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Let’s Talk About… 

•  The Issue 

•  The History 

•  Looking at Solutions 

•  Where do we go from here?  



Media Violence 

•  The Stats 

•  The Concern 

•  Food For Thought 



Kids and Media 

“In this century, the mass media have 

come to rival parents, school, and 

religion as the most influential 

institution in children's lives.”  
~ Media and Values Magazine 

 



Today’s children are media savvy: 

 

– Consumers, Creators and Distributors of content. 

 



Some Facts: 

• 86% have email accounts 

• 89% of grade 4 play on-line video games 

• 62% communicate by instant messaging  

• Daily instant messaging: 

– Grade 4- 23% 

– Grade 5- 43% 

– Grade 11- 86% 

 



Favourite web sites 

• 33% of the 50 favourite Web sites listed by 

kids incorporate material that is: 

–  violent 28 %  

–  highly sexualized 32% 

–  Kids in Grades 8 and 9 include these sites in 

their list of favourites most frequently. 

 

 
Media Awareness Network, Young Canadians in a Wired World – Phase II , 2005 

 



Grades 4-11 

• 20% of Grade 4 students access the Internet 

through their own personal computer  

• 43% of Grade 5 students and 86 percent of 

Grade 11 students use instant messaging daily  

• 28% of students download TV shows and movies 

from the Internet  

• 31% of Grade 11 students have a Webcam for 

personal use  

 
• Media Awareness Network, Young Canadians in a Wired World – Phase II , 2005 

 

 



Cyber Bullying 

• 34% in Grades 7 to 11 report being bullied, 

– 74% at school 

– 27% on-line 

 

 

• 59 % have assumed an on-line identity.  

– 17 % pretended to be someone else so “I can 

act mean to people and not get into trouble.”  

 
– Media Awareness Network,  

– Young Canadians in a Wired World – Phase II , 2005 



The Bottom Line 

• It is clear, that engagement with digital 

technologies is transforming learning, 

socializing and communication among 

youth who are able to access and use 

them.  

John Palfrey, Urs Gasser and Colin Maclay of the Berkman Center for 

Internet & Society, Harvard University and Gerrit Beger of UNICEF. 
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More Exposure to 

• All genres of media 

– Gender based violence 

– Racism, hate propaganda 

– Sensationalism 

– Adult, inappropriate content 

 

 

 



The Concern 

• Out of Control? 

• De-sensitization? 

• Erosion of Societal Values? 

• Primary Influencer? 

 



Food For Thought 

• Who is Responsible?  

• Who is listening? 

• Who Cares? 

 

 

 

 

 

 



Do Rules Exist? 

GENERATION M2 Media in the 

lives of 8-18 yr olds. A Kaiser 

Family Foundation Study, January 

2010 



Rules (Cont.) 

GENERATION M2 Media in the 

lives of 8-18 yr olds. A Kaiser 

Family Foundation Study, January 

2010 



The Jury is Out 

• “…exposure to media violence  

causes children to behave more  

aggressively and affects them as  

adults years later.” (Professor L. Rowell Huesmann,University of Michigan)  

 

• “The scientific evidence simply does not show that 
watching violence either produces violence in 
people, or desensitizes them to it."  

• (Jonathan Freedman, University of Toronto)  

 

 

 

• Media-Awareness Network 

 

 



Many Studies, Many Conclusions 

 “The lack of consensus about media effects reflects three grey areas”  

 

1. Media violence is hard to define and measure 
• Are cartoons violent?.  

2. Researchers disagree over relationship the data supports.  
• Is there a causal connection between violence and aggression? 

3. Even those who agree that there is a connection disagree 
about how the one effects the other.  

• Is agression psychological? physiological?A pre-existing condition? 
 
 

 

Andrea Martinez, University of Ottawa, 

 “Review of the scientific literature for the  

Canadian Radio-television and Telecommunications  

Commission (CRTC) in 1994.”  

 



The History  

• Violence a public policy issue by the 70s  

• Early 90s, (CRTC)-consultations on television violence with the 
broadcasting, cable and program production industries, 

• 1993, the Canadian Association of Broadcasters (CAB) strengthened 
voluntary code on violence in broadcasting.  

