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R18+ games for review?
The present restrictions on an R18+
classification for computer games are to be
the subject of public consultation.
This was the outcome of the debate by
the federal, State and Territory Minsters
responsible for censorship at their meeting
in the Barossa on March 28 on the issue of
whether the longstanding prohibition on
R18+ games in the sale and hire system
should remain.
The industry and some gamers have argued
that these more extreme games should
be allowed, but parent groups and other
agencies, such as Young Media Australia,
have argued that the games presently
allowed at the MA15+ level are violent
enough. Further, there are indicators of
harm from violent games, and there are
no effective mechanisms for keeping R18+
games out of the hands of minors.
Processes for such a consultation are
expected to be reviewed at the next meeting
of Ministers.

Inquiry into obesity in Australia
The House of Represetatives
Standing Committee on Health
and Aging, chaired by Mr Steve
Georganas MP, is conducting an
inquiry into obesity in Australia.
The committee will inquire into, and
report on, the increasing prevalence
of obesity in the Australian
population,
focusing
on
future
implications
for
Australia’s
health
system.
Recommendations will be made
as to what governments, industry,
individuals
and
the
broader
community can do to prevent
and manage the obesity epidemic
in children, youth and adults.
The
closing
submissions is

16

date
May

for
2008.

http://www.aph.gov.au/haa

Food marketing and children - new
findings.
Researchers from the University of
Amsterdam have investigated the link
between children’s exposure to television
advertising and food consumption patterns
using a household diary approach. In a study
of 234 households with children aged 4-12,
the advertising for energy dense foods was
found to influence not only the consumption
of the brands advertised, but also
consumption of other energy dense foods.
Family communication about consumer
matters was seen to play an important
role in moderating this media effect.
Buijzen, M et al (2008). Associations
between children’s television advertising
exposure and their food consumption
patterns: A household diary-survey study.
Appetite, Vol. 50, No. 2-3, Pp 231-239.
Two articles of interest have also
appeared in The Annals of the
American Academy of Political and
Social Science.. The first is entitled
Children, television viewing, and weight
status: summary and recommendations
from
an
expert
panel
meeting.
In April 2006, an expert panel meeting was
convened to meet and address children,
television viewing, and weight status.
Panel members were Dimitri A Christakis,
Barbara A Dennison, Nancy A Gelbard,
Steven L Gortmaker, Kristen S Harrison,
Leonard Jason, Donna B Johnson, Michael
Rich & Donald Roberts. It was co-chaired
by Amy B Jordan & Thomas N Robinson.
Overweight and obesity among American
children has reached epidemic proportions.
More than 9 million youth between ages
of six and nineteen years are considered
overweight, and more than 80 percent
of overweight adolescents will go on
to become obese adults. Research has
indicated a wide range of factors believed
to contribute to obesity among children,
but of growing concern is the potential
contribution made by children’s media use.
This article reviews the evidence discussed
at this meeting about the role that
media, specifically television, play in the
prevalence of overweight among children.
It lays out the panel member’s conclusions

STOP PRESS
The Australian Association of
National Advertisers(AANA) has
released the updated Advertising
to Children Code.
The Code has been renamed the
AANA Code for Advertising and
Marketing Communications to
Children to more accurately reflect
the scope of the Code, which will
now capture new and emerging
media.

