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A Brazilian nonprofit civil society organization:
its mission is to ‘honor the children’

3lana

An Alana’s program: its mission is to disseminate
and debate issues related to the negative

impacts of advertising to children
Since 2006
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Child and Consumerism - 2006
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average children’s audience on TV

SOURCE: IBOPE
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city of Sao Paulo, Brazil
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11 years after - 2017

Brazil, South America:

208 million inhabitants 36.7 million households with Internet access

40 million children aged 0-12 years old: AB =230%
— o

40% low-income households C =60%

DE =23%

6 million in extreme poverty

95% AB Internet users (5.7 million)
35% DE Internet users (20.8 million)

.’ I I ; O Source: TICKids Online Brazil 2016; IBOPE; IBGE
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11 years after - 2017

Children Internet users

At School:
AB =98%
DE = 66% 2012 — 2016 (- 10% ) =32%
81% children users use it to do school work
By computer:
AB =87% Social Media:
DE =34%
O-17 years old = 86%
By mobile: 62% have seen advertising on social media
ABCDE = 90% 69% have seen advertising on videos

Source: TIC Kids Online Brazil 2016

Only by mobile: DE =61%
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according to their parents: b -
21% asked for electronic devices ‘19
20% asked for clothes or shoes
12% asked for electronic games

Source: TIC Kids Online Brazil 2016
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Up to the age of 6
children do not
identify
advertising

Children aged
6-12 do not
understand the

persuasiveness
and complexity of
advertising
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Negative impacts of adverstising

consumerism, obesity, sexualization, violence and environmental unsustainability
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3 https://www.facebook.com/DollyRefrigerantesOficial/
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Years
of activism

(we are from the ‘orkut era’)
e
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2006
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Um documentario
sobre publicidade,
consumo e infancia.

Target Market — —
Way Beyond Weight

http://www.videocamp.com/en

CRIANCA E CONSUMO | alana


http://www.videocamp.com/en

2014

Tema da redacao do Enem 2014 e
sobre pubhcudade mfantnl no Brasnl

\! ’E JIVUIC gou o lema da prova apos o Inicio do e deste domingo
‘ quais sao os critérios para conseguir uma re: .i acao nota ?.iii"'ﬁi'-'ji

Paulo Gmlherme

B *- )

115n-4| | 213 mil

J
CS MEC © Tweets Tweets & respostas Fotos e videos FEUZ AN'VERSAR,O

‘ _ R ACS MEC 13 de marco de 2014
sessona oe Comunicacdo Social - “Enom2014: 0 tema da redacio & "Publicdade infantil em questio no
nodério da Educacdo Brasd’

Prasisa (DF)

Tema d; r;da;éo Enem 2014 (Foto: Reproducaon) [ R es OI U ti On 1 63 b y Con an da ]
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2016 2017

Keeping Advocacy

crianca®
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There is now

a consensus
that it is necessary to

protect children
from commercial advertising




Evolution? Kickback? Or overlap?

Digital advertisement
Unboxing
Youtubers kids
Electronic games

Marketing 360

TV advertisement
Advertisement at schools
Product placement
Real experiences




Reflections in the virtual environment

‘Nina e Bel para meninas’

(Nina and Bel for girls)
YouTube for people over 18? a3 and Betior giris

4.4 million of followers
52.164 billion views by

Brazilian children and babies Julia Silva’

from zero to 12 years old
2.8 million of followers

Source: ESPM Media Lab 2015-2016



Reflections in the virtual environment

The growth of Brazilian children's audience of:

* videos of unboxing =975%
 Youtubers’ channels =564%

e children's TV channels =171%

|[between the years 2015 - 2016]

Source: ESPM Media Lab 2015-2016
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consumer today
promoter

Children influence family purchases by up to 80%
N

consumer of the future sales



The child is the product




Smart toys

Risks: Data protection and advertising
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Public financing
More responsible companies
Advertising target at adults

s it possible?
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Let’s think about it

together

Society public authority




Thank you!

isabella@alana.org.br

@programacriancaeconsumo
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http://www.criancaeconsumo.org.br

