
 
 

COMPLAINT NUMBER 21/144 

ADVERTISER Health Promotion Agency and 
Ministry of Health 

ADVERTISEMENT Vape to Quit Strong, Television 

DATE OF MEETING 28 April 2021 

OUTCOME 
Not Upheld 
No Further Action Required 

 

 
Summary of the Complaints Board Decision  
The Complaints Board did not uphold complaints about the Vape to Quit Strong television 
advertisement from the Health Promotion Agency and the Ministry of Health.  The Complaints 
Board said the Advertiser had substantiated the claim made in the advertisement that vaping 
was “way less harmful” than smoking.  The Complaints Board said the Ministry of Health is an 
expert body charged by Government to minimise harm for current smokers, in this instance 
by encouraging vaping as a way to help stop smoking. 
 
Advertisement 
The Health Promotion Agency television advertisement begins with the text “Vape to Quit 
Strong.”  It shows whānau and friends offering encouragement to those who are using vaping 
to help stop smoking.  The voiceover says “Quitting smoking is the best thing you can do for 
your health.  Vaping is way less harmful and can help you get off the smokes.”. The 
advertisement text says “Vaping isn’t harmless.  Don’t start if you don’t smoke.”  The 
advertisement contains a 18+ logo. 
 
Summary of the Complaints  
There were three complaints for this advertisement. One Complainant was concerned the 
advertisement was wrong to target the anti-smoking message only at Māori.  Two 
Complainants were concerned the advertisement overstated the positive effects of vaping 
over smoking and making vaping appear healthy. 
 
Issues Raised: 

• Truthful Presentation 

• Advocacy Advertising 
 
Summary of the Advertiser’s Response  
The Advertiser said the advertisement was aimed toward communities experiencing the 
highest rates of smoking (Māori women 32% versus 11.6% overall).  The Advertiser said the 
Adults Only rated advertisement is delivered on behalf of the Ministry of Health and is aligned 
to the position statement on vaping as a harm reduction tool for people who smoke tobacco.  
The Advertiser provided links about vaping facts and confirmed it clearly states vaping is not 
harmless and non-smokers should not start vaping.  The Advertiser provided substantiation to 
support the “way less harmful” message which stated that vaping is at least 95% less harmful 
than smoking. 
 
Summary of the Media Response 
The Commercial Approvals Bureau said the advertisement was rated AO and was part of the 
Government’s public health policy.  It said it was reasonable for an Advertiser to target specific 
segments of the population who are over-represented in the smoking statistics. 
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Relevant ASA Codes of Practice 
 
The Acting Chair directed the Complaints Board to consider the complaints with reference to 
the following codes: 
 
ADVERTISING STANDARDS CODE 
 

Principle 2: Truthful Presentation: Advertisements must be truthful, balanced and 
not misleading.  
 
Rule 2(b) Truthful Presentation: Advertisements must not mislead or be likely to 
mislead, deceive or confuse consumers, abuse their trust or exploit their lack of 
knowledge. This includes by implication, inaccuracy, ambiguity, exaggeration, 
unrealistic claim, omission, false representation or otherwise. Obvious hyperbole 
identifiable as such is not considered to be misleading.  
 
Rule 2(e) Advocacy advertising: Advocacy advertising must clearly state the identity 
and position of the advertiser. Opinion in support of the advertiser's position must be 
clearly distinguishable from factual information. Factual information must be able to be 
substantiated. 

 
The Complaints Board said the advertisement before it fell into the category of advocacy 
advertising and noted the requirements of Rule 2(e) of the Advertising Standards Code. This 
Rule required the identity of the advertiser to be clear; opinion to be distinguished from factual 
information and factual information must be able to be substantiated. The Advocacy Principles 
developed by the Complaints Board in previous decisions considered under Rule 11 of the 
Code of Ethics remain relevant. They say: 
 

1  That section 14 of the Bill of Rights Act 1990, in granting the right of freedom 
of expression, allows advertisers to impart information and opinions but that in 
exercising that right what was factual information and what was opinion, 
should be clearly distinguishable. 

 
2.  That the right of freedom of expression as stated in section 14 is not absolute 

as there could be an infringement of other people’s rights.  Care should be 
taken to ensure that this does not occur. 

 
3. That the Codes fetter the rights granted by section 14 to ensure there is fair 

play between all parties on controversial issues.  Therefore, in advocacy 
advertising and particularly on political matters the spirit of the Code is more 
important than technical breaches. People have the right to express their 
views and this right should not be unduly or unreasonably restricted by Rules. 
 

