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	The growth of commercial playgrounds in the UK is part of a broader process whereby ever greater realms of children's lives are commodified. McNeal's theory of the social group of children as a market is introduced as a framework through which commercial playgrounds may be understood. An introduction to commercial playgrounds and the project from which the article is derived sets the context for an analysis of how parents and children perceive and experience these environments, how they are marketed to them and how they consume them. It is found that it is overly simplistic to suggest that these new developments are testimony to the new-found consumer power of children. Children play a marginal role: in the production of these play environments; in contributing to parents' information field prior to decision-making; and in the visit decision-making process. Some groups of children are found to be more active consumers of these spaces; children with fewer siblings and children outside two-parent families being significantly more likely to contribute to decision-making. However, 'active consumption' is not distributed evenly across different types of commercial playground. Of particular significance is that children are more marginal to the decision-making process for family pubs, the domain which has traditionally been the preserve of adults. In conclusion, it is argued that the social group of children is not a primary, secondary or tertiary market. Rather, these new commercial playgrounds provide primarily for the needs of adults (for themselves and with respect to how they want their children to play) and, to a lesser extent, for the needs of children.
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	Abstract:
	This paper outlines the major changes in the lives of children in industrially advanced countries associated with the increased interaction with information and communication technologies. The potential opportunities and threats to the cognitive, social, physical and visual development of children are reviewed to emphasize the importance of optimizing the interaction. The change in children's use of technology also poses opportunities and threats for ergonomics that should be noted if the profession is to continue being relevant and useful into this century. The paper ends with a pathway to the development and implementation of guidelines about child information and communication technology use for different groups of guideline users. 
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	Consumption of children's wear in a big city in Central China: Zhengzhou

	Author(s): Xiaopeng Chen; Wai Man Au; Kejing Li 

	Journal: Journal of Fashion Marketing and Management 

	Year: 2004 Volume: 8 Number: 2 Page: 154 -- 165 

	DOI: 10.1108/13612020410537852
	
	
	

	Publisher: Emerald Group Publishing Limited 
	
	
	

	Abstract: The paper examines the purchase behaviour (performed by adults) in relation to children's wear in the 0-14 age group. The importance of product attributes of children's wear was investigated. Data were gathered from both interviews and a questionnaire survey conducted in Zhengzhou, a large city in central China. Two attributes, quality and style, were identified as the most important attributes for children's wear consumers. It was also found that branding had a limited impact on the choice of children's wear. The marketing implication of the results are discussed.
	
	
	


	Agents of change: how young consumers are changing the world of marketing

	Author(s): Ian Spero; Merlin Stone 

	Journal: Qualitative Market Research: An International Journal 

	Year: 2004 Volume: 7 Number: 2 Page: 153 -- 159 

	DOI: 10.1108/13522750410530057
	
	
	

	Publisher: Emerald Group Publishing Limited 
	
	
	

	Abstract: This paper looks at young adults' relationship with digital media. From a commercial perspective the opportunity to deploy these channels to promote consumer recruitment and loyalty is very significant indeed. However, consumer marketing companies will have to learn to meet the needs of this very discerning and highly cynical audience by combining the best creative ideas and strategies with a transformed approach to marketing sales and service, embodying the best of information and communications technology, reliably and securely implemented. Communication networks underpin this report. While teens complain that they have less public space to hang out in, they are making the online world their milieu, their domain where they develop personal relationships and where they play and learn new things. The conclusions cover not only the effect of current market drivers, but also emerging trends that will allow brands to better understand the behaviour of young adults, so as to establish more truthful binds with them.
	
	
	


	Violence, values, and the electronic media environment

	Author(s): Lynne Eagle; Anne de Bruin; Sandy Bulmer 

	Journal: Corporate Communications: An International Journal 

	Year: 2002 Volume: 7 Number: 1 Page: 25 -- 33 

	DOI: 10.1108/13563280210416017
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: This article originated as a contribution to informed debate on public policy issues surrounding a review of New Zealand broadcasting policy. The issue, however, has implications well beyond the New Zealand market. Public debate on broadcasting has frequently centered on calls to: improve the quality of programming overall; improve children's programming in particular; and ban advertising in children's television programmes. This narrow focus ignores the impact of the wider viewing environment. A major focus of this article is on the potential detrimental effects on children of exposure to violence and negative values in the electronic media environment. The literature relating to this is reviewed; the presumed linkages between exposure to violence and the propensity for children to act aggressively are examined; the findings of a study of parental perceptions regarding the impact of violence and of negative values on their children are then reported. Concludes with a discussion of the role of marketing communication in this environment.
	
