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CARU REVIEWS ADVERTISING FOR LEGO RACERS 
Recommends Company Modify Advertising for ‘Crash Collection’ Playsets 

 
New York, NY – May 29, 2007 – The Children’s Advertising Review Unit (CARU) of the Council 
of Better Business Bureaus, Inc., has recommended that Lego Systems Inc., maker of the Lego 
Racers: Crash Collection line of playsets, modify advertising to make it clear to the child 
audience that the toys sold do not make sounds. 
 
Broadcast advertising for Lego Racers: Crash Collection came to the attention of CARU, the 
children’s advertising industry’s self-regulatory forum, through CARU’s ongoing monitoring 
efforts.  
 
Commercials for the playsets feature two children playing with LEGO pull-back motor racers. A 
voice-over states that the toys are “built to crash.”  When the cars hit each other, loud crashing 
noises are heard and a voice-over screams “CRASH” in a long, drawn-out manner while a bubble 
visual of the word “CRASH” appears on the screen in large, cartoon-like letters.  The commercial 
features numerous loud crash scenes, with the cars hitting each other and various other objects.  
On impact, in addition to the sounds synchronized with the collision and the video and audio 
supers, special effects dramatize the cars breaking apart and pieces flying off in slow-motion.   
 
CARU was concerned that the synchronization of the “crashing” sound effects accompanying the 
colliding of the cars could potentially mislead children into believing that the toys were equipped 
with sound-effects equipment. CARU was also concerned that, because the toys do not have any 
sound capabilities, the commercials would create unrealistic performance expectations that 
children would not be able to duplicate. 
 
In order to avoid potentially misleading the child audience, CARU recommended that the 
advertiser modify the commercial. CARU further recommended that the advertiser include scenes 
of real action play without special effects, which would serve to demonstrate how much noise the 
toys do make. 
 
The company, in its advertiser’s statement, said that it is a strong supporter of CARU and 
“appreciates the opportunity to participate in the self-regulatory process.” 
 
“LSI will continue to remain sensitive to CARU’s concerns and do its best to follow the 
Guidelines in future advertisements. LSI does not plan to appeal this decision,” the company said.  
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CARU's inquiry was conducted under NAD/CARU/NARB Procedures for the Voluntary Self-Regulation of 
National Advertising.  Details of the initial inquiry, NAD's decision, and the advertiser's response will be included in 
the next NAD Case Report. 
 
About Advertising Industry Self-Regulation: The National Advertising Review Council (NARC) was 
formed in 1971 by the Association of National Advertisers, Inc. (ANA), the American Association of 
Advertising Agencies, Inc. (AAAA), the American Advertising Federation, Inc. (AAF), and the Council of 
Better Business Bureaus, Inc. (CBBB). Its purpose is to foster truth and accuracy in national advertising 
through voluntary self-regulation. NARC is the body that establishes the policies and procedures for the 
CBBB’s National Advertising Division (NAD) and Children’s Advertising Review Unit (CARU), as well as for 
the National Advertising Review Board (NARB) and Electronic Retailing Self-Regulation Program (ERSP). 
 
NAD and CARU are the investigative arms of the advertising industry’s voluntary self-regulation program. 
Their casework results from competitive challenges from other advertisers, and also from self-monitoring 
traditional and new media. The National Advertising Review Board (NARB), the appeals body, is a peer 
group from which ad-hoc panels are selected to adjudicate those cases that are not resolved at the 
NAD/CARU level. This unique, self-regulatory system is funded entirely by the business community; CARU 
is financed by the children’s advertising industry, while NAD/NARC/NARB’s sole source of funding is 
derived from membership fees paid to the CBBB. Funding for ERSP is derived from membership fees paid 
to the Electronic Retailing Association. For more information about advertising self regulation, please visit 
www.narcpartners.org.  
 


