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Free TV reviews its Code of Practice
Free TV Australia (the commercial TV in-
dustry association) reviews its self-regula-
tory Codes of Practice every 3 years or so.
This time around it's been 6 years since
we’ve been invited to put pen to paper and
tell the industry how we think they’ve been
performing.

Submissions on the draft revised Code will
be received by Free TV until September 25.
They tell us that they hope to complete the
public consultation phase, get ACMA’s ap-
proval and have the new Codes out there
by the end of this year. So get cracking!

There are some issues that cause ACCM
concern. These include

a) freeing up the promotion of MA 15+
program and movies. It'’s intended that
these will now be subject only to the same
restrictions as M promos - and they have
been a very long standing issue for many
parents who object to being ambushed
by such promos in programs of lower
classification. [and beware don’t take the
explanatory notes around this issue at face
value]

b) the complexity of the clauses governing
when M promotions can be screened and
what images they may contain

c) allowing each day time zone on the
new multi-channels to be PG ( no G time
zones)

d) no changes to accommodate commu-
nity concerns about raunchy erotic music
video clips in G and PG time

e) the complexity of the advertising codes
at times when children are watching

f) the definition of the age of a child varies
throughout the document.

The Code review documents and Explana-
tory notes can be found at Free TV web
site

http://www.freetv.com.au/Content_Com-
mon/pg-2009-Code-Review.seo

Note: some of the explanatory notes are
misleading.
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Land of the Lost classified ‘M’ in NZ

A classification of ‘M Contains offensive
language and sexual references’ was issued
in July by New Zealand’s Chief Censor Bill
Hastings for the feature film Land of the
Lost.

“Following several complaints from mem-
bers of the public about its original PG
rating, I decided to call Land of the Lost
in for classification by my office” said Mr
Hastings.

The film had been given a PG rating in
Australia and New Zealand automatically
adopts G, PG and M ratings from Australia
and issues a matching New Zealand la-
bel. “This system is not perfect,” said Mr
Hastings, “but there is an inbuilt safety
valve — if members of the public are con-
cerned about a film’s rating they can ask
me to review it.”

“School holidays are coming up and it is
important that parents have accurate infor-
mation about the films they let their chil-
dren go to” said Mr Hastings. “An‘M’rating
means Land of the Lost contains some ma-
terial more suitable for mature audiences.”

The Australian Classification Board
received 19 complaints about its rating of

the film in the two weeks after its release.

For more information and the NZ Board
decision go to
http://www.censorship.govt.nz/news-ar-
chive-current-LandoftheLost.html

National Preventative Health Strategy

released

Health Minister Nicola Roxon released the
Strategy, the result of months of research
and work by the National Preventative
Health Task Force headed by Prof Rob
Moodie

The Strategy provides a blueprint for
tackling the burden of chronic disease
currently caused by obesity, tobacco, and
excessive consumption of alcohol.

Among other moves the report calls for
higher taxes on alcohol an cigarettes and
the phasing out over four years of the
advertising of energy-dense, nutrient-
poor food and drink before 9pm on free-
to-air and pay TV, and the phasing out of
toys, celebrities and cartoon characters to
promote food and drink.

http://www.preventativehealth.org.au/
internet/preventativehealth/publishing.
nsf/Content/national-preventative-health-
strategy-1lp

FESTIVALOF
DANGEROUS IDEAS

OCTOBER 3-4

CHILDREN'S BRAINS?

Featuring
Baroness Susan Greenfield

Sydney Opera House
1pm, 4 October 2009

DOESONLINE
NETWORKING HARM

More details & bookings:

http:/lwww.sydneyoperahouse.com/
whatson/onlinenetworking.aspx
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ACMA releases the new CTS:
> the good, the bad and the not
i so sure.
. i ) ]
. Our views about the long awaited
Barbara Biggins

OAM outcome of the review of the
Hon CEO Children’s Television Standards by
the Australian Communications

and Media Authority (ACMA) are very mixed.

ACMA made some welcome decisions (see
below). However, we were disturbed by
ACMA’s position that it would not implement
further general restrictions on food and beverage
advertising. ACMA said “ it is not a health
body and must rely on evidence from the health
research sector”.

Firstly, this flies in the face of the evidence
presented to it by organisations such as the
Coalition on Advertising to Children, which
comprises some very prestigious health,
including health research bodies. Further, in the
same month, the National Preventative Health
Taskforce recommended that food advertising to
children be phased out.

Secondly, ACMA is charged with the
responsibility to see that children are protected
from harm. This means that it is obliged to
make judgements across a range of child health,
welfare and development areas. If it does not
have the expertise in-house, it needs to import
it- carefully. We think that ACMA was badly
advised in relation to the evidence on food ads. It
could certainly do with more child development
expertise in place on staff, to ensure that ill-
informed judgements about what may or may
not have an adverse impact on the child audience,
are less frequent.

EDITORIAL

Our score card

On the plus side, ACMA has:

retained the quality quotas for C
(children’s) and P (preschool) programs,
and the criteria for assessing them
allowed the screening of C programs in
blocks of not less than 1 hr

retained P time bands for weekdays
tightened up the definition of “premium
offers”

restricted the wuse of characters and
personalities in ads directed to children in
C programs

On the negative side, ACMA has:

refused to accept the evidence that food
advertising influences children’s eating
preferences, to the extent that food ads
need to be restricted

refused to accept the argument that the
CTS provisions should apply not only in C
programs but also in C time bands

not accepted that many P programs
are advertising vehicles, even if ads
themselves are not permitted in P
programs

On the ‘not so sure’ side, ACMA has:

opened the way for future consideration
of assessment of C programs by other
than ACMA staff and consultants.

not ruled out the implementation of
tradeable obligations when a children’s
channel is established

N

Body image and eating disorders: Research and practice forums

Thursday 8 October 2009, 9.30am to 3pm &
Friday 9 October 2009, 9.15am to 3pm

Queen Victoria Lecture Theatre,
Women'’s and Children’s Hospital, North Adelaide, SA

Key note speaker on both days:
Professor Susan Paxton, La Trobe University

President, Academy for Eating Disorders and Member of the
Federal Government’s National Advisory Group on Body Image

More details, including program:

http://www.phcris.org.au/publications/ebulletin/documents/2009/BodylmageForum09.pdf
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Cut junk food ads
‘to save millions’

Adam Cresswell
Health editor

RESTRICTING television ad-
vertisements for junk food aimed
at children would be one of the
most cost-effective public health
measures governments could
make, yielding huge savings
from preventing fat kids turning
into sickly adults.

