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AAMA EXECUTIVE MEETINGS & NEWS 
¥ New Executive  Board Elected At AAMA  Annual General Meeting Ñ  on May 12, 2009  the 
following were elected for the 2009 Ð 2010 AAMA y ear:  

 

¥ President    Rod Gustafson, Journalist/Media Analyst   (Calgary)  
   Contact Rod at:  Rod Gustafson <rod@parentpreviews.com>  
 

¥ Vice -President    Kerry Bennett, Journalist/Media Analyst   (Calgary)  
    Contact Kerry at:  Kerry Bennett <kerry@parentprev iews.com>  
 

¥ Past President   Wayne Blair, Teacher/media/Tech. Consultant  (Edmonton)  
   Contact Wayne at:  Wayne Blair <wblair@planet.eon.net>  
 

¥ Secretary/Treasurer  Henry Johns, Teacher/Librarian (Retired)         (Edmonton)  
   Contact Henry at:  HENRY JOHNS <aama@shaw.ca>  
 

¥ Director -At-Large  Nicholas Spillios, Media/Film Consultant         (Edmonton)  
   Contact Nicholas at:  nicholas <nikosharik@gmail.com>  
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¥ AAMA Annual General Meeting Speaker  On ÒAdolescent Video Gamers Ó Ñ  took place  
on May  12, 2009. The speaker was Teddy Moline speaking about  her recent research on Ò A 
Qualitative Study of Adolescent Video Gamers and Their Perceptions of Their Ability to Learn ". 
Teddy completed the research for her Ph. D. studies at the University of Alberta .  
 

For more in formation contact AAMA Past President Wayne Blair at:   wblair@planet.eon.net  
 

Details on the speaker and the topic follow:  

 

Learning to Play or Playing to Learn?  
Adolescents and Videogames 

The Alberta Association for Media Awareness 
presents...  
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¥ Fourth Annual Canada  Media Literacy Week Ñ  November 2 -6; 2009 Ñ  this annual event is 
co -lead by the Canadian TeachersÕ Federation (C TF) and the Media Awareness Network 
(MNet).  It is expected that this year  Ñ  the Fourth Annual Ñ  even more teachers, schools and 
organizations across the country  will be participating. To help spread the wor d and , a 
number of organizations have officially offered or been invited to lend their support to this 
initiative. This yearÕs official collaborators include: the  National Film Board of Canada, the 
Association for Media Literacy  (Ontario) , the Media Educat ion Project (Guelph  University), 
McGill University Faculty of Education, the Canadian Association for Media Education 
Organizations, the Ontario Library Association, the Pacific CinŽmath•que, the London Public 
Library, the Concerned ChildrenÕs Advertisers and the Prime Minister' s Awards of Teaching 
Excellence and Simon Fraser University.  
 

For more information go to the MNet website at: http://www.media -awareness.ca/  
 

NOTE: As usual, it is anticipated that the Alberta Association for Media Awareness will be 
participating Ñ  if you have an idea and/or would like to volunteer Ñ  please contact any of 
the AAMA Executive.  

¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥  
EVENTS & DATES OF INTEREST 
¥ ÒThe Apology of Socrates Ó Ñ  University of Alberta, October 6. 2009; 7:30 pm Ñ  A must see 
theatrical solo performance by the Emmy Award winner Yannis Simonides.  Brought to 
Edmonton with the help of our very own AAMA Past -President Nicholas Spillios and the 
University of Alberta Classics Department. The Apology of Socrates  can be des cribed as a 
delightful and quite humorous dramatization of the famous philosopherÕs defense while on 
trial for his life in Athens, ancient Greece. In the Apology, reported by SocrateÕs student, 
Plato, the wise man of Athens firmly defends himself Ñ  rather than apologizing in the 
contemporary sense Ñ  against politically motivated accusations of not believing in the gods 
of the state, and of corrupting the Athenian youth. Based on SocratesÕ beliefs, goodness 
depends mainly on the quality of our understanding of what to care about, and how to 
behave in our lives. The main principles of Socratic discourse have had a significant influence 
on philosophy, politics, sociology, and ethics in the Western World.  
 

For more information and tickets contact Nicholas Spilli os at:  
nicholas <nikosharik@gmail.com>    

¥ 28th Global Visions Film Festival  Ñ  ÒLet Your Mind TravelÓ Ñ  November 5 -8; 2009, 
Edmonton, Alberta  Ñ  The Global Visions Film Festival (GVFF) is an annual, one of a kind, 
Edmonton based festival which celebrates t he work of passionate, accomplished 
documentarians from Canada and around the world. Through the work of Canadian and 
international filmmakers, GVFF celebrates the passion of film and the diversity, joy, and 
responsibi lity of being a global citizen. We beg an 27 years ago as the Edmonton Learners 
Centre's Third World Film Festival. It became a non -profit society Ñ  The Global Visions Festival  
Society Ñ  in 1998 which organizes and runs the Global Visions Film Festival. GVFF draws it's 
strength from enthusiasti c, dedicated, grassroots community supporters, patrons and 
volunteers. Over the years more than 75 thousand people have taken part in this event and 
the  audience cont inues to grow.   Global VisionsÕ  mandate is to promote Canadian film and 
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video as catalyst s for reflection, discussion, and responsible action towards the social, 
cultural, economic and ecological well -being of our world.   As a Canadian film festival, 
Canadian stories are emphasize d : Canadians want to see themselves, their families, their 
comm unities, and their issues on film. Global Visions  do es this by sourcing out and presenting 
the best Canadian documentaries available. These stories, shaped and crafted by our 
exceptional filmmakers allow audience members to reflect upon their role in their  city, their 
country, their world and give them a chance to truly develop their own Global View or 
Global V ision.   To this mix Global Visions  add s illuminating documentaries from countries like 
China, Pakistan, Iran, Kenya, the U.S., Germany and Israel,  just to name a few.   While Global 
Visions films often touch on politics and social justice, we are not a po litical or politically 
correct film festival. Global Visions is about human experiences and overcoming obstacle s. 
When you leave a screening Global Visions  want s you to feel enlightened, challenged, 
uplifted and most importantly entertained.  
 

