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INTRODUCTION

The C.0.F.A.C.E. has been prompted by various reasons to propose

and finally undertake an inquiry into Advertising and Children.

In the first place, it was natural that the member organizations
and correspondants of the C.0.F.A.C.E. (family and women's organiza-
tions concerned with improvement of family life) should desire to see
the problems posed every day by advertising aimed at young people,
and particularly children and teenagers, made the subject of a serious

investigation within the framework of the European Community.

The reasons for such an investigation are economic since the
family is a consumer unit. They are educational. They are social
since the family, which, for its part, teaches the children about
1ife, has been faced for several years with advertising aimed at
the children with preoccupations and interests which are unrelated

to his education.

The use of advertising aimed at young people is part of a
world-wide strategy.

Its developments, means of action and methods, which are
inspired exclusively by commercial interests, more or less modify
demand and, also, the life styles of present as well as future

generations.



The social impact of these methods cannot be denied. Their func-
tion and methods are questionad and debated with great vigor as a
component of a liberal, industrial society and this is simply because
they concern the behavior and life styles of men and women, both
adults and young people, through market goods and the act of
purchasing them.

In connection with young people and, in particular, children
and adolescents, the effects of advertising methods take on particular
importance since, in these cases, they are directed at those who are
in their formative years and normally live in a family group which
provides the framework for their subsistence and development. Adver-
tising's role with regards to the functions performed by this group
on behalf of the child or adolescent and also by other groups
participating in the child's education may seem slight. In fact, this
is not the case. Advertising is everywhere.

Morever, modern dissemination techniques, radio, television »nd

communication techniques based on the former which span the globe,
play an important part in public as well as private life.

The formation of the young is, of course, linked with the mass
media "for better or for worse". Since the children in this country
and in the category in question each watch about 900 hours of tele-
vision a year, which represents the time they spend in school, the
situation necessarily presents a problem for educators, sociologists

and political scientists.



Then again, modern dissemination techniques are at the service
of those who have the means and the power to use them.

Advertising has used these techniques and pursued its own goals.
Thus it would be wrong to conduct an examination of advertising rela-
tionships and those of the child, outside of this context, even though,
if we remain within these Timits, certain questions naturally come to
mind.

What is the situation with regards to advertising for and using
children and its uses ? How are they received ? What line of action

should be taken concerning them ?

PURPOSE AND LIMITATIONS OF THIS SURVEY

1 - WE ARE NOT CONCERNED WITH ADVERTISING IN GENERAL

The title of the survey determines its limits. It is not a survey on
advertising in general, on its methods and role, even though we
cannot avoid referring to it implicitly or explicitly.

This reference includes different points of view.

First of all, with relation to advertising's reason for existing
and its purpose with the meaning which has relatively recently been
given to this word, it is defined as "the action and art of exerting
a psychological influence on the public for commercial purposes".

The perfection of its techniques and strategies is also in

question.



We are also concerned with the neutrality required of public
authorities by advertising agents and advertisers in the name of
free enterprise.

Only certain advertisements (tobacco, alcohol, pharmaceutical
products, etc...) are subject to prohibitions or previous checks and
this varies from country to country.

Consequently, questions regarding mis]eéding and unfair advertising,
its control by law and its repression will not be examined, it being
understood that the regulations which have been or are to be set up

to eliminate it concern the general public.

But, however :

It must be observed that many actions aimed at or including
children play on the emotional reactions of young children and tend
to act upon the sensibilities (fear, danger, etc...) of their parents.
It would not be unreasonable to wonder whether such advertising could
not be considered at Teast unfair according to the laws of certain
member countries or even according to the provisions of the draft of
the comunity directive regarding "misleading and unfair" advertising ;
this draft is presently under consideration.

When taking advertising into account which is aimed at children
or even their parents, through their children or in referring to them
within the framework of their responsibilities with regard to health,

safety, the future... of their children, appraisal of the unfairness of



the message can be, and everyone will say it should be, more demanding.
We should think that the authorities who are called upon to control such
p ratices would, in practice, be more concerned with the special nature
of the messages. This is true whether it is a question of legal cases
or cases of self-regulation controls which are based on codes of good
practice whose applications depend largely on the sense the professional
advertiser organizations or advertising agents should have on their
responsibilities.

In the present situation, preventative control has proved useful
in certain member-countries where it exists in quite different forms,
in particular, in Denmark and France. In Denmark this is done through
the general action of the Ombudsman. In France, at least for televised
advertising, the film is examined prior to broadcasting and in Holland
the message must be approved. Of course, the effectiveness of such
controls should be judged from typical cases and, better still, a set
of characteristics. The rest was and still is the point of view of
those who used the above-mentioned research to better attain the goal
of the advertising itself. A recent survey (1) (a great number of
these kinds of surveys are made for marketing purposes) showed how
advertising could influence the child and the adult in quite different
ways. Whereas, for the adult, knowledge goes before positive apprecia-
tion (which makes way for preference and changes into desire and leads
to purchase), in the child the process is different ; he goes from an
emotion to knowledge, which precedes his unconditioned status, of the

message and image that it presents.

(1) Revue Francaise Marketing - September-October 1975,
Derbaix, Consumer reaction to advertising and ranking of effects.



It is understandable that advertising be subjected to the comments
of teachers and psychclogists in order to use them, this time, to increase
the effectiveness of campaigns both aimed at and employing the child.

The information that the advertiser or advertising agent obtains
from market surveys for a particular product or category of product must
be added to this general knowledge. Unfortunately it is difficult if not

impossible to obtain these surveys and inquiries.



2 - THE CHILD : TARGET, PRESCRIBER, ARGUMENT

With regards to the child nr adolescent, advertising considers

him either a tarcet, as a real or notential customer who buys either

for himself or the family, a sales prescriber or as a foil or as a

sales argument, by no means the least imnortant of these uses.

For advertisers, the chiid and the adolescent constitute a MARKET
which corresponds to a segment of "homogeneous consumers" because cf
their apparent characteristics, mentalities and receptivities. Yithin
their own normal life situations, the adolescent and the child are
individual and unique. They are also very numerous.

Also, because of the important role he plays in society he can be
considered a special agent in the market especially over the last
twenty years.

Target, prescriber or fail, arqument ; these are, in fact, the
three uses of the child and adolescent in advertisinn. These uses vary
according to age, product and service and also according to the media
involved.

- fccording_to_age

——————————————

Before being treated as a special market agent, the child was
discoverad for himseif. Therefore, we have a considerable amount of
research and surveys available on the child's perscnality, his develop-
ment and his place in society. Psychology, psychoanalysis, teachina and
other fields have taken an interest in him.

This research took place before advertising efforts as we know

them today, but it still bears a relation to advertising strategy for
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which much useful information has been extracted. Among many others, Mrs.
Montessori utilized the dynamism that could be found in "a social movement
favoring the child" for "society, civilization and all mankind" (1).

"To deal with the child is to deal with the most sensitive point in an
entire system whose roots stretch back to ancient times and whose
future extends to infinity." The book and educational undertaking which
followed were of course devoted wholeheartedly to the knowledge of the
child himself in order to give him his true place in society.

Actually, the above-mentioned surveys and research are of basic
interest but they caused very important trends in teaching and educa-
tion. They also caused new relationships to form between children and
teachers as well as between children and parents beginning with the
behavior ¢f the latter. (2)

To come back to the various uses made of the child in advertising

strategy, it is observed that marketing theorists refer frequently to
distinctions that authors, Piaget, for example, have drawn among the

various stages of development of the child's knowledge. (3).

(1) "The Child" - Maria Montessori
(2) Idem
(3) Piaget, J., - The Origins of Intelligence in Children -

New York Universities Press, 1962.
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During the first and second ages (0 to 18 mos. and 18 mos. to
7 yrs.), the child is first a target through his parents before beco-
ming (also) a direct target and a sales prescriber already in the second
age and, in particular, during the third age (7 to 12 yrs.) and
thereafter.

As a foil and argument, the child or adolescent holds a high

position at all stages of development and even before birth.

These three uses are found in the media ; posters, pamphlets,
displays, packaging, the press, movie advertising, radio and televi-
sion. However, this varies according to the media and the choice is
also a function of the product and desired audience.

The difference springs mostly from the preponderance of writing
associated with the image in a poster, display,packaging and, of
course, the press, or to the importance accorded to words or sounds
with regard to the radio, or words, sound and picture with regards
to television spots.

The child, the indirect target and argument, can be present in
each of these media. It is only after he has reached a certain stage of
development, when he can "symbolic~1ly reprasent conce=te ~Si~cts", or,
better, when he can "perform certain Togical operations on these
representations", that he can be treated as a direct target in all the
media.

0f course, sound and picture have determinant roles for the child,

above all if he can more or less indentify with a character in the
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message or at least recognize the character as familiar.

The child is sensitive to pictures, an image that moves and that
talks to the group to which he feels, more or less, that he belongs.

We were not able to obtain surveys or inquiries which were suffi-
ciently significant to evaluate the respective importance of media,
inasmuch as the advertising expenditures are apportioned differently
depending on the country among the press, outside advertising (posters),
movies, radio and television for reasons such as the number of news-
papers and weeklies, their circulation, regulations (time Timits and
prohibitions) with regards to television, etc... In such a country,
posters, in connection with television, play a relatively important
part. The press is an important medium everywhere.

Nevertheless, besides television, magazines and illustrated
weeklies aimed at a specific public (youth, women, etc...) are the

most interesting to observe.

The child and adolescent are "used" either as a target, prescriber
or argument at the different ages :

- food, clothing, hygiene and health, toys and leisure for the
first and second ages.

- food, clothing, school supplies, transportation, cultural needs
and leisure, housing and furnishings, holidays, etc... for children from

10 to 12 and over.
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And of course the latter are used as direct targets (clothing,
individual transportation, audio-visual products, leisure and sports,

etc...).

3 - THE "AGE GROUP" : SUBJECT OF THE SURVEY

The "age group" under consideration must be narrowed down as
precisely as possible.

Our survey concerns young people (small children, children and
adolescents up to 15 and 16) taking note of the fcllowing :

From an economic point of view, adolescents tend to remain depen-
dent on their parents for a longer and longer period. This is a result
of more lengthy education and it is an abservation which must be cor-
rected by the fact that the adolescent, particularly in rural areas,
remains within the family, whenever possible, as an econumic helper.
This economic dependence goes hand in hand with a considerable pur-
chasing power, a marginal but available one. The maintenance of the
adolescent in the family group increases his importance as "purchasing
agent" and advisor within the group.

Moreover, the relative independence of the child as a person within
the family group, despite his economic dependence, is rapidly incCreasing.

While childhood may be relatively easy to define, the same is not
true for adolescence. It is difficult, for example, to define the
difference between the period of mandatory schonl attendance and that
during which he develops his personality within the family group and
then progresses to perscnal independence and economic independence
notwithstanding the extension of the pericd of mandatery school atten-

dance beyond a certain age (17-18 yrs.) in certain instances.
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The ages limits for the child-adolescent and youth groups are hard to
define in market terms. The under-18 group, which was selected for certain
surveys which are already out-of-date since they date from 1963-1965,
corresponds to over 70 million people which represents, within the
European Community, nearly a quarter of the population.

The age limit of 15 or 16 years seems better suited to the present
survey since it coincides better with the beginning of personal if not
economic independence within the family group, in particular, with
regards to advertising. However, this does not mean that the adolescent,
before or after this point, does not have an influence on the family
group relative to the decisions regarding expenditure of family resour-
ces, considerable outlay of funds and investments which require a

choice concerning the lives of all the persons in the group.

- Data and Content

- s A B W e D S W W o

The problems posed by advertising, in a real and daily manner,
with regards to children have been recognized by family organizations
and educators in general as an aspect of advertising's power which is
in reality very significant. Because of its expansion and thanks to its
new propagation techniques, advertising has entered, with regards to
children, an area which is no longer that of sales strateqy.

This is quite a recent phenomenon despite being latent for many
years. We must even anticipate television's presenting all the possi-
bilities of advertising on the screen and thus bringing messages into
the households in order that the de facto relationships between the
producers of the messages and those that receive them become a conflict

situation.
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On their side, professional organizations have been concerned with
this since 1976.

Consumer organizations and, in particular, family associations,
have been alarmed by the opinion they represent. It was in 1973-1974
that the reactions became clear and they took action.

The material available %o us proved less abundant than anticipated
at least from research which was a bit extensive.

Certainly, statistics exist on advertising from a quantitative
point of view (relative costs, broadcast time, etc...). Polls on the
degree of satisfaction with advertising in general and how it is recei-
ved also exist. (1)

On the other hand, it seems that an overall survey on advertising
strategy aimed at children or using children is not now available. Also,
market surveys that preceded the launching of campaiqns and take all
the various particularities of the messages into account remain the
property of the advertisers. About the same is true for advertising
spots which limits consideration to merely the messages broadcasted.
These problems were noted by the authors of the surveys sponsored by

the C.0.F.A.C.E. during the surveys. (2)

(1) 1975 spoll of the European Community.
(2) Family League Survey (Belgium). See appendix.
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The C.0.F.A.C.E. used these surveys as well as a very limited
number which had been performed by some television researchers. They
obtained observations which had been made over the last few years by
various local groups and associations and consumer group publications.
Finally the conditions under which young people were used for televised
advertising, in particular, in France,were known as well as the opposi-
tion which then occured. (3).

In the end, the survey had actual but limited experiences at its
disposal.

- The available surveys which came from marketing and advertising

research are on a completely different level. Certain ones were on
"consumer reactions" but considered their aptitude, including children,
for understanding the message. These are surveys which can be used
directly in advertising research for which they themselves have a
real interest. (4)

These results at least permit an appraisal of the contribution
of this research. An article published in the Revue Frangaise du
Marketing contains a bibliography of authors and works which are

mostly British and American.

(3) "The Future of Advertising and the Law". National Foundation for
Company Rights. Montpellier 1976. Editions Techniques, Paris. P.198
et seqq.

(4) Revue Francaise du Marketing, Ch. Derbaix. "Consumer Reaction to

Advertising and Ranking of Effects". P. 20 et seqq.
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At this stage of research it appeared that certain facts had to
be examined in a concrete manner and in relation to the actions
anticipated in the Preliminary Program for consumer information and
protection, that is :

- Opening and development of a children's market.

- The manner of dealing with advertising aimed at young people
or using them in the various media.

- The changes undergone by advertising : role and strategy.

This was done in order to describe what can be called the

conflict situation which was the result.
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IT THE FACTS

1. OPENING UP AND DEVELOPMENT OF A "MARKET OoF (AND FOR)
YOUNG PEOPLE”.

The importance of the advertising-children relationship is a
result of two simultaneous phenomena which affected both of them,
i.e., the opening up and development of a "Children's Market" and the
changes undergone by advertising, its techniques, strategy, role and
influence on the market and society.

The “"children's market has undergone several stages in Yestern
Europe since the Second World War or, more precisely, during the period
which followed the scarcities following the war. These successive periods
of scarcity, sufficience and abundance, at least with regards to goods
offered the market, had different effects on the successive generations
of children and adolescents as well as 1ife within the family group.

