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Abstract

Discussions on the regulation of advertising fatdrbn have increased in the last few
years (KELLY, 2010; INSTITUTO ALANA, 2012; INSTITUD PALAVRA ABERTA,
2011), as much in Brazil as in the rest of the dioflhey have been occurring within several
arenas, but specifically, the economical theory basn used as grounds to defend self
regulated advertising, therefore avoiding State ulsgn (INSTITUTO PALAVRA
ABERTA, 2011). On the other hand, those who def&tdte regulation argue that the
consequences of said advertising on children ace pejudicial to be left to market
regulation, done through its own companies andapeiagencies. While this discussion goes
on, commercials continue to be aired and frequendiched by children. The goal of this
article is to discuss the regulation of food adsgergy for children on television, through the
analysis of commercials aired on three differenaziran networks. This analysis will be
achieved starting from the concept of market, @sting the economic theory and the
economic sociology perspectives. Data gathering d@se in three television networks
(Globo, Discovery Kids and Cartoon Network), in tdifferent stages, of six days each. Two
days for each network, 10 hours worth of recordirigem 8 AM to 6 PM. The first stage:
from March 19th to March 25 2012; and the second stage: from April"a8 April 3d",
2012. Weekends were excluded. In a total of 120shobirecording time, there were 1,689
commercials, not including self promoting commdgcitom the networks (films, soaps,
shows, sports). Out of those before mentioned, &®vood commercials, of which 9 were
selected for the analysis: Ades Juice (carton),dBeco cookies, Bauducco swiss roll,
Danoninho Crush, Del Valle Kapo Juice (carton), fetlied candies, Habib’s (Brazlian/arab
fast food), Ovomaltine and Cheetos Elma Chips. diusen criteria were: (a) they should last
for 0:30 seconds; (b) the product advertised shd@dfood aimed for children; (c) they
shouldn’t be Easter product. These commercials @@l 33 times during the research’s
period, between a minimum of once and a maximumsibofimes, the mode airing frequency
being four times. The commercials were analyzedudjin the use of Atlas Ti software. The
coding aimed at identifying the information and megs conveyed by the commercials. Of
the selected commercials, none could be easilgifled as a healthy food, actually more than
half could be considered as unhealthy/junk foodwtie amount of sugar and fat are taken
into account. The Economic theory advocates thatncercials are necessary to improve
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consumer knowledge of the product, however, nonthefcommercials offered nutritional
information or explanations about the possible ben®r damages to one’s health. The
commercials appeal to the imagination and the plagks of the child, seeking to entice and
not to inform. One can make an analogy of the acbmeg market for children’s food with the
noxious markets described by Debra Satz (2010)xhwviould be more prejudicial to society,
the more efficient they were. On the other hand tharket seems closer to what Fligstein
(2001) calls as market as field, where conflictd disputes build and transform the market.
The self regulation theory seems to be an attemptfine different conceptions of control,
that will benefit that market’s dominant companies.

Key words: institutions, market, economic sociology, adveértgo children, regulation
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Institutions and Regulations of Television Food Adertising for
Children: an economic sociological perspective of ankets

1. Introduction

Discussions on the regulation of advertising fatdrkn have increased in the last few years
(KELLY, 2010; INSTITUTO ALANA, 2012; INSTITUTO PALA/RA ABERTA, 2011), as
much in Brazil as in the rest of the world. Theyd&&een occurring within several arenas, but
specifically, the economical theory has been usedgmunds to defend self regulated
advertising, therefore avoiding State regulatiddSTITUTO PALAVRA ABERTA, 2011).
On the other hand, those who defend State regnlatigue that the consequences of said
advertising on children are too prejudicial to bé& to market regulation, done through its
own companies and private agencies. While thisudsion goes on, commercials continue to
be aired and frequently watched by children. Thal gof this article is to discuss the
regulation of food advertising for children on te&ton, through the analysis of commercials
aired on three different Brazilian networks. Thiskysis will be achieved starting from the
concept of market, contrasting the economic thea/the economic sociology perspectives.

2. The Market under the Perspective of the EconomscTheory

In order to understand the defense of self-reguidtiom the perspective of Market, it is first
needed to understand which definition of market flerspective uses. The market according
to the Economic Theory is the space in which irdlrails perform their trades. It is in the
interaction between buyers and sellers, in thetiogldbetween supply and demand that the
market equilibrium occurs. (PINDIYCK; RUBINFELD, 20). The market is able to regulate
itself, i.e., it allocates in an efficient way thesources as far as its participants have the
freedom to enter or leave this market and offercalyct to the price they prefer and choose to
buy or not based on self-interest, without any idetgoordination. As far as the assumptions
of the market are accepted, it is efficient. Theaidhat the market allocates in an efficient
way the resources, and that it organizes itselfpasad thought various areas (SATZ, 2010)

