
 

 
 

COMPLAINT NUMBER 21/280 

ADVERTISER Weight Watchers  

ADVERTISEMENT Weight Watchers Television 

DATE OF MEETING 18 October 2021 

OUTCOME No Grounds to Proceed 

 
 
Advertisement: The Weight Watchers television advertisement features Jackie O, a "WW 
ambassador" who says that "as a busy mum, taking care of my weight was hard until I 
discovered WW". The advertisement shows Jackie using her phone and holding a chicken 
salad. Her phone screen display is enlarged and shown next to her, and shows a tracking 
system for breakfast, lunch, dinner and snacks. The advertisement then gives testimonials 
from two other women, with text below highlighting the amount of weight they lost. The 
advertisement ends with the WW logo with a voiceover and text on screen stating, "weight 
loss that works; wellness that works" and promoting "spring offers". 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: While I was watching a show on TV 1 there was an ad for a Weight Watchers 
program which was advertising dangerous misinformation. It promoted losing weight over 
having a healthy and fulfilling life. It targeted new mothers that are (as Weight Watchers 
thinks) overwhelmed and don’t think they would have time to be ’healthy’. Weight Watchers is 
directing an ad at possibly already vulnerable people who have just gone through an 
exhausting, life changing event, and they may be dealing with emotional and hormonal 
changes and don’t need to be body shamed on top of that. Outside of the targeted audience, 
the message that Weight Watchers is sending is public, and anyone could be negatively 
affected by it; people with body image issues, people who may have or may be dealing with 
eating disorders or an unhealthy relationship with food, and this ad is the last thing they need 
to see. Weight is not synonymous with health and encouraging fasting and restriction in order 
to lose weight is dangerous and irresponsible, not to mention inaffective and a road only to 
an unhealthy relationship with food. I don’t think an ad like this has a place on tv; a place to 
relax, unwind and be entertained, not a place to be ambushed by ads like this one. Please 
consider the wider, dangerous impact this ad  has on viewers.  
 
The relevant provisions were Therapeutic and Health Advertising Code - Principle 1, 
Rule 1(c)  
 

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.  

 
Rule 1(c) Vulnerable audiences: Advertisements should not portray unrealistic 
outcomes or prey on or misrepresent vulnerable audiences (e.g. sick, elderly, 
pregnant women, overweight people). 
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The Chair noted the Complainant was concerned the Weight Watchers advertisement 
promoted “losing weight over a healthy and fulfilling life” and was targeting new mothers, 
who may be a vulnerable audience. 
 
The Chair reviewed the advertisement and said the likely consumer take-out was it 
promoted the Weight Watchers programme in a positive light, to a range of women including 
‘working mums’. The advertisement did not specifically refer to new mothers.  
 
Rule 1(c) of the Therapeutic Code required the Chair to consider if the advertisement was 
targeting vulnerable audiences.  While acknowledging the Complainant’s concern, the Chair 
said in her view the advertisement did not specifically target vulnerable audiences.  The Chair 
said the advertisement did not meet the threshold to breach Principle 1 or Rule 1(c) of the 
Therapeutic and Health Advertising 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 with notification of the intent to 
appeal lodged within 14 calendar days of receipt of the written decision.  The substantive 
appeal application must be lodged with the ASA within 21 calendar days of receipt of the 
written decision. 


