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ABSTRACT 
 

In today's capitalist Western society, the field of marketing has become synonymous with 

manipulation. Indeed, with the development of new technologies and the use of user data as 

new indicators, marketers now have the power to venture into our deepest desires and turn 

them into needs (The Social Dilemma, 2020). However, if this data is used to more easily give 

us what we really need, what is the problem? The problem lies in determining whether this is 

likely to be the case or whether it is just induced by all the stimuli around us. So, in a society 

with many societal and environmental issues, having such power cannot be left without 

theoretical reflection. Marketing professionals are therefore increasingly called upon to adopt 

an ethical approach, taking into account real human needs. This is where the field of 

anthropology, a science that studies the human being in all its aspects, comes into play.  

This essay aims to provide further insights into the alliance between the field of socio-cultural 

anthropology and marketing. To do so, the French toy sector has been defined as the context 

of study, as the vulnerability of the target market, children, may represent the ideal context to 

demonstrate the usefulness of the alliance of these two fields.  

The researcher then decided to conduct individual semi-structured interviews with 6 mothers 

aged between 25 and 45, with children aged between 2 and 12. In this way, she will be able 

to gather the point of view of these mothers on their child's relationship with toys in a digitalized 

era, and then analyze whether the market is in line with the desires and needs of the 

respondents, the first decision-maker in the purchase. To support this qualitative data, an 

online questionnaire was also distributed to the same target group.  

The results revealed that mothers' feelings about the technologies used by their children were 

mainly negative, and that permission to use them was motivated more by a need to stay out 

of society than a desire on the part of respondents.  

Thus, the researcher felt that an anthropological approach would be relevant to the design and 

marketing of new products in this sector, which would meet both the needs of mothers, which 

are those of safety, and the needs of children, which are those of psychomotor development, 

entertainment and education.  

However, for this alliance to be successful, the different philosophies of the two fields will need 

to be brought together so that this approach is not just another quest for profit, but a fruitful 

lever for goodwill and profitability.   
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CHAPTER 1. INTRODUCTION  
 

 

1.1. Context for the Research  
 

In an increasingly digitalized world, many areas have been transformed. Marketing, for its part, 

is getting a new lease of life from this transformation, becoming more personalized and better 

hidden in the daily life of everyone. The level of commitment it manages to generate and the 

influence it derives from it now pushes the impact of the manipulation it can exert even further. 

Thus, the field of marketing is more and more called upon to get closer to the field of ethics. 

However, ethical marketing includes the consideration of a vague concept: that of morality. 

It is therefore not easy to know how to create and brand a product that could at the same time 

correspond to the good side of morality, sell itself, and all this without exerting an influence that 

is considered manipulative. Besides, how to define this good side of morality? And how do we 

make sure that what we are selling can actually be beneficial to the well-being of our clients?  

It was by asking myself these questions that I became interested in the application of socio-

cultural anthropology to marketing, a practice that exists but remains little known.  

 

Socio-cultural anthropology is defined as the branch of anthropology that "studies the diversity 

of human societies in time and space, while looking for commonalities across them. It uses a 

holistic strategy—linking local and global, past and present—to offer various approaches to 

understanding contemporary challenges” (University of Indiana Bloomington, 2016).  

 

However, the use of socio-cultural anthropology for marketing purposes strongly divides 

anthropologists and other specialists. Anthropology is often seen as a field that studies peoples 

far removed from modern civilisation. As a result, marketers and other business stakeholders 

find it difficult to grasp the relevance of this to modern society. However, anthropologists 

working for private companies see anthropology as a way to better understand customer needs 

(G. Tett, 2021, p. 51). Also, the intersection of these two disciplines is perceived by some as a 

degradation of anthropology, and by others as the adoption of a more honest approach to 

achieve a more humanistic marketing. 

 

In order to put each point of view into perspective, the context of the research will be the French 

toy market. The choice of this context was motivated by the fact that childhood is a crucial 

period in the development of our identity as adults (V. Horwitz et al, 2001), and also the period 

of greatest vulnerability. The toy sector was then chosen, as toys are one of the most precious 

domestic objects for children (Kline, 1993, p. 15). Also, many studies agree on the impact of 
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marketing on children's behaviour and development (L. Calvert, 2008). Finally, the research 

will focus on the French market as, being French herself, her knowledge of the country's culture 

will provide an optimal framework for this research..  

 

1.2. Aims for the Proposed Research  
 

Within the context explained above, my research will investigate the following question:  

 

The alliance of socio-cultural anthropology and marketing: towards a more humanistic 

approach, or more manipulation? 

 

In an attempt to answer this question, the following objectives were set: 

 

1) To trace and analyse the use of anthropology for marketing purposes.  

This alliance being at the heart of the subject, it is necessary to establish the state of play of 

their joint use and its outcome.  

 

2) To study marketing methods judged as manipulative.  

First, the arguments of those who are most reluctant about marketing, who are inclined to 

identify it as inherently manipulative, will be examined. Moreover, an analysis of marketing 

techniques considered as manipulative will be carried out. 

 

3) To analyse the challenges of the internet in relation to digital marketing and analyse 

concerns about the digitalisation of the toy world.  

Although debates around manipulative marketing date back to all times, it seems essential to 

consider the new arguments that the expansion of the internet has brought about. 

 

4) To explore the evolution of the toy market before, during and after the COVID 19 

crisis. 

In order to deepen our knowledge of the market and put its evolution into perspective, we will 

look at the different impacts of the health crisis.  

 

5) Collect and analyse quantitative data from 400 mothers from all over France to assess 

the type of toys their children use.  

A quantitative survey will be administered through a questionnaire distributed online on social 

networking pages dedicated to mothers in order to assess the type of games used by children 
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today. The aim is to try to put into perspective their exposure to advertisements and their level 

of demand for new toys.  

 

6) Collect and analyse qualitative data by conducting Semi-Structured Interviews with 6 

mothers from South of France with different socio-demographic criteria and with 

children aged 2-12 in early autumn 2021.  

The aim will be to gather the point of view of mothers, who are the decision-makers, on the 

relationship between the toy and the child. Particular attention will be paid to their impressions 

of the digitalization of toys and the relationship of the child to the screen. 

 

 

1.3. Rationale for the Proposed Research 

 

It is now almost established for many people, outsiders as well as neophytes or experts in the 

profession, that marketing is the perfect synonym for manipulation, considered the sacred 

weapon of capitalism (T. McGowan, 2016). Indeed, for the capitalist system to function, 

consumption is essential and must take place in the form of accumulation, thus encouraging 

the constant repetition of the production circle (The News, 2019). Therefore, to ensure that this 

virtuous circle of production/consumption continues, marketing has become increasingly 

important. This one, rather than simply conveying an offer to a potential demand, thus exerts 

itself to alter our desires, making certain material purchases true societal symbols. As Todd 

McGowan explains in his book Capitalism and Desire (2016), the consumer is always inclined 

to want more in order to position himself in society, thus perverting the boundary between 

desire and need. Of course, this is not without consequences on the scale of an entire nation. 

Let's take the example of the United States. Depicted as the home of capitalism and the 

birthplace of today's most valuable brands (Forbes, 2021), it is also the home of 

overconsumption, especially of food, with an adult obesity rate that remains at 42.4% in 2020 

and 19.3% for those aged 2-19 years. (Trust For America's Health, 2021). 

Some authors, as Frederick J. Zimmerman (2010) cite the intensive marketing strategies of 

fast-food restaurants, which generate 32.7% of their revenues in the US, as one of the causes 

of this result (SpendMenot, 2021). There are also many studies on the correlation between 

food marketing to younger children and the likelihood of becoming obese as a child or as an 

adult (J. Zimmerman, 2010). In a similar vein, but reporting the opposite effect, France 

recorded an increase in thinness of 8% to 14% in girls aged 6 to 17 between 2006 and 2015 
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(Santé Publique France, 2017). Is there therefore a possible correlation, as seen in the USA, 

between this increase in thinness and marketing strategies aimed at younger people? 

Studying this question from a socio-anthropological point of view could provide concrete 

answers, and attempt to remedy these alarming facts by crossing the knowledge of this 

discipline in the perspective of caring and human marketing. 

However, it seems possible that the opposite effect could occur, pushing the vice even further. 

As Dominique Desjeux addresses in his paper, Are marketing and management the supreme 

stages of anthropology? (1986), some anthropologists see the use of their field for marketing 

as a distortion, thus losing all legitimacy in this context.  Also, from a marketing point of view, 

is it really effective to use these study techniques which, in its traditional context, can take up 

to years to obtain concrete observations? 

On a more positive note, as Tulsi Menon pointed out in her TEDx Talks Navigating Business 

Through an Anthropological Lens (2018), the anthropologist in a marketing setting does not 

have the same starting point. Instead of asking what the product or service can offer, the 

anthropologist asks "what are the human needs that need to be addressed?”.  The starting 

point is therefore not to create new needs in order to offer more, but to identify what could be 

really useful to the consumer. We are in a period where becoming customer-centric seems 

vital for companies wishing to adapt and survive (M. McDonald, 2016). Thus, as Tulsi Menon 

explains, anthropology is inherently customer-centric and can provide the empathy needed to 

adapt one's marketing strategy.  

However, as stated above, there are still many avenues to explore. 

As a marketing student, I often found myself torn between "I like the genius of a strategy that 

sells a lot" and "am I doing something against my personal values by choosing this path?”. 

Whatever the answer, as long as someone has something to sell, marketing is and will be. 

Therefore, this study will attempt to understand whether the alliance of anthropology and 

marketing could address the ethical issues raised by the latter. Thus, exploring this 

multidisciplinary approach in a context such as the toy market could constitute an element of 

response and allow the appreciation of a new angle.  
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1.4. Contributions of the Research  
 

The importance of childhood in adult development has been demonstrated by numerous 

studies, showing that childhood is one of the greatest determinants of our subconscious 

behaviors as adults (L. Feinstein, J. Bynner, 2004). This is why marketing professionals are 

interested in childhood, the age at which human beings are most susceptible to influence. As 

explained by Clotaire Rapaille (2004), it is essential to leave an imprint in the child's mind 

before the age of 7 so that this imprint can be truly integrated into the child's subconscious 

when he or she becomes an adult.  

For example, while working for Nestlé, he demonstrated that by first addressing a product to a 

child, in this example coffee, it was then possible to develop it by chronologically adapting the 

product to adulthood and thus create a market from scratch. This is what he managed to do in 

Japan, by first proposing desserts for children with a coffee taste, thus creating an imprint of 

the flavor in their minds, then by gradually proposing coffee with milk for teenagers, and classic 

coffee for adults. As a result, Nestle has developed a big market for coffee in Japan. With this 

exemple, he demonstrated that marketing can leave an imprint in our brain as children, which 

we keep as adults. 

It is precisely the rapid evolution of our brain, from reptilian, then developing the limbic part 

and finally setting up the cortex after the age of 7, that makes Anthropologists also interested 

in this period of the human development.  

However, at the academic level, no studies have been published regarding the use of 

anthropology for marketing to children. Although many papers address each topic 

independently, the alliance of these two fields in this specific context remains unexplored.  

 

This research aims to highlight the value of using anthropology for marketing purposes. In 

order to explore this hypothesis, the study is conducted in the context of the French toy market. 

Concerning the context, few studies exist that relate the current state of the French toy market 

(top sales, evolution...) and child development. Thus, having an anthropological approach to 

this market would bring to light a new perspective, both beneficial from an academic and 

business point of view.  

Finally, the quantitative and qualitative research of this study will focus on mothers. Indeed, 

although mothers are the decision makers (C. Nash, 2009), few studies highlight their feedback 

on their child's relationship with toys and the "digitalization" of childhood in general. Thus, 

gathering their experiences, views and fears could contribute to the industry, but also confirm 

the relevance of an anthropological approach to marketing strategy in this sector.  
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1.5. Limitations to the Research  
 

The main obstacles that could be encountered in the research are the following:  

 

• Lack of skills to conduct qualitative interviews: Having never conducted this type of 

survey, the interviewer intends to train assiduously, prepare her questions with great precision 

and test them before conducting the interviews.  

 

• Lack of concrete representation of anthropology applied to the defined context of 

study: The student conducting the research is not sufficiently qualified and does not have the 

resources to conduct an ethnographic study on the defined context. Furthermore, the number 

of studies combining anthropology, marketing and the toy market is very limited or non-

existent.  

 

• Possible lack of representativeness in the selected sample for qualitative data: In order 

to make the qualitative data representative, mothers with different profiles should be 

interviewed. Thus, the women selected will be part of the close circle of the student or or that 

of her entourage, in order to have knowledge of the different profiles.  

 

• Risk of sampling error in quantitative data: As the questionnaires are administered via 

social networking pages, the margin of error can be significant. Indeed, the control of the type 

of respondent or the validity of the information becomes hazardous. Thus, particular attention 

would be paid to the analysis of the responses, and if necessary a new attempt at 

dissemination would be made. 

 

CHAPTER 2. LITERATURE REVIEW 
 

 

 2.1. Introduction  
 

In order to address the question of this dissertation, a thematic analysis of the literature will be 

carried out.  

This choice of analysis echoes the different objectives established for the realisation of this 

dissertation. Indeed, each objective has been formulated in order to explore the three main 

themes that need to be studied in the framework of this research.  
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The first theme puts into perspective the different points of view of the authors concerning the 

manipulative aspect of marketing, addressing one of the main objectives of this dissertation. 

Moreover, studying the marketing methods that are deemed manipulative will allow the 

researcher to analyse the use of anthropology in this field with a more critical eye. 

The second theme to be explored is essential in the context of this study: the French toy 

market. To investigate it, we will firstly analyse the French toy market in general, (its state, its 

trends, its evolutions), and secondly, we will focus more specifically on the digitalisation of the 

toy world. In doing so, the researcher will address four of the seven main objectives of the 

essay. Indeed, knowledge of the toy market is essential for the qualitative and quantative 

research in order to constitute coherent questions. Also, the identification of parental concern 

about changes in the child's play environment is the subject on which the rationale for this work 

is based, demonstrating the importance of marketing being more human-centred. 

Finally, the last theme will be the use of social-cultural anthropology for marketing purposes, 

which is at the heart of the general problematic and also represents the first of the major 

objectives of this dissertation.  

As this study cannot be based on a research technique specific to the field of anthropology, all 

hypotheses to answer the elements of the problem concerning this field will be based on the 

literature. Thus, the review of the literature will be brought together with the results of the 

qualitative and quantitative survey.   

 

2.2. Manipulative Marketing: the global debate  
 

  2.2.1. Marketing's manipulative aspects and practices: the experts' 

debate 

 

Although marketing is often perceived as manipulative, it is not clear when this is really the 

case. Cass R. Sunstein in his paper Fifty Shades of Manipulation (2015) attempts to provide 

some answers. He establishes that there is a difference between persuading and manipulating. 

From the author's point of view, bringing facts and/or concrete information to the consumer is 

not manipulative as long as it is done to distinguish the product from the competition or simply 

to inform. However, he suggests that manipulation is present when an influence is attempted 

to be exerted on people's choice while deliberately not appealing 'sufficiently' to their 'capacity 

for reflection and ‘deliberation' (p. 6).  

Nevertheless, Hubert Gatignon and Emmanuelle Le Nagard, both business school teachers, 

have responded to Cass R. Sunstein in a paper entitled Manipulating Consumer is not 

Marketing (2015). They take up the author's argument at the source by first deconstructing his 
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definition of manipulation, which they consider too exhaustive, and then propose to establish 

several better contextualised definitions which, according to them, will eliminate "many of the 

shades discussed by Sunstein" (p. 3). In their view, distinguishing manipulation from 

persuasion by the degree of information provided, thus appealing to a cognitive rather than an 

emotional process, is unrealistic. Indeed, to make a deliberate choice solely on the basis of 

established facts is "an exception" or even "a myth" (p. 7). Arguing through the work of other 

authors, they state that emotions play a key role in our decision-making processes, and this is 

also partly what consumers seek through positive feelings before, during, or after their 

purchase. Gatignon and Le Nagard admit, however, that techniques such as subliminal 

advertising can be considered completely manipulative in their abusive nature. Nevertheless, 

they also state that basing one's argument on this type of example is not representative, as 

these techniques are rarely used and limited by law, as is the case in France for example 

(Article 10 (paragraph 3) of the Directive of the Council of the European Communities, dated 

3 October 1989).  

 

Shlomo Sher (Journal of Business Ethics, 2011) has attempted to define a framework that 

professionals can use to determine whether a marketing practice is manipulative or not. Firstly, 

he differentiates between moral and immoral manipulation by criticizing Joel Rudinow's 

definition of manipulation (p.6). According to Rudinow, an act cannot be considered 

manipulative if the person targeted was already motivated to do what the act encourages 

him/her to do. According to Sher, this is not accurate. Indeed, for him this encouragement can 

be seen as a form of manipulation. However, if the act encourages the person to do something 

positive for himself by motivating him to lower psychological barriers, then it is manipulative 

with a redeeming morality, thus making it morally permissible.  

