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Tumultuous Times: Natural disasters,

media & children’s fears

As the anniversaries of the 2011 natural disas-
ters approached small screen asked author Toni
Deer to report on her relevant recent research at

the University of South Australia.

With the arrival of 2011 came a number of
terrifying natural disasters affecting parts
of Australia and locations within the wider
Asia Pacific region:

*Queensland floods

*Cyclone Yasi

sEarthquake, Christchurch New
Zealand

eEarthquake, tsunami and threat of
nuclear meltdown, Japan

Given that children have easy access to the
media in contemporary society it is of great
concern that live coverage of these disas-
trous events showed fearful, distressed and
injured people and animals in and amongst
fire, debris and flooding. Young children
are particularly vulnerable to visual im-
agery because they rely upon concrete ex-
periences to make meaning. It is becoming
increasingly difficult for adults to monitor
the visual based media that children are
witnessing because of the plentiful sources
of media available to children in the home
and wider community (e.g. smart phones,
television, internet, satellite 24 hour news
channels and news broadcasts via televi-
sions in restaurants, pharmacies and shop-
ping centres)

A study was conducted with five to seven
year old children to investigate the poten-
tial impact that the recent media exposure-
of the natural disasters has had upon their
fears. Findings showed that out of the top
eight phenomena categorised by the chil-
dren as being ‘very scary’ seven were dis-
astrous events and all four natural disas-
ters recently televised were featured. The
earthquake ranked second, the tsunami
ranked fifth, the cyclone ranked seventh
and the flood ranked eighth most fright-
ening. The nuclear bomb was deemed the
most frightening phenomenon and it is
possible that this reaction by the children
could have resulted from televised cover-
age of the Japanese tsunami and nuclear
meltdown. News footage showed nuclear
symbols and nuclear explosions as well as
live crosses to the power plant.
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Although children were significantly
frightened of recently telecast natural disas-
ters as well as other disastrous phenomena
(e.g. plane crash, nuclear bomb, bushfire)
these fears were only reported when chil-
dren were reminded of the event through
picture card representation and not when
children were asked to recall fears. This
suggests that, although children find natu-
ral disaster phenomena to which they have
been exposed through media coverage par-
ticularly frightening, these fears lie within
the deeper recesses of a child’s mind and
are not easily expressed unless re-exposure
to the imagery/event occurs. Because these
fears could surface unpredictably and
possess a greater intensity than normal
childhood fears it is imperative that adults
engage children in conversation about
media content to assist children’s to cope
with these fears.

Given that this study yielded clear evidence
that young children are affected by media
coverage of natural disasters and that these
fears are more intense in young children
than other childhood fears, parent and
teacher education on the effect of media
coverage of natural disasters on children’s
fears needs to be developed. It is recom-
mended that screening of disaster footage
is monitored with warnings in place before
live reports are telecast, especially during
hours of children’s scheduled program-
ming. A balance needs to be addressed
between the urgency of relaying the news
event to the public and being aware of the
child audience that could be witness to im-
agery that is overtly graphic, violent and
frightening in nature.

To further assist children’s wellbeing and
lifelong healthy development future stud-
ies should be conducted to explore how

Continued on P2

Energy drinks bad for kids

An increase in reports of caffeine poisoning
in young people has led to calls for health
warnings on energy drinks and concerns
about their marketing.

Over the past 10 years, the consumption
of caffeinated beverages intended to
“energise” has increased significantly.
In 2009, the energy drink industry spent
nearly $15 million on marketing alone
in Australia. Manufacturers pitch their
product to athletes, students and people
in professions that require sustained
alertness. The target population for these
types of drinks clearly includes adolescents,
and younger children are also likely to be
attracted.

A study published recently in the Medical
Journal of Australia found that callers to
the New South Wales Poisons Information
Centre reported 297 exposures to energy
drinks, over a seven year period with
an increasing annual trend from 12
reports in 2004 to 65 in 2010. Symptoms
included palpitations, agitation, tremor
and gastrointestinal upsets. In 21 subjects,
signs of serious cardiac or neurological
toxicity, including hallucinations,
seizures, arrhythmias or cardiac ischaemia
occurred

http://www.mja.com.au/public/
issues/196_01_160112/gun10838_fm.html

A clinical report issued in May 2011 by
the American Academy of Pediatrics (AAP)
offered guidelines for use of energy
drinks and sports drinks by children and
adolescents. They state that energy drinks
should never be consumed by children or
adolescents.

http://pediatrics.aappublications.org/
content/early/2011/05/25/peds.2011-0965.
full.pdf
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EDITORIAL

UK acts to reduce exposure to sexualizing

material

In April 2011, the Bailey report on the
sexualisation and commercialisation of children
was released. The report was the outcome of
concerns expressed by the UK Prime Minister,
David Cameron, over some years.

