
 

Know Before You Go
As usual, a number of films aimed at  
children are being released for the holidays, 
and ACCM reviewers are busy checking 
them out. 
 

So far we have found two G-rated films 
suitable for under eights, both of which are 
showing infrequently at selected cinemas: 

Fireman Sam: The Great Fire of  
Pontypandy (which has some 
slightly scary moments)
Dorothy the Dinosaur Meets Santa 
Claus

Parents should be warned that he recently 
released Harry Potter and the Deathly Hal-
lows is rated M and was found by our re-
viewer to be unsuitable for children under 
13, with parental guidance recommended 
13-15 due to supernatural themes, violence 
including torture, and disturbing scenes.  
 

Our reviewer found the latest film in the 
Narnia Chronicles: The Voyage of the Dawn-
treader unsuitable for children under 10  
because of violence and scary scenes. 

Reviews of the following releases will be 
available soon 

Megamind (PG)
Tron: Legacy (PG)
Gulliver’s Travels (PG)
Tangled (PG)

Reviews can be found at  

http://www.youngmedia.org.au/me-
diachildren/07_04_choose_films.htm 

•

•

•
•
•
•

 

Hungry Jack’s again.....and again!
The recently formed Junkbusters organi-
sation has announced its first successful  
complaint against the advertising of junk 
food to children. 

Hungry Jack’s has been found to 
have breached the Australian Quick  
Service Restaurant Industry Initiative for  
Responsible Advertising and Market-
ing to Children. The Advertising Stand-
ards Bureau has ruled that two Hungry 
Jack’s advertisements- one for a Kids Club 
Meal Snoopy toy and another for an Iron 
Man toy have been found to breach the  
Initiative to which Hungry Jacks signed up 
in August 2009. 
 

The ads were run in the children’s  
magazines K-Zone and Totally Girl whose   
audience is 8-11 year olds. The Bureau  
stated that the advertisments are clearly  
directed primarily to children. The recent 
breaches follow on from previous ones in 
December 2009 and February 2010.

The Advertising Standards Bu-
reau’s case report can be read at 
http://122.99.94.111/cases/0427-10.pdf.  
 

The Junkbusters website is http://junkbust-
ers.com.au/
 

Meanwhile, the Australian Obesity Policy 
Coalition has revealed that major food  
outlets, including Hungry Jacks, are  
targeting children under the age of 12 
through direct mail as part of online  
marketing campaigns to pre-teens that  
include special offers, free food vouchers 
and competitions. 

This practice was highlighted in a submis-
sion to a Senate inquiry on privacy laws 
made by the Obesity Policy Coalition. The  
submission can be found on the senate 
website at
 http://www.aph.gov.au/senate/commit-
tee/fapa_ctte/priv_exp_drafts/submis-
sions.htm
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CHOICES FOR CHILDREN : a survey of the views  
of parents of young children about what’s on TV  

The Australian Council on Children and the Media is conducting a national  
survey to gather information  about the views of parents  in regard to choosing quality   
television programs for children.  

We are particularly interested in your view on programs available for children  
under the age of 8 years.

We would like to find out :
what you think is good quality TV for children 
whether you think there  are good quality programs currently  
available for children
how you find good programs for your children to watch 
whether you think all age groups under 8 are equally well catered  
for in terms of program offerings
how you would improve TV offerings for children
how you manage TV viewing so that your children see programs  
appropriate for their stage of development 

 

The  survey is online at www.childrenandmedia.org.au   
It will take between 15-20 mins to complete.  

Use the “Choices for children” online survey button.  

•
•

•
•

•
•
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New Australian conference  
 

Scared, sleepless  & hostile:  Children,  
violent/frightening media & public policy 

Tuesday March 1  2010, 9am - 5pm
NSW Teachers Federation Conference Centre
 37 Reservoir Street, Surry Hills   NSW 2010

With international researchers  Prof John P Murray,  
Associate  Prof Doug Gentile, Prof Ed Donnerstein, 
and Australian academics Dr Wayne Warburton,  
Dr Sarah Blunden,  Richard Eckersley , Prof Eliza-
beth Handsley. Chaired by Prof Alan Hayes.  

