
 

 
 

COMPLAINT NUMBER 22/191 

ADVERTISER Specsavers NZ  

ADVERTISEMENT Specsavers NZ, Television 

DATE OF MEETING 11 July 2022 

OUTCOME No Grounds to Proceed 

 
 
Advertisement:  The Specsavers NZ television advertisement shows a man meeting his 
previous partner and her son. The boy’s appearance is identical to the man’s including the 
same clothes and style of glasses.   The man turns away and replaces his glasses with a 
different pair in a bid to alter his appearance.  The advertisement tagline says, “It’s good to 
have another look.” 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complaint: This advertisement is extremely sensitive for children who have experienced 
parental relationship break-ups. It has the potential to cause deep emotional distress and 
makes light of of a very traumatic life experience. Using this format for advertising is 
insensitive and inappropriate.  
 
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 was concerned the advertisement was insensitive and 
could cause distress for children who had experienced parental breakups. 
 
The Chair carefully reviewed the advertisement and said the likely consumer takeout out 
would be the advertisement was using an unlikely scenario to promote the advantages of 
owning several pairs of glasses which give you different looks.   
 
Rule 1(c) of the Advertising Standards Code required the Chair to consider whether the 
advertisement was insensitive to children whose parents had separated and whether this 
was likely to cause serious or widespread offence in light of generally prevailing community 
standards.  The Chair said the advertisement uses a hyperbolic situation where a man 
meets an identical looking child who may be his son.  While using this story line in a light-
hearted way would not be to everyone’s taste, the child appears oblivious to the implication 
in the advertisement’s narrative.  The Chair also noted the advertisement was for an 
optometrist service targeting adults, not children. 
 
The Chair said the advertisement was unlikely to cause serious or widespread offence to 
most consumers. 
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While the Chair acknowledged the Complainant’s genuine concern, she said the 
exaggerated scenario shown in the advertisement did not reach the threshold to breach 
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. 


