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ABSTRACT Drawing upon Golfman’s insights abouat
ceremonial depiction, this paper explores the visual
portrayals of children found in advertisements of a chil-
dren’s clothing irade jowmal over the penod of the 1920s
throagh the 19805, At issue is how images of children
and, by implication, versions of childhood have becoms
construcied by and traded among industry members in
ihe context of an emerging market for children's clothes
and other consumer goods. In the process, | open up for
imvestigation the area of a “commercial iconography of
childhood™ by analyzing six visual moiifs culled from
nearly B0 years of commercialized depictions of chil-
dren, These modifs offer insight as 1o how market rela-
tions have congealed in American/Western childhood
and specifically in the ways thar exchange valuz has
been inscribed on the bodies of children.

The power immanent in visual representa-
tion stands on the ability to present an image as
uncontestable depiction—that is, as one which
reflects some true essence of the subject or sub-
ject matter. The world of commerce and advertis-
ing has unleashed this power of visual represen-
tation into the realm of childhood. Depictions of
children have been brought to the service of com-
mercial and advertising persuasion for over a
century, from Kate Greenaway's illustrations in
children’s books (1880s-18%0s) to the icon of
Buster Brown (1911), from Morton's salt to
Crisco's cooking oil and from, more recently, au-
tomohile tires 1o the entire realm of children’s
consumer goods,

My intent here is o open up for investiga-
tion the area of a “commercial iconography of
childhood.” This area is composed of two sec-
tors, consumer and trade, both of which remain
virtually unexamined by social scientists (but see
Alexander, 1996). The consumer sector consists
of publicly available images of children—like print
advertisements, television commenrcials and prod-

uct labels—produced (o sell goods on the open
market. These goods may be intended either for
child or adult consumption or use. The trade sec-
tor consists of advertising images of children,
usually found in trade publications, which are
produced to sell goods to other trade members
for resale to the public. In this paper, I analyze
several visual motifs identified in the advertise-
ments of an American children's clothing trade
Journal, now known as Eqrmshaw s Review, cov-
ering the period of the 19205 to the 1980s.

Trade presses are semipublic forums, acces-
sible 1o nonmembers in libraries and archives,
which afford a circumscribed, “inside view" on
the concerns and preoccupations of industry
participants. Surely, nothing of “true™ rade se-
crets are revealed on these pages as the reader-
ship consists of competitors. What is revealed
on the pages of a trade journal is a perspective
as much as technical information. A bald, forth-
right approach to commaodities, markets and con-
sumers characterize the “voice” of an industry
press, In this case, trade advertisements strik-
ingly foreground the commodity status of child-
hood in ways probably never found in consumer
SOUrCEs,

The visual analysis presented below brings
to light ways in which childhood—its “nature”
and boundaries—take on both economic (Marx,
1978) and symbaolic (Bawdrilliard, 1981) exchange
values, a process I refer 1o as the “commod-
itization of childhood.” Examining these adver-
tisements provides partial access 1o how com-
maodities circulate between cultural brokers in
commercial space (cf. Appadurai, 1986; Kopytoff,
1986). Trade thetoric and images thus give a “back
stage” glimpse (Goffman, 1959) on the reciprocal
commoditization of childhood and children’s
clothing,
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It will become clear through the course of
the discussion that [ do not take advertisements
simply as pure reflections of a pre-existing social
reality. A child advertisemeni—i.e., when chil-
dren are depicted visually—is an interpolation
of a particular, interested version of childhood
into a corporeal expression of exchange value.
Clothing is best displayed by its intended user
{market representative) who, in this case, is a
child. Thus, when clothing is displayed on a
child’s body, it becomes a combined message, a
dual articulation, which encompasses garment-
plus-body and which thereby congeals both
object and subject into a singular portrayal. That
iz, children serve to personify market relations in
this trade context because they literally embody
its commadity.

The focus on childhood, advertisements
and markets cannot be approached with the same
assumptions as one would in studying adults
and advertizing (cf. Goffman, 1979; Williamson,
1978). Viviana Zelizer ( 1985) identified a funda-
mental tension betwesn children and markets in
her historical study. For Zelizer, children were
effectively expelled from the cash nexus of the
American economy over the 1880-1930 period
because the sentimental, sacred value of chil-
dren came into conflict with that of commerce
ieg. child labor, fixing a price on a child's life as in
life insurance, etc.). Children, in essence, became
“gxtra-commercium” (p. 11).

