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Attachment A ABC Responses to Issues Paper questions
The below table sets out the specific questions raised by the Panel in the Issues Paper and a summary of ABC’s response.

Question/
Reference Issues Paper Question ABC response and submission reference

The Panel seeks the views of the national broadcasters on the following questions.

1. What awareness is there in your organisation of the requirement 
to undertake a “best endeavours” approach to complying with 
the Competitive Neutrality Policy? What organisational policies 
and processes are in place?

See sections 2.1 and 2.2.

The ABC is not formally subject to the Commonwealth Government’s Competitive 
Neutrality Policy. However, it supports the principles of competitive neutrality and 
applies them in its business activities. In doing so, the ABC conducts its business 
activities in a manner consistent with other government entities that are subject 
to the Competitive Neutrality Policy, in that: 

parties are able to make complaints about unfair competition from the ABC 
to AGCNO; and

ABC Commercial’s operations are in accordance with the Competitive Neutrality 
Guidelines for Managers.

The Competitive Neutrality Policy does not apply to the non-business activities  
of the ABC.

2. What approach is used by your organisation to consider issues 
of competitive neutrality when commencing new activities or 
entering new markets? Are there examples of how this has  
been applied?

See sections 2.4 and 3. 

Specific examples of how the ABC has taken into account the activities of the 
commercial and community sectors in relation to new activities are outlined in 
sections 3.1 and 3.3, in particular.

In all of its content activities, the ABC strives to create high-quality, innovative 
and distinctive content. The ABC does not, in any of its activities, attempt to 
copy successful programs or formats broadcast by other content providers or to 
create, source or schedule programs with the primary aim of winning audience or 
market share from other providers.
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3. In view of the general principles of competitive neutrality, what 
relevance does the ABC give to the requirement in the ABC Act 
Section 6(2) that it “take account of the broadcasting services 
provided by the commercial and community sectors of the 
Australian Broadcasting system”?

See section 2.4 and section 3.

The ABC gives appropriate regard to the impact of its activities on the 
commercial and community sector in all of its content activities and does not use 
its government funding to compete unfairly for content or audiences. 

The requirement to “take account” the services of the commercial and community 
sectors does not require the ABC to make decisions solely on the basis of on the 
assessment of the impact of its activities. However, the ABC does take account 
of the commercial and community sectors through its content strategy, which 
is driven by principles that include striving to ensure content is of a high quality 
and distinctive when compared with the service offerings of the commercial and 
community sectors.

4. How does it apply this requirement to its on air, iview and online 
news services?

See section 2.4 and section 3.

The ABC’s approach to creating and sourcing content is the same in all material 
respects in its broadcast and digital activities. 

5. In view of the general principles of competitive neutrality 
what relevance does the SBS give to Section 2(g) of its Charter 
that the SBS in relation to its radio and television services 
“contribute to the overall diversity of Australian television and 
radio services, particularly taking into account the contribution 
of the Australian Broadcasting Corporation and the community 
broadcasting sector?

n/a

6. Noting that this Charter provision applies specifically to 
television and radio, is this requirement considered in relation to 
SBS On Demand? 

n/a
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7. Noting that unlike the ABC, the SBS does not have a requirement 
to take account of the “broadcasting services provided by the 
commercial broadcasters” and that the SBS has the ability to 
seek advertising to partially fund its activities, how does the SBS 
approach the broad issues of competitive neutrality in relation to 
commercial players?

n/a

The Panel seeks the views of all interested stakeholders on the following questions.

8. Considering the commercial activities of the national 
broadcasters (e.g. where they are selling or purchasing goods 
and services), is there evidence that they have taken undue 
advantage of their government ownership, to the detriment of 
competitive outcomes?

See sections 2.1 and 2.2.

The ABC’s Commercial operations currently adhere with the principles of 
competitive neutrality in all areas identified as areas of potential advantage in 
the Guidelines for Managers.

It is worth noting that the ABC is publicly owned, rather than government-owned. 
It is a government-funded statutory corporation, the Board of which has a duty 
to ensure the independence and integrity of the Corporation. To the extent that 
‘government ownership’ suggests a level of government control, this is incorrect 
(other than in relation to funding) and more in the nature of a government-
controlled or state broadcaster.  

9. What is the differential impact of regulation on commercial and 
national broadcasters, and is there evidence of consequent 
adverse impacts on competition and outcomes?

See section 4.

The ABC considers that, when looked at holistically, it does not enjoy any material 
net regulatory advantage as a result of the different way in which it is regulated 
compared with commercial broadcasters. To the extent that there is different 
regulatory treatment of the ABC and commercial broadcasters, it reflects the 
different circumstances of the broadcasters.
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10. Is the reporting and accountability by the national  
broadcasters on their best endeavours to observe  
competitive neutrality adequate?

See sections 2.1, 2.2 and 2.5.

Parties are able to make complaints to the AGCNCO if they consider that the ABC 
is not adhering to Competitive Neutrality Policy. The ABC has cooperated with a 
past investigation by the Productivity Commission under this process and would 
do so in relation to any future complaints. 

The ABC notes that the effectiveness of the existing complaints handling policy 
in relation to competitive neutrality through the AGCNCO is currently being 
assessed as part of the Australian Government’s Review of the Commonwealth 
Government’s Competitive Neutrality Policy.

11. Are you aware of any specific instances where the ABC or SBS 
may have received any other competitive advantage, due to their 
public ownership, to the detriment of a private competitor?

See sections 2.1 and 2.2

In 2000, a complaint was brought against the ABC over the commercial activities 
of its studio rentals business (ABC Productions). The ABC cooperated with the 
Productivity Commission in its investigation of the complaint. The investigation 
found that no further action was required to be taken by the ABC because there 
was no contravention of competitive neutrality policy in the commercial activities 
of ABC Productions.

The Panel will also consider the application of competitive neutrality principles in a broader sense.

12. The SBS Charter requires it to take into account the activities 
of the ABC and community television on radio and television. In 
the context of the competitive neutrality principles how in your 
view, is the SBS complying with this requirement? From your 
perspective does it adequately cover the activities of the SBS?

n/a
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13. From your perspective do the national broadcasters seek a 
balance between competing in the market and complementing 
the market? Is that balance the same for traditional broadcasting 
and for new digital platforms?

See section 3.

The ABC’s content strategy is to produce innovative, high-quality and distinctive 
content. The ABC assesses distinctiveness with reference to other content 
distributed in the market. For example, while both the ABC and commercial 
operators aim to deliver shows that entertain, the way they achieve this is 
different, reflecting their different audience priorities and content drivers.

Principles to guide Panel’s analysis (see page 12-13 of Issues Paper)

14. Do you have comment on these guiding principles? See section 2.5.

The ABC considers that the Panel’s guiding principles on competition outlined in 
the Issues Paper are well expressed and will usefully inform the Panel’s analysis. 
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1 Introduction and executive summary 

1 RBB Economics has been asked by the Australian Broadcasting Corporation (“ABC”), to 

prepare a report exploring the effects of the ABC on competition in the Australian media 

sector, within the context of the Australian Government’s ongoing inquiry into the competitive 

neutrality of the national broadcasters, the ABC and the Special Broadcasting Services 

(“SBS”).   

2 The ABC’s enabling legislation and Charter include three economic themes:1 

 First, that the ABC should provide comprehensive broadcasting services of a high 

standard, including broadcasting programs of wide appeal.  In this regard, there is 

an economic motivation to support an additional broadcaster that will expand choice 

for consumers. 

 Second, that the ABC should provide innovative programming.  There is a strong 

economic motivation to support a public broadcaster that will contribute to 

innovations that are not only introduced by the public broadcaster but are also built 

on by commercial broadcasters to the wider benefit of the industry, and consumers. 

 Third, that the ABC should provide broadcasting programs that contribute to broader 

objectives, such as a sense of national identity, a reflection of cultural diversity, 

education, cultural enrichment, and the promotion of performing arts in Australia.  A 

public broadcaster may be able to contribute significantly to the broadcasting of 

types of content that give rise to wider benefits that are harder to capture and 

commercialise.   

3 The Commonwealth Competitive Neutrality Policy Statement notes that “government 

business activities should not enjoy net competitive advantages over their private sector 

competitors simply by virtue of public sector ownership”.2 

4 Competitive neutrality principles do not require that the ABC has no adverse effect on rivals, 

such as taking away viewers or advertising revenues.  Rather, competitive neutrality requires 

that the ABC does not enjoy net competitive advantages, relative to a private sector 

competitor, simply by virtue of its public sector ownership.  Moreover, we understand that the 

competitive neutrality principle currently applies only to “government business activities”.   

