MOTHERS’ UNION RESPONSE TO:

The Bailey Review on the Commercialisation and Sexualisation of Childhood 
(Industry and Wider Stakeholder Version)
SECTION 2: FOR ALL STAKEHOLDERS

General
8. a) The following factors are sometimes said to put pressure on children to grow up too quickly.  Which factors do you think have the most influence on children, if any?  (tick all that apply)

	X
	Sexual images (e.g. TV, films and advertising)
	X
	Advertising and marketing aimed at children
	X
	Peer pressure

	X
	Seeing inappropriate things on the internet
	X
	The things that celebrities like pop stars and actors do
	X
	Other (please specify)


Comments:
Children are influenced in different ways and to different degrees by the categories listed above. They also respond to different pressures and influences in different ways across their life course as a child and many of these factors interact. Therefore it is difficult to pinpoint which factors place the greatest pressure on children.

Not all of the influences listed above are commercial pressures. Mothers’ Union would argue that the term ‘growing up too quickly’ is a subjective one, and is only one effect of the commercialisation of childhood. However, in terms of responding to this question, we would define being pressured into ‘growing up too quickly’ as: i) pressure on children to consume as adults do; and ii) the imposition of sexuality on girls and boys at a young age. 
Advertising and marketing aimed at children
Advertising and marketing has a huge presence in the everyday life of children, including in broadcast and non broadcast media, public space, the internet, sports events, schools and even in conversations and interactions with others. Children are influenced through these methods – otherwise the advertising and marketing industries would not spend £350 million in the UK to do so. (David Piachaud, Freedom to be a Child: Commercial Pressures on Children. Centre for Analysis of Social Exclusion, July 2007. (ref taken from Advertising Statistics Yearbook, Advertising Association)) 
Some forms of advertising may have more influence over children than others. In particular, peer to peer marketing can be particularly effective, as 68% of consumers trust the advice of peers. (Ed Mayo and Agnes Nairn, Consumer Kids: How Big Business Is Grooming Our Children for Profit. Constable, 2009.)
Peer pressure
Peer pressure worries both children and parents. The influence of peers can start from as young as six and becomes more significant as children reach adolescence, when they seek to belong or gain identity or status through owning particular/ peer sanctioned goods and brands. (Richard Elliott and Clare Leonard, Peer pressure and poverty: Exploring fashion brands and consumption symbolism among children of the ‘British poor’. Journal of Consumer Behaviour vol. 3, 4, 347-359.)
Sexual images (e.g. TV, films and advertising)
Mothers’ Union agrees that sexualised imagery is now part of the background to children's lives, as well as adults’. We believe it is important in this Review overall (and not just the public consultation) to distinguish between the use of sexual images in their own right in different forms of media e.g. as part of a storyline in a film; and the use of sexualised imagery/themes used to sell goods and services unrelated to sex e.g. perfume. 
We do not believe that children should be shielded from all references to sex, but there is evidence that a media diet heavy in sexualised content hastens sexual activity in young people, which concerns us in terms of their ability to manage the emotional and physical consequences of sexual activity. (Collins, Elliott, Berry, Kanouse, Kunkel, Hunter and Miu, Watching Sex on Television Predicts Adolescent Initiation of Sexual Behaviour. Pediatrics 2004; 114;e280-e289.) 

Inappropriate things on the internet

This factor is the only one listed to have a value statement attached, and therefore the respondent is left to define what might be inappropriate for a child to see on the internet. Website content can be inappropriate for many reasons, for example what it might encourage a child to do, the sort of moral or ethical perspective it promotes and what risk it might pose to a child’s safety. What is inappropriate will also be dependent on a range of factors, such as the child’s age and level of understanding. Mothers’ Union would argue that web content encouraging any form of harm (to or by a child) and certain levels of sexual or violent content are inappropriate for children to see. Otherwise inoffensive websites can also be used inappropriately, for example chat-rooms to groom or bully children. 
There are some methods of internet marketing that concern us, such as advergames, behavioural advertising, and peer to peer marketing, because they are not always distinguishable as advertising. As children do not necessarily understand when they are being sold to until they are about 11 or 12 (Sue Palmer, Toxic Childhood. Orion, 2006), their natural credulity can be taken advantage of through these more seamless methods.
We imagine the real concern of this question is how sexualised content on the internet might influence and place pressure on children. The same considerations in relation to sexual content on TV, films and advertising etc apply to the internet i.e. whether sexual imagery is relevant to the media or being used to sell something wholly unrelated. However, the difference is that sexual content, of a broad nature, is far easier for children to access, intentionally and unintentionally, on the internet than in other forms of media. Mothers’ Union is unclear of the parameters of this Review in relation to the internet, and is concerned whether the Review has sufficient capacity to explore the issue of access to adult or child pornography without losing focus on the issues around commercialisation.
Parents