Watch our website for more information.  
To be placed on the mailing list email  

admin@youngmedia.org.au
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STOP PRESS
 

R18+ for games? Review first 

The Standing Committee of Attorneys  
General in Canberra on December 10th 
called for a review of games guidelines, in-
cluding taking into account the difference 
in nature of films and games, and the inter-
activity of games. to be considered at their 
next meeting

http://www.scag.gov.au/lawlink/SCAG/ll_
scag.nsf/pages/scag_index
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are supported by its  

Internet Service Provider

Internode

no. 270 November 2010

small screen
Editor: Barbara Biggins OAM
Compiler: Caroline Donald

Editorial Board: Barbara Biggins, 
Jane Roberts, Judy Bundy,  

Elizabeth Handsley. 

small screen is published at the 
beginning of each month and 
reports on the events of the 
previous month 11 issues per 

year (Dec/Jan double issue)
Published by

Australian Council on  
Children and the Media  

(ACCM)
PO Box 447

Glenelg 5045
South Australia

info@youngmedia.org.au
www.youngmedia.org.au

Tel: +61 8 8376 2111
Fax: +61 8 8376 2122

Helpline: 1800 700 357

ACCM is a national, non-profit 
community organisation.

Its mission is to promote a 
quality media environment for 

Australian children.

No part of this publication 
may be reproduced without 

permission of the Editor. 
Contributions are welcome.

ACCM’s services are 
supported by a grant 

from the
 South Australian 

Government

Publication and
printing of small screen 

is supported by a 
donation from  

Nickelodeon

The Supreme Court of the United States—A 
hearing on video game violence: Some 
reflections by John P, Murray, Ph.D.
On 2 November 2010, the Supreme Court of the 
United States heard oral arguments in the case of 
Arnold Schwarzenegger, Governor of California 
v. the Entertainment Merchants Association.  
This case was at the Court on appeal from the 9th 
Circuit Court of Appeals in Sacramento California 
and concerned the right of the sovereign State 
of California to ban the sale or rental of violent 
video games to minors, under the age of 18 
years.  The video game industry claimed that the 
law was unconstitutional and violated their First 
Amendment rights to free speech…the Circuit 
Court agreed with the video game industry and 
the State of California appealed to the Supreme 
Court to reverse the lower court’s ruling and 
affirm the State’s right to protect its youngest 
citizens from harm.

I attended the Supreme Court hearing along with 
two colleagues—Professors Ed Donnerstein and 
Dale Kunkel—who have a long history in the 
area of research on this topic.  After the hearing 
we gathered to discuss the likely outcome in 
this case.  The Supreme Court is composed of 
nine Justices and they vary in political emphasis 
from liberal to conservative, but this case and 
the issue of violence cuts across lines of political 
ideology.  The central issue in the case is whether 
the constitutionality of the law must be reviewed 
under the “Ginsburg Standard” (which refers 
to a landmark case in which the State of New 

York banned the sale or 
distribution of pornography/
sexually explicit material 
to minors, using a common 
sense approach concerning 
the harmful effects of such 
material on young minds) 
or whether the California 
Law must be reviewed under “strict scrutiny  
(which would require a high standard of 
proof of harmful effects in order to avoid First 
Amendment prohibitions).  All rather technical 
in a legal sense, but under strict scrutiny  it would 
be very difficult to meet the rigorous proof of 
specific harm.

So, we are awaiting the decision of the 9 Supreme 
Court justices.  That decision is not likely to be 
released until the end of the current term of 
the Court, which would  typically not be until 
June, 2011.  I will not name the six Justices who 
I think will vote in favor of California—because 
I don’t want to give away my “secret powers” of 
observation! 

 
The Supreme Court of the United States, interior of the 
courtroom with nine empty chairs for the Justices
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How can I tactfully ask our family not to give 
my kids character toys?
We thought that parents might like to read the 
answer to this question given by Dr Michael 
Rich, Director of the Center on Media and Child 
Health at Children’s Hospital Boston USA  on 
the “Ask the Mediatrician” website where he 
and a panel of experts answer parents’ questions 
about media and health.

