««(Small screen

News Digest of Australian Council on Children and the Media (incorporating Young Media Australia) ISSN: 0817-8224

Fame & Shame Awards - Vote now!

Australian parents now have the op-
portunity to vote for the best and worst
children’s food marketing campaigns of
2010, in The Parents Jury’s annual Fame &
Shame Awards.

Now in their sixth year, the Fame & Shame
Awards give every parent a public voice
in the collective fight against junk food
promotions that target children in a poten-
tially misleading or irresponsible manner,
and which can undermine parents’ influ-
ence.

The Awards aim to raise awareness of the
persuasive and misleading techniques
used by advertisers to sell unhealthy food
and beverages to children, and to recog-
nise the advertisements that are doing the
right thing by promoting healthy food to
children.

Visitors to The Parents Jury’s website have
been nominating food marketing cam-
paigns all year round, and now The Par-
ents Jury has released the shortlists of the
most popular nominations in each award
category, for final judgment via an online
vote.

Parents can vote in two categories for un-
healthy food marketing campaigns, as
well as the Parents’ Award category, which
congratulates a food marketing campaign
that promotes healthy eating to children in
a fun and appealing way.

Parents Jury offers the chance to tell
Australia’s food manufacturers about
misleading and unethical unhealthy
food promotions aimed at children. Vot-
ing can be done online now at http:/
www.parentsjury.org.au/surveys/survey.
asp?ContainerID=2010_fame_shame_
awards_voting_survey

Voting closes 5pm Sunday 24 October,
with the winners to be announced in
November.

The category finalists are:

The Shame Award for Pester Power is
for the food marketing campaign that
members hate the most for encourag-
ing children to nag for unhealthy foods:
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*  McDonald’s Happy Meals
e Kellogg’s LCMs
* Nabisco Oreos

The Shame Award for Smoke & Mirrors is
for the use of misleading claims on chil-
dren’s foods that make an unhealthy prod-
uct appear healthier than it is:

¢ Kellogg’s Nutri-Grain

e Kellogg’s Coco Pops O’s

¢ Nestle MILO cereal

The Fame Award for Parents” Choice con-
gratulates a food marketing campaign that
promotes healthy eating to children in a
fun and appealing way:

¢ McCain School Veggie Patch
competition

* ‘Serveem up’ veggie promotion, Good
for Kids, Good for Life

e Search for Australia’s Healthiest

School, Aussie Apples and TODAY

e ‘No Nos and Na Nas’, Australian Ba-
nanas

e Ultimate Match Day Experience,
Gayndah Mandarins and the Soc-
Ceroos

http://www.parentsjury.org.au

New Cybersmart resources for parents

A new suite of cybersafety resources
developed specifically for parents has been
released by the ACMA. The aim is to bet-
ter equip parents with the skills and know-
ledge they need to help their children have
safe and positive experiences online.

The resources, including an online video,
brochures and new website content, have
been specially designed for time-poor par-
ents and emphasise the fact that you do
not need to be an expert in technology to
effectively guide the online behaviour of
your children.

The parents’ section of the Cybersmart
website was updated in September to
offer more parent-specific information and
visual content, as well as tools to help nav-
igate the site.

New online videos are divided into five
themes, each running for less than two
minutes. The videos cover a number of
current online safety issues and offer a

snapshot of the topic, an example of how it
might affect a child or teenager, and some
simple and practical, printable tips for par-
ents to use with their child or teen.

The new brochures, which will also soon
be available in Italian, Viethamese, Greek,
Arabic and traditional Chinese in addition
to English, explain key cybersafety issues
and provide practical tips for parents, chil-
dren and teens to enable them to use online
technologies safely. The brochure topics
include:

cyberbullying

sexting

dealing with offensive content
mobile phone safety
socialising on the internet
general online safety.

To order free copies of the brochures, tel-
ephone the Cybersafety Contact Centre on
1800 880 176 or email <mailto:cybersafety@
acma.gov.au> cybersafety@acma.gov.au.

For more information or to access

resources go to:

http://www.cybersmart.gov.au

4 A
NEW BOOK

Children and Advertising: What Do
They Think About Advertisements,
How Are They Affected by
Advertisements?

Seval Guven Arzuener
& Ayfer Aydiner Boylu

Nova Science Pub Inc
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EDITORIAL

Whither classification policy?

Over the past few months there have been several
significant announcements and events related to
the future of classification policy in Australia
and possible changes to the system.

The question is, “Will these all be considered as
a package or will piecemeal action be taken?”
ACCM believes strongly that now is the time
for a major, and evidence-based, review of the
classification categories and criteria. It’s high time
there were more effective protections for minors,
and more useful information to parents.

There are three significant and inter-related
issues before government.

e For the past year, the State, Territory and
Federal Ministers have been intensely
lobbied to legalise R18+ level games. In
May, SCAG (the Standing Committee of
Attorneys General) looked at preliminary
data from the national inquiry into the issue.
The Ministers agreed to discuss this again
at a future meeting and to seek further
information about community views.

e In July the Minister for Broadband,
Communications and the Digital Economy,
Stephen Conroy said that the Government
had announced that it will recommend a
review of the Refused Classification guidelines

to the States and Territories.
This was in the context of his
plans for a mandatory internet
filter which would screen out i
RC  materials.  (http://www. | g
minister.dbcde.gov.au/media/
media_releases/2010/068) ga[il;zra Biggins

=

Hon CEO

¢ On 16 July, House Standing
Committee on Family, Community, Housing
and Youth publicly launched its report on the
inquiry into the impact of violence on young
Australians entitled Avoid the Harm - Stay
Calm. The Committee’s Recommendation
10 urged the “AG’s Dept [to] examine the
need for change to current classification
categories for film and TV in relation to
violence.”

