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Abstract

This research will discuss the literature on th@a@f commercialism and marketing
in schools from an international perspective, wiitie consideration given to the
educational and marketing views and ethical issuaslved in marketing to children
in schools.

It will analyse teachers’ awareness of, and opiniom the use of commercially-based
schemes and materials in primary schools and #otiral use of such schemes and
materials.

It will consider children’s awareness of commeraelivity in their own schools and
any relation this may have with the attitudes @f ¢hildren in the schools.

The research will also discuss the Campaign for @emial Free Education and
recent developments made in education in relada@ommercial schemes and

materials, with particular reference to the campaig
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1. Introduction

This research will address four broad questionsséhare:

1. How aware are teachers of commercial activitieth@ir schools?

2. What are teachers’ opinions of this commercialay®

3. How aware are children of commercial activity ieithschools?

4. What is the current climate in Ireland in relattorcommercial activity in

schools?

| chose to research commercial activities in schdmcause although | have been
teaching for only two years, | am strongly awarghef amount and range of
commercial activity in my own school. | am alsoadhxed in the Campaign for

Commercial Free Education, which will be discusikether in the research.

The research will discuss international perspestos advertising to children in
schools from an educational and marketing poini®iv, current practice in lrish
schools in relation to commercial schemes and naddéeand the current move to
create learning environments free from commeratVigy with the establishment of

the Campaign for Commercial Free Education.

Commercialism in Irish schools has been arouna fi@iatively long time. For
example the Texaco Annual Art Competition, is veslfablished, since 1955

(http://www.texacochildrensart.com/about.sHtml

Anecdotal evidence suggests that the last ten yeaes seen a significant increase in

the amount and nature of commercial activity in sehiools.



Commercialism in Education has become an internaticause for concern,
particularly in the last decade, and so more cutivelaesearch has been undertaken

into it.

As there has been no body governing commercialigcin Irish schools, exact
figures are not available to indicate the percemiagrease in such activities.

Tesco Supermarkets are possibly one of the begtlested commercial ‘sponsors’ of
primary education — filling in the gaps left by suh government funding. They have
been providing schools with computers since 199&xchange for tokens collected
with of shopping, when ICT was the big buzz woml anore recently, and in
response to the growing debate and concern reggetiiftdhood obesity and diabetes,
with their Sports Equipment for Schools incentighemes. Again, with the Sports
Equipment for Schools scheme, Tesco are fillingftimeling gap left by the cut of
Department of Education and Science grant for Rhay&ducation in 2002, just three

years after the introduction of the Revised Cuttoy 1999.

In recent months however, there has been a mostealtenge commercial activity in
Irish schools, with the founding of the Campaign@mmercial Free Education.
Since October 2005, the campaign has monitoredij&eal and challenged
commercial schemes and materials in Irish schpaldicularly primary schools, as

its core base consists of primary school teachers.



2. Literature Review

This chapter will review and discuss the literatoinecommercialism in education,
from an educational and marketing perspective mecul times. It also considers the
ethical issues of marketing to children in schoblach of the literature referred to is

American and Australian based and also web-based.

2 a. The educational perspective

O’Brent and Lunden (2005: 11) describe commerciabis happening

...whenever a district enters into a relationshighvaitousiness that provides that
business access to students in exchange for sga®tyfiscal or in-kind resource
(e.g. money, goods, or services).

Commercialism in schools is not a new phenomenowgklier, but one that has raised
many issues of concern in recent years.

Research into commercialism in education is aiveBtnew field of study, and much
of the study that has been conducted has been bagezlUnited States and
Australia, where commercialism is of particular cem in education. There has been
little study from an educational perspective inbonenercial activity in schools,
primary or second level in Ireland, until the preisgme, when anecdotal information
suggests that many people are undertaking smd#-stadies, as part of third level

courses.

Marketing companies, on the other hand, have ttantial backing to conduct
research on how best to get their message to ypeogle — through television
advertising and through schools. A comp&aRgal Event Solution®ased in Cork,

organises events and competitions for companisshinols and communities.



Included in their portfolio are Coca-Cola, Hewktckard, Le Crunch Apples and Pot
Noodle among others.
The company is described on its website as being

...a dynamic educational event management companyffeas clients unique and

engaging ways of building brand awareness withénytbuth market
(http://www.real-event.ie/services.ht2006).

Iconis (2003,

http://www.findarticles.com/p/articles/mi m0816/& 20/ai 100171296

found that,

As far back as the 1920's, a time of emerging coresugoods, Ivory Soap sponsored
school soap-carving competitions.

Since the 1990s, research has been conductedhetmmmercialisation of
education. Much of this research has been doreeituhited States and Australia. It
is clear from the educationally based researcHablaithat commercial activity in
schools is not accepted by educational academich,as Molnar.

In the American context, Alex Molnar of the Commalism in Education Research
Unit (CERU) at Arizona State University (ASU) haseln conducting annual research
into trends in commercialism in schools. The CERU i

...guided by the belief that mixing commercial adtas with public education raises
fundamental issues of public policy, curriculum @, the proper relationship of
educators to the students entrusted to them, andaibies that the schools embody
(CERU, 2005http://www.asu.edu/educ/epsl/ceru.htm

Molnar’s research has found a 473% increase in gential activity in American
schools since 1990 (Molnar and Reaves, 2001: 2).

Molnar has conducted annual research into comnidreiads in American schools
since the 1990s (the first report was publishetdi®8 and was an analysis of trends
in commercialism from the early 1990s onwardshiBreports, he categorises eight

types of commercial activity in schools.



The Campaign for Commercial Free Education, thraughitoring commercial
schemes and activities, has identified two of tleegegories as being the most

prominent in lrish primary schools.

These are:
Incentive Programs—

0 ...that provide money, goods or services to a stydehbol or school district
when its students, parents or staff engage in cifggbactivity (Molnar and
Garcia, 2005: 4).
Examples include token collection in return forra-ppecified value of
shopping in particular supermarketd@ spend in exchange for one
token).

o Examples of current and recent schemes — TescatgpQiers for

Schools, and Sports Equipment for schools and Sah&s Kids in

Action.

Sponsored Educational Materials (SEMs)

0 Materials supplied by corporations or trade assiotia that claim to have an
instructional contenfMolnar and Garcia, 2005: 6).

0o Examples include Spar Kids, Renault’s Seatbelti8teserd Ariel's

Stain Removal Science Kit.

In 1991, the Department of Education and Sciersgeis a circular stating

The Minister requests that schools consider cdyefiié implications of allowing any
situation to develop which would result in pardmeng put under undue pressure to
purchase a particular product....The Minister requtsit school authorities
following, consultation with staff, to formulate reagd school policies in relation to
commercial promotionéCircular 38/91).



The Department had also issued two circulars poidhis (Circular 23/84 and
Circular 7/87). In consideration of the significahtanges and advances that have
occurred in commercial activity in Irish schoolschk a statement appears somewhat
outdated. It does request school authorities teldgvpolicies but offers no

guidelines on such policies and no enforcemertiisfrequest.
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2 b. Ethical issues:

Ethical and moral issues are raised when it comasltertising to children in
schools. O’Brent and Lunden (2005: 13), summalisesthical issues involved posed
by critics. They found that “school commercialissrjoften] unethical.”

