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27th August – 9th September 2015

• Huffington Post in the UK Daily Mail
• Reach 5,228,448

• 8/10 top selling products were Naked

• Year on Year sales grew 67% in Australia and 47% in New 
Zealand for Naked products

• 4 complaints with ABS



“It was placed at a child’s eye level in a shopping centre. 
It shows naked women touching other naked women and it is shown in a public place, one official 

complaint said.”

“I was unable to shield my children from exposure to this advert as it was on a poster in the 
centre aisle of the shopping centre.”





ABS Ruling

The Advertising Standards Board’s decision;

The ASB considered that although the models were naked, the image 
was not sexually suggestive and was relevant to the campaign tagline, 
“We prefer to go naked – like over 100 of our products”. However, the 
ASB noted the fully body images and the fact there are four women 
rather than an individual meant that the overall impact was increased 
and was confronting. Due to this, the campaign image needed to cater 
for a broad audience, which includes children.







NEW POO FOR YOUR 
DO

THE MIGHTY SHAMPOO BAR







552 million shampoo bottles 

are thrown away annually





THE NAKED HOUSE
LUSH MILAN







THE GREEN HUB
LUSH POOLE UK







Values based immersion
LUSH AUSTRALIA 



SUGAR CANE WATER BOTTLE

Reusable cutlery

Induction pack

Keep cup

Intergalactic bath bomb

Charity pot moisturiser

Karma soap

Branded apron

Shampoo bar



Thank you
elisiag@lush.com.au

www.linkedin.com/in/elisiagray
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