
Draft CTS for comment October 17 

Public comment has been called on the 
new draft Children’s TV Standards issued 
by the Australian Communications and  
Media Authority on 27 August.
ACMA will receive submissions until Oc-
tober 17.

http://www.acma.gov.au/WEB/STAND-
ARD/pc=PC_311363

The draft standards, which govern the C 
(for children between 6 and 14 yrs) and 
P (for preschoolers) program quotas and 
associated advertising, were drawn up 
by ACMA as a result of its review of the 
Standards (CTS) over the past year. 

ACMA says that the draft standards “are 
designed to ensure that Australian chil-
dren continue to be catered for in free-to-
air television programming and to protect 
children from material that may be harm-
ful for them”. 

The draft CTS propose that:
* The existing C and P quotas  (5 hrs and 2.5 
hrs per week resp.) be maintained  
* Greater flexibility in scheduling  (pres-
ently C progs are shown ½ hr per weekday 
and 2.5 hrs on weekends;  P progs in 1/2hr 
blocks each weekday), allowing blocks of  
C programs of a minimum of 1 hr.  
* Current advertising restrictions be main-
tained, and strengthened in some areas
* No general restrictions be imposed in re-
gard to food ads
* Improvements in processes of operation 
of programming obligations 

 Some of the changes proposed by ACMA 
could be beneficial in reducing current ex-
ploitative practices in advertising, such as 
overemphasis on premiums ((the trinket 
one gets along with the product); and the 
use of favourite characters and celebrities 
to promote children’s products, such as 
highly sugared cereals. (Ed: more on this 
in editorial P2).  

Presently, ACMA pre-classifies all C and P 
programs for eligibility for the quotas, but 
is proposing that scope be provided for 
an external person or body appointed by 
ACMA to undertake classification.  YMA 
believes that this is one area where self-
regulatory classification would not be wel-
comed by the public.

 

ACMA’s proposal not to take action to 
restrict food and beverage advertising to 
children has caused a community outcry. 
In particular, ACMA’s conclusion that “the 
association between [such] advertising and 
obesity is quite modest and there is limited 
research on the benefits of banning [such] 
advertising”,  is seen by those who follow 
the research carefully, as deficient.  

ACMA’s commissioned research on ads 
and kids prior to the review, for example, 
failed to include the 2006 US Institute of 
Medicine review of the evidence on food 
ads and children.  The IOM scanned rel-
evant literature for relevance and meth-
odologic rigor. Approximately 200 of the 
strongest and most pertinent articles were 
further reviewed and, of these, 123 were 
subjected to a systematic evidence review.  
 

That review concluded that:
* There is strong evidence that television 
advertising influences the food and bev-
erage preferences of children ages 2–11 
years.
* There is strong evidence that television 
advertising influences the food and bev-
erage purchase requests of children ages 
2–11 years.
* Statistically, there is strong evidence that 
exposure to television advertising is associ-
ated with adiposity in children ages 2–11 
years and teens ages 12–18 years

 The IOM said (p. 10) “Food and beverage 
marketing practices geared to children and 
youth are out of balance with healthful di-
ets and contribute to an environment that 
puts their health at risk.” 

< h t t p : / / w w w. i o m . e d u / C M S / 3 7 8 8 / 
21939/31330.aspx
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Managing media in early childhood - New YMA Resources 
 

Following the successful completion of several projects, new YMA resources are 
available for parents of under sevens and for use by professionals who work with them. 

Fright free Fight-free Viewing
A short DVD and accompanying booklet about the impact of  
violent media on children under the age of seven. Practical tips 
for reducing the impact of violent media. Includes the YMA list of 
200 non-violent media titles for under seven year olds. Currently 
available in South Australia only from local public libraries, 
schools, kindergartens, child care centres or community centres. 

Healthy Viewing for Healthy Eating
A short DVD and accompanying booklet about the impact of  
food advertising on children under the age of seven. Practical tips 
for reducing the impact of food advertising on children’s eating 
preferences. Limited copies are currently available in South 
Australia, Victoria and Tasmania. 

 

TV & Your Child.
An attractive and easy to read concertina brochure and 
poster with a simple message about possible impacts on 
very young children of watching: violence on TV, too many 
food ads, scary movies, too much TV, of having a TV in 
their bedroom. Includes practical suggestions for parents. 

We are currently looking for funding for reprints of all of these resources so that 
they can be made more widely available. If you can help with this, or would 
like to know the best way for you to get copies, contact Pamela Wright on  
helpline@youngmedia.org.au.
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Using characters and celebrities to sell 
to children. 

