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SCAG, R18+ and R Cat1 pubs
Confused? The acronyms mean that the
April 17 Canberra meeting of the Standing
Committee of Attorneys General (SCAG)
acting as the Ministers responsible for
Censorship (most of whom, but not all, are
state AGs), has among other things:
•

•

noted that the Federal Government
intends to release a discussion paper
soon on whether there should be an
R18+ classification for computer
games, and
considered proposals to improve
compliance with the National Classification Scheme for offensive publications and films and asked officers to
develop detailed proposals for reform
in this area

The latter item relates to complaints that
have been lodged by founder and Director of Kids Free2bKids, Julie Gale, in relation to the ready availability of supposedly
classified R Cat1 publications featuring
models who look like underage teen girls.
The discussion paper on R18+ games has
been long expected, with the industry
and many gamers claiming that 91% of
Australians think there should be such a
classification for games.

Mobile phones
Whether we like it or not mobile phones
are becoming a greater part of children’s
lives at younger and younger ages.
The NSW Commission for Children and
Young People recently conducted a survey of 1500 children in years 6 and 9
about how mobile phones fit into their
lives. They found that over 60% of children in this age group had phones and
that the percentage was increasing rapidly.
Overall mobile phones were seen as
• helping children and parents manage
the complexities of modern life
• supporting the well-being of young
people by giving them independence
and agency in their lives
• helping children and young people to
maintain stronger relationships across
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•

greater distances, including family relationships within separated families.

Most children were aware of mobile phone
bullying but the actual incidence of bullying seemed surprisingly low in this sample.
However the authors acknowledged that
problems created by the technology are
likely to increase, stating that
With technologies such as Bluetooth, and
with closer integration of mobiles with the
internet, the positive control children and
young people have experienced through having their own mobile may face new and greater challenges in the immediate future. (P12)
The full report can be found at
http://www.kids.nsw.gov.au/uploads/documents/ATC_MobileMe1.pdf
Meanwhile the New South Wales Government has launched a campaign to warn
parents and children about the dangers
of sending suggestive or sexual images on
mobile phones. A fact sheet on this topic
will be distributed through NSW schools.
Details can be found on the government
website at
http://www.nsw.gov.au/InfoItemView.
asp?id=5A8BBD7D-1004-4F87-98444C6F39227EB4

Children’s Channel
A designated children’s channel now appears to be a certainty. In their response to
the 2020 Summit, the federal Government
states:
The Government is committed to supporting
a dedicated ABC Children’s Channel. This
will give all Australian children ready access
to advertising-free, child-appropriate content
to support the development of our children, as
discussed at the Summit. (P193)
ABC managing director Mark Scott claimed
that the decision will ensure future generations can continue to hear and see Australian stories on children’s television.
+++“We are very pleased that despite these
tough financial times, delivering a dedicated
children’s television channel for the ABC
has been seen to be a priority for the Government,” he said.

“It was strongly endorsed at the 2020 summit, we received very popular support for
the proposal there.
“Now we are very, very pleased that the go
ahead has come from the Government.”
h t t p : / / w w w. a b c . n e t . a u / n e w s / s t o ries/2009/04/22/2549866.htm
In a letter to The Age Green Guide, ACCM
CEO Barbara Biggins expressed a slightly
less positive view, pointing out that
...it is by no means clear that sufficient
funding will be made available so that content is created by those who really know and
care about children, and is solely for their
enjoyment and benefit. We don’t need another channel that provides more outlets for
commercialized and toy-linked programs.
She stated that it appeared that little research had been done on the impact of
such a channel on family viewing patterns,
and that
...it is not in children’s interests for be banished to their bedrooms to watch their programs, while parents watch theirs elsewhere?
The ACCM view therefore remains that
unless the government remains committed
to child-friendly viewing on all channels at
the times when children are most likely to
be watching, we are likely to see a dramatic
dilution of such content and children will be
the nett losers.