Nevertheless, morality is a concept that can be perceived as subjective (F. Snare, p.32, 1992). 

As Sher is a philosopher by profession, he tried to respond to this subjectivity by discussing 

the most common 'excuses' that are not based on a morality that the author describes as 

'redemptive' and therefore acceptable (p.28). Furthermore, he denounces the 'no harm, no 

foul' excuse. According to him, it is not because the harm is not committed that the manipulative 

character of the act evaporates. Thus, morality does not excuse the absence of harm if the 

intention was to do so.  

However, we can qualify this by pointing out that it seems difficult to determine whether the 

intention was to manipulate when no consequences have been observed. Thus, it would 

depend on the goodwill of marketers not to think of a manipulative strategy, as external 

stakeholders may find it difficult to assess the intention behind an act that has not generated 

any bad consequences. As such, this analysis does not feed into the purpose of the author's 
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paper, which is to define a concrete framework for evaluating immorally manipulative 

marketing tactics. 

We could also make the same criticism of an argument the author makes about reasons that 

could justify a manipulative tactic. According to him, if the product benefits the consumer, then 

the intention to manipulate him into buying it is considered morally acceptable. To support this 

argument, he gives the example of buying health insurance. To illustrate this example, we can 

consider a promotional video of the Thai Life Insurance brand, who has been designated the 

saddest ad in the world on the social network YouTube (2011), playing deeply on the emotion 

of the viewers. It recorded 10 million views and over 8,000 comments. The latter has all the 

necessary components according to the author to be considered manipulative (see diagram 

below): it plays on the audience's normal decision-making through shocking emotions, and 

also on its vulnerability. 

 

Figure 1: A decision procedure for determining whether a marketing tactic is 

manipulative, Shlomo (2011). 

However, how can we ensure that the product really benefits the target consumer? And even 

if it does, how can we be sure that the message does not unintentionally reach an unintended 

target in a negative way?  

Let's take the example of so-called "miracle" slimming tablets. The marketing team behind the 

product may be convinced of the product's effectiveness, but in vulnerable hands, the 

consequences of its use can be disastrous for consumers (U.S. Food and Drug Administration, 

2015). 

Finally, another excuse that the author takes as an example that seems useful to analyse is 

the following: 'Remaining within the law ensures a tactic's moral permissibility, even if it is 
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manipulative'. Let's take up the argument of Hubert Gatignon and Emmanuelle Le Nagard 

(2015) who stated that techniques such as subliminal advertising could be considered a 

manipulative marketing practice. Although subliminal advertising is punishable by law, there is 

no legislation on its use on the internet. Indeed, even if France has established legislation 

concerning the use of subliminal advertising, the law only takes into consideration TV and radio 

advertising, but does not mention social networks, where this type of technique can be widely 

used through video content for example.  

Thus, as Sher explains, legislation can serve as a framework but cannot be effective in 

assessing the morality of an act.  

This is also why the writing of this dissertation is particularly important in the digital age. On 

internet platforms, establishing a legislative framework that encourages morally ethical 

marketing intent towards the consumer seems complicated, if not impossible, so we will now 

address the manipulative aspect of digital marketing. 

 

2.2.2. Internet: the No Man's Land of manipulation for digital 

marketing 
 

Social networks and, more broadly, digital technology, have given marketing a new lease of 

life, also making its manipulative aspect even more difficult to grasp.  

Indeed, as a study by Limin Buchanan et al. (2018) has shown, digital marketing seems to be 

able to influence the population it targets in a much more invasive way, and particularly young 

people, the first users of the internet (Statista, 2021). The aim of this study was to demonstrate 

that digital marketing could encourage young people to consume unhealthy commodities. The 

researchers illustrated that the ease with which marketers could hide the commercial aspect 

of their approach behind social interactions was effective in influencing their behaviour towards 

products considered unhealthy (tobacco, alcohol, etc.) (p.16). Thus, the researchers sound the 

alarm about the ease with which digital marketing can then be hidden in the midst of the fast-

paced interactions of the internet.  

As Shlomo Sher (Journal of Business Ethics, 2011) points out, it is the intention to hide the 

advertising message that can make the strategy manipulative. According to him, an 

advertisement cannot be considered as manipulative. However, it is the strategy inherent in it, 

in terms of its intention and consequences, that makes it manipulative (p.4). 

In the same vein, the results of Vladimir Budanov and Irina Aseeva's research (2019, p. 61) 

highlight the ease with which digital marketing makes it easy to conceal the intention to 

manipulate. Indeed, they point to the socio-anthropological threats posed by marketing's use 

of digital technologies. In their view, it is the distortion of identity and the 'crowd effect' (p. 62) 
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generated by social networks that represent the greatest threats from a socio-anthropological 

point of view. However, they do not explain how digital marketing plays on this. Digital 

marketing can have the power to quickly and implicitly feed the consumer with all the elements 

necessary to influence his perception and desires, until a real need is created. Influencing is 

certainly the most manipulative digital marketing practice and yet one of the least addressed 

by legislation (C. Stubb et al., 2019). The law in France requires that an influencer explicitly 

mentions that he/she is doing product placement through article 43 of the law n°86-1067 of 30 

September 1986. However, nothing legislates on the influence that its content creators can 

generate. A brand like Na-kd (a popular fashion brand) can, through the use of these 

influencers, convey an ideal to be achieved. Indeed, the girls who see these "perfect" 

influencers reappearing on social networks in the brand's clothes will de facto hope to look like 

them. This creates the distortion of identity, generating the crowd effect. These consumers buy 

the clothes having already previewed the expected results, and post photos of their outfits on 

social networks. Thus, photo by photo and thanks to the algorithm reproposing only similar 

content, the crowd effect is created and distortion becomes the norm. The combination of these 

two effects then creates what the authors call a 'double standard' (p.62), meaning the 

generation of an 'emotional infestation' through repetition.  

Of course, there are many other effects that could be discussed. However, for the purposes of 

this dissertation, this one seems particularly interesting to consider. Indeed, the world of 

influence is also part of the world of the child. Through platforms such as YouTube Kids, very 

young content creators have surfaced, creating this 'double standard' setting in childhood.  

 

2.3. French Toy Market: its past, present and future  
 

  2.3.1. The French Toy Market and the health crisis 

 

The context of the research being based on the French toy sector, it seems essential to 

proceed to an analysis of its state, its trends and its evolution.  

The French toy market has bounced back from the COVID 19 crisis. In fact, it recorded a 4% 

increase in mid-August for the year 2021 (NPD, 2021).  We might think that this is distorted by 

the year 2020, which was marked by numerous lockdowns forcing the closure of physical 

shops. However, this is not the case, as the growth in sales is +4.8% compared to 2019.   

Thus, the market seems to have mostly survived and even benefited from it. Philippe Gueydon, 

CEO of market leader King Jouet in France, said: 'the health crisis has enabled us to gain three 

years in terms of our digitalization' (Ecommerce Mag, 2021). In fact, the company is recording 

73% growth in its digital channels in 2021, which seems reassuring given that the development 

of the digital channel is described by experts as 'an imperative' (IndexPresse Business Etude, 
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p. 5, 2020). And if the distribution channels are going digital, so are the products in the sector. 

Indeed, connected/smart toys are becoming more and more popular. 

 

2.3.2. The digitalization of the toy world 

 

Mixing both new technology and traditional toys, smart toys blend the line between the physical 

and the digital (A. Healey, 2019).   Moreover, this mix is so blurred that there does not seem 

to be a precise study on the market share of this category of toy in France; only the NPD report 

on toy figures for 2020 defines an increase of +10% for the 'Junior electronic' category. 

Nevertheless, the newspaper Les Echos stated in an article entitled ‘The juicy market for 

connected toys' (F. Dèbes, 2017) that the turnover of the latter amounted to 4.9 billion dollars 

in 2017 worldwide. Also, a very recent study by Industry Research (2021) states that the 

connected toy market has grown 'by millions by 2020'. To illustrate this growing category more 

clearly, let's take the example of the number one toy brand in France, Lego. In order to 'ensure 

a position to inspire young builders for future generations' (Niels B. Christiansen, 2019), Lego 

is launching a brand new play world called The Hidden Side in 2019 that combines construction 

and augmented reality. Therefore, the use of a smartphone or tablet is mandatory to enjoy the 

game experience. Recommended for children aged 7 and over, the manufacturer's intention 

with this new innovative range is to continue to capture children who are fond of screens and 

who are increasingly moving away from traditional physical play (Les Echos, 2019). Indeed, 

gaming apps for children have exploded in recent years. According to a Faireparterie survey 

(2019) conducted among 1,011 parents of children under 8 years of age, 72% of children said 

they preferred screens to traditional games. However, there are no reports that clearly 

demonstrate with figures that the market for traditional toys is declining in favour of screen-

based games. Nevertheless, a study republished by DailyMail UK (2014) by the Michael Cohen 

Group of children aged 12 and under shows that the screen is the most popular form of play 

in the US, a culture that remains close to France. 

 

2.3.3. Concerns based on digitalisation: a transformation of 

demand towards a return to the traditional  

 

Many studies show how vulnerable children are to screens, being far more likely than adults 

to become rapidly addicted. Doctor Anne-Lise Ducanda, a doctor at the maternal and child 

protection service, has even declared that keeping children away from screens is a 'public 

health imperative' (BFM, 2018). To support this, she reports that many parents catch their 

three-year-olds stealing their smartphones in the middle of the night. In the same vein, she 
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describes many desperate parents who made the mistake of letting their children use their 

phones for an hour a day and then, seeing that their children kept asking for more, wanted to 

reverse their decision. As a result, they realised that their children were going through a real 

withdrawal phase, even 'banging their heads against the wall' to get the cartoon they wanted.  

Despite this, a study by the Association of Play Industries (2019) points to the fact that an 

average 8-year-old child has already spent a total of 1 year sitting in front of a screen. 

Nevertheless, these alarm bells rung by health and behavioural experts are increasingly 

ringing in parents' ears. According to a Pew Research Center study (USA Today Tech, 2020), 

71% of parents in the US are concerned and fearful that their children are spending too much 

time in front of screens. This data is part of the momentum of the revival of classic toys that 

marked the year 2020 and is already marking the year 2021 even more. Indeed, in contrast to 

the craze for intelligent toys, sales of puzzles increased by 38% in 2020 in France (NPD 

Consumer Panel, 2021). Moreover, as The Business Research Company report (2021) shows, 

while children are more likely to demand screens and connected toys, parents are increasingly 

determined to offer more traditional toys to prevent screen addiction.  

 

2.3.4. Prediction on market evolution: towards a phygital future 

 

Finally, in order to look to the future, it is also important to look to the past. Although the toy 

market survived the health crisis with ease, it went through a worrying period of decline in 2017 

and 2018. Indeed, specialised trade went from a 41.4% share of distribution in 2017 to 36% in 

2018 (Index Presse Business Study, 2019, p. 4). In addition, the toy market recorded an overall 

decline of 4% in 2018, also marked by the closure of 11% of specialist shops in France. The 

main reasons for this crisis were the development of digital sales channels, with Amazon and 

CDiscount for example, but also the craze around second-hand toys. After a year 2019 

described as 'finished on the edge' (LSA, 2020), the COVID crisis has given a new lease of life 

to these specialized structures. Indeed, the latter had encouraged the digitalisation of 

distribution channels while bringing traditional toys up to date, mixing creative stimulation and 

family sharing. 

However, it was the exceptional conditions brought about by the pandemic that greatly 

encouraged this upsurge in the market.  

To conclude, we will remember that we are at a time when the invasiveness of digitalization 

seems to concern more and more parents. It would therefore seem necessary to consider 

these concerns and to ask ourselves what marketing issues are at stake with regard to them, 

both in order to respond to this changing demand on the part of parents and to take into 
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consideration the well-being of the child. Thus, questions on this subject will be asked to the 

mothers interviewed during the Individual Interviews. 

 

2.4. Socio-cultural Anthropology in a Marketing Purpose  
 

2.4.1. Marketing and Socio-anthropology: a debatable alliance  

 

 
According to the existing literature, the use of socio-cultural anthropology in marketing has 

given rise to two main arguments in favour and two main arguments against.  

Gillian Tett demonstrates in her book how anthropology can be useful in situations where no 

one would have predicted its involvement. Using the example of the intervention of 

anthropologists to stop the spread of Ebola (G. Tett, 2021, p.55), or describing how the sub-

prime crisis was predicted by some anthropologists (p. 77), she argues strongly for the value 

of not confining anthropology to the study of the 'exotic'. Indeed, while she makes her case by 

using the 'shock' examples we have just seen, she also explains why the use of socio-cultural 

anthropology in business is important. For example, from the company's point of view it can 

help them to save money by not developing products that appeal to engineers but not to 

customers. Indeed, the anthropological approach is to 'use an X-ray machine to look at society' 

(p. 17), in order to be able to detect its hidden patterns.  

It is by applying this perspective to the use of a product or even an entire enterprise that 

anthropologists have been able to prove their importance. Lucy Suchman, an ethnologist who 

worked for Xerox, was able to demonstrate to renowned computer scientists that the 

photocopier created thanks to their work was in fact not saleable, as it was too complex to use 

(TEDx Talks, 2013, 3:17). In the same spirit, Tulsi Menon, an Indian anthropologist, enabled a 

shampoo brand to prosper in its market thanks to her advice. By doing so, she also enabled 

women who were complexed by their type of hair to finally appreciate it, because the market 

was now addressing them (TEDx Talks, 2018, 9:55). In this last example, we see how 

anthropology can both serve the company for marketing purposes, but also really benefit the 

customer. This analysis leads us to two arguments in favour of joining these disciplines. On 

the one hand, adopting an anthropological lens can allow us to address consumers in their 

own language (Mendez, 2009, p. 639) by understanding their habitus and hidden patterns. 

Thus, this qualitative rather than quantitative approach, deemed 'necessary' to understand the 

human world (EASA, 2015), allows a human-centred marketing strategy to be more effective. 
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Figure 2: Marketing Ethnography, Arnould and Wallendorf (1994). 

 

On the other hand, from a consumer and anthropological point of view, the distinctive value of 

the discipline lies in the empathy used in its qualitative approach. Indeed, this understanding 

of the consumer and his deepest needs allows the anthropologists to truly help the latter, thus 

feeling that they are 'creating a better future for everyone' (Gamwell, 2020). Therefore, it helps 

the consumer to find concrete solutions to the underlying problems he was unable to solve 

(TEDx Talk, 2013, 11:10). 

However, two major objections to the alliance of anthropology and marketing recur in the 

literature. The first concerns ethics. Indeed, some anthropologists perceive business 

anthropology as a 'prostituted' anthropology (P. Mondragon Valero, 2019), perverting its 

purpose to capitalist ends. The use of anthropological knowledge to create profit raises a fear 

among academics that the rights of the individuals studied are being jeopardised (Ann T. 

Jordan, 2013, p. 63). For them, if anthropology can unearth our hidden conflicts to propose a 

benevolent solution, the reverse is also possible. This is why between the 1960s and 1980s, 

the American Anthropological Association (AAA) warned against anthropologists working for 

private, for-profit organisations following the conduct of clandestine research, thereby 

jeopardising one of the fundamental principles of anthropology: the respect for the rights of 

research subjects. Since 1980, however, the AAA has determined that the work of 

anthropologists for these private organizations is no longer harmful, thus revising its code of 

ethics (p. 64).   