- The first of these stages was characterized by the interest
taken in all young children, often referred to as "Public Allies no. 1".
Progress in protection of mother and child, better knowledge of child
psychology and family assistance had, among other consequences, that
of creating "prenatal" and "postnatal" industry and trade which greatly
expanded. This was thus a wave of interest in and consideration for
young children and concern for their well-being.

- The second was school attendance by the youngest children and
the extension of the period of mandatory school attendance for adnlescents
as well as the resulting needs (clothing, school supplies, records,

amusements, transportation, specialized shops and store departments, etc...)
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- The third is that of a certain and earlier maturity though, for
the most part, the adolescents and senior adolescents entered into active
life later. This change is connected to a change in morals as well as
a modification in the relationships between parents and children and
boys and girls within the family group merely to cite two aspects of this
period.

After the "childhood" period comes that of "youths". Like it or not,
the child and the adolescent have assumed a greater importance in
society as well as within the family group. Similarly, the adnlescent
market quite naturally followed the child market.

Many surveys, opinion polls and inquiries have demonstrated this
change during the years 1960-1965. The inquiries turned very quickly
into statistics for each product. This was an innovation that was
immediately exploited by businessmen.

For example, a French survey, which certainly has an equivalent
in the other member countries, produced in 1964, reflects the phenomenon
in its title, "A New Economic Force : The Young". It is divided into
two parts :

- young people from 7 to 14,

- teen-agurs.

Emphasis is put on the value of the word "young" and the "promotion
of youthful factors in the society", the proportion of young people in
the total population and the participation of youths in adult life by
purchasing. Thus, by default, the youth plays the part of a "consumer" in
the society. It has been observed that the child knows what he wants the
adult to buy for him. He influences family and adult purchases. He buys

for the family.
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Adults imitate youths in their fashions, at least for clothing.
Whatever gaps exist between the generations in other matters, certain
differences diminish between parents and their granchildren. Advertising
"decides" for the mother what their daughters have selected for themsel-
ves and this is still true today. Marketing criteria and types of
relationships within the family group are not unknown to one another.

In France, before the youth explosion of May 1968, an inquiry
carried out by a powerful group of newspapers for youna people
(directly or indirectly aimed at profits from advertising) on the influence
of children from 8 to 20 years of age on family purchase corroborated these
conclusions, by age group and by product, for the family and for them-
selves. Since then, their influence on purchases, direct or indirect,
has been constantly increasing and diversifying.

Finally, young people have a more or less considerable personal
purchasing power. They precurse the adult-consumer of years to come.

This situatinn should interest producers (advertisers) and
advertising professionals (agencies). This "youth market" coincided
with a growth period and the appearance of new products on the market.
It was created at a time when the advertising field found an opportunity
to expand and renovate its strategy.

At the same time, television began to become a part of the
majority of househclds and become integrated with the family qroup
before it became, in the vast majority of member countries, the special

advertising medium.
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2, MEANS OF ADVERTISING aMD THF “EDIA

Thouas the terms do not have nrecise meanina in normal speech,
what we mean by "means" are the various processes used to transmit
the message (posters, films, etc...) and "media" the object that is
used for the transmission (newspaper, movie or television screen, etc...).

There are many means and media : newspapers and nosters,
lighted billboards, exhibitions, the oress (editorial advertising and
advertisements), printed matter (brochures, catalogs, etc...)}, movies,
radio and television.

Each of them is utilized depending on the budcet available to
the advertisers but also according to the nature of the nroduct and
also the public, customers and audience targeted. So, since advertising
is indeed a means of communication aimed at selling and it recoanizes
that it is a means, medium and content for the messane, each of these
elements is important. Messages intended for children or their narents
are normally aimed at a larqger audience. Posters, publications aimed
-at the general public, and also specialized puklications., radio and
television are employed simultaneously and separately.

- Posters make use of the child more than appealina to hin
directly. then the child is used, the poster contains a minimum of
text. The child doesn't look for the meaning of a noster. The adolescent
doesn't linger over it. The only posters that strike them are those
which are simnle, repeated and which correspond to their preoccunations

at the moment.
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On the other hand, in a rather larae number of instances, the
poster, whose contents should be simple and suqaestive, as we are told,
presents the adult with arguments in favor of the child

- the ideal house "for him" or "because of him" ;

- a mineral water that it the only one cood enouch for the mother
who is also unique ;

- "don't entrust your child to another"...

Posters are not free from arguments that anpeal to parental responsibility
(nourishment, clothing, education, insurance,...).

= With rejards to the press, we must distinquish between the
national and regional press for the aeneral public and specialized
publications including certain weeklies which large circulations (women's
publications, those for house furnishinns, intended for children, etc...)
Advertisements often use the parents' roles and responsibilities as a
sales motivation with regard to hyciene, health, safety, insurance and
the acquisition of knowledge intended to assura their children's futures.
A large number of advertising images and texts associate children with
pasta and noodles, cars and washing machines. This shows that the child
is an excellent foil for the product.

In youth-oriented publications the advertisement brings them into

the discussion in a quite direct manner as the buyers of cheap articles,
for household expenditures for gadgets and even for themselves for more
costly purcirases where they are callad on to exert an influence :

- "takl to your parents (or grandparents) about it"

- "the most beautiful gift... it will aven astonish your father and

amaze your friends" ;
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- "if you like (this or that) ... there's no nees to an without™...

The survey nerformed by the Belgium Family Leaque (fpnendix 11)
draws attention to this specific insistent advertising. (1)

- Television has a special place in the relationship between
advertising and the child and his family. Televised advertisine necessarily
participates in the judgement of the television itself renarding its
relationship with the child. This question has been the subject of many
studies by psychologists and socinlogists.

This study is not intended to review the importance of this rela-
tionship. We need only reiterate certain points to give the context for
the questions now being posed on televised advertising recarding the
spots aimed at children or using children.

First of all, today television is a part of the life styles of
children and adolescents. According to certain surveys (197%), it was
revealed that 79% of all children from 2 to 15 years, in Community
countries, watch television every day. It is the main entertainment of
40% of all children and it is the 8 to 13-y=ar-olds whe “consume" the
most. It would be interestinc to compare these results with those for
other countries in the Community and analyze the causes in relation
to the amusements offered to youna peonle in each country.

Though it has no relation with the above observation, it is
nonetheless significant that, in the same country, the proportion of
advertisements using children reached 25% in 197%-6 for televised
advertising.

(1) The "Family League" survey from Relgium was added as an example of
the cooperation of an oraanization for this C.O.F.A.C.E. inquiry.



-22 -

In twenty years, the television receiver has become a normal
object in the household throughout the Community which includes various
densities. On the average, televised advertising is hardly ten years
old. It does not enjoy a free hand in certain member countries but it is
permitted.

It can be considered that the omnipresence of the television
and the opinions it elicits within the family group and elsewhere
regarding arguments are factors which pose the problem of the relationship
between televised advertising and the child and those around him who are
directly responsible for him.

Yore than any other dissemination technique, television offers
gateways to the world and should constitute a new method of (and a new

step in) communication. But, it has been observed that this communication

is one way ("unidirectional") notwithstanding the efforts by television
producers to introduce dialogue into the programs.

Advertising, on its end, seems to have to orient its research
towards better "communication". This term, though it tends to express a
professional opinion more exactly, obviously does not modify its purpose
nor its reason for existence for the production sector as a sales
promotion device. By nature, this "communication" is alsc cne way.

The evolution of advertising strategy will be discussed in the
following chapter. The combination of very highly developed advertisina
techniques and the television, which is admittedly an influence, especially
on children, should lead to an examination of televised advertising.

In fact, the following chapter contains a survey of requlations or

codes of good conduct for certain countries in the community concerning

televised advertising and children.
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3 - ADVERTISING'S EVOLUTION

This chapter is mainly an inquiry.

When the "children's market" mentioned in the preceding chapter

first appearad, a magazine intended for heads of companies was en-
titled :

- "Marketing : Our great powerful allies, the young".

Advertising jumped on this opportunity.

A11 the media adopt the child and the adolescent as a target,
prescriber or as an argument. The child and adolescent are now used
"in situations" and no Tonger as they used to be used in advertisements
(Cadum-Nestle). In fact advertising has changed.

One of the turning points in this evolution was marked by
well-known experts like DICHTER, among others, in entering the new
era of motivation and suqgestive advertising. This was to mark the
relationship which was to be established between advertising and the
child and adolescent.

The buyer's behavior is consideraed unreasonable ; advertising
“reveals latent needs and creates desire" within the relationship
of the affluant society, a framework which changes man into a
"consumer" and a consumer of change. The evolution of advertising
techniques is connected with the development of the liberal in-
dustrial society. Like a driving apparatus and a means of communica-
ting comercial interests, it is an integral part of the produc-
tion-distribution-communication-work-production cycle ... under the

banner of the freedom of production, sale and consumption. It should
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thus take into account the various roles of children and adolescents
as consumers, buyers or influences. Motivation advertising has used
them as a special sales arcument.

Yithout aetting into polemics, we can discuss how this orienta-
tion of advertising operations is seen from the outside. It has
generally been observed :

- that the child is often used merely as bait. He is charming,
funny, careless, and reassuring. He is all this in relation to
toilet paper as well as carneting, office sunnlies and loans. (1) He
is where he has no business being. Too much is as bad as none at all.
This is first of all the concern of advertisers and acencies.

- that the child serves as a foil for tape recorders, nasta and
noodles, cakes, etc... or simply a protext.

- employing very hichly developed motivation, the child and
the adolescent are brought in just to represent the adults' responsi-
bilities (mother or father or both) for a detergent, bank, tyne of
house, 1ifa insurance or automobile safety.

Questions can be posed concoerning advertisements, thouch rare,
which join with the child who is considercd a victim of interests '
to his age. This was true for a film prohibited for those under 18

which repeatedly advertised : in a year or two you'll ke able to ....

(1) - These examples, like all those used in the survey, are re-
ferenced. (Posters, advertisements, designs, nhotns). It is
planned to reproduce them in the form of a file in anpendix if
the problems involved in publishing them are resolved.
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Advertising can be presented as the consumer's school of se-
ductive truth. ke adopts attitudes which he can retain as an adult.
This is perfectly illustrated by certain advertisements.

The survey could be reproached as havino nronounced a aeneral
judgement while it should have distinquished between "anod” adverti-
sing and not-so-cood advertising and the latter from that which is
manifestly bad. It would undoubtedly be preferable to draw these
distinctions among the members of the professional itself, the adver-
tisers and agancies.

Clear distinctions must be made between countries. Advertising
styles vary according to many elements which sorina from national
temperament, trade practices and professional disciplines and tradi-
tions.

This survey cannct take these diversities into account. It
should be noted that; during the conference of Necember 2 and 3, 1976,
called by the Commission (E.E.C.), the consumer organizations in the
different member countries and their annraisals were, if not totally,
at least sliahtly different agiven the national experiences althouch
caution concerning advertising in relation to young peonle, their
behavior and development was always A basic cencern.

Actually, it would be desireable for the representatives of the
profaessional organizations to state their position on the nroblemrs
posed by the survey and make it known. Codes of aood practice exist.
They are insufficient and badly adapted to advertisine’'s evolution
since a conflict exists betwaen the power of advertising with vast

means and highly efficient techniques, assured hy the assistance of
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the media which owe them a great deal, and the sectors concorned with
the develooment of young people and the resnonsibilities of those who

have them in their charge.



4 - A CONFLICT SITUATION

Advertisiﬁg considers itself unloved. As far as consumers are
concerned, a poll taken in tha European Community in 1975 shows that
the majority (67%) considers advertising to be frequently false,
while they recognize its usefullness, 22% of the sample said thay
were opposed to it for personal economic reasons.

When a majority of peorsons nolled says that advertising is
often false, this judcement is concernad with the inaccurancies,
ommissions, silences and nromises presented in advertisinn messaces
and no doubt goes further and tends to implicate the nature of the
arguments used (text and manner of presentation) which are no less

questionable.

A - The survey considered this phenomenon of nublic hostility
which is a source of latent or open conflicts between advertising
and the consumers, families, tcachers and cducators. Tha reasons for
it are similar to those which led the Récie Francaise de Publicité
télévisée (R.F.P.), for example, to impose limits on the narticipation
of children and adolescents, at the request of their orgarizations,
in advertising spots.

In survays, which arc still too limited, performed by orqani-
zations attachad to the C.0.F.A.C.E.. the nrimary consideration is
the child used as a foil. Their presence is felt to be nointless
and sometimes equivocal. Advertising messaces of this kind are legion.
For cxample, a housechold finance plan creates its illusion around

the possessive child in front of “my” house, with "my" mom, "my" dad,



"my" dog, etc....

Huch advertisine is felt to rive a taste for luxury and money.
Often it "makes people believe" that the coods and products shown
can be had without effort. Others project the illusion that problems
can be solved effortlessly using the products offered which are there
for that purpose. The pursuit of happiness is renrasented as the
possession of this or that object. A1l this advertisina, using this
kind of presentation anc motivation, is considcred hamful, even
"odious" because it tends to create a mentality beyond the narents’
control.

The child used as an argument creates tension and ouilt, but the
parents can, to a certain extent, react and exnplain thinns to the
child. Those intervieved thouaht that the child-prescriber was less
commonly used and believed it was often "artificial".

These observations Tead to one conclusion. Parents react as
responsible educators, and, for this reason, their onposition is well
founded. This is the crux of tho problem. Yhat they object to is
advertising which influences the mind in an irresponsible manner,
praising facility to the detracticn of essentials. fs always in edu-
cation, it is a question of values.

There is another kind of advertising which 11sc creates the
same degree of opnosition. It is the kind which "works on the fzelings,
family love, social life and subtly brings complex rclationships
into play which produces the impression in the readers or viewers that

they have been attacked, that they are more or loss conscious of an
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invasion of their personal 1ives, their parental responsibilities,
etc...". Such m&éthods are considered "unfair". This is true for those
which try to produce guilt feelings if an offer is not accepted
(spelling coursa required for the child's future, food necded for his
health). There is alse the all too freguent kind which implicates the
parents' responsibility, the father'(securityg insurance, housina,
bank, ...), the mother who is cuilty of not spending enough time with
her child because she lacks houschold appnliances.

The oninion was that this kind of advertising, to which children
and adolescents pay creat attention and which make judgements, ouaht
to be prohibited.

As far as #EDIA are concerned, televised advertising is censi-
dered by far to have the areatest impact. Children watch it when-
ever possible. They assimilate it.

This is shown by interviews which confirm the observations
already made from collective advertising or those which have already
been commented upen in the consumer press.

To this must be compared the survey made by the Relnium Family
League (Appendix II).

Similarly, a study performed in Great Britain on the basis of
interviews with mothers who werc called to state their npinions of
advertising messages with regards to the regulations of the television

advertising code (IRA Code) showed (1),

(1) - Study performed by Ray Prown, social psycholeay researcher at
the Center for Television Research. Leeds Univarsity.



- TV advertisements urqge the children to influence their parents
to buy. YES = 57% - HO = 35%.

. "Children wouldn't ask for sn many things if they didn't see
them in ads. They make life difficult".

