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Channel Seven breaches Children’s
Television Standards

The Australian Communications and Media Authority (ACMA) has issued a remedial direction to Seven Network’s licensees
broadcasting in the five mainland capital
cities for breaching advertising restrictions
during children’s programming periods.

AUSTRALIAN PRESCHOOLERS
NOT ACTIVE ENOUGH
SEVEN BREACHES STANDARDS

The ALRC have also placed advertisements
in 19 different newspapers around Australia
calling for volunteers to participate in focus
groups. The focus groups (2 groups of 15
people) are intended to test the kind of
content that may be permissible in higher
level classification categories (MA15+ and
above, including the Refused Classification
category). This is a pilot project that will

Information includes general guidelines on
taking action, details of current campaigns
and details of how to make a complaint
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Simon Canning writing in The Australian (see
p1) has put the spotlight on the increasing role
that big supermarket chains are playing in the
funding of schools.
So what’s happening that has allowed that to
come about?
We asked ourselves, “Don’t state education
departments have policies about school
sponsorship in place that prevent companies
canvassing their wares directly to students
within schools?” The answer seems, in many
instances, to be, “No”!
The widespread movement to de-centralise
control of school budgets and to make schools into
business centres, along with a general tightening
of education budgets across the nation, has
resulted in many, especially small, schools being
really squeezed for funds. Small wonder that
they’d gratefully accept free sporting equipment
and perhaps rationalise allowing local store
managers to come into their schools to talk to the
students and put up banners.
Prof Sharon Beder, author of This little kiddy
went to market: the corporate capture of childhood
(see especially her chapter “Turning schools into
businesses”), has this to say on her web site
“Schools are an attractive environment for
advertisers
because
they
are
relatively
“uncluttered” – there are not thousands of other
advertisements so the few advertisements stand
out more and will attract more attention. What
is more, because children have to attend school
and pay attention when they are there, they
are a “captive” audience – they can’t change
channels or stations and are not distracted by
other things going on. Parents are not present to
act as gatekeepers. Advertisers also gain from the
positive association with education and the implied
endorsement and tacit approval of educational
authorities and teachers for their messages.”

APSA Academy Opens First Round of
Development Funding for Asia-Pacific Films
for Children
Submissions are open for the Asia Pacific
Screen Awards’ (APSA) Children’s Film Fund.
AUD$40,000 of development funding is available
to support new films that carry positive, lifeaffirming messages specifically for and about
children in the Asia-Pacific region.
Two AUD$20,000 grants will be given for the
script development of new projects, exclusively
available to members of the APSA Academy,
a group of the region’s leading filmmakers
comprised of past nominees, winners, council
members and International Jury of APSA.

Beder quotes the late George
Gerbner (Annenberg School of
Communication)
“ with advertising and commercialism
infiltrating every aspect of life,
education has been – until now – “the
Barbara Biggins
only large-scale institutional corrective OAM
capable of reordering priorities and Hon CEO
cultivating within students some
sense of detached, analytical skill”. But this is
being undermined by the increasing infiltration of
schools by corporations. True education stimulates
“a skeptical and critical view” whereas corporations
promote their products rather than illuminate.”
h t t p : / / w w w . h e r i n s t . o r g /
BusinessManagedDemocracy/education/
commercialism/index.html
The widespread concerns about our schools
becoming centres for promoting corporation-led
consumption are well justified.
In her book, Beder takes the issues further. She
says there are concerns that many schools are
becoming more like business centres which
support economic efficiency in education, more
concerned to produce productive citizens, than
fostering the potential of children to be the best
they can be, free from commercial pressures.
I’d commend Beder’s analysis of the corporate
takeover of education to all interested in these
issues.

This little kiddy
went to market:

The commercial
capture of childhood
Sharon Beder
2009
UNSW Press

The deadline is 21 October 2011, when projects
will be assessed by an independent panel ahead
of the fifth annual Asia Pacific Screen Awards
and announced at the Awards Ceremony on
November 24, 2011 on the Gold Coast.
The introduction of the Children’s Film Fund
builds on the success of APSA’s existing funding
platform through its partnership with the AsiaPacific arm of the Motion Picture Association
(MPA) launched in 2010.
Web Address:
www.screenqueensland.com.au/news/511new-apsa-academy-opens-first-round-ofdevelopment-funding-for-asia-pacific-filmsfor-children-due-21-october-2011.html
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NEW PUBLICATIONS
ADVERTISING

Rozendaal, E; et al (2011)
Children’s understanding of advertisers’
persuasive tactics.
International Journal of Advertising, Vol. 30,
No. 2, Pp329-350
Hebden, LA; et al (2011)
Advertising of fast food to children
on Australian television: the impact of
industry self-regulation.
Medical Journal of Australia, Vol. 195, No. 1,
Pp20-24

CLASSIFICATION

Gentile, DA; et al (2011)
Parents’ evaluation of media ratings a
decade after the television ratings were
introduced.
Pediatrics, Vol. 128, No. 1, Pp36-44

COMPUTERS & INTERNET

Sharabi, A & Margalit, M (2011)
The mediating role of Internet
connection, virtual friends, and mood
in predicting loneliness among students
with and without learning disabilities
in different educational environments.
Journal of Learning Disabilities, Vol. 44, No.
3, Pp215-227
Mainsah, H (2011)
‘I could well have said I was Norwegian
but nobody would believe me’: Ethnic
minority youths’ self-representation on
social network sites.
European Journal of Cultural Studies, Vol.
14, No. 2, Pp179-193
Morimoto, SA & Friedland, LA (2011)
The lifeworld of youth in the
information society.

