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violence. Nonetheless, there is widespread agreement that it is a cause for concern. The
Commission’s literature review reveals that a majority of the investigations into the impact of
media violence on children find that there is a high correlation between exposure to media

violence and aggressive, and at times violent, behavior. In addition, a number of research efforts



game industry has adopted a rule prohibiting its marketers from targeting advertising for games
to children below the age designations indicated by the rating.

The Commission carefully examined the structure of these rating and labeling systems,
and studied how these self-regulatory systems work in practice. The Commission found that
despite the variations in the three industries’ systems, the outcome is consistent: individual
companies in each industry routinely market to children the very products that have the
industries’ own parental warnings or ratings with age restrictions due to their violent content.
Indeed, for many of these products, the Commission found evidence of marketing and media
plans that expressly target children under 17. In addition, the companies’ marketing and media
plans showed strategies to promote and advertise their products in the media outlets most likely
to reach children under 17, including those television programs ranked as the “most popular”
with the under-17 age group, suchx@sa: Warrior Princess, South Park andBuffy the Vampire
Sayer; magazines and Internet sites with a majority or substangaldver 35 percent) under-17
audience, such &ame Pro, Seventeen andRight On!, as well asntv.com, ubl.com and
happypuppy.com; and teen hangouts, such as game rooms, pizza parlors and sporting apparel
stores.

Movies. Of the 44 movies rated R for violence the Commission selected for its study, the
Commission found that 35, or 80 percent, were targeted to children under 17. Marketing plans
for 28 of those 44, or 64 percent, contained express statements that the film’s target audience
included children under 17. For example, one plan for a violent R-rated film stated, “Our goal
was to find the elusive teen target audience and make sure everyone between the ages of 12-18
was exposed to the film.” Though the marketing plans for the remaining seven R-rated films did
not expressly identify an under-17 target audience, they led the Commission to conclude that
children under 17 were targeted nonetheless. That is, the plans were either extremely similar to
the plans of the films that did identify an under-17 target audience, or they detailed actions
synonymous with targeting that age group, such as promoting the film in high schools or in
publications with majority under-17 audiences.

Music. Of the 55 music recordings with explicit content labels the Commission selected

for its study, marketing plans for 15, or 27 percent, expressly identified teenagers as part of their



target audience. One such plan, for instance, stated that its “Target audience” was
“Alternative/urban, rock, pop, hardcore — 12-34.” The marketing documents for the remaining
40 explicit-content labeled recordings examined did not expressly state the age of the target
audience, but they detailed the same methods of marketing as the plans that specifically
identified teens as part of their target audience, including placing advertising in media that would
reach a majority or substantial percentage of children under 17.

Games. Of the 118 electronic games with a Mature rating for violence the Commission
selected for its study, 83, or 70 percent, targeted children under 17. The marketing plans for 60
of these, or 51 percent, expressly included children under 17 in their target audience. For
example, one plan for a game rated Mature for its violent content described its “target audience”
as “Males 12-17 — Primary Males 18-34 — Secondary.” Another plan referred to the target
market as “Males 17-34 due to M rating (the true target is males 12-34).” Documents for the
remaining 23 games showed plans to advertise in magazines or on television shows with a
majority or substantial under-17 audience. Most of the plans that targeted an under-17 audience
set age 12 as the younger end of the spectrum, but a few plans for violent Mature-rated games
targeted children as young as six.

Further, most retailers make little effort to restrict children’s access to products with
violent content. Surveys conducted for the Commission in May through July 2000 found that
just over half the movie theaters admitted children ages 13 to 16 to R-rated films even when not
accompanied by an adult. The Commission’s surveys also indicate that unaccompanied children
have various strategies to see R-rated movies when theaters refuse to sell them tickets.
Additionally, the Commission’s surveys showed that unaccompanied children ages 13 to 16 were
able to buy both explicit content recordings and Mature-rated electronic games 85 percent of the
time.

