
Movie trailers on TV: recent ASB 
decisions
The Advertising Standards Board has 
made 8 decisions (or Determinations) re-
lated to trailers for cinema films between 
July and October this year. The com-
plaints lodged with the ASB related to 
the screening of trailers for M or MA15+ 
movies on free- to- air TV; all except 
one related to programs screened before 
8.30pm and two were about trailers seen 
in early evening programs replayed using 
On Demand.

This level of complaint (8) to the ASB 
about film trailers (and for some trailers 
there were multiple complainants) seems 
high.  Only 3 were upheld.  

A summary of the cases can be found on 
the ACCM website at  
https://childrenandmedia.org.au/as-
sets/files/news/latest-news/asb-deci-
sions-2017.pdf

In making its decisions the ASB takes 
into account, the advertiser’s response 
to the complaint (which usually includes 
the classification that the Commercials 
Acceptance Division (CAD) of Free TV 
Australia) gave the trailer; the context in 
which the trailer was shown and relevant 
Codes  including the Australian Associ-
ation of National Advertisers (AANA) 
Code of Ethics. 

The ASB frequently quoted Clause 23 of 
that Code in its decision to dismiss com-
plaints about levels of violence in these 
trailers. This Clause reads “Advertising 
or marketing communications shall not 
present or portray violence unless it is 
justifiable in the context of the product or 
service“. 

ACCM is concerned about aspects of the 
ASB decisions: the reliance on Clause 2.3 
to assess the trailers for violent movies, 
and the apparent lack of child develop-
ment expertise to inform judgements 
about impact on children. And why is 
the ASB is making Determinations about 
placement of trailers, when this seems to 
be the responsibility of Free TV Australia 
and the ACMA.   

For more see Editorial this issue P2

Crackdown on operators attracting 
children to gambling 
In the UK, the dangers of attracting children 
to gambling are being taken seriously, with 
gambling operators being strongly warned 
about the type of advertising on their 
websites. 

In a joint letter sent to more than 450 online 
gambling operators, the regulators said 
that children and other vulnerable people 
should be protected from exploitation and 
urged gambling companies to remove 
advertising featuring images likely to 
appeal to children. The letter came from 
four bodies: The Gambling Commission, 
the Advertising Standards Authority, the 
Committee of Advertising Practice, and the 
Remote Gambling Association. 

Gambling operators are required by the 
UK Advertising Codes and the conditions 
of their Gambling Commission licence 
to advertise responsibly with particular 
regard to the protection of under 18s and 
others who are vulnerable to being harmed 
or exploited by gambling advertising. 

The regulators said that unacceptable ads 
and third-party media, which contain 
graphics and images that are likely 
to be attractive to minors, should be 
immediately removed or amended. Under 
the Committee of Advertising Practice 
(CAP) code, gambling activities must not 
be advertised in a way that could appeal 
to the under-18s. This particularly applied 
to advertisements for free and pay-to-play 
games. 

The action follows an investigation by UK 
national press that found gambling sites 
were using cartoons and characters very 
likely to appeal to children, including Peter 
Pan and Jack and the Beanstalk. 

http://www.gamblingcommission.gov.
uk/PDF/Ltr-from-ASA-CAP-CG-RGA-
final.pdf

NOTE: ACCM has looked for the games 
mentioned in this report and our reviewers 
are currently investigating some of them. 
Reviews will be on our website soon at   

childrenandmedia.org.au/app-reviews/
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LITTLE BIG SHOTS FILM 
FESTIVAL ON THE ROAD

Little Big Shots Film Festival takes 
to the road

After two days at the GU Film House in 
Adelaide in October, this popular film festival 
travelled north. ACCM’s Clare Phillips 
reports.

On November 1st and 2nd, ACCM took 
Little Big Shots International Kids Film 
Festival on tour to Blyth. This rural town 
is two hours north of Adelaide, and home 
to the only cinema in the region,  Blyth 
Cinema, which is run and operated by 
volunteers. To add to the excitement 
of the event Cirkidz (Adelaide’s Youth 
Circus Troupe) travelled with us, and 
after the films they performed outside the 
cinema and interacted with the audience. 

With over 200 primary school students 
and their teachers attending, the event 
was a great success, and we have already 
been invited back next year. 

This Little Big Shots tour was a wonderful 
opportunity to present the ‘Best of the 
Fest’ session of films to an audience that 
often misses out on festivals such as this, 
and to promote our Know Before You Go 
and Know Before You Load review services 
in this country area. We thank Wakefield 
Regional Council for their support .
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The saga of selling It. 

