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Abstract

In many cases of unwanted behaviour that we analysed (for instance in
case of cheating on school tests, beating, being bullied, conflicts with
parents, gambling, intentionally damaging or destroying property) we
found a statistically significant effect of the extent of digital media use on
incidence of such behaviour. Youth, who are large digital media users,
behave in such socially unwanted ways more often compared to smaller
media users. A dominant share of youth isn’'t involved in violent
behaviour or vandalism at all. However, the incidence of violence or
vandalism in the large media users group is significantly higher
compared to low and medium users group.

Key words: youth, digital media, media effects, unwanted behavior

DOI: http://dx.doi.org/10.12959/issn.1855-0541.11ASS-2016-no3-art7

! Mateja Rek is Associate Professor at Faculty of media and Head of the Infrastructural
program of Faculty for media — collecting, managing and archiving data on media
literacy, funded by Slovenian Research Agency, contract number: 1000-16-2916.



Innovative Issues and Approaches in Social Sciences, Vol. 9, No. 3

Introduction

The public discourse on youth and media is continuously marked by
concerns. The concerns as well research interests are often related to
media violence and its effects on children and youth (Anderson et al.,
2003; Kirsh, 2012), how often and to what ends youth use media and
what effects does the media consumption have on their psychological
development (Subrahmanyam and Smahel, 2011; Calvert and Wilson,
2011), learning abilities (Dunkels et al., 2011), health issues (physical
activity, obesity, sleeping habits) (WHO, 2010; Stansburger et. al, 2010),
self-perception and interpersonal relationships (Andsager and White,
2009), the development of unwanted behaviours (such as alcohol
drinking or smoking) (Anderson et al., 2009; Wakefield et al., 2003) and
so on. Discussions on these issues are frequently accompanied by
pessimistic forecasts.

The purpose of this article is to explore the influence of digital media
consumption on incidence of unwanted behaviour in youth. We use
research results of a survey conducted on national representative
sample of high school students (aged 15 to 18 years) in Slovenia in
2015 (Rek and Malinovski Brumat, 2016) to explore the relationship
between the extent of digital media consumption and unwanted
behaviour among youth. We analyse incidence of various types of
unwanted behaviour, including: cheating at school tests, stealing,
fighting, bullying, conflicts with parents, gambling, skipping classes,
destroying property. We present data on occurrence of these types of
unwanted behaviour and relate it to digital media consumption of youth.
We show that in many cases of analysed unwanted behaviour a
dominant share of youth isn’t involved in such a behaviour at all.
However, there is a higher incidence of unwanted behaviour in case of
youth who are large digital media users, compared to medium and low
digital media users. The interpretation of the analysis results is made
using theoretical frameworks of Frankfurt school, American empirical
school and Theory on late modernity.

The media effects debate

Discussions on the influence of mass media were, from the outset
accompanied by pessimistic forecasts. Already at the end of the 18th
century, when, in processes of industrialization and urbanisation first
forms of urban commercial culture and mass markets began to develop,
many intellectuals supported a general belief that these phenomena
threaten the traditional cultural values and community. The
circumstances of people living in incoherent mass urban communities
were clearly different from closely knit, tightly connected communities
and in this context traditional authorities of sense-making were also
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faced with new phenomenon of developing media that could reach and
influence masses. A similar type of discussion was reopened at the end
of the 19th century with the emergence of film and radio, and continued
in the early twenties of the last century, when it was anchored in the
framework of the Frankfurt School.

Horkheimer and Adorno (2007) argued that the culture of mass societies
is a subsidiary of industry. In the framework of critical theory
contemporary culture can be seen as nothing more than business, it is in
the service of socio-economic system, being shaped by dominant elites.
They prefer to use the term of culture industry over mass culture to
signify that these processes didn’t develop spontaneously within masses
themselves but are facilitated by industry and economy and are subjects
of interests of economic and political elites. They perceive audience as
passive recipients. Cultural industries rely on standardisation, similarity
and repetition of products and social actions even though it claims to
promote individualisation, but instead creates pseudo-individualisation,
which deceives individuals into believing that they in some way have
choices. The main task of the cultural industry is to create false needs
among the people in order for its products to be sold and bring actors
involved profit. On the other hand, this industry also has to adapt to the
needs of people. This creates a vicious circle of imaginary and real
needs at the heart of it, all aiming at the reproduction of the existing
system and social relations. Cultural industry promotes entertainment
and exhibits the art of relaxation. It accommodates the free time that
people have after the mechanized work process is finished. By valuing
entertainment and relaxation, it presents itself as an opposition to the
work processes, which requires certain efforts. Effortless, entertaining
and relaxed consumption of free time lives little space for reflexion
processes of people, which fosters passivity. As mass media
communication plays an ever expanding role in social life, socialisation
and culture, this form of communication can be seen as an increasingly
important instrument of power and social control.

