SOCI 3045A – Lecture 5
Tuesday May 24th, 2011 – Week 5A
Childhood and Consumerism in the Global North
Agenda:
· Announcements; 
· Small Group Work: Concepts of Childhood Consumerism; 
· Children as Consumers; 
· The “Exploited” Child; 
· The Sacred and the Profane; 
· The “Empowered” Child; 
· Inequality and Children’s Consumerism; 
· Consumerism and the Self;
Concepts of Childhood Consumerism: Small group work
Anomie:
· Anomic- break down of social norm and order, less clear, more confusing or absent
· Weakening between social bonds in people in society – individualized
· In the past, individual desires were limited but was restricted in social order, now, instead of being restrained they are unrestrained
· As Langer argues: “to pursue a goal which is by definition unattainable is to condemn oneself to a state of perpetual unhappiness” ( to children)
· Marketing is urging people to want more rather than being content with what they have
· We are living in an era where people are dissatisfied with what they have and want, more, new things. What we already have is junk.
· How many times have you replaced your cell phone is the past 5 years? – constructing that what you had before was junk and you want a new one
· We are in a period of time were toys are no longer passed down from generation to generation 
· Wanting more is essential for capitalism – selling more goods even people whose needs are already met 
Commoditoys are characterised by:
· 1st – stimulate rather than satisfy that desire
· 2nd – very short but intense self-life 
· Satisfaction is endless postponed – each time you buy something new it begins a new and more desire to want more
· Example: Pokemon, Teddy Bear Workshop – the bear needs a skateboard, band aids, a car, etc  
Children and consumption:
· The rise of the Commoditoy – children are more likely to be spenders themselves
· Children’s spending has doubled over each decade 
· In the 1960’s, 70’s and 80’s children spending doubled and tripled
· Parental household spending is influenced by children
· Traditional media – tv advertisements, schools, museums
· Examples: kraft provides schools with healthy eating products, but only kraft foods is in the packages
· Examples2: Pizza Hut will give children a free pizza if the children read a certain amount of books
Incorporating Children into the Market:
· “… McDonald’s and Disney, alone and in concert, play [a role] in hooking children on consumption… Both [companies] clearly recognise that their present and future depends on attracting young children.  Of course, children grow up to be adult consumers, many of whom eventually will have children of their own and begin the cycle anew…” (Ritzer)
· Getting the children when they are young will keep the market going
Cradle to Grave:
· 20th century the emergence of teenaghood – age specific cultural products 
· Sub-Teen – developed as a marketing strategy the “Tween” (almost a teenage but not a child anymore) = special stores – lazena girl, magazines, clothing 
· Children are “hooked” with the media and consumerism 
· Star Wars was the first product that started  consumerism – movies, shows, lunch boxes, etc
· Edutainment – Example: Baby Einstein
Debating Child Consumerism:
· Two perspectives 1. Children’s culture Industry 2. Popular Pleasure
· 1. Children’s Culture Industry - Capitalist mass culture appropriates and debases “authentic” children’s culture, “stunts children’s imaginations and harnesses their desires to the interests of capital” (Langer, p. 68)
· Taking over something and exploding it, then stunts children imagination 
· Example: Playing a Disney Princess (dress up)
· 2. Popular Pleasure - Children use consumer products “for their own purposes in creative play that transcends incorporation” (Langer, p. 68) 
· Takes the toys are creates an imaginary play. Example: Lego, sock puppet,  
The “Exploited” Child:
· Some people try to change the media by complaining about violence on tv, no advertising in schools, unhealthy eating on, etc
· All for a desire to protect the children
· Children are vulnerable to these commercials 
· 3 perspectives:
1. Advertising is unfair because children lack the capacity to understand marketing; (children are not capable of understanding the marketing)
2. Marketing to children promotes health, lifestyle and other risks in future adults, including alcoholism or obesity; (the greedy 80’s, focus on the inability of a Childs manipulated mind)
3. Childhood consumerisms pollutes innocence and produces psychological damage by promoting violence, sex, eating disorders, or even unhappiness; (Risk children might face physiologically – violent media creates violent behaviour)
CBC Film: How the kids took over:
· Children nag to get what they want
· Market researchers came into the schools as researchers group
· The films perspective was all about the children as the main target for the marketers
· Parents are giving into their children because of the parents work and do not have time to spend with their children
· Trying to protect the children from marketing and media – which is why we are so observant about childhood media – easy to see when it is not directed to you
The “Sacred” Child:
· Children became increasingly dependent on the media and the markets products
· Children and childhood became as objects and needed to be protected by the media
· The world became divided in to two spheres – public sphere and the private sphere 
· Sacredness of childhood is what is the discomfort with consumerism because we believe children are valuable and pure 
· How to marketers overcome the view of childhood purity? – the consumers market their products by acting as if they are doing it for the good of the child
Sacralising the Profane:
· They make consumerism a part of childhood – consumerism because innocence, fun, happy, 
· They Adopt the discourse of the scared child
What kids Buy and Why?
· This book is “a guide to the successful creation, development, and marketing of products and programs targeted to today’s youth ages birth through the teen years” and dedicated to “the preciousness and sacredness of the hearts and minds of children everywhere”;
· Markets themselves are adopting sacredness 
· Instead of setting limits on consumerism it is employed that if you want to have a childhood that is magical, then you need to eat certain things, buy certain things, etc
Buying Childhood Magic:
Examples:
· Disney’s Magic Kingdom is ‘the place where storybook fantasy is everyday reality’; 
· Disney online is ‘where the magic comes to you’; 
· Hasbro Inc.’s motto is ‘making the world smile’; and,
· McDonald’s children’s website is ‘the Internet’s land for fun
The “Empowered” Child: (Positive consumerism)
· Rather than consumerism being negative it can be a source of respect, power, and responsibility
1. In consumerism, the researchers take the perspective of children and listen to what they really like and want directly 
· Technically gives the children a voice
2. Children are not inactive sponges but they use their imagination and play against the script – create peer groups, get pleasure from the item and are “fitting in”
3. Have to work for what you want – maturity, responsibility, economic, trading cards – children develop the value of different things, allowances – learning how to budget 
· Assume that the children are active consumers 
· Children are equal humans who need to be heard
Pester Power:
· Nagging – children’s power
· Children will develop these strategies – move from strategy to strategy till they figure out how to get what they want
· A practice whereby children tell their parents about their desire item
· Persistent nagging involves the repetition of a request; 
· Importance nagging involves stressing the significance of an item; 
· Pester Power is effective 
· Can create unnecessary tension between child and parent or just parents - “exasperated purchases of items against a parent’s better judgement”;
· Children do not have a lot of power so they result into Pester Power?
· Adults have too much power over their child’s life
Inequality and Children’s Consumerism:
· Can’t have consumerism power if you don’t have money to consume (middle class and up only)
· Child labour 
· Childhood consumerism is unequal around the world
Studies:
· A 2001 study in US found that poor and working-class black children’s spending was constrained by an awareness of limited resources;  (children were aware of their families problems)
· A 1998 Australian study found that recently arrived immigrants would dream about things middle-class Australians took for granted (middle class children took things they had for granted)




