
Deakin Food Policy Dialogue: How 
to restrict children’s exposure to 
unhealthy food marketing. 

A diverse range of stakeholders, includ-
ing researchers, practitioners and policy 
makers with a keen interest in, or influ-
ence on, healthy food policies attended a 
workshop convened by the Global Obesi-
ty centre and Deakin University in Mel-
bourne on November 13. 

Attendees heard the latest research and 
policy efforts to restrict children’s expo-
sure to unhealthy food marketing in Aus-
tralia and internationally. 

Keynote speakers included: 

• Dr Tim Lobstein (World Obesity
Federation)
• Dr Katrin Engelhart (formerly World
Health Organization)
• Jane Martin (Obesity Policy Coalition)

Other presenters included researchers 
Bridget Kelly and Victoria Brown, and 
State Government policy makers Veron-
ica Graham and Jen Reimers.  

ACCM’s view is that much impressive 
research in this field has now been com-
piled, but there has been great reluctance 
shown by successive Federal govern-
ments to take effective action. It’s time 
that the general community mobilised 
to demand that food marketers cease (or 
be required to cease) undermining par-
ents’ best efforts to encourage healthy 
eating behaviours in their children. 

The evidence is in: food advertising sig-
nificantly influences children’s food pref-
erences towards processed, sugary , fatty 
and salty foods.   

Growing trend for gambling 
elements in children’s apps

In the past 6 months ACCM app review-
ers have noticed a growing trend for 
developers to use a range of tools that 
engage children with gambling. These 
can be divided into four categories in-
cluding: simulated gambling games that 
use characters or images that appeal to 
children (ie. a rubber duck or cartoon 
pig/cat character); sporting apps that 
appeal to tweens (Cricket Australia Live 
or AFL Live); games based on classic 
family board games such as monopoly; 
and games that are free to download but 
encourage the player to purchase coins 
or jewels (with real money) to make pro-
gress in the game (eg Disney Emoji Blitz). 

The latter category mentioned here has 
recently received media attention in 
Australia with gambling experts raising 
concern about the potential for mobile 
app games (that appeal to children) to 
normalise gambling behaviours, because 
children get used to using real money to 
get ahead in their favourite game. 

The most recent concern in this area is 
‘loot boxes’ within games where players 
can increase their chance of winning, or 
gain real advantages within the game 
(that would usually take hours of game 
play), if they spend real money. In addi-
tion, some ‘loot boxes’ include a feature 
that randomly allows the player to ‘get 
lucky’ and be offered more advantag-
es, thus increasing the incentive to buy. 
While this trend appears to have started 
on Xbox or PC computer games (most re-
cently Star Wars Battlefront 2), gambling 
experts are warning that it is in mobile 
games where gambling mechanisms like 
loot boxes are nearly ubiquitous, often 
overlooked, and potentially most prob-
lematic.

ACCM is grateful to the SA Attorney 
General Department for funding AC-
CM’s Know Before You Go app review ser-
vice which enables us to provide specific 
detail for parents about the way in which 
gambling is incorporated into apps (and 
add them to our gambling watchlist) – so 

they are aware of the pitfalls their chil-
dren may encounter while playing their 
favourite games. 

Pressure should be applied to State Gov-
ernment gambling regulatory bodies and 
the Australian Classification Board to 
protect children in this area. 

Know Before You Load app reviews and the 
Children and Gambling Watchlist can be 
found at:

childrenandmedia.org.au/app-reviews/
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Season’s Greetings 
from all at ACCM

L to R: Katrin Engelhardt, Anna Peeters, Tim Lobstein and 
Jane Martin

Fame & Shame Awards 2017 
announced

Now in their 13th year, the The Parents’ 
Voice Fame and Shame Awards highlight 
the best and worst of food marketing to 
Australian children.

On the positive side, Aussie Apples took 
out the two major Fame categories, while 
ALDI and Netball Australia were also 
recognized.

According to Parents’ Voice,  multi-
national manufacturer, Kellogg’s, 
has taken out two of the five Shame 
categories, being recognised in the Digital 
Ninja and Smoke and Mirrors categories 
for promoting some of its most unhealthy 
products to children. 

McDonald’s’ Made for Family/Despicable 
Me 3 Family Box commercial claimed the 
Pester Power award. 

The Foul Sport award was presented 
to Coca-Cola for its POWERADE 
Powerscore campaign. 