	
	


Writing classroom materials that make the grade. Source: Public Relations Journal, Apr94, Vol. 50 Issue 4, p26, 1p, 1c Author(s): Ely-Lawrence, Deborah Thesaurus Term(s): TEACHING
PUBLIC relations
SCHOOLS Other Term(s): Aids & devices; United States NAICS/Industry Code(s): 5416 Management, Scientific, and Technical Consulting Services; Abstract: Presents guidelines in producing classroom materials as part of public relations activity. Public relations of companies offering products for the children market; Identification of problem areas in the design of teaching materials; Reactions of educators on the commercialization of children education; Measuring the success of the classroom materials as public relations tool.

Title: Marketing to children Author(s): John Morley Journal: European Journal of Marketing Year: 1968 Volume: 2 Number: 2 Page: 139 -- p146 Publisher: Emerald Abstract: Suggests that children are now an important consumer group considering the climate of ever-increasing child-orientation. Describes the available information in child consumption, purchasing, incomes and influences, and reviews the marketing implications in terms of strategy, research and advertising.
Title: Packaging of children's breakfast cereal: manufacturers versus children Author(s): Helene Hill; Jennifer Tilley Journal: British Food Journal Year: 2002 Volume: 104 Number: 9 Page: 766 -- p777 DOI: 10.1108/00070700210443129 Publisher: Emerald Abstract: Based on primary research from both a child consumer and manufacturer perspective, this article explores the breakfast cereal market and the perceptions of packaging from the perspective of a child. Specific consideration is given to determining the overall role of packaging, what role packaging can play within integrated marketing communications and establishing the feasibility and effectiveness of packaging as a sole communications tool. Findings highlight some apparent inconsistencies between manufacturer and children's views, and illustrate the possibility of adults underestimating how aware children are as consumers in today's society.
Title: Targeting children online: Internet advertising ethics issues Author(s): M Jill Austin; Mary Lynn Reed Journal: Journal of Consumer Marketing Year: 1999 Volume: 16 Number: 6 Page: 590 -- p602 DOI: 10.1108/07363769910297579 Publisher: Emerald Abstract: Provides a set of guidelines that will assist Internet marketers in maintaining ethical marketing practices. Information about regulation of Internet marketing to children based on Federal Trade Commission regulations and guidelines developed by the Direct Marketing Association, Center for Media Education, and Council of Better Business Bureaux are also explained. Review of some of the Internet sites commonly visited by children provides additional guidelines for Internet marketers. Some of the issues discussed include: the use of kids' clubs to sell products, appropriateness of content and terminology on the Web pages, information gathering/information sharing practices, and marketing practices.
Title: Marketing ethics: a comparison between services and other marketing professionals Author(s): C.P. Rao; Snusorn Singhapakdi Journal: Journal of Services Marketing Year: 1997 Volume: 11 Number: 6 Page: 409 -- p426 DOI: 10.1108/08876049710187509 Publisher: Emerald Abstract: Discovers that services professionals, because of the nature of their marketing context, generally have more opportunity than other marketing professionals to engage in unethical behavior. Compares services marketing professionals with other marketing professionals on various components of marketing ethics. Finds the results generally indicate that members of the services profession do not differ from members of other marketing professions with respect to the components of ethics investigated.
Elegy on the death of marketing: Never send to know why we have come to bury marketing but ask what you can do for your country churchyard Author(s): Morris B Holbrook; James M Hulbert Journal: European Journal of Marketing Year: 2002 Volume: 36 Number: 5 Page: 706 -- p732 DOI: 10.1108/03090560210422970 Publisher: Emerald Abstract: Considers the past, present and future of marketing. Whimsically but not without seriousness, concludes that marketing faces something of a Y2K problem. Indeed, as the next millennium begins, concludes that, though the marketing concept may survive, the marketing function itself is dead. Nonetheless, cautions against the concomitant extermination of marketing scholars.
Title: Children's Perceptions of Sweets in Their Food Culture: : Comparisons between England and Germany Author(s): R.J. Neale; Silke Otte; C.H. Tilston Journal: Nutrition & Food Science Year: 1994 Volume: 94 Number: 6 Page: 10 -- p15 DOI: 10.1108/00346659410069656 Publisher: Emerald Abstract: A survey of 259 primary school children in England and Germany of varying social background was performed to assess the children's attitudes to sweet consumption and particularly to their perception (how they make sense of information they receive) of sweets in their food culture. There were highly significant differences in the children's attitudes to sweet consumption between the two cultures with more children in Germany saying we should eat more (30 per cent) compared with those in England (7 per cent). Children's perceptions of sweets also differed significantly between cultures. These differences in attitude and perception of sweets, particularly chocolate, between the two cultures imply differences in educational and other influences on the children in their early (primary) years.
	Title: Marketing ethics: is there more to it than the utilitarian approach?

