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Terms of Reference
On 4 May 1983, the Committee was appointed by Resolution of
the House of Representatives to inquire into and report on:
(a) the main causes of the present high level of the road
toll in Australia;
(b) the most effective means of achieving greater road
safety in Australia;
(c) the particular aspects of the problem to which those
concerned with road safety could most advantageously
direct their efforts, and
(d) the economic cost to the community of road accidents
in Australia in terms of (i} material damage;
(ii) loss of man-hours and earning capacity, and
(iii) cost of treatment of accident victims.
The Committee, on 6 July 1983, resolved to inquire into and
report on:
(a) the adequacy of existing advertising standards as they
relate to road safety;
(b) the means of setting and enforcing such standards, and
(c) possible improvements in the content of those standards
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RECOMMENDATIONS
The Committee recommends that:
1.

the Office of Road Safety in conjunction with the Australian
Broadcasting Tribunal and advertising industry representatives,
develop a comprehensive advertising industry code relating to
road safety for a l l sections of the media to be operational
within six months of presentation of this Report, (paragraph 39)

2.

i f there is failure to agree on the contents of the code within
six months, then the code should be finalised by the Office of
Road Safety, and introduced by the Australian Broadcasting
Tribunal to ensure that the code applies at least to the electronic media, (paragraph. 39)

3.

the working party developing the advertising industry code
relating to road safety give particular consideration to
advertising which may influence young people, (paragraph 42)

4.

the Office of Road Safety, in conjunction with the AustraMan
Broadcasting Tribunal, monitor the operation of the new code
for a period of one year after i t s introduction and that this
be the subject of a report to the Minister for Transport,
(paragraph 43)

5.

the Minister for Transport advise this Committee within fifteen
months of the introduction of the new code of his assessment of
the operation of the code, (paragraph 43)

6.

the present Australian Broadcasting Tribunal television advertising standards be revised to extend the ban on alcohol advertisements between 6.00am and 8.30am to between 6.00am and 9.00am
and between 4.00pm and 7.30pm to between 3.30pm and 9.00pm
Monday to Saturday inclusive., (paragraph 56)

MAJOR FINDINGS AND CONCLUSIONS
Road safety is an important national issue and must be given
full consideration by all sections of the media in the advertising of all products, (paragraph 38)
The Committee believes that some advertising displays a lack
of understanding, or perhaps of concern, with the possibly
damaging effects on road safety, (paragraph 5) .
Advertisements which contain unsafe driving can have an effect
on viewers particularly those who are impressionable or who
already have a predisposition to behave irresponsibly on the
road. People may be conditioned into a sub-conscious assessment
that unsafe driving is less dangerous and more normal than it
is. (paragraph 8)
•
The Australian Broadcasting Tribunal does not have detailed .
standards concerning road, safety concerns in advertising, and
the self-regulation codes are deficient from a road safety
point of view, (paragraphs 17 and 38)
The Committee does not believe that the present piecemeal approach
in the advertising codes is.in the best interests of road safety,
(paragraph 38)
A national road safety code for all products advertised in all
media should be introduced by the industry as an expression of
social responsibility, (paragraph 38)

vi n

Part of the reason for the extent of the drink-driving problem
is the degree to which regular drinking has become entrenched
in our society. If the extent of drink-driving is to be
greatly reduced there must be a campaign to change social
attitudes to alcohol consumption, (paragraph 44)
- Advertising is one of the factors which acts as an
encouragement to alcohol consumption. No attempt to
change community attitudes about alcohol consumption
could ignore the need for further restrictions on
advertising, (paragraph 51)
- Despite the stated target group or stated aim of alcohol
advertisements, it is unrealistic to suggest that those
advertisements do not appeal to young people who have
not started drinking and do not act as an encouragement
for the consumption of alcohol in general, (paragraph 52)
- The Committee considers it justifiable to further limit
the advertising of alcohol on television, (paragraph 56)
In some instances there has been a tendency to apply the codes
in an excessively legalistic sense that favours the advertisers, (paragraph 58)
Advertisements which glamorise unsafe driving ought to be considered socially irresponsible regardless of where they may
have been filmed, and ought not to be excused by narrow
legalistic interpretations of the codes, (paragraph 59)
The Committee supports the continuation of self-regulation in
advertising provided that a comprehensive road safety code is
introduced and satisfactorily enforced by the industry, and
that other recommendations in this Report are also implemented
fully, (paragraph 62)

