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Corporate Creep Not Curtailed
National community groups Young Media
Australia and Kids Free to be Kids, and
many others who made representations
to the Senate Environment, Communication and the Arts Committee Inquiry into
the Sexualisation of Children in Contemporary Media were dismayed at the
weakness of its report released in federal
Parliament on June 26. They believe that
the report has not adequately addressed
the real problems faced by parents today.
Julie Gale, comedian, mother of two and
Founding Director of Kf2bK (Kids Free
2b Kids) said that “the level of evidence
about current marketing and advertising
practices directed at children, of the harm
from them, and of community concern
about these, which had been presented
to the Committee’s Enquiry, should have
resulted in stronger recommendations”.
Jane Roberts, President of the Australian
Council for Children and the Media (trading as Young Media Australia (YMA)),
agreed saying that there should have been
a recommendation for a unified and child
development- centred approach to regulating all media directed at children. “The
fragmented system of advertising, broadcasting and publications codes should be
brought together where the protection of
children is involved. This has been a missed
opportunity for a collaborative response to
achieve positive outcomes for children”.
Elizabeth Handsley, YMA’s Vice President,
was critical of the report’s apparent faith in
existing industry codes. “Even those which
have been revised to add provisions supposed to fix the issues of sexualisation of
children do not address the real problems”,
she said, “and are unlikely to result in any
reduction of them. Further, the reliance on
industry bodies to fix most of the issues
is misplaced. If these bodies were willing
to take effective steps to address the issues they would have done so by now. ”
The Senate Committee has placed a great
emphasis on letting the industry try to
fix the issues, and has indicated that it
would revisit the issues in 18 months
time. In this context, the remarks of Collin Segelov (Executive Director of the
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Australian Association of National Advertisers) as quoted in the Canberra Times
27/6/08 are very interesting. He said that
“as far as advertisers and marketers were concerned, the issue had been
dealt with when it reviewed its Advertising Standards Code in April and
banned the sexualisation of children.
‘’We don’t see the need to bureaucratise the situation, we will monitor it
and be forever happy to consult on it
with whoever wants to consult with us’’
( h t t p : / / c a n b e r r a . you r g u i de . co m. a u /
news/local/news/general/sexualisationof-children-report-panned/798816.aspx
Kf2bK and Young Media Australia will
continue to monitor the situation and to
advocate for a change that really benefits children. They welcome other community or business support for this.

The AANA Code : does it really do
anything?
Young Media Australia has been very critical of the likely effectiveness of the revised
AANA Code on Advertising and Marketing
to children. YMA was one of the few bodies to have been able to critique the Code
in the two days available before submissions to the Senate Inquiry [above] closed.
In its submission, YMA said it represented
a protection on paper only, and would
be unlikely to change the situation. See
http://www.aph.gov.au/Senate/committee/
eca_ctte/sexualisation_of_children/tor.htm
It’s worth noting that the AANA only
acted to change its Code in the wake of
the Australia Institute’s reports of Oct
and Dec 2006, and growing expressions
of community concern. Apparently the
industry didn’t, before that time, see
anything wrong in sexualizing children
through advertising and marketing. It
then called a review, but did nothing more
than just call for written submissions and
then produced their Code without further consultation, and included amendments that won’t work and won’t help.
YMA has been dismayed to read in the FaHCSIA Discussion Paper on a national framework for protecting Australia’s children that

“The Australian Government supports
the recent
initiative of the Australian Association of National Advertisers
(AANA), the peak body representing
advertising and marketing communications to amend their Advertising to Children Code including the direct prohibition of the sexualisation of children or
the use of sexual imagery in advertising/
marketing communications to children.
The Code for Advertising and Marketing
Communications to Children’s new provision on sexualisation reads as follows:
2.4 Sexualisation Advertising or Marketing Communications to Children:
(a) must not include sexual imagery in
contravention of Prevailing Community Standards;
(b) must not state or imply that
children are sexual beings and that
ownership or enjoyment of a product
will enhance their sexuality.
The provision applies only to a narrow range of advertising and marketing communications, defined as those
that, ‘having regard to the theme, visuals and language used, are directed primarily to children and are for … goods,
services and/or facilities which are targeted toward and have principal appeal
to children.’ (Clause 1 – emphasis added)
YMA believes that while the term “sexual imagery” may be somewhat useful
as a tool to discuss the issues, it is too
vague to be used as a regulatory term.
YMA is not aware of communications in
the past that have been directed primarily
to children, and for products of principal appeal to children, that have included “sexual imagery”; rather the problem is with
communications aimed at adults but to
which children are frequently exposed.
Community concern, is about the way
that sex is used to sell to children, in the
sense that the media propagate an idea of
how to look, dress and act that is infected
with adult notions of sexual attractiveness.
So while the AANA’s initiative might be
welcome, the outcome of the AANA’s
review is neither satisfactory in itself,
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Most commentators on the Report of the Senate
Committee on Environment, Communications
and the Arts Review of the Effectiveness of
Broadcasting Codes, tabled in Parliament
in June have taken the well trodden path of
focussing on the Gordon Ramsay programs
and the use of swear words. The issue of
coarse language on TV was only one of
three terms of reference for that Review.
The committee’s report contained some positive
recommendations which, if implemented,
would make TV stations’ codes, classification
and complaints systems more useful. There
were several welcome recommendations for
clarifying program classification symbols
and advice lines that would make them
more consistently visible. The revision of the
cont from page 1

