
National Preventative Health Strategy 
Discussion Paper
In January, YMA used its extensive and on-
going program of review of the impacts of 
advertising and marketing on children, to 
strongly support the National Preventative 
Health Strategy Discussion Paper’s targets 
for prevention, viz. obesity and overweight, 
alcohol drinking, and smoking. 

In summary, YMA finds strong evidence 
that greater media exposure, and from 
an early age, is associated with long-term 
negative health outcomes for children and 
adolescents, especially in relation to child-
hood obesity. 

YMA therefore supports the NPHS pro-
posals for prevention related to product 
marketing, but believes that these could be 
strengthened with the addition of some ad-
ditional strategies.  

YMA is also very supportive of propos-
als for public education campaigns, but 
believes that for these to be effective they 
need to include a strong focus on early in-
tervention in relation to children’s media 
exposure and strong supports for parents 
to act as media educators in early child-
hood.  

YMA is one of a very few organisations in 
Australia offering such information, strat-
egies and support.  YMA ‘s core business 
includes reviewing research into the im-
pacts of advertising, marketing and prod-
uct placement on children and adolescents. 
 

 From this ongoing review, YMA finds that 
children under the age of 7 or 8 yrs 
do not understand the selling intent 
of advertisements, and are therefore 
vulnerable to misinformation, puffery 
and exaggeration used in many ads. 
early exposure to advertising increas-
es children’s vulnerability, and is not 
associated with greater understanding 
of advertising and selling intent. 
many advertisements undermine the 
self esteem of children, making them 
feel anxious about themselves- anxie-
ties only satisfied by purchase
major studies of advertising on chil-
dren and adolescents have reported 
impacts detrimental to health.  For ex-
ample many food advertisements are 

•

•

•

•

misleading to children, in that they 
lack information about unhealthy as-
pects of the food and contain mislead-
ing imagery. 
Alcohol promotion occurs through 
paid ads in sporting telecasts, bill-
boards, and product placement in 
movies, music videos etc. 
Bans on the advertising of cigarettes 
are circumvented by the exposure of 
children and adolescents to attractive 
smoking portrayals in TV programs, 
and movies. In any review of product 
marketing, the classification of movies 
and TV programs that contain glamor-
ised depictions of smoking should be 
an important consideration.   
Product placement in TV programs, 
films, and videogames is a growing 
practice that circumvents some adver-
tising restrictions 
Product marketing extends across mag-
azines and the Internet, and in some 
cases will not be able to be regulated. 
This highlights the need for parents 
to be equipped as media educators.  

Regulation of children’s media  
environment is a very important strategy. 
However, regulation of the marketing of 
particular products and to particular audi-
ences, while possible and effective in some 
media, is not the whole answer. Further, 
achieving change may be slow (cf  junk 
food ads regulation), and in some cases 
impossible. It is vital therefore that paren-
tal awareness is raised about the types,  

•

•

•

•

occurrence and techniques used in prod-
uct marketing, especially for foods, alcohol 
and cigarettes.  

Many parents lack access to the necessary 
information, strategies and support to be 
effective moderators of their children’s me-
dia experiences.  Partnerships between the 
proposed National Prevention Centre and  
experienced community organisations, 
such as Young Media Australia would in-
crease the effectiveness of such strategies.   

We provide access to these supports via 
our website www.youngmedia.org.au, and 
via a 24/7 national freecall Helpline 1800 
700 357, and via targeted distribution of 
published resources. 

National Media and Industry Code of 
Conduct on Body Image
According to a Federal government press 
release, the issue of body image affects the 
lives of real people in very powerful ways 
and the Government is taking key steps to 
tackle this challenge.

In December 2008, Kate Ellis, the Minister 
for Sport and Youth announced $125,000 to 
develop a Voluntary National Media and 
Industry Code of Conduct on body image.

The Government has allocated $125,000 to 
establish the code  and will appoint a Na-
tional Advisory Group consisting of key in-
dustry, media, health and sector members. 
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New books

Consumer Kids: How big  
business is grooming our 
children for profit. 
Ed Mayo & Agnes Nairn
Constable Robinson 2009

Living Without the Screen: 
Causes and Consequences  

of Life without Television 
Marina Krcmar

Routledge 2008
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EDITORIAL

Why no broadcasting consumer support?
Young Media Australia has on a number of 
occasions over the past three years,  been told by 
Federal Governments, both Liberal and Labor, 
that there are no programs under which YMA’s 
broadcasting consumer, and parent media 
awareness activities could be funded. YMA acts 
as a conduit for community complaints in relation 
to TV and children, and its web site provides a 
unique and comprehensive guide to the many 
codes that apply to broadcasting, advertising 
and other media, and to the several complex 
complaints processes. 

The lack of consumer programs in broadcasting 
is ironic considering the availability of 
funding for consumer representation in the 
telecommunications area. Programs provided 
there include the Consumer Consultative 
Forum, whose function is to assist the Australian 
Communications and Media Authority (ACMA) 
to perform its functions in relation to matters 
affecting consumers [but only relating to 
telecommunications].

The terms of reference for the CCF include 
providing a forum to engage demand-side 
and supply-side interests on communications 
consumer issues; ensuring that ACMA has access 
to representative perspectives on issues affecting 
consumers; and  within the context of overall 
consumer interests, positioning the interests 
of systematically disadvantaged consumers. 

YMA believes that there is, if  

 
anything, a greater need 
for funding to support  
consumer representation in the 
broadcast media. Such consumers, 
having no direct commercial 
relationship with the providers, have 
an even lower level of bargaining 
power.

The failure to extend consumer representation 
grants to broadcast media is just one example 
of successive Australian governments’ failure to 
address convergence in anything but name. The 
creation of a single regulator [ACMA to replace 
the ABA and the ACA] should have been but the 
first of many steps to respond to the mingling of 
media and messages in the wake of the digital 
revolution. Yet we still have two separate Acts, 
and we are still waiting for innovative regulatory 
approaches that can fully address the issues this 
raises.

We recognise that this is not entirely this 
government’s fault, the previous government 
having failed to grasp the opportunity for 
some two years before losing office. However 
YMA suggests that a good place to start would 
be with consumer representation: extend 
this funding to broadcasting consumers 
and see what interesting new ideas and 
approaches might come from that sector. 

Consumers are, after all, the ones with the 
greatest interest in developing effective responses 
to convergence.

Barbara Biggins  
OAM
Hon CEO

This group will consider, among other com-
ponents, the inclusion of the following: 

Notification of digital alterations (in case of 
physical manipulation) 
16 year old age limit for adult fashion shows, 
magazine shoots and TV programs 
Commitment to diversification of body 
shape and size 
Glamorisation of severely underweight 
models or celebrities.

http://mediacentre.dewr.gov.au/mediacentre/el-
lis/releases/nationalmediaandindustrycodeof-
conductonbodyimage.htm 

Research review finds media links to poor 
child health outcomes 
A review of 173 studies from the past 28 years 
about the impact of media on children has found 
a correlation between media exposure and nega-
tive health outcomes. Researchers from Yale Uni-
versity School of Medicine, National Institutes 
of Health and California Pacific Medical Center 
examined the effects of media exposure on seven 
health issues: childhood obesity, tobacco use, 
drug use, alcohol use, low academic achieve-
ment, sexual behaviour and attention deficit dis-
order with hyperactivity.

The report was published by Common Sense 

•

•

•

•

Media and details can be found at
http://www.commonsensemedia.org/about-us/
press-room/press-releases/study-reveals-media-
damages-child-health  
 

video games for kids.
The US based National Institute on Media and the 
Family has released its annual list of video games 
recommended for children and those to avoid.  
Recommended games include

Animal Crossing: City Folk
FIFA Soccer 09
Hasbro Family Game Night
High School Musical 3: Senior Year
LittleBigPlanet
Nancy Drew: The Haunting of Castle Malloy

Games to avoid for children include 

Fallout 3
Far Cry 2
Gears of War 2
Legendary
Resistance 2
Saints Row 2
Silent Hill: Homecoming

 

More information about the games, including 
brief descriptions of each game,  is available at  
http://www.mediafamily.org/research/report_
vgrc_2008_rec_games.shtml

•
•
•
•
•
•

•
•
•
•
•
•
•
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NEW PUBLICATIONS

CONFERENCES

ADvERtISINg 
Kelly, B; et al (2008)
Persuasive food marketing to children: 
use of cartoons and competitions in 
Australian commercial television 
advertisements.
Health Psychology, Vol. 23, No. 4, Pp337-344

Bhana, Arvin (2008)
Alcohol advertising, movies and 
adolescents.
Addiction, Vol. 103, No. 12, Pp1935-1936

Dal Cin, S; et al (2008)
Youth exposure to alcohol use and 
brand appearances in popular 
contemporary movies.
Addiction, Vol. 103, No. 12, Pp1935-1932

Buijzen, M; et al (2008)
Parent versus child reports of parental 
advertising mediation: Exploring the 
meaning of agreement.
Journal of Broadcasting & Electronic Media, 
Vol. 52, No. 4, Pp509-525

