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INQUIRY INTO ADEQUACY OF RADIO SERVICES IN REGIONAL
AUSTRALIA

The ABA isawarethatpublic hearingshavecommencedandthat the Committeeis
continuingits inquiriesthroughFebruary.At arecentdiscussionin theABA, it was
suggestedthatweprovideadditionalmaterialto theCommitteeto furtherassistyou in the
inquiry. In thisregard,the following documentsareenclosed:

1. A summaryoftheobjectivesandthemesoftheABA researchprojectinto sourcesof
newsandcurrentaffairs;

2. A copyof a letterandprogramformatsurveyto all commercialradiolicensees;and
3. A copyofa letterto theFederationofRadioBroadcasters(FARE) regarding

contingencyplanningfor emergenciesby commercialradiobroadcasters.

You will notethat theresearchprojectsurveyhasathemein Stage2 thatlooks at regional
coverageofnewsandcurrentaffairs.Fortheradioprogramformatsurvey,weintendto
havetheresultsavailablefor publicrelea5ein earlyJune.

Theletterto FARB formspartofcontinuingdiscussionsbetweenthetwo organisationson
this matter

I understandthat attheconclusionofthehearings,the Committeewill be in apositionto
meetwith MembersoftheABA to discusstheissuesarisingoutofthehearingsand
possiblewaysofaddressingthem.I look forward to havingthismeetingandhopethatwe
will beableto assisttheCommitteeto formulateworkablesolutions.

~/ ~
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ABA RESEARCH PROJECT
SOURCESOF NEWS AN]) CURRENTA1~FAIRS

In June 2000.theAustralianBroadcastingAuthoritycommissionedBondUniversIty’s
CentreforNewMediaResearchandEducationto conducta study intosourcesofnewsand
currentaffairs.

The projectwill covermediaservicesthat includefree-to-airandpay TV, radio,
metropolitannewspapersand the Internet.

TheABA’s researchis beingconductedin two stages.The first stageaimsto producean
industry perspectiveofnewsandcurrentaffairsproductionwhile thesecondstagewill seek
to establishcommunityattitudesand theextentto which thesearealignedto industry
perspectives.

The objectivesand themes(including on regionalcoveragein Stage2) for thestudy are
asfollows:

Objectives

• To producea ‘map’ oftheAustraliannewsandcurrentaffairsproductionindustry in
termsof its ownership,productionanddistribution;

• To determinewhichmediaservicesareconsideredby newsproducersandby the
public to betheprimarysourcesof newsand currentaffairs;
To gainanunderstandingoftheprocessofAustraliannewsandcurrentaffairs
productionfrom the perspectiveand practiceof newsproducersasto what makes
news;

• To comparetheattitudesofnewsproducersand thepublic on a rangeof selected
social,economicandpolitical currentaffairs issues;

• To establisha hierarchyof newsandcurrentaffairs media in termsof frequencyof
useby various communitysectors;

• To exarmnewhichmediaservicesareregardedas themostcrediblesourcesof news
andcurrentaffairs;

• To canvasscommunityattitudesaboutwhichnewsor currentaffairs contentin
differentmediaservicesthat arethemost influential in shapingcommunityViews;

• To explorewhichmediaservicesmay be usedfor different kinds of newsor current
affairs issues.
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Themesfor stage1 — industry analysis

• Industryperspectiveofnewsandcurrentaffairsproduction
• Syndicationarrangements
• Linkagesandaffiliations in terms of newsandcurrentaffairs programs
• Ownershipandcontrolof themostsignificantnewsandcurrentaffairs providers

