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CODE OF ETHICS
REVIEW UNDER WAY
THE
Australian
Association
of
National Advertisers
(AANA)
has
announced a review of
its Code of Ethics.

The
AANA
Codes
apply equally to digital
platforms and traditional
media.
The discussion paper
says AANA is reviewing
the Code of Ethics to ensure it continues
to provide a robust framework for
the self-regulation of advertising and
marketing communication.
The objectives of the AANA Code of
Ethics are “to set standards to ensure
advertisements and other forms of
marketing communications are legal,
decent, honest and truthful and that
they have been prepared with a sense of
obligation to the consumer and society
and a sense of fairness and responsibility
to competitors”.
The aim of the current review of the
AANA Code of Ethics is to update and,
where necessary, develop the Code and
Practice Notes to ensure that it continues
to meet community requirements and
expectations.
The purpose of the discussion paper
is “to promote dialogue with all
stakeholders and to stimulate informed
input to the review. It is not intended to
be prescriptive and any other matters
raised will be given due consideration.”
AANA’s advertising self-regulatory
system came into operation in 1997
following extensive consultation by
AANA with consumers and consumer
groups, advertisers and business and
government representatives.
The system includes “both code making
expertise and a complaints handling
system administered by Ad Standards,
providing independent determinations
regarding breaches of AANA Codes. It
is a national system that is technology

and platform neutral and applies to all
consumer advertising and marketing
communication, whether or not the
brand owner is an AANA member”.
AANA
says
its
“self-regulatory
mechanisms serve to protect the
interests and rights of consumers by
helping to ensure advertising and
marketing communication is conducted
responsibly.”
According to Ad Standards data,
violence was the second highest issue
of community concern overall in 2018,
at 26.58% (up from 14.59 in 2017-8)
Complaints about sex, sexuality and
nudity topped the list at 36.39% (up
from 14.59) , and complaints about other
content came in way behind around 8%,
or less.
There’s an interesting invitation
towards the end of the discussion paper
“Do you know of any other evidencebased research which could inform the
evolution of the Code of Ethics? If so,
please give details”.
Submissions are due by Oct 18 and can be
sent by email to aanasubmissions@aana.
com.au

PUSH TO RID PUBLIC SPACES
OF SCARY, VIOLENT ADS
GAINS MOMENTUM
A CAMPAIGN to
abolish scary
roadside advertising and movie trailers
promoting horrific and violent movies

‘Creepy’
clowns
Why Ad
Standards
say it’s okay
page 3

NEWS

September 2019
is gathering momentum.
ACCM launched its
fight last week for
regulatory changes to
make it tougher for
film companies and
their marketers to use
scary images in their
campaigns.
ACCM has heard from
parents of children who
are travelling in cars
and being confronted
by roadside billboards
or posters on buses,
with scary characters
from movies such as IT: Chapter Two,
Halloween and the Annabelle series
plastered over them. At home, when
watching TV, they are ambushed by
frightening movie trailers appearing
without warning, and likewise on
occasions in cinemas.
Current research shows that it only
takes a very quick exposure to a weird
or scary image for a child to be haunted
by it.
People have began donating to ACCM’s
fundraising campaign, and the story
has been picked up by ABC’s Brisbane,
Adelaide and Darwin newsrooms.
The Adelaide Advertiser wrote a page three
lead story on the fight on September 30,
2019, as well as an online poll.
Of the 551 respondents, 72 per cent said
they supported the removal of such
adverts.
UniSA research fellow Dr Lesley-Anne
Ey told The Advertiser scary images
“replayed” in children’s minds.
“When you have horror movies being
advertised in public places where
children can see it, it can be quite
damaging,” Dr Ey told the newspaper.

TAKE OUR
CLASSIFICATION
SURVEY
[ HERE ]
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KEEPING IT REEL ON
CHILDREN are spoilt for
choice when it comes to
flicks at the cinema this
school holidays - but
finding out what is
actually age appropriate
can be very difficult,
given the differing
advice offered by movie
critics. But ACCM’s
Know Before You Go
child development-based
reviews are a reliable,
trustworthy guide

Age suggestions from News Corp film writer Leigh Paastch. Suggestions were published nationwide on Saturday, September 28, 2019, in The
Advertiser, Courier Mail, Herald Sun, Daily Telegraph, NT News and on affiliated websites as part of a school holiday movie guide.