	Author(s): Jacques Nantel; William A Weeks 

	Journal: European Journal of Marketing 

	Year: 1996 Volume: 30 Number: 5 Page: 9 -- p19 

	DOI: 10.1108/03090569610118713
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Of all the management fields, marketing is probably that which seems the most paradoxical when it comes time to consider its ethical aspect. This paradox stems from the fact that the main objective of marketing is to respond to the needs of consumers. Yet these same consumers often take marketing to task out of a concern for certain of its manifestations, such as advertising or pricing. Since they endeavour to satisfy consumers' needs, marketing managers often take it for granted that their actions are ethical. Underlying this position is an essentially utilitarian approach to ethics. Attempts to determine to what extent marketing fulfils the basic principles of the utilitarian ethic. Adopting the position that the utilitarian and the deontological approach - a belief that certain things are inherently good to do (also referred as duty-based ethics) - do not have to be mutually exclusive, proposes a third direction, that is a combination of both of these approaches. Concludes by suggesting the necessity for managers to integrate a deontological dimension in their practices.
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Title: Marketing, the consumer society and hedonism Author(s): John O'Shaughnessy; Nicholas Jackson O'Shaughnessy Journal: European Journal of Marketing Year: 2002 Volume: 36 Number: 5 Page: 524 -- p547 DOI: 10.1108/03090560210422871 Publisher: Emerald Abstract: Marketing is commonly assumed to be responsible for the consumer society with its hedonistic lifestyle and for undermining other cultures by its materialistic stance. This, for many critics, is the dark side of consumer marketing, undermining its ethical standing. This paper considers the connection between marketing, the consumer society, globalization and the hedonistic lifestyle, and whether marketing is guilty as charged. After all, anything that affects the image of marketing as a profession is important, as this influences both recruitment and social acceptance.
	Advertising to Children - Concepts and Controversies

	Author(s): M Carole Macklin and Les Carlson (Editors) 

	Journal: European Journal of Marketing 

	Year: 2000 Volume: 34 Number: 11 Page: 1414 -- p1417 

	Publisher: Emerald 
	
	
	

	Keywords:Advertising; Children; Consumer Behaviour; Ethics
	
	
	

	Article Type:Review
	
	
	


Marketing Product Innovations to the Elderly: Understanding the Barriers to Adoption Author(s): Dale A Lunsford; Melissa S Burnett Journal: Journal of Consumer Marketing Year: 1992 Volume: 9 Number: 4 DOI: 10.1108/07363769210037097 Publisher: Emerald Abstract: Discusses five barriers to new product adoption by older people. Offers marketing solutions to these barriers: sell value, communicate through children, segment the elderly market, design intergenerational products, utilize relationship marketing and promote product trial. Concludes that marketing innovations to the elderly is different than for other age groups, with a requirement to focus specifically on need, not newness.
	Title: Leaving home: brand purchase influences on young adults

	Author(s): Tammi S Feltham 

	Journal: Journal of Consumer Marketing 

	Year: 1998 Volume: 15 Number: 4 Page: 372 -- p385 

	DOI: 10.1108/07363769810226019
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: A widely held assumption is that brands purchased by the family will continue to be purchased by the children when they become adults. However, little consumer research actually exists on continued parental influence on young adults' purchasing decisions. Using data from two surveys of over 500 students in a four-year undergraduate business program, two studies examined parental influence (the degree to which brands purchased by students corresponded to brands purchased by parents), roommate influence, and additional factors such as price perceptions, brand differences, and brand comparisons. Discrete choice regression analyses (ordered probit) in both surveys revealed that correspondence with parental brand choice decreased significantly with year in university. As parental influence lessened, brand choice correspondence with roommates increased. The reduction in parental influence may indicate an important marketing opportunity. When a student leaves home, their brand loyalties shift significantly from that of the family unit.
	