IX

The Advertising Standards Council needs to be, and to be seen
to be, independent from industry dominance. Some members of
the Council should be drawn from people with a more direct
link with consumer interest groups. The Committee is firmly
of the opinion that at least one member of the ASC should
have an expertise in road safety matters, (paragraph 65)
Greater efforts should be made in future to inform the. public
of the content of the codes and procedure for lodging
complaints, (paragraph 66)
There should be an automatic explanation of the reasons for
decisions on complaints. A more complete public annual
reporting of the details of complaints received, outcome of,
and reasons behind adjudication on complaints is a similar
necessary improvement to the self-regulation system,
(paragraph 68)
The Committee supports the February 1981 recommendation of
the Administrative Review Council, arising from its inquiry
into Australian Broadcasting Tribunal procedures, that the
Tribunal be given a wider range of powers to respond to
breaches of broadcasting standards, (paragraph 70)

CHAPTER 1

INTRODUCTION
1.
The fundamental importance of action to improve road safety
is beyond question. One of the most urgent needs in this area is to
improve driver attitude and behaviour. This is clearly an enormous
task but one which must not only be undertaken but achieved. As one
part of that task it is essential to avoid the promotion of negative
influences on the attitudes of road users.
2.
There are a number of factors which are important in influencing attitudes and behaviour. The media is one of those factors
and it can be highly persuasive. Advertising by its nature is
deliberately intended to be persuasive and that is an important
distinction between it and other material presented in the media.
The Committee therefore considers it justifiable to investigate the
role of advertising in influencing driver attitude and behaviour as
a separate issue from general programming material.
3.
When one issue is singled out from many others for examination, the criticism can always be made that its importance is being
exaggerated. Advertising is one factor among many in influencing
community attitudes. The fact that it has been selected for investigation does not imply that it is the only or most significant
factor. If the road toll is to be reduced every possible contributing factor must be addressed.
4.
Particular advertisements were the subject of complaints
to the Committee on the grounds that they encouraged either unsafe
attitude or behaviour by drivers or passengers or the fitting of
unsafe parts to vehicles. The Committee is particularly concerned
at the development of road safety attitudes by the young, and the

influence that advertising may have on them. Fifty per cent of road
deaths are people under twenty-five years of age. The Committee
resolved to examine whether advertisements could have an adverse
effect on road safety and, if so, what steps could be taken to
correct that situation. The inquiry has involved examining the
content of the various codes which relate to advertising to see
whether road safety issues are given sufficient coverage and
prominence. As well, the Committee has looked into the means
by which advertising is monitored and the codes enforced. The
inquiry has been only into the print and electronic media, in
particular television, where advertising can be most penetrating
in its use of imagery. Other forms of advertising, such as roadside hoardings, have not formed part of the inquiry.
5.
A difficulty .for the Committee in assessing the adequacy of
advertising from a road safety point of view arises from the fact
that many advertisements are concerned not so much with conveying
facts, the truth of which may be verified or refuted, as with
selling a product by surrounding it with a desirable image. Such
advertising is designed to provoke a favourable emotional response
while trying to encourage suspension of rational, critical analysis
on the part of the target audience. The Committee believes that
some advertising displays a lack of understanding, or perhaps of
concern, with the possibly damaging effects on road safety.
EFFECT OF ADVERTISING ON DRIVER ATTITUDE AND BEHAVIOUR
6.
The effect of advertising in any area is very difficult to
research. It is impossible to say to what extent advertisements
which show unsafe behaviour adversely affect drivers' attitudes and
ultimately contribute to the road toll. The Committee heard
evidence from several witnesses with an expertise in the behavioural
sciences and advertising concerning this question. It is clear that
many factors play a role in developing, changing and reinforcing