From another perspective, the second major problem with this alliance concerns the difference, 

both in terms of know-how and soft skills of the two disciplines. As Dominique Desjeux, a 

French anthropologist, explains, ethnologists may spend between 4 and 10 years in the field 
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investigating (Desjeux, 1986, p. 6), a period of study that is unthinkable for the field of 

marketing, especially in a society as changing as ours. Also, the vision of anthropologists is 

often opposed to that of the teams they have to work with in private companies. Whether in 

the banking sector or in new technologies, an anthropologist does not speak the same 

language as a banker or an engineer in Silicon Valley. Thus, these observations and 

interpretations have difficulty being properly considered by their colleagues. As Gillian Tett 

explains, it is hard for elites to 'flip the lens', because they don't really want to hear what 

anthropologists have to say, even though they hired them. Indeed, their unconscious fear of 

upsetting their own beliefs, so well established in time and among their colleagues, shrink their 

vision. As a result, it prevents them from 'making the familiar strange', thus repetitively 

admitting that what is common is normal. According to Tett, this is precisely why anthropology 

is important in this field (Tett, 2021, p. 97).  

 

2.4.2. Relevance of the use of socio-cultural anthropology in child 

marketing: facts and discussion  
 

 
Toys, a child's first real possession, have become increasingly important over time (Kline, 

1993, p. 15). Indeed, it was only between the 1850s and 1950s that the child's status in society 

changed from that of the working child to that of the pampered and protected child, creating 

the modern family that we in the West know today (Steinberg, 2011, p. 3). Thus, toys have 

become an increasingly important part of the child's world.  

According to a 2013 study, children living in France are offered approximately 20 new toys per 

year (Statista, 2013), and although by 2021 studies show that the number of toys purchased 

has fallen slightly, this is offset by an increase in the average basket, meaning that parents 

have in turn offered more expensive toys. So, a thriving market continues to develop, thanks 

in particular to marketing that no longer hesitates to address the child directly through new 

digital channels. 

Sandra L. Calvert explains in her article Children as Consumers (2008) the importance of 

taking the invasiveness of the digital approach into consideration, particularly for children under 

8 years of age (p. 205). She argues that children's increasing access to screens automatically 

results in exposure to 'stealth marketing techniques' that constantly influence children's 

preferences and behaviour. Shirley R. Steinberg (2018) echoes this thinking, going so far as 

to declare that the 'corporate children cullture' has replaced the school on the 'central 

curriculum of childhood' (p. 13). So, while the lack of ethnic diversity in dolls has been shown 

in numerous studies to have an impact on the lack of inclusion of minority ethnicities, or the 
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gender stigmatisation of toys has been recognised as crucial in defining gender norms in 

adulthood (Chin, 1999, Senate Information Report, 2015), other authors are now warning of 

the impact of stealth marketing on the child. 

For example, an American study has shown that from the age of 6 months, a child recognises 

the McDonald's logo (CNRS, 2018). Therefore, we wonder how this can be possible when 

advertising to children is banned in the country, as it is in France. It would seem that social 

networks dedicated to children, such as YouTube Kids, are not strangers to this explanation. 

To demonstrate this, here is a very recent news item: in October 2021, UFC-Que Choisir, an 

organisation aiming to protect and alert consumers, took legzimmal action against McDonald's 

for 'misleading commercial practices' targeting children. Indeed, the brand would use child 

influencers, some of whom have more than 600,000 subscribers, to promote its products 

without claiming a commercial partnership (Le Monde, 2021). 

Many studies such as Lisa J. Chamberlain et al (2006) have demonstrated the impact of 

advertising on present child and future adult choices, and have also shown that advertising of 

junk food to children can be a reason for an overall increase in childhood and adult obesity 

(Zimmerman, 2010). And this is precisely why marketing is interested in children: these 

preferences as a child are likely to follow them into adulthood (Rapaille, 2004).  Parents, as 

the purchasing decision-makers in the home, are increasingly aware of these facts. Santina 

Marinelli (2017) conducted research on the influence of electronic objects on child 

development, interviewing 120 parents to gather their opinions. She concluded that the 

majority of parents rated the impact of electronic devices on development as 'non-positive'. 

This finding echoes another study by The American Family (2018) of 500 parents, which found 

that the number one concern of parents was their child's misuse of technology, even before 

drug use. However, other studies such as the one conducted by Katie Paulich (The 

Conversation, 2021) state that screen time is not responsible for increased anxiety or 

depression in children, as many other studies have reported, such as the National Children's 

Health Survey (Time, 2018). According to Paulich, while some of the children surveyed who 

spend a lot of time on screens are more likely to suffer from attention disorders, they have 

closer friends. The study also puts other factors into perspective with the bad impact of long 

screen time, such as socio-economic status, which regarding Paulish has ‘2.5 time greater 

impact’ on negative behavioural outcomes. However, in France, the majority of the population 

belongs to the socio-economic class of intermediate professions (Insee, 2020). As the latter is 

one of the classes recognised by Paulich's study as being most negatively impacted by screen 

time, it is important to consider the arguments from this perspective. Thus, if we add this finding 

to the argument on the impact of marketing on children, we can state that a socio-

anthropological approach could be relevant to make marketing to children more ethical.  



 p. 25 

CHAPTER 3. RESEARCH METHODS 
 

 

3.1 Introduction  

 

In this first part of Chapter 3, we will first recall the basics of the research which will then allow 

us to define the methodological framework. 

 

3.1.1. Research Objectives and Questions 

 

The primary aim of the research is to assess whether the combination of socio-cultural 

anthropology and marketing would be effective in achieving more ethical marketing strategies. 

The context of the research is based on the French toy market, in order to assess whether 

what the market offers today corresponds to the demand of mothers, the main purchasing 

decision makers (Nash, 2009, p. 20). Thus, the following specific objectives were established: 

1) To trace and analyse the use of anthropology for marketing purposes.  

 

2) To study marketing methods judged as manipulative.  

 

3) To analyse the challenges of the internet in relation to digital marketing and its 

possible manipulative aspect. 

 

4) To explore the evolution of the toy market before, during and after the COVID 19 

crisis. 

 

5) Gather and analyse concerns about the digitalisation of the toy world.  

 

6) Collect and analyse quantitative data from 400 mothers to assess the type of toys 

their children use and whether they use screens to play with their children.  

 

7) Collect and analyse qualitative data by conducting Semi-Structured Interviews with 5 

mothers with children aged 2-12 in early autumn 2021.  

 



 p. 26 

These objectives were established around a main research question and sub-questions to 

clearly define the research subject regarding the context :  

The alliance of socio-cultural anthropology and marketing: towards a more humanistic 

approach, or more manipulation? 

In order to clearly define the research strategy but also to be in line with the thematic 

analysis of the literature, 3 sub-questions were raised: 

1. Are French parents reluctant regarding the digitisation of their children's world? 

2. Does the current offer of the French toy market correspond to the expectations of 

parents, the main purchasing decision makers? 

3. Would a socio-anthropological approach be useful for the French toy market? 

 

3.1.2. Research Philosophy 

 

The research philosophy represents the first layer of the research onion (M. Saunders, P. 

Lewis, A. Thornhill, 2011), thus crystallising the ontological, epistemological and axiological 

assumptions that will constitute the methodological approach of this study. 

 

Figure 3: The Research Onion, Saunders, Lewis and Thornhill (2019) 
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As the dissertation is based on the possible alliance of socio-cultural anthropology with 

marketing, the philosophy of positivism, based on the ontological approach of "one true reality" 

(2011, p. 144) was dismissed. The approaches of interpretivism, postmodernism and 

pragmatism have also been set aside thanks to the help of the HARP tool (see Appendix 1)  

Nevertheless, the researcher did not choose the philosophy with the highest score. Indeed, 

interpretivism got one more point. However, the researcher is keen to support qualitative data 

with more concrete quantitative data. In addition, the answers regarding ontology, 

epistemology and axiology are higher for critical realism. Finally, the different types of 

contributions named by Saunders et al. (2019) in their definition of this philosophy correspond 

to those provided by the Literature Review of this dissertation. Indeed, the consideration of the 

evolution of the toy market and the various quantitative studies cited are in line with the so-

called 'stratified/layered' ontological view (2019, p. 144) of the critical realism philosophy. 

 

3.1.3. Reseach Approach  

 

The philosophy of critical realism having been defined, this method is not as clear-cut as 

interpretivism or positivism towards a specific approach. Thus, induction was chosen. Indeed, 

the deductive approach does not correspond to the social considerations of the research. Also, 

the abductive approach admits in its logic that the known premises are used to generate 

testable conclusions (2019, p. 153); nevertheless, it is the research itself that aims to make 

known premises that will then serve to generate conclusions. In fact, although studies and 

authors' opinions are taken into consideration in the literature, no conclusion is yet testable.  

Furthermore, the precision of the context and the type of data sought, such as accounts of 

experiences, opinions, corresponds to the willingness to generalise from the specific to the 

general (2019, p. 153). Moreover, the subject of the research requires the treatment of different 

themes. Thus, the intersection of these themes and the narratives recorded within the 

framework of a qualitative method will make it possible to create a conceptual framework which 

will provide the elements of answers necessary to the problematic posed.  

 

3.1.4. Research Strategy  

 

Please see the Appendix 2 for an explanation of the methodological choice and the purpose 

of the research design. 
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In view of the choices made earlier concerning the philosophy, approach and design of the 

research, three strategies seemed to fit. The strategies that could be matched were case study, 

grounded theory and narrative inquiry. Indeed, narrative inquiry aims at searching for stories 

in order to connect the elements between them and to enrich the understanding. However, the 

problem is that the chosen methodology is mixing both qualitative and quantitative research. 

Thus, the purely qualitative nature of this strategy cannot correspond to a mixed design.  

Regarding the grounded theory strategy, it could not correspond because it does not start from 

any pre-defined hypothesis; it is the data collected that gives rise to a hypothesis and then a 

theory (Delve, 2009). Although the inductive approach chosen for this research is intended to 

generate or construct a theory, a starting hypothesis is established: mothers fear the 

digitalisation of their child's world.  

Thus, the case study strategy was selected. Indeed, it allows for a mix of qualitative and 

quantitative research. Also, the type of questions that the researcher wishes to ask during the 

qualitative research are not generalist but concern a specific subject.  

When turning to this type of strategy, two dimensions must then be defined: the type of case, 

and the depth of the case (MeanThat and Authentic Data Science, 2016).  

The case type chosen is the multiple case. Indeed, although a sample is defined in terms of 

age and parental status, the educational policy regarding access to screens will be both 

deliberately heterogeneous in the qualitative sample and not taken into account in the 

quantitative sample. Thus, whether for the qualitative or quantitative study, the type of case is 

multiple in view of the subject. 

With regard to depth, the choice was made for the embedded case study. This depth will allow 

the researcher to take into consideration the essential data, the choice of multiple cases being 

already risky in view of the number of different data that it can generate.  

Finally, to carry out this strategy, the researcher will rely on two types of research: individual 

interviews as primary research and an online questionnaire as secondary research.  

The choice of the Individual Interview is motivated by the interviewer’s desire to gain an in-

depth understanding of the different educational policies concerning access to screens, and 

the convictions that stem from them. By interviewing a variety of profiles, the researcher 

believes that she can establish a generalisable framework by bringing together the elements 

which, despite the singularity of the profiles, may contain similarities.  

To demonstrate the possible generalisation of the observations obtained from the qualitative 

interviews, an online questionnaire will also be distributed at the same time. The themes 

addressed will be similar to those discussed during the interview, but the questions will be 



 p. 29 

reformulated in a closed, more precise manner. Complementing this research with a 

quantitative survey will also address the marketing part of this research. Indeed, this type of 

survey allows access to a much larger amount of data, although it is considered less qualitative 

because sampling represents a greater risk of bias (Saunders et al., 2019, p. 297). For 

example, a cross-tabulation of data could be made between the frequency and intensity of 

children's demand for new toys, and the degree of exposure to screens. 

 

3.2. Participants  

 

3.2.1. Definition of the Population and Sampling Frame  

 

The key informants for the qualitative and quantitative research will be mothers whose children 

are between 2 and 12 years old. The researcher decided to focus on mothers because 

according to a study by Insee, they are the decision-makers in the household most of the time 

(2019). Concerning the age range of the child, the resarcher has chosen to start at the age of 

2 because this is the age at which the child may start to want to look at screens, and therefore 

be exposed to direct advertising (Kids Health, 2021). Finally, the age range was stopped at 12 

years as this seems to be the age of "the end of modern childhood". (BBC News, 2013).   

The age range of the mothers will be 25 to 45 years, because the average age of women 

having their first child is between 25 and 35 in France (Insee, 2021), and the researcher would 

like to survey women with a child between the ages of 2 and 12 (this is why the age has been 

extended to 45, taking into account the age of the child).  

Regarding the Individual Interviews, the mothers the researcher wish to interview live in the 

south of France, i.e. Bordeaux and Montauban. The choice of this geographical area is 

motivated by the personal knowledge of the zone, but also by the fact that these two cities 

have distinct social categories.  

To recruit the right sample for the qualitative study, the researcher will rely on the knowledge 

of her close circle. Thus, contact will first be made by the researcher's entourage to confirm 

the willingness of potential respondents to be interviewed, and then by the researcher herself 

by means of a telephone call to explain the purpose of the research in more detail and to agree 

on a time to meet. The meeting should take place either face-to-face or by video-conference. 

Regarding the survey, it will only be distributed on specific Facebook pages dedicated to 

parenting. The choice of the social network Facebook is motivated by the demographic 
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characteristics of the users (Junto, 2021). The choice to publish the survey only on specific 

groups is motivated by the removal of potential bias.  

 

3.2.2. Selection of the Sampling Technique 

 

• Regarding the Individual Interviews: 

To conduct the qualitative research, the researcher intend to use the non-probability sampling 

technique with the judgmental sampling strategy.  

As the choice of mothers to be the respondents is strictly based on the researcher 

interpretations and personal knowledge of these women, the probability sampling technique 

was discarded.  

Thus, as the data obtained do not allow for an objective evaluation, the results cannot be 

statistically projected.  

Finally, the researcher decided to choose the non-probability sampling technique of Purposive 

Sampling with a heterogeneous strategy. This technique resonates with the choice of the 

overall Case Study strategy, and corresponds to the researcher's desire to explore different 

perspectives from individuals with distinct characteristics.. 

Find the diagram summarising the decision in Appendix 3. 

• Regarding the Survey Method: 

For quantitative research, the researcher would also do non-probabilistic sampling. Indeed, 

as the questionnaire is intended to be disseminated to specific groups, and as the researcher 

is the decision-maker on the characteristics taken into account in the sample, probability 

sampling was discarded.  

Thus, the strategy chosen will be quota sampling. Indeed, each person present on the 

Facebook group where the questionnaire will be shared will be able to answer, then a sorting 

will be made according to the selected criteria: a first sorting according to the age of the mother 

(25 to 45 years old), and a second according to the age of the children (2 to 12 years old). 

Nevertheless, the quota sampling strategy may be a possible source of bias, as people wishing 

to answer the questionnaire could have similar characteristics. 

Find the diagram summarising the decision in Appendix 4. 
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3.2.3. Determination of the Sample Size 

 

• Regarding the Individual Interviews:  

As Saunders (2019) explains, defining the sample size when using a non-probabilistic 

sampling method is ambiguous.  

Since the chosen technique is intended to be carried out on a small sample (2019, p. 321), the 

qualitative study will consist of a minimum of 5 interviews. This number is adjustable according 

to the researcher's interpretation of the data collected.  

To constitute this small, heterogeneous sample, the researcher relied on acquaintances from 

her immediate circle. In this way, an idea of the different profiles could be established. The 

selection criteria defined were as follows:  

- Different socio-demographic characteristics,  

- Different age groups, 

- Different educational policies regarding access to screens.  

• Regarding the Survey Method:  

To determine the sample size, the researcher used a margin of error of 5% and the normal 

confidence level of 95%.  

The choice of these percentages is motivated by the means at the researcher's disposal to 

carry out this survey. To determine the size of the sample, the researcher first calculated the 

total population. To do this, it was first necessary to count the number of mothers in France, 

all family situations combined ('traditional', reconstituted, mother-child), referring to INSEE 

data (2018).  

See Appendix 5 for details of the calculations. 

