARDS CODE 

 

Principle 1: Social Responsibility: Advertisements must be prepared and placed 
with a due sense of social responsibility to consumers and to society. 
 
Rule 1(e) Safety: Advertisements must not, unless justifiable on educational or social 
grounds, encourage or condone dangerous, illegal or unsafe practices, or portray 
situations which encourage or condone a disregard for safety. 

 
 
Relevant precedent decisions 
In considering this complaint the Complaints Board referred to a precedent decision, Decision 
19/243, which was Upheld.  
 
The full version of this decision can be found on the ASA website: 
https://www.asa.co.nz/decisions/ 
 
Decision 19/243 concerned a Hyundai television advertisement which depicted an athlete 
running on a treadmill while breathing air coming directly out of what appeared to be the 
exhaust pipes of a Hyundai NEXO vehicle.  
 
The Complaints Board said the advertisement was likely to cause widespread offence and 
portrayed a situation which could encourage a disregard for safety. This is because it 
presented a well-known method used for committing suicide, and suicide is acknowledged as 
a significant issue in New Zealand society. 
 
 
Complaints Board Discussion 
Consumer Takeout   
The Complaints Board agreed the likely consumer takeout of the advertisement was the new 
Volvo is a safe car, and it will keep you in your lane if you fall asleep while driving.  The end 
of the advertisement appeared to show the next day for the woman would be much the same 
as the previous day, implying that she would again drive whilst fatigued.  
 
Does the advertisement portray a situation which encourages or condone dangerous, illegal 
or unsafe practices, or encourages a disregard for safety, which is not justifiable on 
educational or social grounds? 
The Complaints Board unanimously agreed the advertisement did portray a situation which 
condones the unsafe practice of driving while fatigued, which is not justifiable on educational 
or social grounds. 
 
The Complaints Board said the advertisement implies that it’s ok to drive when you’re tired, if 
you drive this Volvo car, because the safety feature, the Lane Keeping Aid, will protect you. 
 
The Complaints Board said the advertisement encourages consumers to take risks, including 
driving a car while fatigued. The Board noted that despite being frightened when she narrowly 
avoids having an accident, the woman doesn’t pull over, she keeps driving. 
 

https://www.asa.co.nz/decisions/
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The Complaints Board said the advertisement is not saved by the inclusion of the text “Driver 
is responsible for the vehicle at all times”. 
 
The Complaints Board noted that Waka Kotahi NZ Transport Agency has had an advertising 
campaign highlighting the dangers of driving while fatigued. The Complaints Board noted that 
driver fatigue causes fatalities and serious injury crashes in New Zealand each year. 
  
The Complaints Board said while the Advertiser is entitled to promote the Lane Keeping Aid 
safety feature, this must be done in a way that doesn’t in any way condone unsafe practices. 
 
Was the advertisement prepared and placed with a due sense of social responsibility? 
The Complaints Board said the advertisement had not been prepared and placed with a due 
sense of social responsibility, taking into account context, medium, audience and product and 
was in breach of Principle 1 and Rule 1(e) of the Advertising Standards Code. 
 
The Complaints Board noted the comment from the Advertiser that the final week of activity 
for the advertisement was the week commencing 30 November 2020.  
 
Outcome 
The Complaints Board ruled the complaint was Upheld.  
 
Advertisement not to be used again.  
 
 
 
 
 
 
 
 
 
 
 
 

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. 
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APPENDICES 
 

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

 
  
 
 
Appendix 1 
 
COMPLAINTS 
 
There were six complaints about this advertisement: 
 
Complaint 1 
 
Freeview On Demand Young Sheldon 2020-11-02 7.05pm  
 
Complaint Details: Advertisement shows a tired mother taking to the wheel of her car and 
falling asleep at the wheel. Her car senses that she crosses the center line and corrects it for 
her as she jolts awake. The message of the ad is so wrong - it should be that you shouldn’t 
drive when tired. You should not rely on your car features for all road users safety. What if the 
car coming the other way saw the crossing of the line and too defensive action and therefore 
crashed to save a head on collision! What if the cars sensors failed? It sends the wrong safety 
message and promotes dangerous choices when getting behind the wheel 
 
Complaint 2 
 
On Demand 2020-11-05 4pm approximately  
 
Complaint Details: The Volvo XC60 is an ad showing a woman falling asleep at the wheel of 
her car. A truck is travelling towards her on the other side of the road. The woman driver starts 
to cross the center line, when she is suddenly awoken when her cars "Lane keeping Aid" is 
activated. I am disturbed that this ad promotes an assumption that falling asleep at the wheel 
is ok because your car will save you, I feel this ad is socially inappropriate and should be 
removed. 
 
