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Table 1: Total Citations and Rank in 1990 and 1998-99, by Type of Commercializing Activity
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Cashing In On Kids

THE SECOND ANNUAL REPORT 

ON TRENDS IN SCHOOLHOUSE COMMERCIALISM

EXECUTIVE SUMMARY

The data in “Cashing In on Kids” suggest that commercial activities now help shape the structure of the school day, influence the content of the school curriculum, and may determine whether children will have access to a variety of technologies.

The report is based on periodicals database searches of seven categories of schoolhouse commercialism for the period July 1, 1997 – June 30, 1998 to July 1, 1998 – June 30, 1999. The number of citations that relate to commercialism can provide only a rough approximation of the scope and development of the phenomenon. Nevertheless, even using approximate measures, it seems clear that the volume of commercial activity directed at schools and classrooms continues to increase in virtually every category of commercialization. 
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1997-98 – 1998-99: Upward Trend in Schoolhouse Commercialism Continues

Between the 1997-98 and 1998-99 school years the number of citations related to schoolhouse commercialism increased 11%. Overall, the number of citations related to commercialism in schools increased 303% between 1990 and 1998-99. Figure 1 provides a snapshot of the relative size of each category of schoolhouse commercialism in 1998-99. Table 1 illustrates the growth between 1990 and 1998-99 of each of the seven categories of commercialism studied.

Fastest Growing Categories of Schoolhouse Commercialism

1997-98 – 1998-99
· Electronic Marketing (up 59%), which includes television, radio, and the Internet/World Wide Web, is a relatively new area of commercial activity in the schools. The number of citations reported in the early nineties is probably skewed upward by the extreme notoriety of Channel One a twelve-minute current events program that requires students be exposed to two minutes of commercials. The numbers for the mid-to-late nineties may be a better reflection of the trend in this area. The number of citations in the Electronic Marketing category increased from 172 in 1995 to 674 in 1998-1999, an increase of 272%. Between 1997-98 and 1998-99, the number of citations jumped 59%. The rapid increase in citations suggests that electronic marketing in the schools may continue to expand substantially for the foreseeable future. To a considerable degree this increase is likely to be driven by marketers who offer schools computers and Internet/World Wide Web services in return for access to their students. See Graph 6 in report.

· Exclusive Agreements (up 21%) appears to be the second fastest growing area of commercialism in schools. The number of citations reporting on exclusive arrangements between schools and product suppliers (primarily bottling companies such as Pepsi and Coca-Cola) increased 1,668% between 1990 and 1999. Overall, exclusive agreements accounted for 2% of all schoolhouse commercialism citations in 1990 and 8% in 1998-99. Between 1997-98 and 1998-99, the number of citations associated with exclusive agreements increased 21%. It should be noted that after 1997 all of the citations found relating to exclusive agreements were related to beverage sales. See Graph 2 in report.

· Incentive Programs (up 15%), such as General Mills’ Box Tops for Education, appears to be an area of commercialism that has grown rapidly during the past two years. This may in part be the result of the launch of the heavily promoted Box Tops program in 1996. Also, older incentive programs such as Pizza Hut’s Book It! and Campbell’s Soup’s Labels for Education have recently expanded to reach a wider audience of school children. Between 1990 and 1998-99 the number of citations related to incentive programs increased 83%. The increase between 1997-98 and 1998-99 was 15%. See Graph 3 in report. 

· Appropriation of Space (up 9%) showed a sharp increase between 1997-98 and 1998-99. However, it is likely that this increase can, to some extent, be explained by the controversy over McGraw-Hill’s use of brand names and advertisements in its middle school math textbook. Although McGraw-Hill was not paid for product placements, the inclusion of brand names in the text prompted the introduction of legislation in California that would prohibit adoption of ad-carrying textbooks. The number of citations in this category increased from 33 in 1990 to 122 in 1998-99. See Graph 4 in report.