Her insightful analysis, however, does not
account for how a children’s consumer culture
has arisen since the early 1900s. My response,
briefly, is two-fold: a) the sacred aspects of child-
hood (i.e., protection, nurturance) became en-
coded in the goods put on the market (eg.
“healthful clothing,” “developmental™ toys or,
later, “educational” television; [see Cook 1995]);
and/or b) children themselves began to be por-
trayed, thought of and treated increasingly as
persons in the context of consumption. In the
first case, consumpition is enacted on the child's
behalf by advocates and caretakers; in the sec-
ond case, it is framed as a more or less willful act
of a willful agent.

An examinination of portrayals of children
in the trade press, and | would claim in consumer
sources also, reveal that consumption is a legiti-
mate context for the expression of personhood.
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It is where chuldren can take on the role as per-
sons and as spokespersons for goods, Histori-
cally speaking, children have been portrayed 1o
envince “personhood” in advertisemenits and in
market contexis decades before their "right™ (o
sell determination was explicated by such bod-
ies as the United Nations in 1989 (see Cohen and
Maimark, 1991).

This paper, and the larger study from which
it is taken, is as much about an approach to in-
vestigating and “knowing” childhood as it is
ahout method and content, One part of that know-
ing is a visual knowing. Before delving into the
wisual analysis, I offer some ideas about the rela-
tiznship between children and visuality. It is a
discussion which necessarily invioves some ex-
plicit formulations about chaldren, childhood and
the locus of power.

Symbolic Childhood and the Ability to Repre-
sent Children Visuwally

To select, to frame and to fix some subject
into an image is, in effect, an act of creation. Itis
no less than the invention of the subject through
the invention of the context of the subject. Yer,
the product of this creation, the image, can stand
divorced from its creator, from its origing and
from the environment of its construction, espe-
cially in the case of photography, The image can
thus stand on its own as if its meaning were sell-
generating or, at least, self-evideni—what Barthes
(1981 calls the “sovereignty of the image.”

This soversign power of visual representa-
tion is extended and enhanced by the capacity
of agents and structures to deploy images
throughout varied public formats, often to the
point of saturation, Advertising and commercial
interests are far and away the most organized
and prodigious sources for the production and
distribution of imagery. They are therefore key
brokers of the public appeariential order.

Images of children are particularly suscepti-
ble to the power of visual representation. Ac-
tual, biographical children lack the capability and
access to the mechanisms to represent them-
selves as a class of social being to a public be-
yond their age-circumscribed social station. This
point is best understood in the context of child-
hood histary and historiography, through which
various identities and meanings are produced,
contested and take hold,
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First, it is clear that children rarely create the
materials from which childhood history is writ-
ten. Young children only sporadically leave sig-
nificant, recountable traces of their early life-
worlds. They do not build things that last and do
not keep records of their thoughts and lives, ex-
cepling perhaps through the oral traditions of
games and pastimes (see Opic and Opie, 1959,
Avedon and Sutton-Smith, 1971; Benleheim,
1979). With few usable documents, pictures and
artifacts created by children, the scholar of child-
hood history must rely heavily on those adults
who have had the disposition and wherewithal
to record and preserve their inlerpretations of
children’s lives (see Pollock, 1983, 1987: Aries,
1962).

Children's voices are virtually absent from
the historical record because children, as a cat-
egory of social actor, have had none literally with
which to speak; what Qvortrup (1990) has called
the “conceptual and numerical marginalization™
of children. What sori of “voice™ can an infant or
even a singular five year old offer to history?
And, importantly, who would be there to make
and preserve that record? Parents and teachers
come to mind—again, adults who often filler and
adjudicate the activities of children.

Consequently, children do not and cannot
write childhood history as other members of pre-
viously “voiceless” groups have done (eg. Cout,
1977, Anderson, 198%; hooks, 1989).' Childhood
is @ social status unlike any other in this regard
because children must pass through it into
“adulthood” in order to represent it with any au-
thaority to a public. Thus, while childhood might
be thought of as that changing wradition which is
passed between age grades of children (see Fine,
1987), childhood history is most productively
conceived as a legacy which is traded among
adults through time.

