
Holiday movies- Know Before You Go
ACCM’s movie reviewers have begun 
reviewing the movies which will be in the 
cinemas for the 2014-15 summer holidays. 
As usual the challenge for parents will 
be finding movies suitable for the whole 
family. 

G rated movies include:

Paddington
Penguins of Madagascar
Paper planes

However, even these movies on the G 
list may not be fright-free. Our reviewers 
often find it necessary to warn parents 
of under sixes about  scary scenes in 
movies with this classification and the 
Australian Classification Board has itself 
given Consumer Guidelines for Penguins of 
Madagascar - “Some scary scenes.”

Movies rated PG include: 

Annie
Alexander and the terrible,  
horrible,no good, very bad day
Big Hero 6
Into the Woods

Parental guidance is definitely re-
commended for these films, as, according 
to ACCM reviewers, those reviewed so far 
vary quite widely in their suitability for 
different ages.

M rated films which are likely to appeal to 
children (but are not necessarily suitable 
for them) include:

The Hunger Games: Mockingjay-Part 1
Dumb and Dumber To (sic)
The Hobbit: The Battle of the 5 Armies

Our reviewer found that, like its 
predecessors and in line with the M rating,  
the latest Hunger Games movie is unsuitable 
for under 13s, with parental guidance 
strongly recommended for the 13-15 age 
group because of violence, disturbing 
themes and scenes. It includes a public 
execution scene and a disturbing attack by 
one leading character on another. 

The other two M rated films have not yet 
been seen by our reviewers. Dumb and 
Dumber to is rated M for “Crude and sexual 
references, violence, coarse language and 
drug references”. Its predecessor, with 
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which many parents would be familiar, 
was rated PG.

The third Hobbit movie, The Hobbit: The 
Battle of the 5 Armies which is to be released 
on 26 December has  an M rating for  
Fantasy violence.  

Some of the listed movies are already 
reviewed on the ACCM website and others 
will be added as they are released. To read 
reviews of these and all G and PG movies, 
together with M rated films likely to be 
marketed, or to appeal, to children, go to 
the Movie Reviews section of the ACCM 
website.

http://childrenandmedia.org.au/ 
movie-reviews

Fame and Shame Awards
The Parents’ Jury Fame & Shame Awards 
aim to raise awareness of the marketing 
techniques that the food industry uses to 
promote unhealthy foods and drinks to 
children, and to recognise the campaigns 
that promote healthy food and activity to 
children in a fun and appealing way.

The Parent’s Jury’s 10th Annual Fame and 
Shame Awards go to:

Pester Power: Nestlé,Wonka  
Golden Ticket Promotion
Foul Play: Coca-Cola Amatil, 
Powerade Sports Loyalty
Digital Ninja: Coca-Cola Amatil, 
Fanta Flavour Lab App & 
McDonald’s Emlings
Parents’ Choice: Woolworths, 
Jamie’s Garden

Watch a video compilation of the Awards 
at: 
https://www.youtube.com/watch?v=8L9

WMuiXV9I&feature=youtu.be 

http://www.parentsjury.org.au

What not to buy for Christmas 2014
US organisation Campaign for a Commer-
cial-Free Childhood (CCFC) has run its 
sixth annual contest for Worst Toy of the 
Year: the TOADY (Toys Oppressive And De-
structive to Young children) Award. 

From what they call the “multitude of 2014 
toys promoting precocious sexuality, vio-
lence, branded entertainment, and/or se-
ductive screen time at the expense of crea-
tive play”, CCFC selected five finalists for 
public vote on their website.

The “winner” is the U-verse app by Baby-
First,  advertised as the first second screen  
experience for infants and toddlers. When 
a baby “draws” on a tablet or smart phone, 
the drawing appears on the TV screen 
over regular BabyFirstTV programing. It is  
advertised as being suitable for the 0-5 age 
group.

This beat the Girl Scout Barbie which  
features an impossibly thin body, pink 
capris, and high-heeled hiking boots!

For more information see:

http://www.commercialfreechildhood.org 
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Parent Seminar 

Guidelines for Good Gaming 

Physical and psychological effects 
of video and computer gaming

19 March, 2015 
Mercedes College  

Adelaide, South Australia

   Speakers:

Professor Leon Straker, from  
Curtin University, WA 
co-author of Evidence-based  
guidelines for wise use of  
electronic games by children  

Dr Wayne Warburton, from  
Macquarie University, NSW  
co-editor of Growing up fast and 
furious: Reviewing the impacts  
of violent and sexualised media  
on children

More information available soon  
on the ACCM website at:

 
http://childrenandmedia.org.au/ 

events/accm-seminars 

Seasons Greetings  
from all at ACCM
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No such thing as a free app!
Our guest editorialist is Kathy Frith, the project 
manager for ACCM’s app review service, Know  
Before You Load.

