
 
 

COMPLAINT NUMBER 20/101 

ADVERTISER GlaxoSmithKline NZ Ltd 

ADVERTISEMENT Anoro, NZ Doctor website  

DATE OF MEETING 26 May 2020 

OUTCOME 
Not Upheld 
No further action required 
 

 
Summary of the Complaints Board Decision  
The Complaints Board did not uphold a complaint about a website advertisement for Anoro. 
The Board said the Māori woman in the advertisement was portrayed in a respectful way, 
which acknowledged her mana, and she appeared strong and confident. The Board agreed 
the advertisement was not likely to cause serious or widespread offence.  
 
Description of Advertisement 
The GlaxoSmithKline NZ Ltd advertisement for Anoro, a prescription treatment used to treat 
Chronic Obstructive Pulmonary Disease (COPD), was on the NZ Doctor website. The 
advertisement showed the image of a Māori woman wearing a korowai, on a marae, with a 
meeting house in the background. The text for the advertisement said: “She battles for breath 
every day”. 
 
Summary of the Complaint  
The Complainant was concerned the advertisement did not portray a Māori leader in a way 
that respects her mana, and instead portrayed her in a negative way, which showed a lack of 
respect. 
 
Issues Raised: 

• Social Responsibility 

• Decency and Offensiveness 
 
Summary of the Advertiser’s Response  
The Advertiser said while they were sympathetic to the Complainant’s views, they did not think 
the advertisement reached the threshold to cause offence. They said they took active steps to 
ensure the advertisement upheld the mana of the woman featured in the advertisement and 
they engaged with her in creating the advertisement. GlaxoSmithKline NZ Ltd obtained 
consent from the iwi to use the marae in the advertisement for promotional purposes. Since 
receiving the complaint they have modified the advertisement, changing the text to “She fights 
for breath every day, to be there for her mokopuna”. 
 
Summary of the Publisher’s Response  
The Publisher, NZ Doctor, said positioning the kuia in her place of strength – the marae – 
underlines her mana and shows respect for her world view. The target audience for the 
website is health professionals in general practice and primary care, but also managers and 
decision makers in the sector. NZ Doctor felt the image in the advertisement spoke clearly to 
the need for clinicians to be proactive in offering appropriate care and treatment. Research 
has shown Māori patients receive less treatment options than their Pakeha counterparts, have 
worse health outcomes and shorter life expectancy. In response to the complaint NZ Doctor 
has moved the message “This website is intended for a health professional readership” to a 
more prominent position, across the top of the website, to ensure the purpose of the website 
is clear. 
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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(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. 

 
The Chair noted the Complainant requested that in addition to Rule 1(c) of the Advertising 
Standards Code the advertisement also be considered under “all clauses” of the Therapeutic 
and Health Code. The Chair said advertisements for therapeutic products must meet a high 
standard of social responsibility as consumers rely on these products for their health and 
wellbeing. In this case however the requirements most relevant for this complaint are Principle 
1 and Rule 1(c) of the Advertising Standards Code.  As the product is a prescription medicine, 
the Board applied a higher standard in its deliberation on offensiveness. 
 
 
Complaints Board Discussion 
Consumer Takeout   
The Complaints Board agreed the consumer takeout of the advertisement was this medicine 
can assist people having trouble with their breathing, and this group includes some strong 
Māori women. 
 
Audience, medium and product 
The Complaints Board noted the target audience for the NZ Doctor website is people working 
in the health sector, including those in general practice and primary care, as well as managers 
and decision makers. The product being advertised is a prescription only medicine for COPD. 
 
Is the advertisement offensive? 
The Complaints Board agreed the advertisement was not likely to cause serious or widespread 
offence. The Board said the Māori woman in the advertisement was portrayed in a respectful 
way, which acknowledged her mana, and she appeared strong and confident. 
 
The Complaints Board noted the Advertiser had collaborated with the woman in creating the 
advertisement, as well as consulting with iwi about using an image of the marae. 
 
The Complaints Board noted that Māori people are disproportionately affected by COPD and 
the image used in the advertisement sends a message to doctors to think about prescribing 
Anoro to Māori. The Board said Māori people who see this advertisement are more likely to 
identify with the advertisement and to consider whether the product might have any relevance 
to them. 
 
The Complaints Board noted the context of the advertisement, a pharmaceutical company 
advertising a prescription-only medicine, on a website for healthcare professionals. The Board 
said there is nothing in the advertisement to suggest consumers should not also pursue other 
methods of treatment, such as holistic treatment, if they wish. 
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The Complaints Board noted the changes made to the advertisement and to the website by 
the Advertiser, after receiving this complaint. The Board said that while these changes added 
further clarification to the intent of the advertisement, the original advertisement was not in 
breach of the Advertising Standards Code. 
 