Although consumer surveys show that parents value the existing rating and labeling
systems, they also show that parents’ use and understanding of the systems vary. The surveys
also consistently reveal high levels of parental concern about violence in the movies, music and
video games their children see, listen to and play. These concerns can only be heightened by the

extraordinary degree to which young people today are immersed in entertainment media, as well



as by recent technological advances such as realistic and interactive video games. The survey
responses indicate that parents want and welcome help in identifying which entertainment
products might not be suitable for their children.

Since the President requested this study over ayear ago, each of the industries reviewed
has taken positive steps to address these concerns. Nevertheless, the Commission believes that
all three industries should take additional action to enhance their self-regulatory efforts. The
industries should:

1. Establish or expand codes that prohibit target marketing to children and impose
sanctions for violations. All three industries should improve the usefulness of their ratings and
labels by establishing codes that prohibit marketing R-rated/M-rated/explicit-labeled products in
media or venues with a substantial under-17 audience. In addition, the Commission suggests that
each industry’s trade associations monitor and encourage their members’ compliance with these
policies and impose meaningful sanctions for non-compliance.

2. Increase compliance at theretail level. Restricting children’s retail access to
entertainment containing violent content is an essential complement to restricting the placement
of advertising. This can be done by checking identification or requiring parental permission
before selling tickets to R movies, and by not selling or renting products labeled “Explicit” or
rated R or M, to children.

3. Increase parental understanding of the ratings and labels. For parents to make
informed choices about their children’s entertainment, they must understand the ratings and the
labels, as well as the reasons for them. That means the industries should all include the reasons
for the rating or the label in advertising and product packaging and continue their efforts to
educate parents — and children — about the meanings of the ratings and descriptors. Industry
should also take steps to better educate parents about the ratings and labels.

The Commission emphasizes that its review and publication of this Report, and its
proposals to improve self-regulation, are not designed to regulate or even influence the content of
movies, music lyrics or electronic games. The First Amendment generally requires that creative
decisions about content be left to artists and their distributors. Rather, the Commission believes

the industries can do a better job of helping parents choose appropriate entertainment for their
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l. INTRODUCTION

A. President’s June 1, 1999 Request for a Study and the FTC’s Response

On June 1, 1999, following the horrifying school shooting in Littleton, Colorado that
increased public calls for anational response to youth violence, President Clinton requested that
the Federal Trade Commission and the Department of Justice conduct a study of whether the
motion picture, music recording, and computer and video game industries market and advertise
violent entertainment material to children and teenagers.' Specificaly, the President requested
that the study ascertain whether entertainment media products that the industries determine are
inappropriate for children or otherwise warrant a parental advisory due to their violent content
are promoted in media outlets for which children comprise a substantial percentage of the
audience. The President also urged the Commission to examine whether these advertisements
are intended to attract underage audiences. President Clinton’s request paralleled congressional

proposals for such a stuély.

* The Department of Justice provided funding and technical assistance to the FTC for this study,
but did not draft this report or its appendices. The analysis, recommendations, and opinions
expressed in this report and its appendices are those of the FTC, and do not necessarily represent
the positions or views of the Department of Justice.



journalists, and others have struggled to understand how and why children turn to violence.®
Following a plethora of news reports suggesting that the boys involved in the Columbine killings
were immersed in aviolent entertainment subculture,” many observers focused on the teenagers’
exposure to images of violence in entertainment media as a cause of the Columbine®murders.
While the entertainment media received a great deal of blame for youth violence in the
past yeaP, most people agree that exposure to media violence alone does not cause a child to
commit a violent act. Although several major public health organizations recently voiced their
shared conviction that the viewing of entertainment media violence can lead to increases in
aggressive attitudes, values, and behavior in chilfiréney also have acknowledged that it is not
the sole, or even necessarily the most important, factor contributing to youth aggression, anti-
social attitudes, and violenée.They, and the researchers and advocates who have studied youth
violence, posit that a range of other factors — such as child abuse and neglect, victimization,
bullying, drug and alcohol abuse, exposure to violence in the home, neurobiological indicators,
and low socioeconomic status — can interrelate to cause youth vifleBoee observers focus
on children’s access to handguns as the cause for the high fatality rates associated with youth

violence in America.






should and should not view, listen to, or play. A number of appendices supplement the

information provided in the Report.