More informa tion  and tickets  at:  http://www.globalvisionsfestival.com/  

¥ Educational Media Marketplace (EMM) Ñ  November 2 -3; 2009 (Calgary) and 
November5 -6; 2009 (Edmonton) 2009 Ñ  Canadian educational media distributors are once 
again collaborating to offer a preview  venue for educational purchasers of audiovisual 
resources. Two locations are offered this year each location features the latest releases from 
hundreds of the worldÕs best producers. Last year over 15 educational media distributors 
displayed their audiovi sual resources in many different formats Ñ  including CBC/Radio 
Canada, FilmWest Associates, McNabb Connolly/Weston Woods Canada, National Film 
Board of Canada, and Ethos.  
 

More information and registration at:  
 

McNabb Connolly Ñ  Bea Morton   Beamorton@mcnabbconnolly.ca  
or 
CineFete Ñ  Sonia Maltais    soniamaltais@cinefete   

¥ Fourth Annual Canada  Media Literacy Week Ñ  The theme this year is ÒMedia Literacy in 
the Digital AgeÓ Ñ  November 2 -6; 2009 Ñ  this annua l event is co -lead by the Canadian 
TeachersÕ Federation (C TF) and Media Awareness Network (MNet).  It is expected that this 
year will be marked by even more  participation by  teachers, schools and organizations 
across the country.  
 

To help  spread the  media literacy  word, a number of organizations have officially offered or 
been invited to lend their support to this initiative. This yearÕs official collaborators include  the :  

 

¥ National Film Board of Canada,  
¥ Association for Media Literacy  (Ontario) ,  
¥ Me dia Education Project (Guelph  University),  
¥ McGill University Faculty of Education,  
¥ Canadian Association for Media Education Organizations  (CAMEO) ,  
¥ Ontario Library Association,  
¥ Pacific CinŽmath•que,  
¥ London Public Library,  
¥ Concerned Childre nÕs Advertisers,  
¥ Prime Minister' s Awards of Teaching Excellence, and  
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¥ Simon Fraser University. 
 

MNet and the CTF will:  
¥ Promote and showcase the good work that is being done through our networks,   
   speaking engagements, media releases, and the  Nat ional Media Education    
   Week  web site:  http://www.medialiteracyweek.ca/en/default.htm  
¥ Try to get press coverage for local events through our sponsors;  
¥ Place articles in educational publications;  and  
¥ Promote and share resources through the  Nation a l Media Education Week  web site.  

 

If you would like more information about becoming a collaborator,  or where a session near 
you will be held,  please contact MNet Co -Executive Director Jane Tall im at :     
jtallim@media -awareness.ca>  
or 
Go to the  MNet  webs ite at: http://www.medialiteracyweek.ca/en/default.htm  

¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥  
MEDIA EDUCATION/LITERACY RESOURCES     

¥ Skip Past the Ads, But You're Still Being Sold  Ñ  A recent insightful article on Ads historically 
and recently. Go to the o riginal article for links and more information at:  
http://www.washingtonpost.com/wp -dyn/content/article/  2009/08/14/  
AR2009081401629. Html 
 

By James P. Othmer, Sunday, August 16, 2009  
 

In the 1960s Madison Avenue era, painstakingly re -created in the cult hit television show 
"Mad Men ," which returns Sunday for its third season, advertisers could buy a fixed block of 
airtime on televis ion and be guaranteed a captive audience. That's what Winston cigarettes 
did for the inaugural season of "The Flintstones" in 1960; cartoon -loving prospective smokers 
tuned in to see Fred and Barney gleefully puffing away , shilling the product.  
 

But now if we don't like an ad, we can zap, TiVo and DVR it into consumer oblivion. If it truly 
offends -- say we discover it is fake or untruthful -- we can trash the brand on our blogs or 
write nasty commen ts under the spot on YouTube.  On the other hand, if we're entertained 
enough by something a brand does, we can do its job for it -- by becoming its social media 
champion. That's what millions of people do every day. They "elf" themselves  for OfficeMax 
each holiday season, spreading the word about discount paper products while having 
online fun in Santa's workshop. They forward Cadbury's "gorilla playing drums"  video to 
anyone who likes to see a primate jam. A few years ago, they had their way with a man in a 
chicken suit with Burger King's "subservient chicken,"  which had 25 million visitors during its first 
48 hours online.  And in the past few weeks, hundreds of thousands -- including seemingly 
every ad person I know -- have been playing along with AMC's ramp -up for Sunday's 
premier e, joining a " Mad Men Casting Call " and flocking to the meta social -media 
promotion " Mad Men Yourself ," which lets people swap their Fac ebook profile pics for hip 
"Mad Men" avatars.  
 