. "The kids (at the supermarket) approach products they have
seen on TV and say 'Shall we try it?".

- It is not normal that advertising encouraces children to buy
things that are too expensive for them. YES = 63% - NO = 25%.

. "If a smai] child advises a purchase in the ad, it should be

true for the child who sees it. If not, he would not say it". etc ...

A last fact

The discussions which preceded the entry of the toy sector into
televised advertising in France are also significant. Tt was first of
all refused for safety reasons because of opposition to violence and
also hecause of the cost of the toys presented in the messages which
were heard in homes having a medium or low standard of living hut the
"toy" advertising campaign was authorized for financial reasons cespite
the opposition to it expressed, among others, by family orcanizations
though it is true that conditions were set for the text and image.

The result of the foregoing is that advertising aimed at children

cannot be produced like the other advertising methods.

B - Certain advertising professionals renly that it is up to the
parents and teachers to take up their responsibilities as educators when
they are faced with the realities and aqaressions present in industria-

lized society. They claim the right of free enternrise. They add that



"legislators cannot sepirate the useful from the harmful with a fine
tooth comb”.

In fact, the law-makers take stens to nrohibit what is obser-
ved to be harmful. At this time the dancers of uncontrolled adverti-
sing concerning and using children with no regard for their weakness
and credulity, their parents and family life has been under conside-
ration since 1976 among some professionals and, without beina more
precise, we can cite some professional orqanizations (International
Union of Advertising Assnciatiens, T.U.A.A. 5 Curopean fdvertising
Agency Association, E.A.AAL).

fiore exact statements gatherad from another source indicate that
many professionals are fully conscious of their responsibilities. The
conflict that exists in fact exceeds the raalm of advertising. It
concerns the rights and liberties that are inherent in private life
versus free enterorise. Because of their importance, these statements

are included in the conclusions.



IIT.  REGULATIONS AND CNDES OF GOOD PRACTTCE

It has become clear that regulations must control advertising
aimed at young people, children and adolescents for goods or services
which either concern them directly or through their relationships with
their parents and their attitudes towards others, in short, to protect
them against undue influence.on their behavior caused by conscious or
unconscious excesses in advertising. .

The existence of these regulations shows that the problems do
indeed exist. Of course, they are the result of the expansion of adver-
tising in all the media and the changes undergone by advertising
strategy, especially in television.

It is thus worthwhile to be familiar with the rules and recommen-
dations themselves as well as how they are applied and interpreted and
whether they provide effective control either hefore or after the
communication of the messages.

This information can only be gathered by compiling a list of
cases in point for each country on the basis of monoqraphs. This is
difficult because the decisicns cited in applying the requlations and
codes of good practice are not made public or published as a rule. Thus
a specific investigation is desireable. This cannot be done unless the
self-control and professional organizations offer their help. The sit-
uation in Demmark is different for several reasons and does not permit
a comparison of the resu1ts'obtained in that country with the others, as

we shall see.



The following should now be noted :

- the recommendations of the International Code of Fair Practices

in Advertising adopted by the International Chamber of Cormmerce (C.C.I1.)

in its publication of ¥ay 1973.

- the recommendations and codes of good nractice adepted in the
various member countries,

- the excaption made for Denmark and the rnle of the "Consumer
Ombudsman" and the control organization, the "Danish Advertising
Authority". These organizations cannot be comnared to the methods used

in the other countries.

A, The International Code of Fair Practices in Pdvertisine

(Adopted by the C.C.I.)

We should note the provisions which dircctly concern children
and adolescents, i.e., Articles 12 and 14, as follows :

- Safety Conditions : Art. 12

Unless there is educational or social justification, advertisine
must not include any visuel representation or dazscription of dangerous
practices or situations where safety is not respected. Particular care
must be taken in advertisements showing children or adnlescents or

directed at ther.

- Children and fdolescents : Art. 13

1. Advertising must not exnlait the natural credulity of
children nor the lack of experience in adolescents and it must net take

advantage of their sense of lnyalty
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2. Advertising aimed at childrzn and which influances them
must not include any statement nor visual renresentation which might

cause them mental, woral or physical harm.

The praliminary remarks contained in the brief Introducticn and

in the Interpretation are statements of intention worth aunting, for

example :

- "advartising is a means of communication between hbuyer and
seller which invclves the necessity of establishing a nronr balance be-
tween the interests of the comparies and those of the consumers;"

And zlso

- "this Code hears witness to the responsibility felt by industry
and trade - and of all the parties concerned in advertising - to the
consumer and society."

The Code is :

- "essentially designed as an instrument of self-contrel but it
is also intended to serve in the courts as 2 referonce document within
the context of the apnlicable natinnal law" (Introduction).

Lastly :

- "advertisinc must be considerad from the noint nf viow of its
presumed influence on the consumer, taking into account that the latter
is generally influenced by a brief consideration of the advertisina

message ..." (Interpretations)

B. The International Code of Fair Practices for Promotions and

Sales adopted on the same day contains similar or identical preliminary
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remarks. The wording of Article 3 resembles that of Article 13 of the

Advertising Code and Article 4 does that of Article 14 in the same code.

C. In those countries which do not have reculaticns or self- con-
trol codes, the European Association Advertising Agencies (E.A.A.A.)

recommends that its members refer to the I.C.C. Code.

0. Texts have been drafted, however, in certain member countries
and what is of course to be considered is, aside from the statements of
intention and the recommendations they contain, their concrete applica-
tions. The texts are difficult to compare. The styles, nresentations,
and even the contents are quite different from country to country. Also,
depending on the traditions or orientations of each country, areater
emphasis is put either on intra-family or educational problems or even

on guarantees for health and hygiene.
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THE NETHERLANDS

- The Dutch Advertising Code has set up "Good Practice Requla-

tions" and item 11 concerns advertising aimed at children and is as
follows :

- "11- Advertising which, in whole or in part, is obviously
aimed at children must not contain any element in its representation or
the image it presents which could cause them harm in any way whatsoever
or which enables advantage to be taken of their ignorance or natural
credulity".

Also, with regard to broadcasted advertising, a special Regqula-

tion was drafted by the Advertising Council (Reclameraad) taking into
account the Dutch Advertising Code as well as that of the I.C.C.. In
particular, it contains Article 10 which reads as follows :

Article 10 : "Advertising messages presented in an unequivocal
manner and, in whole or in part, intended for children must not sungest
or contain any text or image which could damage parental authority.
These messages must not take advantage of the ignorance or natural
credulity of children. As far as the direct participation of children
in advertising messages is concerned, particular care must be taken to
avoid the description or portrayal of any action that responsible par-
ents would disapprove for reasons of physical or moral danger”.

Within the same regulations, we can also note, though it is a
particular application, Article 17 which is on ads for "Sugar-based
treats" and which, among other things, prohibits the presence of any

“person under 14" in the messages. The messages also "cannot be aired
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before 7:55 P;M;; This is obviocusly a specific example of a preoccupa-
tion with health and dental hygiene which should be compared with the
recommendations set up in Great Britain for the same media.

Lastly, the S.T.E.R. (Stichting Etherreclame) (Broadcasted Adverti-

sing Foundation, which has the exclusive monopoly on radio and television

advertising) commented on this article :

The following advertising is prohibited :

- Encouraging children to frequent places unfamiliar to them or
talk to strangers in order to obtain trading stamps, coupons, etc ....

- Suggesting to children that they fail in their duty or are dis-
Toyal to any person or organization if they do not buy such and such a
product.

- Creating a feeling of inferiority or of being an object of ridicu-
le so that they will insist on having such and such a product.

- Urging children to ask adults to huy the product.

These recommendations are mandatory for all TV messages.

Application Controls

Besides the actions covered by the laws on fraudulent advertising,
there are prohibitions relative to broadcasted advertising from the
"Reclameraad" (Advertising Council) whose purnose is as follows :

a) to approve rates applicable to broadcasting of advertising on
radio or TV.

b) to set up prohibitions for the contents of advertising mes-

sages (see above).
c) to control the execution of the prohibitions relative to these

messages.
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Advertising on radio and TV was first introduced into Holland in
1967 and 1968. A certain parallel can be drawn with the requlations set
up in France by the Régie Frangaise de Publicité (French Advertising
Authority) which is intended to oversee televised advertising under the
conditions set forth in this survey and to set reaulations for the mes-
sages and exercise preventative control of their contents (Screening
Commission).

The Dutch Advertising Council exercises control over the appli-
cation of the prohibitions. In its examination of the advertising mes-
sages, it is assisted by a consulting body (College Van Bijstand). The
S.T.E.R. is responsible for a primary control. The advertiser can ap-
peal to the council if the message he submits is not approved.

Hloreover, any person may protest before the council an authori-
zation either grante¢ by the S.T.E.R. or the council itself. After an
accelerated procedure and if the complaint is judged valid, the decision
is handed down a time limit for suspension of the broadcastina. The
council has the right to officially examine a message authorized by the
S.T.E.R. which it directly controls.

It is interesting to note that from 1967 until 1975, 9,837
advertising films were presented to the S.T.E.R. and, from 1968 until
1975, 6,130 radio advertisements were submitted. Only 94 were refused.(1)

The above comments do not particularly concern advertising by

(1) Advertising Control Methods - Description and appraisal of
developments in the Netherlands, R. Overeem.
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and for children nor the application of Article 10 of the "Prohibitions
for Broadcasted Advertising". The authorizations granted or refused in
this context should be compared with the decisions made in France and
Great Britain. Controls for radio and television exist in these countries

which should permit an interesting comparison.



ITALY

In Italy, a Code of Advertising Ethics was annroved by the

Italian General Advertising Confodaration. Article IT reads as follows :

- Article II : Children and Adolescents

"Particular care must be taken in the drafting of messaces aimed
at children or adolescents or which are likely to be received by them.
These messages must contain nothing which could harm them nsychological-
ly and also must not take advantage of their natural credulity or their
inexperience. The use of children and adolescents in advertisino mes-
sages must avoid all systematic expleitation of the natural feelinas of

adults for the young".

It must be noted that this text, from 2 professional orcaniza-

tion, does not have the force of law.
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WEST GERMAMY :

The Central Advertisine Committee (Z./.Y.) has adonted requlations

inspired by the 1.C.C. which apply principally to radie and TV. They

are self-controls by nature and can be listed as follows :

1. Advertising should not contain any renresentations of children
which are not in confermity with the normal way of life for a child.

2. Advertising should not directly uraz children to purchase or
consume the advertised product.

3. Advertising should not contain renresentations where children
urge or are requested to urge other persons to buy the product.

4. Advertising shculd not take advantare of the trust children
pave in certain persons.

5. Promctions (e.g. : gifts, prizes, contasts) shoculd rot confuse
the receiver of the message, nor use the temptatinsn of excessive bene-
fits, nor take advantage of a love for games, nor exert pressure using
'hard sell' marketing approaches.

6. Crimes or delinguence which might cause danner cannnt be

nresented as worth imitating or aenerally accented nor imnly this.
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GREAT BRITAIN

In Great Britain there are lecal requlations for televised adverti-

sing and a Professional Code covering all the media.

TV advertisina is controlled by the "Auended Television Act" of 1972

which was revised and added to in July 1775,

This “Amended Televisinon Act" nrovides for strict control of adver-
tising and gives the I.R.A. (Indenendant Broadcasting Authority) leqal
powers to set the details of the rules.

It was within this context that the I1.R.A. enacted the "Code of
Advertising Standards and Practice” (revised and added to in January 1977).
Specific rules concerning advertisina with or for children were addes to
it in "Appendix I : Advertising and Children". This is a detailed text
which makes provisions for the widest variety of situations. Nespite its
length, it is worthwhile to give the comnlete text here both for the
contents themselves and as a hasis of comparison. We will see how the

national approaches to the same problem differ. Pere is the text :

APPERDIX I : Advertisina and Children

The child Audience

1. Ho product or service may be advertised and no methed nf adver-
tising may be used, in association with a program intended for children
or which large numbers of children are likely to see or hear, which
might harm them physically, mentally or morally, and no method of ad-
vertising may be employer which takes advantane of the natural creduli-

ty and sense of loyalty of children.



In particular :

a) No advertisement which encouraaes children tn enter strange
places or to converse with strangers in an effort to collect counons,
wrappers, labels, etc., is allowed. The details of any collecting scheme
must be submitted for investigation to ensure that the scheme contains
no element of danger to children.

b) Direct appeals or exhortations to Luy may not be made to chil-
dren unless the product advertised is of interest to children and one
which they could reasonably be expected to afford themselves.

c) Mo advertisement for a comvercial product or service is al-
lowed if it contains any appeal to children which suogests in any way
that uniess the children themselves buy or encourage other people to
buy the product or service they will te failina in some duty or lacking
in loyalty towards some person or organization whether that nerson or
organization is the one makina the appeal or not.

d) Mo advertisement is allowed which leads children to believe
that if they do not own the product advertised they will be inferinr in
some way to other children or that they are liakle to be held in contempt
or ridicule for not owning it.

e) No advertisement dealing with the activities of a club is al-
lowed without the submission of satisfactory evidence that the club is
carefully supervised in the matter of the behavior of the children and
the company they keep and that there is no suggestion of the club being

a secret society.
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f) Yhile it is recognized that children are not the direct pur-
chasers of many products ot services over which they are naturally al-
lowed to exercise preference, care should be taken that they are not
encouraged to make themselves a nuisance to other neople in the interests
of any particular product or service. In an advertisement offering a
free gift, a nrize or a contest for children, the main emphasis of the
advertisement must be on the product with which the offer is associated.
Products or services not of brand interest to children which however
feature promotions of interest to children must not normally be transmit-
ted until after 9 p.m.

g) If there is to he a reference to a contest for children in an
advertisement, the published rules must be submitted for anproval before
the advertisement can be accepted. The value of prizes and the chances
of winning one must not be exaqgerated.

h) Advertisements for tovs, games and other products of interest to
children must not mislead, taking into account the child's immaturity of
judgement and experience. In particular :

- the true size and scale of the nroduct must be made easy to judae,
preferably by showing it in relation to some cormon ohject by
which its size and scale can be judaed. In any demonstration it
must be made clear whether the toy is made to move mechanically
or tnrough manual operation ;

- treatments which reflect the toy or name seen in action through
the child's eyes or in which real-life counternarts of a toy are

are seen workina must be used with due restraint. There rust be
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no confusion as to the noise produced by the toy - e.a. a toy
racing car and its real-life counterpart ;

- where advertisements show results from a drawing, construction,
craft or modelling toy or kit, the results shown must be reasonably
attainable by the average child and ease of assemhly must not be

exaggerated.

i) Cartoon characters and puppets featured in ITV or BPRC chil-
dren's programs must not expressly recommend products or services of
special interest to children or be shown using the product. This prohibi-
tion does not extend to public service advertisements nor to cartoon

characters or puppets especially created for advertisements.