Finally, the age range of the mothers had to be taken into account. Insee (2019) recorded a 

fertility rate of 10.7% and 12.6% for women aged 25 to 29 and 30 to 34. As this rate reflects 

the number of annual births, the children of these women should be of the right age to be part 

of the defined population.  

The total population to be considered is therefore: 1,778,256. 

To finalise the sample size, the researcher considered an error rate of 5%. The sample size 

will therefore be around 400 mothers with a confidence level of 95%.   
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The calculations remain exhaustive and serve as a guide. 

Considering that a 100% response rate is impossible, 400 respondents is the minimum 

required sample size. 

 

3.3 Materials  

 

3.3.1. Design of the Online Questionnaire  

 

According to Malhotra (2006), there are key steps in designing a questionnaire. For the 

purpose of this study, the questionnaire will be entitled "Children's relationship with toys in 

the digital age". The questionnaire contains 5 main sections:  

- Introduction of the respondent,  

- Presentation of the household,  

- Access to screens,  

- Access to social networks,  

- The relationship and the demand for toys.  

These sections have been thought through in relation to the overall research question, the 

objectives, but also in relation to the themes of the Literature Review. 

1) What information is needed?  

As the questionnaire is used to support the qualitative survey, its main objective is to measure 

the most common educational policy regarding access to screens. In order to correspond to 

the objectives of this dissertation and to the methodological framework previously established, 

the questionnaire will also aim to highlight the potential fears of parents concerning the 

digitalisation of the child's world. Thus, these quantitative data will make it possible to define 

whether these fears are generalizable or isolated cases. Also, the data concerning the demand 

for toys will be crossed with those concerning access to screens to determine whether children 

who are regularly exposed to them have a greater demand for new toys. Thus, as marketing 

is very present through screens, a link can potentially be established on its degree of influence 

towards children.  
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2) Which survey administration method is used? 

The questionnaire will be self-administered through an online broadcast on targeted Facebook 

groups. This method of administration is motivated by the large number of respondents 

required for the validity of the study (400 for a 95% confidence level and a 5% margin of error). 

Also, as Malhotra explains, the advantage of online administration is the self-processing of the 

data (2015). The questionnaire was then created on Google Forms.  

Thus, the link to the questionnaire was distributed on targeted Facebook groups and pages 

such as:  

- "Conseils Bienveillants entre Parents et Futurs Parents",  

- "Maman de Bordeaux", 

- "Entre Mamans pas de Jugements !". 

3) What content for individual questions? 

Each question is related to one of the above themes, and represents information needed for 

the research. In order to make the questionnaire as clear and concise as possible while 

obtaining the necessary information from the respondents, the questions have been carefully 

sorted according to the research problem and objectives. 

4) Are respondents able/willing to answer? 

Many factors can alter the willingness of respondents to answer the different questions, as the 

subject of education is a sensitive one for parents, especially for moms who nowadays are 

increasingly locked into the "supermom" paradigm (Gottlied, 2010, p. 372). A reminder of the 

purely academic purpose, neutrality and anonymity of the study was then made on the post 

giving access to the link, but also in the presentation paragraph of the questionnaire. Moreover, 

some questions were reworded with the third-person technique in order to depersonalize them.  

5) Which questions structure to choose? 

The majority of the questions in this questionnaire are structured. Also, the structured 

questions are either dichotomous or multiple choice, sometimes with a limited number of 

choices. There are only two scaled questions. These Likert scales questions are used to 

measure frequency in both cases. 

6) How should the questions be worded? 

As Malhotra (2006) advises, the researcher will need to adapt the language to respondents 

from a variety of social classes. Indeed, the predefined criteria being the relationship (mother), 
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the age of the respondent and the age of the respondent's child(ren), all socio-professional 

categories can potentially answer this questionnaire. Therefore, the language used in the 

formulation of the questions should be familiar to as many people as possible in order to avoid 

a high rate of non-response or worthless. In addition, the precise subject of the dissertation is 

not explained, as the term "anthropology" is not easy to popularise.  

7) In what order should the questions be asked? 

The questionnaire was organised into 5 main themes (mentioned above in section 3.3.1.) and 

sub-themes. The questionnaire was designed in such a way that, depending on the answers, 

the respondents would be directly directed to the corresponding theme. For example:  

- Do you allow access to screens?  

→ Yes: next section "Access to screens".  

→ No: section "I do not allow access to screens".  

As regards the order of the sections, the researcher followed a logical order according to 

Malthora's guidelines (2006), starting with basic questions on the respondent's characteristics, 

then general questions on education policy regarding screens and finally more and more 

specific questions on conflict, social networks, and finally on a different and light theme 

regarding the demand for toys. This last theme is intended to reassure the respondents and to 

make them finish the questionnaire on less complex and sensitive issues. 

8) Survey pre-testing 

According to Malhotra's (2006) guidelines, the questionnaire should be pre-tested with a 

minimum number of respondents (p. 200). Therefore, in order to ensure the validity of the 

questions, the survey was administered to 15 women (see pre-test and post-test version in the 

Appendix 6 and 7). 

 

3.3.2. Design of the Individual Interview 

 

The individual interviews constitute the main research of this dissertation. The aim of these 

interviews is, firstly, to understand the different educational policies regarding access to 

screens by interviewing heterogeneous profiles. Secondly, the researcher wishes to highlight 

the parents' feelings regarding the digitisation of childhood in a global way. Finally, questions 

concerning the process of buying a traditional or electronic toy will be asked. 
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1) Type of interview  

After defining the methodological framework of the research, the researcher decided to design 

the questions in the form of a semi-structured interview . In this way, the interview process will 

be flexible enough to let the participants express themselves on the different themes in depth, 

but sufficiently framed to correspond to the case study strategy defined. In order to achieve a 

real exchange, they will be recorded using the mobile dictaphone application. Also, the 

preferred mode of administration will be face-to-face, but also video-conference or telephone 

(Saunders et al., 2019, p. 443). 

2) Question design 

As the Individual Interviews represent the main research of this dissertation, the questions that 

will be asked have been designed to correlate with those of the quantitative survey. 

Regarding the semi-structured interview type, the questions will be addressed thematically 

(2019, p. 444). These themes will be the same as those described in the survey section (3.3.1). 

Also, the first question will be voluntarily rather broad in order to encourage the respondent to 

express herself freely while using probing and rephrasing questions to guide her at first, then 

more and more precisely.  

The majority of questions will be open-ended and probing questions, in order to point the 

respondent in a direction defined by the themes (2019, p. 459). 

Finally, the language used will be, as for the online questionnaire, simple and neutral in order 

to avoid misunderstandings and/or biases generated by the interviewer's fear of judgment. 

3) Pre-testing and Adaptation 

In order to validate the interview questions, the researcher first pre-tested them with three 

mothers who were not part of the selected sample. Also, the researcher understood the need 

for the critical incident technique to obtain qualitative accounts of experience for the study 

(2019, p. 457). Finally, an interview guide was also created as a result of these pre-tests 

following the Wallace Foundation Workbook guideline (2019) (see Appendix 8). 

 

3.4 Procedure  
 

3.4.1. Strategy for administering the Online Questionnaire 

 

The questionnaire carried out on Google Form is a self-administered questionnaire through 

private or public groups previously identified on the Facebook social network. The purpose of 
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the questionnaire and the instructions were given through the introductory text above the link 

(see Appendix 9) and also through the introductory text of the questionnaire once the link was 

clicked. The purpose of the questionnaire was explained to the participant as being to collect 

their opinions and experiences regarding their child's relationship with traditional toys and 

screens.  

Depending on the path, the number of questions varies: the shortest path contains 15 

questions, which takes the respondent about 3.30 minutes to answer, and the longest path 

contains 26 answers, which takes the respondent about 5 minutes to answer. 

The questionnaire is online for a period of 3 weeks.  

The questionnaire is re-published every week on the selected groups. 

 

3.4.2. Strategy for conducting Individual Interviews 

 

A first contact was made at the beginning of November once the willingness of the potential 

respondents to participate had been confirmed by the researcher's entourage. By means of a 

telephone interview or an exchange of messages, dates were then set for the interview to take 

place. As the participants were located in three different cities (Montauban, Pau and 

Bordeaux), the researcher travelled to Montauban and the Bordeaux suburbs to conduct four 

face-to-face interviews. Only the interview of the respondent based in Pau was conducted by 

video-conference.  

As the researcher has a 30-hour job with extremely changing hours, and the respondents are 

all in work, it was difficult to find a time to conduct the interview. However, the researcher made 

it clear that the interviews would last between 30 minutes and a maximum of one hour, which 

reassured the respondents.  

During the interviews, the researcher was isolated in a quiet room with the respondents. Once 

settled, the researcher again explained the purpose of the research and the type of questions 

being asked, while making it clear that her aim was to listen to the respondents' stories in a 

completely neutral way, and reminding them that the data collected would only be used for the 

writing of the research and would then be deleted.  

Before the interview began, 5 minutes were also taken to explain and sign the consent form.  

Finally, the researcher made it clear before and at the beginning of the activation of the 

Dictaphone that the interview would be recorded for academic purposes only, and that each 

recording would be deleted once the dissertation was completed. 
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3.5 Ethics  

 

As a researcher, ethical concerns were central to the design and planning of this research. 

Indeed, given the subject matter of the qualitative and quantitative survey, the ethical dilemmas 

raised by the personal dimensions of the questions and the conflicts of interpretation that may 

arise were taken into account in respecting and applying the principles of Belmont (1979).  

During the dissemination of the online questionnaire and the conduct of the individual 

interviews, the researcher undertook to guarantee the anonymity of the participants and the 

deletion of the data once the results of the dissertation had been communicated during 2022. 

To this end, the researcher specified the information previously stated when publishing the 

questionnaire and did not include any questions that could identify the participants. For the 

individual interviews, the researcher also clarified this information in a telephone interview prior 

to the interview, but also before the start of the interview and at the start of the recording of the 

interview. In addition, the respondents filled in a consent form with the interviewer, which they 

read together before signing.   

Thus, participation in the qualitative and quantitative survey is based on voluntary participation, 

with a commitment on the part of the researcher to demonstrate integrity, fairness and 

openness by informing respondents in a clear and unambiguous manner and by recalling her 

neutrality and the purely academic nature of her approach.  

Finally, the questions in both the qualitative and quantitative surveys were written with a view 

to eliminating any wording that could pose a risk to the emotional well-being and mental health 

of the participants.  

Thus, the three Belmont principles of Respect for Persons, Beneficence and Justice were 

taken into consideration. 

 

 

3.6 Data Analysis  

 

• Semi-Structured Interviews using Thematic Narrative Analysis: 

 

- Editing: Each interview will be recorded vocally and then transcribed textually. Also, 

personal notes and self-memos will be written before and after the interviews, then 

included in a reflective journal and in interim summaries. In this way, the researcher 

will be able to familiarise with the data. 
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- Coding: Codes will be established after the interviews have been conducted, during 

their analysis, in order to identify which narratives can be grouped into pre-defined 

themes and categories. The researcher would refer to Example #1 of Chapter 8 Coding 

of Qualitative Data available on the DBS platform. 

- Analysis: Wishing to use an inductive approach and to feed the research with the 

respondents' stories, the researcher chose to use Thematic Narrative Analysis. Thus, 

thanks to the semi-structured type of the interviews and once the data was edited, the 

researcher could establish categories to compare the different narratives. 

 

• Self-Completed Questionnaire: 

 

- Editing: The researcher would first elaborate the questions with the type of data in 

mind (categorical, oridinal, scalar or natural language). 

- Coding: The researcher would code the possible answers of the questionnaire before 

its release by allocating a number to each possible answer. In this way, she would 

create the codebook and prepare it on a spreadsheet.  

- Analysis: The analysis strategy will depend on the type of data collected and its 

relation to the research question. Thus, some data will be analysed according to their 

frequency, redundancy or through a classification. Then, a Bivariate Analysis will be 

performed. For this, the researcher will also use the One Way Chi Square to show 

associations, the ANOVA to illustrate differences, and finally analyse the relationship 

between the data types to establish possible correlations. 

  



 p. 39 

CHAPTER 4. RESULTS 
 

 

4.1. The Qualitative Research: Braun and Clarke’s Iterative Approach for 

Thematic Analysis 
 

4.1.1. Familirisation with the data 

 

After familiarisation with Braun and Clarke's (2018) thematic analysis process, the first step 

was to manually transcribe the interviews to become familiar with the data. Thus, each 

interview was transcribed by hand without the aid of any software. During this stage, the 

researcher was able to really grasp the content of the interviews and approach it with an active 

and critical analysis. Also, beforehand, the researcher relied on the guide Transcription 

d'Entretiens en Sciences Sociales (Rioufreyt, 2016) to establish a style sheet and the 

presentation of the paratext (p.33).  

Finally, it is important to precise that the researcher really went through the different states of 

mind described by Clarke (Clarke, 2018, 33:40) with firstly the feeling of finding nothing 

relevant in the data, and then secondly the feeling that there is too much that is worth 

processing. It was after this that the coding stage thus began. 

(see Appendix 10 for the Transcription Guide). 

 

4.1.2. Generate an initial code throught the data 

 

To generate relevant code, the researcher relied on the process described by Zhang and 

Wildemuth (2005). In keeping with the inductive reasoning chosen in the research design, the 

researcher then chose the approach of conventional qualitative content analysis (p.2), which 

consists of making codes emerge directly from the raw data. The type of coding is then an 

open coding. In addition, the coding was thought out and synthesised in a hierarchical manner, 

so that the codes could be reasoned with each other (Chapter 8: Coding of Qualitative Data, 

p.3).   

The coding process involved extensive re-reading of the data and highlighting of important 

items which were then turned into labelled codes using QDA Miner Lite software, a free 

CAQDAS downloadable online.  
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Once the important elements were highlighted by color coding (see Appendix 11), the 

researcher began the next step. 

 

4.1.3. Searching for patterns and generating themes in the codes 

 

As Braun explains (Victoria Clarke, 2018, 46:20), the researcher should not 'search' for themes 

but generate them. The aim here was to group, to understand the links and distinctions 

between the data to create themes that really fit the research problem and objectives. Thus, 

the data deemed relevant were all grouped into a table by categories, these categories then 

representing the different potential themes (see Appendix 13).This allowed the researcher to 

gain an overview of the data, as the analysis did not consist of looking at frequencies of 

occurrence of certain terms, but of deciphering the responses to bring out the underlying values 

through the researcher's interpretation. To carry out this process, the researcher also relied on 

the example of Gary Gramenz (2014) who gave her the idea of creating a table to synthesise 

the tagged data. 

 

4.1.4. Reviewing the defined themes  

 

After a review of the main research problem and related sub-questions, as well as the research 

objectives, the researcher reviewed the different pre-defined themes. Thus, the analysis table 

described in the previous step was then reviewed several times before moving on to the 

naming and final definition of the themes. Finally, the researcher was also able to clearly define 

which code was considered main and which was underlying, thus eliminating superficial levels 

of themes that fragmented the analysis too much (Victoria Clarke, 2018, 57:01). 

 

4.1.5. Defining and naming the themes 

 

The definition and naming of the themes was concretised by re-reading the Literature Review.  

Thus, the researcher was able to refocus on the elements that she considered most relevant 

to her main problem. Finally, the analysis of the different themes concretised their naming and 

hierarchical structure. To carry out this step, the researcher relied on the advice of Dr. Leslie 

Curry (YaleUniversity, 2015, 12:22). 
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4.2. The Final Step: Presentation of Findings  
 

The main objective of these individual interviews is to determine whether or not the market 

meets the expectations and hopes of mothers with regard to their children's toys. The 

researcher could then decide on the usefulness of a socio-anthropological approach to this 

sector, as it targets beings of great vulnerability. The researcher wished to examine the feelings 

of the mothers regarding the digitisation of the world of the child, expressing their positive and 

negative feelings on the subject. Thus, the following themes were defined with regard to the 

objectives and questions of the research. 

 

 

SUBCODES 

 

 

 

 

Figure 4: Hierarchical Presentation of Coding 

 

 

4.2.1. Theme 1: Education  

 

The theme of education is the one that recorded the most codes in the analysis of the 

interviews, constituting 33.8% of the total data. It is made up of the main code Educational 

Choice, which descriptively groups together all the educational decisions made by parents. 

