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Broadcasting Complaints Commission

Coimisidn um Ghearain Chraolachain





Complaint made by: Mr. Joseph Walsh       Ref. No. 356/07, 357/07 and 358/07 

	Station: 
 
	Advertisement:
  
	Date:

	Kfm
	Advert - Women’s Aid Helpline
	6 December 2007

	Today FM
	Advert - Women’s Aid Helpline
	6 December 2007

	RTÉ Radio 1
	Advert - Women’s Aid Helpline
	6 December 2007


Complaint Summary:

Mr. Walsh’s complaint, submitted under Section 24(2)(e)(General Advertising Code – 3.2.1 gender discrimination/stereotyping) relates to an advertisement for Women’s Aid Helpline broadcast on 6 December, 2007.  Mr. Walsh states the advertisement gave the impression that only men are violent people in the home and alcohol is the main reason for it.  In their advertisement, a girl is playing with dolls with male and female voices where the man is depicted as the bully in it.  There is no reference to the fact that domestic violence is a two-way street. 
Kfm’s Response:
Kfm state the advertisement was supplied to their station (via their central sales agency i.e. Independent Radio Sales) and originated from the Department of Justice.  The advertisement was broadcast on their station, according to instructions received from their agency, between November 26 and December 9.

Today FM’s Response:

Today FM’s understanding of this advertisement is that it aims to display the common scene of domestic violence and alert people to its existence.  It is also their understanding that men are predominantly responsible for domestic violence and, as such, it is neither an unusual nor inappropriate portrayal.

RTÉ’s Response:

RTÉ state that the advertisement makes no claim as to whether women or men are the causes of domestic violence.  It features two children in their living room.  The little girl is playing with toy figures.  In her game she imitates her real life situation.  The “father” in her game comes home from work and tells his wife to give him a beer.  The “mother” responds by saying “What did your last slave die of?”  At this point the “father” turns aggressive and an image of the “father’s” hand is shown.  The child imitating her mother’s situation says “Please, not now” to which the “father” replies “not in front of the kids”.

This is a powerful and effective scenario of potential domestic violence.  It provided an example of domestic violence, it does not generalise beyond the example.  Mr. Carroll draws an inference that because in the one example given, the perpetrator is the male, that there is some kind of generalisation that it is always males who perpetrate such violence and that the advertisement discriminates against men.  This is not so.

The people who devised this advertisement did so to maximise its impact.  It tells one “story”.  This is not to claim that all such “stories” have to be the same.  Another scenario could be devised where the perpetrator could be the female.  If only one “story” is being told, it is far better to have the male as the perpetrator of the violence as research indicates that victims of domestic violence are far more likely to be female than male.

Advertiser’s Response:
The Department of Justice, Equality and Law Reform is strongly of the view that the advertisement does not infringe the relevant Codes.  It does not promote the view that domestic violence solely involves abuse of women by men.  To suggest the advertisement indicates that alcohol use is the main reason for domestic violence is a clear misrepresentation of the advertisement.  The advertisement uses a particular scenario to communicate an anti-domestic violence message.  The advert makes no claim or statement about the perpetrators, victims or causes of domestic violence; it merely provides information on a national helpline.  

It would not make sense to seek to communicate a message about domestic violence which is clearly wrong and contrary to reliable research in the field.  The most recent survey of domestic violence against women and men in Ireland was carried out for the National Crime Council and the ESRI in 2005.  Among other findings, this study found that while 26% of men and 29% of women suffered some form of domestic abuse, women are more than twice as likely as men to be victims of severe abuse (15% compared to 6%).  Clearly domestic violence against both women and men is a problem in Ireland and is recognised as such by individuals and organisations which specialise in the field. 

Decision of the Commission:  
The Commission has considered the broadcast, the submissions made by the complainant, the broadcaster and the advertiser.  The advertisement in question is a promotion for the services of the organisation Women’s Aid.  The Commission noted that the complainant has complained about the radio advertisement and the television advertisement for Women’s Aid helpline.  

In the radio advertisement, the scenario is of a child playing ‘mammies and daddies’.  We hear her home-life situation through her dialogue as she plays:-



‘Dad’: Oh, hello dear I’m home from work.



‘Mum’: Oh hello dear, did you have a nice day?



‘Dad’: Yeah, get me a beer will you?



‘Mum’: What did your last slave die of?



‘Dad’: What!



‘Mum’: No, no, I’m only joking here’s your beer



‘Dad’: No, what do you mean after everything I do for you.



‘Mum’: I know you do, just please not now, please not



‘Dad’: Not what, not in front of the kids!


A female voiceover then states:


Domestic Violence: End the silence



Call [number for Women’s Aid]

In the television advertisement, the setting for the advertisement is a sitting room.  The opening scene is of a ‘brother’ watching television and then we see his ‘sister’ who is playing ‘mummies and daddies’ with her dolls.  The main dialogue of the advertisement was of the girl’s voice as she talks about a home-life situation as she plays.  The dialogue is the same as that of the radio advertisement detailed above.  In the course of the girl’s playing, the camera switches to her brother on the couch who reacts to the story his sister is playing out.  At the end, we see that the mother has been in the background and has heard her daughter.  She is clearly upset.

The Commission noted that the substance of the complaints made by Mr. Walsh relate to the same issue.  Also, the intent and content of both advertisements were the same barring the visuals in the television advertisement.  On this basis, the Commission believed it appropriate to make one determination.  

In assessing this complaint, the Commission had to have regard to section 3.2.1 which states, ‘Commercial communications shall not support or condone discrimination against any person or section of the community, in particular on the basis of age, gender, marital status, membership of the Traveller Community, family status, sexual orientation, disability, race or religion’.
On viewing and/or hearing the broadcast, the Commission was of the view that the message was that if you are a woman who is suffering from abuse there is an organisation that can help.  The advertisement is for Women’s Aid.  This organisation provides support and information to women and their children who are being abused in their own home.  The organisation is permitted to raise awareness of its service.  Given the nature of the organisation, one would expect that such promotion will be aimed at women.  The organisation has a right to do so as long as the content of the advertisement is within acceptable standards.   

It was evident that the aim of the content was about informing the listeners of a helpline available for women suffering abuse.  There was no evidence of content advocating that the issue of abuse was pertaining to any gender.  Women are abused in the home and there is an organisation that can help if they wish to contact them.   The Commission was of the view that the storyline was a reasonable depiction of a ‘real-life’ scenario.   The content was moderate.  The violence was implied rather than explicit.  The service being advertised was for women suffering from abuse.  The Commission believed that one could assume that this probably determined the story told; that of family life in a home were a woman was being abused.  The storyline was factual with the intent to promote a helpline for women.  There was no evidence of intent to portray abuse as a one gender issue.  The content, while unpleasant, was within acceptable standards.  The complaint was rejected with regard to Section 24(2)(e)(General Advertising Code – 3.2.1  gender discrimination/stereotyping).
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