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Steve Biddulph “Raising Girls”

ACCM was honoured to host Steve Biddulph at
Immanuel College, Adelaide, on 26 September
2011. Child psychologist Rita Princi who is
a member of the ACCM executive wrote the
following report.
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they allow the 3rd parent (i.e. television)
into their homes. He stressed that strong
foundations are built at home and that
parents are the most important people in
a child’s life. He encouraged parents to
invite extended family members, aunties,
grandmothers and other female adults to
help with parenting their girls.
Importantly, he explained that fathers
are very important in their daughters’
lives. So important, in fact, that they are
most responsible for their daughters’ selfesteem. Therefore, he urged fathers to play
an active part in their girls’ lives, spending
time with them and being available to them
as a mentor, lovingly teaching them how to
negotiate their transition from adolescence
to adulthood.

Steve delighted and, at times, shocked
the 600 strong audience about both the
wonders of raising girls and the dangers
associated for parents and daughters living
in the 21st Century.
The main focus of the evening was to
inform and educate parents about the
impact of media and consumerism on their
daughters’ psychological development and
well-being. Applying his insight, wisdom
and humour Steve informed the audience
that the upswing of media is consciously
directed at girls because they are easy
targets for corporations intent on selling
products.
He explained that girls are wired up with
a wish to be accepted from birth and,
therefore are vulnerable to the messages
and images designed to attract their
attention.
Unfortunately, the negative
impact of their vulnerability and overexposure to media and consumerism is
that it leads to an increase in negative
perceptions about their body image and
being “sexualised” too early.
Shockingly, sexual experiences for young
teenage girls according to Steve, rose from
8% in 2002 to 15% in 2008 with the girls’
ages decreasing and the boys’ increasing!
Steve expertly drew in the audience
assisting them by identifying the dangers
of media. He strongly alerted parents to
the fact that they have a choice about how
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FAME AND IMAGE IMPORTANT

We would like to sincerely thank Steve for
encouraging us to have the confidence to be
effective parents, both mothers and fathers,
and have some fun along the way.
Rita Princi

Fame and image important to tweens

Researchers from the University of California have found a shift in the values
promoted by television shows popular with teens. Their study found that
the shows most popular with children
aged 9 to 11 now hold “fame” as their
No. 1 value. Other individualistic values, such as financial success and physical fitness are also high on the wish list.
Fame ranked 15th in 1997. The researchers
are concerned that the shift in values over
the last 10 years may have a negative effect
on the future goals and accomplishments
of American youth.
Yalda Uhls, the lead author of the study
suggested that the prevalence of Internet
celebrities and reality TV stars makes it
seem easier than ever for nearly anyone
to become famous, without hard work or
skill. Co-author Patricia Greenfield, Ph.D
from the Department of Psychology at
UCLA said that tweens “are unrealistic
about what they have to do to become
famous,” and as a result “may give up on
actually preparing for careers and realistic
goals.”
As Yalda Uldis asks, “When being famous
and rich is much more important than

EDITORIAL: UK INTRODUCES
PARENTPORT BUT AUSTRALIA
ALREADY HAS ONE!

being kind to others, what will happen to
kids as they form their values and their
identities?”
Uhls, Y.T., & Greenfield, P.M. (2011).
The Rise of Fame: An Historical Content
Analysis. Cyberpsychology: Journal of
Psychosocial Research on Cyberspace, 5(1),
article 1.
http://thechart.blogs.cnn.com/2011/08/05/
study-tweens-aim-for-fame-above-all-else/
Meanwhile recent research in the UK
has found that children as young as 11
are managing their ‘personal brand’ online. The study, conducted by the Ambition AXA Awards for talented young people and reported on their website, has
found that even before they have finished
primary school, children have a real awareness of how they present themselves to others online - and managing personal reputation online is seen as crucial.
While 75 per cent of 11 to 18-year-olds use
social media sites such as Facebook, Bebo
and Twitter to keep in touch with friends
and family, two-thirds (36 per cent) say
they use it to tell people about themselves.
By the time they reach 17 to 18 years of age,
that figure rises to 42 per cent. Even at 11,
just 14% doubt social media’s role in making themselves look good to others; by the
time they reach 17 to 18, most say it is ‘very
important’.
Almost one in five (18 per cent) of 11 to
12-year-olds – far higher than in any other
age group – say that using a professional
photograph for their profile picture would
be the most popular way to improve their
personal image online, reflecting the influence of celebrity culture.
Other strategies used by this age group
include: making friends with people they
don’t know so they appear to have more
friends (21 per cent), exaggerating social
activities (18 per cent), de-tagging unflattering photos (18 percent), adding ‘cool’
people to their friends and contacts (14%
per cent) and exaggerating personal details
such as height and interests (12 per cent).
http://www.ambitionaxaawards.com/content/infographic-personal-brand-management-among-young
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UK introduces ParentPort, but Australia
already has one !
One recommendation from the Bailey review
on sexualisation of children in the UK earlier
this year was the establishment of a website that
facilitated parents in lodging complaints about
inappropriate products, adverts or services. Just
a few days ago, the UK’s Prime Minister David
Cameron announced the establishment of the
new website ParentPort.
The UK government has moved with
commendable speed to implement a number of
recommendations made in April in the Bailey
Report. It’s taken swift and practical action, and
the Government’s media release of 11 October
lists some of these. They include a summit of
stakeholders, and a raft of new measures designed
to reduce the problems for parents and children.
The Australian Government could take a leaf
out of the UK’s book in terms of taking practical
action in a timely fashion.
It’s now 3 years since the Senate’s review of
the sexualisation of children in contemporary
media with few of its recommendations being
implemented. The promised Senate review of
progress after 18 months has never eventuated.
The Senate review of classification in Australia
which reported in June this year also raised
issues related to sexualisation, including a call for
that long promised review. I suppose that’s only
4 months ago, but where’s the Senator who will
move to have that review re-established?