http://www.aana.com.au/
about the most promising strategies for
reducing the negative effects of television
on children’s weight status and makes
recommendations for future research that is
needed to fully understand the relationship.
The
second
article
is
titled
The effects of food marketing on
children’s preferences: testing the
moderating roles of age and gender.
A large body of research suggests that
food marketing affects children’s food
preferences, short- and long-term dietary
consumption, and purchase requests
directed to parents. It is frequently argued
that younger children are more susceptible
to marketers’ messages than older childrn
because they do not understand the
persuasive nature of advertising; however,
little direct evidence supports this claim.
Employing an experimental design, this
study examined the influence of food
marketing on children’s preferences and
tested whether age (and gender) moderated
the effects of ad exposure. The sample
consisted of 133 children between the ages
of five and eleven. Results indicated that
exposure to food commercials increased
children’s preferences for the advertised
products. Age did not moderate this effect;
younger and older children were equally
persuaded by the commercials. Boys
were more influenced by the commercials
than girls. Implications for the study of
food marketing to children are discussed.
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ISP level content filtering - the miracle
cure?: An educated perspective.
There has been continuing debate about the
Government’s proposal to implement Internet Service
Provider level filtering. Small screen asked Matthew
Wigzell of Webshield Internet Services to comment.
He writes:
“Much of the current debate about ISP level
content filtering has centred around the
presumption that the Government is proposing
a single solution that will: take out the bad
but never the good; provide a total solution
which meets all individual needs, thus keeping
everyone happy and the pigs flying.
One thing which everyone agrees upon is that
such a model is never going to happen and is not
possible for a number of reasons.
1) The Internet has moved beyond being a big
library of information and is now seen as an
alternative way of living which is as complex
and diverse as society itself.
2) The individuals who use the Internet each
have needs and expectations which vary from
person to person
3) The Internet is not neatly divided up into good
and bad but rather a billion different shades of
grey.
Webshield has served a growing base of satisfied
customers for over 4years. We bring to this
debate the unique perspective of actually being
in the arena, when the loudest voices are simply
speculating from the stands. Webshield has multi
layered technology that is 100% customisable and
operates under the policy of “freedom of choice”.
Off line approach needed to solve online
problem
In real life everyone acknowledges that a multi
layered response is needed to keep society’s ills in
check. Reacting to drugs by treating each teenager
as a potential addict would be considered
extreme. Consequently a scalable response that
presents a choice between education, prevention,
deterrent and cure is offered with education and
advertising to encourage people to assess their
situation and choose the appropriate solution.
Content filtering needs to be approached
in the same way. Each user requires a
vastly different solution with competent
advice to ensure an educated decision.
Risk vs Convenience
It is now possible to do more, virtually, in the
online world than it is in real life. Therefore
it is naive to suggest that a single solution
will meet everyone’s filtering needs. Sites
such as blogspot, flickr, groupsmsn are just
a few of the legitimate services through
which one can access pornographic content.
For an addict such sites would be off limits
despite the inconvenience; however the user
requiring a deterrent would be happy to live
with the risk in exchange for the convenience.

Policy, expectations, technology
What is lacking in this debate is a set of
clear parameters aimed towards achievable
objectives; instead, each commentator argues the
point from their own ideological perspectives
achieving little more than total confusion.
Put simply, a solution which achieves total risk
management will incur some inconvenience. A
solution which achieves zero false positives will
at best be a deterrent. A solution which places
protection in the hands of parents is only as
good as the technological literacy of the parent
and the guidance they give their children.
The fact is, without a multi layered response,
clear policy objectives and lots of education,
any solution implemented will be a failure with
its objectives meeting the needs of only a tiny
percentage of the community. We need to ask:
•
•
•
•
•

What is the objective of nation wide ISP
level content filtering?
Is it a one-size-fits-all solution, or should it
be customisable?
Is it aimed at providing a deterrent, total
risk management, or both
Is the filtering technology used going to err
on the side of performance, protection, or
both depending on the needs of the user?
Will each individual user be assisted to
enable a filtering configuration which meets
their needs?

Until we have answers to those questions, any
further debate on this issue is meaningless.
Protection lags progress
The fact is the world is not ready for content
filtering. We are still in the middle of an
information
revolution;
the
prevailing
sentiment driven by the media, advertising
and industry is one of euphoria and
excitement not protection and caution.
This principle applies to all new technologies,
namely, that protection lags behind progress.
It was true of the car where laws for seatbelts
took over 50 years, and it’s true of the Internet
today where use of filtering is seen as a sign
of weakness. Until the anything, anywhere,
anytime gospel of technology can be moderated
by a culture of caution, the ideological bias of
society will be opposed to content filtering
regardless of how effective it happens to be.
It falls to the Government to provide the
balance and it is heading in the right direction.
History warns that attitudes are more effectively
changed through disasters than education. As
we stride boldly into this brave new world of
technological progress, we need to heed H. G
Wells “we are in a race between education and
disaster “
Matthew Wigzell
http://www.webshield.net.au/
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NEW PUBLICATIONS
ADVERTISING