Second, the inability of children to effec-
tively assert an authoritative voice in history
derives directly from a fundamental, indeed uni-
versal, fact of childhood: a newbaorn child is ui-
terly dependent. In its passing state of depend-
ency, it offers virally no initial resistance to
definition by others therchy making both indi-
vidual children and childhood rpe for multiple
meanings and various interpretations.

Thus. an actual, corporeal child can and
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does represent a range of meaning on a variety
of levels. He or she can stand for political citizen-
ship as well as for racial hope and ethnic conti-
nuity. A coming child can mean the imminence of
awelfare check or the promise of a tax break; it
can provide for family lineage and species ex-
pansion, for parental immortality and financial
inheritance; it can be a blessing or a curse, “The
child,” at this level of discourse, is thus a con-
duit for meaning, a medium for significance—in
short, a symbol.

It iz in this way and at this level that “the
child” can be approached and treated as a social
object, particularly for the act of writing history.
Agide from the fact that children tend 1o have
little or no voice of their own, they also tend o
be treated, discussed and acted upon as objects
or symhbols by persons and entities both within
and outside the family proper. Thus merchants,
advertisers and marketeers are not 5o interesied
in individual children as they are in the idea, the
construct, of “the child,” and further in what vari-
ous versions of childhood may mean for their
endeavors.

In this project 1 approach “the child™ as a
symhol, as a discursive object created by indus-
try actors. [ do so for reasons other than mere
methodological convenience; the child is sym-
bolic for the researcher because the child is svm-
bolic for the historical subjects of the research, [f
children’s voices emerge at all in the commercial
context, they do so as “preferences™ and “de-
sires™ for goods on the marketer’s score sheet
and not as oppositional or, some might say, au-
thentic voices,

Commercial portrayals of children thus al-
ways implicate adult assumptions, wishes and
interests regarding the “order of things"—be
they concerns about age appropriateness, gen-
der relations or the “proper” place of consumer
goods in social life. When adulis organize them-
selves formally (as in a corporation or industry)
and use children's images as instruments of their
inferests, the meanings and associations thereby
depicted contribute to defining selective versions
of children and childhood. They also reinforce
the adult prerogative o produce commercially
interested portrayals of children and childhood
in the first placs.

A vast array of poitrayals of children can be
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found in public media, especially advertising.
Print advertisements and television commercials
are rife with children sporting multiple personae,
As a person-in-progress, 8 young child espe-
cially can be made to portray (i.e., “dressed up™
as) any number or kind of social persons, includ-
ing those associated with occupations (leacher,
nurse) and social roles (mother, father). These
evince personhood in that they are adult occu-
pations and roles.

The malleability of the child's image testi-
fies 1o children’s inability to resist association
on a collective level. As a polysemous and
mutltivocal symbal (Turner, 1967), the image of
“the child" lends itself readily to commercial as-
sociation in that children can be made 1o adver-
tise most any product, provided that an “appro-
priate” association is made between child and
product. The ability of “the child” to stand for
maost anything, however, is limited in a few ways.

One limitation is the extent to which gender
and racial characteristics of the depicted child
outweigh other, desired claims. For instance, Ellen
Seiter (1993) found marked gender differences in
both print and television toy advertising. Boys
tended o take active, leading and independent
roles and girls either observed boys at play or
were visually associated with mothers, domes-
ticity and cooperation (see pp. 51-95). She also
found that, in television commercials, African-
American children remained in a passive role,
off-center visually, usually deferring to the play
of white children (pp. 138-144).

Another limitation to the legitimate, publicly
adjudicated portrayal of children entails those
associations which profane children and child-
hood. Among these include sexuality and sexual
innuendo, violence to and by children and death.
Sexuality is often the most volatile of these pro-
fane associations precisely because it serves as
an important emblem of adulthood/personhood.
Sexual conduct is something expected of a per-
son during the course of one's life and children’s
movement toward personhood tends also to
move toward the status of sexual being. Further,
clothing gestures toward (potential) sexuality in
the display of the body and in the attention paid
to it in the process of personal adornment (see
Steele, 1985). In this way, clothing implicates an
observer, the gaze of another, who may attracted
as a potential mate (see below).
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Unlike sex and sexuality, death and violence
never make their way into the commercial perso-
nae and personhood states of children. Death is
a form of status passage that effectively negates
not only “life™ but the “future,” a ime to which
children readily belong in their process of be-
coming {see Bluebond-Langer, 1978}, Violence
to children negates any stated or unstated claim
that children are o be treated as “equals™ or “'per-
sons."” Violence by children, on the other hand,
profanes sacred childhood in the way that it high-
lights the immoral rate of maturity of a child who
behaves not only like a person, but like a “bad”
person who no longer can claim innocence.