Sources: The sources for the Report include documents and other information (including
sample sound recordings, movie previews, electronic game demonstration disks, and magazine
and television advertisements) voluntarily submitted by over 60 companies in the motion picture,
music recording, and electronic game industries, including movie studios, theaters, recording
labels, game devel opers and publishers, retailers, and media outlets.?? The Report also is based
on voluntary submissions by and discussions with the major media industries’ trade associations
about their (and their members’) self-regulatory effértduch of the material that the industry
associations and companies submitted in response to the FTC’s requests contained confidential
commercial or financial information under relevant statutes and#ulkscordingly, this study
presents certain of the Commission’s findings in anonymous and/or aggregated form. In
addition, a substantial amount of information was provided by interested government agencies,
public health organizations, academics, and parent and consumer advocacy gews| as

consumers themselves through various surveys and polls including surveys designed and



upholding the power of states to regulate children’s access to materials protected by the First
Amendment® To curtail a proliferation of local censorship boards, the major film studios and
theaters created a single, nationwide rating system.

Although the system is voluntary, all MPAA member companies have agreed not to
distribute a film without a rating. As a result, the vast majority of films are rated. A high
percentage of parents are familiar with motion picture ratings (surveys show more than 90%

awarenes$) and a large majority (more than 78%4ind the ratings useful.

A. Scope of Commission’s Review

In examining the motion picture industry’s self-regulatory program and the marketing of
films to children, the Commission reviewed documents provided by the MPAA and its member
studios; NATO and its member theaters, as well as theater chains that do not belong to NATO;
and publicly available materials concerning the system.

More specifically, the Commission studied the marketing of 44 violent R-rated films and
20 violent PG-13-rated films distributed by nine major studios from 1995 980selecting
these films, the Commission chose R- and PG-13-rated movies that the MPAA's rating body had
determined should receive such a rating at least in part for violence, including films the industry
trade press had referred to as teen or children’s movies. Thus, these 64 films are not a random
sample of all violent R and PG-13 movies produced by the MPAA member studios over the
relevant time period.

The Commission studied “media plans,” which outline where the television, radio, print,
and Internet advertising was placed and describe the target audiences the studios intended the
advertising to reach; promotional reports for many of these films, which detail the vast array of
promotional activities used to generate consumer awareness and interest in a movie; and studio
research conducted on test audiences for the films and their advertising. The studios and the

theater chains also supplied trailer reports detailing which trailers preceded certain fatures.



B. Operation of the Motion Picture Self-Regulatory System
1 Therating process

The motion picture industry has put in place aformalized rating system (including an
appeals process) that is designed to impose a measure of objectivity and consistency across the
broad array of subjects and styles encompassed by modern filmmaking. Although this system
has been criticized over the years,* it has remained intact for more than 30 years and is well-
established with the American public.

The current categories for film ratings, as defined by the MPAA and NATO, follow:

G General Audiences - All ages admitted
Signifies that the film rated contains nothing most parents will consider offensive
for even their youngest children to see or hear. Nudity, sex scenes, and scenes of
drug use are absent; violence is minimal; snippets of dialogue may go beyond
polite conversation but do not go beyond common everyday expressions.

Recent examples: Chicken Run; Fantasia 2000

PG Parental Guidance Suggested - Some material may not be suitable for
children.

Signifies that the film rated may contain some material parents might not like to
expose to their young children — material that will clearly need to be examined or
inquired about before children are allowed to attend the film. Explicit sex scenes
and scenes of drug use are absent; nudity, if present, is seen only briefly, horror
and violence do not exceed moderate levels.

Recent examples. The Adventures of Rocky and Bullwinkle; The Kid

PG-13 Par ents Strongly Cautioned - Some material may beinappropriate for
children under 13.