In quick time, the UK Government set about
implementing the recommmendations of the
report. It established Parent Port (a website to
provide parents with easy access to avenues for
complaint about media and marketing practices),
OFCOM has called on networks to reduce the
screening of music videos in family vewing
time, and the PM called the industry together to
discuss the issues and how to reduce harm.

In December Cameron released a statement
of his expectations. In a letter to industry,
Children’s Minister Sarah Teather said firms must
“demonstrate the real difference they are making
for families. The prime minister and I will expect
to see concrete progress and for this to feel real
and meaningful to parents and children.”

According to Huffington Post UK, the

expectations include:

* Children under the age of 16 must not be
used as “brand ambassadors” or in “peer to
peer” marketing campaigns.

* Anationwide ban on outdoor advertising that
uses “sexualised images”. Ministers are keen to
extend the existing voluntary arrangements.

* So-called “lads’ magazines” and other
publications with sexualised images on their
covers must not be in easy view of children
in shops. A code of practice already exists
for newsagents and retailers. “However,
application of the code is very patchy and there
are many shops.....where these magazines and
newspapers are very clearly visible to children,”
Teather said. “We expect to see a great deal of
progress on this issue.”

* Age ratings for music videos

could be introduced as a result of

a Department for Culture, Media

and Sport consultation.

* An education programme to

promote awareness of advertising Barbara Biggins
M

techniques among parents. OA
Hon CEO

Cameron will meet the industry again in
December 2012.

In stark contrast, Australia has done little to
reduce the exposure of the young to material that
is likely to sexualise them

The Senate report of 2008 languishes. There has
been no 18 month review of the effectiveness of
its recommendations (which mostly relied on a
self regulatory approach). The Senate Inquiry
into the classification of film and TV in Australia
which reported in June last year recommended
that the Senate act on its 2008 recommendation
to review progress achieved from that approach.
In between times, Federal MP for Kingston
Amanda Rishworth gave a speech on the issue
on Feb 2010 expressing her concerns and those of
her constituents:
http://www.rishworth.com.au/a/speeches/
Feb%208%202010%20-%20Sexualisation%200f%
20Girls%20in%20the%20Media.pdf

The problems haven't gone away. Where is the
Government voice here that inists that something
effective be done?

UK coverage of the issues:

http://www.guardian.co.uk/media/2011/dec/24/
sexualised-advertising-children-cameron-
crackdown

http://www.theweek.co.uk/music/raunch-
culture/44064/enough-raunch-joan-bakewell-
joins-anti-gaga-lobby

http://www.huffingtonpost.co.uk/2011/12/23/
david-cameron-vows-action_n_1168257.html
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Tumultuous times continued from P1

adults (e.g. parents, educators) talk with children
about potentially frightening phenomena they
see through media exposure and how they assist
children in managing their emotions when they
encounter fearful feelings.
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Mud pies are the

healthiest choice

SHERADYN HOLDERHEAD “Children need to get out-

“We find, especially in the

EDUCATION EDITOR o areas the centres are located, side and play - depriving them
Is S“Uddv play good for that children have quite of this can be very serious for
CHILDREN are being encour-  children? limited access to the natural their psychological develop-

ment.

environment and when they
“Plus children need ex-

aged to get their hands dirty envirg ont 2 they
o, it'’s not safe or engaging,

at childcare centres renovated

with a nature theme.

In SA, Mission Australia is
renovating three failed ABC
Learning centres, in Osborne,
Redwood Park and Elizabeth
Vale, which were known for
their carpeted walls and arti-
ficial turf playgrounds.

These were replaced with
outdoor discovery gardens,
wooden play equipment, tun-
nels and bridges. Each centre
also has its own vegetable
patch.

Mission Australia hopes
these will all help to combat
“bio-phobia” - a fear of
nature’s risks.

Its early learning services
SA regional manager Laura
Francis said a lot of research
into early childhood showed
the importance of children
having access to the outside
environment.

she said.

“The centres were quite
sterile and now we have made
them much more inviting and

much more fun.”
Child psychologist

Michael Carr-Gregg said
bio-phobia, or nature deficit
disorder, was increasingly

prevalent.

“What I would argue is this
is all an important part of
unstructured play and social-

isation,” he said.

posure to nature because it
helps you build up an immune
system and it’s ridiculous
some parents are obsessed
with protecting them from
these imagined risks.”

Dr Carr-Gregg said this was
part of the rising trend of risk-
adverse parenting.

“Parents believe through the
media the world is a big, bad,
terrifying place - many won’t
even let their children walk to
school,” he said.

Dr

The Advertiser, 3 December 2011

Octonauts,
ABC2, 5.30pm
IT’S no news that kids can be as
fickle as African dictators, one
minute all over Iggle Piggle and his
surreal squeaky friends from In the
Night Garden like a rash and
demanding merchandise under
threat they make their parents’ lives a
misery for all eternity, then ditching
the customised bed linen, wallpaper
and soft furnishings like nuclear
waste once the next fad hits. On
which note, welcome Octonauts, the
latest cutely animated _
anthropomorphic animals to grab
the preschoolers by the heart strings.
Just for a point of difference, these
ones live under water. Parents, get
your credit cards ready.