Largest Category of Schoolhouse Commercialism 

· Sponsorship of Programs and Activities (up 3%) continues to be the largest category of schoolhouse commercialism. Although the number of citations in this category increased only 3% between 1997-98 and 1998-99, the category is so large that a 3% increase represents the third largest increase in citations (after Electronic Marketing and Exclusive Agreements). The Sponsorship category includes programs such as Canon’s National Envirothon high school competition, and activities such as “Coke in Education Day.” In 1990, this type of commercializing activity accounted for 461 citations. In 1998-99 the number was 1,614, an increase of 250%. Overall, the Sponsorship of Programs and Activities category accounted for 47% of all schoolhouse commercialism citations in 1990 and 40% in 1998-99 a decline of 7%. See Graph 1 in report.
Trend Unclear 

· Sponsored Educational Materials (down 14%) produced the smallest number of citations. It is difficult to know how to interpret the reduction in the number of citations in this category. The decline between 1997-98 and 1998-99 follows an increase of 161% between 1996 and 1997-98. Between 1990 and 1998-99, this category of commercialism has shown an uneven upward trend. It is possible that, except when a particularly glaring example of advertising disguised as curriculum surfaces (e.g., the Prego Spaghetti Sauce science lesson), these materials attract little attention because their producers try to keep them out of public view and thus avoid controversy. See Graph 5 in report.

Category to Watch

· Privatization (up 2%) is an unusual category. It is the second largest area of commercialism studied. Unlike commercial activities directed at schools, privatization represents an attempt to transform public education itself into a commercial activity. The number of citations in this category reached its peak in 1994. This is, no doubt, due to the well-publicized problems of the two leading for-profit firms, EAI and the Edison Project, in the mid-nineties. Although the number of citations in this category declined between 1994 and 1997, since 1997 the number of citations has increased sharply. This is probably due to an increase in the number of for-profit firms running schools. Last year’s report tracked four firms. This year seven additional firms were included. Each firm tracked either runs or had contracts to run at least five schools. It is, therefore, likely that the increase in the number of citations reflects of real growth. See Graph 1 in report.
Educators Continue to Ignore Schoolhouse Commercialism
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Between 1997-98 and 1998-99, schoolhouse commercialism was largely 

ignored by publications for educators. The relative lack of attention given commercialism by educators over the past two years is consistent with the findings in last year’s report. The stability of these data suggests that educators do not perceive schoolhouse commercialism as an important issue.
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_998384565.xls
Popular

		Trends 1/1/1990-6/30/1999 Data Sheet

		Popular Press (Lexis-Nexis News Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		1: Spons Activities				254		224		246		469		694		715		1019		1046		1247		1271		7185		400%

		2: Excl Agreements				6		10		21		21		27		38		38		80		230		263		734		4283%

		3: Incentive Progs				63		25		36		35		43		55		83		68		130		140		678		122%

		4: Approp of Space				22		21		20		25		38		63		99		96		87		96		567		336%

		5: SEMs				4		7		9		13		14		6		14		16		71		63		217		1475%

		6: Electronic Mktg				167		134		191		141		135		94		97		146		307		505		1917		202%

		7: Privatization				6		32		253		246		950		925		671		479		845		831		5238		13750%

				totals		522		453		776		950		1901		1896		2021		1931		2917		3169



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Business

		Trends 1/1/1990-6/30/1999 Data Sheet

		Business Press (Lexis-Nexis BusFin Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		1: Spons Activities				84		79		69		91		102		104		108		111		114		126		988		50%

		2: Excl Agreements				5		2		6		8		8		14		7		15		29		46		140		820%

		3: Incentive Progs				14		9		6		10		7		12		13		7		8		14		100		0%

		4: Approp of Space				1		0		1		0		0		1		6		1		2		3		15		200%

		5: SEMs				1		3		4		6		4		4		8		9		14		10		63		900%

		6: Electronic Mktg				36		28		37		21		28		22		31		41		40		65		349		81%

		7: Privatization				9		38		113		135		185		189		128		103		45		55		1000		511%

				totals		150		159		236		271		334		346		301		287		252		319



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



AdMarket

		Trends 1/1/1990-6/30/1999 Data Sheet

		Advertising/Marketing Press (Lexis-Nexis Market Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99		totals		90-99

		1: Spons Activities				122		145		123		143		213		209		203		220		198		213		1789		75%

		2: Excl Agreements				8		7		22		10		14		16		14		18		13		24		146		200%

		3: Incentive Progs				19		8		23		9		7		18		10		6		14		22		136		16%

		4: Approp of Space				6		5		5		9		7		7		15		11		11		11		87		83%

		5: SEMs				3		5		7		6		7		5		11		7		13		10		74		233%

		6: Electronic Mktg				123		106		151		79		71		54		54		69		76		104		887		(-15%)

