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Introduction
Advertising has been an activity of Australian governments ‘since their inception’, and campaign advertising (coordinated advertising activities designed to inform or influence behaviour), in one form or another, has been an element of government advertising in Australia since the 19th century.[1] As the Australian National Audit Office (ANAO) has noted, government advertising ‘is a legitimate element of government communication and information strategies’:[2]
It provides a mechanism for governments to connect directly with citizens, informing them about new and existing government policies, programs or services, providing advice about their obligations, rights and entitlements, and conveying other important information.[3]
The Commonwealth Government is a major advertiser in Australia; over the last decade it has ranked highly in surveys of advertising expenditure conducted by the Nielsen company.[4] The ANAO has also observed that ‘[t]he extent of government advertising activity has been the subject of ongoing debate and scrutiny over many years’. [5]
This Background Note provides an overview of the current administration of Commonwealth Government advertising, together with some historical information. Official figures for campaign advertising expenditure for 1994 to 2011 are also provided, along with figures for non-campaign advertising expenditure for 1994 to 2008.
Government advertising and political advertising
This Background Note does not consider political advertising (for example electoral advertising), which seeks to influence voting at elections and which is arranged and financed by political parties and/or candidates.[6] It is important to note, however, that the use—real or perceived—of publicly-funded government advertising campaigns as de facto political advertising has been a longstanding issue, often in relation to particular campaigns.[7] In a 2005 inquiry report on government advertising, a majority of the Senate Finance and Public Administration References Committee (SFPARC) noted that:
The problem with government advertising arises when … governments use or are perceived to use taxpayer funds to gain political advantage through promoting themselves, rather than to meet the genuine information needs of citizens. Over a number of years, concern has been expressed by members and Senators on all sides of politics that incumbent governments have succumbed to this temptation.[8]
The SFPARC majority took the view that there was evidence that ‘some government advertising campaigns amount to a form of party political advertising by stealth, conducted at taxpayers’ expense’, and made a number of recommendations relating to the adoption of guidelines and the reporting and scrutiny of government advertising.[9] In the years prior to the SFPARC inquiry the Commonwealth Auditor-General and the Joint Committee of Public Accounts and Audit (JCPAA) had both recommended the adoption of guidelines to assist in distinguishing between government advertising and political advertising.[10]
Over the last decade a number of bills have been introduced into the Parliament by non-government parties and parliamentarians seeking to regulate government advertising and prevent its use for political purposes.[11] A common measure in these bills has been the insertion of campaign advertising guidelines into legislation. None of these bills have been enacted; the most recent bills, the Preventing the Misuse of Government Advertising Bill 2010 and the Government Advertising (Accountability) Bill 2011, are currently before the Senate.[12]
The administration of Commonwealth Government advertising
Definitions
The two major categories of government advertising are campaign advertising and non-campaign advertising. The term ‘campaign’ has been broadly defined by the Department of Finance and Deregulation (DoFD) in this context as ‘a planned series of communication activities that share common objectives, target the same audience and have specific timelines and a dedicated budget’.[13]
Campaign advertising is defined by the DoFD as involving ‘paid media placement and is designed to inform, educate, motivate or change behaviour’:[14]
Advertising campaigns inform the community and/or specific target audiences about their rights, entitlements and obligations and may encourage consideration of issues and provide information about the ongoing business activities of government.[15]
Non-campaign advertising is defined by the DoFD as ‘[s]imple, informative advertising that generally appears only once or twice, contains factual statements and typically has a low creative content’.[16] Examples of non-campaign advertising include ‘staff recruitment, public notices, auction and tender notices, and invitations to make submissions or apply for grants’.[17] While recruitment advertising will generally be non-campaign advertising, the DoFD notes that ‘[l]arge-scale recruitment advertising not related to specific job vacancies and with a degree of creative content may be considered an advertising campaign’.[18] An example of this is the large and ongoing Defence Force recruitment campaign.
A third category of government advertising, the information campaign, is distinguished from campaign advertising in that information campaigns do not involve paid media placement.[19]
Agencies (commonly departments) have carriage of the development and implementation of both campaign and non-campaign advertising.
Regulation
There is no legislation that specifically regulates government advertising, although certain overarching statutory requirements can apply to government advertising activities (for example approval requirements for the expenditure of public moneys, and a requirement for broadcasters to include certain identification information after broadcasts that contain ‘political matter’[20]). As noted above, various attempts have been made over the years to bring government advertising within a specific legislative framework.