Is the advertisement socially responsible? 
The Complaints Board said the advertisement was socially responsible, taking into account 
context, medium, audience and product and was not in breach of Principle 1 or Rule 1(c) of 
the Advertising Standards Code. 
 
 
Outcome 
The Complaints Board ruled the complaint was Not Upheld. 
 
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 calendar days of receipt of this decision. 
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APPENDICES 
 

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

 
  
 
 
Appendix 1 
 
COMPLAINT  
I am writing to complain about an internet advertisement which I saw running on the 
nzdoctor.co.nz site via google ads.  If you click on the ad it leads you to a product information 
sheet that contains a fair bit of jargon difficult for consumers to understand The ad is a series 
of three rolling images The first image is of a strong Maori women who appears to be a leader 
in a maori setting.  The caption on this picture is "she battles for breath every day' the next 
image says "Prescribe Anoro for your COPD patients the next image gives information about 
the prescription medicine and the manufacturer (GSK in collaboration with Innoviva)  
  
My complaint is that instead of choosing to positively describe this leader in a way that respects 
their mana, they have chosen a disease orientated  western frame then propose a biomedical 
solution when it is well known that Maori have a more holistic concept of their health that is 
more than the absence of disease.   I am concerned that this ad has not adequately considered 
Rule 1(c) of the code regarding decency and offensiveness.  It is also suggesting a common 
thread that doctor knows best rather than respecting the woman's own self determination in 
her health.  Whilst I appreciate that there unequal distributions of certain types of disease, it 
doesn't feel right to portray an elder in this way and shows a possible lack of respect.  The 
negative portrayal could also lead to increased institutional racism in the health sector which 
some DHBs have finally acknowledged and are working on to improve maori health outcomes.  
I am also concerned about the image of a traditional setting of a marae which is the centrepoint 
for activity in iwi being portrayed to help pharmaceutical companies earn more revenue.  The 
ad in my opinion also shows an unequal power differential - ie describing the woman in a 
negative way and then saying you can prescribe this for patients - the ad does not show a 
patient interaction completed in a way that respects Maori knowledge of their own health.  
  
I would like my ad to be considered by the committee from a Maori world view with regard to 
the code I think the following may apply and would welcome feedback  
  
Rule 1 (c) Decency and Offensiveness   Guidelines 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.  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. Advertisements must not exploit, degrade, 
denigrate, demean or objectify any person or group of people or any products, services, 
objects or places.  
  
i would also like my complaint assessed against all clauses of the therapeutic and health code. 
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Appendix 2 
 
RESPONSE FROM ADVERTISER, GLAXO SMITH KLINE 
I am writing to inform you GSK’s intention to defend the abovementioned complaint pursuant 
to your letter dated 22 April 2020. 
 
The complainant has raised a number of concerns with the image of a Māori woman/elder 
who appears to be a leader in a Māori setting, in the Anoro digital advertisement, on the New 
Zealand Doctor, Healthcare Professional website. Anoro is a funded prescription treatment 
option that helps to relieve the breathlessness associated with Chronic Obstructive Pulmonary 
Disease (COPD). 
 
We are sympathetic to the complainant’s views on this on this subject and recognise the Treaty 
of Waitangi and New Zealand Public Health and Disability Act 2000 (PHD Act) efforts to 
address Māori health and reduce health disparities by “improving the health outcomes of Maori 
and other population groups1”  

 
In recognition of our commitment to the Treaty of Waitangi and PHD Act, GSK intentionally 
set out to create an advertisement that resonated with Māori communities and was not 
monocultural.  
 
We took active steps to ensure this advertisement upheld the mana of the Māori woman in the 
advertisement.  We engaged with her early on in a spirit of co-creation, to ensure her mana 
was celebrated when using her image in our adverts. 
 
GSK were guided by her desire to be presented as a wahine strongly connected to her Marae, 
proudly wearing her moko kauae and cloaked in a korowai - all indicators of a culturally strong 
woman, a woman of mana. We are grateful that the complainant recognised our efforts to 
achieve this.  GSK were invited to her Marae and experienced a powhiri from her whanau.  At 
this hui, GSK sought and obtained consent from the relevant iwi for the use of the Marae for 
promotional purposes. 
 
In your letter to GSK you have mentioned Principle 1, Rule 1(c) of the Advertising Standards 
Code (the Code) is applicable to this complaint. As such, the Anoro digital advertisement has 
been reviewed against this section of the Code which states “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.”  
 
Pursuant to previous Advertising Standard Authority (ASA) Board decisions the threshold for 
an advertisement to be considered likely to cause serious or widespread offence pursuant to 
Principle 1, Rule 1(c) of the Code is whether it was likely to cause serious or widespread 
offence, taking into account generally prevailing community standards. This threshold was 
considered in the decision of 1Law4All pamphlet dated 4 June 2019 (Complaint Number 
19/095) whereby, the statement “the benefits of colonisation for Māori”, was held to be 
derogatory and likely to cause serious offence and therefore not socially responsible. 
 
