
Prince Caspian: not just a pretty 
story 

In a recent media release, Young  
Media Australia warned parents that the 
newly released movie Prince Caspian is 
not a film for children.  YMA reviewers 
who create the Know Before You Go movie  
reviews have found that although the film is 
based on the timeless and beautifully craft-
ed children’s story by C. S. Lewis, it has been 
made unsuitable for children by violence 
which is continuous from beginning to end. 

Jane Roberts, YMA President, cautioned 
parents saying,  “Please be aware that Prince 
Caspian, while it has the beautiful scenery 
and outstanding special effects that will 
be enjoyed by many older teenagers and 
adults,  is not a film for young children. It 
was given an M rating by the Classifica-
tion Board for ‘frequent battle violence’. 
It is disappointing that the story,  with ap-
pealing characters and engaging plot, has 
been reduced to a formula of violent battle 
scenes and scary villains at the expense of 
other elements of good storytelling.”

Elizabeth Handsley, YMA Vice Presi-
dent, agreed. “Young Media Australia 
has noted that in the last couple of years 
there has been a trend for movie-mak-
ers to turn children’s books into M rated 
movies. The most worrying aspect of 
this is that busy parents may be caught 
off guard and assume that these movies 
will be suitable for their young children.” 

Ms Roberts concluded “We wonder why 
movie makers are making fewer movies 
rated G and PG, when there are still sub-
stantial profits to be made from movies 
that provide enjoyable viewing experienc-
es for the whole family.” A recent article in 
The Independent by Caroline Elliott reported 
research which showed that films with the 
UK equivalent of a G classification enjoy 
more than 68% higher revenues than films 
with other claasifications. This popularity 
seemed to be independent of strong media 
backing. 
http://www.independent.co.uk/news/me-
dia/revealed-how-to-make-your-movie-a-
box-office-smash-842662.html

Meanwhile YMA heard from a concerned  
 

South Australian parent that her  
daughter’s Grade 6 primary school class 
were being taken to the film. The school 
had originally been told that the film 
would be rated PG and when they found 
out the actual classification, made the deci-
sion to retain their booking and promoted 
the film’s positive aspects to the parents 
when asking them to give permission for 
their children to attend. 

Inquiries to the SA Department of Educa-
tion and Children’s Services have revealed 
that there is no definite policy on tak-
ing children to M rated films, despite the 
Australian Classification Board guideline 
that material classified M is not recom-
mended for persons under 15 years of age. 
YMA were informed that making deci-
sions to take children to see films is very 
much about the context, individual be-
liefs and attitudes, and informed consent 
when that is deemed appropriate It is not 
known whether the teachers involved have  
actually seen the film. 

Playing online
Websites suitable for young children are  
becoming the subject of increasing scru-
tiny by the media and researchers.  
 
In a recent article in The Age, Lia Timson 
points out that deciding which websites 
are OK for their children can be confusing 
for parents, with children finding out about 
both suitable and unsuitable sites from 
their friends and siblings. Her article high-
lights the good and not so good features of 
a number of sites which young Australian 
children are visiting:
h t t p : / / w w w . t h e a g e . c o m .
a u / n e w s / w e b / c y b e r - p l a y -
grounds/2008/06/11/1212863654396.html?
page=fullpage#contentSwap2

A recent US report by Consumer Webwatch 
has found that  children as young as 2½ are 
being exposed to Internet content, either 
directly or by watching older siblings 
or parents. Their exploration of popular 
websites for children found that the 
Internet is a highly commercial medium.  
 
Most of the sites observed for this study 
promote consumerism. No site or service 

observed for the study was completely 
free of brand names, logos, licensed 
characters, underwriters or sponsors.  

Researchers found that web sites frequently 
persuade  children to make purchases 
by presenting enticing options and even 
threats that their online creations will 
become inaccessible. 

Subtle branding techniques are often 
used. For example, the online site for 
Rescue Pets toys offers an online version 
of the game “Concentration,” with its 
logos on the back of each card and in a 
Webkinz bowling game, the site’s logo 
appears on the rack that clears the pins. 

The games observed varied widely 
in quality, educational value, and 
developmental match with children’s 
abilities. 

The Consumer Webwatch report, 
Like Taking Candy From a Baby: How 
Young Children Interact with Online 
Environments. is available online at  
http://www.consumerwebwatch.org/pdfs/
kidsonline.pdf
 

Appendix II of the report: ‘A closer 
look at kids online destinations’ is 
an excellent US review of popular 
children’s websites . It is available as a 
PDF document on the YMA website at  
http://www.youngmedia.org.au/pdf/
kidsonline_websites.pdf

No. 242 May 2008

 

The Federal Attorney General’s 
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as it is almost impossible for a 
young person to separate their 
own feelings from those around 
them, and they depend on adults 
to both affirm them, and yet give 
them space to unfold who they 
are, a process taking many years.”