nor comprehensive enough to fix the problems.
Some of the sexualizing depictions
occur in advertising and marketing, others occur in children’s magazines, and in
TV music video programs.
The AANA
Code, even if effective, has no effect here.

Teenagers as porn producers

Reports from Victoria have revealed a disturbing new trend in crime statistcs. Adolescents last year outnumbered adult
men as the main producers of child
pornography. This is occurring as young people
share nude images using new technology. Images are being shared through mobile phones
and Internet sites such as MySpace.
In one case an eight-year-old was questioned by police over pictures on a
mobile phone, while sexually explicit
photos of a 13-year-old girl which she sent
to her 17-year-old boyfriend were put onto a
MySpace site by another 13-year-old girl.
Police say that much of the activity can be explained by innocence and naivety, but that the
Internet has increased the risks of offending by
young people with a propensity for criminal
action.
A police spokesman warned that children and
their parents should be aware that posting images on the Internet can have both short- and
long-term damaging effects. Once the images
are placed in Cyberspace, they are no longer
under the control of the individual.
h t t p : / / w w w. n e w s . c o m . a u / s t o r y /
0,23599,23957392-2,00.html
h t t p : / / w w w. n e w s . c o m . a u / s t o r y /
0,23599,23956258-421,00.html

Confusion over film rating

According to Entertainment reporter, Christine
Sams from the Sydney Morning Herald, cinemas
are being flooded with queries about whether
Sex And The City is suitable viewing for their
teenage daughters.
The film has an MA15+ rating which means

current time zones for TV was
a further practical suggestion.
One recommendation called for
an investigation into whether the
addition of age-specific symbols
in the G and PG categories would
Barbara Biggins
offer advantages. YMA has long OAM
argued that a new system with Hon CEO
categories of G, G8+ (OK for over
8s) , and G13+ (OK for over 13s) would be more
useful to parents than the present G, PG and M
categories (which all focus on the age of 15yrs).
Australia’s classification systems can and do
offer valuable consumer information, and
assistance to parents. This review offers
ways to make them more effective if its
given more than superficial consideration.
that younger children can see the film if accompanied by an adult. At least one Canberra cinema reported that they were advising parents
against taking young teenagers. The cinema
had initially posted an 18+ sign on a Sex And The
City promotional poster to advise ticket buyers
about its sexual content, but this was removed
after the movie received its official MA15+ rating.
A Classification Board spokeswoman told Christine Sams that the Board did not consider the
film suitable for under-15s because it includes
several scenes of implied sexual activity.
She said in many cases cinema operators had
been forced to ask for ID from teenagers who
were not accompanied by an adult and conceded there might still be some confusion among
parents trying to work out the movie ratings
system.
The spokeswoman said the board also sometimes received calls from concerned parents.
h t t p : / / w w w. s m h . c o m . a u / a r t i cles/2008/06/21/1214009162186.html

ACMA finds Nine breached suicide report
safeguards

An Australian Communications and Media Authority media release in June reported that ACMA 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 segment on the
60 Minutes program. Nine was found to have
failed to adequately warn viewers about the potentially distressing material prior to screening
the segment.
The finding arose from a complaint that a segment on the program about the suicides of two
teenagers which was broadcast in May 2007, did
not comply with the requirements for reports
about suicide set out in the Commercial Television Industry Code of Practice (the code).
The segment contained a detailed description of
the method of suicide and although it contained
cont page 8
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NEW PUBLICATIONS
ADVERTISING