Q: I don’t want to seem ungrateful, and I know 
my children would probably like the Dora or 
Batman version of toys, but I just find that sort of 
commercialism unnecessary. How can I tell my 
family that we’d prefer they not get the character 
versions of toys when giving my kids gifts?
- Particular about Presents in Ypsilanti, MI

A: Dear Particular,

What a great question to consider this holiday 
season. Cross-merchandised products encourage 
kids to see whatever movie or TV show they 
represent—even if it’s not appropriate for their 
age or stage of development. Plus, character toys 
often dictate how kids play with them: They 
encourage kids to act out the stories they know 
from the show or film rather than asking them to 
exercise their imaginations. This undermines the 
incredible value of open-ended free play. 

So what to say to your family? First, know that 

they’ll likely appreciate any insight you can offer 
as to what to buy your child. (Holiday shopping 
can be stressful for even seasoned relatives, 
no matter how many gifts they’ve given in the 
past!) Provide them with suggestions as to what 
your unique child really wants: Opt for toys that 
encourage creative, imagination-fueled play and 
independent and collaborative learning. Books, 
board games, art sets, instruments—these are just 
a few great potential presents for kids of all ages.  

Also, it’s absolutely OK to tell your family 
directly that you’d prefer they not get the 
character versions of whatever toy they choose, 
even if they know your child is a fan of the show 
or movie. You can relay to them how important it 
is to you that your child make up her own stories 
instead of having her playtime scripted by pre-
digested plotlines—or you can opt for whatever 
version of “Please choose non-character toys that 
expand our child’s mind” that works for you. 

However you make the message clear, remember 
to model these concepts yourself when choosing 
toys for cousins, nieces, and nephews: Think of 
your gift as an investment in that child’s future 
brain, and make your investment wisely.

To read  the Mediatrician’s tips on good presents 
for children and answers to many other media 
problems, go to

http://cmch.typepad.com/mediatrician/
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NEW PUBLICATIONS

EVENTS
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ADVERTISING
Kahlenberg, SG & Hein, MM (2010)
Progression on Nickelodeon? Gender-
role stereotypes in toy commercials.
Sex Roles, Vol. 62, No. 11-12, Pp830-847

Ibrahim, JK (2010)
The tobacco tug-of-war: Advertising 
and conteradvertising tobacco products 
to youth.
Pediatric Allergy Immunology and 
Pulmonology, Vol. 23, No. 2, Pp105-111

Hagen, Ingunn (2010)
Growing up in a commercial world. 
Reflections on media, marketing and 
young consumers.
International Clearinghouse on Children, 
Youth and Media, Yearbook 2010, Pp113-127

Jarlbro, Gunilla (2010)
Advertising directed at children. 
Harmless trifle or gold mine?.
International Clearinghouse on Children, 
Youth and Media, Yearbook 2010, Pp129-132

Burton, D; Graham, JW; et al (2010)
Perceptions of smoking prevalence by 
youth in countries with and without a 
tobacco advertising ban.
Journal of Health Communication, Vol. 15, 
No. 6, Pp656-664

Griffiths, R & Casswell, S (2010)
Intoxigenic digital spaces? Youth, social 
networking sites and alcohol marketing.
Drug and Alcohol Review, Vol. 29, No. 5, 
Pp525-530

Powell, LM; et al (2010)
Trends in exposure to television food 
advertisements among children and 
adolescents in the United States.
Arch. of Pediatrics & Adolescent Medicine, 
Vol. 164, No. 9, Pp794-802

Buijzen, M; et al (2010)
Introducing the PCMC model: An 
investigative framework for young 
people’s processing of commercialised 
media content.
Communication Theory, Vol. 20, No. 4, 
Pp427-450

COMPUTERS & INTERNET
Baumgartner, SE; et al (2010)
Assessing causality in the relationship 
between adolescents’ risky sexual 
online behavior and their perceptions of 
this behavior.
Youth and Adolescence, Vol. 39, No. 10, 
Pp1226-1239

Bonetti, L; et al (2010)
The relationship of loneliness and 
social anxiety with children’s and 
adolescents’ online communication.
Cyberpsychology, Behavior, and Social 
Networking, Vol. 13, No. 3, Pp279-285