ACCM’s movie review
service is supported by
a grant from the
South Australian
Government

Take Action

ACCM’s Web Page and
Broadband access
are supported by its
Internet Service Provider

Diva is an Australian fashion jewellery retailer
popular with young girls. Alongside items such
as Winnie the Pooh charm bracelets and Disney
Princess pendants, Diva has now chosen to stock
Playboy brand products. There are ‘Playmate’
pendants and ‘Playmate of the month’ necklaces
(‘Miss January’, ‘Miss February’ etc).

Internode
Publication and
printing of small screen
is supported by a
donation from

Nickelodeon

Two ways in which you can take action now:

1. Sign a petition against selling Playboy to our
children

To read more and sign a Change petition asking
Diva to stop selling these products go to:
h t t p : / / w w w. c h a n g e . o r g / p e t i t i o n s /
wwwdivanetau-remove-all-playboy-productsfrom-sale

2. Vote in the Fame and Shame Awards
The Parents’ Jury has received nomin-ations for
the best and worst examples of food marketing
to children and whittled them down to the final
few in their annual Fame and Shame Awards.
Now, it’s your chance to vote. Go to:
http://www.parentsjury.org.au/
fame-and-shame-awards

But back to ParentPort. It’s certainly
good that UK parents and carers
who want to complain about content
or practices in media that concern
them, now have one port of call,
and that guides them to the relevant
agency to lodge their complaint.

Barbara Biggins
OAM
Hon CEO

It’s also needed here. In Australia,
we have a plethora of media codes and guidelines
and agencies that administer them - the Australian
Communications and Media Authority, the
Classification Board, the Advertising Standards
Board, individual TV networks and stations, the
ABC, SBS, the Press Council - which makes the
complaints process confusing to say the least.
ACCM established a portal for complaints on its
website in 2002. We have recently revamped it
and have installed a “Taking Action” button on
our home page. Through this button, users can
access general advice on making complaints, on
taking effective action on particular current issues,
and can be directed to the appropriate agencies to
lodge complaints.
Well done us! But with more funding we could
expand its content and reach. Spread the word!
www.childrenandmedia.org.au
To read more about the launch of the UK based
ParentPort website go to:
http://www.number10.gov.uk/news/pmlaunches-parentport-website/
To see the ParentPort website go to:
http://www.parentport.org.uk/

Important deadlines
28 October 2011
Deadline for submissions on the Emerging Issues
paper from the Department for Broadband,
Communications and the Digital Economy’s
Convergence Review.
http://www.dbcde.gov.au/digital_economy/
convergence_review
18 November 2011
Deadline for submissions on the discussion
paper released by the Australian Law Reform
Commission Classification Scheme Review.
http://www.alrc.gov.au/publications/nationalclassification-scheme-review-dp-77

Seminar: Australian Content in
New and Old Media: But how?
Monday 24 October, 2:30-6:00,
followed by drinks
Baker & McKenzie
Level 27, 50 Bridge St, Sydney
Registration $145
http://www.networkinsight.org
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NEW PUBLICATIONS
ADVERTISING

Boyland, EJ; et al (2011)
Food commercials increase preference
for energy-dense foods, particularly in
children who watch more television.
Pediatrics, Vol. 128, No. 1, Ppe93-e100
Quilliam, ET; et al (2011)
The impetus for (and limited power of)
business self-regulation: The example
of advergames.
Journal of Consumer Affairs, Vol. 45, No. 2,
Pp224-247
Hill, WM & Beatty, SE (2011)
A model of adolescents’ online
consumer self-efficacy (OCSE).
Journal of Business Research, Vol. 64, No. 10,
Pp1025-1033
Hebden LA; King, L; et al (2011)
Advertising of fast food to children
on Austalian television: the impact of
industry self-regulation.
Medical Journal of Australia, Vol. 195, No. 1,
Pp20-24
Andreyeva, T; et al (2011)
Exposure to food advertising on
television: Associations with children’s
fast food and soft drink consumption
and obesity.
Economics & Human Biology, Vol. 9, No. 3,
Pp221-233
Jones, SC & Kervin, L (2011)
An experimental study on the effects of
exposure to magazine advertising on
children’s food choices.
Public Health Nutrition, Vol. 14, No. 8,
Pp1337-1344
Kent, MP; Dubois, L; Wanless, A (2011)
Food marketing on children’s television
in two different policy environments.
International Journal of Pediatric Obesity,
Vol. 6, No. 2-2, Pp E433-E441

COMPUTERS & INTERNET

Artemis, T; et al (2011)
Association between Internet gambling
and problematic Internet use among
adolescents.
Journal of Gambling Studies, Vol. 27, No. 3,
Pp389-400
Ahn, June (2011)
The effect of social network sites
on adolescents’ social and academic
development: Current theories and
controversies.
Journal of the American Society for
Information Science and Technology, Vol. 62,
No. 8, Pp1435-1445
Bekebrede, G; et al (2011)
Reviewing the need for gaming in
education to accommodate the net

generation.
Computers & Education, Vol. 57, No. 2,
Pp1521-1529

Mayo Clinic Proceedings, Vol. 86, No. 4,
Pp315-321

MEDIA EFFECTS - HEALTH

A plea for concern regarding violent
video games.
Mayo Clinic Proceedings, Vol. 86, No. 8,
Pp818-820

Garrison, MM; et al (2011)
Media use and child sleep: The impact
of content, timing, and environment.
Pediatrics, Vol. 128, No. 1, Pp29-35
Hare-Bruun, H; et al (2011)
Television viewing, food preferences,
and food habits among children: A
prospective epidemiological study.
BMC Public Health, Vol. 11, Ar. 311
Carson, V & Janssen, I (2011)
Volume, patterns, and types of sedentary behavior and cardio-metabolic
health in children and adolescents: a
cross-sectional study.
BMC Public Health, Vol. 11, Ar. 274

MEDIA EFFECTS - SOCIAL

Goodin, SM; et al (2011)
“Putting on” sexiness: A content
analysis of the presence of sexualizing
characteristics in girls’ clothing.
Sex Roles, Vol. 65, No. 1-2, Pp1-12
Messias, E; et al (2011)
Sadness, suicide, and their association
with video game and Internet overuse
among teens: Results from the youth
risk behavior survey 2007 and 2009.
Suicide and Life-Threatening Behavior, Vol.
41, No. 3, Pp307-315
Evans, CA; et al (2011)
Only two hours? A qualitative study
of the challenges parents perceive in
restricting child television time.
Journal of Family Issues, Vol. 32, No. 9,
Pp1223-1244
Boneberger, A; et al (2011)
Excessive media consumption and
behavioural problems - A crosssectional study on pre-school children;
Gesundheitswesen, Vol. 73, No. 5, Pp280-285
Osvaldsson, Karin (2011)
Bullying in context: Stories of bullying
on an Internet discussion board.
Children & Society, Vol. 25, No. 4, Spec Iss.
Pp317-327

VIDEO GAMES

Greitemeye, T & Osswald, S (2011)
Playing prosocial video games increases
the accessibility of prosocial thoughts.
Journal of Social Psychology, Vol. 151, No. 2,
Pp121-128
Hall, Ryan CW; Day, T; Hall, RCW (2011)
A plea for caution: Violent video games,
the Supreme Court, and the role of
science.

Murray, JP; Biggins, B; Donnerstein, E (2011)

Engelhardt CR; Bartholow, BD; et al (2011)
This is your brain on violent video
games: Neural desensitization to
violence predicts increased aggression
following violent video game exposure.
Journal of Experimental Social Psychology,
Vol. 47, No. 5, Pp1033-1036
Ferguson, CJ; Ryan, CW; Day, T; et al (2011)

A further plea for caution against
medical professionals overstating video
game violence effects.
Mayo Clinic Proceedings, Vol. 86, No. 8,
Pp820-823
Ferguson, CJ (2011)
The influence of television and video
game use on attention and school
problems: A multivariate analysis with
other risk factors controlled.
Journal of Psychiatric Research, Vol. 45, No.
6, Pp808-813

VIOLENCE

Ortiz, CD; et al (2011)
Children’s state anxiety in reaction to
disaster media cues: A preliminary test
of a multivariate model.
Psychological Trauma-Theory Research
Practice and Policy, Vol. 3, No. 2, Pp157-164
Lennings, HIB; Warburton, WA (2011)
The effect of auditory versus visual
violent media exposure on aggressive
behaviour: The role of song lyrics, video
clips and musical tone.
Journal of Experimental Social Psychology,
Vol. 47, No. 4, Pp794-799

CONFERENCES

Media and Learning
Harnessing the power of media to
support learning
November 24-25 2011
Brussels
http://www.media-and-learning.eu
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The Australian short children’s film, Play
Lunch has been selected for the official
program of the 28th annual Chicago International Children’s Film Festival (CICFF),
taking place from October 21 -30. This
comes after recent successful screenings at
the Tokyo Kinder Film Festival in Japan.
Play Lunch, the story of a shy little girl at
school, is also one of the top 100 selections
for the October program of Young Cuts
Film Festival in Montreal and is currently
screening at KID’S FIRST! Film Festival in
the U.S until January.
https://www.fti.asn.au/news/1276

Cybersmart Access - teaching students
with special education needs

The Australian Communications and Media Authority has released Cybersmart
Access- Australia’s first online cybersafety
game created to meet the needs of students
with special education needs.
This new resource will teach students how
to protect themselves from online dangers
in a fun and engaging way. It is a free resource open to all primary and secondary
teachers in schools across Australia.
The resource was developed by the ACMA
in consultation with special education
teachers and students, following feedback
from focus groups specifically commissioned for this purpose by the ACMA.
www.cybersmart.gov.au

WotWots wins again

The colourful New Zealand learningbased series, the WotWots, has again been
acknowledged in the Parents Choice
Awards. The interactive website, www.
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KIDS’ TV

wotwots.com, is a Fall 2011 winner in the
website category.

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

Identified as an “inviting, non-threatening
and clever introduction into wildlife appreciation”, the site allows children to join
Spotty and Dotty Wot, two alien creatures,
as they explore the diverse animal population of the zoo. Through video, games and
printables, children can identify animals,
create their own creatures, draw and color
pictures and make their own alien music.

ABC 1 (afternoons only)
Backyard Science; Ace Day Jobs; Play
School; Pingu; Clang Invasion; Chop
Socky Chooks; Lizzie McGuire; Jinx.
ABC 2
Five Minutes More; Finley the Fire
Engine; Rob the Robot; Grandpa in
my Pocket; Octonauts; Sesame Street;
The Magic Roundabout; Classic Tales;
Nanigugu; Wiggle and Learn.
ABC 3
Rated A for Awesome; Stoked; BTN
Extra; Erky Perky; Animalia; The Time
Compass; Ship to Shore; Even Stevens;
Gasp!; Black Hole High; Deltora Quest;
Scorpion Island; Kid vs Kat.
SEVEN
All for Kids; Spit it Out;Sally Bollywood;
Legend of Enyo; Saturday Disney.
NINE
Magical Tales; Pyramid; Go, Diego Go!;
Dora the Explorer; Kids’ WB; Ben 10;
Wakkaville; Dennis & Gnasher; Pixel
Pinkie; Stormworld.
TEN
Toasted TV; Totally Wild; Wurrawhy;
Scope; The Elephant Princess; Paradise
Cafe.
NICKELODEON
Shaun the Sheep; Dino Dan; The Mighty
B!; Fanboy and Chum Chum; Team
Umizoomi; Victorious; Big Time Rush;
The Wonder Pets; Supah Ninjas; Zoey
101; Blue Water High; Danny Phantom;
My Life as a Teenage Robot; Hey
Arnold!; Invader Zim; CatDog.
DISNEY CHANNEL
A kind of Magic; Yin Yang Yo!; So
Random; Oscar’s Oasis; Fish Hooks;
Pair of Kings; As the Bell Rings; I’m in
the Band; Zeke and Luther; Jonas.

http://www.parents-choice.org

Why sex sells

Scientists from the University of California claim they may have discovered why
sex sells. Researchers found that seeing an
attractive man or woman in an ad
excites the areas of the brain that make us
buy on impulse, bypassing the sections
which control rational thought.
The scientists monitored the brain activity
of 24 adults while they were shown a series
of advertisements. Some employed “logical persuasion” (LP) - straightforward lists
of facts about the product - while others
used “non-rational influence” (NI) - such
as images of attractive people.
The results, showed that the LP ads provoked significantly higher levels of activity
in areas of the brain involved in decision
making. Researchers suggest that the lower levels of brain activity from ads employing NI images could lead to less restraint
when it comes to buying those products.
Cook, I A. et al (2011) Regional brain
activation with advertising images. Journal
of Neuroscience, Psychology, and Economics,
Vol 4(3), 147-