Ads in the "Mad Men" day were about the art of persuasion. Advertising today is about the 
art of engagement.  Nowhere was this more apparent to me than at the epicenter of 
advertising yet -to -come, the Brandcenter at Virginia Commonwealth University  in Richmond. 
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During a two -day visit there I never saw a single idea in the medium that had been 
advertising's delivery system of choice since the days of, well, Don Draper : the 30 -second 
network television commercial.  
 

Instead, I saw discreetly branded viral video shorts, graphic novels and performance art. I 
saw Facebook and Twitter campaigns for mega -brands, and r eal -world scavenger hunts 
and online interaction with fictional characters. It didn't seem like the industry in which I'd 
worked for more than 20 years. When I left advertising in 2005, every major campaign still 
revolved around the almighty TV spot.  And t his isn't happening only at VCU. For two years I 
visited many of the most progressive idea factories for the $670 billion -a -year global industry. 
Everything revolved around viral, immersive, "360 degree" advertising, with nary a martini or a 
TV spot in sight.  
 

On the surface this seems pretty good, this two -way digital transparency model that 
seemingly makes it incumbent upon advertisers to step up the truthfulness and 
entertainment value of their messages. Indeed, many smarter agency -guided brands 
already get this and have thrived because of it. At the very least, it's much less harmful than 
the loosely regulated, sex -in-the -ice -cubes booze and cigarette ads churned out by the 
chain -smoking, sublime persuaders of the 1950s and '60s, right?  Not quite. Becaus e while we 
now have the ability to assert more control over advertising, we're unwillingly being 
bombarded by more messages than ever, infiltrating our lives in new and increasingly 
insidious ways.  
 

The market research firm Yankelovich  estimates that the average American living in a city 30 
years ago saw up to 2,000 ad messages a day. Today, estimates range from 5,000 to 20,000 
ad impressions a day. To hone in on a more accura te number, one would have to determine 
what exactly constitutes an ad in today's ambiguous media environment. Print, radio, TV and 
online pop -up and banner ads are easy to tally. But what about Internet search results, 
recommendations on Amazon, subtle pro duct placements in film, music and TV, and, of 
course, spam?  Then there's the blogosphere, where an entire cottage industry blurs the line 
between content and advertising, truth and spin.  
 

This month, it was revealed that pharmaceutical companies had hired ghostwriters  with no 
medical training to produce and disseminate "research papers" for online public 
consumption. Before the drug companies were the mommy bloggers -- parents wr iting 
about their children, and their children's favorite products, online. That scandal exposed an 
ethically tenuous relationship in which bloggers received corporate swag, and in some 
instances vacation junkets, in exchange for favorable, seemingly hones t reviews and 
"content" mentions. And the brands are not shy about it. Jill Beraud, a marketing officer at 
PepsiCo, is on record  saying that courting the mommy blo ggers is a long -term effort.  
The Federal Trade Commission has responded by proposing that all bloggers and the 
corporations that sponsor them be held accountable for the validity of the claims they 
make. The agency is updating its guidelines on endorsements and testimonials  for first time 
since 1980. Good luck with that. And by that I mean assigning a task force to tackle First 
Amendment issues and police the entire digital universe t o see if someone's passionate 
Huggies recommendation on MommyBloggest.com is on the up and up.  
 

Meanwhile, members of Congress alarmed by the creeping ubiquity of direct -to -consumer 
pharmaceutical marketing (the United States and New Zealand are the only d eveloped 
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nations to permit such ads) have taken steps to rein in the people who bombard us  with ads 
that are often accompanied by 30 seconds of legal copy about side effects inc luding death 
and blindness.  
 

In 50 years we've gone from loosely regulated advertising based on the art of persuasion, to 
more regulated, perfectly legal and often spectacular ads based on the art of 
engagement, to anything goes.  As a result, it is increas ingly difficult to determine what is 
authentic. It is impossible to tell if a cool video clip is just that or an ad for a car, sneaker or 
cellphone. Is that really an environmentally responsible vehicle, or is the message pure 
greenwash? Is that really an unaffiliated "concerned citizen" stepping up to speak at a town 
hall meeting with Rockwellian authenticity, or a paid party hack who heeded the call of a 
social media networking blitz?  
 

I recently spoke about all of this with a former colleague and current  advertising creative 
director. "Eventually," he said, "the Internet always reveals the truth." The question is, when the 
messages come at us at the speed of light, many thousands of times a day, can it or anyone 
reveal it fast enough?  
 

At its core, advert ising is a tension between art, commerce and ethics. With time, consumers, 
brands and the law make adjustments and the balances shift. Which brings us back to 1962, 
and Don Draper. Would his contemporary self approve of mommy bloggers and pharma 
spam? Or w ould the man who in one episode frowned with disapproval at Doyle Dane 
Bernbach's revolutionary "Think Small" print ad for Volkswagen evolve and become a 
proponent of ethical, engaging ads?  
 

For an answer, cue the DVR to Season One, Episode Six -- skip the  ads -- when a beatnik says 
to Draper: "You work in advertising. . . . How do you sleep at night?"  The Mad Man's response: 
"On a bed made of money."  
 

