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Thank you for including me in the recent Leadership Conference on Youth Drug Use
and Violence. The gathering was very productive, and I share your optimism that real
solutions to these enormous problems can be achieved.

As we discussed briefly at the Conference, the National Cable Television Association
has been actively working to lessen the impact of TV violence, and all forms of media,
on children. The Family and Community Critical Viewing Project, which is sponsored
jointly by NCTA, the National Parent Teacher Association and Cable in the Classroom,
is designed to give parents better control and to influence television viewing where it
matters most -- in the home. This very popular program recognizes the need for
parents and teachers to have effective tools and information to not only address
concerns about TV programming including TV violence, but also to turn television
viewing, and the use of all media, into a positive educational experience for children
and families. Local PTA leaders and cable companies nationwide are combining their
knowledge and resources to conduct, as a community service, workshops that help
families make better choices in the TV programs they watch, and to improve the way
they watch those programs. To date, more than 1,200 participants have attending
project training across the country; the 1996 training schedule covers 19 states.

I'have included more detailed information on how the cable-PTA critical viewing
partnership works. I would welcome your comments and questions and hope you will
feel free to get in touch with me about this or other subjects of mutual interest and
concern.

Sincerely,

7



EXECUTTIVE OFFICE OF THE PRESIDENT

15-Jul-1996 05:24pm

TO: BROSTROM M

FROM: CN=Skila S. Harris/O=0VP

CC: CN=Gregory C. Simon/0=0VP

SUBJECT: Re: Family & Community Critical Viewing Project

Message Creation Date was at 15-JUL-1996 17:22:00

The PTA will be invited to the July 29th meeting and their representative
usually talks about the project. The PTA also has been included in every other
media-related meeting that included advocates. Mrs. Clinton's talks about the
project in many of her speeches and she used it as an example of positive
efiforts in her book.

You might find out if they are thinking about changing the workshop when the
rating come out (around the end of the year or earlier). If they are, Carol
could attend one of the first workshops where the new system is incorporated.

BROSTROM M @ Al
07/15/96 04:36 PM

To: Skila S. Harris/OVP
cc:
Subject: Family & Community Critical Viewing Project

After the Drug Conf this spring, Torie Clarke sent Carol
information on the Family and Community Critical Viewing Project
(as you probably know, a joint project between NCTA, the Nat'l
PTA, and Cable in the Classroom, designed to give parents and
teachers tools for addressing concerns about TV prgramming, but
also to turn television viewing into a postive educational
experience. )

Carol was interested in following up if there was a venue. Any
ideas? '

If we planned something (e.g. a visit to a workshop), how would it
fit in with other things that are going on (e.g. a second
broadcaster's meeting? any media literacy efforts? when are the
V-chip ratings expected?...)

brainstorming...

thanks much
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FAMILY & COMMUNITY
CRITICAL VIEWING PROJECT

Cox Workshop (W)

1996 Schedule
January 16 San Juan Capistrano, CA
January 18 Chicago, IL
January 27 Columbia, MD
February 1 Akron, OH
February 6 Flatwood, WV
February 12 Lake Tahoe, NV
February 23 Indianapolis, IN
March 7 Pompano Beach, FL
March 9 Alexandria, VA
March 21 Collinsville, IL
March 22 Moline, IL
March 23 Springfield, IL
March 23 Seattle, WA
March 24 Burr Ridge, IL
March 30 Paducah, KY
April 10 Pocatello, ID
April 18 Long Island, NY
April 19 Long Island, NY
April 24 Columbus, OH
April 27 Richmond, VA
April 30 Los Angeles, CA
May 3 Ascutney, VT
May 3 Charlotte, NC
May 7 Waterbury, CT
May 16 Buffalo, NY
May 18 St. Cloud, MN
May 22 Raleigh-Durham, NC
June 22 Washington, DC
July 12 Austin, TX
July 25 Tarpon Springs, FL
August 10 Denver, CO
August 13 Johnstown, PA

Regional Training (R)
Regional Training (R)
Regional Training (R)
Regional Training (R)
Regional Training (R)
PTA Board Meeting (R)
Continental Workshop (W)
Jones Workshop (W)
Regional Training (R)
Regional Training (R)
Regional Training (R)
Regional Training (R)
Regional Training (R)
Comcast Workshop (W)
PTA State Convention (R)
TCI Workshop (W)
Regional Training (R)
Regional Training (R)
PTA Board of Managers (R)
NCTA Convention (W)
PTA State Convention (R)
PTA State Convention (R)
PTA State Convention (R)
Regional Training (R)
Regional Training (R)
CTAM Meeting (R)

PTA National Convention (T)
PTA Leadership Mtg (R)
Regional Truining (R)
PTA State Service Team Meeting (R)
Regional Training (R)

1724 Massachusetts Avenue, N.W. © Washington, DC 20036-1969 = (202) 775-3629 © FAX: (202) 775-3675  INTERNET: hitp//www.widmeyer.com/tv/viewing/tips.htm



W = (workshop) "Taking Charge of Your TV — A Critical Viewing Workshop for
Parents and Teachers™ is a one to two hour session to teach critical viewing skills.

T = (presenter training) "How to Give a Critical Viewing Workshop —~ Training for
Presenters” is a three hour or longer session to train PTA & cable partnership teams
to become presenters and give workshops to others in their community.

R = (regional training) "How to Give a Critical Viewing Workshop - Training for
Presenters” is a five to eight hour training for PTA and cable partners on how to give
workshops. The content of these sessions is the same as the information covered in
the "presenter training,” with additional time spent on role playing, practice
presentations, and the finer points of facilitating groups.




PARTNERSHIP OVERVIEW

The National Cable Television Association (NCTA) and the cable industry's educational
initiative Cable in the Classroom, have joined in a partnership with the National Parent
Teacher Association to launch a program to help families make better choices in the TV
programs they watch and to improve the way they watch those programs.

The program is called the Family and Community Critical Viewing Project and its goal is to
partner and train together local cable television operators and local PTA leaders in the skills
of critical viewing. In tumn, these PTA/cable "teams" will offer local workshops on media
literacy and critical viewing skills to parents and teachers in their own communities.

The National PTA will facilitate opportunities for training of PTA/cable teams by including
the training sessions at many state and regional PTA conventions and meetings.
Additionally, the cable industry will sponsor workshops and training sessions throughout
the country. Working in partnership with the cable industry and its local systems, the
National PTA, with its grassroots constituency, gives the critical viewing message the
broadest possible reach nationwide.

In a hands-on, participatory approach the critical viewing workshops teach such techniques
as:

— How to set rules for television viewing and how to stick to those rules.

- How to recognize the ways in which television can be used to manipulate viewers.

- How to talk to children about violence on television.

— How to turn what we see on television into positive and educational family discussions.

The critical viewing training sessions are being offered to PTA /cable teams as part of an on-
going NCTA project, the Cable Industry Public Affairs Training Program, administered by
the Cable Telecommunications Association (CATA).

In 1994, the NCTA and Cable in the Classroom launched Voices Against Violence, a successful
effort to help train educators to teach critical viewing skills to students. The National PTA,
among other national education organizations, was a strong supporter of the project and
from its success this new partnership was born.

The PTA is the nation’s largest volunteer child advocacy organization, with nearly seven
million members, committed to uniting the home, school and community in promoting the
education, health and welfare of children and families. The national PTA has addressed the
issue of violence on television since the 1970s. PTA leaders have been involved in both
community programs and in the legislative arena.

Cable in the Classroom is the cable industry's $400 million public service initiative to enrich
education through the resources of the cable industry. Created in 1989, Cable in the
Classroom now serves 75,000 schools, reaching over 38 million students with commercial-
free educational programming at no cost to the schools.

The NCTA represents cable systems serving more than 80 percent of the nation's 60 million
cable subscribers. NCTA also represents more than 60 cable programmers as well as
hardware suppliers and providers of other services to the industry.



—_——

-

THE FERTILITY BUSINESS - FAMILY © CAVS TROUNCE SUNS - SPORTS

THE

FALER

OHIOS LARGEST NEWSPAPER  35¢ T
- = o

e aa ———ee,em—— e ———

PTA leaders get

Page B1

PLAIN D

CLEVELAND. SATURDAY. FEBRUARY 3. 1996

‘media literacy’ t

By ABE ZAIDAN

PLAIN DEALER RZPORTIA

AKRON — The question on the

‘large flip pad asked: “Is slapstick

violence harmful to children, or is
there nothing really harmful
about slapstick violence?”

Rather than seeking a consen-
sus from _the dozens of guests

seated in the large room at the
Akron West Hilton Inn on Thurs-
day, conference leaders were
posing the kinds of challenges
that face parents and children
whenever somebody turns on a
television set.

The daylong *““The Family and
Community Critical Viewing
Project” drew PTA leaders from

- a dozen Ohio cities. They, in turn,

will conduct similar workshops
around the state.

Such efforts to help adults un-
derstand the effects of what they
and their children see on TV
spring from something called
“media literacy.” And the con-
cern over those often-misunder-
stood or ignored_ effects has

united the national cable industry
and PTA in the project.

“About 60 percent of the infor-
mation that children receive
comes from television,” said Su-
san Fairweather of Warner Cable
of Akron, sponsor of the regional
workshop here. “Because of that,
there is a need to learn critical
viewing skills and analytical
skills to interpret the message
and the point of view that all of
our children are receiving. ‘They
need to distinguish the real from
the unreal.”

Fairweather said the workshop
was strictly a training session to
prepare the PTA leaders to
promote media literacy within

i metowns.
their own hometow e AKSHOP/6-B

“We’re not teaching a point of
view or telling parents what to
watch,” she said. “We're not an
advocate, pro or con, of any kind

. of programming.”

She and Liz Laszlo, of the Na-
tional Cable Television Associa-
tion, stressed the importance of
having parents take a stronger in-
terest in what their children are
viewing. '

Since the project was started in
1994, Laszlo said, more than 1,000
PTA leaders have been trained to

conduct media literacy work-

shops.

Ohio PTA President Pat Whit-

ten of Solon, who attended Thurs-
day’s workshop, said she was con-
cerned that children were seeing
so much violence on TV that
“they are becoming desensitized
to violence. -

“There are a lot of parents who

"feel uncomfortable about what

their children are viewing, and
yet they don’t communicate their
concern to children because they
don’t know how to.”

The workshops will help par-
ents deliver that message to their
children, she said.

“We're trying to make parents
understand that they can control
the TV sets in their homes,” Whit-
ten said. “There are on and off
buttons.”

raining -
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Seminar examines television violence

By Tim Willis
Bonanza Stuff Writer

Keeping childien away from tcle-
vision violence isn’t as casy as sim-
ply torhidding children to watch all
R-rated movies.

For example, parents may not
allow their children watch violent
programs at night, but that docsn’t

meet they won't see a commercial.

promoting those same programs
during family viewing hours, com-
“plete with scenes parents find objec-
tonable.

Violent lare. in onc shape or
another, is found across the televi-
sion spectrum, cxperts pointed out
during a cable industry conference
Monday ar the Hyatt Regency Lake
Tahoe.

"Violence can take many forms,”
said Thomas C. Leonhardt, a train-
ing adviser with the cable televi-
sion industry’s Public Aff:nrs
Training Program.

About 20 people, moslly cable
operators from Nevada, attended the
media violence seminar, sponsored
by the National Cable Television
+ Association, Cable in the Classroom

vand the National Parent Teacher

:Association. It's part of a nation-
wide effort to teach critical viewing

skills to local cable operators, who

- are then asked to help spread the

word in their own communitics.

Violencc is an cusy way to'solve ;

the dramatic‘conflicts presented in
television shows and doesn't require

good actors, Leonhardt said. The -

“usc of violence is a particularly
cllective selling point for tclevision
producers with an cye on the cxport
mauket, he added.

Children's programming oflen

promotes violence as un acceptable

fonn of behavior, he said, and there
is morc mayhem on’daytime car-
toons lhan on cvemn;, program-
ming. =+ o

Situation comcdlcs and other

humorous programs may not be as
innocuous as they scem either,
experts warn. Characters get hurt,

but never permancntly, in the slap-

stick of the Three Stoges and othier
programs, Icaving afalse impression

that violence is harmless, partici-

pants in the ualmng session noted.

. Participants in Monday's work-

+ shop watched clips from a varicty of
" television programuning, including
comedy shows in which panicipants
are injured for. laughs. Exainples
ranged from the Simpsons o
Scinfcld to America’s/ Fypniest

. See TV violence, page 12A. g
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Accordlng to the cable television industry, the family television set ls
on for an average of 60 hours a week in American homes.
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Using the ‘boob tube’ to educaté¢ chlldren

By Tim Willis
Bonanza Staff Writer

U.S. children aged 6 1o 17 rank watching tele-

vision as their top after-school activity and nearly-

half have a TV set in their. room, according to
statistics provided by the cable television industry.
The problem, experts warn, is that many of

these youngstcn are w1lch|ng mnppropdale pro-
grams that stifle their creativity and warp their
sensc of values. .

They add that it doesn’ thavc to bc that way

The Family and Community Critical Viewing
Pro;ecl. a partnership of the National Parent
. Teachers Association, Cable in the Classroom and

the National Cable Television Association, notes

that parents can actually’ use the ‘.tboob_tpbc"f_lo .

enhance Icammg
“What we are trying to do i is help people make
better choices about what programs they watch

..and how they watch them,” said Elizabeth A.

Laszlo, director of public affairs for the National
Cable Television Association. “It is just helping
people become better and wiscr consbmers of -

_ See Smar| viewing, page, 12A

- - . .-

Smart viewing

Continued from page 1
TV

The Critical Viewing Projccl rec-.

ommends the following for impres-
sionable preschool and clementary
school viewers:

* Ask questions about the pro-
grams. Even if you only see a few
minutes ol the program, show an
interest about what they think of it.

* Play real or muke believe. Are
the characters real? How were spe-
cial elfects pedonned?

* Let programs Iead to other activ-
ities, such as drawing pictures of

e e e e

PAGE 12A - NORTH LAKE TAHOE BONANZA, WEDNESDAY, FEBRUARY 14, 1996 o

whales seen in o documentary.

* Videotape your own (elevision
show., _

* During program brcaks, ask
children what they think will happen
next. 1 )

As youngsters inove on to middle

‘school and high school, the group -

suggests looking for conncctions (o 1
books. If a youngster's favorite film
is based on a novel, have him or her '
read it. Or have them visit a library
to learn more about a tbpic raised on
a favorite program.

The Critical Vu,wmg Projectyalso
suggests the following:; !

* Keep an atlas near the TV and
locate various places mentioned in :

"

——— o——— L e

TV programs. :
 Discuss points of view offered
in movics and news reports and how

it might have been different if anoth-

er person told the story.

Experts wam it is critical for par-
ents to gct involved with family, tele-
vision viewing. Yet many pdrcnls
are nol monitoring’ or regulating
what their youngsters watch. Some!
25 percent of parents claim no
restrictions on TV viewing at home,
according to the group.

“We want to give parents jdeas to
make television intentional,” said
Thomas Leonhardt, a consultant for
the cable industry’s Public Affairs -
Teaining Program,




TV violence

Continued from page 1

Home Vidcos. The shows offered
what Leonhardt called “funny vio-
lence.”

Even turning off the TV won't
svlve the whole problem. Somc of
the most violent programming is
found not on television but on coms-
puter video games, Leonhardt said.

Exposure to such things desensi-
tizes children, Leonhardt said, so
purents need to find a way 1o re-sen-
sttize them, While pointing out the
mayhem found in the modern
mcdia, he and other consultants

[ . | .
stressed it is the parcnts’ job to

.determine what is or is not appropri-

ate for their families. ,
“What we want parents to do is
ink about where they are going to

draw the line in .the sand,”

Leonhardt said. “Think about what

-is an acceplable level of violence

you will allow,”

Aside from television violence,
participants were wamed about the
commercial nature of prograns.
After viewing clips of such commer-
cials, participants noted that to sell
products to youngsters, advertisers
use older children as role.models,
They even exploit sex appeal, albeit
not so blatantly as in advertising

R

directed at adults. The project advis-

s parents (o Lk about such adver-
tising with their young ones. Ask
them why they think the commer-
cials were aired during cartoons and
why their favorite sports hero is try-
ing to scll them certain products,
éxpcns suggest.

The bottom line, trainers and par-
ticipants said, is that parents should
talk with their children about the
programs they watch—even while
they are watching them. Participants
also argued that parents should not
be afraid to offer children their opin-
ions of certain programs and to
maintain control over their young-
sters’ TV viewing.

PN
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Parents, TV
'S up.to you

Workshop ‘says chall enge.

$ 10 teach critical viewing
By SHEILA: TOOMEY ' )
Cily News reponer * -

Seems like it shouid .be as easy as
Pushing .a ‘button oy pulling a plug, but
Ainerican ‘parents apparently ha
ble controlling what their children

t_olcvi.sicn.-.--.--,'
- So much so that the National PTA and
thn cable industry have Paired up to rup
T e of Yo:r 'l'\?.';t'I by

o to onme stu ect,

7S parctos of paaey 23 the subject

{rom wa A.pPro=
& the parent tound..otzenntc%:.‘ e
- "I. _hm Parents say they don't feeal

warkshops areund the "country called.
aking )

ANCHORAGE. ALASKA, SATURDAY NOVEMSER 11 1 99s

PRCE 30 CenTy

TV: Responsibility belongs to parents

[ Continued from Page E-f 1l

powered to turn it off." said Betsy
'I":;-nu-Bam'o! Ester, president of the
Fairbanics Council of PTAs.

*l {rankly don't get it."”

Bogren was ome of about 35
parents aad cable employees from around
the 'state who showed up for an all-day
workshop Friday at the Regal Alaskan
penard.

S
Ko;d visi in tde Turner-Bogren hame
gets turned off at 6:30 p.m., after the iocal
naws,' and doesn't get: tuned on-again
uatil aftar ber children are in bed, “Over
my husband’'s protests,” she said. It's
mmly ‘nm.:i"-l'

Alma Greinier. an accountant and par.
ent {rom Pstersburg, also doesn't have a
problem :with her kids picking up bad
values violence from

or.
sion. You ecan’t
burg without

telewi- . -

Segment of an allegedly reallife pall
drama. “"How thoughtful of her."
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TELEVISION VIOLENCE

Parents get help making viewin

Family viewing-tips - .- USRS
Parents can do a lot to reduce the amount of

By Kenn Marshall

Patot-News

When 2 hand grenade ex-
plodes before Wile E. Coyote can
lob it at the Road Runner, it's
1 1y. But it's also violent.

When Sylvester Stallone as
Rambo causes a helicopter to
Crash into an enormous fireball,

anyone really think about
what the pilot felt .as he was
plunging to his death?

Of course, most older viewers

' no one really died in the
movie scene. It wasn't real

But what about the kids?
Whar do they think?

parents say they are
concerned about the amount of
violence their children see on
sion, but few do anything
: it, according to a recent
of moms and dads. Only a
percentage ever take even

the simpiest step: turn it off.

The cabie television industry

the National Parent Teacher
Association have joined forces to

parents maks choices about
what programs their kids should
be allowed to watch and how
they shouid watch them.

“] think a lot of parents are
uncomfortable with what they see
an television bur don't know what
to do about it.” said cable indus-
Oy representative Jim McCatfery
yesterday at a semunar attended
by locai cabie television officiais

members of the Pennsyivania
PTA’s d of direcrors.

The nearly two dozen partici-

pants were being trained to con-
duct worksnops on television
viewing, designed to help both
parents and children become
more crifical television viewers.

Children of different ages
view graphic scenes of violence
differently, McCaffery said. Young
children may be frightened while
older ldds acrually may be excited
by a 30-second commercial for
the same lare-night TV show that
likely will inciude some violent
scenes.

The joint effort between the
cable industry and PTA “isn't
about telling people what to
watch and what not to watch,”
said workshop trainer Francine
Lanar. “It's about gerting families

way conilic:s are resoived. Ask
them how the victim of violence
reaily would feel. Ask them how
they wouid feel if someone they
knew were reated thar way.
And, of course, don't forget
how to use the onvotf switch.
There is little doubt that at
least some violence on television
— whatever its impact — will

aren't real.

your child.

another adult watching.

“channel surf.”

yourself, then decida.

® Relate situations on televi
Television characters routin
problems, but such is rarely the casa in real Iife,

# Question what you see and hear, and discuss it with

®°Ask your child if violence
cartoons. Remind tham that
head with a piano or falls o
seriously hurt, or even killed.
violencs is funny in cartoons,
® Pay attention to what your young child sees you or

choices

i Tte..

violence their children are exposed to on television.
Besides tumning oft inapproprate shows, parents can:

® Keep reminding children that most television shows

sion to real experiences.
ely find simple solutions to

is ever funny, as in

it a person gets hit on the
ft a cliff, he or she will be
Ask your child why

but not in real life.

® Plan your television viewing. Have children ask
permission to watch a specific show rather than just to

® it you aren't sure whether a television show would

be appropriate for your child, tape it and watch it by

continue.

*“We've known for a long time
that parenss have been complain-
ing about violence on television,”
said state PTA President Jeanne
Stefanac. “! don't know if thac
will ever go away. [ aiso don't
know where eise you can learn so
much, in 3o little hme, at such a
low cost. So it has value too.”

Participants in yesterday’s
worksnop were taught to run the

same type of training seasi
for local PTAs and other organ-
zations interested in the subject
said Stefanac. She said she hope
representaves from all 589 local
units i the state will rake acvan
tage of the program, now in &g
second year.

Cable in the Classroom, and
other independent orgamzauocn

.invoived with cable teievision, al-

so is iovoived in the “Takizg
Charge of Your TV™ program. .
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Workshop focuses on TV violence

Group gives critical viewing tips for parents, children
VIEWING TIPS

By Marcus Holland

S_lvmmh News-Press

A nationwide effort is building to
take control of TV violence where it
matters most — in the home.

The issue was showcased in a
workshop at the 81st annual conven-
tion of the Georgia Congress of Par-
ents and Teachers Saturday at the
Hyatt Regency Savannah.

The National Cable Television
Association, the National PTA and
Cable in the Classroom have joined
forces to teach critical viewing skills
to parents, teachers and children.

*‘Instead of bashing each other —

the PTAs and television industry —
we've decided to work together.”
said Janice West of Stone Mountain,
the outgoing president of the state
PTA. “It's a good partnership. We
want to ge! parents more involved
on what their children are watching
and to give them alternauves to
™"

The presentation started with
violent scenes from popular TV
shows — people being shot by auto-
matic weapons and cars blowing up,
mixed with foul language.

That portion of the morning
workshop. ‘‘Taking Charge of Your
TV." taught critical viewing skills
for parents. who can use them to de-
cide what is appropriate for family
viewing.

The cable industry is committed
to providing families with choices
about what they watch on TV. Na-
tional Cable Television Association
president Decker Anstrom said.

“This partnership with the PTA
will help families look at TV as care-
fully as they iook at food labels —
and that will mean healthier. smart-
er kids.” Anstrom said prior to the
convention here.