RIDE LIKE A GIRL

(PG, 98 minutes)
PLOT: Ride Like a Girl is the true story of
Michelle Payne (Teresa Palmer) and her
tumultuous journey from childhood on a
farm near Ballarat, Victoria, to being the
first female jockey to win the Melbourne
Cup.
says: Most suited to aged 9+
says: Not suitable under
10, Parental guidance to
13 (Coarse language, Adult
themes)

AD ASTRA

(M, 124 minutes)
PLOT: Set in the near future, a global
power surge on Earth causes over
43,000 deaths and the military suspect
an extra-terrestrial attack. Astronaut
Roy McBride (Brad Pitt) is therefore sent
on a mission to find his missing father,
Dr Clifford McBride (Tommy Lee Jones).
says: No verdict

says: Not suitable under
12, Parental guidance
recommended to 13;
Suitable for 13+ (some
violence and scary scenes)

ABOMINABLE

(G, 88 minutes)
PLOT: After discovering a Yeti on the roof
of her apartment building, teenage Yi
and her two friends embark on an epic
quest to reunite the magical creature
with his family. But to do so, they
must stay one step ahead of a wealthy
financier and a determined zoologist
who want to capture the beast for their
own gain.
says: Most suited to ages
5-8
says: Not suitable under 6
and parental guidance to 8
(animated violence, scary
scenes and themes)

GOOD BOYS

(MA15, 88 minutes)
PLOT: Three 6th grade
boys ditch school and embark on an
epic journey while carrying accidentally
stolen drugs, being hunted by teenage
girls, and trying to make their way home
in time for a long-awaited party.
says: “not appropriate at all for
impressionable younger
viewers”
says: Not suitable under 15 (language,
substance use, sexual
references, adult humour)

DOWNTON ABBEY

(PG, 102 minutes)
PLOT: Downton Abbey is sent into a
bustle of activity when they receive the
news that they are to have the privilege
of a visit by Royalty.
says: Most suited 9+
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Crackdown on horror film marketing is overdue
BARBARA BIGGINS OAM
HON CEO

HORROR movies are
being promoted in public
spaces such as main road
billboards, bus shelters,
on the sides of public
transport, boundary screens at sporting
events, and via trailers on free-to air TV.

The scary images used are causing children
much distress, and can cause ongoing harm.
Their parents are rightly complaining that
they cannot protect their children from such
images, and sometimes the ongoing issues for
their children are difficult and expensive to try
to rectify.
Child psychologists tell us that the distress is
real, and so are the consequences.
ACCM has campaigned about these images
for many years. See “Stop ambushing parents
with unsuitable trailers”.
It’s time the industry changed its behaviour
to protect children who are in public spaces
where they have every right to be.
Over the past few years, many parents have
lodged complaints with the Advertising
Standards Bureau about the images used to
promote horror movies such as Halloween, It,
Pet Semetary, Us, and Annabelle Comes Home.
In many cases these complaints have not been
upheld as it seems they haven’t breached the
Australian Association of National Advertiser’s
(AANA) Code of Ethics.
Two defects in the Code have contributed to

this: firstly, para 2.3 appears
to act as a let-out for violent
images used to promote violent
films, and secondly, there is no
code which deals with scary
images. (The AANA Code for
advertising and marketing
communications directed to
children which does have
such a prohibition does not apply to such
advertising).
Recent advertisements on billboards and in
bus shelters for horror movie It: Chapter Two
have caused a new public outcry.
And now the AANA has announced a review
of its Code of Ethics. Submissions are due by
October 18.
The AANA needs to be persuaded to change
some of the provisions in its Code of Ethics.
For example, para 2.3 which says that
Advertising or Marketing Communication
shall not present or portray violence unless it
is justifiable in the context of the product or
service advertised.
And it’s time to insert a prohibition against
advertising in public spaces, that uses “images
or events in a way that is unduly frightening or
distressing to Children (which appears under
the heading of “social values”, in paragraph
2.6 of the Code for advertising and marketing
communication to children.) And drop the
very subjective “unduly” while we’re at it.
What should also happen, is that FreeTV
Australia’s Clearads division should revise
its classification processes for TV trailers
(advertising) for violent and horror movies.