This code is supported by the sub-code Motivations, which explains the reasons for these 

educational choices. The educational choices discussed in this theme concern both the 

educational policy on access to screens and the choice of toys. 

Firstly, it should be pointed out that a great disparity in terms of educational choices emerged 

from the summary of the interviews. Indeed, three mothers are considered anti-screen and 

three others are non-adverse. The researcher uses the term non-adverse instead of favourable 

in an intentional way, as none of the non-adverse mothers expressed a real approval of 

screens. Indeed, the researcher noted that among the three non-disapproving mothers, i.e. 

M2, M3 and M5, when a question was asked about allowing screens, each mother would give 
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a thorough justification of why they had made this choice without the researcher's intervention. 

The researcher also noted a frequent variation in tone of voice expressing annoyance or a rise 

in voice when justifying. For example, M3 said “we work a lot of hours and sometimes, yes 

[annoyed tone], for ease, and well [you want my phone? well take it] because during that time 

quickly I have to cook, quickly I have to put my laundry away… If I had more time [voice elevation], 

like there this morning they are with a sheet, pencils and they draw but… but it's not always like 

that [Hhhhh]”. As highlighted in this excerpt, fatigue and time saving were recurrent terms in the 

various interviews, particularly those of M2, M3, M5 and even M6. The main common characteristic 

of these mothers is their socio-professional category, each being part of the middle class.  

For the anti-screen mothers, the motivations for this educational choice were rather disparate. 

M1 and M6 repeatedly expressed ecological motivations, both with regard to access to screens 

and the choice of traditional toys. M1, however, appeared to be the most firm in her stance 

against screens, stressing on several occasions an anti-capitalist commitment to explain this 

choice, which translates into daily rules such as: "catalogues are banned, screens are banned, 

they can be used with the children but always with them and with guidance for an extremely 

limited period of time ...". M4 and M6, on the other hand, seem to focus on health and 

developmental reasons to explain their hostility to screens. M4, for example, had developed 

its point of view by stating: “for us, it slows down a child's development ... it's that the screen 

will make the child really angry after a certain amount of time”. The researcher also noted in 

these observations that each of the mothers positioned as anti-screen had an encouraging 

personal factor. M1 is a secondary school teacher, and thus expresses "seeing daily the 

damage of screens on the development of children". M4 herself had received an anti-screen 

education, stating that "having not suffered from it, I would also limit my child for his own good". 

Finally, M6 describes her family as "very ecological", thus advocating an education that would 

bring the child closer to nature and a lifestyle oriented towards manual work. The researcher 

interpreted these elements as determining factors in the justification of this educational choice 

to limit or strictly prohibit screens. 

For the mothers who were not opposed to screens, each expressed positive aspects that could 

be derived from screen use. M5, for example, described her plan to move to the USA as a 

motivation to give her daughter access to screens, allowing her to watch content in English 

:”we actually find some ... of teaching you see at the level of the screens then TV screen eh”. 

Indeed, the educational aspect is a motivation that often came up in the answers of 

respondents M2 and M5, while M2 stressed more the importance of "living with the times", an 

answer that was also given by the other two non-adverse mothers. M6 also referred to this 

motivation but in a more negative way, expressing her fear of making her child "different" if she 

did not allow screens : “I think that if a child doesn't know Peppa Pig when he's five years old, 
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he's going to feel completely different ... excluded from this social group that watches TV”. 

Thus, M6 coming closer to the statements of M1 and M4 who also considered that banning 

screens would result in their children being set apart from others. Finally, the most significant 

element that emerged through this theme was the systematic recrudescence of the words and 

verbs "control" (13 times), and "limit" (23 times) in each of the interviews. The researcher 

interprets this as signifying an underlying concern of parents, even non-adverse ones, toward 

screens.   

Regarding the choice of toys, ecological reasons often emerged among the responses of 

mothers who were unfavourable to screens, in particular M1 and M6. Also, M2 often stated 

that she would like to buy wooden toys first, which in her opinion are "a guarantee of quality". 

In each interview, the mothers all expressed their desire to choose toys with an educational 

dimension, M1 declared for example: "we would like the toys to be a possibility for them to 

realize themselves rather than a result which consists in the possession, the accumulation of 

objects”. However, the majority of respondents went on to explain that the traditional toys most 

used by their children were plastic toys for entertainment.  

Another important element that emerged was the widespread fear of social networks. In fact, 

almost all the mothers, excepted M5, expressed a fear regarding their children's access to 

social networks, and only M2 and M3 allowed access to a social network among the 

respondents. The motivations for denying access are mainly based on the age of the children, 

considered too young. In an interpretative way, we can then state that a distinction is made 

between the perception of the screens and the content present on these screens. Indeed, the 

access to the content proposed by the social networks generates a refraction much more clear-

cut than the access to the screens.  

We will then discuss why this is so in the following section, which will depict the different 

feelings expressed by the mothers during the interviews.  

 

4.2.2. Theme 2: Feelings of Respondents  

 

This second theme highlights the feelings expressed by respondents about technology and 

their educational choices, which will therefore be the two main codes of this theme. The 

researcher considered it essential to interpret this data in order to analyse the feelings of the 

respondents, often supported by underlying beliefs or convictions that are the sub-codes. 

The first point to note is that feelings about technology is the second most frequently occurring 

code, accounting for 19% of total codes. This is explained by the nature of the researcher's 
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questions, which were designed to uncover these specific feelings. In addition, the 

respondents mostly automatically elaborated on their responses to this topic, which most had 

already reflected on in their educational process.  

In summary, most feelings about the technology were negative, except for M2 and M5 

respondents who were more nuanced. It should be noted, however, that some of the questions 

were designed to highlight negative feelings. 

In response to this question, M1 was the most fearful mother. Indeed, her feelings about 

technology are supported by a large number of beliefs and convictions such as "today's ... 

capitalist society which functions on the idea that as long as we don't have this we're not happy 

[sarcastic tone]" or "we see the appalling damage that uncontrolled screen abuse causes in 

children ... We're secondary school teachers, we see it very well, we see it in our friends' 

children too". The respondent's experience and political and economic convictions are 

therefore the source of the concerns expressed on numerous occasions. Moreover, M4 is 

considered by the researcher to be the second mother who expressed the most concerns 

about technology. However, unlike M1, her apprioris against screens being mainly based on 

health arguments such as "[it's not good for] imagination, irritation, and then physical 

development, the eyes are not good, the brain is not good ... it's proven, there are many studies 

now".  

Social networks, on the other hand, are the subject that emerged as the most anxiety-

provoking for the vast majority of respondents, with statements such as "I think it's ... it's a load 

of nonsense about so many things already for an adult who has his own development, his own 

way of thinking etc., which is self-created, so I think that for a child it's a disaster" (M5), 

"Snapchat ... Instagram TikTok and that, but it's [inaudible] [Hhhhh] no [laughs] it's ... it's too 

dangerous actually for the child in terms of development" (M4) or "all the lynching and all the 

things you hear, it freaks me out a bit ... after like ... well ... I don't know how I'm going to deal 

with it then, I don't know, but the later the better, frankly" (M3). The fear of harassment 

expressed by M3 also appeared in M5's responses, although she did not express any fears at 

first. Also, these two mothers as well as M4 and M6 stressed the importance of gender in 

relation to social networks. Indeed, M6 said "I think that when you have a daughter you can be 

much more worried about ...  she's a girl, there's the whole body aspect, there's all the nudity 

that you can see on social networks, there's blackmail ...". Finally, only M6 and M4 expressed 

a possible benefit of social networks in keeping in touch with distant family, although none of 

them let their child take the phone.  

Positive feelings about screens in general, on the other hand, were more clearly expressed by 

M2, M3 and M5. The latter often expressed the possibility of developing children's imagination 
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through screens, particularly M2 who also allowed access to YouTube Kids on a regular basis. 

The latter explained: "she was able to do it thanks to the YouTube channel where there are 

demonstrations or things like that, so of course it makes me laugh [laughs], I'm pleased to see 

that she can reproduce certain things, that it develops her creativity and I'm quite happy for 

that, so... there are good things that come out of the screens”. However, as highlighted in the 

previous chapter, the words "control" and "limit" also appeared very regularly in this theme, 

with M2 stating: "some people say [it makes children dumb] pejoratively but [it makes them 

dumb] yes it makes them dumb if you leave them for too long [...] [Hhhhh] as long as you are 

careful, you control it, I don't think there is a problem".  This concern for control was often 

explained by mothers as beliefs and convictions based on popular ideas from experts, for 

example M1 said: "my opinion has little value, what has value is the recommendations of 

paediatricians and they say ... no screens before the age of 3 ... very limited before the age of 

6 ... that's it", just like M6 who also declared: "they say that we should not recommend I think 

it's from the age of three, but before the age of three we should completely ban screens". It 

should be noted that parents who were firmly opposed to screens were the ones who put 

forward the most scientific knowledge on this subject.  

With regard to feelings about educational choices, again mothers with a rather anti-screen 

education expressed themselves in a much more negative vocabulary. M1, the most 

unfavourable, used the word "complicated" 14 times to describe how she felt about the rules 

set up in the home or about the world today. For example, she explained: "We are always in a 

kind of awkward position [annoyed voice tone] it's a bit complicated, it's always a permanent 

choice [...] which is very hard and very tiring [laughs]”. Also, M3, who has a son who is just 2 

years old and therefore not yet confronted with a relatively high demand from him regarding 

screens, described the rules that will be put in place as a gamble to be kept, stating: "we will 

try to keep it that way as much as possible...". Finally, M6, who, although anti-screen, remains 

the mum with the most tempered opinion, explained that whatever the educational choices, 

the child will be what he wants to be, her son, who is just 2 years old, having also uttered the 

first word "allo" despite avoiding all types of screens in the home as much as possible. 

The convictions/beliefs that result in the feelings discussed in this theme are also the result of 

the impact of the external environment and the children's perceptions of the established rules. 

Thus, we will analyse the latter in the following theme. 
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4.2.3. Theme 3: Internal and External Influence 

 

This theme was named by the researcher Internal and External Influence, characterising the 

impact of the close or more distant entourage on the established rules, and also the perception 

expressed by the child to whom they are imposed. The researcher found it relevant to define 

this theme because the perception of others seems to play a fundamental role in the decisions 

and feelings of the mothers interviewed. 

Among the respondents, M1 was the most negative about the impact of her surroundings on 

the rules in place. The researcher perceived in these statements a feeling of frustration 

regarding the influence of others on the rules that the mother is trying to maintain. Indeed, she 

repeatedly cited school friends as a factor that hinders her children's perception of the rules 

established: "there is pressure from friends at school and well [we want to see this because it 

looks so cool, because the machine talked about it, because that's it]". In addition, M1's family, 

in particular the grandparents, also mentioned several times, do not seem to "understand" the 

important issues considered by the mother through these rules: "the people around us who 

don't necessarily understand our way of looking at things [.hhh] [...] it's also difficult to make 

the other parents or grandparents understand". This can be interpreted as the result of a very 

clear-cut educational policy towards screens, M1 being the mother who has defined the most 

rules. In the opposite spirit, M4, also unfavourable to screens, is encouraged by her family, 

who instilled this education with her and with whom she regularly discusses this subject: "it's 

something I talk about a lot with my parents and my sisters, especially one of my sisters who 

has a little girl almost the same age as my son".  However, these statements underline a certain 

pressure felt by the mother with regard to the thoughts of a less close circle of people, who 

question these choices considered to be different from those of the majority: “people tell me a 

lot [at school he will be out of step] na na ni na na na [annoyed tone]”. She also cites the 

possible impact of classmates on the rules set in place once her son has grown up: "Afterwards 

I know that he will be led to watch things like that in relation to school, friends and all that ". 

M6, for her part, cites her entourage as examples justifying her moderate and anti-screen point 

of view by recounting stories of experience. For example, she recounts that her brother, 

although representing for her a kind of ideal in his very ecological lifestyle ("they are very close 

to ... everything I would like [laughs]"), thus favouring a lot of outdoor activities, still suffers from 

the dependence of his children on the Switch. Indeed, although they try to regulate the 

children's screen time on the console, the latter are constantly begging for it: "in the end, 

besides that, there is this object and the youngest is seven years old and frankly, for a whole 

day, he was eating away at us [annoyed tone] every ten minutes he came to play". She also 

talks about another member of her family who she sees as the result of insufficient control of 
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screens, the child having become violent at school as a result, according to a child psychiatrist, 

of too much exposure to the violent video games her father played. She also highlights a 

difference in perception between her husband's family, whom she describes as not sharing her 

ecological convictions: "people, especially in my husband's family, are not very sensitive to 

ecology and I'm a bit of a [.hhh] forced ecologist [laughs]". Thus, the latter sometimes contradict 

the educational choices she wishes to implement, something that does not seem to upset her 

particularly, in line with her more moderate approach to the ban on screens: "well, when I saw 

that they weren't really listening to me, I said [well, never mind, we'll try to hold on as long as 

we can] and then that's it”. The researcher then thinks that this moderate attitude is induced 

by the attitude of the spouse, trying to understand and apply M4's convictions without feeling 

the same involvement: "I work a lot at the weekend so my husband is sometimes on his own 

so I know that the rules are not necessarily respected [laughs]".  

Among the mothers who were not opposed to screens, the impact of their entourage was rarely 

cited. Indeed, only M3 gave an example to explain her point of view on the possible damage 

that can be caused by too much exposure to screens, recounting that a young boy in her circle 

whom she sees "revived" since rules were established on screen time. As for M5, she explains 

on several occasions that in her experience the choice of toys is "a fashion effect" created by 

the child's entourage at school. Also, it should be noted that the perception of the child is a 

code that came up a lot in the non-disfavoring moms' statements. M2 in particular talked about 

the way her daughter, considered by the researcher as having the least limiting rules 

concerning screens, reacted to the rules put in place and qualified on several occasions her 

daughter's attitude towards screens: "she is not always … no no no she is not dependent at 

all so that's what's good, yeah" or "she insists heavily but the idea is to not give in". The 

researcher also pointed out in M2's responses small contradictions at times, stating for 

example that "if I tell her [no stop, the TV is over, you're going to play in your room], well, she 

goes" and then "she tries, eh, necessarily" or "she has to stop, otherwise we'll inevitably get 

into a conflict”. According to the researcher, the first quotation tends towards a quick and easy 

acceptance of the rules, while the second and the last express that the child tries very regularly 

to oppose them. Finally, M5, M6, and M1 also often cited communication as a very important 

part of rule acceptance, advocating dialogue-oriented education rather than strict authority.   

The previously studied themes as well as this last one all lead to a theme that the researcher 

referred to as a resultant, which is the one of finding and buying toys. We will now address this 

theme and conclude this thematic analysis. 
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4.2.4: Theme 4:  Research and Purchase of Toys 

 

In this last theme, the researcher wanted to understand how moms search for and purchase 

gifts, and thus highlight their selection criteria. Moms who were positioned as screen adverse 

directly appeared to have the most varied distribution channels. Indeed, M1, the mother with 

the most precise criteria, goes through small independent stores or through the internet to 

make second-hand purchases: "a super store just next door that does second-hand toys, all 

the stuff for young children too ... so we try to avoid going to toy stores with the children". 

Second hand is also a channel widely used by the majority of respondents, except for M2 and 

M3 who favor buying on the internet or in supermarkets. Respondents with two-year-old 

children (M4 and M6) are the ones who use second hand because of the young age of their 

children. On the other hand, M6, like M1, also uses second hand for ecological reasons. The 

latter two also mentioned their wish to buy wooden toys instead of plastic ones. This was also 

the case for M2 who, on the other hand, did not justify this choice by ecological criteria, but 

rather by a concern for quality above all: "I have one criterion, which is quality, so ... I 

sometimes buy a lot of wooden toys.” However, all the mothers who wanted to promote the 

purchase of wooden toys also spoke of the difficulty of obtaining them and, according to the 

researcher's perception, reluctantly expressed their retreat to the purchase of plastic toys: "in 

any case, it is difficult to find toys without plastic" (M2), "it will also be a question of access [. 