The issues here are serious, but 
Henson’s  photos are just the work of one individual, 
and  it’s far easier to take on an art gallery than 
the massive retailing and other corporations 
who are marketing to children continuously.
The possible harm to the girls who posed for the 
photographs is of course, a legitimate concern, 
but where is the media outrage about the harm to 
thousands and possibly millions of even younger 
children affected by sexualised marketing?

As Steve Biddulph  says “The term “corporate 
pedophile” has gained wide currency in 
recognising  that   harm  comes at  children 
from many angles,  and  the business world 
is increasingly one of these. Some show a 
sociopathic lack of concern for the outcomes. 
Big Tobacco continues to target children 
in the Third World, while knowing its 
products will kill one-in-eight of their users.
There is no place in the corporate structure for 
someone who asks the “is this wrong” question. 
Here in Australia, parents have applauded 
campaigns to desexualise advertising and make 
the public domain a child-friendly place.”
The recent Senate Inquiry into the sexualisation 
of children in contemporary media is 
expected to report to the Senate on June 23.   
 
YMA awaits this report with interest.
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EDITORIAL

Classification amendment bill before Senate
The Classification (Publications, Films 
and Computer Games) Amendment 
(Assessments and Advertising) Bill 2008 is 
due for debate in the Senate shortly. YMA 
is opposed to most of these amendments. 

Overall, the underlying basis of most of  the 
amendments seems to be that it’s desirable for 
the industry, both TV and film, to be allowed 
to have a greater role in classification.  Where 
has there been public debate about whether 
it is a good thing for film distributors to have 
greater freedom to show trailers of “yet to 
be classified films”.  Why are TV stations to 
be given a greater role in the classification 
of TV series coming out as DVD box sets? 

These proposals follow hard on the heels 
of the removal of any policy function 
from the OFLC to the Attorney General’s 
Department before June 30 last year, and its
reduction to being just a classification unit (the 
Classification Board).

The Classification Board is independent, set 
up and resourced to classify films, games 
and publications for national consumption, 

and has independent review processes, and 
YMA can see no reason why the industry 
is to be given a greater role.  The Board is 
quite capable and has sufficient resources. 
It doesn’t need industry recommendations 
as to classification, which imply that
the Board hasn’t the time or 
resources to do the job fully.    
YMA can see no justification for this move.  

Those of us who have had longstanding concerns 
about children’s well-being and the media, find 
it ironic that the Bill Henson photos of naked 
13 year old girls are receiving so much media 
attention.  Where is the equivalent media interest 
in the ongoing and increasing sexualisation of 
young children in the media by corporations?  

The Henson photos raised important issues 
beyond whether the photos would be 
judged pornographic. Children’s protection 
professionals  have rightly questioned the ability 
of minors to give informed consent to being 
photographed in that way,  and the possible 
use of the images by paedophiles. Others have 
focussed on  the legality of such portrayals (given 
the prohibition in the Classification Guidelines 
for Publications [3] of “sexualised nudity 
involving minors”), and their artistic merit.  

Thirty children’s professionals were sufficiently 
concerned about the issue of consent to write to 
The Australian , saying  “In our view, the issue 
is not about art versus pornography, nor is it 
about ‘censorship’. The central issues are the 
exploitation of children and young people and 
their ability to give consent.  It is also our view 
that parents do not have the right to give consent 
to such activities on behalf of their children.”

Steve Biddulph wrote a feature piece in The Age 
saying, “Teenage children are developmentally 
fragile. They try on any number of selves, 
and have to be free to do so, without adult 
predation on their bodies or minds. What 
might seem cool and exciting one day to a 
teenager, they would regard with horror and 
embarrassment on another day and at another 
time. That’s why consent is not a justification, 

Barbara Biggins  
OAM
Hon CEO

IT’S TAX TIME! 
 

and just time for a tax  
deductible donation to  
Young Media Australia

To donate by credit card,  
cheque or direct transfer,  

go to our website at  
 

http://www.youngmedia.org.au 
or phone (08) 8376 2111
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ADVERTISING
Fiates, GMR; et al (2007)
Television use and food choices of 
children: Qualitative approach.
Appetite, Vol. 50, Pp12-1

Del Vecchio, Gene (2002)
Creating ever-cool: a marketer’s guide to 
a kid’s heart.
Pelican Publishing Company USA  

Morrison, MA; et al (2008)
Under the radar: Smokeless tobacco 
advertising in magazines with 
substantial youth readership.
American Journal of Public Health, Vol. 983, 
No. 3, Pp543-548