• CAB established the Canadian Broadcast Standards Council (CBSC), 
an industry self-regulatory body mandated to respond to complaints 
from the public about violence and other matters.  

 

 

 

 



History (continued) 

• 1994 V-chip 

• 1997 classification system, using on-screen, age-related 
icons  

• Industry codes and a public education initiative –  

• All remain in place today.  

• CBSC reviews and adjudicates complaints  

• Voluntary industry codes remains a condition  

 of CRTC licensing.  

 

 



Our Regulatory System 

 
• CBSC- non‐governmental, self‐regulatory organization which 

administers standards established by Canada’s private broadcasters.  

• CBSC administers the Violence Code, which includes:  

– a prohibition on airing programs that are gratuitously violent or 
programs that glamorize violence;  

– establishes a “watershed hour’’ of 9:00 p.m. after which only 
violence suitable for adults can be aired;  

– a program classification system.  

• CBSC also accepts consumers’ complaints regarding violations by 
broadcasters of the Violence Code (www.csbsc.ca)  

 

 



Canadian Broadcast Standards Council 
http://www.ccnr.ca/english/codes/violence.php 

• CAB Violence Code 
– Content 

– Children's Programming 

– Scheduling 

– Classification System 

– Viewer Advisories 

– News & Public Affairs Programming 

– Violence Against Women 

– Violence Against Specific Groups 

– Violence Against Animals 

– Violence In Sports Programming 

http://www.ccnr.ca/english/index.php
http://www.ccnr.ca/english/index.php
http://www.ccnr.ca/english/index.php


CRTC Recommendation 

• 1999 CRTC rejected a strategy of regulating content on 
the Internet and endorsed the approach to foster critical 
use of all media.   

• The CRTC recognized that, in the hands of new media 
users, "awareness and knowledge can be a powerful tool.“ 

 

• The V-chip, classification systems and regulatory 
systems = 25% of the solution to media violence.  

• Media literacy= 75% 

 Keith Spicer, former Chair, CRC 



So what can we do?  

 “Pediatricians and other child health care providers can 

advocate for a safer media environment for children by 

encouraging media literacy, more thoughtful and proactive 

use of media by children and their parents, more 

responsible portrayal of violence by media producers, and 

more useful and effective media ratings.”  

 
 
 

 

 

Published online November 1, 2009 

American Academy of Pediatrics, PEDIATRICS Vol. 124  

No. 5 November 2009, pp. 1495-1503 (doi:10.1542/peds.2009-2146)  

 



Education:  
Media Literacy - Putting The Pieces Together 
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deconstruct 

analyze 

reconstruct evaluate 

Understand, interpret, ask questions 



Media Literacy 

• Media literacy isn't about having the right answers—it's 

about asking the right questions. The result is lifelong 

empowerment of the learner and citizen. 



Public Service Message:   

House Hippo 
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Why Teach it? 

• “If you can’t reach them, you can’t teach them!” 

 

Technology can: 

• Educate, empower and promote positive decision-

making 

• Act as a spring board for discussion on values, 

empathy and tolerance 

• Encourage critical thinking skills 

 

 

 



A Scenario 

The Busy Street 

 



Three Choices 

• The Ostrich 

 

 

 

 

 

The Fatalist 

The Catalyst 



Teach Don’t Protect 



 

 

Where can we go to for current, research-

based and reliable support? 

 

 



Concerned Children’s Advertisers 

• Not-for profit organization: 

– Government 

– Industry 

– NGO’s 

– Advertising Agencies 

– Broadcasters 

– Issue experts 

– Educators, Parents and Care-givers 

 



Our Members 
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Concerned Children’s Advertisers 

Partners 

• Our Partners: 

 



Concerned Children’s Advertisers 

What We 

Do: 

CCA MANDATE: 
• To contribute to the health and media literacy of 

Canadian children through innovative and effective 

social marketing and education programs and to 

promote ethics and responsibility in advertising to 

children. 