Katz and Lazarsfeld (2005) on the other hand argued that the mass
media messages are much less influence then an informal, personal
communication. They argued that the response of an individual to media
messages cannot be accounted for without reference to his social
environment and to the character of his interpersonal relations. They
imply that there are consequences for the transmission of
communications: first, in the mere frequency of association with peers;
second, in association with others who share a particular norm or
standard; third, in being a member of a groups which supplements and
reinforces the mass media message; fourth, in belonging to a social
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group which has “hooked up” a human communications system of its
own with that of the mass media; and finally, in being “near” enough to
an appropriate social outlet to give expression to a motivated social
action (Katz and Lazarsfeld, 1955: 29). In their view, media substantially
expand and reinforce those messages whose values and norms are
already part of the generally accepted normative consensus in a society.
Since the normative consensus is seen as a positive concept, media
messaging and their effects are also described as positive and benign.
The media should, therefore, despite its openness to influences of the
market, operate in favour of the society, because it strengthens the core
value system that holds society together, while also enabling pluralism.
Mass media are seen as a space of creating consensus about the core
values in diverse, pluralist societies, even though Katz and Lazarsfeld
never did explain in detail these processes of mass mediated core
values creation.

Societies as well as mass media, their presence and role in societies
and everyday lives of people, have changed significantly since
Horkheimer, Adorno, Lazarsfend and Katz were theoretically or
empirically framing their arguments on the effects of mass media on
their audiences. Grand institutions (such as family, community, national
state) which relieve individuals from everyday reflections about the world
and their orientation in it by offering them common-sense interpretations
of normality and which supply them with reliable patterns of behaviour
(Berger and Luckmann, 1999) are nowadays even more confronted with
competing reference frameworks. They are faced with increasingly
divesified, liquid (Bauman, 2001), atomized masses of mass media
generated fragmented publics and flexible and fluid social networks of
relations (physical and virtual) that are marked by a different quality of
interpersonal ties. As massiveness, reaching beyond the physical
limitations of space (Sennet, 2008) is becoming an icon of late modernity
(Giddens, 1999), the exclusiveness of the attachment to the community
or the nation-state is losing its authority.

Accessible ICT and virtualization enables smooth communication and
what is especially important - continuous movement of information, ideas
and value judgements through means of mass communication virtually
anywhere in the world. There is an increasing amount of ideas and
modes of behaviour accessible to people worldwide which are not
grounded in signifiers or symbols, that would encourage and promote
the membership to a particular grand institution and preserve its norms
and values, but form a new set of fragmented affiliations.
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Masses are not unified categories. They are social entities characterized
by diversity and diversifications. Mass media (and their agenda setters)
as the most common means of symbolic reproduction of masses even
encourage such features by creating specific target audiences, which
are characterized by different lifestyles and are fairly successful in
creating new group affiliation between people that go beyond the
physical and semantic spaces shaped by the more traditional grand
institutions. The resulting groups of lifestyles have another important
characteristic: they are rarely permanent. They don’t limit the individuals
in terms of their continued commitment but give them the appearance of
freedom to choose and act according to “contemporary trends”, which
paradoxically do not depend directly on individuals’ own will. Such
constructed, dynamic groups within the masses of people do not provide
individuals with long-term, solid frameworks that would sustainably guide
their judgments and make sense of life situations (Atkins, 2012; Bjereld,
2009).