The malleability of the child's image and the
general inability of children to resist association
make children, childhood and children’s goods
ready vehicles for advertising. The potential pol-
luting effects of associating children with com-
merce are miligated by another characteristic in-
herent to visual representation: pictures lack the
ahility to express the negative—to say “not"—
in the course of the presentation of their subject.
In the visual, non-lexical realm, the way to in-
sinuate “not,” paradoxically, is to assent thar,
which is to be negated and then somechow ex-
press opposite of that assenion. (See Freud, 1899
(1965); 352-372; Bateson, 1972; 177-193; Worth,
1981: 162-184.) Thus, for instance, the use of the
red circle with a diagonal line through it is an
aftemnpl to express negation without words. How-
ever, in order for this icon of “not™ or “no” 1o
work, the undesired activity or elemeni musi be
present; hence, the buming cigarette must be
pictured in order to assert a ban on smoking.”

The inability to positively assert the nega-
tive allows for a rampant ambiguity of meaning
in the visual sphere. Any visual claim is readily
deniable, In the case of visual advertising—the
nature of which is to posit associations between
products, lifestyles, personae, etc.—the ambi-
guity of meaning can he particularly useful in
avoiding charges of exploitation {of children, of
women, etc.). Only rarely does public opinion
impose an interpretation on an image to the point
of shared ackmowledgement and acceptance.*

Historically, commercial interests initally ap-
propriated children’s images as sales tools on &
national scale by wsing them as decorative ele-
ments on many houschold goods like napkin
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rings and platters beginning in the 1370s
{(Heininger, 1982). In the 1890s, children began to
appear on product labels as icons for the pro-
ducers of soups, soaps and cereals (Strasser,
19B9: 165-170), in magazine adventisements as part
of the “family circle” (Marchand, 1985: 248-254)
and in advertising parables which instructed moth-
ers in child guidance (Marchand, 1985: 228-232),

In 1917, George Earnshaw, a manufaciurer
of infants” garments, began publishing a small
trade magazine, the Infants" Department{hereaf-
ter Earnshiaw’s). The stated purpose of the maga-
zime was to provide a forum to help create sepa-
rate infants’ clothing departments in department
stores. Prior to that time, infants” and children's
clothing were stocked and di by item and
not by age (see Cook, 1995). By 1921, the In-
fants’ Department was taking a substantial
number of paid advertisements as well as, in 1922,
paid subscriptions, The publication grew ten-
fold, from an average of approximately 250 pages
vearly during 1918 to 1922, to over 2,500 Lotal
pages in 1924, increasing this size throughout
the decade.

In what follows, | present interpretations and
analysis of six advertising motifs found on the
pages of Earnshaw's (except for one) from the
19205 through the 1980s. [ examined an estimated
6,000 advertising images in Eamshaw’s from 1922
to 1990. Some of these motifs connect with each
other in historical/chronological sequence while
others do not*

Childhood Advertisements: Personifying and
Gendering Market Relations

In Gender Advertizernents (1979), Goffman
demonstrated a way to study visual advertising
which would allow the researcher to acknowl-
edge the constructedness of images and still
connect them 1o some “outside reality” to which
they refer. In this vein, he distinguished between
gender and gender depiction, construing both
as forms of ceremony. Ceremony affirms “basic
social arrangements” while at the same time
presents “ultimate doctrines about man and the
world” (p. 1.

For Goffman, gender relations are a series of
ceremonial performances or displays; hence,
their rendering in advertising are visual perform-
ances of performances. or disolavs of disnlavs.
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That i3, gender advertisements particularly (and
visual advertisements generally) are “hyper-
ritualized” depictions; they are not “a picture of
the way things are but a passing exhortative guide
to perception”™ (p. 3).