Information and advertising campaigns
Information and advertising campaigns are governed by a combination of government policy and administrative guidelines and processes. The main regulatory mechanism for campaigns is the current Guidelines on Information and Advertising Campaigns by Australian Government Departments and Agencies issued in March 2010 (2010 Guidelines). The 2010 Guidelines are the second set of guidelines to be issued since 2008 and the third since the 1980s (see further below).
The 2010 Guidelines underpin information and advertising campaign activities; compliance with the 2010 Guidelines is mandatory for all agencies that are subject to the Financial Management and Accountability Act 1997 (Cth) (FMA Act).[21] Agencies conducting campaigns must also comply with ‘all relevant policies and processes issued and amended from time to time by the Special Minister of State or the Minister for Finance and Deregulation or the agency responsible for such policies’.[22] In addition, the participation of public servants in government advertising is subject to separate, specific guidelines developed in 2007. These guidelines state that:
The Government’s policy is not to use public servants in government advertising unless that role is essential in the communication of an important message in cases where there is a demonstrated public interest or public safety issue and where the involvement of the public servant can lend expertise and credibility, for example, a Chief Medical Officer warning of a pandemic or a security expert assessing a terrorist threat.[23]
Currently the Special Minister of State has overall responsibility for campaign advertising regulation and policy; prior to September 2010 responsibility was shared between the Special Minister of State and the Cabinet Secretary.[24]
Principles
The 2010 Guidelines establish three basic principles for the expenditure of public money on information and advertising campaigns:
•        ‘members of the public have equal rights to access comprehensive information about government policies, programs and services which affect their entitlements, rights and obligations’
•        ‘governments may legitimately use public funds to explain government policies, programs or services, to inform members of the public of their obligations, rights and entitlements, to encourage informed consideration of issues or to change behaviour’, and
•        ‘government campaigns must not be conducted for party political purposes’.[25]
The 2010 Guidelines also specify five further detailed principles for the conduct and presentation of information and advertising campaigns. In essence, these principles seek to ensure that campaigns are: ‘relevant to government responsibilities’; objective; intelligible for audiences; non- party-political; needs- and research/evidence-based; efficient and effective; and compliant with ‘all relevant laws’ and government procurement requirements.[26] One important requirement of the principles is that campaigns should only deal with policies and programmes supported by legislation, parliamentary appropriation or a Cabinet decision ‘intended to be implemented during the current Parliament’.[27] The five principles are excerpted at Appendix A.
Approval, review and certification of proposed campaigns
The 2010 Guidelines envisage that the launch of campaigns will be subject to ministerial approval but do not delineate responsibility for approving other elements of campaigns.[28] Other government publications on campaign advertising indicate that ministers approve both campaign launches and the initial proposals for campaigns.[29] In addition to providing these approvals, ministers have ‘a legitimate interest in the development of campaigns in their portfolios’ and are briefed during campaign development and implementation.[30] The JCPAA has noted some lack of clarity in the recent past regarding the nature of ministerial involvement in campaign development.[31]
Approval for the other elements of campaigns (for example engaging consultants, finalising campaign materials, and placing advertising) is the responsibility of the relevant agency. The DoFD ‘provides advice on campaign development and implementation, including participation on evaluation panels for the selection of consultants’ and also manages the centralised system for advertising placement (see further below).[32]
The 2010 Guidelines require that proposed advertising campaigns valued at $250 000 or more must undergo a review and certification process prior to commencement. For the purposes of the $250 000 threshold, campaign value is ‘the budget for all campaign elements across all financial years’ and excludes only internal agency costs.[33] Proposed information campaigns valued at $250 000 or more are exempt from review and certification but are required to comply with the 2010 Guidelines and with ‘other relevant policies and processes’.[34]
Campaigns requiring review and certification are examined by the Independent Communications Committee (ICC) regarding compliance with the first four of the five detailed principles in the 2010 Guidelines relating to campaign conduct and presentation. Compliance with the fifth principle regarding legal and procurement requirements is examined by agencies. The ICC, established in March 2010, is comprised of contracted consultants appointed by the DoFD Secretary and is supported by a secretariat of DoFD staff.[35] Following ICC/agency review, compliance is certified by the chief executive of the relevant agency. The review and certification process is as follows:
•        the ICC reviews the proposed campaign using a range of materials together with ‘any other information or independent expert advice available’ and reports to the agency chief executive regarding compliance with the first four detailed principles in the 2010 Guidelines. The agency concerned also reports to its chief executive regarding compliance with the fifth principle.
•        after considering the ICC and agency reports, the agency chief executive certifies compliance with the 2010 Guidelines and with ‘relevant government policies’. The relevant minister is provided with the certification and ‘may launch the campaign or approve its launch’.[36]
Agency chief executives are also able to request ICC review of advertising campaigns valued at less than $250 000.[37]
The ICC can examine campaigns throughout their development, but usually exercises its review function before campaign materials are produced and again after the production of materials but before campaign commencement.[38] ICC review reports are published on the DoFD website once campaigns have been launched, and agency chief executive certifications are published on agency websites upon campaign launch.[39]
In addition to reviewing campaigns, the ICC also ‘oversee[s] the operation of the Guidelines to ensure compliance with their integrity and spirit’ and provides additional reporting and proposals for changes to the 2010 Guidelines as needed.[40]
A DoFD flowchart setting out the campaign approval, review and certification process is excerpted at Appendix B.
Exemptions from compliance
Proposed information and advertising campaigns can be exempted from compliance with the 2010 Guidelines by the Special Minister of State ‘on the basis of a national emergency, extreme urgency or other compelling reason’.[41] Exemptions are to be reported to the ICC and to the Parliament.[42] Since 2008 three exemptions have been granted in relation to specific campaigns:
•        a 2009 H1N1 Influenza Public Information campaign was granted an exemption in April 2009 on the basis that ‘a pandemic event, or its lead up, would likely require urgent and widespread public information activities to support public health and safety’.[43] This exemption was from compliance with the previous guidelines in place between 2008 and 2010.
•        advertising activities conducted by the Australian Electoral Commission in July–August 2010 relating to the 2010 Federal election were granted an exemption in August 2009 ‘on the basis that campaigns on electoral matters need to be, and perceived [sic] to be, conducted independently from the government of the day’.[44] This exemption was from compliance with the previous guidelines in place between 2008 and 2010.
•        a 2010 Tax Reform advertising campaign (relating to the Government’s resource taxation policies) was granted an exemption in May 2010 ‘on the basis of urgency and compelling reasons’ in relation to a need to provide public information.[45] This exemption was from compliance with the current 2010 Guidelines.
Whole-of-government procurement requirements
In 2009 the DoFD established a Communications Multi-Use List (CMUL) of advertising and communications providers ‘interested in tendering for work associated with Australian Government advertising and information campaigns’.[46] The CMUL is a whole-of-government procurement mechanism which lists providers in ‘advertising, market research, public relations, communications with Indigenous Australians, and communications with people from non-English speaking backgrounds’.[47] The CMUL is administered by the DoFD and is ‘open to new applicants with experience and expertise’ in these areas; providers wishing to apply for inclusion on the CMUL can apply through the AusTender website.[48]
Agencies subject to the FMA Act must use the CMUL when selecting consultants for work on information and advertising campaigns with an expenditure of more than $250 000. Use of the CMUL is not permitted for information and advertising campaigns with an expenditure of less than $250 000 ‘or for other work not related to a campaign’.[49] 
Previous guidelines and the Hawke review
In June 2008 the Rudd Government introduced new guidelines for government advertising. Up to this point government advertising had been regulated by guidelines first introduced in the 1980s and last updated by the Keating Government in 1995.[50] The 2008 Guidelines on campaign advertising by Australian government departments and agencies (2008 Guidelines) represented a significant change from the 1995 guidelines and introduced new requirements, including review by the Commonwealth Auditor-General of information and advertising campaigns valued at over $250 000 and compliance certification by agency chief executives.[51] Some of these requirements were Australian Labor Party election commitments made before the 2007 federal election; the Government also indicated that the 2008 Guidelines were ‘based on those developed by the Auditor-General in 1998’ and ‘refined by the [JCPAA] in 2000’ (see above).[52]
After taking office the Rudd Government also made other changes to the government advertising framework including instituting biannual reporting on campaign advertising expenditure and abolishing the Ministerial Committee on Government Communications (MCGC), which had been established by the Howard Government in 1996. The MCGC, which comprised the Special Minister of State as Chair along with other government members of Parliament and staff, took decisions ‘on all key matters relating to major and sensitive information campaigns (including advertising campaigns) undertaken by Australian Government agencies’.[53] Prior to the MCGC an equivalent body, the Ministerial Committee on Government Information and Advertising, had existed under the Hawke/Keating Governments.[54]
