UNIVERSITY JOF
e ras University of Nebraska at Omaha

Omaha DigitalCommons@UNO

Student Work

10-1-2003

Commercialism in public schools: A study of the perceptions of
teachers and administrators on accepting corporate advertising

Gerard Jude Kowal
University of Nebraska at Omaha

Follow this and additional works at: https://digitalcommons.unomaha.edu/studentwork

Cf Part of the Education Commons

Recommended Citation

Kowal, Gerard Jude, "Commercialism in public schools: A study of the perceptions of teachers and
administrators on accepting corporate advertising" (2003). Student Work. 3419.
https://digitalcommons.unomaha.edu/studentwork/3419

This Dissertation is brought to you for free and open
access by DigitalCommons@UNO. It has been accepted
for inclusion in Student Work by an authorized
administrator of DigitalCommons@UNO. For more
information, please contact
unodigitalcommons@unomaha.edu.



http://library.unomaha.edu/
















2.00=rarely acceptable, 3.00=neutral, 4.00=sometimes acceptable, and 5.00=always
acceptable.

Administrators are defined as deans, assistant principals, and principals.

Certificated staff is all staff members with a valid administrative or teaching

certificate.
CERU is defined as the Commercialism in Education Research Unit at Arizona
State University formerly known as the Center for the Analysis of Commercialism in

Education (CACE).

Commercialism is defined to include the sale of products, direct and indirect
advertising, and market research (GAO Report, 2000).

Direct advertising would consist of billboards, advertising on athletic fields, gym

floors, scoreboards, or book covers, and advertising in school newspapers, yearbooks, or
newsletters. In-school news programs like Channel One would fall into this category
(Bell, 2002; GAO Report, 2000).

Facilities are defined as all school buildings or fixed assets that are designed to
last more than one year (Alexander & Solmon, 1995).

Indirect advertising is used by corporations to put their name on educational

materials, contests, scholarships, grants, or other gifts (Bell, 2002; GAO Report, 2000).

The types of corporate advertising will be defined using information from the

GAO Report, Consumers Union reports, and CERU publications. These types of
corporate advertising are not based on the amount of money or the value of gifts from the

corporations, but rather are based on the amount of intrusion into the classroom and to
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what degree the commercialism impacts the learning process. The types would also take
into account the amount of involvement by staff members, which could be perceived as
an endorsement of certain brands or corporations. The types are defined as follows:

Type I Commercialism would be limited passive advertising restricted to areas

outside the school building itself. For example, this would include soda machines outside
the school building, football stadium scoreboard advertising, and advertising banners or
other signs at the football stadium. This would also include naming rights to school
buildings or facilities.

Type I Commercialism would include limited passive advertising inside the

building but not inside the classroom. This would include such things as soft drink
machines accessible in the building, corporate partnership banners in the halls, and candy
sales outside the classroom.

Type I Commercialism would include all advertising inside the classroom.

Educational posters, book covers, Channel One, and educational videos or materials that
contain corporate advertising would be considered Type III Commercialism. Type III
Commercialism would also include limited active advertising where the teacher or staff
member would take an active role in advertising. For example, teachers may conduct a
survey for market research, wear clothing with advertising, or actively promote certain
products in return for financial support (Consumers Union, 1990; GAO Report, 2000;
Molnar & Reaves, 2001).

An example of market research would be an in-school company survey that

enables the corporation to track a student’s preferences (Bell, 2002; GAO Report, 2000).
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Passive advertising is defined as non-active advertising where the teacher,

administrator, or other staff member would not actively endorse a product. Examples of
passive advertising would include posters, soda machines, banners, or advertising in an
athletic program.

Product sales would include such things as soft drinks usually with an exclusive
contract, short-term fundraising like the sale of candy, gift-wrap, or magazine
subscriptions, and yearbook or class ring sales (Bell, 2002; GAO Report, 2000).

Sinking funds involve levying a certain millage over a period so funds can build
up for future construction projects (Sielke, 1998).

Staff includes all district certificated and non-certificated or classified employees
whose business e-mail addresses are included in the district's First Class Address Book
(administrators, teachers, counselors, custodians, cafeteria staff, office staff, etc.)

Traditional facility finance includes bonds, which are sold for long periods. In

addition, the district levies a tax to repay the principal and interest. Districts that cannot
raise the money when needed instead raise the money over time using sinking funds.
Limitations

The study was limited to the "returned" responses and was not placed online and
accessible until the teachers had left for the summer. This may have lead to decreased
participation (59% return rate). Therefore, reflecting the true teaching and administrative
population of the district was difficult. In addition, basing the questionnaire on self-

reporting and limiting the study to teachers and administrators of a school district may
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have resulted in bias. Finally, the survey was limited to multiple-choice answers and fill-
in-the-blank type answers.
Delimitations

Because research in the specific area of acceptability of different types of
commercialism was not found, research in the area of commercialism in schools was
utilized.
Assumptions

Survey responses would retain and ensure randomness of the sample of teachers
and administrators. Also, corporate financial aid would result in a part of the budget that
would not have to come from taxes and in effect, freeing money that could be used to
lower the levy (Pijanowski & Monk, 1996). It was assumed that more corporate
financing would result in more commercialism. Finally, it was also assumed that the
participants understood online survey methods administered via the Internet and that they
would respond with honest and accurate answers.