CCA OBJECTIVE: 
• To create a focused and collective approach to 

addressing media, social and health issues that 

affect children in Canada. 



Concerned Children’s Advertisers 

• 21 Year History: 
– Substance abuse prevention 

– Child Abuse Prevention 

– Self Esteem 

– Healthy, Active Living 

– Bullying 

– Media Literacy 

 

• Let’s take a look… 



CCA’s Bullying Trilogy 

• Walk Away 

• Words Hurt 

• Tell Someone 
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Our Campaigns Include… 

Social Marketing 

• National multi-lingual child-directed PSAs 

• Print, online, out-of-home  

 

Audiences 

• Primary Audience: Children ages 6 to 12 

• Secondary Audience: Parents, educators, 
influencers, and childcare and health care 
workers as key stakeholders/gatekeepers to 
Canadian children.  

38 



Our Campaigns Include… 

Education 

• Curriculum (K-8) aligned to provincial guidelines, nationally 
– Health, physical education, language, media literacy, science  

• Parent/Community Component  
– Tips, tools and strategies 

 

Audience 

• Educators, Parents, Health Care Providers, Child Care Organizations, Pre-
service teachers  

 

Delivery 

• Education microsite 
– Free downloadable lesson plans/parent program  

– Interactive games and activities for kids 

• Keynotes, workshops, training sessions  

• Partner Support   
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Long Live Kids Initiative 

• A partnership that brings together industry, issue 
experts, NGOs, advertisers, broadcasters, 
education, parents and government. 

 

• Encourages kids to make positive behavioural 
changes through:  
– Healthier eating; 

– Increased physical activity; and 

– Improved media literacy:  
 
Eat smart, move more and be media wise. 
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Long Live Kids III 

• CCA partnered with Canada’s 

foremost issue expert on media 

literacy, Media Awareness 

Network (MNet) 

• “Media Monkey” empowers 

young people to make safe, 

balanced and healthy choices 

that are right for them and 

opens the door for meaningful 

discussion about media, health 

and planning for healthy 

futures. 



Campaign Objective 

• To encourage kids to develop the 

confidence to make healthier choices when 

faced with compelling messages from the 

media. 
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Public Service Message:   

Media Monkey 
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Public Service Messages:   

Cultural Marketing 
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http://www.fairchildtv.com/


New Education Tool 

• In 2010, to coincide 
with and complement 
the Media Monkey 
campaign, CCA 
launched a microsite 
that houses: 
– Curriculum for teachers 

– Interactive activities for 
use in class or at home 

– Tips, tools and 
strategies for parents 

www.longlivekids.ca/play 
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http://www.longlivekids.ca/play


CCA’s new Educational Micro-site 
www.longlivekids.ca/play 

http://www.longlivekids.ca/play


Long Live Kids:  

Media Literacy Educators 
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www.longlivekids.ca/play 

http://www.longlivekids.ca/play


Parents & Community 

www.longlivekids.ca/play 

http://www.longlivekids.ca/play


What Can we do? 

• Connect  
– Ask questions 

– Express interest 

• Co-learn 
– Explore together 

– Push the envelope 

• Communicate 
– Discuss safety, values, impact, balance, usage 

• Contribute 
– Set reasonable limits 

– Monitor regularly 



What Role do You Play? 

• Educators 

– Embrace Technology as a teaching tool 

– Co-learn with your students 

– Teach empathy, tolerance, the power of choice 

– Explore present regulations, codes and 

guidelines 

– Discuss and reward creative thinking 

– Empower CHANGE! 



Roles (cont.) 

• As Parents and Care-givers 

– Ask questions 

– Co-learn 

– Communicate 

– Set limits 

– Encourage kids as change agents 

– Model empathy, kindness and family values 

– Be aware of danger signals 



So, what’s Next? 

• Work in Progress 

– More research into health and media habits of 

young people 

– Exploring the importance of mental health AND 

STRESS 

• No ‘instant’ cure 

• Parent’s and Educators hold the keys 

 

 



Education:   

Critical Thinking = Smart Choices 
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Education:   

Long lasting Implications 
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Collaborative Approach 
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