And then of course, to widen the issues further,
we're told that a “convergent communications”
review will be announced before the end of
the year. This is likely to include a review
of the content and classification systems for
“converging media”.

It seems timely to ACCM, in the light of the
above developments and issues, for a general
review to occur soon. It would surely be counter-
productive for the changes foreshadowed above
to occur apart from each other.

German collaboration on new
children’s series.

According to David Tiley, writing on the Screen
Hub website, SLR productions, owned by Su-
zanne Ryan and South Pacific Pictures, has
announced a 52 episode 11 minute series for

pre-schoolers to be financed partly by
KI.KA, the German dedicated children’s
channel.

The series, Guess How Much I Love You, is based
on the book about Big Nutbrown Hare and Little
Nutbrown Hare, a father and son who are deter-
mined to measure the size of love .

The children’s picture book was written in
Ireland in 1996 by Sam McBratney and illus-
trated by Anita Jeram. Now published by Walker
Books, it sold over 15 million copies worldwide
in 37 languages.

Apparently, the book is extremely popular in
Germany. It has been published in every German
dialect and is found in homes all over Germany

The series will be shot in 2D digital animation
and dubbed in several languages.

A preliminary trailer can be seen at
<http://www.slrproductions.com/guess-how-
much-i-love-you> .

Kraft ad during children’s shows withdrawn

According to Daniella Miletic writing in The Age,
the advertising industry’s self-regulatory codes
recently came under fire for failing to effectively
reduce children’s junk food marketing. This
occurred after the Advertising Standards Bureau
initially dismissed a complaintagainstatelevision
advertisement screened during children’s shows
depicting primary school students playing with
Oreo biscuits.

The case was reopened after the Obesity Policy
Coalition obtained a tracking report that revealed
the advertisement was shown during programs
popular with children, such as Dora the Explorer,
Go, Diego Go, The Sleepover Club and Time Trackers,
and submitted this evidence to the board.

Kraft’s response to the complaint said that
although the advertisement featured children,
it was actually designed for parents “who
will appreciate the way the ad dramatises and
celebrates an innocent part of childhood”.

The ASB has now ruled that the television
advertisement breached the Responsible
Children’s Marketing Initiative and The
advertisement has been withdrawn.

http://www.theage.com.au/national/kraft-junks-
ad-aired-in-kids-shows-20101008-16c1r.html
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S Africa’s soap addiction saves lives

AMANDAMEADE
TELEVISION

IN Australia we make television
to entertain and to inform but
mainly to sell advertising.

In South Africa they make
television to save lives.

For the past 17 years a soap
opera called Soul City has been
one of the most popular shows on
South African television, regu-
larly coming in the top three
shows and attracting 25 million
people in 10 countries.

Created by a medical doctor
who had no experience in TV,
Garth Japhet, the storylines all
have a health focus, primarily pre-
venting violence against women
and HIV awareness.

The drama is direct, gritty and
confronting. To say Soul City has
been successful in reducing the
HIVinfection rate in South Africa
is an understatement. According
to one qualitative study under-
taken in 2005, half.a million new
cases of HIV were prevented pri-

marily because people watched
Soul City.

Currently in Australia as a
visiting research fellow of Vic-
Health, Dr Japhet told Media he
realised he could harness the
power of television to change lives
far more effectively than he could
through practising medicine in
the underprivileged black sub-
urbs of Johannesburg.

“In the late 1980s I was seeing
100 people a day, at least two-
thirds of them suffering from the
most preventable diseases, like di-
arrhoea, which is the biggest
cause of death under five,” Dr
Japhet said. “I wondered how to
reach people beyond the medical
system, which didn’t have the
time to teach people. Clearly, the
mass media is the biggest single
change agent. That part was a no-
brainer.”

The medic went about raising
the funds for a pilot, engaged the
best film industry professionals
and Soul City, largely aimed at
black audiences, was born. Every
series has an accompanying print

media and education campaign.

The kids’ version of the show,
Soul Buddyz, which explores dis-
crimination, sex education and
self-esteem, is now included in the
curriculum in South African
schools and is aimed at all races.
Soul City has been so successful it
now pays for itself.

‘I wondered how to
reach people
beyond the medical
system’

GARTH JAPHET
FOUNDER SOUL CITY

Now Dr Japhet has branched
out into other areas of communi-
cation, including feature films
and a viral two-minute “mobi
soap”, through his ethics organis-
ation, Heartlines.

VicHealth, which has a track
record in campaigns preventing
violence against women, brought
Dr Japhet to Australia to meet

Mini chefs to
heat up the
kitchen fun

THE bloke who coined the
term “never work with kids”
has obviously never seen
Junior MasterChef.