2. Restrictions on Times of Transmissions
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a) Advertisements for the followina must not be transmitte? during
children's programs or in the advertisement breaks irmediately before
or after them :

. alcoholic drinks

. liqueur chocolates

. cigars and tobacco

. matches

b) advertisements for medicines specially formulated for children
must not be transmitted before ¢ p.m.. This restriction alsc applies to
advertisements in which children are seen takinc any medecine or in which

its suitability for children is specially emphasised -
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c) advertisements for matches being promoter by means of prizes or
gifts of any kind must not be transmitted hefore © p.m. and such adverti-
sements riust be clearly addressed to adults

d) advertiserents which feature personalities associated with ITV
or BBC children's procrams and which promote products or services of
special interest to children rust not be transmitted until after 2 p.m.

e) advertisements which contain treatrents which might alarm or
frighten children will be the subject of apnropriate restrictions on

times of transmission.

3. Prices

——————

Advertisements for toys, games and similar products must include an
indication of their price. When parts, accessories or batteries which a
child might reasonably suppose to be part of a normal nurchase are
available only at extra cost, this must be made clear. The cast must not

be minimised by the use of words such as ‘only' or 'just'.

- s - o w ¥ - - -

For reasons of dental hygiene advertisements shall not encourage
persistent sweet eatina throushout the day nor the eatinc of sweet,
sticky foods at bed-time. Advertisements for confectionary or snack foods

shall not suggest that such products may be substituted for nroper meals.

5. The Child in Advertisements

The participation of children in advertisements is subject to the

following conditions :
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a) Employment : concerns child actors
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Any situations in which children are to be seen or heard in adverti-

sements should be carefully considered from the point of view of safety.

In particular :

- children should not appear to be unattended in street scenes un-
less they are obviously old enough to be responsible for their own
safety ; should not be shown playing in the road, unless it is
clearly shown to be a play-street or other safe area ; should not
be shown stepping carelessly off the pavement or crossing the
road without due care : in busy street scenes should be seen *»
use pedestrian crossings in crossing the road ; and should be
otherwise seen in general, as pedestrians or cyclists, to tehave
in accordance with the Hichway Code ;

- children should not be seen leaning danaerously out of windows or
over bridges, or climbina dangerous cliffs ;

- small children should not be shown climbing up to hiah shelves or
or reaching up to take thinas from a table above their heads ;

- medicines, disinfectants, antiseptics and caustic substances must
not be shown within reach of children without close narental
supervision, nor should children be shown usina these products in
any way ;

- children must not be shown usina matches or any gas, paraffin,
petrol, mechanical or mains-powered appliance which could lead to

their suffering burns, electrical shock or other injury ;
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- children must not be shown drivina or riding on anricultural
machines (including tractor-drawn carts or irplements). Scenes
of this kind could encourage infractions of the Agriculture
(Safety, Health and !"elfare Provisions) Act 1956,

- an open fire in a domestic scene in an advertisement must always
have a fire-extinguisher clearly visible if a child is included

in the scene.

Children in advertisements should be reasonably well-mannered and

well-behaved.

6. Children as Presenters
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Children must not be used to present or corment on nroducts about

which they cannot be expected to have direct interest or knowledge.

7. Testimonials

Children must not be usec to give formalised nersonal testimony.
This will not, however, normally nreclude children giving spontaneous

coments on matters in which they would have an obvious natural interest.

Also, a Self-control Code drafted iy the organizations that represent

the advertisers, the anencies and the media, valid for all the media,

generally reiterates in brief the provisions of the code set up by the
I.B.A. with regards to children. This is why it has not been reproduced

here. It is made up of an Appendix to the "Eritish Code of Advertising
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Practices" entitled "fppendix B : Children and Younq Pzonle".

It would be worthwhile to know how the recormendations and requla-
tions set up in Great Britain are anplied with examples of messages that
have been approved or rejected.

During the course of a series of interviews mentioned in the survey,
the polisters observed that the Rritish mothers polled did not know that
regulations and recommendations existed to which the messaqges had to
conform. Yhen they were told about this, they showed skepticism regarding
such a large number of prohibitions (1).

In contrast to a detailed code of prohibitions coverina all cases,
in France there are regulations which set down the principles and an

appeal can be made to a board in order to appraise cases in point.

(1) See Appendix 3



FRAICE :

In France there is no particular law regarding advertising and the
child. However, there are two texts worth citing. Mne is concerned with
television and radio, the other with the media in ceneral. Meither has
force of law. The first, however, applies compusorily to all messaaes
broadcast on radio and television by the nationalized comranies and is
implemented by state preliminary controls. The second, a voluntary

agreement, has a purely self-disciplinary character.

1. La Régie Francaise de la Puhlicité Télévisée (D.F.P.)

The R.F.P. (The French Roard of Television Advertising) which en-
sures the Management and control of radio and television advertising by

the National Television Companies has laid down a requiation.

a) Regulations

Articles 14 and 15 concern children.

- Article 14 : "the requlation concerning the employment of chil-
dren in entertainment must be closely observed. Children presented in an
advertising message must be seen to behave correctly and show qood man-
ners."

- Article 15 : 1) "Particular care must be taken in connection with
children. The impact of radio and T.Y. is not suited to their weakness,
and radio and T.V. advertisina must respect the personality of the child
and not be harmful to his development.

2) The use of children in advertising messages must

be moderate ; they cannot he the princinal actors unless there is a direct
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link between them and the product or service concerned. They cannot he
the advocates of the product or service. Lastly, the bebavior of chil-
dren and the dialoques between them or with adults must remain natural
and take place most often in the family groun.

3) Ho messace or advertising announcement must be
the cause of moral, mental or physical harm to children ; no method of
radio or television advertising must profit by the impressionability
and credulity of children.

4) In particular, no advertising message rust :

- invite children to meetings organized for
advertising purposes or urge them to converse with stranaers.

- constitute an appeal giving children the impres-
sion that if they do not themselves bty or urae other persons to buy
the product or service in question they will be failing in a duty or a
loyalty towards a person or organization, whether or not that person or
organization be the one responsible for the anreal.

- urae children to think that if they do not have
the product advertised their health or their future will be affected or
that they will Le despised or held in contemnt.

- uroe children to pester other persons to huy a
particular product or service.

- urge children to buy those products which are
listed in the third section of the requlation or to have recourse to
methods of sales by correspondance or credit, whatever the terms may he.

5) The same care must be taken with renard to
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adolescents.

b) This reaulation, formulated and modified as necessity arises by
the Administrative Council of the ".F.P., made up of 12 morters (repre-
sentatives of the State, the Press, the Advertisers and Paencies, the
Consumers and private stations of the periphery) is further completed by

"interpretative notices".

As an examnle, for the “Toy" sector, the internretative notice
provides, after reiterating the requirement for conformity with the
standards in force and various other prohibitions concerning its relation
to reality :

The scenarios must take into consideration the recormendations and
the utilization terms in the toy directions and not play down the dearee
of dexterity, the age, strength or skill required to make use of the
product. In certain cases the minimum age limit for the child must be
given visually and audibly.

In any case, all precautions must be taken to avnid uraina children
to violence or presenting children in dancerous sitnations or one which
might cause then to act without sufficient reflection. In certain cases
the R.F.P. can require the presence of the narents or a recommendation
to the parents, within the messaqe, that care be taken.

The camera angles rust not produce a false impression of the toy's
size, its performance nor its rcal usefulness. The setting used must
enable a person to estimate the real dimensions or characteristics.

khen a reference to price is made in a messace, it must be indicated



as an absolute amount without further considerations.”
(October 1975)
Lith regards to toys, it was observed that the onposition shown

when this sector was opened did not cease and the ahnve-mentioned requ-

lations remained difficult to apply.

¢) In addition, there is an examination prior to any transrission

where a viewing committee, made up of all the narties concerned, ensures

that the rules and interpretations of the Council of !dministration are
respected. This syster, at once prescriptive and preventative, has a
certain originality in that it brinas about cooneration amonn the state
powers, representatives of the advertisinag nrofession, the competing

media, (press and television), and consumer representatives (I.i!.C.).

2. The second body : the Bureau for the Verification of Advertisina

(Bureau de Vérification re 1a Publicité - L.V.P.)
It is self-disciplinary, although it includes in a council three
consumer representatives vho act as watch-dons over its deontological
function in their capacity of private, voluntary associates. The NVP

lays down recommendations, inspired, as it declares, hy the ICC Code and

by English and Canadian examples. The recormendations concernina chil-
dren dates from llarch 11, 197% and reads as follows :

I - Advertising addressed to Children

Advertisina of this kind must not under any circumstances :
a) concern a nroduct which by its nature, quality or ordinary use,

ought not be put at the disposal of children.
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b} concern the following caterories of nroducts :
. pharmaceutical products
. cigarettes
. sweets which are not classed as normal foods, and which, beinn
based on carbohydrates (saccharose, glucose, inverted suaar and
fructose), cannot be constantly eaten between reals without
harm.
¢) offer sales bty correspondance, on credit, haraains or correspon-
dance courses.
d) play down the degree of ability, age, strenath or anility
necessary in order to use a product.
e) be likely to bring discredit on the authority, judoement or
tastes of the parents.
f) suggest risky actions without giving positive caution.
g) represent a product in such a way that improper or dangerous
usage might be suggested. |
h) falsely sugeest that the possession or utilisation of a product
will give a child physical, social or nsycholoaical advantane over his
fellows or that the absence of possession of the product will have a
contrary effect.
i) invite children to meetings orqanised in the interest of adverti-

sing, these interests being foreign to them.

I1 - Advertising addressed to Adults

a) Advertising must not urge children to exert exaqgerated pressure

on their parents, asking them to buy certain products or services which



are not meant for children.
b) Advertisina must not lead children to make judgement on a product,
piece of equipment or service which they are unquestionably incapahle of

assessina,

fl.B. : Following actions taken by representatives of the consumer
organizations bafore the Foard of Nirectors, the R.P.V.'s actions were
published as well as the sanctions applied for vinlations of the recom-

mendations.

The above-mentioned recommen:lations presuppnse nreat viqilance in
their aoplication. As is also the case in Great Britain and the Nether-
lands, application depends in part on value judgerments. 0f course, and
as the Dutch Advartising Code indicates (point 12), these recommenda-
tions, 1ike the provisions of the code, must be anplied to the letter

and also according to the spirit in which they were drafted.



BELGIUM :

There are no televised advertisements ir Belaiur hut, of course,
broadcasts are received from the surroundine areas.

There is no law concernina children and adnlescents. However, sneci-
fic texts prohibiting advertising of medicines in newspapers for children
and the direct advertisinn of tobacco aimed at children do exist.

There is also an Advertisina Code, produced hy the nrofession,
dating from 1958, in which Articles 17, 11 and 12 concern advertisina
for children.

Twice at least, in 1972-73 and in 197€, the reaulation of adverti-
sing, and consequently, of advertisinc with or for children, was made the
subject of an examination hy the Consumer Council, an official consulta-
tive body which includes not only consumer representatives but also
those of industry and trade. It seers that the representatives of pro-
ducers and distributors wanted to nerserve the voluntary Code of Dennto-
logy as it was while the representatives of the consumers insisted on

the necessity of compulsory requlation.



LUXEBURG -

Luxemburg refers to the requlations drafted by the Rérie Frangaise

de Publicité among others.



]
Ly )
o

1

IRELAND :

There are no laws in Ireland with recard to advertisina with oar for
children.

The only code that exists is a self-regulatory one which provies
the following with recard to children :

- advertising aimed at children must not contain, by illustratien
or any other manner, any elerent which could cause physical, moral or
mental harm or exploit their credulity.

However, there is talk of drafting a law recardine fraudulent ad-
vertising and a body based on that of the ombudsman.

These are thus measures concerning advertising in ceneral and not

specifically with reaard to children and adolescents.



DENIARK :

Denmark possesses unique institutions, i.e., the consumer ombudsman.
As of May 1, 1975, advertising was nlaced under the control of the state
and is checked hy tiie ombudsman. The latter refers mainly to the Interna-
tional Code of Advertisina Practices of the 1.C.C. in questions of
interpretation of the leqal provisions renardinc advertisine.

It takes “irect action with the author of the advertisement to
request that he, if necessary, conform to the practices of honest adver-
tising. It can also take action through the courts in Copenhacen in order

to give the author formal notice.
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COMMENTS

khat can be said about and what information can be drawn from the
above?

This is simply an inventory and description of the prohibitions and
simple recommendations concerning advertising and its relation to the
child.

Intellectually and logically, it would be satisfactory, within the
scope of this survey, to try to compare the nrohibitions and recommenda-
tions amonc themselves in order to determine the reasons why they were
drafted as they stand and also to appraise their effectiveness.

Obviously the legal requlations, in the widest sense of this term,
here extended to sirple self-control recommendations, change according to
mentalities and customs which chance themselves because of technical
progress. Moreover, technical progress causes situations to arise which
should be masterad according to a certain concention of mankind and
society.

The phenomencn of advertising, by using modern techniques of promul-
gation in order to attain commercial objectives is faced, in its expan-
sion, with this type of problem. The advertisers, advertisina agencies
and marketing exwerts as well as the leaders and managers of the media
would be wrons to consider the gquestions beina asked about advertisina as
based on other motivations.

To illustrate this we can note that all the regulations and recom-
mendations are rzcent and that, alsc, for the rost part and, at least, the

most specific among them, were caused by advertising's being introduced
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on television. %e will come back to this point. We must distinguish between
what concerns general reculations (1) and its effects on advertising and
the child and, on the other hand, what constitutes a specific provision

for the protection of the child as target, prescriber or arqument.

1 - Concerning texts having a general impact, the beginning of this
survey indicated that they could be examined regardine their application
to children. This is mainly a question of, besides specific laws with re-
gard to certain sectors {(alcohol, tobacco, nharmaceuticals, etc...), mis-
leading and unfair advertising.

We have already indicated that there was no reason to go into an
examination of legal regulations set up in the field nor their evolution.
It was also noted that, by condemning all advertisina which tends to
“mislead" and, above all, unfair advertising, we are led to make a compa-
rison between, on the one hand, the prohibition of advertisements based
on faelings of fear or guilt and, on the other hand, certain of the
above-mentioned recommendations which constitute just so many approaches
to 1imit, if not advertising, at least its usinc arquments stemming from
moral pressure (fear, responsibility, etc ...).

KWithin this context, it would be interesting to know under what

conditions, which can undoubtedly only be conditions for cases in point

(1) The word "regulation” is taken here in its most reneral meaning and
not as a legal term meaning recessary requirement and sanction.
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(case by case), The Danish Ombudsman learned about advertising regarding
the utilization of children and the decisions that it made under such
circumstances.

However, since televised advertising is not authorized in Denmark,
it is easier to understand why advertising meséages - some would say ad-
vertising aggression - are less highly developed in this country as op-
posed to those in others which have advertisinag images and scenarios.

Another research project would be interesting aven if it produced
negative results. It would be on English legislation beqinning with the
Fair Trading Act of 1973. %e refer to this text now because it is ardi-
narily quoted as a means of controlling trade practices. ithout defining
new infractions with regard to unfair competition or fraudulent adverti-
sing, the Fair Trading Act can be considered a specifically Pritish legal
document, in its content as well as the adantation mechanism it provides
for, such that it has been written that it makes "a new contribution to
the string of national regulatiorn and seems to be an idea which can be
used for the futurc regulation of advertising on the international level”,
The British law provides for a wechanism throuah which new infracticns can
be defined by the Secretary of State for Trade and Industry.