COMPUTERS & INTERNET
Fiorini, Mario (2007)
The effect of home computer use on 
children’s cognitive and non-cognitive 
skills.
University of Technology, Sydney, School 
of Finance & Economics, LSAC Research 
conference www.uts.edu.au/

Singer, DG & Singer JL (2007)
Imagination and play in the electronic 
age.
Harvard University Press, pbk 210 pages

Erdur-Baker, O; Kavsut, F. (2007)
Cyber bullying: A new face of peer 
bullying.
Journal of Educational Research, Vol. 7, No. 
27, Pp31-42

Li, Q (2007)
Bullying in the new playground: 
Research into cyberbullying and cyber 
victimization.
Australasian Journal of Education, Vol. 23, 
No. 4, Pp435-454

Withers, K & Sheldon, R (2008)
Behind the screen: The hidden life of 
youth online.
Institute for Public Policy Research UK 
www.ippr.org

Schuler, Carly (2007)
D is for digital: An analysis of 
the children’s interactive media 
environment with a focus on mass 
marketed products that promote 
learning.
www.joanganzcooneycenter.org

Byron, Dr Tanya (2008)
Safer children in a digital world: the 
report of the Byron review.
www.dcsf.gov.uk/byronreview

Australian Communications and Media 
Authority (2008)
Developments in Internet filtering 
technologies and other measures for 
promoting online safety.
www.acma.gov.au

COMPUTER & VIDEO GAMES
Bioulac, S; et al (2008)
Attention deficit/hyperactivity disorder 
and video games: A comparative study 
of hyperactive and control children.
European Psychiatry, Vol. 23, No. 2, Pp134-
141

Kutner, L & Kutner, C (2008)
Grand Theft Childhood: The surprising 
truth about violent video games & what 
parents can do.
NY: Simon & Shuster 

Olson, CK; et al (2008)
The role of violent video game content 
in adolescent development: Boys’ 
perspectives.
Journal of Adolescent Research, Vol. 23, No. 
1, Pp55-75

Middlebrooks, JS & Audage, NC (2008)
The role of violent video game content 
in adolescent development: Boys’ 
perspectives.
Journal of Adolescent Research, Vol. 23, No. 
1, Pp55-75 

Thompson, KM; et al (2006)
Content and ratings of mature-rated 
video games.
Arch Pediatric & Adolescent Medicine, Vol. 
160, Pp406-410

Kutner, LA; et al (2008)
Parents’ and sons’ perspectives on video 
game play: A qualitative study.
Journal of Adolescent Research, Vol. 23, No. 
1, Pp76-96

Gee, James Paul (2007)
Good video games & good learning: 
collected essays on video games, learing 
& literacy.
New York: Peter Lang Publishing

MEDIA – EDUCATION
Carlsson, Ulla; et al (2008)
Empowerment through media 
education: An intercultural dialogue.
International Clearinghouse on Children, 
Youth and Media, pbk 272 pages

University College of London (2008)
Information behaviour of the researcher 
of the future.
Food Standards Agency www.publishing.ucl.
ac.uk/

Buckingham, David (2005)
The media literacy of children and 
young people: a review of the research 
literature on behalf of Ofcom.
www.ofcom.org.au

MEDIA EFFECTS-PHYSICAL
Schooler, Deborah (2008)
Real women have curves.
Journal of Adolescent Research, Vol. 23, No. 
2, Pp132-153

MEDIA EFFECTS-SOCIAL
Primack, BA; et al (2008)
Content analysis of tobacco, alcohol, 
and other drugs in popular music.
Arch Pediatric & Adolescent Medicine, Vol. 
162, No. 2, Pp169-175

Titus-Ernstoff, L; et al (2008)
Longitudinal study of viewing smoking 
in movies and initiation of smoking by 
children.
Pediatrics, Vol. 121, No. 1, Pp15-21

Omnibus Research (2007)
Children’s attitudes towards food.
Food Standards Agency  www.food.gov.uk/ 

Macleod, KE; et al (2008)
Neighbourhood environment as a 
predictor of television watching among 
girls.
Journal of Epidemiology & Community 
Health, Vol. 61, No. 4, Pp288-292

VIOLENCE
(2007)
Psychologists explore public policy and 
effects of media violence on children.
www.physorg.com

Hetsroni, Amir (2007)
Four decades of violent content on 
prime-time network programming: A 
longitudinal meta-analytic review.
Journal of Communications, Vol. 57, Pp759-784

Fright-free Fight-free Viewing 
A resource for parents of  

under seven year olds
 

The package includes 
a 5 minute DVD, 
booklet and Parent 
Information Session 
training notes. It 
discusses how violent 
media can affect 

children under seven,  gives practical tips 
for reducing the impact and supplies a 
list of 200 non-violent media titles for 
under  seven year olds.
 