In the first analysis of what
costs and savings would accrue
from restricting junk food TV
advertising to children, Aus-
tralian researchers found that a
ban would cost just $3.70 for
each extra year of disease-free
life gained, as children avoided
the chronic diseases of adult-
hood that are strongly linked to
excess weight.

Even that modest cost would
be vastly outweighed by the
savings, eventually expected to
reach $300 million every year as
pressure was taken off the health
system, experts from Mel-
bourne’s Deakin University
found.

The findings, published online
by the International Journal of
Obesity, are likely to irritate
Australia’s processed food in-
dustry and alarm broadcasters.

Food companies have been
fighting hard to avoid some of
the prescriptive regulations
imposed in other countries —
including advertising restrictions
and so-called ‘‘traffic light”
nutrition information panels.

From the start of this year, the
Australian Food and Grocery
Council launched a “‘responsible
children’s marketing initiative’”,
under which 16 food and drink
manufacturers have committed
not to advertise to children,
‘‘unless they promoted healthy
dietary choices and a healthy
lifestyle consistent with scientific
standards”’,

AFGC chief executive Kate

Carnell said she did not believe
there was “‘any definitive evi-
dence linking advertising with
obesity”’.

“But there’s a community
expectation that advertising
when children are likely to be
watching TV on their own
should be restricted to healthier
food, and that’s why the industry
has removed ads for high-fat,
sugar and salt products (during
children’s peak viewing times),”
Ms Carnell said.

In June, a federal parliamen-
tary committee inquiry into obe-
sity warned the industry to make
product ingredients healthier,
label them more clearly and
market them more responsibly
or face mandatory regulation.

Boyd Swinburn, senior author
of the new study and director of
the WHO Collaborating Centre
in Obesity Prevention based at
Deakin University, said the in-
dustry’s scheme had, ‘‘so many
loopholes ... clever marketers
would be able to drive a truck
through them”’.

Although a ban was also
opposed by those who feared a
collapse in revenue for broad-
casters, Professor Swinburn said
ad revenues increased in the UK
after British regulator Ofcom
began phasing in restrictions on
junk food advertising in 2007,
despite the global financial crisis.

“This is far and away the
most cost-effective intervention
(for tackling childhood obesity)
that we have modelled,”” Profes-
sor Swinburn said.

“We know from experience
that banning marketing does
have an important impact. This
is the first time it’s been quanti-
fied in Australia ... for policy-
makers to make decisions, they
need to have the data about the
likely effectiveness and cost.”

Editorial — Page 13
The Australian, 13 August 2009

Parents alien to
their kids’ lives

Stephen Lunn
Social affairs writer

OUR children’s entire life ex-
perience is being shrunk down to
the classroom, television and
computer games just at the time
they need more emotional ma-
turity to cope with the difficult
choices facing them.

And parents, while aware of
issues such as cyber-bullying, the
impact of violent images on
young boys’ behaviour and the
sexualisation of children at an
ever younger age, are hopelessly
ill-equipped to cope with the
technology so influencing their
children’s lives.

The blunt warning comes
from leading writer on children’s
issues Maggie Hamilton, who
will tonight address a Young
Media Australia seminar in Mel-
bourne exploring the sexualisa-
tion of childhood, and girls in
particular.

“Young kids have a rapidly
diminishing life  experience.
They watch junk on TV or
DVDs, they play computer
games rather than interact with
their community, with people of
different ages, or with nature.
Theirs is an increasingly manu-
factured fantasy world,”” Hamil-
ton told The Australian.

““As a result, cognitively they
are increasingly immature just
when we’re exposing them to
things way beyond their age.

““And as parents we’re fright-
eningly behind the eight ball
because we just don’t deal that
well  with the technology,
phones, computers and the
like,” the author of What’s
Happening to Our Girls says.

““This is critical, because as a

result kids at younger and
younger ages see their parents as
more and more irrelevant. Even
at primary school they get that
mum and dad are living in a
parallel universe. They see their
parents not being able to use a
mobile phone or a computer the
way they can,” she says.

Even parents who believe they
are ““with it”” don’t understand
the full extent of the battle for
their children’s minds, driven in
no small part by advertisers
looking for access to their par-
ents’ wallets.

““Parents say ‘I’ve got the
computer in a central place in
the home’, but their children still
access pornography or X-rated
text messages on phones, or
their friend’s phone or com-
puter. Why are we so hopeless?
Because the technological
changes have happened so
quickly, and because we’re all
too busy.””

In the wake of the Senate’s
inquiry into the sexualisation of
children in the media, the con-
ference will examine whether
any progress is being made.

Hamilton says parents should
be prepared to use current
events to engage their children
on tricky issues before they arise
in the child’s own life.

““Take the Kyle and Jackie O
situation. Don’t be preachy
about it, but ask them for an
answer about how they might
feel if they were a girl in that
situation. When we do this we
help them to develop the script
for what they’re going to say in
their own tricky situations.””

The Australian, 3 August 2009

Call for more ads and adult shows on digital TV

Amanda Meade

THE commercial networks are
lobbying to screen an extra 30
minutes of advertising a day on
their digital channels and want
rules that mean only child-
friendly material may be screened
during the day to be relaxed.

The broadcasters also want the
government to make a parental
lock-out mechanism mandatory
in all new digital television sets so
children will be safe in this less-
regulated environment, which will
‘enable stronger programs and
promotions to be shown during
children’s viewing times.

Free TV Australia is conducting
a tri-annual review of the Com-
mercial Television Industry Code
of Practice and has released the
proposals in a draft code that can

be commented upon by the publi¢
until September 25.

The bold pitch to the broadcast+
ing regulator for more freedom on
their multi-channels — which will
be standard in all households by
2013 — is designed to allow the
networks to behave more like
their competitors on pay-TV.

The surprise multi-channel
amendment to the code might put
the networks on a collision course
with the Australian Communica-
tions & Media Authority, which
has the power to veto the pro-
posed code.

