
 

 
 

COMPLAINT NUMBER 21/374 

ADVERTISER Off & On Injectables 

ADVERTISEMENT Off & On Injectables Digital 
Marketing 

DATE OF MEETING 19 July 2021 

OUTCOME No Grounds to Proceed 

 
Advertisement:  The Off and On Injectables advertisement, which was on the New Zealand 
Herald website, promoted injectable lip fillers. The advertisement had a graphic of 
watermelon in the shape of lips beside text which states "Lips pouty, not trouty. Keeping it 
real". 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: The use of "trouty" in this advertisement is degrading to women, especially older 
women. (Trout is a slur for a unattractive and bad-tempered older woman.)  Using the word 
’trouty’ implies that older women are unattractive and bad-tempered (a gendered, outdated 
and ageist stereotype). The ad as a whole implies that it would be negative to look like an 
older woman. 
 
I saw this at 7 am on the NZ Herald website.  
Www.nzherald.co.nz 
 
The relevant provisions were:  
 
Therapeutic and Health Advertising Code – Principle 1 
 

Principle 1: Social Responsibility: Therapeutic and Health advertisements shall 
observe a high standard of social responsibility particularly as consumers often rely 
on such products, devices and services for their health and wellbeing.  

 
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. 

 
The Chair noted the Complainant’s concern the advertisement was degrading to women.  
  
The Chair noted the advertisement is for a health service delivering appearance medicine 
injectable products.  The Therapeutic and Health Advertising Code applies to advertisements 
for health services.  Advertisers are required to observe a high standard of social 
responsibility with the preparation and placement of these advertisements.  The Advertising 
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Standards Code also applies to advertisements for health services and a high standard of 
social responsibility is required for therapeutic and health advertisements.   
 
Rule 1(c) of the Advertising Standards Code required the Chair to consider whether the use 
of the word “trouty”, in this context, was likely to cause serious or widespread offence, in light 
of generally prevailing community standards and to the high standard expected when 
advertising health services. The Chair said that despite the Complainant’s objection to the 
advertisement, it did not reach the threshold to cause serious or widespread offence for most 
consumers.  
 
The Chair said the advertisement, while promoting the use of injectable lip fillers, is also 
warning against overuse of this product, which can result in a “trout pout”. This term refers to 
what some regard as overfull lips, which look similar to the lips of the trout fish.  
 
The Chair said the advertisement had been prepared with the high standard of social 
responsibility required and said it was not in breach of Principle 1 of the Therapeutic and 
Health Advertising Code or Principle 1 and 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. 

 