The children’s version of
Ten’s hit reality series has
generated huge buzz over
the past month. Some
pundits predict that to-
morrow night’s premiere
will burst through the two-
million-viewers barrier.

This is Australia’s next
generation of top chefs and
cooks. They will change how
a nation eats, judge Gary
Mehigan says at the start of
the first episode.

Mehigan isn’t kidding. The
50 kids featured on the pro-
gram knock out a range of
mouth-watering dishes.

This isn’t chocolate
crackle territory. We’re talk-
ing goat cheese wontons
with balsamic glaze, ricotta
gnocchi with eggplant salsa

COLIN

VICKERY ‘l ‘
as well as chicken with
walnut and pomegranate
broth. The first thing that
strikes you about Junior
MasterChef is how much
fun it is compared with the
adult version.

The judges, who also in-
clude Matt Preston and
George Calombaris as well
as newcomer Anna Gare, are
clearly having the time of
their lives.

There is a wonderful spirit
between the kids on Junior
MasterChef, something that
was sadly missing from the
recent adult version of the
show. Young Ashkan wishes

The Aduvertis.

fellow competitor Isabella
good luck as they take their
dishes to be judged.

Where did you see that on
MasterChef 2?

Over the next few weeks,
five heats of 10 competitors
will take place with the best
four from each heat making
it through to the Top 20
qualifying round.

Tomorrow night’s first
task is an international chal-
lenge and it highlights the
multicultural make-up of the
competitors. Kids of British,
Greek, Italian, Indian and
Iranian heritage go head-to-
head in the event.

The second task is a des-
sert challenge that has
Calombaris saying he has
the best job in the world
after tasting a knockout or-
ange and almond cake.
Junior MasterChef, Chan-
nel 10, Sunday, 7.30pm

er, 11 September 2010

scriptwriters, policymakers and
public health advocates, includ-
ing the Human Rights Commiis-
sion, about how we can use the
mass media to promote health in
Australia.

At one workshop the doctor
told scriptwriters and producers
from Neighbours and Home and
Away that the way to win the bat-
tle with the networks — which
would resist an attempt to include
amessage in a story — is never to
frame it as a health message.
Rather, focus on the drama, be-
cause the topics usually make for
engaging stories anyway.

“Because you've got something
to say, it doesn’t give you a licence
to attract an audience,” Dr Japhet
said. “So the key to this is enter-
tainment. People ask me how
much ismessage and how muchis
entertainment, but I say the mess-
age has to be entertaining, other-
wise it’s not going to work at all.”

DrJaphetsaid although he was

lic health initiative in the US to
help educate preschoolers from
less privileged backgrounds.

“The fact that ] hadn’t had any
experience in TV allowed me to
think out of the box and say
‘you've got to go where the public
are’. No point in having billboards
and public service announce-
ments because that’s not what
catches people’simagination. You
have to go prime time. Good-
quality drama is what people talk
about.”

Dr Japhet said the history of
South Africa had bred the types of
issues Soul City tackled. But there
was no room for complacency in
Australia. “Half of all Australian
women can expect to be
assaulted,” he said. “Violence
against women: the reality is that
these are problems around the
world. Beating women is not
unique to South Africa.”

ONLINE Watch a clip of Soul City

notaware of it at the time, theclo- ~ on http://bitly/japhet
sest thing to Soul City is Sesame  Links:
Street,whichwas createdasapub-  http://www heartlines.org.za/
The Australian, 6 Septerber 2010

Obesity and sleep link

WASHINGTON: Children under the age of
five who don’t get enough sleep at night
are more likely than kids who do get their
40 winks to become obese at a young age,

a new study shows.

Researchers at the University of Wash-
ington, Seattle, and the University of Cal-
ifornia, Los Angeles, compared data over
five years for 1930 children and found a link
between duration of night-time sleep in
early life and obesity at ages five to nine.

The Advertiser, 8 Septemnber 2010

Child exploitation

WHY did it take so long for people to start
realising that Junior Masterchef was a bad
idea (The Advertiser, 23/9/10)? Not only is
the program laced with unhealthy amounts
of oil, sugar and other products. It is child
exploitation in my opinion, no different
from that horrific show So You Think Your
Kid'’s a Star. It is not fun watching a child
cry because they have been disqualified. Let

kids be kids, please.

AARON FORNARINO, Eden Hills.
The Advertiser, 25 Septernber 2010
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Facebook and
study equals
poor grades

NIC FLEMING
LONDON

AN INTERNATIONAL
study has backed parents
who fear that their teenagers’
grades are suffering because
of social media.

Children who use Face-
book while they study get
significantly lower grades
than those who do not, the
psychologists say.

A study involving Ameri-
can students found that the
exam results of those who
used the social networking
site while working, even if it
was on in the background,
were 20 per cent lower than
non-users.

Researchers say the find-
ings undermine the theory
that young people’s brains
are better at multi-tasking on
digital gadgets.

Study author Professor
Paul Kirschner said the prob-
lem was that most people

Is Facebook harmless
social networking or a
privacy danger?

A
3

have Facebook or other
social networking sites,
emails and instant messaging
constantly running in the
background while they are
carrying out other tasks.