Pine, KJ; Wilson, P; Nash, AS (2007)
The relationship between television
advertising, children’s viewing and
their requests to Father Christmas.
Journal of Developmental & Behavioral
Pediatrics, Vol. 28, No. 6, Pp456-461
The Cancer Council New South Wales
(Summer 2008)
Industry code for advertising to
children: much ado about nothing?
Junk Food Injunction.
(2008)
Big tobacco’s guinea pigs: how an
unregulated industry experiments on
America’s kids and consumers.
www.tobaccofreekids.org/productsreport
Cowburn, G & Boxer, A (2007)
Magazines for children and young
people and the links to Internet food
marketing: a review of the extent and
type of food advertising.
Public Health Nutrition, Vol. 10 , No. 10,
Pp1024-1031
Strachan, J & Pavie-Latour, V (2008)
Food for thought: shouldn’t we actually
target food adverising more towards
kids and not less?
International Journal of Market Research,
Vol. 50, No. 1, Pp13-27
Matthews, AE (2008)
Children and obesity: a pan-European
project examining the role of food
marketing.
European Journal of Public Health, Vol. 18,
No. 1, Pp7-11
Owen, L; et al (2007)
Children’s understanding of
advertising: an investigation using
verbal and pictorially cued methods.
Infant & Child Development, Vol. 16, No. 6,
Pp617-628
Grundy, D (2007)
Global marketing ethics: social and
emotional-psychological issues in
advertising to children.
Transformations in Business & Economics,
Vol. 6, No. 2, Pp41-64

COMPUTER & VIDEO GAMES

Persky, S & Blascovich, J (2008)
Immersive virtual video game play
and presence: influences on aggressive
feelings and behavior.
Presence-Teleoperators & Virtual
Environments, Vol. 17, No. 1, Pp57-72
Mcallister, KS (2007)
Unit operations: An approach to
videogame criticism.

New Media & Society, Vol. 9, No. 6, Pp1039-1042

Gentile, DA; Gentile, JR (2007)
Violent video games as exemplary
teachers: a conceptual analysis.
Journal of Youth & Adolescence, Vol. 37, No.
2, Pp127-141

Laugesen, M; et al (2007)
R-rated film viewing and adolescent
smoking.
Preventive Medicine, Vol. 45, No. 6, Pp454459

Lee, D; Larose, R (2007)
A social-cognitive model of video game
usage.
Journal of Broadcasting & Electronic Media,
Vol. 51, No. 4, Pp632-650

MEDIA EFFECTS - PHYSICAL

Olsen, CK; et al (2007)
The role of violent video game content
in adolescent development - boys’
perspectives.
Journal of Adolescent Research, Vol. 23, No.
1, Pp55-75
Kutner, LA; et al (2007)
Parents’ and sons’ persectives on video
game play - a qualitative study.
Journal of Adolescent Research, Vol. 23, No.
1, Pp76-96

COMPUTERS & INTERNET

Subrahmanyam, K; Lin, G (2007)
Adoelscents on the net: Internet use and
well-being.
Adolescence, Vol. 42, No 168, Pp659-677
Mitchell, KJ; Ybarra, ML (2007)
Online behavior of youth who engage
in self-harm provides clues for
prevention intervention.
Preventive Medicine, Vol. 45, No. 5 , Pp392396
Willoughby, Teena (2008)
A short-term longitudinal study of
Internet and computer game use by
adolescent boys and girls: prevalence,
frequency of use, and psychosocial
predictors.
Developmental Psychology, Vol. 44, No. 1,
Pp195-204
Wolak, J; et al (2008)
Online “predators” and their victims
- myths, realities, and implications for
prevention and treatment.
American Psychologist, Vol. 63, No. 2,
Pp111-128

MEDIA EFFECTS - SOCIAL

Masur, EF & Flynn, V (2008)
Infant and mother-infant play and the
presence of the television.
Journal of Applied Developmental
Psychology, Vol. 29, No. 1, Pp76-83
Eds: Drotner, K & Livingstone, S (2008)
International handbook of children,
media and culture.
Sage Publications, Hard Cover, ISBN:
9781412928328 Pp 560

Borusiak, P; et al (2008)
Cardiovascular effects in adolescents
while they are playing video games: a
potential health risk factor?
Psychophysiology, Vol. 45, No. 2, Pp327-332

MEDIA EFFECTS - PSYCHOLOGICAL

The Children’s Society (2006)
The good childhood: a national inquiry,
summary of launch report.
www.goodchildhood.org.uk
Yen, JY; et al (2008)
Psychiatric symptoms in adolescents
with Internet addiction: comparison
with substance abuse.
Psychiatry & Clinical Neurosciences, Vol. 62,
No. 1, Pp9-16