The national program actually
kicked off in Dallas. Texas. in Octo-
ber 1994. It is being taught through a

Points to remember when
watching television:

B TV programs and their mes-
sages are created !0 achieve
specific results. )

® Each person interprets pro-
grams and messages differently.
Parenis need 1o recognize thai
children receive and interpret
messages differently at ditferent
ages. Parents are responsibie for
guiding and directing the mean-
ings their chikdren make from in-
terpreting TV's messages. Talk
openly with them and what
they've just viewed.

® Television violence takes
many forms, realistic and unreal-
istic, justified and unjustified, hu-
morous, irrelevant, evil, thrilling,
sexy.

® Al TV programs have an
underlying economic purpose.

® Make TV viewing a con-
scious. planned-tor actvity. Chil-

dren should ask permission o
watch TV, remnforcing the idea
that they watch specific shows.
Establish family guidelines for se-
lecting programs and choose pro-
grams together. Set limits on how
much TV your {amily watches.

8 Make TV viewing a way to
stimulate discussion. Let your
chilkdren hear your vaiues in a
non-threatening way.

B Use TV 1o teach. When a

topic on TV sparks your child's in-
lerest, get to the library or muse-
um and expilore the subject fur-
‘ther.
Source: “Takng Charge of Your TV: A
gude 10 Cracal Viewng for Paremis ang
Chuigren” irom matenal by Renes Hobbs,
Associate projessor at Babson College and
Dwector of ;e inshule on Media Educaton
At Harvard Unwersity: and  Elzabeh
Thoman, founcer and Executve Dwecter of
the Center tor Meda Uteracy in Los An-
peles, Calif.

series of training sessions and work-
shops across the nation.

The three-day convention that be-
gan Friday will end today.

One hundred peopie packed the
room for the workshop on TV vio-
lence workshop, said West. adding
that they had expected 25 people.
These attending were trained *‘and
will be able to outreach to thou-
sands™ when they go home, West
said.

*“Parents are in the best position
to help children make solid decisions
on what to view. to know that every-
thing on TV is not real.”” said Eileen
Faucette. the parent of a 14-vear-old
Richmond County middle school stu-
dent.

“I'm excited about the partner-

ship.” she said. and found the work-
shop helpful.

TV violence distresses Faucette.

““Actually. we tend to watch very
little TV."” she said. “We read a lot
and play games. But I do let Tina
watch TV shows from a list that I've
made. | have the uitimate veto pow-
er."”

Faucette also enjoyed advocacy
traimning that was part of two morn- .
ing workshops. .

"Parents must learn to be more
effective ... be an advocate on -
things that affect their children,"”
she said. “They should be 1nvoived
in decision-making and promote the -
needs of their children.

Larry Peterson. president of Ca-
blevision of Savannah. praised the -
national program.

"It will help curb violence and
teach parents how to select what
their children should watch ™ he
said. “The way TV commercials are
presented to children will aiso be ef-
fected."
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 Workshop urges
‘viewing TV with
‘acriticaleye

By Noel Holston
Staff Writer

The teaser ad for the CBS-TV movie “Terror in the
Night” showed a couple’s idyllic camping trip wrecked
by the sudden appearance of an armed ¢ who takes
them hostage. It takes only a minute for staccato
editing. nerve-rattling music and overheated narration
to plant a mini-nightmare of sadism, rape and murder
in viewers’ heads. . '

When the cprt:mo ended, this question was put to about
60 Twin Cities teachers. PTA members and cable-TV
employees attending a critical-viewing workshop Tues-
day called “Taking Charge of Your TV™:

What would you do if that promo came on while you
were watching TV with your children?

Responses varied.
B Click off the set. Immediately.

W Steal a glance at your kids and see how they're
reacting. If they don't appear upset, let it go.

8 If your child is scared, let him or her know it's all
right. Let the child know that you were scared, too, and
thft thcdbclehavior depicted isn’t to be taken lightly. Be a
role model.

Workshop continued on page 4B



‘Workshop / Aim s to foster discussion about TV

Conﬂﬁﬂ from pege IB

® Call the station or cable company
and complain. Take action. Again,
be a role maded.

There are no right oc wrong an-
swers, waorkshop preseater Joni Her-
man assured the group. The goal is
to get parents and childrea talking
— and thinking.

“Taking Charge of Your TV is a
joint praject of the national PTA,
the National Cable Television Asso-
ciation and Cable in the Classroom,
which put on Tuesday's warkshop
at Milancapolis’ Shergton Metro-
dome Hotel with the assistance of
local cable organizations.

The purpase of the workshop was
training. Those who taok part
agreed (0 conduct similar work-
shops in their schools and commu-
nities, using the same workbooks
and videotapes employed Tuesday.

Afler a morning of discussion, par-
ticipants broke into smaller groups
(o practice being work present-
ers. They will have guideline books
when they lead sessions, but they
were encouraged to be flexible, to
listen and to improvise.

ways to take the mystery out of TV.

rienced.

Ideas to foster critical viewing

Count the number of imes the camera angle changes in a video, or
listen to when a laugh track is added 1o a sitcom. These are revealing

Qmummdmmmdhmmwmhumm&:{
children. Express opinions about story lines and characters. -
lenge or support the ideas presented.

Sensitire your children to TV viclence by asking how the vicim
might feel. It your child is old enough, talk about real-iife encounters
with violence that you or other membars of your tamily have expe-

When your children see their favorite sports hero teling them o try a
product, ask tham if they think the star really uses the product, or just
got pald to say thosa things.

i you have access to a video camera, encourage children to make
-thelr own TV shows.

and Childson”

Source: "Taking Charge of Your TV: A Guide to Critical Viewing for Parents

“Whatever you bring 1o il is all right
as long as you have the skills to get
ople talking and interacting,” said
obbi Kamil, executive director of
Cable in the Classroom, a cable-
supported organization that works
1o increase awareness of educational
programs and to provide teachers
with curriculum-related materials.

Why would the cable industry sup-
port a workshop that could lead 1o
reduced viewing?

Kamil said she doesn’t believe that
people are likely to watch any less
television, but that they may choose
difterent programs. :

The cri(icnl-ﬁcwing workshop

makes four major points:

@ All TV programs are created or
constructed to achieve specific re-
sults. For example, participapts
were shown clips of “reality” shows,
such as “Cops” or “Rescue 911,”
and asked to analyze how the view-
er’'s responges are manipulated by
editing, lighting, music and other
aspects. :

@ Each viewer interprets programs
differently. Participants were asked
to role-play after the “Terror in the
Night" clip and imagine how view-
ers of different ages, from pre-
schoolers to parents, would react to
the violence.

B Video violence takes many forms.
Afier being shown a montage of
violent sight gags from the film
“Home Alone,” participants were
asked to debate the harm or lack
thereof of slapstick mayhem.

@ All TV programs have an uades-
lying economic purpose. Partici-
pants discussed a reei of kid-target-
ed commercials that did everything
from exaggerate the size of toys to
imply that a certain brand of gum or
cereal would cure loneliness.
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EXCERPT FROM “IT TAKES A VILLAGE”
BY HILLARY RODHAM CLINTON

g MILLARY ZODHAM CLINTON

playing oumide. so they regulatec owr viewing houss
striciv. Bill and I reswriczed both e amount aac the
kind of teievision Chelsea watched s 2 child. and even
aow we check s from time 0 e oa her TV 2ad
mowvie waiching. Parents are beginning to come up wich
other ways of defeading themseives and their children
from the excessive influence of television. They may
evencually get sorze help from tec.'nnoiog?', such as the
V-chip included in proposed telecommunicatons legis-
ladon. The V-cktip is 2 computer chip witd which parens
could block television programs designated as coneziaing
material unsuitabic for children. Making the technology
availabie is only kalf the barte: purting it to good use will
require 2 song, clear ratag system like the one e now
have for movies.

Inthememdme,gzmsmonthd:minmaﬁng
sure children are not watching inappropriate shows or
too much television, periocd. They can condnue to tade
their own “ratings” informaily. They can eacourage the
newspapers and magazines that are beginning ro gear re-
views of movies and music toward pareas to cover tele-
vision in this way as- well They can also teach their
children 4ow to wawch television, the same way they
teach them to cross the streer: carefully.

A publication entided “Taking Charge of Your TV: A
Guide ro Critcal Viewing for Parenss and Childeen" is
zvailable from the Family and Community Canc:.l
Viewing Project. an initiative sponsored by che Nadonal
PTA and the cable indusay to teach rtelevision viemng
skills to parents, teachers, and children. It suggests ways
parents can talk to kids about whar they are wacching,
which not only makes television 2 less passive pastimf |

[T TAKFS A YILLACT 70

Jut transforms it inco 2 leaming tool. We can ask chil-
dren why characzers act as they do aad help them to dis-
unguwsh denwvesn responsible 1ad irresponsible acts. We
cazs g=t them to talk aoout how the families on television
are cifferent from theirs and from ocher families they
know. We can relate television to reai-life sicuations.
When Roseanne and Dan fret over bills because Dan's
business is going uader, for example, we can explain to
our children that sometimes parents need o figure out
ways to make sure they can meet all cheir respoasibilities.

Used wisely, television can help children ¢o distinguish
betwesn fantasy and realicy—precisely because the fan-
easy it projects feeis so ceal to them. Identify aspects pe-
cuiizr to “TV land” that may seem obvious to an adule
out aren’t necessarily clear to a child. For instance, when
warcling 2 thirty-minute drama or sitcom, point out
that it's not realistic to solve 2 problem in the span of 2
haif hour. Explain chac chis is how writers and directors
adapt to scheduling needs zad discuss how the situadon
mighr have played out ig real life.

There is another option parents might consider: Just
curn the televisions, video games. and VCRs off—for an
evening, a week, a regular day each week. When [ made
this suggestion in an interview with Homani Day, read-
ers responded enthusiasdcally. Some parents, fed up with
aot only depictions of vicleace but the excessive influ-
ence of television in general, wrote to sav they had al-
ready tried out ehe idea

Imagine what might happen if we all rumed otf our
televisions for an eadre week. The quiet=nd the other
activities we could take up—might be habit-forming.

Here and there, pareass are banding together and dis-
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Parents try to loosen TV's tentacles

BY NIGEL HATTON
TIMES-DISPATCH STAFF WKITER

FARMVILE — Jacquehine McDonnough of
Richmond says she's having a tough ume con-
trolling the etfect tetevision has on her two
sons.

Steven. 12. just got his own television. His
favonite program 15 “"that hormble show ‘Beavis
and Butthead. ™ she savs. Rhetonc from the
program has trickled into the vocavuiary ot 4.
year-old Gabnei,

“The vounger one goes around calling peo-
ple ‘Butthead.” " she said.

Yesterday, McDonnough, vice president of
the Chandler Middle School Parent-Teacher
Association. attended a workshop designed to
combat violence and commercialism in cable
television programming.

Three urganizations — the Nationai Cable
Television Assocuation. Cable in the Classroom

and the National Parent Teacher Association
—= sponsored the workshop that trained partici-
pants how to lead similar sessions in their own
communiues. The partnership has held_work-
shops across the nauon. said Megan Hookey,
associate director of Cable in the Classroom.

Hookey said Cable in the Classroom. a public
interest group for the industry, ‘promotes the
good stufl.” in cable programming.

Nearty 50 PTA memuers. teachers and cable
representatives from across the state gatnered

at Longwoad College to leamn the art of cntical
viewing. .

Barbara Totherow. a teacher in Hudson,
N.H.. and Tom Leonhart of the cable industry
led a session that was filled with personal and
passionate tustimony on the need for more
parent invoivement in their children's televi-
sion viewing habits.

“You feel like a buob out there wnen you're
trying to fight,” the violence in television,

McDonnougn said.
“We have a whole generation of parents out

there who haven't grown up themseives." add-
ed another workshop participant.

Totherow and Leonhart outlined “four key
points to taking charge of your television.”

® He aware that television programs and
their messages are created to achieve specific
resuits. They snould point out to therr chuldren
the usc of speaial effects. tell them that televs-

sion 1s pretend. and prompt discussions on the
shows’ puint of view.

@ Realize that pcopie interpret programs and
messages differently. Use television as a learn-
ing tool and relate it to real-life situations, Point
out the error of sitcoms solving a compiex
problem in 30 minutes or less.

® Know that television violence appears i a
number of forms. Cartoons, a film rated PG and
a television mowvie advertisement were all

shown as examples of Programs containing
violence. Totherow advised parents to ask chil-
dren how the vicum of a violent act might feel,
and explain that the result of violence in a
cartoon differs trom that in real life.

®inform children that all television pro-
grams have an ungerlying economic purpose.

McDonnough came away from the waorkshop
with a bundle of solutions for her family. “We'll
schedule our television watching cvery Sun-
day. I'll sit with them and watch the programs
and do some of the yuestions.” she said. o

After the three-hour session. participants
conuinued to fervently cite problems and offer
solutions. PTA members and cable representa-
tives exchanged names and numbers. and
vowed to hold workshups in their respective
communities.

“We have to make sure we use and are using
television rather than leeling used by it,”
Hookey said.
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Tuming the Tables on TV Violence

‘Media Literacy' Earns Praise, Critics on Helping

Children Cope With What They See

By Paul Farhj
Vuhmeron Pom Swl Ve

he buzz in the hotel ballcoom dies

down as the TV monitors light up.

Soon the screens begmn to flicker with

2 quick succession of images: a young
woman being kadnapped. a sexuai assault, a
drutal fight between two men. When rt's over,
the audience stirg uncomfortably.

The video, from a CBS movie called “Ter-
or in the Night,” might well qualify as Exhibit
\ in the latest debate over violent entertain-
aent sparked by Senate Majority Leader
lobert j. Dole recently. But the crowd of
tachers. parents and federal officials assem-
led in the Washington hotel last month didn’t
ome to lry to ban sex and violence from TV.
n 1 for two hours, they discussed ways
irents can help their children to analyze, in-
Tpret—and cope with—what comes from
eir TV sets.

The conference, entitled “Taking Charge of

wr TV,” was one small part of 2 movement
OWNn as “media literacy.” Just as coasumner
ucation seeks to teach peopie to be discern-
yinwl : they buy, media literacy claims to
1p viewers with the skills to make in-

1 decisions about what they and thewr

ldren watch on TV.

‘“me cnitics. however, question the effec-

4nd objecuvity of recent media-liter-
~fograms. and pownt out that the televi-

|

_ TV book to select shows to be watchea.

TIPS FOR TV VIEWING

ere are some suggestions “media literacy~ proponents offer Jor making
television-watching a more family-centered form of entertainment.

1 Decide how much TV your family wiil
® watch. Set weekly imits ang stick to

4 Make TV wxtching an imteractive,
a {amity
them.

together ang let Characters ang story lines
stimutate conversation about topics

that are often difficult to discuss;
death, divorce, sex, family
relationships,

5 Use TVasa starting point.

= Find books and

magazines that relate to
imerestmg pragrams you've
watched, or plan a famity outing
to a place you've seen

on TV (especially historic or
nature trips).

2 Plan your TV viewing, Encourage the
= attitude that the television shouid be

used to watch specific shows and not

just to “see what's on.” Use the weekly

3 Set guidelines for selecting

® programs. Choose programs
with themes and ideas that are in
tune with the vaiues important
to your family and that wail
enhance your children's
education,

SOURCE. Canter tor Meaia Litaracy

sion industry itself has underwmtten severai
of them. They see them in part as an effort by

put all of

%€ WaYoewaG ION o ¢

Center for

the TV industry to blunt pressure from Con- Media Educauon, which advocates improved
gress and activist groups to tone down pro- _childrer_t's TV programming. “The message
gramming IS, ‘we in the media are not the problem, you

“Media iitemcy efforts funded by industry  the

viewer are the problem.
the onus of responsibility back on

See MEDLA, F2,Col |

If you just



. .chince the way you look 3t television. things il be
okay ”

IMédia Uteracy specialists generally respond that
more’ uxoeme reactions to TV—adveruser boycotts

‘and tumn-odf-the-TV campaigns—tend to be tneffectrve
and are hard to sustamn.
A more lasting answer, they contend. is to outsmart
your TV. By understanding the political. social and eco-
comuc dynamucs that drive the media and Hollywood,
experts in the Geld say, young peopie wll be better able
to resist the worst influences of movies and TV.

“At bottom. this is about watching televiion more
semsioiy,” said Elizabeth Thoman. executive director of
the Ceater for Media Literacy n Los Angeles. “But it's
also about changing the impact of what is seen.”

Media literacy programs explore things as diverse as
the impact of camera angles and the use of laugh tracks
in minupulating emotions. Some of the programs high-
light some researchers” findings that video violence dis-

“Media literacy efforts funded |
by=industry put all of the onus

ofvesponsibility back on the |
‘vrewer.” !

— Kathryn Montgomery, co-director, ‘
Ceater for Media Education .

4 .
storis ind exaggerates a viewer's perception of real-’
id violence and risk. ' e .
-. Amung the case studies offered at the conference
N a /ast-moving, 30-second commercial for Mountain
-Dew soft drink that shows young men enjoying “high
xisk”™ activities such as snowboarding, parachuting and
-waterskiing. By glamorizing this behavior, the commer- !
ial may be contributing to an environment that encour- .
‘ages young people to experiment with dangerous prod-
ucts 30ch as tobacco, alcohol or drugs, said speaker
Rehee-Hobbs, a past director of the Institute on Mediz -
Educaton at Harvard.
. "One
nize [media} formulas as formuias.” said Hobbs in an in-
terview. “Once you see the stucture of a TV program,
once’ycu see the storytelling techniques and patterns,
your beypin to evaluate it differently, and maybe that
| 5yTu to make different choices.” -

M i literacy got an early boost in 1972 when the
surgeon general released a report linking TV viewing
and antisocial behavior. Some public school systems
t adcpted media-literacy programs into their middle-
and_high-school curricula, and Harvard and other unj-
versities soon [ollowed with formal courses of their

. Locally, schools in Montgomery and Prince Wi-
{ i countes offer programs that are well known in the
field -

thing we hope to do is to get people to recog-

Prozm=ms and workshops un media lteracy have re.
cent’y Seen sponsored bv the Unjted Methodist Church
the junior League. the White House's Office of Nau'onai
Drog Control Policy and the Naugnal PTA. which ig
tostme 24 “Talang Charge of Your TV* conferences

around the United States Uus year in alliance with two -

able TV orgarumtons.
Parucipants in the PTA’s

TV-viewmg habits and reactions.

" Several people said afterward they found the discus- -
pangier of Artington, :

sion helpful: one parent. Barbara §
was su_fﬁmendy enthused that she

e ow fus .
a similar event for parents at her ot g

chidren’s school this

- . .

“T'd like to think that TV could clean
and present better viewwng, but I'm not
for that to happen anyume soon.”
mother of a 10-year-oid girl and 12-year-oid boy.

_sqt Montgomery of the Center
sad it's no coincidence that TV indus ups ar
on media literacy programs just as Co:é'gso l:s deb:ntj.‘r?gt

The PTA’s “Taking Charge of Your TV~ woric.ho;;s are
Television Association,
(an NCTA employ-

up its own act

sion. ope of the nation's largest
amedia k program,
theBel!mda—basedDismvery
. Cable and broadcast

cable companies, s

to -
Screen

industry’s political agenda
of the peaple at last month's PTA worksh,

for Media Education °

sponso
as do Ttme Warner Cable and .§
Channel, S
TV groups are among those fight-
TV man J

t waiting around
sad Spangler, the .

Was not lost on some ;
1 disagree with the PTA having 2 reh%%nship' with ca- |
sa.ifa ; ' ' ;

motves in sponsoring the program.” !

Outgoing. Nationai PTA president Kathryn Whitfill said

ber organizanon is “quite comfortable®
ment. "I_'hey are jeaw exercismg a sense of responsibility,”
said Whitfill. ~ . . . Television isn't gomg away even if we
boycoxt it for a week or a month or a vear. Families might
as well learn to deal with it in 3 realistic way.”

with the arrange-
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Countering

TV’s effects
on children

Workshop aims to teach
critical viewing skills

BY JAMIE C. RUFF
TIMES-DISPATCH STAFF WRITER

FARMVILLE — Parents and teach-
ers looking for ways to counter what
television violence and commerciaj-

ism does to children may find some

, dAnSWers at a workshop Friday at

| Longwood College.

i The program is an outgrowth of a
parmership among the National Ca-
ble Television Association, Cable in
the Classroom and the National Par-
ent Teacher Association.

Friday’s three-hour program will
st@art at 9 a.m. in Lankford Hall and
will be open to the public. PTA
officials ask that visitors register
with them.

! Organizers said participants will
develpp viewing swategies to use
television. rather than be used by it,
nd to make television more educa.
tional. The goal is to train PTA and
cable representatives, as a team, in

. the skills of critical viewing and me-
dia literacy. In tum, the cable-PTA
teams then hold workshops for fam-
ilies and educators in their comwmuni-
ties.

TUESDAY. JULY 11. 1995

“The PTA has been comumitted to
addressing the problem of violence:
_on television for many years.” PTA
President Kathryn Whitfill said in a
statement. “Today, we continue
working nationally to train our mem-
-bership to control access to TV vio-
lence where it matters most — in the
home."” :
NCTA President Decker Anstrom
noted in prepared comments, "This
: partnership with the PTA will help
families look at TV as carefully as
they look at food labels — and that
will mean healthier, smarter kids.”

Glenn Hatmaker. a spokesman for
the cable association. said such
workshops have been held across the
counay and spring up '‘wherever
there is locail interest”

The National PTA has about 7 mii-
lion members. The NCTA repre-
sents cable systems serving more
than 80 percent of the nation’s 59
million cable subscrnibers. Cable in
the Classroom is the cable industry's
$300 miilion public service initiative,
serving 65.000 schools nationwide
and reaching more than 35 muiilion

. students with in-class. commerdal-

free programming.
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Parents urged to develop critical TV viewing skills

By JOHN O'CONNOR
STAFF wRITER

To stop vinlence, Inlk back.

Telk back to your TV and your kids, cable
lelevislon consultants told an lilinols PTA state
convention workshop Wednesday.

Even lruelollfe feleviclon programs are
“consiructions.” presenter Anne (Cowan sald.
Parents need 1o 130k 1o thelr kids about whal's
real, what Isn’t and whal thelr feelings are
1bouy! what (hey sce.

PIA members and cable TV operators
‘earned how to show parents “critical viewing
&llis” that will help keep children {rom repeal-
ng lhe vinlence they see on lhe lube.

Sltence Implles consent In many kids’ eyes,
ald Cownn and consultant Jim McCallery of
he Cable Telecommunications Ascoclation In
Yashinglon, D.C.

“Talk back tn your TV.” McCallery lold the
{toup meeling et the Prairle Caplia! Conven-
lon Centet. “As 0dd as thn! sounds. on some
evrl. when you're falking back, some values
e belng Laught.”

1t can be as simple ns an offhand remark —
‘That's net real” — lo a conversation, depend-
ng on the ¢hild's age, on camera angles, music
ind cpeclal ellects and thelr Impact.

.1he “Famllv and Community Critical View-
ng Projec!” Is sponsored bv the Natlonal Cable
“elevislon Ascociatinn and the Naliopal PTA.