Adverisements are conservative, for Goffran,
in their reaffirmation of ongoing social arrange-
ments, They are conservative also in their ability to
provide known and knowable visual idioms as
shorthand, at-a-glance hedges against potential
uncertainties of, gender identity. He offers visual
themes such as “the rtualizaton of subordination,”
“licensed withdrawal,” etc. in support of these
points (pp. 24-83)

To take the position that gender is socially
and performatively based, rather than biclogi-
cally based, required that Goffman speculate
about its social origins. He asserts that gender
performance has drawn upon the “pareni-child
complex” for its interactive materials. This com-
plex, especially in its ideal, middle-class version,
is a "common fund of experience™ (p. 5) and a
“source of display imagery™ (p. 9) for gender and
thus for power. That is, the relations of super-
and subordination which inhere between parents
and children are transposed onto, respectively,
male-female relations: man is 10 woman as parent
is to child.

The implication here is that subordination is
tantamount to infantalization regardless of sex.
When a man is shown to be subordinate to a
woman in an advertisement, Goffman argues that
the visual, kinesic and proxemic convenlions
used to portray this power relation are identical
to those used when women are depicted as sub-
ordinate. What remains constant is the power
relation which draws its model form the parent-
child relation.

It appears, from Goffman's perspective, that
children occupy the lowest rung on the ladder of
interpersonal political relations in the way that
they are relegated as the yery embodiment of
subordination.” This perspective is reasonable
and expected given his focus on consumer, adult-
oriented advertisements and adulr gender rela-
tions. He was concerned primarily with gender
adveriisements and not with either product ad-
vertisements or the relationship between gen-
der and product advertisements. In short, he did
not entertain anv notion of the commadite foem
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Fig: 1.1. Into the Mouths of Babes
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When one (urns to trade advertisemenis
where children are at center stage to promote
bath the goods made for their use and the indus-
try which produces, distributes and sells those
goods, one finds a general pattern in which chil-
dren are represented as volitional actors in rela-
tion to their world of goods. They do not stand
for subordination per £¢ in the trade context but
stand, rather, often as equals or even super-ordi-
nates.”

Maotif I: Into the Mouths of Babes

Children, indeed infants, gain a “voice”
about the quality and desirability of their gar-
ments. They become persons by virtue of their
ability to judge their garments {and to argue with
sales staff) as in this ad for George Earmnshaw's
own knitting company (Fig. 1.1).

Motif IT: The Desiring Child

Trade hopes about a child's influence on
parental purchases (as early as 1929 in this case)
extend to depictions of children who exude an
almost eerie ability to chose the “right™ items

(Fig.2.1).
Movif 11 Conjugality

The personhood status of children becomes
manifest not only by infusing desire and au-
tonomy into children’s depiciions, but also by
picturing children as having or mimicking adult
relations, in this case relations of conjugality.
Eastern Isles (Fig. 3.1) cxplicates in 1936 what
often is taken for granted in other advertisemenis
using the conjugality motif: namely, that attract-
ing a mate is a matter of looking one’s very best.
This belief implicates a collusion between moth-
ers and the industry in training little ones to be-
come cognizant of their gender displays, includ-
ing their clothing. Mote also the stereotypical
gender performances. Goffman’s ritualization of
subordination is evident in the girl’s slight body
cant to accepd the boy’s kiss.

Similarly, Figure 3.2 illustrates the girl in are-
pose of licensed withdrawal. She is unoriented in
and o the social situation and “dependent on the

iveness and goodwill of others who are...
present” (ibid: 57). The “shoulder hold™ requires
“that the held person accept direction and
constraint”and may imply sexual proprietorship
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(Goffman, 1979: 55); sianding on one leg, the girl
gives over to the boy any possibility of reacting
quickly to a dangerous situation (Fig. 3.3).

Motif IV: The Male Gaze

Gender relations always involve power rela-
tions. An important form of this power is the
ability to place females in the position of being
the object of the male gaze, a practice which is at
least as old as Western ant itself (Berger, 1972).
These ads use the presumption of male power
and prerogative to view females (really, girls) as
a visual idiom to promote not only their particu-
lar line. but also the notion that style and beauty
are a girl’s duty (see Banner, 1983). (Fig. 4.1.)

Matif V: Age Confusion

Many themes such as conjugality and the
male gaze are constant over time, although the
creators of the advertisements employed differ-
ent visual practices at various time periods. From
the late 19605 onward, ever larger segments of
casual wear for adults and children have gradu-
ally converged in style and silhouette. Many
observers took this trend as a transparent indi-
cation that either childhood was disappearing or
that childhood and adulthood were merging (for
instance, see Elkind, 1981; Postman, 1982,
Mevrowitz, 1985). However, I have observed that
in every decade of the twentieth century a cer-
tain portion of children’s wear manufacturers have
sought to create miniature versions of adult
styles. “Miniature adulthood,” as a recent,
overarching culture trend is, prima facie. a red
herring.