This mechanism provides for the intervention of the Chairman, of
the Consulting Committee or of the Secretary of State in recard to trade
practices "which cause or might cause cornsumers te be mislead or confused
with regard to the nature, quality or guantity of nroducts or services,
mislead them rolative to their rights or ohbligaticns, submit the con-

sumer to abnormal pressure or which might cause the consumers to make
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inequitable transactiens.” (1)

The authors of the survey consider that the requlations with regard
to advertising and children can seem to be quite foreian to a law which
was written, in the beginning, bacause of preoccupations with unfair
competition.

However, it has been observed that laws and requlations are no
longer merely concerned with unfair practices between traders and manu-
f acturers. Market mechanisrs show that the consumers' interests are
protected.

Thus, with relation to advartising and childrer, the quastion can
be raised whether problems encountered today should be resolved within

the framework of general laws and reculations or by specific texts.

2 - It was also noted that cartain recommendations concerning chil-
dren are for all the media and others are exclusivaly for telavision.

Among the former we note the Code drafted hy the International
Chhamber of Commerce which most countries refer to and which often serves
as a reference for the courts. It would be useful to know whether, as
noted above, this reference is used not only for "misleadine", “fraudu-
lent", "unfair" advertising but also concernina Articles 12 and 13 on
children. Of course the records of application of these two texts, sup-
posing that they were reqisterad by the International Chamber of Commerce

or by some other entity, would also be interesting.

(1) Thieffry - Fraudulent Advertising and International Law ; the Future
of Advertising and the Law, Hational Foundation for Company Riohts, 1576.
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Still in relation to the texts having a general scope, i.e. all
media, with the exception of television (1), the recommendations of the
Advertising Verification Bureau (B.V.P.) in France arc interesting with
relation to their application and effectiveness.

The recommendation concerns, first, advertising aimed at children

and, second, advertising aimed at adults (usina children). According to

the French tradition, it is short since it states concents which corres-
pond to acquired experience or to probable devolopments in advertising
messages and their motivations.

Above all, the B.V.P., influenced by the consumer representatives
within its board, decided not to keep secret the decisions made for cor-
rection or nrevention or those which were sanctions in character. Since
the recommendation dates from l‘arch 1975, it is still too early to oro-
duce a significant application record.

Since we have quoted the two recommendations above, that of the
I.C.C. and the B.V.P. (France), we must also cite a text which is general
in scope but which has a completely different character since it is legal,
i.e., the Dutch legislation on advertising aimed at or using children.
But, here again, there is still not enough information on its aoplication.
However, they did inspire certain texts in television advertising and

influence their uses.

3 - As was noted, it was televised advertisinag which gave rise to the

(1) In France, the Régie Francaise de Publicité oversees advertising on
television and checks its contents.
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new protective measures concerning the consumer and, more precisely, the
family within its life style on the level of the household economy and
intra-family relations.

A first observation stands out. Distinctions are drawn between
countries which authorize televised advertising and those which do not
allow it. Belgium and Denmark did not need recommendations. Following
their examples, the guestion has been brouaht up whether to eliminate
televised advertising in the other countries. A Conference was held on
this subject in Brussels for consumer representatives in December 1276
and the opinions recorded were divided according to country.

This divergence of opinion is a result of the different exneriences
and different emotional reactions in the countries in questien. It could
be a result of either the style or the more or less bold manner of the
advertising in each of the countries or even of the way this advertising
is received and the actions of family or women's organizations, in
particular, with reoards to children.

Advertising style has areat imnortance. The word "style" is used
here to include subjects, situations, imaces, dialogucs and motivations.
In fact, it differs from television station to station which consider
them as a public service (eg. : France) or a private one, which does not
exempt them from being subject to recommendations and contrnl (eg. :
United Kingdom). They also differ according to the habitual means of
expression which springs from the culture and tendancies to more or less
respect private life. In other words, the m-tivations and the means through

which advertising tries to reach or "implicate" the viewer are more or



less sophisticataed. They can reach an intolerable noirt which is demonstra-
ted by advertising spots which have been refused and alsn, alas, accepted
for the television screen. A preventive contrel provides a means of
obtaining a certain idea of what certain advertisers vroonse and what is
Judged acceptable or not on the basis nf a set of reculations. (1)

e can thus wonder whether the necessity of reaqulatine is not a
consequence of the sonhistication of the messaces and the orientation of
the advertising and its objectives towards seduction and influencing the
behavior and, at the same time, the very nature of the television madium.

Thus, the access given to advertising on the television, a new and
powerful medium, ¢nhables advertising to develop its techniques for seduc-
tion and poses many problems. As far as children and adolescents are
concerned, Great Britain and France, merely to cite two examples, tried
to resclve their problems each in a different marner, either by a text
providing for many nossible situations or by prior screenina of the spots.
It would be interesting to be able to comnare the results obtained by
cach of these methods. For this, these results would not only have to be
available, which is nct the case, but the oraanizations responsible for
the application of the recommendaticns and reqgulations would have to
participate in this examination. !z hope that it will be possible to
unite them with others in the near future.

This beina the case, we cannot ignore that their role has been use-

ful while televised advertising was just beginninc and ambitious. A

(1) E 9. : Régie Frangaise de Publicité in France.



report on the length of broadcasting times and the hours has not been
given here to avoid beginnino a new chapter in the survey, which would he
more appropriate in a survey on advertising in general, and this was done
intentionally. However, the question of whether such and such a sector,
should be examined, toys for example, has been discussed. Ye can not ao
into certain sectors without taking certain precautions due to the neces-
sary requirements of the messages.

As a result, televised advertising aimed at and using children be-
comes subject te an accumulation of protective reculations. Thesz texts
are so short that the Code of the International Chamber of Commerce
(2.13) does not take full account of them.

In fact, the Récie Francaise de Publicité, whose reaulations, ac-
cording to the French tradition, are bascd on concepts, had to work out
a legal system case by case because it provides for a Screening Commis-
sion which makes judgements based on the story-hoards and the films they
represent.

The British regulations are more descriptive and are ganerally
thought to be respected, considering the tync of messanes proposed hy the
profession, but are alsc subject to criticism. Pmons the interviews with
mothers which were guoted and appear in the appendix, one of them, aftor
learning of the lono series of provisions contained in the reculations,
said that if all the reaulations were anplied, not all the messages
broadcasted would conform to them.

The authors of the survey plannad to make up A comparative table of

recommendations and reculations which were successively cited in this



chapter. This table would have had little sianificance because, first,
only certain countriecs have drafted this type of text and, sccond, these
recommendations are only significant insofar as they can be utilized and
have an effect with renard to the type of advertisina used in this country
in particular.

A comnarative cxamination of the texts should bz performed by the
consumer reprasentatives, advertising professionals and thz representa-
tives of the concerned madias (television) brought tonether for this
purpose.

It could be considerad that, unless advertising aimed at and usine
children is prohibited on television, requlations should be enacted nre-

vided, however, that they can be drafted and respected.



IV. CONCLUSIONS

FINDING SOLUTIONS :

Each of the preceding chanters contains supgestinns which need not
all be repeated herc. The reader need only refer to the various parts of
the survey.

It would be more reasonable to make a renort, give the points of
view, fcrmulate questions, propose means of reasearch, exnand the parti-
cipation in this ressarch in the professional grouns and in the madia
and bring cases before the courts in the countries and comunities in

due time.

presented in the precading chapter capable of 2liminatine the excesses
observed in the expansion of advertisina regarding children and adolas-
cents?

Or, is the matter to be considerad the very idea of advertising
aimed at them?

The contents of the reaqulations and the professinnal codes suf-
ficiently demonstrate that, in order to conform to them, the advertising
profession, taken in its entirety (advertisers, advertising acencies and
media), as well as marketing efforts, must resist the temptation of using
metheds and techniques of seduction which are available to them and which
they could use rashly or even abuse. “e are therefore concerned with the
role of advertising in the economics of the marketplace. This question
cannot be avoided for lona. The relationship between advertising and chil-

dren, in the manner in which it is used for commercial purnoses which
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may or may not be considerad an element of a certain economic growth, is
a good approach to an examination of the advertising phenomenon.

At the same timc, we can give the formula used in the American
system which resclves problems through the F.T.0. (Federal Trade Commis-
sion) according to the followina princisle : "when the consumer purchases
on the basis of faulty information and his demands are not satisfied, his
skepticism concerning the information reccived increases and the market
no longer operates properly." It is possible that, if advertising which
exceeds certain limits is repeatedly quastioned, the effectiveness of
advertising in general could be decreased. In particular, the authors of
this survey do not believe that thesz questions, contained in the first
part of the survey, at least with rerards to children, will die nut like
a passing fashion and that everything will be accepted as was stated
quite frankly by a spokesman for ane of the leading media in the Common
Market countries.

On the other hand, we note with interest the statement, in the form
of a commitment, that advertising consultant agencies which are members
of a well-known association in France have put on posters which appear

on the walls in the French capital : "No more hard sell."

2. - Some professionals who are conscious of the power of adverti-
sing and its limits have taken up their resnonsibilities concernino chil-
dren and adolescents, in particular, within the family aroup. One of them
published his considerations in a text which his here reoroduced in part,

based on a frae translation.
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We believe it deserves to be menticned.

In the auther's opinion, there are threc stages tn be considered :

a) The psycho-social environment

He cannot ignore that even advertising aimed at adults effects the
entire family. In tha child's mind, advertising creatas an image of the
adult's attiturdes, Tifestyle and values. He does not analvze but reacts
to the messaga. At this first level, the advertisina profaossionals are
responsible.

b) Advertisinn usina children

The image presented to the child creates a conflict between reality
in his family and advertising which idealizes.

c) Advertising aimed at children

By using adults to sell to childron, the adults' attitudes could
create contradictions with the parents' real attitudes.

A double-authority could b2 created :

. that on the television which flatters the child,

. that of the parents who dn not have the means or do not want to

buy a cartain product for the child.

If the child actors are used : ''hat values are they given to assume
in their attitudes among themselves? What social values and what roles
are encouragad in the representations of airls and boys, children and the
family or children and society?

Apparently identical preoccupations were discussed in the survey

which was alrcady cited on "consumer reaction tn advertising" with regard



to two aspects (1). First is the child's formation and his “socialization"
as a consumer and advertising plays a nart in this. Second is the fact
that messagas aimed at children "raise the entire problem of relatinnship
and communication within the family group.” But, in the article cited,

the research tands to detemine, on one hand "how children of different
ages and from different social qroups influenc2 their narents”, and, on
the other "what stimuli are capable of providing the necessary means for
this tentative influence”.

It would be intercsting to compare thesc twe efforts. The first is
the result of a responsible attitude and the sccond springs from entirely
commercial consideratinns. This second attitude is broucht out at the
level of irresponsible technigues, considering their conssquences and end
results. The twe attitudes should no langer be ignared.

For this reason, it is to be hoped that the representative profes-
sional organizaticns join in to consider these ideas. Conflict, it has

been said, usually leads to negotiation but does not oxclude reculation.

3. = This rescarch would be first to become aware and then to report.
It should include an examination of advertising documents themselves, in-
cluding television spets. It should also he dong usine records established
or tn be established on the application of the recormendations and self-
control actions takcn.
- Tho means should be put at the disposal of family and women's
organizations, in particular, which are the most concerned, in everyday

1ife, by thes: problers, so that they car increase and expand their

(1) Yard, J., Consumer Socialization, cited in the "svue Frangaise de

Marketing
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surveys and exnressions of their opinion.

- In fact, the nroblem is whether the advertising profession, as
a whole, can adopt an attitude which is compatible with the respect which
must exist for the child's nersonality and that of the adelescent and,
mora generally, raspect for peonle. Yhat is in question is psycholonical
action intended to modify behavior and conduct. Actually, the child,
whether as a target, srescriber or aroument, makes his entrance into the
"consumer society" with regards to aocods and services intended for him
as well as those offerad to adults. e have seen that it was considarad
desireable that he not be seen or heard in these roles that hce is made
to assume (Metherlands).

- The argument that it is up to tha parents and educators in
general to take action on behalf of children and adolescents by nlayina
a protective role does not stand up. Those who hice behind this kind of
reply evidentally are not familiar with the recuirements of evaryday life
and the conditions existing in and around the family except for thosc who
belong to a privilcged socis-professicnal croup. They alse do not know,
for example, regardina television, that the time spent watchino televi-
sion is highast for youna people (5 tn 12) and that this is esnecially
true for families in which both the father and the mother work nutsida
the home and where other sporting or cultural rccreation is not usually
available. In fact, this arqument, which shows the irresponsibility of
those who use it te justify any abusa, leads tn nonsitive actions which
should, on the contrary, be taken and strenathened even if advertising

aimed at youns people changed in tone or purpose.



= Prohibition of televised advertising using children rcmains a
possible solution (even for those who admittaedly are not in favor of to-
tal prohibition of advertising on this medium) because of its nlace in
family life and the uncertain effacts of reculations which would bha dif=-
ficult to control at lrast in certain countrics.

- Another solution would be to give the concerned crganizatinns
the right to prohibit either according to circumstances and aimed at
certain written or spoken mossaces and advertisina snnts or in a more
general manner to permit objective develonments.

- But, in general, the little time tclevision devoted to infarming
children is deplerable. This remark is addressed to those respansible
for televisian programs. ‘e mention this while emphasizing that, for
radio and talevision more than the other rmedia, formation and informa-
tion cannot be disscciatad from advertisina such as it appears an the
screen if we put ourselves in the viewer's place, especially the child's.

From this pnint of view, it is noted that, compared with the sector
of goods and services on the markcet which are advertised in all the media,
that of collective goods and services is reraely offered and aexplained to
the viewers, cspecially childran. However, this sector nffers their
parents, and themselves, an important sclution for their henes and needs
regarding education, health, transportaticon, social services, sportinc
gnods, culture, ctc. This varies according to country but is imdertant
everywhere. fuvertising which concentrates entiraly on marketed ~oods
and services and neglects information "outside the market" heips to
create an unbalanced attitude against collective sarvices which, however,

fulfill basic needs for the riost part.



It is true that the existence of television stations, for at least
certain ones, depaends on advertising income, more or less, but often this
dependance is relatively high and can even be extremely important.

The education and information of the consumer, indispensable to the
market economy, has not developed sufficiently to ensure the essential
balance. The education of young consumers is the basic element in the
protection of the ceonsumer's interests.

In conclusion, the examination of advertisina with the dearge of

growth it has reached today and the rejection it too often encounters is
something which does not concern advertising and advertisine alone. Hith
regards to children and adolescents, the question is whether production,
distribution and advertising arc 2ach, and together, ends in themselves.
The child, the adolescent and the adult are more than just consumers ;
they are people.

The commercial powers, using the vast resources at their disposal,
erode the value structure and turn everything towards thomselves.

"The improvement of everyday 1ife" also depends on fairness in

advertising and respect for the personalities of those who receive it.

L L L
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COMMITTEE OF FAMILY ORGANIZATIONS
It! THE EUROPEAN COMMUNITIES

C.0.F.A.C.E.

