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A Brain for life - the 21st century mind
In Sydney and Adelaide in September and
early October, eminent UK neuroscien-
tist Baroness Susan Greenfield presented
challenging addresses for those concerned
about the developing brain, and especially
in childhood.

Says Greenfield, “The human brain is
continuously adapting and responding to
the environment, - neuroplasticity- . It is
the personalisation of the physical brain
that we can now regard as the individual
“mind”. Given the exquisite sensitivity of
the individual brain/ mind to individual
experiences, we need to explore the impact
of the new environment of the 21st century
on the kinds of people we may become”.

In regard to the young mind and screen
culture, Greenfield suggested 7 impacts
that we need to address. These are :

e short attention span

* astrongly sensory environment

* aloss of metaphor and meaning (from
being constantly in a literal and visual
world)

e process vs content (if you rescue the
princess do you care about her?)

e reduced empathy (from loss of face to
face interaction and reaction)

* aloss of personal identity (with con-
stant need for reassurance that you are
important)

® increased risk-taking

Greenfield added, “we need to discuss
whether we want this sort of world, and if,
not’ what we are going to do about it”.
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Asked if she thought that children were
disadvantaged if they are exposed to less
stimulation from screens, - she said that
technology should not dictate what society
and parents want for their children They
need real relationships with real people.

What we really need for our children is to
deliver a sense of identity, of fulfilment,
and of being useful to society. And so we
should encourage children to be creative-
to have their own ideas, find what they
are good at, enjoy, and can use. Children
should be proud to be different.

Cybersafety for the very young - Is

‘Hector’s World’ the answer?

In our technological society, it is becom-
ing essential for children to interact with
computers and the internet to meet the
demands of school and communication.
Consequently  children  are  interacting
with the internet at a younger age. With
internet access being widely available through
computer and mobile technologies, it is becom-
ing more difficult for parents and carers to
monitor children’s internet use. Therefore, it
is critical that we educate children about cyber
safety. However, to effectively educate children,
we need to create programs that are age appro-
priate, stimulating and capture their interest.

We asked Lesley-Anne Willoughby to review
hectors World. Lesley has B.Early Childhood
Education (Hons) (earned for a study of cyber-
safety in children of junior primary age), and is
a lecturer in early childhood development.

The ACMA cyber safety program
‘Hectors World” (designed for 2-10 year
olds) addresses issues such as ‘keeping
personal information safe” and ‘cyber bul-
lying’, and these programs do provide
some important safety information and in-
struction for young children to help them
keep safe. However there are some areas of
concern in relation to age appropriateness,
the messages it portrays and the structure
of being a series.

Using the ‘Cyber bullying’ series as an
exemplar, the story is as follows

Apicture of ‘Ming’ is tampered with and
posted on the internet, Ming gets upset
and withdraws from her group, Ming
then speaks to her mother who takes her
to her friends and her friends show her

-

friendship, the perpetrators that posted
the tampered picture on the web self
confess with no prompting and every-
thing is all OK in less than one day

The following issues need to be consid-

ered;

®  The program only gives one very mild
example of cyber bullying,

e It does not show children the extent
of the effects cyber bullying can have
on an individual (the animation only
shows a mild upset of the victim and
the problem appears to go away in a
very short time)

¢ It has an unrealistic view of problem
solving in the real world — self-confes-
sion of perpetrators, time factor of 1
day and a quick and happy ending

¢ It doesnt actually explore options
of how to deal with cyber bullying.
It only suggests that you speak to a
trusted adult.

* It doesn’t provide information of how
to report or the rights of the victim.

® It does not address consequences for
the victim or the perpetrator

In relation to the whole site, my view is that
it is not developmentally appropriate for
the suggested age range. Two to six
year old children would not under-
stand the concepts presented in these
animations  without adult interven-
tion, some of the characters such as
the angler fish may be frightening for
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Adelaide seminar

Bratz, Britney & Bralettes:
The sexualisation of childhood

Steve Biddulph, author & psychologist
Julie Gale, convenor Kids Free 2B Kids
Elizabeth Handsley, Vice President ACCM

Chair: Matthew Abraham ABC Radio

7 for 7.30pm Monday 23 November 2009
Immanuel College
32 Morphett Road, Novar Gardens SA

Tickets $27.50
admin@youngmedia.org.au
Ph 08 8376 2111
Book early - seating limited
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EDITORIAL

TV for under 2s

Backin 1999, the American Academy of Pediatrics,
recommended that parents avoid TV for their
under two year old children.

At that time some thought that advice draconian;
others thought it sensible to avoid passive
interaction at a time when the brain is developing
rapidly.

Ten years on, the debate has been revived.

Two months ago a policy paper jointly issued by
the Centre for Community Child Health at the
Royal Melbourne Children’s Hospital and the
Murdoch Children’s Research Institute said that
TV needs to be regarded “unequivocally as a
health and wellbeing issue for young children”.
The paper said that media was an important issue
as it affected child development (including brain
development) and the ways in which children
see and understand the world (including social
norms and values) and their place in it.”The
centres recommended serious consideration of
the AAP’s recommendation re TV for under 2s.

(http://www.rch.org.au/
emplibrary/ccch/PB_16_template_ s
final_web.pdf)

i
i

Thisrecommendationhasnow been
included in the soon to be released
“Get up and grow”guidelines
which are part of the Federal
government’s anti-obesity drive.

Barbara Biggins
OAM
Hon CEO

And in recent weeks we have had neuroscientist
Baroness Susan Greenfield warning of the likely
negative impacts on the development of early
brain connections, of time with screens for the
very young.

Again- some say “How dare you tell parents what
to do? We need TV to keep us sane. “

Surely the issue is that this is important
information for parents to have- along with advice
about getting babies immunised, not putting
them on their stomachs to sleep, the importance
of good nutrition. Most parents want the best
for their children, and value useful and reliable
information. Why should this new information be
seen and treated any differently?

continued from P1

younger children and in particular the
‘keeping personal information safe’ story
requires a child to sit and watch a series of five
animations that follow on from one another to
view all concepts of how to keep personal infor-
mation safe.