The Age Green Guide, 12 January 2012

remote
control

SUSIE O’BRIEN
CLARE PEDDIE

CHILDREN nationwide
are allowed to watch vi-
olent, sexual and scary
television shows, a study
reveals.

Parents worry that
television is bad for kids,
but many let them watch
what they want, accord-
ing to the latest research
report from the Austra-
lian Research Alliance
on Children and Youth

.
i

Do your kids watch
violent TV shows?

(ARACY). Parents find
many children’s shows
alarming, including Ben

10, cartoons and
Funniest Home Videos.

Of particular concern
are programs that are

violent, gendered,
sexualised and have ad-
vertising targeted at
children.

But parents say such
content is “difficult to
avoid” and only half
have rules on what kids
can watch - down from
80 per cent 15 years ago.

ARACY focus groups
in Victoria and South
Australia and a national
online survey of 588 par-
ents suggest “children’s
choices of viewing held

sway much of the time”.
But parents have some
control by taping shows,
talking with their kids
about shows, monitorin;
reactions and turning off
the TV.

Mother-of-two Lorina
Percevault, of Coroman-
del Valley, has “fairly
strict rules”. Rose, 4, is
a “one-channel girl”
(ABC2) while brother
Kyan, 7, is old enough to
watch ABC3 in another
room.

The Advertiser, 7 December 2011



Susie O’Brien

How the unborn are
g brandwashed

bein

F YOUR credit card
bill is sky-high this
month, you're cer-
tainly not alone.

But don’t feel too bad. It
may not be entirely your
fault.

Marketing experts esti-
mate that 40 per cent of
our purchases are the re-

sult of largely subconscious
brain activity - and I don’t mean
shopping while drunk.

Marketing has gone hi-tech and
makes the team at CSI look like
amateurs. No manipulation is out
of bounds and half the time we
don’t even know why we buy the
things we do.

The latest frontier is brain-
washing - or brandwashing, as
it’s becoming known - unborn
babies.

That’s right, babies still in the
womb are the newest target mar-
ket, according to marketing ex-
pert Martin Lindstrom in his new
book Brandwashed.

Lindstrom is a global marketing
expert-turned-whistleblower.

As he tells it, marketers came
up with the concept of in-vitro
targeting after a UK study of
women who watched Neigh-
bours while pregnant. Re-
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searchers found their babies
loved hearing the theme song
after they had been born.

They had a slower heartbeat
and were less agitated when the
song was played.

They didn’t react to other mu-
sic in the same way - it was just
that one familiar song they had
been programmed to like.

And so other unscrupulous
marketers set about working out
how to get other advertising
jingles into the minds of the
unborn.

I am not making this up.

If you think about it, it makes
sense.

Unborn babies are a largely
untapped captive audience and if
you get them early enough, they
will be loyal customers for life.

Pregnant women, who pass
their passion for certain foods on
to their unborn child through
amniotic fluid, are also being
targeted by marketers in a neat
two-for-one deal.

It’s unscrupulous because this
sort of marketing is entirely sub-
conscious.

Unborn babies are being tar-
geted in other ways as well,
according to Lindstrom.

A major Asian shopping mall

The Advertiser, 14 January 2012

has already started appealing to
pregnant women and their babies
by spraying appealing scents
(baby powder and cherry-
blossom perfume) and playing a
cacophony of carefully selected
sounds such as soft giggling and
nostalgic songs.

Not only have expectant
mothers flocked to the centre, but
their babies also loved going
there because they had been
covertly trained to feel comfort-
able there. It’s all such a con.

SUALLY we can combat

marketing because we are
aware of it and can make a
rational decision abowt whether
50 per cent off washing powder
or two-for-one nappies is a good
deal.

But in the above cases adults,
children and babies are being
targeted in ways they aren’t even
aware of, and thus find it hard
to counter.

It’s not about to get any easier.

In the UK, a similar level of
manipulation is being used in a
number of shopping centres to
chart the movements of every
shopper carrying a smart phone.

The centre managers track
how long the phone users stay,
what shops they go into and how

they move around the centre.
Shoppers don’t give their per-
mission and the only way they
can opt out is to turn their phone
off. The data is then used to tailor
the centre to make sure people
spend more.

Such stealth tactics are com-
mon online, where marketers are
tracking our digital footprints.

After doing some extensive
searching to contact The Biggest
Loser trainer Michelle Bridges
for a news story recently, I found
myself bombarded with ads for.
her cut-price training sessions
while on other websites.

My digital data has been mined
to extract personal information
that has then been on-sold so
other corporations can bombard
me with customised advertising.

So where does all this leave the
average shopper - apart from
broke?

For a start, we do all have to
take responsibility for our spend-
ing decisions. No marketer can
force us to hand over our Eftpos
card and punch in our pin but we
need to put the brakes on.