New ACMA website

Digital media
literacy
http://www.acma.gov.au/WEB/
STANDARD/pc=PC_311474
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One of the key concerns during the recent review
of the Children’s Television Standards has been
that the advertising restrictions there apply only
to ‘C’ programs, or those special, high-quality
children’s programs that broadcasters have to
show for a certain amount of time each year.
As we all know, only a tiny proportion
of children’s television viewing goes on
at those times. At the times when they
do most of their watching, advertising is
regulated only to a standard to suit adults.
Yet recent experience suggests that we
should be concerned also with the ads that
are actually allowed to be shown during
C Programs. One that has been on high
rotation recently provides an illustration of
the limitations of the restrictions in the CTS.
The ad is for a chain of steakhouses and consists
of some dozens of scantily-clad cheerleader types
(what little they are wearing is hot pink and white)
doing cheerleader-type dances against a white
background, with a person out the front in a hot
pink animal costume, also doing the dances plus
some extra acrobatics. Every so often the dancers
yell out what appears to be the name of the mascot
character. There is a large logo behind them.
In other words the ad is just for the brand, not
for the food that is served - so a lot of young

Yo Gabba Gabba: An Australian view
This US children’s show has attracted both positive
and negative reviews, including a critical group of
mothers on Facebook. With the stage show about to
visit Australia, we asked one of our media reviewers
who is also the mother of two young children to look
at it from an Australian point of view
There are a number of commendable concepts
within Nick Jr’s latest offering to pre-schoolers,
“Yo Gabba Gabba!”. The songs are fairly easy
to learn and full of sound values, the education
incorporates a nice blend of structured and
teachable moments, and the guest talents are
often quite inspirational.
The format is clever with human presenter, DJ
Lance Rock, unfolding a diorama in which five
toybox toys sing, dance and interact to provide
the bulk of the show.
However, despite the program attracting a
number of prestigious awards, I fail to see
exactly how it meets the needs of our Australian
children.

children on seeing it wouldn’t
actually know what it’s for.
The ad would attract children
to the brand without them
knowing anything at all about
the product - but you can
bet what happens next time
they’re walking down Main
St in their town and they see
the logo. The pressure would Elizabeth Handsley
be on to go in to a place where
the children’s menu is dominated by fried foods
- not exactly the kind of place you would take
your children if you wanted to encourage healthy
choices. (Vegetables are available as side dishes
for nearly half as much again as the meals cost.)
The CTS does nothing at all about such insidious
methods of creating demand for unhealthy food.
It is also worth noting how the ad crams in
maximum ‘physical activity’ so it can never be
argued that it breaches any provisions about
promoting unhealthy lifestyles. But it still has to
link that activity to glamour and consumption.
As previously noted, the ad is on maximum
rotation during C times. On recent occasions
when I’ve watched a bit of C with my children
it’s screened twice every half hour without fail.
These elements of the advertisement provide
yet another reason to have ban on food
advertising generally and not split hairs about
what is nutritious, what is ‘junk’ and so on.

If you could call a presenter “patronising” to twoyear olds, then DJ Lance Rock fits this criteria.
There is entertaining pantomine, and then there
is “Yo Gabba Gabba!”. The easy and moralistic
songs are lacking in interest and production
and are more likely to drive the more discerning
parent to irritability and frustration leading
to reduced repetition in the home or car. The
costuming and all over quality is poor and not at
all interactive for young viewers. The animation
and storylines (eg. Super Martian Robot Girl)
are often superficial and the Atari-based retro
feel is incompatible with the next generation of
console gamers. In addition, some lessons teach
dangerous concepts for our viewers including
sanctioning spider patting!
Finally, whilst hip hop is a valid art form and
practiced widely in Australia, it is not the only
form of dance and our American counterparts
would do well to realise that they are presenting
a culture that would be unfamiliar to the majority
of our country’s children.
Corrie Cupit
Child Psychologist and Media Reviewer
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NEW PUBLICATIONS
ADVERTISING

Harris, JL; et al (2009)
A crisis in the marketplace: how food
marketing contributes to childhood
obesity and what can be done.
Annual Review of Public Health, Vol. 30,
Pp211-225
Leek, S & Christodoulides, G (2009)
Next-generation mobile marketing:
How young consumers react to
bluetooth-enabled advertising.
Pp44-53
and
Bakir, A (2009)
“Some assembly required”: Comparing
disclaimers in children’s TV advertising
in Turkey and the United States.
Pp93-103
Journal of Advertising Research, Vol. 49, No. 1
Vardavas, CI; et al (2009)
Reducing adolescents’ exposure to
alcohol advertising and promotion
during televised sports.
Journal of the American Medical Association,
Vol. 301, No. 14, Pp1479-1482
Nairn, A; Fine, C. (2008)
Who’s messing with my mind? The
implications of dual-process models for
the ethics of advertising to children
International Journal of Advertising, Vol. 27,
No. 3, Pp447-470