It’s been 12 months since the start of the ACCM 
Know Before You Load app review project, and 
as with so many things in this fast-moving age, 
much has changed in the app market.

This time last year, the biggest concern to 
consumers was bill shock which was triggered 
by in app purchases.  In February 2014 the 
European Union held meetings with consumer 
groups and business with the aim of making the 
costs of in-app purchases clearer to consumers.  
After considerable public pressure, and paying 
out millions of dollars in law suits, both Apple 
and Google are now making the costs associated 
with apps clearer to consumers before they are 
downloaded.  

Just this month Apple changed the text on their 
download button from “Free” to “Get.” In-app 
purchases are now listed on the app description 
page, and consumers are now able to turn off or 
password-protect in-app purchasing features on 
their mobile devices to help prevent bill shock. 
It’s no secret that money, or the threat of its loss 
has resulted in this action from retailers.

In our app reviews we look at advertising and 
product placement and, in many of the “no pay 
to play”,  “Freemium”,  or “Free”  apps, users 
are bombarded with advertising for other apps 
by the same developer, or other products and 
services. At every break in the game play the user 
is forced to exit an ad screen before progressing 
to the next stage of the game.  A slip of the finger 
and a click in the wrong field on your device 
and you’re taken to a web page promoting the 
product or service. 

While this is happening, we know very little 
about what is happening within the application 
behind the screen. Some users have begun to 
wonder if advertisers are extracting data from 
mobile devices, and using these stats to extend 
the reach of their marketing tools.  Just how 
much is known about you as a consumer, and 
are they targeting ads to you because you fit into 
a certain demographic? Yes - the big advertisers 
may be watching you!

Google Apps for Education reached the news 
headlines in June 2014 over concerns that the 
corporation was data mining children’s emails 
for commercial application .

h t t p : / / w w w . a b c . n e t . a u /
n e w s / 2 0 1 4 - 0 6 - 1 8 / c y b e r -
experts -say-google-data-
mining-schools-for-targeted-
ads/5533752

In recent months the focus 
has moved towards privacy 
concerns and  the fact that a 
high number of apps are accessing large amounts 
of personal information without adequately 
explaining how people’s information is being 
used.

Apple seems to have this locked up within 
its operating system but Android devices, 
are not as fixed with their operating systems 
and many apps have questionable access 
to information on a device. These concerns 
gained greater attention when Facebook  
moved its messaging feature into a new app 
called Messenger. This app allows you to chat 
or message your Facebook friends, and those 
within your device’s address book. It was the 
app’s request to access to address book and 
location services which raised alarm bells with 
many people, who asked why an app required 
this type of information. 

Fortunately there are some tech savvy people 
who have an interest in protecting consumers.  
Recently Carnegie Mellon University published  
a web site, grading apps on the basis of their 
privacy. 

http://privacygrade.org/home  

There have also been recent changes in the Google 
play store. Each app  now has a field called 
‘Permissions’ which details what permissions 
are required for an app to run on your android 
device. You can find more about your android 
device and permission settings via this link: 

https://support.google.com/googleplay/
answer/6014972?p=app_permissions&rd=1

So consumer beware! Mobile technology is a 
great tool and has many uses, from keeping us 
in touch with family and friends, to finding an 
address, or providing entertainment. Marketers 
of devices and apps like to promote these  benefits 
to us, but  remember that marketers also have the 
objective of extracting money from us. 

Why would the makers of the most popular 
“Free” apps be advertising them on television if 
there wasn’t a monetary pay off?
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Free resource - Kids Unbranded: Tips for Parenting in a Commercial Culture

The purpose of this free guide from the Center for a New 
American Dream is to give adults a greater understanding 
of what children face today, and to offer resources to help 
parents and caregivers band together to protect children 
from intrusive and harmful advertising.  

http://act.newdream.org/ 
page/s/kids-unbranded

http://privacygrade.org/home
https://support.google.com/googleplay
mailto:info@childrenandmedia.org.au
http://www.childrenandmedia.org.au
http://www.gocreate.com.au
http://act.newdream.org


Clips ‘n’ Cuts
 small screen no. 314 November 2014



small screen November 2014 p4

We’re not gr8 living like this
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ADVERTISING
Tatlow-Golden, M et al (2014)
Young children’s food brand 
knowledge. Early development and 
associations with television viewing 
and parent’s diet.
Appetite, Vol. 80, Pp197-203