Complaints about “creepy” clown ads dismissed
THE Ad Standards Bureau
has dismissed complaints
about ads for the horror
movie It: Chapter Two,
saying their contents are
“suspensful, rather than
violent”.
Parents lodged complaints
about trailers shown during
primetime free-to-air
television, including AFL
matches, for the MA15+
rated movie, which features
a menacing clown who
murders children.
Complainants described the
ads as “creepy”, “scary” and
featuring “violent blood and
gore”.
Billboards across the country
have featured images,
inset, of the title character

with blood dripping from
his mouth.“My 6 year old
son was watching the AFL
broadcast with us,” one
parent said.
”He asked me why the scary
clown movie was on. I do
not believe a movie with
a MA15+ rating should be
allowed to be shown during

primetime television.”
The advertiser said in its
response that promotions did
feature violence and scary
themes, but there was no
nudity or obscene language.
“(These are) relevant to the
film being advertised and
accordingly unavoidable,”
the advertiser said.
In its ruling, the Bureau
said of the seven versions
of the trailer, three were
deemed suitable for
screening at anytime. “The
Panel considered that most
scenes in this version of
the advertisement would
be considered suspenseful,
rather than violent... (and)
the level of menace was not
excessive in the context of (an
ad) for a horror movie”
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LEARN ABOUT OUR
Digital environments are different. The
devices are portable, accessible and very
persuasive. The content grabs children’s
attention and doesn't want to let it go.
How do we ensure that these
environments support and don't hinder
children’s development?
What’s the research telling us?
The Australian Council on Children and
the Media (ACCM) and the
Australian Council for Educational
Leaders (ACEL) present a national
conference that brings these
conversations, issues and
research to leaders, professionals,
producers and policy makers.

Keynote speakers
Since starting
her career as a
paediatrician in 1972,
Dr Suzanne Packer AM
has worked tirelessly
to advocate for the
rights of children.
Sue has been a
leader in child
abuse prevention
and treatment and
a champion of the importance of
early childhood environments for the
developing brain, leading to recognition
by education and government agencies.
Sue was one of the driving forces
behind the acknowledgement of the
importance of creating child-friendly
spaces in hospitals and the value of play
in recovery.

Serge Egelman is the
Research Director of
the Usable Security
and Privacy group
at the International
Computer Science
Institute (ICSI), which
is an independent
research institute
affiliated with the
University of California, Berkeley.
He conducts research to help people
make more informed online privacy
and security decisions, and is generally
interested in consumer protection.
This has included improvements
to web browser security warnings,
authentication on social networking
websites, and most recently, privacy on
mobile devices.

Jessica Taylor
Piotrowski, PhD
is an Associate
Professor in the
Amsterdam School
of Communication
Research (ASCoR)
at the University
of Amsterdam
(UvA). She is the
Director of the Center for research
on Children, Adolescents, and
the Media (CcaM), the Program
Group Leader for Youth & Media
Entertainment at ASCoR, and
recently completed a 4-year term as
the Chair of Children, Adolescents,
and the Media division of the
International Communication
Association – the largest academic
division of children and media
scholars worldwide.
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DIGITAL FUTURE
Panelists include

The conference...
•
•

•

highlights the importance of children meeting
their developmental milestones;
captures and examines current controversies
about whether the digital environment is
disrupting childhood, and whether the
benefits outweigh the risks;
bridges the gap between the considerable
and useful body of research on children’s
relationships with screens, and the audiences
who need to have the information and would
benefit from it – children’s professionals
in health, education and welfare, parents,

Elizabeth is the
President of the
Australian Council
on Children and
the Media, and a
long-time advocate
of regulation and
policies to protect
children’s interests
as media users.
When a Professor
of Law at Flinders University, she
conducted research exploring the
intersections between human rights,
public health, consumer protection and
media regulation. This work focussed
on advertising and marketing, especially
of food and beverages, but has also
extended to classification of violent
content.