5 In this report we present a number of analyses that serve as an input into the ABC’s broader 

consideration of whether or not the ABC’s activities are consistent with the competitive 

neutrality principles.  In particular, we discuss the available information on two main topics: 

 First, we consider the potential for the ABC’s activities to lead to crowding out of the 

audiences available to other media operators.  While crowding out would not be a 

decisive sign of net competitive advantages, a lack of substantial crowding out 

would be difficult to reconcile with the ABC exerting substantial net competitive 

                                                                                                                                                      
1  The ABC Charter, The Australian Broadcasting Corporation Act (1983) (ABC Act), Section 6.   
2  Commonwealth Competitive Neutrality Policy Statement, June 1996, page 5.   
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advantages over its commercial rivals.  Even if there were some diversion of 

audiences from rivals and towards the ABC in the short term, this does not imply 

that other media operators are “crowded out” or likely to be forced to reduce their 

own competitive initiatives, or that these other media operators are likely to exit the 

market.  Rather, crowding out might occur through the sustained diversion of 

substantial audiences away from other media operators, over a long period of time, 

leaving other media operators with limited opportunities to attract audiences, and 

revenues.  We examine the potential for some of the ABC’s more substantial 

initiatives to lead to the diversion of audiences in the longer term, such as the launch 

of the 24 hour ABC News TV channel or the launch of and improvements to the 

ABC’s iview VOD service.  We also examine the potential for the ABC’s activities to 

lead to the diversion of audiences in the short term, for example as a result of new 

program launches or other ABC initiatives, although we must also consider any short 

term diversion in the context of the breadth of opportunities available to other media 

operators.  Moreover, the analyses presented in this report assess the potential for 

the fully scope of the ABC’s activities to lead to crowding out, although as noted 

above, we understand that the competitive neutrality principle currently applies only 

to “government business activities”.   

 Second, we consider the potential for the ABC’s activities to lead to pro-competitive 

effects on the Australian media sector, in particular the potential for the ABC’s 

investments and innovations to enhance efficiency and competition amongst the 

media operators.3  We examine these likely effects in several areas, as illustrative 

examples of the likely overall effect of the ABC’s activities, although we have not 

conducted a comprehensive assessment.   

6 We find no evidence of crowding out of the audiences of commercial media operators by the 

ABC. 

 In the first instance, the ABC’s activities are significantly differentiated from those of 

the commercial media operators.  In particular, the ABC’s television broadcasting 

often focusses on different genres and types of programming, and its radio 

broadcasts often target different music genres, compared with the commercial 

broadcasters.   

 The ABC has undertaken a number of significant initiatives that have substantially 

boosted its own audiences, either in the short term, or over longer periods.  Longer 

term initiatives, such as the launch of the 24 hour ABC News service, or 

enhancements to the iview platform do not appear to have led to substantial 

diversion of commercial broadcasters’ audiences.  We have also considered the 

likely effects of the ABC’s broadcasts of popular television series, and popular 

episodes of programs.  If there was a high degree of overlap in audiences between 

the ABC and commercial broadcasters, such initiatives would be expected to result 

                                                                                                                                                      
3  Efficiency can generally occur in three forms.  First, productive efficiency involves a given set of products being 

produced at the lowest possible cost (given current technology and input prices).  Second, allocative efficiency involves 
resources being used to produce the goods that are most valued by consumers.  Third, dynamic efficiency involves 
firms having incentives to invest in welfare-enhancing products and technology over time. 
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in some diversion of rivals’ audiences, at least in the short term.  However, in most 

cases that we have examined, the ABC’s popular television broadcasts are related 

to either no significant change, or even an increase in the audiences of commercial 

free to air (“FTA”) broadcasters. 

 Moreover, it seems unlikely that the ABC’s activities have had a substantial effect on 

the online advertising revenues of the commercial broadcasters and news providers; 

rather the observed changes in online advertising revenues are more likely to be 

caused by other changes in the media sector, and ongoing shifts in demand and 

advertising expenditure towards online platforms. 

 Several cross-country studies have shown no evidence of an adverse effect of 

public sector broadcaster activities on commercial media operators.  Compared to a 

set of international peers, Australia experiences lower per capita funding for public 

service broadcasting, and enjoys higher per capita revenues for commercial 

operators.  Moreover, our own empirical analysis show either no significant result 

between commercial broadcasters’ revenue per capita and public sector broadcaster 

funding per capita, or instead show that higher public funding per capita is 

associated with higher commercial revenue per capita. 

7 We find substantial evidence that, at least in the areas that we have considered, the ABC’s 

activities are likely to have resulted in significant benefits to the wider media industry. 

 In the first instance, the ABC’s activities result in a direct benefit to the industry 

through licensing, partnerships, and community and cadet investments. 

 The ABC has made substantial investments in initiatives such as the launch of 

digital multi-channels, or its iview video on demand (“VOD”) service, that did not 

initially enjoy substantial consumer demand.  However, these initiatives were later 

built on by commercial broadcasters, and grew substantially in popularity. 

 The ABC has made early investments in a number of types of content, and talent 

that have been followed by further success on other platforms.  In particular the ABC 

has invested in news reports, and investigative journalism, that has resulted in early 

breaking news stories that have either led to broader news coverage, or subsequent 

government investigations or reforms.  Several television programs and concepts 

have been initially developed by the ABC, and have later been adopted and further 

developed by commercial media operators.  The ABC has also invested 

substantially in talented producers, television hosts, journalists and musicians, who 

have gone on to find further success with other broadcasters.  Finally, we have 

found some evidence that the ABC has initially promoted artists and music that have 

gone on to gain further success on commercial radio stations. 

8 We find no substantial evidence that the ABC has a material negative effect on commercial 

operators.  Accordingly, we find no evidence that the ABC has enjoyed a net competitive 

advantage, as a result of its public sector ownership.  Rather, we find some evidence that 
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the ABC’s activities are likely to result in significant positive effects on the broader media 

sector. 
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2 Background 

2.1 ABC activities 

9 The ABC is a public broadcaster and has Charter Obligations as set out in the Australian 

Broadcasting Corporation Act (1983).  The ABC is publicly-funded through triennial funding 

arrangements and cannot sell advertising on its domestic TV channels or radio stations.  The 

ABC received $3.1bn in funding for the three years from 2016-17 to 2018-19. 

10 The ABC uses various distribution methods and channels to provide content to Australians.  

Historically, it supplied content through its own services, such as through its TV, radio and 

digital services. 

11 Table 1 summarises the ABC’s services across TV, radio, online, and phones and tablets. 

Table 1: ABC TV, radio and online services 

 Channel, station or service Description 

TV ABC Primary FTA TV channel 

ABC Kids / Comedy Includes ABC KIDS targeting 2 to 6 
year olds and from 7pm ABC 
Comedy 

ABC ME Dedicated children’s channel 
targeting 6 to 15 year olds 

ABC NEWS on TV 24-hour TV news channel 

Radio ABC NEWS on radio 24 hour national news network for 
radio 

National Radio Networks Four national radio networks 
including RN, ABC Classic FM and 
triple j 

Capital City Local Radio Local radio available from all eight 
capital cities 

Regional Local Radio Local radio available from all 48 
regional locations around Australia 

DAB+ radio stations Double J, ABC Jazz, ABC Country, 
ABC Grandstand, triple j Unearthed 
and ABC Kids Listen 

Online abc.net.au A gateway to ABC’s news, 
information and entertainment 

ABC iview ABC’s online television service 

Streaming Digital radio online, including ABC 
Classic 2 

 Podcasts ABC’s podcast services 

Phones or tablet Apps The ABC distributes its content to 
mobile phone and tablet uses 
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 Channel, station or service Description 

through a variety of ABC apps 

Source: ABC. 

12 In recent years the ABC has also sought to distribute its content on third-party platforms to 

ensure that ABC content is easily accessible to all Australians, such as providing ABC 

channels on YouTube, using ABC accounts on Facebook and making The Wiggles available 

globally on Apple iTunes. 

13 Additionally, ABC Commercial, the commercial arm of the ABC, generates revenue,  which is 

reinvested in the ABC to generate new content, through five key business areas: 

 Content Sales and Distribution, which acquires and distributes ABC and other 

licenced content to broadcasters, digital platforms and other third-parties as well as 

managing the syndication of ABC content;  

 Retail, which operates ABC Shop Online and the ABC Centres network that are both 

involved in the sale of ABC licensed products across a wide range of categories;  

 Music, which records and represents Australian songwriters and composers as well 

as staging and marketing concerts and other live events;  

 Studio and Media Productions, which provides the surplus production facilities and 

staff capacity of ABC Radio and TV to third parties including commercial television 

networks and film and television production companies; 

 Publishing, which publishes children’s books in partnership with HarperCollins 

Australia as well as books and magazines relating to ABC programming.   

14 The ABC also undertakes activities internationally.  Through Australia Plus, it supplies TV, 

radio and online services to audiences across Asia and the Pacific.  It has an ABC 

International Development division that partners with media, civil society and government 

organisations in the Asia-Pacific region to assist in designing and delivering communications 

initiatives.  Under the ABC Act, advertising and sponsorship are permitted on Australia Plus 

services. 