Patil, S; Winpenny, EM, et al (2014)
Youth exposure to alcohol advertising 
on television in the UK, the Netherlands 
and Germany.
European Journal of Public Health, Vol. 24, 
No. 4, Pp561-565

Carlson, L; Clarke, B (2014)
Reassessing the current state of 
advertising to children.
Int Journal of Advertisingy, Vol. 33, No. 3, 
Pp429-436

Rifon, NJ; Quilliam, ET; et al (2014)
Age-dependent effects of food 
advergame brand integration and 
interactivity.
Int Journal of Advertising, Vol. 33, No. 3, 
Pp475-508

Kemps, E; Tiggemann, M; Hollitt, S 
(2014)
Exposure to television food advertising 
primes food-related cognitions and 
triggers motivation to eat .
Psychology & Health, Vol. 29, No. 10, 
Pp1192-1205

Cornish, Lara S (2014)
‘Mum, can I play on the Internet? 
Parents’ understanding, perception 
and responses to online advertising 
designed for children.
Int Journal of Advertising, Vol. 33, No. 3, 
Pp437-473

An, S; Kang, H (2014)
Advertising or games? Advergames 
on the Internet gaming sites targeting 
children.
Int Journal of Advertising, Vol. 33, No. 3, 
Pp509-532

Newman, N; Oates, CJ (2014)
Parental mediation of food marketing 
communications aimed at children.
Int Journal of Advertising, Vol. 33, No. 3, 
Pp579-598

Charry, K M (2014)
Product placement and the promotion 
of healthy food to pre-adolescents: 
When popular TV series make carrots 
look cool.
Int Journal of Advertising, Vol. 33, No. 3,, 
Pp599-616

COMPUTER& INTERNET
Redondo-Sama, G ; Pulido-
Rodriguez, MA, et al (2014)
Not without them: The inclusion of 
minors’ voices on cyber harrassment 
prevention.
Qualitative Inquiry, Vol. 20, No. 7, Pp895-
901

Gini, G; Espelage, DL (2014)
Cyberbullying: implications for the 
psychiatric nurse pratitioner.
Child and Adolescent Psychiatric Nurses Inc, 
Vol. 27, No. 3, Pp142-148

Mueller, AR; Roeder, M; Fingerle, M 
(2014)
Child sexual abuse prevention goes 
online: Introducing “Cool and Safe” 
and its effects.
Computers & Education, Vol. 78, Pp60-65

Yust, K-M (2014)
Digital power: exploring the effects of 
social media on children’s spirituality.
Int Journal of Children’s Spirituality, Vol. 
19, No. 2, Pp133-143

Mishna, F; Schwan, KJ; et al (2014)
Students in distress: unanticipated 
findings 
Children and Youth Services Review, Vol. 44,  
Pp341-348

Vanderhoven, E; Schellens, T; et al (2014)
How safe do teenagers behave on 
Facebook? An observational study.
PLOS ONE, Vol. 9, No. 8, Art. No. e104036

MEDIA EFFECTS - EDUCATION
Piotrowski, JT (2014)
Participatory cues and program 
familiarity predict young children’s 
learning from educational television.
Media Psychology, Vol. 17, No. 3, Sp. Iss. SI, 
Pp311-331 

MEDIA EFFECTS - HEALTH
Vaala, Sarah E (2014)
The nature and predictive value of 
mothers’ beliefs regarding infants’ and 
toddlers’ TV/video viewing: Applying 
the integrative model of behavioral 
prediction.
Media Psychology, Vol. 17, No. 3, Sp. Iss. SI, 
Pp282-310

Chaput, J-P; Leduc, G; et al (2014)
Electronic screens in children’s 
bedrooms and adiposity, physical 
activity and sleep: Do the number and 
type of electronic devices matter?.
Candian Journal of Public Health, Vol. 105, 
No. 4, Pp e273-e279

TECHNOLOGY
Adachi-Mejia, AM; Edwards, PM; et al 
(2014)
TXT me I’m only sleeping, adolescents 
with mobile phones in their bedroom.
Family & Community Health, Vol. 37, No. 4, 
Pp252-257

VIDEO & COMPUTER GAMES
Przybyski, AK (2014)
Electronic gaming and psychosocial 
adjustment.
Pediatrics, Vol. 134, No. 3, PpE716-E722

Tortolero, SR; Peskin, MF; et al (2014)
Daily violent video game playing and 
depression in preadolescent youth.
Cyberpsychology Behavior and Social 
Networking, Vol. 17, No. 9, Pp609-615

Hull, JG; Brunelle, TJ, et al (2014)
A longitudinal study of risk-glorifying 
video games and behavioral deviance.
Jnl of Personality and Social Psychology, Vol. 
107, No. 2, Pp300-325