The task of reflexivity is being shifted onto the shoulders of the
individual, becoming a part of his or her everyday practice. This means
that individuals also bear the uncertainty of their decisions. The
individual him/her-self becomes a reproductive unit of social life and the
world (Beck, 1992). But this situation is paradoxical, because at the
same time he/she is taking "responsibility” for his/her own life decisions,
while also being increasingly depended on the situations and conditions,
which are beyond his/hers reach, which are happening in the mass, on
(global) markets and an individual is far from being able to control or
resolve. He/she can only adapt. The choices and decisions individual
makes are neither easy nor permanent also due to the pluralism of
possible models of life that are worth to emulate (Habermas, 2005). With
the accelerating speed of social change, the applicability of these
models become shorter. In such circumstances of liquidity (Baumann,
2007) an important virtue of individuals as well as other individual
players in a global scene is not a lasting conformity, but flexibility. With
an increasing paste of social and technological change, with the
development of increasingly diversified types of mass media, growing
virtualisation of social interactions (as opposed too physical social
interactions) the impact of mass media on masses or individuals remains
a very current as well as contested issue also in contemporary late-
modern societies.

When researching the media impact scientists generally correspond to
two separate but overlapping issues, namely: a) how much time people
spend consuming the media and b.) what kind of media messages they
are exposed to and how. In our attempt to determine the effects of
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media consumption on unwanted behaviour among youth, we will rely on
empirical evidence gathered regarding time spent using the digital media
(TV, computer/tablet, mobile phone, video games consoles), while
evidence relating to media content they are exposed to will be limited to
the issue of entertaining content consumption, with special focus on
violent content consumption and the use of media for learning and other
work purposes.

Effects of time spent using media on incidence of unwanted
behaviour

The data on the incidence of variouse types of unwanted behaviour that
was selected for the analysis (cheating at school tests, stealing, fighting,
bullying, conflicts with parents, online harassment, gambling, skipping
classes, destroying property) was derived from a survey we conducted
in 2015, collecting opinions of high school students in Slovenia (aged 15
to 19 vyears). The aim of the survey, conducted on a national
representative sample, was to collect data on media habits of the youth,
their ability to critically assess information, delinquency, vandalism in
and outside of school, learning success, ability to concentrate and
satisfaction with life. Data was collected using paper and online
questionnaires. 818 highschool students participated in the survey. Their
participation was anonymous, not involving a name or any identifiable
information about subjects. Data was collected with the help of 37
highschools, evenly located in all geographical regions in Slovenia,
covering approximately the distribution of rural and urban population in
accordance to data of statistical office of Slovenia. Becouse more girls
responded and participated in a survey, the data was waigted to improve
the representativness of the sample (the weight of boys was 1,50 for
girls 0,758.). The data on incidence of unwanted behaviour is presented
in Table 1.
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Table 1: Incidence of selected types of unwanted behaviour (in%)

How many
times in the
last years ...
%

Almost every

day

150 x

50 x

25 x

5x

3x

Never

.. did you
cheaton a
school test?

w
o

6,2

13

15,3

27,9

... did you
steal
something?

0,9

0,2

0,5

0,5

2,2

0,8

2,5

7,3

84,2

... have you
been involved
in a fight?

0,7

0,3

0,3

2,5

2,1

3,2

8,2

81

... where you
bullied?

0,6

0,7

0,9

1.1

29

2,2

54

10,1

73,7

... where you
bullying
others?

1,3

0,6

0,3

0,6

1,4

4,2

6,1

81,6

... did you
have conflicts
with your
parents?

7,9

9,9

13,9

11,5

15,4

9,4

14,3

... did you
gamble?

1,7

2,6

1,5

24

2,3

55

59

10,9

67,4

...unjustifiably
missed
classes?

1,05

2,7

3,8

7,3

8,6

10,6

15,1

49,1

deliberately
damaged or
destroyed
school
property?

1,2

0,2

0,7

0,4

1,4

0,7

1,6

6,1

86,9

deliberately
damage or
destroy any
property that
was not your
property?

0,9

0,2

0,4

0,7

1,1

3,1

10,5

82,1

Source: own survey.