•

•
•

producers of children’s media, technology
companies, policy-makers and government
decision-makers;
provides quality presentations by wellestablished and respected researchers,
academics and professionals that encourage
and provoke decision-makers and producers
to understand the ways in which media use
can interfere with the attainment by children
of their developmental milestones;
emphasises that what best supports children’s
optimal development is a strong and
consistent relationship with their carers;
puts children’s rights and needs at the heart of
all discussions

Michael Nagel is an
Associate Professor
at the University of
the Sunshine Coast
where he teaches
and researches
in the areas of
neurodevelopment,
cognition, behaviour
and learning. He
is the author of
thirteen books on child development
and learning used by teachers and
parents in over twenty countries. Dr
Nagel has delivered over 300 workshops
and seminars for parents and teachers
nationally and internationally.
Nominated as Australian Lecturer of
the Year each year since 2010, Dr Nagel
has been an invited guest on ‘TV New
Zealand Breakfast’, ‘Canada AM’,
‘Sunrise’ and ‘A Current Affair’.

The details...
Main Agenda Session : 8.30am – 5pm
Location:
Sydney Masonic Centre
66 Goulburn St
Sydney NSW 2000
Morning Tea, Lunch and Afternoon
Tea provided.
Cost: Registration: $550
Combine and save with ACEL
Membership: $690

Adelaide
comedian Kim
Le is one of
those annoying
high achievers.
A qualified child
psychiatrist,
Kim is also a
black belt, is
an awarded
TEDx speaker, and now he’s
performing at the Adelaide and
Sydney Fringe Festivals. Kim
has a special interest in gaming
disorder and uses his humour to
not only engage with audiences,
but with also with his patients.
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NEW PUBLICATIONS
ADVERTISING
Qutteina, Y; De Backer, C;Smits, T
Obesity Reviews, August 29, 2019
Media food marketing and eating
outcomes among pre-adolescents: A
systematic review and meta analysis
Abstract: Link here
Verdoodt, V
The International Journal of Children’s
Rights, August 9, 2019
The Role of Children’s Rights in
Regulating Digital Advertising
Abstract: Link here

CLASSIFICATION
Hamid, RS; Shiratuddin, N
Proceedings of Knowledge Management
International Conference, 2018
Age Classification of the Existing
Digital Game Content Rating System
Across the World: A Comparative
Analysis
Abstract: Link here

CHILD DEVELOPMENT
Fang, KH; Mu, M; Liu, K; He, YN
Child Care Health and Development,
September 2019
Screen time and childhood
overweight/obesity: A systematic
review and meta-analysis
Abstract: Link here
Pearson, N; Sherar, L; Hamer, M
Jama Pediatrics, August 26, 2019
Prevalence and Correlates of
Meeting Sleep, Screen-Time, and
Physical Activity Guidelines Among
Adolescents in the United Kingdom
Abstract: Link here
Trofholz, AC; Tate, A; Loth, K;
Neumark-Sztainer, D; Berge, JM
Journal of the Academy of Nutrition and
Dietetics, September 2019
Watching Television while Eating:
Associations with Dietary Intake
and Weight Status among a Diverse
Sample of Young Children
Abstract: Link here

portable at night: impacts on sleep
quality and adolescent fitness
Abstract: Link here
Dempsey, S; Lyons, S; McCoy, S
Economics of Innovation and New
Technology, 2019
Later is better: mobile phone
ownership and child academic
development, evidence from a
longitudinal study
Abstract: Link here
Whitlock, J; Masur, P
Jama Pediatrics, September 23, 2019
Disentangling the Association of
Screen Time with Developmental
Outcomes and Well-being
Abstract: Link here
Adelantado-Renau, M; MolinerUrdiales, D; Cavero-Redondo, I
Jama Pediatrics, September 23, 2019
Association Between Screen Media
Use and Academic Performance
Among Children and Adolescents
Abstract: Link here
Troseth, G
Vanderbilt University, July 31, 2019
Toddler Brains Resist Learning From
Screens, Even Video Chat
Abstract: Link here
Jensen, M; George, M; Russell, M
Sage Journals, August 20, 2019
Young Adolescents’ Digital
Technology Use and Mental Health
Symptoms: Little Evidence of
Longitudinal or Daily Linkages
Abstract: Link here
Padilla-Walker, L; Stockdale, L;
McLean, R
Psychology of Popular Media Culture,
2019
Associations between parental
media monitoring, media use, and
internalizing symptoms during
adolescence
Abstract: Link here

