
Children in advertising 
 
Care should be taken when featuring or addressing children in marketing 

communications. The way in which children perceive and react to marketing 

communications is influenced by their age, experience and the context in which the 

message is delivered. Marketing communications that are acceptable for young 

teenagers will not necessarily be acceptable for younger children. The ASA will take 

those factors into account when assessing whether a marketing communication 

complies with the code.  

 

However using children can be a really effective way of advertising as it catches a lot 

of people’s eyes and makes them want to engage with the advert. Children can make 

adults show more sympathy in certain examples such as charity work or they can 

encourage family experiences if they are seen as having a good time such as a 

Disneyland advert. 

 

Some rules about children being used in adverts-  

 Children must not be encouraged to enter strange places or talk to strangers  

 Children must not be shown in hazardous situations or behaving dangerously 

except to promote safety. Children must not be shown unattended in street 

scenes unless they are old enough to take responsibility for their own safety 

 Children must not be shown using or in close proximity to dangerous 

substances or equipment without direct adult supervision  

 Children must not be encouraged to copy practises that might be unsafe for a 

child  

 Distance selling marketers must take care when using youth media not to 

promote products that are unsuitable for children  

 Children must not be made to feel inferior or unpopular for not buying the 

product  

 Marketing communications that contain a direct exhortation to buy a product 

via a direct-response mechanism must not be directly targeted at children. 

Direct response mechanisms are those that allow consumers to place orders 

without face to face contact with the marketer  

 

 

 

 

 

 

  