James P. Othmer is a former advertising executiv e and the author of the forthcoming book 
" Adland: Searching for the Meaning of Life on a Branded Planet ." He can be contacted at 
jpothmer@yahoo.com  

¥ RTNDF Student News Cafe Now Online  Ñ  This information from  Mike Gange  a  teacher  of 
media studies and journalism at Fredericton High  School , New Brunswick . 
 

ÒDear Mike:  
The Student News Cafe, an event held at RTNDA Canada National Conferences in 2007 and 
2008 that linked student journalists and News Directors is taking a new and exciting direction. 
It is now online!  The online cafe stays true to the intent of the events held at the Vancouver 
and Ottawa conferences where a News Director will critique a sample of t he student 
journalist's work, in real time.  
 

The online cafŽ will be facilitated through the RTNDA Canada group at LinkedIn.com.  
A subgroup, "RTNDF Online Student Cafe" has been created for the program.  
To participate, the student must be a member of RTNDA  Canada. If you are a student 
journalist or a News Director interested in participating in the Online Student Cafe, or would 
like more information contact RTNDF President Ken Kingston atmckeown@ns.sympatico.ca. Ó 
 

Mike Gange can be contacted at:   sportsjour@yahoo.ca  
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¥ Media C onvergence  Presentation Ñ  This information from  Dan Blake of British Columbia. 
He says, ÒIf you haven't seen it, then you  really must. Only about 5 minutes , but well worth the 
time.Ó  I agree .  
 

This is another official update to the original "Shift Happens" video  series. This completely new 
Fall 2009 version includes facts and stats focusing on the changing media landscape, 
including convergence and technology , and was developed in partnershi p with The 
Economist.  
 

To view, go to:  
 

http://www.youtube.com/watch?v=6ILQrUrEWe8  

¥ Adbusters #85 Sep/Oct 2009  Ñ  You must pick up a copy of the latest issue of Adbusters 
on ÒThought Control in EconomicsÓ. A quote from the issue might best summarize this t heme:  
 

ÒDeep in a recession and with scary ecological scenarios looming, now  may  
be the ripest moment weÕll ever have to power -shift global capitalism onto  
a new path. Adbusters  #85 asks economics students around the world to  
join the fight to revamp Ec on 101 curriculums and challenge the endemic  
myopia of their tenured neoclassical profs. Go to KICKITOVER.ORG, read a  
few texts, download the Kick it Over Manifesto  (and other posters) and  
whack them up in the corri dors of your campus. Make sure your university  
is at the forefront of the paradigm shift from neoclassical to ecological  
economics now underway. Ó 

 

This theme has much to say about our present media landscape and the assumptions, 
beliefs, and conclusions that are promoted on a local, national, and global scale.  
 

Available on magazine stands now  
or go to:  
 

https://www.adbusters.org/  

¥ John PungenteÕs ÒBeyond the Screen Ó Television Series Ñ  John Pungente is familiar to 
movie buffs as the host of Scanning th e Movies, a fixture on the Bravo!  lineup for the past 10 
years. John is back on Bravo! again this  year with the first, Beyond the Screen. Using footage 
and interviews the cast and crew, Beyond the Screen examines the fea tured film's genre, 
themes, filmmaking techniques and the movie's relevance in the world at large.  
 

John Pungente uncovers the many levels of meaning embedded in the movies. "There are 
few people who have not seen The Wizard of Oz. One of my favorite momen ts comes 
toward the end of the movie when Dorothy pulls aside the curtain and reveals the truth 
about the wizard," he says. "In Beyond the Screen, we want to pull back the curtain on the 
movies we watch."  *Beyond the Screen is co -produced by CCI Entertainment Ltd  and the 
Jesuit Communication Project , and is part of CTV's media education programming.  
 

John  has passed on the following information  for September episodes.  
 

The next two instalments of Beyond the Screen are listed below - one on  September 18 and 
one on September 25 - just check for your local TV guide to get the correct time in your time 
zone.  As usual there will be a study guide  - by Neil Andersen - posted on the web site - along 
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with these two shows and al l shows from the past season  Ñ  www.beyondthescreen.com  
 

(1)  THE INFORMANT  -   Goes to air:  Friday, September 18, 2009 - Bravo! - 8.30 p.m., E.T. 
Cast: Matt Damon, Scott Bakula,  Joel McHale, Melanie Lynskey  
Director: Steven Soderbergh  
 

 An off -beat comedy.  A rising star at agri -industry giant Archer Daniels Midland (ADM), Mark 
Whitacre s uddenly turns whistleblower. Even as he exposes his companyÕs multi -national 
price -fixing con spiracy to the FBI, Whitacre envisions himself being hailed as a hero of the 
common man and handed a promotion.   But before all that can happen, the FBI needs 
evidence, so  Whitacre eagerly agrees to wear a wire and carry a hidden tape recorder in 
his briefcase, imagining himself as a kind of de facto secret agent.  Unfortunately for the FBI, 
their lead witness hasnÕt been quite so forthcoming about helping himself to the corporate 
coffers.   WhitacreÕs ever -changing account frustrates the agents and threa tens the case 
against ADM as it becomes almost impossible to decipher what is real and what is the 
product of WhitacreÕs rambling imagination.  Based on the true story of the highest -ranking 
corporate whistleblower in U.S. history.  
 