The Economics Theory itself has put limits to thedtioning of markets from the concept
that flaws may occur, which would result to an fiognt functioning of these markets.
Limited rationality, information asymmetry and costf transaction hamper the efficient
functioning of the market generating the necedsitgreate institutions that establish rules to
the game and bring back its efficient functioniddORTH, 1990). The loosening of market
assumptions of perfect competition develops the Nestitutional Economics (NIE). There is
a distinction between the Classical Economics Theaod the Neoclassic and the NIE, while
the first one assumes market efficiency, the sedded to understand which are the best
conditions for efficient market functioning (RITCHE 2001). From this comes the
importance of the Institutions. They are seen &#iah in mechanical systems that can be
responsible for both restriction and control of stimmg’s progress. (LOASBY, 2000). In
NIE “the Institutions and social arrangements, presly considered as the result of casual
political, social, historical or legal forces, che better interpreted as efficient solutions to
determined economic problems” (SANTOS, 2007). Thstitutions allow the market to
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function in an efficient way, and by consequendeisinot necessary to have external
regulation from the State, which should only cgrtifat the institutions are working.

Advocates of advertising self-regulation take fritmase premises to argue that it would be the
most efficient means of coordination, since thisldchappen through the market with rules
established and followed by the participants théwmese(PAIXAO, 2004). Self-regulation is a
type of regulation and not the absence of reguiattmd should be defined as a non-public
regulation. It seeks the efficient economic funcing (MOREIRA, 1994). The State has the
obligation to supervise self-regulation to ensurat tpublic interests, free competition and
consumer rights are not being neglected in favernnterests of the self-regulated agents, i.e.,
the state should have the responsibility to makgtutions function so that the market can be
efficient and get organized. The power of self-taing market agents should be uniform so
that self-regulation does not work as an instrun@ntdomination and dictatorship by the
strongest of the market. (WERNECK, 2004), in ortteiprevent the flaws in the efficient
functioning of the market.

The strengthening of the economic vision of the kdaiand its dissemination to other areas
also brought as consequence criticism and proposélother visions. These other
perspectives are presented hereinafter.

3. Another Perspective of the Market

The crisis in 2008 brought a challenge to the agsiom that the market is capable of being
efficient on its own coordination, because if itaapable of regulating itself how was it

possible to occur a crisis of this magnitude? (D8V2009). The criticisms to the economical
thinking of the mainstream are not new, but havemvgrbigger due to the current situation.

One of the criticisms that has been strengthendkaisthe way economists face the market
has to be rethought.

The market as an Institution means that it is #atspace, a field, in which buyers and clients
meet to trade, but it is also to build and make Hpace stable. This stability depends on the
power of the market participants, their relatiopshithe history of this relationship, the rules
of society and also the State (FLIGSTEIN, 2001)gdtein (2001) mentions four types of
rules which are necessary to structure a markedragerty rights; b) governance structure; c)
rules of Exchange; and d) conceptions of control. this article we will only look further
into conceptions of control. They reflect the deahow the actors in the market are going to
relate, i.e., how incumbents and challenger sélers compete, cooperate, how hierarchy is
applied and the status of each one, in which thantbents reproduce this relationship as a
way to maintain the market stability. Conceptioriscontrol are produced historically and
culturally, and permit the cognitive perceptiorhofv a market works.

The second aspect comes directly from the first @he market is socially built, as it can be
understood as Institution and these are sociallly Wwithin a sociological perspective. Zelizer
(2007) researches the American life insurance makd shows how it is historically and
socially built, and not simply given. The authoosgls the construction of the religious, moral
and social legitimacy of life insurance, and howvduld be impossible the existence of this
market without it. Therefore, meaning, values aognition are important to the construction,
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functioning and coordination of markets. The maskean't be treated as possessing a
universal functioning mechanism any longer, i.ay, market works in the same way.

Finally, the third aspect is raised by Satz (20b@} argues that it is necessary to understand
the specificity of markets. Through discussiongha economical and political philosophy,
the author presents the concept of noxious mark&isious markets are those which cause
negative externalities to society, so negative ithsthouldn’t be allowed for these markets to
exist (SATZ, 2010). Four parameters are establishetharacterize the toxicity of the market.
The first parameter establishes that a market igone if it harms the participants of the
market or third parties. The second parametergdtethe damage to society as a whole and
not to specific agents of the market. The thirdapasster occurs when there are low
knowledge markets or low agency capacity, or atggegmmetry in any of them. The fourth
parameter reflects the existence of high vulneitgldiiom one of the parts in the transaction.
In the occurrence of these parameters, even whemtrket is efficient in the economical
sense of the term, it causes damage, and the rffarerg it is, the more damage it will
cause. Hence, markets of this nature should belegoi

By looking at the market under this new perspecitive possible to reach another view on
publicity regulation, especially on children foodvartisement.