“Our study, and other pre-
vious work, suggests that
while people may think con-
stant task-switching allows
them to get more done in less
time, the reality is it extends
the amount of time needed
to carry out tasks and leads
to more mistakes,” Professor
Kirschner said.

His team studied 219 stu-

found the Facebook users
had a significantly lower
grade-point average than
Non-users.

Those who did not use the
site also said they devoted
more time to studying,
spending an average of 88
per cent longer working out-
side class.

Three quarters of the Face-
book users said they didn’t
believe spending time on the
site affected their academic
performance.

Professor Kirschner said
that he expected to see simi-
lar results in younger pupils.

He said he was not
demonising Facebook and
pointed to the distracting
nature of all social network-

ing.

The study by the psychol-
ogist from the Open Univer-
sity in the Netherlands will
be published in the journal

dents aged between19and54 Computers in Human
at an American university. It  Behaviour. - Daily Mail
The Advertiser, 8 Septemnber 2010

Sleep deficit increases risk of
mental illnesses in the young

ADAM CRESSWELL
HEALTH EDITOR

SLEEPING fewer hours than rec-
ommended puts young adults at
increased risk that any mental
health problems they already
have will become persistent —
and could even trigger mental
problems for the first time in ex-
treme cases.

Theresearch, involving 20,000
Australians aged 17 to 24, found
sleeping less than the recom-
mended seven to eight hours per
night could worsen and entrench
pre-existing mental issues.

People without a history of
mental problems were at
increased risk of developing men-
tal problems if they slept fewer
than five hours per night.

The study, conducted by ex-
perts from Sydney’s George Insti-
tute for Global Health and pub-
lished today in the jougnal Sleep,
provides some of thé strongest

evidence yet that insufficient
sleep can worsen or even cause
mental problems.

Evidence on the link until now
has been largely based on small
groups or case histories.

Lead author of the study Nick
Glozier said the finding that insuf-
ficient sleep could entrench men-

‘Poor sleep can have
serious
consequences on
mental health’

SARAH BLUNDEN
UNIVERSITY OF SOUTH AUSTRALIA
RESEARCHER

tal problems was important, be-
cause it was chronic and
persistent mental health issues
that led to adult forms of mental
illness such as depression and
bipolar disorder. .
Professor Glozier, professor of

psychological and sleep medicine
at the University of Sydney, said
the message for the public was
that “if you are a young adult, or a
parent of a young adult with men-
tal health problems, then increase
the amount and quality of sleep
they are getting” to recommended
levels.

Sarah Blunden, a pediatric
sleep research fellow at the Uni-
versity of South Australia’s
Centre for Sleep Research, said
the study was “a valid and worth-
while piece of work”.

“Improved sleep improves
psychological functioning, so the
relationship would appear to be
causal,” she said. “This data adds
strong evidence in a very large
sample to say that poor sleep can
have serious consequences on
mental health.

“Most importantly, sleep is
modifiable and so understanding
and changing sleep patterns can
be very beneficial. Sleep edu-
cation may be the key.”

The Australian, 1 Septemnber 2010

Bad week for. ..

TEENS whoplay racing and
driving video games, after
research linking dangerous
drivinginthevirtual and real
worlds. Thestudy onlinein the
journal Accident Analysis and
Prevention asked 16-year-old
boys and girls abouthow often
they played these games. Two
yearslater, theresearchers asked
those teenagers who had passed
their driving test about their
attitudes torisky driving. Those
who had played the games at16
were likelier to havereckless
attitudes tospeeding and risk-
taking while driving.

Accid Anal Prev

2010;doi:10.1016/j.aap.2010.07.011

(Beullens K, etal)

Weekend Australion, 11-12 Septermber 2010

ABC children’s TV has re-
launched its kids website, for-
merly known as Play Ground, as
ABC For Kids, at the new web
address www.abc.net.au/abcfor-
kids. The site is aimed at pre-
schoolers aged 3-6 and their
carers, and showcases TV shows
including Play School.

EDITED BY SALLY JACKSON

The Australian, 20 Septemnber 2010
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US doctors take aim at
McDonald's high-fat fare

A new TV ad blames Mac attacks for heart attacks. Andrew Clark reports.

IT is an image to sap even a
super-size  appetite. An
overweight, middle-aged man
lies dead on a mortuary trolley
with a woman weeping over

his body, his" hand still
clutching a  half-eaten
McDonald’s hamburger.

A hard-hitting US television
commercial bankrolled by a
Washington-based medical
group has infuriated
McDonald’s by taking a direct
shot at the world's biggest fast-
food chain, using a scene
filmed in a mortuary followed
by a shot of the golden arches
logo and a strapline declaring:
“I'was lovin’ it.”

The line is a provocative
twist on McDonald’s long-
standing advertising slogan
and a voiceover intones: “High
cholesterol, high blood
pressure, heart attacks.
Tonight, make it vegetarian.”

The commercial, bankrolled
by the Physicians Committee
for Responsible Medicine, goes
further than most non-profit
advertising and has drawn an
angry reaction this week from

A still from the advertisement.

both the Chicago-based
hamburger multinational and
the restaurant industry.

The National Restaurant
Association said it was
“irresponsible” and an attempt
to scare the public with its
“limited” view of nutrition. A
McDonald’s spokesman said:
“This commercial is
outrageous, misleading and

unfair to all consumers.
McDonald’s trusts our
customers to put such

outlandish propaganda in
perspective, and to make food
and lifestyle choices that are
right for them.”

The commercial is being
aired only in the Washington
area but may be shown US-
wide. It comes amid an

increasingly lively debate in -

the US about healthy eating.
First lady Michelle Obama is
leading a campaign to
encourage physical fitness and
improved diets — particularly
among American children, a
third of whom are overweight.

The recession has hardly
helped the healthy eating
cause. McDonald'’s has enjoyed
a relatively prosperous
financial crisis as diners opt for
its affordable offerings. Its
global profits for the six
months to June were up 12 per
cent to $2.3 billion, powered
by sales rises in the US and
Britain.

The director of nutrition
education for the physicians’
committee, Susan Levin, made
no apologies for singling out
the golden arches.
“McDonald’s is one of the
biggest fast-food chains in the
world. Its name and its golden
arches are instantly
recognisable. We feel we're
making a point about all fast
food when we talk about
McDonald’s.” GUARDIAN

The Age, 16 September 2010

ADDED DIMENSION FOR CENSOR

ACCORDING to Sweden's film censorship board, the 3D version of
the children’s animation Cats & Dogs: The Revenge of Kitty Galore
warrants a higher rating than the standard 2D. While that won't be
the case when the film opens in Australia next week with a G rating
on both versions, the Australian Classification Board says that the
possibility of a 3D film receiving a different classification from its 2D
counterpart cannot be ruled out. The board views and classifies
separate versions of films and is required to apply an “impact test”
to classifiable elements. “From a viewer’s perspective, 3D clearly
has a greater impact than 2D,” a spokesman for the board toid
Shortcuts, noting “with interest” the Swedish censor's decision.

The Age, 9 Septermber 2010

New slot to ‘sex up’ Neighbours

MICHALL BODEY
TELEVISION

LONG-RUNNING soap Neigh-
bours is set for some sexing-up
next year thanks to another regu-
latory anomaly in digital multi-
channelling regulation.

The G-rated Ten Network
series will bein a PG classification
when it moves to new multi-
channel Eleven next year. The
loosening of its classification will
free up restrictions to allow it to
go head to head in content, plot-
ting and language with Seven’s
Home & Away, which at 7pm is in
aPGslot.

A PG rating allows the pro-
gram to ramp up its adult themes,
confronting the kind of sexuality,
identity and crime stories a G rat-
ing doesn’t allow. Against Home
& Away, Neighbours has ap-
peared slower and more old-
fashioned. A PG slotis likely to let
the show’s plotting address con-
temporary issues for young peo-
ple in a far more credible fashion
for its audience.

While Fremantle Media Aus-
tralia’s Kelly Davis told Media
that Neighbours would remain
G-rated next year, a Ten spokes-
woman confirmed the multi-
channel appendix to the Com-
mercial Television Industry’s
Code of Practice meant time
zones and classifications “are

more flexible on digital channels”.

“If we wished, Neighbours
could be reclassified PG (and
therefore story lines could
change) but remain in the 6.30pm
time slot,” Ten said.

Indeed, when Neighbours’
writers, crew and cast were told of
the move to the new channel late
last month, the move into a PG
time slot was one of the key
sweeteners.

Fremantle Media Australia
chief executive Ian Hogg said at

The show’s writers
in particular are
excited about the
greater freedom

the time: “Our storyline plans for
2011 are both bold and dramatic.”

It is understood the show’s
writers in particular are excited
about the greater freedom they
willbe allowed in the PG time slot
after 25 years and 6000 episodes.

Any change in content will
have no classification effect in
Britain, where Home & Away and
Neighbours are screened at
lunchtime and at 5.30pm and
6pm. Neighbours now screens on
the digital terrestrial channel
Five.

The effect on British ratings
could be crucial, though, given
Neighbours outrates Home &

Away comfortably, with daily
audiences of more than 2 million
against more than 1 million Poms
heading to Summer Bay.

Any change to Neighbours
next year will highlight the incon-
sistencies in government regu-
lation of digital multi-channels.

Originally, the Australian
Communications & Media Auth-
ority allowed greater flexibility in
areas of censorship and content
rules in order to give networks
“freer rein” to attract audiences
and advertisers to digital tele-
vision, according to one insider.

Now that 75 per cent of house-
holds have access to digital tele-
vision, the need to stimulate digi-
tal multi-channels via more
laissez-faire regulation appears
redundant. A child is now just as
likely to be flicking channels
across Nine as GO, for instance.

The code’s “most stringent re-
strictions” apply to the G classifi-
cation zones on ABCI, SBS One
Seven, Nine and Ten’s weekday
6am-8.30am and 4pm-7pm time
slots (and 6-10am on weekends),
with classification not necessary
for news, current affairs or sport
inthosezonesiflicensees exercise
“care in selecting material for
broadcast”.

Digital multi-channels do not
have G zones and the PG classifi-
cation applies between 5am-
noon and 3pm-8.30pm on school
days.