In most of the cases of unwanted behaviour that we gathered data on, a
dominant share of youth isn’t engaged in such behaviour at all. In such
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cases actually realized unwanted behaviour refers to a smaller share of
population on limited occasions. Exceptions are cheating at school tests
and conflicts with parents, which are a more regular form of youth
behaviour. Skipping classes is also relatively frequent activity, as only
about half of the population never practiced it.

In the same survey we gathered data on the extent of digital media
consumption, including daily time youth spend using digital media, like
watching TV, video and films, using computer/tablet, mobile phones and
video games consoles. On average Slovene high school students spend
102,92 minutes a day watching TV, videos and films, 136,21 minutes
daily they use computers/ tablets, 204 minutes they spend using mobile
phones and 59,62 video game consoles, which adds up to 8,4 hours of
average daily screen exposure.

As there is variance in consumption of digital media we divided
highschool students into three groups similar in numbers (border
framework 33 and 66 percentiles): a.) large digital media users (more
than 10 hours of daily exposure to the digital media, N = 251); b.)
medium digital media users (between 6 and 10 hours’ daily consumtion
of digital media, N = 242); c.) small digital media users (less then 6 hour
daily digital media consumption, N = 313). If the student falls within the
large digital media users group, he or she is on average exposed to the
digital media (TV, computer/tablet, mobile phone, consoles) 3,6 times
more than small media users, as it is evident from Table 2. On average
large digital media users are exposed to digital media for 14,5 hours
daily.

Table 2: Average daily time spent using digital media for small, medium
and large digital media users (in minutes)

Small | Medium | Large | Al users
on average
TV, video and films 56,15 97,08 166,32 | 102,92
computer/tablet 61,80 128,65 [ 233,62 | 136,21
mobile phone 99,18 185,44 | 351,47 | 204,08
video games (console) 21,13 42 95 122,24 | 59,62
total 238,43 | 454,12 | 873,65 | 502,83

Source: own calculation.

For each group of digital media users, we calculated the incidence of
unwanted behaviour listed in Table 1. The results are presented in Table
3.
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Table 3: Incidence of selected
(expressesed in mean values) according to membership in small,
medium and large digital media users grup

types of unwanted behaviour

How many times in the last year

Small | Medium | Large | Average
.. did you cheat on a school test? | 9,86 | 27,67 30,61 | 21,63
... did you steal something? 0,86 | 5,32 7,57 | 4,29
have you been involved in a 0,69 | 4,26 768 |3.94
fight?
... where you bullied? 2,03 |4,00 9,26 | 4,85
... where you bullying others? 2,24 | 7,44 10,20 | 6,31
... did you have conflicts with 31.70 | 37.19 53.40 | 40,11
your parents?
... did you gamble? 6,13 | 10,16 19,90 | 11,76
... unjustifiably missed classes? | 8,63 | 8,62 14,99 | 10,61
... intentionally damaged or
destroyed school property? 064 | 3,05 13,11 15,24
... intentionally damage or
destroy any property that was not | 0,79 | 2,85 9,79 | 4,21

your property?

Source: own calculation.

As we wanted to learn, weather the extent of digital media consumption
has a significant effect on discussed forms of unwanted behaviour, we
used ANOVA to determining the existence of differences among group
means. There was a significant difference among groups in following

cases of unwanted behaviour:

e cheating on school tests, F (2,807) = 7,797, p= 0,000
beating, F (2, 809) = 3,558, p<0,05
beeing bullied, F (2,802) = 3,828, p<0,05
conflicts with parents, F (2, 808) = 5,198, p<0,05
gambling, F (2,815) = 5,469, p<0,05
intentionally damaging or destroying school property; F (2,809) =

7,900, p=0,000

e intentionally damaging or destroying any property that was not

your property;
e F (2,815)=5,246, p<0,05.

No statistically significant differences were found in cases of following

types of unwanted behaviour:

e stealing, F (2,808) = 2,941, p>0,05

e bullying others, F (2, 797) = 2,674, p>0,05
e unjustifiably missing classes, F (2,813) = 1,753, p>0,05.
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Even though conflicts with parents seem to be quite a common feature
of high school student’s relationships to their parents as shown in the
Table 1, the incidence of such conflicts increases in the large digital
media users group. The same argument can be made in case of
cheating at school tests. Large media users gamble more often and they
are often bullied more, but interestingly no statistically significant
difference too other two groups were found in case of bullying others. In
cases of more violent behaviour, such as being involved in fights or
cases of vandalism, like intentionally destroying school or other property,
a dominant share of youth doesn’t exhibit such a behaviour at all.
However, the incidence of violence or vandalism in the large media
users group is significantly higher compared to low and medium users

group.