Coca-Cola’s Coke Summer took out 
the final Shame award, becoming the 
inaugural Bother Boards recipient for 
using interactive billboards in shopping 
centres, indoors or outdoors, in an 
attempt to influence children. Coca-Cola 
was also given a dishonourable mention 
for its Coke Christmas Truck tour of 
Australia which the company is running 
in partnership with The Salvation Army.  

https://parentsvoice.org.au/
campaigns/fame-shame/

https://parentsvoice.org.au/campaigns/fame-shame
https://childrenandmedia.org.au/app-reviews/
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Reviewing recent Review Board 
decisions

The federal Classification Review Board* (CRB) 
has the task of reviewing Classification Board 
decisions on cinema films, computer games and 
publications when a valid request for review is 
lodged by distributors, aggrieved parties, or the 
federal Attorney General. 

This review process is intended to apply 
independent community scrutiny to Board 
decisions where these are disputed, but both 
Boards must apply the Classification Guidelines*  
in making those decisions. 

ACCM queries whether this process is working 
well ? 

Most recently, the CRB, at the request of 
distributor Roadshow Films, decided to lower 
the classification given to the cinema film Nut 
Job 2: Nutty  by nature from PG with consumer 
advice “Mild themes and animated violence” to 
G, “Some scenes may scare young children “. This 
may not seem a very important decision, but 
ACCM believes* the PG warning to parents was 
warranted (and that the consumer advice line 
on the G classification is highly likely not to be 
printed in most film listings).  

In its summary of its decision the CRB said,

There are numerous scenes of unrealistic, animated 
violence which are all resolved with positive 
outcomes for the animals and are interspersed 
with humour and are relevant to the context. 
The theme of the park being destroyed for greed is 
overall a positive story about animals protecting 
their habitat and has a very mild sense of threat 
which is at all times relevant to the context. 

The overall impact of the classifiable elements in 
the film was no higher than very mild.

This reasoning displays a lack of understanding 
of how young children are impacted by scary 
and violent scenes.  They can be badly affected 
(and with ongoing fears and anxieties) by 
individual scary and violent scenes. Images 
and sounds are what take their attention and 
stick with them: the fact that everything turns 
out all right in the end does not undo the effects 
of the scary content. The ‘numerous scenes of 

unrealistic, animated violence’ 
may be very real to children: 
animation does not necessarily 
make images less real.   The fact 
that some violence is relevant to 
the context also does not change 
the impact on young children. 

ACCM has reviewed the list of 
CRB reviews over the past three 
years, and is concerned and puzzled at the high 
percentage of decisions where classifications 
assigned by Classification Board have been 
lowered, and by the reasons given. In 2014-2017 
the CRB (usually as a quorum of three of the 
current members) has reviewed 10 films. In eight 
cases the classification of the film was lowered, 
and maintained in only two. 

The films and outcomes were Blended (M to PG), 
Boy Choir (M to PG), X Men: Apocalypse (MA15+ 
to M), Blinky Bill (PG to G), Teenage Mutant Ninja 
Turtles: Out of the Shadows (M to PG), Blair Witch 
2 (kept at MA15+), Embrace (MA15+ to M), Jigsaw 
(R18+ to MA15+), Split (kept at M), Nut Job 2 (PG 
to G).   

The number of films reviewed each year is only 
a small proportion of the total classified, but that 
seems a high proportion of successful reviews? 

*Notes

1. Classification Review Board The Review
Board is required under the Classification
Publications, Films and Computer Games
Act 1995 to consist of at least 5 members
(including the Convenor and Deputy);
needs a quorum of 3 to make a decision;
and should be broadly representative of the
Australian community (Section 74(3)
https://www.legislation.gov.au/Details/
C2017C00267

2. The  Classification  Guidelines  can  be
found  at:
https://www.legislation.gov.au/Details/
F2012L02541

3. The ACCM review of Nut Job 2 can be
found at:
https://childrenandmedia.org.au/movie-
reviews/movies/nut-job-2-nutty-by-nature
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Barbara Biggins
OAM 
Hon CEO

ACCM recently had a visit 
from the Northern Territory 
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Odegaard. She is seen 
here (R) with CEO Barbara 
Biggins

https://www.legislation.gov.au/Details/C2017C00267
https://www.legislation.gov.au/Details/F2012L02541
https://childrenandmedia.org.au/movie-reviews/movies/nut-job-2-nutty-by-nature
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The Weekend Australian 11-12 Nov-17

The Australian 16-11-17
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The Australian 20-11-17

The Advertiser 30-11-17
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The Australian 28-11-17

The Sydney Morning Herald 4-12-17
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The Australian 6-11-17

The Sunday Mail 26-11-17



NEW PUBLICATIONS
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ADVERTISING
Pepall, L., Reiff, J., 2017 
Targeted advertising and cumulative 
exposure effects: The impact of banning 
advertising to children in Quebec. 
Rev Ind Organ 51, 235–256. 