Yet, identity and status ambiguities have
become manifest not only in many of the perso-
nae of children mentioned above, but also n
manufacturer and distributor advertising appeals.
Mote the tensions between dress, posture and
props (dolls, lollipups) in Figures 5.1 and 5.2.
These are tensions between super- and subordi-
nation, between autonomy and dependence,

Monif VI: Girl Power

Goffman (1979) observed that the relative
size of objects in visual representation offers a
summary, at-a-glance indication of the relative
social weight of those pictured (pp. 28-29). Social
weight, for Goffman, encompassed a generalized



28 DANIEL THOMAS COOK

Fig. i.1. The Desiring Child
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Fig. 3.1. Conjugality, I
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motif: namely, that attracting a mate is a matter of looking one's wery best. Earnshaw'’s, Feb. 1936, Back Cover
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Fig. 3.2, Conjugality, 11

Traditional male-female conjugality often is depicted with the femnle in the respose of “licensed withdrawl.”
Earnchaw s, Mar 1994, p9
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Fig. 3.3. Conjugality, TTI

Ritoalized subordinstion: the shoulder hold, according to Goffman, requires “that ithe beld person sccepi direction
and constraint” and may imply “sexual proprictaryship™. Earmshaw's, Oict. 1979, Inside Froni Cover
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Fig. 4.1, The Male Gaze

Ihe% @(lﬂzﬁﬁdﬂﬁ' look for summer

is the lure of the line
the catch of the season
the mast coveted look of all
in sun dresses and playtogs.

L We&NL & COMPANY, INC. « /7] BROJDF4F, NEF TORKE |4, N V.

Even the (presumably male) dog has its eye on the “catch of the season” from Kaie Greenawny, Egrnzhow's, Feb
1953, p. 51.
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Fig. 5.1. Age Confusion, [
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Age confusion in the preteen range has always been an opporanity for sales. That an “older look™ is preferable is
the message of this gid who appears ready 10 discard the doll of subordinate childhood. Earashaw s, Apr 1981, p. 66
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Fig. 5.2. Age Confusion, 11
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This boy iz & “stud”, ready fo drive away in his denims with keyz in one hand and o lollipop in the other,
Earnshaw's, Sep. 1985, p. 186
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power exerted in “real world™ situations, particu-
larly in gender relations. In the circumscribed
context of children’s wear trade images, social
weight can be analogous to “market weight” or
sales potential which is likewise inscribed visu-
ally by relative size and also by posture,

Girls' ready-to-wear clothing has out-paced
bays' in volume and percentage of an urban fami-
ly's budget since 1920. It was not until the mid-
'60s, howewver, that the market weight of girls®
clothing was illustrated through the relative size
and posture of models. Several factors can ac-
count for this iming. For one, by the late '60s a
strong fashion element had thoroughly infilirated
most all sizes of girls’ wear thereby giving impe-
tus to quicker and larger umovers of stock. For
anather, from the late *60s onward jeans and pants
became standard for girls” wardrobes and thus
added to its number.

The following images illustrate what T call
“girl power” which portray the new “market
weight” of girls” clothes in the size and posture
of girls over boys. In these examples, girls tower
over boys (not pictured) and take the lead in a
dance (Fig. 6.1). Female aggressiveness is dis-
played in Petit Bateau's advertisement where the
girl confidently plants a kiss on a demure, almaost
paralyzed, boy (Fig. 6.2). Figure 6.3 depicts a girl
resting her arm on a boys' shoulder, apparently
less for support than perhaps as a license to
touch an equal ur subordinate (see Henley, 1977:
94-123). Both children exude a forthright confi-
dence and, as in the vast majority of these sorts
of images over the last 70 or so years, they stand
alone without the surveillance of an adult intrud-
ing on their world.

CONCLUDING REMARKS

The visual representation of children stands
at the intersection of childhood history and of
children's clothing history. How children “ap-
pear,” literally, is paramount to their placement in
socio-historical space. Given both the malleabil-
ity of the child’'s persona and the polysemy of
“the child” as a symbal, specific renderings of
children and childhood help reduce the uncer-
taiity surrounding the question what sort of
being the child is or should be.