(2)  THE INVENTION OF LYING Ð Friday, September 25, 2009 - BRAVO! - 8.30 p.m. E.T. 
Cast: Ricky Gervais, Jennifer Garner, Jonah Hill, Louis C.K., Jeffrey Tambor, Fionnula 
Flanagan,  Rob Lowe, Tina Fey  
Directors: Ricky Gervais and Matthew Robinson  
 

 A romantic comedy which takes p lace in an alternate reality where lying Ñ even the 
concept of a lie Ñ does not exist.  Everyone Ñ  from politicians to advertisers to the man and 
woman on the street Ñ speaks the truth and nothing but the truth with no thought of the 
consequences.  But when a dow n-on -his-luck loser named Mark suddenly develops the 
ability to lie, he finds that dishonesty has its rewards.  In a world where every word is assumed 
to be the absolute truth, Mark easily lies his way to fame and fortune.  But lies have a way of 
spreading , and Mark begins to realize that things are getting a little out of control when 
some of his tallest tales are being taken as, well, gospel.  
 

For more information, study guides, and future programs go to:  
 www.beyondthescreen.com  

¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥ ¥¥¥¥¥¥¥¥¥¥¥¥  
ONLINE SOCIAL NETWORKING & PERSONAL SECURITY 
¥ Canada , Personal Security, and Facebook and 250 Million Users Ñ  Last Updated: 
Thursday, August 27, 2009 | 1:22 PM ET Comments69 Recommend101 , Emily Chung, CBC 
News 
 

Assistant privacy com missioner Elizabeth Denham  and privacy commissioner Jennife r 
Stoddart say they will monitor Facebook's implementation of the changes over the next year. 
Facebook has agreed to make changes to better protect users' personal information on the 
social networking site and comply with Canadi an privacy laws within one y ear . "These 
cha nges mean that the privacy of 25 0 million Facebook users in Canada and around the 
world will be far better protected," said privacy commissioner Jennifer Stoddart.  
 

The Personal Information Protection and Electronic Documents Act  (PIPEDA) specifies how 
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private sector organizations may collect, use or disclose personal information in the course of 
commercial activities.  
Under the act, in most circumstances:  
 

¥ Personal information must be collected for a specific purpose and  
   cannot be used  for other purposes.  
¥ The information cannot be collected unless the person that the  
   information belongs to has been informed and has provided  
   consent.  
¥ The information can only be kept for a specified amount of time  
   and must be destroyed whe n it is no longer needed to fulfil its  
   original purpose.  

 

"This is extremely important. People will be able to enjoy the benefits of social networking 
without giving up control of their personal information. We're very pleased Facebook has 
been respons ive to our recommendations."  However, the site will continue to keep users' 
information indefinitely if they have not deleted their accounts.  
 

Canadian officials had been negotiating with representatives of the site since the Office of 
the Privacy Commissi oner reported a month ago that Facebook's practices breached the 
Personal Information and Protection and Electronic Documents Act (PIPEDA).  The office 
began investigating following a complaint from the Canadian Internet Policy and Public 
Interest Clinic, b ased at the University of Ottawa.  
 

In response to a report by assistant privacy commissioner Elizabeth Denham, Facebook has 
agreed to make changes in the following areas: third -party applications like quizzes and 
games; deactivation of accounts; the person al identification of non -users and clarification of 
its policy on retaining users' profiles.  
 

Stoddart and Denham cautioned that most of the changes will simply better inform users 
what is being done with their information, and it's up to users to take not e and make choices 
that protect their own information.  
 

Facebook has specifically agreed to:  
 

¥ Prevent games, quizzes and other applications developed by  
   third parties from accessing information until it obtains express  
   consent for each category o f personal information. Users' friends  
   will also be able to block applications from accessing their  
   information.  
¥ Make it clear to users that they can either deactivate or delete  
   their accounts, whereby only deleting will remove the informatio n  
   entirely.  
¥ Remind users that they need to ensure they have the consent  
   of non -users before sharing the non -users' email addresses with  
   Facebook.  
¥ Clarify in its privacy policy that it will retain a user's profile after  
   the user dies so friends can post comments and pay tribute.  

 

Facebook expects to have the changes in place within a year.  Follow the complete story 
on the CBC and other news gathering sources.  
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¥ Online Social Networks Leak Personal information to Tracking Sites, New Study  Shows  
August 24th, 2009  Ñ  More than a half billion people use online social networks, posting vast 
amounts of information about themselves to share with online friends and colleagues. A new 
study co -authored by a researcher at Worcester Polytechnic Instit ute (WPI) has found that 
the practices of many popular social networking sites typically make that personal 
information available to companies that track Web users' browsing habits and allow them to 
link anonymous browsing habits to specific people.  
  

The study, presented recently in Barcelona at the Workshop on Online Social Networks, part 
of the annual conference of the Association for Computing Machinery's Special Interest 
Group on Data  Communicat ions, is the first to describe a mechanism that tracking sites 
could use to directly link browsing habits to specific individuals.  
"When you sign up with a social networking  site, you are assign ed a unique identifier," says 
Craig Wills, professor of computer science at WPI, who conducted the study with an industry 
colleague. "This is a string of numbers or characters that points to your profile. We found that 
when social networking sites  pass information to tracking sites about your activities, they 
often include this unique identifier. So now a tracking site not only has a profile of your Web 
browsing activities, it can link that  profile to the personal information you post on the social 
networking site. Now your browsing profile is not just of somebody, it is of you."  
 