drivers' attitudes. The media provide us with information which
may be misleading but which helps form our perceptions of what
the world is like, what kind of behaviour is acceptable and whether
particular behaviour may be free of risk or not. •
7.
Several witnesses referred to dangerous and irresponsible
driving portrayed on television programs, and to the fact that
these negative influences are less subject to control and probably
more harmful than advertising.
Programs which originated overseas
were generally regarded as more blameworthy than those made in
Australia. The point was made that to tighten controls on advertising without introducing similar controls over programs would
have little effect on driver attitude. Despite this limitation,
the Committee believes this would be a move in the right direction.
A distinction can be drawn between advertising, the principal aim
of which is to.influence attitudes and behaviour, and programming
material. In both cases, the Committee would urge those who
produce and present such material to adopt a socially responsible
position which takes into account the possible impact on the road
toll. In its May 1982 Report, Educatio?is training and licensing of
drivers, the Committee recommended an inquiry by the Australian
Broadcasting Tribunal into the influence on young people of television programs which glamorise the association of vehicles,
alcohol and speed. The Committee understands that some preliminary steps have been taken to initiate such a study. We urge that
the study be given a high priority both in the allocation of
resources and in the urgency with which it is undertaken.
8.
Advertisers must consider the view of reality being
presented and the effect that this may have, not just on the mature,
reasonable person, but on those who are impressionable or who
already have a pre-disposition to behave irresponsibly on the road.
Such people may be conditioned by displays of fast driving or
manoeuverability or exciting stunts into a sub-conscious assessment

that that kind of a c t i v i t y is less dangerous and more normal than
i t is.

Dr Rossiter, a marketing expert who gave evidence at

the request of the Advertising Federation of Australia, although
stating that he believed only a small percentage of the population
might be so influenced to drive irresponsibly, volunteered that
"even most advertisers would have to admit that in some commercials they are working on the fringe of depicting potentially
dangerous behaviour". 45
9.

Evidence given by some industry representatives and those

involved in the self-regulatory system implied a belief that i f .
reasonable, mature people would be unlikely to be adversely
influenced by behaviour in the advertisement, then there should
be no objection.

This ignores the possible impact upon the

immature or impressionable who are precisely those of most concern
in road safety.

The car is a potentially lethal weapon.

Many wit-

nesses f e l t that i f this image could be stressed i t may help
counter the ! fun" concept of a car which encourages socially
irresponsible attitudes in some young people.

1.
2.
3.
4.
5.

Evidence,
Evidence,
Evidence,
Evidence,
Evidence,

p381.
p524.
p383.
p493.
pp346, 415, 419.

CHAPTER 2

THE SELF-REGULATION SYSTEM
THE INDUSTRY STRUCTURE

10.
In order to understand how the self-regulation system
operates in the advertising industry, it is necessary to have some
knowledge of the various industry organisations, their functions and
how they relate to each other. There are three main groups within
the industry - the advertisers, the advertising agencies, and the
media. The Australian Association of National Advertisers (AANA)
represents over 370 companies which advertise. '13 The Advertising
Federation of Australia (AFA) represents the interests of over 240
advertising agencies. ^
11.
The situation in relation to the media is more complex.
The Australian Publishers' Bureau (APB) represents magazine and
newspaper publishers. Its members are: The Australian Newspapers
Council; News Limited; Australian Accreditations Bureau; Australian
Magazine Publishers' Association; Australian Provincial Press Association, and Regional Dailies of Australia. All advertisements for
products which are subject to one of the industry's codes must be
submitted to the APB for authorisation before publication by APB
members. The Federation of Australian Radio Broadcasters (FARB)
represents all the commercial radio stations in Australia. All
radio commercials pre-recorded for use by more than one radio
station have to be submitted to FARB for clearance through one of
its Commercials Approvals Offices. The Federation of Australian
Commercial Television Stations (FACTS) represents all of the
commercial television stations. The Commercial Acceptance