Ferhaps parents nios! in need of learning
killsare less likelv to be Invnlved In PTA actlv-
lles But thal won'l slop the message from gel-
ing thiough, PTA spokeswoman Harrlel
"Donnell <ald ,

“We don't have to have a parent In fron! of us
8! 8 meeilng to have an Impact,” O'Donnell
sald. “These are tips and ldeas that we can put
In newsleiters and send home, provocativelittle
tips to help parenls.”

The Amerlcan Psychologlcal Association, In
an Influential 1993 report on chltdren and vio-
lence, listed “critical viewing skills” as a cru-
clal factor In halting the impact of TV violence,
which doclors and experls have documented
for two decades.

Letters fo producers and advertisers and oth-
er lorms of prolest help.

*But keep In mind, your kids are still at home
walching TV while you do those things,” Cowan
sald. “You need lo learn critical viewing skllls.
If they don't watch It with you, they'll watch It
with someone else.”

There ate four keys to medla Iiteracy, ac-
cording 1o the presentation:

M TV programs are created for specific re-
sulls. Parents should discuss with kids what the
producers are trylng to sny and whelher that's
importanl. Chlidren should repeatedly be told
TV’s prelend, nof real. With greater accessiblll-
ty lo video cameras, kids can creale their own
productions to find oul how much It takes to
make a program.

W People Interpret the same show dlfferent-
ly. Parents need lo challenge unreallstic por-
trayals and talk to thelr children abou! stereo-
types and how conllicts are resolved on TV. But
TV also can be an important learning lool.

B Violence takes many forms. “The Three
Stooges.” “Home Alone,” the Roadrunner and
Wile E. Coyole. the news, all gel violent. Kids
must be asked how the victim might feel and

By JOHN O'CONNOR
STAFF WRITER

The Oklihoma City bombing left kids at
Springtleld’s Grant Middle School “somber”
and “bewlidered,” Mary McDonald sald.

But It redefined and gave purpose toa well-
intentloned idea that needed a little steam:

The collection of plantings planned for the
25th Earth Day became a Peace Garden.

The environmental club, studenl councll
and sclence classes will begla planting Fri-
day and dedicale (he garden In May. It will
include a rock with an Inscription that will be
chosen through a contest.

“It's a positive. long-term thing, a kind of
wlilness to peace. an atiempt to counter that™
violence, sal4 McDonald, a teacher and slu-
dent councll adviser. “We want o gel things
that are hearty, colorful and can be added
fo.”

Student garden to promote peace

Several weeks ago, lhe environmental
club, advised by Judy Prillainan and the stu-
dent councll discovered they hoth were plan-
ning Farth Day commemorations. They ¢
bined efforts, and the Oklahoma City
bombing gave them new direction.

“They sald. ‘Whal can we do? Here's some-
thing we can do and we can keep dolng IL,"
McDonald sald, noling thal teacher Maureen
“Sam” Pletcher Is counseling the group on
plants that will stand up to the rigors of Mon-
roe Streel, where hundreds of seventh- and
elghth-graders pass dally.

“When klds work with plantsand the earth,
there's a rekindling of that spirlt of working
together.” McDonald sald. “Kids who have a
hard {fme working logether In the classroon
hnve 8 common purpase outside.”

The councll and club put up $500 to $600 of
thelr money for the garden, lo which addl-
tions might be made in the future.

how vinlence might be funny, but that real life
doesn’t work that way.

@ Never forgel thatall TV programs have an
economic purpose. Ask you kids why they think
certain commercials run when they do or
whether their sports hero gets paid to say he
eals a cerlain breaklast cereal.

Walch your chlidren as much as the TV,

Cowan advised.

“Observe them. walch thelr body language
and ask questlons to find out thelr reactions ¢
what they're seeing,” she sald.

Tohaveacrilical viewing worhkshop present:
ed to a proup in your arca. call the Nlinois PTA
at (800) 877-9617.
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TV surfing:
can control

By Jesse Fox Mayshark
Nows-Sentnei stait wraer

Vince and Sallie Hickam were
staving in an Atlanta motel wvath
their cnildren when they noticed
their 6-year-old son watching a
cartoon they'd never seen.

“I asked him, ‘What are vou
watching?’ and he said, 'Butt-
head. ' “Vince Hickam recailed.
“1 said, ‘Don’t talk to me like
that.'

Hickam soon realized his son
wasn't mouthing off but was just
repeating the name of the show:
MTV's *‘Beavis and Butthead.’”

' From that terrible twosome to

. “NYPD Blue.” from *“The Simp-
i 8" to**Mighty Morphin Power
Rangers.”” parents {ind a lot to
worry about on television.

But they can control what
their chiidren watch and what
impact it has, two media experts

Friday.

*Obviously, TV is here to stay,

what we're going to try to do is

ou all' become more inten-
tiona.{ and intelligent viewers.’’
Joni Herman told parents attend-
ing the state Parent-Teacher As-
sociation convention at the Knox-
ville Hilton.

Herman, representing the Na-
tional Cable Television Associa-
tion, said parents and children
must become ‘‘media literate’’ to
make sense of what they see on
televigion. .

She cited studies that show 58
percent of parents object to some
of what their children see on teie-
vision. but only 4 percent expreas
t disapproval. .

“For parents, it’s not that
they don't want to do something,
it's that they don’t know what o

Experts say parents

what children watch

do.” Herman said.

Herman and Barbara Toth-
erow, who teaches a high school
media literacy course in New
Hampshire. suggested several
way3 for parents to monitor and
interpret television shows:

8 Watch programs wath chil-
dren and ask them to expiain
what is real and what is not.

@ Talk about television pro-
.duction techniques — camera an-
gles. music, editing, diaiogue —
and how producers use them to
make shows exciting or dramatic.

Al Set limits on how- much
television and what kinds of
shows children can watch.

@ Expiain the economics of
television to children — why ad-.
vertisers pilace commercials on
cartain shows, and how commer-

manipulate viewers to want
cartain products.

Friday's workshop was part of
& national CATA-PTA partner-

D to teach critical viewing.
While television habits vary from
family to family, Totherow said
theimportant thing is for parenta
to conaciously decide which pro-
gramas they want their children to
see

“I really think that a lot of
peopie don’t quite reaiize what's
on,” she said.

Most of the parents at the
workshop said they have televi-
sion ruies of some sort.

The Hickams, from Johnson
City, are disturbed by what they
see on prime-time teievision.

“My kids are trying to watch
an 8 o'clock show. and whether
they're channel surfing or what-
ever, they can be exposed to
something that they shouid not
be,” Vince Hickam said.
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PTA officials to look
at fighting TV violence |

By Troy Moon
News Journat

Two Pensacola PTA officials
will attend a national confen.-..nce
on Friday focusing on talevision
viclence and how to combat it.

" Patty Hightower, president of
the Eseambia County PTA and
Frances Yeo, Parent Education
‘Chairwoman for the'state PTA.
will atzand _th;_ on T U
conferance in Fort derdale.
which is sporsored by the -
Natiorial PTA and'the Natiopal
Cable Television Acsociation.

The confersncs, “Pamiiyand
Community Critical Viewing
Project,” wiil foczs arredueation
and persons! responsibility
rathertkar goverzment
intarventics, censorship and
boyeors to comBat television
viclence, Yeo said. -

. “Those other methods that
people have t=iad haven 't heen

efective,” Yeo said “Wewant4n

teach citical viewing skills —

Yeo said. “Eacirpersen __

L1

I

get parents and their cildren

talh::_xg about what they're

‘watchizg In srme cages. we

want {o give parents the to
turm off thetelevision.™ s

Yeo and Hishtowerazeniso

| Elut of a new five-membuyr

:
)
i

%ﬁmhmm‘?v 1
WIith yourchiidren eto
discoas whm’.’s_ma’l‘-, whas's gut® |}

interzrers ymedia
differ =ﬂy, andit's
foi:'pm:t: ts knowanow theie
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€able, PTA join forces
-fo combat TV violence

; D - (AP) _D o 8

lRer reaiitics of . television vio- -

. lepce aiter a TV gram is one -
L : Py . have to teach a child to watch

‘way parents can help canq_'t_:i its
Leﬂ'c'cﬁl on young people.. -
45 THat is a techniqus the cadle

telavision industry and pational

Parenc and Teacher Association

are advocating as part of & na-

tionwide initiative annc

W o

teachers and children how to

svaluats and analyze what they

ssson TV.
** *We think TV viswers should
Took at the television ... ag eare-
.fully as they Jook at the labels
! om the food they eat.” said Deck-
i er Anstrom. president of ths Na-

tignal Cabls Television Associa-

tigir~ “If they do, well have
_hsalthier kids in this country.”
1. Didacribed as the first national
- partriership of its kind, the Fam-
" {lyr and Community Critical

Viewing Project teams the PTA

. with the NCTA and Cabls in the
.Glidaroom, the cable industry’s

' education initiative. .
ﬁ,‘rﬁo project is centared around

Harvard media expert Renee

Hobbs and is designed to help

families maks better program-

mihg cheices and to improve the
wayv they watch the TV shows

t.b.:'y'uiecﬁ. organizers said. )
1 think just as you have to
teach a child to read a book, you

talevision,” said Bobbi Kamil
execudve director of Cable in the
Claasroom. ‘“Ths tools that we're
giving parents help them do
m‘“

The 1v4 workshops, which
have been fleld tested in five
US. cities, offer parents and
taachers concrets steps to control
the effects of telsvisicn vicience
and commercialismm on young
pecple and practical ways to use
the activities at home or in ths
classroom, organizers said.

Soms of ths techniques in-
cluds taking control of the TV by
setting rules on how and when
television is watched: re-censitiz-
ing the viewer by discussing the
realities of viclence seen oa TV:
and gstting st what's behind the
message by conxidering ths mo-
tives for ths i

Whils

president Kathryn WhitSll of
Pasedans said the project gives
parents the skills to sit down
with children and “maks dedi-
sions about what they're going to
Eave coming into their homs.”

programmng. .
scknowledging that
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Parents get some poinlels

hOW O from PTA, cable ndustry
WatCh R s o

discovered het tuee young dhildsen wal 3
"Total Recall” with their father and 19-yearo
stepbrother several yeass ago.
“It was a very gruesame soene (i the
movie), Hood al aver,” says HartweD, 36. of Madic 1
Heights. “Fvery other word was yw biow whal, ar.. m§
kids were 4,6,and 8 at thetime. . . Jwasjust horr fied ™

She ordered the thiec youngsiers oul ol the wam
Raymond Hartwell and his clder sm had sat down to
watch the 1ental movie, and when the younger kids
wandetcd dowrstairs 10 ~watch, he let them stay.

“We gt caught up in the roovie. The neat thing |
know, my wile comes ho roe. These’s still 2 hole in the
ceiling.” he a2ys, now abrle Lo joke a little about the
incident. It was 2 mistalee, and it won't happen again.”

It doesa’t take an R-rated movie to be inappropriate.
Even 30-second commercials for network programs and
movies sometimes feature sex or viokenoe designed to
estice viewers. Thase same commerdak, and the
programs they promote, can be inappropriate for children
or lrighten them, according Lo a new ies o wor
sponsored by the abonal Ca




. e . . aselul Diane Hartwell was pleated i d5- “Sarting at 3. 4, 5 years of age,
Tele vision Association and ablen the nand Dave Bataagiee. selully e and her hus|>a'nd already that's when you have to start altol-

L
P e Jevision viewing ol coves that sh
o rontring the Wlevsion NV Ly Loy any ol the 1eTIT, T bng wha ey witche e 5 0

Diane Hartwell, who aticnded 3 theis Uiseechildren — . ned e

jecent workshap in Novi, s3id she and Carrie, ages 11, 13, a0 S. geslcdmtlnscnmm. ] have twned yod don?, pt gets ol o cooe
ber hushand have been more vigiant ] really don't care for MY childsen dunncl on them. Usuaally it's 3 .hol. . It's bke teaching ther ahoul
sbout what their childsen watch, The  lowalch yeal graphic horror o movic lﬂd‘f‘“'“,-" s pretty muchmy: ‘propes gunpers, Mt smoking y
Hastwells pdge programs [or Kristin, andguls kind of things,” $278 the 39 8-year-old,” she ways. _ dnnkn:g. To me, {t's better 10 sart it
Sean and Brian — now 8, 10and 12—~ yearold Redlord Township woman ~My husband and | deal with our early.

based on each child's atility to hndle who also attended the seminar. “I1 kids by SNV “This is ceal or this is _
the program. Shows of movies that  tealy don't care to have them watch® uuc.1]\u=mnghliuppgll: Thrsprobfhl_y

include vulgar Lnguage, seavdl sia-  bedsoom scenes Of SeNSY _ n. Thu is TV. 1h|s is

Lons, tertifying takes and graphic of Dr. Quinn, Medicine Woman™ and cutertainment, This is pot rell, " 9ys
excessive viokence are off-limits. “}ome Improvement” are acceptable, Hartwell, who works a3 3 school pho!

The FTA and cable indust b - gaid, But not *“The_Simpsons, tographer.
nd cable e Y. ‘h‘ . rfiwell watches, at mosl:

mars, Taking Charge d Your TV: A “Beretly Yids, 90210, ar even jeuns  Diane ta 2!
Critical Viewing Guide for Patentsand o “Whos the Boss,” sbaut 2 male thiee hom'o( television 2 vecb? -
Chilthen.are designed nteach parents housekeepet Wving with a divorced clding ';[%%DQK%%'!' vaith Kiistin,g
and rahle operatns how In screen  WomMAs. “That's not 2 good sitiaton and saine 1 TGI¥ shows —
wizt ditdrenyiew ard nw ntakwith  for’s man and woman 10 live togetheri “Family Matters,” _:goi Meets
chiklien ahout what they sce. They  belore they ar€ married,” says Barta, World™ “Step by Step” atd L0 ul .
al-o learncd lww 12 teach coilwa view: wtioisalnmmke(."ll'sml thatI'm n.” Ral : well walches
g skills 10 cluldren and other adulls  \ymg to raise my lids na ghss'. spor(y, public television ancl the Lrarn
threph Faal wnikshops as part ofthe  bubble, it's just when the opportunilss in Channel.
Family & Comanurity Critic! Viewing comes abmg with TV 1o talk sbout put ! Riian enjoys the adventure a
P'bff-'. i e valses and what we bebeve in.wedo.”" ;(lio:d dl;:caQucsl DS!_}’; ad %’%\
aendolyn Lewis. A librartan at e g &2 Trumor o in' Wil
Mackens High Schoolin Deuiait i d,,?,“};",‘,ﬁﬂﬂ"ﬂ;’;ﬂ:cl L The Fred Pred.
aso operates the “Plant A Seed ... yery yomg "YU an't start when! " Coan likes the bumot B
Read!” program, attended the semiat  phey're 11,13,a0d15 * ghe “ncqw‘- “Taz" and "Boy Meets World.” Hriste
and 33 when she talks to parents ahocan'l;ilweantiwaul\it and tel waldes “Rugrats,” and “Lois &
sbout encouraging their childien 10 youy kids mol to walchit” Clark™ with her mom.
read. she also discusses aitical TV e ™ . The childien walch, at mosl, twt
30, . . Amy Barta, 11, likes Dr. Quinn, .
viewing. Lewss advocates useg good  Medicine Woman' and “Home Lni- bours of telension a day. They are
lelevision a3 3 springboard to reading o ement” “They're fanny and siudents and make tiyne fot Litte
'League, Scouts and oth-er activities

and wiilng . . .
“They an lock at 2 TV prognm, :ﬂ:;',":wmg'ﬁ's ::::‘:: f: alter school. “Due to the fact Uiat we
but sull go to a fibrary of the scence shooling of i Amy keep them busily nvolved in other

. . 15 ing,”

:c;::;:;{ d)tu:nm lollangu malesial ;: says. ng or anything, svll, lprey dou't have a lot of tame 10
: . s wys “Aller w30 et sister, Sarah, . watch TV, saysRayrmndlbnwel.a',
ing a program, Uy b aTite YT fhe “The el-."',,_., h:f;?{,‘,f'ﬂ' S reliability engineer for Mpoden Engi-’
own <ory about the characterorresda gyl House,” anﬂ "Faﬁv’ly Mmerst" rorgimg GM.

biography ahout the character.” B L Har! i i

he ¢ ot Sarah says she would Be t N iane Hartwell, agyecing with
Om w!nmmu.awn between pal-  ~The W’:B a:d ..B?:';";;: Barta, Ielieves i{'s never 190 eatly for
enls and chiddren is paramount, Lewis 0210, but fen't allowed. " patents to hegin talking to childien!

sy hout smart and critical TV viewing. *
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A GUIDETO MEDIA LITERACY

What TV-savvy parents can
do to help their kids

As TV gets wilder and wiider,
more parents are opting to junk
television altogether. Those not
ready for this drastic step can find
solace in media literacy—the art of
deconstructing television. Schools in
Canada have taught media literacy
for years, explaining to students that
programs exist to deliver an audience
to advertisers, that sex and violence

$8.95): “Taking Charge of Your TV,”
from the National PTA and the cable-
television industry (free copies from
800-743-5355 or http:/www.widmeyer
.cominctathome.htm on the Internet);
and guides from the Center for Media
Literacy (call 800-226-9494 for a free
catalog).

3. Be choosy. You wouldn't stroll into
a library and pick up the first book,
and you shouldn’t just

turn on the TV and
watch whatever's on.
Media literacy mavens
suggest choosing a
week’s worth of pro-
grams in advance. Sor-
1y, no channel surfing.
4. Watch with them.
Unless parents are
confident that a show
is safe for youngsters
(rarely the case these
days), they should
watch with their kids,
then talk about con-
troversial content.
Sample queries: “Why
was that the lead story

seil and that TV news isn't all the
news that’s fit to air—it's more likely
the news that gets the best ratings.
American schools are just beginning
to catch up. Here are six key precepts
for a crash course at home.

L Rethink your image of TV. Newton
Minow, former chairman of the Fed-
eral Communications Commission,
suggests imagining a stranger in your
house blathering on to you and your
children about sex and violence all
day long. No one dares interrupt or
tell the stranger to shut up or get out.
That stranger is your TV set.

2. Keep a diary. Ask your kids how
much TV they think they watch. Then
have them write down everything they
watch for a week. Parents might do
the same. Both generations may be
shocked by the results. A reasonable
goal for kids: two hours a day. Several
primers help with this and other steps:
The Smant Parent's Guide to Kids' TV
by Milton Chen (KQED Books, 1994,

on the news?” “Could

TV talk. Roseanne can kick off a parent-child chat. a cop really be back at

work a week after be-
ing shot in the chest?” “When the star
of the sitcom decided to have sex with
a woman he just met, should she have
suggested that he use a condom?”
5. Just say no. And also why —which
means you first need to watch the se-
ries in question. “My daughter,
who's 11, wanted to see ‘Married . ..
With Children,’ " says Karen Jaffe of
Kidsnet, a children's media resource
center in Washington, D.C. “I said
no. I don't like the way the parents
talk to the kids or the kids talk to the
parents.”
6. Media literacy isn't a cure-all. No
child can be immunized against all the
bad stuff on TV. So parents (and chil-
dren) need to make their objections
known. Letters to the local station,
with a copy to the local newspapers
and the FCC, can carry weight, espe-
cially if you use the words feared by
TV executives: “failing to serve the
public interest” and “doesn’t deserve
to have its license renewed.”
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Plan will help
parents raise

TV-savvy kids

8y THERESA WALKER
The Orange County Register

TA. NCTA. CIC. TV.

Reads like alphabet

soup. .

But it spells out a

newly launched plan
of attack by parents, educators
and the cable industry to
counler television violence and
commercialism.

The National Parents and
Teachers Association, together
with the National Cable Televi-
sion Associalion and Cable in
the Classroom, a public service
offering in-class cable program-
ming, will teach adults how to
teach kids to watch television
with a critical eye.

The effort is called Family
and Community Critical View-
ing. But it doesn't involve tell-
ing familles what to watch.

Parents, teachers and com-

munity leaders will be invited
1o participate in 90-minute
workshops sponsored by local
PTAs and cable companies.

*How do you teach kids to an-
alyze and ask questions and not
take everything as fact?’' Bobbi
Kamil, director of Cable in the
Classroom, said at a recent
press conference. “All that is
part of the conference. Not just
turning the television off."

The workshops are based on
a model created in association
with a Harvard University me-
dia expert and will in¢lude:

» How to set and stick to
rules governing how and when
television will be watched at
home.

» How to watch programs to-
gether and discuss the reality of
violence in order to change mis-
leading perceptions.

» How to analyze the motives

- — political and economic — be-

hind television programming.
\Why the need for workshops?

A lot of parents don't realize
there are ways and means for
them-to do a little talking with

_ their children,” said Kathryn

Whitfill, national PTA presi-
dent. A lot of parents don’t
talk to their children.”

About 100 workshops are ex-
pected to be held around the
country through 1995 at the lo-
cal level and at statewide PTA
conferences.

Videotapes of the workshops
also will be made available to
local cable companies and edu-
cational access channels.

Whitfill has no doubt that,
given the opportunity, parents
will respond and that the effort
will be self-perpetuating.

“Parents are just looking for
someone to verily how they
feel,” she said. ‘It isn't going
to be just the people who at-
}end. There will be a ripple ef-

ect.”

There are two new paperback
books aimed at helping parents
change their children's televi-
sion habits:

> “The Smart Parent’s Guide
to KIDS" TV" ($8.95, KQED
Books, 1994) by Milton Chen, di-

- rector of San Francisco's

KQED-TV public broadcasting’

" station's Center for Education

3 (.

and Lifelong Learning.

» “Kick the Television Hab-
it"’ ($6.95, Penguin Books, 1994)
by Steve and Ruth Bennett,
best-selling authors who have
written a number of parenting
activity books.

Hyperactive talk: Orange
Coast Community College pre-
sents a free seminar Thursday
evening on how to motivate hy-
peractive children and improve
the parent-child relationship.

The main speaker will be Pe-
ter Buntman, a psychotherapist
who works with children and is
executive director of the Center
for Family Life Enrichment.

The 7-8:30 p.m. lecture will
explore discipline techniques
and communication skills.

Buntman will explain how to
get hyperactive children to lis-
ten, follow directions and sit
still; how to teach them impulse
control; and how to teach them
to behave in school.

For more information or to
register, call the college's Com-

munity Services Office at (714)
432-5880. .

“We were 5o young
— partying, shaking
our thing and ‘pushing’
it all the time. But
when you have a
beautiful, preclous
baby, a new
responsibility, you
start to see things in a
different light.”’

DEE DEE ‘SPINDERELLA’
ROPER

member of the fémale rap
group Salt ‘N’ Pepa, from an
article in Essence magazine

Family Notebook runs every Sunday
in Accent. Items should be submitted
two weeks before the event and ad-
dressed to Theresa Walker, do Ac-
cent, The Orange County Register,
P.0. Box 11626, Santa Ana, Calif.
92711,
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SENIOR PoLicy ANKLYST THE WHITE HOUSE

DoMESTIC PoLicy CounciL

WASHINGTON

(202) 483-5561
(HE WHITE HOousE Fax (202) ana-7028

July 15, 1996

Robert Clampitt

President

Children's Express Foundation
1440 New York Avenuc NW
Suite 510

Washington, DC 20005

" Dear Bob,

Since I was involved in organizing the White House Conference on Youth, Drug-Use and
Violence, Skila Harris passed on to me your note to her regarding Stacy Mahoney's
experience. I have been delinquent in responding and I apologize.

