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the project

From November 200through January 2010RPEGI S.Anonitored game advertisements

in orderto measure the compliance with the PEGI labelling guidelifégse analysis was
based on a broad sample BAore than 1000 advertisementsom eight
European countries (ted Kingdom Fance, Spain, Italy, Denmark, Polane|giim

and the Netherlands). The researdample was taken from a variety of media:
specialisedgames magazines, daily newspapers, games websites, billboards, TV and
radio adverts etc. In total, advertisements from rmre than60 different game
pUb”Shel’S\Nere collecied.

the purpose

e to showthe COMmMIitmentof the videogames industrp make the PEGI
age rating system a loAgsting SUCCESS

ax
(D’
QX

e toimproveoura A3yl G2NASAQ dzy RSNRUGIYRAYI 2F GKS
and create apractical point of referenceto OPtIMISE the labelling
guidelines.

e to create a benchmark fofuture improvement of advertising

compliance encouraging good practice

the result

We are happy to say that the average European compliance across all ineadli@ady
very high:83.2%of all the adverts were compliant to the PEGI labelling
guidelines, using th8triCteStpossible interpretation.

! version of October 2009
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IS that a goodresult?

Yes, it isL (i Qa QOOG St&Et The monitoringwas unannounced, gathed as
many ads as possible and chee#t them against all details of the guidelines in the
strictest way. For examplspmeadsdid have a PEGI age label but were still counted as
non-compliant beause the label was not showexactly according to the guidelines.
However, there is definitelf OOM for improvementand we are confident

that the compliance rate will increase in the futurgchieving a compliance level close
to 100% should be possible if we keep working with publishers to improve the content

and understanding of our guidelines.

the lessons

From the nonrcompliant cases we learned that it is more diffiClbut not
impossible to comply in online advertising (e.g. campaigns are sometimes
fragmented via web banners). Occasionally,aavert can escape the attention of
even the most attentive publisher, and these staaldne cases make upr a large
part of the noncompliantadverts. The response from publishegswho received
their individual resultg; is encouraging. Mangxpresgd their dedication to become
fully compliann by the next round of research and some publishers have started
reviews ofinternal processesTheprojectalso led toincreased communicatiowith

publishersin orderto clarify andPIrOQgreSShe labelling guidelines further.

the reason

Clear and correct labli#ig on packaging and in advsiis averystrong driverof
PEGIAWaArenesSsnd recognition among consumersAs a consequence, the

AYLI OG 2F GKS Ay Rdzad NE opationad authodygsis2 y 9 dzN:
not to be underestimated, as it w@nhance the credibilityand diminish the

need for further regulation in this fieldthe compliance prog will be continued ona

3711211618 4
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regular basisOur aim is to use these updates to continually strengthen overall results,

to provide a feedback tool for publishers and to idgnpotential improvements

the context

In 20@, a survey by the Advertising Standards Associatiothe United Kingdom
showed that 99% of video gamasvertswere compliant with the advertising cods®.

The survey was done after the recommendation by Dr. TEYAONin her review?

that the British gvernment should commission an investigation into whether video
games were being advertised in a responsible way and whether children were being

encouraged to play games that were unsuitable for their age or experience.

the criteria

The PEGtompliancecriteria have been deliberately se¥ery StriCt As pointed
out, creating a strong visibilityf the PEGI age labels in advertisensaan producea
massiveD0O0St IN consumer awarenessut to achieve this, it is crucial
to create consistencgontinuallyacross the board. This means that we checkesl
adverts againsta_” the details of the labelling guidelineand whether the ad
was targeting the appropriate age group (according to publication, timing, content).
Another important element of the labellinguidelines, the packaging of videogames,
was not included in this projecFor videogames packagintpere is avirtual 100%

compliance ratewith that part of the guidelines.

the methodology

To evaluate the approach and finetune the standard #atvertising compliance,
a two-weektrial test was carried outvith advertsfrom France in October 200®Based

on these trial results, the decision was made to dividevestisement into

2 http://bcap.org.uk/TheCodes.aspx
? http://www.dcsf.gov.uk/byronreview/pdfs/Final%20Report%20Bookmarked.pdf
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four C|aSSESaIIOWing aminimum amount of flexibility towards interpretation of
the labellingguidelines:

e (ass 1: Norcompliance (no PEGI presence)

e Class 2: Low compliance (eg. small PEGI icon on the game packaging)

e Class 3: High Compliance (eg. clear PEGI icon but natawl sitorton TV ad)

« Class 4perfect compliarce

For the statistics and percentages, class 1 @ndere considered as necompliant

advertswhile class 3and 4 were compliant

the feedback

One of the benefits of this research is that we encountered new foohs

advertisement that were not specifically covered in the existing guidelines. This

allowed usto adaptthe guidelines and inatle these exceptions where necessary.