Like most commercial websites, online social networks use third -party tracking sites, called 
aggregators, to lea rn about the browsing habits of their visitors. Cookies are maintained by a 
Web browser  and contain information that enable tracking sites to build profiles of the 
websites visited by a user. Each tim e the user visits a new website, the tracking site can 
review those cookies and serve up ads that might appeal to the user. For example, if the user 
frequently visits food sites, he or she might see an ad for a new cookbook.  
 

Online networking sites have g one a step further by allowing for transmission of unique 
identifiers. It is a particularly troubling practice for two reasons, Wills says. "First," he notes. 
"users put a lot of information about themselves on social networking sites. Second, a lot of 
tha t information can be seen by other users, by default. There are mechanisms users can use 
to limit access to their information, but we found through previous research that most users 
don't take advantage of them." With a unique identifier, a tracking site c ould gain access to 
a user's name, physical address, email address, gender, birth date, educational and 
employment information, and much more.  
  

With the "leakage" of this type personal information, there is a significant risk of having one's 
identity lin ked to an inaccurate or misleading browsing profile. Browsing profiles record the 
websites a particular computer has accessed, not who was using the computer at the time 
or why particular sites were chosen. According to Wills, this leaves room for inaccura te 
profiling by tracking sites, a situation that has the potential to lead to serious problems. When 
a computer is used by more than one person, or a person browses for curiosity rather than 
intent, it leaves room for misinterpretation, he notes. "Tracking  sites don't have the ability to 
know if, for example, a site about cancer was visited out of curiosity, or because the user 
actually has cancer. Profiling is worrisome on its own, but inaccurate profiling could 
potentially lead to issues with employment, health care coverage, or other areas of our 
personal lives."  
 

Wills says the researchers do not know what, if anything, tracking sites do with the unique 
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identifiers that social networks transmit to them. They say they have communicated with all 
of the sit es they studied to inform them about the privacy leakage, but have not heard back 
officially from any. "We are not saying that they are necessarily trying to leak private 
information," he says. "But once someone is in possession of your unique identifier, there is so 
much they can learn about you. And even if tracking sites do not use the information 
themselves, can they guarantee that it will never find its way into other hands? For these 
reasons, we feel this issue is something that we should to be concer ned about."  
 

The researchers also note that while users of social networking sites can protect themselves 
to some degree by limiting the amount of information they post and using the protections 
the sites make available to them to limit access to their inf ormation, the easiest way to 
prevent privacy leakage would be for social networking sites to stop making unique 
identifiers visible.  
 

More information:  View the full study here: 
http://conferences.sigcomm.org/sigcomm/2009/workshops/wosn/papers/p7.pdf  
or 
http://www.physorg.com/news170345266.html  

¥ U.S. Set to Pass Six Net Neutrality Rules, September 21, 2009 Ñ  The United States is moving 
toward enshrining a free and open internet with six proposed rules designed to prevent 
telecommunications companies from interfering with how people use their connections.  
The rules are needed because American internet providers have interfered with internet 
traffic on a number of occasion s and they must be prevented from doing so in the future, 
said Federal Communications Commission chairman Julius Genachowski in a speech at the 
Brookings Institution in Washington.  
 

"The rise of serious challenges to the free and open internet puts us at a  crossroads. We could 
see the internet's doors shut to entrepreneurs, the spirit of innovation stifled, a full and free 
flow of information compromised. Or we could take steps to preserve internet openness, 
helping ensure a future of opportunity, innovatio n, and a vibrant marketplace of ideas," he 
said.  
 

"The internet is an extraordinary platform for innovation, job creation, investment, and 
opportunity. It has unleashed the potential of entrepreneurs and enabled the launch and 
growth of small businesses ac ross America. It is vital that we safeguard the free and open 
internet."  
 

The FCC, the United States' counterpart to the Canadian Radio -television and 
Telecommunications Commission, has since 2005 applied four so -called net neutrality 
principles in its dec ision-making.  
 

The principles  
Two new principles will join those original four and be formalized as official rules that will 
apply to both wired and wireless networks:  
 

¥ Consumers are entitled to access whatever lawful internet content  
   they want.  
¥ Co nsumers are entitled to run whatever applications and services  
   they want, subject to the needs of law enforcement.  
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¥ Consumers can connect to networks whatever legal devices they  
   want, so long as they do not harm them.  
¥ Consumers are entitled to competition between networks,  
   applications, services and content providers.  
¥ Service providers are not allowed to discriminate between  
   applications, services and content outside of reasonable network  
   management.  
¥ Service providers must be tra nsparent about the network  
   management practices they use.  

 

More information available at:  
http://www.cbc.ca/technology/story/2009/09/21/fcc -formal -net -neutrality -rules-crtc.html  

¥ Anonymous blogger's ID  Revealed Under Court Order Ñ  In August 2009, a NY  Supreme 
Court judge ruled that Google (owner of blogger.com) will provide whatever identifying info 
it has about a specific blogger. Google has complied with the ruling.  
 