4.  That robust debate in a democratic society is to be encouraged by the media 
and advertisers and that the Codes should be interpreted liberally to ensure 
fair play by the contestants. 

 
5.  That it is essential in all advocacy advertisements that the identity of the 

advertiser is clear.  
 
Role of the ASA when considering an advocacy advertisement. 
The Complaints Board noted its role is to consider the likely consumer takeout of an 
advertisement and complaints about advocacy advertising are considered differently to 
complaints about advertising for products and services.  
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The Board will consider whether the advertisement includes statements of fact or opinion and 
decide whether any factual claims have been adequately substantiated by the Advertiser. The 
Complaints Board noted that a fact is something that is objectively true and can be verified as 
such whereas an opinion is a personal belief. Others may agree or disagree with an opinion, 
but they cannot prove or disprove it. Some statements contain both fact and opinion.  
 
The Complaints Board observed that in a free and democratic society, issues should be openly 
debated without undue hindrance or interference from authorities such as the Complaints 
Board, and in no way should political parties, politicians, lobby groups or advocates be 
unnecessarily fettered by a technical or unduly strict interpretation of the rules and regulations.  
 
Under Rule 2(e) Advocacy advertising of the Advertising Standards Code: 

• The identity of the advertiser must be clear.  

• Opinion must be clearly distinguishable from factual information, and  

• Factual information must be able to be substantiated.  
 
If the identity and position of the Advertiser is clear, a more liberal interpretation of the 
Advertising Standards Code is allowed.  
 
Relevant precedent decisions 
In considering these complaints the Complaints Board referred to precedent Decision 20/605, 
which was Not Upheld.  
 
The full version of this decision can be found on the ASA website: 
https://www.asa.co.nz/decisions/ 
 
Decision 20/605 concerned complaints about the New Zealand Government’s COVID-19 
Unstoppable Summer television advertisement.  The Complaints Board agreed the likely 
consumer takeout of the advertisement was a Government message reminding the public 
about the importance of washing hands before touching food in order to limit the potential 
spread of COVID-19 and said the advertisement was not likely to undermine the health and 
wellbeing of viewers.  The Board said the scene where a man blows on food was not ideal but 
was incidental to the important public health safety message. 
 
Preliminary Matter 
The Complaints Board noted there was no case to answer in relation to the issue raised about 
the advertisement unfairly targeting Māori.  The Board said the Advertiser was entitled to target 
its message toward communities experiencing the highest rates of smoking in New Zealand.  
The Board noted the advertisement was aimed at Māori women, of whom 32% are smokers, 
versus 11.6% of the overall population. 
 
Complaints Board Discussion 
The Acting Chair noted that the Complaints Board’s role was to consider whether there had 
been a breach of the Advertising Standards Code. In deciding whether the Code has been 
breached the Complaints Board has regard to all relevant matters including:  
 

• Generally prevailing community standards 

• Previous decisions 

• The consumer takeout of the advertisement, and  

• The context, medium, audience and the product or service being advertised. 
  

https://www.asa.co.nz/decisions/
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Consumer Takeout   
The Complaints Board agreed the likely consumer takeout of the advertisement was that the 
Government, through the Health Promotion Agency and the Ministry of Health, was supporting 
the use of a vaping as an effective way for existing smokers to quit smoking.  The 
advertisement emphasised that vaping was less harmful than smoking but was not harm free. 
 
Has the advocacy advertisement been adequately identified? 
The Complaints Board agreed the advertisement had been adequately identified as an 
advocacy advertisement.  
 
The Complaints Board confirmed the Advertiser’s identity is clear. The advertisement includes 
the Ministry of Health logo and invites consumers to search vaping facts.  The Advertiser’s 
position on the issue is clear.  The Ministry of Health is promoting a call to action for smokers 
to use vaping as a cessation device to quit smoking.  The advertisement complied with the 
requirements of Rule 2(e) of the Advertising Standards Code. 
 