COGNITIVE DEVELOPMENT
Anderson, D. ; Subrahmanyam, K. (on 
behalf of the Cognitive Impacts of Digital 
Media Workgroup) 2017
Digital screen media and cognitive 
development
Pediatrics 140 / Supplement 2: S57-S61

Uncapher, M.R. et al 2017
Media multitasking and cognitive, 
psychological, neural, and learning 
differences
Pediatrics 140 / Supplement 2: S62-S66

HEALTH & PHYSICAL 
DEVELOPMENT
Collins, R.L. 2017 
Sexual media and childhood well-being 
and health 
Pediatrics 140 / Supplement 2: S162-S166

LeBourgeois, M. et al 2017 
Digital media and sleep in childhood 
and adolescence. 
Pediatrics 140 / Supplement 2: S92-S96

Potvin Kent, M., Velkers, C., 2017  
Not just fun and games: toy advertising 
on television targeting children 
promotes sedentary play. 
Journal of Physical Activity and Health 14, 
773–778. 

Tsiros, M.D., et al 2017
Use-of-time and health-related quality 
of life in 10- to 13-year-old children: 
not all screen time or physical activity 
minutes are the same 
Qual Life Res, 26: 3119. 

West, G.L. et al 2017 
Impact of video games on plasticity of 
the hippocampus. 
Molecular Psychiatry 
doi:10.1038/mp.2017.155

Yücelyiğit, S.;  Neriman A. 2017
3D animated movies, touch screen 
applications and visual motor 
development of five-year-old children.  
International Journal of E-Adoption (IJEA) 
9, 1: 1–9. 

INTERNET
Family Online Safety Institute 2017 
Connected families: How parents think 
& feel about wearables, toys, and the 
internet of things  
www.fosi.org/policy-research/connected-
families/

high school students. 
Children and Youth Services Review
81: 117-123

VIOLENCE
Anderson, C.A. et al 2017 
Screen violence and youth behavior 
Pediatrics 140/ Supplement 2: S142-S147 

Dillon, K.P., Bushman, B.J., 2017. 
Effects of exposure to gun violence in 
movies on children’s interest in real 
guns 
JAMA Pediatr 171, 1057–1062. 

Coyne, S.M., et al 2017 
Pow! Boom! Kablam! Effects of viewing 
superhero programs on aggressive, 
prosocial, and defending behaviors in 
preschool children. 
J Abnorm Child Psychol 45, 1523–1535. 

Tur-Porcar, A., 2017
Parenting styles and Internet use. 
Psychol. Mark. 34, 1016–1022. 

SOCIAL & EMOTIONAL 
DEVELOPMENT
Australian Psychological Society 2017
Digital me: A survey exploring the effect 
of social media and digital technology 
on Australians’ wellbeing 
compassforlife.org.au/wp/wp-content/
uploads/2017/11/2017-APS-Digital-Me-
survey-report.pdf

Bauer, M., et al 2017
Positive and negative themes found in 
superhero films. 
Clin Pediatr (Phila) 56, 1293–1300. 

Coyne, S. M. et al 2017 
Parenting and Digital Media 
Pediatrics 140 /Supplement 2: S112-S116 

Dinella, L.M., et al 2017
Princesses, princes, and superheroes: 
children’s gender cognitions and 
fictional characters.
Journal of Genetic Psychology 178, 5: 
262–80. 

Gentile, D.A. 2017 
Internet Gaming Disorder in Children 
and Adolescents  
Pediatrics Nov 140 (Supplement 2) 
S81-S85

Hoge, E.; Bickham, D.; Cantor, J. 2017 
Digital media, anxiety, and depression 
in children 
Pediatrics 140 / Supplement 2: S76-S80

Raman, S., et al 2017
Screen exposure during daily routines 
and a young child’s risk for having 
social-emotional delay. 
Clin Pediatr (Phila) 56, 1244–1253 

Romer, D.; Moreno, M. 2017
Digital media and risks for adolescent 
substance abuse and problematic 
gambling
Pediatrics 140 / Supplement 2: S102-S106

Rousseau, A.; Rodgers, R.F.; Eggermont, 
S. 2017
A biopsychosocial model for
understanding media internalization
and appearance dissatisfaction
among preadolescent boys and girls.
Communication Research, November 21,
0093650217739996.