Many parents have been troubled by their 
children’s encounters with trailers for the horror 
MA15+ movie It. ACCM reported on some 
aspects of this in the previous issue of small 
screen. 
 
Here’s more: we were alerted by a report in 
the advertising journal Mumbrella, that the 
Advertising Standards Board (ASB) had upheld 
a complaint about a trailer for It seen in the 
program Little Big Shots played via Seven’s On 
Demand app. 

On investigation, we found that the ASB had 
in fact made two decisions about trailers for It: 
the other decision related to free-to air. The ASB 
had dismissed a collection of complaints about 
trailers seen in programs such as The Block. 
Complainants believed that these programs they 
were watching before 8.30pm, were suitable for 
families to watch together, but their children had 
reacted badly to the unexpected trailers. 

It seems to ACCM that those parents had a case, 
given that only trailers with content classified PG, 
should be shown in programs that are classified 
G or PG and screened before 8.30pm.  

What needs to be reviewed is the way that 
trailers for horror movies are classified by the 
Commercials Acceptance Division of Free TV 
Australia.  The trailers for It had features that are 
well known to disturb children: children were the 
main characters and in distress;  a scary clown 
face; menacing music and sound effects …. The 
brevity of the shots does not mitigate impact on a 
child, and nor does context.      

On looking further, we found 
that the ASB had adjudicated 
on the content and placement 
of trailers for 8 cinema films 
between July and October.  

Leaving aside this relatively 
high number of complaints 
relating to film trailers,  ACCM 
was disturbed at the treatment 
of issues taken into account 
in decision making, such as whether children 
watching a program were likely to have adults 
present to guide them: just how does a parent 
help a screaming child unsee an unexpected 
scary image?  

Secondly  the reliance on Clause 2.3 of the AANA 
Code of Ethics seems just plain silly. The view 
taken is that violence in a trailer (ad for the film)  
can be OK because the product being advertised 
is a violent film. 
 
Thirdly ACCM wonders why the ASB is 
dealing with such complaints which involve 
both content and placement, when Para 7.3.3.of 
the Commercial Television Industry Code of 
Practice says that complaints about  placement/
scheduling or classification should be dealt with 
by the licensee.  But,  it’s probably better that 
parents were able to get somebody to examine 
their complaints. 

However, it’s urgent that all those responsible for 
classifying  or adjudicating on trailers, reviewed 
their processes  so that they include proper regard 
for, and knowledge about, children’s reactions to 
even brief exposure to violent or scary images.  

EDITORIAL
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Update on sports betting ads
For those of you wondering why there’s still 
no action to remove sports betting ads from 
live sports programs shown before 8.30pm, as 
promised way back in May 2017 by Mitch Fifield, 
Minister for Communications, this is what we’ve 
been told:  

a) The restrictions for free-to-air TV will be 
implemented through Codes developed by 
Free TV Australia
b)   Restrictions for online platforms will be 
dealt with via legislation to be introduced 
shortly.
c) The development of Codes also depended 
on ”the practical reality of legislating licence 
fee relief” (commercial broadcasters now pay 
no licence fees via the media reform package of 
amendments to the Broadcasting Services Act,  
passed in mid-October)
d)  Commercial contracts  with advertisers have 
been entered into on the basis of the existing 
rules so “a reasonable transition timeframe is 
appropriate”.

So we can expect the Code changes to be 
implemented  by March 2018. Good job we didn’t 
bet on a quick outcome! 

Horror film Jigsaw classified MA15+ 
upon review
A three-member panel of the Classification 
Review Board has unanimously determined 
that the film Jigsaw is classified MA 15+ (Mature 
Accompanied) with the consumer advice ‘Strong 
themes and strong horror violence’. The film 
was previously rated R18+ with the consumer 
advice ‘High impact horror violence’ by the 
Classification Board. The new rating means that 
children under 15 can see the film if accompanied 
by someone over 18.