Is the claim in the advertisement “vaping is way less harmful” likely to mislead?  
The Complaints Board agreed the statement: “vaping is way less harmful” is presented as a 
statement of fact. The Complaints Board ruled the Advertiser had substantiated the statement 
in its response. The Board noted the Advertiser referred to a report commissioned by Public 
Health England, Evidence review of e-cigarettes and heated tobacco products – 2018, which 
states: 
 

“Vaping poses only a fraction of the risks of smoking and switching completely from 
smoking to vaping convey substantial health benefits over continued smoking.  Based 
on current knowledge, stating that vaping is at least 95% less harmful than smoking 
remains a a good way to communicate the large difference in relative risk 
unambiguously so that more smokers are encouraged to make the switch from 
smoking to vaping.” 

 
The Complaints Board agreed the statement about vaping being “way less harmful” than 
smoking had been sufficiently substantiated by the Advertiser in the context of an advocacy 
advertisement. 
 
Does the advertisement present vaping as a healthy option? 
The Complaints Board said the Advertiser had clearly stated in the advertisement “Vaping isn’t 
harmless. Don’t start if you don’t smoke.”   The Board said the intent of the advertisement was 
to address consumers over the age of 18 years old who are legally able to smoke or vape with 
a cessation message. 
 
The Complaints Board noted the advertisement had been approved by the Ministry of Health 
which has a statutory duty to provide information to the public. The Board said the Ministry is 
an expert body with regard to their statutory role relating to public health matters. Therefore, 
in accordance with the findings of the Court of Appeal in Electoral Commission v Cameron 
[1997] 2 NZLR 421,424 (Cameron) the Complaints Board was required to “tread carefully” and 
ensure that it did not substitute its opinion for that of the expert body. 
 
The Complaints Board noted the script included the wording “You’re looking so good now, I 
can see that glow in your face- and in your eyes.” The Board discussed whether the statement 
implied any health benefits linked to vaping.  The Board agreed that within the context of the 
overall message of the advertisement, the likely consumer takeout would be that any health 
improvements noted were as a result of stopping smoking rather than the uptake of vaping.  
The Complaints Board noted that care needed to be taken not to glamourise any alternative 
offered to a harmful product but in this instance it was appropriate for the Complaints Board 
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to defer to the advertiser, as the relevant expert body, in how best to advertise the important 
smoking-cessation message. 
 
The Complaints Board unanimously agreed the advertisement was not in breach of Principle 
2 or Rules 2(b) and 2(e) of the Advertising Standards Code. 
 
 
Outcome 
The Complaints Board ruled the complaints were 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. Complaints 
2. Response from Advertiser 
3. Response from Media  

 
  
 
Appendix 1 
 
COMPLAINT 1 
There was a recent advert in relation to Stopping smoking and reducing to it to Vaping that 
was shown on HGTV on 23.03.21 at 22:41 hours. The message is correct in reducing the 
number of people smoking but what I take exception to and find racist to any other New 
Zealander is that it is aimed at Maori. This is a New Zealand problem and not just Maori issue 
and to dictate this as a Maori only issue is racist. Adverts like this dissuades other ethnic 
minorities from asking or seeking help to quit smoking. These should be assigned to ALL New 
Zealanders of all ethnic backgrounds. This advert needs to be removed and replaced 
encompassing all ethnic of New Zealand and not just Maori. 
 
COMPLAINT 2 
I have attached a copy of my comments on the advertising of Vaping to this email, as I was 
unable to submit the form via my computer. I tried to screen shot the form to no avail. 
Please accept this email in lieu. I have recently (18 months ago) returned from Europe and 
the UK and was astounded to find this type of advertising on New Zealand TV stations. 
I was so shocked when I saw it accidentally on Maori TV for the first time, I nearly fell of the 
sofa. I had not seen this advertising prior to March 2021 but it may have been screened prior 
to March. Being a Newborn Maternity Nurse, I am very aware of health issues for babies and 
children, as well as parents. In my mind, NZ is ‘Clean. Green and a healthy country' to be in. 
I want it to stay that way. Proud of our image to the world. 
 
Please take my complaint seriously. I would like to hear back from you as to what is being 
done about showing these adverts on TV to everyone - toddlers, children, Teens, young adults 
and anyone who thinks Vaping is healthy because it’s not smoking. 
 
