A (i):  Rural Support and Adjustment

Senate Rural and Regional Affairs and Transport Legislation Committee
ANSWERS TO QUESTIONS ON NOTICE

Agriculture, Fisheries and Forestry Portfolio

Budget Estimates 2000-2001, 28 & 29 May 2001


Question: 10 & 11
Output: 1.1 Outcome: Industry Development –Agriculture

Topic: Agriculture – Advancing Australia (AAA) communication campaign

Hansard Page/Written Question on Notice: Page 37-45
Question 10

Senator Forshaw asked:

How are you ensuring that it is actually being targeted at farmers?  No doubt the ads are shown on the networks – I have seen the ads in Sydney for instance – and I appreciate that they may be run on a national TV network, but how can you ensure that they are being seen by farmers?…

Why are they bobbing up on TV in Sydney or in Melbourne?  

You would not want to see the campaign being misdirected and the cost of running the ads being taken up with having them shown in capital cities

If that was at the expense of having more ads in a particular regional area in the country.  That is what I am saying (p38)

Question 11

May I clarify an answer to an earlier question that you took on notice? You are going to supply us with details of the campaign, particularly in relation to the television campaign -–that is, the number of advertisements and on which networks they will be shown? If you have not taken that on notice, will you do that? (p40)

Answer:

Mitchell Media advises that no television, radio or print advertising relating to the AAA campaign has been booked in metropolitan areas, and would not have been within the communication project’s budget.  Mitchell Media has suggested that Senator Forshaw may have seen the ads in question while staying in Sydney because outlying suburbs may fall within the broadcast “footprint” of regional television stations such as WIN and PRIME.  We are unable to provide a copy of the campaign guide as it contains commercial-in-confidence information, such as the special rates secured on AFFA's behalf by Mitchell Media.

The Department’s call centre statistics show that only 10% of calls received in response to the television advertising campaign are from viewers who are not directly engaged in agriculture or fishing, and a proportion of these callers are indirectly involved in rural industries (calling on behalf of family or friends in the industry).  This shows that the content of the advertisements is well targeted for the group who would benefit from the AAA package of programs, rather than for the general rural and regional viewing audience. 