2.2 Market participants  

15 A number of media companies are active in Australia and provide television, radio, news and 

online media services.  These companies include the following: 

 SBS.  A national public television network that operates six FTA TV channels, and 

eight radio stations.  SBS also offers World Movies, a subscription TV (“STV”) 

channel, and SBS On Demand, a catch-up VOD service.4 

 Seven West Media.  A media company that provides services in television 

broadcasting, news and lifestyle publishing, as well digital media.  Seven Network 

                                                                                                                                                      
4  See https://www.sbs.com.au/aboutus/our-story/index/id/131/h/Our-Story. 

https://www.sbs.com.au/aboutus/our-story/index/id/131/h/Our-Story
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operates six national FTA television channels, one regional network, and has 

regional affiliates that broadcast its content in five other regions.  Seven West also 

owns 20 regional news publications, as well as the Sunday Times, and PerthNow, 

among other news publications.  Seven West also operates 7plus, a catch-up VOD 

service, and owns Yahoo7, a collection of news, lifestyle and entertainment 

websites.5    

 Nine Entertainment Co.  A media company that primarily operates five national 

FTA television channels, as well as 8 regional channels.  Nine Entertainment also 

operates online brands including Nine.com.au, 9News.com.au, and Wide World of 

Sports.  Nine Entertainment owns a 50% stake in the subscription VOD service 

Stan.6  

 Ten Network Holdings.  A division of CBS Studios International, that offers 

services in FTA television, online and digital platforms.  Network Ten operates four 

FTA channels, and a catch-up VOD service.7   

 News Corp Australia.  A media company with interests in newspaper and 

magazine publishing, digital media, STV, and film and television production.  News 

Corp owns approximately 142 newspapers in Australia, as well as digital sites that 

include news.com.au, Business Spectator and Eureka Report, Kidspot.com.au, 

taste.com.au and homelife.com.au.  News Corp also owns Fox Sports Australia, and 

65% of STV provider Foxtel.  News Corp owns the realestate.com.au website.8 

 Fairfax Media.  A media company with activities in print media, digital media, and 

radio stations.  Fairfax publishes a number of print publications, including The 

Sydney Morning Herald, The Age, The Australian Financial Review, The Canberra 

Times, The Sun-Herald, and The Land.  Fairfax owns the news websites 

mh.com.au, theage.com.au and afr.com.  Fairfax has a stake in in radio broadcaster 

Macquarie Media Limited stations in Sydney and Melbourne, and owns 50% of the 

subscription VOD service Stan.  Finally, Fairfax owns the Domain real estate 

website.9 

16 The majority of Australia's commercial radio stations form part of a network of stations with a 

single owner.  The major networks include the following: 

 Macquarie Regional Networks.  The owner and operator of the largest commercial 

radio network in Australia consisting of 87 commercial radio stations in 45 license 

areas;  

 Supernetwork.  A company which owns 32 radio stations in Australia.  

 Australian Radio Network (ARN).  The owner of a network of 12 radio stations, 

including the Mix FM and Classic Hits stations and Edge 96.ONE.  

                                                                                                                                                      
5  See http://www.sevenwestmedia.com.au/about-us/. 
6  See https://www.nineentertainmentco.com.au/about-us. 
7  See https://tenplay.com.au/corporate/about. 
8  See https://www.newscorpaustralia.com/about-news/about/we-are-news/. 
9  See https://www.fairfaxmedia.com.au/Company/Corporate-Profile/corporate-profile.  

http://www.sevenwestmedia.com.au/about-us/
https://www.nineentertainmentco.com.au/about-us
https://tenplay.com.au/corporate/about
https://www.newscorpaustralia.com/about-news/about/we-are-news/
https://www.fairfaxmedia.com.au/Company/Corporate-Profile/corporate-profile
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 Austereo.  A radio network consisting of 10 radio stations, including the Today and 

Triple M networks. 

 DMG.  A network that owns 9 radio stations including the Nova and Vega stations.  

 Ace Radio.  A company which owns 13 radio stations.  

 Southern Cross Broadcasting.  The owner of 7 radio stations, including 4 talk 

stations and 3 music stations. 

 Grant Broadcasters.  A network that owns 15 radio stations in Australia.10 

17 Lastly, in addition to the broad number of news websites available in Australia illustrated in 

Figure 38 below, there are a number of multinational internet-based companies that provide 

media services to Australian Consumers.  These companies include the following:  

 Facebook.  A global social media service provider, with 15 million monthly active 

users in Australia in March 2018; Facebook additionally provides news and video 

services to users.11 

 Google.  An global digital service provider that operates a number of internet-based 

media services in Australia, including the VOD site YouTube, the music streaming 

service Google Play, the pay-per-view VOD service Google Play Movies & TV, and 

the news aggregator Google News.12 

 Apple Inc.  A multinational technology company that provides a number of internet-

based media services in Australia, including the music streaming service Apple 

Music, the pay-per-view VOD and music download service iTunes Store, and the 

news aggregator Apple News. 

 Amazon.com Inc.  A multinational e-commerce and internet services company, 

which provides a number of media services in Australia.  These include the 

subscription VOD services Amazon Prime Video, the music streaming service 

Amazon Music Unlimited, the e-book retailer Kindle Store.  Amazon also owns 

Audible.com, a website that sells and produces digital audiobooks, radio and TV 

programs and audio versions of magazines and newspapers. 

 Netflix.  A multinational company that provides a subscription VOD service in 

Australia.   

 Spotify.  A multinational company that provides a music streaming service in 

Australia.   

2.3 An economic framework 

18 The ABC’s enabling legislation and Charter include three economic themes, which are 

consistent with the economic rationale for public sector broadcasters: 

                                                                                                                                                      
10  See 

http://musicinaustralia.org.au/index.php/An_Overview_of_the_Australian_Commercial_Radio_Broadcasting_Sector.  
11  See https://www.socialmedianews.com.au/social-media-statistics-australia-march-2018/.  
12  See https://www.google.com/about/products/.  

http://musicinaustralia.org.au/index.php/An_Overview_of_the_Australian_Commercial_Radio_Broadcasting_Sector
https://www.socialmedianews.com.au/social-media-statistics-australia-march-2018/
https://www.google.com/about/products/
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 First, that the ABC should provide comprehensive broadcasting services of a high 

standard, including broadcasting programs of wide appeal.13   

An additional broadcaster, even if publicly funded, and acting in accordance with 

competitive neutrality principles, is likely to increase the variety and quality of 

broadcasting alternatives available to consumers, enhance competition amongst 

broadcasters, and improve consumer welfare.  Accordingly, there is a legitimate 

economic motivation to support such a public broadcaster. 

 Second, that the ABC should provide innovative programming.14   

The economics of innovation are substantially informed by the difficulties that purely 

private firms have in capturing the benefits of innovation, and thereby the problems 

in providing adequate incentives to justify substantial investments in discovering and 

developing new products and services.  A public broadcaster may be able to 

contribute significantly to innovations that are not only introduced by the public 

broadcaster but are also built on by commercial broadcasters to the wider benefit of 

the industry, and consumers.  Accordingly, there is a further economic motivation to 

support a public broadcaster that contributes towards innovation. 

 Third, that the ABC should provide broadcasting programs that contribute to broader 

objectives, such as a sense of national identify, a reflection of cultural diversity, 

education, cultural enrichment, and the promotion of performing arts in Australia.15 

The economics of broadcasting are likely to be characterised by substantial 

inefficiencies from a societal point of view in that it is unlikely that broadcasters can 

entirely capture the full benefits arising from investments in many types of content, 

which is likely to lead to incentives to under-invest, in particular in these types of 

content.  A public broadcaster may be able to contribute significantly to the 

broadcasting of these types of content, in particular those content types that give 

rise to wider benefits that are harder to capture and commercialise. 

19 Broadly speaking, the effects of public broadcasters on competition and efficiency could 

potentially be as follows. 

 The ABC may provide content that is not adequately provided by commercial media 

operators yet are still valued by audiences, thereby addressing an inefficiency (in 

particular in regard to those types of content, or target audiences, where commercial 

media operators find it most difficult to capture or commercialise the benefits, and 

hence have the weakest incentives to invest) and benefitting audiences through 

expanding available options. 

 The ABC may have a negative impact on commercial media operators, through the 

crowding out of the activities of commercial media operators, and, by virtue of being 

publicly funded it may do this to a greater degree than it would have done if it were 

privately owned because unlike commercial media operators it is not subject to 
                                                                                                                                                      
13  The ABC Charter, The Australian Broadcasting Corporation Act (1983) (ABC Act), Section 6. 
14  The ABC Charter, The Australian Broadcasting Corporation Act (1983) (ABC Act), Section 6.   
15  The ABC Charter, The Australian Broadcasting Corporation Act (1983) (ABC Act), Section 6.   
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constraints to maximise profit.  For example, in theory, the ABC could use its public 

funding to produce content that was not required under its charter and produce more 

of that content than a commercial media operator would have done by virtue of not 

being subject to the same constraints to earn commercial returns on its programs.16 

 The ABC may have a net positive impact on commercial media operators, and 

competition and efficiency in the media sector more generally, through positive 

externalities.17 

20 Competitive neutrality principles provide that “government businesses activities should not 

enjoy net competitive advantages by virtue of their public sector ownership”, and that the 

government’s “rationale for pursuing competitive neutrality is to improve the allocation of the 

economy’s resources and to improve competitive processes.”18 

21 The Commonwealth Competitive Neutrality Policy Statement notes the following: 

“Competitive neutrality requires that government business activities should not enjoy net 

competitive advantages over their private sector competitors simply by virtue of public sector 

ownership.  The implementation of competitive neutrality policy arrangements is intended to 

remove resource allocation distortions arising out of public ownership of significant business 

activities and to improve competitive processes.”19 

“Competitive neutrality requires that governments should not use their legislative or fiscal 

powers to advantage their own businesses over the private sector.  If governments do 

advantage their businesses in this way, it will distort the competitive process and reduce 

efficiency, the more so if the government businesses are technically less efficient than their 

private sector competitors.”20 

22 Competitive neutrality principles do not require that the ABC has no adverse effect on rivals, 

such as taking away viewers or advertising revenues.  Rather, competitive neutrality requires 

that the ABC does not enjoy net competitive advantages, relative to a private sector 

competitor, simply by virtue of its public sector ownership.   

23 The underlying rationale for considering the competitive neutrality of publicly funded 

broadcasters is to achieve an optimal allocation of the economy’s resources through the 

maintenance of effective competitive processes, by ensuring that public broadcasters do not 

enjoy a net competitive advantage through public funding that crowds-out private sector 

activity and investment in a way that would not occur, without public sector ownership. 