TELEVISION

Potts, R; Belden, A; Reese, C (2008)
Young adults’ retrospective reports of
childhood television viewing.
Communication Research, Vol. 35, No. 1,
Pp39-60
Gentzkow, M & Shapiro, JM (2008)
Preschool television viewing and
adolescent test scores: historical
evidence from the Coleman study.
Quarterly Journal Economics, Vol. 123, No.
1, Pp279-323

VIOLENCE

Hetsroni, A (2007)
Four decades of violent content on
prime-time network programming: a
longitudinal meta-analytic review.
Journal of Communication, Vol. 57, No. 4,
Pp759-U214

CONFERENCES
Curriculum Corporation
presents a workshop

Multiliteracies: Cracking the
Code of Visual Texts
May 8, 2008 8.30am- 3pm
AAMI Stadium, West Lakes
More details: Tel: 03 9207 9600
Email: info@curriculum.edu.au
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WORLD NEWS
Campaign against marketing
unsuitable films to children
A US coalition of advocacy groups has
protested to
the Motion Picture
Association
of
America
(MPAA)
about
the
advertising of PG-13 films on children’s
television, restaurant toy giveaways
and other food promotions for movies which are rated as not suitable for
young children. They gave as an example the Transformers film (rated M
for Moderate action violence in Australia) which was marketed extensively
to preschool children through television, food promotions and associated
toys.
The complete letter can be found at:
http://commercialfreechildhood.org/
mpaaletter.pdf

Teachers oppose bully game
Eight teacher organizations representing teachers from from Australia,
North America, UK, South Korea, and
the Caribbean have joined to condemn
bullying and cyberbullying in all its
forms. This move was sparked by the
release of the the video game, BullyScholarship Edition. The game is rated
M in Australia for “Moderate themes,
violence and sexual references”
The teachers see it as their professional duty to speak out against the type
of bullying behaviour shown in the
game. This new version of the game
first released in 2006 is said to be more
realistic and features new methods of
torturing and bullying.
At a time when bullying and cyberbullying behaviours are becoming an

increasing comcern, games such as this
are seen as undermining the teachers’
efforts to combat bullying in schools by
trivializing and glorifying bullying.
The teacher organizations involved are
all members of Education International
which represents 30 million teachers
and education workers in 171 countries
and territories around the world.
http://www.ei-ie.org/

ABC for kids shelved for time being
The much talked about ABC children’s network has been shelved.
ABC3 - a new digital network promised
by the Howard Coalition government
- has not been supported by the Rudd
administration. ABC managing director
Mark Scott says, however, that many
members of the Government are supportive of the proposal for a children’s
channel and that if the ABC doesn’t get
the children’s channel in this budget
it will be a cornerstone of the next.
http://www.abc.net.au/news/stories/2008/03/20/2195231.htm

Senate
inquiry
into
the
effectiveness
of
the
broadcasting codes of practice.
This inquiry is due to report on
9 June 2008 and will look at the
current codes of practice operating
in the radio and television industry.
The
closing
submissions is

2

date
May

for
2008.

For more information, go to http://
www.aph.gov.au/senate/committee/
eca_ctte/broadcasting_codes/tor.htm

It’s not too late!
There is still time to make a tax
deductible donation to YMA in the
current financial year. Use the form
above or download the support
form from our website
http://www.youngmedia.org.au

KIDS’ TV
A selection of children’s programs
screened on TV during the period
ABC
Peppa Pig; Harry & His Bucketful of
Dinosaurs; Sesame Street; Poko;
Fluffy Gardens; Our Animals; The
Magic Roundabout; It’s a Big Big
World; Thomas; Frankenstein’s Cat;
RollerCoaster; BTN Daily.
SEVEN
The Fairies; My Friends Tigger & Pooh;
Brandy & Mr Whiskers.
NINE
Hi-5; The Shak; Dora the Explorer; Go,
Diego Go!; The Backyardians.
TEN
I Got a Rocket!; Totally Wild; Legend of
the Dragon &Viva Pinata; Puzzle Play.
NICKELODEON
The Fairly OddParents; Romeo!; Rocko’s
Modern Life; As told by Ginger; The
Angry Beavers; CatDog; Teenage Robot;
Rocket Power; Wayside.
CARTOON NETWORK
My Gym Partner’s a Monkey;
Codename: Kids Next Door; Naruto;
Ben 10; The Grim Adventures of Billy &
Mandy; Teen Titans; Dragon Ball.