The chairman of the authority,
Chris Chapman, has already pres-
sured the networks into tighten-
ing their corrections policy for
news and current affairs after
repeated breaches of the code by
Today Tonight and A Current

Affair. During his two years in the
chair, Mr Chapman has taken a
tougher attitude to the networks’
approach to current affairs and
issues of privacy and inappropri-
ate language. ““This is an impor-
tant opportunity for viewers to
comment on the rules that will
affect what they see on commer-
cial free-to-air television in the
coming years, including on the
new digital multi-channels,”” Mr
Chapman said.

On the main channels, Ten,
Seven and Nine, advertising is
currently restricted to 15 minutes
an hour, but Free TV wants to add
at least an extra minute each hour
as well as the right to discount
from the total any program pro-
motions that are shorter than 10
seconds. ‘“We have a very compli-
cated code and we do not want to

go through all the regulations for
these new channels, in what is
essentially a new service,”’ the
chief executive of Free TV Austra-
lia, Julie Flynn, told Media.

“When pay-TV started they
were given a whole lot of regula-
tory exemptions because they
were a new service, and that’s all
we’re saying.”’

Free TV represents Seven,
Nine, Ten, WIN, Prime and
Southern Cross, and has recently
added SBS 2, One HD from Ten
and Go! from Nine.

By 2013 when analogue televi-
sion will disappear, the multi-
channels will be the standard in
all homes.

The TV code of practice is
drafied by the industry and then
approved by ACMA, which deter-
mines if it complies with current

community standards, The code
gives viewers a guide to what is
suitable for adults’ and children’s
viewing and outlines a complaints
handling process.

The proposed code says multi-
channels should be allowed a
simplified time zone system under
which programs up to a PG
(parental  guidance  recom-
mended) classification may be
shown between 5am and 9pm;
and on school days M (mature)
programs may be shown between
noon and 3pm.

“With the availability of a
parental lock mechanism in many
digital set-top boxes as additional
protection for viewers, Free TV is
confident that extended PG time
zones on digital multi-channels
will provide appropriate commun-
ity safeguards,” the proposed

code says. While Foxtel has a
parental lock-out system, there
are no safeguards for digital free-
to-air television.

“We think the parental lock-
out system is really important to
empower parents to control what
their children are watching,”” Ms
Flynn said.

Free TV is also proposing an
amendment to the code to permit
“promotions for M or MA pro-
grams at any time”’ except during
C (children’s) and P (preschool)
programs and a tightening of the
complaints system.

Comments may be
submitted online at
www.freetv.com.au.
New reality TV rules — Page 33
Mark Day — Page 36

The Australian, 24 August 2009



Canberra
still mute
on chef’s
TV tirade

Simon Canning

THE federal government has
failed to act on the recommenda-
tions of a Senate inquiry into TV
standards prompted by foul-
mouthed chef Gordon Ramsay,
more than 14 months after they
were first handed down.

The inguiry, launched after
the celebrity chef was recorded
saying f--k more than 80 times in
a 40-minute episode of Ramsay’s
Kitchen Nightmares on the Nine
Network, attracted global media
attention.

However, Media has learned
Communications Minister Ste-
phen Conroy has failed to res-
pond to the Senate committee
recommendations, which in-
cluded calling for a review of the
communications watchdog’s
role, streamlining the viewer
complaints process and requiring
parental locks to be installed on
digital TVs sold in Australia.

Among other recommenda-
tions of the bipartisan committee
were that the Australian Com-
munications and Media Author-
ity adopt a “‘three strikes’® ap-
proach to broadcasters breaching
standards multiple times, and
that ACMA sample programs to
check they meet classification
standards.

The revelation: comes as
ACMA has launched an investi-
gation into the treatment of the
public on commercial radio in
the wake of the Kyle and Jackie
O affair, in which a teenage girl
was quizzed about her sex life
during a segment when she was
strapped to a lie detector. Public
outrage erupted after the girl said
live on air that she had been
raped as a 12-year-old.

Last night, Opposition .com-
munications spokesman Nick
Minchin said the 'government
should act on the recommenda-
tions as a matter of urgency,
saying its failure to respond
showed “contempt’® for the
viewing public and the Senate
committee.

“It is extraordinary that the
government has taken 14 months
and still not given any res-
ponse,”” Senator Minchin said.
““It (the government) has taken
its eye off the ball.”’

Senator Minchin described the
recommendations as sensible. ‘1
think they are not overly onerous
on broadcasters, but will give the
public much greater comfort,”
he said.

“The government should
comply and publish a response to
the recommendations as a mat-
ter of urgency.”

He accused Senator Conroy of
being consumed by the launch of
the national broadband network
and allowing other issues to be
put on the back burner.

Last night a spokesman for
Senator Conroy’s office would
not say when the government
would table its response to the
inquiry. )

-*I can say that the govern-
ment is very well advanced in its

|_small screen August 2009 p4 I

Impact of violence on young Australians

Have your say about the impact of violence on young Australians. A new public inquiry by the House of
Representatives Family and Youth Committee will examine how social and economic factors, including illicit drug
use and alcohol abuse, contribute to violence among young Australians. The inquiry will also explore strategies
to reduce violence and its impact on young people. Submissions are due by Friday, 23 October 2009. For more

information visit www.aph.gov.au/fchy or email fchy.reps@aph.gov.au or phone (02) 6277 4566.
P Y The Asorral

Call for review

AN urgent review of broadcast
anti-terrorism standards has
been called for after the
communications watchdog
probed satellite broadcasts of
senior Hezbollah figures and
discussions about jihad and
martyrdom into Australia.

ACMA found the broadcasts
did not breach the broadcast
anti-terrorism standard, but
Opposition communications
spokesman Nick Minchin said
the decision last week showed
the broadcasting standards were
not working.

““This case demonstrates that
the anti-terrorism broadcasting
standard appears to be far too
narrow in its focus and
application,” Senator Minchin
said.
“I call on (Communications
Minister) Senator Stephen
Conroy to assure Australians
that the government. . . will
take all necessary steps to
ensure that viewers are not
exposed to content that in any
way promotes radicalism,
including terrorism.”’

Simon Canning

response to this inquiry,”’ the
spokesman said.

The Senate committee called
for stations to appoint dedicated
staff members to handle com-
plaints and for ACMA and Free
TV Australia (the commercial
TV. industry body) to review
current evening time zones for
shows in light of the changing
viewing patterns of children.