24 While such a comprehensive counterfactual analysis is likely to be complex, we can consider 

evidence on the potential for the ABC’s activities to lead to crowding out of the audiences 

available to other media operators.  While crowding out would not be a decisive sign of net 

                                                                                                                                                      
16  Crowding out occurs when ABC’s activity in a particular area makes it unprofitable for commercial broadcasters to 

undertake the same activity. 
17  A positive externality involves a positive side-effect of ABC’s actions on other parties.  They are benefits that occur 

over and above the direct benefits that individuals obtain from viewing or listening to ABC content. 
18  Issues paper, page 10, part of an excerpt from the Final Report of the Commonwealth’s Competition Policy Review 

(the Harper Review), released on 31 March 2015.   
19  Commonwealth Competitive Neutrality Policy Statement, June 1996, page 5.   
20  Commonwealth Competitive Neutrality Policy Statement, June 1996, page 5.   
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competitive advantages, a lack of substantial crowding out would be difficult to reconcile with 

the ABC exerting substantial net competitive advantages over its commercial rivals.   

25 Even if the ABC’s activities did lead to some diversion of audiences away from rivals and 

towards the ABC in the short term, this would not imply that other media operators were 

“crowded out” or likely to be forced to reduce their own competitive initiatives, or that these 

other media operators are likely to exit the market.  Rather, crowding out might occur 

through the sustained diversion of substantial audiences away from other media operators, 

over a long period of time, leaving other media operators with limited opportunities to attract 

audiences, and revenues.   

26 Whether the activities of the ABC substantially crowd out the audiences of commercial media 

operators will depend on the degree to which the content, coverage and related activities of 

the ABC overlap and compete closely with those of commercial media operators, as well as 

the breadth of other opportunities available to the commercial operators.   

27 If the activities of the ABC compete closely with those of their commercial rivals in certain 

areas, then the ABC may reduce the potential gains to commercial media operators in those 

areas – resulting in reduced investment in content and innovation by commercial media 

operators.  If the activities of the ABC do not compete closely with those of their commercial 

rivals, then the activities of the ABC are unlikely to crowd out those of rival media operators. 

28 Accordingly, as a starting point, we assess the degree of differentiation in the content 

produced by the ABC and commercial media operators, or alternatively whether the ABC 

engages in substantially complementary activities, either in regard to content types, target 

audience or delivery mechanisms. 

29 We then consider whether or not some of the ABC’s most notable broadcasting initiatives, 

such as investments in new channels, new delivery mechanisms, or new content types, have 

led to any significant and sustainable diversion of commercial media operators’ audiences 

(ratings) or advertising revenues.  We examine the potential for some of the ABC’s more 

substantial initiatives to lead to the diversion of audiences in the longer term, such as the 

launch of the 24 hour ABC News TV channel or the launch of and improvements to the 

ABC’s iview VOD service.  We also examine the potential for the ABC’s activities to lead to 

the diversion of audiences in the short term, for example as a result of new program 

launches or other ABC initiatives, although we must also consider any short term diversion in 

the context of the breadth of opportunities available to other media operators.   

30 Conversely to any effect on the diversion of audiences, or any potential crowding out, the 

ABC’s early investments, initiatives, and product innovations may provide a starting point on 

which commercial media operators could further build and develop their own new service 

offerings.  More generally, the ABC’s activities might prompt commercial media operators to 

invest in higher quality, more diverse programming and content, as well as drive innovation 

in the market more broadly, which ultimately benefits audiences. 
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31 Accordingly, we assess the extent to which investments and innovations on the part of the 

ABC may have resulted in similar investments on the part of commercial media operators, as 

well as the extent to which investments undertaken by the ABC may benefit efficiency and 

competition amongst commercial media operators.  Further, we assess the ABC’s 

investment in finding and training journalists, content makers and technology specialists that 

may benefit commercial media operators. 
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3 Potential crowding out of commercial media 
operators 

32 In this section we consider the potential for crowding out of the commercial media operators 

by the ABC.  As noted above, crowding out in and of itself would not be a decisive sign of net 

competitive advantages.  However, a lack of substantial crowding out would be difficult to 

reconcile with the ABC exerting substantial net competitive advantages over its commercial 

rivals. 

33 In this section we consider four broad perspectives. 

 First, we consider the extent to which the ABC competes closely with the 

commercial media operators, or alternatively engages in substantially 

complementary activities, in particular with reference to the content types, or genre 

of programs broadcast, as well as the playlists and focus areas of the ABC’s radio 

stations.   

 Second, we undertaken an empirical assessment of the effect of some of the ABC’s 

major broadcasting initiatives on the audience ratings of commercial broadcasters. 

 Third, we consider the available evidence on the trends in advertising expenditures, 

which show substantial growth in internet advertising, and assess whether or not the 

ABC’s online activities are likely to have adversely affected the online advertising 

revenues of commercial media operators.   

 Finally we present a review of cross country studies that attempt to assess the effect 

of public sector broadcasters on commercial media operators, and we extend some 

of these analyses.   

3.1 Differentiation 

34 In this section we examine the extent to which the activities of the ABC are differentiated 

from the offerings of commercial television and radio broadcasters, in particular with 

reference to the different broadcasters’ focus on specific genres, as well as the playlists and 

focus areas of the ABC’s radio stations. 

3.1.1 Television and video 

35 One area of differentiation that exists between the ABC and SBS and other major FTA 

channels is the proportion of prime-time programming allocated to programs of particular 

genres.  In this section we examine the proportion of prime-time broadcasting that each of 

the major channel FTA channels allocates to programming in specific genres, such as news 

and current affairs, documentary and cultural, reality television, movies and sports 

programming. 

36 A large proportion of the ABC’s prime-time broadcasting falls within genres that account for 

only a small proportion of programming on Channel 7, Channel 9 and Channel 10. 
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37 Figure 1 below, shows that, of the five major FTA channels, the ABC allocates the largest 

proportion of its prime-time broadcasting to news and current affairs programming.  Around 

one-third of prime-time broadcast minutes on the ABC’s main FTA channel are attributable to 

news and current affairs programming.  By contrast, this proportion is less than 20% for the 

three remaining commercial FTA channels (i.e. Channel 7, Channel 9 and Channel 10).  

Additionally, the ABC is the only FTA network that has a dedicated digital news channel, 

which broadcasts news and current affairs programming 24 hours a day. 

Figure 1: Proportion of prime-time broadcast minutes attributable to News and Current Affairs programs 
by major FTA channel, 2009 to 2017 

 

Source: RBB analysis of Daily OzTAM data.  
Notes:       Excludes programs of 10 minutes or shorter, and all programs broadcast during “Non-ratings weeks” over the December 

and Easter periods. 

38 Figure 2 shows that 10-20% ABC’s prime-time broadcasting on its main FTA channel was 

dedicated to documentary and cultural programming over the period 2009 and 2017.  By 

contrast, broadcasts of documentary and cultural programming on the three remaining 

commercial channels consistently accounted for less than 5% of total prime-time 

broadcasting. 
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Figure 2: Proportion of prime-time broadcast minutes attributable to Documentary and Cultural 
programs by major FTA channel, 2009 to 2017 

 

Source: RBB analysis of Daily OzTAM data.  
Notes:       Excludes programs of 10 minutes or shorter, and all programs broadcast during “Non-ratings weeks” over the December 

and Easter periods. 

39 The types of programming that account for the majority of the ABC’s prime-time 

broadcasting on its main FTA channel account for a much smaller proportion of prime-time 

broadcasting by Channel 7, Channel 9 and Channel 10.  Between 2009 and 2017 the ABC 

consistently focussed around half of its prime-time broadcasting hours to news and current 

affairs and documentary and cultural programming, while these types of programs accounted 

for only 20-25% on the three commercial channels. 

40 Second, there are other genres that make up a large proportion of prime-time programming 

on Channel 7, Channel 9 and Channel 10, but which only account for a small proportion of 

prime-time broadcasting on the ABC’s main FTA channel. 

41 Figure 3 below, shows that reality television programs accounted for a significant proportion 

of prime-time broadcasting on Channel 7, Channel 9 and Channel 10 between 2009 and 

2017.  Channel 10 in particular has increased its allocation of prime-time broadcasting in this 

genre from under 10% in 2009 to slightly less than 20% in 2017.  In contrast, the ABC only 

broadcast reality television programming in 2011, when it accounted for an immaterial 

proportion of the ABC’s total prime-time broadcasting. 
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Figure 3: Proportion of prime-time broadcast minutes attributable to Reality Television programs by 
major FTA channel, 2009 to 2017 

 

Source: RBB analysis of Daily OzTAM data.  
Notes:       Excludes programs of 10 minutes or shorter, and all programs broadcast during “Non-ratings weeks” over the December 

and Easter periods. 

42 Similarly, while broadcasts of movies account for less than 5% of prime-time broadcasting on 

the ABC’s main FTA channel, as shown in Figure 4 below, these accounted for between 5% 

and 15%, between 15% and 25%, and between 20% and 25% of prime-time broadcasting on 

Channel 10, Channel 7, and Channel 9, respectively, between 2009 and 2017. 



  
 

RBB Economics 20 
 

Figure 4: Proportion of prime-time broadcast minutes attributable to Movies by major FTA channel, 2009 
to 2017 

 

Source: RBB analysis of Daily OzTAM data.  
Notes:       Excludes programs of 10 minutes or shorter, and all programs broadcast during “Non-ratings weeks” over the December 

and Easter periods. 