In the end it doesn’t matter
whether our desire to spend is
conscious or not - we do all need
to curb the urge to splurge.

Body-less models cause alarm

MODELS are keeping their
headsbut losing theirbodiesina
disturbing new advertising trend.

European fast-fashion giant
H&M has confessed to
superimposing models’ heads on
digitally produced bodies to sell
lingerie and swimwear.

“It’'snot about ideals or to
show off a perfect body,” H&M
spokesman Hakan Andersson
told Swedish newspaper
Aftonbladet.“We are doing this to
show off the garments.”

The clothing was
photographed on mannequins
and the images were then edited
using computer software to
create more human forms. Real
models were photographed
separately and their heads were
superimposed on the images.

“It’sincredibly alarming,” said

Dannielle Miller, author of The
Butterfly Effect and director of
Enlighten Education, an
empowerment program for
teenage girls. “It's symptomatic of
aculture that sees real women as
immaterial. More than ever, the
camera s lyingtous.”

Miller said computer-
generated models could
contribute to poor body image.

H&M is a Swedish company
with more than 2000 stores and
has created clothing
collaborations with Kylie
Minogue, Madonna and Versace.

Graziamagazine editor Kellie
Hush said the retail giant was
actingirresponsibly. “It doesn’t
send a good message,” she said.

DAMIEN WOOLNOUGH

The Australian, 7 December 2011

Super Mario 3D Land
Nintendo 3DS ($69.95)

6

3Kt

THOSE concerned for the Nintendo 3DS
console in its floundering first few months
should fret no more thanks to Mario, who has
come to rescue in not one but two new games
this Christmas. One sees the talian plumber
back at his karting best.

The other, Super Mario 3D Land, sees
Nintendo combining the new with the old by
bringing familiar side-scrolling and platforming
gameplay into the third dimension and, for the
most part, it works a treat.

Compared with the plumber's recent
console outings, such as Mario Galaxy 2, the
levels here are more straightforward. Mario
can attack only using jumps or power-ups and
he even shrinks when touched by an enemy.
It's the most classic-feeling 3D Mario yet —
and indeed the best. The leve! design is tight,
with challenges and puzzes that steadily
increase as the game progresses.

The power-ups that afford Mario temporary
abilities include the return of the Super Mush-
room, Fire Flower and the Super Leaf, which
activates Tanooki Mario, plus there’s a new
Boomerang weapon and Propeller Box.

The game is arguably the first 3DS game to
use the added depth of 3D as a proper mech-
anic, rather than just an aesthetic extra.

While the controls feel inaccurate at times,
Super Mario 3D Land still manages to capture
all that is memorable about the series.

MIKE WILCOX

The Age Green Guide, 15 Dec. 2011




Our kids are picking
up on pressure from
the media and peers

VERITY LDWARD

BOYS asyoungasfive are starting
to believe that being masculine is
all about six-packs, muscles and
hairless chests, raising concerns
that kids are under too much
pressure to conform to body-
image stereotypes.

Flinders University sport,

Driving is
child’s play

Toys from the Cars franchise are
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taking iPad games down a new road.

ISNEY has capped off a
D successful year for the

Pixar movie Cars 2 with
the release of a line of plastic
toys that interact with an iPad.

Similar in concept to the
new Skylanders Spyro's
Adventure console game that
uses toy figurines, Disney's new
collection of Cars 2 toys is
designed to work with the free
Cars 2 Appmates iPad game.

“The game really brings that
play pattern of boys playing
with toys to life, by giving them
familiar characters’ names and
faces, and then taking it to a
whole new level,” says Walt
Disney Company Australia
licensing general manager Kylie
Watson-Wheeler.

The game and toys convert
the iPad into a virtual play mat
that springs to life when a toy
car is placed on the display.

This is distinct from other

Sex, race, and man

By CLARE KERMOND

AS JOHN O’Grady famously
observed, “they’re a weird mob”.
When it comes to what riles us,
Australians are a fickle bunch.
This year we complained in
large numbers about an ad
showing two gay men chastely
hugging, thought an ad showing
an Indian door-to-door sales-
man was racist, but didn't like a
Muslim group’s billboard slo-
gan, Jesus — A prophet of Islam.

According to the Advertising

The Cars 2 Appmates iPad game uses a virtual play mat to enter the world of Radiator Springs.

toys and accessories that have
used the iPad as a controller.

To navigate a toy car in the
game, players put it in the
middle of the iPad screen and,
once it is detected, the direction
in which the car is pointing
controls the movement of the
game world, so driving around
in the game requires players
only to rotate the car on the
spot.

Standards Board, the campaign
promoting safe sex made it
twice into the top 10 most com-
plained about ads for the year,
first as a poster and in third
place as a billboard. The ad, by
the Queensland Association for
Healthy Communities, shows
two fully clothed men hugging,
with the slogan “Rip & Roll” and
a picture of a condom.