This program is clearly more suitable for chil-
dren aged 7 years + when children are better
cognitively developed to think critically and
participate in perspective taking. However
the lack of stimulating interaction (watching
animations only) may diminish the interest for
children. The program will gain greater inter-
est from children if it offers interactivity such
as games or monitored experiences similar to
‘Cyberquoll’ and needs to consider how to bet-
ter accommodate children aged under 6 years.

Lesley Willoughby

http://www.hectorsworld.com/island/index.
html#HOMEPAGE

Video games and teenage health

According to research just published in the US
journal Academic Pediatrics and reported by
Adam Cresswell in The Australian, video games
may do more harm to teenagers’ health than
watching too much television.

Australian researchers set out to discover how
different types of electronic media affect teenag-
ers’ health, and found that adolescents who used
video games the most had the worst self-report-
ed health, including problems with depression
and anxiety.

The study of nearly 1000 Victorian teenag-
ers found that those using computers for other
reasons described themselves as being slightly

healthier on average, while using the telephone
and watching television did not appear to corre-
late to worsened or improved health scores.

The leader of the research team, Melissa Wake
from Melbourne’s Royal Children’s Hospital and
the Murdoch Children’s Research Institute, said
the results indicated that “unsupervised, violent
video games cannot be seen as a good thing”.

Professor Wake said TV watching tended to be
more social than playing video games. “A lot of
the content can also be educational or entertain-
ing, making people laugh - there’s a lot of good
things about TV,” she said. In contrast, video
game use is a more solitary activity and, for teen-
agers, a more violent activity.

Australian national guidelines recommend that
young people spend no more than two hours a
day using electronic media for entertainment,
including not just TV but also computers and
video games.

However, Professor Wake’s team found that most
of the 14-18-year-olds in the study went well be-
yond this, using electronic media for more than
three hours a day. Watching TV was the most
common activity, accounting for just over two
hours a day on average, with about 35 minutes
daily spent playing video games, 19 minutes on
the computer and 13 minutes on the phone.

http://www.theaustralian.news.com.au/
story/0,25197,26073967-5013404,00.html

Mathers, M et al (2009) Electronic Me-
dia Use and Adolescent Health and Well-
Being: Cross-Sectional Community Study
Academic Pediatrics, v9, 5, Pp 307-314
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People with games and stories to tell

Abi Tucker is among the new famous faces joining Play School, writes Sacha Molitorisz.
Sydney Moming Herald Guide, 31 August-6 September 2009

bi Tucker has built her career on

risks. After three years on The Secret

Life of Us she joined McLeod’s

Daughters, releasing two albums of
her own songs along the way. This week, she
takes on another daunting challenge when she
debuts on Play School.

“Play School is just an amazing show,”
Tucker says. “And it’s not playing a character.
Basically what they’re looking for is someone
to play themselves, to be themselves.”

Tucker is the first of four new Play School
presenters. Nextyear, she’ll be joined by Essie
Davis (Water Rats), Jolene Anderson (All
Saints) and Hugh Sheridan (Packed to the
Rafters).In Tucker’s first episode, she builds a
stack of cardboard boxes while singing Build it
Up. The stack collapses, of course, and Tucker
giggles, no doubt hoping her Play School

Clips ‘n’ Cuts

“The atmosphere isrelaxed,” says Tucker,
who has spent her career pretending the
camera isn’t there and now has to sing and
talk toit. “The camera becomeslike a third
person, so you just have to be comfortable
within yourself.”

‘Was she nervous before filming her first
episode of the show?

“Absolutely,” she says. “When you sit
there with Big Ted on your right and Jemima
onyour left - all these things you remember
from your childhood - and you're sitting
singing to one of the characters ... it’s bizarre
butit’s really beautiful. It's fantastic to be a
partof.Thaven’t had a situation on set where
I haven’t worked with someone really
welcoming and comforting.”

Really? I've heard some worrying rumours ~
tales of fairy bread benders, puppets running

members. “Has Big Ted been talking again?”
Tucker laughs.

One of the best things about the gig is that it
involves singing. Tucker formed her firstband,
Jatz and the Crackers, at 14. She has released
two albums of her own songs and has written
tracks for several shows in which she appears
(the soundtrack for McLeod'’s Daughters
featured one of her ditties). She also sang in
Poor Boy, the recent stage play by Matt
Cameron and Tim Finn.

“Ilove belting out a tune,” she says. “Things
like The Dinosaur Stomp and Twinkle Twinkle
Little Star.It's amazing what you recall and it’s
agreat thing where you come from doing the
action of making ahouse and then walking
straight into asong.”

Play School airs on ABC1, weekdays at 9.30am.

career won't be so easily toppled.

FAME IN JUST
15 seconds

by Heather Leggett

Andy Warho! famously said
that in the future we will all
have our 15 minutes of fame,
but researchers at UniSA have
found that brands, at least,
need only.15 seconds.

Advertisers have commonly
chosen 30 second television
advertising spots over their 15
second counterparts, believing
that the longer spots yield
higher recall and recognition
rates among consumers.

But Kate Newstead and Jenni
Romaniuk from the Ehrenberg
Bass Institute for Marketing
Science have discovered that
15 second spots have very
similar, and in some cases
equal, recall and recognition
results as 30 second spots.

The researchers used natural
conditions to test recall,
likeability and correct brand
identification of ads featuring
a wide range of products and
services in both 15 second and
30 second formats.

Wheri comparing recall and
likeability of 15 second ads
to 30 second ads, the study
found the shorter spots were
80-90 per cent as effective
as the longer spots and that
correct brand identification
was equal between the two
lengths of advertisement.

amok and vicious backstabbing by cast

Abi Tucker’s first episode is on Thursday.

No need to worry, ‘dead’ preschoolers only playing

JillRowbotham

IT is enough to well and truly alarm the
sensitive parent, keen to shelter little souls
from life’s hard realities, at least while they
are preschoolers: to come across a group of
under fives in which one of them is
pretending to be dead.

And in preschool circles, according to
University of Auckland education lecturer
Brent Mawson, the traditional focus is on a
physically and emotionally risk-free curricu-
lum.

But in the course of a year-long study he
conducted into collaborative play among
three and four-year-olds at a daycare centre,
Dr Mawson saw children playing dead so

Romaniuk said that 15 second
advertisements are the most
common alternative to 30
second advertisements, but
that they have always been
considered inferior.