Parents also have a significant influence on their children. Their consumer habits set a powerful example to children and whilst parents may not want their children to ‘grow up too quickly’, it is important for parents to reflect on whether their actions encourage this.
Gender
8. b) Do you think these pressures...

	[image: image1.png]



	Affect boys and girls equally?
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	Affect girls more?
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	Affect boys more?

	X
	None of these
	
	
	
	


Comments:

Mothers’ Union argues that the pressures above might affect girls and boys differently and therefore it is difficult to measure whether or not these pressures affect them equally.
Certainly the media focus more attention on the physical appearance of females than of males. A quick content analysis of newspaper website homepages on the 16th March found 20 articles in The Sun commenting on women’s appearance and none on men’s appearance; 8 articles in the Daily Mail on women and none on men; and 2 articles in The Times on women and none on men. Pictures in magazines have a strong impact on girls’ perceptions of their weight and shape – in one study 69% of girls reported that magazine pictures influence their idea of the ‘perfect’ body shape, and 47% wanted to lose weight because of magazine pictures. There is also a link between the frequency of reading women’s magazines and prevalence of dieting. (Alison Field et al, Exposure to the Mass Media and Weight Concerns Among Girls. Pediatrics, 1999; 103; e36.) 
Exposure to a ‘muscular male ideal’ is linked to greater body dissatisfaction within males. (The Impact of Media Images on Body Image and Behaviours: A Summary of the Scientific Evidence. Report signed by academics and clinicians from across the world.) However, girls are more likely than boys to internalise sociocultural attitudes towards appearance and report higher levels of perceived pressure to lose weight, peer comparison and body dissatisfaction. Girls also want to look better than their peers, whereas boys simply don’t want to stand out as looking different. Girls are influenced from a young age and one study found that, in 5-8 year old girls, watching appearance-related television predicted a decrease in appearance satisfaction one year later. (Emma Halliwell and Martin Harvey, Examination of a sociocultural model of disordered eating among male and female adolescents. British Journal of Health Psychology (2006) 11, 235-248.) This suggests that appearance is more central to the female self-concept than male self-concept, and that girls judge their appearance in competition with each other, according to their own perceptions of what others think. In this way, girls may feel double pressure - from media and from themselves. 
Professor Rosalind Gill from Kings College London has warned that women are appearing in an increasingly sexualised role in the media and that ‘Young women are being sent the message that sexual attractiveness is more important than anything else about them’. Mothers’ Union believes the Government must take this issue seriously, not least because it has an obligation to do so under the Beijing Declaration and Platform for Action.
Corporate Social Responsibility
9. In general, do you think that businesses (e.g. retailers, manufacturers, broadcasters, advertisers, internet providers etc.) are responsive to and responsible with regard to the concerns of parents and children? Please give examples.

	
	Yes
	
	No
	X
	Not Sure


Comments:

The extent to which businesses are responsive and responsible with regard to concerns varies across sectors and individual businesses. Many businesses sell and advertise responsibly to children or respond to complaints about their products. For example, following public complaints and media coverage, WH Smith ceased selling Playboy branded stationary in 2009, and Primark said they would stop selling padded bikini tops in 2010. In many instances, marketing to children remains within regulations and guidelines and is guided by commonsense. 
However, there are some businesses that ignore not just the concerns of parents but also the instruction of regulators. The Advertising Standards Authority (ASA) received two complaints over a Playboy TV advert in a free newspaper in 2010, one of which expressed concern that the advert could easily be seen by children as the newspaper was free. Playboy TV did not respond to the ASA’s inquiry, an action in breach of clause 2.6 of the CAP Code, and the only sanction was an instruction to respond promptly in the future. Corporate Social Responsibility (CSR) is also weak in relation to digital television and built-in Freeview channels – many televisions come with automatic access to pornographic channels (even if they are pay per view) which you have to opt out of rather than opt into. Some televisions do not provide the facility to delete a channel.
Specific industries are not homogenous in their approach to CSR. Mothers’ Union has heard anecdotal evidence from parents who have complained about products to a store manager, who has sympathised with their concern but cannot make changes unless permitted by Head Office. There was also a long running case of a newsagent in London, Hamdy Shahein, who was repeatedly sent soft porn magazines as part of pre-packed selections of magazines by WHSmith News, despite making repeated requests not to receive them (http://www.dianeabbott.org.uk/campaigns/offensive-materials.aspx) 
Mothers’ Union believes that Corporate Social Responsibility needs to be just that – responsible, not just responsive. Businesses need to ensure good practice from the outset and not rely solely on pressure and a good complaints procedure. 

Public Space - Physical Environment
10. Thinking about the public space (streets, public transport, shopping and leisure areas), do you think that children are exposed inappropriately to things of a too commercial or sexual nature?  If you answered yes, please explain why giving specific examples where possible.

	X
	Yes
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	No
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	Not Sure


Comments:
In answering this question and number 11, we would like to comment that ‘too commercial’ is perhaps not the right term. One cannot assess degrees of ‘commercial-ness’ – rather, one can assess the volume and regularity of commercial messages. Public spaces are filled with commercial messages and in some spaces it is impossible to have a choice as to whether children see them. In this sense, the physical environment can be ‘over-commercialised’. 

Whilst there are guidelines governing the nature of advertising in public spaces, sexualised imagery is still present where children can see. In 2010, Diesel (London) Ltd (clothing company) displayed a number of public posters of a sexualised nature and was required by the Advertising Standards Agency to remove them from display, as they were considered unsuitable to be seen by children. Children are also exposed to goods of sexualised nature in shops, in particular pornographic magazines. Whilst younger children may not be able to see more explicit magazines on the highest shelves or those inside modesty covers, ‘lads mags’ permitted on lower shelves without any cover still feature sexualised imagery on the front and indicate sexualised content within. Changing this practice by requiring either modesty covers on all soft porn magazines or placing such magazines behind the counter would help alter the ‘sexualised background’ of the physical environment in a comparatively simple and inexpensive way.
Public Space - Virtual Environment
11. Thinking about broadcasting and the internet, do you think that current measures to protect children from exposure to inappropriately commercialised or sexualised content and advertising are effective and sufficient?  If no, please give specific examples of where you think there are weaknesses.
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	Yes
	X
	No
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	Not Sure


Comments:

Mothers’ Union found that 67% of parents believe inappropriate content is shown before the watershed, which suggests it is a weak instrument. (Mothers’ Union, Bye Buy Childhood 2010) Recent Government measures appear at odds with the concerns of this review – namely permitting product placement in certain television programmes and extending the number of minutes’ worth of advertising that can be shown in an hour. Mothers’ Union hopes that the year-long trial of the latter will be followed by an evaluation and opportunity for public feedback and consultation. 
Measures to protect children from sexualised content and advertising are weakest in relation to the internet. Therefore, parents and other adults need to take the lead, for example by installing filters, educating children and monitoring their internet use. Children also need to be taught from an early age that what they put on the internet is a public and permanent record (if they have no access to privacy or editorial settings) and that this can have implications in the present and in the future. Internet providers and website authors can also play a role in highlighting this and ensuring that high level privacy settings are available where relevant.
Mothers’ Union urges the Government to take note of the European Parliament’s Resolution on the impact of advertising on consumer behaviour, which ‘urges Member States to promote greater protection of vulnerable consumers, such as children, to encourage the media to restrict TV advertising addressed at children during TV programmes watched mainly by the young’.
Clothing and Products
12. Thinking about the retail sector, do you think clothing and products for children are sufficiently age-appropriate and gender-appropriate (including non-gendered)?  If not, please provide specific examples.
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	Yes
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	No
	X
	Not Sure