Philip Adams, Australian broadcaster, social comiaien and former advertising
executive

terms the use of schools to sell products to coessiies ‘corporate paedophilia’, his
term for ‘the mass molestation of the innocentsmaghty corporations turn
youngsters into economic unitenway & Bullen, 2003: 91).

Amongst the ethical arguments against schoolhooiserercialism are the following:

- Children are a “captive audience” in schools (Lar2002,

http://www.ericdigests.org/2003-1/schools.htm

Education is compulsory. Children are obliged by ta attend school. They
cannot escape commercial activity or materialshosls if their teachers

decide to participate. There is no “audience erggiilien, 2005: 90).

- “Commercial activities often promote unhealthy prog” (O’'Brent and
Lunden, 2005:13). In an age when obesity is a grgwoncern, 49% of
women and 66% of men in Ireland are either overatedg obese
(Food Safety Promotion Board, 2005,

http://www.safefoodonline.com/article.asp?articlBiy

- The Report of the National Task-Force on Obesiigl{IMedical
Organisation, 2006: 1) finds that childhood obek#g become a “global

epidemic”, and that “childhood obesity has increktbeeefold since 1990”.
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Much has been done to change television advertaimgd at children, but in

Ireland, there are no policies on advertising imosds.

Commercial materials “masquerade as educationamat, activities or

programs” (Larson, 2002¢tp://www.ericdigests.org/2003-1/schools.htm
Many companies have educational materials prodanetieir behalf, which
are intended for use in schools. In the curremate of concern about obesity
in this country, many companies are producing netewith content on

healthy eating, e.g. Spar.

Commercial activities in schools often “take plagéhout the informed

consent of parents” (Larson, 200&tp://www.ericdigests.org/2003-

1/schools.htn When a teacher decides to use sponsored eduglatiaterials
bearing a company’s logo, or enter her class irtorapetition, parental

consent, or even knowledge is not required.

Dodd and Miller (2000: 32), on behalf of the US ®@mment Accounting
Office, reported to Congressional Requesters that,

Some commercial activities generate more monegdbools than others do,
and the same type of activity generates differemiunts of money for
different schools or districts.

Thus, in the case of Irish schools, commercialntive schemes, such as
those run by Tesco and SuperValu discriminate atjgmall schools, rural
schools and disadvantaged schools, who do notthavechool population or
the financial backing of families to collect enougkens to gain worthwhile

equipment and resources.
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“Commercial activities supplant traditional reveraources” (O’'Brent and
Lunden, 2005: 13). It is of great concern that esgovernments are
spending less and less on education and privatpa&oies are filling the gaps
in funding, particularly in the areas of ICT andyBieal Education. Despite a
large budget surplus of 6.7 billion euro in Irelan®004, spending on
education has dropped from 4.7% to 4.1% since 18&3rding to OECD

figures (Healy, 200%ttp://www.tui.ie/Press%20Releases/PR051115)atml

Schools also face constrained budgets and lim@sdurces, making them
increasingly vulnerably to business “partnershipgdjcally entered into in
order to buy technology..(Boyles, 1998: 4).

This is a view held in the research of many otheush as Klien (2005) and

Molnar (2005).

According to Kenway and Bullen (2003: 102),

These pressures have created a conflict of intbetsteen schools’ mandate
to educate, and their moral and ethical dutiegdtept children from
exploitation by consumer culture. Corporations h@aeognized and taken
advantage of the dilemma.

Children,
particularly those at elementary level have yetaeelop the literacy skills
necessary to discern critically commercial messé@Brent and Lunden,
2005: 13).

Beder (1998http://www.uow.edu.au/arts/sts/sbeder/children.harjues that

there are questions about the ability of childreiyeung to understand
advertising and its intent and not be deceivedraadipulated by it.

She finds that
experts say that children don't understand persai@sient until they are
eight or nine years old and that it is unethicahdwertise to them before
then.
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2 c. Another perspective — the corporate pointofv  iew

Children, particularly the tweens (those aged §dars), are invaluable in the
consumer market (McDougall & Chantrey, 2004: 9) DMagall and Chantrey
conduct a large annual research project with 1@gb@idren in 35 countries. Their
research (2004:10) found that

...not only do children influence the brands they Banthemselves and the ones that
are bought for them like breakfast cereals ordoftks, but they also influence many
expensive household purchases.

One of the most expensive household purchasegehilthve been found to influence
is cars.

Von Hoffman (2005http://www.cmomagazine.com/read/040105/little_spridm)

found, in a study conducted by J.D. Power and Aases for Nickelodeon, that

62 percent of parents now say their children ‘a&dyiyarticipate’ in car buying
decisions.

The television advertising based on these staigibecoming more and more
prevalent, with many car advertisements now beimgd at children and including

child actors.

Beder (1998http://www.uow.edu.au/arts/sts/sbeder/children.hfinds that

“children represent three different markets”. Cteld may spend the money that they
have themselves, they influence the spending @rmsyand they are the future
market. If marketers can reach children at a yagey they may have a customer for
life. Beder comments that

advertisers recognise that brand loyalties andwuoes habits formed when children
are young and vulnerable will be carried throughdalthood

So, what better time to reach your audience thagnvwhey are children?
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Corporate Social Responsibility (CSR) has beconieareasing importance to
marketers in recent times. Businesses want todre tsebe doing their best for the
community, and their customers or potential custsira an article imhe
International Journal o f Advertising and Marketit@ Children Bruce Nixon (2004:
21-22), a management consultant, finds that Baogt€s (a former director of the
World Development Movemémdentifies three levels of corporate respongipili
These are:

1. Saving money through ethical practices (e.g. réegchvoiding prosecution).

2. Ensuring that the company and its products dort’'vdjied by taking actions that
improve corporate reputation and protect brands.

3. Acting in a socially and environmentally responsiblay because it’s the right thing
to do.

As CSR has become more important, many companiesjbamed a charity called
Business in the Community.
Business in the Communitya unique independent business led charity whose
purpose is to inspire, engage, and support andecigel companies, to continually

improve the impact they have on socid$ITC, 2006,
http://www.bitc.org.uk/about_bitc/index.htjml

Business in the Communiiyas established in Great Britain in1982 at a tohkigh
unemployment. The IrisBusiness in the Communityas founded more recently in
January 2000 and describes itself as

the only business-driven network in the countrycggdising in corporate

responsibility and community involveme(BITC, 2006,
http://www.bitc.ie/backgroundcontact.htm#Aboytus

Business in the Community, Ireland, currently haseanbership of 30 high profile
companies. Members’ charitable donations are taxdééle (BITC, 2006,

http://www.bitc.ie/memberspartners.htm#WhyJoin

Of these companies, seven have been presenthrsti®ols in one way or another

since the current school year began. These congpanmkide Ulster Bank, Coca-

15



Cola, AIB and Tesco. Schools are an invaluableuesoto companies, particularly
when it comes to brand promotion and awarenesstaagdting consumer groups.
In an article inThe International Journal of Advertising and Maiketto Children
Geraci (2004: 13), through interviewing 878 peofbeind that,

On average, those working in companies that mamagtucts and services to young
consumers feel that it is appropriate to begin gbieg to children at the age of
seven.