In early 2010 the Rudd Government commissioned a review (foreshadowed in 2009) of the government advertising framework including the 2008 Guidelines.[55] The review, conducted by former departmental secretary Dr Allan Hawke AC, was completed in February 2010 and endorsed the framework and Guidelines as having ‘introduced standards, transparency and a level of rigour which are supported and should be continued’.[56] However, the review also raised ‘significant concerns’ with the framework in relation to ‘governance arrangements, clarity of the Guidelines, the supporting processes, administrative burdens and flexibility of the Guidelines to respond to emerging issues’.[57] With respect to the Auditor-General’s campaign review role, the review found that this ‘[drew] into question the independence of the Auditor-General and potentially creat[ed] conflicts of interest’:[58]
In order to protect its position, the Australian National Audit Office … has had to adopt a highly risk-averse approach, placing a heavy (and unnecessary) bureaucratic and administrative burden on departments. In essence, the role that the Auditor-General has been given has undermined the proper accountabilities of Secretaries for managing their departments and the Auditor-General’s proper place the scheme of things …[59]
The review made several recommendations for change including:
•        simplification and clarification of the 2008 Guidelines and an increase in the campaign value threshold for compliance reviews of proposed campaigns
•        cessation of campaign compliance reviews by the Auditor-General and transfer of the review function to either a new independent committee or the existing interdepartmental committee
•        performance audits by the Auditor-General of ‘at least one campaign per year, or the administration of the campaign advertising framework’
•        the formation of a unit in the Department of the Prime Minister and Cabinet (DPMC) for whole-of-government advice, coordination, and procurement management, and to support the new review committee, and
•        publication of campaign compliance review conclusions and chief executive certifications, twice-yearly reporting to Parliament on campaign expenditure, and quarterly reporting to Cabinet on expenditure and future campaigns.[60]
The Government accepted almost all of the review’s recommendations including revising the 2008 Guidelines and establishing the ICC to undertake campaign compliance review in place of the Auditor-General. The recommendations to increase the campaign value threshold for compliance reviews and to establish a dedicated unit in DPMC were not accepted (the latter because the DoFD was performing the role).[61] The revised (and current) 2010 Guidelines were issued in March 2010.[62]
After completion of the Hawke review the Auditor-General raised concerns with the Special Minister of State regarding the level of consultation during the review and the review’s interpretation of the Auditor-General’s role. The Auditor-General also stated that the involvement of the ANAO in reviewing proposed campaigns had ‘brought rigour and discipline to this aspect of public administration that, in the past, had been problematic to say the least’, and expressed the view that some of the proposed revisions to the 2008 Guidelines recommended by the Hawke review constituted ‘a general softening in the application of requirements on agencies’.[63] In response the Government stated that consultation with the Auditor-General had been a requirement of the review and that the revised 2010 Guidelines did not constitute a softening of requirements:
… rather, the new governance framework aims to allocate responsibilities to those best placed to manage them, while retaining a significant independent review mechanism through the establishment of the Independent Communications Committee.[64]
In May 2010 the Auditor-General indicated that the ANAO will continue to conduct periodic audits of government advertising activities.[65]
Over 2009–11 the JCPAA conducted an inquiry into the role of the Auditor-General in scrutinising advertising campaigns. In its inquiry report the JCPAA expressed the view that it was ‘not an appropriate role’ for the Auditor-General to be ‘involved in the scrutiny of proposed advertising campaigns’ as it ‘blurred the boundary between executive decision-making and audit review’.[66] The JCPAA recommended that:
… any substantial proposed changes to the role of the Auditor-General, in accordance with his standing as an Independent Officer of the Parliament, be first reviewed by the Joint Committee of Public Accounts and Audit.[67]
In its response to the JCPAA’s recommendation the Government stated that it ‘it would not object to the Auditor-General consulting the JCPAA on any significant changes to the role and functions of the Office’, and that:
The functions and powers of the Auditor‐General are specified in the Auditor‐General Act 1997. As with amendments to any Commonwealth Act, any changes to the Auditor‐General’s functions would be subject to the scrutiny of the Parliament as part of the process of enacting amendments. Either House of the Parliament can refer any proposed amendments to the JCPAA for consideration if it so wishes.[68]
The main differences between the 2008 Guidelines and the 2010 Guidelines are set out in Table 1 below. The Hawke review report includes a version of the 2008 Guidelines incorporating the review’s suggested amendments together with a commentary providing reasons for the amendments.[69]
Table 1: Main differences between the 2008 Guidelines and the 2010 Guidelines
	2008 Guidelines
	2010 Guidelines