Flanagin, AJ & Metzger, MJ (2010)
Kids and credibility: An empirical 
examination of youth, digital media use, 
and information credibility.
www.macfound.org

MEDIA EFFECTS - 
PSYCHOLOGICAL
Brown, DD & Burns, BM  (2010)
Attention skills and looking to 
television in children from low income 
families.
Journal of Applied Developmental 
Psychology, Vol. 31, No. 4, Pp330-338

Munasib, A & Bhattacharya, S (2010)
Is the’Idiot’s Box’, raising idiocy? 
Early and middle childhood television 
watching and child cognitive outcome.
Economics of Education, Vol. 29, No. 5, 
Pp873-883

Page, AS; et al (2010)
Children’s screen viewing is related to 
psychological difficulties irrespective of 
physical activity.
Pediatrics, Vol. 126, No. 5, Pp e1011-e1017 

Pempek, TA; et al (2010)
Video comprehensibility and attention 
in very young children.
Developmental Psychology, Vol. 46, No. 5, 
Pp1283-1293

Subbotsky, E; et al (2010)
Watching films with magical content 
facilitates creativity in children.
Perceptual and Motor Skills, Vol. 111, No. 1, 
Pp261-277

MEDIA EFFECTS - HEALTH
Graves, LEF; et al (2010)
The physiological cost and enjoyment 
of Wii Fit in adolescents, young adults, 
and older adults.
Journal of Physical Activity & Health, Vol. 7, 
No. 3, Pp393-401

Cain, N & Gradisar, M (2010)
Electronic media use and sleep in 
school-aged children and adolescents: 
A review.
Sleep Medicine, Vol. 11, No. 8, Pp735-742

National Wildlife Federation (2010)
Whole child: Developing mind, body 
and spirit through outdoor play.
http://www.nwf.org

Strasburger, VC; et al (2010)
Policy statement-Children, adolescents, 
substance abuse, and the media.
Pediatrics, Vol. 126, No. 4, Pp791-799

MEDIA EFFECTS - SOCIAL
van Sluijs, EMF; et al (2010)
Behavioral and social correlates of 
sedentary time in young people.

British Journal of Sports Medicine, Vol. 44, 
No. 10, Pp747-755

Office of Film and Literature 
Classification and UMR Research (2010)
Young people’s use of entertainment 
mediums - 2010.
www.censorship.govt.nz

(2010)
Girl power: saying no to peer pressure.
P&C Journal (NSW), Vol. 61, No. 3, Pp40-41

Fuld, GL; Mulligan, DA; et al (2010)
Policy statement - sexuality, 
contraception, and the media.
Pediatrics, Vol. 126, No. 3, Pp576-582

VIDEO GAMES
Schott, Dr. Gareth (2010)
Parents and gaming literacy.
www.censorship.govt.nz

Dixon, R; Maddison, R; et al (2010)
Parents’ and children’s perceptions of 
active video games: a focus group study.
Journal of Child Health Care, Vol. 14, No. 2, 
Pp189-199

Beullens, K; et al (2010)
Excellent gamer, excellent driver? The 
impact of adolescents’ video game 
playing on driving behavior: A two-
wave panel study.
Accident Analysis & Prevention, In Press, 
doi:10.1016/j.aap.2010.07.011

Hutton, E & Sundar, SS (2010)
Can video games enhance creativity? 
Effects of emotion generated by Dance 
Dance Revolution.
Creativity Research Journal, Vol. 22, No. 3, 
Pp294-303

VIOLENCE
von Feilitzen, Cecilia (2010)
Influences of mediated violence. 
International and Nordic research 
findings.
International Clearinghouse on Children, 
Youth and Media, Yearbook 2010, Pp173-187

Entries open for  
 

2011 SA Screen Awards
 

Entry deadlines:  

Short films:  5pm Fri 11 Feb 2011

Feature film: 5pm Wed 9 Mar 2011

Entry forms and guidelines:

www.mrc.org.au
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…And the winner is Kellogg’s!  
Kellogg’s has been awarded a dubious 
award, that of Australia’s worst junk food  
advertiser, for the fourth year running by 
The Parents Jury. 

