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Broadcasting Complaints Commission

Coimisidn um Ghearain Chraolachain





Complaint made by: Mrs. Dervala Cleary                       Ref. No. 255/06
	Station: 
 
	Advertisement:
  
	Date:

	RTÉ TV1
	Alfa Romeo
	5 November 2006


Complaint Summary:

Mrs. Cleary's complaint, submitted under Section 24(2)(e)(general advertising codes) of the Broadcasting Act 2001, relates to the content of an advertisement for Alfa Romeo.  Mrs. Cleary finds the advertisement offensive as it depicts a child dressed in his school uniform with blood coming from his mouth.  The child’s demeanour is very strange as he appears to be either smiling or smirking while the blood is dripping from his mouth.  Mrs. Cleary feels particularly uneasy as it unclear why the child is bleeding.  The implication of showing the child in this way does not relate to advertising a car, but would appear to be an advertisement relating to road safety.

Station Response:

RTÉ state that Mrs. Cleary submits that the advertisement for Alfa Romeo Cars has breached taste & decency standards.  RTÉ believes that this advert shows a number of images of people in emotional states, striving to achieve, yearnings etc.  RTÉ understands that the theme of the advertisement is “embracing life”, with the conclusion that ownership of an Alfa Romeo car is something to aspire to.  The images include people on the beach, people hugging, etc.  One of the images is a boy with a bloody nose.  RTÉ believes that the copywriters probably intended this image to suggest that the boy had been in a schoolyard fight and has come out of the fight with a bloody nose, but with his pride in tact.  When this advertisement was submitted to RTÉ’s Copy Clearance Committee its broadcast was restricted and the advertisement could not be shown during any children’s programmes.

Advertiser Response:

The advertiser states that the Alfa 159 Sportwagon is the main actor, but the message is a real entire brand message.  Alfa Romeo is a long time brand with a very emotional charge.  The brand talks to people’s hearts, it takes a stand and it asks the viewer to take a stand.  The world is divided into two parts, people who decide to live totally, to let emotions and passion guide them, and people who don’t find courage to follow their heart and their own feelings.  It is not a denial of rationality, but it is the ascertainment that the heart sees in a better way, strives to understand and to see things before the mind because of a sort of short-circuit.  In the same way, when you see and drive an Alfa Romeo car you will feel technology, the great step forward this brand has achieved.

To launch this car we have used Erasmo von Rotterdam (1466-1536), a philosopher and have taken an adaptation from “Elogio della follia” (1509).  The film is a big tapestry about life through a narrative path which is comprised of scenes, portraits, stolen gestures and moments which represent adults, children and the elderly.  The characters are filmed in liberating situations where the release of more essential instincts and deeper emotions are captured conflicting with respectability, conventionality, and rationality. 

The advert shows a young manager who cannot refrain from diving into the aquarium and swimming free; a young boy that violates private school strict rules and happy to have done so; a very old man and woman that, despite their age, love each other with a passion.  Another scene shows a woman entering the sea in a show of exuberance and freedom. 

The images are intense as well as the text which is recited by the speaker. 

Decision of the Commission:  

The Commission considered the broadcast, the submissions made by the complainant, the broadcaster and the advertiser.  The advertisement in question is for a car and includes images of a bride on the beach running into the sea, a business man diving into an aquarium, a young school boy in the school corridor with a bloodied nose and mouth and a smirk on his face and an elderly couple embracing in a garden.  The Commission noted that the advertisement is not broadcast during any children's programming.  The Commission also noted that the images are fleeting and that the particular image of the boy seems to be used to reflect a boy after a school-yard fight.  Given the broadcast schedule and the context of the use of the image, the Commission was of the opinion that the content of this advertisement was unlikely to cause widespread offence.  The Commission could not discern from the advertisement the substance of the complaint as submitted by the complainant.  The complaint was rejected with reference to Section 24(2)(e)(general advertising codes).
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