	
	


Title: A cross-cultural study of consumer perceptions about marketing ethics Author(s): Anusorn Singhapakdi; Mohammed Y.A. Rawwas; Janet K Marta; Mohd Ismail Ahmed Journal: Journal of Consumer Marketing Year: 1999 Volume: 16 Number: 3 Page: 257 -- p272 DOI: 10.1108/07363769910271496 Publisher: Emerald Abstract: Given the ever-increasing globalization of economies, growing numbers of marketing firms are expecting more of their profits to be derived from international sales. Global competition is ferocious; thus, developing long-term partner relationships often becomes a significant competitive advantage. Corporate ethics are of pivotal importance in global business, though globalization also complicates ethical questions, because an individual's culture affects his/her ethical decision making. Failures to account for the effects of differences in consumers' culturally-based ethical values will hinder a marketer's efforts to expand internationally. Compares consumers from Malaysia and the USA in terms of their perceptions of marketing ethics situations, their attitudes toward business and salespeople, and their personal moral philosophies. The survey results reveal some significant differences between the consumers from these two countries.
Title: Misplaced marketing - A best buy in advertising: schools selling students as media audiences Author(s): Catharine M Curran Journal: Journal of Consumer Marketing Year: 1999 Volume: 16 Number: 6 Page: 534 -- p536 DOI: 10.1108/07363769910297489 Publisher: Emerald Abstract: Addresses the question of advertising to children whilst they are in school. Debates the ethical issues surrounding this new marketing strategy. Claims there is an information asymmetry in the market, as corporations are well informed of the schools' need for revenue, yet school administrators are ill informed about the value of exclusive access to the children.
Title: Parent-child decision making in children's clothing stores Author(s): Jean C Darian Journal: International Journal of Retail & Distribution Management Year: 1998 Volume: 26 Number: 11 Page: 421 -- p428 DOI: 10.1108/09590559810246377 Publisher: Emerald Abstract: This research analyses the in-store behaviour of children and their parents while shopping for children's clothing. Data were collected by unobtrusively observing and recording the behavior of parents and children in retail stores. Results indicate that a purchase was more likely where both parties were highly involved in the search, the interaction was collaborative, the parent had positive evaluations of quality, price, practicality and style, the child had positive evaluations of price, style and colour, and the salesperson addressed the needs of both the parent and the child. It is recommended that retailers' strategies for merchandise selection, salesforce training and in-store promotions, address the needs of both parent and child.
Title: The UK children's publishing house - adapting to change for the multimedia market Author(s): Audrey Anthoney; Josephine M Royle; Ian M Johnson Journal: The Electronic Library Year: 2000 Volume: 18 Number: 4 Page: 269 -- p278 DOI: 10.1108/EUM0000000005366 Publisher: Emerald Abstract: Reports the results of the first stage of research (in progress, 1997-2000), which aims to develop an understanding of the challenges facing publishers who have entered the children's multimedia market in the UK in the 1980s and 1990s. The findings of the first stage of the research amongst established UK publishers producing multimedia for children are described. These point to a number of factors that appear to be critical to the success of publishers in the multimedia market: modification of corporate culture, internal structures and processes; branding of the company's chosen multimedia identity; focusing on the added value element of multimedia products; promotion of organisational learning, innovation and creativity within the company; and sourcing necessary skills effectively. A second study will examine the perceptions of new media companies which have entered this market.
	Title: Research note: marketing awareness in UK primary schools

	Author(s): Chris Birch 

	Journal: Journal of Marketing Practice: Applied Marketing Science 

	Year: 1998 Volume: 4 Number: 2 Page: 57 -- p63 

	DOI: 10.1108/EUM0000000004486
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: UK primary schools now operate in a competitive environment, with successful recruitment of children being critical to their ability to survive. A sample of primary schools from Staffordshire was questioned about marketing activity that took place within. It was found that whilst most recognised the importance of recruitment, few had any idea about planned and structured marketing activity. If those who manage schools can gain marketing skills and knowledge, they could well give their schools a clear competitive advantage in the future.
	