“There is @ common
perception that a 30 second
spot provides more time

to build a story, convey a
message and create branding
links, " she said.

“ Advertisers will often start
with a 30 second spot, and
then cut down that ad to a 15
second spot only because they
want to extend their budget,
but our research shows this
might not be necessary.”

Newstead said the results
mean that advertisers might
be able ‘to get more for their
dollar.

“Fifteen second spots are
relatively cheaper than 30
second spots and commonly
cheaper to produce,” she says.
“It means that advertisers can
stretch out their media budget
and extend the life of their
campaign,” she said.

UniSA News, September2009

often that he wrote it up as a phenomenon
worthy of study in its own right, published in
the journal New Zealand Research in Early
Childhood Education.

“What struck me was that in about a
quarter of the 85 episodes in which I observed
them, this pretending to be dead appeared at
some stage,”” he said.

“‘I was fascinated by how it seemed such an
important aspect.”

There were big differences in the complex-
ity and length of the episodes. He deduced
the reasons behind it could be as simple as
one particular child liking the pretence and
introducing it regularly.

““It was something she had worked out
would get her back into the centre of

attention,” he said of one child. Dr Mawson
thinks it may also have been partly a function
of their being in long daycare, simply having
the opportunity of enough free time for the
play to develop.

I think it was kind of a shorthand when
[other] play was running into a dead end, it
offered them a range of new directions to take
the play.

““They were very definite that it was always
‘pretend’ — ‘let’s pretend’ — and at the end
they always brought the person back to life or
made them well.”’

Dr Mawson concluded the existence of a
“‘hidden curriculum’’, but not one indicative
of a morbid fascination with death and
certainly not something to be feared by
parents or preschool teachers.

Australian, 16 September 2009

Obesity guidelines
fail weight-loss test

Adam Cresswelt
Heaith editor

EXPERTS have called for Aus-
tralia’s national childhood obe-
sity guidelines for GPs to be
rewritten after finding they do
not help young people lose
weight as intended, despite the
$1300 cost per child involved.

New Australian research found
overweight and obese children
given the counselling recom-
mended by the National Health
and Medical Research Council
had not lost any significant
weight one year later.

The researchers also found the
children were not doing any
more exercise, or spending less
time watching TV or in other
sedentary pursuits. Lead author

of the research. Melissa Wake,
said the findings had implications
for countries including the US
and Britain, as well as Australia,
as all had official policies encour-
aging GPs to recommend that
overweight children eat and exer-
cise more healthily.

Professor Wake, who is associ-
ate director of the Centre for
Community Child Health at the
Royal Children’s Hospital in
Melbourne and the Murdoch
Childrens Research Institute said:
“We need to find better strat-
egies, both to stop children be-
coming obese in the first place
and to find more effective ways of
dealing with the very, very large
numbers of children who already
have established obesity.”

Weekend Australian, 5-6 September 2009



Speak
to the
hand

Technical gadgetry has
blinded a generation

to visual cues, writes
Mark Bauerlein

N September last year, when US
I market research group Nielsen

announced that teenagers with
mobile phones each sent and received,
on average, 1742 text messages a
month, the number sounded high, but
just a few months later Nielsen raised
the tally to 2272.

A year earlier, the US National
School Boards Association estimated
that high school students devoted an
average of nine hours to social net-
working each week. Add email, blog-
ging, instant messaging, tweets and the
like and you realise what kind of 24/7
communications system young people
experience. Unfortunately, nearly all
their communication tools involve the
exchange of written words alone. At
least phones allow the transmission of
tone of voice, pauses and the like. But
even these clues are absent in the text-
dependent world. Users insert smiley
faces into emails but they don’t see
each others’ actual faces. They read
comments on Facebook but they don’t
read each others’ posture, hand ges-
tures, eye movements, shifts in perso-
nal space and other nonverbal, and
expressive, behaviours.

Back in 1959, US anthropologist
Edward T. Hall labelled these expres-
sive human attributes “the silent
language”. Hall died in July, aged 95,
but his writings on nonverbal commu-
nication deserve continued attention.
He argued that body language, facial
expressions and stock mannerisms
function “in juxtaposition to words”,
imparting feelings, attitudes, reactions
and judgments in a different register.

This is why, Hall explained, diplo-
mats could enter a foreign country
fully competent in the native language
yet still flounder from one miscommu-
nication to another, having failed to
decode the manners, gestures and
subtle protocols that go along with
words. And how could they, for the
silent language is acquired through
acculturation, not schooling.

Not only is it unspoken; it is largely
unconscious. The meanings that pass
through it remain implicit, more felt
than understood. Much of our social
and workplace lives runs on it.

For Hall, breakdowns in nonverbal
communication took pface most dam-
agingly in cross-cultural circum-
stances; for instance, US government
workers dealing with Navajo Native
Americans and misconstruing their
basic conceptions of time. Within
cultures, Hall assumed, people more or
less spoke the same silent language.

They may no longer, thanks to the
avalanche of all-verbal communica-
tion. In Silicon Valley itself, as the Los
Angeles Times reported last year, some
companies have installed the “top-
less” meeting — in which not only
laptops but iPhones and other tools are
banned — to combat a new problem:
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Television better than video
games for teenagers’ health

Adam Cresswell
Health editor

VIDEO games may do more
harm to teenagers’ health than
watching too much television,
despite the traditional view that
“‘the box”’ is the main threat to a
child’s healthy development.

Australian researchers set out
to discover how different forms of
electronic media affect teen-
agers’ health, and found adoles-
cents who used video games the
most had the worst self-reported
health, including problems with
depression and anxiety.

Those using computers for
other reasons described them-
selves as being slightly healthier
on average — while using the
telephone and watching tele-
vision did not appear to correlate
to worsened or improved health
scores, according to the study of
nearly 1000 Victorian teenagers.

The leader of the research

continuous partial attention. With a
device close by, attendees at workplace
meetings simply cannot keep their
focus on the speaker. It’s too easy to
check email, stock quotes and Face-
book. While a quick log-on may seem,
to the user, a harmless break, others in
the room receive it as a silent dismissal.
It announces: “I'm not interested.” So
the tools must remain at the door.

