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-----Original Message----- 
From: h.sushames@clear.net.nz [mailto:h.sushames@clear.net.nz]  
Sent: Monday, 21 March 2016 10:11 a.m. 
To: Advertising Standards Authority <asa@asa.co.nz> 
Subject: Children’s Codes 
 
Dear Panel, 
 
1. The current Children's Codes' main weakness is that it's primary purpose is not to protect children, 
but to set a standard for advertising.  The onus should be on the advertiser to demonstrate that the 
advertising is not to the detriment of children and their families, rather than the advertising being 
appropriate to the advertising culture of New Zealand. Thus, for example, research or public policy 
shows it is reasonable that McDonalds' thickshakes are an appropriate food for a child once a week, 
then advertising showing that aged children receiving or drinking such thickshakes would be on 
television a proportionate amount of time ie. one day a week. The long term as well as short term 
impact of the advertising should be considered, for example, while drinking one thickshake a week 
may benefit the child, such a habit may injure the child as they approach adulthood. 
 
Since it is recognised that young children are not able to understand the true purpose of advertising 
or the complexities of marketing strategies, they should be protected from it.  There should be no 
advertising to children during broadcasts or public events which are targeting children, unless it is 
considered to be in the best interest of the child. For example, one could advertise that eating 
carrots is healthy, and carrots could be advertised, however if the brand of the carrots is 
synonymous in the public perception with food that is primarily unhealthy, such as  
McDonalds'carrots,  then that advertising would be restricted to broadcasts which do not target 
children. 
 
Currently ASA controls content of advertising, but does not control market saturation of advertising.   
Saturation should be included.  Thus if, for example, it is considered in the child's best interest that 
advertising time is limited to half an hour a day to children, then the ASA should put the onus on the 
advertisers to justify how more advertising is beneficial to the child.  
 
3.  The current Codes need to be aligned with Government policy on children's health. For example, 
Ministry of Health recommends children do not start any food apart from breastmilk or formula 
before 6 months old, yet most baby food brands have some packaging that advertises some of their 
range as suitable from 4 months old.  Likewise, if a product is designed to be consumed 
predominantly by children eg. fruit flavoured fizzy drink, the onus should be on the advertiser to 
package the product in an appropriate portion size.  If the portion size cannot be controlled, then 
the product should be restricted to adult customers at point of sale.  This may mean that a child can 
purchase a 200ml bottle of sugar sweetened beverage at a supermarket, but only an adult may 
purchase a 2 litre bottle.  This should not be controversial, but aligns well with our existing 
legislation that products detrimental to child health, such as alcohol and tobacco, cannot be 
purchased by children. 
 
4.  Advertising that is detrimental to children should be completely removed from media in which 
there is little control in accessibility for children. For example games that portray women in an 
overtly sexual role as opposed to a supervising, caring role, should be blocked from websites that 
target children as even part of their target audience.  
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Again, the onus is on the website or advertiser to prove that the advertising is either beneficial to 
the child or that the website excludes children from its target audience. 
 
7. The definition of child should align with Government legislation.  Generally this is accepted as 
under 16 years old.  However since specific legislation exists to safeguard young people under the 
end of 18 (eg. from warfare), so ASA should protect young people from advertising to those ends. 
 
8. Nutrient profiling should be on all foods for all consumers.  For products for who children are a 
large part of the consumer group, an additional profile should cater for their level of understanding 
eg. "This icecream cone contains the equivalent of 12 teaspoons of sugar, 5 teaspoon of of fat, 1 
teaspoon of salt".  For baby foods the advertising should indicate how much of the RDI each nutrient 
is for the target market. 
 
9.  Sponsorship for children's events e.g. Weetbix triathlon should be limited to brand endorsement.  
Only products which meet Ministry of Health or other national guidelines criteria of healthy food 
should be made available as part of prizes or giveaways to children.  I was alarmed at the latest 
Weetbix triathlon the quantity of sweet drinks and snacks which were given to the participants as a 
prize for completing the event. 
 
12.  It is inappropriate to advertise to anyone under primary school age, as they have not had formal 
learning opportunities in how to interpret advertising.  Advertising should be limited to to children 
who have had formal learning opportunities in how to interpret advertising.  ASA should lobby 
government to include this as part of the school curriculum. 
 
Thank you, 
Henrietta Sushames 
Registered Nurse, 
93 Mills Road, 
Brooklyn, 
Wellington 6021 
New Zealand 
 