Comments:

In response to this question, we would respond ‘somewhat’. Mothers’ Union members have been critical of some of the clothing aimed at young girls, such as padded bikini tops, high heel shoes and tops with sexualised slogans, as they impose adult characteristics on immature bodies. However, we would not advocate legislating on clothing as taste is highly subjective, and people apply their own meaning to what others wear. A democratic government should not prescribe what people should or shouldn’t wear at certain ages or even at all.
Several goods do indicate the age for which they are suitable and there is opportunity to complain where the rating appears inappropriate. The rating of video games can be a contentious issue and it is important that the UK has mechanisms for public recourse, such as PEGI. 
We would not advocate sweeping legislation on gender appropriateness of products. In this realm we believe parents have primary responsibility, but we do welcome responsible manufacturing and retailing. We also welcome any challenges to gender stereotying and this can be initiated by wider society.
Children as Consumers
13. Parents and children sometimes report that they feel under pressure to buy things they would prefer not to.  Who do you think should be responsible for helping parents and children deal with such pressures?  (tick as many as apply)

	X
	Manufacturers
	X
	Retailers
	X
	Government

	X
	Regulators
	X
	Advertisers
	X
	Marketing Companies

	X
	Broadcasters
	X
	Internet Providers
	X
	Educators

	X
	Consumer Organisations
	X
	Parents
	X
	Other (please specify)


Comments:

The groups listed above have different responsibilities for helping parents deal with consumer pressures. ‘Not exerting pressure’ and ‘helping’ are also two different approaches, and some of the above groups apply only one approach. What is needed is an analysis of where the most pressure comes from and whether this group also carries the most responsibility, legally or informally. Having an order of prioritisation would have been helpful to this question. 
We would argue that retailers, manufacturers, advertisers and marketing companies place the most pressure on parents and children but that overall, parents have the greatest responsibility to manage the pressures and help their children to manage pressures. One study has found that intervention from parents and other caregivers during television adverts, through making both factual and evaluative comments, help stimulate children’s advertising knowledge and scepticism; and thus reduce susceptibility to advertising messages.  The study argues that educators can also play this role in helping children to develop critical skills. (Moniek Buijzen, Reducing Children’s Suscpetibility to Commercials: Mechanisms of Factual and Evaluative Advertising Interventions. Media Psychology, 9, 411-430.)
Regulators, government and consumer organisations play a mediating role. Our research found that parents believe regulatory bodies have the greatest responsibility for the content and advertising that children are exposed to, (Mothers’ Union, Bye Buy Childhood) perhaps because they have a duty to monitor and make judgments, and will thus be listened to by industry.
In practice, it is unfair to expect retailers, manufacturers, advertisers and marketing companies not to encourage parents and children to purchase their goods and services – after all their purpose is to sell. However, we do urge these groups to consider the welfare of children they are targetting during the development and marketing of products. Mothers’ Union does recognise that many of these groups do take steps not to apply excessive pressure to purchase. Similarly, broadcasters and internet providers need to consider their moral or ethical obligations of their output and service provision, although again, this task may be more considerable and complex for internet providers. 

We believe that the Government’s role is to monitor developments in media and marketing, monitor the effectiveness of regulation and challenge instances of ineffectiveness in protecting children from commercilaisation and sexualisation. We believe there is a particular imperative for Government intervention in relation to sexualisation, as this carries child protection implications.
Under ‘other’ we would include peers – of both children and parents. Parent to parent peer support may prove just as or even more effective than regulation in overcoming pressure to buy, as some pressure comes from parents believing they need to match the behaviour of other parents. As children grow and mature, they need to learn awareness of the impact of their words and actions upon others. 
14. Companies use a range of marketing and advertising techniques when promoting products towards children.  Are there any you think are inappropriate for children?  If yes, please provide details.