Signifies that the film rated may be inappropriate for pre-teens. Parents should be

especially careful about letting their younger children attend. Rough or persistent

violence is absent; sexually-oriented nudity is generally absent; some scenes of

drug use may be seen; some use of one of the harsher sexually-derived words may

be heard.



children to see it. An R may be assigned due to, among other things, a film’s use
of language, theme, violence, sex or its portrayal of drug use.
Recent examples: Gladiator; Shaft; The Patriot; Me, Myself and Irene

NC-17 No one 17 and Under Admitted.
Signifies that the rating board believes that most American parents would feel that
the film is patently adult and that children age 17 and under should not be
admitted to it. The film may contain explicit sex scenes, an accumulation of
sexually-oriented language, and/or scenes of excessive violence. The NC-17
designation does not, however, signify that the rated film is obscene or
pornographic in terms of sex, language or violefce.

Recent examples: None

Each film assigned a rating other than G also receives a brief explanation for the film’s rating,
e.g., “Rated R for terror, violence and language,” or “Rated PG-13 for intense sci-fi violence,

some sexuality and brief nudity.”



As noted above, violence is one of the factors that CARA members specifically consider
In assigning ratings to the films they review. According to the MPAA, PG-13 films have no
rough or persistent violence, and the existence of such violence will cause afilm to be rated R.*®
Nevertheless, the Commission’s study of the ratings explanations indicates that CARA often
describes the violence in PG-13 films in terms synonymous with rough and persistent violence,
for example, as “intense,” “strong,” “disturbing,” “brutal,” “graphic,” “shocking,” “non-stop,”
and “pervasive.” These words are identical or similar to words often used to describe violence in
R-rated movie$! causing some to question the usefulness of the ratings for helping parents
distinguish the amount and kind of violence in PG-13 films from that in R-rated*filfarental
uncertainty over the violent content contained in PG-13 films is of concern because, as will be
described in Section Il of this Report, thedm$ frequently are marketed to children as young

as Six.

2. Review of advertising for content and rating infor mation

The motion picture industry’s self-regulatory system is the only one of the three examined
by the Commission that includes substantive review and pre-approval of advertising. For a film
to use the MPAA-trademarked rating, all advertising materials for a film, including all television
and radio commercials, print advertising, Web sites, and trailers (previews shown in theaters),
must be approved by the MPAA’s Advertising AdministrattoriThe Advertising
Administration does not approve advertising for products related to motion pictures, such as
action figures, toys, clothing, or other licensed products.

Review by the Advertising Administration is designed to accomplish two goals. The first
is to ensure the accurate dissemination of the rating symbol in all advertising for a film. MPAA
rules require that a film’s letter rating be displayed in all advertising. The Commission’s review
suggests that the Advertising Administration generally achieves this goal.

The Advertising Administration’s other goal is to ensure that the content of a film’s
advertising, regardless of the film’s rating, is appropriate for even the youngest audience. With
one exception described below, the MPAA requires the Advertising Administration to

disapprove advertising if it would not pass muster with most parents as suitable for young



children; that is, the content of the advertising must be the equivalent of a G-rated movie.*” A
film distributor that disagrees with the Advertising Administration’s decision regarding the
content of an advertisement can appeal the decision directly to the MPAA Pré&sident.

The Commission’s review indicates that the Advertising Administration is less
successful at meeting its second goal. Theatrical trailers illustrate the point. The Advertising
Administration approves two types of trailers, which, based on the Commission’s review of
studio media plans, appear to be the first widely disseminated advertisements for a film. The
first type, known as an “all audience” trailer, is for general audiences and can be shown before
any feature filnf® According to the MPAA, “There will be, in ‘all audiences’ trailers, no scenes
that caused the feature to be rated PG, PG-13, R, or N&-Th& second type of trailer is for
restricted audiences and can be shown only before films rated R or NC-17.

A review of materials submitted to the Commission suggests that, although the
Advertising Administration restricts the material allowed in all audience trailers, it does not
require the studios to remove everything that would cause a movie to be given a rating more
restrictive than G. Trailers are approved by the Advertising Administration and shown in
theaters long before a film is rated; consequently, for these “teaser traibtes Advertising
Administration has no way to know what will cause the raters to rate a film PG or Highedl.

CARA raters do not evaluate trailers or other advertising.



profanity are not acceptabl&,the Commission’s review shows that the television networks
sometimes require the deletion of certain scenes or restrict the airing of commercials the MPAA

had approved for general audiences because the advertisement is too violent.