4. Methodology

To better achieve the objective proposed in thigclar a cross section qualitative and
descriptive research was carried out while secgndad primary data ware analyzed. In the
secondary data the federal constitution, the ciode, the consumer protection code and the
child and adolescent statute were analyzed. Alse,norms elaborated by CONAR were
analyzed, which in the current scenario is the neagranization that acts in the supervision of
publicity in Brazil. Aiming at understanding thees@rio of publicity regulation of food in the
world, the laws and norms established in the coesthat already have some regulation were
looked upon. Besides, in order to construct thereturscenario related to the specific
regulation of food publicity for children in Brazilaw projects that are in progress in the
national congress were used, with the keywordslatign and publicity 16 projects in
progress were identified, being the earliest on¢hen Brazilian Congress since the year of
2000.

For the primary data, advertisements in three loastérs were recorded. They were defined
from 3 different sources of information. The fisste was a survey conducted by Sophia Mind
Research Institute (SOUZA, 2011), which identiflg@ TV channels of public preference for
children (children 1-10 years old) indicating Diseoy Kids, Cartoon Network anBede
Globo as the top three places respectively. The secawiMidia de Dados Brasil 2012
(GRUPO DE MIDIA, 2012) which states thagde Globo has the largest audience among the
open broadcasters and the 3 pay-tv channels watthitthest number of subscribers destined
for young public are: Discovery Kids (10.970.78B)sney Chanel (8.907.374) and Cartoon
Network (8.339.716). To complement this, a survegswconducted with 10 media
professionals from advertising agencies in the aftyondrina. They were asked to indicate
which were the three major broadcasters preferngdchildren, beingGlobo Network,
Discovery Kids and Cartoon Network indicated bynthé&So it was chosen for this research
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the open TV broadcast®&ede Globo and the pay-tv Discovery Kids and Cartoon Network.
Since the survey was not intended to be extensig/zing all the commercials, a sample of
the programming of these broadcasters was seletieal.stages of recording for the three

broadcasters were selected, the first between @®2&rMarch 2012 and the second between
23 and 30 April, only during Monday to Friday, s€ables 1. A raffle was conducted to

determine which day each broadcaster would be dedorlO hours of programming were

recorded each day between 8:00 and 18:00, in &adbts20 recording, 40 hours for each

broadcaster.

Table 1: Days of recording in each broadcasters

CHANNELS 03/19 | 03/20| 03/21] 03/22 03/23 04/26 04/2DA/24 | 04/25| 04/2¢ 04/27 04/30
DISCOVERY KIDS X X X X
CARTOON X X X X
NETWORK
REDE GLOBO X X X X

Source: Reserch data

In a total of 120 hours of programming 1689 of atisements were broadcast, in this total
the advertisement that the broadcaster made abl®wwin programming are not included
(films, soap-operas, entertainment programs, nemwsits, etc.). There were 877 regarding
stage 1 and 812 regarding stage 2. The advertissmeme divided by categories, as shown
in tables 2 and 3:

Table 2: Categories Commercial Stage 1

STAGE 1
Dates 03/19/2012 03/20/2012 03/21/2012 03/22/2012 03/23/2012 03/26/2012
Channel Rede Globo Discovery Kids Cartoon Network Rede Globo Discovery Kids Cartoon Network
commercial 234 % 100 256 111 80
quantity
Food 24 Food 6 Food 19 Food 41 Food | 12 Food [ 1y
Cars 19 Toys 34 Toys 33 Artesanato 4 Toys | 42 To |23
Banks 14 Footwear 6 Citizenship| 2 Cars 25 Footwegr 8 C'rtizens]]ip fh
Cars 13 Education 3 Educatio 7 Banks 8 Education 7 Education 9
Toys 2 Entertainmen| 6 Entertainmgnt 11 Cars 8 Educatignal 4| Entertainment 11
Footwear 14 Internet 17 Institutiongl 1 Footwear 10 Ententant| 14 Institucional 1
Campaign 1 Cleaning 2 Internet 18 Citizenshij 14 Interngt 7 nterhet 12
House 1 Health 15 Health 2 Constructio 2 Cleanin| 3 Healt
Citizenship 12 Retail 7 Retail 9 Education 10 Clothing 3
Education 6 Entertainment 29 Health 5
Entertainment 19 Event 1 Retail 6
Categories Event 4 Still 6
and quantit Still 4 Information 3
for each Information 6 Institutional 1
ca!egor;{ Institutional 2 Cleaning 7
Commercial Cleaning 10 Petshop 1
Petshop 1 Health 39
Magazine 7 Services 24
Health 34 Solidarity 4
Services 15 Technology 1
Solidarity 2 Telephony 11
Technology 1 Title 1
Capitalization
Telephony 16 Retail 5
Title 1 Trip 1
Capitalization
Household 2
Retail 4