Complaint 3 
 
2020-11-05 19:45 (on demand though)  
 
Complaint Details: Volvo has an ad for the XC60 car. In it there are two parents who become 
tired and drive while impaired from exhaustion. The purpose is to advertise the cars auto-
alarm for when it goes over the median. When it does this it says "protecting you like you 
protect others". This gives the impression that it is okay to drive impaired. No safety feature 
should allow or encourage anyone to drive impaired, including when they have not slept. I 
think this is a dangerous message to give. 
 
Complaint 4 
 
Television Ad Details: TVNZ2 Taskmaster On Demand 2020-11-06 9.00pm - 10.00pm 
approximately  
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Complaint Details: I am writing to strongly urge you to discontinue the airing of a Volvo XC60 
advert with an extremely dangerous message. I find the decision to approve this for viewing 
is irresponsible. The advertising standard code I feel has been breached is: Principle 1: Social 
Responsibility Rule 1 (e) Safety "Advertisements must not, unless justifiable on educational or 
social grounds, encourage or condone dangerous, illegal or unsafe practices, or portray 
situations which encourage or condone a disregard for safety." This aired on TVNZ2 on Friday 
6th November 2020 at approximately 9-10pm. The 'Volvo XC60: The Parents' advert invites 
us to watch exhausted parents struggling with the demands of their busy lives. They climb 
sleepily into their cars and the mother has a near miss with a truck, narrowly avoiding a tragic 
outcome apparently thanks to Volvo's 'Lane Keeping Aid'. It essentially tells us that it's okay 
to drive tired, because this is "the car that looks after you". As a child sleep consultant I help 
exhausted families learn what their babies' and children's potential for sleep is and how to 
achieve it, therefore minimising the inevitable damaging impacts of sleep deprivation. Even 
short term sleep loss can lead to poor concentration, lack of focus and slower reflexes to name 
but a few. I warn parents of the dangers of driving tired. Multiple studies have shown that 
driving whilst sleep deprived is equivalent or worse than driving under the influence of alcohol. 
Here are just a couple of examples, but there are many if you would like to research further: 
The impact of sleep deprivation and alcohol on driving: a comparative study: 
https://bmcpublichealth.biomedcentral.com/articles/10.1186/s12889-020- 09095-5 Moderate 
sleep deprivation produces impairments in cognitive and motor performance equivalent to 
legally prescribed levels of alcohol intoxication:  
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC1739867/  
Just as responsible advertisements now show us party-goers passing their keys to a sober 
driver, we should be informing the public that those who are severely sleep deprived should 
leave the driving to fully alert people. The message should not be that, 'It's okay to drive tired 
because we've got your back', it should be 'You wouldn't drive drunk, so don't drive tired!' 
Please remove this advert 
 
Complaint 5 
 
Television Ad Details: Freeview on demand 2020-11-11 6.30pm-9pm  
 
Complaint Details: I am utterly horrified at the new Volvo ad first seen this evening and 
repeated again at least 6 times over the evening. Volvo are advertising the new lane aid and 
in their advert and are seemingly encouraging and condoning unsafe road safety practices. 
To have a family playing, growing together and keeping two young babies safe. To then 
condoning driving whilst tired and trusting the vehicle to keep you safe when you’ve made a 
poor decision to drive your family in the first place is utterly disgusting. This sends poor 
messages that’s it’s ok to drive when tired as the car will correct you and protect you and 
further condones and encourages unsafe road and driver practice Seen on freeview on 
demand. From 6.30pm-9.15pm approx 6 times. Watching episodes of American housewife. 
Home and away and shortland street on Wednesday 11/11/20 
 
Complaint 6 
 
Television Ad Details: Freeview On Demand 2020-11-18 2025  
 
Complaint Details: https://www.youtube.com/watch?v=b2Uv18yOoN4  
This is not the exact version of the ad (? they've used a different one in NZ or on Freeview on 
demand) but it is similar. I have seen it multiple times on "Freeview on Demand". I object to 
the fact that the ad appears to condone driving while fatigued - it implies that the car will save 
you if you do this. Falling asleep while driving is a real risk and causes significant harm. 
 