...] when you go to the stores and your child sees a toy and wants it and it's made of plastic 

[...] well, you just take it" (M6). The cost was also mentioned by M2 and M6, the latter admitting 

that she was not always able to make choices that corresponded to her desires due to the 

large price differences: "we are not too pro-Amazon, but sometimes you don't have the choice 

when you go and there is a fifteen euro difference, so you bend over and do what everyone 

else does”. As for M2, she changed her speech during the conversation. At the beginning of 

the interview, she spoke about the importance of the quality of toys, declaring: "it's not 

necessarily a brand even if they offer very good quality products ... but ... but it's not prices 

either since these products don't last over time" and then specifying that the quality was 

translated for her by the life span of the toy. However, when the researcher asked questions 

about research and distribution channels, price came up very frequently, being then one of the 

first criteria of choice: "I am especially looking to find discounts [laughs]" or "I do my shopping 

and I will look in the aisle if there is a small promotion". Finally, M3 and M5 are the mothers 

who buy the most on the internet without any particular criteria, following their children's wishes 

while sometimes curbing requests that are considered excessive: “the only one that we will 

avoid giving up this year because Jules is very small, he is only 5 years old, he asks us for a 

drone, that's it” (M3) or "there are things she will ask for where it is really too big for her ... last 

time I don't remember what she had asked us for but ... it's a style of watch a little connected, 
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a tech thing but it was too thin ... she was too small" (M5). M6, who is the youngest mother 

(26 years old), also makes most of her purchases online under the advice of Facebook groups 

such as "Objectif Bébé Bio" (Objective Organic Baby) or through a website that partly respects 

her ecological criteria called Oxybul.  

Concerning the origin of the ideas, the mothers M4 and M6 declared that their children are too 

small to really ask for a specific toy, but have already clear interests. Nevertheless, M6 

underlines that although his son appreciates toys that correspond to her criteria, his favorite 

toy remains a "controller that makes noise", offered by the entourage, and that the toys on 

which he will stop in particular are: "the toys that make noise of course". Another fact that the 

researcher wished to underline: these two mothers declared on several occasions the interest 

of their young children for the telephone, the two supposing then that this infatuation was a 

matter of mimicry because they themselves spend much time on the telephone. For example, 

child, although not having a toy that makes noise, also plays a lot with the remote control or 

shoes imitating the phone, and M6's child also plays at bringing the phone to him: "my phone 

is on the coffee table and well he's going to see it and he's going to be attracted right away 

and he's going to give it to me, so that's something we've noticed”.  

Regarding older children, only M2 and M3 stated that most toy ideas came from YouTube Kids 

or cartoons, and both also mentioned the importance of school friends. M1 also mentioned the 

influence of school but with a negative connotation: "they are driven by what they hear [at 

school]" or "the idea often comes from school, in which case it is complicated for us“. In the 

same spirit, she also cites advertising as an influence, despite her efforts to keep her children 

away from it: "the idea often comes from advertising even if they don't have direct access to it, 

but in reality they are bombarded with ads ... in the street everywhere". On a more positive 

note, she also points out that many ideas come from activities carried out with the family: "it 

can come from an activity that we do with them, because we haven't talked about all that, but 

we can go out, we can go for a walk … so the idea can come from there.” 

To conclude, the specialized stores were very little quoted, contrary to the supermarkets which 

are then to be the privileged channel for the purchases in physical. Indeed, the respondents 

seem to go to specialized stores only when there are gifts to make for other people, and very 

little for their children. Also, second hand, either on the internet or through friends and family, 

is a very common mode of purchase. Regarding the ideas, we can say that they come from 

two main channels: school and entertainment. Finally, the majority of the mothers stressed the 

importance of offering the toy that was specifically requested (M2, M5 and M6) or else the child 

will be disappointed. However, the brand seems to be important only temporarily, the specific 

product being the only one that is important for the child: "I think that if tomorrow we bring her 
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another unicorn than the one she asked for, I think she could make a face, that's it [...] as I said 

at the beginning, it's also a fashion effect". 

The various elements underlined throughout this analysis correlate with sources analyzed by 

the author during Literature Review, and thus constitute elements of answers to the general 

research problem. In order to strengthen this first qualitative analysis, the researcher also 

conducted a quantitative survey. We will now analyze the results in order to determine whether 

correlations with the qualitative results but also with the sources previously studied emerge. 
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4.3. The Quantitative Research: The Survey 
 

The aim of this quantitative survey was to interview at least 400 mothers aged between 25 and 

45, with children aged between 2 and 12, in order to limit the margin of error to 5%. This was 

achieved because after sorting the data, the researcher was able to collect responses from 

446 mothers who met the sample criteria. However, the researcher decided to keep women 

with children between 1 and 3 years old in the sample. This decision is motivated by the fact 

that the most alarming studies concerning access to screens concern the youngest children. 

Thus, we will now analyse these data, which are intended to support the elements found during 

the qualitative interviews and thus consolidate the final response to the general research 

problem. 

 

4.3.1. Access to Screens: Representativeness of Data 

 

In this first section, the researcher wishes to highlight the importance of social-demographic 

factors on the choice of screen accessibility. In this way, she will be able to check the validity 

of the data regarding the figures from national sources such as Insee, which are often 

deciphered in the Literature Review. 

Figure 1: Access to screens by age of child

 

 

After cross-checking the data, we see that the majority of mothers allow access to screens, 

especially for children aged between 7 and 12. However, the highest percentage of refusal is 

found in the 1-3 age group. This can be explained by the belief that screens are harmful before 
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the age of 3, often discussed in individual interviews. This belief was conveyed by a report 

from the French Ministry of Health, published in 2007 and widely reported in various media 

and specialist journals (Doctissimo, 2018). Moreover, the fact that the child is too young was 

an answer chosen by 89.4% of respondents to the question "Why don't you allow screens?”, 

and the data below highlight the fact that age is the most important factor for children aged 3 

and under:  

Figure 2: Unfavourable responses to access to screens in relation to children's age 

groups 

 

  

Finally, the graph shows that the second most important factor is the fear of hindering the 

child's development.  

The researcher also found it interesting to look at factors relating to the mother that might affect 

her choice regarding screens. Indeed, several studies have shown that social class and thus 

occupational status is an important factor in the impact of screen time on children. Paulich (The 

Conversation, 2021) had pointed out that middle and working class children are more likely to 

spend an alarming amount of time on screens. Fatigue and lack of time was also one of the 

most frequently cited reasons for allowing screens during the individual interviews. Thus, the 

researcher analysed screen permission in relation to the respondents' income groups:  
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Figure 3: Screen access permission in relation to income level of respondents

 

Although the difference is not clear-cut, we note the similarity of favourable response rates 

between the two low and two high income categories. Also, the result of respondents not 

wishing to specify their income bracket and being in favour of access to screens is close to 

those of people earning up to a maximum of 2000€ per month. Thus, the figures confirm that 

people with low incomes are slightly more likely to grant access to screens. A determining 

factor also seems to be the number of children. Indeed, the lack of time may be accentuated 

with several children. According to Insee (2015), mother with low incomes are often those who 

have the most children. The researcher therefore wished to check the representativeness of 

her data by analysing the number of children by income level: 

Figure 4: Distribution of the number of children by income bracket

 

The facts put forward by Insee are therefore confirmed by the data presented above. In fact, 

mothers earning less than 1000 euros per month have, by distribution, the highest percentage 

in the "3 children" and "More than 3 children" responses. However, mothers who earn between 
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€1000 and €2000 per month are those who have the highest percentage in the answer "1 

child", thus nuancing the fact mentioned above. So in order to clarify this nuance and to finalise 

the analysis of the socio-demographic data in relation to screen authorisation, the researcher 

analysed the distribution by number of children:  

Figure 5: Screen access by number of children

 

Although the difference is slight, mums with 3 children appear to be the most screen-

permissive. However, mothers with more than 3 children are paradoxically among those who 

allow the least screens, with a result almost identical to mothers with only one child. The 

researcher believes that this can be partly explained by the lack of representativeness of 

mothers with more than 3 children in the sample, the distribution having been as follows:  

Figure 6: Distribution of number of children per respondent 

 

A final determining factor to consider in this section is the age of the mother. Indeed, a very 

young respondent and an older one do not necessarily have the same relationship with 
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Figure 7: Data on access to screens crossed with respondents' age group

 

We note that the number of “No” is distinctly higher among mothers aged 31 to 35, who are 

also the most represented among the overall sample (36.4%). The researcher initially thought 

that this was due to the young age of their child, but after analysing the data it was not them 

but the 36-40 year olds who had a majority of children aged 3 or under (34.9%). In fact, the 

31-45 year olds have a majority of children between 7 and 9 years old (40.2%).  

To conclude this first part, we can see that, quite logically, the younger the child, the more 

unfavourable mothers are to access to screens. However, a very large majority of respondents 

granted access to screens, all ages included, with a "Yes" rate of 86.3% for children aged 1 to 

3. The data also showed a slight influence of income level on the choice of screens, with 

mothers on the lowest incomes being the most favourable to access to screens. Finally, the 

age of the mother emerged as a significant element, with a clear provenance of "No" from 

mothers aged between 31 and 35.   

We will now look at how mothers feel about access to screens. In this way, we will be able to 

support the statements made by the respondents in the qualitative interviews with quantitative 

data. 

 

4.3.2. Mothers' Feelings about Access to Screens 
 

The significant responses to crystallize the feelings of mothers who have allowed screens are 

those to the question "Have you ever regretted allowing screens?”. To this question, a majority 

of 62.2% answered "Yes". To understand this, it is first important to specify that the researcher 

voluntarily addressed this question to mothers who had previously declared that their children 

opposed the rules put in place concerning screens in a random or regular manner (63.1% of 
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respondents). These respondents were also among those who said that they regulate access 

to screens (93% of respondents).  

In order to analyse which variables may induce regret regarding access to screens, we will 

analyse whether the people who stated that they regret access to screens are also those for 

whom this is a frequent conflict: 

Figure 8: Cross-tabulation of regret/conflict responses with the total responses to the 

question on regrets. 

 

 

Figure 9: Cross-tabulation of conflict/regret responses with the total responses to the 

question on frequency of conflict. 

 

Compared to the total number of people who answered "Yes" to the question on regret, 38.89% 

of them also said that screens are a frequent source of conflict. However, the majority 

answered "No" to the conflict question, but "Yes" to the regret question. This is not surprising 

as a large majority answered "Yes" to regret (62.2%) while a smaller proportion of respondents 

answered "Yes" to conflict (30.9%). Thus, if there is a low frequency of screen-related conflict 

in the home, the respondents' sense of regret is then reinforced by other factors. Moreover, 

those who answered "Yes" to the conflict question answered "Yes" to regret by 78.87%. This 

shows that when conflict is experienced regularly, it is nevertheless a source of regret. 

It is also interesting to look at the strength of the child's opposition, as an infrequent but 

intense crisis may justify this regret: 

Figure 10: Cross-referencing data on the degree of opposition and regret

 

We note that the majority of people who expressed a medium to strong level of opposition 

answered "Yes" to the regret question (85%, 71.43%). However, those who responded to the 

 Responses to "Subject of frequent conflict"

Responses to "Have you ever regretted" Yes No Total

Yes 38.89% 61.11% 100.00%

No 16.48% 83.52% 100.00%

Total 30.21% 69.79% 100.00%

Distribution of Total Responses to the "Conflict" Question

 Responses to "Subject of frequent conflict"

Responses to "Have you ever regretted" Yes No Total

Yes 78.87% 53.66% 61.28%

No 21.13% 46.34% 38.72%

Total 100.00% 100.00% 100.00%

Distribution of Total Responses to the "Conflict" Question

 Answers to "Regrets"

How would you characterise his opposition to these rules? Yes No Total général

1 35.29% 64.71% 100.00%

2 61.22% 38.78% 100.00%

3 65.79% 34.21% 100.00%

4 85.00% 15.00% 100.00%

5 71.43% 28.57% 100.00%

Total général 65.45% 34.55% 100.00%
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highest degree (5) are not the largest percentage to have answered "Yes" to the regret 

question. Nevertheless, this can be explained by a response rate at level 5 of only 3%: 

Figure 11: Distribution of responses by level of opposition 

 

The degree of opposition then seems to be an element affecting the expression of regret about 

allowing access to the screens. 

Another important element is access to social networks, which was found to be the most 

negative topic in the qualitative interviews. Thus, we will analyse the answers to the question 

"Do you have any concerns about the influence of social networks on child development?”: 

Figure 12: Responses to the question on concerns about social networks
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We note that the vast majority of people who allow social networks nevertheless express a 

fear of their influence. Also, only 28% of those who allow screens allow social networks 

because 89% of them consider their child too young. Let us then look at the distribution of 

positive and negative responses by age group: 

Figure 13: Distribution of responses by age group of children

 

The researcher was surprised to find that the percentage of “Yes” votes for children aged 4 to 

6 was lower than for 1 to 3 year olds.  However, this can be justified by a slightly lower 

representation of 4-6 year olds in the sample. The researcher then wonders whether mothers 

who allow their children under the age of 3 to access social networks have expressed a 

concern about their influence on the child's development: 

 

Figure 14: Responses to concerns about Social Networks in relation to children's age 

groups 
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Surprisingly, as age increases, so does the fear, although again the difference is slight. The 

researcher interprete this age-related increase to the fact that the older the child, the less 

control the mother has over what he or she does with the screens.  

Moreover, we note that 49% et 48% of respondents who do not allow social networking chose 

“I am afraid of the content” and "I find it harmful" as the reasons (the question is multiple 

choice), showing that the majority of people who choose not to grant access to social networks 

have several reasons: 

Figure 15: Distribution of choices for the question on the prohibition of social 

networks 

 

Finally, one question concerned the feelings of parents who do not allow screens at all. During 

the interviews, several mothers reported that they felt that access to screens also allowed the 

child to integrate socially with others. So the researcher asked the mothers who do not allow 

screens if they fear that this will isolate their children socially: 

Figure 16: Potential fears of social isolation

 



 p. 60 

The majority of those who do not allow screens do not show any fear regarding the impact of 

not having access to screens on their children's social life. Therefore, the researcher found it 

relevant to ask about the age at which mothers feel it is appropriate to allow access to screens, 

and to leave this as an open question. Thus, the majority of mothers who felt that the 

appropriate age was above 10 years answered "No" or "I don't ask myself the question". Also, 

a small majority of mothers who answered "Yes" estimated the age to be between 4 and 7 

years. Finally, most of the mothers who estimated an age of 3 years and above answered 

"Yes", often specifying "severely limited", "controlled". 

To conclude, we can say that the general feelings towards access to screens remain 

predominantly negative. The majority of "Yes" answers to the question concerning access to 

screens is partly explained by a regular frequency of conflicts on this subject or by a strong 

intensity of the child's opposition concerning the rules. However, mothers who declared that 

they did not have frequent conflicts and chose the lowest level of opposition still declared that 

they had already regretted the agreement to screens. Also, as the author pointed out during 

the interviews, social networks generate a very strong negative feeling. What emerges from 

the analysis is that the older the child, the more fearful the mothers express about the impact 

of these platforms. Thus, although an overwhelming majority of those who do not allow social 

networking chose the young age of their child as a reason, the rate of fear among those who 

allow their child aged 3 or under to access social networking is not the highest.  

To conclude this analysis, we will now deal with the last theme of this quantitative analysis 

which is based on the research and purchase of toys. 

 

4.3.3. The research and purchase of toys 
 

In this last part, the author wishes to address one of her main research objectives which is "to 

try to put into perspective their exposure to advertisements and their level of demand for new 

toys".  

The analysis of these data will also allow the author to consolidate the elements that emerged 

from the qualitative surveys and the Literature Review. 

To begin, the researcher analysed the type of toy most commonly used by the respondents' 

children: 
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Figure 17: Distribution of types of toys mainly used by children

 

The data show an overwhelming majority for traditional toys, followed by screens. This can be 

explained by the young age of the respondents' children, most of whom are between 2 and 8 

years old.  

Cross-referencing the ages with the type of toy did not yield significant results, with younger 

children preferring traditional toys and the small number of children between 10 and 12 years 

old preferring screens.  

However, after analysis of the data, gender seems to be a differentiating factor in the 

preference for games: 

Figure 18: Distribution of toy types by gender
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We note that, as far as screens are concerned, twice as many mothers who said they only had 

a boy answered that screens were their favourite type of game as those who only had a girl.  

