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CARU RECOMMENDS CRAYOLA ADD AUDIO DISCLOSURE
TO ADVERTISING FOR ITS ‘COLOR EXPLOSION 3D’

New York, NY — May 27, 2009 — The Children’s Advertising Review Unit of the Council of Better Business
Bureaus (CARU) has recommended that Crayola include an audio disclosure to broadcast advertising
for its “Color Explosion 3-D” product to better assure that children understand what is included in
the initial purchase.

The advertising at issue came to the attention of the CARU through CARU’s routine monitoring of
advertising directed to children.

The “Color Explosion” product comes in two versions, one with standard size black paper, and one
with wider black paper. Both versions include the paper, special markers, and 3-D glasses with
which to view the finished pictures. The only difference between the two versions is the size of the
paper included.

The commercial featured children creating designs on the black paper with “Color Explosion Board
Tip Markers.” The final screen shot features both versions of the product, each in a separate box.
The shot also featured a pad and paper, four markers, and the 3-D glasses. At the bottom of the
screen was a small visual disclosure - in gray type against a white background - that stated, “each
sold separately.”

It is well-established that an advertiser is responsible for all reasonable interpretations of its claims
and not just the messages it intended to convey. After carefully reviewing the advertisement, CARU
determined that one reasonable take away message was that the two different paper sizes depicted
in the commercial were included in the purchase of one set.

CARU further determined that the super did not sufficiently convey to a child audience that it was
necessary to purchase both sets to receive both paper sizes.

Further, CARU noted, it has routinely held that an audio voiceover should accompany a written
disclosure in advertisements directed to children, because younger children may not be able to read
or otherwise understand a written disclosure.

CARU recommended that a separate audio disclosure be added to inform children that the standard
paper version and the wide paper version must be purchased separately.

Crayola, in its advertiser’s statement, said the company appreciated the opportunity to participate in
the CARU process. The company noted that although it “views the facts and circumstances of the
instant case differently than CARU,” it will take CARU's decision into account if it plans to re-run the
advertisement.
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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, CARU's decision, and the advertiser's response will be included in the next
NAD/CARU 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.