Themesfor stage2— national survey on communityviews

• Time spenteachday watching/reading/listeningto newsandcurrentaffairs
• Hierarchyof preferrednewsandcurrentaffairs services
• Useof Internetandpay TV assourcesofnewsandcurrentaffairs
• Perceptionsof influencesonnewsproducers
• Reasonsfor preferringspecificservices
• Perceivedlevelsof credibility/accuracyin specificservices
• Rankingof newsandcurrentaffairs providersin termsof perceivedinfluence
• Relativeimportanceof newsandcurrentaffairs in shapingattitudes
• Concernsaboutbiasedcontent,inaccuratematerial, intrusivereportingand

sensationalisedstoriesin newsandcurrentaffairs
• Regionalcoverageof newsandcurrentaffairs
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Program Format Survey of Commercial Radio Licensees

You may recall that, in March2000,the ABA requestedprogramformatinformation
describingthetypesof programsbroadcastby yourstation. In accordancewith the
primaryfunctionsoftheABA - of informing itself amongothermatters,on servicetrends
in the broadcastingindustryandmonitoringtheoperationoftheBroadcastingServices
Act 1992 - the ABA hasdecidedto continueto conducta programformatsurveyon an
annualbasis

Programformatinformationis requiredtbr issuescurrentlyunderconsiderationby
Governmentandwill assistin informing future Governmentdecisions.Forexample,
informationoutlining theamountand typeof local contentbroadcastby regional
commercialradio licenseeswouldbeusefulfor theRegionalRadioInquiry and,in the
future,programinformationmayassistin determiningtheeffectof digitisationpolicieson
theradioindustry. Without datadescribingradio servicesastheystandnow, it will not be
possibleto gaugetheeffect of policy changeson the industryor listeners.

Thesurveywill beginwith the 1999-2000financialyearandrun for five years,whenit
will bereviewed. The ABA policy for the useofconfidentialdatawill applyto useofthe
surveydata: the datawill beusedfor statisticalanalysisandwill not bereleasedin any
form that allowsan individual licenseeto be identified. However,the ABA doesplanto
publishtheresultsatanaggregatedlevel on anannualbasis.

The attachedsurveyform was developedin consultationwith theFederationof Australian
RadioBroadcastersandhasbeenpilotedwith anumberof commercialradio licensees.
The surveyform is designedto collectestimatesof thebroadcasthoursby different
programtypesin anaverageweek. Youmayprovideinformationderivedfrom program
records,or estimatesbasedon your knowledgeof your station’sprogramrning

An electroniccopy of the form maybedownloadedfrom theABA’s website,
www.aba.gov.au.(Click on searchandselect‘Forms’ from the alphabeticallistings.)
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The surveyform shouldbecompletedandreturnedto theABA, markedto the attentionof
Ms MarionMeCutcheon,by Friday 16 March 2001. 11 you completeanelectronicform,
it maybeemailedto marion.mccutcheon~aba.gov.au.

If you haveany questionsregardingthe form, orarehavingdifficulty completingit,
pleasecontactMs MeCutcheon,eitherby phone(02 9334 782~)or viathe aboveemail
address.

Yourssincerely

PhyllisFong
Manager
Policy andResearch

cc. DavidBacon,FARB
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ABA Form 56
(approved January 2001)

Australian Broadcasting Authority

Program Format Survey of
Commercial Radio Licensees
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Introduction and instructions

The ABA requires information describing the different typesof program
material broadcast by commercial radio licensees. This survey is designed to
collect the average number of hours broadcast by your station for each of a
number of defined program categories.

Results of the survey will be reported in an aggregated form: information
provided by individual licensees will be treated confidentially.

To complete the survey, you should estimate the number of hours devoted to
different types of program material during an average week between 1 July
1999 and 30 June 2000, for each of a number of categories.

Definitions of each of these program categories and relevant sub-categories
are provided throughout the questionnaire, and are based on definitions used
by the Commercial Radio Codes of Practice and Guidelines,the ABA~s
CommercialRadio lnquiiy Final Report and existing ABA research.
Definitions have been further refined through discussions with FARB.

Ifyour station does not keep program records in an easily accessible format,
you may provide a rough estimate of the numberof broadcast hours for each
program category. You should indicate which estimation method you have
used on page four of this form.