The Rip & Roll poster, despite
receiving 222 complaints, was
not found to have breached the
advertising code of ethics, with

The open-world-style game-
play involves freely exploring
the familiar Radiator Springs
setting, completing missions
and collecting items, as well as
custorising virtual-vehicle add-
ons and taking part in races.

The design of the toy cars,
created in partnership with
Spin Master, is surprisingly
straightforward. It's the innovat-
ive engineering that is clever.

Each car has three sensors
underneath, forming a triangle
that tells the game which direc-
tion the car is facing.

Placing two fingers on the
car’s side windows creates a
connection to the sensors
underneath, so your fingers are
in effect making contact with
the iPad’s capacitive-touch
display.

- Another clever piece of
design is the use of mirrors
inside each car to transfer light

generated by the iPad through
the headlights.

Rather than delivering a
generic experience, each car
unlocks new parts of the game
world and gameplay elements
and, depending on which car is
used, the game narrative
changes to the corresponding
character’s voice.

While the Cars 2 iPad game
can be played with digital
versions of the toy cars, which
are available as in-apps at prices
from 99¢ to $1.99 each, the full
experience is intended to incor-
porate the Appmate toys,
available in packs of two for
$29.95.

The first two packs include
the characters Lightning
McQueen with Holley Shiftwell

and Tow Mater with Finn
McMissile. Another pack of two
characters from the Cars
franchise is expected later.

The Age Green Guide, 15 December 2011

hugs don't add up

the board saying it was strongly
in favour of the important
health message the advertise-
ment portrayed.

The second most com-
plained about ad, for Energy
Watch, was withdrawn after it
was found to have breached the
code of ethics. After receiving 75
complaints the board ruled that
a subtle suggestion that the man
in the ad may not be completely
honest was offensive and vilified
Indian people.

Unsurprisingly, sex and nud-

ity were popular reasons for
complaint, with a General Pants
ad featuring a topless woman
coming in sixth and it was with-
drawn from circulation, and an
ad for The Tool Shop, showing
barely dressed women with the
tag line “How about all three?”,
in ninth and also withdrawn.
Board chief executive Fiona
Jolly said in 2011 it received
complaints about almost 500
ads, of which it determined 57
breached the code of ethics or
other initiatives and codes.

The Age, 15 December 2011

Body image muscling in on boyhood

health and physical education
professor Murray Drummond is
four years into a longitudinal
study on boys’ attitudes to mascu-
linity, and told The Australian it
was alarming how early children
were thinking about their physi-
cal appearance.

“The boys don’t even mention
masculinity, they wouldn’t even
know the word,” he said. “But
what these kids consider to be
male is to be muscular, strong.
They're starting to realise what a
successful body is and it must be
muscular and have a six-pack.”

Professor Drummond began
his study four years ago by inter-
viewing 34 five-year-olds. He has
interviewed them each year since
and is planning to continue the
study into their adolescence.

While it is normal for boys to
associate with male pursuits such
as racing cars, action heroes and
contact sports, Professor Drum-
mond said body image was an
increasingly worrying factor.

With the youngest cohorts in
his first year of interviews, Pro-
fessor Drummond asked a series
of questions and had them draw

he said.

chiselled physique.

pictures. “I asked them to draw
me someone healthy, draw me
someone sporty, draw me a man,”

“In every one of the pictures
they drew me a very muscly man,
with a V-shape, or very muscly
with barbells.” That influence was
coming from parents, peers and
increasingly from the media, he
said, with a greater focus on the

Professor Drummond said the
boys also defined being a man as
being able to run faster than or
beat girls, which reinforced gen-

have bulging muscles.

the same as girls.”
The Australian, 2 January 2012

der stereotypes from an early age
and worked against the notion of
equal opportunity and equality.
“If you want these to change
you need to start these dis-
cussions in the home and at
school at an earlier age,” he said.
He hoped parents would rec-
ognise the growing “subtle under-
current” of pressure on pre-
pubescent boys to be toned or

“The majority are not going to
end up with eating disorders but a
lot of them face body pressures
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ICE cream manufacturer Streets is
by assing bans on junk food adver-
tising on children’s television by
distributing a 90-minute animated
feature film based on the Paddle Pop
lion character.

The G-Rated DVDs are being dis-

tributed for free at Woolworths su-
+ permarkets and petrol stations when
+= an ice block is purchased for a child.

The State Government and South
Australian Senator Nick Xenophon
have expressed concerns about the
marketing ploy which bypasses a
voluntary ban on junk food adver-
tisements during children’s tele-
vision hours.

A spokeswoman for Health Minis-
ter John Hill said he had concerns
with the junk food industry turning
its attention away from children’s

| television and to other ways of getting

advertising in to the family home.
She said the issue would be raised
at a summit of health food experts to
be held in Adelaide this year.
Senator Xenophon said the use of
the lion character was “advertising
dressed up as entertainment” and
exploitation of a loophole to get
around the children’s TV ban.
“There is significant research that
shows young children are incapable
of understanding the motivations be-
hind advertising, and this is just
another form of advertising,” he said.
“Streets would not be spending
money developing this stuff if they
didn’t think it would lead to sales.
“The Government needs to close

down all the loopholes when it comes
to advertising to children, whether it
is happening on TV, the internet or
in these types of products.”