COMPLAINT 3 
I was disappointed to see an advert promoting vaping by the Ministry of Health! It was 
promoting stopping smoking and switching to cigarettes, however the overriding message was 
vaping is good! However as my 14 year old son walked by and saw the advert, he said ‘see l 
told you vaping is ok’. Could not believe this message had come from the Ministry of Health! 
There is growing research of the damage that vaping is doing to lungs, in addition to the impact 
it can have on mental health for teenagers. Some vapes contain as much nicotine as one 
packet of cigarettes! In the US they are starting to ban vapes. As NZ tends to be a bit behind, 
hopefully NZ will follow. 
https://www.hopkinsmedicine.org/health/wellness-and prevention/what-does-vaping-do-to-
your-lungs 
https://www.changetochill.org/mental-health-vaping/ 
https://www.bbc.com/news/business-50978321 
  

https://www.hopkinsmedicine.org/health/wellness-and
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Appendix 2 
 
RESPONSE FROM ADVERTISER, HEALTH PROMOTION AGENCY 
 
Complaint 1 (as provided by ASA) 
There was a recent advert in relation to Stopping smoking and reducing to it to Vaping that 
was shown on HGTV on 23.03.21 at 22:41 hours. The message is correct in reducing the 
number of people smoking but what I take exception to and find racist to any other New 
Zealander is that it is aimed at Maori. This is a New Zealand problem and not just Maori issue 
and to dictate this as a Maori only issue is racist. Adverts like this dissuades other ethnic 
minorities from asking or seeking help to quit smoking. These should be assigned to ALL New 
Zealanders of all ethnic backgrounds. This advert needs to be removed and replaced 
encompassing all ethnic of New Zealand and not just Maori. 
 
Response to Complaint 1 
Overall 11.6% of people are daily smokers in New Zealand. There are significant health 
inequities when it comes to smoking prevalence. For Maori women this is 32% and for Pacific 
peoples this is 18.3%.  
The campaign is targeted toward (but not exclusively) communities experiencing the highest 
rates of smoking. However the campaign channels we use do reach a wide cross-section of 
New Zealanders.  
 
The people in the campaign are not actors – they are real people telling their stores. They are 
from and a mix of Māori and Pacific peoples. The material is presented in a strengths-based 
positive way and doesn’t denigrate or demean a group of people. 
 
Complaint 2 (as provided by ASA) 
To whom it may concern, 
I have attached a copy of my comments on the advertising of Vaping to this email, as I was 
unable to submit the form via my computer. 
I tried to screen shot the form to no avail. 
Please accept this email in lieu. 
I have recently (18 months ago) returned from Europe and the UK and was astounded to find 
this type of advertising on New Zealand TV stations. 
I was so shocked when I saw it accidentally on Maori TV for the first time, I nearly fell of the 
sofa. I had not seen this advertising prior to March 2021 but it may have been screened prior 
to March. 
Being a Newborn Maternity Nurse, I am very aware of health issues for babies and children, 
as well as parents. In my mind, NZ is ‘Clean. Green and a healthy country' to be in. I want it 
to stay that way. Proud of our image to the world. 
Please take my complaint seriously. I would like to hear back from you as to what is being 
done about showing these adverts on TV to everyone - toddlers, children, Teens, young adults 
and anyone who thinks Vaping is healthy because it’s not smoking. 
 
Response to Complaint 2 
In New Zealand over 11.6% of people are daily smokers. This causes a significant harm to 
them, their families and the health system. 
 
The Vape to QuitStrong campaign was delivered on behalf of the Ministry of Health. It is 
aligned to the Ministry of Health’s position statement on vaping as a harm reduction tool for 
people who smoke tobacco. The Ministry of Health considers vaping products have the 
potential to make a contribution to the Smokefree 2025  goal and could disrupt the significant 
inequities that are present.  
 

https://www.health.govt.nz/our-work/preventative-health-wellness/tobacco-control/vaping-smokefree-environments-and-regulated-products/position-statement-vaping
https://www.health.govt.nz/our-work/preventative-health-wellness/tobacco-control/smokefree-aotearoa-2025
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Expert opinion is that vaping products are much less harmful than smoking tobacco but not 
completely harmless. Smokers switching to vaping products are highly likely to reduce the 
risks to their health and those around them. The difference between smoking and vaping is 
that smoking delivers nicotine by burning tobacco which can cause smoking-related illnesses, 
while vaping can deliver nicotine by heating a liquid in a much less harmful way.  
There is more information about vaping and smoking in the website that is referred to in the 
advertisement - https://www.vapingfacts.health.nz/ 
 
Information and research regarding relative risks of vaping compared to smoking, and risks of 
vaping can be found on these specific pages: 

• https://vapingfacts.health.nz/vaping-vs-smoking/ 

• https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/ 
The Ministry of Health approved the campaign and advertisement. It is consistent with the 
Vaping Facts website and as such is a public health message under section 24(f) of the 
Smokefree Environments and Regulated Products Act 1990.  
 