Older employees may well accept
such a ban but younger ones may not
understand it. Reading a text message
in the middle of a conversation isn’t a
lapse to them, it's what you do. It has,
they assume, no nonverbal meaning to
anyone else.

It does, of course, but how would
they know it? We live in a culture
where young people outfitted with
iPhone and laptop and devoting hours
every evening from age 10 to messag-
ing of one kind or another are ever less
likely to develop the silent fluency that
comes from face-to-face interaction. It
is a skill that we all must learn, in
actual social settings, from people
(often older) who are adept in the
idiom. As text-centred messaging in-
creases, such occasions diminish. The
digital natives improve their adroitness
at the keyboard, but when it comes to
their capacity to read the behaviour of
others, they are all thumbs.

It is too early to assess the effect of
digital habits and the tools change so
quickly that research can’t keep up
with them. By the time investigators
design a study, secure funding, collect
results and publish them, the technol-
ogy has changed and the study is
outdated. Still, we may reasonably
pose questions about silent-language
acquisition in a digital environment.

Lots of people grumble about the
diffidence, self-absorption and general
uncommunicativeness of generation Y.
The next time they face a
20-something who doesn’t look them
in the eye, who slouches and sighs for
no apparent reason, who seems dis-
tracted and unaware of the rising
frustration of other people in the room,
and who turns aside to answer a text
message with glee and facility, they
shouldn’t think, “What a rude kid.”

Instead, they should show compas-
sion and, perhaps, seize on a teachable
moment. “Ah” they may think,
“another texter who doesn’t realise
that he is communicating, right now,
with every glance and movement, and
that we’re reading him all too well.”

The Wall Street Journal

Mark Bauerlein, a professor of
English at Emory University in the
US, is the author of The Dumbest
Generation: How the Digital Age
Stupefies Young Americans and
Jeopardises Our Future.

Weekend Australian, 5-6 Septeinber 2009

team, Melissa Little, a pedia-
trician at Melbourne’s Royal
Children’s Hospital and the Mur-
doch Children’s Research Insti-
tute, said the results indicated
that ““‘unsupervised, violent video
games cannot be seen as a good
thing”’.

‘“No-one would promote ex-
cessive TV viewing, but if parents
can persuade their teenagers to
stick to recommended TV view-
ing times... they are probably
going to do just fine,” Professor
Little said.

Australian national guidelines
recommend young people spend
no more than two hours a day
using electronic media for enter-
tainment, including not just TV
but also computers and video
games.

However, Professor Little’s
team found most of the 14-18 year
olds in the study went well
beyond this, using electronic
media for more than three hours

a day. Watching TV was the most
common activity, accounting for
just over two hours a day on
average, with about 35 minutes
daily spent playing video games,
19 minutes on the computer and
13 minutes on the phone.

The research has just been
published in the US journal
Academic Pediatrics.

However, Professor Little said
TV watching tended to be more
social than playing video games.

““A lot of the content can also
be educational or entertaining,
making people laugh — there’s a
lot of good things about TV,”
she said.

‘“We might speculate, but
video game use is a lot more
solitary an activity, and for teen-
agers a more violent activity.

‘I think this paper does sug-
gest that, within reason, TV is not
going to be harmful for most
teenagers® health.™

The Australian, 15 September 2009

Leap of
faith in
cartoon
capers

HEARD ON THE S8TREET
Martin Peers

BELIEVING in superheroes re-
quires blind faith. The same may
apply to any judgment of Walt
Disney’s purchase of superhero
kingdom Marvel Entertainment.

On the face of it, Marvel should
be an ideal fit for Disney with its
array of assets — movie studio,
theme parks, cable channels and
consumer product business —
and long experience exploiting
characters.

But investors may want to ask
what return on investment Dis-
ney hopes to achieve from the
$US4 billion ($4.75bn) it is paying
for Marvel.

After all, anyone asking that
guestion about Disney’s

US7.4bn purchase of Pixar in
2006 cannot easily get an answer.
Not all Pixar movies released
since then, such as Ratatouille and
Wall-E, have matched the success
of earlier movies, although in
some cases they have had a
greater impact in consumer prod-
ucts.

In the case of Marvel, Disney is
paying a full price. At a 29 per
cent premium to Friday’s close,
the price represents 23 times 2010
consensus earnings, even though
Disney acknowledges the deal is
not driven by the potential for
cost savings from combining the
two companies.

Instead the argument rests on
the benefits Disney can draw
from squeezing more value from
the roster of characters on Mar-
vel's books. Those include Spider-
man, the Fantastic Four and
X-Men and the Incredible Hulk,
as well as thousands of lesser-
known figures.

The problem is that Disney’s
ability to take control of some of
the  best-known  characters
quickly is limited. Many are
already licensed to other compa-
nies for use in film, television,
DVD animated features, theme
parks, publishers and even pro-
motions for other companies.

For instance, Marvel has
licensed characters at Universal
theme parks in Florida and Japan,
likely crimping Disney’s ability to
use characters at its own parks.
Disney was vague when asked by
analysts about the terms of the
various licensing deals. Some of
the film deals, at least, appear to
be indefinite because the studio
can retain the rights as long as
they keep making movies using
the characters every few years.

Sure, Marvel makes money
from these deals, although be-
cause some of these transactions
involved big upfront payments,
near-term cash receipts will be
limited.

Admittedly, Marvel’s library
has lots of characters that can be
developed and for which there are
fewer licensing agreements, giv-
ing Disney upside while it waits
for existing deals to expire. But
how long a life the famous
characters have is uncertain, and
betting on lesser-known heroes
isn't a sure thing.

Meanwhile, perhaps what is
most significant about the deal is
that Disney is doubling down on
character-based content at a time
when the internet is casting a long
shadow over the real value of
content in the entertainment

business.  Superheroes would
heartily approve.
The Australian, 2 September 2009




Poor filter

a test of

morality
ANGELA SHANAHAN

HERE is a great cartoon from The

. New Yorker that a few readers may
2 haveseen. A dog has been banging

away on a computer. The dog turns around

and says to another dog, “On the internet,

nobody knows you're a dog.”