43 Figure 5 below shows that, while sports formed a material proportion of prime-time 

broadcasting on Channel 7, Channel 9, Channel 10, and SBS, sports accounted for an 

insignificant proportion of prime-time broadcasting on the ABC’s main channel. 
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Figure 5: Proportion of prime-time broadcast minutes attributable to sports programs by major FTA 
channel, 2009 to 2017 

 

Source: RBB analysis of Daily OzTAM data.  
Notes:       Excludes programs of 10 minutes or shorter, and all programs broadcast during “Non-ratings weeks” over the December 

and Easter periods. 

3.1.2 Radio and audio 

44 The ABC operates a wide range of radio stations throughout Australia, some of which are 

narrowly focused on niche genres or audiences.  While ABC Radio reached 4.7 million 

listeners in the five-city major metropolitan areas in an average week between 2016 and 

2017 (a 22.3% share of total listeners), listeners of ABC Radio were spread over a number 

of stations, including the following: 

 ABC News on radio, a national 24-hour news radio station;  

 national radio stations including RN, which focusses on arts and culture and “big 

ideas”, ABC Classic FM, a national classical music network, and triple j, a national 

youth and new music network;  

 capital city local radio stations in each of the 8 capital cities, which provide local 

news, information, entertainment, and sports relevant to the State and Territory 

capital cities and are also an important provider of emergency information in the 

country.;  

 regional local radio stations available 48 regional locations in Australia;  
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 Double J, a digital station focussed on music for middle-aged audiences;  

 ABC Classic 2, a digital station that plays music by Australian classical musicians; 

 ABC Jazz and ABC Country, two distinctive digital music services responding to two 

major niche audiences that the ABC believe are under-served by Australian radio 

generally; 

 ABC Grandstand, a digital station that provides a range of sports coverage; 

 triple j Unearthed, a digital station that plays 100% new Australian music uploaded 

to the triplejunearthed.com website; 

  ABC Extra, is a “pop-up” digital radio station that covers special-events; and 

 Radio Australia, a news and informational service for the pacific region.21 

45 In order to explore one aspect of differentiation in radio broadcasts, we have considered data 

on songs played on one of the ABC’s popular radio stations, triple j, and commercial radio 

stations. 

46 We had access to data on the top 500 most frequently played songs on the ABC’s triple j 

stations each week, and the top 500 most frequently played songs across all radio stations 

each week, over the period from week 4 of 2017 to week 21 of 2018.  We used these data to 

test whether or not the ABC’s triple j stations played a similar set of songs to those most 

played on all radio stations (predominantly the commercial radio stations).22   

47 Of the 7,097 songs that featured in the top 500 most played songs on triple j in at least one 

week over this period, only 380 songs, or around 5%, also appeared at least once in the top 

500 played songs on all radio stations.   

48 Considering only the 658 songs that have appeared in top 50 songs played on triple j, in at 

least one week during this period, only 63 songs, or just under 10%, have ever appeared in 

the top 100 songs played on all radio stations.  If we limit this analysis to Australian artists 

we find that of the 423 Australian songs that have appeared in the top 50 songs played on 

triple j in at least one week, only 49 songs, or around 12%, have ever appeared in the top 

100 Australian songs played on all radio stations.  

49 Conversely looking at the 152 songs that have featured, at least once, in the top 20 songs 

played on all radio stations in at least one week during this period, only 25 songs, or around 

16%, have ever appeared in the top 100 songs played on triple j.  If we limit this analysis to 

Australian artists we find that of the 90 Australian songs that have appeared in the top 20 

songs played on all radio stations, in at least one week during this period, only 31 songs, or 

around 34%, have ever appeared in the top 100 Australian songs played on triple j.  

                                                                                                                                                      
21  ABC Annual Report 2017, vol. 1, pp. 22 and 62. 
22  Two versions of these charts exists, one for that presents the most frequently played songs across all artists, and one 

that presents the most frequently played songs for Australian artists only.  The chart presenting the top 500 most 
frequently played songs across all radio stations is unavailable for week 18 of 2017.  We identified the rankings that a 
song appeared on the triple j charts in each week and then identified if this song was ever included on the charts for all 
radio stations, and if so what were the rankings that these songs achieved.   
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50 The overlap in music played on triple j and that played on the rest of radio is relatively 

limited, in particular amongst these samples of the most frequently played songs.  This 

suggests that triple j generally plays different music to other radio broadcasters and is 

accordingly less likely to divert the listenership of the more commercial radio stations. 

51 While from a static point of view there is limited overlap in music played on triple j and on the 

rest of radio, there does exist some overlap in a more dynamic sense.  Specifically, as 

discussed in greater detail in sub-section 4.3.4 below, where there is an overlap in the music 

played on triple j and that played on the rest of radio these are predominantly songs from 

local Australian artists that are initially played and promoted on triple j before being picked up 

in later weeks by other radio stations, who are required by the Code of Practice to play a 

certain proportion of Australian music.23 

  

                                                                                                                                                      
23  See http://www.abc.net.au/news/2018-03-22/commercial-radio-missing-australian-music-quotas-researcher-

says/9575146.  

http://www.abc.net.au/news/2018-03-22/commercial-radio-missing-australian-music-quotas-researcher-says/9575146
http://www.abc.net.au/news/2018-03-22/commercial-radio-missing-australian-music-quotas-researcher-says/9575146


  
 

RBB Economics 24 
 

3.2 Effect of the ABC’s activities on commercial broadcasters’ audiences 

3.2.1 Introduction 

52 In this section we consider the available evidence in regard to the effect of the ABC’s 

activities on the audiences watching commercial broadcasters’ programming. 

53 We first describe the broad industry context, in particular the trends in audiences for TV and 

radio broadcasts, the emergence of new services, and the resulting fragmentation of 

audiences. 

54 We then consider two types of event analyses, or analyses that attempt to isolate and focus 

on the likely effect of the ABC’s activities on commercial broadcasters’ audiences. 

 First, we analyse the effect of initiatives undertaken by the ABC that are likely to 

have had a longer term impact on commercial broadcasters’ audiences.  In 

particular we look at the launch of new digital channels (such as the 24 hour ABC 

News channel), and improvements made to the ABC’s iview offering.  We use 

audience ratings data to consider the likely effect of these ABC initiatives on the 

audiences of commercial broadcasters.  

 Second, we analyse the effect of a set of substantial initiatives undertaken by the 

ABC, such as the launch of new programs or series, or the broadcasting of 

particularly popular episodes of programs, which are likely to have had a relatively 

short term impact on audiences.  We use audience ratings data to consider the likely 

effect of these ABC initiatives on the audiences of commercial broadcasters.  We 

also consider any short term effects, or short term diversion of audiences, in the 

context of the breadth of opportunities available to other media operators.   

3.2.2 Industry context - new services and the fragmentation of audiences 

55 The media and broadcasting market in Australia has been substantially affected in recent 

years by the proliferation of new platforms and services for delivering content to audiences, 

and the consequent fragmentation of audiences and viewing activity across an increased 

number of services and platforms.  In this section we explore how this trend has affected 

both TV and VOD, and radio and audio.   

3.2.2.1 TV and VOD 

56 There has been a significant decline in the time spent viewing the major FTA channels, but 

growth in time spent viewing new digital multi-channels.  There has also been substantial 

growth in VOD, especially following the entry of Netflix into the Australian market in 2016. 

57 As Figure 6 shows, the average audiences for prime-time programs (i.e. programs broadcast 

between 6pm and 12am) across the 5 major FTA channels declined significantly between 

2009 and 2017.  
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Figure 6: Monthly average prime-time program audience across the five major FTA channels, 2009 to 
2017 

 

Source: RBB analysis of Daily OZTAM data. 

58 Over the same period a number of innovations in television and video distribution have 

increased the quantity and variety of programming available to viewers in Australia, through 

the launch of new linear digital television broadcasting, as well as new content delivery 

through internet-based services, in particular VOD. 

59 The adoption of digital television broadcasting by the 5 major FTA broadcasters between 

mid-2008 and early-2016 has significantly increased the number of FTA channels available 

to audiences.  There were 6 major FTA channels available in the major metropolitan areas of 

Australia in June 2008, and 19 FTA channels by the end of February 2016. 

60 Second, over roughly the same period, there has been significant growth in internet-based 

VOD services offering programming to Australian viewers outside of traditional linear 

television broadcasting.  These new services include: 

 catch-up VOD services offered by the major FTA and STV networks;  

 subscription VOD services that allow subscribers unlimited access to an online 

library of programs for a fixed monthly fee; and 

 pay-per-view VOD services, which allow viewers purchase access to specific 

programs from an online library. 
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61 Since 2008, six catch-up VOD services have been introduced by the major television 

networks.24  There are now over 9 major subscription VOD services available in Australia, 

the majority of which have been introduced since 2015.25  At least 7 major pay-per-view 

services are now available to Australian viewers.26 

62 As a result of rapid increase in the number options available to Australian audiences of 

television and other video content, audiences now  distribute their viewing across a larger set 

of alternatives, resulting in audience fragmentation.  Figure 7 below, shows a breakdown of 

the Australians time spent viewing professionally produced video content by platform in 

2017.  Whereas pre-2008 audiences viewing time would have been split between live 

viewing of FTA and STV broadcasts, these two platforms combined now account for only 

around 63% of total viewing time by Australian audiences, with VOD services accounting for 

over a quarter of Australians’ viewing time. 

Figure 7: Time spent viewing professionally produced video content in the last seven days, June 2017. 