First, I appreciate the response —- it's good to get feedback.

I am sorry that Stacy Mahoney did not find the Conference entirely satisfying, and in
particular am sorry that she did not feel that youth were adequately included or consulted.
This is an area we really focused on —— ensuring sufficient participation from youth (about
one quarter to one third of invitees were youth) and urging each breakout session leader to
encourage youth participation in discussion.

I was in the discussion session in which Stacy participated and actually thought the discussion
leader, Carol Rasco, did a good job at ensuring that everyone, particularly the youth, had an
opportunity to speak. I do recall that the youth were not quite as verbose as some of the
adult "experts," however, which may have lead to Stacey's impression of adults not listening
to youth. In addition, due to the President's extended stay during the moming plenary, the
afternoon breakouts were cut short which also limited the discussions.

Anyway, I just wanted to offer my appreciation for the feedback, my apologies for Stacey's
disappointment, and my hope that the experience will not prevent your or her participation in

any future activity. Please let me know if there is anything I can do.

Sincerely,

Molly Brostro




AMERICAN CENTER FOR CHILDREN’S TELEVISION
THE OLLIE AWARDS

February 13, 1996

Ms. Carol Rasco

Domestic Policy Advisor to the President
The White House

1600 Pennsylvania Avenue, NW
Washington, DC 20500

Dear Ms. Rasco:

I thought the attached report might be useful as you prepare for the President’s meeting
with telecasters, later this month.

The American Center is the only children’s television advocacy organization that works
with the TV industry, building the skills, motivation and resources that creative
professionals need to make outstanding children’s programming. Please feel free to call
me if we can be of any help with the meeting, or with any followup activities or services
to keep the discussion moving forward.

Sincerely,

AQWL:DM

David W. Kleeman R
Executive Director

AMERICAN CENTER FOR ULDREN'S TELEVISION
THE OLLIE AWARDS ’

Duvid W. Kieeman

Executive Director

1400 East Touhy, Des Plaines. Illinois 60018-3305
(847) 390-6499 FAX (847) 3Y0-9435
el centiN7 @ linknet.com

“TO PROMOTE EXCELLENCE IN TELEVISION PROCRAMMING FOR AMERICA’S CHILDREN”
MEMBER OF THE INTERNATIONAL COUNCIL, WORLD ALLIANCE OF TELEVISION FOR CHILDREN
1400 EAST TOUHY, DES PLAINES, ILLINOIS 60018 (847) 390-6499 FAX (847) 390-9435



AMERICAN CENTER FOR CHILDREN’S TELEVISION
THE OLLIE AWARDS

February 15, 1996

Without doubt, television classification or rating systems are at the
forefront of the debate about helping families control the programming
that enters their homes. Several recent developments guarantee this,
including the Telecommunications Act of 1996 requiring V-chip technology
in new TV sets, and the two major studies examining the extent and
context of television violence.

The argument for the V-chip is usually made in the negative -- it prevents
viewing of certain programs. In the long run, however, there is greater
strength in its affirmative potential to help parents locate shows
appropriate for their children. We believe that thoughtfully-designed
codes can inform parents without infringing on telecasters’ rights.
Advertisers could benefit, as well, from a system that targets specific
audiences more effectively, whether children, families or adults.

Late last year, the American Center for Children’s Television and the
Annenberg Washington Program sponsored a seminar to discuss the
foundations of such a coding system. The enclosed report of that meeting
brings new perspective to the V-chip discussion.

The American Center for Children’s Television seeks innovative, positive
and practical solutions that de-polarize issues. We welcome your
comments on this report or questions about the Center, via phone (847-
390-6499), fax (847-390-9435) or e-mail (dkleeman@mcs.net).

Sincerely,
A/@MJ
James A. Fellows David W. Kleeman
President Executive Director
“1O PROMOTE EXCELLENCE IN TELEVISION PROGRAMMING FOR AMERICA®S CHILDREN
MEMBER OF THE INTERNATIONAL COUNCIL, WORLD ALLIANCE OF TELEVISION FOR CHILDREN

14060 EAST TOUNY. DES PLAINES. ILLINOIS 60018 (817) 390-6:499 FAN (8:17) 390-9435



AMERICAN CENTER FOR CHILDREN’S TELEVISION
THE OLLIE AWARDS

V-CHIP RATINGS:
PROPOSALS FOR INFORMING,
NOT INFRINGING

Presented by the Annenberg Washington Program
and the American Center for Children’s Television

Summary by David Kleeman, Executive Director, ACCT

Framing the Issue: Beacon or Blocker

Legislators and the entertainment industry, as well as children’s advocates,
educators and researchers, have long debated the use of regulation or technology to
reduce young people’s exposure to media violence, or to mitigate its effects.

Most recently, attention has been focused on the "V-chip,” a technology designed
primarily to restrict children’s viewing of violent television programs. A mandate
to implant such a chip in every new TV set was signed into law as part of the
Telecommunications Act of 1996.

As often happens, however, debate over the V-chip devolved into charges of
censorship, countered by accusations of pandering. A middle ground lay
unexplored -- to re-define the technology beyond its restrictive applications, )
applying it more broadly and positively to supporting viewer choice. /

This was the focal point of an October meeting in Washington, involving industry
executives, children’s advocates and academic researchers. Many others had
already debated the merits of the chip itself. Further, even if not ultimately called
a "V-chip," parental guidance/lockout technologies are inevitable for the future:

In his November 1995 column for Wired magazine, Nicholas Negroponte
detailed the rapid convergence of television and computers. New TV sets,
he wrote, have growing computing power, and many new computers are
equipped to process video. These hybrid televisions will, in the not-so-
distant future, feature sophisticated navigation systems to help every viewer
-- not just parents or children -- quickly and easily find programs that suit
their interests and taste.

“TO PROMOTE EXCELLENCE IN TELEVISION PROCRAMMING FOR AMERICA™S CHILDRIENT
MEMBER OF THE INTERNATIONAL COUNCIL, WORLD ALLIANCE OF TELEVISION FOR CHILDRIEEN
1100 EAST TOUNY. DES PLAINES. TLLINOIS 60018 (8:47) 390-6499 FANX (847) 390-9.135



Presaging this perceptive forecast, the meeting considered the ¢classification systems,
or the "software," for the V-chip. The pending legislation requires television
broadcasters to develop a rating system within a year. An ill-considered or one-
dimensional coding system could render the V-chip a crude blocker, but a
thoughtful approach could yield an informative navigator, while protecting
telecasters’ First Amendment rights.

A coding system that accounts for context would help parents locate appropriate
programs for their children, as well as avoid those they don’t want. With violent,
sexual or adult-themed material described in context, parents could make informed
distinctions among programs that may use similar content with very different intent.

This would also eliminate the stigma that might be imposed by a meter that simply
tallies violent incidents. It is easy to imagine compelling programs that would never
have been made or aired if the producer, telecaster or advertiser feared being
labeled a purveyor of violence.

No single technology has yet been identified as the V-chip. Before beginning to

produce the hardware, it is imperative to anticipate flexible, informative and easy-
to-use applications.

Existing Models

Other information and entertainment media have already implemented systems for
giving parents increased information and control:

Two organizations -- the Entertainment Software Review Board and the
Recreational Software Advisory Committee -- have established rating
systems for packaged computer programs and video games.

A coalition of telecommunications hardware, software and on-line
companies and organizations are collaborating on a flexible system for
guiding and restricting Internet navigation. The Platform for Internet
Content Selection (available in 1996) will furnish a standard technology
platform on which interested groups can build their own rating systems;
parents can choose one that suits their needs and values.

Software already on the market (e.g., Surfwatch and Cybersitter) performs
certain aspects of this function for Internet users.

For the computer and new media industries, providing access controls is more than
a goodwill gesture; it is a key marketing strategy, noted Harris Miller, President of
the Information Technology Association of America, in his opening comments.



"If people who are already intimidated by technology think that flipping on
their computer means that they’re going to be seeing sex and
violence...which they’re trying to get away from in their television, or in
their movies, or in their lives, then our ability to market our products and
get more people on line, more people accessing the net, and more people
using PCs at home would be lessened considerably.”

Television’s Unique Challenges

Television guidance systems entail unique challenges compared to other media:

TV comes into the home constantly, requires no specific purchase decision
for each new program, and leaves no trace; as a result it’s far more
difficult for parents to monitor their children’s viewing than their music,
videocassette, video game or software purchases. Further, unlike packaged
media, there’s no box on which to place rating information.

The interactive nature and processing power of computers makes it easier
to deliver a multifaceted, user-friendly classification system.

Most television programming is committed to film or video and does not
change (akin to motion pictures); however, a V-chip system must be able
to accommodate news or special event programming that changes
constantly (as does the Internet).

Still, today’s children don’t segregate media experiences or think about TV, video
and computers as separate "industries”. ey view them as interchangeable sources
of information and entertainment. Characters and content frequently and freely
cross among these media. The V-chip won’t exist in a vacuum, and it is vital for
those who will develop hardware and ratings for television to work in concert with
guidance and lockout systems for other media.

The Charge to the Panel

Each panelist was asked to present a program classification model -- or important
considerations in creating such a model -- that would inform families without
infringing on telecasters’ rights. These guidelines were stipulated as fundamental to
any system they proposed:

Avoid government-authored ratings. Classification may be done by
committees, independent organizations, private companies or telecasters
themselves; however, government intrusion on the substance or application of
ratings would be antithetical to the First Amendment.



Assure that creative control remains with producers and telecasters. While
reviewers may provide constructive comment to producers, the classification
process should not be used to extract content or artistic changes to a program,
in exchange for a more favorable rating.

Support families’ capacity to locate appropriate programs, as well as to
block those they don’t want. While the argument for the V-chip is usually
made in the negative -- it prevents viewing of certain programs -- it can be
made equally well in the affirmative -- it helps families locate shows targeted
to their children.

Identify adult-targeted shows in ways that do not stigmatize their
producers, telecasters or advertisers. Navigation or blocking technology can
foster variety, risk-taking and creativity in television programming, by
acknowledging that not all program are meant for all audiences.

The Presentations

Donald Roberts, Chair of the Communication Department at Stanford University,
helped create the Recreational Software Advisory Council’s voluntary and
independent labeling system. Like food labels, RSAC seeks to "provide potential
consumers with information about what they are going to find in the package...and
let them determine whether to use the product.”

The Council rejected an age-based scheme, because not all children of a single age
are alike, and not all parents agree about what is appropriate for children at a
particular age. Instead, RSAC uses a five-level rating system, assigning a score of 0
(appropriate for all audiences) through 5 (extreme content) to each of three
dimensions: violence, sex/nudity, and language. The idea is to put control in
parents’ hands, by describing content and context without saying "here is what’s
appropriate,” Roberts emphasizes.

A product’s scores are determined by answering questions composed to reflect
current developmental and media research. In coding violence, for example,
reviewers consider the type of target (human-like/non-human/object), the target’s
stance (threatening vs. non-threatening), consequences for both the victim and the
aggressor, and the degree of blood and gore.

By necessity, producers evaluate their own games. It can take up to 100 hours to
review thoroughly a single product, and over 2000 games are on the market.
Roberts is not concerned, however, about allowing the "foxes to guard the hen
house": the process is objective and the evaluation template open to the public.



Everyone reviewing a game should independently reach the same assessment; in
fact, RSAC reviews many games each year to audit the system. "Cheaters” would be
publicly exposed and barred from labeling future products, and few stores will carry
un-rated games.

Barbara Wilson, Associate Professor of Communication at the University of
California at Santa Barbara, is a member of the team assessing television violence
for the cable industry. Unlike Roberts, Wilson recommends an age-based
informational labeling system. Most parents, she has found, know that some
programs are not appropriate for all ages, and feel they are best equipped to judge
their own children’s maturity. "We will make choices,” Wilson cites parents as
saying, "but we need meaningful information about the content of programs.”

Wilson’s age rating would reflect content and contextual factors very similar to
those used by Don Roberts in RSAC’s labeling. These include whether violence is
rewarded or punished; if the consequences are depicted (i.e., violence is not happy
or funny, people get hurt, and victims have families); whether the violence seems
realistic and replicable, especially by children; and if the violence is repetitive
and/or graphic. Wilson also would ask whether the violence is committed by a hero
or villain; she noted the dearth of non-violent heroes.

With this information, Wilson would classify programs in accordance with common
developmental watersheds, as defined by current research:

A program rated for "All Ages" might contain no violence, although
programs that portray violence in a necessary, clear and pro-social context
should be eligible for this rating, as well.

A "V-6" rating -- appropriate for children older than six -- could go to
programs with cartoon-type violence, usually fantastic and impossible to
replicate. The aggression might be committed by heroes or rewarded.

"V-12" might apply to shows with rewarded violence that is shown as heroic
and without consequence. This category could include violence
perpetrated by children.

"V-17" would reflect adult-oriented content, not intended for children.

Wilson stressed the need to respect creative freedom. Conflict is intrinsic and
essential to storytelling, and writers and producers need the freedom to tell
compelling stories. Television executives don’t want to be stigmatized or lose
money under a rating system. Both these concerns, she felt, could be relieved by
providing adequate context for ratings.



Wilson advocated that the television industry rate its own programs, again similar
to RSAC’s method. She, too, proposed that an independent board rate a random
sample of programming annually to confirm the ratings, to provide feedback to the
industry, and to continue to involve community and education groups in discussions
to refine the service.

Helen Liebowitz is a National PTA Board member, and team leader for the
organization’s Critical Viewing/Media Project. The PTA -- representing 6.9 million
parents, teachers and advocates -- supports V-chip technology accompanied by
easy-to-use, informative applications.

Liebowitz, like Wilson, urged that parents, teachers, and other stakeholders be
engaged in developing V-chip codes and monitoring their use. The PTA
recommends the formation of a diverse, distinguished national panel of parents,
media advocates, TV executives, academics, clergy, policy makers, educators,
psychologists and pediatricians. Under the auspices of the Federal
Communications Commission, the committee would organize focus groups and
town meetings nationwide, to solicit public comment about V-chip ratings systems.
Additional comment would be solicited via interactive technology, to include those
who can’t attend the meetings.

Liebowitz also called for the panel to develop definitions of violence (including
specific interpretations of "excessive" and "gratuitous” violence) that consider the
context of actions.

Ken Stein is Senior Vice President, Corporate and Regulatory Affairs, for Shaw
Communications, Canada’s second largest cable company, serving 1.5 million
subscribers. Shaw is also part-owner of the Canadian kids’ channel, YTV.

Shaw Communications has made three specific commitments to benefit children:
to produce more high-quality children’s programming (the company has endowed a
$27 million production fund); to hold more community and on-air forums about
television and society; and to provide customers with direct means to control
television programming that comes into their homes.

Thus, Shaw had already concluded that the V-chip, appropriately applied, could be
fully in keeping with its commitment to serving its customers through advanced
technology. Uninterested in a long public policy debate, the company began its
own V-chip tests.

The Canadian V-chip tests used a rating system similar to RSAC's: violence, sex
and language were scored on a 1 - 9 scale. Follow-up surveys found that customers
were also interested in information along one other dimension -- "theme." Parents
were anxious to be informed about shocking or mature topics, especially in the case
of daytime talk shows.



Customer response to the trial was extraordinarily positive, with an 80% of
customers satisfied. People who used the system found it useful and simple (“if you
can count to 9, you can use the ratings," one said). In the coming months, Shaw
will move toward full implementation, offering its customers V-chip capability in a
set-top box (at a cost of $30 - $50).

Next, Shaw must explore how to advance from its test coding system to a platform
that can handle multiple ratings services. This is necessary both to account for
U.S./Canadian system differences, and to try to coordinate the guidance systems
for various home technologies.

Like Harris Miller, Stein made clear that Shaw’s decision to test the V-chip was a
marketing decision. "This is not the fox taking care of the chicken house; this is the
foxes taking care of the foxes," he concluded. If television set-makers offer the
technology, and someone else provides a rating system, consumers will seek it out.
Broadcasters will be left out unless they anticipate and serve that market.

Peggy Binzel, Senior Vice President of Government Relations for News
Corporation, Inc. (the parent company of Fox Television) clarified that her
company doesn’t dispute parents’ right to monitor and select the programming their
children see. What Fox opposes is government involvement in the classification or
blocking of television programs.

Binzel also asserted that while the cost of adding a V-chip to every television set
has been promoted as only one dollar, this inexpensive chip does not allow true
parental control, as described in the guidelines laid out for this discussion. It can
only process simple instructions, and is therefore more of a blocker than a
navigator.

To Binzel, descriptive information is far more useful than ratings. The nature of
the content in most programming is fairly obvious, and doesn’t change much week
to week. Most surprises lay in movies on television, but Binzel doubts that an
MPAA-style rating system (like that used for films) would work. Not only is it
expensive and time consuming to administer, but the mature content of broadcast
programming -- including movies -- is already edited to, at most, PG-13.

As an alternative to the V-chip, News Corporation is developing TV Guide On-
Screen (TV_Guide is also a News Corporation subsidiary). In addition to offering
descriptive program information, the service will enable parents to block or to
allow certain channels, and to permit or prohibit television use during certain
hours. News Corporation is encouraging cable providers to offer the set-top boxes
for TV Guide On--Screen at no cost to customers.

Using the descriptive features of TV Guide On-Screen, any independent
organization could convey information and opinions about programs to viewers.



Initially, this system will work only with cable and DBS reception; however,
broadcasters have established a fund for developing an inexpensive technology, that
will work with existing televisions, with navigation and blocking capabilities similar
to IV Guide On--Screen.

Conclusions

The V-chip is not a panacea for families struggling with television. It won’t, by
itself, inspire new, high-quality programming. Determined (and technologically
savvy) children will find ways to override the chip, or they’ll go to a friend’s house
that is "chip-free." While some families will hasten to replace existing sets with V-
chip-equipped televisions, widespread dispersal into the marketplace will be slow.
The families that could benefit most from signal blocking -- those with the least
parental supervision (and, in general, the greatest exposure to real-life violence) --
will be least able to purchase new sets.

The V-chip is a first step toward more sophisticated navigation systems, as
described by Nicholas Negroponte. Based on the expertise of these panelists,
however, it is possible to make the most of the V-chip, by applying thoughtful
classification and descriptive systems, built upon the following recommendations:

Parents, teachers and others with a stake in children’s growth and
learning -- and TV program makers -- must participate in development of
classification systems.

Broadcasters are best equipped to review and code their own shows. The
sheer volume of programming, and the timeliness of much of it, would
make this function impossible for an independent source.

Self-administered ratings can succeed, as long as the review system is
transparent to the public and the meaning of the codes is clear. There
must be provisions for ongoing review of the standards and practices, and
a process for public discussion and challenge of the system.

Sanctions for abuse must be widely known, definitive and fair, but
substantial.

Different templates used to inform the public about program content and
context (i.e., Don Roberts’ content labels vs. Barbara Wilson’s age-based
ratings) are built upon nearly identical sets of questions. This suggests that
broadcasters could assess programs using a standard set of criteria.
Independent groups -- education organizations, civil liberties associations,
churches, child development institutes -- could then provide families with
their own interpretations of these ratings, and recommend thresholds for
programming the V-chip. This is similar in concept to the Platform for
Internet Content Selection.



The name "V-chip"” grew from the initial intent of the device -- to limit children’s
exposure to televised violence. Catchy and obvious, the name caught on with the
press. In the process, however, the term has come to symbolize something that the

technology needn’t become.

These fresh perspectives on classification reveal that it is entirely possible to design
a chip that promotes and facilitates positive viewing choices. To pursue this "V-
for-versatile" chip will benefit all involved: children, parents, telecasters, producers

and advertisers.
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Excerpt from the August 22, 1992 issue of "TV Guide" on a panel
discussion involving Dick Wolf, producer of such series as "Miami

Vice" and "Law & Order."
Wolf: . I have an 8-year-old and a 5-year-old child.
They’ve never seen any of the shows I’ve produced.

They shouldn’t be watching them. They’re not
allowed to watch Saturday morning cartoons.

Moderator: Why not?

Wolf: Why not? Because they‘re extremely violent.
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Violence and the Media

Executive Summary

The Problem and the Opportunity

Americans consume an enormous amount of media. A great deal of
it includes violence, and heavy consumption of violent media can
have harmful consequences.

According to a 1993 report by the American Psychological
Association (APA) on Violence and Youth, 98% of American homes
have at least one television. The average child between the ages
of 2 and 11 years old watches television 28 hours per week, and
the average teenager watches 24 hours per week. The average
American child watches 8,000 murders and 100,000 acts of violence
on television before finishing elementary school.

This level of consumption can have dangerous consequences. Over
the past two-and-a-half decades, a large body of research has
indicated a significant correlation between viewing media
violence and aggressive behavior. While, as in all behavioral
research, it is difficult to prove cause and effect even where
there is a strong correlation, the conclusion of the research
community is that there is enough information to warrant concern
and action.

Research also demonstrates the positive potential of pro-sociall
media messages to educate children and adults and to alter
societal norms and individual behaviors. In the past decade, the
media have worked effectively with government agencies to address
smoking, drug abuse, drunk driving, teen pregnancy, and HIV/AIDS.
A similar effort to address violence, already partially underway,
could have a dramatic effect in educating people about the many
forms violence takes, and about strategies to reduce the level of
violence in American society.

The problem of media violence is not limited to network primetime
television. Each of the media industries (newspapers, magazines,
books, comic books, live and recorded music, radio, broadcast
television, cable television, movies, video cassettes, video
games, computer software, and the new technologies envisioned by
the National Information Infrastructure) raises a different set
of challenges when it comes to descriptions or depictions of
violence. Further, government's level of influence over each
industry faces different limitations. The federal government's
policies must address all of the media industries and be
appropriate for each one.

1 pro-social messages in media are generally described as
those messages that encourage rational and responsible
participation in society.



In October, the Attorney General testified before the Senate
Commerce Committee on the subject of media violence. Identifying
media violence as one factor among many causes of violence in
America, the Attorney General challenged the media to present a
plan to address the problem. She also said the bills then under
consideration in Congress did not present First Amendment
problems (though she did express some concern about difficulties
in defining "violence" in some of the bills.)

In early December, President Clinton spoke to a group of
entertainment executives and celebrities in Hollywood and
challenged them to be more sensitive to the effects of media
violence on young people from troubled homes and depressed
economic conditions who are most at risk for crime and violence.
The President called upon the media to accept their share of the
responsibility for rebuilding the country's future, recognizing
that these problems cannot be fixed "by the passage of a law or
by an official declaration of the President of the United
States." The President's remarks were well received in the
entertainment industries and widely reported in the press.

Recommendation 1: A Government/Media Anti-violence Partnership

The Administration should follow the President's remarks by
issuing a more specific challenge to the media industries to join
in a partnership to constructively address the national violence
crisis. A government/media anti-violence partnership could take
many forms depending on the level of government involvement. A
balance must be struck between a necessary level of leadership
and an excessive level of control. We recommend the government's
role should be to:

. set the agenda,
° assemble the participants,
° suggest options for voluntary actions

The government would not predetermine the process the partnership
would follow or the outcomes that would be reached.