Adelaide mother Catherine
Henwood said her family tried to
practise healthy eating and objected
to the Streets DVD ploy.

“I'm one of those frustrated parents
who tries to get out of the supermar-
ket checkout without their kids trying
to grab everything in front of them,”
she said.

A spokeswoman for Unilever,
owner of Streets which makes Paddle
Pops, said parents were asked last
year for their views before it was
distributed.

She said the DVD did not feature
any icecream products and had a
healthy outdoor adventure theme.

“The vast majority of mums (more
than 85 per cent) felt it was either
appropriate or had no concerns about
featuring the Paddle Pop Lion in an
animated series,” the spokes-
woman said.

The spokeswoman said the Paddle
Pop was" approved for SA school
cahteens and was more nutri-
tionally sound than many alterna-
tive icecreams.

The Advertiser, 14 January 2012

SPEAKING as one fairly recently
inducted into the hall of doting grand-
parents, | have found that today’s
ankle-biters become proficient in the
use of an iPad far sooner than they
learn the basics of the potty.

This simple and salient fact has *
generated considerable activity
among app developers eager to show
parents how educational, entertaining
and absorbing their products are. It
was a ready-made audience, first
honed by books then radio and tele-
vision. Kids’ stuff on those media are

still popular but now, with touich-
screen mobile devices, the kids can
interact directly with their favourites.

Play School, the children’s tele-
vision program originally based on a
BBC production that began in 1964,
has been running in Australia for
45 years. Last week it appeared on
the iPad as Play School Art Maker, as
young and sturdy as ever.

ttis a free app produced by the ABC
that allows the junior generation to
create pictures, animated movies and
slideshows, add their own audio nar-

ration, upload their own photographs
as backgrounds and save their
creations for later grandparental
admiration. And it includes Play
Schoof's main characters: Big Ted,

Little Ted, Jemima and Humpty. Play
School Art Maker is aimed at children
from two to six years, does not require
an internet connection and is a free
downioad from the iTunes App Store.

The Age Green Guide, 8 December 2011

Disaster scenes strike hidden fear into young

JORDANNA SCHRIEVER
HEALTH REPORTER

REPEATED exposure to dis-
aster footage can deeply af-
fect young children but they
may not talk about their fears,
a UniSA study has found.
Early childhood research
assistant Toni Deer said that
when asked about their fears

the children, aged 5-7, listed
things such as the dark,
ghosts and witches.

But when they were shown
images from actual natural
disasters - which in some
cases had happened a year
earlier - four of their top
eight fears included the
Christchurch earthquake,
tsunami, cyclones and floods.

“Although children were
significantly frightened of
natural disaster phenomena
recently telecast as well as
other such phenomena - for
example plane crash, nuclear
bomb, bushfire - these fears
were only reported when
children were reminded of
the event through a picture
card representation and not

when children were asked to
recall fears,” Ms Deer said.
She said this suggested the
fears lay within the deeper
recesses of a child’s mind and
were not easily expressed.
“These fears could surface
unpredictably and possess a
greater intensity than normal
childhood fears,” she said.
In the study, conducted late

last year, Ms Deer showed 16
disaster images to 22 children
and asked them to rate them
as very scary, a bit scary or
not scary. The study high-
lighted a need for parents to
discuss what was being
watched on television with
their children, Ms Deer said.

“It might be that they just
have questions and want

more information. If you can
say to them this is what
happens and this is why, it
can help them understand
what they are seeing.”

Australian Council on Chil-
dren and the Media vice
president Glenn Culpit said
parents should avoid expos-
ing children to replays of
disaster footage.

The Advertiser, 14 January 2012
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NEW PUBLICATIONS

ADVERTISING

Craig, PE & Annlson, G (2011)
Advertising of fast food to children
on Australian television: the impact of
industry self-regulation.

Medical Journal of Australia, Vol. 195, No.
8, Pp453

Hebden, L King, L; Grunseit, A; et al (2011)
Adpvertising of fast food to children

on Australian television: the impact of
industry self-regulation. REPLY
Medical Journal of Australia, Vol. 195, No.
8, Pp453

Landon, ] & Gritschneder, Y (2011)

An analysis of the regulatory and
voluntary landscape concerning the
marketing and promotion of food and
drink to children.
www.heartforum.org.uk

Handsley, E; Hughes, C; et al(2011)
Outdoor advertising: Voluntary codes
no real protection for kids.

Viewpoint, No. 7, Pp32-43

Diaz-Ramirez, G; Bacardi-Gascon, M; et
al (2011)

Effect of television advertising on the
food preferences of adults and children:
A systematic review.