	Definitions

	•        definition of what does not constitute campaign advertising
•        definition of campaign costs with examples
	•        overarching definition of ‘campaign’
•        expanded definition of campaign advertising and what does not constitute campaign advertising
•        comprehensive definition of campaign value

	Guidelines/Principles

	•        five ‘Guidelines for Campaign Advertising’
	•        five Guidelines recast as five ‘Information and Advertising Campaign Principles’ with some revision of text

	Approval, review and certification requirements

	•        compliance review of proposed information and advertising campaigns with an expenditure of more than $250 000 by the Auditor-General; reports provided to ministers
•        ministerial discretion to seek Auditor-General review of proposed information and advertising campaigns with an expenditure of $250 000 or less
•        compliance certification of proposed information and advertising campaigns by agency chief executives
	•        compliance review of proposed advertising campaigns valued at $250 000 or more by the ICC and agencies; reports provided to agency chief executives
•        proposed information campaigns valued at $250 000 or more do not require review but must comply with the 2010 Guidelines and with other relevant policies/processes
•        agency chief executives have discretion to seek ICC review of proposed campaigns valued at less than $250 000
•        compliance certification of proposed advertising campaigns valued at $250 000 or more by agency chief executives; certification is not required for information campaigns valued at $250 000 or more


 
Table 1: Main differences between the 2008 Guidelines and the 2010 Guidelines (cont.)
	Exemption from compliance

	•        Cabinet Secretary may exempt information and advertising campaigns from compliance ‘on the basis of a national emergency, extreme urgency or other extraordinary reasons the Cabinet Secretary considers appropriate’
•        Auditor-General to be informed of exemptions and reasons for exemptions to be reported to Parliament
	•        Special Minister of State may exempt information and advertising campaigns from compliance ‘on the basis of a national emergency, extreme urgency or other compelling reason’
•        ICC to be informed of exemptions and exemptions to be reported to Parliament

	Disclosure and reporting

	•        Expenditure information for ‘all campaigns commissioned by any agency’ to be made publicly available
	•        expenditure information for all FMA Act agency advertising campaigns with an expenditure of more than $250 000 to be reported to Parliament
•        publication of agency chief executives’ certifications and ICC compliance review conclusions
•        publication of research reports for advertising campaigns with an expenditure of $250 000 or more where appropriate
•        publication of advertising campaign details in agency annual reports