Youth & Society, Vol. 43, No. 2, Sp. Iss. Pp549-567

Valcke, M; et al (2011)
Long-term study of safe Internet use of
young children.
Computers & Education, Vol. 57, No. 1,
Pp1292-1305

MEDIA EFFECTS - HEALTH

Pearson, N; Ball, K; Crawford, D (2011)
Mediators of longitudinal associations
between television viewing and eating
behaviours in adolescents.
International Journal of Behavioral Nutrition
and Physical Activity, Vol. 8, Arch. 23
Carter, PJ; et al (2011)
Longitudinal analysis of sleep in
relation to BMI and body fat in
children: the FLAME study.
British Medical Journal, Vol. 342, No. 7809,
Pages: 7
Barry, CL; et al (2011)
News media framing of childhood
obesity in the United States from 2000
to 2009.
Pediatrics, Vol. 128, No. 1, Pp132-145
American Academy of Pediatrics (2011)
Policy statement-Children, adolescents,
obesity, and the media.
Pediatrics, Vol. 128, No. 1, Pp201-208
Maniccia, DM; et al (2011)
A meta-analysis of interventions
that target children’s screen time for
reduction.
Pediatrics, Vol. 128, No. 7, Pp193-209

MEDIA EFFECTS - SOCIAL

Child Development Perspectived, Vol. 5, No. 2

Vieira, ET & Krcmar, M (2011)
The influences of video gaming on
US children’s moral reasoning about
violence.
Journal of Children and Media, Vol. 5, No. 2,
Pp113-131

VIOLENCE

Riddle, K; et al (2011)
Beyond cultivation: Exploring the
effects of frequency, recency, and vivid
autobiographical memories for violent
media.
Media Psychology, Vol. 14, No. 2, Pp168-191
Weaver, AJ (2011)
A meta-analytical review of selective
exposure to and the enjoyment of media
violence.
Journal of Broadcasting & Electronic Media,
Vol. 55, No. 2, Pp232-250

Patchin, JW (2011)
Truths and myths of cyber-bullying:
International perspectives on
stakeholder responsibility and
children’s safety.
New Media & Society, Vol. 13, No. 4, Pp683685

Orue, Izaskun; et al (2011)
Monkey see, monkey do, monkey
hurt: Longitudinal effects of exposure
to violence on children’s aggressive
behavior.
Social Psychological and Personality Science,
Vol. 2, No. 4, Pp432-437

Lauricella, AR; et al (2011)
Toddlers’ learning from socially
meaningful video characters.
Media Psychology, Vol. 14, No. 2, Pp216-232

Maas,A; et al (2011)
The effects of violent and non-violent
computer game content on memory
performance in adolescents.
European Journal of Psychology of
Education, Vol. 26, No. 3, Pp339-353

Fischer, P; et al (2011)
Risk-taking and the media.
Risk Analysis, Vol. 31, No. 5, Pp699-705

Patchin, JW & Hinduja, S (2011)
Tradit onal and nontraditional bullying
among youth: A test of general strain
theory.
Youth & Society, Vol. 43, No. 2, Sp. Iss.
Pp727-751

VIDEO GAMES

Lemola, S; et al (2011)
Habitual computer game playing at
night is related to depressive symptoms.
Personality and Individual Differences, Vol.
51, No. 2, Pp117-122

Hauge, MR & Gentile, DA (2011)
Video game addiction among
adolescents: Associations with academic
performance and aggression.
www.psychology.iastate.edu/faculty/dgentile/
SRCD%20video%game%addiction.pdf,
Blumberg, FC (2011)
Ramifications of video game play for
academic learning and cognitive skill
acquisition: Introduction.
Pp73-74

Gutnick, AL; et al (2011)
Always connected: The new digital
media habits of young children.
www.joanganzcooneycenter.org

Gentile, D (2011)
The multiple dimensions of video game
effects.
Pp75-81
Blumberg, FC & Altschuler, E (2011)
From the playroom to the classroom:
Children’s views of video game play
and academic learning.
Pp99-103

Leatherdale, ST; et al (2011)
Energy expenditure while playing
active and inactive video games.
American Journal of Health Behavior, Vol. 34,
No. 1, Pp31-35

CONFERENCES

Educating in nature Inside, outside and beyond bush, beach, outback, creek!
Keynote Speaker, Claire Warden,
is an internationally known speaker
and founder of the world renowned
Nature Kindergartens
November 2011 in
Melbourne, Sydney, Brisbane & Perth
For more information contact Niki at
niki@aweandwonder.com.au
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Kids see more sex on TV

Harm from fast-paced cartoons

Parents can put some of their fears to rest
about the scary stuff they hear about kids
and the Internet according to Michele
Ybarra, president and research director of
the US based nonprofit research organization called Internet Solutions for Kids.
However, there are still concerns about
older forms of media.