Hours broadcast for each program category should be split to identify in-
house and syndicated or retransmitted materiaL

The estimated number of hours of each program category broadcast should
include all incidental music breaks or associated announcements, but should
exclude advertising. For example, time spent playing music played during a
talkback program should be included in talkback programming. Advertising
should be recorded separately in its own category.

Where no program in a specified category is usually broadcast by your
station, please enter zero hours.

If your station broadcasts continuously, the total broadcast time for all
program formats should equal 168 hours.

Supplying false ormisleading information: The Criminal Code 1995 (section
136.1 and section 137.1) provides that persons giving false or misleading
information or making false or misleading statements may be prosecuted.

ProgramFom~atSur~’ey— CommercialRadio 2
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1. Station information

Cailsign .. ‘.

SeNice licence number SL

Ustial or common nthne

Network affiliation (if any)

~Descr1ptionof format

-

Re9ion/service area

[contactforsurvey . Name:

Phone:

LAddross, if ch~angèd

Program FormatSurvey—CommercialRadio 3
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2. Program format information

Data required

The following information is required for each program category broadcast by
your station between 1 July 1999 and 30 June 2000:

• Average weekly hours produced in-house;

• Average weekly hours of syndicated/retransmitted/relayed material; and

• Sources of syndicated/retransmitted/relayed material.

The definition of each of these terms is provided in the box below. Elsewhere
in the form, where a program category is not self-explanatory, its definition is
provided below each category collection table.

Unit of measurement
You may provide the broadcast time for each program category either in hours

and minutes per week, or as a percentage of total weekly broadcast time.

Please indicate which unit of measurement you have used:

LI hours and minutes, totalling 168 hours per week

LI percentage of total broadcast time, totalling 100 per cent

Estimation method

You may provide program information derived from program records, or
estimates based on your knowledge of your station’s programming

Please indicate which estimation method you have used:

LII calculation based on your station’s program records
LI estimation based on knowledge of your station’s program formats

Produced in-house Broadcast material created, usuaUy locally, by your station.

Syndicated! Broadcast material created by another station orother program
retransmhted/ relayed providers and is either directly broadcast or re-packaged
Source of syndicated Name of the organisation doing initial recording and compilation
programming of broadcast material.

ProgramFormat Survey— Commercial Radio 4
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a. News and current affairs

Gategor/.’
~

.

.

:. . .

Prpduced
in-house

•

. . ~hrS:minsi

percent~

Syndicated!
retran~rnittadI

~Iayed
~hrs;m/né!
percOnt,~

Source‘of

~yndiàatedetc
~r~rn~ina

•‘:

I-

Current a~fairs .

‘Report~ndfoatures •1___________
Talkback:’

sr(8pecif~)“
,

.•

..

Total: neWS and current
affairs ~______

Current affairs A program where: (a) the sole ordominant purpose is to —

provide analysis, commentary or discussion on social,
economic or political issues of current relevance to the general
community: and (b) the program is hosted by one or more
presenters. Excludes talkback.

News MosUy covers news bulletins. Includes sports news, financial
and/cr weather reports broadcast at the end of bulletins.

Reports and features Includes traffic, snow, surf, beach, weather reports (not in
news bulletins), reports and reports containing local, rural or
farming information. Also includes community announcements
and information about emergencies.

Talkback Generally consists of a mix of telephone calls from listeners,
pro-arrangedinterviews (often with politicians, commentators
and others involved directly in issues of current interest),
editarials, commentary, and incidental music. Excludes
‘personality-based talkbaclc’, which is listed on p9.

ProgramFoimat Survey — Commercial Radio 5
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Qate~oiy’ ‘‘

,

Produced
in-house

Syndicated!
rettansrnitted/’

Source~f
syndicated eto

.

~
‘

~ ‘ (iirs~miñW
r1ay~d

‘~‘hrs:m1nW
prcgrariiming

. percent,) percent) .

