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1 INTRODUCTION 
Approximately 1.8 million children worldwide are victims of child pornography, prostitution or so-called child sex tourism (El pais, 2007, “Esclavitud” section), and criminal networks involved in trafficking of children earn up to US$ 32,000 million per year (Save the Children England, 2007). It is a truly global problem which works according to the market dynamics of supply and demand. 

“Persistent poverty, lack of employment opportunities and vast income gaps in much of the developing world on the one hand combined with local and international demand for commercial sexual services on the other, continue to create the push and pull factors forcing women and children into prostitution.” (John Hopkins University, 2007, p.21)

Especially developing countries with a rapidly growing tourism sector begin to experience the painful negative effects of uncontrolled international tourism sweeping their countries. Unscrupulous criminal networks which develop alongside the tourism industry will sell anything to tourists for a financial gain, including children’s bodies. Commercial Sexual Exploitation (CSE) in the Tourism and Travel sector is globally on the growth.

In the course of the past decade, global, national and local actors have realized the need for action against the commercial sexual abuse of children worldwide. In Latin America NGOs, International Organizations and governments began to dedicate their efforts to campaigning against CSE for the prevention of a further spread of the problem. The United Nations Children Fund (UNICEF) is among the social actors that have taken up the fight against CSE.

Communication is one of the main tools which is being employed in the campaigns against CSE. 
This report analyzes several campaigns against CSE which have been implemented in Costa Rica, the Dominican Republic and Panama for the purpose of drawing up a list of good practices for future campaigns. The knowledge gained from the analysis will be applied to the case of Panama, giving recommendations for the development of strategic campaigning against CSE.
1.1 Justification of the research method

The information which served as a basis for this report was gathered through a combination of desk research and personal/written interviews. In the initial stage of the research, documents, reports and the actual communication material were helpful in obtaining an overview of the issue of CSE in Latin America, as well as an overview of the campaigns that had been done against CSE so far. The information gathered in the desk research was mainly descriptive. In order to understand the reasons and motivations behind the different campaigns against CSE it was necessary to interview key people who were involved in the development and implementations of the campaigns. The personal and written interviews also revealed information such as problems encountered, failures, criticism and results of the campaigns, which could not be found in the written documents.
1.2 Executive summary
This first chapter gives an introduction to the topic of Commercial Sexual Exploitation of Children and Adolescents in Latin America, provides a justification of the research methods, and presents and overview of the eight chapters and its main findings.

2nd chapter - In the initial chapters the United Nations Children’s Fund is being introduced to the readers, providing information of the organization’s mission, structure and tasks. UNICEF is a United Nations organ which advocates for the rights of children worldwide. It works for the implementation of the eight Millennium Development Goals which 189 countries are aiming to achieve until 2015. Most of the MDGs are directly or indirectly related to the issue of Commercial Sexual Exploitation. UNICEF dedicates its efforts to the protection of children, and in this context work for the prevention of CSE.
The Regional office, which hosted the student as an intern during the six-months work placement, is presented: the organization works to coordinate and guide the work of 24 countries in the region. The communication unit is introduced, in which the student has done her internship, and for which this report is being written. Among the unit’s tasks are media relations, program communication and guidance of country offices. 

3rd chapter - Following the presentation of UNICEF, the problem statement, central question and sub-questions are defined. The main question “How can communication play a role in the prevention of CSE in Panama?” and the sub-questions which focus on the origin and the scope of CSE, as well as the successes and failures of past campaign, will be answered in the course of the upcoming 5 chapters.
The readers receive an introduction to the issue of CSE, including the definition of the term and the consequences. The Commercial Sexual Exploitation of Children and Adolescents is a grave violation of their basic human rights and includes all forms of paid sex with minors, child pornography or the facilitation of such acts. CSE has grave social, psychological and physical consequences for the abused minors.

The causality analysis identifies the different reasons and factors which lead to the occurrence of CSE. The causes for CSE are complex, interlinked and plenty. Among the most imminent reasons are poverty, lack of education, deficient laws and institutional response to the exploitation, as well as a permissive, tolerant culture and national/international demand for children’s bodies.

The chapter establishes that advocacy, capacity building and communication campaigns should be directed at the general public, policy makers, police, judges, families and victims, media, and potential/actual exploiters in order to achieve a social change to prevent CSE.

4th chapter - The fourth chapter focuses on the role of communication in the prevention of CSE. It presents the different communication theories and tools which serve as a basis for the application of communication in the fight against CSE.  The four main components, namely social change campaigning/social marketing, advocacy, agenda setting and capacity building, have proven to be successful ways of achieving an attitudinal and behavior change on behalf of the audiences for the prevention of CSE. The upcoming chapters will illustrate how well (or unsuccessful) the communication theories have been implemented in Costa Rica, the Dominican Republic and Panama.
5th chapter – From chapter 5 to 7 the different countries’ approaches to the fight against CSE will be analyzed. The same structure is applied to the analysis’ of Costa Rica, the Dominican Republic and Panama: after presenting the country’s political and legal situation, as well as the scope and characteristics of CSE in each country, the communication campaigns are described and evaluated based on its effectiveness in preventing CSE. The campaigns are analyzed on the following categories: objectives, strategy, target groups, messages, problems encountered/criticism, effectiveness.
Costa Rica was the first country in Central America to identify the need for action against CSE. During the past decade Costa Rica has developed a strong intersectoral network which cooperates in the fight against CSE. NGOs, the government, UNICE and the International Labor Organization have specialized in different areas. While some focus on international child sex tourists, others concentrate their efforts on national exploiters, the national general public or potential victims.

The principal lessons we learn from the 4 campaigns which have been implemented in Costa Rica are: firstly, that it is crucial to conduct baseline studies on the scope and characteristics of CSE in the country before the development of a campaign; and secondly, that the issue of CSE should be approached from many different angles to guarantee the highest success.

6th chapter - In the Dominican Republic, CSE was detected as an issue in the 90’s. Different sector, including the tourism sector, the government, and NGOs began to corporate to prevent children and adolescents from being sexually exploited. Two communication campaigns have been developed commonly. While the first campaign was considered to be too soft and positive, the second campaign opted for the opposite extreme: shocking, negative images were used to make society aware of CSE.
The main lection learned from the campaigns in the Dominican Republic is that messages have to be clear and comprehensive, leaving no room for ambiguous interpretations. The same applies for images used; they should be non-ambiguous and reflect the reality of CSE in the country. Additionally, it is important to evaluate the different sector’s tolerance towards potentially shocking messages. Pre-testing of all campaigns is necessary to avoid undesired reactions and outcomes.

7th chapter - This chapter presents the issue of CSE in Panama: while the legal framework already protects children against sexual exploitation, adequate attention to the victims and a system to follow-up and prosecute exploiters are still missing. It is established that Panama is at risk of increasing CSE, especially in the area of travel and tourism. Society is still rather permissive than protective when it comes to paid sex with minors, and the tourism sector is rapidly growing. Together this creates a vulnerable situation for Panama’s poor children and adolescents.
A communication campaign was done, featuring the Panamanian celebrity Ruben Blades who appeals to men’s pride and patriarchal values in order to prevent the occurrence of CSE. This strongly criticized attempt of preventing CSE was not successful and teaches the reader that it is necessary to aim at long-term prevention. This is done by changing the national patriarchal, sexist culture in order to achieve sustainable results. 

However, even though the campaign was considered a failure, it contained one element which might be successful in future campaigns: celebrities as opinion leaders to reach and influence a wide audience.

In Panama, UNICEF is not yet involved in campaigning against CSE, which is why the following chapter aims to provide recommendations for successful future campaigning. 

8th chapter - Based on the successes and failures of the previously analyzed campaigns, the last chapter draws up a list of good practices vs. practices to avoid in campaigning against CSE, applying to all Central American countries. The recommendations include baseline studies, pre-testing, evaluation and monitoring, correct use of terminology, messages and images. 

Lastly, specific recommendations and suggestion are given for campaigning against CSE in Panama. The main suggestions are that a strong intersectoral network needs to be created to be able to approach the issue of CSE from several angles. Further, UNICEF should advocate for adequate attention to victims, and for increased capacities to prosecute exploiters and facilitators of CSE. Communication campaigns should be directed at society, potential exploiters and potential victims. The toleration of paid sex with minors among society needs to be changed, national as well as international exploiters need to be deterred from abusing children by strong, inhibiting messages, and the potential victims need to be aware of their rights, and the risks and consequences of CSE. 

The examples of successful vs. unsuccessful communication campaigns, as well as the recommendations and suggestions compiled in this report are meant to serve as a guide for those who will design communication campaigns against CSE in Panama or other Latin American countries in the future.

2 THE ORGANIZATION
2.1 UNICEF worldwide

UNICEF, the United Nations Children’s Fund, was created by the United Nations in 1946. Its original mandate to provide aid to European children affected by World War II was later on expanded to guaranteeing the realization of rights of children in developing countries. In the 50’s, UNICEF became a permanent part of the United Nations system and the Declaration of the Rights of the Child was adopted. In 1989 this declaration was extended to the Convention on the Rights of the Child and adopted by the United Nations general assembly (UNICEF, 2004).

The “world’s leading advocate for children” (UNICEF, 2007, “The structure of UNICEF” section), UNICEF is today present in 191 countries worldwide, operating through its more than 210 field offices (UNICEF, 2000, p. 1). 
The Executive Board, consisting of representatives from 36 governments who are elected by the United Nations Economic and Social Council for a three-year-term, provides guidance and monitoring by governing UNICEF’s programs, policies and finances (UNICEF, 2004).

UNICEF’s headquarters are located in New York, where overall management takes place and global policy on children is shaped (UNICEF, 2007, “The structure of UNICEF” section). The headquarters oversee the work of seven Regional Offices around the world, which in turn coordinate the efforts of 126 Country Offices.

Country offices cooperate with national and local governments on developing 5-year-programmes aiming at the implementation of children’s, adolescents’ and women’s rights. The Regional Office’s role of guiding and supporting Country Offices in carrying out UNICEF’s mission is described in more detail in a later section.

37 National Committees in industrialized nations support UNICEF’s efforts in developing countries. By selling greeting cards and products, promoting children’s rights, developing key partnerships with important personalities and organizations, National Committees raise one third of UNICEF’s funds (UNICEF, 2007, “The structure of UNICEF” section). 

Examples of such key partnerships are the FC Barcelona whose players wear shirts displaying the UNICEF logo, airlines collecting their passengers’ leftover foreign change for UNICEF, hotels participating in the “Check out for children” initiative by encouraging their guests to add a donation to UNICEF in their final bill, just to name a few (UNICEF, 2007, “The structure of UNICEF” section).

“UNICEF is funded entirely by the voluntary contributions of individuals, businesses, foundations and governments” (UNICEF, 2007). One third of all resources come from the private sector: organizations, companies, associations and approximately 6 billion individuals support UNICEF with donations.

Two thirds of UNICEF’s resources are made up of voluntary donations by governments (UNICEF, 2007, “The structure of UNICEF” section).
2.2 UNICEF Mission 

According to UNICEF’s official mission statement to be found in UNICEF websites and documents, 

“UNICEF is mandated by the United Nations General Assembly to advocate for the protection of children’s rights, to help meet their basic needs and to expand their opportunities to reach their full potential.

UNICEF is guided by the Convention of the Rights of the Child and strives to establish children’s rights and enduring ethical principles and international standards of behaviour towards children.

UNICEF insists that the survival, protection and development of children are universal development imperatives that are integral to human progress.

UNICEF mobilizes political will and material resources to help countries, particularly developing countries, ensure a ‘first call for children’ and to build their capacity to form appropriate policies and deliver services for children and their families.

UNICEF is committed to ensuring special protection for the most disadvantaged children – victims of war, disasters, extreme poverty, all forms of violence and exploitation and those with disabilities.

UNICEF responds in emergencies to protect the rights of children. In coordination with United Nations partners and humanitarian agencies, 

UNICEF makes its unique facilities for rapid response available to its partners to relieve the suffering of children and those who provide their care.

UNICEF is non-partisan and its cooperation is free of discrimination. In everything it does, the most disadvantaged children and the countries in greatest need have priority.

UNICEF aims, through its country programs, to promote the equal rights of women and girls and to support their full participation in the political, social and economic development of their communities. 

UNICEF works with all its partners towards the attainment of the sustainable human development goals adopted by the world community and the realization of the vision of peace and social progress enshrined in the Charter of the United Nations.” (UNICEF. 2003. “UNICEF Mission” section)

2.3 The Regional Office
The Americas and Caribbean Regional Office (TACRO) is one of seven Regional Offices around the world (UNICEF, 2007, “Regional Offices” section):
1. Eastern and Southern Africa Regional Office, Nairobi, Kenya 
2. Middle East and North Africa Regional Office, Amman, Jordan 
3. West and Central Africa Regional Office, Dakar, Senegal 
4. East Asia and the Pacific Regional Office, Bangkok, Thailand 

5. South Asia Regional Office, Katmandu, Nepal

6. The Americas and Caribbean Regional Office, Panama City, Panama 

7. Central and Eastern Europe, Commonwealth of Independent States Regional Office, Geneva, Switzerland 
TACRO supports, coordinates, guides and supervises the work of 26 Countries of the Region (UNICEF, 2007, “Países” section):
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Serving as a mechanism for guidance, support and coordination of 24 country offices in Latin America and the Caribbean, UNICEF’s Strategic Planning Unit identifies the Regional Office’s responsibilities as follows:
· leadership

· strategic regional planning 

· regional policy development

· support to country programs

· support to office management

· administration

· monitoring of country offices’ performance

· monitoring of country offices’ adherence to organizational policies and procedures
2.4 The role of the Communication Unit
In line with the Regional Office’s function, the communication unit dedicates its efforts to supporting, coordinating, guiding and overviewing the work of country offices’ communication units. 
Its activities can be divided into three main categories (UNICEF, 2007):

1. Media relations 

Communication officers establish and maintain close collaboration with regional mass media and with relevant organizations and groups; they monitor regional media coverage, the public opinion on children’s issues and the public perception of UNICEF, enabling them to take action to maintain a positive image.

Maintaining positive relations with the media also requires regularly updating the media on UNICEF’s actions and positions: press releases are distributed and interviews with UNICEF specialists of the different programmatic areas are organized.

Further, visits of goodwill ambassadors, donors and other special interest groups are supported with communication and promotional materials. Special events are organized for which public support is generated by the communication unit; the most recent example was the visit of the Secretary General Ban Ki-Moon to Panama on June 3, 2007. 

2. Program communication

To support the different programmatic areas in the promotion of respect for children’s and women’s rights, the communication unit plans, implements, monitors and evaluates strategies of social communication. Campaigns aimed at attitudinal and behavior change as well as social mobilization are developed to support UNICEF’s mission. The process involves audience research in the preparatory stage and impact research following the implementation.

3. Production and monitoring of communication materials

The communication unit is responsible for the production of communication and advocacy materials such as videos, TV and radio spots, banners, posters, brochures etc. Apart from producing regional communication materials, the Regional Office’s communication section also receives and edits materials from country offices.

Communication officers draft and edit press releases, human interest stories, articles and other information material for web-based and traditional media. They monitor the dissemination of the above mentioned materials to the target audiences and evaluate their impact. Moreover, the communication unit maintains a regional documentation   center for publications, UNICEF media coverage, photographic and audio-visual materials. 
2.5 The Millennium Development Goals and UNICEF
In September 2000, representatives of 189 United Nations member states came together in the United Nations General Assembly to define the greatest threats to international peace and the survival and development of the world population (UN, 2005, p.1). As a result of the summit, the Millennium Development Declaration was signed, a collective compromise based on the values of liberty, equality, solidarity, tolerance, respect to nature, and common but differentiated responsibility (UN, 2005, p. 1).

Based on these shared values and driven by the dream of a better future for all, the international community defined eight Millennium Development Goals (MDG). The goals aim at drastically improving the living conditions of the world’s poor and disadvantaged, guaranteeing international peace and the sustainable management of natural resources (UNICEF, 2004). The MDGs should be achieved by 2015 (UNICEF, 2004):
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The first six of the eight development goals are linked to UNICEF’s mandate “to protect children’s rights to health, education, protection and equality” (UNICEF, 2007). They can only be achieved if the rights of all children and adolescents are fulfilled. The topic of this report, the protection of children from Commercial Sexual Exploitation, is directly linked to the protection of children, and thus, to the achievement of the Millennium Development Goals.
2.6 Conclusion of chapter 2

The second chapter presented the organization in which the student has done her internship, and for which this research project was prepared. 
· The presentation of the organization - including its mission and way of functioning - serves the reader to gain an understanding of the context and background in which this report was written.
· UNICEF is a United Nations organism working for and promoting the rights of children worldwide. Among its responsibilities is to create a protective environment for children. Sexual Exploitation is a threat to children’s and adolescents’ human rights as well as to the achievement of the Millennium Development Goals. Therefore, UNICEF has included the fight against CSE in its programs and activities. 
· The tasks of UNICEF’s communication unit in the context of CSE lies in the area of program communication: they develop communication campaigns aiming at social change among society to support the program objective of preventing children from being sexually abused.
The knowledge gained in this chapter will facilitate the understanding of the subsequent chapters in which UNICEF’s (and other organization’s) communication activities against CSE are presented.

3 PROBLEM ANALYSIS
3.1 CSE in Latin America
The sexual exploitation of children and adolescents in Latin America is a deep-rooted problem which has existed for many years and for a multitude of reasons.

In Latin American countries national demand for children’s bodies as means to achieve sexual satisfaction has always existed and will most likely always exist. International tourism has not brought the problem to Latin American countries and cannot be identified as the main cause for the occurrence of CSE.