 

Source: Australian Communications and Media Authority, Communications Report 2016-17, p. 77. 
Notes:   Proportions based on Australians aged 18 and above who watched any FTA TV or professionally produced online video 

content in the last seven days. 

63 There has also been fragmentation of audiences within linear television broadcasting.  

Figure 8 and Figure 9 below show that while the FTA television networks have managed to 

achieve a fairly steady share of total prime-time television audience, between 2009 and 

2017, audiences are now distributed across a far larger number of channels.  While the 

audience share has fallen for the five main FTA channels, this has been largely 

                                                                                                                                                      
24  These include ABC iview (ABC), 7PLUS (Seven Network), 9Now (Nine Network), Tenplay (Network Ten), Foxtel Go 

(Foxtel) and SBS On-Demand (SBS). 
25  These include Netflix, Stan, Foxtel Play/Foxtel Go, Amazon Video, Ozflix, DocPlay, Quickflix and YouTube 

Red/YouTube Premium. 
26  These include iTunes, Google Play, Dendy Direct, Bigpond, Fetch TV, and Quickflix Access.  
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compensated by an increase in the audience share for the FTA digital multi-channels, which 

now account for over 25% of television audiences. 

Figure 8: Average monthly prime-time television audience share by channel category, 2009 to 2017 

 

Source: RBB analysis of Monthly OzTAM data. 
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Figure 9: Television audience share by FTA channel, June 2017 

 

Source: RBB analysis of Monthly OzTAM data. 

64 There has been a significant increase in audiences of VOD services, as shown in Figure 10 

below, although there has also been a substantial increase in the number of VOD services 

available to Australian audiences, which has resulted in fragmentation of audiences within 

VOD services.   
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Figure 10: Monthly unique audience across VOD sites, January 2016 to March 2018 

 

Source: RBB analysis of Nielsen DRM data. 

65 As shown in Figure 11 below, while services such as Netflix and iview attract a material 

proportion of Australians who view VOD content, there are a significant number of other 

VOD services that attract a smaller proportion of this audience. 
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Figure 11: Proportion of Australians who viewed professionally produced video content online in the last 
6 months by service, June 2017 

 

Source: RBB analysis of data contained in the Australian Communications and Media Authority, Communications Report 2016-17, 
p. 77 to 78. 

Notes:  Percentages add up to in excess of 100% due to Australians viewing professionally produced video content across more 
than one online platform. 

3.2.2.2 Radio and audio 

66 As shown in Figure 12 below, the average amount of time that Australians spend listening to 

radio broadcasts has decreased between 2009 and 2017.  
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Figure 12: Time Spent Listening to radio, 2009 to 2017 

 

Source: RBB analysis of GfK radio data. 
Notes:       “Time spent listening” reflects an estimate of the amount of time a station’s cumulative audience spends listening during a 

specified time period 

67 Similarly to the case of television and video broadcasting, there have been a number of 

innovations that have significantly increased the quantity and variety of radio and audio 

content available to Australians - including the introduction of digital radio, online radio 

streaming, online music streaming, and podcasting. 

68 Commercial digital radio services have been operating in the major metropolitan areas (i.e. 

Sydney, Melbourne, Brisbane, Adelaide and Perth) since 1 July 2009, and have resulted in a 

significant increase in the number of radio broadcast options available to Australians in these 

areas.  By the end of 2017 there were an average of 20 digital radio stations in each of the 

five major metropolitan areas in Australia.27  In addition, a number of radio streaming 

services have been introduced in recent years that allow listeners to stream live radio over 

the internet.  These include aggregator services, such as iHeartRadio (launched in August 

2013) and RadioApp (launched in November 2016), that allow listeners to access a large 

number of live stations on a single platform, as well as broadcaster-specific services that 

                                                                                                                                                      
27  According to data from GfK, a market research company.  See 

http://www.digitalradioplus.com.au/CMSPages/GetFile.aspx?guid=ea50c4b2-9131-49a4-91b3-2f2bf7bd49b5.  

http://www.digitalradioplus.com.au/CMSPages/GetFile.aspx?guid=ea50c4b2-9131-49a4-91b3-2f2bf7bd49b5
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allow listeners to access live streams of specific stations only, such as the ABC Listen app 

launched in September 2017.28 

69 A number of standalone internet-based services have been introduced in recent years – 

further increasing the number of audio entertainment options available to Australian 

audiences.  These include online music streaming services such as Spotify, Apple Music and 

Google Play as well as podcasts.  

70 As a result of these new entrants Australians now access audio entertainment content 

through a range of different services.  However, as shown in Figure 13 below, the large 

majority of Australians still choose to listen to audio entertainment in traditional linear 

broadcast formats (i.e. radio and radio streaming). 

Figure 13: Proportion of Australians who listened to audio content in the last seven days, June 2017 

 

Source: RBB analysis of data contained in the Australian Communications and Media Authority, Communications Report 2016-17, 
p. 65 to 68. 

Notes: The data for podcasts differs from other audio platforms and reflects the proportion of Australians aged 12 and over who 
had listened to a podcast in an average week in the first quarter of 2017. 

 Percentages add up to in excess of 100% due to the fact that Australians listen to audio content across more than 
service. 

71 As a further illustration in the evolution of consumer preferences, and the fragmentation of 

audiences, we also consider the ways in which people consume news content.   

                                                                                                                                                      
28  See iHeartRadio (https://mumbrella.com.au/iheartradio-app-launched-australia-177754),  RadioApp 

(https://mumbrella.com.au/radio-unites-one-app-play-stations-400289) and ABC Listen 
(https://radio.press.abc.net.au/abc-launches-new-abc-listen-audio-app).  

https://mumbrella.com.au/iheartradio-app-launched-australia-177754
https://mumbrella.com.au/radio-unites-one-app-play-stations-400289
https://radio.press.abc.net.au/abc-launches-new-abc-listen-audio-app
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3.2.2.3 The consumption of news content 

72 Patterns in the consumption of news by Australians have undergone significant changes in 

recent years that reflect many of the trends described above.  While television and radio 

broadcasts remain the primary source of news for a number of Australians, the role of print 

news publications has declined significantly; print newspaper circulation in Australia declined 

by 25.3% between 2012 and 2017, while consumption of news on digital platforms has 

grown.29  

73 Figure 14 below, shows that news consumption has become highly fragmented across 

platforms.  Approximately 25% of Australians now use online platforms as their primary 

source of news, while print news is only the primary news source for around 10% of 

Australians.  

Figure 14: Main news sources of Australians, 2017 

 

Source: RBB analysis of data contained in Digital News Report: Australia 2017, News & Media Research Centre, University of 

Canberra, p. 7. 
Notes:  Percentages add up to in excess of 100% due to the effects of rounding. 

74 Figure 15 below, shows that there has also been fragmentation within online news sources.  

While traditional news outlets remain amongst the most utilised news sources online, these 

now compete against a large number of online-specific news sources.  These data are 

consistent with lower barriers to entry in the provision of online news services. 

75 However, the increase in the number of news sources, together with the fragmentation of 

audiences between these different sources, has coincided with the rise of news aggregators 

such as Google, Facebook and Apple News that refer the vast majority traffic to online news 

sources.  By way of illustration, in 2016, Facebook and Google accounted for three-quarters 

                                                                                                                                                      
29  RBB analysis of data contained in PwC, Entertainment and Media Outlook 2017-2021 and in PwC, Entertainment and 

Media Outlook 2018-2022. 
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of all referrals to major news and entertainment sites, while fewer than 25% of visitors come 

directly to a site or app.30 

Figure 15: Online news brands accessed by Australians in the past seven days, 2017 

 

Source: RBB analysis of data contained in the Australian Communications and Media Authority, Communications Report 2016-17, 
p. 82. 

Notes:  Percentages add up to in excess of 100% due to the fact that Australians accessed more than one online news brand. 

  

                                                                                                                                                      
30  Australian Communications and Media Authority, Communications Report 2016-17, p. 81. 
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3.2.3 Longer-term event analyses 

76 In this section we present a number of empirical analyses that aim to assess the effect of the 

ABC’s broadcasting activities on the audiences of commercial broadcasters.  We do this 

using “event analysis” whereby we use a change that occurred at a particular point in time or 

over a period over time, such as the launch of a new service, or a popular ABC program 

being taken off air, to attempt to identify the impact that the ABC has on commercial 

broadcasters. 

77 Using television ratings data, we consider the likely impact of specific ABC initiatives that 

resulted in a significant change in the ABC’s audience on the audiences on the other FTA 

broadcasters. 

78 We focus on average audiences as this is likely to reflect the expected target audience for 

advertisers airing advertisements during a given program or time slot.  Average audience 

sizes may vary for a host of reasons, and there are likely to be a large number of factors that 

might affect audience sizes on any particular occasion.  We did not have data on many of 

these potential factors, and in particular we did not have comprehensive data on the 

competitive initiatives, strategic responses, and programming choices undertaken by other 

broadcasters.  In this section we have attempted to focus on the most significant ABC 

initiatives, and to assess the likely effect of those ABC initiatives on the measures of 

commercial broadcasters’ audiences that are most likely to be affected (such as during 

prime-time broadcasts, on relevant regional FTA broadcasts, or on relevant STV channels), 

in order to try to isolate and focus on this likely effect. 

3.2.3.1 Effect of the launch of ABC News 

79 In this section we examine the longer-term impact of the launch of the ABC News TV 

channel on the average monthly audiences of the 3 major FTA networks, as well as the Sky 

News channel – a dedicated STV news channel. 