Obesity, Vol. 19, Suppl. 1, Pp S145

Jones, SC & Kervin, L (2011)

An experimental study on the effects of
exposure to magazine advertising on
children’s food choices.

Public Health Nutrition, Vol. 14, No. 8,
Pp1337-1344

Jeong, EJ; Bohil, CJ; Biocca, FA (2011)
Brand logo placements in violent
games: Effects of violence cues on
memory and attitude through arousal
and presence.

Journal of Advertising, Vol. 40, No. 3, Pp59-72

CLASSIFICATION
Colmar Brunton’s Research Agency (2011)

Understanding the classification system:

New Zealanders’ views.
www.censorship.govt.nz

COMPUTERS & INTERNET

de Swart, M; Lindsay, D; et al (2011)
Teenagers, legal risks and social
networking sites.
http://newmediaresearch.educ.monash.edu.au

Sisson, SB; Broyles, ST; et al (2011)
Television, reading, and computer time:
Correlates of school-day leisure-time
sedentary behavior and relationship
with overweight in children in the US.
Journal of Physical Activity & Health, Vol. 8,
Suppl. 2, Pp 5188-5197

MEDIA EFFECTS - HEALTH
Pearson, N; Salmon, J; et al (2011)
Are parental concerns for child TV
viewing associated with child TV
viewing and the home sedentary
environment?

Int. Journal of Behavioral Nutrition and
Physical Activity, Vol. 8, Art. No. 102

Schofield, Clark L (2011)

Parental mediation theory for the digital age.
Communication Theory, Vol. 21, No. 4,
Pp323-U36

MEDIA EFFECTS - SOCIAL

Nairn, Dr Agnes (2011)

Children’s well-being in UK, Sweden
and Spain: The role of inequality and
materialism.

WWW.ipsos-mori.com

Senturk, Ridvan (2011)
Anxiety and fear in children’s films

Kuram ve Uygulamada Egitim Bilimleri, Vol.

11, No. 3, Pp1122-1132

Setleff, AE & Courage, ML (2011)
Background television and infants’
allocation of their attention during toy
play.

Infancy, Vol. 16, No. 6, Pp611-639

Cougar Hall, P; West, JH; Hill, S (2011)
Sexualisation in lyrics of popular music
from 1959 to 2009: Implications for
sexuality educators.

Sexuality & Culture, DOI 10.1007/512119-
011-9103-4

Greitemeyer, T (2011)

Effects of prosocial media on social
behavior: When and why does media
exposure affect helping and aggression?
Current Directions in Psychological Science,
Vol. 20, No. 4, Pp251-255

Wahi, G; Parkin, PC; et al (2011)
Effectiveness of interventions aimed

at reducing screen time in children: A
systematic review and meta-analysis of
randomized controlled trials.

Arch. of Pediatrics & Adolescent Medicine,
Vol. 165, No.11, Pp979-986

TECHNOLOGY

ACMA (2011)

Digital Australians - expectations about
media content in a converging media
environment.

WWwWw.Acma.gov.au

VIDEO & COMPUTER GAMES
Francis, SL; Stancel, MJ; et al (2011)
Tracking of TV and video gaming
during childhood: Iowa bone
development study.

Int. Journal of Behavioral Nutrition and

Physical Activity, Vol. 8, Art. No. 100

Engelhardt, CR; Bartholow, BD; et al (2011)
Violent and non-violent video games
differentially affect physical aggression
for individuals high vs. low in
dispositional anger.

Aggressive Behavior, Vol. 37, No. 6, Pp538-545
Brand, JE (2011)

Markus, D; Hafner, M; Jens, F (2011)
He just wants to play: how goals
determine the influence of violent
computer games on aggression.
Personality and Social Psychology Bulletin,
Vol. 37, No. 12, Pp1644-1654

Tend, SKZ; Chong, GYM,; et al (2011)
Grand theft IV comes to Singapore:
Effects of repeated exposure to
violent video games on aggression.
Cyberpsychology Behavior and Social
Networking, Vol. 14, No. 10, Pp597-602

Shin, Wonsun & Hubh, Jisu (2011)
Parental mediation of teenagers’
video game playing: Antecedents and

consequences.
New Media & Society, Vol. 13, No. 6, Pp945-962

Witt, EA; Massman, AJ; Jackson, LA (2011)
Trends in youth’s video game playing,
overall computer use, and community
technology use: The impact of self-
esteem and the Big Five personailty
factors.

Computers in Human Behavior, Vol. 27, No.
2, Pp763-769

Mathiak, KA; Klasen, M; et al (2011)
Reward system and temporal pole
contributions to affective evaluation
during a first person shooter video
game.

BMC Neuroscience, Vol. 12, No. 66

VIOLENCE

Donnerstein, Ed (2011)
Children and media violence.
APC Review, Vol. 40, No. 63, Pp11

CONFERENCES

Prix Jeunesse International
Watch, learn and grow with
children’s TV.