The Australian, 13 Septemnber 2010
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Classic kids’
tale to become
animated series

producer of Australian children’s

“They said no one had ever

Sexting
video
warning
to teens

Sheer luck helped a entertainment company SLR  optioned it, ‘We’ll never let it go,

local producer win Productions, accidently pitched it’s our golden egg’, they said.

the right to make her idea for translating the book “Before I knew it, I was pitching A VIDEO to make teens
. . into a TV series to the publisher  to them. They said I was the first think twice before they

the series in Australia when she was visiting London on  petson ever to pitch in a way they sext” poses the ques-

AMANDA MEADE
PRODUCTION

BEST-SELLING children’s book
Guess How Much I Love You will
be made into an animated
preschool series for worldwide
distribution after an Australian
producer managed to secure the
highly sought-after TV rights.
Guess How Much I Love You:
The Adventures of Little Nutbrown
Hare is an instantly recognisable
classic that has spread beyond
children’s literature into a gift
people give at weddings and even
on Valentine's Day. (A “luxurious,
Sweetheart Edition” is available.)
Written in Ireland by Sam
McBratney and illustrated by
Anita Jeram, it has for 15 years
remained as a book property only
because TV producers failed to
come up with the perfect pitch to
satisfy publishers Walker Books.
Suzanne Ryan, the executive

other business four years ago.

She says securing the rights to
what will be a $6 million pro-
duction budget for the series to be
made in Australia was “sheer
luck” and is a good news story at
time when a soaring Australian
dollar makes it diffcult to attract
production to these shores (as re-
ported on page 32).

According to Ryan, Walker
Books had until then resisted all
offers to make a TV series out of
the little book that has sold more
than 22 million copies in 37
languages.

“They said most people had
wanted to change it too much; to
humanise it,” Ryan told Media.

“The publishing world hasn’t
always been forthright in adapt-
ing and remaking books.”

Ryan was in London talking to
Walker about another book she
was optioning when she spotted a
poster for the book and asked
about TV rights.

e

»GUESS «

The classic children’s tale, Guess How Much I Love You

liked. I said I wouldn’t change a
thing —many big American com-
panies had tried and failed.”

Ryan will announce today a
52-episode series at 11 minutes
each. She is co-producing it with
Canada’s CCI Entertainment, and
it has been picked up locally by
pay-TV channel Playhouse
Disney for the first broadcast
rights and the ABC for free-to-air
and DVD rights.

“It’s definitely Walker’s bread
and butter — along with Lucy
Cousins’s Maisy, no other book is
a worldwide hit like that. It’s very
classic in its look so it translates
into all these countries. In
Germany, for example, it’s
published in every dialect.”

Ryan said her research showed
the universal appeal of the book
was that it was about the love of a
parent for a child and uncon-
ditional love.

Anyone familiar with the book
will know the story — about how
much a parent loves their child —
is very simple and very short, so
the challenge for a producer is in
making 52 episodes without dam-
aging the integrity of the original.

“We felt the nutbrown hare
was lonely and needed friends,”
Ryan said of her adaptation.

The new characters are a field
mouse, an otter and a bluebird.
“We tried to focus on animals all
children around the world recog-
nise,” Ryan said.

Ryan’s credits include the
Emmy Award-winning and AFI-
nominated series I Got A Rocket!
and the comic book series turned
animation series Gasp!

tion: How would you
feel if the picture was
sent to your teacher?

The YouTube video
was launched in Canber-
ra yesterday to mark
White Balloon Day, an
annual event to raise
awareness of child
abuse.

It shows a student,
Megan, walk out of the
toilets at school doing up
her blouse and smirking
at the “sext” - an explicit
photo taken on her mo-
bile phone - she had just
sent to her boyfriend.

But when she takes her
seat in class, she realises
the message is being sent
around among her class-
mates - and shows her
horror when her teacher
reaches for his mobile
phone.

Home Affairs Minister
Brendan O’Connor said
it was one video he
hoped teens would not
keep to themselves.

“We want to make
sure that it’s distributed
as far and wide as poss-
ible, schools and others
will be encouraged to
use this video,” he said.

The Advertiser, 8 Sept 2010

The Australian, 27 Septemnber 2010

Junk food advertising code leaves a bad taste

Dr Bruce Neal is to be commen-
ded for speaking out about the
complexity of the food industry
codes, which are clearly failing to
curb junk food marketing aimed
at children (“Junk food codes fail,
says doctor”, September 10).

Allowing the food industry
to develop its own advertising
regulatory codes is like putting
the fox in charge of the hen
house.

The existing regulations are
full of loopholes that allow food

companies to continue to mar-
ket unhealthy food products to
children.

Definitions of terms such as
“directed primarily to children”
are not consistent.

Complaints are seldom
upheld, with reasoning such as
“although the advertisement
features children, the wording
used in the advertisement is
directed at adults”.

We know parents are con-
cerned about junk food market-

ing to children, but the reality is
that the complaints process is
confusing, resulting in minimal
complaints being made.
Government needs to put
more effective regulations in
place to ensure objectionable
food marketing is reined in, and
our children are not bombarded
with misleading advertising
messages.
Kathy Chapman
director of health strategies,
Cancer Councit NSW

Sydney MomingHerald, 13 Septernber 2010
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NEW PUBLICATIONS

ADVERTISING

Mehta, Kaye, Assoc Ed (2010)

Statutory restrictions on unhealthy
food marketing to children: the debate
continues.