C. I ssues Not Addressed by the Motion Picture Self-Regulatory System
1 Accessibility of reasonsfor ratings

The MPAA first integrated brief rating explanations — for exanfréged PG-13 for
intense horror sequences — into the rating system in 1980 According to the Association, these
explanations are as much a part of the rating as the letter syfmibieé MPAA sends these
explanations to newspapers for use in movie reviews and to theaters to enable box office
personnel to respond to questions from patrons. The MPAA’s NATO partners have requested
that the studios also place these explanations in adverfidingthe MPAA does not require this
information in advertising for movies and the studios do not include it in their ads. According to
the MPAA, typical newspaper ads do not contain enough space for the rating explanations to be
legible, given the other information that must be included in th&ads.

Recently, the MPAA and its members announced that print advertising would include a
reference to a Web site, www.filmratings.com, where people can find the ratings explanations
issued for individual film$* Although a step in the right direction, this approach requires
parents to seek out this important information rather than placing it at their fingertips in the ads
themselve$? moreover, many do not have ready access to the InférRetther, the Web site
reference is not included in all print ads and is not in advertising other than print ads, such as
television commercials or Web sites promoting individual fitns.

Consumer survey evidence suggests that parents want more from the movie rating system.
Although it appears that over 90% of parents are familiar with motion picture ratings and about

75% find the ratings useful,
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grounds that these ratings are merely cautionary warnings to parents.”® The industry notes,
among other reasons, that, “Many socially and artistically important films have received PG-13
and R ratings because they contain such depictions [of violence],” and that those filmmakers
have the right to draw as much attention to their work as possible — “even the attention of persons
under the age of 17, who are entitled to view such films with the permission and in the company
of their parents™

Although the motion picture industry does not have guidelines regarding ad placement, the
major television networks and the theaters do have restrictions or guidelines about where and
when film advertising is appropriate. Documents provided to the Commission suggest that
almost all the major television networks have guidelines governing the airing of commercials for
PG-13 and R films. In general, advertising for PG-13 films is evaluated on a case-by-case basis,
depending on the content of the ad and the film. Half the networks have policies limiting the
airing of ads for R-rated film®(@., to news and sports programs, or only after 9 or 10 p.m.); the
others evaluate these ads on an individual basis.

For the major theater chains, the prevailing policy, either written or unwritten, is to limit
trailer placement to feature presentations within one rating of the movie being promoted. That is,
the policy allows trailers for R-rated movies to be placed with R and PG-13 features, and trailers
for PG-13-rated movies to be placed with R, PG-13, and PG fe&tures.

Still, as discussed in the next Section of this Report, the Commission found that neither the
television networks’ nor the theaters’ placement restrictions are entirely effective in limiting

children’s exposure to advertising for movies generally rated for older audiences.

[1I.MARKETING MOVIESTO CHILDREN

A. Background

A central question the Commission was asked to address in this study is whether violent
entertainment products are being marketed to children. With respect to the film industry, the
answer is plainly “yes.” The Commission’s review indicates that motion picture studios
routinely advertise movies rated R for violence to children under 17 and movies rated PG-13 for

violence to children under 13.
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The marketing of amotion picture begins long before the film israted.” The studios exhibit
rough cuts of the actual film aswell asits core advertisements (trailers, TV commercials, and
print ads) to test audiences, and conduct detailed research on many aspects of the film. Movie
marketers choose audiences for these tests to meet defined demographics, including age
parameters set by the studios. They conduct advertising research to measure the interest-
generating potential of the advertisement, identify the moviegoers most attracted by the
advertisements, and determine the messages conveyed.

Media advertising for afilm also begins before the film is rated, or even completed. Six
months to ayear before afilm opens, teaser trailers appear in theaters and on the Internet.
Television commercials for summer releases may air during the Super Bowl in January.
Newspaper and magazine advertising and outdoor banners also appear months before opening.
Two to four weeks before afilm opens, studios may launch a massive media blitz designed to
saturate the marketplace. Because studio research suggests that most moviegoers learn about
new films through television advertising, it is the most important aspect of many motion picture
advertising campaigns.” The studios also use radio, print, outdoor advertising, the Internet, and
promotional activitiesto generate interest in afilm. During a campaign, studios receive industry-
wide tracking reports — up to three times per week — measuring the campaign’s success among

various age groups, including children aged 12217.