Nevertheless, the rapidly increasing amount of tourists coming to Latin America in recent years has worsened the problem of CSE significantly. National criminals have discovered the trade of children’s bodies as a lucrative business, and tourists tend to be much less inhibited to live their sexual fantasies – especially illegal ones- when abroad. It was not until the late 90’ies that Central American countries began to recognize and to act upon this problem. This report analyzes the role communication played in the prevention of CSE in Costa Rica and the Dominican Republic in order to draw up a list of good practices and recommendations for the effective use of communication in the fight against CSE in Panama.
3.2 Central question
· How can communication play a role in the prevention of CSE in Panama?

3.3 Sub-questions

· What is CSE? 
· Why does CSE occur in Latin America?
· How can CSE be prevented in Latin America?

· What is the role of communication in the prevention of CSE?

Questions referring to the Dominican Republic and Costa Rica:

· What was the legal situation on CSE at the time when actions where taken against the phenomenon for the first time? What is the legal situation now?

· What has the country done so far to combat CSE?

· Who has been involved in the initiatives against CSE?

· What kind of campaigns have been done to prevent CSE, and by whom?

· What kind of problems where encountered in the development and implementation of the campaigns?

· How effective were the campaigns?

· Did the campaigns change its main messages or target groups over time? Why, and with what effect?

Questions referring to Panama:

· What is the legal situation concerning CSE?

· What actions and initiatives have been taken by the government to prevent CSE?

· What have NGOs and civil society done so far to prevent CSE?

· Which kinds of campaigns, if any, have been done in Panama against CSE?

· What has been the role of UNICEF in the prevention of CSE up to date?

3.4 Definition of Commercial Sexual Exploitation

The term Commercial Sexual Exploitation (CSE) is a general term comprising more than just paid sex with minors. It refers to all of the following actions (OIT/IPEC, 2004, p.8):

· Production and consumption of pornographic material with minors, including audiovisual material as well as photographs displaying sexual/erotic scenes.

· Organizing and attending public or private sexual exhibitions involving children and adolescents

· Sexually abusing children and adolescents
· Paying children and adolescents younger than 18 years of age for sexual relations; payment is considered any form of compensation (includes e.g. a night out to dinner, buying a new dress or jewelry)
· Organizing/facilitating the sexual abuse of children and adolescents

· Trafficking children for the purpose of sexual exploitation

In the past, the phenomenon has often been described by using the term “child prostitution”, and the exploiters were called “clients”. These terms, however, are misleading and inadequate because they describe the situation as a legal act of a costumer paying for a service. The term child prostitution denies the sexual violence that takes place, and further, it leaves out the exploiter and focuses on the child or adolescent only, who supposedly voluntarily offers a service for economic benefits.

The sexual abuse of children and adolescents is never legal, nor can it be paid for. The responsible one is in all cases the exploiter and never the child (UNICEF, 2005, p. 18).
Commercial sexual exploitation is a grave violation of children’s human rights and causes physical, psychological and social harm to the victim including (OIT/IPEC, 2004, p.7):

· Infections with STDs and HIV/AIDS

· Physical injuries as a result of the body’s violation
· Unwanted pregnancy at an early age, maternal death as a possible consequence

· Feelings of guilt, sadness and depression

· Loss of self-confidence

· Loss of trust in others

· Incapability of communicating normally with persons in his/her surrounding

· Incapability of building normal, healthy relationships

· Humiliation

· Social exclusion and marginalization, incapability of social integration

The ones directly responsible for the occurrence of CSE are the exploiters, the great majority of which are men, nationals as well as foreigners. Direct responsibility further lies within the intermediaries who organize and facilitate the abuse of children, such as pimps, but also the owners of hotels, private houses, pensions, ‘massage salons’, photographic studios etc. where the abuse of minors takes place (OIT/IPEC, 2004, p.9).

Indirectly responsible are all persons who knowingly ignore and tolerate the problem, e.g. a taxi driver who drives a ‘client’ and his minor ‘prostitute’ to the hotel, or someone witnessing a case of CSE without denouncing it.
3.5 Causal Analysis of CSE – developing an understanding of CSE
“Rational decision-making requires a logical analysis of the causes of a problem”








              (Urban Jonsson, n.d., p. 54)
A causal analysis of social developments essentially is “the examination of the underlying causes of a condition, problem, or event,” (Brown, L.J. 2006, p.11) and is conducted in order to gain an understanding of the causes and effects of undesirable social outcomes. 
Applied to the subject of this research paper, the causal analysis of CSE of Children and Adolescents:

· Will allow for an understanding of the different social factors which complexly interlinked lead to the occurrence of CSE in Latin American societies.

· The analysis of the different causes of CSE will serve as basis for the recommendation of communication activities in the upcoming chapters, and
Levels of causality (Brown, L.J. 2006, p.14):
1. Level: Immediate causality

· the cause is by itself critical and sufficient for the outcome to happen; consequently, without this cause, the event is unlikely to happen
2. Level: Underlying causality

· the cause by itself is not sufficient to cause the effect, but it is necessary for the outcome to occur; it must be present to cause the effect

3. Level: Basic causality

· “the factors or events further back in the chain of causations” (Brown, L.J. 2006, p.14) providing a context to understand level 1 and 2 causes, also called structural causes
Causality levels of CSE:
1. Immediate causality:
For the phenomenon of CSE no single cause can be identified as an immediate cause. In other words, there in no cause which is by itself sufficient for CSE to occur; the occurrence of CSE is always the result of a combination of several causes.

2. Underlying causality:
1. Patriarchal gender relations in Latin American; values overvaluing males and undervaluing females (Calvo, J.M.S. & Guadamuz, A.C., 2004, pp. 54-65).
2. Unequal power relations between females and males which form a fundamental part of females’ and males’ gender identities, and which potentially increase girls’ lack of self-esteem, their vulnerability and the lack of defense against sexual advances (Guillen, M.T., Personal interview, June 2007) 

3. Culture of authoritarianism of adults over children and adolescents in general, and specifically of parents over their children

4. Dysfunctional families and domestic violence leading to a lack of ‘healthy’ socialization as well as protection of children
5. Alcohol, drug and substance abuse among adults as well as adolescents (Guillen, M.T., Personal interview, June 2007) 

6. Sexual abuse of minors (e.g. in their family) prior to commercial sexual exploitation (OIT/IPEC, 2004, p.11)
7. Deficient education system, failing to inform children about the dangers of being recruited for CSE, as well as failing to give them a profound sexual education

8. High drop out rates of schools, especially among females, resulting in a lack of education (Bellamy, C., & Johnsson, A.B., 2005, p.18). 
9. Lack of employment opportunities for female adolescents (Brown, L.J. 2006, p.34)

10. High poverty level especially in rural areas (in Panama, 38.6% of the population lives below the poverty line) (UNICEF, CPD, 2006, p.2)
11. Existence of and tolerance towards child labor
12. Internal migration from rural areas to the cities (ECPAT, 2005)

13. Children and Adolescents lack hope for the future to be living a better life; they see no alternatives to selling their bodies and become an “easy fetch” for criminal networks
14. Materialistic society causing a great desire among adolescents to possess goods such as cell phones, brand cloth, luxury products, causing the willingness of some girls/boys to sell their bodies in exchange for money
15. Weakness of public policies for the protection of children:
· Unsatisfactory implementation of laws protecting girls and boys against CSE (Giannareas, J., Personal interview, May 24, 2007)
· Weaker penal laws than in other regions/countries, attracting potential and actual exploiters to the country
· Insufficient systems/absence of systems to detect and report cases of CSE (Giannareas, J., Personal interview, May 24, 2007)

· Impunity benefiting exploiters (UNICEF, Meeting of legislators, 2005, p. 18)

· Insufficient capacitating of police and employees of legal system (judges, lawyers) (UNICEF, Meeting of legislators, 2005, pp. 24,50)

16. Media displaying high amount of sexual scenes, which might be perceived as promotion of sex, fostering a society in which sex even at an early age is normal or ‘hip’

17. Media presenting girls as sex objects, comparable to goods, legitimizing the purchasing of their bodies, as well as fostering gender stereotypes
18. General perception of commercial sex as the exchange of goods for money, thus, girls and boys, adolescents who perform sexual services are perceived as merchandise

19. Social tolerance towards CSE at all levels of Latin American societies (Sorensen, B. & Cheng Lo, R., April 2006)
20. High demand for sex with minors due to the existence of adults across all social classes, from both sexes and different nationalities who have the desire to perform sexual acts with minors, and who are willing to pay for such sexual acts
21. Existence of intermediaries and networks profiting from CSE: bars, nightclubs, motels, pimps, those trafficking children for the purpose of CSE, producers and sellers of child pornography, including those paid for keeping quiet about the witnessed acts of CSE (corruption)

22. The internet as an entirely anonymous platform to promote CSE and to distribute pornographic material displaying children (UNICEF, Meeting of legislators, 2005, p.18)

23. Lack of specific differentiated marketing of countries as sustainable tourism destinations, but instead inviting all kind of tourists 

24. Tourism sectors lacking effective precautions for the prevention of CSE; they are permissive in respect of CSE (Guillen, M.T., Personal interview, June 2007)

25. Conflicts, including armed conflicts in a country, such as Guerilla controlling part of the territory (e.g. Darien area, where Panama borders to Colombia) lead to a lack of law enforcement and implementation of public policies in those areas, thus facilitate illegal acts such as CSE
3. Basic causality:
1. Economic crisis of a country

2. Political instability and conflicts

3. Corruption permeating all levels of society, including employees of the state
4. High degree of inequality, growing gap between the rich and the poor

5. “Lack of tradition ensuring compliance with human rights” (UNICEF, Meeting of legislators, 2005, p.18)

6. Economic policies lacking gender equality (Brown, L.J. 2006, p.34)
7. Unemployment/Underemployment of vulnerable groups in society

8. Social exclusion and discrimination based on gender, ethnicity, socioeconomic status (Brown, L.J. 2006, p.14) 

After having identified the different causes for the occurrence of CSE, many of which are complexly interlinked, the general objectives of communication campaigns against CSE can be defined. The CSE of children and adolescents is a very complex issue and many of its causes are far too deep-rooted and complicated to be solved by the use of communication tools, e.g. structural causes such as the economic and political situation of a country. Therefore, this report narrows its focus to the most immediate factors causing CSE which may realistically be influenced by the use of communication tools. Further, one has to bear in mind that communication in itself is in most cases not sufficiently powerful to prevent or solve a problem, but that it is a supportive tool which is most effective in the combination with other tools.

Most immediate causes of CSE which are addressed by communication campaigns against CSE:

1. Deficient education system
a. Strategy: advocacy for the inclusion of CSE in the curricula of schools: inform adolescents about their rights and the dangers of CSE, as well as the available institutional assistance to victims.
b. Target group: policy makers, legislators

2. Weakness of public policies for the protection of children
a. Strategy: advocacy for stricter laws protecting children, and for the creation of effective systems and institutions to implement laws and policies, capacitating of state authorities. 
b. Target group: policy makers, legislators
3. Media objectifying females, presenting cases of CSE with a focus on minors

a. Strategy: capacitate media to report ethically on CSE and to avoid objectification of girls/women.
b. Target group: Media, journalists, journalistic schools, Chambers/unions of journalists
4. General perception of sex as commerce, and minors' bodies as merchandise
a. Strategy: create a culture in which sex is not commercialized and children not perceived as merchandise for sexual services by influencing media coverage on those topics, and by promoting sexual education to create a healthy perception of sexuality.
b. Target group: general public, media, policy makers
5. Public tolerates CSE while blaming minors and families
a. Strategy: create an understanding of CSE and knowledge that CSE is illegal, immoral and punished with prison; clarify who is responsible vs. who is the victim.
b. Target group: General public

6. High demand for sex with minors
a. Strategy: deter exploiters from committing CSE by creating knowledge that CSE is a crime: illegal, immoral and punished with prison; creating a bad conscience as well as fear of going to prison.
b. Target group: Actual and potential exploiters


7. Undifferentiated marketing of the country

a. Strategy: (advocacy for) proactive marketing of the country as a sustainable, responsible tourist destination; controlling websites related to the country to avoid connection of country with sexual services involving minors.
b. Target group: Ministry of Tourism, Chambers of Tourism, Tourism Sector, 

Tourists

8. Tourism sector permissive towards CSE
a. Strategy: convincing tourism sector not to permit the occurrence of CSE, to implement precautions and a Code of Conduct; making tourism sector see that CSE affects them negatively, and creating a conscience among tourism industries
b. Target group: Tourism sector
3.6 Conclusions of chapter 3

The third chapter aims at establishing a clear context for the upcoming chapters which will focus on communication activities against CSE. It gives the reader an understanding of CSE which is the basis to comprehend the actions and campaigns described in the upcoming chapters. Based on the knowledge gained in this problem analysis, communication objectives and strategies can be formulated at a later stage to prevent CSE in Panama and other Latin American countries.
· The Central question “How can communication play a role in the prevention of CSE in Panama?” and the 16 sub-questions are defined; they will be answered in the subsequent chapters 5, 6 and 7.
· The reader received a detailed explanation of Commercial Sexual Exploitation in Latin America, including its causes and consequences. Although international tourism can not be blamed for the origin of CSE in Latin America, the increasing number of tourists has certainly worsened the already existing problem. Therefore, it is necessary to develop strategies for the fight against child sex tourism, including communication campaigns.

· CSE, which includes any form of paid sexual abuse of children and adolescents younger than 18 years, is a grave violation of children’s human rights. Its consequences include a wide variety of physical, psychological and social harms.
· The cultural, structural and social reasons for the sexual exploitation of children are plenty, including poverty, lack of education, social tolerance, a lack of protective laws and institutions, as well as the international and national demand.
· Not all of those reasons can easily be changed by the implementation of communication tools; therefore, this chapter presented a second list, identifying the most immediate causes of CSE which may realistically be addressed by communication activities. Those causes include public policies, society’s perception of CSE, the permissiveness of the tourism sector, and the international as well as national demand for children’s bodies. 
4 COMMUNICATION THEORY
4.1 Social Change Campaigns
Social change campaigns were defined as follows by Kotler and Roberto as
“an organized effort conducted by one group (the change agent) which attempts to persuade others (the target adopters) to accept, modify, or abandon certain ideas, attitudes, practices or behavior."
                (Kotler, P. & Roberto, N., 2002)

Social change campaigns are also commonly referred to as Social Marketing, which is defined as:
“The systematic application of marketing concepts and techniques, to achieve specific behavioral goals, for a social or public good.” (Blair, Stevens, 2006)
The crucial elements in this definition are: 
· Firstly “marketing concepts”, referring to tools used such as print, audiovisual or face-to-face communication with the public;

· Secondly “behavioral goals”, indicating a change in the target group’s behavior, which forms the overall objective of social marketing; and

· Thirdly the term “social or public good”, as it clearly distinguishes social marketing from commercial marketing, which has financial outcomes as its primary objective. 

Social marketing often addresses complex, controversial social behaviors of high-risk target groups. An example of highly challenging social marketing is addressing the not only controversial but also illegal behavior of paying minors for sexual services. To induce social change such as preventing adults from sexually abusing minors is further difficult and complex as it aims at a sustained long-term change in the target groups’ behavior (NSMC, 2006, p.20).

Social change campaigns are mainly used by the public sector, NGO’s and International organizations such as UNICEF, which are inducing societal behavior changes to fulfill their organizational mission. Well-known examples of social marketing initiatives include the Victoria Cancer Council non-smoking campaign “Quit” in 1988, the  UK Government’s health campaign “It’s our health!” in 2007 (NSMC, 2007, “It’s our health!” section), worldwide condom-use campaigns, as well as many NGO’s fundraising campaigns. 
Social change campaigning is the principal tool used in the fight against CSE in all three of the countries which are being analyzed in this report: Costa Rica, Dominican 
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Republic and Panama.
Social marketing consists of six main components, as is illustrated by the target group triangle model. 
4.1.1 Six Key Features of Social Marketing, applied to CSE: 
                                                                             (NSMC, 2006, p.37)
1. Audience segmentation: Segmenting the audience into different target groups according to their role and behavior in relation to the issue of CSE. The various target groups will be targeted with specific messages for specific behavioral outcomes.

CSE:

· Potential foreign and national exploiters, actual exploiters, tourists, media, policy makers, victims, potential victims, families of victims, communities, tourism and travel industry etc.
2. Target group insight: Gaining a profound insight into the target groups’ knowledge, attitudes and beliefs, as well as their social environment/the society they live in.

CSE: 

· How do exploiters, tourists, policy makers etc. and the general public perceive CSE? What do they know, feel, believe and think about the phenomenon?

3. Behavioral goals: Having a clear understanding of the different target group’s existing behavior, the key influences, influencers, motivations and incentives for the behavior. Developing clear behavioral goals for the various target groups.

CSE: 

· Existing behavior: 

· Why do adults engage in sexual relations with minors? 

· What motivates them to do it?

· What would stop them from doing it?

· Why does the general public tolerate sexual exploitation of minors?

· What keeps them from denouncing?

· What would motivate them to denounce cases of CSE?

· Behavioral goals: 

· Not to tolerate CSE

· To denounce cases of CSE 

· Not to have (paid) sexual relations with minors.

4. Social Marketing Mix: Social marketing makes use of commercial marketing theories for social issues. To achieve its goals, a variety of marketing tools are implemented, called the social marketing mix (NSMC, 2006, p. 13). The classical 4 P’s of commercial marketing (product, price, place, promotion) are being replaced by P’s of social marketing: partnerships, policy, people, and promotion.

