sing the Trojan Horse approach
| l by disguising your marketing
objectives as company spon-
soted educational gifts sounds like a
clever idea, but could set a course for
disaster. Company’s interested in per-
forming these ‘goodwill gestures’ by
supplying classrooms with computers
and pencils may shy away from these
marketing oppormunitics duc to the
negative publicity caused in the past. In
1997, the Peel Board of Education had
approved screen saver ads on classroom
computers for participating  high
schools. Bur lack of revenue and con-
cern from some parent/teacher groups
soon forced the program to be ‘discon-
nected'.

In today’s world of sponsored cduca-
tional materials, Heather MacTaggarr is
one woman with the right connec-
tions—Classroom Connecrions, that is.
She's the executive director for this
Toronto-based non-profic organization
that has been providing communicy
supported educarional resources since
1997. So far she has linked government
and privare secror firms with over
10,000 publicly funded schools across
Canada. Subway, Tetra Pak Canada Ine.
and Ralston Parina Canada Led. are just
a few of the food/beverage induscry
sponsors that have partcipated.

“We've had meetings with several
food companies (Quaker, Christies,
Motr’s). Sometimes we have to explain
that their original idea for a school pro-
gram was actually a school promorion,
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and we're not involved with school pro-- |

motions as they are counter to our man-
date and don’t work, The only company
I would say we ‘urned down' was a
chocolate bar company who really was-
n't interested in education or enhancing
their goodwill, but strictly in marketing
candy in schools,” MacTaggart explains.
“SWhat we do not do is start with a cor-
porate objective and somehow drive
that through the system, | don’t think
there’s any room for that in education
anywhere and I'd agree with the
Ontario Secondary School Teachers
Federation (OSSTF) that commercial-
ization does not belong in the class-
oom.”

The paper MacTaggare refers o is a
recently released OSSTF 2001 report
called Commercializution in our Schools.
Basically, the federation is concerned that
further corporate injection in schools
exists mainly to “mold swdents into
future workers and consumers.” The first
line of the paper clearly stares their posi-
ton. “The OSSTF is opposed to the
commercialization of Onearios class-
rooms, particularly when our students
become a captive audience for commer-
cial predators. Cradle-to-grave marketing
is increasing and business intercsts target
schools because they house millions of
‘evolving consumers.”

To help businesses understand the
educarional climate and get their foot
in the classroom door, Classroom
Connections is conducting a workshop
at the upcoming Gth annual Kid Power

Canada conference in Toronto, Mac-
Taggart’s workshop will offer rips on
how to avoid negative press, recognize
the benefits and dangers of in-school
programs, coach participants interest-
cd in the school marker, and assist
marketing professionals in developing
an outline for their own in-school pro-
gram.

One successful in-school program
developed by The Campbell Soup
Company Ltd. is Campbell’s Labels for
Fducarion. In Canada, there are now
4,900 schools participating in the four-
vear-old program that offers partici-
pants the opportunity o redeem labels
and other proofs of purchase from
Campbells products in exchange for
free educational resources and equip-
ment. According to their web site,
“...students can get involved ar all levels
of the collecrion drive. Besides collect-
ing labels, teachers/parents can include
students in SOTTINE, counting and
bundling labels.” An opportunity that
helps kids learn the benefits of coopera-
tion and teamwork.

Food and beverage corporarions
wishing to stride into this segment must
tread very lighely, MacTaggart cautions.
Marching the appropriate eause to your
organization’s mandate is the main
ingredient in the mix.

And if you make chocolate bars then
its probably best w support literacy,
pareni-child homework programs or
after school babysitting courses—and
not necessarily nutrition, =
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