A US study suggests that watching just
nine minutes of the fats moving children’s
cartoon, SpongeBob Squarepants, can
cause short-term attention and learning
problems in 4-year-olds.

Ybarra’s research found that exposure to
sexual material is highest with TV, at 75%,
followed by music, at 69%. The Internet
is the least common way children are exposed to sexual material, at 16% to 25%.
Ybarra presented data from a yet unpublished study, which will appear in the
journal Pediatrics. It is based on two surveys:her national, longitudinal Growing
up with Media survey of 1588 children that
began in 2006 and an online survey, Positive Youth Development, which was completed earlier this year and includes more
than 5,000 teens ages 13-18.
Ybarra’s research has also shown that
despite the attention sexting has received,
very few kids say they have done it —
about 5% say they sexted in the past year.
http://yourlife.usatoday.com/parentingfamily/story/2011/08/Kids-see-moresex-on-TV-than-online-research-suggests/49843626/1
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Speaking at the American Psychological
Association’s annual meeting Ybarra said
that one of the myths she says she’s discovered about kids growing up with technology is that kids are exposed to a lot of
sexual content online. She says the truth
is that young people are much more likely
to be exposed to sexual material through
television and music than they are through
websites and video games.

$Aus (inc GST)

The problems were seen in a study of 60
children randomly assigned to either watch
“SpongeBob,” or the slower-paced PBS
cartoon “Caillou” or assigned to draw pictures. Immediately after these nine-minute
assignments, the kids took mental function
tests; those who had watched “SpongeBob”
did measurably worse than the others.
Previous research has linked TV-watching
with long-term attention problems in children, but the new study suggests more immediate problems can occur after very little
exposure — results that parents of young
kids should be alert to, the study authors
said.
Nickelodeon spokesman David Bittler disputed the findings and said “SpongeBob
SquarePants” is aimed at kids aged 6-11,
not 4-year-olds. However, US based organisation Campaign for a Commercial Free
Childhood points out that the SpongeBob
character is featured on countless products
designed for toddlers and preschoolers,
implying that the program is aimed at this
age group. They say that Nickelodeon’s
marketing of SpongeBob sends a confusing message to parents and increases the
chances that young children will watch a
show that is intended for older children
http://www.commercialfreechildhood.
org/actions/spongebobpreschoolers.html
Christakis, D (2011) The Effects of fastpaced cartoons. Pediatrics, online September 1, 2011; DOI: 10.1542/peds.2011-2071

KIDS’ TV
A selection of children’s programs
screened on TV during the period
ABC 1 (afternoon programs only)
Play School; Clang Invasion; Jinx; Girls
in Love; Mr Men Show; Chop Socky
Chooks; BTN Daily.
ABC 2
Mister Maker; Little Charley Bear; Nelly
and Caesar; Chuggington; Fireman
Sam; Tinga Tinga Tales; The Wot
Wots; Octonauts; Zoo Lane; Blanche;
LazyTown; Roary the Racing Car; Shaun
the Sheep.
ABC 3
The Dukes of Broxstonia; Backyard
Science; Pingu; Escape from Scorpion
Island; Letterbox; Total Drama Action;
Rated A for Awesome; BTN Extra; Sally
Bollywood; Five Minutes More.
SEVEN
All for Kids; Spit it Out; Handy Manny;
Stitch!; Sally Bollywood; Legend of Enyo.
NINE
Pixel Pinkie; Dora the Explorer; A Gurls
World; Ben 10; Wakkaville; The Saddle
Club; Kids WB; Magical Tales; Pyramid.
TEN
Totally Wild; Wurrawhy; Scope; The
Elephant Princess; Me and my Monsters.
NICKELODEON
The Mighty B!; Hi-5; Fanboy and Chum
Chum; The Fairly Odd Parents; Go
Diego Go!; Neds Declassified; Victorious;
True Jackson VP; Me & My Monsters;
Big Time Rush; Life with Derek; The
Troop; iCarly; SpongeBob SquarePants;
Team Umizoomi; Shaun the Sheep; .
DISNEY CHANNEL
Sonny with a Chance; Wizards of
Waverly Place; As the Bell Rings;
Hareport; Zeke and Luther; Phineas
and Ferb; The Incredibles; Good Luck
Charlie; Family Biz.