In the free-for-all of the virtual world,
there is a temptation to simply go with the
flow, and let every man and his dog have
their day. That is especially so today, since
the real world has turned into a rule-bound
place. A place where St Nicola and St Kevin
are telling us how measly few drinks we can
have before we are classified bingers, and
poor smokers are being taxed out of
existence. So the internet has become,
along with drug use, an outlet for general
ratbaggery, anarchy and non-conformism,
particularly for the young.

However, back in the days when bingeing
was having so many drinks you forgot how
many drinks you had had, and university
students couldn’t get through tutorials
without a couple of cigarettes, people
seemed to have a better sense of moral
proportion. So if you became an alcoholic,
ripped off your family or beat up your wife,
well, that was pretty bad. Having six glasses
of chardonnay while you are watching a
video on Friday night and smoking a packet
of ciggies weren't.

So does this tendency of governments to
act the nanny and rule our lives in matters
that are really up to us explain why people
are losing a sense of proportion and are
“not morally serious” about serious issues
of freedom and censorship? Does the
tendency by law-makers to magnify mere
peccadilloes result in the young,
particularly, not understanding what really
constitutes morality? The fight over
internet service provider filtering seems to
suggest just that.

The internet is probably the last great
bastion of freedom, especially for our over-
supervised kids. But recent cases of child
pornography have revealed a world of
wickedness so grotesque Hieronymus
Bosch couldn’t have thought it up.

Some even argue that as long as you are
not interested yourseif in the nasty content
and you do your job as a parent, you don’t
have any obligation as a citizen, it seems, to
keep it away from those who may
be interested.

So why should anyone have the liberty to
view and enjoy little kids, or adults for that
matter, being raped or the other things that
give sickos a thrill, such as beheadings and
bestiality? Is it OK for it to be accessible as
long as you don’t do the raping?

1 would say it is not, and not only because
pornography exploits those often forced to
participate. It also exploits and encourages
the user. That is because pornography is a
form of vicarious experience and
experiencing vicariously means we
acquiesce to the moral norms of that
experience. That means you are morally
complicit with the act, as if you participated.
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It explains why it has been well
established in international criminal
studies, and in the sickening evidence of
every report into sexual abuse of Aboriginal
women and children, that so many people
involved in sex crimes use pornography.

About 45 per cent of pornography on the
government’s alleged black list of internet
sites involves children in some way. [tisn't
all just about Russian mafiosi hacking into
innocuous websites or rogue pedophiles
sneaking into Facebook.

Of course some of us are against all porn,
even legal porn, as being inherently
exploitive. The idea that there is good and
bad porn is morally repugnant and really
just a blurring of any boundaries to make
the public generally more apathetic to
pornography and leave the pornography
industry less open to scrutiny.

Porn umbrella group the Eros
Foundation, as well as fellow travellers such
as media academics Catharine Lumby and
Kath Albury, authors of The Porn Report
argue that pornography is an adult trade,
based on freedom for those who participate.
It is neither commercially nor personally
exploitive and they don’t have anything to
do with child pornography.

Eros, backed by Lumby and co, even
claims the commercial porn trade can be
good for you, personally liberating and
halfway between light entertainment and a
branch of the social services. Theirs is the
nice pornography. That other, nasty, child
porn, which it shuns, is not commercial and
1s mostly person-to-person.

They have a point. A lot of dangerous
grooming of children and adolescents takes
place on seemingly harmless one-to-one
sites such as Facebook. But that doesn’t
explain why Eros until recently was against
ISP filtering and why Eros spokeswoman
Fiona Patten said at the launch of the
Australian Sex Party, when ISP filtering
was first mooted, “If this goes ahead we will
all be broke in five years.” She was
probably worried about the spin-off effect
on her own members, since many of them
are skating on thin ice due to the age-
verification restrictions.

Anarchy is rather good for you when
you are young. We need a bit of anarchy
and we certainly don’t need the
government breathing down our necks
about everything. But what happened to the
sense of proportion? The young computer
geeks who are against censoring even the
vilest pornography live in an oddly
disassociated, amoral universe. That is
partly born of the virtual world, and partly
encouraged by an education that doesn’t
encourage true mentoring but merely
facilitation of the young's subjective
feelings, producing a breathtaking level of
self-referential arrogance.

If we accept that for the good of others
who are exploited by the pornography trade
that we should have some sensible base-line
limitations, as exist for any other form of
communication, such as books, DVDs and
films, then there is no reason the internet
should be an exception.

David Penberthy’s column The Punch
will return next week

Weekend Australian, 5-6 September 2009

Food ads
fall 54pc

as sector
hits back

Lara Sinclair
Simon Canning

AUSTRALIAN companies have
slashed advertising for snack
foods, drinks and fast-food res-
taurants by 54 per cent, or almost
$200 million, across all media
since 2005, according to research
commissioned by the World Fed-
eration of Advertisers.

Last year, companies spent
about $180m to advertise such

roducts, down from about
5370m four years ago, the re-
search, conducted by media
agency Mediaedge:cia, shows.

And the number of snack-
food, drinks and restaurant tele-
vision commercials seen by Aus-
tralian children fell by 35 per cent
from 2005 to 2007.

The advertising industry is
using the rescarch. released by
the Australian Association of
National Advertisers, to show it
can be trusted to continue to
regulate itself, after the Rudd
government’s release of its
National Preventative Health
Taskforce report last Tuesday.

Cutting the exposure of “chil-
dren and others” to “marketing,
advertising, promotion and spon-
sorship of energy-dense,
nutrient-poor foods and bever-
ages” is a key action area of the
report, which will inform the
government’s approach to regu-
lating food, alcohol and tobacco
marketing as part of a plan to
make Australians healthier.

The report recommends phas-
ing out alcohol promotions at
times when people aged up to 25
years are watching — including
banning advertising during live
sports broadcasts.

The marketing of unhealthy
foods on free-to-air and pay-TV
would also be phased out, with
legislation to be introduced
within four years if the self-
regulatory framework could not
show it was cutting children’s
exposure.

Free-to-air TV has long been
at the forefront of efforts to curb
marketing of unhealthy foods to
children, with research from
Melbourne’s Deakin University
published last week claiming a
ban on TV advertising would be
one of the most cost-effective

measures to combat rising obe-
sity levels.