COMPUTERS & INTERNET

Palfrey, J; et al (2009)
Enhancing child safety and online
technologies: Final Report of the
Internet safety technical task force to
the multi-state working group on social
networking of state attorneys general of
the United States.
www.wiredsafety.org
(2009)
Norton online living report 2009: Survey
data.
www.nortononlineliving.com
Yan, Z (2009)
Limited knowledge and limited
resources: children’s and adolescents’
understanding of the Internet.
Journal of Applied Developmental
Psychology, Vol. 30, No. 2, Pp103-115

COMPUTER & VIDEO GAMES

Zhong, ZJ (2009)
Third-person perceptions and online
games: a comparison of perceived
antisocial and prosocial game effects.
Journal of Computer-Mediated
Communication, Vol. 14, No. 2, Pp286-306
Evans, M; Karapu, R; Omura, S (2008)
“It’s illegal - R18 means R18”
www.parentline.org.nz

MEDIA EFFECTS - HEALTH

Holder, MD; et al (2009)
The contribution of active and passive
leisure to children’s well-being.
Journal of Health Psychology, Vol. 14, No. 3,
Pp378-386
Tranter, K (2009)
Youth, brains and body image.
www.onlineopinion.com.au, 1 April, 2009
(2009)
Fast food in Australia 2009.
www.bis.com.au
Primack, BA; et al (2009)
Association between media use in
adolescence and depression in young
adulthood: a longitudinal study.
Archives of General Psychiatry, Vol. 66, No.
2, Pp181-188
Wills, TA; et al (2009)
Movie exposure to alcohol cues
and adolescent alcohol problems: a
longitudinal analysis in a national
sample.
Psychology of Addictive Behaviors, Vol. 23,
No. 1, Pp23-35
Dalton, MA; et al (2009)
Early exposure to movie smoking
predicts established smoking by older
teens and young adults.
Pediatrics, Vol. 123, No. 4, Pp E551-E558

MEDIA EFFECTS - SOCIAL

Richards, R; et al (2009)
Childhood and contemporaneous
correlates of adolescent leisure time
physical inactivity: a longitudinal study.
Journal of Adolescent Health, Vol. 44, No. 3,
Pp260-267
Peter, J & Valkenburg, PM (2009)
Adolescents’ exposure to sexually
explicit Internet material and sexual
satisfaction: A longitudinal study.
Human Communication Research, Vol. 35,
No. 2, Pp171-194
Hoffman, LH & Thomson, TL (2009)
The effect of television viewing on
adolescents’ civic participation: Political
efficacy as a mediating mechanism.
Journal of Broadcasting & Electronic Media,
Vol. 53, No. 1, 18 pages
Valkenburg, PM & Peter, J (2009)
The effects of instant messaging on
the quality of adolescents’ existing
friendships: a longitudinal study.
Journal of Communication, Vol. 59, No. 1,
Pp79-U15

MEDIA EFFECTS - DEVELOPMENTAL
Courage, ML & Setliff, AE (2009)
Debating the impact of television and
video material on very young children:
Attention, learning, and the developing
brain.
Child Development Perspectives, Vol. 3, No.
1, Pp72-78

Oakes, JM (2009)
The effect of media on children: a
methodological assessment from a
social epidemiologist.
Pp1136-1151
and
Lee, SJ (2009)
Measuring children’s media use in the
digital age: issues and challenges
Pp1152-1176
and
Christakis, DA & Zimmerman, FJ(2009)
Young children and media limitations
of current knowledge and future
directions for research.
Pp1177-1185
and
Anderson, DR & Hanson, KG (2009)
Children, media and methodology.
Pp1204-1219
American Behavioral Scientist, Vol. 52, No. 8,
Workshop on studying media effects on
children - improving methods and measures.
Carmona, JBR (2009)
Young directors: children and young
creators of cinema, video and television.
Pp247
and
Carmona, JBR (2009)
Learning to watch television in school.
Communicar, No. 32, Pp248
Gabrelian, N; et al (2009)
The effects of appeal on children’s
comprehension and recall of content in
educational television programs.
Journal of applied Developmental Psychology,
Vol. 30, No. 2, Pp161-168