The TV advertisement has been through CAB rating approval and has an adults-only 
classification. Because of this the advertisements are only played on TV from 8:30pm. Where 
practical in other channels the advertisements are restricted to viewers 18 and over. 
 
The Vaping to QuitStrong campaign positions vaping as a way to quit smoking. References to 
vaping are presented in the context of quitting smoking tobacco and an R18 logo features on 
the television commercial and associated campaign resources. The advertisement clearly 
states “vaping is not harmless, don’t start, if you don’t smoke”.  
 
Complaint 3 (as provided by ASA) 
I was disappointed to see an advert promoting vaping by the Ministry of Health! It was 
promoting stopping smoking and switching to cigarettes, however the overriding message was 
vaping is good!. However as my 14 year old son walked by and saw the advert, he said ‘see l 
told you vaping is ok’. Could not believe this message had come from the Ministry of Health! 
There is growing research of the damage that vaping is doing to lungs, in addition to the impact 
it can have on mental health for teenagers. Some vapes contain as much nicotine as one 
packet of cigarettes! In the US they are starting to ban vapes. As NZ tends to be a bit behind, 
hopefully NZ will follow. 

https://www.hopkinsmedicine.org/health/wellness-andprevention/what-does-vaping-do-to-
your-lungs   

https://www.changetochill.org/mental-health-vaping/  

https://www.bbc.com/news/business-50978321 

Response to Complaint 3 
In New Zealand over 11.6% of people are daily smokers. This causes a significant harm to 
them, their families and the health system. 

The Vape to QuitStrong campaign was delivered on behalf of the Ministry of Health. It is 
aligned to the Ministry of Health’s position statement on vaping as a harm reduction tool for 
people who smoke tobacco. The Ministry of Health considers vaping products have the 
potential to make a contribution to the Smokefree 2025 goal and could disrupt the significant 
inequities that are present.  

Expert opinion is that vaping products are much less harmful than smoking tobacco but not 
completely harmless. Smokers switching to vaping products are highly likely to reduce the 
risks to their health and those around them. The difference between smoking and vaping is 

https://www.vapingfacts.health.nz/
https://vapingfacts.health.nz/vaping-vs-smoking/
https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/
https://www.health.govt.nz/news-media/news-items/public-health-message-issued-vaping-facts
https://www.health.govt.nz/news-media/news-items/public-health-message-issued-vaping-facts
https://www.hopkinsmedicine.org/health/wellness-andprevention/what-does-vaping-do-to-your-lungs
https://www.hopkinsmedicine.org/health/wellness-andprevention/what-does-vaping-do-to-your-lungs
https://www.changetochill.org/mental-health-vaping/
https://www.bbc.com/news/business-50978321
https://www.health.govt.nz/our-work/preventative-health-wellness/tobacco-control/vaping-smokefree-environments-and-regulated-products/position-statement-vaping
https://www.health.govt.nz/our-work/preventative-health-wellness/tobacco-control/smokefree-aotearoa-2025
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that smoking delivers nicotine by burning tobacco which can cause smoking related illnesses, 
while vaping can deliver nicotine by heating a liquid in a much less harmful way.  

There is more information about vaping and smoking in the website that is referred to in the 
advertisement - https://www.vapingfacts.health.nz/ 

Information and research regarding relative risks of vaping compared to smoking and risks of 
vaping can be found on these specific pages: 

• https://vapingfacts.health.nz/vaping-vs-smoking/ 

• https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/ 

The Ministry of Health approved the campaign and advised it is consistent with the Vaping 
Facts website and as such is public health message under section 24(f) of the Smokefree 
Environments and Regulated Products Act 1990 
 
The TV advertisement has been through CAB rating approval and has an adults-only 
classification. Because of this the advertisements are only played on TV from 8:30pm. Where 
practical in other channels the advertisements are restricted to viewers 18 and over 

The Vaping to QuitStrong campaign positions vaping as a way to quit smoking. References to 
vaping are presented in the context of quitting smoking tobacco and an R18 logo features on 
the television commercial and associated campaign resources. The campaign clearly states 
“vaping is not harmless, don’t start, if you don’t smoke”.  