We could then interpret that the mothers with a girl and a boy who chose screens as their 

favourite type of game take into account the habits of the boy who would then be the one in 

the age group of the study. Unfortunately, the data are not precise enough to be able to confirm 

or not this hypothesis. 

One of the aims of the research is to determine whether children with access to screens have 

a greater demand for new toys. So, in a first step, the researcher cross-referenced data on the 

level of demand for new toys and access to screens:  

Figure 19: Distribution of the level of demand for new toys in relation to access to 

screens 

  

We note that the number of mothers who said that their child only asks for toys very infrequently 

(level 1) is much higher among children who do not have access to screens. There is also a 

notable difference of almost 20 points at level 3, with a higher demand among children with 

access to screens. In a second step, the researcher wanted to carry out the same exercise 

with data from social networks: 
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Figure 20: Distribution of the level of demand for new toys in relation to access to 

social networks

 

Again, we see that children with access to social networks seem to have a greater demand for 

new toys, although the gap is less marked. Indeed, while children without access to social 

networks have the majority on levels 1 and 2 (Very infrequently, Infrequently), children with 

access to social networks have the upper hand on the other levels (Quite often, Often, Very 

often).  

In the same vein, the researcher also asked whether children showed significant frustration 

when denied a toy. The answer was overwhelmingly negative (84.9%). 

Finally, the researcher wanted to analyse the possible link between the source of children's 

inspiration to request a toy and the frequency of the request: 

Figure 21: Frequency of toy demand broken down by sources of inspiration for toy 

demand 

 



 p. 64 

We observe that the respondents who answered “Very often” (14%) and “Often” (14%) most 

often indicated that the source of inspiration for their children to ask for new toys was the 

entertainment they watch on screens. However, the difference with other sources is still slight, 

although present. 

We also note that online advertising comes in second place behind friends as a source of 

inspiration for toy demand: 

Figure 22: Sources of inspiration for children’s toy demand

 

We can summarise this final section by saying that screens seem to have an impact on the 

child’s demand and choice of toy. Indeed, the cross-tabulation of the data showed that children 

with access to screens and permission to go on social networks have a slightly higher 

frequency of demand. Also, the slight influence of screens is still evident in the data on the 

sources of inspiration for toy demand. Indeed, parents of children who find their inspiration 

through TV or online entertainment constitute the majority of those who answered “Very often” 

to the question of frequency of request for new toys. 
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CHAPTER 5. DISCUSSION 
 

 

5.1. Discussion of Findings 
 

The aim of this part is to determine whether the research work has met the objectives set. 

Thus, the research was based on a mixed method, mixing a qualitative survey as the main 

source, and a quantitative survey, empirically supporting the qualitative results.  

 

5.1.1. Research Aim #1: To trace and analyse the use of anthropology for 

marketing purposes 

 

This objective is based on the analysis of the literature, as the researcher does not have the 

skills to conduct an ethnographic survey.  

Anthropology has evolved through the ages. Thus, the discipline has moved from a study of 

the 'exotic' to the study of 'modern' societies through to the workforce of private companies (T. 

Jordan, 2013). We have thus found that socio-cultural anthropology is, to this day, widely used 

in the private sector, although its for-profit rather than academic contribution divides the sector. 

Indeed, even in 2019 corporate anthropology has been called a 'prostitute' by P. Mondragon 

Valero despite an implementation in the private sphere dating back to around 1920 (R. Denny, 

P. Sunderland, 2014, p.83). While the academic contributions of its use in private companies 

do not stand out in the existing literature, business anthropology has proven its effectiveness 

time and time again (G. Tett, p. 51, 2021).  

Despite this success, there are still many challenges. Indeed, anthropology is a discipline of 

in-depth study, sometimes taking years of field investigation (Desjeux, 1986, p. 6). Moreover, 

anthropologists are known for their unique and singular view of the world, capable of adopting 

a neutral vision while keeping the empathy necessary to understand the subject studied 

(EASA, 2015). This way of studying combined with this singular vision makes the integration 

of the anthropologist into private societies difficult, as his language is often misunderstood and 

therefore ignored by colleagues from other fields (Tett, 2021, p. 52). However, the need for a 

human-centric approach recognised by marketing professionals (C. Mendez, 2009, p. 636) 

seems to push for a reconciliation. Indeed, anthropology provides an empathetic viewpoint that 

companies wishing to address increasingly solicited consumers cannot ignore (M. McCabe, R. 

Denny, 2019).  
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5.1.2. Research Aim #2: To study marketing methods judged as 

manipulative  

 

The various sources studied in the Literature Review were able to shed light on the author's 

view of marketing practices that are considered manipulative. Indeed, the distinction made by 

Shlomo Sher (Journal of Business Ethics, 2011) regarding the moral or immoral aspect of 

manipulation brought a new perspective. Sher demystifies the purely negative character of the 

term "manipulation" by describing it as acceptable depending on what motivates it. Hubert 

Gatignon and Emmanuelle Le Nagard (Manipulating Consumer is not Marketing, 2015) also 

qualify what can be called "manipulation" by stating that wishing to influence the emotions of 

the people being addressed is quite logical rather than manipulative. However, in Sher's view, 

the issue is not whether or not manipulation is taking place. According to him, wanting to lower 

someone's psychological barriers to encourage him to do something is manipulation, but the 

most important thing is to look at whether the act one is encouraging is morally permissible . 

Sher's thinking is then not in line with Cass R. Sunstein's (Fifty Shades of Manipulation, 2015), 

as according to him a purchase act should only be based on access to concrete and 

unambiguous facts about the product. He thus establishes the difference between persuasion 

and manipulation, with manipulation coming into play when the seller plays with the buyer's 

emotions. Nevertheless, as Gatignon and Le Nargard explain, emotions are part of an 

individual's choice criteria, and the consumer can seeks to feel them in order to make a choice. 

However, each person can feel and therefore be influenced to a different degree. Thus, one of 

the challenges of more ethical marketing is to be aware of the well-being of the target audience 

and its degree of vulnerability. This is why the topic of this dissertation is a market dedicated 

to children.  

5.1.3. Research Aim #3: To analyse the challenges of the internet in 

relation to digital marketing and its possible manipulative aspect  

 

One thing that came out clearly in the various qualitative interviews and was confirmed by the 

quantitative study was that mothers are more afraid of the internet than of screens as such. 

During the interviews, we heard statements such as "it's a load of nonsense about so many 

things already for an adult" (M5) or simply "it's ... it's too dangerous actually for the child in 

terms of development" (M4); in the same spirit, the survey revealed an alarming percentage of 

almost 80% of mothers who said they were afraid of the influence of social networks on their 

children. The Internet, and more specifically social networks, scares mothers precisely for 

reasons explored in the Literature Review: the crowd-effect and identity distortion (Budanoc 

and Asseva, p.61, 2019). Indeed, many mums spoke of their fear that their child, particularly 

girls, would feel bad about themselves if they went on social networks: “she's a girl, there's the 
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whole body aspect, there's all the nudity that you can see on social networks, there's blackmail” 

(M6). Brands, which are very active on social networks, have their part to play in this feeling. 

Indeed, it is with the arrival of influence that the two effects mentioned above have "exploded". 

This field, which represented 10 to 20% of the marketing budget of brands in 2021 (Statista, 

2021), continues to grow and has largely entered the world of children: 3% of accounts with 

more than 1,000 followers on Instagram are children under 14 years old (Gensdinternet, 2020). 

Thus, although advertising to children is prohibited in France (Article 43 of the law n°86-1067 

of 30 September 1986), influence can reach them; the quantitative survey revealed that almost 

30% of ideas for new toys come from online advertising, while the majority of respondents' 

children are between 3 and 9 years old.  

As children are most of the time unable to distinguish between commercial advertising and 

non-commercial content (Verdoodt et al., 2016), an advertising message conveyed on social 

networks can easily enter their subconscious without using their judgement. In this case and 

to refer to Gatignon and Le Nagard's vision (2015), we can speak of manipulation and finally 

of immoral manipulation to complete with Sher's vision, given that the targeted person cannot 

use his/her own judgment (2011). 

 

5.1.4. Research Aim #4: To explore the evolution of the toy market 

before, during and after the COVID 19 crisis. 

 

During the Literature Review, we saw that although digital has become a part of children's 

world, particularly through the toys, COVID 19 has enabled parents to re-practise more family 

games, including board games. The quantitative survey showed that among the respondents, 

traditional games are clearly favoured: 83% of the respondents stated that their child mainly 

plays with traditional toys. Also, all the mothers interviewed in individual interviews referred to 

board games and classic games. In this respect, the researcher noted that when the mothers 

discussed traditional games, no particular emotions emerged. However, when discussing 

connected toys or screens, annoyance was often felt. This observation correlates with the 

market, as following the COVID crisis, parents seemed happy to return to more traditional toys. 

In addition, qualitative surveys also confirm that parents are very interested in the second-hand 

market, with 4 out of 6 mothers (M1, M4, M5, M6) saying that they look for toys on dedicated 

platforms such as Vinted or targeted internet groups established on Facebook such as 

"Objectif Bébé Bio". Finally, three mothers stated that they mainly use the internet to buy toys 

(M3, M5 and M6). It should also be noted that all the other mothers also use the internet, but 

only randomly, when they cannot find what they are looking for in the shop. Also, M1, who is 

one of the mums who only buys on the internet by default, and M6, who makes most of her 
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purchases on the internet, expressed a certain "discomfort" about going through platforms 

such as Amazon: "we try not to order them on Amazon because we're not too pro-Amazon but 

sometimes you have no choice when you see that there's a fifteen euro difference at the end 

... you just fold up and do what everyone else does”.  

 

5.1.5. Research Aim #5: Collect and analyse quantitative data from 400 

mothers to assess the type of toys their children use 

 

The background of this objective was to determine whether children with more exposure to 

screens have a higher demand for new toys than those without exposure. As mentioned 

before, although the preferred type of toy was the so-called "traditional" toys, the study 

revealed that children with access to screens were more demanding than those without access 

to screens: almost 55% of children without access to screens requested toys only very 

infrequently. This gap was also slightly pronounced when comparing the demand for toys 

between children with and without access to social networks: children without access to social 

networks represented the majority in the least demanding categories, and children with access 

to social networks the majority in the most demanding categories. Also, although the majority 

of responses in terms of frequency of requesting toys were "Very infrequently" and "Quite 

often", the majority of those who responded "Often" (14%) and "Very often" (14%) indicated 

that the source of inspiration for their children to request toys is the entertainment they watch. 

Finally, the "Online or TV advertising" category came second among the sources of inspiration 

(22.5%). We can therefore conclude that children with access to screens are more likely to ask 

for new toys, and therefore that the advertising they are exposed to influences their desire.  

 

5.1.6. Research Aim #6: Collect and analyse qualitative data by 

conducting Semi-Structured Interviews with 6 mothers with children aged 2-12 

in early autumn 2021 
 

The sample selected for these qualitative interviews proved to be rather heterogeneous in 

terms of their opinions on screens: half of the respondents were in favour, the other half 

against.  

Among the mothers not in favour of screens, the main reasons were that in their opinion it 

slows down the development of the child and makes him/her dependent: "For us, it slows down 

a child's development... it's that the screen will make the child much more irritated after a 

certain amount of time" (M4), "I never watch TV, so for me it's completely fine, it makes people 
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a bit absurd, it's very direct on that, but here I am, TV is my enemy and it's very anxiety-

provoking" (M6). Mums in favour of screens also expressed reservations, often justifying 

leaving their child in front of a screen as "rest time" (M3) in an embarrassing way. This feeling 

of discomfort was often perceived by the researcher when the subject of screens was 

broached, giving her the impression that it was quite taboo for the mothers. However, positive 

arguments also emerged in favour of screens, for example their usefulness in education: "I find 

that you can learn from them, but depending on what you want to show, what you want to 

teach the child and what the child wants as well" (M5), "I find that it is a mine of information to 

have a tool like a computer" (M2). On the other hand, all the mothers who were in favour of 

screens repeatedly specified the importance of control, thus distinguishing between the use of 

a screen and that of a traditional toy, with which there is no concern.  

Finally, the fact of "living with the times" (M2, M3, M6) came back a lot in the discourse of 

moms favorable to the screens but also in the discourse of M6, for the moment unfavourable 

but who declared that it would not remain so. This is motivated by the fact that according to 

them, children should not be isolated from progress and especially from other children, 

expressing then the fear of making their child different if they did not allow the screens 

"because after you make children completely different ends [...]".  

The researcher therefore concludes that feelings about screens are mostly negative and also 

underlines a feeling of "no choice" motivated by current society, even with moms allowing 

screens. Indeed, we feel that although good things can come out of the screens, all parents 

have expressed fears, especially on the subject of social networks that they are very 

apprehensive about for the adolescence of their children.  

 

5.2. Strengths and Weaknesses of the research 
 

The main strengths of this research were the conduct of qualitative interviews with a sample 

relevant to the subject matter, and the collection of 446 responses that met the sampling 

criteria. In this way, the researcher was able to gather the views of mothers corresponding to 

the socio-demographic criteria decisive for the dissertation. Also, the elements highlighted in 

the results of the research are sufficiently representative to be used and deepened in future 

research, which the researcher thinks necessary. Finally, the choice of such a topic and its 

implementation could inspire future students to take an interest in anthropology, as the 

literature has shown that although anthropologists know marketing, the reverse is still rare. 

Thus, this research may offer future marketers a new insight into how to approach their field 

of study, thus broadening it through the expertise of another discipline.  
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The main shortcomings of this research were the researcher's lack of knowledge of 

anthropoogy. Indeed, the field of anthropology was only dealt with in the Literature Review and 

was not used in the qualitative and quantitative surveys, as the researcher did not have the 

necessary knowledge. Also, a lack of expertise during the interviews was at times detrimental. 

Indeed, asking mothers about their education policies is a subject that can quickly lead to 

discomfort and mistrust on the part of the interviewees. Thus, the researcher sometimes had 

difficulty in framing the interview, for fear of frustrating the interviewees, leading to repetition 

or confusion in the answers. Finally, the subjectivity of the research, which depends solely on 

the interpretation of the researcher and the honesty of the participants, increases the risk of 

bias.  

 

5.3. Conclusion 
 

After analysing the qualitative and quantitative survey, the study was able to draw conclusions 

that affirmed or denied links with the thoughts put forward in the Literature Review.  

 

5.3.1. Research Aim #1: To trace and analyse the use of anthropology for 

marketing purposes 

 

The documentary research conducted for the dissertation demonstrated that anthropology and 

marketing can be a fruitful alliance, both in terms of financial gain and intellectual knowledge. 

However, the issues raised by Dominique Desjeux in 1986 are still relevant today according to 

Gillian Tett's feedback in her book Anthro-Vision published in 2021. Including an 

anthropological vision in a strategy also means embracing its philosophy, which is still largely 

unknown to the majority of marketing professionals. Thus, the valorisation of each domain in 

the eyes of the other seems to be primordial for the two visions to be able to come together 

and generate a relevant alliance. Then, together, they will be able to concretise strategies that 

will respond to the real needs of the human being, but also of the company. 

 

5.3.2. Research Aim #2: To study marketing methods judged as 

manipulative  

 

Despite the confrontation of several visions, the criteria for judging a marketing method as 

manipulative are still unclear. Indeed, the dimension of morality introduced by Sher (2011) and 

the need to appeal to consumers' emotions demonstrated by Gatignon and Le Nagard (2015) 
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has deconstructed Cass R. Sunstein's strict view that manipulation comes into play as soon 

as emotions are involved. However, the subjectivity that arises from the moral or immoral 

motivation described by Sher makes his analysis difficult to use. Thus, further research, 

including the digital dimension that has profoundly changed current marketing practices, is 

needed to address this objective in a meaningful way.  