		7: Privatization				32		40		123		108		142		88		96		61		60		88		838		175%

				totals		313		316		454		364		461		397		403		392		385		472



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Education

		Trends 1/1/1990-6/30/1999 Data Sheet

		Education Press (H.W. Wilson Education Index)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99		totals		90-99

		1: Spons Activities				1		0		0		0		0		2		0		2		3		4		12		300%

		2: Excl Agreements				0		0		0		0		0		0		0		0		5		3		8		300%

		3: Incentive Progs				0		0		0		0		0		0		0		0		1		0		1		0%

		4: Approp of Space				4		1		6		9		8		15		9		18		12		12		94		200%

		5: SEMs				0		0		0		4		0		3		5		1		1		2		16		200%

		6: Electronic Mktg				1		1		1		0		4		2		1		0		2		0		12		(-100%)

		7: Privatization				0		1		15		12		24		24		20		8		13		13		130		1300%

				totals		6		3		22		25		36		46		35		29		37		34



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Combined Presses

		Trends 1/1/1990-6/30/1999 Data Sheet

		All Presses

		Year																														% change

		Activity								1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		Sponsorship of Activities								461		448		438		703		1009		1030		1330		1379		1562		1614		9974		250%

		Exclusive Agreements								19		19		49		39		49		68		59		113		277		336		1028		1668%

		Incentive Programs								96		42		65		54		57		85		106		81		153		176		915		83%

		Appropriation of Space								33		27		32		43		53		86		129		126		112		122		763		270%

		Sponsored Educ. Materials								8		15		20		29		25		18		38		33		99		85		370		963%

		Electronic Marketing								327		269		380		241		238		172		183		256		425		674		3165		106%

		Privatization								47		111		504		501		1301		1226		915		651		963		987		7206		2000%

				totals						991		931		1488		1610		2732		2685		2760		2639		3591		3994

												% change																				total %

												90 to 91		91 to 92		92 to 93		93 to 94		94 to 95		95 to 96		96 to 97		97 to 97-8		97-8 to 98-9				change

												-6%		59%		8%		70%		-2%		3%		-4%		36%		11%				303%



7/1/97 through 6/30/98

7/1/98 through 6/30/99
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&LTECHNICAL NOTE: Due to automatic rounding by the program used to generate this chart, some percentages may vary slightly from those reported in the narrative.

Total Citations, by Activity, 1998-99

Figure 1: Percentage of Total Citations (3994), 
by Commercializing Activity, 1998-99
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Table 1

		Table 1: Total Citations and Rank in 1990 and 1998-99, by Type of Commercializing Activity

		Type of Commercializing Activity								1990				1998-99				Percent Increase 1990 to 1998-99

										Number of Citations		Rank		Number of Citations		Rank

		Sponsorship of Programs and Activities								461		1		1614		1		250%

		Exclusive Agreements								19		6		336		4		1668%

		Incentive Programs								96		3		176		5		83%

		Appropriation of Space								33		5		122		6		270%

		Sponsored Educational Materials								8		7		85		7		963%

		Electronic Marketing								327		2		674		3		106%

		Privatization								47		4		987		2		2000%





Table 2

		Table 2: Total Citations in the Five-Year Periods 1990 to 1994 and 1995 to 1998-99, and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity								1990 to 1994				1995 to 1998-99				Percent Increase Between Periods

										Number of Citations		Rank		Number of Citations		Rank

		Sponsorship of Programs and Activities								3059		1		6915		1		126%

		Exclusive Agreements								175		6		853		4		387%

		Incentive Programs								314		4		601		5		91%

		Appropriation of Space								188		5		575		6		206%

		Sponsored Educational Materials								97		7		273		7		181%

		Electronic Marketing								1455		3		1710		3		18%

		Privatization								2464		2		4742		2		92%





Table 3

		Table 3: Percentage Change from 1990 to 1998-99 and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity										Percentage Increase from 1990 to 1998-99								Rank in Percentage Increase