Do large digital media users consume more entertaining or violent
content?

In our survey, high school students were asked to state their agreement
(on a Likert scale 1-5, where 1 means completely disagree and 5 means
completely agree) with a statement: | use media primarily for
entertainment. The average for three groups analysed wasn'’t statistically
significantly different (small users, M=2,97; medium users, M=3,19; large
users, M=3,18). They were also asked to assess daily time spent using
media for learning or other work. The mean values characteristic for
each group of users are presented in Table 4.

Table 4: Daily time spent using computer/tablet for learning or other
work (mean values in minutes)

Daily time spent: Small | Medium | Large | Average

using computer/tablet for

. 52,06 | 73,51 117,41 | 78,69
learning or other work

Source: own calculation

Large media users spend significantly more time using computer or
tablet for learning or other work. The difference is statistically significant
at F (2,783) = 42,393, p=0,000.

Use of violent content was observed in case of video games. The mean
values of daily time spent for three different groups of digital media users
(small, medium and large) is presented in Table 5.
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Table 5: Daily time spent playing video games and video games with
violent content (mean values in minutes)

Daily time spent: Small | Medium | Large | Average

playing video games 21,13 | 42,95 122,24 | 59,62

playing video games with 11,05 | 29,22 90,41 | 41,50
violent content

Source: own calculation.

It is evident that youth, who are large media users, on average daily play
1,3 hours more video games that those in a group of medium users, and
1,7 hours more than youth, who are small media users. The difference
between groups is statistically significant at F (2,788) = 93,289, p=
0,000. Additionally, large media users play significantly more video
games with violent content. On average they spend an hour and a half a
day playing video games with violent content, which is an hour more
than those, who are medium media users and on average 1,3 hours
more compared to small media users. The difference between groups is
statistically significant at F (2,763) = 57.512, p=0,000.

Conclusion

In many cases of unwanted behaviour that we analysed (for instance in
case of cheating on school tests, beating, being bullied, conflicts with
parents, gambling, intentionally damaging or destroying property) we
found a statistically significant effect of the extent of digital media on
incidence of such behaviour. Youth, who are large digital media users,
behave in such a socially unwanted way more often compared to lower
media users. Focusing only on violent unwanted behaviour or
vandalism, we also see, that in the large digital media users group, there
is significantly higher incidence of violent or destructive acts compared
to low and medium users group. We’ve shown that large digital media
users spend significantly more daily time playing video games, and
choose to play significantly more violent video games compared to low
and medium digital media users. So their dosage of daily virtual violence
is on average at least 1,3 hours a day. Considering that only data on
playing violent video games was included in our survey as we didn’t
have data on the time spent watching violent contents on TV, videos or
films, the daily exposure to the violent media content may be in reality
much higher.

Katz and Lazarsfeld (2005) argued that mass media messages are less
influential then an informal, personal communication. However, in large
digital media user’s cases where average daily consumption sums up to
14,50 hours a day there is only a very limited space of time left for
personal, face to face communication. Even though large digital media
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users also use digital media to learn or work, which can be understood
as positive behaviour, their daily personal communication with significant
others remains low. In our analysis we only observed 4 forms on digital
media consumption — TV, computer/tablet, mobile phone, video games
consoles. If we would add other media like radio or print media, the daily
time spent with media could increase, even if considering, that media
consumption of various types of media can overlap. For large digital
media users mediated social interaction becomes a dominant form of
social interaction. Their perception of values, norms and behaviours
become highly dependent on mass mediated content, that is less and
less regulated by more traditional authorities of sense making like family,
community or national state, and increasingly dependent on agenda
setters of cultural industry (Horkheimer and Adorno, 2007). In an
increasingly individualized society the task of reflexivity is being shifted
onto the shoulders of the individual. A low level of reflexivity results in an
individual shaped largely by their environment — in our case mass
media. A high level of reflexivity would lead to an individual playing a
more active role in shaping his/her own norm, values or taste and
guiding their behaviour in accordance to them. Digital media use should
be, in all cases, but especially in case of large digital media users
supplemented by capability to reflect on, analyse and evaluate media
messages and to be able to consider their intents and consequences.
These processes include cognitive, emotional and social competences,
with core competences being ability to use, ability to analyse, evaluate,
reflect on the media messages as well as ability to create and focus on
creative problem solving (Hobbs, 2010; Mascheroni and Murri, 2014)
and given the amouth of time media are consumed by children and
youth, conquering such comptetences should become an important part
of societies socialisation proceses and institution. However, also a
discussion on social responsibility of mass media, which are becoming a
primary environment of social interaction for some groups of people,
should not be focused predominantly on the role of media in democratic
systems, but should also debate social responsibility of media in broader
cultural and socialisation processes.