CSE: 

· Partnerships: Advocate journalists, NGO’s, the tourism industry and the 

government to become allies in the fight against CSE

· Policy: Lobbying policy makers for a change in legislation on CSE, and 

the implementation of institutional measures against CSE

· People: Capacitate people from the media, tourism sector, education 

sector, health sector, national authorities (legislators, police, migration authorities, judges), potential victims

· Promotion: Address target groups with communication tools (print,  

audiovisual, face-to-face) to promote attitudinal and behavioral change.

5. Exchange: Understanding which behavior is being expected from the target group in exchange for which benefit? What is the relation of cost to benefit for the target group? The target group will undergo a decisional balance process, meaning they will be weighing the pros and cons of behaving in a certain way (Lefebvre, R.C., 2000). In order to achieve a behavior change, it is necessary to clearly outline the perceived gained benefits as overweighing the costs. 

CSE:

· Exploiters: 

· Expected behavior / Cost: Ending pleasure of sexual relations with minors

· Benefit: Not being prosecuted and not going to prison, being respected by society, not ruining a child’s life, having a clear conscience

· General public: 

· Expected behavior / Cost: Ending toleration of CSE, denouncing cases of CSE

· Benefit: Having a clear conscience, living in a healthy society in which e.g. own children will not run the risk of being sexually exploited
· Media / journalists: 

· Expected behavior / Cost: To provide ethical media coverage on cases of CSE

· Benefit: Good conscience and pride of having contributed to the fight against CSE, image of being an ethical, respectful, reliable medium, creating a healthy society


    

6. Competition: “Whatever is being ‘offered’ to the target group will always face internal and external competition” (NSMC, 2006, p.37), such as temptation, addiction, or economic benefit. It is crucial to recognize and understand the factors which are competing to the desired behavior in order to counteract against those factors.
CSE: 

· The ‘offer’ to exploiters of not having paid sex with minors competes with the power of pleasure experienced by sexual relations with minors.

· The ‘offer’ to the general public to denounce cases of CSE for the protection of minors/potential victims competes with the power of the public’s fear, laziness, inactivity, or habit of tolerating CSE.

· The ‘offer’ to the media to report on CSE in an ethical way to protect the victims’ rights competes with the journalists’ desire to increase the amount of readers by formulating catchy (unethical) headlines and showing scandalous pictures on cases of CSE.

· The ‘offer’ to victims (referring only to victims which have some sort of choice in whether they engage in CSE or not) to stop selling their bodies to avoid psychological/physiological/social damages, competes with the victims’ different reasons for involving in CSE: economic benefits, addiction to alcohol or substances, fear from punishment by the pimp, fear of violence from their parents etc.

Generating the knowledge and insights described above will allow for a strategic, facts-based design of effective campaigns against CSE. By knowing the target group’s motivations or barriers for a certain behavior, “direct counter-message and competing offers” can be formulated to prevent or change the behavior (NSMC, 2006, p.37). And by gaining a deep insight into the target group’s behavior, its influences and influencers, recommendations for effective policies and laws can be developed.

Theoretically, the defined desired behavioral goals should be specific, actionable and measurable in order to allow for an evaluation of the campaigns’ effectiveness. In practice, the phenomenon of CSE turned out to be nearly impossible to capture by quantity (Miranda, X. 2007, May, Personal interview). Due to the illegality of the practice, few people are willing to provide information on the frequency or location of the occurrence of CSE, even if offered to testify anonymously. The clandestine nature of distribution and ordering of child pornography contributes to the difficulty to grasp the scope of the problem. 

To varying degrees, the organizations which are campaigning against CSE in Costa Rica, the Dominican Republic and Panama have taken the six main components of social marketing into consideration. In the upcoming sections, each country’s efforts and methods in the fight against CSE of minors and child sex tourism will be analyzed in more detail.
4.2 Advocacy

UNICEF is widely referred to as the “world’s leading advocate for children”, meaning that it gives voice to children, representing their interests and concerns in a world in which they would otherwise not be heard. By arguing on their behalf, UNICEF ensures children’s access to services benefiting their lives and protecting them from violence and abuse, such as CSE (UNICEF, 2007, “About UNICEF” section). 
Definition of advocacy:

“Advocacy involves attempts to influence the political climate, policy and program decisions, public perceptions of social norms, funding determinations, and community support towards specific issues, through a set of well planned and organized actions that are undertaken by a group of committed individuals and/or organizations working in concert.” (Cohen, S., UNFPA, 2001, p.5) 
Advocacy, also referred to as Public Affairs or Lobbying, are concerted efforts to achieve policy and social changes. Those efforts typically aim to directly influence and persuade key persons who have the power to initiate policy change (primary target group) such as:
· Politicians, committees

· Civil servants

· State authorities

· Trade organizations

Actions to communicate one’s view on a particular issue to the primary target group can involve (Herle, M.& Rostuma, C., 2005, p.110):

· Bilateral talks, official meetings

· Conferences

· Symposiums 

· Fora
· Debates

· Sending informative documents/ material 

· Publication of reports and studies 

· Press releases

· Scientists’ statements

· Websites

· Informal talks

· Drinks, dinners, lunches, breakfasts

Advocacy communication, however, can also aim at influencing a broader audience (secondary target group), who then, in turn, exert pressure on the primary target group. 
Secondary target groups typically include:

· Community leaders

· General public (public agenda and opinion)

· Media, journalists

Outreach to the secondary target group may comprise:

· Community meetings

· Distribution of public information material

· Press releases

· Websites

· Organization of public demonstrations

· Encouraging constituents to contact their legislative representatives (Wikipedia, 2007, “Lobbying” section)
4.3 Agenda setting
According to the agenda setting theory, the media have the power to bring a topic into the focus of the general public, who consequently give more importance to this particular issue as compared to other issues. The most famous cite on agenda setting states that:
"The press may not be successful much of the time in telling people what to think, 
but it is stunningly successful in telling its readers what to think about."
                                                                                            (Cohen, B. 1963, p.120)

By increasing the frequency and length of media coverage, journalists, editors and owners of media channels have the power to create awareness and knowledge of an issue. Bringing a specific topic to the public agenda is a key tool of advocacy. Once an issue is raised, meaning that the public is aware of the issue’s existence, legislators become sensitized and are more likely to formulate social policies on this issue.
Agenda setting can take place on four interrelated levels. Applied to the fight against CSE, it is necessary to shape the following four agendas:
1. Media agenda: the media receive studies, reports, information and capacitating material which cause them to increase media coverage on CSE. Once the first media start reporting on the issue, different media pick up the topics covered by competing media, and inter-media agenda setting takes place (Coleman & Banning, 2006, p.83).

2. Public agenda: by increasingly reading and hearing about CSE, the public’s awareness of the issue will increase, and in their perception of the issue’s importance will rise. The more people start commenting on the issue among each other, the greater the perceived importance of the issue will become among the general public.

3. Corporate agenda: the tourism industry screens their corporate environment (media agenda/ public agenda) for potential issues of concern. They detect child sex tourism as a threat to sustainable tourism and pick up the topic in their corporate plan of action.

4. Policy agenda: policy makers are being confronted with the issue from four sides: 1. Studies, reports and information material which they receive directly (e.g. from UNICEF), 2. Intense media coverage on the issue, 3. The public agenda – legislators form part of the general public and are being influenced by society’s worries and concerns, 4. The private sector exerts pressure on government for the implementation of policy on CSE.

This will convince legislators of the issue’s importance and relevance; the topic is taken into consideration for the creation of policies and laws.

4.4 Capacity building
According to the United Nations mandate, all UN specialized agencies are supposed to provide capacity building in the areas for which they are qualified, thus, UNICEF uses capacity building as one its main tools to achieve the mission of creating a protective environment for children. Capacitating stakeholders such as journalists, teachers, parents or legislators forms part of UNICEF campaigns. 
Capacity building is defined as:

“The process of equipping individuals with the understanding, abilities, skills and access to information, knowledge and training that increase their competence in a certain area and enable them to perform effectively” 

   (Wikipedia, 2007, “Capacity building” section).
4.5 Conclusions of chapter 4

The fourth chapter presented all relevant communication theories and tools which have been used in prior campaigning against CSE. The four main components, social change campaigning/social marketing, advocacy, agenda setting and capacity building have proven to be successful ways of achieving an attitudinal and behavior change on behalf of the audiences for the prevention of CSE. 
· Social marketing applies marketing concepts and techniques to achieve social behavioral change for the public good. Therefore, it is necessary to develop a deep insight into the different target groups, and to understand the motivations, incentives and barriers which cause them to act in a certain way. So first, the current behavior needs to be analyzed and understood. Then, the desired behavior needs to be defined for each target group before a mix of marketing and communication tools is applied to achieve the desired change in behavior.
· Advocacy, the attempt to influence policies on a certain issue through a set of well-planned actions, is a vital tool to create a legal framework which protects children from being exploited and penalizes exploiters. Such a legal framework is a pre-requisite for the following actions against CSE, such as communication campaigns. 
· Agenda setting is a tool which forms part of the attempts to advocate on a certain issue. By bringing the issue of CSE in the center of the attention of media, the public, corporations and politicians, one increases the likeliness that policies and laws against paid sex with minors are passed or changed.
· Capacity building equips key people and target groups with relevant knowledge and understanding of an issue such as CSE. It is crucial to sensitize e.g. police, judges and policy makers, but also teachers, community leaders and the children/adolescents in order to achieve a change in knowledge, attitude and behavior concerning paid sex with minors.

The following chapters 5 and 6 will present how the theories of social change campaigns were put into practice in Costa Rica and the Dominican Republic to prevent exploiters from having paid sex with minors and to break society’s tolerance towards paid sex with minors.

5 COSTA RICA
5.1 Social and political situation
The Republic of Costa Rica is a small Central American country with 4.1 million inhabitants, mostly whites and mestizos (94%), whose average age is no more than 26 years. 58% of the Costa Rican labor force is employed in the service sector, many of them in tourism, while 6.6 % of the population is unemployed.

One fifths of the population lives below the poverty line. Despite government efforts to reduce poverty by investing in social well-being, the poverty rate maintained unchanged since almost 20 years (CIA World Fact Book, 2007)

The problems the country is facing are similar to those of most Latin American countries: Increasing regional inequalities as well as inequalities in the income distribution; the feminization of poverty grows continually and reached 36.2 % in the year 2006. Females, especially young women and adolescents are also the ones worst affected by the growing rate of HIV/AIDS. The amount of sexual crimes has more than doubled from 1995 to 2007 (State of the Nation, 2006). Despite a law criminalizing sexual relations with minors, in particular with persons under the age of 15, the percentage of teenage mothers lies at 9% (UNICEF TACRO, 2006, p. 4). Secondary education still lacks attendance; few adolescents from the lower social class reach the 9th grade (12.9%). 

Positive developments include the nearly universal primary education (98.8%) and the notable efforts by the government to improve the situation of children. The government put programs into place to eradicate inadequate housing, improve marginal urban neighborhoods, to prevent violence and promote social peace. NGOs and community organizations working to combat social problems such as violence and exploitation of children are plenty, and a clear example of their commitment and success is the fight against CSE of children and adolescents (UNICEF TACRO, 2006, p. 6).
5.2 Costa Rican culture and CSE

Back in 1996, when the problem of CSE of children and adolescents was first detected, Costa Ricans showed a high degree of tolerance towards sexual relations with minors. Especially in regions of extreme poverty, it was often the family itself who encouraged or forced their young daughters to engage in sexual relations with adults in exchange for money. In the 90’ies, laws criminalizing the act of paying a minor for sexual relations were not yet passed, and society did not morally judge the act of CSE of adolescents (Miranda, X., Personal Interview, 2007, May 6).

Among the cultural reasons for the existence of CSE were the -for Latin American typical- unequal gender roles, patriarchic values and power relations between adults and children (Calvo, J.M.S. & Guadamuz, A.C., 2004, pp. 54-65). Prostitution is legal in Costa Rica and sexual services in exchange for money are frequently and rather overtly “consumed” by nationals and foreigners in establishments such as bars, clubs and hotels. After nearly 10 years of campaigning against CSE, the general public, including children/adolescents, families and exploiters, are aware of the legislation prohibiting and penalizing paid sex with minors. However, work remains to be done to convert this knowledge into behavioral change (Guillen, M.T., Personal interview, 2007, June 12).
5.3 Tourism and CSE

In recent years, Costa Rica became a major tourist destination for visitors from all over the world. Tourism is the biggest sector of the national economy with approximately 1.5 million foreigners visiting Costa Rica annually. The tourism-oriented society has developed a safe and comfortable tourist infrastructure within the country, and is easily reached from the United States and Europe (Mattar, M. 2007, p.77).

Costa Rica has been very active and successful in the promotion of their country as a tropical tourist destination. However, in its early stages, efforts of promoting the country lacked differentiated marketing defining the kind of tourist it wished to attract (Guillen, M.T., Personal interview, 2007, June 12). The result was a wave of tourists sweeping the country which brought all kinds of visitors, including sex tourists. 
5.4 Legal situation

Costa Rica was the first country in Central America to criminalize CSE: Since 1999 paying children and adolescents under the age of 18 for sex is illegal and penalized. Between 2001 and 2003 Costa Rica ratified five international conventions and protocols for the protection of children, all of which are transferred into national legislation, making Costa Rica the most advanced country in Central America in terms of legal protection for children (OIT/IPEC, 2004, p.16).
*For a detailed description of the process of combating CSE in three distinct phases, please refer to the appendices.

5.5 Campaigning against CSE
Costa Rica was the first Central American country that realized the need to act against CSE; during the past decade UNICEF, the ILO, NGOs, and at a later stage the tourism sector and governmental Ministries have been continuously campaigning against CSE. The campaigns’ efforts can be categorized in three main components: Advocacy, Capacity building and Communication. The individual components of the campaigns are complexly interlinked, supporting and complementing each other in the fight against CSE.
1. Advocacy for the protection of children against CSE in Costa Rica

Especially in the first phase, when the existence of CSE had recently been detected, UNICEF focused on lobbying the government to raise the issue higher on the government’s agenda. The objective was to promote the passing of a law to make the act of paying minors for sex illegal. According to a UNICEF representative in Costa Rica, changing a law in their country is comparatively easy, and the law against CSE was passed relatively fast. A second lobbying phase was necessary to push the government towards acting on the problem and to ensure the actual implementation of the new law. UNICEF lobbied the government (primary target group) directly, but also used the media and the general public (secondary target group) to exert pressure onto the government, as is demonstrated in the advocacy model below.
Model of advocacy communication in Costa Rica:
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2. Capacity building

Capacity building on the issue of CSE took place in Costa Rica since the very beginning of campaigning in the 90’s and was a crucial, necessary step to bring the topic to the public agenda. Capacitating different groups of society was a cornerstone in achieving social mobilization and the prevention of CSE, and has continuously been carried on until the present. UNICEF, NGOs, the ILO as well as governmental ministries were involved in capacitating the different sectors and stakeholders related to the problem of CSE. 
Picture: Paniamor, Workshop to capacitate the tourism sector on CSE

Overview of capacity building on CSE in Costa Rica during the past decade:

	Category 

of stake-

holders
	Group of stakeholders
	Capacities built
	Means of capacitating/

reaching stakeholders

	MEDIA
	Journalists


	-Knowledge of CSE: its causes and effects, the scope of the problem in CR, and who is responsible 

-Correct and ethical coverage/ reporting of CSE cases in the media: to protect human rights of victims, to focus on and clearly blame the exploiters

-Correct terminology of CSE, terms to use vs. terms to avoid
	-Information folder for press

-Guidebook for journalists on how to cover CSE in the media

-Sessions and workshops in the journalists’ offices

-Communication campaign directed at journalists

	
	Students of journalism/

communication


	
	

	GOVERNMENT
	Legislators


	-In-depth knowledge of causes and effects of CSE

-Scale and characteristics of the problem in Costa Rica

-The victim’s special necessities of attention such as medical and psychological aid

-International conventions and treaties on children’s right to protection

-Good practices in creating laws against CSE
	-Quantitative study on CSE (by ECPAT)

-Qualitative studies (by several NGOs, ILO, universities)

-Printed information material

-Guidebook for Legislators



	
	Functionaries 

of the government’s different ministries


	
	

	NATIONAL PUBLIC AUTHORITIES
	Migration officers


	-In-depth knowledge of CSE, especially indicators and signs of CSE

-Clear focus on who is guilty vs. who is the victim

-Detecting cases of CSE

-Norms and procedures of follow-up, treatment and prosecution of exploiters

-Correct treatment of victims, avoiding re-victimization e.g. by intensive questioning

- Knowledge and understanding of child psychology

-Special treatment of children & adolescents in court

-Human rights of victims
	-Printed information material 

-Guidebooks for police

-Books/educative materials for police schools

-Obligatory seminars, workshops and courses

	
	National police and tourism police, 

teachers and students of police schools
	
	

	
	Judges,

justice administration professionals


	
	

	HEALTH SECTOR
	Health personnel


	-Detecting/diagnosing sexual abuse of a minor, physical and psychological indicators

-Treatment and assistance to exploited children or adolescents
	-Printed information material, guide books

-Workshops and seminars

	COMMUNITY
	Local communities


	-Knowledge on CSE, its causes, effects and the legal situation in CR

-Detecting CSE in the school or community

-Creation of an environment of intolerance towards CSE

-Procedures of denunciation: how to act if cases are detected

-Correct treatment and assistance to the victim

-Knowledge of the different NGOs and governmental institution providing assistance 

-Competence to inform and capacitate others on CSE
	-Workshops in communities to capacitate key persons who in turn inform community members and students (“Training of trainers”)

-Communication materials (brochures, posters) explaining CSE and calling for denunciations



	EDUCATION SECTOR
	Teachers and educators


	
	

	VICTIMS
	Children and adolescents, students


	-Knowledge of the existence, the causes and effects of CSE; special focus on physiological, psychological and social damage CSE causes to victims

-Avoiding to become a victim of CSE

-What to do if they are involved in CSE or know a friend who is a victim of CSE


	-Meetings with specialists (e.g. from NGOs) in their communities

-Speeches/lectures

-Communication campaign directed at the youth (posters, brochures, billboards)

	TOURISM SECTOR
	Hotel owners and employees
_____________

Tourism agencies, tour operators and travel agencies 

_____________

Taxi drivers

_____________

Car rental operators
	-Knowledge on CSE, such as causes, effects, existing legislation

-Negative affects of CSE on the tourism industry

-Knowledge that ignoring/tolerating CSE in their establishments equals being an accomplice of the criminal

-Detecting cases of CSE in the tourism industry, indicators and signs of CSE

-How to act when CSE is witnessed, official procedures, denunciation
	-Seminars/workshops organized by Paniamor (Training of trainers)

-Printed information material




Capacity & Communication: a campaign directed at journalists
It many cases, it is impossible to clearly distinguish between advocacy, capacity building and communication. Communication materials produced for journalists by the ILO are among the examples where communication campaigns and capacity building are deeply integrated.