S8et the Agenda

Simply bringing attention to the role of the media in the
nation's violence problem is an important leadership step. The
media should not be singled out for blame, but should be
challenged to participate in a search for solutions.

It is important to include all of the media industries with
emphasis on those that are most important to young people;
movies, broadcast television, cable television, music, music
videos, radio, video games, and computer entertainment software.

It is also important to address violence in all of its forms.

The Administration's message must push beyond the "urban
violence" stereotypes and include all of the forms of violence.

ii



The media has a continuing role in addressing the problems of
youth violence, domestic abuse, elder abuse, and hate violence.

Assemble the Participants

A major White House event could be used to kick-off a series of
discussions among media executives, the creative community,
government representatives, community leaders already active in
this area, and others. Alternatively, or in addition, an event
could be used as the culmination of such a process where concrete
results are presented.

In addition to including representation from all of the media
industries, it is important to reach beyond the Washington
representatives and top media executives to include creators,
producers, directors, writers, performers, programmers,
advertisers, and game designers as well. There are a number of
non-profit organizations with expertise in fostering pro-social
entertainment media which could be called upon to assist in
selecting the participants.

Offer Suggestions for Voluntary Actions

From the government's seat at the table, the government could
suggest specific options that media organizations may wish to
consider. There are a number of successful approaches that have
been introduced by some media organizations which could be
adopted more broadly. The federal government's role would be to
encourage wide adoption of the industry's best practices.

Examples of actions that could be taken voluntarily by the media
industries to give greater information and control to consumers
.and parents include: product content labeling, viewer warnings,
> the creation of children's and family viewing hours, active
promotion and instruction in the use of existing cable channel
blocking technology, and consultations or "violence audits" with
independent experts.

The federal government can offer to play a role in helping to
develop the consumer demand for television sets that offer
parents the ability to screen out violent programming. Parents
can have access to effective control technology through voluntary
cooperation between television manufacturers and programmers.
Leadership by the Executive Branch in this area could lessen the
need for the mandates in proposed Congressional legislation.

There are also a number of steps the media industries could take
in partnership with the government to creatively address the
national violence problem through positive, pro-social, anti-
violence messages. While we would not be starting at square-one
(there have been many music videos, movies, television shows and
public service announcements with anti-violence themes, and many
more are in preparation), federal leadership could take these

m efforts to a higher level.
\

The government can bring a great deal to the table. Even
projects currently in the planning stages could benefit greatly
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—~disseminate iniformation about violence and potential strategies

from government support including, important national
spokespersons and hard data from government research. 1In
addition,-.the federal_government could establish a national

AR

fV1olence Informatlon CenEEi with a toll-free number to

for addressing violence at the family, community, and national
levels.

Recommendation 2: Increase BSupport for Research and Ensure that
Research is Effectively Turned into Practice.

While the correlation between media violence and aggressive
behavior is well established, further research is needed to
clarify which spec1f1c media depictions of violence increase the
likelihood of aggressive and violent behaviors, and in which
contexts, and for which types of viewers. In addition, little
research exists on the effects of violence in newer media forms
such as video games and music videos.

Research can also help evaluate programs designed to mitigate the
adverse effects of media violence. Research is needed to
identify the critical components of effective programs, as well
as the training, consultation, and management required for their
effective implementation. Evaluative research is also needed to
assure that what should work, in fact, does work. The Violence
Information Center, proposed above, provides an opportunity for
effective research to be translated into practice.

Recommendation 3: Strengthen Alternatives to Violent Media
Consumption Among Young People

It is worth noting that programs designed to keep young people
out of trouble also help reduce the amount of media (including
violent media) they consume. Many young people view inordinate
amounts of media and those most at risk of violent behavior often
view much more than average. Television and video games are
often alternatives to other constructive activities for young
people. The federal government's support for extracurricular
activities for youth can thus be viewed as an anti-violence
program and also as one important way to limit the harm of
violent media. When, for example, Americorps and VISTA
volunteers are used to help provide activities in communities for
parents and children, a side benefit is the reduced consumption
of violent media. The federal government can also encourage the
media to highlight the most successful programs.

Federal support for good children's television programs that
foster pro-social behavior can also be viewed as an anti-violence
initiative. Research can help gquide their production so that
these shows are appealing to and effective for high-risk children
in diverse cultural and ethnic groups. The federal government
can support this effort through greater funding for public
broadcasting that fosters pro-social behaviors. Working with
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foundations or the media, the government could also sponsor
awards_to recognize outstanding children’s programming.
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Recommendation 4: Promote Media Literacy in Homes and S8chools.
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With the proliferation of media in our culture, it is important
to provide young people with the skills they need to view the
media more critically and in a broader context. Media literacy
educational programs help young people understand the media they
are consuming. Media literacy programs can help young children
learn the difference between fantasy and reality, and can give
older children a chance to make their own productions. Media
literacy programs can be incorporated into violence prevention
programs in the schools as well as other academic subjects. The
federal agencies can support media literacy programs in schools
with funds from the Crime Bill or the Safe School Act.

An effective media literacy campaign involves reaching teachers
as well as professionals responsible for what the media produces.
Federal agencies such as DOJ, ED and HHS can continue to provide
teacher guides or parent guides to films. Also, the federal
agencies can develop or adopt existing guides for critical TV
viewing and distribute them widely to the public, especially to
parents.

Recommendation 5: 8tudy Legislative and Regulatory Options

While challenging the media industries to implement plans to
address violence in the media and in society, the Administration
must continue to study legislative and regulatory options and
review congressional proposals. The options include the
legislated creation of violence free family viewing hours,
violence content ratings, media violence health warnings, and
mandated "V-chip" violence blocking technologies.

Great care must be taken in evaluating each option. 1In every
case, there are industries that would oppose any action, and for
several options there is a substantial likelihood of litigation.
However, some of the proposals have merit and deserve further
review.
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Violence and the Media

Introduction

Several statements about the role of the media in America's
violence problem are relatively non-controversial. First,
Americans consume an enormous quantity of media. Our national
culture is dominated by a popular culture that is delivered to us
electronically. Most adults spend several hours each day
watching television, and among most young children, pre-teens,
and teens, consumption of cable TV, music videos, portable music,
and video games fill nearly every waking hour except those spent
in the classroom.

Second, there is little debate that there is a great amount of
violence available in the offerings of the media. Based on
counts of depictions of violence in the media one can calculate
that on average there is an act of Y;glence every seven or eight
minutes on prime time network television, "and every three minutes
oh MTV.! 1In some violent movies and video games the rate

averages several acts of violence per minute.

Third, in recent congressional testimony, representatives of some
major media industries seem to have pulled back from their
longstanding denial of the existence of a link between media
violence and aggression. This change may represent a shift in
public relations tactics, or it may be a surrender in the face of
several authoritative reviews of the research.

Despite these major points of agreement, great care must be taken
in formulating the federal government's policy in the area of
violence in the media. Violence is as complex as any human
behavior, and "the media" is as complicated as any other
industry. Media violence is a highly visible part of the
violence problem in America, but frequent viewing of violent
media is just one of many factors that indicate that a person is
at a greater risk of committing an act of violence, and most
people who view violent movies and television never commit a
violent crime.

In October of 1993, the Attorney General testified before the
Senate Commerce Committee on the subject of media violence.
Identifying media violence as one factor among many causes of
violence in America, the Attorney General challenged the media to
present a plan to address the problem.

In response to questions from several Senators, the Attorney
General testified that she did not believe that the bills then
under consideration in Congress presented major First Amendment
problems. However, she did express some concern about some of
the bills. 1In particular, she said there may be difficulties in
defining "violence" in some of the bills.

In early December, 1993, President Clinton spoke to a group of
entertainment executives and celebrities in Hollywood and
challenged them to be more sensitive to the effects of media



violence on young people from troubled homes and depressed
economic conditions who are most at risk for crime and violence.
The President called upon the media to accept their share of the
responsibility for rebuilding the country's future, and invited
the industry's leaders to join the federal government in a
partnership to address problems that cannot be fixed "by the
passage of a law or by an official declaration of the President
of the United States." The President's remarks were well
received in the entertainment industries and widely reported in
the press.

The Need for Balance
If our overriding goal is to limit the harm of violence in
society, then we have two goals when it comes to the media:

1) we seek to reduce any negative influence caused by the
violent images presented in the media, and

2) we seek to enhance the positive influence the media can
exert through constructive efforts to address this
national social crisis.

Both goals are important and interrelated. Care should be taken
so that our pursuit of one of these goals does not inhibit our
success in pursuit of the other. The federal government's policy
would be, at best, a partial success if efforts to limit
portrayals of violence in the media were so intrusive that they
resulted in an end to efforts on the part of the media to address
the problem constructively. However, a full-scale anti-violence
campaign by the major media will have little effect if it is
overwhelmed by continual repetition of messages that present
violence as a solution to life's problems, or as a means to
financial or sexual reward. Thus, the government's policies must
seek progress in reaching both goals.

Criticisms of objectionable programming on television that do not
acknowledge the positive role that some in the media have
attempted to play will be seen by some in the media industry as a
signal that the federal government's approach will be purely
adversarial. While this is likely to gain the attention of
"industry leaders, and some accommodation of the government's
goals, it also tends to weaken the position of those in the media
who have made efforts to limit portrayals of violence, help raise
the issue, educate the public, and change normative behaviors.

Definitions

For the purposes of this report, "violence" and "the media" are
each broadly defined. The definition of violence used in this
section does not differ from that used throughout this report.
(Violence is physical harm that is inflicted intentionally or
recklessly by people on other people.) However, disagreements
over definitions of violence frequently cloud discussions of
violence in the media. Different definitions are used in
research on the link between consumption of media violence and
violent behavior. There is also a great deal of controversy



about the definition of violence for the purposes of measuring
the amount of violence contained in different television
programs. Giving all forms of violence equal weight makes no
distinction between a pie in the face and a stab with a knife,
but other schemes are inherently subjective and therefore open to
dispute.

Frequently, the word “gratuitous" is used to modify violence.
Gratuitous violence in the media is generally defined as
depictions of violence that are unnecessary to the telling of the
story or the development of the characters. In practice however,
the term "gratuitous violence" may have limited usefulness, in
that film and video producers will argue that depictions of
violence are necessary to tell violent stories and develop the
violent characters. The standards and practices codes of
American television networks already restrict gratuitous
violence. The recently adopted Canadian Association of
Broadcasters (CAB) code calls for a complete elimination of
gratuitous violence. It will be interesting to see if this, in
fact, leads to any real change in Canadian programming.

In this section the media can be understood to include all forms
of mass communication. This includes newspapers, magazines,
books, comic books, live and recorded music, radio, broadcast
television, cable television, movies, video cassettes, video
games, and computer software.

Usage patterns of media are changing rapidly, and the young and
very young consumers of media, who arguably should be the focus
of much of our concern, are generally at the cutting edge of
change. Thus, our statements and policies about the media must
keep up with, or stay ahead of, the wave of technological
innovation, consumption trends, and artistic fashion among the
young.

The various forms of print media and network broadcast television
will continue to play an important role in our national culture,
but adults, reflecting the technologies of their childhoods, may
tend to overvalue the importance of these sources to the young,
while undervaluing the importance of cable TV, music videos,
video cassettes, video games, and computer software.

Each new form of media seems to present new forms of violent
images, and new challenges to those who would prefer that our
children experience less violent stimulation. Unless our policy
is well informed of the differing degrees of violence presented
by each type of media, we will not be able to communicate clearly
to either the providers or the consumers of these images.

This paper will illuminate the problem of violence in the media
by looking at the supporting research as well as the gaps in the
research. Following that, we briefly describe the regulatory
history and pending legislation. The paper concludes with
recommendations for action. :



Research on Violence in the Media

The causes of violence are complex and multidimensional. While
no specific social experience inevitably leads to violence, a
number of factors have been identified that indicate a person is
at greater risk of engaging in violent behavior. These factors
include, but are not limited to, parental dysfunction, domestic
and child abuse, educational underachievement, limited employment
and educational opportunities, involvement with drugs or alcohol,
and frequent exposure to violence in the media. Violence in the
media should be viewed in context of the many societal factors
that affect aggressive and violent behavior.

Levels of Exposure to Media Violence

According to a 1993 report by the American Psychological
Association (APA) on Violence and the Media, 98% of American
homes have at least one television, which is watched an average
of 28 hours per week by children between two and eleven years old
and 24 hours per week by teenagers.2 One year earlier, an APA
report presented the statistic that bears repeating - the average
American child watches 8,000 murders and 100,000 acts of violence
on television before finishing elementary school.?

Children from low-income families are the heaviest viewers of
television, and often the least supervised.? According to MEE
Productions, a research, consulting and video production firm
specializing in communicating with inner-city youth, urban youth
spend more time involved in media-related activities than with
their parents, in school, and reading combined. MEE Production’s
research shows that, on average, African-American teenagers
consume three to four movies per month, buy two to three rap
albums or CDs per month, and their households watch over 70 hours
of TV per week. In addition, they found that 94% of the African
American teens in their sample have a VCR in their home.®

According to the APA,® the level of violence on commercial
television has remained about the same over the past two decades.
In prime time shows, there are currently five to six acts of
violence per hour. Saturday morning children's programs contain
an average of 20 to 25 acts of violence per hour. Using a
different method to estimate the quantity of violence on
television, the National Coalition on Television Violence (NCTV)
reports that the three major networks (ABC, NBC, and CBS) have
decreased the number of violent acts shown during prime time from
8.6 per hour in 1991 to 7.7 per hour in 1992. Since hitting a
peak in 1985, NCTV reports that the networks have continued to
decrease slightly the amount of violence shown during prime time.

While the three major networks may be decreasing the frequency of
violent acts on their prime time shows, the growing availability
of cable television and VCR rental films has increased the
availability of violent programming for adults and unsupervised
children. According to A.C. Neilson Co., the number of
households subscribing to cable has increased from 9.2 million in
1975 to 57.2 million in 1992, and the number of households with



VCRs has increased from 28.8 million (31% of households) in 1986
to 75.1 million (80.9%) in 1993.

While access to non-network television has increased, research on
violence in cable television is limited. The few studies that
have been done on violence in media other than broadcast
television show that some cable programming may depict
comparatively large numbers of violent acts. A major study in
1992 by the Center for Media and Public Affairs found more
violence on MTV than the major networks combined. 1In 1992, NCTV
calculated 20 acts of violence per hour on MTV. Many video games
also include depictions of violent acts. According to a 1989
NCTV study looking at 176 Nintendo games, 80 percent contained
what they termed ®"harmful violence”.

The amount of media available will continue to expand as
technology increases. Technological advances may make possible
the provision of up to 500 channels of programming to the home.
In addition, several new technologies may expand the range of
choices available to consumers. Direct broadcast satellite
service and video dial tone service, provided by telephone
companies, may soon be widely available. Many of these new
technologies make possible a greater degree of choice by
consumers as to the programming they receive, especially where
the program is sold on a pay-per-channel or pay-per-view basis.

Reaching the Young

For several reasons, it is appropriate to focus on the violent
images consumed by the young. The media can have its most
lasting and significant effect on young minds. This translates
into a greater potential for harm posed by repeated violent
images, as well as a greater opportunity to use the media to help
parents and educators teach young people non-violent strategies
for resolving conflicts.

Specifically, we should pay particular attention to the media's
effect on three groups:

1) very young children, ages three to seven, who are
especially susceptible to media influence as they form
their understanding of normative behavior,

2) pre-teenager, ages eight to twelve, who are forming
views on adult relationships and sexual norms, and

3) youth who are at risk for violent behavior, ages 0 to
18, who have one or more of the important risk factors
for violence. ’

The Relationship Between Media Depictions of Violence and Real
Life Violence

The effects of violence in the media can be viewed along a
continuum from direct to indirect. Direct effects include
copycat violence that results from imitating violent acts that



are viewed in the media. Intermediary effects cover other
aggressive behavior resulting from watching violence in the
media, and indirect effects include desensitization and the
promotion of negative stereotypes. The degree to which children
are affected by violence in the media depends largely on their
cognitive development and other intervening factors, such as
their attachment to their peers and the community and parental
involvement in media viewing.

Media Violence and Copyvcat Behavior:
There have been a number of incidents in which people have

imitated acts of violence and recklessness that they have seen on
television or in films. 1In two surveys commissioned by ABC of
young male felons imprisoned for committing violent crimes,
(e.g., homicide, rape and assault,) 22% to 34% reported having
consciously imitated crime technlques learned from television
programs, usually successfully

Recently, a number of children and teens have imitated reckless
behavior that they saw on the screen.® In one of the most
recently publicized destructive acts, a five-year-old boy copied
MTV's animated "Beavis and Butthead", who used an aerosol can
like a torch. The five-year-old burned his house to the ground.

Another series of incidents were inspired by the film The
Program. A number of young people have imitated the young men in
the movie who test their courage by lying down on a busy highway.
Three boys have been killed. Although these last two examples
represent a handful of copycat examples among millions of
viewers, they are, however, troubling.

It is likely that perpetrators who learn techniques from
television have a predisposition to commit violent acts, but
often young children innocently repeat what they see without
necessarily knowing whether the behavior should be imitated.
Federal courts have held that broadcasters and advertisers are
not liable under tort law for harm resulting from copycat rapes,
suicides, or accidental injuries.

Media Violence and Aggressive Behavior:

The effects of media on behavior are widely acknowledged by
advertisers, political candidates and others who spend billions
of dollars each year to sell their products. Television's
influence is evidenced by the number of children who learned to
dial 911 from watching the popular television series of the same
name, or the many children who learned the alphabet from Sesame
Street. Most parents can attest to the pleas of children to buy
a special brand of cereal or sneakers after seeing a commercial
during the Saturday morning cartoons. . Images on the screen are
clearly a powerful communicator.

The APA reports that "[t]lhere is absolutely no doubt that higher
levels of viewing violence on television are correlated with
increased acceptance of aggressive attitudes and increased
aggressive behavior." At least three major national studies and



countless smaller studies provide a plethora of evidence to
substantiate these findings, particularly among youth.®

The effects of portrayals of violence in the media on children
are of particular interest. As the level of violence in American
society has risen in recent decades, the age of perpetrators of
violence has steadily declined. Children from every societal
group are being convicted of violent crimes. Children are
increasingly becoming perpetrators and victims of violent crimes
at younger and younger ages. The number of homicides of youth
ages 14 to 17 years old doubled in the decade from 1981 to 1991
(from 5.1 deaths per 100,000 to 10.5 deaths per 100,000). The
number of homicides of African American males ages 14-17 went
from 24.2 per 100,000 to 65.9 per 100,000. At the same time,
juveniles were committing murders at a much greater rate. Youth
ages 14-17 committed twice as many murders in 1991 as in 1981.
African American males were eight times more likely to commit
acts of murder than white males ages 14-17.10

In 1992, the American Psychological Association published Big
World, Small Screen, a report of a committee of psychologists
that provides a second substantial update of the literature on
television effects. With the benefit of further research on the
effects of violence, the APA report observed:

The accumulated research clearly demonstrates a
correlation between viewing violence and aggressive
behavior -- that is, heavy viewers behave more
aggressively than light viewers. Children and adults
who watch a large number of aggressive programs also
tend to hold attitudes and values that favor the use of
aggression to resolve conflicts. These correlations
are solid. They remain even when many other potential
influences on viewing and aggression are controlled,
including education level, social class, aggressive
attitudes, parental behavior, and sex-role identity.

Leonard Eron from the University of Michigan studied crime rates
and personal characteristics of 875 boys and girls from age eight
to 30 since 1960. He found that those who watched more violent
television:

° were convicted of more serious crimes,

° were more aggressive under the influence of alcohol,
and

) used violence more often to punish their own children,

who in turn showed signs of aggressiveness.

In another study of boys, he found that their preferences for
more violent shows at age 10 were predictive of aggressive
behavior at age 18.



Other studies provide corroboration, as well as other conclusions
about the adverse effects of viewing violence in the media. For
example:

° there are few long-term effects on children whose first
exposure to violent television is after the age of 12;

° people who continuously view media violence are more
likely to resort to violence;

The television industry has also commissioned studies on the
effects of violence. CBS sponsored a study by William Benson in
1978 controlling teenage boys for 100 variables. It found that
teenage boys who had watched above-average quantities of
television violence before adolescence were committing acts of
serious violence (e.g. assault, rape, major vandalism) at a rate
49% higher than teenage boys who had watched below-average
quantities of television violence.!l

An often-cited and often-disputed NBC study of 2,400 school
children in 1982 found the same correlations between exposure to
violent television and aggressive behavior found in other
studies. But after analyzing the statistical data further, the
study concluded that television violence had no significant
effect on the children' s behavior.

Indirect Effects:

In focusing on the direct effects of media violence on the young,
we should be careful not to ignore the important indirect effects
of violent media on all viewers. Violent portrayals in the media
are also chargedl? with perpetuating racial stereotypes and
lowering the expectations of teachers, social service providers
and others toward the minority youth in their charge.

Psychological research also documents a "desensitization effect";
viewers of violent images are more willing to accept the violence
around them as normal. Studies!® show that:

° people who continuously view media violence are more
likely to become desensitized to violence;

° children who view violence in the media may feel an
increased sense of vulnerability and insecurity;

o viewing violence against women increases acceptance of
violence against women.

Unanswered Questions

Over the past two-and-a-half decades, a large body of research
findings has indicated a correlation between viewing media
violence and aggressive behavior. However, as in all behavioral
research it is difficult to prove cause and effect even where
there is a strong correlation. 1In addition, there are
significant research questions and gaps that remain to be
addressed in order to formulate more specific policies and



practices. The recommendation section addresses this need for a
renewed Federal research concern in this area as well as the need
for an explicit focus on translating research findings into
effective practice.

Research on the Use of Educational and Entertainment Media to
Promote Pro-social Messages

The previous section outlines what we know about the impact of
media on aggressive behavior. However, the media can also
encourage pro-social behavior, and in some instances this
positive impact has been demonstrated in psychological research.
Pro-social messages in media are generally described as those
depicting attitudes or behaviors considered as socially desirable
by most members of society, or those attitudes and behaviors that
depict a rational and responsible participation in society. The
types of media that have particular relevance to pro-social
messages are educational media, entertainment media, and news
programs.

Educational television has long been the vehicle through which
pro-social messages have been delivered to special audiences,
including children. Television and other forms of visual media
take people to places that they may never see or allow them to
witness events far removed geographically or in time. Other
programs, particularly those for children, can be designed and
developed specifically with the educational and social
development needs of the audience in mind. Evaluations of
programs such as Sesame Street, Mister Roger's Neighborhood and
others in this genre show the effectiveness of using television
to educate children and deliver pro-social messages.

For example, in 1972, researchers Stein and Friedrich reported on
preschoolers' behavior in a nursery school setting before and
after watching certain television programs. Those who watched
pro-social programming generally showed more increases in self-
control than those who watched aggressive or neutral programming.