Produced  by YMA  with funding from 
the Federal Government’s National 
Community Crime Prevention Program, 
the package is now available from 
South Australian public libraries, 
schools, kindergartens, child care 
centres or community centres. 

Inquiries:
helpline@youngmedia.org.au



 

Film marketing concerns
 

A US based  campaign to stop the market-
ing of violent movies to preschoolers is 
gathering momentum.  More than 1,800 
people have written to the Motion Pic-
ture Association of America to urge them 
to develop a policy to ensure movies are 
marketed in a manner consistent with their 
rating.  

According to the Campaign for a Commer-
cial Free Childhood (CCFC) it seems that 
the MPAA is choosing not to adopt clear 
marketing guidelines for movies rated as 
unsuitable for young children and sees 
no problem in marketing these films to 
children as young as three.  On May 16, 
the MPAA sent CCFC a letter asking them 
to end their campaign.  Advertising for  
Indiana Jones and the Kingdom of the Crystal 
Skull, as well as Indiana Jones Lunchables 
Frosted Flakes, and Burger King toy givea-
ways flooded children’s television in the 
US and cross-promotions aimed at young 
children are also planned for The Incredible 
Hulk and The Dark Knight. Obesity experts 
have expressed concern at the frequent in-
volvement of unhealthy foods in this type 
of promotion to vulnerable children. 

So far, there has been less promotion 
to young children in Australia, where 
both Indiana Jones and the Crystal Skull 
and The Incredible Hulk are rated M. 
Kung Fu Panda, rated PG has been more 
widely promoted to young children. 

http://commercialfreechildhood.org/news-
letter/2008/may.htm

Australian show wins Emmie
Screenhub reports that an Australian 
children’s television show has taken out 
a daytime Emmie for New Directions, in 

competition with US  shows in a domestic 
category.

I Got a Rocket, with 52 eleven minute 
episodes, is co-produced with US company 
Taffy Entertainment company. The concept 
for the show  originated as a ten page 
picture book by Matt Zurbo and Dean 
Gorrisen.  It is the story of Vinny who gets 
a rocket for his birthday.  His new rocket is 
a walking and  talking gadget pack that can 
do anything and becomes his best friend.  
 

The website for the show is  
http://www.igotarocket.com/
http://www.screenhub.com.au

ACMA finds Nine breached safe-
guards  
 

The Australian Communications and 
Media Authority has found that TCN 
Channel Nine Pty Ltd (Nine), the licensee 
of Sydney commercial television service 
TCN, breached regulatory safeguards for 
reports about suicide in relation to a seg-
ment on the 60 Minutes program. ACMA 
also found that Nine failed to adequately 
warn viewers about the potentially dis-
tressing material prior to the segment. 
The full release can be found at:
http://www.acma.gov.au/WEB/STAND-
ARD/pc=PC_311187

Nickelodeon’s Land a Pilot returns
This year’s SPAA Conference today wel-
comed the return of Nickelodeon’s Land a 
Pilot initiative. Nickelodeon Australia has 
increased the funding offer to $25,000 to-
wards the production of a children’s televi-
sion pilot.  The finalists will pitch at the 
Conference on Thursday 13 November 
with the winner announced on the day. 

Nickelodeon is looking for a series con-
cept that appeals to the 10-12 year demo-
graphic. It can be animated or live action, 
comedy or drama, reality or game show.  

 Applications close: 5pm Friday 24 October 
2008.

 Guidelines and an application form are
available from 
www.spaa.org.au/conference.
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WORLD NEWS

KIDS’ TV

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

ABC
Time Warp Trio; Captain flamingo; Eliot 
Kid; Wow Wow Wubbzy; Finley the Fire 
engine; Sesame Street; In the Night 
Garden; Play School; For the Juniors; 
Our animals; Being Me; Roller Coaster; 
Blue Water High; My Goldfish is Evil.

SEVEN
My Friends Tigger & Pooh; Buss on 
Maggie; Kim Possible; The Proud 
Family; Get Ed; Sea princesses; Erky 
Perky.

NINE
New McDonald’s Farm; The Shak;Go, 
Diego! Go!; Kids’ WB; Dogstar; Ben 10.

TEN
Chaotic; Bakugan; Winx Club; Puzzle 
Play; Totally Wild.

NICKELODEON
Danny Phantom; The amanda 
Show; SpongeBob SquarePants; 
Rugrats; Rocket Power; Aaahh!! Real 
Monsters;Kappa Mikey; Fairly Odd 
Parents; The Gnoufs; Sitting Ducks; 
Unfabuloys; Ricky Sprocket.

CARTOON NETWORK
Class of 3000; Ed, Edd n Eddy; Naruto; 
The Life and Times of Juniper Lee.