One useful proposal put by ACMA (see front 
page story) to strengthen the Children’s TV 
Standards in the area of advertising directed 
to children,  is to restrict the use of licensed 
characters, popular personalities and celebrities 
to promote and endorse products immediately 
before, during and after C and P periods.  ACMA 
accepted evidence that establishes the influential 
role of program characters and other celebrities 
in advertising to children. 
 
The only problem is that these proposed new 
restrictions will only apply to advertising 
directed to children which is near or within C or 
P programs, and not to the many other celebrity 
and character ads directed at children on TV, 
or elsewhere, such as in supermarkets and fast 
food outlets.  That sort of prohibition is really 
needed. 
 
Think the recent M rated “Dark Knight” 
movie promotions at Hungry Jacks, or on 
packets of Nesquik (31% sugar) cereal in 
supermarkets (with cutesy film characters 
inside).  Or prominent rugby players promoting 
Nutrigrain cereal (32% sugar) or  Liesel Jones 
on packets of Uncle Toby’s Plus (25% sugar). 

And Olympians mouthing how much they are 

going to enjoy Maccas after their 
wins- and even Steve Waugh, the 
Olympics Team motivator seemingly 
giving McDonald’s a plug, saying 
he was going to have to resist going 
to the McDonalds at the Olympics 
(during an ABC radio interview on 
his arrival in Beijing).

Presumably celebrities make good money 
endorsing products, but do they consider the 
consequences for children when they promote 
foods with little real nutritional value?
 
And do the marketers of M movies and children’s 
cereals ever consider the fears and anxieties they 
create by encouraging young children to see dark 
movies like Dark Knight??     
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EDITORIAL

Barbara Biggins  
OAM
Hon CEO

As Simon Canning in The Australian Media 
section so aptly put it,
 

“Bollocks! The ads were offensive and 
confronting to a wide section of the community 
back in 2007 and nothing has changed in 
the interim...........Abernethy’s statement is 
disingenuous and shows a failure of the board 
to admit that sometimes it can and will get 
things wrong. Yes, community standards do 
shift and what is acceptable at one point in 
time may not be later. But in this case it was 
simply a bad call”. 

http:/ /www.theaustralian.news.com.au/
story/0,25197,24252440-13243,00.html

The ASB Board now has 8 new members, 
including former Senator Natasha Stott Despoja, 
who will attend their first meeting in September. 
Four former members have retired and these 
are Catherine Lumby, Emma Tom, John Bokor, 
and John Konrads.  For new composition of the 
Board see

http:/ /www.adstandards.com.au/pages/
i m a g e s / 1 0 - 0 8 _ N e w _ B o a r d _ m e m b e r s _
appointed.doc

 http://www.adstandards.com.au/pages/page15.
asp

Change of heart at the ASB?
On August 25th the Advertising Standards Board 
announced that they had reconsidered their 
position on complaints about the “Want longer 
lasting sex?” billboards, prominently displayed 
on main roads around Australia. 

“Over the past 18 months the Advertising 
Standards Bureau has received continued 
complaints about the . Advanced Medical Institute 
billboard,” Advertising Standards Bureau Chief 
Executive Officer, Ms Alison Abernethy said.  

She said the Board originally considered 
complaints about the billboard in February 2007 
when it dismissed the complaints.

“The Board acknowledged that in the time since 
the original decision, debate in the community 
about the sexualisation of children has crystallised 
community concern about the unsolicited 
exposure of children to advertisements dealing 
with sexuality,” Ms Abernethy said.

“The Board noted that when it previously 
considered the advertisement, it was identified as 
being at the upper limit of what the community 
considered acceptable and, with the shift in 
community standards, the content of the billboard 
was no longer acceptable,” she said. For the ASB 
media release see

ht tp : / /www.adstandards . com.au/pages /
images/11-08_Billboard_reconsidered.doc

Compare the value!

You can buy 
1k Vitabrits with 
only 1.1% sugar 

for $4.99, 
350g Nesquik 

with 31.5% sugar 
for $4.56
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NEW PUBLICATIONS
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EVENTS

Families & Media Literacy 
Research Forum  

 

Tuesday 23 September 2008 
8:45am-1:30pm

L’Aqua Dockside, Sydney
The forum, organised by the Australian 
Communications & Media Authority 
(ACMA) will be opened by Chris 
Chapman, ACMA Chairman. It is an 
opportunity for industry representatives, 
researchers and educators to contribute 
to ACMA’s consideration of media literacy 
issues, including insights provided by 
three new reports from ACMA’s 2007 
study, Media and Communications in 
Australian Families.