SURVEY
on
ADVERTISING and CHILDREN

- Preliminary note (on a motion of the legal and economic
centre for consumer studies - C.E.J.E.C.)

. Presentation and contents of the Survey

. Questionnaire



C.0.F.A.C.E.

ADVERTISING AND CHILDRER

Motion of
questionnaire and
inquiry formulated
by the C.E.J.E.C.

Tha contents of the Survey and the method nroposed are divided
into three parts :
I - General observations
IT - A/ Aim and contents of the Survey
B/ Requlation or self-discipline of professicnals

interventions of consumers and their organizations

I - GENERAL OBSERVATIONS :

A/ Advertising is a matter of controversies.

1/ Advértising, as an important element for the promotion of
products, services and sales in market economy and mass nrnduction, has
grown constantly an¢ is now considered a NECESSITY by oroducers (ad-
vertisors).

It disposes of powerful means.

It holds a place in the commercial strateqy of the market and
of competition thanks to the means at the disposal of advertisors
(producers) and publicists (agencies and advertising consultants) -
Financial and technical means - It is in itself a nrofession and
an area of competition. |

With noticeable differences from one country to ancther, it has
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laid claim to a three-fold role ~ aconomic, sncial, even cultural. Thus
it claims to be not only a means of nrometion for sales, but also, ac-
cording to the publicists, the means of assurino a function which is
beneficial to growth and to the liberal economy in ceneral.

2/ The growth of advertising is secured by very imnortant means
and considerable assistance from the mass media which it partly finan-
ces to such an extent as sometimes to call in quastion the independence
of those who profit by it.

- The eccnomic and social effects of advertisino are nnt yet
very well known. Byt there can be no doubt as to the power it has, on
the one hand over the media it uses (written and snoken nress - radio
and television) and on the other over the hehavior of consumers and
the organization of production in favour of certain onroducts and ser-
vices.

- This power has created defensive reactinns that are still
limited (except for preventive measures in countries such as those
where advertising on television is not allowed).

In the different member countries, the nublic authorities as
well as consumer organizations have sought to nbtain advertising which
is not disloyal. The public authoritics first intervened in the inte-
rests of producers and advertisors to nrevant unfair comnetition. Only
later - it is the same with advertising as with so manv thinas - have
they been concerned to protect the consumer against the effects of dis-
loyal advertising. Lenislation has tried to be more and more precise to
keep pace with the developments in techniques of communication.

- The idea of a policy for the Community which is now under-

going study is obviously timely. It is all the more urgent in that
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advertising, like communication, has no boundaries. The use of certain
media, radio and television in particular, and the development of
techniques have given to advertisors and advertising agencies possibi-
lities of transmission which are international and world-wide. This si-
tuation calls for a defensive counter-action.

- Thus, within the Community, consumers and their organizations
are directly concerned by the regulation of advertising (where such re-
gulation exists and has been proved effective, whether it be legal or
self-disciplinary). There is an identity of interests amonc European
consumers which must be stressed.

- The preceding observations are purposely concise. Many aspects
that have been evoked would require further developments and specific
studies. These considerations have been thought useful as a prelude to
the study of cne aspect which must constitute a oriority for organiza-

tions representing the family aroup of consumers : advertising and

children.

B/ CHILDREN IN ADVERTISING AS TARGET AND AS ARGUMENT :

Advertising, which aims at maintaining or creating markets and
selling, attaches great importance to the choice of its targets and
arguments.

Children - defined here as babies, young children and youna
adolescents - are used Ey advertising, more or less directly, with pro-
ducts or services - objects of the advertisement - as TARGETS, PRESCRI-
BER or ARGUMENTS :

- As TARGETS (baby food, clothing, furniture, education, school
supplies, toys, and so on ....).

- As PRESCRIBERS, intervening to determine the choice and
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consumption of adults (food, cleaning materials, and so on ..) with or
without advantanes such as gqifts for children.

- As ARGUZENTS, playing directly or indirectly on adults'
feelings or sense of responsibility (food, health, education, insurance,
and so on ...

The use of children is most apparent in television advertising.
Where these messages are allowed, excesses have engendered a protective
and defensive reaction against the exploitation of parents' feelings.
This reaction should protect advertising (advertisors and agencies)
against itself by modifying a form of "creativity" which if unchecked
can exploit children by playing on the feelings that bind parents and

children and the family in general.

IT - PROPOSALS - AIM AND CONTENTS OF THE SURVEY :

A/ Report - Inventory

1. DESCRIBE the advertising fact and its evolution in its use
of children.

- as TARGETS (goods and services destined for children)

- as PRESCRIBERS in the advertisement (children as advertising
agents)

- as PRGUMENT (behavior and responsibility of adults towards
children - social prestige - anpeal to motherly or fatherly conscience -
children's future, and so on ..)

There is effectively :

- a market of goods and services destined for children (young



children, children, young adolescents).

- a competing advertising strateay which is always on the alert,
and consequently advertising arguments appealing to the conscious and
the unconscious, to reality and dream, playina with all the feelings
that have or have not any connection with the nroduct or service to be

sold.

2/ DISTINCUISH accordine tn the media : placards, written or
spoken press - television, personalised advertising (letters) and so
on ....

For example, it may be noted that French televisinn advertising
uses children in 25% of its advertisements.

COMSTITUTE a file with characteristic examples, such as
newspaper cuttings, relations of spoken advertisements, story-beard,
and references of advertisements broadcast on television (dates, ad-

vertisors, collective advertisements, and so on ....)

3/ ADVERTISING STRATEGY

Psychology and motivations of advertisors and advertising aaen-
cies with regard te the use of children. To be commared with other
themes (the feminine, the masculine, social nrestine and objects as its
symbols, the unusual, the untamed, the ccnuine, and sn on ...)

How are advertisements usina childran felt by neonle at Targe,
parents and family organizations, parents' associations, educators,
sociologists and nublic services?

To get answers to these two questions reguiras interrocating
the persons concerned and hearing their oninions.

e must in particular find out whether the problem to which the
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the present study is devoted has alrzady been the ohject of inquiries
or meetings. fnd, if so, give references and renorts and nroduce the

relevant documents, if they be of real interest.

B/ Re~ulation and self discinline

1/ Is there a REGULATIOM concerning the use of children in
advertisinn?

a) It can be either a specific rcoulation or the result of
a larger regulztion concerning advertisine in neneral or the use of
infants in show business for reasons of health, security or any other
reasons.

If this is the case, references and analysis are required,
with details as to the motivations and conditions under which the re-
gulation has occured (government initiatives, narliamentary debates,
etc ...). If necessary, the media and sunports concerned should he
explained.

b) Is this regulation disputed?

If so, why? and by whom?
In those countries where advertising on television is
now forbidden, is there a tendency to make distinctions (taraets, arqu-

ments, areas cf the market to be opnened or encouraced)?

2/ Professional SELF DISCIPLINE and RELATINMS with the

consumer organizations

This section of the Survey does not relate to children
alone. Where self discinline and relations exist they are likely tn
concern all advertiserments. Yet there is specific information concer-

ning children and there are certain reflexions to be made.



a) Hhere a professional deontnlogy does exist, the conditions

in which it has been concluded should be aiven and an analysis of its con-
tents, with the texts relative to children, and the clauses of application,
stating clearly whether the consumer organisations and public authorities
have contributed or not to the framing of these deontological regulations
(for example, the Code of Television Advertisina in France).

b) Where self discipline and relation and concertation with
the consumer organisations exist, a descrintion should be aiven nf the
institutions and procedures decided upon, with or without the intervention
of the public authorities.

c) What are, in the opinion of professionals (advertisors, agen-
cies, media) and that of consumer organisations and the public authori-
ties, the future chances of regulation, self discipline and concertation
with the consumer crcanisations ?

What are the conditions for prograss in this field ?



As a complement to this Survey and to situate its conclusions

in the general context of oroduction and needs, the twn following questinns
can be askad ¢

- Yhat are now the relations betwecen advertising and information ?

Is there a relation between the efforts made in favour of the education
and information of the yount consumar on th: one hand and advertisinn usine
children and young adolescents on the other ?

- How, from the point of view of necds, narticularly in a mi-
xed economy (market gonds and services) can we judne advertising solely
in the interests of market gnnds and services, especially advartisinag ai-
med at children or usina children ?

Finally, the reports, of the nronosed Survey and of the

Preliminary Programme of the Community for the information and protection

of the consumer (April, 1975) must be brought tn necneral attention. The
Survey nust provide improved knowledqge of the nroblem it is concerned with
and permit cenclusions to be drawn as a nrelude for action in concert

with the differant chanters and priority actions nronosed in the Proaramme.
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1. Results of the Survey

a) Type : on the whole a very clear tendancy is noted towards using
the child as an argument (Fig. 2) : 56,53 % of advertisements do
this. The child is targeted as the consumer-buyer in 19,06 % and
as an prescriber in 24,3 %.

b) Age : The highest percentages are found in the 5 to 9 and 9 to
13 categories which total 52,16 %. Thus, more that half of the
advertisements are concerned with the 5 to 13-year-old group
(Fig. 1). On the other hand, youngsters and teenagers only
represent 14,03 % (13 to 18 yrs.). However, this could be
because the relative weight of the arguments is higher and
that the arguments apply to younger age categories.

c) Age and Type : In the consumer-buyer area, two peaks are noted

at 9-13 and 16-18 (Fig. 3a). This could appear disconcerting

when it is considered that purchasing power would evidently

be a function of age and that the consumer would be sollicited
proportionally. Nevertheless the following hypothesis can be

set : products offered to the 9-13 group are less expensive

but more numerous ; this seems to correspond to Table 5. In

fact they are offered mostly sweets and snacks.

Also, the amount of advertising which is aimed at all ages is
minimal (0,58 %), which seems to indicate that advertising is
aimed at specific targets (total "all ages" advertising represents
11,81 %).

The child as prescriber : Graph 3b clearly shows that an prescriber

is mainly used for the 5-13-year-old group, 83,02 %. For the 0-5



year-old group, the explanation can be that the advertising must,
in general, be read (it must not be forgotten that advertising
also has a visual impact).

For adolescents (13-18), we could say that the advertiser can be
more certain in addressing the young people directly and thus
avoiding any possible interference on the parent's part or, also,
that the "prescriber" mechanism is harder to fit into the frame-
work of parent-adolescent relations.

The "arguments" curve is a regular one, progressing constantly

to the 5-9 group (31,1 %) and then decreasing (0,59 % at

16-18). However, a sharp drop must be noted from 5-9 to 9-13.

If we add up the percentages for the first part of the curve

(up to 5-9 inclusive), the total is 68,5 % while, the second

part (up to 16-18) only represents 14 %. This clearly indicates
that there is an increase mainly for children under nine. Let us
also note the amount of advertising with no specific target,
i.e., 17,51 %. This peculiarity can be explained by consulting
Table 9 which shows that the argument most often used is "safety,
comfort, health". Since the fulfillment of a basic need (safety)
is involved, any age group can be the target and the advertiser

can be sure of results.



Conclusions :

1. The child is often used as a sales argument.
2. Most advertising is for the 5-13 age group.
3. The consumer-buyers are mainly adolescents.
4. The child-argument is used mostly for the younger children.
5. Prescriber : This method is used mainly for the 5-13 group

(In general, it corresponds to primary education).

2. Type and products

a) Products : As a whole (Table 4), the products which represented
the highest figures were : food products (15,49), games (11,92),
clothing and shoes (11,59) and sweets and snacks (10,59).

The figure for sweets and snacks, which are hardly basic
necessities, must be noted. The "games" item should not be
accorded great importance since a part of the survey was perfor-
med during the end-of-year season and the feast of Saint Nicholas
(equivalent here of Christmas).

In the lower figures we find beverages, school supplies, books
and magasines, radio and photo articles, mopeds and motorcycles.
Let us also note that advertising of school supplies is also
seasonal. The average figures represent "cosmetics, health and
hygiene" products (8,47). However, since this product category

is aimed in general (we can at least project) a specific public,
it would be more interesting to draw conclusions when the figures

have been analyzed by type.



b) Products and types

NB. : Legend : B beverages ; F sweets and snacks ; S school
supplies ; L/R books and magazines ; T tobacco ; B/S/H
cosmetics, health and hygiene products ; R/P radio,
photo ; V/C clothing, shoes ; A food products ; C/M mopeds,

motorcycles ; J games ; D miscellaneous ; E cleaning products.

Consumer-buyers : Among the products offered, we note four leaders,
sweets and snacks, followed by cosmetics, health and hygiene
products, books and magazines and finally, school supplies.

It might be interesting to note that certain products recur within
the same category. For example, this is the case for cosmetics,
health and hygiene products. Many beauty creams and sanitary
napkins fall in this group. Most magazines for youngsters (Hit,
Podium, etc...) come under the heading "books-magazines". In

other words, it seems that these are products which are specially
made for young people and not common products which are simply
offered to young people.

Also, these leading products, which total 51,38 % are characterized
by the small investment they represent and the fact that they are
bought mostly out of habit. In other words, they do not require
savings and are purchased periodically.

For the rest of the prcducts, there is no market trend.

Prescribers : (Table 5b) : three peaks : games (29,35) food products

(21,1) and sweets and snacks (17,4).



Concerning games, we are tempted to explain their peak as a result
of the approaching Saint Nicholas feast. A remarkable figure :
sweets, snacks and food products represent 38,53 % of the total.
It would thus seem that the stomach is a sensitive point for the

prescribers.

products (18,11) and clogkhing and shoes (16,33).

It must be noted that in the first category the products rarely
involve children (at least not directly). We have the impression
that the child as sales argument is used a bit to sell everything
or, at least, his presence does not detract. To support this
impression, you will find below a list of some of the products

in the "miscellaneous" group : tires, savings, bird seed, sanitary
fixtures, natural gas, prefabricated buildings, bedding, cars,
fabrics, rugs, cat food, furniture, laundry detergent, fabric
softener, wax, etc...

Cbthing and shoes, however, are more specifically for children.

Conclusions :

1. Of the total, the product most frequently promoted are food
products, games, clothing and shoes, and sweets and sancks.
2. The main products offered are :
- to the consumer buyer : sweets and snacks, cosmetics, health
and hygiene products.
- to the prescriber : games, food products, sweets and snacks.

- for the argument : food products, clothing and shoes.



3. Types and publications

- e - = e

Four kinds of publications stand out from the aroup : women's
weeklies (28,31), family weeklies (18,62), weeklies for younq
people (13,82) and other monthlies (12). (See Tahle fa). What

is triking is that these are not manazines primarily meant for
advertising, i.e., their basic purpose is not tn advertise.

Also, when the advertisina-oriented macazines are arouned on one
side and the rest on the other, the tendency becomes more marked.
(Tablz 6b) 85,9% against 14,08, The press thus remains a special
means of advertising.

HB. : HMost radio and TV advertisements cannot be used, either
because they are presented out of context or because they do not
contain the elements necessary to classify them.

