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: 9 

Output: 1.1 Outcome: Industry Development - Agriculture

Topic: Agriculture – Advancing Australia (AAA) communication campaign

Hansard Page/Written Question on Notice: Page 37

Senator O’Brien asked:

Can you get the details of the annual promotion budget for the AAA program since it has been launched?…Not the original but the details of the annual promotion budget for the AAA program since its launch – because it has been ongoing, hasn’t it, since 1997?

Answer:

Expenditure on AAA communication 1997-8 and 1998-9

Influencer campaign:






$425,000

Radio programs






$100,000

Press coverage







$190,000

Radio support for press





$100,000

Research







$140,000

Rural Vision magazine





$130,000

Production of welfare video





  $18,000

Kits and other printing





  $61,000

Conference sponsorship





  $10,000 


Expenditure on AAA communication 1999-2000

Conference sponsorships





$43,000

Production and broadcast of “Across the Land” radio program       $180,000

AAA Monitoring Study





$40,500

Expenditure on AAA communication 2000-2001 
Consultant selection: PR and creative agencies
  $24,000

Television, radio and print ad development
$252,000

Television ad production costs
$628,000

Print ad production costs
  $61,400

Radio production costs
    $5,700

Placement of television, print and radio advertisements
$1,589,460

Direct mail campaign
$140,000

Mainstream PR consultancy
$171,463

NESB PR consultancy
  $48,700

Indigenous PR consultancy
  $51,800

Roadshow staff and on-road costs
$235,000

Call centre
$168,000

Information materials
  $83,000

Market research and focus testing
$280,000

Budgeted expenditure for AAA Communications 2001-2 (6 months)

Television, radio and print ad development
  $55,000

Print ad production costs
  $11,000

Placement of television, print and radio advertisements
$475,000

Mainstream PR consultancy
$230,000

NESB PR consultancy
  $70,000

Indigenous PR consultancy
  $18,000

Roadshow staff and on-road costs
$160,000

Call centre
  $80,000

Information materials
  $40,000

Market research – benchmarking and evaluation
  $55,000

Senator Forshaw asked:

How are you ensuring that [television advertising until the end of July 2001] 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.  (p38)  …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? (p 40)

Answer:

The Government’s media purchasing agency, Mitchell Media, has provided a print-out of current and proposed media placements for this campaign, which we attach.  Mitchell Media advises us 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.

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. 
Senator O’Brien asked:

And what were the changes in the second Solutions Research report from the first?

Answer:

The bi-annual Solutions survey samples changes in producers’ attitudes, skills and practices to assist in evaluating the long-term effectiveness of the AAA package as a totality. The first of these was conducted in December 1998/January 1999 to establish baseline data. We attach the Executive Summary of the 2000 Solutions Producer Survey which compares measures of producer behaviour, skills and attitudes with 1998 baseline data, including changes to producers’ awareness of specific programs and of the AAA package as a totality. It also compares changes for those who have participated in AAA programs (such as the 60,000 who have participated in the AAA-FarmBis training program) with those who have not. 

The full set of data tables from the Solutions 2000 survey is being tabled by the Innovation and Operating Environment Output in answer to another question on notice from the May 2001 Budget Estimates hearings, and the full set of data from the 1998 survey was tabled previously. 