Batada, A; et al (2008)
Nine out of 10 food advertisements
shown during Saturday morning
children’s television programming are
for foods high in fat, sodium, or added
sugars, or low in nutrients.
Journal of the American Dietetic Assoc, Vol.
108, No. 4, Pp673-678
Alvy, LM; Calvert, SL (2008)
Food marketing on popular children’s
Web sites: A content analysis.
Journal of the American Dietetic Assoc, Vol.
108, No. 4, Pp710-713
Nelson, JP & Young, DJ (2008)
Effects of youth, price, and audience
size on alcohol advertising in
magazines.
Health Economics, Vol. 17, No. 4, Pp551-556

COMPUTERS & INTERNET

Mitchell, KJ; et al (2008)
Are blogs putting youth at risk
for online sexual solicitation or
harassment?
Child Abuse & Neglect, Vol. 32, No. 2,
Pp277-294
Buller, DB; et al (2008)
Randomized trials on Consider This, a
tailored, Internet-delivered smoking
prevention program for adolescents.
Health Education & Behavior, Vol. 35, No. 2,
Pp260-281
Dehue, F; Bolman, C; Vollink, T (2008)
Cyberbullying: Youngsters’ experiences
and parental perception.
Cyberpsychology, Vol. 11, No. 2, Pp217-223

Kim, EJ; et al (2008)
The relationship between online game
addiction and aggression, self-control
and narcissistic personality traits.
European Psychiatry, Vol. 23, No. 3, Pp212218

MEDIA EFFECTS-PHYSICAL

Eisenmann, JC; et al (2008)
Combined influence of physical activity
and television viewing on the risk of
overweight in US youth.
International Journal of Obesity, Vol. 32, No.
4, Pp613-618
Mondini, L; et al (2007)
Overweight, obesity and associated
factors in first grade schoolchildren in
a city of the metropolitan region of Sao
Paulo, Brazil .
Cadernos de Saude Publica, Vol. 23, No. 8,
Pp1825-1834

MEDIA EFFECTS-SOCIAL

Primack, BA; et al (2008)
Adolescent smoking and volume of
exposure to various forms of media.
Public Health, Vol. 122, No. 4, Pp379-389
Barr-Anderson, DJ; et al (2008)
Characteristics associated with older
adolescents who have a television in
their bedrooms.
Pediatrics, Vol. 121, No. 4, Pp718-724
Fulikerson, JA; et al (2008)
Family meals: Perceptions of benefits
and challenges among parents of 8- to
10-year-old children.
Journal of the American Dietetic Assoc, Vol.
108, No. 4, Pp706-709

McCabe, KA (2008)
The role of Internet service providers
in cases of child pornography and child
prostitution.
Social Science Computer Review, Vol. 26, No.
2, Pp247-251

Cleveland, A & Striano, T (2008)
Televised social interaction and object
learning in 14-and 18-month-old infants.
Infant Behavior & Development, Vol. 31, No.
2, Pp326-331

Geriets, P; et al (2008)
Competent information search in the
World Wide Web: Development and
evaluation of a web training for pupils.
Computers in Human Behavior, Vol. 24, No.
3, Pp693-715

Lieberman, EJ (2008) [Book Review]
Grand theft childhood: The surprising
truth about violent video games and
what parents can do.
Library Journal, Vol. 133, No. 6, Pp100

COMPUTER & VIDEO GAMES

Staude-Muller, F et al (2008)
Hostile and hardened? An experimental
study on (de-)sensitization to violence
and suffering through playing video
games.
Swiss Journal of Psychology, Vol. 67, No. 1,
Pp41-50

VIOLENCE

Polman, H; de Castro, BO; van Aken,
MAG (2008)
Experimental study of the differential
effects of playing versus watching
violent video games on children’s
aggressive behavior.
Aggressive Behavior, Vol. 34, No. 3, Pp256264
Olson, CK; et al (2008)

The role of violent video game
content in adolescent development:
Boys’ perspective:.
Journal of Adolescent Research, Vol. 23,
No. 1, Pp55-75

SPECIAL ISSUE

American Behavioral Scientist, Vol 51, No.
8, April 2008, Pp1061-1279
Gunter, Barrie.
Media violence: Is there a case for
causality?
Savage, Joanne.
The role of exposure to media
violence in the etiology of violent
behavior: A criminologist weighs in.
Twemlow, Stuart W; Bennett, Tanya.
Psychic plasticity, resilience, and
reactions to media violence: What is
the right question?
Comstock, George.
A sociological perspective on
television violence and aggression.
Murray, John P.
Media violence: The effects are both
real and strong.
Glymour, Bruce; Glymour, Clark;
Glymour, Maria.
Watching social science: The debate
about the effects of exposure to
televised violence on aggressive
behavior.
Anderson, James A.
The production of media violence
and aggression research: A cultural
analysis.