 
 

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC1739867/
https://www.youtube.com/watch?v=b2Uv18yOoN4
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Appendix 2 
 
RESPONSE FROM ADVERTISER, SCANDINAVIAN VEHICLE DISTRIBUTORS LTD 
(VOLVO CARS NZ) 
 
Thank you for bringing Complaint 20/568 to our attention. 

 

We wish to defend our position on the following grounds: 

• Volvo Cars has built its reputation on being an industry leader in relation to vehicle 

safety and takes the associated obligations seriously. As a result, Volvo Cars adopts 

a conservative approach to all advertising content, whether global or region-specific. 

• The footage in question was provided by Volvo Cars’ global headquarters and 

unaltered, other than the addition of a local website address/price point which appears 

on the end frame (version dependent).  

• Rather than condoning driving while tired (the general theme of the six individual 

complaints), Volvo Cars has attempted to highlight the associated risk.  

• Despite the best intentions of all drivers, Volvo Cars acknowledges that fatigue and 

other sources of impairment/distraction are human behaviours that are impossible to 

eliminate and therefore warrant the intervention of active safety features. 

• In addition to highlighting the risk associated with driver fatigue, the commercial 

illustrates the functionality of Lane Keeping Aid which provides steering assistance 

and/or a warning to the driver (acoustic signals or steering wheel vibration) when the 

vehicle is about to leave its lane unintentionally, whether as a result of fatigue or other 

distraction. 

• Lane Keeping Aid is a standard feature across the Volvo range in New Zealand. 

• The commercial clearly identifies that the driver remains responsible for the vehicle at 

all times (via a prominent onscreen subtitle). 

• We believe the intended consumer take-out is clear, particularly given the context and 

the product being advertised, and the commercial in no way encourages or endorses 

driving while fatigued or otherwise distracted. 

 

Please also note the following detail requested in Appendix 1: 

• The associated media schedule includes solely digital placements (15” and 30” 

executions) across a period of six weeks. Media bookings include TVNZ OnDemand 

and a selection of programmatic platforms as below. 

• The week commencing 30th November is the final week of activity for the commercials 

in question. 
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VOLVO Q4 2020 Spec 
                            

OCTOBER NOVEMBER DECEMBER 
28 05 12 19 26 02 09 16 23 30 07 14 21 28 

          
DIGITAL         
DIGITAL COMMONS VIDEO 15" & 30" Video                       
                                
GroupM PBU RON VIDEO 15" & 30" Video                 
                                
QUANTCAST NZ  RON VIDEO 15" & 30" Video                       
                                
TVNZ VIDEO ONDEMAND 30" Video                       
                                
 

• In broad terms, our media approach is intended to target potential new car buyers. As 

this particular campaign is solely digital, targeting is optimised in line with internet 

browsing behaviours eg. previous/consistent engagement with digital automotive 

content (Volvo and competitor brands). 

• The relevant digital media files are attached to our email response for your reference. 

 

I trust the above clarifies our position and we look forward to receiving the Complaint Board’s 

findings in due course.  

 

Please let me know if you require any further detail in support of the investigation. 

 

Appendix 3 
 
RESPONSE FROM MEDIA  

Thank you for the opportunity to respond to these complaints. We recognise that the 
complainants were upset by the premise of the ad and we apologise to them for this. There 
was no intention in the screening of the ad to promote unsafe driving. 
 
While TVNZ defers to the advertiser in regard to addressing the complaints about the content 
of the ad we note that information is provided in the ad by way of a key that the driver remains 
responsible for the vehicle at all times and this information is clearly visible to the viewer. 
 
The ad was scheduled OnDemand so that it screened only for adult viewers; and not more 
than once per programme.  
 

 
 