Some examples:

adverisemensfor bundles (adverts for consoke games)
contest adverts inelding games (crossworduizX 0
advertorial (advert for a game presented as an article)
trailers (similar tomovie trailers)

sponsoring adveisemens (T\broadcast sponsored byvadeogame)

a lick her& bannerson websitesor very small static banners with ordygame title

and character weranot taken into account. Aimated banners, video banners and

bigger static banner were included in the research, since there are no technical

constraints to display the PEGI age label

Third-party retail alvertisementsare not included in the research, as unfortunately

retailers are not signatories to the PEGI Codes

3711211618 6
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the results

France

100%
100% 95,3%96% ,

90%
80%
70%
60%

50%
40% i December 2009
30%
20%
10%
0%

94%

i November 2009

L1 January 2010

All Media
Press:
- 41/43 compliant adverts in November = 95.3%
- 49/51 compliant agerts in December = 96%
- 14/19 compliant adrerts in January = 74%
- 104/113 compliant adverts fd months =92% Press Compliance
v

63/67 compliant adverts in November = 94%
22/26 compliant adverts in December = 84.6%
3/3 compliant adverts in January = 100%

88/96 compliant adverts for Bionths =91.6% TV Compliance

16/35 compliant adverts in November = 45.7%
19/28 compliant adverts in December = 67.8%
12/21 compliant adverts in January =57%

47/84 compliant adverts for 3 months66% Web Compliance

All Media = 239/293 81.6 %compliance in France
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United Kingdom

100%
90%
80%
70%
60%
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40%
30%
20%
10%
0%

i November 2009
i December 2009
L1 January 2010

All Media
Press:
- 14/15 compliant adverts in November = 93%
- 16/20 compliant adrerts in December 80%
- 22/24 compliant adrerts in January 81.3%
- 52/59 compliant adverts for 3 months88.26 Press Compliance
TV

- 12/14 compliant adverts in November85.7%

- 12/14 compliant adverts in December £.8%

- 3/5 compliant adverts in January 668%

27/ 33 compliant adverts for 3 months&1.8% TV Compliance

- 9/12 compliant adverts in November#%
- 8/14 compliant adverts in December57%
- 5/10 compliant adverts in January 8%

- 22/36 compliant adverts for 3 months61.1% Web Compliance

All Media =101/ 128=78.9% Compliance ilJK
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Spain

100% 100,0% 97.7% 100%
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5, 4% 91,5%

2%

67 5860 100,0%

TV

Web

All Media

7/8 compliant adverts in November = 87.5%
16/18 compliant aglerts in December = 88.8%
5/5 compliant adgrerts in January = 100%

28/31 compliant adverts for 3 months96.3% Press Compliance

TV

- 42/43 compliant adverts in November = 97.7%

- 38/44 compliant adverts in December = 86.4%

- 2/2 compliant adverts in January 180%

- 82/89 compliant adverts for 3 months92.1% TV Compliance
Web

5/8 compliant adverts in November = 62.5%
9/13 compliant adverts in Decembei69.2%6

14/21 compliant adverts for 3 months66.7% Web Compliance

All Media = 124/141 87.9 %compliancein Spain

PEGI

@ November 2009
i December 2009
L4 January 2010
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Italy
100% 93.3% e 100%
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100,0%

87,3% 87,1%

i November 2009
i December 2009

L January 2010

Web

All Media

Press:

14/15 compliant adverts in November33.3%
7/10 compliant adrerts in December Z0%
9/9 compliant adverts in January = 100%

30/34 compliant adverts for 3 months88.2% Press Compliance

v

- 17/20 compliant adverts in November85%

- 19/21 compliant adverts in December3f.4%

- 2/2 compliant adverts in January = 100%

- 3843 compliant adverts for 3 months88.4% TV Compliance
Web

10/12 compliant adverts in November83.3%
7/8 compliant adverts in December87.5%
17/20 compliant adverts for 3 months85% Web Compliance

All Media = 8%97=87.6 %compliance inltaly
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Denmark

100% 100%
90%
7%
78,7%

2%

70%

57%

TV
Web

All Media

13/15 compliant adverts in November = 87%
5/8 compliant aderts in December = 63%

18/22 compliant adverts for 3 months841.8% Press Compliance

17/22 compliant adverts in November = 77.3%

9/10 compliant adverts in December = 90%

1/1 compliant advert in January = 100%

27/33 compliant adverts for 3 months81.8% TV Compliance

7/10 compliant adverts in November = 70%
4/7 compliant advertén December = 57%
6/6 compliant adverts in January = 100%

17/23 for 3 months 73.9% Web Compliance

All Media = 62/78 9.5 YCompliance in Denmark

3711211618
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