VIOLENCE
Hartmann, T et al (2014)
How violent video games 
communicate violence: A literature 
review and content analysis of moral 
disengagement factors.
Communication Monographs, Vol. 81, No. 3, 
Pp310-332

Riddle, Karyn (2014)
A theory of vivid media violence.
Communication Theory, Vol. 24, No. 3, 
Pp291-310

Alia-Klein, N; Wang, G-J; et al (2014)
Reactions to media violence: It’s in the 
brain of the beholder.
PLOS ONE, Vol. 9, No. 9, Art. No. e107260

Video Games:  
Violence & beyond 

3 & 4 March 2015 

The Royal on the Park Hotel 
Brisbane, Australia

http://www.griffith.edu.au/conference/ 
video-games-violence-beyond

http://www.griffith.edu.au/conference
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Board games are back

Although it might seem that screen 
games have taken over the games market, 
independent board game designers are 
fighting back. According to Owen Duffy 
writing for the Guardian,  the past four 
years have seen a significant increase in 
board game purchases. Thousands of new 
titles are released each year, and the top 
games sell millions of copies.

Duffy reports that “beyond mass-market 
titles like Monopoly and Guess Who, a 
community of independent designers and 
publishers has been steadily producing 
innovative, exciting and beautiful games 
offering experiences beyond even those of 
the most sophisticated gaming hardware.”

h t t p : / / w w w . t h e g u a r d i a n . c o m /
technology/2014/nov/25/board-games-
internet-playstation-xbox

UK teens and tweens watching half 
as much TV as adults.
 

A new report from the UK media regulator 
Ofcom shows that UK tweens and teens 
watch half the amount of live TV watched 
by adults each day, and choose instead to 
watch clips on services such as YouTube, 
Vimeo and Vine. 

Ofcom says children aged 11 to 15 watch 
about 1hr and 32min of live TV per 
day, compared with the average adult’s  
2hr 58min of viewing. Almost a quarter of 
children in this age group said that some 
weeks they watched no live TV at all. 

As might be expected, younger children 
watch more live and recorded TV than 
older children, but use other services less.

A  sample of 186 primary school aged 

children (aged 6-11) and 173 secondary 
school children (aged 11-15) took part in 
the Ofcom survey, completing a three-day 
media diary including two week days and 
one weekend day.

Ofcom’s research finds that the digital 
age gap also extends to the use of mobile 
phones, with children more likely to use 
social media and instant messaging than to 
make a phone call. Only 25% of 11 to 15-
year-olds said that they talk on the phone 
at least once a week, compared to 83% 
of adults. Children prefer texts, instant 
messaging and photo messaging, which 
take up 56% of the time spent on their 
phones.

The Ofcom report can be read at:
 http://stakeholders.ofcom.org.uk/market-
data-research/other/cross-media/digital-

day/2014/digital-day-childrens

Catching them young

In the “What’s next in marketing to 
children?” category comes the story that 
Assassin’s Creed, is no longer just a violent 
video game series (mostly rated MA15+ 
in Australia). There are now an Assassin’s 
Creed board game, Monopoly, and Mega 
Bloks set and Ubisoft could even create an 
Assassin’s Creed video game specifically for 
children

Ubisoft international brand manager 
Yannick Spagna is reported as explaining 
that the company partners with others to 
make these products in order to introduce 
younger audiences to the Assassin’s Creed 
brand, saying“ we are looking for a new 
audience: kids, children....”

http://www.gamespot.com/articles/
assass in - s - c reed- toys -meant - to -
introduce-kids-to-t/1100-6423768

Meanwhile game designer and 
entrepreneur Nicholas Fortugno will open 
iKids 2015 conference with a keynote 
entitled Leveling Up: Getting maximum brand 
value out of gamification.

Fortugno contends that games of all shapes 
and sizes have far more potential as part of 
a brand’s lifecycle than is currently being 
exploited. In his address he will  explore 
how brands can be more innovative in 
using games to drive engagement. 

In other words, it’s all about hooking 
children into brand loyalty through 
games.

http://ikidsevent.kidscreen.com/2015

Classification research

The Australian Government is currently 
conducting a program of classification-
related social research. 

As a first step in the implementation of 
the research program, a review of relevant 
public opinion research and literature 
was undertaken. The review included 
public opinion research from Australia 
and overseas on perceptions, awareness, 
use and understanding of classification 
categories and consumer advice and the 
alignment of classification categories 
and consumer advice with community 
standards. Relevant academic studies were 
also included in this report. 

The results of the review can be downloaded 
from the research documents section of the 
Classification Board website.

http://www.classification.gov.au/Public/
Resources/Pages/Other%20Resources/

Research-documents.aspx 
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