It also called for datacasting to
be used to give better program
descriptions, for the reasons for
program classifications to be
investigated, and for classifica-
tion watermarks to be shown
throughout a TV show.

Kyle and Jackie O were taken
off the air two weeks ago and
return to 2Day FM tomorrow,
where they will be forced to work
with a seven-second delay com-
mon on talkback radio.

A spokesman for ACMA said
that it expected to complete its
investigation by December.

ACMA chairman Chris Chap-
man said the authority had
become aware of broader con-
cerns about the use of stunts and

-prank calls on commercial radio.

““The strength of community
concern expressed about the
practices of some live-hosted
entertainment programs, and the
ACMA’s own assessments, indi-
cate that there is emerging evi-
dence that the current regulatory
arrangements may not be keep-
ing pace with industry practice
and community standards,” Mr
Chapman said.

Meanwhile, Free TV Australia
on Friday called for public sub-
missions to its own three-yearly
review of the TV Codes of
Practice, which it said ‘‘has been
widely published and is operating
well”’.

I
The Australian, 17 August 2009
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Code of conduct on
way for internet ads

Lara Sinclair
Internet

ONE of the fastest-growing yet
most opaque sectors of the $1.7
billion internet advertising in-
dustry is poised to clean up its
image with the launch today of a
new industry body representing
advertising networks.

As many as 14 advertising
networks — sales organisations
that sell advertising on third-
party websites, many of which
are too small to have their own
salesforce — are due to meet in
Sydney to establish a local ver-
sion of IASH (representing Inter-
net Advertising Sales Houses).

The Australian understands all
the networks that sign up to
become part of IASH will need to
abide by an industry code of
conduct to outlaw questionable
advertising practices, such as
running ads on adult, gambling
or peer-to-peer websites.

Media buyers have been push-
ing for a more regulated advertis-
ing network sector in Australia,
which two years ago was re-
ported to be growing at 80 per
cent a year — faster even than

search engine advertising. In
Australia the size of the ad
network market is unclear, but in
Britain, as much as 70 per cent of
the online display advertising
sector — which last year was
worth $465 million in Australia
— is believed to comprise perfor-
mance advertising, much of
which is booked by advertising
networks.

Kerry Field, from media
agency MindShare, said the new
code of conduct would be based
on that of I[ASH in Britain.

*“For me absolutely the num-
ber one priority is the code of
conduct,”” Ms Field said. ““They
just need to make sure they
enforce it.”’

The new body will supersede
an earlier industry body —
IANA (Internet Advertising Net-
works of Australia), which was
set up two years ago by four
networks: Ad20ne, Max Interac-
tive, PostClick and 3D interac-
tive. They are expected to be
among the core signatories to-
day, along with other networks
including Microsoft’s perfor-
mance network DrivePM and
AdConion.

The Australian, 6 August 2009

‘No place is safe’
from cyber-bullies

Stephen Lunn
Social affairs writer

CYBER-bullying follows kids
home, leaving those on the
receiving end with no place to
escape, Education Minister Julia
Gillard said yesterday in launch-
ing a program to combat the
growing social problem.

Ms Gillard said the govern-
ment would spend $3 million
examining the safety of children
in e-communications, including
cyber-bullying, and study
whether existing cyber-safety
programs in schools work.

The announcement comes
only a few weeks after the death
of Geelong schoolgirl Chanelle
Rae, 14, whose mother Karen
said took her own life after
reading something posted about
her on the internet.

*“There have been some very
tragic examples here in Victoria
and it’s a problem right around
the nation,”” Ms Gillard told
ABC’s The Insiders program yes-
terday.

“‘It’s a new problem. Bullying
has always been with us in the

playground. The thing about
cyber-bullying of course is it
follows you home.

““So for kids it feels like there’s
no safe space.””

She said two recent govern-
ment research studies into covert
bullying revealed the problem
was under-reported. Further,
there had been a disturbing
increase in incidents of cyber-
bullying (threats and intimida-
tion in emails and on social
networking sites) in recent times,
she said.

Adelaide psychologist Rita
Princi said cyber-bullying had
become an increasingly preva-
lent issue in her practice. *‘I’ve
seen quite a few students re-
cently from all-girl schools. They
might have drunk too much and
a photo of them might have gone
up on the internet. They don’t
want to go to school,”’ she said.

The government’s anti-cyber-
bullying pilot, which will roll out
in 150 schools across the country,
will report its findings by June
next year.

Editorial — Page 13
ian, 3 August 2009
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The Australian, August 11

Sexualisation of children

STEPHEN Lunn has rightly observed the
insidiousness of the various electronic baby-

1 used to think Hannah, Montana, was a
place and I am sure if | keep drinking hard the
memory of seeing High School Musical Three
with my nieces will fade; after all, it was only
last summer. That’s the movie I want to
forget, not the nieces. [ am still thinking of
what I can make them watch in revenge. (I'm
thinking ABC TV arts programs.)

1am also a bit hazy as to why pre-teens
think Smiggle stationery shops are so exciting
and as to the attractions of Build-A-Bear, if
they build it I won’t come.

But while I am a little light-on for insight
into what appeals to young girls, I do know
opportunism when | see it. (Journalism will do
that to you.) This is why it did not take me

sitters (““‘Under-age hard sell”’, Features, 11/8).
And Steve Biddulph, the barometer of
parental sentiment, has eloquently captured
every facet of this malaise.

My seven-year-old daughter has had the
ability to read competently since she was four.
With this gift comes an inquiring mind.
Nonetheless, how can a profit-seeking cor-
poration create a predicament for parents
when their child asks about a billboard-sized .
invitation 0 longer-lasting sex? When the
only mechanism to impose limits on the
content of outdoor advertising is public
complaint, is this really a self-regulation
success story? And why isn’t a complaint
upheld when a eonsumer questions the
appropriateness of a national retailer advertis-
ing underpants for 8 to 10-year-old girls
emblazoned with “I know what boys like”?

These are the questions we should be
asking our government. The marketing fox
has been in charge of the consumer hen house
for too long. If the advertising of junk food to
children is a health issue, why should we not
show the same guardianship when it comes to
the sexualisation of children, which is a
physical and mental health issue.