Source: Parliamentary Library.
Non-campaign advertising
Non-campaign recruitment advertising in print media is governed by its own set of guidelines, the Guidelines on Non-Campaign Recruitment Advertising (‘Recruitment Advertising Guidelines’), issued in July 2010.[70] The Recruitment Advertising Guidelines apply only to non-campaign recruitment advertising in print media, not to recruitment advertising in other media.[71] Compliance with the Recruitment Advertising Guidelines is mandatory for all agencies subject to the FMA Act; agencies subject to the Commonwealth Authorities and Companies Act 1997 (Cth) are ‘encouraged to comply’.[72] Compliance is also required for agencies that outsource recruitment.[73]
The Recruitment Advertising Guidelines seek to maximise cost-effectiveness and value for money by regulating several aspects of non-campaign recruitment print advertising. Requirements include:
•        use of ‘a single whole-of-government composite recruitment advertisement’ in national and metropolitan newspapers where more than one non-Senior Executive Service (SES) Australian Public Service position is advertised and use of another single composite advertisement for advertising SES positions
•        specified maximum dimensions for advertisements in print media other than national and metropolitan newspapers, and
•        a prohibition on the use of colour in all print media.[74]
The Recruitment Advertising Guidelines also regulate other elements of recruitment advertising in national and metropolitan newspapers including the information to be provided regarding individual positions, the arrangement of individual agency advertisements within the composite advertisements, and whole-of-government branding.[75] In addition, agencies are encouraged to:
•        use composite advertisements when advertising multiple positions in print media other than national and metropolitan newspapers
•        ‘consider the most cost effective advertising option(s) to attract suitable applicants’, and
•        ‘advertise recruitment vacancies on at least one online media forum, in addition to APSjobs, when advertising in the print media’.[76]
Exemptions from compliance
Agency chief executives can exempt advertisements for SES positions from compliance with the single composite advertisement requirement in the Recruitment Advertising Guidelines ‘where special circumstances justify a need for a separate advertisement’. Exemptions for advertisements for non-SES positions are not possible.[77]
Placement of advertising
Placement is the purchase of media (for example print, television, radio, internet) for the running of advertising. Agencies are responsible for arranging the placement of their advertising, and all agencies subject to the FMA Act must place their advertising, both campaign and non-campaign, via the Central Advertising System (CAS), which functions as a single channel for Commonwealth Government advertising placement. The CAS is administered by the DoFD and ‘consolidates government advertising expenditure and optimises media discounts through whole-of-government negotiated media rates’.[78] 
Within the CAS the DoFD administers two contracts with media agencies for the placement of advertising: one contract with Universal McCann for the planning and placement of campaign advertising, and another contract with Adcorp Australia for the placement of non-campaign advertising.[79] Both contracts commenced in 2009 and each is for three years with the possibility of extension; the value of the Universal McCann contract is $13.2 million and the value of the Adcorp Australia contract is $0.825 million.[80] All FMA Act agencies are required to place their campaign advertising through Universal McCann and non-campaign advertising through Adcorp Australia.[81]
A number of other entities are able to use the CAS including agencies subject to the Commonwealth Authorities and Companies Act 1997 (Cth), statutory authorities and government business enterprises, organisations which receive Commonwealth funding ‘for advertising or communications purposes’, and the Australian Capital Territory (ACT) and Northern Territory (NT) Governments.[82]
Reporting and scrutiny
Reporting
Information and advertising campaigns
The 2010 Guidelines require reporting to the Parliament on expenditure for ‘all advertising campaigns with expenditure in excess of $250,000 commissioned by FMA Act agencies’.[83] Since 2008, the Government has reported to the Parliament biannually as follows:
•        half-yearly reports for the first half of each financial year (1 July to 31 December) tabled in the following March; these reports detail campaign advertisement placement expenditure for individual campaigns during the period, and
•        full-year reports for the whole financial year tabled in September-October; these reports detail campaign placement expenditure but also provide broader expenditure information for individual campaigns such as spending on advertising consultancies, public relations, market research, direct mail etc.[84]
To date both the half-year and full-year reports have also provided a range of other information including overviews of the campaign advertising framework, historical expenditure, and compliance exemptions. The latest full-year report (for 2010–11) also contains ICC review reports for the period.
The 2010 Guidelines also require agency chief executives to publish ‘research reports for advertising campaigns with expenditure of $250,000 or more’ on agency websites after launch ‘where it is appropriate to do so’, and further specify that agency annual reports will contain information on advertising campaigns conducted by individual agencies.[85]
Non-campaign advertising
The Recruitment Advertising Guidelines contain no requirements regarding reporting of non-campaign advertising expenditure. Figures for non-campaign expenditure for the period 1994–March 2008 are provided below; individual agency annual reports may also provide figures for non-campaign advertising expenditure.[86]
Scrutiny
Commonwealth Government advertising activity (generally campaign advertising) has been the subject of scrutiny by the Parliament, the ANAO, and academic experts over the years. Parliamentary scrutiny has consisted of questions put in the Parliament, committee inquiries, and consideration at Senate estimates hearings. Scrutiny by the ANAO has taken the form of audits of individual campaigns, campaign reviews conducted under the 2008 Guidelines (and associated summary reviews), and audits of advertising administration.
Substantial inquiries and audits conducted since the mid-1990s (including those referred to in this paper) include:
•        JCPAA
–      inquiry into the role of the Auditor-General in scrutinising government advertising campaigns (2011)
–      inquiry into guidelines for government advertising and related matters further to the JCPAA’s review of the ANAO’s audit report on the Community Education and Information Programme (2000)
•        SFPARC—inquiry into government advertising and accountability (2005)
•        ANAO
–      audit of the administration of the campaign advertising framework, compliance with the 2010 Guidelines, and campaign exemptions (current)
–      review of campaign advertising July 2009–March 2010 (2010)
–      review of campaign advertising 2008–09 (2009)
–      audit of government advertising procurement and contracting arrangements to November 2007 (2009)
–      audit of the Community Education and Information Programme relating to the new tax system/GST (1998)
–      audit of Commonwealth Government information and advertising (1995)
•        Hawke review of government advertising arrangements (2010)
As noted above, in 2010 the Auditor-General indicated that the ANAO will continue to conduct periodic audits of government advertising activities.
In regard to non-campaign advertising, in 2010 the Australian Public Service Commission and the DoFD conducted an evaluation of recruitment advertising. The evaluation found that the Recruitment Advertising Guidelines ‘do not appear to have had an impact on the effectiveness of FMA Act agencies’ recruitment advertising’ and that there were ‘no apparent problems with the introduction of the Guidelines’.[87]
Expenditure
Campaign advertising expenditure
Table 2 below provides official figures for total expenditure on campaign advertising placement by financial year since 1994. Figures for 2004–05 onwards are for expenditure by FMA Act agencies only; figures for 1994 to 2004 encompass expenditure by FMA Act agencies, agencies subject to the Commonwealth Authorities and Companies Act 1997 (Cth), and the ACT and NT Governments.
The figures in Table 2 are for advertising placement expenditure only and do not include spending on associated services such as advertising consultancies, market research, public relations, and direct mail. Spending on these associated services is not inconsiderable: between 2008 and 2011 expenditure totalled $125.1m ($38.4m in 2008–09, $39.8m in 2009–10, and $46.9m in 2010–11).[88]
The figures for 2008 to 2011 include ‘[o]ther media’ placement expenditure including placements of less than $250 000 in value. Over this period such other placement expenditure totalled $9.8m ($2.6m in 2008–09, $3.9m in 2009–10, and $3.3m in 2010–11).[89]
Table 2: Campaign advertising placement expenditure 1994–2011
	Financial year
	Expenditure ($m)
	Financial year
	Expenditure ($m)