Also, we believe it worthwhile to define two other qrouns (Table 6c),
advertisements using nublications exclusively intended for young
people (monthlies and weeklies for young neonle) and other mana-
zines. He note that the first aroup takes charge of one advertise-
ment out of five. This proves, among nther things, thet publica-
tions for young people are a completely reliable means of adverti-

sing since they have a areat impact.

b) Type_and_magazine (Takle 7)

Young consumer-buyers are reached, in decreasing order, by weeklies
for young people (37,29) monthlies for youna peonle (29,?3) and

family weeklies (18,71). This, again, strengthens the supposition



that the youne consumer~buyer is specifically tarneted since
the magazines themselves arc aimed at specific targets.
Prescriber. We find, as above, weeklies for young pecple (28,36)
and family weeklies (15,26).

Women's weeklies (21,1) and RPadio-TY (13,75) become significant.
It anpears nommal that the weeklies for youna peonle retain the
lead inasmuch as the product is intended for youna peonle. The
Radio-TV thrust is 20% due to games (Saint Micholas perind).
Arquments : the unguestionable leader is women's weeklies (38)
followed by other monthlies (mainly women's) (18,7) and family
weeklies (18,3). This clearly shows the connection between the

magazine and the tyne of target (the mother through the child).

Conclusions :

1. The highest concentration of advertising is found in publica-
tions not devoted to advertisina. Fublications which are inten-
ded snecifically for younc people carry one advartisemant in
five.

2. The consumer-buyers are targeted by the "young" nublications ;

rescribers are aimed at by more diversified media. 2rguments
Y

are mostly the prercgative of women's publications.

4. Type and motivaticn

MB. : Legend : JEU ludic instinct ; SEX sexual instinct ; AT
maternal instinct ; PAT paternal instinct ; SUP/DOM superiority,
dominatien ; IDE/IMI identification, imitation ; GR0 aroun,

social instinct ; SEC/CONF/SMMTE safety, comfort, health ;



SEP/PLAIRE seduction, pleasure ; SUC/REUS success ; LIB/EVAS liberty,
longing to escape ; PRI/COL/CONC prizes, collections, contests ;
GOUR desire for sweets and snacks ; FAC/RAP easiness, speed.

The motivation "safety,'comfort, health" is considerably ahead
being used in one advertisement out of four. The next one is
“"easiness, speed" with 12,61 %. This is indicative in that these
two motivations (which total almost 40 %) are based on values
which are considered basic to our society (safety, comfort, speed).
Through its impact{ advertising strengthens this value system.

This seems particularly important in a survey of "young persons®.
Children are conditioned by advertising to a value system ; this
same advertising will reach out to them later on through the

value system. In other words, it lays the groundwork for later
actions.

The position occupied by snacks and treats must also be noted
(9,36). A comparison should be made with Table 4 which shows that
sweets and snacks represent about 10 % of the selected products.
Next a group of motivations of relatively close values is found

in a range which goes from + 7,5 % to + 4,5 %. It would be
nevertheless risky to draw conclusions for the total with regards

to them since each is specific to a type.
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Consumer-buyer (Table 9a) : The motivations seem relatively well
distributed. However, we note that desire for treats and snacks
(15,3) is in the lead followed by safety, comfort, health and
prizes, collections, contests.

Prescriber : (Table 9b) : games (16,72) predominates ; this is
normal given the time of year. However, this shows that parents

not only pay the costs but are also the objects of "toy"

campaigns. The question arise, "Why don't producers and adverti-
sers orient their efforts towards the consumer-buyer ?".

The reason is undoubtedly a question of means. The producers sell
their wares for the highest possible price but the resources of the
young consumers of these products are relatively small ; the solution
is therefore to speak to Mom and Dad.

14,63 % use package offers (prizes, etc...). This goes well with
the logic of the consumer system. The advertisers know that young
people collect things (especially when the prescriber's age is
5-13). Thus a little gadget is offered and Mama "only" has to buy
the product to get it.

Let us note that the law on trade practives forbids, theoretically,
these package offers ; unfortunately, there are exceptions.
Argument (Table 9¢) : two out of five advertisements use "safety,
comfort, health" in their appeal. In the end, this sensitive chord
is very much, in this case, like the maternal instinct. Isn't to

provide for the child's safety an imitation of the real mother's
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behavior ? Subsequently it is observed that almost half of the
advertisements (39,46 %) appeal to this basic instinct. This cons-
titutes a striking example of an invasion, an unhealthy intrusion
of advertising into the public conscience. It does not hesitate

to appeal to such an instinct to sell, really, any product at all.
We note also “"easiness, speed" which represents 17,51 % and which
is used mostly for cleaning products.

Considering the conclusions, the survey should now be extended

by an action. The problem is a difficult one since, besides obvious
abuses which are covered by the law, advertising delights in an
almost unfathomable subtility. In fact, through this survey, we
have succeeded in developing a system of perceiving advertising
and we have results expressed as figures. These figures are not
striking ; they do not, in themselves, indicate an unhealthy situa-
tion. Bringing ethics into the discussion would also raise

another problem with limits. At what point does advertising become
unhealthy ? What criteria can be taken as a basis ? The only
certain limits that we have are that the advertising should not

be deceptive (this does not exclude exageration and white lies)
and that it should contain a minimum of information (but a visual
image of a product is, per se, information). Between these two
extremes there is obviously a wide margin.

To say, on the other hand, that advertising is not as bad as all
that would be a 1lie considering the impression left on us by

this work. But to say that it should be prohibited is a completely
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unrealistic approach ‘given the day and age we live in and the
regions we inhabit.

Obviously the problem is rather complex. The situation is, however,
not too bleak since many professionals are not adversely disposed
to reconsidering the question and giving us their cooperation
(within certain limits, of course).

Thus, practical systems for taking such actions remain to be
established (a first step could be a kind of round table including
producers, professionals and consumers). Also, let us not forget
that this survey was performed in Europe. At this level, action is
possible ; however, we would have to wait some time before publishing

the results.

5. Conclusion

Points of resistance :

- we again find the question of means (human, financial, technical).
In the specific case of this survey, however, it is less acute since
the limits were set at the beginning and an extension of the re-
search would not have made it richer.

- also, this research was quite original by method. This implies,
from a technical point of view, that it is difficult to refer to
a model, a structure which has already been tested, and thus we
are faced with a whole series’of small problems inherent in a

“prototype".
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- the very subject of the survey (vague, almost by definition) render

the results less evident and less demonstrative of a de facto

situation.

Supporting points :

The consumer service can count on clubs for these surveys. This is
an extremely valuable collaboration for data-gathering as well as
analysis. (in the end, the richness of the survey depends mainly
on this last aspect.)

once again, we greatly appreciate the documentation contributed
by the library of the secretariat. Without it, it would have been
practically impossible to produce the introductory note, given
the time available.

the good relations which exist between those in charge of the
service and the consumer organizations are an important factor
for success, since each does their best (there is also a certain

rivalry among the organizations...).

The specific character of the League is, in the end, the entire

survey ; the subject treated, the method used, the help of the

consumer organizations, the very principle of performing a survey

every year and the manner in which the results will be used.
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METHODOLOGY

1. Framework

1.1. Reason for this choice

-1

The League's theme for the year is "For a Society open to
children” : from this general point of view, the consumer
service considers the child as both a member and victim of
the consumer society. The survey was performed within this

general framework.

The COFACE is performing a survey on the subject ; it reques-

ted that the League perform the part in Belgium.

The subject is put on the program for the C.R.I1.0.C., of
which the League is a member. Also, the Consumer Council is
taking up the problem within the framework of a draft for the
reform of the Law of July 14, 1971 on trade practices (in

particular, with respect to the advertising aspects).

1.2. Objective

1.3.

Given the role that advertising plays in the economic and social

lives of young people : to break down the scientific mechanisms

for contitioning that are used by advertising agencies and

personnel.

Limits

-1

Techniques : the budget was limited and methods had to be

adapted to this fact with the help of consumer organizations.
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-2 Time : Work was begun the beginning of October and the docu-

ments were due to be returned in March (i.e., six months).

2.1, Sizing up the problem
This phase consisted of researching as much information on the
subject as possible with respect to the size of the youth market
and advertising strategy. A summary of this work consitutes the
introductory note which served as the basis for launching the
survey. It contains :

1. The Youth Market

1.1. Size of "Young" population

In Belgium, in a total population of 9,650,944 (as of December 31,
1970), there were 2,289,070 people between the ages of 5 and 19,
i.e., 23.71 % of the total. (8.17 % from 5 to 9 years, 8 % 10

to 14 and 7.54 % from 15 to 19).

1.2. Youth's Purchasing Power

Young people have a certain purchasing power whether it comes
from allowances, salaries or payment for minor services.

For example, here is an estimate made by the Youth Fair in 1968 :
2,634,975 young people from 7 to 24 years old spent an average
of 430 francs per month, i.e., an annual total of 13.5 billion.
Using the index to bring this figure up to date, today they

represent 23 billion francs.
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1.3. How much of the family budget is for young people ?

In 1973-1974, the I.N.S. performed a national survey of house-

hold budgets. Here is some of the data :

The child is used to attract the customer's attention and a
whole series of psychological motivations, instincts and desires
are appealed to.

- As a consumer-buyer : advertising encourages the child

himself to buy ; it puts direct pressure on his purchasing power.
EG. : "... magnificent giant posters, full color : motorcycles,
boats, horses, a simple painting or Buffalo Bill. It's easy to
get yours ; just stock up on Oxford notebooks for back-to-school
..." (Hit, Oct. 76, P. 11).

"Nugatti will put your picture on 40 stamps. It's the perfect
way to personalize your books, records... To sign your letters,
gifts,... To identify your things... and they'll amaze your

friends !..." (Spirou, n° 1983, 4-15-76).

- As a sales prescriber : The advertising appeals to the child

to urge his parents to buy.

EG. ; "With Smarties, you can have fun making your own toys...
Tell Mom about them quick and ask her to at least bring you the
helicopter and the bulldozer. She's the greatest and she'll get
you the duck and‘working scales too ! (Spirou, n® 1958, 9-23-75,
p. 33).
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- As an advertising arqument : the image of the child is

brought in (health, personality, beauty, simplicity, etc...)
regarding the advertised product so that the mother (or parents)
is convinced that in buying the product she is contributing

to the child's well-being.

EG. : "Invite your child to the feast of life. With Phosphatine
you can excite his curiosity, his taste, his appetite".

(Parents, n°® 91, Sept. 76, p. 12).

Medium used

The publication is selected according to the desired impact. If
an appeal to a certain public is desired, a certain publication
is selected.

1. The_Press : dailies, weeklies which are aimed at a specific
public (family, women, youth, others) ; monthlies intended mainly
for youths or a specific public.

2. Posters : in the street (panels, walls...) on vehicles
(streetcars, buses, commercial vehicles). (In Belgium in 1974,
1.6 billion francs were were spent on poster advertising of

which 0.49 billion was for lighted billboards).

3. Radio_and television : advertising spots ; shows sponsored are

before the feature.

5. Printed_materials : This item includes all printed materials
mailed to occupants each day which are advertising-oriented :
catalogs, newspapers, free bulletins, pamphlets, brochures ;

personal letters, folders, etc...
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6. Sky : banners behind airplanes, balloons, hot-air balloons.
7. Points_of_sale : they are the last links in the commercial

chain which shouid sway the buyer's final decision : displays,

shelves, advertising slogans, packaging, store arrangement...

Building the advertising image

The way in which advertising is presented and the techniques

employed are studied very carefully. There is a tone and atmosphere

adapted to the child.
EG. : Wrangler "... Wrangler will make a crazy poster... a funny
idea for a gift... a selection of 7 totally wild posters.”

(Spirou, n° 1988, 5-20-77, pp. 44-45).

Prizes, gifts, gadgets, contests, etc...

Though the Law of July 14, 1971 on trade practices prohibits
"package offers of products and services" in Article 35, it stili
allows certain exceptions which are found in Articles 8 and 35.
In particular, and under certain conditions, packages and
containers, minor services and products, samples, objects
bearing indelible advertising texts which are visible and

are not found in the trade, stickers, coupons for entering
contests, etc...

The companies utilize these exceptions to attract the customer
and, more especially, the child who is extremely attracted to
prizes. From this point of view it is significant to note the
increase in offers during special periods when events occur
which directly influence the child such as holidays, back-to-

school, the release of an animated film, etc...
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2.2. Selecting a Method
The initial idea was to do research on two levels ; the organiza-
tions gather and analyse as much advertising as possible, then
distribute and collect a questionaire on the youth market. Thus
two kinds of complementary information would be gathered.
A questionnaire draft was drawn up while trying to take the
greatest amount of data into consideration. However, this proved
impossible to do effectively because of several reasons :
- The very nature of the essential information, would, at best,
obtain a response from young adolescents and thus leave out an
important section of young consumers. Nevertheless, the parents
could have been asked to fill them out but this would have
introduced a lot of guesswork.
- The amount of data and the relationships among certain parts
made the questionaire complicated to fill out and, also, to
process.
These problems led us to drop this draft and change our outlook
a bit. The method selected was as follows :
- Phase One : collect advertisements. The members of the organiza-
tions systematically gathered advertisements aimed at the young
or using them.
- Phase Two : classification according to three criteria.

- type of medium : press, TV, etc...

- how the child is brought in : consumer-buyer,
prescriber, argument.

- the age of the child involved.
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- Phase Three : analysis : each of the advertisements is analyzed
according to its contents and the emotions it appeals to. As much
as possible, certain constants were noted.

When this work was finished, everything was sent to the Center

for general summary.

Meeting with organization leaders (October 1976)

This was mostly devoted tc presenting the survey to the leaders.

Contacts with the organizations to check operation of the survey

Direct contact with the organizations and on-the-spot appraisal
of the operation was necessary and occasionally led us to modify
the procedure according to practical requirements.

On the whole, a great number of advertisements were gathered and

the members worked very seriously.

4.1.

Methodological evaluation

Almost a thousand analyzed advertisements arrived at the general
secretariat of which only 10 % proved to be unuseable. From a
qualitative point of view, problems arose on three levels :

-1 Some advertisements could not be used because too much infor-
mation was absent. This lack was especially significant for
radio and TV from which advertisements were most difficult to

gather.
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-2 Misunderstanding. Contacts with the crganizations and the
analysis patterns showed that certain ideas had been misunderstood
(example : confusion of argument and motivation). In fact, the
danger for those who design this kind of project lies in the fact
that the ideas they are used to dealing with do not correspond

to conventional meanings.

-3 Analysis errors. Though certain data was unquestionable (medium,
products), others were, in large part, subject to the appreciation

of the organizations (age, motivation).

. Results and processing

The first operation was to determine the categories for each of the
variables and to group the different variables in two-variate
tables according to the type of information they could furnish :

-1 for the tables :

AGE-PRODUCTS ; MEDIA-PRODUCTS ; AGE-MOTIVATION.

-2 for the variables :

AGE : 0-1, 1-5, 5-9, 9-13, 13-16, 16-18,

PRODUCTS : beverages ; treats ; school supplies - courses -
books - magazines ; cigarettes - tobacco ; beauty -
health - hygiene ; radio - photo - records - casset-
tes ; clothing - shoes ; food products ; mopeds -
motorcycles ; games ; cleaning products ; miscellaneous.