Chris Parkinson
Geelong West, Vic

STEPHEN Lunn is absolutely right. I am a
very angry parent. In fact, I’'m seething. For
years my wife and I have worked tirelessly to
protect our four children from the mindless,
infantile advertising agencies trying to cap-
ture their hearts and minds. It angers me that
the obviously male-driven marketing compa-
nies treat family, women and children with so
little respect.

Perhaps even more disturbing is that we are
all complicit. From the men who laugh at the
beer advertisements to the mothers rushing
off for their plastic surgery.

David Borshoff
Cottesloe, WA
The Australian, 13 August 2009

Bad week for...

KIDS addicted to mobile phones: after
Australian research linking phones with
poorer performance in a range of thinking

tests. The study, online in Bioelectromagnetics,

involved 317 year 7 students from 20

Melbourne schools. The heavier their weekly
mobile usage, the faster but less accurate they

were on (cognitive) tasks. The memory and

learning accuracy problems were also related

to their SMS usage. This suggests the

cognitive effects are unlikely to be due to radio

frequency exposure, the authors say. The
behaviour changes may have been learned
through frequent mobile phone use.

Bioelectromagnetics
2009;d0i:10.1002/bem.20534
(Abramson M, et al)

The Weekend Australian, 8-9 August 2009
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HAT appeals to small girls is a
mystery to me, in much the same

o way as my nieces lﬁok atmeasa STEPHE"

being from another planet, where everybody

being MATCHETT
THEWRY SIDE

Girls? Players on a teen tennis circuit?
Hannah Montana’s backing singers?

Not quite; they’re dolls. Dolls that look like
no child who lived outside a marketing
department’s imagination, dolls that can be
kitted out (what a surprise) with their own
accessories. Dolls that are ““age appropriate”,
which presumably means they look more like
prepubescent girls than Paris Hilton, but not
especially human.

While these dolls do not have big breasts
and lascivious looks, with their great manes of
hair and eyes that take up most of their faces
they resemble Japanese cartoon characters.

And what’s more, the Moxie manufacturer
is donating a percentage of its sales to a teen
save-the-whale campaign.

Ticks all the boxes, doesn’t it? The dolls are
whale friendly. They are packaged with a
press release that says girls, sorry girlz, can do
anything And they don’t look like the Pussy

A self-important boor

KYLE Sandilands and the so-called Jackie O
of Sydney’s 2Day FM radio station are people
who, in their seemingly addictive need for
bigger and better ratings, have acted in a
despicable manner which falls well below
even the abysmal standards of what purports
to be entertainment in these days of sensa-
tionalism and pandering to the lowest com-
mon denominator.

To exploit a 14-year old girl, with the
apparent connivance of her own mother, in
their straight-to-air exposure of the girl’s
already sad history in matters sexual is
beyond belief (“‘Kyle and Jackie O suspended
from air’’, 3/8). The mother would seem to be
at least morally guilty of her own daughter’s
psychological abuse. Sandilands presents as a
self-important and unrepentant boor. And O,
as a woman, should be especially ashamed of
her own part in this sordid affair.

Will Sandilands and O’s respective reputa-
tions suffer in the longer term as a result of
this matter? I doubt it. But, then, we all know
what really seems to count these days: *I
don’t care what you say about me, just make
sure you get my name right.”’

Trevor Corbell
Nairne, SA

THE incident involving a 14-year-old girl’s
being given a lie-detector test on a Sydney
radio program reinforces the lessons taught
by the Bill Henson affair. Children and under-
age adolescents are not capable of giving
informed consent in situations involving the
possible exploitation of their sexuality, and
parents should not have the power to do so on
their behalf.

Bill James
Bayswater, Vic

AUSTEREO has finally taken action against
Kyle Sandilands and Jackie O for their on-air
questioning of a young girl about her sex life.
Who is taking action against the woman who
subjected her reluctant daughter to the stunt
for the sake of a couple of concert tickets?
Peter Hallahan

Coorparoo, Qld

The Australian, 4 August 2009

long when Bella PR sent me a press release to
work out what the Moxie Girlz are all about.
(The eagle-eyed editors have not knocked off
early, it’s the way the brand name is spelled.)

And what ] am seeing with Moxie Girlz is
opportunism so outrageous it would make
Brian Burke blush, cynicism so concentrated
that it makes the members of the NSW
cabinet appear as if they care about something
other than their superannuation after they
lose the next election, manipulation so mean-
spirited it makes Kyle and Jackie O look as if
they respect the people they humiliate.

Cheap and tacky is good value when there’s so much

W

= According to Bella PR the Moxie Girlz —
Avery, Sophina and Lexa — are all about
““positive attitude and confidence”” (without
actually mentioning resilience and realism),
““the courage to go for it” (which sounds good
while being absolutely meaningless) and
“‘energy in everything you do”’ (when finding
an energy-way free to do something would be
much more impressive, what with the way it
would defy physics). "

But wait, there’s more — and it’s worse!
Apparently, *“Moxie Girlz are full of energy in
their own crazy way because it’s OK to be
different and stand out?”

Not to mention, “‘these three girls are sure
to ignite a passion for creativity and
individuality, by giving young girls the
confidence and courage they need to achieve
their goals™.

And who, you ask, is this trio? Stars of a TV
series about human versions of the Powerpuff

3

Cat Dolls, who manage to make flesh, and lots
of it, look plastic.

1t’s impressive marketing, designed to
cash in on parental concern about the way
sex permeates music and products pitched to
teens, and lord preserve us, their
younger sisters. And there s certainly nothing
wrong with letting pre-teens believe that they
do not need to conform and can achieve
whatever they want; it makes a change from
what they hear from the mean giris who run
things at school.

But these are messages that are pitched to
address understandable parental anxiety,
messages that children need to hear from
humans, not dolls.

The Moxie Girlz range is undoubtedly
excellent value for money for people who like
this sort of thing, but to me it is a product that
looks cheap, in every sense of the expression.

ian, 19 August 2009

Kids’ pester-power

THE issue with advertising of unhealthy food
and beverages to children (*“No magic
puddings”’, Editorial, 13/8) is that its nature
and pervasiveness increase the degree of
difficulty faced by parents in encouraging
their children to eat healthily.