The ILO developed posters and notebooks which where distributed to journalists and students of journalism, presenting the following message: 

“If you are looking for news, look for the exploiter”
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Three adolescent girls are shown with red lipstick and black censor bars covering their eyes, followed by a man whose eyes are covered by dark sunglasses. The message is written on the black bars and the sunglasses and easy to understand: While it is all to easy to display the vulnerable, helpless victims of CSE, the exploiters hardly appear in the headlines and try to cover their
crimes (thus, the dark sunglasses). Journalists can contribute to a change of the general public’s perception of CSE by shifting the attention from the victims to the exploiter. 
The notebook’s cover page and back page teach journalists how to treat the issue of CSE in the media; it does so by outlining recommendations and suggestion on how to ethically and respectfully cover cases of sexual abuse in the media while respecting the victim’s human rights. The posters which repeat the same message as the cover of the notebook are a further example of how a communication campaign can be used to capacitate the target groups on CSE.
3. Communication

Plenty of communication campaigns have been developed since the 90’s, some of which had strong repressive messages, other soft, positive message. The style and message of each communication campaign depended on several factors:

1. The country’s legal and political situation concerning CSE at the time of the campaign’s launch

2. The different organizations who where involved in the design of the campaign: their objectives, desired target groups and their fear concerning undesired outcomes of strong messages.

For the purpose of this report, only campaigns developed after the passing of the law against CSE will be analyzed.
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The Code of Conduct (COC)

One of the main achievements in the fight against CSE has been the implementation of a Code of Conduct for the Protection of Children from Commercial Sexual Exploitation in Travel and Tourism. The project is carried by the Costa Rican tourism industry’s eagerness to contribute to the protection of children as a way to safe their country’s image from turning into a Mecca of child sex tourism.
The COC is a common initiative by the tourism sector and NGOs; its success is based on the concept of “ voluntary adoption in place of imposition” and the auto-regulation of the sector (Paniamor, 2006, pp. 9, 15). 

The initiative’s great success is proven by the fact that all Costa Rican tourism associations voluntarily subscribed to the COC. Thereby all members to those associations agree to fulfill the five key requirements (Guillen, M. 2007, June 12, Personal Interview/ Paniamor, 2006, p.10):
5 key requirements for joining the Code of Conduct project (Paniamor, 2006, p. 10):
1. Subscribing to the Code of Conduct in a public act

2. Capacitating the company’s employees (at all levels) on CSE 

3. Placing communication materials against CSE, clearly visible to clients and providers

· participate in the design of communication materials

4. Including a clause against CSE in contracts for employees, providers and affiliates

5. Producing an annual report on the compliance with the required commitments 

· present this report to the NGO Paniamor

· present this paper in the yearly tourism fair

· represent the Code of Conduct within the country as well as abroad (e.g. by including the logo in their websites)

The government played no role in the development of the Code of Conduct project, which makes it sustainable despite governmental changes or political instabilities. Financing for the project is provided by the Dutch Cooperation Fund “Fundecooperacion”, while the coordination is successfully handled by the NGO Paniamor.

The Code of Conduct’s success in numbers (Paniamor, 2006, p.13)
100% 
of tourism associations adopted the COC

5000 
employees have been capacitated

200 
companies have subscribed to the COC,

55% 
of which are hotels

35% 
belong to the travel and transport sector

10% 
others

Communication component of the COC

The third of the five requirements obliges companies to participate in communication campaigns by placing materials such as posters, brochures or desktop signs in their companies (e.g. entrance areas, restaurants). 

The tourism companies can choose between developing own communication materials, or displaying ‘standard’-campaigns designed in a common effort by the tourism sector and NGOs. Since the launch of the COC project in 2004, two communication campaigns have been developed: the “We mean it” campaign and the “Protected areas” campaign, which will be presented and analyzed in the following section. 
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“We mean it” campaign 

In 2004 the NGO Paniamor launched a public awareness campaign, emphasizing three basic concepts (Paniamor, 2005, p. 4):



1. The harmful nature of CSE


2. The criminal nature of CSE


3. The minimum age of 18 years
Objective
To inform international tourists that sex with persons under 18 is illegal and penalized in Costa Rica, and to prevent international tourists from engaging in sexual abuse of minors.
Strategy 
The basic concept that “child sex tourism is a global problem” (taken from the posters) has been copied from a US campaign against sex tourism. The idea is to address American tourists with the same message as they are leaving their country and entering Costa Rica (Paniamor, 2005, p. 4).
This strategy reaches tourists prior to arrival with the message that there is no toleration or impunity for engaging in CSE in Costa Rica. Messages follow the “route of the tourists” from arrival to the country, through various areas of the airport, and beyond (Guillen, M., 2007, June 12, Personal Interview). The campaign aims to prevent the occurrence of CSE by strong, repressing messages emphasizing that whoever engages in child sex tourism in Costa Rica will be prosecuted and go to jail.
Target Group

English-speaking foreign tourists coming to Costa Rica with the intention or the disposition to participate in sexual activities involving children or adolescents (Paniamor, 2005, p. 4).
Message
A series of communication materials has been developed, including posters, signs, life-sized stand-up paper persons and a radio spot.
-Posters and desktop signs
In the migration area of Costa Rican airports, in hotel reception areas and in airport and hotel elevators, a set of posters and desktop signs are exhibited. A black-and-white picture of an adolescent girl’s or boy’s sad face, respectively, is shown. The picture is cut into slices which are arranged in such a way that creates the impression of prison bars covering the face. Through those prison bars, male adult hands (the exploiter’s) are shown, implying that this man has sexually abused the girl/boy and as a consequence went straight to jail.
The image is accompanied by the following message:
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HER/HIS SOUL “TORN” TO PIECES.

AND YOU…



      




BEHIND BARS.

Sex with children under 18 is a 

serious crime.

In Costa Rica, we are committed to denounce and prosecute it.

We mean it.

The bottom of the poster displays the message

CHILD SEX TOURISM: 
A GLOBAL PROBLEM
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- Stand-up sign
In the airport’s baggage claim and rental car area, as well as
the rental car companies’ offices, life size cardboard 
figures, dressed like a hotel’s pick-up service, are awaiting 
tourists with the following message:
DEAR TOURIST:

   In Costa Rica sex with children

      under 18 is a serious crime.

Should you engage in it we will drive

                     you to jail.
We mean it.
[image: image18.emf]- Signs in taxis
In line with the messages displayed in the airport, similar signs were distributed to taxi drivers operating in the airport area. Taxi drivers attach the signs to the dashboard or the back of the passenger’s seat, making it impossible for tourists to ignore the message.
- Immigration and Customs declaration

Under a clearly visible red heading “Important notice” the Immigration and Customs declarations announce the Costa Rican legal framework against CSE, in the English as well as the Spanish version:

“IMPORTANT NOTICE”
Customs:

“Law #7899 – “Law against sexual exploitation of minors” – establishes that the crime of sexual abuse and exploitation of minors, disabled persons, or whenever physical violence or intimidation exists, is punishable with up to 16 years in prison.”

Immigration:

“The penalty for sexual abuse towards minors in Costa Rica implies prison, Law #7899”
Problems encountered / criticism
According to the NGO Paniamor, one of the campaign’s main organizers, no serious problems were encountered in the development or implementation of the campaign. Since leaders of the tourism industry, including representatives of hotels, tour operators, rental car companies, and taxi drivers actively participated in the design of the campaign; they were supportive of the initiative and willing to display the messages in their establishments (Guillen, M. 2007, June 12, Personal Interview).

One could criticize the fact that the posters were displayed in English only, which equals a deliberate limitation of target groups. According to the “Trafficking in Persons Report 2003”, the majority of foreign child exploiters in Costa Rica come from the USA, Canada and Germany (United States Department, 2003). Printing the messages just in English not only excludes German exploiters from the target group, but also ignores all Latin American tourists and Costa Rican internal travelers which make up a significant percentage of exploiters.
The effect of the black-and-white photographies is somewhat questionable because at first sight, the picture of the sad adolescent girl reminds of a 70’s movie star. In combination with the words “Her soul torn to pieces” the message might be associated with lovesickness. The observer could think that the woman has been left by her foreign “lover” and feels she has only been used for sex (while she was hoping for love), rather than associating the sexual violation of children and adolescents.
Evaluation of “We mean it”
Due to financial restrains and a lack of manpower, no evaluation has been undertaken by the leading organization Paniamor to assess the campaign’s effectiveness in preventing tourists from committing acts of CSE.

According to ILO’s studies, simple, clear, explicit message are most effective in reaching and influencing potential exploiters (Calvo, J.M.S. & Guadamuz, A.C., 2004). The “We mean it” campaign’s message is clear and comprehensive, explicitly stating the minimum legal age for sexual relations and further explicitly announces prison as a result of sexually abusing minors. Consequently, the campaign is likely to have been highly effective in reaching and affecting potential exploiters. On their arrival to Costa Rica, tourists are faced with the “reminders with such as level of frequency almost everywhere they turn, that the words ‘We mean it’ really begin to sink in” (John Hopkins University, 2007, p.82). 
5.6.2 “Protected areas” campaign

[image: image19.emf]In 2006, the private tourism sector entered a second phase of campaigning which expanded their original concept (“We mean it”). While their first campaign confronted tourists mainly on their arrival to the country with negative repressive messages, the new campaign was designed to complement the first campaign by following the tourist on his route through the interior of the country. 

The motto of the campaign is sustainable and responsible tourism, displaying positive messages on the protection of children. Additionally, this campaign fulfills the purpose of being displayed internationally by the Code of Conduct members and political entities to promote the project in the international context (Paniamor, 2006, p. 12).
Objectives
· To remind international tourists that Costa Rica does not tolerate abuse of children and adolescents.

· To promote Costa Rica as an environmentally as well as socially responsible and sustainable tourism destination.

· To internationally position Costa Rica as a country which protects children’s rights and only welcomes sustainable and responsible tourism.

· To nationally and internationally promote the Code of COC initiative.

· To increase subscriptions to the COC.

Strategy 
The NGO Paniamor describes the concept in the following way: “to remind the tourist on every step of his way that Costa Rica does not tolerate child abuse”. Speaking on behalf of the country the campaign announces the commitment to protecting its children and adolescents. The objectives related to internationally positioning Costa Rica as a sustainable, responsible tourism destination, are achieved by including the messages in all Costa Rican tourism-related websites, as well as presenting the “protected areas” concept at international tourism fairs.

Target Groups
· International tourists who are considering or disposed to visiting Costa Rica, or who are already in the country.

· The national and international tourism sector: travel agencies, tourism operators and tourism associations in Costa Rica and worldwide.

· Potential “clients” of CSE networks

· Potential key informants for exploiters, such as taxi drivers (Paniamor, 2006, p.9)
Message
The creative concept of the campaign is a close-up shot of an adolescent’s face printed in black in white in front of a green background of trees and bushes. Two different images were designed, presenting a girl’s face and a boy’s face, respectively.

In white letters, the following message accompanies the adolescent’s face:
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25%

OF OUR TERRITORY AND

100%

OF THEIR RIGHTS ARE

PROTECTED AREAS

Costa Rica only welcomes sustainable and

responsible tourism that abides by theses rules.

The message appears in English and German

on the following communication materials:
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Desktop signs

· Posters

· Folders explaining/promoting the Code of Conduct

· Promotional pack (postcards, wristbands, stickers)

· Radio spot addressing taxi drivers
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Distributed through the following channels:

· Airline magazines and tourism chamber magazines

· Hotel reception areas

· Travel agencies/Tourism operators

· Airline offices

· Tourist information centers in the airport

· Stands in tourism fairs and special events

· Tourism industry’s websites
Problems encountered / criticism
Paniamor states that so far no major problems have been faced in the implementation of the campaign (Guillen, M., 2007, June 12, Personal Interview). 

By itself, the campaign would not be effective in decreasing the occurrence of CSE as it neither explicitly states the actual crime, nor the fact that CSE is illegal and offenders will be prosecuted.
The campaign does not directly serve the purpose of combating sexual abuse of minors occurring in Costa Rica, but rather the country’s promotion of a protective environment for children. One could consider this campaign to be a preventative initiative, however, to an already existing problem. Costa Rica finally began with the differentiated marketing of the country as a sustainable tourism destination, which it failed to do in the 90’ies.
Evaluation of “Protected areas”

The results of the campaign have not been monitored or evaluated by Paniamor. Consequently, one can only analyze its different components in relation to the prior defined objectives. Concerning the effectiveness in preventing cases of CSE, the campaign should not be evaluated separately but as a complementary part to the preceding campaign (“We mean it”). It picks up on the concept of following the “route of the tourist” (Guillen, M. 2007, June 12, Personal Interview); by being displayed at international tourism fairs as well as on Costa Rican tourism websites, the campaign addresses tourists from the country of origin to their vacation in Costa Rica (Paniamor, 2006, p.12). This concept appears to be successful in continuously reminding tourists of the country’s objection to child sex tourism.
5.6.3 Problems the COC project is facing:

The voluntary nature of the COC project, summed up in the expression “adoption in place of imposition” was identified as the key to success and boosting numbers of subscriptions. However, the voluntary and flexible nature of the initiative has flaws which could potentially even threaten the achievement of the overall goal of preventing minors from being sexually exploited.

Deviant, counterproductive messages

Tourism companies can take the liberty to design their own communication materials against the sexual abuse of minors. No control takes place, however, of the content and layout of those communication materials, meaning that theoretically, there is no limit to the companies’ creativity. While most companies chose the easy route of simply incorporating standard campaigns such as “We mean it” or “Protective areas”, some companies have expressed their enthusiasm by producing new materials and developing their own, personalized message against CSE.

Some of those messages do not go along with the commonly-agreed-upon campaign’s tone of voice. Incorrect terminology is used which sheds a completely different light on CSE and runs the risk of misleading the general public’s perception of the phenomenon. 

The following poster for example, which was created by the well-know high-class hotel chain “Radisson”, displays a young girl in a very questionable way. It is important to protect the victims of CSE and to respect their human rights at all times. The way in which the girl is displayed may lead the observer to blame the adolescent for the occurrence of CSE. Instead of perceiving the girl as a victim, the public might call her guilty for “wanting” to involve in sexual acts with adults, based on her seductive outfit.

Most worrying, however, is the accompanying message:
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    THIRTEEN YEARS
  IS MUCH TOO YOUNG

FOR THIS
Usually the prostitutes 

are children that try 

to make themselves 

look like adults,

but they remain children.
Please record any suspicious action to the hotel management.

Messages such as the Radisson posters are not only deviant from the Code of Conduct’s tone of voice, but also extremely counterproductive by directly contradicting the content of other public awareness campaigns on CSE. The achievements made in forming the public’s opinion -towards blaming the exploiters rather than the children- are in danger of being reverted by uncontrolled campaigning.

Lack of compliance or minimum compliance

Many companies do no fulfill the requirements of annually informing Paniamor on their progress made (Guillen, M., 2007, June 12, Personal Interview). Without any form of control, tourism companies might take advantage of the COC. They enjoy the positive image of being a responsible company, without actually capacitating their personnel. Until companies are forced to accomplish their part of the deal, the COC will be perceived as a ‘free quality seal’.

Lack of evaluation

So far, no study has been conducted to evaluate the COC effectiveness in contributing to the actual decrease of CSE of children and adolescents in the tourism sector (Guillen, M., 2007, June 12, Personal Interview). Success is measured solely by the amount of companies subscribing to the COC, little is known on whether the increasing subscriptions resulted in decreasing cases of child abuse.

5.7 “He never stole” campaign 
The International Labor Organization is among the few organizations that have strategically approached campaigning by conducting quantitative and qualitative baseline studies as a starting point for the design of their campaign in 2006.

A whole series of studies on the causes, effects and characteristics of CSE have been conducted, two of which are of paramount relevance for the design of effective public awareness campaigns on CSE. 

1. “Commercial Sexual Exploitation and masculinity“ is a qualitative regional study on men of the general population; it analyses men’s feelings, thoughts and opinions on CSE in the search of possible reasons for its occurrence (Hidalgo, F. 2007, June 12, Personal Interview).
Key knowledge gained from the study relevant for the design of campaigns:

· The term Commercial Sexual Exploitation should be avoided as it is too abstract to be understood by all men of different age groups and social classes.