Public Health Nutrition, Vol. 13, No. 7,
Pp1001-1002

Chester, J; et al (2010)
Alcohol marketing in the digital age.
www.digitalads.org  Pp32

COMPUTERS & INTERNET
Collier, A & Nigam, H, Co-Chairs (2010)
Youth safety on a living Internet: report
of the online safety and technology
working group.

www.ntia.doc.gov Ppl16

Desjarlais, M & Willoughby, T (2010)

A longitudinal study of the relation
between adolescent boys and girls’
computer use with friends and
friendship quality: support for the
social compensation or the rich-get-
richer hypothesis?

Computers in Human Behavior, Vol. 26, No.
5, Pp896-905

Chiang, YT & Lin, SSSJ (2010)

Early adolescent players’ playfulness
and psychological needs in online
games.

Social Behavior and Personality, Vol. 38, No.
5, Pp627-636

Reich, SM (2010)

Adolescents’ sense of community on
Myspace and Facebook: A mixed-
methods approach.

Journal of Community Psychology, Vol. 38,
No. 6, Pp688-705

Sit, CHF; Lam, JWK; McKenzie, TL (2010)
Direct observation of children’s
preferences and activity levels during
interactive and online electronic games.
Journal of Physical Activity & Health, Vol. 7,
No. 4, Pp484-489

Lennings, CJ; et al (2010)

Grooming for terror: The Internet and
young people.

Psychology and Law, Vol. 17, No. 3, Pp424-
437

MEDIA EFFECTS - HEALTH
Lobelo, F; et al (2010)

Electronic media exposure and its
asssociation with activity-related
outcomes in female adolescents: Cross-
sectional and longitudinal analysis.
Journal of Physical Activity & Health, Vol. 6,
No. 2, Pp137-143

Dowda, M; et al (2010)

Physical activity and sedentary pursuits
of children living in residential
children’s homes.

Journal of Physical Activity & Health, Vol. 6,
No. 2, Pp195-202

Hohepa, M; et al (2010)

Associations between after-school
physical activity, television use, and
parental strategies in a sample of New
Zealand adolescents.

Journal of Physical Activity & Health, Vol. 6,
No. 3, Pp299-305

Melkevik, O; et al (2010)

Is spending time in screen-based
sedentary behaviors associated with
less physical activity: a cross national
investigation?

International Journal of Behavioral Nutrition
and Physical Activity, Vol. 7, Ar. 46,
doi:10.1186/1479-5868-7-46

Martinez-Gomez, D; et al (2010)
Excessive TV viewing and
cardiovascular disease risk factors in
adolescents.

Public Health, Vol. 10, Ar. 274, 25 May

Liu, JH; et al (2010)

Co-varying patterns of physical activity
and sedentary behaviors and their long-
term maintenance among adolescents.
Journal of Physical Activity & Health, Vol. 7,
No. 4, Pp465-474

MEDIA EFFECTS-

PSYCHOLOGICAL

Newman, MZ (2010)

New media, young audiences and
discourses of attention: from Sesame
Street to ‘snack culture’.

Media Culture & Society, Vol. 32, No. 4, Pp581

Cullen, Kairen (2010)

Children, psychology and the reality of
TV.

Psychologist, Vol. 23, No. 7, Pp552-552

TECHNOLOGY

Vassilikos, M; et al (2010)

Youth are moving to mobile devices for
their communication needs: R you here?
www.naafoundation.org

Ray, M & Jat, KR (2010)
Effect of electronic media on children.
Indian Pediatrics, Vol. 47, No. 7, Pp561-568

VIDEO & COMPUTER GAMES
Swing, E; Gentile, DA; et al (2010)
Television and video game exposure
and the development of attention
problems.

Pediatrics, Vol. 126, No. 2, Pp214-221

Fang, X & Zhao, F (2010)

Personality and enjoyment of computer
game play.

Computers in Industry, Vol. 61, No. 4,
Pp342-349

Lee, KM; Peng, W; Klein, J (2010)

Will the experience of playing a violent
role in a video game influence people’s
judgments of violent crimes?

Computers in Human Behavior, Vol. 26, No.
5, Pp1019-1923

Lemmens, JS; Valkenburg, P; Peter, ]
(2010)

The effects of pathological gaming on
aggressive hehavior.

Journal of Youth & Adolescence, DOI
10.1007/s10964-010-9558-x

Biddiss, E & Irwin, J (2010)

Active video games to promote physical
activity in children and youth: A
systematic review.

Archives of Pediatrics & Adolescent
Medicine, Vol. 164, No. 7, Pp664-672

VIOLENCE

Mishna, F; et al (2010)

Cyber bullying behaviors among
middle and high school students.
American Journal of Orthopsychiatry, Vol.
80, No. 3, Pp362-374

Ferguson, CJ & Rueda, SM (2010)

The hitman study violent video game
exposure effects on aggressive behavior,
hostile feelings, and depression.
European Psychologist, Vol. 15, No. 2, Pp99-
108

Baldwin, MW; et al (2010)

Computer game associating self-concept
to images of acceptance can reduce
adolescents’ aggressiveness in response
to social rejection.