Quite simply, food companies continue to
run multi-million dollar advertising strategies,
targeted at children, because they work. Par-
ents can be overwhelmed in the face of these
strategies which rely on kids’ pester-power
and the lure of convenience in a busy lifestyle
to undermine a parent’s best intentions.

It’s unrealistic to expect parental responsi-
bility alone to solve the issue of childhood
overweight and obesity when there are so
many factors that contribute to our increas-
ingly unhealthy lifestyles. The solution re-
quires a comprehensive strategy that creates
an environment which makes it easier for all
of us to make healthy choices about how we
eat and how we live, not one that ratchets up
the degree of difficulty to a level that sets us
up to fail, a degree of difficulty that can be
measured in the rising levels of obesity and
overweight in our community.

The term ‘“‘nanny state”’ is being used in a
disparaging way but where children are con-
cerned we should expect the state to help nur-
ture the children who are its future. The
government doesn’t have to do everything,
but it must take the lead to drive the changes
that are needed to give parental as well as
individual responsibility a fighting chance.
Professor lan Olver
Chair, Australian Chronic Disease
Prevention 'Alliance

Weekend Australian, 15-16 August 2009
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Time we sent cyber

bullies the message

HE old schoolyard adage of
“sticks and stones may break
your bones, but words will
never hurt you” has always
been a tough one to swallow.

Verbal bullying can have the most
devastating impact growing up.

But whereas it was once possible
to switch off at the school gate as
you headed home to the safety of
loved ones, now with the prevalence
of cyber-bullying in our schools, this
isn’t the case.

The boom of social-networking
sites such as Facebook and
MySpace, and text messaging, is
proof that more and more young
peobple are turning to emerging tech-
nologies to stay connected to their
friends at any time.

While the internet has opened up
a whole new world of possibility for
young people, it also has created a
very real threat.

The heartbreaking case last
month of a 14-year-old Victorian
student who took her own life hours
after someone threatened to reveal
her secrets over the internet, high-
lights the gravity of the situation.

This story touched thousands of
people across the country and
brought the issue of cyber-bullying
to the fore of many people’s minds
for the first time. But for young
people dealing with it night after
night alone in their room, it’s an all-
too-harsh reality - and one that we,
as a government, can’t ignore.

The insidious nature of cyber-
bullying means that the sanctity of
the family home is no longer a safe
haven from the school bully - stu-
dents can now be reached by text
message or through social network-
ing sites 24/7. That’s why there has
to be a co-ordinated approach with

STICKS AND STONES: With new technologies, it's harder to escape bullying

pilot project aimed at addressing
cyber-bullying. At least 150 schools
will be involved in the pilot pro-
gram, which will be developed and
conducted by the Alannah and
Madeline Foundation. It will con-

parents and teachers to make sure
young people are safe online.
Effective relationships need to be
developed to ensure a seamless tran-
sition from school to home in the
hope of stamping out young people’s
anxiety about being bullied.
Research recently released by the
Federal Government shows the
prevalence and impact of covert
bullying in schools is under-
reported and there has been a-con-
cerning increase in cyber-bullying.
It's an issue that needs to be
addressed and it’s vital our young
people are equipped with the skills
to deal with the potentially harmful
side of new technologies.
Banning computers, mobile
phones and blocking access to stop
these types of bullies is, unfortuna-
tely in this day and age, not an easy

task. New technology is now part of :

our culture for young and old alike.
The key, then, is education for all
parties and guidance for schools to
respond to cyber-bullying. For this
reason, the Rudd Government has
announced a $3million national

front safety issues in
e-communications and examine the
effectiveness of existing cyber-
safety programs in schools.

A new Youth Advisory Group
made up of 305 young Australians
also will advise the Government on
online issues such as bullying.

The Cybersmart website
(www.cybersmart.gov.au), provided
by the Australian Communications
and Media Authority, also aims to
make it safer for our young people
to go online. All of these measures
are desperately needed to try to
tackle the problem of cyber-bullying
and act as a kind of buffer for young
people when they’re online, because
the truth is words do hurt and can
leave lasting scars for all involved.

Kate Ellis is the Minister for Earfy Childhood
Education, Child Care and Youth, and
Minister for Sport

The Sunday Mail, 9 August 2009

Putting the skids on obesity

Lara Sinclair

THE $720 million Australian
banana industry will launch an
advertising campaign promoting
bananas as the healthy packaged
snackfood, taking the anti-

The campaign, which also
includes internet widgets, out-
door advertising, radio and in-
store signage, plays on the fruit’s
nickname ‘‘na-nas’’,
healthy snackfood ¢“no-nos”’.

Mr Chenu said it was designed

and un-

Stephen Lunn

Social networking

USAGE of social networking
sites such as Twitter and
Facebook has jumped 29 per
cent, research from comScore
reveals. More than 70 per cent
of Australian internet users
visited a social networking site
in June, totalling 9 million
people. Facebook dominated the
survey with 6 million visitors,
ahead of MySpace with 3.5
million. While Twitter boasted
just 800,000 visitors it showed
the most explosive growth, up
from 13,000 visitors a year ago.
While social network sites were
dominant, Google sites
remained the most visited
property on the internet by
Australians with 10.7 million
visitors in June, 71 per cent of
whom were also ranked as social
networkers.

The Australian, 17 August 2009

Suffer the children

WELL said, Alistair Nicholson
(Letters, 4/8), the complacency
over the exploitation of children
is outrageous. This has all gone
too far. Offers for longer-lasting
sex are plastered around the city
for children to read and ponder.
Kyle Sandilands’ castigation
in response to last week’s radio
incident came as a relief to
many.

But this is only a small step in
the right direction. If we settle
with this single victory, the
momentum will be lost, the
issue will fizzle and it will all be
ignored until the next tasteless
stunt or “child art” exhibition.

Society has become lazy and
desensitised; if we want porn on
the side of trams, then we get
porn on the side of trams. As a
result, young children are
becoming increasingly aware of
sex and body image. Will we just
turn a blind eye to it? Forget
about Kyle; let’s confront those
out there who are abusing them.
Timothy Mulherin, Doncaster

The Age, 6 August 2009

Parent power forces
‘edgy’ T-shirt retreat

T-shirts, which included slogans

obesity fight to confectionery
and processed snackfood manu-
facturers.

