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Context

= Transformation of media landscape
= Novel advertising formats

= [nteractive

= |ntegrated

= Difficult for minors to identify and understand these
advertising formats

= Data collection and privacy concerns

" |Interestin both parents’ and advertisers’ perceptions
about advertising aimed at minors
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Research questions

= Advertising formats

Accordingto advertising professionalsand parents, from
whichageonwards
a) do minorsunderstandnewadvertisingformats,
b) Is the usageof thesenoveladvertisingformats morally
and ethically acceptabletowardsminors

c) shouldminorsbe informed of the commercialcharacter
of thesemarketingcommunicatiortechnigues?
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Research questions

= Privacy issues

Do parents and advertising professionalshold different
perceptionsregardingprivacyissuessuchas data-protection
policyaimedat minorsandmi n aeagistration on (branded)
onlineplatforms?




Method 45“&\3

= 2 online surveys J\,
= Advertising professionals: 90 completes
= Parents: 436 completes

=  Perceptions advertising towards minors

= \Vighettes

o | do not consider minors capable of understanding this form of advertising.

= Privacy issues




Results — Understanding advertising

= 12 years on average
= Older age
= Location Based Services
=  Online Behavioural Advertising
= Video Advertising
=  Most difficult to understand
= Video advertising
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Understanding — Significant differences

N= ‘Minors not
Advertising Respondent Mean N= Age able to understand

formats group age indicated | the advertising
format’

Location B Advertisers §13.23 §2.69 115 7
Services (L5%) 0.013"

Parents 13.92 2.54 367 69
Online Advertisers §12.72 §2.59 121 6
Behavioural 0.046*
Advertising (OBA) I:ETTN318 13.27 J2.61 394 42

Advertisers §13.93 §3.02 96 27
Video advertising 0.037*

Parents 13.22 §2.88 323 113

*n<0.05




Understanding — Indicating an age or not

Parents Advertisers

Advertising formats Age indication

(in%) (in %)

Age indicated

Merchandisin
; No age indicated 11.93 4.84

Age indicated 91.06 96.06

Search Engine Marketing (SEM)
No age indicated 8.94 3.94

Age indicated 84.17 94.26
Location Based Services (LBS)

No age indicated 15.83 5.74

Online Behavioural Advertising Age indicated 90.37 95.28

(OBA) No age indicated 9.63 4.72

Age indicated 88.53 96.12

Advergames
No age indicated 11.47 3.88

*p<0.05 **p<0.10




Understanding —Indicating an age or not
.j"’ [ ‘

Parents indicate more
often than advertisers
that they hold the
opinion that minors do
not understand the
advertising formats
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Results — Ethical and moral advertising

= 12-13 years on average

= Age indicated by parents slightly older than advertisers

" Perceived ethically from an older age onwards (14 years)
=  Online Behavioural Advertising

Location Based Services

Applications ~

= Least ethical and moral formats =~~~ &

Location Based Services

Applications

VO S
: Video Advertising

Online Behavioural advertising

= Video advertising



Ethicality — Significant differences

N= ‘advertising
Advertising Respondent N= Age format not

Mean age SD
format group : indicated | morally/ethically

acceptable’

Search Engine Advertisers .
Marketing 0.043*

(SEM) Parents 2.81 353 83
Online
Behavioural

Advertisers 3.30 116 11

Advertisi 0.087**
b parents 2.61 325 111
(0]:7:Y]
Advertisers 3.32 123 6
Advergames 0.036*
Parents 2.99 335 101

*p<0.05 **p<0.10




Ethicallity — Indicating an age or not

Significant differences between advertisers
and parents found for all advertising formats

Parents consider
advertising formats
more often unethically
to use towards minors
as a target group
compared to
advertisers
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Results — Informing minors

= 10 vyears on average

= ** Remarkable ** Parents indicate a slightly older age
compared to advertisers

" |ndicated most often as not necessary to inform about
commercial intention

R e
g Video Advertising ¢ m &
Advergames




Informing- Significant differences

N=6No need
inform about
commer ci al

Respondent Mean age SD !\l: _age
group indicated

Advertising format

Advertisers 105 7
Merchandising 0.058**

Parents 333 14

Advertisers 111 1
Applications

Parents 322 10

Advertisers 101 10
Product Placement (PP)

Parents 331 18

Advertisers 111 8
Search Engine Marketing (SEM)

Parents 339 14

Advertisers 97 3
Location Based Services (LBS)

Parents 269 4

Advertisers 109 12
Advergames

Parents 320 15

Advertisers 85 12

Video advertising
Parents

*p<0.05 **p<0.10



Informing — indicating an age or not

Parents Advertisers

Advertising formats | Age indication
(in%) (in%)

Tl -\ e iki1-4 Age indicated 94.32 87.73

0.021*
(IGA) -
No age indicated 5.68 12.26
Age indicated 95.52
Advergames 0.023*

No age indicated 4.48

*p<0.05




Informing — Indicating an age ornot _...e @

Advertisers indicate
more often that it is not
necessary to inform
minors about the
commercial intentions
behind advertising
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Privacy issues

= Data collection
= Parental permission
= Ethicality of data collection of minors
= Proper data-protection policy...
= Age verification
= Parental consent
= Cookie information
= Registration on (branded) online platforms

=» Parents more strict than advertisers
=>» Especially if teenagers are considered as a target group
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Conclusion

=  Parents and advertisers hold similar opinions

= Qverall conclusion:
=  Minors understand advertising from 12 years on average

= Usage of advertising formats considered ethically and morally form 12-13
years on average

= Information from 10 years on average

= Differences in perceptions:

=  Parents hold more often the opinion that minors can not understand
advertising formats and that some formats are not ethically and morally
acceptable

=  Parents would inform minors from an older age onwards compared to
advertisers

Parents hold more strict opinions about privacy issues



Thank you for your attention!
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