· The terms “minor” or “adolescent” are not clear to all men; instead, the minimum age of 18 years should be stated. 

· The term “child” is associated with small children by most men, and is therefore not applicable to the most common victims’ age group of 13 to 17 years. “Person under 18 years” should be used instead. 

· Exploiters are to be found in all social classes of society.
· For most men there “are no minimum ages but there are minimum bodies” (Calvo & Guadamuz, 2004, p. 118)
· Men are most effectively deterred from committing acts of CSE by inhibiting messages threatening, with imprisonment.
2. “Social Tolerance in the population towards commercial sex with minors” is a study seeking to explain the Central American permissive environment for the exploitation of children and adolescents. Conclusions of the study (Hidalgo, F. 2007, June 12. Personal Interview):

· The Central American population tends to blame children, adolescents and their parents for the occurrence of CSE

· A worryingly large percentage of society believes that children “prostitute themselves because they want to or because they like it”

· A relatively small percentage of society blames the exploiters

· The three above mentioned perceptions need to be changed by focusing on the exploiter and clearly establishing his guilt in public awareness materials, while presenting minors as victims
The knowledge gained from those two studies has been taken into consideration for the ILO’s public awareness campaign and was converted into the following message:
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“HE” is a man being marched off by two police officers in hand cuffs. The dark scene takes place in front of a black background; the exploiter is shown in dress pants, white shirt and tie. Most men across all social classes dress in this way for work, whether they are a top manager, a security guard or a waiter. The person being arrested on the poster is a ‘perfectly average’ man with whom a great percentage of the population can identify. It is as if the poster was saying “It could by anyone of us”.

In line with the poster, a radio and a TV spot were developed, repeating the message that anyone will go to prison for paid sex with minors. The TV spot shows a happy everyday-family-dinner taking place, when suddenly police forces violently enter the house to arrest the father. The family is shocked at the sight of the father being put in handcuffs by the police officers, and being pulled away from the dinner table. The father’s last words are “But I didn’t do anything” just before a voice announces the above mentioned message “He never stole, he never killed…” The spot leaves the observer 
with the question in mind “Would I want to do this to my family?
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Scene from TV spot: family dinner

               Scene from TV spot: father being escorted by police
All messages, print and audio-visual, are produced in Spanish and end with a call for denunciations, giving the correspondent phone number.

Objective
· To prevent the sexual abuse of minors by inhibiting potential exploiters.
· To create awareness among the general public that CSE is a penalized crime.

· To leave no doubt among the general public that the exploiter, not the minor, is guilty in cases of CSE.

Strategy

The idea is to show that any regular person can, and will go to jail for paid sexual intercourse with minors. The repressive, negative message seeks to deter potential exploiters from committing CSE by inhibition, using strong words such as “severe crime” and “prison”. The clear, explicit language aims to be easily comprehended and remembered by the general population.

The TV spot further emphasized the shame and embarrassment one would feel in front of the family if caught paying minors for sex. The concept aims at preventing CSE by creating feelings of shame and guilt, as well as loss of family members’ respect as a result of committing CSE (“El Sr. Roberto”, designer of the spot, 2007, July 5, Interview).
Target Groups

· Actual and potential exploiters; persons disposed to sexually abusing minors
· General national public

· Spanish-speaking foreigners in Costa Rica

Problems encountered
The campaign lacked support of the private sector due to its strong, potentially offending message to clients and hotel guests. So instead of being exhibited on posters in private companies, the message was mainly printed in national newspapers, and disseminated by radio or TV (Hidalgo, F., 2007, June 12, Personal Interview).

The lack of finances did not allow for dissemination at a greater scale, such as roadside billboards, since this would have involved additional costs. The dissemination in newspapers, radio and TV channels are voluntary, donated actions by the different media. Since the media disseminate the message whenever they have a free space in the newspaper or free air time, it is impossible to determine the duration of a campaign. Regular dissemination for a long period of time is not guaranteed. While in Costa Rica, e.g. this campaign ended within two months, in Panama (where the same campaign was launched), the material is still being printed by certain newspapers 8 months after the launch.
Evaluation

No additional study was conducted to measure the effect of the campaign. Yet, by conducting studies on the characteristics of the phenomenon before the implementation of the campaign, the ILO increased the likeliness to reach the target groups.
5.8 “We protect our treasures” campaign

In 2005, Costa Rica experienced a shift towards more positive messages in their public awareness campaigns. After a series of negative, dark, repressive campaigns, a colorful positive campaign was developed in cooperation by the following organizations: The NGO Casa Alianza, Costa Rican Tourism Association, Costa Rican Tourism Board, National Commission against CSE, Swiss Travel Service, Travel agency “Destination Costa Rica”

Objectives

The campaign aimed at decreasing the amount of children and adolescents who are being commercially sexually exploited by international tourist in Costa Rica, as well as decreasing the amount of Child sex tourists coming to Costa Rica.
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Strategy
By creating an image of Costa Rica as a country which does not tolerate child sex tourism and protects children from sexual abuse, the county will become unappealing to foreign exploiters as a tourist destination. The creation of an image as a family vacation destination is supposed to keep those tourists away who actively seek sex with minors. Further, the campaign aims at social mobilization and calls for denunciations, seeking to increase the amount of cases that are actually prosecuted.
Target Groups
· International, English-speaking tourists, English-speaking nationals

· Potential and actual international exploiters 
Message
Two very similar posters were developed for this campaign: Bright lively colors, a sunny blue sky over a white beach form the background of both posters. The first poster shows two children who appear to be siblings; a boy who is about 8 years old and a girl of about 10 years of age are playing at the ocean shore. The children are dressed in light summer cloths and are running barefoot along the beach: the observer witnesses a typical scene from a family summer vacation. Large white letters in front of the blue sky announce:
“In Costa Rica we protect our treasures”
The second poster presents the same beach scene, except that on this poster a sand castle, two buckets and a shovel form the center of attention. Children must have been playing at the beach until just a moment ago, since the castle is still standing and the ‘tools’ are spread out in the sand. On this poster, the white letters in front of the sunny sky read:
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“The Commercial Sexual Exploitation

is not child’s play”
At the bottom of both posters the messages 
continue in smaller letters:

The Commercial Sexual 

Exploitation of Children  

and Adolescents 

is a Criminal Offense 

Against Their Rights.

Criminals will be prosecuted.

Help us stop these crimes

CALL 911

The poster’s light pastel colors are peaceful and appealing, especially to tourists who are looking to enjoy a vacation at the beach.

Not surprisingly, these posters were financed by the tourism sector whose main objectives are to protect the image of Costa Rica as a peaceful tourism destination, and to avoid offending tourists in any way.
Problems encountered / Criticism

Due to the tourism sector’s fear to offend or even lose tourists as a result of stronger messages, the layout of the campaign turned out very soft and positive. The children who are presented at the beach are between 8 and 10 years old, white-skinned and are wearing clean, tidy summer clothes; the girls’ dark-blond straight hear is neatly held back by a white ribbon. 

Typical victims of CSE, however, are 12 to 17-year-old school drop-outs, living in poverty without access to health services. They are on average somewhat dark-skinned, have suffered interfamily violence and sexual abuse, and as a consequence ran away from home to live in the streets where they are picked up by a criminal network to engage in CSE. The children on the posters are far from fulfilling the profile of a typical victim of CSE, and do not reflect the reality of the phenomenon in Costa Rica. Typical victims have long passed the age of building sandcastles at the beach. Since the children look very European and are dressed in beach-vacation clothes, tourists could even misinterpret the message to “Costa Rica is a destination for family vacation where our children will be safe”. Although this is a desirable promotional message to send out to tourists, the message does not promise to be very effective in the protection of Costa Rican minors against exploitation by sex tourists.
Evaluation

According to International Labor Organization’s studies, soft messages will not reach exploiters, who are most effectively deterred from abusing children by the threat of going to prison. 

The term “Commercial Sexual Exploitation” is not self-explaining to everyone, and tourists paying 14-year-olds for sex might not relate their actions to the crime described by the posters. The general public, in turn, might not be sure about which actions fall within the category of CSE, and what exactly they are asked to denounce. There is a general consensus that sex with 8 to 10-year-olds is a crime, but when it comes to 15-year-olds having sexual relations in exchange for payment, the general public might not know how to react.

If at all, the campaign might be effective in the long run by creating the image of Costa Rica as a paradise for family vacation. Once this image spreads globally and reaches potential exploiters in their home countries, they might decide against Costa Rica as their next vacation destination. Child sex tourists, who are already in Costa Rica, are unlikely to be deterred from having paid sex with minors by this campaign.

The communication campaign’s actual effectiveness has not been measured by the implementing organizations.  While the campaign has been very well-received by the tourism industry, the degree of effectiveness in preventing CSE remains questionable. As investigators from the John Hopkins University stated “It would be of significant value to study the levels of effectiveness of the Costa Rican positive message public awareness campaigns…” (John Hopkins University, 2007, p.83).
5.9  Conclusion of chapter 5

This chapter first presented the background of CSE in Costa Rica and explained how the fight against CSE evolved. Then, it analyzed the actions that have been taken in Costa Rica to prevent CSE. Different campaigns were presented to display good as well as “bad” or less recommendable practices. Based on the experience in Costa Rica, recommendations can be formulated for future campaigns in other countries.

· The chapter establishes that it is important to base the design of a campaign on the results of prior baseline studies. One of the greatest weaknesses common to all campaigns is the lack of baseline studies before the implementation of the campaigns. Without precise data on the scope of the problem before the campaign, it is impossible to tell whether the amount of CSE cases occurring has decreased and whether less “sex tourists” are visiting the country. Thus, measuring the campaigns’ results and effectiveness is nearly impossible. 

In Costa Rica, the only indicators for the success of the campaigns are the increasing or decreasing amounts of denunciations.

The ILO strictly stuck to the results of the survey and studies done among the potential exploiters and society. By doing so, they are most likely to meet the objective of preventing exploitation. The results of the ILO baseline studies apply to all Central American countries and are strongly recommended to be taken into account for future campaigns in this region.
· The tourism sector did not design their campaigns on the basis of prior studies; they designed their campaigns based on their own objective of creating a positive image of Costa Rica as a safe and responsible tourism destination. While these soft campaigns are “better than nothing”, they do not seem to actually prevent exploiters from having sex with minors.

Therefore, it is not recommendable to have soft tourism campaigns as the only campaign in a country, but in combination with other strong, preventative campaigns by UNICEF or the ILO.
· Campaigning needs to be continuous if it wants go beyond creating awareness: it is equally important to maintain awareness with the final goal of achieving and maintaining behavioral change. Paniamor’s campaign, which was launched in 2004 and has since then continuously been going on, is a good example of sustainability in campaigning, while the OIT campaign with a short duration of only two months is despite its effective message likely to be soon forgotten.

· Consistency of messages: The messages of the different communication campaigns against CSE should be in line with each other and should never contradict one another. The Radisson hotel campaign is a negative example of lacking consistency in messages which should be avoided. 
· As one learns from the last campaign, images and children displayed on posters should reflect the reality of CSE (age, gender, looks/social class) in order to be effective. 
· The chapter illustrated that the fight against CSE in Costa Rica is complex, committed, ongoing and relatively successful, which is the reason why the country is often cited in the context of good practices in combating CSE. The complex, multi-causal nature of CSE requires a complex, multilateral response to the problem: the example of Costa Rica shows that it is desirable to have many sectors of society involved in the fight against CSE to approach the problem from as many angles as possible:

· The tourism sector worked on the international demand side of the problem by addressing potential child sex tourists; 

· the labor organization and governmental institutions worked on the national demand side, addressing potential national exploiters and facilitators of CSE; 

· NGOs and the labor organization worked with the media as well as with the national demand side, namely adolescents running the risk of being recruited for CSE.

The various parties developed different campaigns, and while not all of them would be successful by themselves, in the combination they create a strong message against CSE, which is likely to prevent its occurrence.

· Further, this chapter illustrates that to be most successful in preventing CSE, campaigns should be based on three pillars: advocacy, capacity building and communication campaigns. These three communication areas are interlinked and interdependent: one pillar by itself would not be able to “hold up the building”. It is necessary to implement all three pillars of campaigning to successfully prevent CSE.
6 DOMINICAN REPUBLIC
6.1 Political and social situation

The Dominican Republic is located on the second biggest island of the Antillean, between the Atlantic Ocean and the Caribbean Sea. The tropical island is split between two governments: while the western third of the island is occupied by Haiti, the Dominican Republic in the east makes up for two- thirds of the island. The population (9 million), which consists of 73% mestizos (“mixed” people), 16% whites and 10% Afrodescendents, has a median age of 24.5 years. The HIV rate lies at 1.7% and in 2006, on average of 2.8 children per woman were born. (CIA, 2007, “Dominican Republic” section).  

Although the economy is stable and continuously growing, many problems remain for the governments to solve. The income of the country is distributed highly unequally, creating a large lower social class; one quarter of the population lives in poverty and the unemployment rate amounts to 16%. Corruption permeates the government and society at all levels.

Until 2003, the lower middle-income developing country’s GDP was steadily growing. The relatively stable economy and the better living conditions on the Dominican side of the island attract numerous illegal Haitian immigrants. The illegal immigrant’s children are denied citizenship and government services such as healthcare. They are exploited in the informal work sector and employed under conditions that some describe as a modern form of slavery (Wikipedia, 2007, “Immigration” section). The situation of illegal immigration to the Dominican Republic has caused many conflicts in the past and is a constant source of violence and crimes, among them the CSE of children and adolescents. 

6.2 Tourism and CSE
In recent years, the service and tourism sector has become the biggest provider of employment, overtaking the agricultural sector. Approximately $1.3 billion of the maritime country’s annual income comes from the tourism sector (Wikipedia, 2007, “Economy” section) and tourism is continuously on the growth.
Criminal networks as well as poor individuals discovered prostitution as a prosperous income opportunity many years ago. Although it is illegal in the Dominican Republic, especially women and adolescents from impoverished areas, as well as illegal immigrants increasingly engage in prostitution. Poor education levels, low income, discrimination in the labor market, and the lack of opportunities drive them to selling their bodies. 

The increase of tourism also brought sex tourists to the country, and the demand for sexual services, including sex with adolescents and children, rose. In the late 90’s, a study conducted by UNICEF and ECPAT revealed that about 25.000 children were involved in CSE, 63% of which were girls.
6.3 Dominican culture and CSE
Although 95% of the population is Christian, their faith and Christian values do not stop CSE from occurring. The number of 25.000 children involved in CSE indicates a high level of tolerance towards sexual relations with persons under the age of 18. The occurrence and toleration of CSE can be attributed to “machismo” (male chauvinism) and patriarchic values, and further, before campaigning against CSE started, to a lack of knowledge and awareness concerning CSE on behalf of the population (ECPAT, 1996, p. 2). 
Racism towards Afrodescendents and dark-skinned persons still survives in the former slave society and is another burden which black adolescents have to bear: for them, employment opportunities are lacking, and on the ‘market’ for prostitution, demand for their bodies seems guaranteed (ECPAT, 1996, p.4).

6.4 Progress in the fight against CSE

One of UNICEF’s and other UN organizations’ major focus areas in the Dominican Republic is to combat gender inequity and inequality including gender-based violence, maternal mortality, high teenage pregnancy rates, female impoverishment, HIV/AIDS and CSE.
6.5 Campaigning against CSE

In the past years, UNICEF has worked on social mobilization and advocacy for children’s rights, aimed at national authorities and the public in general. Among their main achievements were two nationwide campaigns against sexual abuse and CSE of children and adolescents. Three components formed integral parts of those campaigns:

1. Advocacy with policy makers for stricter legislation on CSE, and for the inclusion of CSE in the government’s agenda to increase capacities for the prevention of the phenomenon. Paying children and adolescents younger than 18 years for sexual relations has been criminalized in 2003. The Dominican legal framework leaves no doubt about the illegality of all acts related to CSE, including not only the act of paying for having sex with minors, but also pimping, facilitating CSE in any way, trafficking for sexual purposes, and the production and consumption of child pornography. The clear, strict legal framework is the precondition and basis for the other two components of the campaign: Based on the laws against CSE, capacitating of authorities could begin, and a communication campaign could be developed to inform the audiences about the illegality of sexually exploiting children and adolescents.
Advocacy was further directed at the tourism sector, namely the National Association of Hotels and Restaurants to promote their participation in the fight against CSE. On May 28, 2003, the Hotel and Restaurant Association voluntarily adopted a Code of Conduct, thereby obliging all of its members to promote sustainable tourism and to contribute to the prevention of CSE. The tourism establishments agree to sensitize their employees, providers and clients to the issue of CSE by displaying and distributing informative materials.

An inter-institutional commission against CSE was created to coordinate and monitor national efforts in the prevention of CSE, consisting of governmental representatives, NGOs and the National Association of Hotels and Restaurants.

2. Capacity building
Initiated by the inter-institutional commission against CSE and UNICEF, the following groups were capacitated on the issue of CSE by means of informative material, seminars or workshops (Garcia, P., 2007, May 10, Interview):

· Civil servants from the Foreign Ministry and the Ministry of Tourism

· European Tour Operators

· National Police, police schools
· Hotel employees

· Operators of the Health sector

· University professors and students of law, tourism and medicine

The strategy was to increase general knowledge among all groups on signs/ indicators, causes and effects of CSE. Specific relevant knowledge and instructions were passed to different groups, such as:

Hotel employees – how to recognize cases of CSE, how to act when CSE is detected in the hotel, how to treat victims and exploiters

Health sector – how to diagnose/detect the sexual violation of a child’s or adolescent’s body, how to treat and assist the victim

Police - how to detect cases of CSE, how to handle situations when CSE is detected, how to treat the victims, how to respect their human rights, how to avoid re-victimization

3. Communication

Communication was an integral part of the campaigns and played a key role in promoting specific messages, raising awareness, informing and educating. Two different communication campaigns have been developed in the Dominican Republic. The first campaign, directed solely at tourists, was later adjusted to include the Dominican general public in its target groups.