ADDITIONAL INFORMATION (numbered in line with ASA Appendix 1 template) 

3. Copy of the 30 second advertisement that appeared on TV: 

https://youtu.be/WBiCKuHU0so 

4. The campaign runs until 17 April 2021. The TV advertising component of the campaign with 
the above advertisement ran until 27 March 2021.  

5. Media where the above 30 second advertisement is placed – TV (ended 27 March), radio 
(ends 17 April) 

Other online and social media and out of home channels carry other derivations of the 
campaign advertising. 

b. Media schedule and spot list see separate attachments. 

c. CAB (Key: HPA_030_269) is #10222016 

6. Target audience for the product/ brand/ service. 

People who smoke. Particularly Maori and Pasifika aged 18-34, deprivation group 8,9,10; with 
a secondary audience of all smokers aged 20-50 deprivation group 8,9,10. 

Targeting tools for TV were from trading audiences as close as possible to audience based 
on TV consumption patterns. For TV all advertisements played from 8:30pm onwards (adult 
version hours). 

7. Substantiation of claims. See responses to Complaints 2 and 3 for specifics references.     

https://www.vapingfacts.health.nz/
https://vapingfacts.health.nz/vaping-vs-smoking/
https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/
https://www.health.govt.nz/news-media/news-items/public-health-message-issued-vaping-facts
https://www.health.govt.nz/news-media/news-items/public-health-message-issued-vaping-facts
https://youtu.be/WBiCKuHU0so
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ADDITIONAL RESPONSE PROVIDED BY ADVERTISER 

In our response to complaints 2 and 3 we included reference to information and research 

regarding relative risks of vaping compared to smoking, and risks of vaping can be found on 

these specific pages: 

• https://vapingfacts.health.nz/vaping-vs-smoking/ 

• https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/ 
This was provided to show substantiation of the claim that vaping is “way less harmful 

than smoking”. 

 

In the page https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/ reference is 

made to this study Evidence review of e-cigarettes and heated tobacco products 2018 

(publishing.service.gov.uk) – in the Exec summary page 20, it references:  

Vaping poses only a small fraction of the risks of smoking and switching completely from 

smoking to vaping conveys substantial health benefits over continued smoking. Based on 

current knowledge, stating that vaping is at least 95% less harmful than smoking remains a 

good way to communicate the large difference in relative risk unambiguously so that more 

smokers are encouraged to make the switch from smoking to vaping. 

 

The 95% figure comes from this study E-cigarettes: an evidence update - GOV.UK 

(www.gov.uk) and it was updated in 2018 (see above) and the claim still stands.  

 

Further information related to the harm reduction strategy that vaping provides in relation to 

smoking tobacco can be found on the Ministry of Health’s website:  

Vaping - smokefree environments and regulated products | Ministry of Health NZ 

 
Appendix 3 
 
RESPONSE FROM MEDIA, COMMERCIAL APPROVALS BUREAU 
 
Key number: HPA 030 269; Rating: AO (Adults Only) 
 
Thank you for the opportunity to comment on the complaints that the Health Promotion 
Agency’s “Vape to Quit Strong” advertisement is in breach of the ASA Advertising Standards. 
 
We note first that the commercial was approved with an AO rating which means that it can 
only be broadcast on television after 8:30pm. We note also that, as a Crown entity, the HPA’s 
decision to advocate for smokers to quit by switching to vaping is by definition part of the 
Government’s public health policy. We will defer to the HPA to provide the rationale for this 
policy and the substantiation that it does not undermine the health and well-being of 
individuals. 
 
In our view it is entirely reasonable for an advertiser to explicitly target their advertising at 
specific segments of the population. The primary audience for this campaign is presumably 
Māori women, who have the highest rates of smoking (source: Smokefree NZ), so it would be 
surprising if the HPA did not try and maximise the effectiveness of their advertising against 
this group.   
 
We look forward to hearing the Board’s decision. 

https://vapingfacts.health.nz/vaping-vs-smoking/
https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/
https://vapingfacts.health.nz/the-facts-of-vaping/risks-of-vaping/
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/684963/Evidence_review_of_e-cigarettes_and_heated_tobacco_products_2018.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/684963/Evidence_review_of_e-cigarettes_and_heated_tobacco_products_2018.pdf
https://www.gov.uk/government/publications/e-cigarettes-an-evidence-update
https://www.gov.uk/government/publications/e-cigarettes-an-evidence-update
https://www.health.govt.nz/our-work/preventative-health-wellness/tobacco-control/vaping-smokefree-environments-and-regulated-products