VIDEO GAMES
Teng, Z., et al 2017 
A cross-lagged model of the 
relationship between violent 
video game exposure and moral 
disengagement in middle school and 

Children’s Global Media Summit 

4-7 December 2017
Manchester, UK

cgms17.com

*******

AJEC Research Symposium

Politics, power and agency in 
early childhood education

16–17 February 2018

Queensland University of Technology 
Brisbane, Australia

www.earlychildhoodaustralia.org.au/
events/ajecsymposium/

*******

Technology, Mind and Society

A conference sponsored by APA
April 5-7, 2018

Washington, D.C.

www.apa.org/science/about/
psa/2017/06/technology-mind.aspx

*********

What matters most to families 
in the 21st century?

AIFS 2018 Conference
25–27 July 2018

Melbourne, Victoria, Australia

aifsconference2018.com.au/



Young children’s use of digital  
media and parental mediation

A special issue of the journal Cyberpsycholo-
gy presents a holistic perspective on young 
children’s digital media use by accounting 
for the various factors that shape their on-
line experiences at home. The aim is to ar-
rive at a better understanding of how the 
digital media landscape offers both oppor-
tunities and challenges for young children.

The editors point out that digital literacy 
is established early in young children as 
they and their families interact with tech-
nology, and that this has brought about in-
creasing concern that young children may 
be at risk because of their lack of technical, 
critical and social skills. They acknowledge 
the important role played by parents in 
shaping children’s media experiences and 
the difficulties faced by parents in provid-
ing children with important opportunities 
while preventing negative effects.

The evidence provided in the special issue 
shows the heterogeneity of families, with 
a diversity of values shaping parental me-
diation practices around the media. It was 
found that not only do parents guide their 
children’s media use, but that children are 
also influencing parents’ media use. Par-
ents, as role models, are also unconsciously 
shaping what their children see as appro-
priate media use. 

The issue also looks at how changes in the 
media landscape potentially affect chil-
dren’s leisure time and the impact of You-
tube and social media on children.

https://cyberpsychology.eu/issue/
view/658

Digital Me survey 

This survey is the latest in a series of sur-
veys conducted by the Australian Psycho-
logical Society (APS), to examine issues af-
fecting the wellbeing of Australians. It was 
conducted as part of Psychology Week, an 
annual initiative that aims to increase pub-
lic awareness of how psychology can help 
Australians lead healthier, happier and 
more meaningful lives. The theme this year 
was Thriving in the digital age.

This national survey of Australian adults 
and teens examines how the widespread 
use of digital technology and social media 
is affecting their wellbeing, behaviour and 
self-image.

90 per cent of Australians surveyed use 
social media, with Facebook and YouTube 
being the most popular channels across all 
age groups. Teenagers spend and average 
of 3.3 hours a day on social media and 
adults 2.6 hours. Some teens log on to their 
favourite channels as much as 50 times a 
day.

Australians are highly attached to their mo-
bile devices: 78.8 per cent of teens and 53.5 
per cent of adults have what psychologists 
refer to as high mobile phone involvement. 
This can involve behaviour like using a 
mobile phone for no particular purpose 
and being unable to reduce mobile phone 
use.

Although many Australians report cyber-
bullying and anti social online behaviour, 
Australians report that their experiences of 
using their favoured online social media 
platforms is mostly positive, with many 
using social media channels to connect 
with family, friends and for entertainment.

The full report can be downloaded from 
the APS website

http://compassforlife.org.au/digi-
tal-me-survey/

Increase in the popularity of PG 
films

Inside Film reports that films rated PG, in-
cluding Australian releases, are taking a 
greater share of the Australian domestic 
theatre market this year,  while M-rated 
titles are declining. The MA15+ category 
remains stable overall, but is very small for 
local films.

651 films will have been released in cine-
mas by December 31, an average of 12.5 per 
week, and an increase from 609 in 2016. Of 
these 48 were Australian films and docu-
mentaries.

Titles rated PG accounted for 19 per cent of 
the total number released, but 23 per cent 
of the box office takings. The nine Austral-
ian films in that category generated 85 per 
cent of the grosses for local titles, dominat-
ed by Lion which made $29.5 million, and 
Red Dog: True Blue, which opened on Box-
ing Day 2016 but made most of its money 
this year.

M-rated films represented 47 per cent of
the total films released but accounted for
only 41 per cent of the box office. Almost
half (47 per cent) of all Australian titles
released this year were rated M, but these
accounted for just 12 per cent of gross tak-
ings.

h t t p s : / / w w w . i f . c o m . a u / p g - r a t -
ed-films-increasingly-popular-oz-fre-
quent-moviegoers-going-less-often/
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