ADVERTISING
Jones, S & Fabrianesi, B (2008)
Gross for kids but good for parents: 
differing messages in advertisements for 
the same products.
Public Health Nutrition, Vol. 11, No. 6, 
Pp588-595

King, L, Hill, AJ (2008)
Magazine adverts for healthy and less 
healthy foods: Effects on recall but not 
hunger or food choice by pre-adolescent 
children.
Appetite, Vol. 51, No. 1, Pp194-197

Bakir, A; et al (2008)
Children’s responses to gender-role 
stereotyped advertisements.
Journal of Advertising Research, Vol. 48, No. 
2, Pp255-266

Chester, J & Montgomery, K (2008)
No escape: marketing to kids in the 
digital age.
Multinational Monitor, Vol. 30, No. 1

Morley, B; et al (2008)
Parental awareness and attitudes about 
food advertising to children on Australian 
television.
Australian and New Zealand Journal of 
Public Health, Vol. 32, No. 4, Pp341-347

COMPUTERS & INTERNET
Dooris, J; et al (2008)
Distant friends online? Rural and urban 
adolescents’ communication on the 
Internet.
Tijdschrift voor Economische en Sociale 
Geografie, Vol. 99, No. 3, Pp293-302

Papajorgji, V (2008)
Operation Koala – child abuse in the 
Internet.
Kriminalistik, Vol. 62, No. 4, Pp248-250

Shariff, S (2008)
Cyber-bullying: Issues & solutions for the 
school, the classroom and the home.
NY: Routledge

Singh, GK; et al (2008)
Independent and joint effects of socio-
economic, behavioural, and neighborhood 
characteristics on physical inactivity and 
activity levels among US children and 
adolescents.
Journal of Community Health, Vol. 33, No. 
4, Pp206-216

Crutzen, R; et al (2008)
Internet-delivered interventions aimed 
at adolescents: a Delphi study on 
dissemination and exposure.
Health Education Research, Vol. 23, No. 3, 
Pp427-439

De Abreug; CN, et al (2008)
Internet and videogame addiction: a 
review.
Revista Brasileira de Psiquiatria, Vol. 30, 
No. 2, Pp156-167

MEDIA EFFECTS – PHYSICAL
Spurrier, NJ; et al (2008)
Relationships between the home 
environment and physical activity and 
dietary patterns of preschool children: a 
cross-sectional study.
International Journal of Behavioral Nutrition 
and Physical Activity, Vol. 5, Article No. 31

Chonchaiya, W & Pruksananonda, C 
(2008)
Television viewing associates with 
delayed language development.
ACTA Paediatrica, Vol. 97, No. 7, Pp977-
982

MEDIA EFFECTS – SOCIAL
Beullens, K; et al (2008)
Video games and adolescents’ intentions 
to take risks in traffic.
Journal of Adolescent Health, Vol. 43, No. 1, 
Pp87-90

Edgar, D & Edgar, P (2008)
The new child: In search of smarter grown-
ups.
Melbourne: Wilkinson

Rivadeneyra, R & Lebo, MJ (2008)
The association between television-
viewing behaviors and adolescent dating 
role attitudes and behaviors.
Journal of Adolescence, Vol. 31, No. 3, 
Pp291-305

Hjorthol, RJ,  (2008)
The mobile phone as a tool in family life: 
Impact on planning of everyday activities 
and car use.
Transport Reviews, Vol. 28, No. 3, Pp303-
320

Kuntsche, E;Overpeck, M; Dallago, L 
(2008)
Television viewing, computer use, and a 
hostile perception of classmates among 
adolescents from 34 countries.
Swiss Journal of Psychology, Vol. 67, No. 2, 
Pp97-106

Behm-Morawitz, E & Mastro, DE (2008)
Mean girls? The influence of gender 
portrayals in teen movies on emerging 
adults’ gender-based attitudes and 
beliefs.
Journalism & Mass Communication 
Quarterly, Vol. 85, No. 1, Pp131-146

Thorn, WJ ed (2008)
Preschool children and the media.
Communication Research Trends, Vol. 27, 
No. 2, Pp3-27

VIOLENCE
Collier, JE; Liddell, P; Liddell, GJ (2008)
Exposure of violent video games to 
children and public policy implications.
Journal of Public Policy and Marketing, Vol. 
27, No. 1, Pp107-112

Adolescent Health 
Conference 2008

 

My space, your space,  
our space: exploring the  

future of adolescent  
health together

November 3-8
Melbourne

 

Speakers include Michael Rich, 
MD, MPH , Assistant Professor of 
Pediatrics at Harvard Medical School, 
Assistant Professor in Society, Human 
Development, and Health at Harvard 
School of Public Health, and practices 
adolescent medicine at Children’s 
Hospital Boston. 