A $3m television campaign —
the industry’s biggest ever —
will be launched next month
presenting the banana as ““nat-
ure’s energy snack”.

The campaign, which aims to
build on the long-running
“Make those bodies sing”’ slo-
gan, comes as the snackfood and
advertising industries await the
outcome of the National Preven-
tative Health Taskforce’s recom-
mendations for addressing obe-
sity and other health issues.

The campaign was developed
by David Chenu, a former mar-
keter of red meat at Meat &
Livestock Australia and now
domestic marketing manager for
Horticulture Australia, which
manages marketing campaigns

Poking fun: Bananas take aim

for a range of agricultural prod-
ucts. ““Our aim is to make
Australian bananas the number
one snack of choice by 2015,
Mr Chenu said.

He said that in the process, the
campaign aimed to increase the
retail value of banana sales —
the fruit is already Australia’s
top-selling — by more than 6 per
cent by 2012, which would make
it a $760m industry.

to change consumer behaviour
by making 18 to 39-year-olds
stop and consider a banana
instead of reaching for a proc-
essed snack.

“To do that, we are going
directly after our competitors
and poking a bit of fun at them
along the way,”” he said.

“(Bananas) are one of the
biggest-selling items in the
supermarket,” Mr Chenu said.
‘“Sometimes they’ll even out-
sell a can of Coke.””

The campaign was created by
retail agency Eleven Communi-
cations. Director of creative
strategy Jonathan McCauley
said it was designed to leverage
public concern over rising obe-
sity levels. “We think with the
weight of public opinion we’ve
probably earned the right to
poke a bit of fun at the big boys,””
Mr McCauley said.

The Australian, 17 August 2009

Social affairs writer

CLOTHING company Cotton
On has admitted it ““crossed the
line”’ and vowed to withdraw a
range of offensive children’s
T-shirts, including one making
light of child abuse, after con-
sumers threatened a boycott.

A T-shirt emblazoned with
the slogan ““They Shake Me”
was the last straw for many
angry parents, who yesterday
bombarded Cotton On with
emails and Twitter messages,
expressing their disgust and
intention to vote with their feet.

Last month, Cotton On stuck
by its range of baby and toddler

such as “I’m a tits man”’ and
“I’m living proof my mum is
easy”’, saying there was a place
for its “‘edgy’’ humour that
“‘pushed the boundaries”’.

Yesterday, Cotton On finally
cottoned on to its customers’
feelings, offering a contrite
apology and a promise to with-
draw the offending items from
sale.

“Cotton On Kids were
unaware until recently that the
slogans were being viewed as
offensive and that they could
progressively cause this extent
of angst amongst consumers
and social groups alike,”’ the
company’s statement said.

Weekend Australian, 15-16 August 2009
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NEW PUBLICATIONS

ADVERTISING

Forman, J; et al (2009)

Food branding influences ad libitum
intake differently in children depending
on weight status. Results of a pilot
study.

Appetite, Vol. 53, No. 1, Pp76-83

D’ Alessio, M; et al (2009)

Attitudes toward TV advertising: A
measure for children.

Journal of Applied Developmental
Psychology, Vol. 30, No. 4, Pp409-418

Harris, JL; et al (2009)

Priming effects of television food
advertising on eating behavior.

Health Psychology, Vol. 28, No. 4, Pp404-413

Lunn, Stephen (2009)
Under-age hard sell.
The Australian, 11 August, 2009

COMPUTERS & INTERNET
Williams, Robin; et al(2009)
Hooked on the Net?
www.abc.net.au/rn/scienceshow

MEDIA EFFECTS - HEALTH
Morgenstern, M; et al (2009)

Relation between socioeconomic status
and body mass index.

Archives of Pediatric & Adolescent Medicine,
Vol. 163, No. 8, Pp731-738

Martinez-Gomez, D; et al (2009)
Associations between sedentary
behavior and blood pressure in young
children.

Archives of Pediatric & Adolescent Medicine,
Vol. 163, No. 8, Pp724-730

Tanski, SE; et al (2009)

Movie character smoking and
adolescent smoking: Who matters more,
good guys or bad guys?

Pediatrics, Vol. 124, No. 1, Pp135-143

MEDIA EFFECTS - PSYCHOLOGICAL
Okuma, K & Tanimura, M (2009)

A preliminary study on the relationship
between characteristics of TV content
and delayed speech development in
young children.

Infant Behavior & Development, Vol. 32, No.
3, Pp312-321

Zimmerman, FJ; et al (2009)

Teaching by listening: The importance
of adult-child conversations to language
development.

Pediatrics, Vol. 124, No. 1, Pp342-349

MEDIA EFFECTS - SOCIAL

Martino, SC; et al (2009)

It's better on TV: Does television set
teenagers up for regret following sexual

initiation?
Perspectives on Sexual and Reproductive
Health, Vol. 41, No. 2, Pp92-100

Braun-Courville, DK & Rojas, M (2009)
Exposure to sexually explicit web sites
and adolescent sexual attitudes and
behaviors.

Journal of Adolescent Health, Vol. 45, No. 2,
Pp156-162

Foz, ] & Bailenson, JN (2009)

Virtual virgins and vamps: the effect
of exposure to female characters’
sexualized appreance and gaze in an
immersive virtual environment.

Sex Roles, Vol. 61, No. 3-4, Pp147-157

Markey, CN & Markey, PM (2009)
Correlates of young women’s interest in
obtaining cosmetic surgery.

Sex Roles, Vol. 61, No. 3-4, Pp158-166

Simper, Errol (2009)

Too much screen time blanding us
down?

Background Briefing, Vol 11, No. 2, Pp9

Attwood, Feona (2009)
Researching media sexualization.
Sex Roles, Vol. 61, No. 3-4, Pp288-289

(2009)

How teens use media: A Nielson report
on the myths and realities of teen media
trends.

www.nielson.com

MEDIA LITERACY

Mendoza, Kelly (2009)

Surveying parental mediation:
Connections, challenges and questions
for media literacy.

wwwjmle.org, Vol. 1, No. 1, Pp28-41

Scharrer, Erica (2009)

Measuring the effects of a media literacy
program on conflict and violence.
wwwjmle.org, Vol. 1, No. 1, Pp12-27

TELEVISION PROGRAMS
Roncoli, Gina (2009)
Invisible kids.

