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Question: 195
Topic: International travel
Senator Conroy asked:

Who signs off on your international trips undertaken by you and by your staff?

Answer: 

All official overseas travel undertaken by the Minister and accompanying ministerial staff is approved by the Prime Minister.

Outcome 3, Output 3.1 






Question: 200

Topic: Digital Australia
Senator Conroy asked:

What is a band 3 position—upper or lower?

Answer: 

An SES Band 3 position is the highest SES classification in the Senior Executive Service. 
Outcome, Output  







Question: 249

Topic: Crosby Textor
Senator Conroy asked:

1. Has Crosby Textor undertaken any services for DCITA such as market research, public opinion polling, strategic counsel, campaign and communications services, or any other services? 

a. If so, what were they? 

b. When were they undertaken? 

c. What was the cost? 

d. Was a report produced? 

e. If so, would you please table the report?

 

2. Is Crosby Textor undertaking any services for DCITA such as market research, public opinion polling, strategic counsel, campaign and communications services, or any other services? 

a. If so, what are they? 

b. When did they begin? 

c. Is a report to be produced? 

d. What is the agreed cost?

 

3. Is Crosby Textor in contract negotiations with DCITA to provide market research, public opinion polling, strategic counsel, campaign and communications services, or any other services? 
Answer: 

1-3
No.
Outcome 3, Output  







Question: 250

Topic: Advertising Campaigns
Senator Conroy asked:

1. What sum, as a total figure, was spent, or will be spent, on advertising campaigns in:

a. 2006-2007; and 

b. 2007-2008?

 

2. Identifying each campaign by name, what sum was spent on each advertising campaign that forms the basis of the total figure given to the above question in: 

a. 2006-2007; and 

b. 2007-2008?

 

3. What was the purpose of the advertising campaigns?

 

4. What was the total estimated budget and breakdown of campaign costs, including market and other research, creative, pre-production, production and media purchasing for: 

a. Television (TV) placements; 

b. Radio placements; 

c. Newspaper placements; 

d. Mailouts; 

e. Internet; 

f. Websites; and 

g. Any other placements?

 

5. On what dates were the individual campaigns identified in the answers to the questions above referred to the Ministerial Committee on Government Communication (MCGC) for approval and on what dates were the necessary approvals granted? 

 

6. For campaigns that have already been completed, on what date did the campaigns start and on what date did they finish? 

 

7. For campaigns that are currently in progress, on what date did the campaigns start and on what date did they finish?

 

8. For campaigns that are yet to commence, what is the projected date of commencement and anticipated duration of the campaigns?

 

9.    For each campaign identified in the answers to questions above, what market research, including opinion polling and evaluation following the conclusion of the campaign (if applicable) was undertaken?

a.     Have any cost-benefit assessments been done to assess the returns from opinion polls, focus groups or other market research?

 

10.   For each campaign identified in the answers to the questions above, who was the successful tenderer for:

a.     The advertising; and

b.    The market research?

11.    Please outline the tender process for each campaign identified in the answers to the questions above including:

a.     The number of tenders received;

b.    The timeline from when invitations to tender were issued through to the issue of the tender, including the date on which submissions closed and the date on which the decision on the successful tenderer was made; and

c.    On what basis was the tender given? 

Answers: All responses are based on position as at 31 December 2007.
1.

a.
$4,199,014, was spent on advertising campaigns in 2006-07

b.
$13,299,688 has been spent on advertising campaigns in 2007-08
2. The following two campaigns were underway prior to the Election.
Regional telecommunications consumer information campaign

a.
$2,972,727 was spent on the advertising campaign in 2006-07.
b.
$1,144,349 has been spent on the advertising campaign in 2007-08.
Protecting Australian Families Online consumer information campaign

a.
$1,226,287 was spent on the advertising campaign in 2006-07.
b.
$12,155,339 has been spent on the advertising campaign in 2007-08.
3. The specific objectives of the Regional telecommunications consumer information campaign were to raise the awareness and understanding for Australians in regional, rural and remote areas, including Indigenous Australians, of:
· their telecommunications rights;

· Government programs available to help them access broadband and mobile phone services; and

· arrangements to ensure ongoing communications benefits for regional, rural and remote Australia.
The specific objectives of the Protecting Australian Families Online consumer information campaign were to:

· increase awareness among parents of;

· internet safety issues their children may face online in relation to inappropriate online content and online grooming,

· the Filter portal where they can order/download free content filters and where they can find out more information about how they can protect their families online, and

· a range of strategies and tools to minimise the online safety risks faced by their children. Filters are only part of the solution to keeping your family safe online.

· raise awareness of the introduction of the Australian Government’s initiative of free online content filters for home-based computers and filtered services through ISPs;

· increase awareness and understanding of the benefits and limitations of online content filters and filtered services and how these options can reduce the risk of children being exposed to inappropriate content;

· increase awareness and knowledge of regulatory safeguards that are in place to monitor online content;

· empower parents to take action and employ strategies to manage the online content their family is exposed to; and

· increase the number of Australian families who use a range of strategies to manage online content their family is exposed to including having an online content filter installed on their home computers or using an ISP filtered service.

4. The total estimated budget and breakdown for the Regional telecommunications consumer information campaign activities (including unspent funds) were:
Market Research



$   331,985

Public Relations



$   402,105

Indigenous creative consultant

$   210,000

Advertising agency



$   474,587

TV commercials (placements)

$   574,050

Press adverting placement 


$   118,765

Direct Mail printing and distribution

$1,900,000

Other products printing and distribution
$   505,881

Indigenous media



$     40,527

Regional Briefings



$   123,640

Regional Forums



$   450,000

Other (incl media analysis and pitch fees)
$   100,600
The total estimated budget and breakdown for the Protecting Australian Families Online consumer information campaign activities (including unspent allocated funds) were:
TV commercials (placement)


$3,076,518

Radio advertising placement 


$   778,206

Press advertising placement


$1,101,717

Internet advertising placement

$   275,000

Websites advertising placement

$     25,000

Other advertising placement


$1,321,190

Direct Mail printing and distribution

$5,001,457

Market Research



$   493,664

Creative services



$1,123,095
Note: The total budget for the Protecting Australian Families Online consumer information campaign included a number of additional elements, such as public relations activities ($575,659). There were also stages of the media buy which did not proceed ($5,331,369).

5. The Regional telecommunications consumer information campaign went before MCGC on the following dates – approval was received the same day:

· 28 March 2006

· 15 August 2006

· 11 October 2006

· 31 October 2006

· 13 February 2007

· 28 March 2007

The Protecting Australian Families Online consumer information campaign went before MCGC on the following dates
· 11 October 2006 - approval was received the same day

· 12 December 2006 - approval was received the same day

· 14 February 2007 - approval was received the same day

· 27 March 2007 - approval was received the same day

· 9 May 2007 – partial approval received the same day other matters deferred until later meeting.

· 13 June 2007 – partial approval received.

· 15 August 2007 – deferred.

· 5 September 2007 – approval received the same day

Approval to proceed with advertising placement and mail out received out of session on 24 August 2007.
6. Neither campaign was completed as at 31 December 2007. However, all campaign activity was suspended on 17 October 2007 and has now ceased. 
 

7. The Regional telecommunications consumer information campaign commenced on 15 April 2007 and was due for completion on 30 June 2008. The campaign has now ceased.

The Protecting Australian Families Online consumer information campaign commenced on 20 August 2007 and was due to be completed by 30 June 2009. The campaign has now ceased.
8. Not applicable.
9. For the Regional telecommunications consumer information campaign the following research was undertaken:
· developmental research;
· concept testing and creative refinement research;
· benchmarking research;

· tracking research.
For the Protecting Australian Families Online consumer information campaign the following research was undertaken:
· concept testing and creative refinement;
· supplementary background research;

· benchmarking research.
a. No cost-benefit assessments were done for either campaign

10. The successful advertising and research tenderers for the Regional telecommunications consumer information campaign were Campaign Palace/Red Cell and Quantum Market Research respectively.
The successful advertising and research tenderers for the Protecting Australian Families Online consumer information campaign were 303 Group Pty Ltd and Wallis Consulting Group respectively.
11. For the Regional telecommunications consumer information campaign the tender process was as follows:
a.
Four proposals were received for the market research tender and for the advertising tender in response to invitations sent to selected organisations from the Government Communications Unit panel.
b.
The selection process for the market research tender was as follows:

· tender documents provided to agencies on 30 March 2006;
· consultancies tendered their written proposals 18 April 2006;
· successful consultant was approved 1 May 2006.
The selection process for the advertising tender involved the:

· tender documents provided to agencies on 16 August 2006;
· consultancies presented their concept and proposals to the Department’s selection panel on 12 September 2006;
· successful consultant was approved by the MCGC on 31 October 2006.
c.
The tender was given to the successful market research consultant and advertising agency after a ranked assessment of all the proposals against the selection criteria set out in the tender documents.

For the Protecting Australian Families Online consumer information campaign the tender process was as follows:
a.
Five proposals were received for the market research tender and for the advertising tender in response to invitations sent to selected organisations from the Government Communications Unit panel.
b.
The selection process for the market research tender was as follows:

· tender documents provided to agencies on 20 October 2006;

· consultancies tendered their written proposals on 3 November 2006; and
· successful consultant was approved on 9 November 2006.
The selection process for the advertising tender involved the:

· tender documents were provided to agencies on 20 October 2006; 

· consultancies presented their concept and proposals on 10 November 2006 to the Department’s selection panel; and
· successful consultant was approved by MCGC on 14 February 2007.
c. The tender was given to the successful market research consultant and successful advertising agency after a ranked assessment of all the proposals against the selection criteria as set out in the tender documents.
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