February 3, 2007
KIA Canada Inc.

Attention:  Rick Rigby 
National Marketing Manager
180 Foster Crescent 

Mississauga, Ont.

L5R 4J5
Dear Mr. Rigby,
In response to your letter dated January 31st I am requesting clarification on several issues.

Please explain how the KIA Spectra commercial, which you described as fictitious, incredibly impossible scenario delivered with humour was approved by the Television Bureau of Canada.  

Through research, I became aware of the Telecaster directive that commercials "must not contain any sexually suggestive interaction between two or more models."  In fact, the activity depicted in this commercial is clearly sexually suggestive and, furthermore, it contravenes various sections of the Police Act of Ontario.  Further research reveals that the commercial also contravenes the Advertising Standards Canada – Code of Provisions; specifically Section 14 (UNACCEPTABLE DEPICTIONS AND PORTRAYALS), which states the following:
Advertisements shall NOT:

a) condone any form of personal discrimination, including that based upon race, national origin, religion, sex or age;

b) appear in a realistic manner to exploit, condone or incite violence; nor appear to condone, or directly encourage, bullying; nor directly encourage, or exhibit obvious indifference to, unlawful behaviour;

c) demean, denigrate or disparage any identifiable person, group of persons, firm, organization, industrial or commercial activity, profession, product or service or attempt to bring it or them into public contempt or ridicule;

d) undermine human dignity; or display obvious indifference to, or encourage, gratuitously and without merit, conduct or attitudes that offend the standards of public decency prevailing among a significant segment of the population.

 

You stated,  “KIA believes that this TV commercial will in no way diminish this perception.  To suggest otherwise, would be to over emphasize the power of this TV execution."  What evidence do you have to support that statement?  Have you read the complaints generated to KIA and the Advertising Standards Canada?  They were written by community members, chiefs of police across the nation, and include municipal, provincial and federal police associations.  Clearly, the content of those letters reflects public perception which is not indicative of potential KIA customers.  
I am sure hundreds of thousands of dollars were invested into developing, producing and airing a commercial which is designed to influence people and motivate them to action (buy a KIA) and yet you claim that the commercial does not have the power to change viewer’s perception of the police.  Is this some type of magic commercial?    While is it suppose to sell cars, does it actually (conveniently) determine which of its communicated messages will be effective?  Will it have a dramatic effect on the audience perception of a car, and no effect whatsoever on their perception of the police?   
Perhaps you need to be informed about the Police Act of Ontario, Section 42 (1) which states; The duties of a police officer include,

a) preserving the peace;

b) preventing crimes and other offences and providing assistance and encouragement to other persons in their prevention;

c) assisting victims of crime;

d) apprehending criminals and other offenders and others who may lawfully be taken into custody;

e) laying charges and participating in persecutions;

f) executing warrants that are to be executed by police officers and performing related duties;

g) performing the lawful duties that the chief of police assigns.

Additionally, police officers must comply with municipal policy and procedures which are very clear in relation to conduct, moral and ethical values, just to name a few.  Your commercial CLEARLY depicts an officer in uniform, on duty in a position that is in contravention of the Police Act of Ontario and other municipal policies.  
My interpretation of advertising standards leads me to believe the commercial also violates the Canadian Association of Broadcasters – Social Policy Issues Codes, specifically the section regarding Sex Role Portrayal Code for Television and Radio Programming.  The CAB Sex-Role Guidelines outlines the following definition:
Negative or Inequitable Sex-Role Portrayal refers to language, attitudes or representations which tend to associate particular roles, modes of behaviour, characteristics, attributes or products to people on the basis of gender, without taking them into consideration as individuals.  Negative inequitable portrayal of women and men can be both explicit and implied.  Under the Diversity Section (c) Television and Radio programming shall respect the principles of intellectual and emotional equality of both sexes and the dignity of all individuals.    
Mr. Rigby, this commercial compromises the DIGNITY and professionalism of everyone that wears a law enforcement uniform.  Did your marketing team misplace their copy of the standards and definitions?
Many have found it interesting that KIA have 'voluntarily' asked to have this commercial broadcast after 9:00 p.m.  Is this due to the recognition the commercial crosses the threshold of overall public acceptance,  otherwise why wait to show 'humour' until after 9:00?  Was this KIA’s remedy designed to address situations where the content may be deemed inappropriate for children?  Our complaints, and this commercial, have nothing whatsoever to do with children.   
Your response does not address my concerns.  Based on my interaction with many others, it was generic letter that drastically falls short of a professional, informative response.
I join Dr. Amy Ramsay, President of the International Association of Women Police, in continuing to demand the discontinuation of this commercial -- regardless of the broadcast time.  A formal letter of apology is recommended as well.
Yours truly,
Myra James

International Association of Women Police – 3rd Vice President
 