In a study several years later in 1975, the same researchers
investigated the effects of instruction and role-playing after
watching episodes of Mister Roger's Neighborhood. They found
that the children who watched pro-social programming in relation
to those who watched neutral programming could correctly answer
questions about pro-social behavior, could spontaneously
verbalize pro-social messages, and were more likely to help
another child.

One of the problems in evaluating educational television results
from a limited audience, which is mainly composed of children
from professional and upper managerial class parents.1®

However, because the entertainment media reaches a much broader
audience, a number of people in the fields of communication and
education are investigating ways to use entertainment media
effectively in delivering pro-social messages.



The effectiveness of entertainment media in delivering pro-social
messages is more difficult to determine. There have been many
more studies on the anti-social effects of entertainment media
(as described above). However, one survey conducted by CBS in
1974 (Libert, Sprafkin, Davidson, 1985) showed that 90% of the
700 children who watched specific episodes of Fat Albert and the
Cosby Kids were able to verbalize at least one pro-social
message. Messages often identified by these children concerned
being kind to friends in trouble, being honest, and valuing
property.

One report on lessons learned that resulted from a 1989
conference on entertainment-education for social change,
sponsored by the Annenberg School of Communications at the
University of Southern California in Los Angeles, included a
recommendation that entertainment-education be used to increase
knowledge of an issue rather than to change overt behavior
regarding the issue. This concept can be reinforced by
evaluation of several recent efforts to educate the public
through entertainment television in other public health
campaigns. The use of designated drivers to reduce alcohol-
related crashes and subsequent injuries has been promoted heavily
in entertainment media by the Harvard Alcohol Project. This
campaign has been successful in making Americans aware of the
dangers of drinking and driving and represents one method of
reducing injuries relating to this behavior.l?” The positive
effects of increasing knowledge about HIV infection and AIDS
through entertainment television was recently demonstrated when
the calls received by the CDC National AIDS Hotline increased
16.8 times (82,378 calls versus the normal 4,911 on a Saturday)
after ABC broadcast a two-hour entertainment and AIDS outreach
special, In a New Light.

Although there is some controversy over the development of news
programs for school use that also advertise products;1® 19

news programs, especially those designed for children, also can
be instrumental in developing an awareness of important
issues.?0 However, issues of local versus national control and
commercial/noncommercial sponsorship need to be addressed.

The Federal Government's Role in Addressing Media Violence

Past

The Federal Communications Commission (FCC) has occasionally
addressed the issue of television violence. 1In a 1976 report,
the FCC concluded that "[rjegulatory action to limit violent and
sexually-oriented programming which is neither obscene nor
indecent is less desirable than effective self-regulation, since
government-imposed limitations raise sensitive First Amendment
problems."

The networks and the National Association of Broadcasters (NAB),

after prompting from FCC Chairman Wiley, developed guidelines for
broadcasting during a so-called "Family Viewing Hour." These
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quidelines were incorporated in the NAB Code. The FCC's actions
were challenged on First Amendment grounds, and the NAB's and
network's actions on antitrust grounds. Under the pressure of
this litigation, the NAB suspended the portions of the Code
concerning violence. More recently, the NAB, at the urging of
Chairman Sikes, adopted a statement of principles concerning
television violence and other programming issues.

Present

The U.S. government, unlike some governments, does not directly
license programmers, such as the national broadcast networks
(ABC, NBC, CBS, Fox), or the national cable networks (e.g. CNN,
C-SPAN, TNT, USA), motion picture studios, or the sound recording
industry. 1Instead, the FCC licenses individual radio and
television stations to broadcast using the electromagnetic
spectrum.

The public may raise objections concerning a station's
performance when the station seeks to renew its license.
Television licenses expire every five years, and radio licenses
every seven years. In the event a station's renewal is
challenged, that station's positive efforts to address issues of
importance to the needs and interests of its listeners or viewers
weigh in favor of renewal.

The law expressly prohibits censorship of licensees by the FCC.
However, Congress has authorized the Commission to regulate
programming in two areas in which the interests of parents and
children are of particular concern. First, the law prohibits the
broadcast of "indecent" material. Citing the "pervasiveness" of
the broadcast medium, the Supreme Court has upheld this
prohibition if it is applied to material broadcast at times when
children are likely to be in the audience. Congress has also
adopted limits on the amount of commercials aired in connection
with children's programming on either broadcast stations or cable
television systems, and has directed the FCC to review television
station license renewal applications to determine whether the
licensee has aired programs addressing the informational and
educational needs of children.

While the FCC regulates some aspects of the cable industry, cable
systems, unlike broadcast stations, are not licensed by the FCC.
Instead, cable systems are franchised by state and local
authorities, and these authorities share regulatory authority
with the FCC. The courts are only beginning to address the
extent of the government's authority to regulate cable
programming. Some courts have indicated, however, that cable can
be considered less "pervasive" than broadcast television, in that
receiving cable requires the affirmative act of subscribing to
cable, and because "lock boxes" provide a greater degree of

2some of the national broadcast networks and some motion
picture studios are FCC licensees, but this is because they own
individual radio or television stations.
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parental control over what cable programming is available in the
home.

Pending Regqulatory Proposals

On March 25, 1993, the Foundation to Improve Television
petitioned the Commission to develop rules to curb excessive
amounts of dramatized TV violence in order to alleviate its
harmful effects on children. The proposal included restrictions
on such programming between the hours of 6 a.m. and 10 p.m. The
FCC has not yet acted on the petition.

Legislation

Congress has been holding hearings and expressing concern about
the effects of television violence since the early 1950s, but has
been hesitant to consider further action seriously until
relatively recently. The 1990 Television Violence Act gave the
networks an anti-trust exemption permitting them to formulate a
joint policy on television violence. The three year exemption
expired on the first day of December, 1993.

The issue of media violence was the topic of hearings in several
committees of both houses of Congress in 1993. Most of the
inquires focused on violence on broadcast and cable television.
However, violence in video games was the topic of hearings before
Senator Lieberman's Government Operations Committee on December
9, 1993.

In the most recent Congress, several bills addressing television
violence have been introduced in both houses. The bills cover a
wide variety of approaches to the issue. On the Senate side,
Senators Hollings and Inouye presented a bill to designate
certain hours as violence free. Senator Durenberger introduced a
bill to require warnings before violent shows. Senators Dorgan
and Conrad and Representative Durbin have been working on a
system to rate the violence content of television programs and
Senator Levin introduced a bill to keep track of program
sponsors.

8.1383, the "Children's Protection for Violent Programming
Act" (Hollings and Inouye), would limit violent video
programming to hours when children "are reasonably likely to
comprise a substantial part of the audience." Premium and
pay-per-view cable broadcasts would be exempt, as would
news, documentaries, educational shows and sporting events.
The FCC would define "violent video programming" and select
the hours when it would be prohibited.

8.943, the "Children's Television Violence Protection Act"
(Durenberger), would require broadcasters to air warnings to
accompany programs showing violence or "unsafe gun
practices." Warnings would not be required between 11:00 pm
and 6:00 am, and the FCC could exempt news broadcasts,
sporting events, educational programming and documentaries.
The bill defines violence as "any action that has as an
element the use or threatened use of physical force against
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the person of another, or against one's self, with intent to
cause bodily harm to such person or one's self."

8.973 and H.R. 2519, the "Television Violence Report Card
Act" (8B8enate -- Dorgan and Conrad, House =-- Durbin),
directs the FCC to evaluate and rate TV programs "with
respect to the amount of violence contained in these
programs" and publish these ratings.

8.1556 (Levin) would require stations to keep copies of
commercials for 30 days and provide them to the public upon
request. If a complaint were received, the commercial would
be kept for a year. A log of complaints would have to be
kept and made available to the public on request.

Note: Attorney General Reno has testified that S.1383, S.943 and
S.973 are all constitutionally sound.

There has also been a great deal of attention to the issue in the
House of Representatives. Representatives Schumer and Roukema
introduced a bill that would establish a Presidential Commission
on TV Violence and Children chaired by the Surgeon General and
the Attorney General. This commission would be in the tradition
of the Surgeon General's Advisory Committee on Television on
Behavior, which was formed in response to congressional requests
and issued, in 1972, a major review of the then available
research on the effects of television, and the review that the
National Institute of Mental Health published in 1982 covering
the subsequent decade of research that the Surgeon General's
report helped stimulate.

Representative Kennedy has introduced a bill to set up a viewer
complaint line at the FCC. Representative Bryant has introduced
a bill to require the FCC to set broadcast standards.
Congressman Markey and seven other co-sponsors introduced a bill
to require television manufacturers to include a feature,
nicknamed a "V-Chip" to allow parents to block any selected
channel, program, time slot or to block all programs receiving a
violence rating.

H.R. 2609, "The Presidential Commission on TV Violence and
Children Act" (S8chumer and Roukema), would establish a
Presidential Commission on TV Violence and Children chaired
by the Surgeon General and the Attorney General. The
Commission's final report would be due one year after its
formation.

H.R. 2756, the "Parents Television Empowerment Act of 1993"
(Kennedy), would require the FCC to establish a toll-free
number for collecting public comments, suggestions and
complaints concerning programs violent programming. The FCC
would publish a quarterly summary of these complaints. 1In
its annual report to Congress, the FCC would have to
evaluate whether the broadcasting industry had effectively
responded to the complaints.
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H.R. 2837, the '"Television and Radio Program Violence
Reduction Act" (Bryant), would require the FCC to prescribe
standards requiring broadcasters to "reduce the broadcasting
of all video and audio programming which contains violence."
The FCC could exempt news broadcasts, sporting events,
educational programming and documentaries. "Violence" would
be defined as per S.943.

H.R. 2888, the '"Television Violence Reduction Through
Parental Empowerment Act" (Markey, Dingell, Fielas,
Margolies-Mezvinsky, Oxley, 8lattery, Hastert, Cooper,
Gillmor, 8ynar, Shepherd, Glickman, Schenk, Towns), would
require that domestic and imported television sets be
equipped with devices =-- nicknamed "V Chips" -- which would
permit viewers to block (1) any selected channel, program,
time slot or (2) “all programs with a common rating."

The Canadian Example:

The Canadian Association of Broadcasters (CAB) recently released
a new code to cover broadcast programming originating in Canada.
The code is interesting both for the process that created it and
for the content of the guidelines. The process involved a
proposal by the broadcasting industry association, agreement from
the constituent broadcasters, and formal acceptance by the
Canadian Radio-television and Telecommunications Commission
(CRTC). The process was initiated by the CAB largely, they
admit, in fear of legislation. (The effort was spurred on by a
l14-year-old citizen whose sister had been murdered. She
delivered to Parliament 1.3 million signatures on a petition to
reduce violence in the media.)

The CAB worked closely in negotiations with the CRTC throughout
the drafting process. By analogy, this would be similar to the
(U.S.) National Association of Broadcasters (NAB) working with
the FCC to develop a code to cover broadcasts. Among other
things, the code completely bans "gratuitous violence," allows
adult-oriented depictions of violence only after a “watershed”
hour of 9pm, and puts limits on realistic depictions of violence
in children's programming.

The code is administered by the Canadian Broadcast Standards
Council, whose members are appointed by the CAB. The CBSC
generally seeks to mediate disputes between citizens and
stations. The CBSC may reprimand or expel members for violations
of the Code, although prior practice indicates that such actions
are extremely rare. If a broadcast station is in "good standing"
with the CBSC, the CRTC does not separately review the station's
programming performance as part of the license renewal process.

The CAB press release calls the provisions "tough," and this is
how it has been reported in the American press. However, the
code is not a great deal stronger than the codes of conduct
already in practice for Canadian Broadcasters (similar to the
codes of conduct for the U.S. networks), and some clauses in the
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code may sound a bit more restrictive than they will be in
practice.

One example of this is the outright ban on "gratuitous violence,"
which eliminates something that may be unidentifiable. The code
provides a definition of gratuitous violence, but examples of
Canadian or even American broadcasts that fit this definition may
be so infrequent as to make this provision meaningless.

Another example is the restriction on animated children's
programming exempting all stylized forms of fantasy violence such
as the Road Runner or Tom and Jerry cartoons. The code may
restrict some realistic action animation but many forms of
animation that are quite violent would be acceptable under the
CAB code.

The CAB code also exempts the Prairie Provinces from the
watershed hours if the programming originates in another region.
This allows broadcasts containing violence to begin at 8pm rather
than 9pm in the central time zones.

All in all, the CAB code will cause some changes to Canadian
broadcasting, but it also serves as a challenge to the Canadian
cable industry, which distributes American broadcast and cable
programming.

Recommendations

The government and the major media have played an important role
in reducing the glamorization of many anti-social practices. A
few decades ago, the stars of movies, television, and music were
frequently seen with a cigarette in one hand and a martini in the
other. The media, spurred on by federal legislation, played an
important role in public education campaigns to address tobacco
and alcohol over-consumption. A ban on cigarette advertisements
went into effect in 1971, and alcohol advertisements face several
restrictions including alcohol industry trade association codes.
However, much of the shift in norms was voluntary on the part of
the movie and television industries. Government's role was to
sound the alarm to the health risks, make speeches requesting
greater media responsibility, and offer consultation on means to
alter portrayals of risky behavior.

Today, a similar effort offers enormous potential for government
and the media to play a cooperative role in changing social norms
and behaviors to lessen the harm of violence in America. In the
past decade the media have worked effectively with government
agencies to address drug abuse, drunk driving, teen pregnancy,
and to spread the word about the danger presented by HIV/AIDS.
These themes have been presented in public service announcements,
woven into story-lines for drama and comedy programs, featured in
movies, and presented in news features and news specials.

In recent months, there has been a great deal of action in this
area. On an industry by industry basis, or through policy

15



decision of individual corporations, there have been meaningful
actions, and statements of plans for future actions, that address
both of our goals in this area; 1) reducing the level of violence
in the media and 2) addressing the national violence problem
through the media.

For example, to reduce any negative influence caused by the
violent images presented in the media, several leading radio
stations in major markets have announced that they will no longer
play some musical recordings with offensive or violent lyrics.
Video game software producers have announced a new violence
rating system, and the cable television industry has joined with
the television broadcast networks to endorse independent violence
monitors who would produce a violence report card for each
television and cable station. The cable industry has also
endorsed the so-called "V-chip" that would give parents the
option to screen out violent programming.

It is important to note that the media have made progress
previously on reducing the number of violent acts they depict
when the heat is turned up in Washington, only to reverse course
when the attention subsides. Promises from the media industries
should be considered substantial only to the degree that they are
in the form of specific commitments against which success can be
measured.

There has also been a great deal of activity in persute of the
second goal of addressing violence through use of the media.
Partly in response to the attention Congress and the
Administration have placed on the subject, representatives of
media corporations have stated that violence is now a major topic
for their social issue messages. There have been, or are plans
for, a number of creative campaigns to address the violence
problem. These include news specials by national, cable, and
local broadcasters, conflict resolution storylines in
entertainment programs, and music videos with anti-violence
themes. :

While each of these efforts should be seen as positive
developments, there is little doubt that far more can, and must,
be done. Even with this new emphasis, anti-violence messages are
overwhelmed by thousands of depictions and descriptions of
violence every day. Addressing all of the many forms and causes
of violence will require a sustained high level of media
attention.

Recommendation 1: A Government/Media Anti-violence Partnership
The Administration should follow the President's December 4th
remarks by issuing a more specific challenge to the media
industries to join in a partnership to constructively address the
national violence crisis. Even as the media industries begin to
show signs of a meaningful response to the President's challenge
(as well as the discussions between the media industries and
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Senator Simon and others on Capitol Hill) there is a need to turn
the partnership into a reality.

A major White House event could be used to kick-off a series of
discussions among media executives, the creative community,
government representatives, community leaders already active in
this area, and others. Alternatively, or in addition, an event
could be used as the culmination of such a process where concrete
results are presented.

A government/media anti-violence partnership could take many
forms depending on the level of government involvement. A
balance must be struck between a necessary level of leadership
and an excessive level of control. We recommend the government's
role should be to:

° set the agenda,
) assemble the participants,
) suggest options for voluntary actions

The government would not predetermine the process the partnership
would follow or the outcomes that would be reached.

S8etting the Agenda

The one course of action that was supported by almost every
expert contacted by members of our working group, including
representatives of the media industries as well as their harshest
critics, was the need to raise the urgency of the media violence
issue. Perhaps the critics of the media hope this will be just
the first step among many, while members of the media industries
hope this will be the only step. Regardless, nearly all agree
the issue of violence in the media needs to be raised as part of
an overall anti-violence. message.

The media should not be singled out for blame, but should be
challenged to participate in a search for solutions. In doing so
it is important to:

1) Find the balance between public values that government
should not play too great a role in limiting the
choices of Americans when it comes to the media, but
that sometimes the media just seems to go too far in
depictions of violence that strike most people as an
unhealthy contributor to the level of violence in
society.

2) Address issues raised by all of the media industries,
without undue emphasis on network TV. The examples and
challenges should include feature films, broadcast TV,
cable TV, music, music videos, and video games.

3) Address violence in all of its forms. The

Administration's message must push beyond the "urban
violence" stereotypes and include all of the forms of
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violence. The media has a continuing role in
addressing the problems of youth violence, domestic
abuse, elder abuse, and hate violence.

4) Strongly support the First Amendment and the principles
of artistic and journalistic freedom, even as the
executive branch asserts that there are measures under
consideration that are not problematic with respect to
the First Amendment.

5) Reinforce the federal government's determination to
take action in the face of an epidemic of violence, and
call upon every sector of society to play its part -
including the media.

6) Encourage media action by acknowledging positive steps
that have already been taken by the media industries to
reduce the level of violence in some of their products.

7) Be as specific as possible about the types of media
depictions of violence that scientific research
suggests may be most harmful. The list can include
realistic violence that is intended for young
audiences, television violence that is intended for
adult audiences but is aired or promoted during hours
when unsupervised children are likely to be in the
audience, close visual association of violence and sex,
violence that is rewarded, violence shown without any
consequences to the victim, or violence that is
practiced by a protagonist or hero.

Assembling the Participants

One of the most important roles the government can play is to
bring all of the participants to the table to have a discussion
about the roll the media can play in addressing violence in
America. Thus, it is crucial to have the right people at the
table. It is important to include all of the media industries
with emphasis on those that are most important to young people;
movies, broadcast television, cable television, music, music
videos, radio, video games, and computer entertainment software.

In addition to including representation from all of the media
industries, it is important to reach beyond the Washington
representatives and top media executives to include creators,
producers, directors, writers, performers, programmers,
advertisers, and game designers as well.

There are a number of non-profit organizations with expertise in
fostering pro-social entertainment media which could be called

upon to assist in selecting the participants. A partial listing
of these groups has been attached as an appendix to this report.
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Offer Ssuggestions for Voluntary Actions

From the government's seat at the table, the government could
suggest specific options that media organizations may wish to
consider. There are a number of successful approaches that have
been introduced by some media organizations which could be
adopted more broadly. The federal government's role would be to
encourage wide adoption of the industry's best practices.

Examples of actions that could be taken voluntarily by the media
industries to give greater information and control to consumers
and parents include: product content labeling, viewer warnings,
the creation of children's and family viewing hours, active
promotion and instruction in the use of existing cable channel
blocking technology, and consultations or "violence audits" with
independent experts.

Specific Options:

° The networks, local broadcasters, and cable channels
can define children's and family viewing hours when
parents can know children will not see unsuitable
violent programming, advertisements, or promotions for
upcoming news or entertainment programming.

° The networks, local broadcasters, cable channels, and
the producers of children's programming should be asked
to take a critical look at appropriate programming for
very young children. Young children are frequently
being entertained by violent cartoons that were
originally intended for a much older audience.

° The motion picture industry could be asked to place far
greater emphasis on the violent content of films in
their rating system, and to create a system of ratings
that acknowledges the important developmental
differences between very young children and older pre-
teen children.

° Individual video cassette sales and rental retailers
could adopt and enforce the Video Software Dealers
Association guidelines for using the MPAA film ratings
to block sales and rentals of inappropriate material to
minors. These guidelines require parental pre-
authorization before minors can rent PG-13 and R rated
movies.

° The managers of the media industries could elect to
consult with independent experts on media violence to
identify the most potentially troublesome aspects of
their offerings. This is one of the proposals that has
been endorsed by the cable and broadcast television
networks.

. The cable services and cable channels can be asked to
provide parents with options to choose which channels
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their families will receive, and to educate them in how
to use the technology. Parental choice is not just a
technology. It must be marketed as intensively as the
pay-per-view option is for it to be a reality. Even
with the support of the manufacturing and broadcasting
industries, the V-chip could not be in a majority of
homes for many years (due to the turnover rate of new
television sets). However, existing technology offers
much of the same capability if consumers know how to
use it.

° The manufacturers of television sets could voluntarily
choose to offer parental control features that will
give parents the ability to block out programming that
is accompanied by a non-visible adult programming
signal.

° Television broadcasters and cable channels could
voluntarily broadcast an electronic violence parental
control signal to trigger a V-chip or lock box. This
could be simply done for all PG-13, R, X, and NC-17
rated films and made-for-television programming for
which they would voluntarily broadcast a viewer
advisory. : '

The federal government can offer to play a role in helping to
develop the consumer demand for television sets that offer
parents the ability to screen out violent programming. Parents
can have access to effective control technology through voluntary
cooperation between television manufacturers and programmers.
Leadership by the Executive Branch in this area could lessen the
need for the mandates in proposed Congressional legislation.

There are also a number of steps the media industries could take
in partnership with the government to creatively address the
national violence problem through positive, pro-social, anti-
violence messages. While we would not be starting at square-one
(there have been many music videos, movies, television shows and
public service announcements with anti-violence themes, and many
more are in preparation), federal leadership could take these
efforts to a higher level.

The media industries have shown some willingness to promote pro-
social and anti-violence messages. These include the "winners
don't use drugs" messages on arcade video games, anti-violence
rap videos, special editions of Nickelodeon's Nick News on
violence, the "The More You Know" anti-violence public service
announcements on NBC, and feature films and entertainment
programs with anti-violence themes. The federal government must
acknowledge, support, and encourage these activities. However,
it is time to go beyond these isolated efforts toward a
coordinated, multi-media anti-violence campaign.
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The government can bring a great deal to the table. Even
projects currently in the planning stages could benefit greatly
from government support including, important national
spokespersons and hard data from government research. 1In
addition, the federal government could establish a national
Violence Information Center with a tcll-free number to
disseminate information about violence and potential strategies
for addressing violence at the family, community, and national
levels.

The federal government should propose an ongoing public/private
partnership to develop a national public education campaign on
violence prevention. This partnership should include a lead
federal agency, other federal agencies working in the area of
violence prevention, state and local agencies that deal with
violence, voluntary organizations, advocacy groups, and
representation from the media industries. The Centers for
Disease Control and Prevention (CDC) has successfully led this
type of campaign in a number of areas (e.g., immunization,
HIV/AIDS, smoking cessation, and breast and cervical cancer).

Following the example of the national awareness campaign -
developed by the National Immunization Program at CDC, the
violence prevention program could include such elements as
demonstrations of coalition building to improve services and
raise public awareness in major population areas, and could
collaborate with private and public partners in violence
prevention, such as medical groups and national local units of
voluntary organizations, police groups, and social and mental
health agencies.