Cognition & Emotion, Vol. 24, No. 5, Pp855-862

EVENTS

Dreams Come True: The Art of
Disney’s Classic Fairy Tales

A major new exhibition celebrating
over 70 years of Disney animation

18 Nov 2010 - 26 Apr 2011

Australian Centre for the
Moving Image (ACMI)

Federation Square
Melbourne, VIC, Australia




AUSTRALIAN COUNCIL ON CHILDREN AND THE MEDIA
Membership/Subscription Application

Membership rates (renewable on July 1st each year)

Organisational

$Aus (inc GST)

Tel: 61.8.8376.2111 Fax: 61.8.8376 2122

Email: info@youngmedia.org.au

Donations to ACCM of $2 or more are tax deductible
Helpline: 1800 700 357
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A National $210.00
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Signature:

WORLD NEWS KIDS’ TV

Bite Back with Junk Busters

The new website Junk Busters, launched
by the Cancer Council of Australia, helps
parents to take action against companies
who market unhealthy food and drink to
children.

Junk busters has been designed as a one-
stop-shop for parents to help them find their
way around food marketing regulations.
The website will also allow parents to
log in and nominate inappropriate food
marketing campaigns aimed at children.

The information gathered by the parents
will reflect public concern and act as an
independent indicator of the effectiveness
of current regulation. It will also be used
to identify a need for a national statutory
regulation to reduce children’s exposure to
unhealthy food and drink marketing.

For more information visit the website:
www.junkbusters.com.au

Censor for a day

The New Zealand Office of Film and Liter-
ature Classification runs a program called
Censor for a Day in terms 1 and 3 for senior
high school students.

Senior high school students are taken
through the process of classifying a film.
Representatives from the OFLC provide a
brief introduction to the Films, Videos, and
Publications Classification Act 1993, before
the students watch a film that has not yet
been released in New Zealand. Students
then work through a form similar to the
form used by Classification Officers, and
discuss how different things, such as horror
and violence, were presented in the film.

During the Censor for a Day held in
Term 1 2010 Students reviewed the film
Daybreakers and took into consideration

what the likely audience of the film would
be, whether the dominant effect of the film
had any merit and whether watching the
film in a cinema would have a different im-
pact that watching it on DVD at home. 75%
of the students concluded that it should re-
ceive a classification of R16 due to the hor-
ror and violence contained in the film and
most also thought that descriptions of the
film should include a warning about the
violence, horror and offensive language. It
is interesting to note that each Censor for a
Day programhas concluded with the major-
ity of students agreeing with the actual re-
view compiled by the Classification Office.

http://www.censor.org.nz/resources/cen-
sor-for-a-day/index.html

Cartoon or Advertisement?

On September 14, the US based Cam-
paign for a Commercial-Free Childhood
filed a petition with the Federal Com-
munications Commission (FCC) urging
them to rule that the upcoming broad
cast of the animated children’s program
Zevo-3 on Nicktoons is not in the public
interest.

Zevo-3 features three superheroes whose
only existence to date has been in televi-
sion commercials and marketing materials
designed to promote Skechers shoes to chil-
dren. Because the animated stars of Zevo-
3--Kewl Breeze, Z-Strap, and Elastika--
embody specific lines of shoes, the entire
show is seen by CCFC as an advertisement
for the Skechers brand and a violation of
government rules that limit advertising in
children’s programming.

To read the petition go to the CCFC website

http://www.commercialfreechildhood.org/
pdf/skechersfccpetition.pdf

A selection of children’s programs
screened on TV during the period
ABC 1
Play School; Driver Dan’s Story Train;
BTN; Ben and Holly’s Little Kingdom;
Trapped; My Place; I.N.K. Invisible
Network of Kids; Sesame Street.
ABC 2
dirtgirlworld; Classic Tales; Little
Princess; Mister Maker; Arthur; Babar
and the Adventures of Badou; Marion;
Olivia; Caillou; Play School; The magic
Roundabout; Pingu; Five Minutes More;
Penelope; BTN.
ABC 3
Bernard; Bolts and Blip; Dance Academy;
How to be Indie; Tracey McBean; Old
Tom; Totally wild; Escape from Scorpion
Island; Pat and Stan; Yakkity Yak; Kis
vs Kat; Stoked; Deadly 60; The Time
Compass.
SEVEN
Phineas and Ferb; Sally Bollywood: Super
Detective; Sea Princesses; Larry the
Lawnmower; It's Academic.
NINE
Go, Diego! Go!; Dopra the Explorer;
Magical Tales; The Saddle Club; Pyramid.
TEN
Toasted TV; Puzzle Play; Sumo Mouse;
Scope; K-9.
NICKELODEON
Back at the Barnyard; Unfabulous; EI
Tigre; Tak & the Power of JuJu; Pop
It!; The Mighty B!; Drake & Josh; Kid’s
Choice TV; Hi 5; Lockie Leonard; The
Naked Brothers Band; The Wonder Pets!;
Big Time Rush; Neds Declassified.
DISNEY CHANNEL
A Kind of Magic, Hannah Montana;
Wizards of Waverly Place; Sonny with
a Chance; Jonas LA; The Suite Life on
Deck; Stitch!; Zeke and Luther; Cory in
the House; My Camp Rock 2: Rock the
City.