In the ASA Board decision of Rodney Horrell Print dated 2 September 2019 (Complaint 
Number 19/318) the ASA Board held an advertisement published in The Star newspaper, 
headed “Māori animism being taught in state schools” which then went on to state  “Māori 
animism is a religious belief system that is not a requirement for children to learn under the 
NZ state school curriculum…You have a voice about this” did not reach the threshold to be 
considered likely to cause or cause serious or widespread offence as the advertisement 
concerned was an advocacy advertisement. In this scenario the ASA Board determined that 
the Advertiser was expressing their opinion about what should be included in New Zealand 



 20/101 

6 

school curriculum as a result, the advertisement was considered a call to action as it 
encouraged parents to contact their School Board. 
 
Based on the decision of 1LAW4All above, the ASA Board set a high threshold in that an 
advert must be derogatory and likely to cause serious offence.  GSK does not believe the 
advert has reached that threshold. Therefore, GSK submits that the advertisement does not 
cause, and is not likely to cause, serious and widespread offence. 
 
Furthermore, in accordance with the ASA decision of Rodney Horrell GSK submits the 
advertisement is in line with an advocacy advertisement as mentioned in this case as it calls 
for Healthcare Professionals (HCP’s) to prescribe Anoro to their COPD patients on a password 
protected site. COPD is a generic term used for patients suffering from a disease and therefore 
the use of this term in this context does not target groups based on colour; ethnic or national 
origin; age as provided for in the Code.  
 
For these reasons, GSK considers that the advertisement does not breach the ASA Code. 
GSK is of the view that it is important to raise awareness of Maori health issues to HCPs.  
COPD is a chronic lung condition in which the alveoli (air sacs) in the lungs no longer work 
properly, making it difficult to breathe. It is a chronic condition that can eventually reach a 
stage where it becomes life threatening. Unfortunately, and avoidably, Māori present with a 
high rate of mortality and morbidity including hospitalisation compared with other ethnic groups 
in NZ 2 Many Māori are dying prematurely from this preventable disease.  
 
In the spirit of partnership and dialogue, upon receiving this complaint, GSK engaged with 
Precious Clark (Ngāti Whātua, Te Uri o Hau, Waikato and Pākehā) of Maurea Consulting to 
help us understand the complaint and assess any actions that could be taken to strengthen 
the cultural appropriateness of the advertisement. As a result of that engagement, we believe 
that the use of the image is appropriate and clearly presents the woman with mana.  We have, 
however, reviewed the text that accompanied the image, and have updated the advertisement 
to more clearly communicate a mana enhancing state. We submit a revised copy of the 
advertisement as an attachment to this email. 
 
References 

1. New Zealand Public Health and Disability Act 2000 

http://www.legislation.govt.nz/act/public/2000/0091/latest/DLM80051.html 

2. Telfar Barnard L, Zhang J. 2019. The impact of respiratory disease in New Zealand: 

2018 update. Wellington: The Asthma Foundation. Page 27. 

www.asthmafoundation.org.nz/research/the-impact-of-respiratory-disease-in-new-

zealand-2018-update 

 

Responses to Specific Media Details as Requested by the ASA.  

1.  Please provide the ASA with a digital media file(s) copy of the advertisement. If the 

Complaint relates to on-screen graphic in a video, provide a broadcast quality version.  

• Please refer to attached pdf “Anoro Advert Update May 2020” 

2. Is the advertisement still accessible – where and until when?  

• No - the advertisement is currently not in publication and was discontinued as 

planned at the end of April. The one exception is brochures in GP clinics- 

Mediboard staff have not had access to GP clinics during the COVID-19 

http://www.legislation.govt.nz/act/public/2000/0091/latest/DLM80051.html
http://www.asthmafoundation.org.nz/research/the-impact-of-respiratory-disease-in-new-zealand-2018-update
http://www.asthmafoundation.org.nz/research/the-impact-of-respiratory-disease-in-new-zealand-2018-update
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lockdown. These brochures will be removed over the next 4 weeks from this, as 

planned prior to our awareness of this complaint.  

3. List all media where the advertisement is placed e.g. TV, Radio, Outdoor, Newspaper, 

Cinema, Website, Social Media, App, and Email.  

Healthcare Professional Advertising – Not currently active as planned media 

placement was scheduled to stop at the end of April. 