Another example of a public awareness campaign that is
specifically targeted toward crime and violence, and is a public/
private partnership is the McGruff ("Take a Bite Out of Crime")
campaign. This project is a joint effort by the Justice
Department, the Advertising Council, and a number of national
public interest groups. This campaign has been very successful
in making Americans aware of self-help measures to prevent crime.

Public/private sponsorship of marketing research is important in
a public awareness campaign developing the most effective themes
for specific audiences, and the coordination of themes and
messages that could be delivered across the media spectrum.

Public information campaigns are meant to generate interest in a
subject, and it is essential that a mechanism, such as a
clearinghouse, be created to respond to the demand. The
government could establish a violence information center that
would be reachable through a toll-free number. The telephone
number would be promoted through the national anti-violence
campaign. This clearinghouse would be a central repository and
database of statistics and research findings, current anti-
violence research and projects underway, materials (including the
fugitive literature), experts available as spokespersons on
violence-related topics, news and feature-story ideas, and much
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other material essential to establishing and ensuring credibility
of the issue, perhaps making much of it available through on-line
services such as the Internet. Clearinghouse information could
be used by community groups that are developing violence
prevention programs and could develop and enhance current
prevention programs using research findings. Educators could use
the findings in the design of effective media literacy or
conflict resolution programs. The clearinghouse might be funded
jointly by public and private sources.

A central clearinghouse/hotline on violence prevention could
serve as a referral source for the other clearinghouses in
existence that handle specific types of violence, such as child
abuse or violence and drug abuse, while at the same time filling
in the gaps for information about many other aspects of violence
not covered by an existing clearinghouse.

Potential Actions:

. Challenge the television, film, and music industries to.
find creative ways to educate the public about the
patterns of violence in America and alternatives to
violence as a means for conflict resolution.

° Propose a government/private partnership to fund and
guide applied research to identify the most effective
messages for specific audiences to change norms and
behaviors away from violent conflict.

° Establish a national Violence Information Center with a
toll-free number to disseminate information about
violence and potential strategies for addressing
violence at the family, community, and national level.

Recommendation Two: Increase Federal Support for Research to Fill
the Gaps in Our Knowledge and Ensure That Research Is Turned into
Effective Practice

The Federal government has had a major role in supporting and in
analyzing research on the effects of television violence from the
late 60s through the early 80s. Of specific note is the Surgeon
General's Scientific Advisory Committee on Television and
Violence, which was formed in response to congressional requests.
Its report, indicating concern about the effects of television
violence and raising a number of questions, stimulated a decade
of expanded research which produced some 3000 papers, chapters,
books, and other publications. The National Institute of Mental
Health, as the lead support agency for the Surgeon General's
Committee and for research on media effects, published an
analysis of that expansion of research in 1982. While the
additional findings allowed a stronger statement about the
adverse effects of television violence, many questions remain to
be addressed. A renewal of government concern with research in
this area is needed. A Violence Information Center could serve
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to house and focus new and ongoing research activities, as well
as to disseminate their results.

Research is needed to clarify and specify what media depictions
of behavior, in what context, and for which categories of viewers
increase the likelihood of aggressive and violent behaviors.
Research can help identify the factors that can protect against
or neutralize the adverse effects of media violence. The results
of this research can be used by media developers and storytellers
as they craft their products, and by educators as they develop
programs for children. Research is needed to specify the
critical components of effective programs, and the training,
consultation, and management required for their effective
implementation. Practical, cost-effective, and ongoing
evaluation should be done to assure that what should work does in
fact work. In addition, little research exists on the effects of
violence in newer media forms such as video games and music
videos. These newer media forms should be addressed.

Other communications research should be conducted to strengthen
our knowledge of the pro-social impact of media. In addition,
marketing research should be conducted to give us information
about making pro-social programming more appealing to young
people.

As important as research is, such findings will have 1little
societal impact if dissemination is limited to research journals
and books, and if the utilization of research findings is only to
stimulate more research. A major effort will be required to
foster the dissemination and utilization of important research
findings in developing preventive policies and programs.

Potential Actions:

) Stimulate and support the research required to guide
effective policies programs to reduce the effects of
media violence. The federal government is not
currently sponsoring any major research on this issue.
CDC, NIH would be the most likely place to locate a
research center on media violence.

° Stimulate and support the research on the effective use
of the media to send pro-social messages to those in
diverse cultural and ethnic communities who are at a
high risk for violence.

° Ensure that research is effectively translated into
practice. This could be accomplished through the
violence information center described in recommendation
four.
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Recommendation three: Strengthen Alternatives to Consumption of
Violent Media by the Young :

Studies show that one of the most harmful effects of excessive
media entertainment on children is its tendency to replace more
healthful activities. Therefore, in addition to working to
reduce the amount of violence and increase the amount of pro-
social programming in the media, it is important to support
efforts to provide more alternative activities for children and
youth. New Americorps and other Service corps members should be
enlisted to act as role models for at-risk youth and encouraged
to coordinate and staff existing programs.

Greater support for child-care centers, after-school programs,
tutoring and mentoring initiatives, and a variety of recreational
activities such as sports and the arts would benefit parents,
many of whom lack sufficient time and resources for their
families. They should be able to turn to their schools and other
community organizations for help in providing their children with
enjoyable and educational activities that raise their self-esteem
and their sense of having a stake in their communities.

One such program is the "Fun Shop Reading Series," a
collaboration between the Lexington, Kentucky Episcopal Learning
Center and six VISTA volunteers. Three family reading sites were
established in three public housing complexes. Recruiters
approached thousands of parents, yielding almost three hundred
children. As reported by ACTION: "Now parents and kids have
library cards and use the reading rooms when they might otherwise
be watching the tube."

Another example of how federal support for a program can make a

difference is the inclusion of funding in the Crime Bill for the
Olympic Committee to develop after-school sports programs in at-
risk areas.

It is also important that there be positive video programming
alternatives for children to watch. The pioneering work in this
field of the Corporation for Public Broadcasting, the Public
Broadcasting Service and the Children's Television Workshop,
producers of "Sesame Street," cannot go unremarked. The
Corporation for Public Broadcasting continues to fund a wide
range of children's programming. A number of advocates have
suggested that expanded funding for children's programming,
including perhaps a government funded children's cable channel,
would be a significant positive step.

Federally supported research on how pro-social messages can be
most effectively conveyed, especially to at-risk youth, should be
incorporated into government programs. Vulnerable children would
thus have a positive alternative to viewing media violence or
engaging in other harmful activities.

Many groups21 have called for at least an hour of educational
children's programming daily, and a stricter definition of and
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requirements for "educational and informational" programming.
Peggy Charren, president of Action for Children's Television, an
advocacy group with a long history of working on violence in the
media, endorses these recommendations. She goes further,
however, calling for a television channel devoted solely to
children's programming, more funding for the Public Broadcasting
Service (PBS;i and reservation of future channel capacity for
public uses.

Potential Actions:

° Support the recommendations of the Youth Development
group and the Schools group to promote extracurricular
activities for youth.

° Encourage the media to highlight successful programs.
Sports channels could devote programming time to youth
athletics, science and nature programs could highlight
afterschool projects, clubs, and activities; arts shows
could promote creative outlets for all children.

) Support more funding for public broadcasting shows for
children that foster pro-social behaviors, with .
research to guide their production so that these shows
are appealing to and effective for high-risk children
in diverse cultural and ethnic groups.

° The media or others should promote a council of
excellence to reward advertisers who resist sponsoring
violence in the media.

() The government could create an award to recognize those

who produce good children's programming.

Recommendation Four: Promote Media Literacy at Home, in Schools
and in Communities

The proliferation of new technologies, as well as the increasing
focus of marketers on children, ensures that youth will continue
to be bombarded by the media. While schools feel compelled to
devote most of their time to analyzing print media such as poetry
and novels, most young people will have far more contact with the
*visual” media throughout their lives. Media can help teach
children literacy skills such as critical thinking, and is also
very engaging for young people.

Media literacy is the ability to interpret the symbols and
meanings of the thousands of messages we get every day through
television, video, radio, newspapers, advertising and video
games. It is the ability to choose and select, the ability to
challenge and question, the ability to be conscious about what is
going on around you.
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The U.S. trails other countries such as Australia, Canada,
England and France in the development of media education programs
in schools. One of the catalysts for media education abroad has
been the importation of American films and television programs
that are thought to threaten the cultural integrity of the host
country.24 The most developed program is probably in Ontario,
which in 1987 adopted mandatory media literacy training in over
5,000 schools for students in grades seven through twelve.

There is little media education in the U.S., and most of it
occurs in non-school settings such as youth centers or churches.
Media literacy programs typically focus on developing critical
thinking and analysis skills, learning creative production
techniques, understanding the economic and political structures
that influence mass media, and learning to take personal or
public action to influence the use or challenge the abuse of
media in society.

None of the states have formalized curriculum guidelines for
media literacy, and only a few teacher training programs address
the issues of how to integrate media education into traditional
coursework. While media literacy materials are available for
teachers and parents, little of the material addresses violence
specifically, and virtually none of the anti-violence material is
thoroughly tested.

Schools are not the only place to teach children about the media.
Parents have an enormous effect on how children perceive the
media. While no parent can be 100% vigilant in monitoring what
their children watch on television, children who watch with
parents are often more critical viewers of the media,
particularly if the parents and children discuss what they are
viewing. A few organizations, including the Department of
Education’ s ERIC Clearinghouse, have produced guides to
television viewing for parents, but this information is not
widely available. Nor are all parents aware of the harmful
effects that violence in the media can have on their children.

Another audience ripe for education on the effects of media
violence are film school students. Because writers, directors
and producers significantly impact a storyline, it is useful for
them to have access to the best available research on the effects
of violent imagery. Some groups have begun working with the
creative community to develop storylines that take into account
the research on violence in the media.

Potential Action:

) Support research on successful media literacy programs
and support dissemination of information.

° Encourage more media literacy programs in schools, in

conjunction with other violence prevention programs,
such as conflict resolution programs. Money from the
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safe Schools Act and the Crime Bill could be used for
relevant programs.

° Encourage the incorporation of media 11teracy in
teacher training programs and encourage in-service
teacher institutes to help teachers learn to integrate
media issues throughout their courses. -

- Last year, the Harvard Education School sponsored
a one-week course for 500 teachers and school
administrators on media literacy.

° Educate the future creative community in film schools
about the effects of violence in the media on children
and provide them with research-based alternative story
lines.

° Use Americorps and VISTA volunteers to provide
activities in communities for parents and children.

- HHS has funded a pilot journalism project in two
Boys and Girls Clubs that is intended to improve
reading, writing and speaking skills as well as
media literacy skills. Americorps volunteers
could facilitate projects like these.

° Work with media to provide teacher guides or parent
guides to films. DOJ and HHS have funded these types
of projects in the past.

° Develop or adopt existing guides for critical TV
viewing and distribute to the public, especially
parents.

- The Department of Education has a series of books
called Helping Your Child Learn that are published
on various subjects for parents. A book could be
produced entitled Helping Your Child View Media

Critically.

- Condense the lessons of media literacy into a
brochure and booklet for parents. Grocery stores,
doctors' offices, social service agencies,
schools, workplaces, sporting events and PSAs on
television are the most likely targets for such a
campaign.

Recommendation Five: Study Legislative and Regulatory Options
While working with the media industries to implement plans to
address violence in the media and in society, the Administration
must continue to study regulatory options and review
Congressional proposals. There are a large number of potential
options that have been discussed or should be considered. While
none of the approaches can fully insulate children from exposure

27



to depictions and descriptions of violence, (enterprising or
unsupervised youths would still be able to obtain access to
violent content) some measures would likely be effective with all
but the most ingenious younger children.

Great care must be taken. Efforts to restrict the supply of
media depictions of violence for young people raise concerns
about government censorship, and public opinion is not completely
formed in this area. For example, a Times Mirror poll found
that 80% of the public believes TV violence is harmful, and a
1989 Los Angeles Times poll found that 72% favor the
establishment of a television rating system, although in the same
poll, a majoritg of the public opposed a government crackdown on
media violence. As noted below, judicial opinion is also

still forming on these issues.

One option under consideration in Congress is to limit violent
programming during certain times of the day. Senators Hollings
and Inouye have offered a bill (S.1383) to do this. This
approach, modeled in part on the FCC's enforcement of
prohibitions on indecent programming, leaves some important
concepts undefined, and charges the FCC with fleshing out the
details of implementation.

Another potential method for restricting the supply of violent
material involves the use of new or enhanced rating systems.
Senators Dorgan and Conrad and Representative Durbin have
introduced bills that would direct the FCC to create and publish
a system for rating the violence content of television
programming. The cable television and broadcast networks have
put forward their own plan for independent monitoring.

Another way to give parents more information is to precede
violent programming with a warning or parental advisory. 1In
addition to the record, tape, and CD music packagers who choose
to put parental advisories on the outside covers, broadcasters
and cable channels have begun to do this voluntarily and video
game manufacturers have just agreed on a plan.

Technology presents options for greater parental control and
individual choice. Television receivers are now available that
can display ratings information transmitted with a program. Many
cable systems are required to provide subscribers with "lock
boxes" that can be programmed to block out particular channels at
particular times. Some television sets are also now available
with "lock boxes" for broadcast programs. In addition,
television rationing devices are currently being marketed for
parents who wish to limit the amount of television their children
watch in a given time period, such as a day or week. Few
households now use these devices.

Representative Markey has introduced a bill signed by 14
Congressional Representatives that would require television
manufacturers to put some form of blocking technology in all new
medium-sized to large sets. In this area there is a good
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opportunity to provide greater choice to consumers without a
mandate on any industry.

Great care must be taken in evaluating each of these options. 1In
nearly every case, there are industries that would oppose any
action, and for several of these options there is a substantial
likelihood of litigation. However, some of the proposals have
merit and deserve further review.
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Some of the Groups Working Promote Social Themes Through the Media

Mediascope Marcy Kelly, President. Studio City, California

(818) 508-2080. Founded in 1992, Mediascope is a non-profit
organization promoting positive social and public health images in the
entertainment media. Marcy Kelly was the Communications Director for
the National Institutes on Drug Abuse and was a staff assistant to the
Domestic Policy Council in the Carter Administration.

Entertainment Industries Council, Inc. Herman Rush, Chairman; Brian
Dyak President and CEO. Offices in Reston, Virginia (703) 481-1414
and Burbank, California (818) 841-9933. Established in 1983, the EIC
is a non-profit corporation that represents the entertainment industry
in social causes and produces resource manuals to help the creative
community incorporate pro-social themes in films and television
programs.

The Institute for Mental Health Initiatives: Rhoda Baruch, President;
Suzanne Stutman, Executive Director. Washington, D.C. (202) 364-
7111. Established in 1982, the IMHI is a private, non-profit
foundation whose goal is to build bridges between mental health
professionals and the media to promote mental health and prevent
emotional disorders.

The Center for Health Communications of the Harvard 8S8chool of Public
Health: Jay Winston, Ph.D, Director. Boston Massachusetts (617) 432-
1038. The Harvard Center for Health Communications works with public
health experts and Media creatives to find innovative social marketing
messages.

MEE Productions: Ivan Juzang, President. West Philadelphia,
Pennsylvania (215) 748-2595. MEE Productions works with urban youth
to develop communications strategies to positively influence other
urban youth.

Action for children's Television: Peggy Charren, President.
Newtonville, Massachusetts (617) 527-7870. Founded in 1968 ACT is a
non-profit children's advocacy group working to encourage diversity in
children's television and to eliminate commercial abuses targeted to
children.

Future WAVE (Working for Alternatives to Violence in Entertainment:
Arthur Kanegis, President. Offices in Santa Fe, New Mexico (505) 982-
8882 and Los Angeles, California (310) 823-0440. Future Wave is a
non~-profit organization that works with the entertainment industry to
research, develop and promote positive alternatives to violence and
incorporates those alternatives into popular movies and TV programs.

The National Foundation to Improve Television: Gerald W.

Blakeley, Jr., Chairman; William S. Abbott, President; Joyce M.
Lawrence, Executive Director. Boston Massachusetts (617) 523-6353.
The National Foundation to Improve Television is a non-profit
foundation developing a national media violence literacy program in
coordination with the Boston Public Schools to be replicated in
schools nationwide.
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WHAT IS CRITC?

CRITC is the acronym for the Center for Research on the Influences of Television
on Children, a unit within the Department of Human Development of the University of
Kansas at Lawrence. Founded in 1978 by its Co-Directors, John C. Wright and Aletha C.
Huston, CRITC has published more than a hundred scientific and scholarly articles and
chapters. Several thousand children and families have participated in its ongoing research
studies. More than two and a half million dollars have been awarded to CRITC in grants
and contracts with governmental agencies and private foundations.

CRITC is a research center devoted to conducting studies of how children interact
with television, the activity that occupies more of their waking hours than any other. Our
goals are to add scientific knowledge about children's development, and to find ways to
use the medium to teach children and enrich their lives. '

WHAT IS ITS RESEARCH FOCUS ?
Formal features of TV.

Many investigations have concerned how attributes of television such as animation or
sound effects influence children's attention, comprehension, aggression, and positive
social behavior.

Home Viewing Patterns of Young Children.

Two longitudinal studies have been conducted following children from ages 2to 7.
They have demonstrated that what children watch is more important than how much.
Educational programs can teach both academic and social skills. We are currently
recontacting 15 to 18-year-olds who participated in one of these studies in the 1980's.

Fiction and Reality on Television.

_ Between the ages of 6 and 12, children gain an appreciation of what is real and what
is fiction; they learn more from "real” programs, but they also absorb a lot of information

about life from fiction. We are currently investigating children’s reactions to "reality”

programs that blend real events with production features usually used with fiction.

Scientific Logic and Reasoning.

A fourth area is concerned with how the auditory and visual production features of
instructional television can best be used to demonstrate the logic of physical laws
governing the interaction of two variables to produce an outcome. The goal is to present .
science and math concepts by using visualization more than words and symbols.



February 1995

CENTER FOR RESEARCH ON THE INFLUENCES OF TELEVISION ON CHILDREN
Directors: Professors John C. Wright and Aletha C. Huston . .

CRITC PUBLICATIONS AND RECENT PAPERS
Reprints available from: CRITC, Department of Human Development,
4001 Dole Hall, University of Kansas, Lawrence, KS 66045-2133 USA

I. REVIEWS AND THEORY

2b. Huston-Stein, A. & Wright, J. C. (1979). Children and Television: Effects of the
medium, its contents, and its form. Journal of Research and Development in
Education, 13, 20-31. . ‘

20a. Huston-Stein, A. (1978). Televised aggression and prosocial behavior. In H. L.
Pick et al., (Eds.),Psychology: From Research to Practice. (pp. 75-94). New
York: Plenum.

21c. Watkins, B. A., Huston-Stein, A., & Wright, J. C. (1981). Effects of planned
television programming. In E. L. Palmer & A. Dorr (Eds.), Children and the
faces of television: Teaching, violence,and selling (pp. 49-69). New York:
Academic Press. .

25a. Huston-Stein, A., & Wright, J. C. (1982). Effects of communications media on
children. In C. B. Kopp & J. B. Krakow (Eds.), The Child: Development in a
social context (pp. 578-629).  Boston: Addison-Wesley.

27a. Rice, M. L., Huston, A. C., & Wright, J. C. (1982). The forms of television:
Effects on children's attention, comprehension, and social behavior. In D.
Pearl, L. Bouthilet, & J. B. Lazar (Eds.), Television and behavior: Vol. 2. Ten
years of scientific progress and implications for the 80's. (pp. 24-38).
Washington D.C.: Government Printing Office, 1982.

Reprinted in E. Wartella and C. D. Whitney (Eds.), Mass communication
review yearbook. Vol. 4. Beverly Hills: Sage.

27c. Rice, M. L., & Wartella, E. (1981). Television as a medium of communication:
Implications for how to regard the child viewer. Journal of Broadcasting, 25,
365-372.

27d. Rice, M. L., Huston, A. C., & Wright, J. C. (1983). The forms of television:
Effects on children's attention, comprehension and social behavior. In M.
Meyer (Ed.), Children and the formal features of television: Approaches and
findings of experimental and formative research (pp. 21-55). Munchen: K. G.
Saur.

Translated as: Rice, M. L., Huston, A. C., & Wright, J. C. (1984).
Fernsehspezifische Formen und ihr Einfluss auf Aufmerksamkeit,
Verstandnis und Sozialverhalten der Kinder. In M. Meyer (Ed.), Wie
verstehen Kinder Fernsehprogramme? Forschungsergebnisse zur Wirkung
formaler Gestaltungselemente des Fernsehens. Munchen: K. G. Saur.



29c. Wright, J. C., & Huston, A. C. (1981). Children's understanding of the forms
of television. In H. Kelly & H. Gardner (Eds.), New Directions for Child
Development: Viewing Children Through Television. No. 13. San Francisco:
Jossey-Bass.

33a. Huston, A. C., & Wright, J. C. (1983). Children's processing of television:
- The informative functions of formal features. InJ. Bryant & D. R. Anderson
(Eds.), Children's understanding of TV: Research on attention and
comprehension (pp. 37-68). New York: Academic Press.

36a. Lovelace, V. O., & Huston, A. C. (1982). Can television teach prosocial
behavior? Prevention in Human Services, 2, 93-106.

45a. Wright, J. C., & Huston, A. C. (1983). A matter of form: Potentials of
television for young viewers. American Psychologist, 38, 835-843.

49c. Friedrich-Cofer, L., & Huston, A. C. (1986). Television violence and
aggression: The debate continues. Psychological Bulletin, 100, 364-371.

52a. Huston, A. C., & Wright, J. C. (1984). The educational impact of television
forms and formats. Educational Media International, 4, 12-16.

59a. Huston, A. C., & Wright, J. C. (1989). The forms of television and the child
viewer. In G. A. Comstock (Ed.), Public Communication and Behavior: Vol.
2, 103-158. New York: Academic Press.

62a. Wright, J. C., & Huston, A. C. (1985). Developmental changes in children’s
understanding of television form and content. Presented at the biennial meeting
of the Society for Research in Child Development, Toronto, Canada.

63b. Wright, J. C., & Huston, A. C. (1986). Potentials of television for children:
Forms that stimulate active thinking. Invited Address, biennial meeting of the
Southwestern Society for Research in Human Development, San Antonio.

66¢c. Wright, J. C., & Huston, A. C. (1984). The potentials of television for young
viewers. InJ. P. Murray & G. Salomon (Eds.), The future of children's
television: Results of the Markle Foundation/Boys Town Conference. (pp. 65-
80). Boys Town, NE: Boys Town. '

90a. Wright, J. C. (1987). American Youth and Their Electronic Parents. Report of
the 1986 Conference, Kansas City, MO: Menorah Medical Center Auxiliary.

95a. Kerkman, D., & Wright, J. C. (1988). An Exegesis of Twop Theories of
Compensation Development: Sequential Decision Theory and Information
Integration Theory. Developmental Review, 8, 323-360.