Liv~,or delay~d
‘eveflt8igarnes , . .‘ : :

SpOscommentary!
discuss~ot1fiñter~,ieW ,

prog rams , . ‘, .

‘Talkback • :
Other (specify) , .,

:

,‘ : ;

. ‘ : :

Tota~: ‘sport..~ : :

Talkback GeneraUy consists of a mix of telephone calls from listeners, -

pre-arranged interviews (often with sports commentators or
sports celebrities), editorials, commentary, and incidental

j
music. Excludes personality-based talkback’, which is listed
onp9.

Program Format Survey— CommercialRadio 6
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c. Infotainment, in formation and personal advice

Category . Produced Syndicat6d/ ., Soutt~éO7~’
•

•.

in-house
~

reransmittedi
. relayed.,

synd!catè~e~c
. prógr~mming’

.

.1

flnan~e;property& legal

(hrs:mins/
par cent) ‘

:

(hrs:mfn~J
perce~t)

:

,

:.

Health& medical
Religious & ~pirftua1 :

Arts & ~n ir~ment~‘ ;

.SpQ~t’&hbbbies ; .

Other (‘specify)’.

~~‘‘:.i I:
Total: in~otainment
iflformation and personal
advice

: :

Information and personal A program designed La inform listeners about a range of topics.
advice Includes programs were the community can phone presenters

to ask questions and obtain advice.

ProgramFormat Survey — Commercial Radio 7
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d. Music

category • . ‘ ,. •

~

• •

•

~

Pmduced •

•‘ in-house •

‘.,

•‘ ‘.(hrs:mi~
per cenV

- Syndicated!’
retransmiftedl

miayed ‘

(hrs:min~.’
percent~

• Source o~
syndicated etc
~grammin~
“ ,

•

NewAustréliari music ‘~ :

Other A~&aIianmusic : :

Other music 1 • • : :

Anflouncementsaround
tracks “ •“ • . • • ; ;

Total: mual~ •, :

o A Mainstream rock, album oriented rock,Which music category best contemporary rock, top 40. alternative
describes your station? ‘ ~ B Hot/mainstream adult contemporary,

• • country, classic rock

E c Soft adult contemporary, country, classicrock

E D Oldies, easy listening, easy gold, countrygold

E Nostalgia, jazz, NAG

New Australian music New Australian music means a sound recording of a previously
unpublished performance of a musical item performed by an
Australian which has been on sale to the Australian public for a
period not exceeding 12 months from the date which is recorded
in The Aria ~eportas the date of its initial release in Australia.

Music categoryA Mainstream rock, album oriented rock, contemporary rock, top
40, alternative.

Music categoryB Hot/mainstream adult contemporary, country, classic rock.

Music categoryC Soft adult contemporary, country, classic rock.

Music category D Oldies, easy listening, easy gold, country gold.

Music category £ Nostalgia, jazz, MAC.
Announcements around If announcements around tracks (back announcements) cannot
tracks be separated, please allocate proportionally to different music

categories).

Program Format Survey — Commercial Radio 8
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d. Music

Category’ , • • • • •

• • ...‘ ‘• . ,: :

• • • . .

‘:

• • •- • • •, • • •

‘Produced
in-house

. •

~h~s:m’inSf
• ‘per cent,) •

Syndicated!
retransmitted/

rnI~yed.
(hrs:mInW
perceflV,, •

Soüroe’of’
syndicatedetc
p~-ogFammihg

• ,. I •

;

New Australian’ muslé • ‘ :

Other Australian music

:

:

:

:

Other rr~usic.’ •‘ , ‘ : :

Announcements, around
‘IISCkS ‘ ‘ H’ : :
Total: music’ • , • :

• •. • .• • ~ A Mainstream rock, album oriented rock,Which music categbry best contemporary rock, top 40, alternative
descnbes your ‘station? Hot/mainstream adult contemporary,

• “ country, classic rock

~ Soft adult contemporary, country, classicrock

fl 1) Oldies, easy listening, easy gold, countrygold

E Nostalgia, jazz, MAC

New Australian music New Australian music means a Sound recording of a previously
unpublished per~rmanceof a musical item performed by an
Australian which has been on sale to the Australian public tar a
period not exceeding 12 months from the date which is recorded
in The Aria Report as the date of its initial release in Australia.