Michael is founder and Director of the 
Center on Media and Child Health 
which is committed to pursuing 
research, developing interventions on 
negative health effects of media, and 
creating health-positive media. 

http://www.adolescenthealth08.
com/welcome.php

Closing date for submissions 
 

 Senate Community Affairs 
Committee on the Inquiry into 
Protecting Children from Junk 

Food Advertising (Broadcasting 
Amendment) Bill 2008

24 October 2008
http://www.aph.gov.au/senate/

committee/clac_ctte/protecting_
children_junk_food_advert/tor.htm
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State governments consult public  
on  food advertising
Two Australian state governments appear 
to be taking the issue of food advertising to 
children seriously. 

The South Australian Minister for Health, 
John Hill has released a consultation paper 
on restricting television advertising and its 
impact on the consumption of unhealthy 
food and drinks by children.

The SA government is inviting the food, 
advertising and broadcasting industries, 
community groups and members of the 
public to submit proposals regarding the 
influence of television advertising on child-
hood obesity in South Australia.

Proposals are also invited outlining strate-
gies to significantly reduce or eliminate the 
advertising and marketing of unhealthy 
food and drinks to children. The deadline 
for responses is 5:00pm, Friday 31 October 
2008

The consultation paper can be found at  
 

http://www.dh.sa.gov.au/pehs/PDF-
files/080826-TV-Advert-ConsultationPa-
per.pdf

Meanwhile the Queensland Govern-
ment is asking for views about restricting  
television advertising to children in order 
“to support families to make healthier 
choices”. 

The Queensland government discussion 
paper is available at 
http://www.health.qld.gov.au/publica-
tions/corporate/junk_food_discuss.pdf 
 

 Interested people are able to have a say by 
completing an online survey at the Queens-
land Government “Get Involved” site by 
31 October 2008.

http://www.getinvolved.qld.gov.au/con-
sultqld/index.cfm?go=consultonline.
viewIssue&activityID=178

Space Chimps reclassification
The Classification Review Board has re-
classified the film Space Chimps prior to 
its Australian release.  The Classification 
Board had decided to classify the film PG 
with the consumer advice ‘Mild threaten-
ing scenes’. The Review Board met on 6 
August 2008 in response to the receipt of 
an application (Both written and oral) from 
Roadshow Films on 29 July 2008. Three 
members of the Review Board viewed the 
film on 6 August 2008.

As a result, the film is now classified‘G’, 
with the consumer advice ‘Some scenes 
may scare young children’. In support of 
this reclassification, the Review Board said,  

Overall the Review Board concluded that the 
characters were not realistic, the setting was 
outer space and even very young children 
would be able to distinguish between this fan-
tasy setting and reality. Further, the anima-
tion, light tone, humour and general charm 
of the film was such as to greatly mitigate any 
very mild sense of menace at one or two scary 
points in the film.

For more details see the website at http://
www.classification.gov.au/resource.html?r
esource=1058&filename=1058.pdf

Primary principals concerned about 
“millenium children”
A paper issued by the Australian Primary 
Principals Association (APPA) has high-
lighted the problems faced by schools on 
dealing with the increasing numbers of 
problem students. The paper  documented 
a series of extended interviews conducted 
at three schools in three different states 

– a government school, an independent 
school, and a Catholic school

One principal described problem chil-
dren as “Millennium Kids” and saw fac-
tors affecting children being their diet, 
lack of sleep, and watching television 
or using computers in their bedrooms. 

“When children haven’t had a good night’s 
sleep or breakfast, they perform at school 
as if they have learning disorders,” the 
principal said.

More at http://www.appa.asn.au/news/
?IntCatId=16&IntContId=694

AUSTRALIAN NEWS

KIDS’ TV

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

ABC
Bounty Hamster; Dr. Dog; Lazy Lucy; In 
the Night Garden; For the Juniors; Our 
Animals; Science Clips; Miss BG; The Mr. 
Ben Show; Eliot Kid; Frankenstein’s Cat; 
Lazy Town; Sesame Street; RollerCoaster; 
Blue Water High; BTN Daily; Totally 
Frank; Maisy; Playschool; Classic Tales.
SEVEN
Raggs; My Friends Tigger & Pooh; 
Saturday Disney.
NINE
Hi-5; The Shak; Dora the Explorer; Kids’ 
WB; The Eggs; Ben 10; Sharky’s Friends.
TEN
H2O-Just Add Water; Totally Wild; 
Puzzle Play.
NICKELODEON
Round the Twist; The Fairly OddParents; 
CatDog; Hey Arnold!; Kappa Mikey; 
Rocko’s Modern Life; Aaahh!!! Real 
Monsters; The Ren and Stimpy Show; 
Skyland; Wayside.