6.6 First campaign: “We protect our treasures”
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In 2002, UNICEF, NGOs, the inter-institutional commission on CSE, the government, and the National Hotel and Restaurant Association conjunctively initiated the first campaign. They were supported by an advertising agency who donated the creative concept (Garcia, P., 2007, May 10, Interview).

Objective

To decrease the amount of international tourists who commercially sexually exploit children in the Dominican Republic.
Strategy

To prevent the occurrence of CSE by tackling the international “demand” side of the problem. Tourists are supposed to be informed and to be made aware of the fact that in the Dominican Republic, abuse and commercial sexual exploitation of children and adolescents is a penalized crime. The campaign aimed at clarifying the misconception that paying minors for sex is a culturally accepted custom in the Dominican Republic.

A positive message was developed to be directed at tourists, based on the idea of protecting children as a precious resource. To reach the largest amount of tourists possible, and to be present ‘wherever the tourist goes’, the message was exposed in airports, hotels, TV, radio, supermarkets, the movies, and in the streets (Garcia, P., 2007, May 10, Interview).

The following materials were produced:

· Posters

· Illuminated billboards

· TV spots

· Radio spots

· Flyers/leaflets for the general public

· Signs to be placed in bars and restaurants

Target Group

European, American, Canadian, and Australian tourists coming to the Dominican Republic; further Latin American tourists, as well as Dominican internal tourists, among all of which potential and actual sexual exploiters of children are found.

Message
Four different posters were developed, each showing a typical Dominican tourist attraction: a tropical beach with palm trees, a rocky coastline, a waterfall, and a national monument. In front of each tourist site, a Dominican child greets the observer with a warm, happy smile.
Two versions were produced displaying boys, and two versions showing girls, ranging between 7 and 14 of age. The message on all posters and flyers reads:

IN THE DOMINICAN REPUBLIC

WE PROTECT OUR TREASURES.
OUR BEACHES, MOUNTAINS, MONUMENTS, AND

OUR MOST PRECIOUS TREASURE: OUR CHILDREN.

CHILD ABUSE AND COMMERCIAL SEXUAL EXPLOITATION OF BOYS,

GIRLS AND ADOLESCENTS IS A CRIME PUNISHED BY THE LAWS

OF THE DOMINICAN REPUBLIC.
The materials were produced in the five most common European languages: English, French, Spanish, Italian and German.
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The posters are colorful and friendly, creating a pleasant feeling and positive response on behalf of the observer. The images, showing exotic beaches and sunny skies, further create a positive image of the country as a tourist destination.

The message is a very positive one, letting the tourist know that the tourist destination of their choice is a place where children are protected and treated with respect.

Problems encountered

The campaign has been criticized for being too soft and positive (Garcia, P., 2007, May 10, Interview). From a distance, the only words one can read on the posters are “In the Dominican Republic, we protect our treasures.” The following text highlighting the illegality of CSE appears in fine-print, and is unlikely to even be perceived and read by the tourists. 

In the way the message is presented, it is highly ambiguous and easily creates misunderstandings. It only took a few test persons, who were asked to interpret the message of the poster, to come up with the following list of misinterpretations:
· “The Dominican Republic is a child-friendly tourist destination.”

· “Families should visit the Dominican Republic; it is a safe and exciting place where their children will have fun.”

· “The children of the Dominican Republic give us a warm welcome to their country.”

· “Dominican children are asking us (the tourists) to protect the environment of their country.”

· “The Dominican Republic is promoting their country by emphasizing that they protect their environment and their historical monuments.”

· “The poster is showing the beach of my dreams and the girl that will be serving me cocktails.” (comment refers to the poster with the 14-year-old girl and the tropical beach)
[image: image33.jpg]H E NEVER STOLE
NEVER KILLED

HIS CRIME WAS A DIFFERENT ONE:
Paying to have sexual relations
with a person younger than 18 years of age

is a severe crime which is punished with PRISON
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When it was explained to the test persons, that the posters were actually a measure to protect children and adolescents from commercial sexual exploitation, a particularly striking remark was received: according to a male test person the older girl of about 14 years was presented in a way that could even “cause lust” within the observer.

All test persons, however, agreed that after having seen the posters they would enjoy spending a vacation in the Dominican Republic to experience waterfalls and tropical beaches.

Even though the TV spots, radio spots, flyers and folders were somewhat less ambiguous, they received similar criticism for being too soft and positive in its approach.

Evaluation

No official monitoring or quantitative evaluation study has been done on the effectiveness of the first campaign (Garcia, P., 2007, May 10, Interview). 

Nevertheless, based on observations, comments and criticism of persons who were faced with the communication material (qualitative study), it can be concluded that the first campaign is an effective tool to keep tourists coming to the country, ineffective however, in the prevention of CSE. Based on the layout, one could assume that it is a promotional campaign of the Dominican Republic, with the objective of creating a positive image of the country as a tourist destination. 

6.7 Second campaign: “No sex toys” 
In 2006, a nationwide media campaign was developed and carried out by UNICEF in collaboration with the Commission on Prevention of Abuse and Sexual Exploitation, the Ministry of Tourism and NGOs. The private sector also showed great interest and financially supported the campaign (UNICEF DR, 2006, p. 18).

Based on the criticism of the first campaign, the graphic design and the motto where drastically changed in the second campaign. The “No sex toys” campaign has a broader approach to the issue, addressing both international as well as the national audiences, and focusing on sexual abuse of children and adolescents in general rather than specifically on commercial sexual exploitation.

Objectives

· To decrease social tolerance towards sexual abuse of children and adolescents in the Dominican society as well as among international visitors, and

· To prevent sexual abuse and exploitation of children and adolescents in the Dominican Republic by nationals and foreigners.
Strategy

Similarly to its predecessor the second campaign approaches the issue from the “demand” side of CSE by addressing potential and actual exploiters. However, the second campaign goes further than that: it seeks to increase awareness of the existence of the problem among the general public. It calls for citizenship involvement, emphasizing the common responsibility in the protection of minors. The definition of “crime” goes beyond committing sexual abuse and now includes knowingly ignoring sexual abuse of children. 

The campaign’s goal is “social mobilization at national and international level” (UNICEF DR, 2006, p.18) to create an environment of zero tolerance for acts of sexual child abuse, making it difficult if not impossible for exploiters to commit such crimes.

Confronting the audience with very explicit, shocking messages and images ensures catching the audiences’ attention. The campaign aims at increasing the target groups’ awareness of sexual abuse as a crime, comparable to a “wake-up-call” to no longer ignore the existence of sexual abuse and CSE. 
The following communication materials were produced: 

· Series of TV spots

· Series of radio spots

· Two posters 

· Brochures

· Flyers

Target group

Officially, it is a “nationwide campaign” (UNICEF DR, 2006, p.7) with Dominican Nationals as the main target group. Yet, the posters and leaflets are printed in five languages, namely Spanish, English, French, Italian and German, also addressing foreigners who are living in the Dominican Republic, or who come to the country as visitors.
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Message
Several different posters were designed; all have a very dark layout and display strong negative messages.

The first poster shows an inflatable sex doll with a big round mouth which is held
 up by a man standing behind the doll. The man’s face and most of his body are out of the poster’s focus, just his strong hands and his shoulders are visible as he is grabbing the doll’s shoulders from behind. The message reads:
“CHILDREN ARE NOT SEX TOYS”
The second poster displays a fruit and vegetable market at night. Next to regular vegetable stands, one market stand offers children for sale: eight children and adolescents are sitting in two rows, back to the observer. Price tags are attached to their backs, with prices ranging from the very low amount of US-$ 0.25 all the way to 700 Dominican pesos. Boys and girls are represented in equal numbers (4 and 4), and are between the estimated age of 8 and 16 years.

Above the market scene, in bold, capital letters is written:

“THEIR INNOCENCE IS NOT FOR SALE”
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In the bottom corner the messages continue:

COMMERCIAL SEXUAL EXPLOITATION 

IS A CRIME AND SO IS IGNORING IT. 

TO DENOUNCE IT CALL: 1-809-200-7393
In addition to the posters, a brochure was created to inform and educate the general national and international public on the issue of CSE. The brochure uses the same images with the main message: 

“CHILDREN ARE NOT SEX TOYS.

CHILD ABUSE IS A CRIME 
SANCTIONED BY DOMINICAN LEGISLATION”
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Contents of the brochure: 

    Further image used:

· Definition of CSE

· Explanation of laws against CSE in the Dominican Republic

· List of myths and truths about CSE, the myths are clarified and directly confronted with the respective truth

· Call for citizen involvement and denunciations, giving a phone number

Problems encountered

One could state “lection learned”: the second campaign without doubt did not repeat the prior mistake of being too soft or positive. However, problems of a different kind were encountered.

Some establishments refused to display the messages in their hotels or restaurants because they felt the strong messages were too offending, and could potentially drive away customers. In a family hotel, e.g. children would be exposed to the poster as well. How should a mother explain to her eight-year-old daughter the meaning of the word “sex toy” and why the doll had such a big mouth? The image of the sex doll with its mouth wide open was repeatedly perceived as a dirty, “creepy” image which is lacking seriousness. The concern of critics is that potential exploiters might not relate such images to strict legal consequences for paying minors for sex. 

One problem is common two both, the first and the second communication campaign. The non-Spanish versions of the communication materials contain grammatical errors, some of which in the German version are so grave that the message gets partially lost.

Evaluation
No quantitative study was conducted by the implementing organizations to monitor and evaluate the effectiveness of the “No sex toys” campaign; thus, no numbers exist to prove or disprove the campaign’s success.
Unlike in the first campaign, however, a phone number was given to citizens to denounce any witnessed acts of CSE or sexual abuse. Although no study investigated the actual decrease or increase of CSE and sexual abuse cases occurring in the Dominican Republic, it is clear that denunciations have taken place and cases of CSE were investigated. So it is safe to say that the hotline for denunciations announced on the posters and brochures contributed to the prevention of CSE.

UNICEF conducted a qualitative study, organizing focus groups, to evaluate the impact of the images used in the second campaign. The focus groups brought up that the posters’ dark layout was “similar to the reality of CSE” (Garcia, P., 2007, May 10, Interview) but that the image of the sex doll seemed too strong to be displayed certain environments. Since some restaurants and hotels decided against showing the message at all due to its strong images, the effectiveness as measured in amount of people reached, decreased. 

Yet, the images used have a shocking effect and are highly effective in catching the audience’s attention. This means that once a person is exposed to the image, he/she is likely to take a closer look at the poster and to absorb its contents and messages. In addition, the second campaign’s messages were explicit and clear, leaving less space to ambiguous interpretations. Consequently, it was more effective in passing the intended message to the target groups. 

The focus groups further revealed that the images affect the audience on an emotional rather than on a rational level. They are likely to be effective in mobilizing the general public by creating disgust and outrage towards sexual exploiters. 

The exploiters themselves, however, might not conclude “I will go to jail for what I am doing”. According to a study of the International Labor Organization, when men hear “children”, they associate young children of up to 10 or 12 years of age. The majority of sexually abused minors, however, are between 13 and 17 years of age (Hidalgo, F., 2007, June 13, Personal Interview). This gives reason to doubt the effectiveness of the message “Children are no sex toys” in the reality of sex tourism: most exploiters will not identify their own actions with the message but think “Exploiting children? I am not doing that.
6.8 Conclusion of chapter 6

The sixths chapter took an in-depth look at the situation of CSE in the Dominican Republic. After establishing the problem, the different activities in the three key areas of advocacy, capacity building and communication campaigns are presented and analyzed. This chapter serves the purpose of providing the reader with further examples of “good” and “bad” campaigns, from which a series of recommendations can be drawn.
Lections learned from this chapter include:

· Ambiguity in the messages should be avoided by all means. The first campaign has shown that it is necessary to print all parts of the messages clearly readable even from a distance. The second campaign has demonstrated that orthographical errors have to be avoided. 

· Ambiguity of images is a critical issue. The first campaign established that sunny beaches and smiling children are not associated with the issue of CSE. Further, one has to be careful not to use “seductive” images, such as the adolescent girl at the beach, which might have the counterproductive effect of causing desire and lust within potential exploiter. If such images are used, then they need to be accompanied by strong, preventative message to make sure the observer really gets the point.
· Shocking images used in campaigning may be highly effective in getting the audience’s attention, but on the negative side the tourism sector might refuse to display those messages due to its strong images. It is necessary to evaluate the tolerance and willingness of the tourism sector to display strong messages before the development of a campaign. A communication campaign is of no great use if the posters end up being locked up in a closet rather than being displayed in public.

· As in chapter 5, the importance of conducting baseline studies is demonstrated. Both of the Dominican Republic campaigns could have been more successful if they were based on the results of prior studies.
· Equally important is the conduction of evaluations and monitoring of campaigns in order to learn from prior mistakes. UNICEF in the Dominican Republic has done that after the first campaign, and came up with the result that it was too sunny and positive. Based on their evaluation they completely changed the tone of voice and came up with the strong second campaign.
7 PANAMA
7.1 Situation analysis: political and social situation

The Republic of Panama lies in the heart of Latin America and the Caribbean, connecting North with South America and the Pacific with the Atlantic Ocean. Only 3.2 million inhabitants live in the tropical Central American country, which has an annual growth rate of 1.56%. With an average age of 26.1 years, the country’s population is relatively young. 16% of the population is unemployed, and the illiteracy rate reached 7% in 2005. The greatest percentage (70%) of the population is a mixture of Hispanic and Indigenous, followed by 14% of Afrodescendents, while the white population counts for 10%. Indigenous are estimated to make up 6% of the population, with the remaining 2% being of Chinese heritage (O’Bryan, L. & Zaglisch, H., 2005, p.178). Bordering with Colombia, especially the country’s south is often associated with drug trafficking, money laundering and illegal immigration.
According to the UN Committee on the Rights of the Child, several indicators are proving the country’s commitment to the protection, development and survival of children and adolescents (UNICEF, CPD, 2006, p.2). However, a phenomenon negatively affecting children remains: the high level of inequality which especially affects children from rural areas and indigenous communities. With the richest 20 % of the population having an average annual family income 32 times higher than the poorest 20 % of the population, and a poverty rate of 36.8 %, Panama ranks number five on the scale of unequal Latin American societies 

When it comes to the fulfillment of the third Millennium Development Goal, Panama shows deficiencies as girls’ and women’s rights are still threatened by gender-based discrimination, violence and abuse. As listed by the United Nation’s Committee on the Elimination of Discrimination against women, among the areas of concern are:
· lack of access to maternal health services

· lack of legal registration (specifically among indigenous females)

· family violence

· early drop-out from secondary school

· illiteracy

· high level of teenage pregnancies
· unequal opportunities in the labor  market and unequal pay

· trafficking of girls, and
Commercial Sexual Exploitation of girls and adolescents (UNICEF, CPD, 2006, p.3)
 Racism, cultural discrimination and traditional gender roles within the Panamanian culture are factors which worsen the situation of females. 

In response to this difficult situation, the government developed policies aiming at the achievement of the MDGs, one of which is particularly relevant for the subject of this report, namely “the national policy to protect children from commercial sexual exploitation, trafficking, institutionalization and other forms of abuse and neglect” (UNICEF, CPD, 2006, p.4). Further, national NGOs, religious groups, private sector actors and UN agencies, among them UNICEF, have taken up the challenge of supporting the fulfillment of children’s and women’s rights in the country.

7.2 Tourism and CSE

Panama’s bustling economy primarily relies on the well developed service sector, of which the tourism sector makes up a great percentage. Annually, 1.2 million tourists visit the country, and this number is increasing rapidly as more and more travel agencies discover Panama’s tourist potential (O’Bryan, L. & Zaglisch, H., 2005). Combined with a comparably high degree of security and development, the tropical countries’ natural beauties have proven highly attractive for European and American visitors. In the 21 century, the age of globalization, traveling around the world has become uncomplicated, and Panama is easily accessible over land, water and air. Hotels and Skyscrapers are currently being built all over Panama City, the amount of foreigners investing in real estate in Panama is on the rise, and beaches and natural resorts are being prepared for tourism purposes, all of which are indicators giving grounds to the prediction that the tourism and travel sector will be booming in the upcoming decade.

The experience of countries such as Thailand has shown that an increase in tourism does not only mean benefits to the country’s economy but also bears the threat of bringing a kind of tourism which is harmful for the country’s sustainable development: according to a study conducted by the International Labor Organization, the majority of exploiters commit commercial sexual exploitation of minors when abroad or outside their usual environment. Numerous posts and recommendations which can be found in websites such as the “World Sex Guide” proof the increasing sex tourism in Panama. Upon a quick search, several comments by the websites’ users were found which might indicate the occurrence of CSE in Panama (World Sex Guide, 2007, July 10, “Panama” section):

· “ Panama City is a great place for easy action”
· “Some of the girls are really young” 

· “…their only skills are being young and cute”

· “I had a very young petite one” 
· “Get ‘em while they are young, gents, because their bodies can go slick by age 24”
· “QUICK TIPS: This city has the STUPIDEST cab drivers in the world!” (may refer to the taxi drivers tolerating and ignoring CSE)
No quantitative study exists on the current scope of the phenomenon of CSE in Panama, thus, the problem cannot be defined in numbers. However, logic requires that with an increase in tourism, the numbers of children and adolescents being commercially sexually exploited are likely to increase. Therefore it is crucial that preventative measures are taken to avoid that Panama becomes known as a destination for sex tourism (Giannareas, J., Personal interview, May 24, 2007).