B. Marketing R-Rated and PG-13-Rated Filmsto Children

As noted above, the motion picture industry’s self-regulatory system does not restrict the
placement of advertising materials for R and PG-13 films because the MPAA takes the view that
children are appropriate targets for such films, so long as parental accompaniment or guidance is
provided. The marketing documents reviewed by the Commission indicate extensive marketing
—and, in many instances, explicit targeting — of violent R films to children under the age of 17
and of violent PG-13 films to children under 13.

Specifically, the documents show that 35 of the 44 R-rated films studied by the Commission,
or 80%, were targeted to children under® Media plans or promotional reports for 28 of those

44 films,”” or 64%, contain express statements that the film’s target audience included children
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under 17.”® Marketing materials for seven other R-rated films also appeared to be targeting those
under 17, though they did not expressly identify atarget audience under 17. The plansfor these
seven films were either strikingly similar to the plans that did expressly target those under 17, or
they detailed actions synonymous with targeting that age group (e.g., advertising in high school
newspapers or other publications with majority under-17 audiences, or otherwise promoting the
filmsin high schools).”

Studio records also indicate that youngsters under the age of 17 were included in some
marketing research activities. Thirty-three of the 44 R-rated films tested either arough cut of the
film or the film’s advertising on an audience that included teens und@rAlthough most of
this research was conducted on those 15 and older, research for eight R-rated films included 12-
year-olds, and research for at least one other R-rated film was conducted on children as young as
108

Promoting violent PG-13-rated films to those under 13, while not as pervasive, is not
unusual. Marketing materials for 20 films rated PG-13 for violence revealed that nine, or 45%,

targeted children 11 and youndeér.

1 Television advertising

R-rated films: Studio research shows that most moviegoers, and teens in particular, become
aware of movies through television. Accordingly, studio media plans detail massive television
campaigns. Of the 35 R-rated movies that targeted children under 17, studio media plans
indicate that 26 designed at least part of their television campaign around a target audience
including people aged 12 and above.

The studios repeatedly advertised films rated R for violence on television programs that
were the highest rated among teens or where teens comprised the largest percentage of the
audiencé® The plans sometimes referred to these programs as “teen-ori&nt&thén studios
targeted films to a particularly young audience, they increased significantly the frequency of

adveon those stail( Ziudiences, 06h)-1utail( (a)4s9

14



purchase advertising on local stations — a process referred to as “Spot TV buys” — on weekends,
and during the “early fringe” and “prime access” houes, after school and before prime-time
network programming begins at 8 p*m.

The studios advertised violent R-rated movies to children under 17 with cable television

15



trailer physically attached; other unattached trailers are sent to the theaters with a request that
they be shown with a particular feature. The MPAA and NATO have agreed to limit trailer
length and to require only that theaters play the attached trailer. Although unattached trailers are
played at the discretion of the theater, the studios exert pressure on the theaters to adhere to their
requests. Studios hire “trailer checkers” to verify that theaters are showing their Haitets,
theaters may be concerned that if they do not show the requested trailers, a studio might not book
a future hit feature with them.
In general, theaters do not show trailers for R- and
PG-13-rated movies before children’s animated features.

In 1989, NATO passed a resolution stating: “All trailers

16



language and crude sexual humor, and for some violent imageshaBdach (“Rated R for

violence, some strong sexuality, language and drug content”).

3. Promotional and “street marketing”

The studios use awide array of promotional activitiesto generate interest in afilm.
Although the majority of these activities are directed to a very broad audience, some are directed
to children.

R-rated films: One of the most popular methods the studios used to attract teensto R-rated
films was to distribute free passes to movie screenings and free merchandise related to the film
(such ast-shirts, tatoos, and mini-posters) at places where teens congregate. As one marketing
plan for an R-rated film stated:

[O]ur goal wasto find the elusive teen target audience and make sure everyone between

the ages of 12-18 was exposed to the film. To do so, we went beyond the media partners

by enlisting young, hip “Teen Street Teams” to distribute items at strategic teen

“hangouts” such as malls, teen clothing stores, sporting events, Driver’s Ed classes,

arcades and numerous other locations.