| 134



Innovative Issues and Approaches in Social Sciences, Vol. 9, No. 3

Resources

Anderson, Craig et al. (2003): The Influence of Media Violence on
Youth. Psychological Science in the Public Interest. Vol.: 4, No.: 3, pp-
81-110.

Anderson, Peter et al. (2009): Impact of Alcohol Advertising and Media
Exposure on Adolescent Alcohol Use: A Systematic Review of
Longitudinal Studies. Alcohol and Alcoholism. Vol.: 3, No.: 3, pp.: 229-
243.

DOI: http://dx.doi.org/10.1093/alcalc/agn115

Andsager, L. Juhe and White, H. Allen (2009): Self Versus Others.
Media, Messages and the Third-Person Effect. Mahwah, New Jersey,
London: Lawrence Erlbaum Associates Publishers.

Atkinson, Will (2010): Class, Individualization and Late Modernity: in
Search of the Reflexive Worker. American Journal of Sociology, Vol.:
118, No.: 1, pp.: 265-266.

Bauman, Zygmunt (2001): Community: Seeking Safety in Insecure
World. Cambridge: Polity Press.

Bauman, Zygmunt (2007): Liquid Times: Living in an Age of
Uncertainty. Cambridge: Polity Press.

Beck, Urlich (1992): Risk Society. Towards a New Modernity. London:
SAGE Publications.

Berger, L. Peter, Luckmann, Thomas (1999): Modernost, pluralizem in
kriza smisla. Ljubljana: Nova Revija.

Bjereld, UIf et. al. (2009). Power, Identity, Modernity. Individualisation
and Destabilisation in a Global World. International Review of
Sociology, Vol.: 19, No.. 2, pp.: 263 - 272. DO
10.1080/03906700902833577

Calvert, L. Sandra and Wilson, J. Barbara (2011): The Handbook of
Children, Media and Development. Willey-Blackwell.

Dunkels, Elza et al. (2011): Interactive Media Use and Youth: Learning,
Knowledge Exchange and Behaviour. Hershey: IGI Global.

Giddens, Anthony (1990): The Consequences of Modernity. Stanford:
Stanford University Press.

Habermas, Jurgen (2005). Prihodnost ¢loveSke narave. Vedeti ali
verjetni. Ljubljana: Studia Humanitatis.

Hobbs, Renee (2010): Digital and Media Literacy: A Plan of Action.
Communication and Society Program, The Aspen Institute and Knight
Foundation. Available at: http://www.knightcomm.org/wp-
content/uploads/2010/12/Digital_and Media_Literacy A Plan_of Acti
on.pdf (21. 5. 2016).

Horkheimer, Max and Adorno, Theodor (2007): Dialectic of
Enlightenment. Cultural Memory of the Present. Stanford University
Press.

| 135



Innovative Issues and Approaches in Social Sciences, Vol. 9, No. 3

Katz, Elihu and Lazarsfeld, Paul (2005): Personal Influence: The Part
Played by People in the Flow of Mass Communications. Transaction
Publishers.

Kirsh, Steven (2012): Children, Adolescents and Media Violence. A
Critical Look at the Research. London, Los Angeles, New Delhi,
Singapore, Washington: SAGE.