Pp5-8

Turk, Rachael (2009)

The inner logic of ABC3.
Pp7

Chapman, Penny (2009)
Making history: The development of
My Place.

Pp9-11

Weiss, David N (2009)

The family way.

Pp12-14

Storyline (Aust Writers” Guild), Issue 26,
Winter, 2009

VIDEO GAMES

Anderson, CA & Carnagey, NL (2009)
Causal ffects of violent sports

video games on aggression: Is it
competitiveness or violent content?
Journal of Experimental Social Psychology,
Vol. 45, No. 4, Pp731-739

Wallenius, M; et al (2009)

Digital game playing motives among
adolescents: Relations to parent-child
communication, school performance,
sleeoing habits, and perceived health.
Journal of Applied Developmental
Psychology, Vol. 30, No. 4, Pp463-474

Gentile, Douglas (2009)

Pathological video-game use among
youth ages 8-18.

Psychological Science, Vol. 20, No. 5, Pp594-
602

Winn, | & Heeter, C (2009)

Gaming, gender, and time: who makes
time to play?.

Sex Roles, Vol. 61, No. 1-2, Pp1-13

VIOLENCE
Bushman, BJ & Anderson, CA (2009)

Comfortably numb.
Psychological Science, Vol. 20, No. 3, Pp273-277

Anderson, CA (2009)

FAQs on violent video games and other
media violence.
www.education.com/referencelarticle/ FAQ-
violent-video-games-other-media/

Lemal, M & Van den Buick, ] (2009)
Television and children’s moral
reasoning: Toward a closed-end
measure of moral reasoning on
interpersonal violence.

Communications, Vol. 34, No. 3, Pp305-321

Rosenkoetter, LI; et al (2009)

Television violence: an intervention to
reduce its impact on children.

Journal of Applied Developmental
Psychology, Vol. 30, No. 4, Pp381-397

EVENTS

YOUNG FILMMAKERS
SYDNEY WORKSHOP

Three day filmmaking workshop
for 11 - 16yr olds

Dates: 14/10 - 16/10
Time: 10am - 5pm

http://www.metroscreen.org.au/
BookingRetrieve.aspx?1D=61509
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WORLD NEWS

Is social networking changing
childhood?

The US based organisation, Commnion Sense
Media, conducted a survey to examine how
social networks are affecting American chil-
dren and families. The results indicate that
young people increasingly connect with
friends, classmates, and people with similar
interests through social networks, and
often far outside their parents” awareness.

The results of the poll illustrate a continu-
ing disconnect between parents and kids
when it comes to kids” digital lives. In to-
day’s society, there is more technology
and less time for parents to supervise their
kids” actions and behaviors on Facebook,
MySpace, or in any other digital environ-
ment. Communication and socialization in
children’s worlds is increasingly moving
from face-to-face to face-to-cyberspace.

According to the organisation, families
need to keep up regular conversations
about life in the digital world and what
it means to be a safe, smart digital citizen
- including ethical behavior, privacy, bul-
lying, and reputation management.

http://www.commonsensemedia.org/sites/
default/files/CSM_teen_social_media_
080609_FINAL.pdf

Reducing the impact of television

violence.

US researchers report a successful class-
room based intervention to minimize the
adverse effects of television violence on
children in grades 1 to 4.

The intervention consisted of 28 brief les-
sons conducted by university staff over 7
months.

Following the intervention both boys and
girls across the four year levels reported

watching less violent television, identi-
fied less with violent superheroes and
expressed more critical attitudes towards
television violence. These effects were still
evident 8 months after the intervention.

Rosenkoetter, LI; et al (2009) Television
violence: an intervention to reduce its
impact on children. Journal of Applied
Developmental Psychology, Vol. 30, No. 4,
Pp381-397

Images of athletes have positive

effects.

Researchers at the University of Cali-
fornia have found that images of female
performance athletes can have a positive
impact on adolescent girls and young
women. These images were found to pro-
mote a focus on physical activities and
competencies and prompted less self-ob-
jectification, as opposed to the unrealistic
and sexualized standards for physical ap-
pearance usually portrayed in the media.

The study of 350 adolescents and 225 col-
lege women suggests that images of per-
formance athletes could be used in media
literacy interventions aimed at reducing
self-objectification and counteracting the
large body of media that sexualizes female
bodies and causes psychological distress.
Daniels, E. Sex objects, athletes and sexy
athletes: How media representations of
women athletes can impact adolescent
girls and college women. Journal of Adoles-
cent Research, Vol 24, No 4, Pp399-422.

Televised sex and parent mediation.
A US study involving self-report data
from 1,012 adolescents investigated the

relationship  between  exposure to
sexually suggestive programming,
parental mediation and adolescent

sexuality outcomes.

Exposure to sexual content was associ-
ated with an increasing likelihood of en-
gaging in sexual behaviours, but parental
mediation strategies were a significant
factor in moderating media influences.

Fisher, D et al (2009) Televised sexual con-
tent & parental mediation: Influences on
adolescent sexuality. Media Psychology, Vol
12, No 2, Pp121-147.

KIDS’ TV

A selection of children’s programs
screened on TV during the period

ABC 1

Lucy; Grossology; Skunk; Flamingo;
Curious; Charlie; Wottots; Play School;
Angelina; Silversun, Latest Buzz.

ABC 2

Willa’s Wild Life; Sesame Street; Dougie
in Disguise; Chuggington; Blanche;
Franklin; Little Bear; Creature Features.
SEVEN

The Fairies; Kid Detective; Zeke’s

Pad; Staines Down Drains; Flipper and
Lopaka; Saturday Disney.

NINE

Here’s Humphrey; The Shak; Kids’ WB;
Dora; Ben; Batman; The Saddle Club.
TEN

Toasted TV; H20; Totally Wild; | Got a
Rocket!; Puzzle Play.

NICKELODEON

Iron Man; True Jackson VP; Wolverine;
Fantastic 4; Naked Brothers Band;
Drake & Josh; Family Matters; Ned’s
Declassified School Survival Guide.
DISNEY CHANNEL

Camp rock; Phineas and Ferb; Cory

in the House; The Suite Life of Jack &
Cody; Kim Possible; The Emperor’s New
School; Yin Yang Yo!; Eliot Kid.




