
 

 
 

COMPLAINT NUMBER 22/014 

ADVERTISER Foodstuffs NZ  

ADVERTISEMENT Pak’nSave Television 

DATE OF MEETING 25 January 2022 

OUTCOME No Grounds to Proceed 

 
Advertisement:  The Pak’nSave television advertisement begins with a French perfume 
advertisement. This advertisement is interrupted by the Pak’nSave stickman, who appears 
in front of the advertisement and pulls down a blind with the words "Spendy Temptation 
Blocker" written on it. The stickman explains that "as your personal saver, it's my job to help 
you not get into spendy temptations". He does this by keeping all the advertisements in the 
ad break covered with the blind, so the viewer avoids any tempation. At the end of the 
advertisement he says: “Go forth and Crave the Save at Pak’nSave”. 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: The ad was a yellow blackout, which appeared to be designed to influence 
shoppers not to consider price increases or to effectively lie about their price increases. It 
was an appalling ad which went on forever and I believe designed to psychologically 
influence consumers to block out the reality of price increases. Stickman should be seen for 
what it is. A simpleton which is derogatory and again attempts to present Paknsave as the 
non discerning consumer.  
 
The relevant provisions were 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 attempts to distract 
consumers from price increases. The Complainant said presenting Stickman as a simpleton 
and a representative of Pak’nSave shoppers is derogatory. 
  
Rule 1(c) of the Advertising Standards Code requires the Chair to consider whether the 
advertisement was exploitative, or degrading or likely to cause serious or widespread 
offence, in light of generally prevailing community standards. The Chair said that despite the 
Complainant’s objection to the advertisement, it did not reach the threshold to be exploitative 
or degrading or to cause serious or widespread offence, for most consumers.  
 
The Chair said the Advertiser’s portrayal of the “Stickman” as the viewer’s “personal saver”, 
protecting them from any tempting advertisements, was a novel way of encouraging 
consumers to avoid spending money elsewhere and shop at Pak’nSave, supporting the 
supermarket’s positioning as a cheaper option. 
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The Chair said the advertisement had been prepared with the due sense of social 
responsibility required and it was not in breach of Principle 1 or 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 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. 