	
	


	Title: Planning and running fruit tuck shops in primary schools

	Author(s): Joanna Moe; Joan Roberts; Laurence Moore 

	Journal: Health Education 

	Year: 2001 Volume: 101 Number: 2 Page: 61 -- p68 

	Publisher: Emerald 
	
	
	

	Abstract: This paper reports on the key lessons learned during the course of a randomised controlled trial of fruit tuck shops, in which 23 primary schools in the UK, in South Wales and the South-West of England set up and operated a fruit tuck shop for one academic year. Fruit tuck shops were successfully introduced and sustained in over 80 per cent of the schools in the research project, and were generally found to be a manageable, low-maintenance, sustainable enterprise that generated substantial benefits for the school community. The paper describes the experiences of schools in planning and running fruit tuck shops, and summarises the problems and benefits associated with them.
	
	
	


	Title: Beanie Babies: a case study in the engineering of a high-involvement/relationship-prone brand

	Author(s): Rebecca J Morris; Charles L Martin 

	Journal: Journal of Product and Brand Management 

	Year: 2000 Volume: 9 Number: 2 Page: 78 -- p98 

	DOI: 10.1108/10610420010322143
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Provides an example of a firm's use of distinguishing product attributes to engineer and nurture strong consumer-brand relationships. Ty Inc., manufacturer of the popular Beanie Babies brand, has effectively engineered the brand to incorporate attributes of nostalgic value, personification, uniqueness, facilitation, engagement, aesthetic appeal, quality/excellence, association, social visibility and image congruence, and price risk. By incorporating these attributes and actively nurturing consumer-brand relationships, Ty has benefited from greater customer satisfaction, which has led to higher purchase volumes, brand loyalty, and positive word-of-mouth communications. The straightforward methodology used to examine customer perceptions of Beanie Babies involved asking respondents to rate Beanie Babies on the ten characteristics associated with high-involvement, relationship-prone products. The same measurement approach could be easily replicated by managers of other firms to evaluate the relational potency of their own brands.
	
	
	


	Title: Are fruit tuck shops in primary schools effective in increasing pupils' fruit consumption? A randomised controlled trial

	Author(s): Laurence Moore; Claire M Paisley; Anne Dennehy 

	Journal: Nutrition & Food Science 

	Year: 2000 Volume: 30 Number: 1 Page: 35 -- p39 

	DOI: 10.1108/00346650010304756
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Describes a two-year project funded by the Ministry of Agriculture, Fisheries and Food, which commenced in October 1998. The aim of the project is to test whether the introduction of fruit tuck shops in primary schools in underprivileged areas can be associated with a change in the fruit consumption of pupils at those schools, when compared with pupils in comparison schools where fruit tuck shops are not in operation. A secondary aim is to identify the most effective ways of operating fruit tuck shops in primary schools. Overall, the research will provide guidance to schools, health and education authorities on the feasibility and potential nutritional benefit of setting up fruit tuck shops in primary schools.
	
	
	