This is in direct conflict with the ethical view$ Beder (1998) and O’Brent &
Lunden (2005), as argued above. Geraci’'s studyemakien by Harris Interactive in
conjunction with the Kid Power Xchange (Geraci, 2001), also found that those
interviewed feel that “...young people can view adigerg critically at age 9.1”, and
“...can effectively separate fantasy from realitymedia and advertising at age 9.3,
and furthermore, respondents felt that it is ndi time age of 11.7 that children “can
make intelligent choices as consumers” (Geraci42@8). The study also found that

pester power is a strong marketing tactic.
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2 d. Conclusion

Recent years have seen a major shift in thinkingrapeducationalists regarding
commercial activities in schools, and the Irishtegsis just catching up. The concern
in America, and it is a growing concern in Irelarsithat if the issue of
commercialism in schools is not tackled, and tatkigh force, more than ‘public
schooling’ will be lost. As it stands, in Amerighere are schools that have sold
exclusive rights to companies such as Coca-Col&Papdi — and so we have Coca-
Cola and Pepsi schools.

Giroux (1998 http://www.henryagiroux.com/online_articles/busimesducation.htijn

believes that there is more at stake. He argués tha
There is also the issue of how individual achievenieweighed against issues of
equity and the social good, how teaching and legrget defined, what sorts of

identities are produced when the histories, expegs, values and desires of students
are defined through corporate rather than demacidgals.

The research of educationalists expresses corftareducation is being
contaminated by the marketing message and the dbrgmof learning”, as outlined
by Naomi Klien (2005, Ch. 4) and Henry A. Girouwd(®: 83), who argues that
One of the most important legacies of American jpuddlucation has been providing
students with critical capacities, knowledge, aatligs that enable them to become
active citizens striving to build a better demoicrabciety. Within this tradition,
Americans have defined schooling as a public gombeafundamental right. Such a

definition rightfully asserts the primacy of demaiic values over corporate culture
and commercial values.

This legacy is mirrored also in the Irish Primagh8ol Curriculum. One of the defining

features of the Curriculum is that

It enables children to function effectively in aaclging society and to cope
successfully with the demands of modern litedgcation and Science, Dept. of,
1999a)

Corporate and commercial influences are, withowttioa demand of modern life.

The Social, Personal and Health Education (SPHE)&ilum encompasses a strand

17



on Media Education which objectifies that childrbg,the time they leave school in

6" class would be enabled to

0 identify the audiences at which different aspetthe media are aimed;

0 become aware of the different forms of advertisitggpurpose and the messages
it promotes;

0 become increasingly critical and discerning intres/own attitude to advertising
and the techniques used to promote products,tifessand ideagEducation
and Science, Dept. of, 1999b)

The Primary School Curriculum does not endorse ceroial messages and
influences — merely states that children shouldrmbled to be aware and critical of a

variety of media.

Research and articles from a marketing and adiregtjgerspective suggest that
thought and consideration has gone into the etfiosarketing to children, in and out
of an educational setting, but that as childremeggnt such a valuable market, to

target them in school settings is necessary, aed elvious practice.
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3. Methodology

In this chapter, the design of the investigatioautlined in detail and the methods

employed are described.

3 a. Design of the Investigation

The investigation consisted of three elementse#-tompletion questionnaire”
(Miller and Brewer, 2003: 250) for teachers frometh schools in Dublin; a focus
group with children in each of the three schoats} the participant observation of the
development of the Campaign for Commercial FreecEtion.

The sample was opportunistic and was restrictetbsignated disadvantaged schools
in Dublin to control such variables as social ecormostatus.

A more qualitative approach was adopted to endlgledsearch to consider deeper
the attitudes of teachers regarding the phenomehoommercial activity in primary
schools. As Miller and Brewer (2003: 193) state

The qualitative approach is based on intensiveystichs many features as possible
of one or a small number of phenomena. Insteadmdensing information, it seeks to build
understanding by depth...

3 a. (i) Description of the questionnaire

A self-completion questionnaire was chosen because
it enables the collection of large quantities diadeaom large numbers of people. This
can be done relatively easily][and]because each respondent is asked exactly the
same questions and in the same way, the resparmeshsgh on reliability(Miller
and Brewer, 2003:253).
All questionnaires were distributed through onehea in each school and collected
through that teacher. Twenty seven questionnaisge wistributed in total and

eighteen were returned. School 1 returned fiveirod questionnaires; School 2
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returned nine of twelve questionnaires; Schoolt@rned four of six questionnaires.
The overall return rate was 66%. Refer to Apperdigr sample questionnaire
The questionnaire included both open-ended an@dlgsestions. Closed questions
were used as they
...have an advantage in that they are more straigimaird to answer and the
responses are easier to cqiller and Brewer, 2003: 250).
Open-ended questions were used as they

...give the respondents the opportunity to give aswam to the question in their own
words. Open-ended questions have an advantagatithgy allow for elaboration in
a response and so can provide insights into thaimgawhich respondents attach to
their actions and beliefMiller and Brewer, 2003: 250-251).

Responses have been coded, using Microsoft Exaetlier to establish qualitative

data.

The questionnaire consisted of three sections.

Section 1 aimed to establish some background irdtiam on the teacher and the
school - class, class size, type (boys, girls, ixechool size and status through six
closed questions. The section included questiorscbaol and class size and type.
The section did not ask respondents to specify g&easl this was not of issue in the

research.

Section 2 aimed to establish teachers’ awarenessnofercial schemes and
materials in their schools and classrooms, theige®f commercially produced
educational materials and their involvement in carsially based incentive
schemes, such as those run by supermarket chasee &ad SuperValu. The section

consisted of five questions.
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Section 3 aimed to establish teacher attitudesoaimdons on the commercially based
educational materials and schemes, the relevamntessihemes and materials to the
1999 Revised Primary School Curriculum and thegmes of logos on commercially

based materials.

3 a. (ii) Description of the focus groups

The research included children because as MilldrBrewer (2003: 29) argue, with
reference to the 1989 United Nations ConventiontherRight of the Child, children

...nhot only have the right to articulate their opimsoon issues which affect them but
they have the right to have their views listened to

As the issue of commercialism in schools is aimedrad directly affects children, the
research deemed it not only appropriate, but nacgs$s include the voices of

children.

Focus groups with children were chosen because
...consideration must be given to finding appropridta collection methods that are
respectful and fair to children and allow them fdirticipation in the research
(Miller and Brewer, 2003: 30),

and becausfcus group techniques
could be used to elicit children’s views and opisdn a peer supportive environment
(Miller and Brewer, 2003: 31) where the interaction within the focus group can

sometimes stimulate new thoughts from respondesftecting and sharing
information(Miller and Brewer, 2003: 122).