• Digital Display Advertisements in the HealthCare Professional Trade 

Publications: 

o NZ Doctor Website (Only available after login to subscribers) 

https://www.nzdoctor.co.nz/  

o NZ Doctor Subscription Direct Email (Only available to subscribers) 

o Research Review Direct Email (Only available after login to subscribers) 

https://www.researchreview.co.nz/nz/Home.aspx 

• Printed A3 Advertisement in NZ Doctor Magazine 

• Printed Display Poster for GSK Trade Stand (Used at two industry events 

GPCME and Goodfellow Conferences) 

• Digital, Printed Poster and DL brochures on MediBoard Display Service 

http://mediboard.co.nz/about 

Direct to Consumer Media 

• Digital and Printed Poster on MediBoard Display Service in GP and Laboratory 

Waiting rooms.  

 Prior Campaign Direct to Consumer Placements (Active from April- July 2019) 

o Community Newspapers 

o Outdoor (Adshell in Bus Shelters) 

o Printed Letterbox Mail  

4. Who is the target audience for the product / brand / service? And what tools and/ or data 

were used to target this audience?  

• The target audience for the advertisement in question are Medical Doctors 

(General Practitioners) and was distributed by NZ Doctor and Research Review 

to their subscribers. 

• There was an associated campaign in 2019 which targeted patients that have 

been diagnosed with COPD. This was a broad reach national media campaign 

which utilised media as described above.  

Please let us know if any further information is required. 

https://www.nzdoctor.co.nz/
https://www.researchreview.co.nz/nz/Home.aspx
http://mediboard.co.nz/about
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Appendix 3 
 
RESPONSE FROM PUBLISHER, NEW ZEALAND DOCTOR 

The issues raised are important and I appreciate the complainant has taken the time to raise 
them. 
 
I am the editor of New Zealand Doctor and managing editor of its publisher. The Health Media. 
New Zealand Doctor is a subscription publication which delivers a print publication every 
fortnight and news and comment every weekday online. 
 
Its target audience is health professionals in general practice and primary care, but it also has 
significant readership among managers and decision makers within the sector. 
As the editor of a publication that has influence in the general practice sector, I understand 
the role we play in shaping opinion and setting agendas. 
 
To this end, I place a lot of emphasis on professional development of my staff. A key focus in 
the last two years has been our coverage of Māori issues, the role of unconscious bias in our 
coverage, the impact of institutional racism in our health system and the need to be proactive 
in ensuring better coverage of Māori health issues. 
I understand the issues being raised by the complainant, but I do not think the advertisement 
breaches the ASA code rule 1 (c) decency and offensiveness guidelines, for the following 
reasons. 
 
The advertisement first appeared in New Zealand Doctor as a full-page advertisement in print. 
It has been regularly used as a false cover advertisement.  
The advertisement was subsequently used in an online campaign. The majority of the website 
users will have been familiar with the advertisement from its print campaign. 
When I first saw the advertisement, I was struck by its use of a strong image of a proud Māori 
woman. 
In the context of research that has shown Māori patients receive less treatment options than 
their Pakeha counterparts, have worse health outcomes and shorter life expectancy, I felt this 
image spoke clearly to the need for clinicians to be proactive in offering appropriate care and 
treatment. 
 
And I felt it would well serve its purpose because, by using a strong positive image of a kuia, 
it caught my attention and I expect it would do the same for our readers. 
However, the complainant raises the issue of whether, in attempting to capture attention, the 
advertisement doesn’t also disrespect the kuia photographed. 
There is a time when such an advertisement might have placed her in a waiting room. 
Positioning the kuia in her place of strength – the marae – for me, underlines her mana and 
shows respect for her world view. 
 
While, I agree with the complainant’s observation regarding the disease-orientated western 
framework in which much of our health system is stepped, throughout the system efforts are 
being taken to overcome the one-size-fits-all approach in healthcare and to recognise the 
strength of the Te Ao Māori holistic view of health and wellbeing.  
This advertisement, by its nature, is for a single product. I do not think it intends to suggest 
this product is the only option for the health professional to consider, nor to infer that 
pharmaceuticals are the prime remedy. 
 
With regard to the words, “She battles for breath every day”, I agree it is possible a reader 
could take this as a diminishing of the woman’s status, but for the health professional viewing 
this ad, with an understanding of chronic obstructive pulmonary disease, the allusion of a 
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“battle” for breath would resonate. The advertiser has subsequently changed the wording from 
“battles” to “fights”. 
The complainant was concerned that the product information supplied with the advertisement 
was not appropriate to a consumer audience. New Zealand Doctor online is intended for a 
health professional readership, as is stated at the bottom of the home page, and the 
advertising that appears on the site is appropriate for that audience. 
 
I am moving the message “This website is intended for a health professional readership” to 
the top of the site so as to ensure the purpose of the website is clear. 
 
Thanks for your consideration 
 
Ngā mihi nui 
 
 
 