111a. Huston, A. C. (1991). Infants, Toddlers, and Television. Prepared for the
International Symposium "Infants in the Age of Television", Hoso Bunka
Foundation, Tokyo, Japan.

112b. Huston, A. C. & Wright, J. C. (1994). Educating Children with Television: The
Forms of the Medium. In D. Zillmann, J. Bryant, & A. C. Huston (Eds.)
Media, children, and the family: Social scientific, psychodynamic, and clinical
perspectives,73-84. Hillsdale, NJ: Lawrence Erlbaum.



113a. Wright, J. C. (1991). The Child as a Developing Person. Invited Address, 27th
Annual Postgraduate Symposium on Religion and Medicine, University of
Kansas Medical Center, KS.

118a. Wright, J. C., & Huston, A. C. (1993). Television and School Readiness: A
" Brief Review of Whar We Know. Unpublished Manuscript, CRITC, University
of Kansas. :

* Huston, A. C. et al. (1992). Big World, Small Screen: The Role of Television in
American Society. Lincoln, NE: University of Nebraska Press.

II. TV PROGRAM ANALYSES

4c. Huston, A. C., Wright, J. C., Wartella, E., Rice, M. L., Watkins, B. A.,
Campbell, T., Potts, R. (1981). Communicating more than content: Formal
features of children's television programs. Journal of Communication, 31, (3),
32-48.

8c. Welch, R., Huston-Stein, A., Wright, J. C., & Plehal, R. (1979). Subtle sex-role
cues in children's commercials. Journal of Communication, 29, 202-209.

72¢. Kerkman, D., Kunkel, D., Huston, A. C., Wright, J. C., & Pinon, M. F.
(1990). Children's Television Programming and the "Free Market Solution".
Journalism Quarterly, 67 (1), 147-156.

83a. Canino, G. J. & Huston, A. C. (1986). A content analysis of prime-time TV
and radio news in Puerto Rico. Journalism Quarterly, 63, 150-154.

86a. Center for Research on the Influences of Television on Children (1983). CRITC
Program Categorization System Coding Manual. Lawrence: University of
Kansas. _ '

104a. Rolandelli, D. R. (In press). Gender Role Portrayal Analysis of Children's
Television Programming in Japan. Human Relations.

119a. Neapolitan, D. M. (1993). An analysis of the formal features of "reality-based”
television programs. Unpublished Manuscript, CRITC, University of Kansas.

125a. Neapolitan, Denise M., Goser, Lori S., & Huston, A. C. (1994). An analysis of educa-
tional programs on nerwork and cable television. Unpublished Manuscript,
CRITC, University of Kansas. _

126a. Neapolitan, Denise M., & Huston, A. C. (1994). Educational content of children's
programs on public and commercial television. Unpublished Manuscript,
CRITC, University of Kansas. _

III. TV ATTENTION, COMPREHENSION AND SOCIAL BEHAVIOR STUDIES

3b. Huston-Stein, A., Fox, S., Greer, D., Watkins, B. A., & Whitaker, J. (1981).
The effects of action and violence in television programs on the social behavior
and imaginative play of preschool children. Journal of Genetic Psychology, 138,
183-191.

7b. Greer, D., Potts, R., Wright, J. C., & Huston-Stein, A. (1982). The effects of
television commercial form and commercial placement on children's attention
and social behavior. Child Development, 53, 611-619.



11d. Watkins, B., Calvert, S., Huston-Stein, A., & Wright, J. C. (1980). Children's
recall of television material: Effects of presentation mode and adult labeling.
Developmental Psychology, 16, 672-674.

12e. Calvert, S. L., Huston, A., Watkins, B. A., & Wright, J. C. (1982). The rela-
_ tion between selective attention to television forms and children's comprehen-
sion of content. Child Development, 53, 601-610.

22e. Potts, R., Huston, A. C., Wright, J. C., & Kerkman, D. (1986). The effects of
television form and violent content on boys' attention and social behavior.
Journal of Experimental Child Psychology, 41, 1-17.

23e. Huston, A. C., Greer, D., Wright, J. C., Welch, R., & Ross, R. (1984).
Children's comprehension of televised formal features with masculine and
feminine connotations. Developmental Psychology, 20, 707-716.

3le. Rice, M. L., Huston, A. C., & Wright, J. C. (1986). Replays as repetitions:
Young children's interpretations of television forms. Journal of Applied Devel-
opmental Psychology, 7,61-76.

32e. Calvert, S. L., Huston, A. C., & Wright, J. C. (1987). Effects of television
preplay formats on children's attention and story comprehension. Journal of
Applied Developmental Psychology, 8, 329-342.

34b. Leary, A., Huston, A. C., Wright, J. C. (1983).. The influence of television
production features with masculine and feminine connotations on children's
comprehension and play behavior. Presented at the biennial meeting of the
Society for Research in Child Development, Detroit.

37d. Wright, J. C., Huston, A. C., Ross, R. P, Calvert, S. L., Rolandelli, D.,
Weeks, L. A., Raeissi, P., & Potts, R. (1984). Pace and continuity of televi-
sion programs: Effects on children's attention and comprehension. Develop-
mental Psychology, 20, 653-666.

41b. Huston, A. C., Wright, J. C., & Potts, R. (1982). Television forms and chil-
dren's social behavior. Fernsehen and Bildung, 1 6, 128-138.

46c. Campbell, T. A., Wright, J. C., & Huston, A. C. (1987). Form Eues and
content difficulty as determinants of children's cognitive processing of televised
educational messages. Journal of Experimental Child Psychology, 43, 311-327.

56d. Rolandelli, D. R., Wright, J. C., Huston, A. C., & Eakins, D.(1991). Chil-
dren's Auditory and Visual Processing of Narrated and Nonnarrated Television
Programming. Journal of Experimental Child Psychology, 51, 90-122

71b. Alvarez, M., Huston, A. C., Wright, J. C., & Kerkman, D. (1988). Gender
differences in visual attention to television form and content. Journal of Applied
Developmental Psychology, 9, 459-475.

94b. Rolandelli, D., Sugihara, K., & Wright, J. C.(1992). Visual Processing of
Televised Information by Japanese and American Children. Journal of Cross-
Cultural Psychology, 23, 5-24.

96b. Rolandelli, D. R. (1989). Childfen and Television: The Visual Superiority Effect
Reconsidered. Journal of Broadcasting and Electronic Media, 33-1, 69-81.



100a. Rosenkoetter, L. I., Huston, A. C., & Wright, J. C. (1990). Television and the

42a.
44a,
50b.

80b.

13e.

18d.

5c.

48b.

67a.

74a.

75b.

Moral Judgment of the Young Child. Journal of Applied Developmental Psy-
chology, 11, 123-137. '

IV. LANGUAGE AND TELEVISION

Rice, M. L. (1983). The role of television in children's language acquisition. Devel-
opmental Review, 3, 211-224.

Rice, M. L. (1984). The words of children's television. Journal of Broadcast-
ing, 28(4), 445-461.

Lemish, D., & Rice, M. L. (1986). Television as a talking picture book: A
prop for language acquisition. Journal of Child Language, 13, 251-274.

Rice, M. L., Huston, A. C., Truglio, R. T., & Wright, J. C. (1990). Words
from Sesame Street Learning vocabulary while viewing. Developmental Psy-
chology, 26, 421-428.

V. ADVERTISING

Ross, R. P., Campbell, T., Huston-Stein, A., & Wright, J. C. (1981). Nutri-
tional misinformation of children: A developmental and experimental analysis
of the effects of televised food commercials. Journal of Applied Developmental
Psychology, 1, 329-345.

Ross, R. P., Campbell, R., Wright, J. C., Huston, A. C., Rice, M. L., & Turk,
P. (1984). When celebrities talk, children listen: An experimental analysis of
children's responses to TV ads with celebrity endorsement. Journal of Applied
Developmental Psychology, 5, 185-202. :

V1. HOME VIEWING

Wright, J. C., Huston-Stein, A., Potts, R., Thissen, D., Rice M., Watkins, B.
A., Calvert, S., Greer, D., & Zapata, L. (1980). Formal features of children's
programs as predictors of viewership by age and sex: A tale of three cities.
Presented at the biennial meeting of the Southwestern Society for Research in
Human Development, Lawrence, Ks

Lemish, D. (1987). Viewers in diapers: The early development of television
viewing. In T. R. Lindlof (Ed.). Natural audiences: Qualitative Research of
media uses and effects. (pp. 33-57). Norwood, NJ: Ablex.

Huston A. C., Wright, J. C., Leary, A., & Eakins, D. (1985). The relations of
cognitive development and viewing history to children's comprehension of televi-
sion form. Presented at the annual meeting of the American Psychological
Association, Los Angeles, CA. o

Pinon, M. (1986). Child care providers' uses and views of television. Presented
at the biennial meeting of the Southwestern Society for Research in Human
Development, San Antonio, TX. '

Pinon, M., Huston, A. C., & Wright, J. C. (1989). Family ecology and child
characteristics that predict young children's educational television viewing.
Child Development, 60, 846-856. '



82a.

87c.

92d.

O8a.

101a.

102a.

109a.

122a.

123a.

24d.

30a.

T3c.

Huston, A. C., St. Peters, M., Alvarez, M., & Wright, J. C. (1986). Cognitive
development and home environment as predictors of children's attention to tele-
vision. Presented at the American Psychological Association, Washington,

D.C.

Huston, A. C., Wright, J. C., Rice, M. L.,'Kerkman, D., & St. Peters, M.
*(1990). The development of television viewing patterns in early childhood: A
longitudinal investigation. Developmental Psychology, 26, 409-420.

St. Peters, M., Fitch, M., Huston, A. C., Wright, J. C., & Eakins, D. 1.
(1991). Television and Families: What Do Young Children Watch With Their
Parents? Child Development, 62, 1409-1423.

Wright, J. C., St. Peters, M., & Huston, A. C. (1990). Family television use
and its relation to children's cognitive skills and social behavior. InJ. Bryant
(Ed.) Television and the American Family. Hillsdale, NJ: Lawrence Erlbaum.

Huston, A. C. & Wright, J. C. (1989). Longitudinal study of Sesame Street
Effects: Part I and I1. Sesame Street Research: A 20th Anniversary Symposium
(pp. 36-42). New York: Children's Television Workshop.

St. Peters, M., Huston, A. C., & Wright, J. C. (1989). Television and Families:
Parental Coviewing and Young Children's Language Development, Social
Behavior, and Television Processing. Presented at the biennial meeting of the
Society for Research in Child Development, Kansas City, MO.

Murphy, K. C., Talley, J. A., Huston, A. C., & Wright, J. C. (1991). Family
Ecology and Young Children's Viewing of Television Designed for Children.
Presented at the biennial meeting of the Society for Research in Child
Development, Seattle, WA.

Truglio, Rosemarie T., Oppenheimer, Sabrina, Murphy, Kimberlee C., Wright,
John C., & Huston, Aletha C. (1990). Family and Child Characteristics That
Predict Children's Viewing of Entertainment Television. Presented at the
Southwestern Society for Research in Human Development, Dallas, TX.

Huston, Aletha C., & Wright, J. C. (in press). Television and Socialization of
Young Children. In Tannis M. Williams (Ed.). [title not yet determined] CA:

Sage.
VII. COGNITIVE AND_SOCIAL"SK__ILLS, AFFECT, AND KNOWLEDGE

Raeissi, R. & Wright, J. C. (1'983'). Training and generalization of number
conservation by television for preschoolers. Presented at the biennial meeting of
the Society for Research in Child Development, Detroit, MI.

Dennis, R. W. (1981). Prompting viewer interaction with televised instruction. Pre-
sented at the biennial meeting of the Society for Research in Child Development,

Boston, MA.

Truglio, R. T., Huston, A. C., & Wright, J. C. (1989). The relation of children’s print
and television use to early reading skills: a longitudinal study. Unpublished
Manuscript, CRITC, University of Kansas.



84a.

88b.

89a.

97a.

107a.

110a.

124a.

77b.

91b.

103a.

106a.

61d.

Calvert, S. L., &Huston, A. C. (1987). Television and children's gender schemata. In
L. Liben & M. Signorella (Eds.). Children's gender schemata: Origins and impli-
cations. In the quarterly series, New directions in child development. San Francisco:
Jossey Bass.

Wright, J. C., Kunkel, D., Pinon, M., & Huston, A. C. (1989). How children
reacted to televised coverage of the Space Shuttle disaster. Journal of Communi-
cation, 39 (2), 27-45.

Wroblewski, R., & Huston, A. C. (1987). Televised Occupational Stereotypes and
Their Effects on Early Adolescents: Are They Changing? Journal of Early
Adolescence, 7, 283-297.

Kerkman, D. D., & Wright, J. C. (1989). Children's reasoning about televised
and real balance scale tasks: Presentation order and viewing history. Presented
at the biennial meeting for the Society for Research in Child Development,
Kansas City, April.

Chung, J. K., Pinon, M. E,, & Wright, J. C. (1991). The Efficacy of Televised Produc-
tion Techniques for Teaching United States Geography. Presented at the biennial
meeting of the Society for Research in Child Development, Seattle, WA.

Pinon, M., Chung, J., & Wright, J. C. (1991). Video Production Techniques Differen-
tially Affect Children's Acquision of US Geography. Portions presented at the meeting
of the American Psychological Society, Washington, DC.

Murphy, Kimberlee C., Huston, Aletha C., & Wright, John C. (1994). The Roles of
Television and Home Environment in Children's Cognitive Performance: Potential
Differences Based on Family Income and Home Stimulation. Presented at the
Southwestern Society for Research in Human Development, Austin, TX.

VIII. POLICY ISSUES

Huston, A. C. (1987). Television and human behavior. In F. Farley & C. N. Null
(Eds.). Using Psychological Science: Making the Public Case (pp. 131-142). Washing-
ton D.C. Federation of Behavioral, Psychological, and Cognitive Sciences.

Huston, A. C., Watkins, B. A., & Kunkel, D. (1989). Public policy and children's
television. Am_erican Psychologist, 44(2), 424-433.

Wright, J. C., & Huston, A. C. (1991). Some policy implications of young children's
TV viewing in families (with special implications for gifted and disadvantaged children).
Presented at the biennial meeting for the Society for Research in Child Development,
Seattle, WA.

St. Peters, M., Oppenheimer, S., Eakins, D. J., Wright, J. C., & Huston, A. C.
(1991). Media Use Among Preschool Children as a Function of Income and Media
Options. Presented at the biennial meeting of the Society for Research in Child
Development, Seattle, WA.

IX. PERCEIVED REALITY

Wright, J. C., Huston, A. C., Reitz, A. L., & Piemyat, S., (1994). Young children's
perceptions of television reality: determinants and developmental differences.
Developmental Psychology, 30, 229-239.



99a.

105a.

108b.

114a.

115a.

116a.

117a.

120a.

121a.

Wright, J. C., Huston, A. C., Alvarez, M., Truglio, R., Fitch, M., & Piemyat, S. (in
press). Perceived Television reality and children's emotional and cognitive
responses to its social content. Journal of Applied Developmental Psychology.

Smith, E. D., & Wright, J. C. (1991). Television's Occupational Portrayals:
Fantasy, Reality, and the Effects on Young Viewers' Career Goals. Presented at
the biennial meeting of the Society for Research in Child Development, Seattle,
WA.

Wright, J. C., Huston, A. C., Truglio, R., Fitch, M., Smith, E. D., & Piemyat, S. (in
press). Occupational Portrayals on Television: Children's Role Schemata, Career
Aspirations, and Perceptions of Reality. Child Development.

Moghaddam, M. & Wright, J. C. (1991). Understanding Television: The Effect
of Fictional and Factual Portrayals on Children's Cognitive Processing. Submit-
ted for publication.

Huston, A. C., Wright, J. C., Svoboda, H. C., Truglio, R., & Fitch, M. (1992). What
Children Understand about News and Fictional Television. Submitted for publication.

Huston, A. C., Wright, J. C., Fitch, M., Wroblewski, R., & Piemyat, S.
(1993).Effects of Documentary and Fictional Television Formats on Children's
Acquisition of Schemata for Unfamiliar Occupations. Presented at the biennial meeting
for the Society for Research in Child Development, New Orleans.

Fitch, M., Huston, A. C., & Wright, J. C. (1993). From Television Forms to Genre
Schemata: Children's Perceptions of Television Reality. In G. L. Berry & J. K.
Asamen (Eds.), Children and Television: Images in a Changing Sociocultural World.
Newbury Park, CA: Sage.

Todd, R. Matthew. (1993). The Effects of Reality-Based Television Aggression on
Viewers' Attitudes Toward Aggression and Antisocial Behavior. Unpublished
Manuscript, CRITC, University of Kansas.

Soh, Raymond, & Wright, J. C. (1993). Television Factuality and Consequences to
Models: Effects of Violent Content on Children's.Self-Reports About Aggression.
Presented at the sixtieth anniversary meeting of the Society for Research in Child
Development, New Orleans, LA, March.



BO/ARD OF DIRECTORS

Brian L. Dyak, President/CEQO

David Goldsmith. Co-Chairman. Finance
Wiltiam N. Utz, Co-Chairman, Policy
Ralch Andrews, Founding Chairman
Herrman Rush. Immediate Past Chairman
Nanvy Dockry, Vice Treasurer

Alan D. Courtney
Dou gy Duitsman
Michele Lee
Sheiley List
Larrs Stewart

BO4RD OF TRUSTEES
Barb ira Corday. Co-Chairman. Programs

Merv Adelson
John Agoglia
Jack Anderson
Wallis Annenberg
Jeffri:y Barbakow
Arther Barron
Frani: Biond

Mel 13lumenthal
Norman Brokaw
Tim Conway
Winston H. Cox
John Daly

Robert A. Daly
Nico'e David
Gorcon Davidson
Suzanne dePasse
Barry Diller

Lew H. Erlicht
Charles W. Fries
Edwiird O. Fritts
Michael Fuchs
Davit Geffen

Gary Goddard
Bud Grant

J. Wilham Grimes
Jule: Haimowitz
Anay Heyward
Donna Hilley
Roburt E. Holmes
Alan Horn

Roburt Iger

Genn Jankowski
Roburt L. Johnson
Tich. Wilkerson Kasse!
Victcr Kaulman
Alan Ladd, Jr.
Sheiry Lansing
Stan Lee

Kim LeMasters
Mictiael Levine
Gan Lieberthal
Margaret Loesch
Frank G. Mancuso
Bettie McCartt
Guy McElwaine
Geraid McRaney
Mike: Medavoy
Lesi'e Moonves
Jern’ Moss

Norn Nixon

I Martin Pompadur
Harold Prince
Burt Reynoids
Lee Rich

Jay .Jodriguez
Jamas H. Rosenfield
Arthur N. Ryan
Jeft Sagansky
Luc.e Salhany
Scot Sassa

Tern’ Seme!

Sid sheinberg
Jonn B. Sias
Herven Siege!
Frec' Silverman
Frar k Sinatra
Aaron Spelling
Robert Stack

Lea Staimaster
Brandon Stoddard
Don Taffner
Brandon Tartikoff
Anthony Thomopoulos
Lau.-ence A. Tisch
Doraid M. Travis
Renee Valente
Lou’s P Weiss
Jam.es A, Wiatt
David L. Wolper

LE(GAL COUNSEL

Kay3. Scholer. Fierman.

Hays and Henaler

EAST COAST: 1760 Reston Parkway, Suite 415 + Reston, Virginia 22090-3303 + (703) 481-1414 » Fax (703) 481-1418 « E-Mail: eilcealst@aol.com
WEST COAST: 4444 West Riverside Drive, Suite 105 » Burbank. California 91505-4048 « (818) 841-9933 - Fax (818) 841-0748 « E-Mail: eic west@aol.com

BACKGROUND OF
ENTERTAINMENT INDUSTRIES COUNCIL, INC.

The Entertainment Industries Council, Inc. (EIC) is a non-profit
organization established to interpret and link public health and
social issues to the entertainment industriesl and their audiences
at large. EIC has been instrumental in affecting social change
through its position within the entertainment community and
through its attention to national policy initiatives and
implementation of legislative mandates.

With top entertainment industry executives representing major
studios, broadcast and cable networks, production and distribution
companies, record labels, and talent agencies among its Board of
Directors and Trustees, EIC has successfully influenced the
industries' representation and involvement in growing areas of
social concern. Innovative alliances with groups outside the
entertainment industry, complemented by creative forces mobilized
within the televisicn, motion picture, radio, home video, and
recording industries through its expanding Creative Professionai
Network of volunteers, enable EIC to reach millions cf people,
especially the young and their parents, with programs and
awareness messages.

The mission of the EIT supports efforts that enhance the quality of
life, especially as related to schooi-age childven. Specific program
initiatives includes the following areas of concern: safety belt
awareness, tobacco, alcohol and other drug use, HIV/AIDS
prevention, and overall depiction of healthy life styles through
entertainment products.
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During the past twelve years, EIC has served as a bridge between public
interest groups and the entertainment field. Strengthened by its support
within the entertainment industries, it is able to draw ubon the industries'
resources and talent to assist public interest groups in developing campaigns
with a superior level of expertise, scope, and effectiveness.

EIC was designed to make maximum use of the entertainment media
resources and skills used to win acceptance of commercial entertainment
products. These capabilities apply not only to making the product, but also to
its further use in other media. EIC also seeks to take advantage of the existing
distribution systems within the industry and to exploit all the tie-in
possibilities used by the entertainment field to increase a product's public
acceptance an consequent commercial value.

Our projects are, therefore, designed to position our industry as a partner in
helping to solve social and public health problems. EIC's depiction initiatives,
highlighted in the publishing of Spotlight on Depiction of Health and Social
Issues, have been among our most effective programs whereby writers,
directors, and producers are provided topical, updated information about key
social issues to consider in the process of creating and producing
entertainment. Such cooperative campaigns as Stop The Madness; Facts for
Life; Buckle-Up; None for the Road; Get High, Get Stupid, Get AIDS; and
Smoking in Media: Let's Clear the Air; all show our industry at its best -- as a
positive contributor to social good.

You will frequently find EIC working behind the scenes to inspire and
encourage industry-oriented or industry-based public health communications

campaigns on important social issue or supporting them through adjunct
activities.

EIC has worked closely with government agencies, private industry, and non-
profit organizations on the local, state and national levels. Through its
sponsorships and promotions it has had extensive support from the private
sector, not only in the entertainment field, but in the business world generally.

It has brought together local and national interests around common concerns
over major public questions.
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EIC operates a creative and marketing office in Burbank, California and a
public policy and government relations office in the Washington, D.C. metro
area in Reston, Virginia. For more information:

EIC-East EIC-West

1760 Reston Parkway 4444 W. Riverside Drive
Suite 415 Suite 105

Reston, VA 22090-3303 Burbank, CA 91505-4048
Tel 703/481-1414 Tel 818/841-9933

Fax 703/481-1418 Fax 818/841-0748

E-Mail: EICEast@aol.com E-Mail: EICWest@aol.com

1 The term "entertainment industries” will be used as a generic term for the
businesses, trade associations, organizations, and professional societies who organize and
produce entertainment; the entertainment media themselves (radio, movies, TV, records,
interactive media, etc.); and their creative, technical, administrative, or management
personnel.
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