The background Ñ  an anonymous blogger using a blogger.com account created a site 
ca lled "Skanks in NYC" on which he said obnoxious and offensive things about Liskula Cohen, 
a former Vogue (etc.) cover girl. A NY Supreme Court judge has ruled that Google (owner of 
blogger.com) will provide Cohen with whatever identifying info it has about  this blogger.  
Google has complied with the ruling. Cohen's legal team intends to use the IP address and 
email provided by Google under the court order to find out the identity of the blogger and 
sue her. Or him.  
 

The unidentified creator of the blog was r epresented in court by an attorney, Anne Salisbury, 
who said her client voluntarily took the blog down when Cohen initiated legal action against 
it. Salisbury suggested that Cohen is more interested in attracting publicity than restoring her 
reputation. Sh e contended her client's blog would have languished harmlessly in obscurity 
had Cohen not filed suit. The site had negligible traffic and only five posts on it, all written on 
a single day, she said.  
 

This case does show that your basic anonymous blogging is not guaranteed.  
 

For more information do a Google search with a phrase such as:  Ôcourt case on blogger 
identification Õ. 

¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥  
MEDIA RESEARCH, OPINION & SPECULATION 
¥ Seeking  Ñ  How the Brain Hard -Wires Us To Love Google, Tw itter, and Texting Ñ  And Why 
That's Dangerous  Ñ  By Emily Yoffe. Seeking. You can't stop doing it. Sometimes it feels as if 
the basic drives for food, sex, and sleep have been overridden by a new need for endless 
nuggets of electronic information. We are so insatiably curious that we gather data even if it 
gets us in trouble. Google searches are becoming a cause of mistrials as jurors, after hearing 
testimony, ignore judges' instructions and go  look up facts for themselves. We search for 
information we don't even care about. Nina Shen Rastogi confessed in Double X , "My 
boyfriend has threa tened to break up with me if I keep whipping out my iPhone to look up 
random facts about celebrities when we're out to dinner." We reach the point that we 
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wonder about our sanity. Virginia Heffernan in the New York Times said she became so 
obsessed with Twitter posts about the Henry Louis Gat es Jr. arrest that she spent days 
"refreshing my search like a drugged monkey."  
 

We actually resemble nothing so much as those legendary lab rats that endlessly pressed a 
lever to give themselves a little electrical jolt to the brain. While we tap, tap aw ay at our 
search engines, it appears we are stimulating the same system in our brains that scientists 
accidentally discovered more than 50 years ago when probing rat skulls.  
 

In 1954, psychologist James Olds and his team were working in a laboratory at McG ill 
University, studying how rats learned. They would stick an electrode in a rat's brain and, 
whenever the rat went to a particular corner of its cage, would give it a small shock and 
note the reaction. One day they unknowingly inserted the probe in the w rong place, and 
when Olds tested the rat, it kept returning over and over to the corner where it received the 
shock. He eventually discovered that if the probe was put in the brain's lateral hypothalamus 
and the rats were allowed to press a lever and stimu late their own electrodes, they would 
press until they collapsed.  
 

Olds, and everyone else, assumed he'd found the brain's pleasure center (some scientists still 
think so). Later experiments  do ne on humans confirmed that people will neglect almost 
everything Ñ their personal hygiene, their family commitments Ñ in order to keep getting that 
buzz. 
 

But to Washington State University neuroscientist Jaak Panksepp , this supposed pleasure 
center didn't look very much like it was producing pleasure. Those self -stimulating rats, and 
later those humans, did not exhibit the euphoric satisfaction of creatures eating Double Stuf 
Ore os or repeatedly having orgasms. The animals, he writes in Affective Neuroscience: The 
Foundations of Human and  Animal Emotions , were "excessively excited, even crazed." The 
rats were in a constant state of sniffing and foraging. Some of the human subjects described 
feeling sexually aroused but didn't experience climax. Mammals stimulating the lateral 
hypothalamus  seem to be caught in a loop, Panksepp writes, "where each stimulation 
evoked a reinvigorated search strategy" (and Panksepp wasn't referring to Bing). 
 

It is an emotional state Panksepp tried many names for: curiosity, interest, foraging, 
anticipation, craving, expectancy . He finally settled on seeking . Panksepp has spent 
decades mapping the emotional systems of the brain he believes are shared by all 
mammals, and he says, "Seeking is the granddaddy of the systems." It i s the mammalian 
motivational engine that each day gets us out of the bed, or den, or hole to venture forth 
into the world. It's why, as animal scientist Temple Grandin writes in Animals Make Us Human , 
experiments show  that animals in captivity would prefer to have to search for their food than 
to have it delivered to them.  
 

For humans, this desire to search is not  just about fulfilling our physical  needs. Panksepp says 
that humans can get just as excited about abstract rewards as tangible ones. He says that 
when we get thrilled about the world of ideas, about making intellectual connections, about 
divining meaning,  it is the seeking circuits that are firing.  
 

The juice that fuels the seeking system is the neurotransmitter dopamine. The dopamine 
circuits "promote states of eagerness and directed purpose," Panksepp writes. It's a state 
humans love to be in. So good doe s it feel that we seek out activities, or substances, that 
keep this system aroused Ñ cocaine and amphetamines, drugs of stimulation, are particularly 
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effective at stirring it.  
 