1-6 June 2012, Munich, Germany

A week of eye-opening screenings,
international discussion groups
and new research results on
children and media.

www.prixjeunesse.de




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

Web: http://www.youngmedia.org.au

Name on card:

A National $210.00
Tax Invoice State $75.00
Individual $55.00
small screen subscription (for non-members)
Name: .
In Australia $66.00
Organisation: Outside Australia $66.00
Address: New membership
Renewal
small screen subscription
Donation (tax deductible $2 & over)
Postcode: Total
Fax: Payment by:
[] cheque
Email: [] credit card: Bankcard / Visa / Mastercard Expiry date:

Signature:

WORLD NEWS KIDS’ TV

New routines for a New Year

In the first newsletter for 2012, the US
based Center on Media and Child Health
urges parents to become more involved in
helping children learn to make screentime
choices that promote health and success.

For younger children, parents should
“know when to say when”. Media de-
signed to support children’s healthy devel-
opment can offer great benefits but, even
in the most effective media, those benefits
increase only up to a certain point. Screen-
time limits make time for other activities
that may be more developmentally ben-
eficial for children and allow parents to
provide a broad spectrum of opportunities
so children can actively discover personal
interests and strengths.

For older children, parents are encour-
aged to “actively participate in their online
worlds”, sharing the joys and discussing
the risks that social media networks bring.
“Social Media,” said Dr. Michael Rich in
a recent New York Times article, “are the
new landscape, the new environment in
which kids are sorting through the process
of becoming autonomous adults.”

Meanwhile, a new systematic review by
CMCH Staff Scientist Dr. Marie Evans
Schmidt and other researchers looked at
strategies to reduce screen time among
children 12 year s and younger. The authors
found 47 studies that met their inclusion
criteria, with 29 that effectively reduced TV
or screen-media use.

http://emch.typepad.com/cmch/2012/01/a-
new-systematic-review-by-cmch-staff-sci-
entist-dr-marie-evans-schmidt-and-other-
researchers-looked-at-strategies-to-reduce.
html

Textbook revolution

According to the US based eSchool News
website, “Apple grabbed this past week’s
headlines by unveiling a new bookstore
with interactive textbooks”.

Textbooks available on the iPad through
the iBooks 2 app will have interactive pho-
tos, videos, and diagrams, along with 3D
images that can be manipulated and rotat-
ed with a touch of the screen. Students can
highlight sections of a digital book with the
swipe of a finger and create digital index
cards inside the book without leaving their
current page.

Authors of iBooks 2 textbooks will be able
to continually update their content.

http://www.eschoolnews.com/2012/01/19/
apple-unveils-interactive-textbooks-re-
vamped-itunes-u/

Changes at ACMA

There have been some personnel changes
within the Australian Communications
and Media Authority’(ACMA) Children’s
and Preschool program classification
space.

C and P applications will no longer be
assessed by Content Classification Section,
but instead by the ACMA’s Broadcasting
Standards Section.

Nada Rogichas returned to the ACMA after
12 months leave and will resume her role
as the key contact for C and P assessments
(working from within Broadcasting
Standards Section). her email address is
nada.rogic@acma.gov.au

The email address for sending application
materials is kids@acma.gov.au

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

ABC 1 (afternoons only)

The Wot Wots; Timmy Time; Grandpa in
my Pocket; Gawayn,; The Jungle Book;
Cornell and Bernie; Naturally Sadie;
Black Hole High; Jibber Jabber.

ABC 2

Octonauts; The Mr Men Show; Tracey
McBean; Bananas in Pyjamas; Zigby;
Playschool; Raa! Raa! The Noisy

Lion; Humf; Gaspard and Louisa; Little
Charley Bear; Sea Princesses; Pingu;
Florrie’s Dragons; LazyTown; Hana’s
Helpline; Wibbly Pig; In the Night
Garden.

ABC 3

Sumo Mouse; I.N.K.; Dex Hamilton: Alien
Entomologist; Blue Water High; The
Wannabes; Pixelface; The Jungle Book;
Mortified; Gasp!; CJ the DJ; Kid vs. Kat;
Prank Patrol.

SEVEN

Toybox; It's Academic; Saturday Disney;
Zeke’s Pad; Spit it Out.

NINE

Dora the Explorer; Pyramid; Dennis &
Gnasher; Wakkaville; Magical Tales.
TEN

Wurrawhy; Scope,; The Elephant
Princess; Toasted TV.

NICKELODEON

Winx; SpongeBob SquarePants; Max
and Ruby; Bubble Guppies; Team
Umizoomi; TU.F.F. Puppy; Big Time
Rush; Victorious; iCarly; Kung-Fu Panda;
House of Anubis.

DISNEY CHANNEL

Fish Hooks; Pair of Kings; Zeke and
Luther; Phineas and Ferb; I'm in the
Band; Sonny with a Chance; The Suite
Life on Deck; So Random; Shake it Up;
As the Bell Rings.