The focus groups from two of the schools consisfetf’ class children. The third

focus group consisted of'&lass children. The research also aimed to deterihi
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there is any difference in children’s’ ability tatccally discern advertising between
children ages 9 and 10 years and children ageshd 12 years.

The focus group interviews all took place in qaietas of the school, where
interruptions would be minimal. There were intetrops in two of the three focus
groups. In School 1, the lunch bell sounded ovetlitkercom, and in School 3, a
teacher entered the room, but left promptly.

Each focus group was of approximately twenty miauteration.

There were five children in each focus group, chdsetheir teachers on the basis of
their ability to talk and respond to questions.

In order to protect the children’s identities aedagnise their voices in order to
transcribe the interview tape, the children in g and 2 chose code names that
they stated before responding to a question. Théreh in group 3 were from my
own class, so did not need code names for voiagreton. Initial letters were used
in interview transcription.

The order of questions in focus group interviewy i@ found in Appendix 2 and a
sample of transcript may be found in Appendix 3

Questions 1-3 asked the children about pocket mandypersonal spending.
Question 3 served a dual purpose: it aimed to kstathildren’s brand preferences
and to lead up to the somewhat unusual questitimeaffavourite supermarket.
Question 18 served a similar dual purpose: it aialed to establish brand preference

and help children understand the meaning of ‘Idggibre posing Question 19.
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3 a. (iii) Description of the observation of the Ca  mpaign for
Commercial Free Education

The final methodology used in the research wasrghten and the tracking of the
issue of commercial activity in Irish schools. Thisservation and tracking began last
October, with the founding of the Campaign for Coenoal Free Education, and
finished with INTO annual Easter Congress 2006.

The method of observation used was “overt partimpaobservation”. This method
was employed in the research because | am an awéwgber of the Campaign for
Commercial Free Education, and as argued by Maltet Brewer (2003, 213)

With participant observation data obtained as alre$ watching the phenomenon
under study is augmented by data generated thriotigispection on the part of the
researcher. That is, by the observer reflectingit®rnal experiences arising from
doing and sharing the same everyday life as thodenthe study, a process
sometimes called ‘auto-observation’. In this wagtadcollected by participant
observation are not external stimuli unaffectedhwyintervention of the observer: the
experiences, attitude changes and feelings oftikerger form a central part of his or
her understanding.

The observation of the Campaign for Commercial lHéecation (CCFE) occurred

from the founding of the Campaign in October 209%e 138 Annual INTO

Congress in Killarney from 1'to 19" April 2006.

Overt participation observation took place at pevand public CCFE meetings and at

the INTO Congress.

CCFE publications can be found in appendices 45and
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4. Data Analysis

This chapter analyses the data gathered througbfubke three methods outlined in
the previous chapter. It will examine and discumseatations between teacher and
pupil responses within the same school and distiesdevelopments of the

Campaign for Commercial Free Education.
4 a. Questionnaires

4 a. (i) Teacher awareness of commercially-based ma terials

This section will examine teachers’ general awaserd commercial schemes and
materials, and specific awareness of school-baseunercial schemes and materials
from given companies (Refer to Appendix |: TeadQeaestionnaire).

When askeHow aware are you of commercial schemes and nedtem your
school?’eight of eighteen teachers say that theyaarare and a further six say they
arevery aware Two teachers say they ayaite aware one says shgoesn’t know

muchand a further one teacher says hedsaware (See Table 4a (i) 1)

Table 4a (i) 1

Awareness of schemes and materials

@ Don't know much
m Aware

O Quite aware

O Very aware

B too aware
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Of the five teachers who responded in School 1,satys sheloesn’'t know mughwo
say that they araware one says she guite awareand a further one says she/&sy
aware

Of the nine respondents from School 2, one saysisfiuite aware five say that they
areawareand three say that they arery aware

Of the four respondents from School 3, one sayssshware two say that they are
very awareand one says that het@ aware

The responses indicate that the teachers in Sdhioave the lowest level of
awareness of commercial schemes and materialgiinsitthool and that School 3’s

respondents have the highest level of awareness.

Image 4a (i) 2:The Seatbelt Sheriff (National Safety Council, 2006

Renault cars run a campaign in association witiNdgonal Safety Council. The
campaign is aimed at children in first class andeiaded by an attractive cartoon

character called the ‘Seatbelt Sheriff’ (See Iméadi) 2). The aim of these materials
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is to “make sure everybody in the car wears trestiselt on every trip” (National

Safety Council, 2006).

Table 4a (i) 3

Awareness of Renault Seatbelt Sheriff road safety m  aterials

@ Not aware at all
=]

O

O

m Very aware

12

Table 4a (i) 3 shows the responses of teachers asi@d how aware they are, on a
scale of 1-5 (where 1 it aware at alland 5 wawery awarg, of commercial
materials from Renault. As the table shows, twébaehers answer that they aa
aware at all Four of these teachers are from School 1, fiegfrmm School 2 and

three are from School 3. Only one teacher in Schaotlicates 3 on the awareness
scale of 1-5. In School 2, four teachers indicat®vieen 3 and 5 on the awareness
scale. Of these teachers, three teach infant cl@asgkone teaches first class (at which
the materials are aimed). One teacher in Schaudi8ates that he igery awareof

the materials. This is d"%lass teacher.

In 2002, the Department of Education and Scient¢heugrant to primary schools for

Physical Education. In March 2003, McDonald’s Ireldaunched it€atch and Kick

programme in association with the GAA. McDonald’s
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issued 3,000 primary schools with footballs, puntyiss, cones and kit bags as well
as coaching manuals, score charts and assessnided.GCFE, 2006,
http://www.commercialfreeeducation.com/evaluatiomsionalds gaa 2003.h
tm).

All equipment bears the McDonald’s logo.
In a statement to the Sunday Business Post on 8dsh2003, Will Cooke,
McDonald’s Ireland’s head of operations said
We need to encourage children to get off their baigls and get into sport. That's
what our deal with the GAA is all about. We're hereell a product and there's

absolutely no denying thafO’Mahoney, 2003,
http://archives.tcm.ie/businesspost/2003/08/24y/S#B866536.a9p

In an article in the Irish Examiner on 4 August 206hief executive of the Irish Heart
Foundation,
Mr O’Shea said a survey of 510 school principasasgd 92% disapproved of

promotions for Coca-Cola and McDonald’s in scho@écEnroe and Ring, 2004,
http://archives.tcm.ie/irishexaminer/2004/08/04fg1@1128065.a9p

Two thirds of respondents in the three schoolstipre=d in the research say that they
arenot aware at albf McDonald’s equipment (See Table 4a (i) 4). Ehoéthese

teachers are from School 1, seven from School 2wodrom School 3.

Table 4a (i) 4

Awareness of McDonald's equipment

O Not aware at all
=]

m|

m|

12 m Very aware
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It may be deduced that because 92% of primary $ghowipals surveyed

disapprove of such promotional material as refetogareviously, and principals are
the ultimate decision makers with the Boards of Mgament in schools, that this may
be a cause for teachers’ lack of awareness of lsigbhprofile branded materials that

were made widely available to schools.