Significance of the Study

Contribution to research. While there is research on commercialism in schools,

no research was found in the area of acceptable types of commercialism in schools. This
study would be in the forefront for determining the acceptability of different types of
commercialism in schools.

Contribution to practice. A district could decide whether or not to use corporate

advertising dollars to help with funding a variety of the district’s budget items. For
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example, extra tutoring could be funded or facilities could be updated without using
taxes. As a result, taxes may not be raised and may even be reduced.

Improve policy. While there are guides available to help a district that is seeking

private funding or corporate financing, this study would enable the school board and
superintendent to decide the support or opposition to different types of commercialism
among elementary and secondary teachers and administrators. The results of the study
may also be extended to the taxpayers and public of a district (Bell, 2002).
Summary

Administrators and school boards are looking for ways to increase revenue
without raising taxes. School districts like Lancaster, Pennsylvania, Brooklawn in New
Jersey, and Council Bluffs in Iowa, have turned to corporations for advertising dollars to
help with funding. There 1s opposition to commercialism in schools from groups like
Arizona State University’s Commercialism in Education Research Unit (CERU). The
groups opposing commercialism in schools are concerned that the exposure to advertising
is corrupting students. They are also concerned that wealthy districts may be able to raise
more money through advertising than less wealthy districts and that soft drink contracts
may be contributing to obesity in students. The school board and building administrators
must evaluate the amount of opposition to the advertising in the schools that would result
from commercialism before deciding whether or not to utilize commercialism to help
raise money.

Knowing how teachers and administrators feel about different types of

commercialism in schools could facilitate a school board’s decision to utilize corporate
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advertising. It would also help a district decide what type or types of commercialism
may be acceptable or unacceptable.

QOverview of the Study

Chapter 2 is a review of the literature covering commercialism in schools and the
opposition to commercialism in schools. Chapter 2 will also cover the financing needs of
school facilities. Chapter 3 will describe the research design of the survey study and will
describe the methodology and procedures that will be used to gather and analyze the data
for the study. Chapter 4 will present the results of the research and the analyses of the
research. Chapter 5 will contain the summary of the findings, the conclusions drawn

from those findings, and the implications.
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CHAPTER 2
REVIEW OF LITERATURE

This literature review is based in three areas of research. The first area of
research deals with the different types of commercialism in schools. The second area of
research notes the reasons for the opposition to commercialism. The third area of
research details one area where commercialism has been used: funding school facilities.
This includes the need for building repairs, updating, and replacement, and the use of
commercialism to finance these needs.

Commercialism in Schools

A school in New Jersey sold the naming rights for its gym to a local grocery store
chain for $100,000. They also designated a board member to be the director of corporate
development. The position was created to solicit corporate financing in return for naming
rights to almost everything in the district (Molnar, 2002). This type of direct advertising
or appropriation of space in return for money is just one form of commercialism used by
districts across the country (GAO Report, 2000). While commercialism has been evident
in schools as early as the 1920s, it has increased during the 90’s. Since 1990, commercial
activity in schools has risen 473 percent (Molnar & Reaves, 2001). School districts are
using commercialism to help with funding because of tight budgets (Consumer’s Union,
1995; Molnar, 2001). While private schools have long looked to businesses to fund
facilities and other projects, public schools are also soliciting corporate advertising

dollars (Bower, 2001).
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Reasons for Commercialism in Schools

Due to tax and spending limits passed by many states, a chronic need for funding
arose and many school districts had to look to alternative sources for financing
(Addonizio, 2000; Consumers Union, 1995). Alternative funding, like school-business
partnerships would be a means by which a school district could provide needed services
and updated facilities without affecting the balance sheet (Adams, 1999). These
alternative sources include, but are not limited to, the following: naming rights, local
foundations for fundraising and donations, user fees, leasing of facilities or services,
cooperative agreements, and exclusive contracts for goods or services (Pijanowski &
Monk, 1996). Many of these alternative sources resulted in an increase in commercial
activities or commercialism within the schools.