Meanwhile, the Turnbull Government has 
appointed a new Convenor, Deputy Convenor 
and three members to the Classification Review 
Board. Ms Fiona Jolly, formerly acting Convenor, 
has been appointed as Convenor until 2 January 
2019. Ms Susan Knowles, who has been an acting 
member of the Review Board for two years, 
has been appointed as Deputy Convenor until 
17 September 2020. Mr Peter Attard has been 
appointed as a member until 2 January 2019, 
and Mr Peter Price AM and Mr Richard Williams 
have both been appointed until 17 September 
2019.

http://www.classification.gov.au

http://www.classification.gov.au
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University of the Sunshine Coast, 
Queensland, Australia

childrensmediasymposium.net

Live Wires Forum

24-25 November 2017

Moonee Valley Racing Club, 
Melbourne, Australia

A two-day professional development 
event connecting the latest thinking 
in early childhood theory, practice 
and pedagogy in digital technologies, 
with hands-on practical sessions.  

earlychildhoodaustralia.org.au/ 
events/live-wires-forum/

*****************

Children’s Global Media 
Summit 2017

4-7 December 2017
Manchester, UK

cgms17.com

https://www.childrensmediasymposium.net/
http://www.earlychildhoodaustralia.org.au/events/live-wires-forum/
http://cgms17.com/


New studies on children & food ads

Researchers from Otago and Auckland 
Universities have found just how much 
advertising for unhealthy foods New Zea-
land school aged children are exposed to 
in a day. 

Children in the study were found to be ex-
posed to around 27 unhealthy food ads per 
day in many places via a variety of media 
– including an average of seven unhealthy 
food ads at school and eight in public plac-
es. The most common ads were for sugary 
drinks, fast food, confectionary and snack 
foods, and the most common marketing 
medium was product packaging, followed 
by signs. 

The researchers used automated wearable 
cameras and GPS units to study what chil-
dren were exposed to in their daily lives. 
168 children between the ages of 11 and 13 
took part in the study, wearing these de-
vices which recorded photos every seven 
seconds and locations every five seconds 
over four days.

https://link.springer.com/epdf/10.1186/
s12966-017-0570-3

Meanwhile, a newly published study 
by the Rudd Center for Food Policy and  
Obesity at the University of Connecticut 
found that children who viewed TV com-
mercials for unhealthy food and drinks 
that included healthy lifestyle messages 
rated the products as more healthful com-
pared to children who saw commercials for 
similar products with a different message.  
Researchers are calling this a “health halo” 
effect. 

The study involved 138 children aged 
7 to 11. The participants viewed three 

child-friendly TV commercials in one of 
three conditions: ads for unfamiliar nutri-
ent-poor food and drinks (including sweet 
snacks and a fruit-flavored drink) with 
healthy messages (health halo); ads for 
similar nutrient-poor food and drinks with 
other messages; and ads for healthy food 
and drinks. 

After viewing, the children were asked to 
rate the commercials and advertised prod-
ucts, provide attitudes about exercise and 
nutrition, and consume and rate healthy 
and unhealthy snack foods.

Food and beverage companies claim that 
including healthy lifestyle messages, such 
as promoting physical activity and good 
eating habits, in advertising to children 
teaches them about health and nutrition. 

However, the study found no evidence 
that such messages teach children about 
good health or nutrition but instead, are 
likely to benefit food companies by mak-
ing unhealthy products seem healthier to 
children.

http://uconnruddcenter.org/files/Pdfs/
Harris_et_al-2017-Pediatric_Obesity.pdf

Privacy and education apps

In a report which has global implications, 
the Office of the Privacy Commissioner 
of Canada (OPC) says an examination of 
educational apps found that some apps 
need to do better in the area of protecting 
the privacy of users, many of whom are 
young children.

The OPC took part in the fifth annual 
Global Privacy Enforcement Network 
(GPEN) Privacy Sweep, which involved 

24 data protection regulators from across 
the world.

Working alongside the Ontario Informa-
tion and Privacy Commissioner’s Office, 
the OPC examined a variety of privacy 
issues affecting over two dozen educa-
tional apps and platforms for children 
and youth from kindergarten to grade 12. 

The issues they uncovered were:

•  Transparency
Most of the services looked at made in-
formation about how they handle per-
sonal information available to users, but 
the quality varied and it was sometimes 
hard to find.

•  Consent. 
There were concerns with how a signif-
icant number of services obtained age 
appropriate consent from students or 
their parents and guardians. 

•  Age-appropriate collection and 
disclosure. 
Not all services were using practices for 
minimizing collection and disclosure of 
students’ personal information and pro-
viding controls for teachers and parents 
to set age-appropriate limits and super-
vision on collection and disclosure of 
students’ personal information.

•  Deletion of personal information.
Many services did not make it easy or 
even possible to delete personal infor-
mation no longer needed.

https://www.priv.gc.ca/en/about-
the-opc/what-we-do/internation-
al-collaboration/international-priva-

cy-sweep/2017_result/
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