		Privatization												2000%						1

		Exclusive Agreements												1668%						2

		Sponsored Educational Materials												963%						3

		Appropriation of Space												270%						4

		Sponsorship of Programs and Activities												250%						5

		Electronic Marketing												106%						6

		Incentive Programs												83%						7





Table 4

		Table 4: Percentage Change from 1990-1994 to 1995-1998/99 and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity										Percentage Increase from 1990-1994 to 1995-1998/99								Rank in Percentage Increase

		Exclusive Agreements												387%						1

		Appropriation of Space												206%						2

		Sponsored Educational Materials												181%						3

		Sponsorship of Programs and Activities												126%						4

		Privatization												92%						5

		Incentive Programs												91%						6

		Electronic Marketing												18%						7
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Graph 2: Exclusive Agreements
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Graph 3
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Graph 3: Incentive Programs
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Graph 4
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Graph 4: Appropriation of Space
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Graph 5
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Graph 5: Sponsored Educational Materials
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Graph 6
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Graph 6: Electronic Marketing
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Graph 7
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Graph 7: Privatization
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Graph 8
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_998384477.xls
Popular

		Trends 1/1/1990-6/30/1999 Data Sheet

		Popular Press (Lexis-Nexis News Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		1: Spons Activities				254		224		246		469		694		715		1019		1046		1247		1271		7185		400%

		2: Excl Agreements				6		10		21		21		27		38		38		80		230		263		734		4283%

		3: Incentive Progs				63		25		36		35		43		55		83		68		130		140		678		122%

		4: Approp of Space				22		21		20		25		38		63		99		96		87		96		567		336%

		5: SEMs				4		7		9		13		14		6		14		16		71		63		217		1475%

		6: Electronic Mktg				167		134		191		141		135		94		97		146		307		505		1917		202%

		7: Privatization				6		32		253		246		950		925		671		479		845		831		5238		13750%

				totals		522		453		776		950		1901		1896		2021		1931		2917		3169



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Business

		Trends 1/1/1990-6/30/1999 Data Sheet

		Business Press (Lexis-Nexis BusFin Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		1: Spons Activities				84		79		69		91		102		104		108		111		114		126		988		50%

		2: Excl Agreements				5		2		6		8		8		14		7		15		29		46		140		820%

		3: Incentive Progs				14		9		6		10		7		12		13		7		8		14		100		0%

		4: Approp of Space				1		0		1		0		0		1		6		1		2		3		15		200%

		5: SEMs				1		3		4		6		4		4		8		9		14		10		63		900%

		6: Electronic Mktg				36		28		37		21		28		22		31		41		40		65		349		81%

		7: Privatization				9		38		113		135		185		189		128		103		45		55		1000		511%

				totals		150		159		236		271		334		346		301		287		252		319



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



AdMarket

		Trends 1/1/1990-6/30/1999 Data Sheet

		Advertising/Marketing Press (Lexis-Nexis Market Library, All News File)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99		totals		90-99

		1: Spons Activities				122		145		123		143		213		209		203		220		198		213		1789		75%

		2: Excl Agreements				8		7		22		10		14		16		14		18		13		24		146		200%

		3: Incentive Progs				19		8		23		9		7		18		10		6		14		22		136		16%

		4: Approp of Space				6		5		5		9		7		7		15		11		11		11		87		83%

		5: SEMs				3		5		7		6		7		5		11		7		13		10		74		233%

		6: Electronic Mktg				123		106		151		79		71		54		54		69		76		104		887		(-15%)

		7: Privatization				32		40		123		108		142		88		96		61		60		88		838		175%

				totals		313		316		454		364		461		397		403		392		385		472



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Education

		Trends 1/1/1990-6/30/1999 Data Sheet

		Education Press (H.W. Wilson Education Index)

		Year																										% change

		Activity				1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99		totals		90-99

		1: Spons Activities				1		0		0		0		0		2		0		2		3		4		12		300%

		2: Excl Agreements				0		0		0		0		0		0		0		0		5		3		8		300%

		3: Incentive Progs				0		0		0		0		0		0		0		0		1		0		1		0%

		4: Approp of Space				4		1		6		9		8		15		9		18		12		12		94		200%

		5: SEMs				0		0		0		4		0		3		5		1		1		2		16		200%

		6: Electronic Mktg				1		1		1		0		4		2		1		0		2		0		12		(-100%)

		7: Privatization				0		1		15		12		24		24		20		8		13		13		130		1300%

				totals		6		3		22		25		36		46		35		29		37		34



&LLast updated on 19 July 1999&CTrends Data Sheets 90-99.xls

7/1/98 through 6/30/99

7/1/97 through 6/30/98

Search terms for activity 4 were revised for 97-99 searches. The data in these sheets for all years (90-99) were derived using the revised terms.