Mascheroni, Giovanna, and Murru, Maria Francesca (2014): Digital
Literacies and Civic Literacies: Theoretical Issues, Research
Questions and Methodological Approaches. Medijska
istrazivanja, Vol.: 20, No.: 2, pp.: 31-53.

Rek, Mateja and Malinovski Brumat, Kristina (2016): Mediji in
srednjeSolci v Sloveniji. Fakulteta za medija. Available at:
http://pismenost.si/mediji-in-srednjesolci-slovenija/ (19.9.2016)

Sennett, Richard (2008). Kultura novega kapitalizma. Ljubljana: Zalozba
CF.

Stansburger, Victor et al. (2010): Health Effects of Media on Children
and Adolescents. Paediatrics, Vol.: 12, No. 4,
DOI: 10.1542/peds.2009-2563

Subrahmanyam, Kaveri and Smabhel, David (2011): Digital Youth, The
Role of Media in Development. Springer.

Wakefield, Melanie; Flay, Brian and Nichter (2003): Role of the Media in
Influencing Trajectories of Youth Smoking. Addiction, Vol.: 98, No.: 1,
pp.: 79-103.

World Health Organization Europe (2010): Protecting Children’s Health
in a Changing Environment. Report of the Fifth Ministerial Conference
on Environment and Health. Available
at:http://www.euro.who.int/__data/assets/pdf file/0004/123565/€9433
1.pdf (19.9.2016).

| 136



Innovative Issues and Approaches in Social Sciences, Vol. 9, No. 3

Innovative Issues and Approaches in Social Sciences (IIASS)

Editorial correspondence

All correspondence or correspondence concerning any general questions,

article submission or book reviews should be addressed to info@iiass.si. | 137
7/58

Subscription to IIASS
IIASS is available free of any charge at http://www.iiass.com under: You can
sign in for a free newsletter.

Advertising
Please find our advertising policy at http://www.iiass.com For additional
questions or inquiries you can contact us on e-mail info@iiass.si.

Language

The objective of academic journal is to provide clear communication with an
international audience. Style and elegance is secondary aim. In this manner we
allow US and UK spelling as long as it is consistent within the article. Authors
are responsible for language editing before submitting the article.

Notes for Contributors
Please refer to www.iiass.com for detailed instructions. Sample layout can be
downloaded from http://www.iiass.com/uploaded_articles/IIASS_layout.doc

Scope:

IIASS is electronic peer reviewed international journal covering all social
sciences (Political science, sociology, economy, public administration, law,
management, communication science, etc.). Journal is open to theoretical and
empirical articles of established scientist and researchers as well as of
perspective young students. All articles have to pass blind peer review.

IIASS welcomes innovative ideas in researching established topics or articles
that are trying to open new issues that are still searching for its scientific
recognition.

Copyright

IIASS is exclusively electronic peer reviewed journal that is published three
times a year (initially in January, May and September). IIASS is an open access
Journal  under  Attribution-NonCommercialCC  BY-NC licence (see
http://creativecommons.org/licenses/ ). This license lets others remix, tweak,
and build upon your work non-commercially, and although their new works must
also acknowledge you and be non-commercial, they don’t have to license their
derivative works on the same terms.

By submitting your article you agree to the above mentioned copyright licence.

Additional information is available on: www.iiass.com



	IIASS-volume9-number3-2016a.pdf
	1prva
	1: Priprava naslovnice

	IIASS_intro
	IIASS-volume8-number2-2015_end
	adds.pdf
	IIASS-volume8-number1-2015.pdf


	IIASS-volume9-number3-2016
	zadnja
	2: Priprava Zadnje

	IIASS-volume9-number3-2016a.pdf
	1prva
	1: Priprava naslovnice

	IIASS_intro
	IIASS-volume8-number2-2015_end
	adds.pdf
	IIASS-volume8-number1-2015.pdf


	IIASS-volume9-number3-2016
	zadnja
	2: Priprava Zadnje


	IIASS-volume9-number3-2016a.pdf
	1prva
	1: Priprava naslovnice

	IIASS_intro
	IIASS-volume8-number2-2015_end
	adds.pdf
	IIASS-volume8-number1-2015.pdf


	IIASS-volume9-number3-2016
	zadnja
	2: Priprava Zadnje




