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PART VI: CONSUMER BEHAVIOR AND 
MARKETING REGULATION



Ø CARU – Industry Self-Regulation

Ø Concerns about the Ability of Children to 
Comprehend Commercial Messages

Ø Concerns about the Effects of the Content of 
Commercial Messages on Children

Ø Controversial Marketing Activities Aimed at 
Children

Ø Children’s Online Privacy Issues
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Regulation and Marketing to Children



Self-Regulatory Body

The National Advertising Division of the Council of Better 
Business Bureaus is the primary self-regulatory body of the 
American advertising industry.

ØThe Children’s Advertising Review Unit (CARU) is a 
special unit created by this body to review advertising aimed 
at children. 
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YouTube Spotlight

Junk Food Commercials Aimed at Children



Comprehension Concerns

ØTwo Major Issues Relating to Comprehension:

ØDo Children Understand the Selling Intent of 
Commercials?

ØCan Children Understand the Words and Phrases in 
Commercials?
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Concerns about the Effects of the Content of 
Commercial Messages on Children

ØHealth and Safety

ØValues

ØCARU Guidelines
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Controversial Marketing Activities Aimed at Children

ØMobile Marketing and Children

ØCommercialization of Schools

ØInternet Marketing and Children
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Sometimes referred to as the “Third Screen,” cell phones 
are an increasingly integral part of our lives.

Marketers see younger children as the next big growth 
market.

Mobile Marketing Efforts
• ringtones
• mobile games
• text-in contests
• mobile advertising

Mobile Marketing and Children
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Commercialization of Schools

There has been ongoing concern and controversy around the 
commercialization of elementary and high schools. 

The following are commercialization activities as classified by the 
Consumers Union:

Ø In-school Ads
Ø Ads in Classroom
Ø Corporate-sponsored Educational Materials and Programs
Ø Corporate-sponsored Contests and Incentives Programs
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Internet Marketing and Children

Children are major users of the Internet, and marketers use the 
Internet to communicate with kids.

Two major concerns have emerged:

1. Invading children’s privacy 

2. Exploitation of children through 
manipulative sales techniques, e.g., 
adver-games.
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Children’s Online Privacy Issues
Children’s Online Privacy Protection 

Act (COPPA)

ØOnline privacy relates to collection 
and use of information from websites

ØCOPPA passed by Congress in 
1998

ØFTC issued Children’s Online 
Privacy Protection Rule (a.k.a. The 
Rule) in 1999
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Ø Consumer Privacy

Ø Marketing Communications

Ø Product Issues

Ø Pricing Issues
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Marketing Communications

ØAdvertising and Values

ØConsumer Information Accuracy

ØAdequacy of Consumer Information
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Information Accuracy and Deception

ØDeception can occur even though a direct false 
claim has not been made
ØDirect claim
ØLogical implication
ØPragmatic implication

ØFirms can be held liable for false logical and 
pragmatic implications they create

ØExample:  Weedex fights weeds – many would understand 
“fight” to mean “kill” 

Ø If Weedex does not kill weeds, then the pragmatic 
implication (fight = kill) would be false
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Adequacy of Consumer Information

FDA label rule deals with trans fats.
ØProvide opportunities for some food 
marketers and challenges for others.
ØWeetabix can use trans fats as a 
point of differentiation.
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