The Parents Jury Fame and Shame Awards 
aim to raise awareness of the pervasive and 
misleading techniques used by advertisers 
to sell unhealthy food and drink to chil-
dren, and to recognise the advertiser who 
are doing the right thing. 

The group shamed Kellogg’s for telling 
children that having LCMs snack bars in 
their lunch box would make them more 
popular, claiming this promoted pester 
power - a tactic that has been banned un-
der the advertising industry’s own volun-
tary code of conduct. 

Kellogg’s were also honoured with 
the Smoke and Mirrors Award for a   
Nutri-grain, campaign, which promoted 
the cereal as ‘Iron Man Food’ and suitable 
for aspiring athletes, despite being high 
in sugar and sodium with a relatively low  
fibre content. 

The Jury awarded its Best Campaign  
Award  to the ‘Serve  em  up Veggie’  
promotion by the ‘Good for 
Kids, Good For Life’ campaign, 
for encouraging parents to serve  
vegetables in creative and appealing ways 
to their children.

http://www.parentsjury.org.au/

Positions vacant on the Classification 
Board
The Attorney-General’s Department 
has commenced a recruitment process 
for the positions of the Director of the 

Classification Board and the Deputy 
Convenor of the Classification Review 
Board. 

All applicants must first obtain the 
information pack that contains posi-
tion requirements, selection criteria, 
contact details for further information 
and the address for applications. In-
formation packs are available from the 
website or by phone on (02) 6141 2828.   
Applications close on Friday 17 December  
2010

http://www.ag.gov.au/ 
classificationappointments

I like to be me - a new website
The creators of ‘Ruby Who?’, a film that in-
spires children to be themselves and enjoy 
life, have launched a new website: 

http://iliketobeme.com/

This website offers resources to help teach-
ers educate children about good body  
image and how to be happy with what, 
and who, they are. 

Inquiry into the Australian film and 
literature classification scheme 

The Senate Legal and Constitutional  
Affairs References Committee is asking  
interested people and organisations to 
make written submissions to this inquiry. 
More details are available at on the com-
mittee’s website.

 The deadline for submissions is 4 March 
2011 and electronic submissions are  
welcome.

www.aph.gov.au/senate_legal

WORLD NEWS KIDS’ TV

A selection of children’s programs 
screened on TV during the period

ABC 1
Play School; BTN; Angelina Ballerina; 
CJ the DJ; Olivia; Lizzie McGuire; Dani’s 
House; Ruby Gloom; Wibbly Pig; Poko; 
Pingu; Classic Tales; Jinx; In Real Life.  
ABC 2
Miffy and Friends; The Mole Sisters; 
Penelope; Thomas and Friends; Animal 
Mechanics; Humf; Babar; Mister Maker; 
Connie the Cow; Nanigugu; Tinga Tinga 
Tales; Zigby; Driver Dan’s Story Train.
ABC 3
Blue Water High; Round the Twist; 
Richard Hammond’s Blast Lab; Aisling’s 
Diary; Connor Undercover; Total Drama 
Action; Kaitangata Twitch; Rush TV; 
Backyard Science; My Place; Bugged.
SEVEN
Toybox; Spit it Out; Handy Manny; 
Mickey Mouse Clubhouse.
NINE
Go, Diego! Go!; Dogstar; Wakkaville; 
Lockie Leonard; Hi-5; The Saddle Club.
TEN
Toasted TV; Totally Wild; Wormwood; 
Scope; H2O-Just Add Water; Puzzle 
Play.
NICKELODEON
Back at the Barnyard; Neds Declassified; 
iCarly; Drake & Josh; The Penguins of 
Madagascar; The Wonder Pets!; Life 
with Derek; Zoey 101; Sorry, I’ve Got No 
Head; The Amanda Show; Sarah Jane 
Adventures; Shreducation; Pearlie; Pop 
It!; Edgar & Ellen; Dora the Explorer.
DISNEY CHANNEL
Zeke and Luther; Phineas and Ferb; 
Sonny with a Chance; Wizards of 
Waverly Place; The Suite Life on Deck; 
The Replacements; Kim Possible; As the 
Bell Rings; Jonas L.A.