EVENTS

Screen It
Closing date for entries
October 17, 2008

Screen It is Australia’s national
moving image competition for
school students, designed to
encourage
imagination
and
inventiveness in Australia’s primary
and secondary school students.
For details and entry form go to
http://www.acmi.net.au/screenit.
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a warning, it did not precede the segment,
as the code requires.
Nine has assured ACMA that it will incorporate the findings in its regular training
program for staff.
ACMA has also recommended that relevant help line numbers be provided as
part of such reports so viewers have access
to support if required.
http://www.acma.gov.au/WEB/STANARD/pc=PC_311187

Who influences young women?

A new survey by Girlguiding UK
indicates that celebrities and the
Internet are strengthening their influence over girls and young women.
In the survey of Girlguiding UK members
aged between 10 and 25, 72% named female friends as still the greatest influence
on the views of young women their age,
with parents and families having the next
greatest impact.
However, outside the family and friends,
over 40% of those surveyed named celebrities as having the greatest influence outside friends and family. 40% named the
Internet as the greatest influence. Victoria
Beckham was named as the celebrity who
was seen as having the greatest influence.

versity of body weight. 15% of characters
were found to be overweight, only slightly
lower than the 17% found in the actual
population.
In an even more positive trend, researchers found that some of the typical stereotypes about weight found in adult prime
time television were not seen in children’s
television. The overweight characters were
not generally seen as less intelligent, less
popular or less attractive than thinner
characters.
The study looked at 19 children’s sitcoms
from three networks, Discovery Kids, Disney Channel and Nickelodeon.
Robinson, T et al (2008) Portrayal of body
weight on children’s television sitcoms:
A content analysis. Body Image, Vol. 5, Pp
141-151.

UK city to ban fast food giveaways

Councillors in the UK city of Liverpool are
ready to act on the findings of an inquiry
earlier this year which accused large fast
food companies such as McDonald’s and
Burger King of contributing to the city’s
child obesity crisis.
They will be asked to bring in specific
Liverpool-wide by-laws preventing toys
being given away with fatty food such as
burgers, chips and chicken nuggets.

The influence of celebrities was not necessarily seen as positive. 59% of respondents
thought that celebrities made young women their age less well-informed.
http://www.girlguiding.org.uk

A 2007 study in the city showed that that
almost one-third of 10 and 11-year-olds
and nearly one-quarter of children starting
school are officially classed as either overweight or obese.

Children’s TV and body image

http://www.liverpoolecho.co.uk/liverpoolnews/local-news/2008/07/01/city-set-toban-fast-food-toys-100252-21206786/2/

Researchers from Brigham University in
the USA have found that children’s television sitcoms such as Hannah Montana are
becoming more realistic in portraying a di-

Risk factors for eating disorders

A recent US study of almost 13,000 chil-

dren aged between 9 and 15 in 1996 has
shown that the risk factors for binge eating and purging varied between boys and
girls and between different age groups in
girls.
The subjects were followed up over a 7
year period, during which 10.3% of girls
and 3% of boys started to binge eat or purge
at least once a week. Maternal history of
an eating disorder was found to be important in girls under 14, while media images
were important for females of all ages. For
boys, negative comments about weight by
fathers were seen as of prime importance.
Researchers suggest media literacy education for girls and resilience programs for
boys to help combat these influences.
Field, A; et al (2008) Family, peer and media
predictors of becoming eating disordered.
Archives of Pediatrics & Adolescent Medicine,
Vol. 162, No. 6, Pp 574-579.

KIDS’ TV

Children’s programs screened during June
ABC
Zombie Hotel; Old Tom; George Shrinks;
The Magic Roundabout; Gordon the Garden
Gnome; In the Night Garden; Andy Pandy;
Jakers!; Shaun; BB3B; RollerCoaster; Tracey.
SEVEN
Raggs; My Friends Tigger and Pooh; The Buzz
on Maggie; Kim Possible; The Proud Family;
Get Ed; The Sea Princesses.
NINE
New McDonald’s Farm; The Sleepover Club;
Dora the Explorer; The Eggs; The Batman;
Parallax; The Music Jungle.
TEN
Fast Forward; Horseland; Rock It!; Puzzle
Play; Totally Wild; Scope.
NICKELODEON
Tak and Juju; The Amanda Show; Hey Arnold;
Yakkity Yak; Kappa Mikey; I Got a Rocket;
Sitting Ducks; Tutenstein.
CARTOON NETWORK
Codename; Ben 10; Naruto; Code Lyoko.