Combined Presses

		Trends 1/1/1990-6/30/1999 Data Sheet

		All Presses

		Year																														% change

		Activity								1990		1991		1992		1993		1994		1995		1996		1997		97-98		98-99				90-99

		Sponsorship of Activities								461		448		438		703		1009		1030		1330		1379		1562		1614		9974		250%

		Exclusive Agreements								19		19		49		39		49		68		59		113		277		336		1028		1668%

		Incentive Programs								96		42		65		54		57		85		106		81		153		176		915		83%

		Appropriation of Space								33		27		32		43		53		86		129		126		112		122		763		270%

		Sponsored Educ. Materials								8		15		20		29		25		18		38		33		99		85		370		963%

		Electronic Marketing								327		269		380		241		238		172		183		256		425		674		3165		106%

		Privatization								47		111		504		501		1301		1226		915		651		963		987		7206		2000%

				totals						991		931		1488		1610		2732		2685		2760		2639		3591		3994

												% change																				total %

												90 to 91		91 to 92		92 to 93		93 to 94		94 to 95		95 to 96		96 to 97		97 to 97-8		97-8 to 98-9				change

												-6%		59%		8%		70%		-2%		3%		-4%		36%		11%				303%



7/1/97 through 6/30/98

7/1/98 through 6/30/99
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&LTECHNICAL NOTE: Due to automatic rounding by the program used to generate this chart, some percentages may vary slightly from those reported in the narrative.

Total Citations, by Activity, 1998-99

Figure 1: Percentage of Total Citations (3994), by Commercializing Activity, 1998-99
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Table 1

		Table 1: Total Citations and Rank in 1990 and 1998-99, by Type of Commercializing Activity

		Type of Commercializing Activity								1990				1998-99				Percent Increase 1990 to 1998-99

										Number of Citations		Rank		Number of Citations		Rank

		Sponsorship of Programs and Activities								461		1		1614		1		250%

		Exclusive Agreements								19		6		336		4		1668%

		Incentive Programs								96		3		176		5		83%

		Appropriation of Space								33		5		122		6		270%

		Sponsored Educational Materials								8		7		85		7		963%

		Electronic Marketing								327		2		674		3		106%

		Privatization								47		4		987		2		2000%





Table 2

		Table 2: Total Citations in the Five-Year Periods 1990 to 1994 and 1995 to 1998-99, and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity								1990 to 1994				1995 to 1998-99				Percent Increase Between Periods

										Number of Citations		Rank		Number of Citations		Rank

		Sponsorship of Programs and Activities								3059		1		6915		1		126%

		Exclusive Agreements								175		6		853		4		387%

		Incentive Programs								314		4		601		5		91%

		Appropriation of Space								188		5		575		6		206%

		Sponsored Educational Materials								97		7		273		7		181%

		Electronic Marketing								1455		3		1710		3		18%

		Privatization								2464		2		4742		2		92%





Table 3

		Table 3: Percentage Change from 1990 to 1998-99 and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity										Percentage Increase from 1990 to 1998-99								Rank in Percentage Increase

		Privatization												2000%						1

		Exclusive Agreements												1668%						2

		Sponsored Educational Materials												963%						3

		Appropriation of Space												270%						4

		Sponsorship of Programs and Activities												250%						5

		Electronic Marketing												106%						6

		Incentive Programs												83%						7





Table 4

		Table 4: Percentage Change from 1990-1994 to 1995-1998/99 and Rank, by Type of Commercializing Activity

		Type of Commercializing Activity										Percentage Increase from 1990-1994 to 1995-1998/99								Rank in Percentage Increase

		Exclusive Agreements												387%						1

		Appropriation of Space												206%						2

		Sponsored Educational Materials												181%						3

		Sponsorship of Programs and Activities												126%						4

		Privatization												92%						5

		Incentive Programs												91%						6

		Electronic Marketing												18%						7
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