80 Figure 16 below shows the average monthly audiences for each of the major FTA networks 

(i.e. the sum of monthly average program audiences across all FTA channels owned by the 

network in question) as well as for Sky News – a 24-hour news channel available on the 

Foxtel and Optus Television subscription platforms, before and after the launch of ABC 

News in August 2010.  There is significant seasonality in the data – with regular fluctuations 

in audiences in the course of each year, as well as a downward trend in audiences across 

years.  However, the launch of ABC News does not appear to have had any appreciable 

effect on the audiences of other FTA networks, or Sky News.   

81 The analysis presented in Table 2 below attempts to control for seasonality and trend 

effects, and performs a statistical test to assess if there is any meaningful difference in 

audiences on each of the FTA networks and Sky News before and after the launch of the 

ABC News channel.  The results show that the launch of ABC News is not correlated with 

any significant change in the audiences of programs broadcast on Network Ten’s and SBS’ 

FTA channels or the Sky News channel.  This means that after the launch of ABC News, 
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audiences on each of these rival channels were sometimes higher and sometimes lower, but 

we can’t say that the average effect is any different from zero.  Moreover, the launch of ABC 

News is correlated with a small but significant increase in the audiences of programs 

broadcast on Seven Network’s and Nine Network’s channels. 

82 These results are not consistent with the ABC’s launch of new digital multi-channels leading 

to any sustained diversion of the audiences of rival commercial channels. 

Figure 16: Effect of the launch of ABC News on audiences of the major FTA networks and SKY News, 
2009 to 2018 

 

Source: RBB analysis of Monthly OzTAM data. 

Table 2: Regression of average monthly audiences of the major FTA networks and the SKY News 
channel on a dummy variable indicating the presence of the ABC News channel, 2009 to 2017 

Explanatory 
variables 

Seven 
Network 

Nine Network Network Ten SBS Sky News Net effect 

Effect dummy 
coefficient 

0.086*** 0.097*** -0.084 0.038 -0.003 0.041 

 (0.028) (0.034) (0.059) (0.071) (0.051) (0.031) 

Source:      RBB analysis of Monthly OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex C.1 for the full set of parameter 

estimates and details of the estimation methodology. 

83 We have extended this analysis to estimate the specific effect of the launch of the ABC 

News channel on the prime-time audiences of news and current affairs programs broadcast 

on other FTA channels, as well as Sky News.  While the analysis above considered the 
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broad impact on other channels, this analysis focusses on the specific impact of the launch 

of ABC News on other news broadcasting. 

84 Figure 17 below shows average monthly audiences for prime-time broadcasts of news and 

current affairs programs for each of the main FTA channels and Sky News, before and after 

the launch of ABC News in August 2010.  There is no significant change in audiences on any 

of the channels considered immediately following the launch of ABC News.  While average 

monthly news audiences on Channel 7 and Channel 10 appear to decline slightly over the 

post-August 2010 period, these channels merely continue a trend that was present prior to 

the launch of ABC News.   

85 Table 3 below presents a statistical analysis that tests for a change in prime-time news and 

current affairs audiences following the launch of ABC News, while controlling for the effects 

of trend and seasonality on these audiences.  The launch of ABC News was correlated with 

a small increase in the prime-time news and current affairs audiences on Channel 9, SBS 

and Sky News, no significant change in these audiences on Channel 7, and a decrease in 

audiences on Channel 10.  The estimated net effect on all of these competing channels is 

that the launch of ABC News was correlated with an overall increase in prime-time 

audiences for competitors’ news and current affairs programs.31   

86 These results are not consistent with the ABC’s launch of new digital multi-channels leading 

to any significant diversion of the audiences of programs broadcast on rival commercial 

channels, even when we have focussed on the same genre of news and current affairs 

broadcasting.   

                                                                                                                                                      
31  These results are robust to the use of program duration-weighted average audience as the dependent variable.  See 

Annex C.1.3 for full regression estimates. 
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Figure 17: Effect of the launch of ABC News on prime-time news and current affairs program audiences 
of the major FTA networks and SKY News, 2009 to 2018 

 

Source: RBB analysis of Monthly OzTAM and Daily OzTAM data. 

Table 3: Regression of average monthly prime-time news and current affairs program audiences of the 
major FTA channels and the SKY News channel on a dummy variable indicating the presence 
of the ABC News channel, 2009 to 2017 

Explanatory 
variables 

Channel 7 Channel 9 Channel 10 SBS Sky News Net effect 

Effect dummy 
coefficient 

0.016 0.455*** -0.639*** 0.138*** 0.683*** 0.080*** 

 (0.038) (0.071) (0.127) (0.042) (0.072) (0.028) 

Source:      RBB analysis of Monthly OzTAM and Daily OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See AnnexC.1  for the full set of parameter 

estimates and details of the estimation methodology. 

3.2.3.2 Effect of the inclusion of new content on iview  

87 In this sub-section we examine the effect on commercial broadcasters of the ABC expanding 

the content available to viewers through iview. 

3.2.3.2.1 Regional Australia 

88 In this sub-section we assess the impact of the addition of a “Regional Australia” category on 

iview, which allowed audiences to access content focusing on regional and rural news and 

stories through the online catch-up service for the first time.  We assess the impact of this 
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change on the news and current affairs program audiences of regional television broadcasts.  

This analysis should provide some indication of the degree to which the ABC’s activities in 

catch-up VOD services might have either diverted audiences from regional FTA 

broadcasters, or attracted new viewers.  

89 Figure 18 below shows monthly news and current affairs program audiences on each of the 

major regional FTA channels from January 2016 to December 2017.  The vertical line 

represents the addition of “Regional Australia” on iview in October 2016.  As can be seen 

from this figure, there does not appear to be any material change in average audience for 

news and current affairs programs on any of the major regional FTA channels after October 

2016.  However, average audiences do appear to be subject to seasonal and trend effects. 

Figure 18: Average monthly news and current affairs program audiences on the major regional FTA 
channels, January 2016 to December 2017 

 

Source: RBB analysis of Regional TAM data. 

90 Table 4 below presents the results from a more formal analysis of the effect of the addition of 

“Regional Australia” on iview, by attempting to account for seasonality and trend in a simple 

regression analysis.  The results suggest that, with the exception of Nine Primary, the 

inclusion of regional news content on iview is either correlated with an increase in audiences 

of regional FTA broadcasters (for example for Southern Cross Tasmania) or no significant 

change in the audiences of news and current affairs programs of the major regional FTA 

channels.  In the case of Nine Primary, the introduction of regional content on iview was 

correlated with a reduction in audience for news and current affairs programs on Nine 
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Primary.  The estimated net effect on all of these competing regional FTA channels is that 

the introduction of regional content on iview was not correlated with any overall change in 

audiences for regional FTA competitors’ news and current affairs programs.32  

Table 4: Regression of average monthly audiences of news and current affairs programs on the major 
regional FTA channels on a dummy variable indicating the presence of “regional Australia” on 
iview, 2014 to 2017 

Explanatory 
variables 

Seven Primary Nine Primary Ten Primary SBS 
Primary 

Southern 
Cross 

Tasmania 

Net effect 

Effect dummy 
coefficient 

0.110** -0.210*** 0.122 0.143** 0.309*** -0.002 

 (0.048) (0.060) (0.119) (0.069) (0.062) (0.045) 

Source:      RBB analysis of Regional TAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex C.2.1for the full set of parameter 

estimates and details of the estimation methodology. 

3.2.3.2.2 ABC News live stream 

91 In this sub-section we assess the impact of the addition of a live stream of the ABC News 

channel to iview in December 2010 on the prime-time news and current affairs program 

audiences of the major FTA channels and Sky News.  As above, this analysis should provide 

some indication of the degree to which the ABC’s activities in catch-up VOD services might 

have either diverted television audiences of commercial FTA networks, or alternatively 

attracted additional viewers. 

92 Figure 19 below shows average monthly prime-time news and current affairs program 

audiences on each of the major FTA channels, with the vertical dashed line representing the 

addition of a live stream of ABC News to iview.  There does not appear to be a material 

change in average audiences after December 2010 on any of the channels considered.  

However, average audiences do appear to be subject to seasonal and trend effects. 

93 Table 5 below presents the results from a more formal analysis of the effect of the addition of 

the ABC News live stream on iview, while attempting to account for seasonality and trend in 

a simple regression analysis.  The results suggest that, with the exception of Channel 10, the 

addition of a live stream of ABC News to iview was correlated with either an increase (or no 

significant change) in the average prime-time news and current affairs program audiences 

on the major FTA channels and Sky News.  The launch of the ABC News live stream on 

iview is correlated with a decrease in the prime-time news and current affairs audiences on 

Channel 10.  The estimated net effect on all of these competing FTA channels is that the 

additional of a live stream of ABC News on iview was correlated with no significant change in 

audiences for competing FTA channels’ news and current affairs programs.33   

 

                                                                                                                                                      
32  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 

Annex C.2.1.2 for full regression estimates. 
33  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 

Annex C.2.2.2 for full regression estimates. 
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Figure 19: Effect of the addition of an ABC News live stream on iview on prime-time news and current 
affairs program audiences of the major FTA networks and SKY News, 2009 to 2018 

 

Source: RBB analysis of Monthly OzTAM and Daily OzTAM data. 