Although only one studio described this promotional device in such direct terms, all the studios
that provided details of their promotional activities used this tactic to attract’teens.

PG-13-rated films: Toys, children’s clothing, and fast food appear to be the primary
promotional methods for generating interest in PG-13 movies among children 11 and younger.
Three studios had licensing arrangements with toy and apparel companies for children’s
merchandise based on violent PG-13 films. Although these agreements are intended to generate
their own revenue as well as to generate interest in seeing a film, the marketing materials

reviewed by the Commission show they constitute an important facet of film prortfotion.

4, Radio and print advertising
Radio advertising, although used less extensively than television, was an integral part of
many advertising campaigffs. Marketing materials from five of the studios showed that radio
was particularly useful in attracting audiences undéf°1The studios also used print

advertising to target R-rated movies to teens. Magazines with majority under-17 audiences, such
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as Teen, Jump, YM, DC Comics Teen, or Marvel Comics, contained advertisements for numerous
R-rated films.’®* In addition, six of the studios used print media distributed exclusively in

schools -Planet Report and/orFast Times — to advertise R-rated movieBlanet Report is

published by a company that distributes posters and other promotional items to at least 8,000
schools, including high schools and elementary sch%oRast Times, a news and entertainment
magazine, is used as a high school teaching aid and often is assigned as mandatory reading to

high school student§?

5. Internet marketing

The motion picture studios also promote their films by establishing an “official” Web site for
each movie they release. Web sites generally have trailers for the movie available for
downloading and viewing, as well as background information on the film’'s cast and creators.
The studios include the address for the official movie site in virtually all print advertising and
also place banner ads on other sites that link directly to the official site. For the R-rated films
that targeted teens, the studios placed banner ads on sites with high teé?t usage.

An important feature of the Internet is that it provides another outlet to show trailers for
movies. Before widespread use of the Internet, trailers were limited to theaters. Now, trailers, in
addition to being available on a movie’s official site, also are available on numerous theater sites
and through aggregator sites, many of which are independent from the studios and provide
reviews and information about film$.

The proliferation of trailers online presents some obvious problems: “restricted trailers,”
those with content the MPAA has determined not to be acceptable for “all audiences,” can easily
be accessed by children under 17; in addition, the strong content contained in some “all
audience” trailers is also accessible on the Internet by those under 17. The Commission’s review
found restricted trailers fagkmerican Pie andRoad Trip posted on official Web sites that can be

accessed as easily as “all audience” trailers by children und®r 17.
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Box Office Enforcement
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office, photo identification of unaccompanied young patrons seeking admission to R-rated

films.1%

Despite these enhanced efforts, an undercover shopper survey of 395 theaters conducted for
the Commission in May through July 2000 found that just over half of the theaters enforced the
age restrictions at the box office. Theaters refused to sell tickets to R-rated moviesto
unaccompanied 13- to 16-year-old children 54% of the time; youngsters successfully purchased
those tickets 46% of the time. The same percentage of theaters that did not admit
unaccompanied children (54%) also posted information about the rating system or theater
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consent to rent R-rated videos is presumed and parents must opt to place restrictions on the
account.** Another large retail chain follows a discretionary policy: it givesindividual stores
autonomy in deciding whether to permit the rental of R-rated movies to minors.*

Although renting R-rated videos usually requires a degree of parental involvement, the direct
purchase of such videos often does not. Home videos are sold at awide variety of locations,
ranging from specialized video stores and small convenience stores to large discount merchants,
supermarkets, and the Internet. The Commission reviewed the policies of eight major retailers
that sell home videos at traditional “bricks and mortar” stores. Only three of these informed the
Commission that they have policies restricting the sale of R-rated videos to children under 17.
These three retailers also rent videos, and thus may be more attuned to the issue of parental
consent in this area.