CoMPutERS & INtERNEt 

Ono, H; Tsai, HJ (2008)
Race, parental socioeconomic status, 
and computer use time outside of school 
among young American children, 1997 
to 2003.
Journal of Family Issues, Vol. 29, No. 12, 
Pp1650-1672

Liau, AK; Khoo, A; Ang, PH  (2008)
Parental awareness and monitoring of 
adolescent Internet use.
Current Psychology, Vol. 27, No. 4, Pp218-
233

Chang, MK; Law, SPM;  (2008)
Factor structure for Young’s Internet 
Addiction Test: A confirmatory study.
Computers in Human Behavior, Vol. 24, No. 
6, Sp. Iss. SI, Pp2597-2619

Baloglu, M; Cevik, V (2008)
Multivariate effects of gender, 
ownership, and the frequency of use on 
computer anxiety among high school 
students.
Computers in Human Behavior, Vol. 24, No. 
6, Sp. Iss. SI, Pp2639-2648

Livingstone, S; Helsper, EJ (2008)
Parental mediation of children’s 
Internet use.
Journal of Broadcasting & Electronic Media, 
Vol. 52, No. 4, Pp581-599

Schmidt, M (2009)
Bad advice on stopping cyberbullies.
Futurist, Vol. 43, No. 1, Pp4

CoMPutER & vIDEo gAMES
 

Lenhart, A; Jones, S; Rankin, A(2008)
Teens, video games and civics.
www.pewinternet.org

De-Lin Sun, BS; et al (2008)
Computer games: A double-edged 
sword?
CyberPsychology & Behavior, Vol. 11, No. 5, 
Pp545-548

Cherney, ID (2008)
Mom, let me play more computer 
games: They improve my mental 
rotation skills.
Sex Roles, Vol. 59, No. 11-12, Pp776-786

Tucker, P  (2009)
Video games and behavioral 
modification.
Futurist, Vol. 43, No. 1, Pp8-9

MEDIA EffECtS - HEAltH
 

Van den Bulck, H; et al (2008)
Let’s drink and be merry: The framing 
of alcohol in the prime-time American 
youth series The OC.
Journal of Studies on Alcohol and Drugs, Vol. 
69, No. 6, Pp933-940

Norman, CD; et al (2008)
Using the Internet to assist smoking 
prevention and cessation in schools: A 
randomized, controlled trial.
Health Psychology, Vol. 27, No. 6, Pp799-810

Graham, DJ; et al (2008)
Television viewing: Moderator or 
mediator of an adolescent physical 
activity intervention?
American Journal of Health Promotion Vol. 
23, No. 2, Pp88-91

Danner, Fred W  (2008)
A national study of the association 
between hours of TV viewing and the 
trajectory of BMI growth among US 
children.
Journal of Pediatric Psychology, Vol. 33, No. 
10, Pp1100-1107

Nixon, CL; et al (2008)
Effectiveness of antismoking public 
service announcements on children’s 
intent to smoke.
Psychology of Addictive Behaviors, Vol. 22, 
No. 4, Pp496-503

MEDIA EffECtS - SoCIAl
Carpenter, M; Nielson, M (2008)
Tools, TV, and trust: Introduction to the 
special issue on imitation in typically-
developing children.
Journal of Experimental Child Psychology, 
Vol. 101, No. 4, Pp225-227

Barr, R; Wyss, N; et al (2008)
Reenactment of televised content by 
2-year olds: Toddlers use language 
learned from television to solve a 
difficult imitation problem.
Infant Behavior a& Development, Vol. 31, 
No. 4, Pp696-703

Gutierrez, R; et al (2008)
Ethical problems and dilemmas in 
research on the commercial sexual 
exploitation of children.
Salud Mental, Vol. 31, No. 5, Pp403-408 

Mission Australia (2008) 
National Survey of Young Australians.
http://www.missionaustralia.com.au 

vIolENCE 
Brunton, Colmar (2008)
Viewing violence: audience perceptions 
of violent content in audio-visual 
entertainment.
www.bsa.govt.nz

Ybarra, Michele L; et al (2008)
Linkages between Internet and other 
media violence with seriously violent 
behavior by youth.
Pediatrics, Vol. 122, No. 5, Pp929-937

Wittman, M; Arce, E; Santisteban, C (2008)
How impulsiveness, trait anger, and 
extracurricular activities might affect 
aggression in school children.
Personality and Individual Differences, Vol. 
45,  Pp618-623

Richmond, J; Wilson, JC (2008)
Are graphic media violence, aggression 
and moral disengagement related?
Psychiatry, Psychology and Law, Vol. 15, No. 
2, Pp350-357

Boxer, P; et al (2008)
The role of violent media preference 
in cumulative developmental risk for 
violence and general aggression.
Journal of Youth & Adolescence, www.
springerlink.com

6th Annual Videotivoli Festival for 
Children & Young People

 

March 2009 
tampere, finland 

 

the purpose of videotivoli is to give 
children and youth a chance to show 
their thoughts and work in public without 
competition.

 http://www.videotivoli.fi
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And the Worst Toy of the Year is...
On 15 February 2009, the US Toy Industry 
Association will gather to present their 
TOTY (Toy Of The Year) Awards.  This 
year the Campaign for a Commercial 
Free Childhood will present its inaugural 
TOADY (Toys Oppressive And Destructive 
to Young Children) Award for the worst 
toy of the year.  

From “thousands of toys that promote 
violence and/or precocious sexuality to 
children and push branded entertainment 
at the expense of children’s play,” CCFC 
has selected five finalists.  Parents have 
been asked to vote for the toy which most 
desrves this award.

To see the finalists and the winner,  to  be 
announced on February 12, 2009, go to 
http://www.commercialfreechildhood.org/
actions/toady.html 

Quebec acts on advertising to children.
In the Canadian Province of Quebec, it is  
illegal to advertise to children under 13. 
This week, Saputo Inc., plead guilty to 
twenty-two charges of violating the ban 
for using Igor the Gorilla to market snack 
cakes in daycare centers. Similar charges 
are pending against McDonald’s, Burger 
King and General Mills.

A recent survey found that nine out of 
ten Quebecois think that it is necessary 
to control advertising targeting children. 
Most of the respondents thought that the 
Consumer Protection Act (Loi sur la pro-
tection du consommateur) banning adver-
tising targeting children under 13 should 
be enforced “more severely” (60%) or “as 
severely” (31%).
 
http://www.commercialfreechildhood.org/
news/2009/01/junkfoodwars.html

ACMA launches cybersafety education 
program for educators. 
The Australian Communications and  
Media Authority has started the national 
roll-out of Cybersafety Outreach - Profes-
sional Development for Educators-its na-
tional cybersafety program designed for 
primary and secondary level educators.
 
According to the ACMA media release,  
 

‘This interactive and cutting edge program is 
aimed at equipping educators to teach their 
students about cybersafety. It forms part of 
the Australian Government’s commitment 
to cybersafety education and is free to partici-
pants.’ 

The full media release can be found at
http://www.acma.gov.au/WEB/STAND-
ARD/pc=PC_311602

Increased screentime for uK  
internet generation
A new report from the UK marketing  
organisation ChildWise indicates that  
children in the UK are spending increasing 
amounts of time in front of screens - almost 
6 hours a day. The study of five to 16 year 
olds showed that children are building 
multimedia hubs in their rooms, includ-
ing games consoles, internet access and 
MP3 players which they wake up to each 
morning and use into the night. A quarter 
of children as young as five have the inter-
net in their bedroom and one in three eight 
year olds now have a mobile phone

Parents who have stopped children 
from having televisions in their bed-
rooms may still justify internet access 
for help with homework, but the survey 
showed that children are far more likely 
to socialise than do homework online. 

The researchers say the increased  
online activity is creating barriers between  
parents and children, with children becom-
ing increasingly dependent on their com-
puters.

http://www.childwise.co.uk/

WORLD NEWS

KIDS’ TV

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

ABC
Lunar Jim; In the Night Garden; Play 
School; The World of Peter Rabbit & 
Friends; Bear in the Big Blue House; Lazy 
Town; Dragon; Jane and the Dragon; 
Escape from Scorpion Island; Olivia; 
Harry and His Bucket Full of Dinosaurs; 
Ruby Gloom; Sesame Street; The Large 
Family; Wow Wow Bubbzy; The Koala 
Brothers; Five Minutes More.
SEVEN
My Friends Tigger & Pooh; The Buzz On 
Maggie; American Dragon: Jake Long; 
The Emperor’s New School; Zeke’s Pad; 
Larry the Lawn Mower; Raggs; Go Go 
Stop.
NINE
The Backyardigans; Go, Diego! Go!; Dora 
the Explorer; Kids’ WB; The Eggs; G2G: 
Got to Go; Ben 10; The Music Jungle.
TEN
Bratz;Totally Wild; Legend of the Dragon; 
Puzzle Play; Toasted TV.
NICKELODEON
True Jackson, VP; Naked Brothers Band; 
iCarly; Wolverine; Tak & the Power of Juju; 
El Tigre; Purple and Brown.
DISNEY CHANNEL
Phil of the Future; The Replacements; 
Young Dracula; Dogstar; Phineas and 
Ferb; Cory in the House; That’s So Raven; 
The Suite Life on Deck.