In the sphere of commerce, if the above is

is

any indication, images of children represent more
than themselves and more than childhood; they
serve as vehicles for the creation and movement
of economic and symbolic exchange value. In
the trade context, and arguably in the consumer
context, children arg imbued with multiple perso-
nae and are graphically empowered to act upon
the world of goods as persons. They are most
often subjects. In the same instance, they serve
as objects, as a bodily medium for the display of
commaodities. Ultimately, these images function
to personify a market or market segmeni: the child-
plus-garment is the market, or actually market
segment, to the rade audience,

If Goffman's “parent-child complex” can be
extended to a more general “adult-child complex,”
then one is in a position to investigate how char-
acteristics of super- and subordination, of
personhood and non-personhood, are transferred
from depictions of relations between children to
those between commodities. This transference
is what Marx called commodity fetishism. In the
realm of this trade imagery, it again 15 childhood—
its nature and boundaries—which becomes
commoditized and fetishized.

It is the images of children, and not children
themselves, which are “traded™ among the in-
dustry audience. These images, combined with
the discursive construction of “the child,” have
effectively extended the commaodilization inter-
nal to the trade world outward inte childhood.
An extensive investigation of the commercial ico-
nography of childhood will help make visible the
hand of the market in the creation and deploy-
ment of children as public symbaols.

MOTES

1. Scholars have examined parallels between children
and other subordinated groups or social categories
like women (Oakley, 1993), social class (Oldman,
1944} and minority groups (Crvortrop, 1993)

2. Ponrayals of “bad” chilgdren (as opposed to only
“naughty”) in film seem to be a post-World War
Il occurrence. Patty McCormack played a pre-
pubsescent killer in mﬁaﬂﬂﬂd{lﬂ?‘ﬁl In this
vein, there are other films like The Village of the
Damned and a number of stories feamn 5~
iﬁmddﬁld::ulihkmtm‘sﬂﬂy.ﬂ:ﬁ-
cist and The Shining. See Mukerji 1997 for a
discussion about associations between children
and monsters,
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Fig. 6.1, (Girl Power, 1
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Girl power is made evident i the height advantage the girl has over the boy and in the way that she takes the lzad
in the dance. Earnshawys, Dec. 1987, p_ 11. .
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Fig. 6.2, (zirl Fower, 11

HAPPY
%illiEREH
PETIT BATEA
CLOTHES.

Female agressiveness is dinplayed in this adverisement where the girl confidently plants o kiss on & demure,
almost paralysed, boy. Earnrhaw’s, Jun. 1983, p. 10
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Fig. 6.3, Girl Power, III
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This girl rests her arm on & boy's shoulder, apparently less for suppon than perhaps a5 a license to touch an equal
or subordinate. Children's Business, July 1990, Back Cover.
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3. Of course, this mode of negation is limited 1o the
extent that that which i3 not desired can be pic-
tred. The difficulty is apparent when one tries
to use the red circle and diagonal slash to express
absiract ideas like, “MNo Postmodemism™ or "MNo
Racism," for those ideas cannot easily be pictured.

4, A recent example is Calvin Klein's underwear
advertisernent in 1995, Public outcry denounced
the ads as sexually exploitative of children in the
poses of the maodels. The company was investi-
gated by the EB.L and had to prove that its
models were 18 or older. See Adverfising Age,
Sept. 4, 1995 and Sept. 11, 1995, for an advertis-
ing trade view on the Klein incident.

5. The advertising-to-editorial ratio in the publica-
tion varied over the years, averaging about 50-50
in the "20s, dropping to 42-38 in the slumping
*30s and rising strongly by the end of the "50s o
fd- 36, The ad-ed ratio has varied within a stable
range since then, tending not to fall below 58-42
and not above about T0-30, Some of the variation
between months is often due o special issues
devoded 10 a particular issue or segment of the
industry which can carry a large volume of copy
or bring in an above average number of advertise-
IHERLs.

i, Anderson ( 199)) gives a similar assessment of
children in the “hierarchy of trustaorihiness™ of
social types which i3 used by residents of his
neighborhood study to judge safety on the sireets
(ze pp. 163-189), To this hierarchy of age and
gender Anderson adds race as a central factor in
residents’ assessments of passersby.

7. Please note that dus to space consideration, anly
a few of the iImages will be shown and discussed
as examples.
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