MEDIATION

Aishworiya, R; Cai, SR; Chen, HY;
BMC Pediatrics, August 16, 2019
Television viewing and child
cognition in a longitudinal birth
cohort in Singapore: the role of
maternal factors
Abstract: Link here

Vijayalakshmi, A; Laczniak, R; Brocato,
D
Journal of Consumer Marketing, August
12, 2019
Understanding parental mediation of
violent television commercials
Abstract: Link here

Nicolle-Mir, L
Environment Risques and Sante, July/
August 2019
Time spent in front of a screen,

De Pauw, P; Cauberghe, V; Hudders, L
Sage Journals, September 10, 2019
Taking Children’s Advertising
Literacy to a Higher Level: A

Multilevel Analysis Exploring the
Influence of Parents, Peers, and
Teachers
Abstract: Link here
Munzer, T; Miller, A; Weeks, H
Jama Network, September 30, 2019
Parent-Toddler Social Reciprocity
During Reading From Electronic
Tablets vs Print Books
Abstract: Link here
McDaniel, B
Human Behaviour and Emerging
Technologies, April 26, 2019
Parent distraction with phones,
reasons for use, and impacts on
parenting and child outcomes: A
review of the emerging research
Abstract: Link here
Ho, H; Shin, W; Lwin, M
Sage Journals, January 2, 2017
Social Networking Site Use and
Materialistic Values Among Youth:
The Safeguarding Role of the
Parent-Child Relationship and SelfRegulation
Abstract: Link here

SEXTING
Binford, W
Sexual Addiction & Compulsivity: The
Journal or Treatment & Prevention,
February 12, 2019
Viewing pornography through a
children’s rights lens
Abstract: Link here

VIDEO GAMES
Lai, C; Pellicano, GR; Altavilla, D;
Proietti, A; Lucarelli, G; Massaro, G;
Cognitive, Affective and Behavioural
Neuroscience, August 2019
Violence in video game produces
a lower activation of limbic and
temporal areas in response to social
inclusion issues
Abstract: Link here
Sweeney, K; Tuttle, M; Berg, M
Sage Journals, September 12, 2019
Esports Gambling: Market Structure
and Biases
Abstract: Link here
Yousafzai, S; Hussain, Z; Griffiths, M;
Addiction, Research and Theory, August
2019
Social Responsibility in Online
Videogaming: What Should The
Video Game Industry Do?
Abstract: Link here
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SCHOOL HOLIDAYS

says: Recommended under
13, parental guidance to 14
(Adult themes and lack of
interest for younger viewers)

DORA AND THE LOST CITY OF GOLD

(PG, 102 minutes)
PLOT: Dora, a teenage explorer, leads
her friends on an adventure to save her
parents and solve the mystery behind a
lost city of gold.
says: Most suited 5+
says: Not suitable to those
under 5; parental guidance
to 8 (Violence and scary
scenes)

THE ANGRY BIRDS MOVIE 2

(PG, 97 minutes)
PLOT: The flightless birds and scheming
green pigs take their feud to the next
level.

UGLYDOLLS

(G, 86 minutes)
PLOT: An animated adventure in which
the free-spirited UglyDolls confront what
it means to be different.
says: Preschool+
says: Parental guidance
recommended for under
6; Suitable for 6+ (some
violence and scary scenes).

TOY STORY 4

(G, 97 minutes)
PLOT: When a new toy called “Forky”
joins Woody and the gang, a road trip
alongside old and new friends reveals
how big the world can be for a toy.
says: Preschool+
says: Not suitable for under
5 (animated violence and
some scary scenes)

says: Preschool+
says: Not suitable under 5;
parental guidance
ages 5-7
(Violence, some
scary scenes,
sexual references)

THE LION KING

(PG, 121 minutes)
PLOT: After the murder of his father, a
young lion prince flees his kingdom

only to learn the true meaning of
responsibility and bravery.
says: Preschool+
says: Not suitable to under 6.
Parental guidance to 9 due
to themes and realistically
animated violence between
animal characters.