Image 4a (i) 5SMcDonald’s Catch and Kick Launch (Cumann an mBuits2006).

When asked how aware they are of commercial médr@m Spar and Dunne’s

Stores supermarkets, respondents report quitendisant lack of awareness.

Eleven of eighteen teachers say that theynateware at allof commercial materials
from Spar (See Table 4a (i) 6). Two report baeiegy aware four indicate 3 on the
scale of 1-5, and one person indicated 2 on thHe.sca

The materials in question are a resource for teadbdeach healthy eating habits to
children in the classroom and include a teachek pait lesson ideas, and posters.
The pack includes reference to all SPHE Curricustirands. All materials bear the

Sparlogo and a character named ‘Sparky’ (See imad@ Za
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Table 4a (i) 6

Awareness of Spar Healthy Eating Materials

@ Not aware at all
=]

m]

m]

m Very aware

Image 4a (i) 7Sparky (Spar, 2006)

With regard to Healthy Eating Materials from Durm&tores, twelve of eighteen
teachers say that they aret aware at all Two teachers each indicate 3, 4 and 5 on
the awareness scale (See Table 4a (i) 8). A sigmifinumber of teachers in each

individual school indicated that they weret aware at allof the materials.
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Table 4a (i) 8

Awareness of Dunnes Stores Healthy Eating Materials

@ Not aware at all
=]

O

O

W Very aware

12

Table 4a (i) 9 refers to the level of awarenesshes report in relation to Texaco. As
discussed in the introduction of the researchT#»eaco Art Competition is a long-
standing competition in Ireland, established in3.9%s this competition is so long in
existence and generations have participated amé,might expect that teacher
awareness of it would be higher than indicatecinet 4a (i) 9, which shows that ten
of eighteen teachers say that thersoeaware at allof it. Many of the teachers who
responded are in their twenties, and it may be dedithat newer teachers to the
profession are less aware of the competition.

Table 4a (i) 9

Awareness of Texaco Art Competition

O Not aware at all
=]

O

10 O

m Very aware

30



Table 4a (i) 10

Usage of Commercial materials (2)

Number of teachers
o [l N w £ ol (o))

B Y

[]

Seatbelt Dunnes  McDonald's Crest AgriAware  An Post Jnr. Dublin Bus  Ulster Bank
Sheriff healthy GAA toothcare  colouring healthy ~ Achievement pencil case pencil case
eating eating

Colgate
toothcare

Table 4a (i) 10 shows teachers responses when ddfed you used commercial
materials (e.g. Renault's Seatbelt Sheriff roagsapacks from any companies?’
As discussed earlier, six teachers said that weegea(at different levels) of
Renault’'s Education materials. It may be deducadttie example given in the
guestion caused some bias in the answering ofjtléstion. There are, however
several commercial materials mentioned here tieanat referred to in the
guestionnaire, such as Crest and Colgate Tooth&gréiware Colouring and Dublin

Bus and Ulster Bank Pencil Cases, and Junior Aemmnt.

Junior Achievement is a “business and economic athrtorganisation” (Junior

Achievement Ireland, 2006ttp://www.juniorachievement.ig/People from the

business community act as volunteers to come lassmoms and teach courses on
the local community and business. Although only maeher in School 3 mentions it
in her questionnaire, Junior Achievement is usediatly in School 3. Several
teachers each year accommodate a volunteer whaedethe course to the class,
while the class teacher ensures that the childefistiening and participating.

Full data for teachers’ awareness of a varietytbéocommercially-based materials is

in Appendix3.
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4 a. (i) Teacher awareness of commercially-based s  chemes

This section will discuss teachers’ awareness dfiamolvement in commercial

incentive schemes run by Tesco and SuperValu swpkets.

Image 4a (ii) {City Wide, 2006)
"Tes__cn Kids Get Tech S

[ A

[ s—y
ared (0 Thickmedl, |
agred &l the |
Launch of Tesco's
1K Csmputer
for Schouls |
pragramme,
Vomlers are
avallable Tar

Respondents show a significant level of awaremesslation to commercial incentive
schemes. An explanation for this is the high l@feharketing and advertising that
goes into such schemes.

Tesco launched a television advertising campaightla@y also advertised through
local print media, such as City Wide Newspapewlmch Tesco marketing manager,
Neil Mullen was photographed with two young childréolding up the Computers

for Schools tokens (See image 4a (ii) 1).

Table 4a (ii) 2 shows that sixteen teachers saythieg arevery awareof the schemes

run by Tesco. One teacher marks three, and anotéks four on the scale of 1-5.
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Table 4a (i) 2

Awareness of Tesco Incentive Schemes

@ Not aware at all
=]

O

O

m Very aware

Table 4a (ii) 3 shows teachers responses when askate their awareness of
SuperValu schemes on a scale of 1-5. Eight teacagrghat argery aware two say
that they arenot aware at alland a further eight teachers marked 3 and 4@sdhle.
SuperValu also launched a television advertiserc@mpaign endorsed by celebrities

Ray D’Arcy and athlete Sonia O’Sullivan.

Table 4a (ii) 3

Awareness of SuperValu Incentive Scheme

O Not aware at all
=]

O

m|

m Very aware

~
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It may be deduced that teachers are more awaresaolincentive Schemes as they
have been run for a number of years and SuperVilsi ik Action is SuperValu’'s

first such incentive scheme.

Seventeen of eighteen teachers say they have iveaad in token collection
schemes. One teacher has not. This teacher is deneithe Campaign for
Commercial Free Education.

School 2 was participating in both the Tesco Comsutor Schools scheme and
SuperValu Kids in Action when they filled in theegtionnaires. This is shown in
Table 4a (ii) 4.

Table 4a (i) 4

Involvement in Commercial Incentive Schemes (2)

18 17
16 e

Number of teachers

0 ‘
Tesco Computers for Tesco Sports SuperValu Kids in
Schools Equipment for Schools Action

This table shows commercial incentive schemestézaters have been or are
involved in. Tesco Sports Equipment for Schools matsa current scheme at the time
of research. Table 4a (ii) 5 shows teacher invokmim current token collection

schemes.

34



Table 4a (i) 5

Involvement in current Commercial Incentive Schemes
14 13
12
@
% 10 -
§ s
S 64 5
g, ‘
S i
2 2
o T T
Tesco Computers for SuperValu Kids in Not collecting tokens
Schools Action

A criticism of such commercial incentive schemetha they put undue pressure on
parents to direct their shopping to particular sog@ekets in order to help their child’s
school gain resources (Klien, 2005, Ch.4).
When askedf you are involved in token collection schemesytdo you encourage
the children in you class to collect tokengftie teachers say that they encourage
children, five say they don't and four teachersndbgive a response (Table 4a (ii) 6).
In retrospect, the above question should havewagarts:

- Do you encourage token collection?

- How do you encourage token collection?