But pay-TV is a relative new-
comer to advertising regulation.

Advertising  industry  re-
searcher Glen Wiggs, who heads
the Foundation for Advertising
Research, said the NPHT report
showed TV was likely to be just
the starting point, with advertis-
ing in new media also set to be
regulated in the future.

“It’s not an unexpected out-
come,” Mr Wiggs said. “As long
as the government is genuine
about negotiating with the indus-
try there will be a satisfactory
outcome.”

But Scott McClellan, chief
executive of the AANA, said the
report presented “a formidable
challenge for this industry over
the next few years” as it advo-
cated “a phased approach to
eliminating whole swathes of
advertising”.

“It was always going to be
skewed heavily towards a health
agenda,” he said. “It's our
challenge to point out the risks
that would be business-killing
errors.”

The government is yet to
detail its reponse to the NPHT
report.

The advertising  industry
maintains there is insufficient
evidence to show that advertising
causes obesity, a conclusion sup-
ported by the Australian Com-
munications and Media Author-
ity last week.

ACMA last week rejected calls
to ban junk-food advertising
during children’s viewing hours
with the release of its new
Children’s Television Standards.

Instead, it moved to ban the
use of popular children’s charac-
ters in advertising during child-
ren’s programming except where
they related directly to toys,
games or public service mes-
sages.

Mr McClellan said that was
yet another limitation on free
commercial speech.

Jane Martin, from the Obesity
Policy Coalition, said the govern-
ment would need to keep pres-
sure on the food industry.

“Four years is quite a long
time and you'd want to see
action soon,” she said.

The Australian, 7 September 2009

Skippy doco gives warts and all account of early years

THERE is no need to go to film school to
learn about the evolution of the Australian
television industry. If you want to learn
about how TV was made in the early days,
just watch Skippy, Australia’s First Super
Star: The remarkable story of how a crime-
fighting marsupial conquered the world.

The hour-long documentary by
independent production house Electric
Pictures, which screens on ABCI next
Thursday, gives a remarkable insight into
the pioneers of the local industry and how
cultural values have changed in the past 40
years. It was a politically incorrect world in
which men not only dominated the screen,
they also ruled behind the scenes.

Women who worked on the show were
treated like sex objects and made to wear
miniskirts to work. The men would film up
their skirts. On Saturdays, the women were
“allowed to wear slacks”.

The animals didn’t fare much better:

they were regularly plied with alcohol to
make them perform for the cameras and
kept in hessian bags so they would be
disorientated when released.

Many of the main production roles were
given to Englishmen because the
Australians were seen as not quite as good
at film-making as the Brits yet.

Skippy was produced between 1967 and
1969 in Sydney, selling to 128 countries and
being translated into 25 languages.

Ninety episodes were filmed by Fauna
Productions and sold to the late Frank
Packer for his then Channel Nine. Skippy
starred Garry Pankhurst as Sonny
Hammond, the little boy who lived in a
national park with his kangaroo friend as a
playmate; Ken James played his older
brother, Mark Hammond, and Tony
Bonner was flight ranger Jerry King.

Full credit to the film-makers Stephen
Oliver, Andrew Ogilvie and Andrea

Quesnelle, who convinced everyone
involved in the production of the original
series, including Pankhurst, James and
Bonner, to be interviewed.

“I probably found the public adulation a
little bit overwhelming I suppose,”
Pankhurst, who now runs aged-care
homes, said. “I didn’t really think my
character warranted this star treatment-
type thing.

“Funnily enough, it’s probably taken me
35 years to really come to terms with what
Skippy meant, and what my part in Skippy
was all about.”

But it was the crew who provided the
most compelling insider details about the
production, such as how they handled the
animals, how they made the famous Skippy
“talking” noise and how they faked
Skippy’s paws doing “human” things such
as playing the drums and operating the
radio.

The Australian, 7 September 2009
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Computer-addicted society may end up losing its mind

t YPING away on my laptop one
night, 1 was startled by a bubble
of words that appeared at the

bottom right hand corner of my

screen. ‘‘Hey, Janet, is that you?”’

Next bubble: ¢“Wow, this is weird, I’'ve

never done this before”” my

50-something friend said.

““Me neither,”” 1 replied, less than
enthused about losing my social
networking virginity. “Why wouldn’t
we just pick up the phone and talk?”
he asked. *‘Precisely. Too weird for
me,”” I answered curtly.

And there ended my cyber life.

You sure feel old when you try to
figure out why young kids spend
hours each day on social networking
sites, not to mention playing computer
games. No doubt, the fast developing
world of information technology is a
sign of progress. Information at our
fingertips. Instant communication.
Friendships forged online. Interactive
games, full of noise and colour, that
test our responses and build vivid
imaginations.

And yet intuitively. parents wonder
how healthy it is for their children to
spend hours enthralled by a two-
dimensional world of computer games
and cvber relationships.

Enter Susan Greenfield. a baroness
Toss out twin-set and pearl visions of
a crusty old toff who only reads
Cruntry Life. The baroness is a widely
published neuroscientist. professor of

wecOnt

prefrontal cortex related to our ability
to balance risks and consider conse-
quences. Now, step back from the
molecules and cells. Computer games
are full of Crash! Boom! Bang! sensa-
tions, a series of never-ending actions,
reactions, actions and reactions. The
games — often violent and without
consequences — are full of sensory
stimuli that deliver kids increased
doses of dopamine. You kill someone,
you play again. You get killed, you
play again.

Greenfield says as a society we
would be remiss not to ask whether a
child’s brain is being altered by
spending hours immersed in that kind
of sensory stimuli.

She refers to research from Harvard
Medical School where three groups of
adults were taken into three rooms
each with a piano. None played the
piano. The first group were given
piano lessons for five days. The second
group went into an identical room but
did nothing. The third group, again in
an identical room, were asked to
imagine they were having piano
lessons. Brain scans of the first group
showed structural changes in their
brain associated with finger move-
ment. No surprise. The second group
showed no changes. No surprise there
either. But the third group, who had

Who will stop the cyber-generation from messing with their brains?

JANET ALBRECHTSEN

synaptic pharmacology at Lincoln
College, Oxford, researching Alzhei-
mer’s disease.

Now forget visions of a scruffy,
absent-minded professor babbling
about some esoteric science.