Title: The healthy option - a review of activity on food and nutrition by UK schools involved in the European Network of Health Promoting Schools Author(s): Sue Bowker; Catriona Crosswaite; Mary Hickman; Sam McGuffin; Chris Tudor-Smith Journal: Health Education Year: 1998 Volume: 98 Number: 4 Page: 135 -- p141 DOI: 10.1108/09654289810219259 Publisher: Emerald Abstract: The UK has been participating in the European Network of Health Promoting Schools (ENHPS) since 1993. One of the main concerns identified by participating schools has been the provision of food on their premises. This paper looks at some of the ways the ENHPS project schools have moved towards developing a whole school approach to food and nutrition. Key themes identified by the schools include: linking the school curriculum with the school dining room and other food outlets; involving pupils and parents; improving the design and environment of the school dining room; and collaborating with the school's catering service. Argues that, through such initiatives, schools have the potential to make a significant contribution to dietary change and the health of their pupils.
Title: Marketing schools and consumer choice Author(s): Janet A Harvey Journal: The International Journal of Educational Management Year: 1996 Volume: 10 Number: 4 Page: 26 -- p32 DOI: 10.1108/09513549610122165 Publisher: Emerald Abstract: States that the concept of marketing is regarded with suspicion by many in education because of its commercial implications. Marketing is seen as a potential tool for the application of market forces and is therefore regarded as ethically undesirable. Argues that the methods and ideology of commercial marketing, if properly understood and correctly applied by professionals in education, can be beneficial rather than harmful, and may be imperative for schools and colleges wishing to attract students and to offer them the most relevant provision.
Title: What Kids Buy and Why Author(s): Dan S Acuff; with Robert H Reiher Journal: Journal of Consumer Marketing Year: 2000 Volume: 17 Number: 4 Page: 358 -- p372 Publisher: Emerald Keywords:Product Development; Advertising; Marketing Strategy; Consumer Marketing; Children Article Type:Review
Title: Who moved my Muggle? Harry Potter and the marketing imaginarium Author(s): Stephen Brown Journal: Marketing Intelligence & Planning Year: 2002 Volume: 20 Number: 3 Page: 134 -- p148 DOI: 10.1108/02634500210427996 Publisher: Emerald Abstract: According to John Grant's New Marketing Manifesto, contemporary consumers "act their shoe size not their age" by resolutely refusing to grow up. They are not alone. Managers too are adopting a kiddy imperative, as the profusion of primers predicated on children's literature - and storytelling generally - bears witness. Winnie the Pooh, the Wizard of Oz, Alice in Wonderland and Hans Christian Andersen are the marketing gurus du jour, or so it seems. This paper adds to the juvenile agenda by examining the Harry Potter books, all four of which are replete with references to market-place phenomena, and contending that scholarly sustenance can be drawn from J.K. Rowling's remarkable, if ambivalent, marketing imagination.
Title: Profiling later aged female teens: mall shopping behavior and clothing choice Author(s): Susan Lee Taylor; Robert M Cosenza Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 5 Page: 393 -- p408 DOI: 10.1108/07363760210437623 Publisher: Emerald Abstract: Retailers agree that segmenting and developing an understanding of target segments are important inputs to differentiating products and enhancing shopping propensity. Most shopping behavior and choice profiling tends to generalize rather than develop useful segment information. Thus, most results are not useful for targeting and positioning. A survey was conducted to examine shopping choice behavior of a very important and economically viable segment of this teen market called the "later aged female teen". It was found that a typical later aged female teen was born to shop. Making the right choice, especially for her clothing, is important both from a social affiliation and a social influence position. This group felt brand (fit, look, and style) to be the most important attribute to consider in apparel choice and later aged female teens wanted excitement in their shopping venue. Shopping was important and there were risks associated with an incorrect choice of their clothing. Finally, the desire to stay and shop at the local mall seemed to be a function of the mall composition and excitement.
	Title: Promoting a culture of learning through education business partnership in Tower Hamlets: a case study of the Bankers Trust initiative with Morpeth School

	Author(s): Mathew Hale 

	Journal: Education + Training 

	Year: 1998 Volume: 40 Number: 9 Page: 384 -- p389 

	DOI: 10.1108/00400919810247177
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: The partnership between Bankers Trust and a local secondary school is now in its third year. This paper examines the origins and development of the partnership. It discusses the success of the partnership using quantitative measurements, including significant improvements in exam performance, attendance and exclusions and qualitative measurements, like the improved atmosphere within the school and the pride the students now have in it. It also highlights the perceived benefits for the company. The project is already used as a template for similar initiatives by the local Education Business Partnership. This case study shows how similar projects could be developed and monitored in other areas.
	
	
	


Title: Family structure and influence in family decision making Author(s): Christina K.C. Lee; Sharon E Beatty Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 1 Page: 24 -- p41 DOI: 10.1108/07363760210414934 Publisher: Emerald Abstract: Reports on a study which examines the effect of family structure in the family decision-making process. In particular, it seeks to determine if sex-role orientation and the wives' occupational status make a difference in the amount of influence adolescents and their parents have in family purchase decisions. This study uses an observational approach to measure the amount of influence displayed by all members of the family in the purchase decision. Observational data is derived from videotaped recordings of family interactions during a simulated decision-making situation. The results reported here support the comparative resource contribution theory; mothers who contribute to the provision of their families have significant influence. Further, the amount of influence exerted by adolescents is found to be dependent on their families' sex-role orientation and their mothers' occupational status.
	Title: Do role models influence teenagers' purchase intentions and behavior?

	Author(s): Craig A Martin; Alan J Bush 

	Journal: Journal of Consumer Marketing 

	Year: 2000 Volume: 17 Number: 5 Page: 441 -- p453 

	DOI: 10.1108/07363760010341081
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Attempts to determine which individual, or group of individuals, has the strongest influence on adolescent consumer purchase intentions and purchase behavior. By introducing the concepts of direct (fathers and mothers) and vicarious (favorite entertainers and favorite athletes) role models into the consumer behavior literature, the study allows greater understanding of the socialization patterns of young adult consumers. Results from this study provide significant contributions for marketing and advertising managers seeking to improve their understanding of the ever-growing adolescent consumer market.
	
	
	


	Title: Trade as if children mattered

	Author(s): Brent McClintock 

	Journal: International Journal of Social Economics 

	Year: 2001 Volume: 28 Number: 10 Page: 899 -- p910 

	DOI: 10.1108/EUM0000000006131
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: The use of abusive child labor in developing countries is investigated in terms of its violation of the fundamental human rights of children and its role in international production and trade. Evaluates efforts to eliminate the use of child labor in the knotted carpet and soccer ball industries through the use of corporate codes of conduct and product labeling. Given the limits to these voluntary efforts, explores existing and proposed linkages between international labor standards and trade policy as means to protecting the health and moral wellbeing of children.
	
	
	


	Title: Communicative campaigns to effect anti-slavery and fair trade: The cases of Rugmark and Cafédirect

	Author(s): Pierre McDonagh 

	Journal: European Journal of Marketing 

	Year: 2002 Volume: 36 Number: 5 Page: 642 -- p666 

	DOI: 10.1108/03090560210422925
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: This inquiry examines the challenge for marketers to foster both anti-slavery and fair trade. Analyzes communicative work to enhance both. Describes underlying issues and public misunderstanding; draws on specific themes by illustrating the Anti-Slavery International campaigns to end child labour via the Rugmark label, and the work of a fair trade coffee company, Cafédirect Ltd; and furnishes a link between societal marketing and the emergent theory of sustainable communication to effect anti-slavery and global fair trade. Concludes with a discussion, implications for societal marketing and suggestions for further research.
	
	
	


Approaches to child labour in the supply chain. Source: Business Ethics: A European Review, Jul2002, Vol. 11 Issue 3, p210, 14p, 2 charts, 1 diagram Author(s): Winstanley, Diana; Clark, Joanna; Leeson, Helena Thesaurus Term(s): CHILDREN
EMPLOYMENT
HUMAN rights
GLOBALIZATION
LABOR market Abstract: This paper examines the difficulties of dealing with child labour in the supply chain. It begins by identifying a number of the factors which make global supply chains so difficult to manage. It goes on to outline a framework of different approaches that can be taken to managing the supply chain with relation to child labour, moving from national and international regulation, through to the role of NGOs and the companies themselves. Focusing on an ‘engagement’ strategy for dealing with child labour, the paper traces a case study of Adidas-Salomon and its attempts to implement their ‘standards of engagement’ in this area with relation to one of their supplier factories in Vietnam. The research draws on the direct involvement of one of the authors who visited the site and was able to interview staff and observe the operation in practice. Her findings are supported by wider work on the implementation of corporate approaches to human rights at a range of companies interviewed by another of the authors. The paper aims to highlight the issues needing to be addressed for companies considering the ‘involvement’ approach to child labour. It also aims to develop theory on our understanding of different approaches to corporate rights. 

Sourcing ethics in the textile sector: the case of C&A. Source: Business Ethics: A European Review, Jul2002, Vol. 11 Issue 3, p282, 13p, 3 charts Author(s): Graafland, Johan J. Thesaurus Term(s): BUSINESS ethics
TEXTILE industry Company/Entity: C&A (Company) NAICS/Industry Code(s): 313 Textile Mills; Abstract: During the last years competition in the textile sector has increased, putting financial returns under considerable pressure. As a result, production has shifted to low wage countries in the third world. This has raised the relevance of ethical procedures. This paper analyses how C&A, as one of the largest Western apparel companies, organises its sourcing ethics, notwithstanding the financial pressure in the market. Based on interviews with Asian suppliers of C&A during the second half of 2000, we review the opinions of external stakeholders about the sourcing ethics of C&A. Finally, we evaluate C&A’s sourcing ethics from a theoretical perspective

Engaging the commodified face: the use of marketing in the child adoption process. Source: Business Ethics: A European Review, Apr2002, Vol. 11 Issue 2, p179, 12p Author(s): Higgins, Matthew; Smith, Warren Thesaurus Term(s): SOCIAL marketing Other Term(s): ADOPTION -- Great Britain; Great Britain Abstract: This paper evaluates the ethical consequences of the use of marketing techniques in the child adoption process within England and Wales. Since 1995 the political climate in the UK has seen a reassessment of the manner in which the state organises care for children who are within its legal guardianship. Successive UK governments have acknowledged the under-utilisation of child adoption as a moral and efficient means of child-care. However, the presentation of child adoption in a more active fashion involves concerns about the manner in which child adoption has been organised. Increasingly child adoption organisations and social work professionals are being made accountable through the language of customer service and performance measurements. The use of commercial techniques such as marketing is justified on utilitarian grounds. However, any utilisation of marketing within the child adoption process is forced to ensure that the child is not de-centred. Legislation requires that the needs and welfare of the child are the first consideration for the adoption agency. Here we begin to see tensions between the humanitarian project that is child adoption, and the unease produced by viewing the child as human ‘product’. This invites analysis via critical theory. The use of marketing in child adoption raises issues related to the objectification and commodification of the child and prospective adopters. Within child adoption it is assumed that we must engage with the child as ‘face’ (Bauman, 1995). But will these assumptions stand the encroachment of marketing techniques into this very sensitive area? 

A comparison of parents' and children's knowledge of brands and advertising slogans in the United States: implications for consumer socialization. Source: Journal of Marketing Communications, Dec2000, Vol. 6 Issue 4, 3 charts, 1 diagram Author(s): Dotson, Michael J.; Hyatt, Eva M. Thesaurus Term(s): CHILDREN as consumers Other Term(s): ADVERTISING & children -- Psychological aspects Abstract: Examines the changes in family roles and composition, media exposure and marketing efforts aimed at children. Influence of parents on the purchase behavior of their children; Concern on the familiarity of children with adult products; Importance of academic investigation concerning the marketing campaigns targeted for children.

'. . . so what?' Attitudes of the voluntary sector towards child protection in sports clubs. Source: Managing Leisure, Apr2002, Vol. 7 Issue 2, p103, 21p Author(s): Brackenridge, C. H. Thesaurus Term(s): SPORTS Other Term(s): Moral & ethical aspects; CHILD welfare -- Great Britain NAICS/Industry Code(s): 7112 Spectator Sports; Abstract: There is both growing concern about ethical standards in sport and also rapid expansion in the number of local and national schemes designed to encourage youth sports development. Child abuse in youth sport has become a 'moral panic' in British society but there is evidence of a child protection policy vacuum between national and club level. Sport club child protection schemes are rarely informed by the work of their respective national governing bodies but there is an almost complete absence of empirical data with which to support or challenge claims about child safety in voluntary sector sports clubs. The research reported addresses this knowledge gap. It was designed to explore the extent to which one English midlands county had made provision for child protection and to assess the main issues confronting the county in its efforts to enhance child protection in voluntary sport. Voluntary sector junior sports clubs (n = 396) were sent a postal survey; 129 responded. 19 junior sports focus groups and selected county officers and staff were invited to participate in group or individual interviews during the second half of 1999 (prior to the establishment of the NSPCC/ Sport England Child Protection in Sport Unit). This paper reports the survey and interview data from the voluntary clubs. Results show an extremely varied pattern of awareness of the main child protection issues in the various sports clubs. One common theme emerged, however: there was a clear misapprehension that children are safest amongst those whom they know best and most at risk from those currently outside their sports clubs. This view is firmly contradicted by research statistics on sources of child abuse. The paper argues that the unwillingness of club personnel to challenge their own assumptions is causally linked to a culture of complacency about child protection in voluntary sport. 
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Spatial biographies of children's consumption 
Daniel Thomas Cook , University of Illinois 
Drawing upon historical research, contemporary academic treatments of children's geographies and some preliminary observations of a few 'children's' retail settings in the USA, this article concentrates on building an analytic of commercialized children's spaces. An account of the construction of retail departments specifically for children in USA clothing stores in the 1930s offers an insight into two intersecting spatial dimensions: aspirational and proprietary spaces. These, in turn, inform how versions of the 'child consumer' shape, and have been shaped by, spatially situated market considerations.