7.3 Panamanian culture
Even though Panama ranks comparatively low (44) in Hofstede’s masculinity index, a clear distribution of roles between genders exists (Herle, Rustema, 2005, p. 53). Patriarchal values still existent in the Panamanian culture tend to overvalue men and undervalue women (Calvo, J.M.S. & Guadamuz, A.C., 2004, pp. 54-65). As in most Latin American countries, power relations between adults and their children and adolescents are justified by such patriarchal values (UNICEF Child protection, 2005, p.16). 
Prostitution is not only legal in Panama, but also morally accepted by society: in rural areas, for example, it is a custom for fathers to bring their sons to a prostitute to lose their virginity. 
Most underlying reasons for CSE as identified in the causality analysis in section 2.6 apply to the Panamanian society: the perception of sex as the exchange of goods for money, the objectification of females in the media, and social tolerance towards sexual acts with minors at all levels of society etc.

Cultural values and beliefs complexly interlinked create an environment in which CSE occurs. The Panamanian society is still far from being a protective culture for children and adolescents from CSE (Giannareas, J., Personal interview, May 24, 2007). In recent years, however, society seems to experience a slight change of culture when it comes to CSE. Since laws were passed explicitly prohibiting paying minors for sexual relations, people seem to have started questioning this common practice and to reconsider their original attitude of tolerating CSE. With the legal framework in place, the potential is given to increase the public’s awareness and knowledge of CSE by active campaigning, with the ultimate goal to achieve a permanent behavioral change.
7.4 Progress of the country in the fight against CSE

Until recent years, the Panamanian government ignored and denied the existence of CSE in their country. “Child prostitution“ and “Child sex tourism“ were perceived as other countries’ issues. The phenomenon was only recognized as a national problem in 2000, when a foreign media report was published, discovering a criminal CSE network in Panama (OIT/IPEC, 2004, p.41). The article described how children and adolescents were recruited directly from school to sell their bodies for sexual purposes. CSE unexpectedly became an issue to be discussed by the Panamanian public, who were particularly shocked by the fact that the criminal network’s “clients“ (exploiters) came from a high social-economic class (OIT/IPEC, 2004, p. 41).

The fact that the public had picked up the topic, reinforced by several studies on CSE in Panama conducted by NGOs and the International Labor Organization, made it impossible for the government to further deny the issue.
7.4.1 Legal framework

UNICEF Panama lobbied the legislative bodies of their country to promote the ratification of international legal instruments against CSE and to promote a legal reform. In 2003, a law against the sexual and commercial exploitation of children and adolescents has been implemented, following the example of its - in this aspect advanced - neighboring country Costa Rica. With the implementation of this law, paying children and adolescents under the age of 18 for sexual relations became a prosecuted and penalized crime (Giannareas, J., Personal interview, May 24, 2007).

Four international protocols and conventions for the rights of children to be protected against CSE were signed between 1990 and the year 2000. In March of 2004 the Panamanian penal legislation underwent a “very advanced reform” (Giannareas, J., Personal interview, May 24, 2007), which increased the amount of conducts which are criminalized as well as the years of penalization. 
7.4.2 Attention to victims

A hotline for children was created in 2005 by the Ministry of Social Development for children and adolescents to receive support and advice in cases of abuse. The help line’s function is not exclusively to receive denunciations and reports on cases of CSE, but was created for children who suffer from any imminent or permanent threat. The hotline has proven to be very successful, receiving ten times as many calls as e.g. a comparable hotline in the neighboring country Colombia (Giannareas, J., Personal interview, May 24, 2007). 

However, at present no specific governmental institution exists to take care of the victims of CSE. They enter into the general system of attention to victims of violence, and so far no policy exists on the provision of alternative care for child victims of sexual exploitation. Under the current conditions it is doubtful whether victims of CSE receive adequate treatment (Giannareas, J., Personal interview, May 24, 2007).
7.4.3 Monitoring of children’s rights’ violations
Violations of children’s rights to protection are not monitored and reported by a specialized, active government mechanism. The weakness of Panama’s institutional framework and capacities in the area of child protection, specifically the protection of victims of CSE, becomes evident by reoccurring poorly handled cases of violence, abuse and exploitation (UNICEF Panama, 2006, p.6).

7.4.4 Government follow-up on exploiters

The legal framework protects children and adolescents from all kinds of CSE. However, the country’s attention to the victims as well as follow-up on cases of CSE remains deficient. 

The implementation of a hotline for denunciations has not been followed by an increase of capacities to attend victims; a protocol for immediate and effective attention to victims, as well as an information system to follow up on the violators is missing. Taking the lacking institutional capacity into account, it is no surprise that after the implementation of the law against CSE it took two years for the first case to be prosecuted (Giannareas, J., personal interview, May 24, 2007). As if to further proof the government’s lacking capacity to prosecute sexual exploiters, the case of this first person to be convicted for the trafficking for sexual purposes is currently in appeal and might be dropped.

7.4.5 Judicial system and police 

Police still have a “very traditional” mindset (Giannareas, J., personal interview, May 24, 2007) when it comes to cases of CSE and tend to re-victimize abused minors by intense, insensitive questioning. Child-friendliness and gender-appropriateness in the county’s investigation and court procedures need improvement, and clear regulations for helping the victims while respecting their rights are yet to be established (UNICEF Panama, 2006, p.6). 

7.4.6  Tourism and travel industry
Most businesses in the tourism and travel sector have realized the need for action against CSE to maintain a positive image of the country. At the same time, they have a great interest to prevent the topic from appearing in the public agenda and obtaining international media coverage. The situation can be described as a conflict of interests: the tourism sector wants the phenomenon of CSE to be solved and eradicated, but they wish this eradication of CSE to take place without reaching the national, or even worse, the international public agenda. Their principal goal is to prevent Panama from developing the image of a country in which CSE frequently occurs and which welcomes so-called sex tourists. The increase of such tourism would have a negative effect on the tourism sector since different types of tourists, such as families, are likely to abandon the location upon witnessing child sex tourism (Guillen, M.T., Personal interview, 2007, June 12).

Most likely, as experience has shown during the intent to develop a regional campaign against CSE, the tourism and travel sector will act politically correct and officially support the fight against CSE, while rejecting any initiative or campaign which they consider to be a potential threat to the country’s or the tourism sector’s image (Giannareas, J., Personal interview, May 24, 2007).
7.5 Prior campaigns against CSE
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1. “Real men” campaign
A campaign against CSE was developed in a couple of years ago by the Ministry of Tourism (IPAT), displaying the well-known Panamanian folklore singer and current Minister of Tourism, Ruben Blades.

Strategy 

To prevent adult men from having sexual relations with adolescent girls by emphasizing values such as manliness and pride. Ruben Blades is used as an opinion leader to receive the audiences’ attention and increase the likeliness that the message reaches the target group.

Target groups
National male adults, Spanish-speaking male foreigners who live in Panama or came to the country as tourists, potential and actual male exploiters of children and adolescents.
Message 

The audience was confronted with posters and a radio spot, disseminating the following message:
“If you are a real man, find yourself a real woman! “
Problems encountered

The campaign was criticized for is strong macho, sexist approach and lacking sensitivity to the issue of CSE (Giannareas, J., Personal interview, May 24, 2007). In fact, the IPAT seems to have realized that their initial approach to the prevention of CSE was inappropriate and therefore prefer not to give further details about the campaign; it turned out impossible to obtain an appointment with IPAT’s communication officer to receive detailed information on the objectives and outcomes of the campaign.
Communication theory used:
The Two-Step Flow Model (Katz & Lazarsfeld 1955) describes communication as a process in which the message reaches the public in two steps: 

- In the first step, the sender of the message, which could be the mass media or in this case a pressure group, directs its message at a well-known individual who enjoys high credibility by the public and influences their opinion. 

- In the second step the so-called opinion leader passes on the messages to a wider range of audiences or the general public, the so-called followers, who are more receptive to the opinion leader than to the original sender of the message.
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The Two-Step-Flow Model applied to the IPAT campaign:
1. Step - The International Labor Organization, UNICEF and other NGOs such as Casa Alianza conduct studies to assess the scale of the problem of CSE in the country. They lobby the government to include the topic of CSE in the government’s agenda. Ruben Blades, the Minister of Tourism is sensitized on the issue and convinced to participate in a communication campaign directed at the Panamanian public.

2. Step - Ruben Blades acts as an opinion leader to influence the male Panamanian public by overcoming their selective attention (Herle, M. & Rustema, C., p.75). The voice of Ruben Blades is well-known due to his career as a folklore singer. Folklore music is, if not directly appealing, at least familiar to a wide range of audiences in Panama. Therefore, choosing Ruben Blades as the carrier of the message increases the likeliness that the message reaches men from all social classes and geographical regions of the country.
2. International Labor Organization Campaign
In December 2006, the campaign by the ILO “He never stole, he never killed”, described in detail in the Costa Rica section, was also launched in Panama. All national newspapers cooperated by printing the message against CSE, and several TV channels broadcasted the TV spot. Since the media show the message on a voluntary basis and in whichever frequency they desire, the duration of the campaign is hard to estimate. Some newspapers, such as “La Prensa“ keep printing the message every once in a while up to the present time (Hidalgo, A., Personal Interview, 2007, June 13). No evaluation has been done on the effectiveness of the campaign in Panama.
7.6 Conclusion of chapter 7

In Panama, UNICEF is not yet involved in campaigning against CSE, which is why this report aims to provide recommendations for successful future campaigning. For this purpose, the seventh chapter analyzed in depth the situation of CSE in Panama, including its causes and consequences, the current situation as well as the future outlook.

It is establishes that Panama is at risk of increasing CSE, especially in the area of travel and tourism. Society is still rather permissive than protective when it comes to paid sex with minors, and the tourism sector is rapidly growing. Together this creates a vulnerable situation for Panama’s poor children and adolescents.

When it comes to campaigning against CSE, this chapter leads to the following conclusions:
· The use of a well-known celebrity as an opinion leader (such as Ruben Blades) against CSE is a promising concept to reach national audiences on a great scale.
· It is absolutely necessary that the campaign’s tone of voice does NOT support the patriarchal culture of society, since this is one of the main reasons for the occurrence of the campaign. Men should be prevented from exploiting children by being convinced that it is wrong, illegal and immoral to pay minors for sex. Under no circumstances should messages refer to manliness, pride and “machismo”, all of which further objectify females. 
A messages as the one from Ruben Blades may be successful in receiving the national male’s attention, and maybe even has the laughs on its side, but it is not aiming at a long term change of societal attitudes. It could therefore never be successful in preventing CSE in the long run.

· The experience of the ILO campaign in Costa Rica has shown that the Panamanian national media have a high willingness to cooperate in the fight against CSE. This is a very positive factor that needs to be remembered and taken into account for campaigning in Panama.
8 FINAL RECOMMENDATIONS

The previous chapters analyzed the campaigns against CSE implemented in the Dominican Republic and Costa Rica. Based on the successes and failures of those campaigns, the last chapter will first draw up a list of good practices vs. practices to avoid in campaigning against CSE, applying to Panama as well as to Central American countries in general. Secondly, additional specific recommendations will be given for campaigning against CSE in Panama, adjusted to the current legal and political situation, and taking into consideration the country’s characteristics.

8.1 Good practices in campaigning against CSE
1. Terminology

The International Labor Organization’s studies of masculinity, society and CSE revealed that certain terms are too abstract to get the real meaning of the word across to the general public. Clear, explicit language has been found to be much more effective in conveying messages (Hidalgo, F., 2007, June 13, Personal Interview). Consequently, abstract terminology should be avoided in campaigns and be replaced by simple, explicit terms.

Other terms have been found to be highly misleading, shifting guilt to the victims or legitimizing acts of CSE. Therefore, journalists urgently need to receive information and capacitating on the correct terminology of CSE in order to give ethical media coverage to the phenomenon. The table below lists terms to avoid, explains why the terms should be avoided, and suggests more appropriate alternatives to be used in campaigning and media coverage on CSE.
Table of terms
	Context
	Terms to avoid
	Why?
	Suggestions for more appropriate terms

	Campaigns

messages used in communi-

cation materials

addressing target groups
	Commercial Sexual Exploitation
	Too abstract, not clear, ‘exploitation’ e.g. associated with slavery
	Paying persons under the age of 18 for sexual relations

	
	Minor


	Not explicit enough, some people do not know the minimum legal age for sexual relations
	Persons under 18 years of age

	
	Children


	Especially by men associated with very young children, not associated with e.g. 15-year-olds
	Children and adolescents under the age of 18

	
	“…is not tolerated in this country”
	Does not convey the seriousness of the crime
	“…is a severe punished crime in this country”, 

“…is illegal in this country”

	
	“...will have serious consequences”
	Is not inhibiting enough as it does not clearly tell the exploiter what the consequence will be
	“…will be punished with up to 16 years of prison”

	Media coverage Official terminology for reports on CSE in newspapers, radio, TV
	Child prostitution


	Indicates that it is a legitimate act of receiving a service for payment; term leaves out the exploiter
	Commercial Sexual Exploitation

	
	Minor prostitute


	Indicates that minors voluntarily engage in sexual relations for economic benefits, blames the victims
	Victim (makes clear that minor is innocent and being abused)

	
	Client


	Legitimizes crime, indicating that the ‘client’ paid for a service
	Exploiter (leaves no doubt about guilt)

	
	“selling their bodies”
	Indicates willingness on behalf of the victim, blames children for  occurrence of CSE
	Being sexually exploited



	
	Sex tourism/

Child sex tourism
	Gives a negative image to the tourism sector, the act of abusing a minor has nothing to do with tourism
	Sexual abuse committed by foreigners,

Criminals who commit the crimes while abroad


The tourism industry, represented by the chamber of tourism and the ministry of tourism has repeatedly announced that they do not approve the terms “sex tourism” or “child sex tourism” (Blades, R., 2007).  According to the tourism sector, a so-called sex tourist is not a tourist but a criminal who commits the crime while he is in a different country. “Sex tourism” is a misleading description which gives a negative image to tourism and should 

be avoided in communication campaigns in order to maintain good relations with the tourism sector
. 

2. Images

In campaigns against CSE, certain images are more effective than others, depending on their similarity to the phenomenon in real life. 

Images of victims

Research undertaken by the ILO in Central America and the Dominican Republic has revealed demographic data on the victims of CSE in Central America (UNICEF, Meeting of legislators, 2005, p.18). According to the study, the greatest percentage of victims is between 13 and 17 years of age. About 85% of the victims which were being interviewed during the research were between 15 and 17 years old; however, “when asked about their age when they were first paid for having sex, 27% were not yet 13 years old and 79% were 15 or younger” (UNICEF, 2005, p.18). Based on the results of the study, recommendations can be given on the presentation of minors in campaigns:

· Age: Images used in campaigning should display children and adolescents between the ages of 12 and 17 years, in order to represent the reality of CSE. If much younger children are used on posters to campaign against CSE, the majority of exploiters will not identify their actions with the crime displayed on the poster.

· Ethnic & socioeconomic profile: Minors presented on posters should further resemble the ethnical and socioeconomic profile of typical victims of CSE in the country. Accordingly, in Central America, slightly dark-skinned, dark-haired adolescents in relatively simple clothes should be presented rather than a blond, light-skinned teenager in a fancy outfit.

· Gender: The fact that the great majority of CSE victims are girls (estimated more than 90%) should be reflected in the campaign’s images (ECPAT, 2002, p. 32). If several images are being produced or several minors are shown in one image, the proportion of girls should be higher than the proportion of boys. If one single image will be used throughout the campaign, a girl should be chosen to represent the victims of CSE.

 3. Messages
The ILO studied men’s knowledge, opinion and feelings about paying minors for sexual services. The vast majority of exploiters are males, thus, the formulation of messages to the target groups should be based on the results of the ILO study:

- Aimed at exploiters:

· Strong, negative, repressive messages to inhibit the exploiter

· Clearly explain which behavior the campaign aims to prevent: “Paying persons under 18 for sexual relations”

· Clearly mention the illegality of the described behavior: “Is a serious crime”

· Leave no doubt about the consequences: “Punished with XX years of prison”

- Aimed at the general public

· Clearly establish the guilt on behalf of the exploiter, focus the attention on the exploiter rather than the victim

· Make a clear statement what is being expected from the general public: “Denounce by calling this number: XXXXXX”

The main message needs to be clearly readable (not hidden in a small bottom line or fine print) to avoid ambiguity and misunderstandings, even if the posters/signs etc. are read from a distance.

4. Objectives 
The goals and objectives of the communication campaign need to be clearly established, following the SMART concept (specific, measurable, actionable, realistic, and time-specific). 

In order to be able to formulate smart objectives, it is necessary to conduct a baseline study of the current scope and characteristics of the problem in Panama. The results of baseline studies are used as reference points to measure whether the objectives of the campaigns are being achieved. 

5. Pre-testing is recommendable for all communication materials to evaluate the target groups’ reactions to the images and messages in order to avoid undesired associations and interpretations. Test persons from different genders, ages, and social classes who have no prior knowledge on the issue of CSE should be confronted with the posters, brochures, sign etc. It is important to display the materials in the same way they would address the target group during the actual campaign. A poster which made sense to its designer (who saw it close-up on the computer screen), might not be understood in the same way by somebody who sees it from a distance on a billboard while driving by in a car. Many factors have to be taken into account to avoid misconceptions, including culture and language of the target groups.  Communication materials which are being produced in several languages need to be checked for orthography and comprehensiveness by native speakers.

