ow kids are using the social

networking sites for a number of

purpses, such as for chatting,
playing games, blogging etc. These days,
many kids can actually draw littlo
distinction between real life and online
life. They may use social websites
deigncdfor hikrn : Webiioz or Clsb

g
sl - Windores Lie Spaces, YouTube,
MySpace, Flicks, Tiwitter, Facebook, and
others. Whatever they're doing, they
should understand that many of these
web pages can be viewed by anyone with
access o the Imemet, Unfornmately,
same of the information kids post on
their pages can also make them
vlnerable to cyberbullying, and Iniemet
prodators. Here are several ways you can
belp your kids can use social websites
more safely

With their limited capacity for sclf-
regulation and susceptibility to peer
pressure, children and adalescents are at
some risk a5 they navigate and
experiment with social media. Recent
research indicates that there arc frequent
online expressions of offline behaviours
such as bullying, clique-forming, and
sexual  experimentation, that have
introduces problems like s.yhcrbultym!
Privacy issues, and “sexting”. Th
some other problems which inchude
Intemet addiction and concurrent slecp
deprivation.

Though many parents today are well
awarc about the advancement of
technology and also feel comfortable and
capable with the programs and online
venues that their children  and
adalescents are using. Nevertheless,
some parents may find it difficult to
communicate to their digitally savvy
youngsters online for several reasons.
Such parents may require a basic
perceptive of these new forms of
socialization, which are integral to their
children's lives The end result is ofien
knowledge and technical skill gap
between parents and youth, which
creates a disconncet in haw these parents
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and youth participate in the online world
together.

Children and the Cyber
world

Social media using has becomes a
tisk for the children more often than
most adults realize. Most risks fall into
the following calegories: peer-to-peer;
inapprops content;  lack  of
understanding of online privacy issues;
and Tack of understanding the differeace
between  advertisement  and  the
programe or game contents,

Cyberbullying and
On

Cyherbullying is deliberately using
digital media 1 .

comman online risk for all teens and is a
o-pecr risk. Although ‘online
rassment’  is  often used
mu:n:!mngnhl) with  the

‘eyberballying," it is actually a ditfrent
eatity. Curreat data suggest that online
harassment is ot as common as offline
harassment, and participation in social
networking sitcs docs not put most
children at risk of online harassment. On
the other hand, cyberballying is quite
<ommon, can occur 1o any young persn
ouline, and can cause profound
psychosocial  outcomes  including
depression, anxicty, severe isolation,
and, iragically, suicide.

ugh the age requirement for

creating a facebook account is 13 but
there are many parents who are not at all
aware of ths fact and as a result children
ages below 13 arc also using facebook
by regisiering with flse information.
Rescarchers have propos
phenamenon  called  “Facebook
depression,” defined as depression that
develops when preteens and teens spend
a great deal of time on social media sites,
such a3 Facebaok, and then begin 1o
exhibit elassic symptoms of depression
Acoeptance by and contact with peers is
an imporiant ¢lement of adolescent life.
The intensity of the online world is
thought to be a factor that may trigger
depression in some adolescents. As with
offfine depression, preadolescents and
adolescents who suffer from Fucebook
depression ase al risk for social isolation

0 :

Cyberbullying refers to bullying
through information and communication
technologies,

medivms such as mobile phone text
messages, emails, phone calls, intemet
<hat rooms,

instant messaging - and the latest
trend - social networking websites such
s MySpace, Facebook and Bebo,

Bl e TR

an ky Intermet sit
and blogs for help’ that may promote
substance abuse, unsafe scxual practices,
or aggressive o self-destructive

Advertisers are targeting the children
in order to establish ‘brand name
prefirence as carly as possible. A very
recent study by Cancer Council and the
Heart Foundation of Australia of ameng »



12,000 siudents in years 8 to 11 across
237 schools in 2009 and 2010 shows
excessive prevalence of overweight and
abesity among students inadequate raies
of physical activity, insufficient fruit and
vegetable intake and a high proportion of
students making food choices based on
advertising. The swdy found food
marketing is a driver of adolescents’
jpuschase decisions, with over half of the
students indicating they had tried a new
food or drink product in response to
seeing adveriising, Currently advértisers
arc using many oaline techniques for the
food advertisings. Advergame is the
‘most popular technique which is used by
the advertisers to attract children. It is a
custom-built onl jame  which is

designed to promote o company's brand,

previously advertised on lelevision are
currently being promated on intemet and
often includes online games which are
heavily branded, ie. ‘advergames'
Advergame s ad 4

The majority of food brands which

from the coment of advergames, when
advertising messages are often integrated
into the story line of the game.

There is some advertising which
obtain the personal information from the
children, Some advertisers use the
marketing techniques such as incentives,
promising free gifls such as T-shirls,
mouse pads, and sereensavers, in
exchange for such personal data as E-
mail address, street address, purchasing
behaviour and preferences, and
information about  other

children require to fill up a form as well
as the questionnaire o proceed into the
site. Disclosures of personal information
often are mandatory when a child wants
1o play a game, join a club, or enter a
contest, For example

The KidsCom eommunications.
playground, aimed at children
4 to 15, uses such approach.
Child is required to put all
personal details and it is also
mandatory 1o fill up a questionnaire,
includes questions about
hisher favourite TV show,
commercial and musical groups, as
well as the name of the child who
referred himher 1o KidsCom. After
cotering the play ground then the child
also has to disclose other persomal
information in order 10 win KidsCash, &
form of virtual money that can be used to

video games with embedded brand
messages in colourful, fun and fast-
paced adventures. Advergame  is
advertiser-sponsored video games with
embedded brand messages in colour
Advertisers have chosen this ven
because through internet rather than
capturing children’s atiention for 30
adventiser may now engage
children for several minutes. Some
studies suggest, for cxample, that vsitors
spend an average of 25 minutes on @
gaming sie fun and fast-paced
adventures. Sites for children are
designed in accordance 10 their taste and
highly involving, with  “brand
immersion” as an essential objective.
Advergame has become a matter of
cancem us it is targeting children. If
children face difficulty in distinguishing
advertising messages from the content of
television where the

rol placed products
(huapei/wwiw kidscom.com)
Things parents can do

“The American Academy of Pediatrics
has suggested following guidelines for
the parents to protect theis children from
above circumstances.

1. Pasents should talk to their children
and adolcscents about their online use
and the specific issues that teday’s online
kids face.

2. Parenis should work on their own
participation gap in their homes by
becoming better educated about the
many technologics. their youngsters arc
using.

3. Regular family meetings are also
helpful 1o discuss online topics and
checks of privacy seifings and online
profiles for inappropriate posts.

Supervising online activitics via

distinet then they
difficalty  in
ng messages

will  face

more
distinguishing advert
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