Ever find yourself sitting down at the computer just for a second to find out wh at other movie 
you saw that actress in, only to look up and realize the search has led to an hour of 
Googling? Thank dopamine. Our internal sense of time  is believed to be controlled by the 
dopamine system. People with hyperactivity disorder have a shortage of dopamine in their 
brains, which a recent study  suggests may be at the root of the problem. For them even 
small stretches of time seem to drag. An article by Nicholas Carr in the Atlantic  last year, "Is 
Google Maki ng Us Stupid?" speculates that our constant Internet scrolling is remodeling our 
brains to make it nearly impossible for us to give sustained attention to a long piece of 
writing. Like the lab rats, we keep hitting "enter" to get our next fix.  
 

University of Michigan professor of psychology Kent Berridge  has spent more than two 
decades figuring out how the brain experiences pleasure. Like Panksepp, he, too, has come 
to the conclusion that what James Ol ds' rats were stimulating was not their reward center. In 
a series of experiments, he and other researchers have been able to tease apart that the 
mammalian brain has separate systems for what Berridge calls wanting  and liking. 
Wanting  is Berridge's equiva lent for Panksepp's seeking system. It is the liking system that 
Berridge believes is the bra in's reward center. When we experience pleasure, it is our own 
opioid system , rather than our dopamine system, that is being stimulated. This is why the 
opiate drugs induce a kind of blissful stupor so dif ferent from the animating effect of cocaine 
and amphetamines. Wanting and liking are complementary. The former catalyzes us to 
action; the latter brings us to a satisfied pause. Seeking needs to be turned off, if even for a 
little while, so that the system  does not run in an endless loop. When we get the object of our 
desire (be it a Twinkie or a sexual partner), we engage in consummatory acts that Panksepp 
says reduce arousal in the brain and temporarily, at least, inhibit our urge to seek.  
 

But our brains  are designed to more easily be stimulated than satisfied. "The brain seems to 
be more stingy with mechanisms for pleasure than for desire," Berridge has said . This makes 
evolutionary  sense. Creatures that lack motivation, that find it easy to slip into oblivious 
rapture, are likely to lead short (if happy) lives. So nature imbued us with an unquenchable 
drive to discover, to explore. Stanford University neuroscientist Brian Knutson ha s been putting 
people in MRI scanners and looking inside their brains as they play an investing game. He 
has consistently found  that the pictures inside our skulls show that the pos sibility of a payoff is 
much more stimulating than actually getting one.  
 

Actually all our electronic communication devices Ñ e-mail, Facebook feeds, texts, Twitter Ñ
are feeding the same drive as our searches. Since we're restless, easily bored creatures, our  
gadgets give us in abundance qualities the seeking/wanting system finds particularly 
exciting. Novelty is one. Panksepp says the dopamine system is activated by finding 
something unexpected or by the anticipation of something new. If the rewards come 
unpr edictably Ñ as e-mail, texts, updates do Ñ we get even more carried away. No wonder 
we call it a "CrackBerry."  
 

The system is also activated by particular types of cues that a reward is coming. In order to 
have the maximum effect, the cues should be small, dis crete, specific Ñ like the bell Pavlov 
rang for his dogs. Panksepp says a way to drive animals into a frenzy is to give them only tiny 
bits of food: This simultaneously stimulating and unsatisfying tease sends the seeking system 
into hyperactivity. Berridge says the "ding" announcing a new e -mail or the vibration that 
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signals the arrival of a text message serves as a reward cue for us. And when we respond, 
we get a little piece of news (Twitter, anyone?), making us want more. These information 
nuggets may be as uniquely potent for humans as a Froot Loop to a rat. When you give a rat 
a minuscule dose of sugar, it engenders "a panting appetite," Berridge says Ñ a powerful and 
not necessarily pleasant state.  
 

If humans are seeking machines, we've now created the pe rfect machines to allow us to 
seek endlessly. This perhaps should make us cautious. In Animals in Translation , Temple 
Grandin writes of driving two indoor cats crazy by flicking a laser pointer around the room. 
They wouldn't stop stalking and pouncing on this ungraspable dot of light Ñ their dopamine 
system pumping. She writes that no wild cat would indulge in such useless behavior: "A cat 
wants to catch  the mouse, not chase it in circles forever." She says "mindless chasing" makes 
an animal less likely to meet its real needs "because it short -circuits intelligent stalking 
behavior." As we chase after flickering bits  of information, it's a salutary warning.  
 

Posted Wednesday, Aug. 12, 2009, at 5:40 PM ET . For the entire article, more information. and 
links indicated, go to:  
http://www.slate.com/id/2224932/  

¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥¥  
AAMA MEMBERSHIP & NEWSLETTER INFORMATION 
 
The AAMA  Newsletter  is sent to all AAMA Members. As a service to all Albertans, past AAMA 
Newsletter s are available free about four  to five  months after initial distribution to members. 
Previous Newsletters are archived on the AAMA Websi te Ñ  http://www.aama.ca.  
 

Please pass AAMA Newsletters on to others who may be interested in information on media 
literacy/education/awareness.  
 

Join AAMA and the media awareness/literacy/education conversation, discussion, and 
action Ñ  join, support and contribute to the  programs and work of the  Alberta Association 
for Media Awareness (AAMA).  
 

For information and/or membership  and/or Newsletter contributions , please contact Wayne 
Blair, Editor of the AAMA Newsletter at:  
 

E-mail:    wblair@planet.eon.net  
Telephone:    780-944-9667 
Facsimile:    780-461-6456 