MEDIA : weeklies, youth - family - women - others ; monthlies,
youth - others ; dailies ; posters ; radio - TV ;
catalogs ; newspapers - regional advertising bulletins ;
brochures - pamphlets ; personal letters ; points of
sale - packaging.
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MOTIVATION : game ; sexual ; maternal ; paternal ; superiority -
domination ; imitation - identification ; group
instinct ; safety - comfort - health ; seduction -
desire to please ; success ; liberty - escape ;
prizes - contests ; desire for treats ; easiness -
speed.

TYPE : consumer-buyer ; prescriber ; argument.

Obviously other groupings could have been made (eg. : Motivation -
products ; age - media ; Media - motivation).

Since time and resources were limited, those which seemed to best
correspond to needs for the survey were selected.

Using the nine above-mentioned tables, the items were counted

and the data gathered was plotted in the analysis grids.

Once this work was finished, the interpretation phase began.
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GREAT BRITAIN

APPENDIX 3

RESULTS OF A SURVEY PERFORMED RY RAY BROWM
social psychology researcher at Leeds
University. (Report by Liam 'clulev)

Informal interviews with mnthers.
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TV commercials make ch

Tablel
TV commercials make children nag their parents for things
Total AB Cl C2 DE
% % % % %
Agree 57 56 60 57 57
Disagree 35 34 33 36 35
Ncither‘ 6 2 6 7 6
agree/disagree
Don’t know 2 2 1 1 2

duct or service.” — 1BA Code.

number.

“While it is recognised that children are not the direct purchasers of
. many products over which they are naturally allowed to exercise
preference, care should be taken that they are not encouraged to
make themselves a nuisance in the interests of any particular pro-

Ncte: Percentages in the tables are expressed to the nearest whole

Table2

are too costly for them

It's not fair that advertisers encourage children to buy things that

Total AB Cl C2 DE

% % % % %

Agree 63 64 63 63 63
Disagree 25 2] 22 26 27
:tr‘;:/e;isagree 9 13 12 9 7
" Don't know s s | 3] 2 ] s

I'TCA notes of guidance.

“Direct appeals or exhortations to buy should not be made to chil-
dren unless the product advertised is of interest to children and one
which they could reasonably be expected to afford themselves.” —

Table3

fantasy in TV commercials

Children between the ages of four and seven cannot tell fact from

Total AB Cl C2 . DE

% % % % %

Agree 44 53 45 42 45

Disagree 41 36 4 42 40

Neither 1 8 | 8 13 1
agree/disagree

Don't know q 4 3 3 4 4

permitted . .." — ITCA notes of guidance.

“...No mathod of advertising may be employed which takes
advantage of the natural credulity ... of children.” — IBA Code.

... fantasy, clearly recognisable as such by children, is, of course,

Table 4

Children in commercials sometimes set bad examples

Total AB Cl . C2 DE

% K % 1 __% %

Agree 55 58 61 55 47
Disagree 34 22 30 34 41
Neither‘ 9 13 7 9 8
agree/disagree
Don’t know 3 7 2 2 3

and weil behaved.” — IBA Code. -

haviour.” — ITCA notes of guidance.

“Children in advertisements should be reasonably well-mannered

“Advertisements should not set examples of bad manners or be-

Page6 CAMPAIGNMAY 3, 1874

A two-part research

project pinpoints
weaknesses in the
IBA’s system of
ad control

By Liam McAuley

A group of mothers reacted with
amazed disbelief when they were
told that the commercials seen by
their children were individually
vetted by the IBA to make sure
they complied with a code of
practice. .

Their astonishment increased
when a rescarcher read them
extracts from the 1BA’s code, and
from the 1TCA notes of guidance.
“They wouldn't have any
advertising if they stuck to every-
thing they were supposed to,” said
one. Another was more succinct:
“They are finding loopholes.”

The seven women were taking
part in a qualitative research
project carried out by Ray Brown,
a social psychologist at the Centre
for Television Research,
University of Leeds. Their tape-
recorded discussion about com-
mercials and children formed the
first stage of Campaign’'s investi-

_gation into the efficacy of the

controls governing an important
area of television advertising, and
provided a basis for the second
stage — a quantitative survey
carried out by the British Market
Research Bureau.’

Brown iirst invoived the women

in a general talk about com-
mercials, introducing extracts
from the rules about half-way
through the discussion. He identi-
fied eight main themes in the
mothers’ remarks, and used these

‘to formulate the statements tested

by the BMR B survey.
The ‘“nuisance-effect” of com-
mercials:

All  the Leeds housewives

strongly felt that TV advertising
encouraged children to pester their
parents for products they might
not otherwise have known about.
One mother said: “l always tell the
children ‘Oh don’t watch those
commercials,” because they are so
obviously trying to get the kids to
egg you on, especially at
Christmas time. It's very good
advertising, of course, but it’s all
‘Oh, 1 like that — can I have this,
that, and the other”

“l think it's awful, because you
have to keep saying no, more than
you would otherwise, because they
wouldn’t ask you for things if they
didn’t “see them on the com-
mercials. I find it makes life very
difficult.”

Another woman felt the nagging
was at its most acute in the super-
market: “If you've got little ones,
you're bound to have them in the
shop with you ... They tend to go
for things on the shelves that
they've seen advertised. They don’t
go looking for something, but
when they see it they'll say ‘Oh yes,
-that’s the advert where . . . * They
describe the ad, and then might say
‘Shall we try it?”

A third said: “My little girl,

\
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‘My children take everything as gospel, and ifa child is
saying it, thenit’s even more so. If a little boy says
baked beans are the thing to eat, then he must be

right ...
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‘When Johnny first got
Action Man, there were
only a few outfits
available, but now there
are so many. You feel vou

have to get all these, or his
Action Manwon’tbea
proper one.’

who's ten now, has tended to
remorise every single ad over the
last few years, and she’d go around
singing and saying them.” Even
allowing for the natural hyperbole
of the last-quoted remark, one can
imagine how the constant childish
rendering of commercial ditties
could sharpen the edge of a
mother’s daily stresses.

When Brown read out the IBA
rule that advertisements should not
encourage children to make a
nuisance of themselves in the
interests of any product, the
response was: “That's the whole
point of them isn’t it?”

As table one shows, the
suggestion. that commercials made
children nag their parents was
borne out by 57 per cent of the
1,228 mothers of young children
interviewed by BMRB, with little
variation among social grades.

Prices:

Rising prices have aggravated the
worry caused by the nagging-effect
of commercizls, and cost is
probably the main reason for
mothers saying no to demands for
advertised products.

The Leeds housewives criticised
commercials for rarely showing the
prices of goods. “If they did put the
price on, it might give you a good
reason for saying no,” said one of
the group. Another added: “If you
take your child out to buy some-
thing that's been advertised, you

‘In the Persil dirt-
collectors ad, a child gets
really dirty and his mother
doesn’t seem to mind. My
boy says tome: You’d go
mad if I came infrom
playing and I looked like

thnt

vsiean

can get a horrible shock when you
see the price. It's terrible if you
have to say nothen.”

As table two shows, 63 per cent
of mothers questioned by BMRB
agreed with the statement: “It's not
fair that advertisers encourage
children to buy things that are too
costly for them.”

The credulity of children:

In the qualitative research
project, mothers expressed it as a
fact of life that children literally
interpreted statements in com-
mercials that might not be literally
true: “My childre. t=.ke everything
as gospel, and if a child is saying it,
then they are even more ready to
believe the message. If a little boy
in a commercial says that baked
beans are the in thing to eat, thenit
must be right, otherwise the little
boy wouldn't be sayingit.”

When Brown read out the IBA
ruling: “No method of advertising
may be employed which takes
advantage of the natural credulity
of children,” one woman said:
“That's the main thing I've got
against them.”

The mothers’ experience indi-
cates that the ITCA is certainly
being unrealistic when it says: “...
fantasy, clearly recognicable as
such by children, is, of course, per-
mitted ...” And they seemed to
agree that credulity was more of a
problem with children under the
age of seven. One said: “As the
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lldren nag, say mothers
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‘The children love the outer space ad for Cadbury’s
Smash, but they wouldn’t ask for it because they think
it’s horrible. The little one thinks its Doctor Who all

overagain’
’3‘?.
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‘Tgave i with Angel
Delight, but they only
tried it twice or so, and
they all thought it was
horrible. Now they see the
commercial and say it’s
awful — which 1s good
really’

children get.older, you can talk to
them more about ads, but when
they're little, you can’t tell them
things aren't really what they seem.”

As table three shows, 44 per cent
of British mothers agree that
children aged four to seven cannot
tell fact from fantasy in com-
mercials. The figure is noticeably
highe: — 53 per cent — among
women in the AB bracket, while
C2s are fairly evenly divided on the
issue. But the findings do suggest
that it is unrealistic to allow ads
aimed at young children and then
expect that their credulity or con-
fusion about fact and fantasy will
not be exploited.

The power of example:

The IBA ruling that “children in
advertisements should be
reasonably well-mannered and
well behaved” clearly relates to a
highly subjective area, and it is
interesting that the Leeds mothers
seemed more irritated by the
excessive “niceness” of some
children in commercials than by
any bad manners shown. “I don't
like the way they show so many
children that lisp,” said one
mother. “That's terribly bad for
other children to watch, because
they think that child is ‘good
enough’ to be on television. And
there they are, lisping away — it's
terrible.”

Another felt she might be being
unfavourably compared with the

Pamela and David would
wash up for me, playing

the Fairy Liquid
commercial likea game...
Itdidn’t have to be Fairy
Liquid, though — they
were happy to use any
brand of washing-up liquid’

tolerant mother in the Persil “dirt
collectors” ad, who cheerfully
sends her little boy out to playina
gleaming white T-shirt and jeans,
and never complains when he
returns besmattered with mud.
“My boy says to me: ‘You'd go mad
if Icame in looking like that.””

Whatever one understands by
“bad examples,” table four shows
that 55 per cent of mothers are dis-
satisfied with the kind of example
set in some commercials. Concern
about this is highest among Cls —
probably the most aspiring social
grade. ’

Should ads try to do good?

This is the corollary of the “bad
example” theme. The mothers felt
commercials were a kind of
necessary evil, and should miti-
gate their own bad effects by some
attempt to instil good habits in
their children.

Predictably, they approved of
road safety advertisements
indeed at least one of them felt that
only this type of commercial was at
all worthwhile. But they believed
that several other types of ads
could include helpful reminders —
ads for sweets could mention the
need to clean teeth regularly, or tell
children not to eat sweets at night,
for example. “They could do a lot
of good if they put their minds to
it" summed up a general feeling
about advertisers. :

One mother felt that toothpaste

ads already served a useful
purpose: “I don’t care which brand
of toothpaste they show at theend,
as long as it encourages the
childrento brush their teeth.*

Table five shows that the
suggestion that advertisements
might usefully try to teach as well
as sell met with approval from an
overwhelming 83 per cent of
mothers, although ABs had rather
more reservations than the other
grades.

The feeling of inferiority:

When Brown read out the IBA
rule banning ads which led children
to believe they would be inferior if
they did not own the products in
question, one mother responded:
“That’s always the idea, whether or
not tl.=y actually use those words.”

Another said: “My children's
reaction to an ad was very similar
to their feeling if they had gone to
play with someone and that child
had a toy they wanted.”

But, as can be seen from table
six, 62 per cent of mothers did not
agree that commercials sometimes
suggested to children that they
were a “nobody” without the
product. Again, ABs differed
significantly from the other grades:
49 per cent of them disagreed with
this statement, while 36 per cent
agreed. .

The emotional effect:

such a short time. It's all move-
ment, sound and noise, and very
exciting. They all sing.” Responses
such as this in the qualitative
research, coupled with the
comments about the strong
demands by children for advertised
products, suggested that the state-
ment “TV commercials play on
children’s emotions” might well
meet with general agreement in the
main survey. As table seven shows,
this was not the case. Fifty-six per
cent disagreed, but once again, the
AB response indicated a more
distrustful attitude towards
advertisements.

Advertisements compared with
programmes:

As table eight shows, 59 per cent
of mothers interviewed by BMRB
rejected the statement that com-
mercials caused more trouble with
young children than other types of
television, and this response was in
line with the feelings of the women
in Leeds: “The amount of violence
is on the increase . . . There is a
general decline in good television,
and from that point of view, the ads
are not as bad as some of the pro-
grammes.”

Programme trailers cameinfora
great deal of attack. One mother
said: “In the middle of the day,
when all the children's pro-
grammes are on, they seem to
advertice some ghastly film that’s
coming on later, and the children
say: “Can we see that?”

Another referred to the diffi-
culty of getting children to go to
bed when they know an exciting
film is scheduled for later in the
evening: “If they just read it in the
Radio Times or TV Times, it
wouldn’t mean a thing to them. It's
the fact that they've seen some-
thing on the screen — it’s usually
the funniest bit they show, or the
gunsfiring, if it'sa war film.”

‘ Table§
It would be useful if commercials tried to teach our children as well
as trying to sell things
Total AB Cl C2 DE
% % % % %
Agree 83 70 83 85 87
Disagree 9 19 10 8 7
Neither
agree/disagree 3 4 3 3 5
Don't know 2 7 3 2 2
Table 6

product they are a ‘nobody’

TV commercials sometimes suggest to children that without the

Total AB Cl C2 DE
% % % % %
Agree 26 36 28 24 23
Disagree 62 49 62 64 62
Neither
agree/disagree 10 10 9 10 10
Don’t know 3 4 2 1 5

“No advertisement is allowed which leads children to believe that if
they do not own the product advertised they will be inferior in
some way to other children or that they are liable to be held in con-
tempt or ridicule for not owning it.” — IBA Code.

Table7

TV commercials play on children’s emotions

Total AB Cl C2 DE

% % % % %
Agree 30 36 25 34 26
Disagree 56 48 63 52 59
. 7

Neither
agree/disagree 10 10 9 1 0
Don’t know 3 6 3 2 12
“Advertisements should not attempt to sell products to children by
appealing to emotions such as pity, fear, loyalty, self-confidence,
etc...” — ITCA notes of guidance.

Table 8

TV commercials cause more trouble with younger children than

other types of TV

: Total AB Cl C2 DE
% % % % %

Agree 27. 27 29 26 25

Disagree 59 59 58 59 60

Neither 1 10 9 12 12

agree/disagree

Don’t know 3 4 4 3 3

Campaign’s survey on the effects of tele-
vision commercials on children and their
mothers was carried out by BMRB's Access
service.

Almost 5,000 housewives all over Great
Britain were first asked whether they had any
children aged between five and 12. This
produced an , effective sample of 1,228
mothers, who wére then asked to indicate
how much they agreed or disagreed with each
of the eight statements set out in the tables,

The sampling method used in the survey is
known as Random Location Sampling, a

technique developed by BMRB to eliminate
the more unsatisfactory features of quota
sampling. Interviewers are given very little
choice in the selection or respondents, who
are drawn from within a few randomly
selected and carefully specified streets. The
sample is weighted to adjust it to the correct
social proportions as estimated by the
National Readership Survey.

The social grading system used in the
survey is that used by JICNARS in the
National Readership Surveys.
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