IT CHAPTER TWO

(MA, 169 minutes)
PLOT: Twenty-seven
years after their first
encounter with the
terrifying Pennywise,
the Losers Club have grown
up and moved away, until a devastating
phone call brings them back.

the pass”

says: “if any offspring under
15 try to slip the net to see
the movie, head ‘em off at

says: Not suitable for under
15; may be disturbing for
15-17 year olds (Very strong
violence, horror and scary
scenes and coarse language).
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WORLD NEWS
BBC launches ‘digital wellbeing’
Own It app for children
The BBC has created a “wellbeing”
smartphone app called Own It aimed at
children.
It monitors how
young people
interact with
friends and family
online and through
messaging apps.
It uses AI to
evaluate a child’s
mood so it can
offer advice or encourage them to talk to
trusted adults.
“The digital world is a fantastic place
for people to learn and share, but we
know many young people struggle to
find a healthy online balance, especially
when they get their first phones,” said
Alice Webb (above), director of BBC
Children’s, in a statement. - BBC
Read more

Canadian parents concerned
about their children’s screen
time: survey

Regional Film Fund and was financed
with support from NITV, ABC and
the Australian Children’s Television
Foundation.

parental consent.” - Centre for Digital
Democracy

The live-action series focuses on a group
of Indigenous children, who undertake
a journey to save their country from the
threat of a mysterious dust cloud and its
inhabitants, the Takers.

Australian government launch
new Digital Child research centre
based out of Queensland

Produced by Tyson Mowarin and Robyn
Marais at Weerianna Street Media in
association with Bernadette O’Mahony
from the ACTF, Thalu takes Roebourne
community stories and weaves Ngarluma
culture with the classic heroes’ journey
shot in and around Roebourne.
The show is an ode to the Pilbara and its
people. - Screen Australia
Read more

Big changes coming at YouTube
after $170m fine
Last year, CCFC, the Center for
Digital Democracy, and the lawyers
at Georgetown’s Institute for Public
Representation filed an FTC complaint
detailing how Google was illegally
collecting, using, and profiting from kids’
data on YouTube.

Half of Canadian parents think their
kids are spending too much time on
digital devices, according to a new
survey by the Angus Reid Institute.
The study says 87 per cent of parents
with children between two and 12 said
their child spends at least an hour a
day on a device – with most spending
considerably more time than that.
Despite the majority of parents
saying devices can have educational
benefits for young kids, 46 per cent are
concerned about their child’s screen
time. - Global News CA
Read more

NITV and ABC Children launch
live-action children series, Thalu
NITV and ABC Children’s are proud
to announce Thalu has commenced
production on location in the Pilbara,
Western Australia.
Energetic, inventive and funny, this
new five-part children’s series received
principal production investment from
Screen Australia in association with
Screenwest and the Western Australian

Read more

Australian children will be part of a
world first study to understand the
impact digital technology is having on
their first eight years of life.
The Morrison government has
pledged $34.9 million to help establish
a research centre based at the
Queensland University of Technology.
“Our children are growing up with
unprecedented access to technology
and we need to better understand the
effect it is having on them,” Education
Minister Dan Tehan said.
The new ARC Centre of Excellence for
the Digital Child will receive another
$32 million from partner organisations
both from within Australia and also
Europe, Asia and America.
The study will lead to resources to
reduce harm children experience from
technology.
Lead researcher Susan Danby hopes
to create a clear understanding of the
digital impact on children, saying there
are currently mixed messages. - AAP
Read more

SUPPORT ACCM
Now, after over a year of putting pressure
on policymakers, they have results: the
FTC announced a record-breaking fine
for Google and a ban on personalized ads
on kid-directed YouTube channels.

ACCM is a national, community-based,
not-for-profit organisation. We rely on
your generous support to continue our
work
You can support us by:

As FTC Commissioner Rohit Chopra
explained, Google’s ad technologies
allow them to “psychologically profile
each user and predict in real time what
content will be most engaging and which
ads will be most persuasive.”

•
•

“It’s completely unfair to use alreadyvulnerable children’s likes, interests,
location, and viewing habits in order to
deliver them even more persuasive ads,”
Mr Chopra said.

•

“That’s why the Children’s Online
Privacy Protection Act (COPPA) makes
it illegal to collect data from and serve
targeted ads to kids under 13 without

•

•

Becoming a member
Making a donation today.
(Donations of $2 or more are tax
deductible).
Providing a link to our website, or
mentioning our services, on your
website or in your publication.
Writing to your local and federal
Members of Parliament.
Liking us on Facebook or
following us on Twitter

For more information see:
childrenandmedia.org.au/accm/
support-us