Types of Commercialism

The U.S. Government has separated the types of commercialism into four groups:
product sales, direct advertising, indirect advertising, and market research (GAO Report,
2000). Arizona State University’s Commercialism in Education Research Unit (CERU)
has broken down the types of commercialism in schools even further into eight
categories. The categories are: exclusive agreements, fundraising, electronic marketing,
appropriation of space, sponsorship of programs and activities, incentive programs,

sponsorship of education materials, and privatization (Molnar, 2002).
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Product Sales

Product sales include exclusive contracts, short-term fundraising like the sale of
candy, gift-wrap, or magazine subscriptions, and yearbook or class ring sales (Bell,
2002).

Exclusive agreements. One type of product sales is exclusive agreements. These

agreements keep other competing products out of a particular school or district (Homsey,
2001). An example of the value of an exclusive agreement would be the 10-year deal
between Coca-Cola and School District 11 in Colorado Springs, Colorado, which is
worth over 8.3 million dollars to the district (Robelen, 1998). Soft drink companies are
now allowing healthy drinks despite their exclusive agreements because of concerns from
health groups. Soft drink machines in the schools are being blamed for the increase in
obesity in school-age children (Bell, 2002; Molnar, 2002). The number of exclusive
agreements increased from 1996 to 2001. There was a decrease from 2001 to 2002 and
this decrease may have been due in part, to the growing opposition to exclusive
agreements.

Fundraising. Another type of product sales is fundraising. Selling candy bars or
magazine subscriptions are only two examples of fundraising. Other varieties of
fundraising include certain retailers giving credit to a school for receipts turned in or a

cereal company giving credit for box tops returned (Molnar, 2002).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



15

Direct Advertising

Direct advertising consists of billboards, advertising on athletic fields, gym floors,
scoreboards, or book covers, and advertising in school newspapers, yearbooks, or
newsletters.

Electronic marketing. Electronic marketing like the in-school news program,

Channel One, or banner ads on computers, would fall into the direct advertising category.
A school would receive televisions from Primedia’s Channel One for their classrooms in
exchange for agreeing to have their students watch news programs with commercial

advertising (Bell, 2002; GAO Report, 2000).

Naming rights. Naming rights or appropriation of space may be the most obvious
form of direct advertising. School districts are selling space on their gym floors or walis
in return for corporate money (Molnar, 2002). In Fremont, Nebraska, corporate logos on
the gym floor paid the $100,000 cost (Brunknow, 2001). Another example, at Ravenna
High School in Ohio, officials sold personal seat licenses at a cost of $1000 to $1500 for
two seats to help finance a new football and soccer stadium (Addonizio, 2000).

Indirect Advertising

Indirect advertising consists of corporations putting their name on educational
materials, contests, scholarships, grants, or other gifts (Bell, 2002; GAO Report, 2000).

Sponsorship of activities and programs. Examples of indirect advertising are the

Raytheon Corporation and Lucent Technologies sponsored programs that promote
professions in science, technology, and engineering. Also, corporations are sponsoring

athletic conferences and competitions (Bell, 2002). Over the last several years, corporate
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sponsorship of athletics has increased. This increase has made sponsorship of activities
and programs the most common form of commercialism in the school buildings (Molnar,

2002).

Incentive programs. Incentive programs, which reward students or schools for
reaching certain goals, are another example of indirect advertising. For example, a pizza
company may give free pizzas to students with perfect attendance, or an amusement park
may give free admission to students who read a certain number of books or reach a

particular grade point average (Molnar, 2002; PR Newswire, 2001).

Sponsorship of educational materials. Sponsorship of educational materials is
also indirect advertising. This sponsorship may come in the form of a wireless phone
company trying to educate new drivers about driving responsibly, or a bank providing
materials about personal finance (Molnar, 2002).

Grants and foundations. Grants and foundations are still one more form of

indirect advertising. As an example, in 2000, Microsoft founder Bill Gates and his wife
established a foundation and announced a $350 million education initiative. Their
foundation, the Bill and Melinda Gates foundation, awarded a grant of $25.9 million to
the Seattle School District to upgrade their technology and training for that technology
(Kennedy, 2000).

Market Research

An example of market research would be an in-school company survey that
enables the corporation to track a student’s preferences. Since a student’s personal

information would be used for this type of commercialism, school privacy laws would
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prohibit the school from giving personal information to the company. However,
loopholes in the laws allow for the students themselves to give the personal information
to the companies. Congress is addressing these discrepancies (Torres & Butler, 2000).
This type of commercialism is the least utilized (Bell, 2002; GAO Report, 2000).

Opposition to Commercialism in Schools

Opposition to commercialism in schools is based on three areas of concern. The
first area is the idea that commercialism corrupts students by placing advertising in the
schools (Robelen, 1998). The second concern about commercialism in the schools is the
equity issue. Wealthy schools or districts may be able to raise more funding than other
schools or districts (Ritchey, 2000). The third area that concerns the opponents of
commercialism is the exclusive contracts. Opponents of exclusive contracts are
concerned with the poor nutritional value of the products being sold (NASBE, 2000).