The 57-year-old baroness (she was
appointed to the House of Lords
under Tony Blair’s reforms in 1998 for
her eminence in science) is a thin,
attractive blonde who has a knack for
making connections between the
highfalutin world of brain cells and the
home, the classroom and youth cul-
ture. Not content with heading up the
Royal Institution of Great Britain,
whose mandate is to “‘diffuse science
for the common purposes of life™”,
Greenfield is one of the driving forces
behind the new Royal Institution
Australia. which will officially open its
doors in Adelaide’s grand old stock
exchange building on October 9.

With the same mission in mind —
of 1naking science more central to

not touched the piano — only imag-
ined they had — showed changes
similar to those in the first group.

Writing in the British press, Green-
field said: ““What worries me is that if
something as innocuous as imagining
a piano lesson can bring about a
visible physical change in brain struc-
ture ... what changes might long
stints playing violent computer games
bring about?’

She asks us to consider the danger-
ous decoupling of thrills and risk.

For the first time in human history,
many children spend about six hours
a day seeking short-term rewards
from a computer screen, getting thrills
and excitement without danger and
consequences. There is nothing wrong
with hedonistic sensual experiences,
she hastens to add. People have
always enjoyed this, whether from sex,
food, parachuting or downhill skiing.
But most of those activities had
consequences weighed up by the
human brain.

Her fear, as she told the House of
Lords in February, is that the “‘mid-
21st century mind might almost be
infantilised, characterised by short-
term attention spans, sensationalism,
inability to emphasise and a shaky
sense of identity.”’

Social networking is giving rise to a
““look at me” generation who spend
hours using Facebook (250 active
million users) and Twitter (already six

Australian society — Greenfield was
in Australia last week with plenty to
say. Her fear is that our children’s
brains are being rewired in a way that
has never happened before.

Over lunch at the Centre for
Independent Studies last Thursday,
she said that the capacity for the
human brain to adapt to new environ-
ments has previously given us an edge
over other species.

We are not particularly strong, we
don’t see particularly well, or run
particularly fast, she said, but what we
do brilliantly is adapt.

Given the plasticity of the human
brain, Greenfield — whose latest
book, 1D — The Quest for Meaning in
the 2ist Century is a must-read for
parents — says we should be asking
questions about the effects of hours in
front of a computer screen playing
games and engaging in two-
dimensional relationships.

First some science from the baron-
ess. who was Honorary Australian of
the Year in 2006 and Thinker In
Residence at Adelaide University in
2004 and 2005.

Dopamine is a naturally occurring
chemical in the brain linked to obesity,
gambling and drug addiction. Exces-
sive hits of the pleasurable dopamine
can curb the brain cell activity in the

million people have signed on) seek-
ing *‘constant reassurance; that you
are listened to, recognised and impor-
tant”’. With only 24 hours in the day,
the more time spent in the two-
dimensional cyber-world means less
time in face-to-face conversations in
real time which ‘‘require a sensitivity
to voice tone, body language and
perhaps even to pheromones, those
sneaky molecules that we release and
which others smell subconsciously””.

“It is hard to see how living this
way on a daily basis will not result
in brains, or rather minds, different
from those of previous generations.
We know the human brain is exqui-
sitely sensitive to the outside world,””
she says.

Greenfield, who as a teenager cut
out the brain of a rabbit because she
wanted to see what the brain looked
like, has a curiosity that is infectious.
She says we should also think about a
possible link between how small
minds are changing and the increased
rates of attention deficit hyperactivity
disorder. She doesn’t pretend to have
the answers, but hopes these questions
will prompt more research and see
educators, government and the
science community working together
to create technologies that enhance,
rather than diminish the mind.

ﬁ Jjaneta@bigpond.net.au

The Australian, 16 Septermber 2009

Split on kids’ junk food ads

Kids ‘treated
as fodder for
production’

Stephen Lunn
Social affairs writer

AUSTRALIA’S children are increasingly being
raised as “‘fodder for productivity”’, trained in
skills we want them to have as adults at the
expense of allowing them a proper childhood,
a leading children’s policy expert has warned.

Don Edgar is calling for a “New Deal’’ for
children to make them more central to public
and private sector decision-making, including
such disciplines as town planning.

“Urban planning is capable of designing
much better housing estates. The return of the
backyard or strip park, or small vacant lot
playgrounds in local neighbourhoods, could be
mandated — we need car-free streets, shady
trees, linked walking paths and safe public
transport,”” he told a conference on children
held in Melbourne.

Dr Edgar, founding director of the Australian
Institute of Family Studies and a long-time
advocate for children, criticised the Rudd
government’s failure to embrace a key tool in
children’s learning, the media.

““We have a so-called Education Revolution
which is disconnected from the greatest
educator of all — the mass media,”’ he said.

““What children learn is clearly affected by
the media, yet educators often fail to see this
and regard television, computer games and
iPods as mere entertainment, of no value to the
learning process, more likely harmful than
helpful. But how children learn is affected by
the media, and teachers face a real revolution
in the child’s growing ability to learn in their
own way at their own time.”’

Letting children grow up at their own pace
was critical to broader societal wellbeing, he
told the Australian Research Alliance for
Children and Youth conference.

“Children are not simply fodder for later
productivity; to be trained in the skills we will
demand of them when we grow old, they are
not simply engine parts for a changing
economy,”” he said. “‘If we insist too much that
the goal of parenting and teaching is to produce
competent adults . . . we devalue the experience
of childhood.”

At the same time, Dr Edgar warned we
should not treat children as innocents.

They are ‘“not passive victims in need of
protection. The majority of them are active,
aware, sophisticated learners often ahead of
their parents and teachers’’, he said.

““We have to stop talking down to children.”’

The Australian, 14 Septemnber 2009

Siobhain Ryan

A MAJOR new taskforce report has
called for a phase-out of television
advertising of junk food to children
on the same day a government
agency ruled there was no case for
change.

The Australian Communications
and Media Authority’s backing of the
status quo, citing limited evidence of
the need for a ban, brought it into
direct conflict with the Rudd govern-
ment’s National Preventative Health
‘Taskforce, which released its own
strategy yesterday.