CONFERENCES

World Summit on Media
for Children & Youth
June 14-18, 2010
Karlstad, Sweden
http://www.wskarlstad2010.se/
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WORLD NEWS
US body blasts Hasbro/Discovery
Channel Children’s Network

TV violence fears - for adults as well
as kids!

US based organisation, Campaign for a
Commercial Free Childhood have responded
swiftly and strongly to a new US venture
in childrens TV and Internet.

According to Stephen Drill writing in the
Sunday Herald Sun on April 15, parent
groups have expressed concern about
the amount of crime shown on television.
There were at least 21 hours of crime shows
on free-to-air television during the week,
with many starting in the prime-time slot
of 8.30pm. This means that parents have
to be vigilant to ensure that children are
not still watching when unsuitable violent
shows start.

Toymaker Hasbro Inc and the cable-TV
programmer Discovery Channel have
announced that they will form a joint venture to create a TV network and website
with new programming based on Hasbro
brands such as My Little Pony, Tonka, and
G.I. Joe.
CCFC responded with the following statement and call for US Federal Communications Commission action:
“This partnership represents a new low in
children’s television, a network devoted to
showing infomercials for Hasbro’s toys and
games. It will make a mockery of existing ad
limits and the current prohibition of product placement in children’s television.
The planned network is the latest indication
that the deregulation of children’s television
has been an unmitigated disaster for children and families; no longer do companies
feel compelled to even pretend that their
programming is beneficial for children or
about anything but pushing product. We
hope that the FCC takes a long, hard look at
this new venture as they consider whether
their current restrictions on embedded advertising are adequate to protect children.”
http://www.commercialfreechildhood.
org/newsletter/2009/april.html

As Parenting Research Centre director
Warren Cann states, crime shows often
open with a violent scene and would be
better shown after 9.30pm when most children had gone to bed.
But it is not only parents who are concerned and it is may not only be children
who are affected by television violence.
Victims of crime advocates have also been
vocal about what they see as an explosion
of violence on TV.
They claim that the wave of graphic crime
shows is creating a culture without compassion. They also claim that this continual
stream of death and destruction has turned
society into a bunch of voyeurs with shows
such as Underbelly, Gangs of Oz and Law
& Order: SVU feeding the craze.
To read Stephen Drill’s full article go to
http://www.news.com.au/heraldsun/story/0,21985,25351859-2862,00.html

Generation Next
Generation Next is an exciting new
national seminar series exploring the
unique pressures, needs and healthcare
and
sociological
challenges
facing
Australian teenagers, adolescents, parents
and anyone working with young people.
Topics include bullying, Internet safety,
depression and mental health.
Further information available at:
http://www.gennextseminars.com

KIDS’ TV
A selection of children’s programs
screened on TV during the period
ABC
Adrenalini Brothers; Storm Hawks; Kid
vs Kat; Shaun; Old Tom; Best Ed; The
Mr Men Show; Wila’s Wild Life; Zigby;
Mama Mirabelle; Chuggington; Charlie
and Lola; Night Garden;’ Play School;
Roary the Racing Car; Total Drama
Island; Scorpion island
SEVEN
Larry the Lawn Mower; Go Go Stop; It’s
Academic; Trapped; My Friends Tigger
& Pooh; Master Raindrop; Saturday
Disney.
NINE
Diego!; Dora; Timeblazers; Kids’ WB;
The Eggs; Dogstar; Ben 10; The Shak;
Saddle Club; Streetsmartz.
TEN
Toasted TV; Totally Wild; Puzzle Play.
NICKELODEON
Back at the Barnyard; The Fairly OddParents; The Mighty B!; SpongeBob
SquarePants; Tak and the Power of Juju;
The Big Green Help; Kids Pick the President; The Penguins of Madagascar.