6. Monitoring and Evaluation
Monitoring and evaluations are done to assess the success of a campaign. A campaign is considered to be successful if it met its prior defined objectives. While an evaluation is a one-time action which usually takes place after the implementation of a campaign, monitoring is the tracking of change during the campaigning process. Two types of monitoring/evaluations exist:
1. Situation monitoring/evaluation = measuring changes in the lives of victims or the vulnerable group, taking into account social indicators.


In the case of CSE, such social indicators are e.g.:

· The number of girls and boys who are victims of CSE

· The number of CSE victims receiving attention by state systems

· The number of exploiters that are being denounced and prosecuted

2. Performance monitoring/evaluation = campaigners are measuring their own performance during the implementation of the campaign. In campaigning against CSE examples of indicators are:

· The amount of hotels and tourism companies participating in the Code of Conduct

· The amount of posters, signs and flyers displayed in the country

· The amount of  free air time given to the campaign’s TV and radio spots by the media

· The amount of media coverage achieved on CSE

The main problem common to all campaigns in the Dominican Republic, Costa Rica and Panama is the lack of monitoring and evaluation. It is crucial for the success of further campaigns to analyze the campaign’s effectiveness in achieving the objectives. On the basis evaluations adjustments and changes can be made in the following campaigns to increase the effectiveness. 

The few evaluations and monitoring efforts which were done on the campaigns collectively fall within the category of “performance monitoring”: while the organizations proudly announced that their campaigns had been published in all national newspapers and radio stations, or that 100% of all tourism associations had subscribed to the Code of Conduct, they were not able to tell whether less children are being sexually abused as a result of their campaign. 

Performance monitoring is a necessary but not a sufficient tool to guarantee the fulfillment of the campaign’s objectives. It is indispensable to apply situation monitoring & evaluation to measure the actual social results of campaigns.
Problems in monitoring and evaluation:
An organization such as UNICEF is not the only actor working on CSE, and one has to be careful to attribute the success in a given issue solely to one’s own activities.  Social changes are always the result of a combination of factors, some of which are beyond the control of an organization (e.g. economic crisis of a country which can act as a push factor for minors to enter into the business of prostitution). The work performed by governments or other NGOs are further factors leading to a given social outcome. Therefore, the causal relationship between results and the own set of activities needs to be carefully analyzed before drawing conclusion on the campaign’s effectiveness. 

Many effects will only become visible in the long term and can therefore not be grasped by an evaluation which is undertaken immediately after the end of a campaign. It is recommendable to implement short-term, medium-term and long-term evaluations of campaigning efforts.
8.2 Final recommendations for Panama
Many Latin American countries are now actively campaigning against the occurrence of CSE in their countries. Even though the scope of CSE in Panama is still unknown, it is necessary that Panama takes preventative measures against the problems which the advent of mass tourism brings. If Panama fails to campaign against CSE, it runs the risk of sticking out negatively next to its actively campaigning neighboring country Costa Rica and other Latin American countries. As a result, child sex tourists might actually “migrate” to Panama, the country which would be perceived to be less strict in controlling sexual relations with minors.

As the prior analysis has shown, the fight against CSE in Panama remains unsatisfactory and several areas of child protection are deficient. Communication should target those deficiencies to remove remaining barriers to the protection of children and adolescents from CSE.

8.2.1 Deficiencies to address in the short and medium term:
Follow-up on exploiters

It is necessary to increase advocacy directed at policy makers for the increase of capacities to follow-up on denunciations who are received by the hotline. It is crucial to find and prosecute exploiters, facilitators of CSE and the criminal networks recruiting and offering children for sex. Cases of exploiters or facilitators who are being prosecuted are effective against CSE in multiple ways:

- Once sentenced to prison, the exploiter will not be able to repeat the crime.

- It is the best living proof that CSE is not tolerated in Panama, which will deter potential exploiters from committing CSE.

- Media will report on the cases and remind the national public that CSE is illegal.

- If cases make it into international media, sex tourists world-wide will be alerted that Panama is not a destination for living sexual fantasies with minors.

Improving attention to victims 
The Panamanian Ministry of Social Development needs to be lobbied for the creation of an effective system of specific, adequate attention to victims of CSE, including medical and psychological assistance, as well as social re-integration measures.

Increase capacity of state authorities to deal with victims

Advocacy needs to be directed at policy makers for the establishment of clear rules and procedures for the treatment of minors in cases of CSE.
Organize capacity building for police, migration officers, and legal system’s personnel to sensitize them on the specific needs of children, and the correct treatment to avoid re-victimization. 

Change the general public’s perception of CSE

There is a strong need to raise awareness and increase knowledge on the issue of CSE by means of a communication campaign directed at the general public. This campaign should further call for denunciations.

To clear up the general misconception that minors and their families are to blame for the occurrence of CSE, to make families aware of the dangers of CSE for their children, and to increase the amount of denunciations, further measures can be taken:
- Organize capacity building sessions in communities, involving community leaders. 

- Involve churches and religious communities, e.g. including the topic of CSE in the Sunday speech, calling for denunciation and an end to tolerance.

Prevent victims from falling into the hands of criminal networks
It is vital to convince policy makers to include the topic of CSE in the schools’ curricula, providing education on the dangers and consequences of CSE. 

Organize meetings with youth clubs, sports clubs, community centers, schools etc. to inform adolescents of the dangers of CSE. Speeches and workshops should embrace the following issues:

- Their human rights to protection

- The illegal nature of adults involving in sexual relations with minors

- The physical, psychological and social consequences of CSE

- Criminal networks which recruit youngsters with false promises

- Materialism and commercialization of society; teach teenagers to distinguish between real needs and false needs created by intense advertising etc. 

- Ways to receive help in cases of CSE, attention centers, hotline for denunciation

The capacity building should be accompanied and reinforced by a preventative communication campaign, aiming at preventing potential victims from falling into the hands of criminal networks. The campaign needs to be appealing, child-friendly and simple to understand, using e.g. comics to convey the messages to the young target group. 
Prevent exploiters from abusing minors in Panama 
A strong repressive campaign should make clear to exploiters that their behavior will be punished in Panama and deter them from committing CSE.
8.2.2 Deficiencies to address in the long term:
Change society’s perception of sex and of discriminating gender roles
In the long run, patriarchal values and discriminating gender roles in the Panamanian society, which are enabling factors for CSE, should be eradicated. 

It is recommendable to advocate for the inclusion of adequate sexual education in schools’ curricula to create a healthy, responsible, respectful sexuality, and to avoid the image of sex as a commercial act and of bodies as merchandise. 

Advocacy and communication campaigns should also be directed at journalists/media, against the objectification of females and the presentation of sex as commerce in the media.

The above mentioned actions are mainly directed at nationals and approach the “supply” side of the issue.

In order to most effectively reach the “demand” side with anti-CSE messages, such as national and international tourists, it is indispensable to cooperate with the tourism sector. The tourism and travel sector is known to reject strong negative messages, and if in Panama the they cannot be convinced to participate in strong repressive campaigning, it might be most feasible to develop a multiple approach in campaigning against CSE, such as it is being employed in Costa Rica:

· Tourism sector: soft positive campaigns, focus on informing tourists nationally and internationally that Panama does not tolerate CSE, creating image of Panama as sustainable tourism destination, differentiated marketing of the country

· NGOs, UNICEF, ILO & government: strong repressive, negative campaigns, focus on prevention by inhibition
8.2.3 Suggestions for Panama

1. Strong intersectoral network

The network against CSE between the different sectors of Panamanian society should be strengthened, working together in a more structured manner and in regular intervals to develop a result-oriented approach to combating CSE.

The main partners in the fight against CSE in Panama should be: 

· UNICEF

· NGOs such as Casa Alianza, Plan International, Alas etc.

· International Labor Organization

· Government:

· Ministry of tourism

· Ministry of social development/child protection

· Ministry of education

· Tourism sector:

· Tourism operators’ association/Chamber of tourism

· Hotels’ association

· Tourism schools 
· Hotel schools 
· Travel sector:

· Association of travel industry

· Taxi associations 

· Media:

· Journalists’ association (CNP) 

· Journalism schools

2. Media

One of Panama’s strong points are the media, which have proven to be active allies in the fight against CSE during the last campaign against CSE. All national newspapers and several national radio stations cooperated by printing/airing the messages for a relatively long time (Hidalgo, F., 2007, Personal Interview). This good relationship with the national media is an important opportunity for UNICEF and partners which needs to be made use of. To broaden the partnership with the media and to maximize the use of media in the fight against CSE, a communication campaign and capacity building should be directed at the journalistic sector. 

3. Code of Conduct
The COC in Costa Rica has been successful in involving as many tourism companies, hotels, travel agencies, car rentals, taxi associations as possible. It is a recommendable initiative which unites the private sector with NGOs and the government. A COC should be implemented in Panama. 

Communication materials used to address the target groups, however, should be standardized, meaning that all companies display the same, creating coherency in addressing tourists. This prevents counterproductive messages, and the coherent use of the same image is likely to be recognized and remembered by tourists.

The correct implementation of the COC’s different requirements should be monitored to maximize the efficiency of the initiative. High turn-over of staff in the tourism industry has to be met with capacity building in regular intervals.

4. Universities - social internships

One possible approach to capacitate the media and the tourism sector is to include CSE in the curricula of tourism related schools, hotel management schools and journalism schools, etc. Advocacy should be directed at Universities’ deans to achieve the incorporation of social internships as a compulsory part of university degrees. In order to obtain the final degree, students are not only capacitated on CSE themselves, but additionally have to hold capacity building sessions on CSE to fellow students, taxi drivers, hotel employees, or within general society.

5. Celebrities
In a communication campaign for the national general public, the use of a national celebrity will help to get the audience’s attention. It should be a person which is well-known by all social classes and different age groups, such as a singer, an actor, or a talk-show moderator. UNICEF could try to convince a UNICEF goodwill ambassador to draw attention to CSE by appearing in the campaign. Even Ruben Blades, who appeared in the prior controversial Panamanian campaign, could serve as an opinion leader again to campaign against the toleration of CSE. 

6. Go international

In an age where information is globally accessible, communication campaigns are no longer limited by national borders. By cooperating with the international travel & tourism industry, potential tourists can and should be reached long before their arrival to Panama. The communication materials should be developed in different languages, based on the origin of the majority of child sex tourists (which is established in a baseline study), and be distributed and displayed in

· International tourism fairs: representing Panama as a sustainable tourism destination which does not tolerate CSE

· Internationally operating airlines and bus companies: the same messages which address tourists in Panama should address tourists while there are still in their home country or on their way to Panama (info and warning on website, folders and posters in airport counters and planes, TV spot shown during the flight)
· Panamanian tourism-related websites: As part of the COC, all tourism-related companies are required to clearly visible post a message against CSE on their websites.

· Travel agencies in the tourists’ countries of origin: announcements against CSE in travel brochures offering trips to Panama, as well as the travel agencies’ website (in the Panama section)

· Travel magazines and newspapers’ travel sections: the actors against CSE in Panama (UNICEF, NGOs, tourism chambers, etc.) should aim to establish relations with the national media in the countries of the tourists’ origin, to include announcements against CSE in tourism & travel-related media coverage on Panama.

7. Approach exploiters in their channels

To prevent international child sex tourism from invading Panama, the possibility exists to reach potential child sex tourists by using their own communication channels:

· Marketing research on exploiters: Baseline studies on CSE in Panama should investigate in which settings men are most frequently confronted with offers to have sexual relations with minors. Further, they should collect information on other locations which are frequently visited by potential exploiters to fulfill their sexual needs. Such locations could be X-rated DVD-rentals, bars, massage studios, dance clubs, strip clubs, brothels etc. If owners of those locations can be convinced to cooperate by displaying messages against the commercial sexual abuse of minors, potential exploiters will be hit with the message right at the perceived “point of sale“. A second benefit of this strategy is that owners refusing to cooperate in the fight against CSE will cause suspicion and consequently, can be closely observed by investigators of CSE. 

· Active blogging on websites such as the “World Sex Guide”: people looking for advice on where to go for all sorts of sexual adventures refer to such websites. Reading a comment from a supposed fellow that Panama is not recommendable for sex with minors should prevent them from coming to the country. This contributes to prevent Panama from obtaining the image of a Mecca for child sex tourism. 

The success of intensive campaigning against CSE in Costa Rica, for example, was reflected in comments on the World Sex Guide: several ”sex travelers” warned against engaging in sex with minors in Costa Rica due to its strict prosecution (John Hopkins University, 2007, p. 79). 

8.3 Conclusion of chapter 8

The purpose of chapters 2 to 7 was to generate information on: CSE in Latin America, communication theories which can be applied for the prevention of CSE, and the different campaigns which have been developed and implemented successfully (or without success) in Costa Rica, the Dominican Republic, and Panama.

Based on the information obtained in the previous chapters, the last chapter drew conclusions and provided recommendations on strategic campaigning against CSE in Latin America in general, and more specifically in Panama. 

The recommendations applying to Latin America and Panama include:

· Correct terminology for the use in media reporting on CSE as well as in campaigns of fundamental to avoid misperceptions of the phenomenon. It is crucial that all target groups clearly understand that the children are being victimized and that the exploiters and facilitators are to blame for the occurrence of CSE. 

· Images: in campaigning, when children or adolescents are displayed on posters, it is important to take into account the age, ethnic and socioeconomic profile as well as the gender of the average victim of CSE. Otherwise, the exploiters will not identify with the crimes which are displayed on the posters and the success of the campaign will be limited.

· The messages of the campaigns should be based on prior baseline studies, such as the ILO studies on masculinity, society and CSE. According to these studies, messages need to be clear, explicit, strong and repressive.

· Pre-testing is fundamental in order to guarantee that the campaign’s messages and images have the desired effect on the target groups.

· Baseline studies are recommendable in order to be able to measure to which extent the campaigns have been successful.

· In the same way, it is recommended to establish clear objectives which will allow for a strategic approach as well as for a comprehensive evaluation after the implementation of the campaign.

· Monitoring and evaluations are vital to measure the success of a campaign. When successes and failures of a campaign are identified, further campaigns can be adjusted and re-designed to avoid prior mistakes and to achieve greater success in preventing CSE.

In Panama, certain areas are already quite advanced, such as the legal situation, whereas other areas in the fight against CSE are still deficient or lacking, specifically communication campaigns against CSE.

· In the short term, it is necessary that UNICEF and other organizations such as NGOs, ILO etc. advocate for the increasing efficiency in the follow-up and prosecution of exploiters. 

· UNICEF should further advocate for the improvement of the attention to CSE victims, as well as for an increased governmental/institutional capacity to adequately deal with victims.

· Communication campaigns should be developed to change society’s perception of CSE. It needs to be made clear to all parts of society that children and adolescents are the victims of a serious crime, and that exploiters and facilitators are the ones to blame for the occurrence of CSE. Communication campaigns should further aim at stopping tolerance towards paid sex with minors.

· By means of capacity building and communication campaigns potential victims should be reached. The adolescents and children need to be equipped with sufficient knowledge about CSE and their rights, so that they do not fall within the hands criminal CSE networks.

· By means of a strong, preventative, inhibiting communication campaign, exploiters should to be prevented from sexually exploiting children. 

· In the long term, it is important that the Panamanian society’s perception of sex is changed by means of adequate sexual education and a change of the way sex is presented in the media.

The last chapter suggests on how the above mentioned changes in behavior and attitudes should be achieved. First of all it is crucial to build a strong network of actors from different sectors, including NGOs, the government, the private sector and the media. The media have proven to be an active ally in the fight against CSE, which is why it is recommendable to maintain and strengthen this relationship.

A Code of Conduct should be introduced in a common effort of UNICEF, NGOs and the tourism sector. Tourism and travel companies will be sensitized to the issue of CSE and will actively participate in the fight against child sex tourism. People who are working in the tourism and travel sector should be capacitated on the issue of CSE as soon as possible. Therefore, it is recommended to involve the universities by including the subject of CSE in the curricula of relevant study programs. Additionally, social internships deepen the involvement of students with the issue of CSE.

When it comes to the communication campaigns directed at the general public, the recommendations include the use of a celebrity as an opinion leader in order to reach a wide audience. 

In order to prevent CSE not only from within Panama, but starting in the countries of origin of the exploiters, international tourism companies as well as international travel magazines should be convinced to participate in the fight against CSE.

Last but not least, it is a promising opportunity to approach potential exploiters in their own communication channels, such as websites giving tips on sexual offers worldwide. By these means, they are informed that Panama is not a tourism destination which tolerates sex with minors, which will deter them from coming to the country.
Last words…
While this report’s main focus is the tourism and travel sector, during the research process it became clear that the occurrence of CSE in tourism cannot be treated independently but has to be analyzed in its broader context. Therefore, this report gives recommendations on addressing international as well as national audiences.  

Communication can be a powerful tool if it is strategically planned, implemented and evaluated. In the fight against CSE in Central America, communication has been employed to address the issue from many different angles. It is equally important to focus on the demand as well as the supply side of CSE: failing to do so is likely to result in the continued occurrence of CSE.

Although communication alone may not be able to move mountains, in combination with other short- and long-term actions it is certainly influential and will hopefully put an end to the commercial sexual exploitation of children and adolescents in Central America.












� Plans exist to hand over the management of the COC project to the Costa Rican Institute of Tourism by the end of 2007 (Guillen, M. 2007, June 12, Personal Interview)


� The term sex tourism, child sex tourism and sex tourist are only being used in this report for the purpose of practicality and for a variation in language; the author is aware of the controversy of these terms and does not recommend their use for public communication materials. 
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