This may have avoided lack of response from teacher
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Table 4a (ii) 6

Encouraging token collection

@ | encourage the children
@ | don't encourage them

O No answer given

Table 4a (ii) 7 shows how teachers encourage staitents to collect tokens. Five
teachers say they give the children and/or the&ma reminders, some daily, to

collect the tokens when they are shopping.

Table 4a (ii) 7
Methods of encouraging token collection
6
5

0 5
2
C 4
5 3
5 37 2
5 1+
pd

O T

Reminders Collection Box Awareness at Family and
beginning of friends
collection period
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4 a. (iii) Teacher attitudes and opinions on commer  cially based
schemes and materials.

This section will discuss the opinions and attisidéteachers on commercially based
schemes and educational materials in schools.

Table 4a (iii) 1 shows that eleven teachers fesl tommercial materials/schemes are
relevant to the Revised Primary School Curriculd®90). Five teachers feel they are
not relevant. One teacher says that some schentesimare relevant and one
teacher does not give an answer.

The questionnaire did not generate wholly acculata in response to this question,
as some of the teachers who said that they fdlthieaschemes and materials were
relevant referred to particular schemes and saghiibe deduced that they feel that
‘some’ are relevant.

Table 4a (iii) 1

Are commercial materials/schemes relevant to the Re vised
Curriculum?

OYes
m No
O Some

11 O No answer given

Teachers who disagree with commercial schemes aerials in schools make
comments such as

- Some materials within schemes may be written tocsuricular
subjects. No matter how many links companies trgréate, the
scheme’s real aim is the sale and promotion ofdrarot
learning;
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I don't agree with them at all. They put pressundamilies to
shop in a particular outlet and money is not rgealfailable in
disadvantaged areas for the pressure of these sshem

| suppose honestly they aren’t really. Anything caally be
slotted into the primary school under the guiséttifg in with
the Revised Curriculum.

The responses of teachers who feel commercial setlemmaterials are relevant to the

Revised Curriculum are shown in Table 4a (iii) Be$e teachers also made

comments such as

Table 4a (iii) 2

Free materials and equipment is always welcome;

It's great to get extra equipment both in spori$ eomputer
area;

Some schemes are more beneficial, e.g. Computegfmols.
Relevant because of the emphasis on technologcent years.

Number of teachers

How are commercial schemes/materials relevant to th e

Revised Curriculum?

1 1

1 [ ]

PE

ICT SESE SPHE Resources
on budget

The teachers who see relevance mainly see itatioalto Physical Education and

ICT. In a later question a teacher says that sihddyprefer not to have to use such

materials or be involved in such schemes but “egoo® dictates”.

It may be argued that teachers only feel thesenseb@nd materials are relevant

because they provide schools with equipment tleaethucation system itself does

not.
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Table 4a (iii) 3 shows teachers’ responses wheadagkhe presence of logos
affected their decision to use commercially-bas#mes or materials in their
classrooms. Twelve teachers say that the presénogas does not affect their
decision to use such materials. Five teachersheagresence of logos affects their
decision to use such materials and one teacheradicespond. Seven of the twelve
teachers who say logo presence does not affectdbeision give a reason. Some of
the reasons given are as follows:

- If resources are adequate to lesson;

- If the material is appropriate for the topicrzgicovered,;

- Equipment is often limited - a case of 'Take e can get'’;

- The decision depends on content or what is readl

- If equipment/materials are beneficial to thdathind their educational
progress.

All of these reasons refer to materials and resmucthe basics for any school. As in
the third comment above, teachers will often “taltet they can get”, because often
there is a lack of resources in schools, due toG@wernment funding and as found

by O'Brent and Lunden (2005).

Table 4a (iii) 3

Does the presence of logos affect your decision to use
commercial materials/schemes?

@ No
m Yes
O No answer given
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Table 4a (iii) 4

Number of teachers

Why teachers are not affected by presence of logoi  n decision to use commercial materials/schemes

S

Appropriate/adequte/beneficial Limited equipment Parent driven Familiar and Safe

Table 4a (iii) 4 shows teachers reasons for natghaffected by logo presence. Three
teachers say that they would use materials if Hieyappropriate or of benefit to their
class. One teacher says she would use them besquipenent is limited. One teacher
says they are “familiar and safe”, and one teashgs, “We don't push or discuss the
commercial venture - it is mostly parent drivendufF of the six teachers who respond
here comment on equipment and make reference kafauipment and resources.
A pattern seems to be emerging here whereby temclserwhatever materials,

equipment and sources they can to resource thHeoots; classrooms and lessons.

When askedDo you agree with the use of commercially baseémas/materials in
schools?en teachers are undecided or give no opiniontesighers agree with their
use — their comments suggest that they agree gthnge of commercial schemes and
materials due to a lack of resources from elsewhes@ne teacher responds:
“Economic dictates”.

Two teachers disagree with their use, becausedtey

“exploitative”, “excuses and prolongs underfundingfistort the educational

message”.
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All of the ten teachers who are undecided or havepinion make comments mostly
in relation to the need for resources. Their ansvaee reflected also in Table 4 a (iii)

6 and Table 4 a (iii) 7.

Table 4a (iii) 5

Do you agree with the use of commercially based
schemes/materials in schools?

o Agree
m Disagree
10 O Undecided/No opinion

Table 4a (iii) 6

Why teachers agree with the use of commercially bas ed
schemes/materials in schools

o

(]

S

I

g

©

hS 2

E 1

“ ]

Materials Benefits Way of the world

needed/relevant (economics dictates)
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Table 4a (jii) 7

Why teachers disagree with the use of commercially based
schemes/materials in schools

Number of teachers

Pressure Self-sening Exploitative Underfunding
agenda

Table 4a (iii) 8 shows why teachers believe comgmprovide educational materials,
competitions and incentive schemes to schools.o@ifjh a significant number of
teachers use such materials and are involved enthe schemes, eleven teachers
recognise here that advertising is a main focusdonpanies and four say it is to
promote their product or their shop. One says coneggorovide schemes and
materials for tax purposes. As stated earlier, Biii€@nbers’ donations are tax

deductible.

Table4a (jii) 8

Why do companies provide educational materials, com petitions and
incentive schemes in schools?

Number of teachers

Promote Adwertising Target Profit Pester Tax
product/shop groups power purposes
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4 b. Focus Groups

The focus groups conducted in the three schoaistRat children are quite brand
loyal, and are towards the top of Millward-BrowmBsanddynmics™ pyramid
(McDougall and Chantrey, 2004:12). Fourteen offitbheen children interviewed
wore branded clothes or shoes on the day of thesfgmoups.

Nine children say their favourite chocolate or sisegGalaxy Eight children say
their favourite sports clothesMike, four sayAdidas another four sailcKenzieand
one each salReebok, Lacos@ndEcha Similarly, a significant number say their
favourite drinks are popular, and highly advertibeaihds such aSokeand 7UP. Just

one child answersfilk.

Table 4 b 1 shows children’s responses when asked their favourite supermarket
is.

