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WHAT'S NEW IN EQUALITY

Check out some of our Latest projects
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eQuality Objectives

Create new knowledge concerning the collection of commercial
data online, and their impact on youth, exploring how
online/mobile infrastructures and social norms can lead to
online discrimination and identity-based conflict between
young people online.

Consult with diverse groups of youth in order to create new
knowledge concerning the ways in which youth conceptualize
privacy, and the potential for online equality.

Affect digital media policy change by disseminating this new
knowledge to partners, policy makers, and the general public.

Create and disseminate educational and outreach materials to help
Canadian youth make the most of their digital media experience, that
are guided by input from youth themselves, and responsive to
programming and education gaps identified by eQuality partners.
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83% say no to collection by
social media companies

95% say no to collection by
marketers
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Essena O’Neill

TR < AT ¥ e
PHOTO: Essena O'Neill is a social media sensation changing
the way we see Instagram photos. (I : @essenaoneill)

https://www.youtube.com/watch?v=Xe1QvksSQEM
0:00-1:43, 2:24-3:27

Social Media is Not Real Life

NOT REAL LIFE - took over 100 in similar poses trying to make my stomach look good. Would have hardly eaten that

Things are getting pretty wild at my house. Maths B and Enaglish in the sun - edit: see how relatable my captions were
stomach sucked in, strategic pose, pushed up boobs. | just want younger girls to know this isn't candid life, or

Edit: "Please like this photo, I put on makeup, curled my hair, tight dress, big uncomfortable jewellery... Took over 50
shots until | got one | thought you might like, then | edited this one selfie for ages on several apps- just so | could feel
some social approval from you.” THERE IS NOTHING REAL ABOUT THIS. #celebrityconstruct

MEDIA IS NOT REALLIFE - 2 Y S AGD

and yet another photo taken purely to promote my 16 year old body. This was my whole identity. That was so
limiting. Made me incredibly insecure. You have no idea.

CIAL MEDIA IS MOT REAL LIFE - 2 YEARS AGOD
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https://www.youtube.com/watch?v=Xe1Qyks8QEM

Social Media is Not Real Life

NOT REAL LIFE - I didn't pay for the dress, took countless photos trying to look hot for Instagram, the formal made me
ON - www.letsbegamechangers.com

there's... Realise you only see what they want. If they tag a company 992 of the time it's paid. Nothing is wrong with
supporting brands you love (for example | proudly would promote Eco sheets or a vegan meal in exchange for money
as its business for a purpose to me). BUT this this has no purpose. No purpose in a forced smile, tiny clothes and
being paid to look pretty. We are a generation told to consume and consume, with no thought of where it all comes
from and where it DES.

MEDIA IS NOT REAL LIFE . 2 YEARS AGO
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Commercialism

The question is not really one of
beauty, of course, but of the
oppressive equation of beauty,
however we define it, with worth.

- Surface so dominates essence in
Amerlca that the equation has gotten out of

hand. The reason is obvious. We are
bombarded by images of Barbie doll women ...
Advertising is so dominant ... that “its messages
are the only ones being heard.” “America is
about selling” and “we accept the marketplace
as the arbiter of values” (Cunningham, 1993).

Privacy of Play

« cognitive development
« social development

« ability to regulate own emotions
and behaviours

- interpersonal values, including
empathy
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Privacy of Play

e reserve
e anonymity

« ground for the core self

- emotional release

« self-evaluation (Westin, 1980)
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Watch Explore Download Shop Superstar

Get creative, architect!
Design shops For the
- ultimate outdoor mall!
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Star Cu“ ~ It's Barbie®
o prery é Time Calling!

.,$ Only

vreams” § By | grown-up can
A e—— WOW. have Barbie call you

@ %» You could get a Ask Mom or Dad to visit

Games JFaiyiopid phone‘ call from OMR www.barbie.com/call )
best friend — Barbic! T —Tene

® Happy birthday Or print a special page to
= Happy holidays show them!  Click here

Hi! Hear what the
call sounds like!

Click here!

= |nvite your friends We con even send them a
message!  Click here
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Hackers can hijack Wi-Fi Hello Barbie to
spy on your children

Security researcher warns hackers could steal personal information and tum the
microphone of the doll into a surveillance device

3 Hello Barbie listens to children and uses cloud-based voice recognition technology to understand them and talk
back. Photograph: Mattel

Mattel’s latest Wi-Fi enabled Barbie doll can easily be hacked to turnitintoa
surveillance device for spying on children and listening into conversations
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NEWSGO

CTV News Channel: Concerns over interactive
Barbie

'Hell No Barbie' campaign wants
'Hello Barbie' shelved

Karolyn Coorsh , CTVNews.ca
Published Thursday, Cctober 29, 2015 12:46PM EDT

fly &S @&

A U.S.-based advocacy group is urging
consumers not to buy a new interactive Barbie
doll, saying it's a “significant” violation of
children's privacy.

The Campaign for a Commercial-Free
Childhood is set to launch its “Hell No Barbie”
campaign next week over social media, in an
effort to discourage sales of the doll.

Reclaiming
Conversation

The Power of Talk

in a Digital Age

L

Sherry Turkle

Cadvareie ham o
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Convention on the Rights of the Child

Article 16

1. No child shall be subjected to arbitrary or
unlawful interference with his or her
privacy, family, or correspondence, nor to
unlawful attacks on his or her honour and
reputation.

2. The child has the right to the protection
of the law against such interference or
attacks.

Convention on the Rights of the Child

Article 13

1. The child shall have the right to freedom of
expression; this right shall include freedom
to seek, receive and impart information
and ideas of all kinds, regardless of
frontiers, either orally, in writing or in print, in
the form of art, or through any other media
of the child's choice.
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Convention on the Rights of the Child

Article 17

States Parties recognize the important function
performed by the mass media and shall
ensure that the child has access to
information and material from a diversity of
national and international sources, especially
those aimed at the promotion of his or
her social, spiritual and moral well-
being and physical and mental health.

Convention on the Rights of the Child

Article 17

(a) Encourage the mass media to
disseminate information and material of
social and cultural benefit to the child
and in accordance with the spirit of article 29;

(e) Encourage the development of
appropriate guidelines for the
protection of the child from information
and material injurious to his or her well-
being, bearing in mind the provisions of
articles 13 and 18.
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Convention on the Rights of the Child

Article 31

1. States Parties recognize the right of the child
to rest and leisure, to engage in play and
recreational activities appropriate to the age of
the child and to participate freely in
cultural life and the arts.

2. States Parties shall respect and promote the
right of the child to participate fully in cultural
and artistic life and shall encourage the
provision of appropriate and equal
opportunities for cultural, artistic,
recreational and leisure activity.

Convention on the Rights of the Child

Article 32

1. States Parties recognize the right of the child
to be protected from economic
exploitation and from performing any
work that is likely to be hazardous or to
interfere with the child's education, or to be
harmful to the child's health or physical,
mental, spiritual, moral or social
development.
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Big Data/Big Privacy

“We are living through an
£ information and social
nuuP;l:g:lsEn revolution: it has never been
easier to share information, and

. yet access to information about
the social — particularly social data — is

often denied, as such data is privately
owned, incomprehensible to  the
nonspecialist, silenced, or eliminated. ..
data is being employed to accelerate ... the
transformation  of  citizenship into
consumer practices” (Langlois, Redden &
Elmer, 2015).

vsteeves@uottawa.ca
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