All of the online retailers contacted by the CommisSfgorovide MPAA ratings

information*’ However, these same retailers generally do not have express policies restricting
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B. Operation of the Music Recording Labeling Program
1 The labeling process
The parental advisory label is black and white, measures 1" x 5/8" and says “Parental

Advisory, Explicit Content.”

Unlike the film and electronic game self-regulatory systems, the recording industry labeling
program does not have a rating board to determine which music recordings should display the
parental advisory label. Nor does the RIAA provide standardized procedures or other guidance
as to when a recording should display a parental advisory. Instead, the decision is made by each
company for its own products. According to the RIAA, with about 60,000 recordings released
each year, the artists and recording companies themselves can make the labeling decision most
efficiently. In addition, the RIAA believes that because the parental advisory label is meant to
flag for parentany potentially offensive material, it makes sense for a “sensitive and
sophisticated” labeler at each company to make the labeling de@sibherefore, to report on
the labeling process, the Commission reviewed the practices of the five major recording
companies.

According to the recording companies, the decision to label is subjective, and often made on
a case-by-case bast’.None of the companies has adopted written policies or guidelines
defining “explicit” content in music and none memorializes why a particular recording received
the advisory®

One company reported that its employees, often in partnership with the artists involved,
make “good faith judgments about what kinds of lyrics and depictions parents might find
offensive, because of racial epithets, vulgarities, curse words, sexual references, violence, and
drug descriptions.” Another company evaluates the content of every recording on the basis of
various factors, including, but not limited to: explicit exhortations of sex, violence, illicit drug
use, or suicide; exhortations of violence against any specific named real person or peace officer;

offensive language generally and use of objectionable words; overall impression, including

23



generally nihilistic world view, pervasive misogyny or racial/minority stereotyping. “The
ultimate judgment call of whether the content of a recording warrants the [parental advisory
label] is made in light of the message and identity of the artist, the current social climate, and,
perhaps most importantly, straightforward common sense,” the company said.

Documents from the three remaining companies suggest that they evaluate the content of a
recording based on a cursory review of the lyrics. According to these companies, they may
decide to label a recording as soon as they hear a number of expletives on one song, without
listening to an album’s entire contéfit. One company explained that because the RIAA system
involves a single label, a more thorough analysis is unnecessary, and that “the process is not
distinctly tailored to differentiate among ‘violent content,” sex, language, or any other reason as
the basis for stickering'®

If a company and/or an artist determines that a recording contains explicit content, the RIAA
recommends using the label on the packaging of all cassettes, CDs, vinyl records, and music
videotapes® According to the RIAA, the label should measure 1" x 5/8" and should be part of

the permanent packaging under the cellophane shrink wrap, rather than a peel-offsticker.

2. The use of the advisory label on packaging
The Commission’s review of the packaging of 55 top-selling CDs that bore the parental
advisory label indicates that the recording companies do not uniformly follow the RIAA’s
suggestions for using the lald&l.In one company’s case, 91% of the CD labels met the RIAA
labeling parameters; in another company’s case, none of the CDs — 0% — was labeled according
to RIAA suggestions. The Commission noted the following:
> The advisory labels on 27 of the recordings (50%) met the RIAA
recommendations for size, placement, and format.
> The labels on 41 of the recordings (75%) were incorporated directly into the CD
packaging; the labels on the remaining 14 CDs (25%) were removable stickers

attached to the CD case.
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A total of 10 of the removable stickers provided other information about popular
songs on the CD in and around the advisory, tending to obscure the message on

the advisory.
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an edited version. The decision to create an edited version, this company said, also “may turn on
the practical consequences of editing. . . .[A]n edited version may not be produced if the editing
process would eliminate the preponderance of the Iyftts.”

Although the lyrics on the two versions may vary, the CD packaging often does not, except

that the explicit version bears the parental advisory label. When the CD packaging itself contains
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disclosure on the packaging of a CD, cassette, or album (see next section for recently-announced
changes).’® The labeling program has not addressed the advertising of explicit recordings, either
in terms of whether the advisory label should appear in advertising or whether the recording
companies should limit where they place ads for labeled recordings.*®

The Commission’s review of the music advertising submitted by the recording companies
and by eight major music retailers shows that, while some ads for explicit recordings display the
advisory, ma