Division-(CAD) of FACTS is responsible for previewing all television
commercials which are intended for use on more than one station and
all television commercials which relate to products covered by the
industry's codes.
12.
In the Media Council of Australia (MCA) the main elements of
commercial mass media are brought together. Its constituent membership consists of FACTS, FARB, and all the individual members of the
Australian Publishers' Bureau. Affiliate members are: The Outdoor
Advertising Association of Australia; Australian Suburban Newspapers
Association Pty Ltd; Associated Rural Press of Australia; and the
Australian Cinema Advertising Council.
The MCA has responsibility
for all the self-regulatory codes and, through the Australian Media
Accreditation Authority, for the accreditation of advertising
agencies. Three hundred and seven advertising agencies (1982 figures) are accredited to the MCA.
All accredited advertising
agencies are required to adhere to the self-regulatory codes.
13.
In 1974 the MCA in association with the AFA and the AANA
established a body which is central to the system of self-regulation
in advertising. This is now called the Advertising Standards
Council (ASC). Its prime function, as defined by the MCA, is:
to provide direct public access for complaints against
offending material, as well as enabling public involvement in the amendment or the extension of the various
self-regulation codes.(5)
The ASC acts as an adjudicator of complaints concerning alleged
breaches of the industry's codes. Such complaints may be made
directly to the ASC or on appeal against decisions made by
individual media organisations. The ASC was set up under the
chairmanship of Sir Richard Kirby, the former President of the
Conciliation and Arbitration Commission. As devised by

Sir Richard Kirby, the ASC consists of five representatives chosen
.from, and by, the various branches of the industry, and five nonindustry members chosen by the Chairman. The industry members are
Mr B.A. Williams DFC (print media), Mr 0. Morgan (television), Mr
L.J. Hyle (radio), Mr 8.D. Cormack (advertising agencies), and Mr
J.L. Edwards (advertisers). The non-industry members are Mrs M.
Coburn, Mrs J. Lashbrook, Miss 8. Cuthbert MBE, The Hon Mr Justice
Toose CBE, and The Hon Sir John Rossiter KBE.
Biographical
details of these members may be found in the ASC Sixth Report 1982,
ppll-13. Members are chosen for three year terms.
14.
During 1982 the MCA established a Codes and Standards
Authority to act as an advisory body on the implementation and
development of the codes. In addition there are three advisory
bodies which focus on the advertising of particular products. Of
these, the Alcoholic Beverages Advertising Council (ABAC) is the
one most relevant to this inquiry. In addition to representatives
from the print, radio and television media - one of whom must be a
member of the Codes and Standards Authority - ABAC has as its
members, representatives from the Australian Wine and Brandy Producers Association, the Australian Associated Brewers, the Federated
Wholesale Spirit Manufacturers Association, the AFA and the AANA. J

THE CODES
15.
There are a number of Commonwealth and State laws and regulations which relate, in part at least, to aspects of the advertising industry. In the Commonwealth sphere two major pieces of legislation are the Trade Practices Act 1974 and the Broadcasting and
Television Act 1942.
16.
The Trade Practices Commission which administers the Trade
Practices Act is responsible for considering the operation of
industry self-regulatory codes which may then be authorised if they

are in the public interest. It is currently examining the operations
of the Commercial Acceptance Division of FACTS. The Commission has
raised the possibility of a broad-ranging review of self-regulation
in industry to see how codes can be improved in the interests of the
consumer, and how a general understanding of the different selfregulation systems may be promoted throughout the community. This
Committee endorses the aims of such a review, but believes that there
are immediate improvements that should be made in the advertising
system to assist road safety.
17.
The Australian Broadcasting Tribunal (ABT) established under
the Broadcasting and Television Act, has the authority to determine
standards for the broadcasting of advertisements on the electronic
media. Advertising in the print media is not similarly able to be
regulated at a federal level. The ABT, after consultation with the
industry, has set certain standards in relation to both broadcasting
and television. It does not have detailed standards concerning road
safety concerns in advertising. To a large extent the ABT has relied
upon self-regulation within the industry to set, monitor and enforce
standards, and has been generally satisfied with this method of
(9)

operation. *• '
18.
In the ABT's standards for broadcasting of advertising on
radio, revised in 1981, there is a general requirement that advertisements shall comply with the laws of the Commonwealth. Advertisements
for alcoholic liquor-must comply with the Voluntary Code of Advertising Alcoholic Beverages drawn up by ABAC. Radio broadcasters are
advised that particular attention needs to be paid concerning appropriate times for scheduling advertisements for alcoholic beverages.
19.
The ABT is in the process of reviewing its television advertising standards. At present its television standards require
that:

