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C and P programs - changes
challenged

The ACMA (Australian Communications and Media Authority) is calling for
comment on proposed changes to the
Children’s(C) and Preschool Children’s(P)
standards.
ACCM is somewhat puzzled by the proposal to give licensees the full responsibility of classifying their own content. This is
being presented as a lessening of the administrative burden on them. First, as far as
we know, the vast majority of classification
applications are made by producers, not
licensees (eg the ACMA’s 2012-13 Annual
Report, Appendix 5). In those cases classification by the ACMA imposes no obvious
burden at all on licensees.
Secondly, it is difficult to see how the task
of applying for classification is any more
burdensome to licensees than doing the
classification themselves. The only way
this could be the case is if the classification
process is expected (and possibly intended) to be less rigorous than it currently is.
Not coincidentally, this is what one would
normally expect as a matter of common
sense, when any kind of independent review process is replaced by one of internal
or self-review. In other words we can confidently predict a loss of quality in C and P
programming.
ACCM notes in particular that the ACMA
currently employs experts in child development as consultants to their classification
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processes. Will there be any assurance that
the licensees would be required to do the
same, or that they would do so voluntarily? From our perspective as the peak body
on children’s development, well-being and
media use, this is crucial to the efficacy of
the system to achieve what it is intended
to achieve.

changes affecting C and P programming.
We have already noted the deficiencies to
the system in terms of gaining a following for C programs. As to P programming,
parents and carers with young children at
home rely on broadcasters to provide such
programming at certain times as part of the
routine they set up for their children.

What is needed with C and P programming – especially C programming – is
proper promotion by licensees and consistency of scheduling so that Australian
children and their parents are fully aware
of, and encouraged to use, the often excellent material that the CTS make available.

Parents have informed ACCM that what
they really want is on-screen notification
about the nature of a program, throughout
the program. This is the only truly effective
way to ensure that consumers have all the
information they need, not just to select the
best material for their children but to fulfil
their function as potential complainants in
the co-regulatory system.

Notification of C periods and variations
The system has never been very good at
informing the public of when C and P periods are. What is helpful, though, is that
they are relatively stable, so that a consumer can not only predict when C and P programs will be available, but also have a degree of confidence that certain times are C
or P periods. These changes are detrimental to consumers in both senses: first it will
be harder to work out whether a particular
time is a C or P period. This will necessarily make it more difficult for consumers
to decide whether to complain, and our
prediction is that there will be even fewer
complaints than presently.
Secondly, there will be less constancy to
the programming – and in this context we
note also the loosening of the requirements
about on-air notifications about last minute
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The deadline for responses to the changes
is the close of business on Friday 11 July
2014. For more information, see the ACMA
website at:
http://www.acma.gov.au/Industry/
Broadcast/Television/Childrens-TV/proposed-amendments-to-the-childrens-television-standards-2009

New app promotes M-rated film

Parents and others who worry about cross
promotion and the marketing of unsuitable
films to children will be concerned to know
that there is already a free app based on the
soon-to-be-released and widely publicised
film, Transformers: Age of Distinction.
The film has been given an M rating in
Australia, which means that it is not recommended for children under 15. The
consumer advice given with this rating
is ‘Action violence and coarse language’.
The developer of the app has given it an
age recommendation of 9+ but ACCM’s
app reviewer suggests parental guidance
for children aged 6-13 due to violence and
in-app purchasing.
The app begins by giving the player the
the release date of the film, and in-app purchases include tickets for the film, thus giving any young player the idea that the film
will be suitable for them.
The full app and film reviews will soon be
available on the ACCM website
www.childrenandmedia.org.au
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The C Drama quota requires the commercial
broadcasters to show an average of 32 hours of
first release Australian children’s drama every
year.
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The quota was established 30 years ago, when
free-to-air television was all there was, and
children had a limited choice of programs made
especially for them. Today, children have a mind
boggling array of “choice” for what to watch.
Subscription television, with at least 6 specialist
kids’ channels; ABC2 and ABC3 showing wall
to wall children’s programs; catch up services,
the Internet and DVDs. Not to mention the
competition for “screen time” from games
consoles, tablets and computers. So does the
rationale for a C Drama sub-quota still exist?
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Programs made over the last 30 years to qualify
as C Drama include the Winners telemovies,
first series of Round The Twist, Ocean Girl,
Spellbinder, H20, Mortified, Lockie Leonard
and Elephant Princess. These programs were
distinctively Australian programs, which
connected with local audiences and then went on
to sell all around the world.
But the regulations define drama as a scripted
narrative, and animation also counts towards
the C Drama quota. So other programs that have
qualified as C Drama include the animated series
Dennis and Gnasher (based on a UK cartoon strip),
Sea Princesses (a Brazillian cartoon strip), Sally
Bollywood (described as a French-AustralianHindi production), Dex Hamilton (a CanadianAustralian co-production with all American
accents) and the Davincibles (an Italian-FrenchAustralian comedy caper following the exploits
of the modern day Da Vinci family.)
Yes, that’s right. All of those animated shows
which looked and felt entirely international, were
classified as “first release Australian children’s
drama.” That’s because they were produced
under international co-production treaties with
an Australian producer as a partner.
Each commercial broadcaster has always filled
their C Drama quota with a mixture of live
action and animated series. But in recent years,
the balance has skewed almost entirely towards
animation, and we are seeing hardly any live
action children’s drama on the commercial
networks.
The reason for this is purely financial.
Drama is expensive to produce, and children’s
drama can’t be made for any less than adult drama.
But broadcasters don’t spend nearly as much on
children’s content as they do on primetime adult
content. Therefore, the C drama sub-quota has

only ever worked because the
production of children’s drama
in Australia is subsidised.
A producer will put together
the production budget from
a combination of broadcaster
licence fee, any other market
attachments (eg a distribution
advance or international presale), access to the producer Jenny Buckland
CEO, ACTF
tax off-set and investment
from Screen Australia and a
state film funding body. It is quite a complex
and complicated process. But in order to access
Screen Australia funding, the broadcaster needs
to agree to pay a licence fee of $100,000 per
episode (which is probably 20% of the cost of
production).
The producer of a live action children’s drama has
two key challenges when trying to finance their
series. One is that obtaining any international
market interest in a distinctively Australian live
action project before it is produced is extremely
difficult.
This is why the ACTF puts up
distribution advances in high quality projects. The
other is that commercial broadcasters don’t want
to pay the $100,000 minimum licence fee needed
to attract the Screen Australia investment.
By way of contrast, co-produced animated series
are financed with funds from animation studios
and broadcasters all around the world. The work
on the series is shared between several countries
and will often attract subsidy from other markets
that are trying to attract animation work to their
shores. For this reason these projects rarely need
to attract Screen Australia investment, and can
be offered to the commercial broadcasters for
licence fees as low as $65,000 per episode.
If you were a bean counter in a commercial
network, unwilling to invest in the children’s
audience, which project would you want to
commission?
Locally made Australian children’s television,
particularly live action children’s drama,
remains as vulnerable as ever. It is inevitable
that broadcasting regulations and subsidy
for Australian content will be scrutinised by
the current and future Governments for their
effectiveness and public value.
If we value live action local drama for our
children, we need to let them know.
It’s tax time & there is still time to
make a tax deductible donation to

Australian Council on
Children & the Media
Please support us in our campaign
for healthy use of the media
www.childrenandmedia.org.au
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Obesity reviews, Vol. 15, No. 1, Pp281-293
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MEDIA EFFECTS - EDUCATION
Rideout, Victoria (2014)
Children, teens, and reading.
www.commonsensemedia.org/research
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Screen exposure and body mass index
status in 2-to 11-year-old children.
Clinical Pediatrics, Vol. 53, No. 6, Pp593-600
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A decreased screen-violence “media
diet” intervention improves preschool
children’s behavior.
The Journal of Pediatrics, Vol. 164, No. 1,
Pp216-219
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The effects of media violence on anxiety
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WORLD NEWS
Media news coverage leads to
mental health problems in children

Once again, media news coverage has
been shown to adversely affect children.
A recent study published in the journal
Pediatrics has revealed that 11 percent of
children who lived in the area of the Boston
Marathon Bombings site or the ensuing
manhunt showed signs of post-traumatic
stress disorder (PTSD). Children who were
at the marathon site were more likely to
show signs of PTSD but those exposed
to prolonged media exposure were
also affected by emotional disturbances
and behaviour problems including
hyperactivity and conflict with peers.
The researchers pointed out that many
parents neglected to limit their child’s
exposure to the media. Most of the children
included in this study were exposed to
an average of 1.5 hours coverage of the
bombings on the day of the attack while one
in five watched over three hours of media
coverage. Only a third of parents reported
that they had tried to limit their child’s
access to Boston Marathon Bombings
newscoverage.
Comer, J.S., et al 2014. Adjustment Among
Area Youth After the Boston Marathon
Bombing and Subsequent Manhunt.
Pediatrics.2013–4115.

Community sport exposes children
to junk food ads.

University of Wollongong researchers have
found that children who take part in rugby
league, athletics or cricket in particular
are exposed to high levels of fast food and
sugary drink advertising in New South
Wales.
Their study, published by Sports Medicine

Australia in The Journal of Science and
Medicine in Sport, found that children
were exposed to the ads for up to four
hours per week during community sport
activities. They suggested that sponsorship
by manufacturers of unhealthy food can
undermine the health promoting goals of
sport and called for policy interventions
to limit children’s exposure to this type of
sponsorship
Kelly, B et al (2014) Population estimates
of Australian children’s exposure to food
and beverage sponsorship of sports clubs.
Journal of Science and Medicine in Sport 17,
no. 4: 394–98.

Netherlands classification system
popular with parents

A report from the Netherlands shows that
almost all parents in the Netherlands think
that their classification system, Kijkwijzer,
is a useful tool. Kijkwijzer gives warnings for
both for television shows and movies that
could contain harmful elements - violence,
fear, sex, bad language, drugs/alcohol
abuse and/or discrimination- for children
and is based on child development.
Nine out of ten parents report using
Kijkwijzer and see the age classifications as
reliable. The report is the result of research
among parents of children aged 3 to 15
years.
The use of Kijkwijzer has increased from
previous years, especially among parents
with children aged 6-9 years. Parents attach
the most importance to warnings for sex or
violence in television shows and films.
The Kijkwijzer website, which can be
viewed in English can be found at
http://www.kijkwijzer.nl

Children’s Health or Corporate
Wealth?

This new report from the NSW Cancer
Council indicates that almost three
quarters of people in NSW support a
ban on unhealthy food advertising that
targets children and 74% of parents want
support from the government to protect
children from unhealthy food marketing
on television. The report outlines why the
current self-regulatory system for food
advertising to children is not working pointing out the gaps and loopholes which
result in children being exposed to junk
food advertising on a daily basis.
http://www.cancercouncil.com.au/wpcontent/uploads/2014/06/ChildrensHealth-or-Corporate-Wealth-BriefReport.pdf

Report - Encountering Racist and
Sexist Content Online

A report from Canadian organisation
MediaSmarts shows that one third of grade
7 to 11 students say that they regularly
encounter racist or sexist content online.
Boys appear to encounter racist and sexist
content online more frequently than girls
and are also more likely to brush off
discriminatory content as a joke. Girls
are more likely to be hurt when a joke is
made at their expense. Boys are also three
times more likely to make fun of someone’s
race, religion, ethnicity or sexual orientation
online.
http://mediasmarts.ca/ycww/
encountering-racist-sexist-contentonline