Table4b 1

Children's favourite supermarkets

@ Tesco
@ SuperValu
0O Dunne's Stores

Eight of fifteen children interviewed say their tarite supermarket is Tesco.
A child in School 3, became quite excited at thisstion and asked “Aw, teacher. Do

me first! Tesco”. When asked why this is their fante supermarket, most children
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say that they sell good things or they can get alade there. Two children, however,
one from School 1, and one from School 2 made ro@ed aware comments:
“Tesco — becausevery little helps and“Tesco — because they give tokens for
computers”

The children were asked why they thought supernmskeant to help schools.
Children in all three schools mention Tesco tokams$ computer equipment in their
schools. A child in School 2 says “My mam thinKs just a scheme to get more
money”. In School 1, a child says “To help childseith their education” and there
was a general agreement among this child’s peatghlts was the aim of the

supermarkets.

The children in Schools 1 and 2 are not aware@MliDonald’s GAA equipment,
nor have they seen Samba Soccer in their schoeéschiildren in School 2 are very

aware of Samba Soccer in the community, however.

The children in School 3 are very aware of McDoisaBAA equipment and Samba
Soccer.

When askedWhy do you think McDonald’s have their name on @®&A gear?”a

child in School 3 responds,..just because kids go to school and then most didt®
McDonald’s as well. That's why they gave them to. us

A child who appears to be quite aware of teachmsiions in the school says that it's
not a good idea for McDonald’s logo to be on thrd gear because it doestidok
good...because the teachers don't like us weariimgatphotograph’ Another child

adds,’l think the teachers don’t like it cos it's not &iéhy food”.
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The children in School 3 see Samba Soccer in sehiool towards the end of the third
term each school year, when a skilled represeetativnes into the school, all the
classes gather in the hall for 45 minutes and wittehiepresentative demonstrating
skills and involving a random selection of childsho then get goody bags and
prizes for their participation.

When askedWhy do you think they come to the schoafg child respondShey
want more people to join"This child seems aware of the marketing aspetiteof

Samba Soccer demonstration in schools.

As discussed earlier in the research, O'Brent amtben (2005) and Beder (1998) say
children are too young and have not developeditds@cty skills to critically analyse
advertisements. The research found this partiguéuident in the focus groups. Ten
of the fifteen children (those in Schools 1 an@in 4" class, and so are aged nine
and ten years. The children in School 2 aré"icléss, and so are ages eleven and
twelve years. The reponses children in School 8 gire more media conscious and
critical than the children in the other schools.

Of particular relevance is the fact that all thsehools are in designated
disadvantaged areas. Where literacy skills areqodatly low, it is evident in the
responses of particular children in the focus gsoup

McDougall and Chantrey (2004) argue that childrédtuence their parents’ spending.
This is mirrored in the research. All fifteen chéd interviewed say that their parents
will buy things they wouldn’t normally buy if theyere shopping without their
children.

All fifteen children receive weekly pocket moneyging from 5to 30 to spend as

they please.
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4 c. Correlations

The teachers who responded to the questionnaehnol 3 are more critical of
commercial schemes and materials in their schétblhagh this school has a high
amount of commercial activity. This attitude isazi¢o the children in the focus group
in the same school and they refer to their teadhessme of their answers.

School 1 is a school where teachers are willingse& commercial schemes and
materials to fill in the gaps in funding to resaathe school. The children in the focus
group in this school are very aware of logos araohis.

School 2 is also quite a commercial school, invadliretwo token collection schemes
at the time of research. The children in this sthoe quite brand loyal, but less

critical of media. This may be attributed to agd/anliteracy skills.
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4 d. Participant Observation

This section will discuss the participant obseatf the Campaign for Commercial
Free Education, which was founded in October 2003dseph Fogarty, a teacher
who was very concerned with the growing amountoshmercial activity in schools
in Ireland. The aims of the Campaign are:

- To promote and support Commercial Free Schoolsigitout Ireland;
- Toraise critical awareness of Commercialism anteaghers, parents,
students and the wider public;
- To assess and advise on commercial schemes aarthpyoduced,;
- To conduct and disseminate research on Commeniati®ur schools.
(CCFE, 2005www.commercialfreeeducation.com/about_the camphigm)

October 2005:

The Campaign began with a public meeting, orgarigeogarty, in the Education
Centre in St. Patrick’s College, Drumcondra. Thm af this initial public meeting
was to discuss commercial activity in schoolsptiklat examples of commercial
schemes and materials from the school year 2008;20@l to identify people who

would be interested in becoming involved in a caigyp#o tackle the issue.

Image 4 d 1- A McDonald’s Catch and Kick play bag.

November 2005:

A number of people attended a later meeting, whiak held a small room in the

Teacher’s Club on Parnell Square. This meeting egevith an address from Joseph
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Fogarty, outlining his concerns and his hopespWdd by a presentation from a
teacher, Rory McDaid on the commercialisation afcadion, particularly in America.

Image 4 d 2— Display of commercial materials at Campaigniiahpublic meeting.

The image includes Renault’'s Seatbelt Sheriff, d 8&ports, Independent Newspapers

and Domestos Germ Catchers.

Two working groups were formed at this meeting (legges 4 d 3 and 4 d 4). The
working groups discussed two courses of actionttietampaign could take. One
group discussed ideas for grassroots campaigntharather discussed the website —
it was certain at this early stage that a websés te be an integral and vital part of

the campaign.

The second group discussed campaign ideas —Iitialvas most important that
there would be a contact and mailing list, to kpepple informed of the
developments of the Campaign. It was decided tfattasheet would be produced,
detailing the aims of the Campaign and its concdtngas also vital at this stage to

ensure the Campaign had sufficient media coveragettitself off the ground.
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Image 4 d 3— The Campaign for Commercial Free Education: Welgsoup

The Campaign subsequently issued a press reledsefal page article entitled
Maths, Irish, English...Would you like fries with th@err, 2005a) was published in
the education section of Irish Times on TuesdaijN@?ember 2005.

The meeting concluded with the election of four @argn officers: Chairperson -
Joseph Fogarty; Vice-chairperson — Niall Smyth; Ii@dnager — Seamus Diamond;
and Treasurer — Anna O’Loughlin.

Image 4 d 4- The Campaign for Commercial Free Education: Gagms group
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December 2005:

On Friday 9 December 2005, the national day ofgstagainst Irish Ferries, with the
knowledge that INTO members would be out in fotbe,Campaign had prepared its
factsheet and distributed approximately 400 fagtsh® INTO members (Appendix

5).

With the aim of launching the Campaign websitehaténd of January, it was

necessary to get plenty of press coverage.

On Friday 30 December 2005, thissh Timespublished another article by Aine Kerr.

In the article, she reported:

Commercial schemes in schools are replacing eduadtcontent with advertising
messages and turning blackboards into billboazrding to the head of a
campaign aimed at achieving commercial-free edocéierr, 2005b).

January 2006:

On 6 January 2006, the Socialist Worker publistredréicle by Joseph Fogarty,
campaign chairperson, explaining why “companiegetschools” (Fogarty, 2006: 4),
outlining two of the categories of commercial aityivn schools as described by
Molnar and Garcia (2005) — sponsored education&mads, and competitions and

incentive schemes.