	2010–11
	$116.9
	2001–02
	$83.9

	2009–10
	$114.7
	2000–01
	$133.2

	2008–09
	$130.1
	1999–2000
	$186.8

	2007–08
	$185.3
	1998–99
	$54.0

	2006–07
	$170.1
	1997–98
	$55.1

	2005–06
	$120.5
	1996–97
	$29.4

	2004–05
	$70.6
	1995–96
	$47.6

	2003–04
	$97.8
	1994–95
	$43.1

	2002–03
	$51.8
	TOTAL 1994–2011
	$1 690.9


Source: DoFD, Campaign advertising by Australian government departments and agencies: full year report 2010–11, DoFD, Canberra, September 2011, pp. 34–35, viewed 9 January 2012, http://www.finance.gov.au/advertising/docs/full-year-report-2010-11.pdf
Table 3 below lists the 10 largest campaigns by total expenditure (placement and associated services) over the last three financial years (2008–11). Some campaigns (for example the Defence Force Recruiting and Digital Switchover campaigns) are long-term campaigns running over several years. Where campaigns have different stages or closely-related complementary campaigns (for example the National Tobacco campaign, the Measure Up campaign), expenditure for all such campaign elements is aggregated.
Table 3: Ten largest advertising campaigns by expenditure 2008–11
	Department/agency
	Campaign
	Total expenditure ($m)

	Dept. of Defence
	Defence Force Recruiting campaign
	$106.3

	DBCDE[90]
	Digital Switchover campaign
	$48.3

	DHA / ANPHA[91]
	Australian Better Health Initiative, Measure Up! / Measure Up ‘Swap It, Don’t Stop it’ campaign
	 
$40.8

	DHA / ANPHA
	National Tobacco campaign
(including Re-invigoration of the National Tobacco Campaign; National Tobacco Campaign—More Targeted Approach; Indigenous Anti-Smoking campaign)
	 
 
$35.8

	DHA
	National Binge Drinking campaign
	$19.8

	DHA
	National Illicit Drug Use /
National Drugs campaign
	$17.8

	DHA
	H1N1 Influenza Public Information /
Pandemic H1N1 2009 Vaccination campaign
	$14.0