“They’ve said they couldn’t find
the evidence but, from our point of
view, they didn’t look hard enough,”
taskforce chair Rob Moodie told The

Australian. The taskforce, commis-
sioned by the Rudd government last
year to recommend ways of tackling
the obesity epidemic, proposes ending
free-to-air and pay television adver-
tising of energy-dense, nutrient-poor
food before 9pm within four years.

“The taskforce finds that, on
balance, the weight of evidence of the
negative effects of inappropriate food
advertising on children’s knowledge,
attitudes, food preferences and con-
sumption is now sufficiently compel-
ling to recommend ameliorative
action,” it says.

Almost a quarter of Australian
children are overweight or obese,
compared with 5 per cent in
the 1960s. ACMA already prohibits
advertising during preschoolers’ pro-

gramming but resisted calls from
consumers and public health experts
to take a harder line on junk food
promotion during other program-
ming popular with youngsters in its
release of draft children’s TV viewing
standards last year.

ACMA chairman Chris Chapman
said the contribution of advertising to
childhood obesity was “difficult to
quantify” and there was no consen-
sus that anything other than a modest
association existed. “Without greater
confidence that such bans would have
a direct and real benefit, the ACMA
considers that a general ban would be
a blunt regulatory intervention with
uncertain results and significant costs
to the sector,” he said.

The ACMA instead plans to mon-

itor an Australian Food and Grocery
Council “responsible children’s mar-
keting initiative”, launched earlier
this year, which commits 16 major
food manufacturers to promoting
only healthy food and beverages to
children under 12.

The taskforce said it was willing to
give voluntary self-regulation the
chance to prove itself, but warned a
legislative ban would follow if the
industry plan failed to reduce child-
ren’s exposure to unhealthy food
advertising within four years.

But it warns of the limitations of
the industry scheme, including its
lack of sanctions, failure to capture all
manufacturers and subjective defini-
tions of what constitutes children’s
viewing times. The taskforce also goes

further in its new strategy than the
ACMA in cracking down on the use
of toys, competitions, cartoon char-
acters and celebrity endorsements to
market junk food, recommending
they be phased out across all media.

Obesity Policy Coalition’s senior
adviser Jane Martin said the media
watchdog had put a higher priority on
the profitability of broadcasters than
the taskforce and urged the govern-
ment to side with the latter’s
recommendations.

“The government will not achieve
the outcomes it wants through its
health and hospitals reforms and
preventative health taskforce if it
doesn’t address what’s creating de-
mand for unhealthy food,” she said.

Editorial — Page 13
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Ad-free school buses in the USA

After a three year campaign, the US
organisation Campaign for a Commer-
cial Free Childhood has thanked evryone
who helped to prevent radio advertising
to children on school buses. Children will
now not be subjected to specially designed
student-targeted ads for products such as
Barbie or entreaties to spend their after-
school hours watching TV and playing
videogames.

BusRadio - the company that planned to
“take targeted student marketing to the
next level” - ceased operations yesterday.
BusRadio hoped to play its commercial-
ized broadcasts for students on buses
around the US, but CCFC and a network of
parent activists opposed the company at
every turn.

As the CCFC media release says
Ending BusRadio is a tremendous vic-
tory for families and the growing move-
ment to protect children from exploitative
marketing. No child should be forced to
listen to ads on their way to and from school.

http://commercialfreechildhood.org/
pressreleases/busradiosongisover.html

Complaints upheld

The Advertising Standards Bureau has
upheld complaints about shopping
centre advertising for hair products.

The advertisements were large posters
of a young man, apparently naked, lying
down with one hand behind his head in a
seductive pose with a towel covering his
genitalia with the caption “wanna muk?”.
This poster was accompanied by two oth-
er posters - one which states “What the
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muk?’, the other “What the f*#k is muk?’

The Board noted the complainants’ con-
cerns that the image of the man was
inappropriately sexual for viewing by
children and that the language accompa-
nying the image is also inappropriate.

The advertiser’s response was

We accept the board’s decision and as
discussed with ASB  have contacted
all outlets displaying the poster and
instructed them that the poster must be re-
moved from their windows immediately. We
have advised our stockists that the poster
may be displayed inside the actual salon/
store, however not in a window where vis-
ible to the passing public.

http://www.adstandards.com.au/pages/
page64.asp

Mobile phone genie

Tasmanian animation company Blue Rock-
et Productions’ new animation series, Pixel
Pinkie, is showing nationally on the Nine
Network and in Tasmania on WIN Televi-
sion.

Pixel Pinkie, a children’s cartoon
series, is the 2lst century interpreta-
tion of the traditional genie tale. The
story follows Nina, a tween-age girl and
her adventures with an impetuous dig-
ital genie who lives in her mobile phone.

Screen Tasmania has invested $650 000
into two series of Pixel Pinkie, result-
ing in around $5 million of production
expenditure in the Tasmanian economy.

The 26-part television series is accompa-
nied by an interactive website - www.pix-

elpinkie.tv - featuring games, activities and
downloads.

Pixel Pinkie is currently being broadcast
in a number of countries around the world
and is distributed worldwide by Daro Film
Distribution. This series was produced
with assistance from Screen Australia and
Screen Tasmania.

http://www.screenhub.com.au

KIDS’ TV

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

ABC 1

Lucy; Secret Show; Carl; Pat & Stan;

A Kind of Magic; Flamingo; Roary;
Silversun; The Latest Buzz; In the Night
Garden; Behind the News.

ABC 2

The Mole Sisters; Sesame Street;
WotWots; Chuggington; 64 Zoo Lane;
Olivia; Flatmania; Creature Features.
SEVEN

Kid Detectives; Zeke’s Pad; Staines
Down Drains; Flipper and Lopaka;
Saturday Disney.

NINE

Hi-5; The Shak; Kids’ WB; Dora; Ben 10;
Dogstar; Pixel Pinkie.

TEN

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

NICKELODEON

The Troop; True Jackson VP; Fantastic
Four; Mighty B; Brain Surge; Penguins of
Madagascar; Avatar; Hollywood Hang.
DISNEY CHANNEL

Wizards of Waverly Place; The Suite Life
on Deck; As the Bell Rings; Phineas and
Ferb; Yin Yang Yo!; That's so Raven.