Concerns about Corrupting the Youth

Since school attendance is mandatory, corporations realize that schools provide a
captive audience of consumers. Corporations are willing to spend money to make their
particular products familiar to young consumers who have years of purchasing power
(Molnar, 1999). There is the perception that exposing youths to advertising may
influence them (Domine, 2002; Robelen, 1998). This raised concermns among groups like
CERU who wish to provide a commercial-free learning environmerit. They are
concerned that students might be influenced by the belief that the district is endorsing
specific products or name-brands (Boyles, 1999; Consumers Union 1995). In a recent

study by Vanessa Domine (2002), it was suggested that students are unaware of the
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biases of corporate advertising and are accepting of commercialism as the status quo
(Domine, 2002).

Concerns for Equity

Equity between schools or districts is another concern. Wealthy schools or
districts may be able to raise more money through alternative means like advertising than
other less wealthy schools or districts (Ritchey, 2000). This difference in fundraising
may lead to inequities between schools or districts. As a result, the schools or districts
would not be able to offer equitable educational services to students. If one district or
school raises more money than another district or school, and inequities result, the
legislature or courts may step in to ensure equity for all students (Fege & Hagelshaw,
2000). As aresult of the potential inequalities, groups like Consumers Union, the
Commercialism in Education Research Unit (CERU), and the Center for Commercial-
Free Public Education have pushed for limiting or eliminating commercial activities in
the schools (Consumers Union, 1990; Fege & Hagelshaw, 2000; Molnar, 2000; Molar &
Reaves, 2001).

Concerns for Students’ Health

Opponents of exclusive contracts are concerned with the poor nutritional value
and easy access of the products being sold (Molnar, 2002). Rates of childhood obesity
have doubled in the past thirty years. Between the 1970’s and the 1990’s, children’s
consumption of milk has dropped by one-third, while at the same time their consumption
of soft drinks has increased by fifty percent (NASBE, 2000). Easy access to these

products with poor nutritional value undermines the classroom lessons on good nutrition
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and is in direct competition with a school’s food service program. States like California
and West Virginia have put restrictions on the sale of certain types of non-nutritional
food items (NASBE, 2000).
Using Commercialism for Financing Facility Needs

Schools like Fremont High School in Nebraska have turned to corporations to
help fund facilities. Fremont High School sold advertising space on its gym floor to help
finance the new floor (Brunkow, 2001). Commercialism has also been used to fund such
things as athletic scoreboards and lighting for athletic fields (Bell, 2002). Financing
facilities is one way commercialism has been used in schools.

School Facility Needs

School facility needs include the following: new buildings, additions, renovations,
and the infrastructure necessary to support new technology (Honeyman, 1998; Sielke,
1998). Many schools have been neglected through the years. Up to one-third of all
school facilities need extensive repairs (Hardy, 1997). Many schools were built in the
1950's and 1960's with a life expectancy of 30 years (Sielke, 1998). In 1995, it was
estimated that these repairs could cost approximately $112 billion (GAO, 1995).

School Facility Financing Needs

Historical Funding of Facilities

While there is a large amount of necessary maintenance, updating, and repair,
there is a shortage of capital funding. Funding of school facilities, or capital outlay, has
historically been viewed as the local district's responsibility (Hardy, 1997; Kowalski &

Schmielau, 2000). Districts rely heavily on property tax revenues to fund their capital
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outlay. This has led to inequities because property-wealthy districts are able to raise
more revenue with lower tax rates than poorer districts. The poorer districts would need
higher tax rates to generate the same amount of revenue. Tax revenue is determined by
multiplying the tax rate or millage by the valuation of the property in the district.
Therefore, a district with a lower property valuation would require a higher tax rate to
result in the same amount of tax revenue as a school district with a higher property
valuation (Ritchey, 2000).

In 1994, the Arizona Supreme Court focused on school facilities in Roosevelt
Elementary School v. Bishop. This is the first time that a court ruled specifically on
school facilities. The court stated that Arizona's funding formula violated the state
constitution by causing disparities between wealthy and poor districts. More specifically,
this ruling made it necessary for other states to look at their methods of funding facilities
(Hardy, 1997, Sielke, 1998). School districts have since looked to alternate methods like
commercialism for financing facilities.

Other Methods for Financing Facilities

Many states now provide funding for school facilities. Funding ranges from full-
state funding, like in Alaska or Hawaii, to equalization grants, which are used in other
states (Gold, Smith, & Lawton, 1995). Equalization grants provide funding inverse to the
ability of the district to raise funds (Sielke, 1998). Also, tax increment financing is used
to finance school improvements. Tax increment financing (TTF) refers to tax revenues
from certain projects that are earmarked for specific improvements, rather than

distributed to the usual taxing entities. School districts usually oppose TIF because they
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