Music category A Mainstream rock, album oriented rock, contemporary rock, top
40, alternative.

Music category B Hot/mainstream adult contemporary, country, classic rock.
Music category C Soft adult contemporary, country, classic rock.

Music category 0 Oldies, easy listening, easy gold, country gold.

Music category E Nostalgia, jazz, MAC.

Announcements around If announcements around tracks (back announcements) cannot
tracks be separated, please allocate proportionally to different music

categories).

Program Format Survey — Commercial Radio 8
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a Hybrid programs

•Catogory •‘~ ‘‘ ‘• .•

• • : • • •

• • ‘I ,

• ., . ‘ ‘‘ ‘ : ‘

• “H’ •:‘ • , ‘‘

• Produced
• , in-house

.• •

~rs:mins/
per cent,)

Syndicated!,
‘ retransmitted!,

relayed •

~hrs:mftis/
per cent~ •

:Soqrc~of‘

syndioat~detc
‘,pmgrmrning

.

,•

P~’rsona1ity-basedtalibáck : :

Brealcfast~-stylehybrid
pr~grams •. , : :

Othlr (spec~ify)’
‘ : :

• . : :

Total: hybrid programs, : :

Hybrid programs Programs which combine a number of different program
features, including music, interviews, talkback, competitions,
etc. For example, breakfast style programs, music programs
with extensive audience participation.

Personality-based Generally consists of a mix of telephone calls from listeners,
talkback pre-arranged interviews (often with politicians, commentators

and others involved directly in issues of current interest),
editorials, commentary, and incidental music. Personality-based
talkback usually features a well-known or celebrity host

ProgramFormat Survey — Commercial Radio 9



19. FEB. 2001 1:13 PAUL NEVILLE NO. 3851 P. 16/19

f~Advertising

~ategoi~ ‘ ‘. ‘

•

•

• , , •: •

L ‘ ‘ ‘ I “. ‘

•Short-formad’~ertisern~rits

Produced
in-ho Use’

‘ ‘

(hrs:minsf’

‘ perbent) ‘

Syndioatodf
retransmItted/.

relayed.
(hrs:mIn&~’ ,

per Ceht)

~ourceof
syfldiaated etc
pm~ramthing

‘

,, .‘

: :
lnfomerciaIj/advertor~&s
(not included’ elsewhere) ,

: :
•

•Station ptomotions” : ‘

Sales pron~obons”‘ •

Clas~ifieds, ~“ ,~,,, I, ,

:

;

:

:

Other (spe&fy),

• ‘•‘.‘ ‘ , : :

.• ; ;

~tai~ advertièing , . : • :

AdvertIsements Material designed or calculated to draw public attention to a
product or service to promote its use.

Short-form Advertisements usually 20 seconds to 2 minutes in length and
advertisement.s broadcast in a cluster,

lnfomerclalsf Longer advertisements, consisting an entire program segment,
advertorials rather than 30 secs or I mm.
Station promotions Call sign announcements and other material serving as an

advertisement foryour station.

Sales promotIons Otirar, often innovative, forms of advertising.

~Classffieds Buy/sell/swap.

Program Format Survey— Commercial Radio 10
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g. Other programs

Please specify other program categoriesin detail.

Cateqoiy ‘ .

• •

• • ‘ • , • ,

• • “‘‘,‘‘“• ‘ ,

‘

‘

,

• ‘

•‘

Produced
in-house

‘• ‘ , • ‘

• ~h~.min~
, ‘percent,)

•

‘ ‘

:

‘

Syndicate’cii
retrarisrnitt~d,

‘re!ay~d’
, ~h~:minW’

percent) ,

— Source, of
syndicated &tc~,
:pmgrnmmfrg

‘

‘.