	X
	Yes
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	No
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	Not Sure


Comments:

Mothers’ Union is concerned about the use of targeted, behavioural advertising on the internet as it uses personal information, which is required in order to access certain websites. We are also concerned that advergames aim to instill a brand habit in children but would not advocate strict legislation on this method. Rather, some form of wording stating that advergames are a form of advertising would be more proportionate. The practice of recruiting young people to market to peers encourages a commercial element in their relationships with one another, but again, an outright ban on this method might not be proportionate. Rather, restricting participation to older children as good practice should be reinforced. The use of airbrushing reinforces fake representations of ‘beauty’ and Mothers’ Union would support a curtailment of its use in marketing aimed at children and young people. 
Mothers’ Union believes that the use of sex to sell to children under 16 is wholly unacceptable, for the reasons outlined in questions 8a and 8b. We would include in this sexualised music videos, which are essentially tools for marketing music. In this question we also need to separate the marketing technique from the product and are particularly critical of the use of sex to sell unrelated products or services.
Consumer Voice
15. Do you think that complaints processes for parents to raise concerns about inappropriately commercialised or sexualised products/images/material are sufficiently accessible? If no, please give details of what could be improved and by whom.  
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	Yes
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	No
	X
	Not Sure


Comments:

Some complaints processes and regulatory bodies are better promoted than others, for example Ofcom and the Advertising Standards Authority are well promoted. However, complaints processes relating to internet content are less clear, especially as to where jurisdiction falls. The clarity of complaints processes also differ. Ofcom and the ASA offer clear instructions on their websites on making a complaint, as does PEGI online for computer games. It is important for parents to find the whole process accessible. Both Ofcom and the ASA promise acknowledgement and investigation of each complaint. However, it is difficult to tell from its website whether the Teenage Magazine Arbitration Panel (TMAP) is still functioning, and thus whether there is an effective process to complain about the sexual content of teen magazines. 
Some parents are sceptical that making a complaint about a product or advert will result in action, and are thus put off from initiating a complaints process. Information on who to contact, how, and when, and what influence the regulator/ consumer body has is key to enabling parents to feedback about products, services and marketing. Mothers’ Union believes a shift away from a complaints based procedure towards a feedback procedure, whereby positive as well as negative feedback can be given to manufacturers, retailers, advertisers and media, would be provide a more rounded approach. This review provides the opportunity to recommend such practice to the relevant industries. A one stop shop (website and telephone) would make the feedback process easier and could be initiated by the Government, either directly, through a non-departmental public body or a commissioned third party. 
General Comments
16. Is there anything else you want to say about the commercialisation and sexualisation of childhood?
There is genuine strength of feeling from many people about this issue - young, old, male, female, parents and those without children. We therefore urge the Government to resist being persuaded that the issue is merely a moral panic.

We would like to see the Government to take the following actions:

· Take decisive action to tackle to use of sexualised content in goods and services, and in the marketing of good aimed at children or accessible to them. 

· Reconsider the effect of permitting product placement and extending the length of advertising permitted on television.
· Re-evaluate of the effectiveness of the watershed.
· Require clear labelling of advertising methods on the internet such as advergames and behavioural advertising.
· Facilitate a one-stop shop signposting the different regulatory bodies and feedback procedures in relation to commercial practices and children (the Check website is a good example http://www.check.uk.com/ ).
17. Finally, please let us have your views on responding to this call for evidence (e.g. the number and type of questions, was it easy to find, understand, complete etc.)

Mothers’ Union was well aware of the Bailey Review and consultation and we were very pleased to have the opportunity to take part. Signposted by the initial press release, it was easy to find the consultation on the Department for Education’s website. However, some of our members found it a more difficult to navigate. We wonder if some individuals excluded themselves from participating in the consultation because they did not come under the heading of ‘parent’ or ‘carer’.
The consultation would have benefitted from clear definitions of ‘commercialisation’ and ‘sexualisation’ at the beginning. Some of the questions used terms interchangeably, such as ‘pressure’ and ‘influence’, whereas they do have different meanings and can be used in both a positive and negative sense. The term ‘too commercialised’ also needed explanation. In question 12 ‘non-gendered’ would have perhaps been better described as ‘gender neutral’. A tick box answer of ‘somewhat’ would have been useful, alongside ‘yes’, ‘no’ and ‘not sure’. 