	FaHCSIA[92]
	Promoting Respectful Relationships (The Line) campaign
	$13.4

	DHA
	Health Reform Plan Communication campaign
	$12.4

	AEC[93]
	Election 2010 campaign
	$12.3


Source: Parliamentary Library estimates.[94]
Non-campaign advertising expenditure
Table 4 below provides official figures for total expenditure on non-campaign advertising by financial year from 1994 to March 2008. Figures for 2008 onwards have not yet been published.
Table 4: Non-campaign advertising expenditure 1994–March 2008
	Financial year
	Expenditure ($m)
	Financial year
	Expenditure ($m)

	2007–March 2008
	$53.9
	2000–01
	$29.9

	2006–07
	$84.8
	1999–2000
	$24.1

	2005–06
	$70.7
	1998–99
	$19.4

	2004–05
	$49.7
	1997–98
	$21.5

	2003–04
	$45.5
	1996–97
	$16.9

	2002–03
	$47.7
	1995–96
	$23.4

	2001–02
	$31.1
	1994–95
	$23.1

	 
	TOTAL 1994–Mar 2008
	$541.7


Source: J Faulkner (Special Minister of State), L Tanner (Minister for Finance and Deregulation), New advertising guidelines, media release, 2 July 2008, pp. 3–4, viewed 9 January 2012, http://parlinfo.aph.gov.au/parlInfo/search/display/display.w3p;query=Id%3A%22media%2Fpressrel%2F31ZQ6%22
Appendix A: principles for the conduct and presentation of information and advertising campaigns
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Source: DoFD, Guidelines on information and advertising campaigns by Australian government departments and agencies, DoFD, Canberra, March 2010, pp. 3–5, viewed 9 January 2012, http://www.finance.gov.au/advertising/docs/Guidelines-on-Information-and-Advertising-Campaigns-by-Australian-Government-Departments-and-Agencies-March-2010.pdf
 

Appendix B: campaign approval, review and certification process
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Source: DoFD, Overview of the campaign activity approval and review process for departments and agencies, DoFD, viewed 9 January 2012, http://www.finance.gov.au/advertising/docs/Overview-of-Campaign-Approval-and-Review-Process.pdf
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Principle 4: Campaigns should be justified and undertaken in an efficient,
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effective and relevant manner

Campaigns should only be instigated where a need is demonstrated, target recipients are
clearly identified and the campaign is informed by appropriate research or evidence

Campaign information should dlearly and directly afect the interests of recipients.

The medium and volume of the advertising activities should be cost effective and justifiable
within the budget allocated to the campaign.

Distribution of unsolicited material should be carefuly controlled.
Campaigns should be evaluated to determine effectiveness.
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Principle 5: Campaigns must comply with legal requirements and

procurement poli

34. The manner of presentation and the delivery of campaigns must comply with allrelevant
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lawsincluding:
a. laws with respect to broadcasting and media;

b, privacy laws;

. intellectual property laws;

d. electoral laws;

e trade practices and consumer protection laws; and

£ workplace relations laws.

Procurement policies and procedures for the tendering and commissioning of services and
the employment of consultants should be followed and there should be a clear audit trail
regarding decision making.
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Principle 3: Campaign materials should be objective and not directed

at promoting party political interests

26. Campaign materials must be presented in objective language and be free of political argument
27. Campaign materials must not try to foster a positive impression of a particular political party or
promote party political interests.
28. Campaign materials must not:
2. mention the party in Government by name;
b. directly attack or scorn the views, policies or actions of others such as the policies and
‘opinions of opposition parties or groups;
. include party political slogans or images;

d. be designed toinfluence public support for a political party,a candidate for election,
aMinister or a Member of Parliament; or

&. refer or link to the web sites of politicians or political parties.
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Principle 1: Campaigns should be relevant to government responsiilities

18. The subject matter of campaigns should be directly related to the Government’s
responsibilties. As such, only policies or programs underpinned by:
« legislative authority;or
« appropriation of the Parliament; or
 aCabinet Decision which is intended to be implemented during the current Parliament
should be the subject of a campaign.
19. Examples of suitable uses for government campaigns include to:
o inform the public of new, existing or proposed government policies,or policy revisions;
« provide information on government programs or services of revisions to programs or
services to which the public are entitled;
o inform consideration of issues;
« disseminate scientific, medical or health and safety information; or
« provide information on the performance of government to faciltate accountability to
the public