Through December and January, while working onatebsite, Campaign officers,
did a number of regional radio interviews nationsvitiat received a lot of interest

from locals in relevant areas.
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Press coverage was on the increase, when on 28ry&2Q06 Hot Presspublished a
one and a half page article entitled ‘Corporateebaker’. The article, written by Rory
Hearne, included an interview with Joseph Fogatsarne used George Orwell's

novel1984as an analogy for the future, with regard to coapotakeover. He said

George Orwell's famous nov&b84outlined a dark vision of the future, where the
power of the state would dominate every aspectiofiges through cultural
conditioning, fear and thought control...Was Orwellision just a nightmarish

science fiction, or is that future scenario oultydegality? (Hearne, 2006: 14)
The sentiment echoed in this article is that theasion of corporate takeover has
gone too far and is not now a future fear, but pathe here and now. Commercial
activity in the Irish Education system crept inely, but now, it seems there is no
end to it — to the number of commercial schemesvahgne of commercial materials

that will arrive, unsolicited to schools each sdhaar.

The Campaign website was launched at the end okdpiiSee image 4 d 5), to a
packed room in the Teacher’s Club, Parnell SquBeéore the launch, Joseph
Fogarty was interviewed on RTE Radio’s 5-7 LiveeThterview brewed interesting
debate. SuperValu Marketing manager defended Inngpaay to much backlash from
the public.

Image 4 d 5- Speaker, Rosie Hand; Chairperson, Joseph Fodace-chairperson,
Niall Smyth
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Interested parties present at the launch itselfided Irish Times education journalist,
Aine Kerr, University lecturers and academics,dh@vel students and teachers.
Rosie Hand, pictured below (See image 4 d 6) gavataresting presentation on
commercialism in schools from a marketing perspectthe explained to the room
why marketing companies target children in schowith particular reference to the
sale of cars — the purchase of which children lgmeat influence over, as argued by

Von Hoffman (2005).

Image 4 d 6(Rosie Hand, presentation from a marketing petsgEc

March 2006:

Through March, the Campaign organised a seriesiloligpinformation and
presentation evenings across the greater Dublan diee meetings took place in St.
Patrick’s College, Drumcondra, Blackrock Educati@entre, and Navan Education
Centre. The Campaign was satisfied that some @edrad been made in raising
awareness of the issue, particularly in Co. Meatiere the meeting was preceded by

local newspaper and radio coverage.
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April 2006:

By this time, the most important focus of the Caigpavas INTO Congress in
Killarney. The Campaign wished to tackle the isgueational level, concerned that
the situation here in Ireland could worsen — @siih the United States, for example.
In an interview inThe Tribune Magazinen Sunday 9 April 2006, Fogarty stated:
Historically, commercial schemes have been comnsmapand have been unopposed

within Irish schools for years. But now they aredmming an industry unto
themselves, as in the US, Britain and AustréifecHugh, 2006: 12).

Four branches — Dublin City South, Tallaght, Didt€ommittee 9 and Dublin City
North had passed a motion on commercialism in gducat branch level. Motion

124 read as follows:

Congress:

a. Deplores the underfunding of education which has/st schools of
resources and public funding;

b. Expresses its concern at the growing commerciabfaducation and the
growing number of schemes that require teachgosaimote products in
classrooms;

c. Instructs the CEC to immediately devise and citteugapolicy on
commercialism in schools that will support teachmmmoting a commercial
free education in primary school classrooms;

d. Instructs the CEC to launch a campaign to bringation spending into line
with our European counterpafiNTO, 2006: 13).

The Campaign had prepared a professional leaBtetAppendix 6) for Congress and
aimed to not only raise awareness, but to gaistipport of fellow teachers

nationwide.

Armed with leaflets and wearing eye-catching ttshicampaign members with the
help of a handful of other interested delegatestriduted close to 800 leaflets over
the three days at Congress in Killarney (See indag€). We spoke to many

delegates informally, and held a meeting after Cesgyon the second day. At this
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meeting, the support of a number of teachers amolad@rincipals was realised, and

the Campaign’s contact list began to grow.

Image 4 d 7(Campaign members leafleting at Congress)

Through an appeal to the Standing Orders Comnuittethe second day of Congress,
Dublin City North Branch succeeded in seeing Motl@4 put second on the list on
the final Standing Orders paper. The motion wasgusinanimously by delegates
without debate as the final motion of the INTO Cass 2006, to the delight of the

Campaigners.

As the school year draws to a close, the Campaigerly satisfied with the progress
accomplished in its early days. It acknowledgestthia will be a long-term battle

against the corporate world but feels its aimsstn@ng. Fogarty says

The outlook for the future is positive if we canimain the momentum we’ve built
up this year. The effectiveness of the motion phsséNTO Congress depends on
the kind of guidelines they produce. If the leatlgr€hoose to listen to business and
advertising interests, their guidelines may welltacconsolidate and normalise
commercialism in Irish schools rather than couiité/e will be looking for a policy
in support of commercial-free education and onectvinéflects our belief that
marketing has no place in classrooms.
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5. Conclusion

This research considered the current availabletitee on the commercialisation of
education in the international context. It foundtttaccording to Molnar and Garcia’s
(2005) categories of commercial activity in schoblg are prominent in Irish

primary schools — Incentive Programs and Sponsadeatational Materials.
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The research considered a range of ethical issweb/ed in advertising and
marketing to children through schools. These etlissaies have been considered in
The International Journal of Advertising and Maiketto Children(Geraci, 2004).
There are journals, however that advocate markédiredpildren and give tips to

marketers, such as&oung Consumer®icDougall and Chantrey, 2004).

The research also considered the corporate poiriewf, and found that children are
a valuable market in themselves as they influereergs’ spending, have money of
their own and are future consumers (Beder, 199&)ddigall and Chantrey, 2004).
The research examined the concept of Corporat@Seesponsibility (Nixon, 2004)
and the reasons that companies are accepted ialsche. underfunding.

Joseph Fogarty felt that this underfunding, as agkducational disadvantage and
school resources would be of interest to the INE@ghtes in relaying the message

of the Campaign.

Through the use of teacher questionnaires and fgraugs with children in three
Dublin schools, the research found that commeaaitiVity is high in schools. The
general attitude of teachers who responded waghbgtmust take what resources
they can get through whatever means are neces$sahe words of Joseph Fogarty,
“teachers have become conditioned to accept antigypate in commercial
schemes”.

Teachers and children are significantly more awsdui@mmercial incentive schemes

than sponsored educational materials.
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The research, through participant observation withe Campaign for Commercial
Free Education, tracked developments in commesaniin education in the Irish
context. Less than a year in existence, the camgwg raised awareness of the issue
and started to promote commercial free school enwients.

Fogarty claims that

Commercial activity often works to excuse and pnglgovernment underfunding of
schools, ICT and PE equipment for example.

The commercialisation of education is still an esgulreland, and may be for some
time to come, but with growing resistance to sudivay in, and exploitation of
schools, it may be hoped that the Irish educatystesn will never reach the extremes

that can be seen in US education.
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