 

5.3.3. Research Aim #3: To analyse the challenges of the internet in 

relation to digital marketing and its possible manipulative aspect  

 

Both the quantitative and quantative surveys showed that the internet is a real concern for 

mums. Indeed, social networking sites are a particular source of anxiety for these mothers who 

express a sense of helplessness, knowing that their children will inevitably join at some point 

and fearing that they will be impacted by the content. However, although fears were expressed 

by the vast majority, these were mainly related to the time when the children would enter 

adolescence. Indeed, although some mothers allow their young children (under 10) to access 

social networks such as YouTube or YouTube Kids, they do not seem to be concerned about 

the content their children are already exposed to at the moment because of the control they 

have over it. Nevertheless, the researcher noted that the children exposed to social networks 

are also those who seem to be most in need of specific toys and inclined to express greater 

frustration, both in the qualitative interviews with M2 and M3 and in the analysis of the 

quantitative data. Thus, although the mothers did not establish precise links between the social 

networks and their children's everyday behaviour, a correlation was demonstrated through the 

research. Furthermore, the high level of fear expressed by mothers regarding social networks 

and the feeling of powerlessness is not something normal that should be democratised. The 

researcher believes that actions should be taken to reassure parents, whether by the 

government or by brands. Finally, these observations remain subjective as they are only the 

researcher's interpretation.  

 

5.3.4. Research Aim #4: To explore the evolution of the toy market 

before, during and after the COVID 19 crisis  

 

Qualitative and quantitative research showed a clear correlation between the trends studied in 

the Literature Review and the experiences of mothers. Indeed, most respondents mentioned 

the return to family board games following the COVID 19 crisis, also expressing the pleasure 

of reconnecting together around "real moments" (M2). The quantitative analysis also confirmed 
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that the type of games preferred by children remains "traditional" games at 83.4%, followed by 

screens, with a gradual increase as the children's age increases.  

Finally, although connected toys were discussed extensively in the Literature Review, they 

represent only a tiny fraction of the responses to the preferred game type (2.4%). However, 

the majority of mothers who chose this type of game were those with children between 1 and 

3 years old (47.6%). We can therefore see that the target group for this type of toy is the 

youngest children. Several respondents (M4 and M6) explained that their young children, in 

both cases just 2 years old, are naturally very attracted to this type of toy because of the noise 

and lights they produce, but they do not want to have them at home. They each expressed 

regret at having the toy, especially as it turned out to be their child's "favourite toy" (M6) in both 

cases. Thus, this type of toy seems to go against the wishes of the mothers but still attracts 

the child irrevocably. Finally, the default choice of platforms such as Amazon expressed by 

some respondents highlights the possible desire to trade in such easy and convenient 

alternatives. 

 

5.3.5. Research Aim #5: Collect and analyse quantitative data from 400 

mothers to assess the type of toys their children use 
 

The correlation between socio-demographic characteristics and access to screens are in line 

with Paulich's (The Conversation, 2021) assertion that children from middle class families are 

more likely to make excessive use of screens. Indeed, the data showed that mothers earning 

up to €2,000 a month were more likely to give access to screens. The qualitative study also 

corroborates this analysis, as the mothers of middle class who were in favour of screens often 

justified the lack of time and the need for rest as one of the reasons for allowing them to do so, 

which sometimes led to "complacency" (M2) regarding the control of screen time.  

Moreover, quantitative data also showed that children with access to screens are slightly more 

likely to ask for new toys more often and to express stronger opposition. We can therefore 

argue that screens seem to influence the demand for toys, echoing the statement of Sandra 

L. Calvert (Children as Consumers, 2008).  

In conclusion, the issues concerning the influence of toy demand in relation to exposure 

should, according to the researcher, be further investigated by additional studies. Indeed, 

although the data has provided some evidence of the possible influence of screens on young 

children's desires and choices, further research should be carried out with children directly in 

order to truly gather their views. 
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5.1.6. Research Aim #6: Collect and analyse qualitative data by 

conducting Semi-Structured Interviews with 6 mothers with children aged 2-12 

in early autumn 2021 

 

The results of the individual interviews shed light on the fact that access to social networks 

generates a higher level of fear among mothers than access to screens per se. This nuance 

was not highlighted in the Literature Review sources, and is therefore a discovery. Indeed, the 

study conducted among Americans by The American Family (2018) revealed that parents are 

more afraid of screen misuse than of drug use, but did not highlight what it is that is so 

frightening about screens. Also, Shirley R. Steinberg's (2018) discussion of 'corporate children 

culture' echoed some of the fears of the respondents, who said that in their view, refusing 

screens was 'unfortunate' (M6) to isolate the child from their social group. Also, M1, the most 

screen averse mum, referred to many of the anti-screen arguments discussed in the Literature 

Review, such as the exposure to "stealth marketing techniques" outlined by Calvert. Finally, 

the general feeling about the technology used by children remained overwhelmingly negative, 

although more optimistic arguments such as access to more playful education were cited. We 

can therefore deduce that access to screens seems to be driven more by a societal movement 

than by the desire of mothers. Also, the distinction made by each respondent between the 

need for control over screens compared to the need for control over "traditional" toys further 

demonstrates that screens are not perceived as something harmless. Finally, parents' negative 

feelings about social networks and screens in general should not, according to the researcher, 

be ignored. Indeed, social networks are private companies that are supposed to take into 

consideration the needs of their users which, in this case, are to be reassured and secure. 

5.4. Implications of the Research Findings 
 

The execution and results of the research led to the following implications:  

▪ Research in a marketing theme involving the benefits of an anthropological vision is 

still rare in the current literature; the conduct of this research was able to bring new 

elements concerning the theoretical stakes and the possible benefits of an alliance of 

marketing and anthropology with the aim of conserving commercial advantages while 

acting for the good of the human being.  

 

▪ The literature review also highlighted the possible challenges that the combination of 

anthropology and marketing can create.  
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▪ The analysis of the toy market has confirmed the current major trends. Also, the choice 

of certain platforms such as Amazon out of spite or the difficulty to find affordable toys 

in line with the desired quality and ecological convictions were highlighted. Thus, 

avenues were put forward to design offers that could meet these unfulfilled needs 

 

▪ The qualitative and quantitative results of the study highlighted the fact that mothers 

largely endorse their children's use of social networks by default; further research could 

then explore this point further to demonstrate that the negative sentiment towards 

social networks is real and cannot continue to be trivialised. 

 

▪ The qualitative interviews highlighted the complexity of the discussion around 

parenting, with many mums mentioning the judgement of others as an underlying 

motivation for their choices around screens (whether they were for or against). 

Marketing could also have a role to play in this, by conveying values around discussion 

and caring between parents.  

 

▪ The results showed that the use of socio-cultural anthropology for marketing purposes 

could be useful to better understand the complex world of the child in the digital age, 

from a physical, psychological and sociological developmental point of view. In the 

same spirit, this alliance could prove useful in understanding the deep needs of 

mothers, who are often at a loss when faced with the rapid digitalisation of the child's 

world. In this way, the market could offer solutions to these parents so that they no 

longer make choices out of spite or social convenience.  

.  

5.6. Recommendations 
 

After analysis of the results, the following recommendations were made:  

▪ Public and/or private university sector offering a specialisation in marketing:  

It would be interesting for marketing to include an anthropological view in the programme of 

the course to enable students to understand what anthropology is. In this way, the path to more 

ethical marketing practices could be facilitated and more easily understood.  

▪ Government Bodies: 

 The government should take tougher action against social networking, which is becoming a 

trivialised addiction often with harmful consequences within society. From the author's point of 
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view, the moment one induces the behaviour of an individual through hidden stimuli, the 

manipulation takes on malignant dimensions. With the exploitation of our personal data, the 

giants of social networks "bombard" the consumer with stimuli pushing him to keep coming 

back, which then allows the algorithm to be refined and thus creates a vicious circle. The 

government should then put in place laws to curb the power that these private companies have 

over consumers, as demonstrated for example in the documentary The Social Dilemma.  

▪ The toy industry:  

The researcher recommends that experts in the toy market, both marketers and product 

designers, take into account the advice of experts on child psychology and development when 

designing and marketing their products. Indeed, the vulnerability and malleability of the child 

cannot be ignored in product development and marketing strategies, as the child may develop 

unconscious patterns that will remain with them throughout their lives (Rapaille, 2004).  

▪ Future Research:  

The researcher suggests that similar research be conducted with a different sample. Indeed, 

it would be interesting to adopt an anthropological approach to assess the impact of social 

networks on teenagers' purchasing decisions, as the mothers interviewed in this research often 

mentioned this period as a source of anxiety. Also, a survey of young children on their sources 

of inspiration and criteria for choosing toys could provide additional data that would qualify the 

mothers' opinions, which may be biased by parental satire and fear of judgment.  
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APPENDIX 2: METHODOLOGICAL CHOICE AND PURPOSE OF THE 

RESEARCH DESIGN 
 

• Methodological choice:  

In order to choose a coherent research strategy, it was first necessary to determine the 

methodological choice. Saunders et al (2019) discuss three methodological possibilities: 

quantitative, qualitative and mixed methods research. In view of the nature of the research, a 

mixed method was chosen. Indeed, the philosophical choice of the research is naturally 

associated with the mixed methodology. Indeed, the epistemological and ontological definition 

of this philosophy suggests the conduct of qualitative research to explore perception, and the 

crossing of the collected perceptions with quantitative research in order to decipher and 

support the data more concretely (2019, p. 181).  

This methodology is also in line with the inductive approach, allowing for the generation of 

theory through the conduct of research. 

Finally, the mixed method consists of several variations defined by the authors as concurrent, 

sequential exploratory, sequential explanatory and multi-phase.  

In view of the research problem, the design chosen is concurrent mixed methods research. 

This choice is motivated by the fact that it allows the different data to be interpreted 

simultaneously in order to correct them. More precisely, the choice was made for the 

concurrent embedded design. This design makes it possible to demonstrate that one 

methodology supports the other, and thus to collect the data separately but analyse them jointly 

so that the results of one method support the results of the other. In this study, qualitative 

research will be carried out as the primary research, and supported by quantitative research 

as the secondary research. 

• Purpose of the research design:  

The purpose of this research is both exploratory and explanatory. Thus, the combined research 

was chosen.   

Indeed, with the qualitative research the objective is to feed on the stories and perception of 

the mothers in order to determine their fears concerning the digitisation of the child's world. In 

this way, the researcher wishes to clarify the parents' concerns by means of mainly open-

ended but structured questions, in order to explore their point of view. The research is therefore 

defined as an exploratory study. 

Regarding the quantitative research, its objective is both to consolidate the hypothesis 

established by the qualitative research, but also to establish a relationship between the 

variables. Indeed, the aim is to determine whether children exposed to screens are more 

"capricious" and demanding of new toys than children with less or no exposure. The purpose 

being then to explain the relationship between the variables, the quantitative research will be 

an explanatory study. 
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APPENDIX 3: DIAGRAM SUMMARISING THE SAMPLING DECISION FOR 

QUALITATIVE RESEARCH 
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APPENDIX 4: DIAGRAM SUMMARISING THE SAMPLING DECISION FOR 

QUANTITATIVE RESEARCH 
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APPENDIX 5: DETAILS OF QUANTITATIVE SAMPLE SIZE 

CALCULATIONS 
 

- Total Population of mothers: 

Number of "traditional" families: 5,5 million 

Number of blended families: 732 thousand 

Single-parent, mother-child family: 1,4 million 

TOTAL 7,632,000 

 

→Percentage of women with children aged 25-29 applied to different types of households with 

a child under 18: 7,632,000*10,7% = 816,624.  

→ Percentage of women with children aged 30-34 applied to different types of households with 

a child under 18: 7,623,000*12,6% = 961,632. 

→Total Population taken into account for the research: 961,632+816,624 = 1,778,256 
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APPENDIX 6: ONLINE QUESTIONNAIRE PRE-TEST VERSION 

(TRANSLATED) 
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APPENDIX 7: ONLINE QUESTIONNAIRE POST-TEST VERSION 

(TRANSLATED) 
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APPENDIX 8: INTERVIEW GUIDE 
 

INDIVIDUAL DEPTH INTERVIEWS  

GUIDE 

FRAME:  

 

BEFORE THE RECORDING:  

● Recall the topic and general objective of the brief,  

● Explain the purpose of the interview,  

● Explain how the interview will be conducted (recording, order of questions, etc.) and the 

interviewer's commitments (neutrality on the part of the interviewer, guarantee of 

anonymity and deletion of data once the results of the brief have been delivered) 

● Consult together and sign the consent form.  

 

AT THE BEGINNING OF THE RECORDING: 

 

● Mention that the interview is recorded,  

● Reminder that the interviewer guarantees anonymity and deletion of data once the study is 

completed.  

 

Note for the interviewer :  

→ Restatement ("And then?", "But then again?"). 

→ Checking reformulation ("If I have understood correctly..."). 

→ Probing reformulation ("Can you explain it again?"). 

QUESTIONS:  

 

I. INTRODUCTION OF THE RESPONDENT AND THE HOUSEHOLD 

 

● Please introduce yourself: age, occupation, place of residence and birth, children, family 

situation.  

 

II. EDUCATION POLICY AND ACCESS TO SCREEN  
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● How would you describe your general policy regarding the choice of toys for your child?  

● How do you consider the time a child spends playing with screens and the time spent playing 

with traditional toys?   

● What is your opinion on children's access to screens?  

● What are your general opinions/beliefs about the effects that screens can have on children? 

(COMPLETE THE QUESTION BY TALKING ABOUT SOCIAL NETWORKS HERE) 

● Do you have any regulations in place regarding access to screens? If so, what are they?  

● Does your child follow these rules?  

● Do you have any concerns about the relationship your child may have or has developed with 

screens?  

● And as a mother, do you fear conflict with your child over screen use?  

 

III. THE RELATIONSHIP AND THE DEMAND FOR TOYS 

 

● How do you buy your children's toys? (Distribution channels, research ...) 

● Is it mainly your child who asks for specific toys or do you make the choice for him/her?  

● Do you know what makes your child ask for a particular toy?  
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RESTITUTION OF ANSWERS BY KEY WORDS ONLY  

 

INTERVIEW #1:  

 

Identity of the respondent :  

 

I. INTRODUCTION OF THE RESPONDENT AND THE HOUSEHOLD 

1) Please introduce yourself: age, occupation, place of residence and birth, children, marital 

status.  

 

II. EDUCATION POLICY AND ACCESS TO SCREEN  

2) How would you describe your general policy regarding the choice of toys for your child?  

 

3) How do you consider the time a child spends playing with screens and the time spent playing 

with traditional toys?   

 

4) What is your opinion on children's access to screens?  

 

5) What are your general opinions/beliefs about the effects that screens can have on children?  

 

6) Do you have any regulations in place regarding access to screens? If so, what are they?  

 

7) Does your child follow these rules?  

 

8) Do you have any concerns about the relationship your child may have or has developed with 

screens?  

 

9) And as a mother, do you fear conflict with your child over screen use?  

 

III.  THE RELATIONSHIP AND THE DEMAND FOR TOYS 

10) How do you buy your children's toys? (Distribution channels, research ...) 

 

11) Is it mainly your child who asks for specific toys or do you make the choice for him/her?  

 

12) Do you know what makes your child ask for a particular toy?  
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APPENDIX 9: FACEBOOK POST OF THE ONLINE QUESTIONNAIRE 

DISTRIBUTION  
 

TRANSLATION:  

Hello Supers Mam's, I need you 

toay because YOUR 

EXPERIENCES ARE IMPORTANT. 

This post is for mums with a 

child/children between 2 and 

12 years old!  

As part of my dissertation, I am 

conducting a survey with the 

aim of improving the ethics of 

marketing to children in the toy 

industry. In order for this 

survey to be useful, I need 3 

minutes of your time to gather 

your opinions/experiences as a 

mum. 

Responses are TOTALLY 

ANONYMOUS and for academic 

purposes only, so they will be 

deleted when my dissertation is 

due in January 2022. 

Thank you so much to those 

who will participate, it means a 

lot       and thanks again to 

(name of the group 

administrator)! 

The questionnaire: 

https://forms.gle/4YgWhbBtsvwzceJZ6 (english version) 

 

 

 

 

 

 

https://forms.gle/4YgWhbBtsvwzceJZ6


 p. 103 

APPENDIX 10: INTERVIEW TRANSCRIPTION GUIDE  
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APPENDIX 11: QDA MINER LITE INTERFACE 
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APPENDIX 12: ETHICS REVIEW FORM 
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APPENDIX 13: DATA CATEGORISATION TABLE 
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APPENDIX 14: INFORMATION FORM AND CONSENT SHEET 
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APPENDIX 15: INTERVIEW TRANSCRIPTION EXAMPLE (TRANSLATED) 
(Interview 1, the other interviews are in the raw data section on Moodle) 
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