
 

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: 

  

McDonald’s Happy Meals 
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 
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 
‘Serve em up’ veggie promotion, Good 
for Kids, Good for Life 
Search for Australia’s Healthiest 
School, Aussie Apples and TODAY 
‘No Nos and Na Nas’, Australian Ba-
nanas 
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 
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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, Vietnamese, 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
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Children and Advertising: What Do 
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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. 
 

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.  

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

 
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. 
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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 complaint against a television 
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



Clips ‘n’ Cuts
 small screen no. 268 September 2010



small screen September 2010 p4



small screen September 2010 p5



small screen September 2010 p6



NEW PUBLICATIONS

EVENTS
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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  Pp116

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, J 
(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

 
Dreams Come True: The Art of 

Disney’s Classic Fairy Tales
 

A major new exhibition celebrating 
over 70 years of Disney animation
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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 program has 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

WORLD NEWS KIDS’ TV

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; El 
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.