Total:other’ T~ :

h. Total programming

Check total weekly broadcast time for all categories equals 168 hours (if your
station broadcasts continuously) or less (if your station does not broadcast
continuously).

Produced in-house
• , ‘

(hrs:min~./’
per cent)

. Syndicated)
retransrriltte0/relayed

(hrs:minsl
per cant)

Total H’’
• ‘‘

(hrs:m!ns/
,, per àent)

:

Please provide an estimate of the time taken to complete this form. Include:
• the time actuallyspent reading the instuctions, working on the question

and obtaining the information
• the time spent by all employees in collecting and providing this information

E 1 hours [....—. J minutes

Pmgram Format Survey — Commercial Radio 11
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CONTINGENCYPLANNING FOREMERGENCIESBY COMMERCIAL RADIO
BROADCASTERS

Thank youforyour letterof 30November2000.It wasuseful to learnof theway in
whichstations,suchas2TM and2TTT andthestationmanagerBill Morrison dealtwith
therecentemergencyin ruralNewSouthWales. I tabledyourletterat the Policy and
ContentRegulationCommitteemeetingof 14 December2000.The Committeewas
particularlyinterestedto knowof the contentsaswell asthe resultsof PARWs
questiormaire to yourmemberson their contingencyarrangementsin the eventof
emergencies.

While it is apparentfrom theinformationyouprovidedthatindividual stationshave
implementedtheir ownprocedures,the ABA is concernedthat thereareno agreed
minimum standards in placeto assistcommercialradio broadcastersto dealwith
broadcastingservicesin timesof emergencyor disasterrecovery.It wouldbe useful to
build onyour membersexperiencesin orderto identify thoseminimumstandards.

The ABA acceptsFARB’s view thatitsmemberstationsaresituatedi~a varietyof
climactic conditionsandgeographiclocationsandare thereforesubjectto varioustypesof
emergenciesandnaturaldisasters.However,the ABA doesnot believethatthismakesii
impracticalto developatemplatefor contineencyplanningacrossthe board.Having a
templatewouldprovideall commercialradiobroadcasterswith clear guidelineson the
minimum standardsexpectedof them in respondingto emergencies,thusestablishing
“industry bestpractice”in this regard.

I noterecentreportsin the printmediaregarding the stormwhichdevastated Dubbo on 6
January.Thesereportsindicatedthat the responseof local mediaoutlets.including
commercialradio stations,to broadcastingwarningsignalsissuedby the Bureauof
Meteorologywas far from uniform.
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The ABA considersit appropriatethat the matter beaddressedby implementingaCodeof
Practiceandassociatedguidelines.It is notexpectedthat theseshouldbe prescriptive,but
ratherthat they consolidatethe existingproceduresandexperienceofmemberstations
into acodifiedminimum standard.The ABA is oftheview that thefollowing minimum
requirementsshouldbe addressedin this Codeandtheguidelines:

I. Ensuring thecontactdetailsfortherelevant State EmergencyServicecontactperson
in the area areknownto the Broadcasterandall relevantstaff at all times;and

2. ensuringThateachcommercialradio station broadcasts any emergencyservice
announcementswhennecessary;and

3. providingcontactdetailsof the relevantstaffon duty who can interruptradio Services
(particularlypre~recordedservices) to broadcastsuchannouncements.

Giventhe seriousnessof this issue,theABA considersit importantthat this matterbe
dealtwith expeditiously.I understand that FARB is currentlyaddressingcertainCode
relatedmatterswith aview to finalisingby mid- 2001 thereviewof FARB’s Codesof
Practice thatcommencedin 1998.This beingthe case, it would be timely to developa
Codefor commercialradiobroadcastersin respectof emergencyservicesandto submit
this Code,alongwith theothers.for regisirationby theABA in 2001.

~2zi~5

DavidFlint