Source: Research data

Table 3: Categories Commercial Stage 2
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Dates 4/23/2012 4/24/2012 4/25/2012 4/26/2012 4/27/2012 4/30/2012
Channel Discovery Kids Discovery Kids Rede Globo Cartoon Network Rede Globo Cartoon Network
94
commercial quantity 92 96 214 103 213
Food 26 30
Food 13|Food 13 Food 21|Food Food 16
Toys 31|Toys 38 Cars 17 |Toys 51|Cars 19 Toys 51
Footwear 9| Footwear 10| Banks 7 Citizenship 8|Banks 2 Citizenship 10)
Education 14|Education 8| Beauty 14 |Entertainment 5|Beauty 15  |Entertainment 7|
Entertainment 10| Entertainment 14| Footwear 5 |Institutional 1|Footwear 7 Institutional 1
Internet 4]Internet 2| House 1 Internet 11]House 3 Internet 7|
Cleaning 2|Health 11/ Citizenship 15 Magazine 4]Citizenship 20 Health 2
clothing 2 Education 12 |Health 2|Education 6
. Health 7| Entertainmen 24 Entertainment 10
Categories and Event 1 Event 1
quantity for each Still 4 7
category Commercid| still
Institutional 1 Institutional 4
Cleaning 5 Internet 2
Gift 4 Cleaning 6
Health 42 Gift 3
Services 13 Health 35
Solidarity 1 Services 9
Technology Telephony 17
Telephony 16 Title Capitalizati 2
Title 1 15
Capitalization Retail
Household 1
Retail 4

Source: Research data

Food advertisements are prominent among the caésgof advertisements broadcasted by
Rede Globo, always appearing among the first ones. In paydadcasters toy advertisements
were priority. 69 advertisements from different dowere transmitted, advertisements from
supermarkets and restaurants were included betaexgs@resent some sort of food product or
meal. They were broadcasted from 1 to 14 times.afger number of repetition in
advertisements of Easter eggs can be noticed asetioeding happened the week before
Easter. It can also be noticed that repetitiongpbapgmore in pay-tv broadcasters, i.e., these
broadcasters have less quantity of food advertisgrbet the ones which are broadcast repeat
more than those broadcastedrate Globo.

In table 4 the advertisements selected for analyespresented. The criteria used in the
selection ware: (a) they should last for 0:30 sdeprib) the product advertised should be
food aimed for children; (c) they shouldn’t be Eagiroduct. All advertisements which lasted
for less than 30 seconds and those known as afferivhich last for 5 seconds top, were
excluded.

Table 4 — Selected detailed commercial
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Public Product Product Name Net Weight Ce ial Title Synopsis Frequency Time | Period | Broadc: Character | Stage
The idea s to present the Ades Kids can
Infant Ades soybean juice Ades Kids 200ml Backpack i;:g”z:r::z::;;::: :: fi“"g:::‘: 4 0:30 M/A | Rede Globo Yes 2
snackin between classes.
Infant Bauducco cookies Recheadinhos 130g Little car - Boys dliveries of recheadinhos orather 1 030 A |Discoverykids | no 2

Presents and narrates some situations that Cort

artoon
Infant Bauducco Stuffed Cake Rool Cake e Duo 30g Kingdom of Children represents how the world would be 3 0:30 A Network no 2
perfect if it were created by children.

Introduces the new Danoninho with him

Yogurt with strawberry the child can take with only one hand and

Infant Danone Danoninho Crush a00ml Little Hands ! 4 030 | WA | RedeGlobo no 2
pulp with the other she takes the opportunity
to have fun making some jokes.
The mother asks for tree and some
animals about the Kapo, to ensure that this|
Infant nd de from the fruit, no dye and that
ntant n Del Vale Juice Del vale Kapo 200 ml Final Test s mace from the fruit, no cye and tha 3 0:30 M/A | Rede Globo no 1
Parents calories are the same as an apple. In the
end the boy experiences and approves the
Kapo.
Child it trate t t the
Infant Elma Chips Chips Cheetos - O Vingador 150g Cheetos - Special Avengers lidren create astrategy to capture the 4 0:30 M/A | Rede Globo no 2
Cheetos - The Avengers.
A clip in which gelatin cand Cart
Infant FINI Gelatin candy Bala de Gelatinha Fini 100g Candy Fini - They are Show! |/ C'P " Which gelatin candies invarious 4 0:30 M/A artoon no 2
shapes dance in singing Network
Boys playing with toys Kit Habib's and one
of them says that the next mission is to
) Bib's Hotdog + Potato + ) eat, all boys scared and he says he's green Cartoon
Infant Habib's Kit Habib's 105g+300mi+100g boys 6 030 A no 2
Jice + Gift famine putting green rucksack Huckis one Network
of the toasts of the Kt Habib'sin front of
your face.
Two boys seek some professional to see f
th the Ovalt luded Cart
Infant Ovomaltine Ovomaltine Ovolmaltine 400¢g nobody Duplicates ey can copy the Ovaltine, conclce 2 0:30 A artoon no 1
after a some tries you can not copy the Network

product.

Source: Research data

The software Atlas Tl was used to analyze the carftem advertisements as it permits the
analyses of documents in different formats DOC,,®BF, images, videos and sounds. The
content analyses can be used in the manifested lemded to what was said or in latent
level, i.e., when the researcher tries to captueenteanings that are implicit in the analyzed
material, information which is clear (manifestedd is taken through a deep interpretation
of the material. What the author wanted to expieastempted to be understood. It may occur
many times that who is interpreting go beyond wthat author imagined when he prepared
the material. (MORAES, 1999).

5. Data analysis

The analysis is presented in two parts. The farshe contextualization of the object of study,
the publicity market of children food and its regiidns. Next, the analysis of children food
commercials aired by three different broadcasterspiesented, as described in the
methodology.

The publicity market of children food and its regulations.

Advertising and marketing are terms which go sigeide. Advertising is to make something
public. Regarding the publicity market, it means pablicize a product or service

(CAMARGO, 2007). Marketing, besides informing abdbe existence of a product or

service, appeals to various tools with the intantid inducing the consumer to the actual
buying of the product (CECCATO, 2001). It aims edrpoting a certain product or service in
the mass media (PRIBERAM, 2012) drawing attentaousing interest, building (creating?)
conviction, provoking a reply that is, the advestieent should awaken the desire for the
product. For ANVISA (Brazilian Health Surveillanégency) advertising and marketing are
“a set of techniqgues and activities of informatiand persuasion with the intention of
disseminate knowledge, make a certain product nkm@wvn or prestigious, aiming at
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influencing the public through actions whose obyectis to promote and/or induce the
prescription, acquisition, use and consumptionaafdf (ANVISA, 2010). Therefore, both
terms will be treated as synonyms in this work.

Advertising maintains a direct association with limption, reinforcing a view of the world
in which this is the center. To think about adwang one must think about consumption
(CAMARGO, 2007). Advertising in television seeks lold the attention of consumers
through two publicity codes, those being the visarad the verbal. The visual record is that
which seeks to cause a certain visual impact ta hioé attention of the receptor of the
message, it is a way of giving meaning to the ngesshrough images. For that reason, the
choice of colors according to the message and impaxtends to achieve is important, since
the colors are associated to psychological stinfile image is very important for being a
universal code that crosses any barrier, which lesadnyone’s quick understanding. “The
illustrated message offers the opportunity to ekildand adolescents to being able to linger
over a detail, to make comparisons; in short, tagime themselves making use of the product
advertised or to possess everything surroundin@CiECCATO, 2001). And the verbal record
is the means to make it all clear, to reduce imeggbion mistakes, and that aims to contribute
to a correct understanding of the meaning of whaeing advertised.

In Brazil there is not, at present, a specific that regulates advertising in general, nor there
one for the advertising of children food. The Fadl€onstitution and other laws, such as the
Consumer Protection Code and the Child and Adotesstatute, affect the publicity market
regarding this kind of product. What prevails, thbpis advertising self-regulation.

Self-regulation is the replacement of the stataileggpn by the regulation made by a legal
entity organized by the same people who are tegelated, which will be accounted for the
creation of rules and standards, whose purpose @danize the activity of its members
(PAIXAO, 2004). Thus, self-regulation has a normatiunction similar to that of the State,
which entrusts part of its regulation power to ptevinstitutions for their self-organization;
nevertheless never crossing the limits imposedbyaw and always under state supervision,
and effectiveness restricted to its members (MOREIFB94). When rules are considered to
have been broken, the self-regulating body can sewdrning to the offender or demand a
repair for the practice considered negative, imzable, or inappropriate (MENDEL &
SALOMON, 2011). Self-regulation is a means used rbgrket participants to avoid
traditional regulation, it is a type of regulatiand not the absence of regulation, and should
be defined as a non-public regulation (WERNECK,400

The advertising self-regulation exists in Brazihcg@ 1978. CONAR (National Council for
Advertising Self-Regulation) is the office respdmsi for it. Its function is to attend for
commercial expression freedom and advertising gthichile defending the interests of
traders and consumers, i.e., prevent misleadingboisive advertising from causing any
embarrassment to the consumer or company (DIASQ;2IMERNECK, 2004). CONAR

currently consists of advertising professionals amambers of the civil society (DIAS, 2010).
It bases its decisions on the Brazilian Code of étising Self-Regulation elaborated by
CONAR itself (SCHUTZ, 2005).
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The main actions of the body regarding advertiseéenhich violate the rules of the Code are
warnings to the advertiser and its agency, recondatens of changes or correction in ads,
recommendations to stop the advertising, and pub$closure of CONAR concerning its
position in relation to the advertiser. Althougle tlules of CONAR do not have the coercive
power of the law, the recommendations suggesteGMMAR are effectively respected and
obeyed by professionals of the area (DIAS, 201®e Tltimate goal of CONAR is the
"average ethics", which can ensure that advertisiag a reliable content and an honest
presentation (SCHUTZ, 2005).

Advertising self-regulation is based on the lodiattthe market self-regulates, needing no
external regulation, and that State interventiorthe market brings more problems than
benefits. It is market efficiency in the servicetloé consumer welfare.

Children Food Advertising

The nine advertisements which are to be analyzédisnpart of the paper have already been
presented in the methodology. Firstly, the prodfrcisy these advertisements were analyzed
based on their nutritional information. For thise toroducts were acquired and the nutritional
information contained in the back of their packages compared to data presented in Food
Guide for the Brazilian populatiofBRASIL, Ministério da Saude, 2006), which shows th
minimum quantity of each substance that a produatilsl have in order to be considered not
healthy as present in table 5:

Table 5: Table of reference for a food to be coersid unhealthy

Reference Unhealthy
Sugar 1009 =ou > 15¢g
Sugar 100ml 7,59
Saturated Fat 100g =ou>5g
Saturated Fat 100ml 2,59
Trans Fat 100g =ou > 0,6g
Trans Fat 100ml =ou>0,6g
Sodium 100g =ou >400mg
Sodium 100ml = ou >400mg
* Drinks with low nutritional value are the softidks, refreshments and artificial drinks and coriaes for preparing drinks gr
guarana syrup and blackcurrant tea ready for copsam Also included in this definition those addedffeine, taurine,
glucuronolactone or a substance which acts asteateervous system stimulant.

Source: BRASIL, Ministério da Saude, 2006

The next table 6 was built by comparing nutritiomdbrmation from the advertised products
to table 5. It can be noticed that the majorityawid do not show the quantity of sugar in the
nutritional information, even products that cont#isuch asRecheadinho cookies or Rool
Cake and Duo, therefore it was not possible tosdhashese products according the quantity
of sugar.

Table 6 — Nutritional Information regarding the guats of selected commercial
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Products

Kcal

Sugar

Saturated Fat

Trans Fat

Sodium

Ades Kids

22,5

4,75¢

Og

Og

6,5 mg

Recheadinhos

443

not included in the Nutrition Information *

6,68¢

0,28

211 mg

Rool Cake e Duo

327

not included in the Nutrition Information *

7,78

03g

241 mg

Danoninho Crush

96

not included in the Nutrition Information *

28

Non significante amount

47 mg

Del Vale Kapo

51,5

not included in the Nutrition Information (*)(**)

Non significante amount

Non significante amount

3,75mg

Cheetos - Os Vingadores

400

0,88

2,88

Og

492 mg

Balas de Gelatina Fini

345

not included in the Nutrition Information *

Non significante amount

Non significante amount

65 mg

Kit Habib's

498

not included in the Nutrition Information *

84¢g

0g

937 mg

Ovomaltine

384

not included in the Nutrition Information *

0678

0g

250 mg

Numbers calculated on the amount of 100 g or 100 ml of the product

**In informs ingredients containing sugar
* Infoma packaging the product is sweetened

Source: Research data

Recheadinhos and Rool Cake and Duo have a quantity of saturkttdbove the reference
value, thus can be classified as not healthy fédothther product that is clearly in the not
healthy product is the snack Cheetos, which hagisodbove the reference value. The Kit
Habib’s can be considered unhealthy in two categosaturated fat and sodium, as both are
above the reference level. The products denomir2éedninho Crush, Del vale Kapo, Balas

de Gelatina Fini and Ovomaltine were not considered unhealthy because their diembf
sodium and fat are within the established pararaghmwever, it was not possible to analyze
them according to their quantity of sugar. The gmyduct that has all information and is not
characterized as unhealthyAdes Kids juice.

To assist the analyses of the advertisements, rguigliestions, which researchers answered
from the content analyses performed, were strudtud@pendix 1 presents the comparative
results from the nine advertisements analyzed.

Advertisements are specifically directed to chitdend try to involve them through various
elements. They are treated as consumers, puttenglehision of buying in their hands. In
eight out of nine advertisements there is the @aetion of children as characters, which are
all thin. Small cars, famous children characterasecots, colors and music are commonly
present in advertisements. All of them have a gngstoryline to call the attention of the
target public. These stories make advertisemerdk like they are an extension to the
broadcaster’'s children programming itself. In soradvertisements, such aBiscoito
Recheadinho and Rool Cake and Duo, the product is only preskafter 15 seconds, i.e., a
story is watched without knowing what the produetnly advertised is. According to Linn
(2006), children up to six years old don't distirsju between the TV programming and
advertisements, watching all of them as one tHaegides this, the consumer protection code
is being disrespected, as its article 36 exprefisas advertisements have to be clearly
separated from the programming.

Only two advertisements show messages for the fgréhe first one fronbDanoninho with

the message in the screen describing that the gredatains vitamin D and calcium, and that
its consumption must be associated with a baladegdand healthy habits. The second from
Suco Del Kapo with messages in the screen affirming that the yecbtas the same quantity
of calories as an apple, but that it doesn’t stuistithe consumption of fruit. The messages
are short and bring information which is apparerdntradictory, for example, contains
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vitamin D and calcium indicates that the produdieseficial but it must be associated with a
balanced diet and healthy habits, i.e., warnstti&fproduct by itself brings no benefit, only

associated with healthy habits. The other affirha the quantity of calories is the same of an
apple, but a message in tiny letters clarifies tthet comparison is only regarding the

energetic value, as the apple contains fibers #met autrients. It is not equivalent to an apple
in the healthiest components.

From the advertisements, four of them indicatecittapany’s website to be accessed. One of
them, Cheetos Vingadores, makes sort of a tie-in sale, as when the produdciought the
consumer receives a code to put on the websitepantcipate in an online game. The
consumers protection code forbids tie-in sales.iblaladvertise, in addition to the snack, the
gifts that come with it.

Only two advertisements brought some nutritiondbrimation, Danoninho and Suco Del
Kapo. But they are superficial information, alreadyadissed in the paragraph above. None of
the advertisements warns to the presence of fdiusoor sugar, components that define
unhealthy food.

6. Discussion

To analyze the regulation of children food advertients, an analysis comparing the findings
in this research and the arguments presented bhydeospectives is presented. The first thing
to be pointed out is the argument of publicity seljulation advocates that the advertisement
shows information, which allows a more efficiennétioning of the market (PALAVRA
ABERTA, 2011). It is affirmed that “the advertisemieoffers consumers essential
information for their choices” (PALAVRA ABERTA, 2] p.16). In the researched sample,
no relevant information for the choice was presgén&nce the advertisements are of children
food, the relevant information would be regardingtrition, however, not even the
commercialized product itself this information isngpletely available. The advertisements
analyzed offer gripping storylines, famous childrglmaracters, gifts, toys and sometimes
contradictory information, such as having the dalealue of an apple in the speech, and in
an almost imperceptible message that the equivalisnanly in the caloric value, the apple is
a much more complete food. It is also affirmed thHidte dissemination of coherent
information in society, on the other hand, leadsstoners to make choices closer to their real
needs ..." (PALAVRA ABERTA, 2011, p.16). As the dission is about children food
advertisements, and in the advertisement the tamgdience is clearly the child, it is
necessary to discuss whether the child shoulddagettl as a consumer and to what extent this
brings efficient results for each child and foristge. Kelly et al. (2010) argues that evidence
indicates that children especially those underteyglars old tend to interpret advertisements
naively, as if they were true and without bias.,Xét (2006) states that children under six do
not have the ability to tell the difference betwedt® broadcasters programming and
commercials. These two points weaken the arguntt the consumer, in this case the
children can make choices closer to their needs.

Finally, when treating the discussion of regulatioom the market perspective, if we look at
the market from the definition of noxious markete Wind that the market of children
advertising meets all the parameters of what a ausximarket is. Firstly, according to
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Monteiro et.al (2010), 95% of food advertisemerts dhildren in Brazil are of unhealthy

food and the impact such food to consumers is\eédli, as the cases of childhood obesity
have increased in the country. Therefore, thetbaspossibility of harmful consequences to
some of the parts involved. Childhood obesity matter of public health, therefore there is a
high probability of damage to society as a wholeeig the second parameter. Thirdly, there
is low capacity of agency for children and paretatsdecide whether or not to watch the
advertisements, or by the lack of information thia¢ advertisements bring, or by the
difficulties for children to discern what advertisent is and what programming is. Finally,
parents and children are very vulnerable as indad&l to cope with the food and

entertainment industry, as both work together tof any regulation.

Analyzing publicity regulation from the perspectiokMarket as an Institution and form the
institutions socially constructed, the discourseseff-regulation can be understood as the
creation of significances, conceptions of contmelwhich the legitimacy of advertisements
are established and reinforced due to the necesisMarket freedom and expression, which
together would bring efficiency without being nexamy the intervention from the State. This
discourse bring stability to the market because itltembents maintain control over the
resources and makes difficult to challenger to gaarket share. Advertise is expensive, to
build a brand is more expensive. The challengerpzones need to keep the pace set by the
incumbents in order to survive.

To use another view of market may shed a new bgkt old problems.
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Number Questions Products
Ades Kids headinh Rool Cake e Duo D inho Crush Del Vale Kapo Cheetos - Os Vingadores Balas De Gelatina - Fini Kit Habib's Ovomaltine
Introd duct gi
Suggest a product for children Show that the product can be Introduce a product that has arlggmuzer\ai:roa Umco‘i::;:’:x; A product that is impossible to
What is the main purpose of advertising ? to take to school and Introduce a product for Presenting the new cookies |Presenting the advertised product p‘ .. |Association the product with Child | . P . panying . P . P .
. 3 consumed by children, because it | . . different shapes, colors and in theaters at the time of copy, a unique product, unique
everywhere children Bauducco can be taken only with one hand . film. Children . o
has quality flavors promotion and publicizing the flavor

1] film
2 Is it explicit the intention to sell the product? ~ |No No No No No No No Yes No
3|Advertising has a compelling story? Yes Yes Yes Yes Yes Yes Yes Yes Yes
4 Advertising has attractive elements to children?|Yes Yes Yes Yes Yes Yes Yes Yes Yes

What is the main element used to attract the
attention of the young audience?

The character of the movie "Ice
Age" - Aeschylus

Yellow little car

Presents a world from the
child's perspective

The new way of drinking the
product

Peoples interact with plants and
animals

Children in costumes of the
Avengers and the product having a
shape of a gun

Gelatin bullets singing and
dancing and different formats

Toasts with the theme of the
movie "The Avengers" that
accompanies the product
advertised

The search in trying to find the
product formula

What tools are used to achieve the desired

audience?

Character infant, product
packaging, product size school
environment, snack time, lunch
box, children, hit the bell

Background music, children,
yellow little car, the product
in the bucket affection

Children, scenes activities
that children enjoy, phases
of the product

Brand mascot, the younger
children, physical activities, product

Animals that respond to humans,
plants that respond to human
family

Association with film. Children,
costumes, differentiated product
and the name of the movie

Jingle joyful scenes and products
featured very colorful, bullets in
different shapes and colors,
bullets singing and dancing

Giveaways, kids, snack, movie
scenes, fun

Children, teacher, scientist, guru,
effects

Children who are shown in the commercial are

all skinny?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

In the commercial is clear that the child is seen

as a consumer?

Yes, the advertising is clearly
directed to children and
confirmed after the 25-second
commercial with the phrase
Voiceover 1.

Yes, the advertising is clearly
directed to children and
confirmed after the 25-
second commercial with the
phrase Voiceover 3.

Yes, the advertising is clearly
directed to children and
confirmed after the 16-
second commercial with the
phrase Voiceover4.

Yes, the advertising is clearly
directed to children and confirmed
after the 23-second commercial
with the phrase Voiceovero 6.

Yes, despite the boy's only taking
the product after authorize
mother, everyone was anxious
awaiting his answer "approving"
the product, so in this way it
became clear that the opinion of
the kid to decide to buy is mere
importance, considered

Yes, the comercial be directed
clearly to the public child

Yes, the comercial be directed
clearly to the public child

Yes, the comercial be directed
clearly to the public child

Yes, the comercial be directed
clearly to the public child

s consumer .
Thei . . .
e imperatives of c(.)mmerclal uses with the No No No No No No No No No
9 purpose of encouraging the purchase?
Thi ial direct: to thi
N c‘ommercla rects you to the company No No No Yes, 5 segunds Yes, 2:36 segunds Yes, 1:60 segunds Yes, 1:36 segunds No No
10| website?
At some point of the commercial some
message is directed to parents? No No No Yes Yes No No No No
11|
The commercial shows a mother's]
concern with the product that the,
. . child will consume, it
What time? X X X With the message on the screen 7. . . X X X X
characterizes the whole business
has a guide for parents and
1 locution 10 confirms this
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. Products
Number Questions - - - . - — . -
Ades Kids headinh. Rool Cake e Duo D ho Crush Del Vale Kapo Cheetos - Os Vingadores Balas De Gelatina - Fini Kit Habib's O
Displays some information during Yes, the questions that the mother does to
the adversiting which is essential for animals and plants as the calorie, and if dye is
No No No Yes, message on screen 7 and 8 o No No No
defining the choice of product d with fruit juice and posts 11, 12 and 13 in
13|advertised? screen confirm this.
The commercial shows the price of
N P No No No No No No No yes No
14 the advertised product?
Yes, the questions that the mother does to
The advertisement indicates the animals and plants as the calorie, whether it
qualities (for health benefits) of the [No No No Yes, message on screen 7 and 8 |is with dye and fruit juice with a goal to No No No No
product? What? categorize it as a healthy product and
15| messages 11 and 13 on screen confirm this.
Not included in the package the Not included in the package Not included in the package
The product fits with presented as P 8 Not included in the package the amount of P & P 8
No Yes Yes amount of sugar breakdown to b Yes the amount of sugar Yes the amount of sugar
Junk Food? N sugar breakdown to sort it 3 N
16 sort it breakdown to sort it breakdown to sort it
. . . Amount of Saturated Fat above|Amount of Saturated Fat Amount of sodium above the Amount. of saturated fat
If yes, in which questions? X B ; X X B X and sodium above the X
the permitted above the permitted permitted N
17 permitted
The commercial shows the amount
N No No No In parts, on screen message No No No No No
18, that can be consumed daily?

October 01-02"", 2012

Center for Organization Studies (CORS)
FEA USP (University of Sdo Paulo); FGV (Getulio Vargas Foundation); Insper (Institute of Education and Research); UFBA (Federal University of Bahia); UFRJ (Federal
University of Rio de Janeiro) and UFSCar (S&o Carlos Federal University)