Table 5: Regression of average monthly prime-time news and current affairs program audiences of the 
major FTA channels and the SKY News channel on a dummy variable indicating the presence 
of the ABC News stream on iview, 2009 to 2017 

Explanatory 
variables 

Channel 7 Channel 9 Channel 10 SBS Sky News Net effect 

Effect dummy 
coefficient 

-0.055 0.367*** -0.709*** 0.053 0.555*** -0.003 

 (0.043) (0.078) (0.130) (0.052) (0.100) (0.033) 

Source:      RBB analysis of Daily OzTAM and Monthly OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex 0 for the full set of parameter 

estimates and details of the estimation methodology. 

3.2.3.2.3 Addition of live streams of FTA channels to VOD services 

94 In this sub-section we assess the impact of the launches of a number of different VOD 

services, which each occurred within a similar time frame, on the prime-time program 

audiences of the major FTA channels.   

95 In particular, the following changes to VOD services all occurred between November 2015, 

and February 2016:  
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 Seven Network launched a live stream of its FTA channels on its VOD service in 

November 2015; 

 The ABC added a live stream of the ABC main channel to its iview service in 

December 2015.   

 Network Ten launched live streams of its FTA channels during selected hours in 

January 2016; and  

 Nine Network launched live streams of their linear FTA channels in February 2016.34 

96 Table 6 below then shows a simple regression analysis which attempts to estimate the 

changes in prime-time audiences of the FTA channels, before and after December 2015, 

after accounting for seasonality and trends.  In the period after December 2015, there was a 

decline in prime-time audiences of approximately 13% for Channel 7 and approximately 10% 

for both Channel 9 and Channel 10, and 9% for the ABC, and the net effect across all of 

these FTA channels was also a decline of around 9%.  This indicates that these additions to 

VOD services had a similar effect on the audiences of each of the major FTA channels.  In 

summary, these broadcasters’ expansion of content on their VOD services was associated 

with similar declines in their traditional television audiences.35   

                                                                                                                                                      
34  See Seven Network (https://mediaweek.com.au/mediaweek-1231-inside-the-new-issue/), Nine Network 

(https://www.techradar.com/news/television/network-ten-launches-catch-up-service-tenplay-1184846) and Network 
Ten (https://mediaweek.com.au/cnet-takes-technology-reporting-masses/).   

35  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 
Annex C.2.3.2 for full regression estimates. 

https://mediaweek.com.au/mediaweek-1231-inside-the-new-issue/
https://www.techradar.com/news/television/network-ten-launches-catch-up-service-tenplay-1184846
https://mediaweek.com.au/cnet-takes-technology-reporting-masses/
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Figure 20: Effect of changes to VOD services on prime-time program audiences of the major FTA 
networks, 2009 to 2018 

 

Source: RBB analysis of Daily OzTAM data. 

Table 6: Regression of average monthly prime-time audiences of the major FTA channels on a dummy 
variable indicating the timing of changes in VOD services, around December 2015, 2009 to 
2017 

Explanatory 
variables 

Channel 7 Channel 9 Channel 10 ABC SBS Net effect 

Effect dummy 
coefficient 

-0.134*** -0.103*** -0.102* -0.085** 0.037 -0.088*** 

 (0.032) (0.036) (0.053) (0.033) (0.034) (0.025) 

Source:      RBB analysis of Daily OzTAM data. 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex 315  for the full set of parameter 
estimates and details of the estimation methodology. 
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3.2.4 Short-term event analyses 

3.2.4.1 Introduction 

97 In this section we present a number of empirical analyses that aim to assess the effect of the 

ABC’s broadcasting activities on the audiences of commercial broadcasters in the short 

term.  We do this using “event analysis” whereby we use a change that occurred at a 

particular point in time or period over time, such as a popular ABC program being taken off 

air, to attempt to identify the impact that the ABC has on commercial broadcasters. 

98 Specifically, using daily prime-time television ratings data, we consider the likely impact of 

specific ABC broadcasts that resulted in a significant change in the ABC’s audience (for 

example, particularly popular episodes of a regularly broadcast program or one-off 

broadcasts of programs) on the audiences of the four major commercial FTA channels. 

99 We restrict our analysis to prime-time broadcasts, since this is the time during which 

programs attract the largest audiences, and therefore represent the most significant 

broadcasts for commercial FTA networks in terms of advertising revenue.  As shown in 

Figure 21 below, programs broadcast during prime-time attracted average audiences that 

were three to four times larger than programs broadcast outside of prime-time for Seven 

Network, Nine Network and Network Ten.  Consequently, if the ABC’s broadcasting activities 

do have a significant impact on commercial broadcasters’ advertising revenues, it is likely to 

occur within prime-time broadcasts.  Based on this high level overview, substantial crowding 

out by the ABC seems unlikely.  While the ABC’s average day-time audiences are similar to 

those of Channel 7, Channel 9 and Channel 10, the ABC’s prime-time audiences are lower 

than those on each of the these commercial channels. 
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Figure 21: Average audience for the major FTA networks by day part, 2017 

 

Source: RBB analysis of OzTAM data. 

100 The analyses we conduct below assess the potential that significant ABC prime-time 

broadcasting activities resulted in a diversion of audiences away from commercial channels.  

In particular, we focus on the likely impact of the ABC’s broadcasting activities on the 

audiences of the major commercial FTA channels with reference to three different types of 

changes in ABC’s broadcasting activities:  

 a break in the regular annual broadcast of a popular ABC entertainment program  

 popular one-off program broadcasts by the ABC; and  

 the ABC having achieved a particularly high audience for a regularly broadcast ABC 

program. 

101 In this section we have attempted to focus on the most significant ABC initiatives, and to 

assess the likely effect of those ABC initiatives on commercial broadcasts (such as those 

broadcasts in the same time period, or of the same genre), in order to try to isolate and focus 

on this likely effect.  In particular, we have focussed our analyses on the programs broadcast 

on commercial FTA channels that are most likely to have been materially affected by the 

ABC’s broadcasts, focussing specifically on:  

 all programs broadcast on each of the commercial FTA channels during the same 

two hour time slot as the relevant ABC broadcasts; and  

 prime-time broadcasts of programs on each of the commercial channels that fall 

within the same or similar genre to the relevant ABC program.  
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102 As noted above, even if the ABC’s activities did lead to some diversion of audiences in the 

short term, this does not imply that other media operators are “crowded out” or likely to be 

forced to reduce their own competitive initiatives, or that these other media operators are 

likely to exit the market.  Rather, crowding out might occur through the sustained diversion of 

substantial audiences away from other media operators, over a long period of time, leaving 

other media operators with limited opportunities to attract audiences, and revenues.  

Accordingly, below these event analyses we consider any diversion of audiences within the 

context of the breadth of opportunities available to other media operators.   

103 Moreover, average audience sizes may vary for a host of reasons, and there are likely to be 

a large number of factors that might affect audience sizes on any particular occasion.  We 

did not have data on many of these potential factors, and in particular we did not have 

comprehensive data on the competitive initiatives, strategic responses, and programming 

choices undertaken by other broadcasters.   

104 Rational responses by commercial broadcasters are likely to exaggerate any diversion 

shown in the analyses presented below.  Since networks have only limited funds to invest in 

producing or acquiring popular programs, it is likely that these channels will choose not to 

broadcast their most popular shows, or at least not their most popular shows within a similar 

genre, during time slots in which audiences are most likely to be diverted to the ABC or other 

rival broadcasters.  By way of example, knowing that there will be a popular, one-off 

broadcast of an ABC current affairs program on a particular day, during a particular time slot, 

rival broadcasters may be able to choose to broadcast their most popular current affairs 

programs on a different day, in a different week or during a different time slot to the ABC 

broadcast.   

105 As noted above, even if the ABC’s activities did lead to some diversion of audiences in the 

short term, these event analyses should be considered within the context of the breadth of 

opportunities available to other media operators.   

106 By way of example, each broadcaster has a number of alternate time slots during which 

programs on average attract a material number of viewers, and to which they could 

potentially shift broadcasts of their most popular programs.  Similarly, each broadcaster has 

a number of alternate days on which programs on average attract a material number of 

viewers, and to which they could potentially shift broadcasts of their most popular programs 

in response to a potential diversion of audiences to the ABC.  Likewise, there is substantial 

variation in the audiences attracted both by the ABC, and by other FTA broadcasters over 

the course of a year, further indicating the breadth of opportunities available to FTA 

broadcasters wishing to attract viewers, and hence advertising revenues. 

107 Finally, since each broadcaster has a number of different genres with programs that on 

average attract a significant number of viewers, knowing that there will be a popular, one-off 

broadcast of an ABC program of a particular genre, rival broadcasters may choose to 

broadcast popular programs of a different genre on that day in order to minimise the 

likelihood that the ABC’s broadcasts will result in a material diversion of audiences. 
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108 Consequently, the estimated change in audiences resulting from the short term event 

analyses below are likely represent two separate effects: the diversion of audiences away 

from the commercial broadcasters to the ABC, and the shift in commercial broadcasters’ 

audiences to programs of a different genre, or broadcast on a different day or in a different 

time slot as a result of programming changes by those commercial broadcasters.  The 

estimates below are therefore likely to reflect a conservative, or upper-bound, estimate of 

potential diversion from these commercial broadcasters to the ABC. 

3.2.4.2 Effect of a temporary break in the broadcast of popular programs 

109 First, we use a break in the regular annual broadcast of a popular ABC entertainment 

program to assess the likely impact of the ABC’s broadcasting activities on the audiences of 

the major commercial FTA channels.   

110 Specifically, we assess the impact of the ABC not airing a season of Gruen in 2014 – a 

program which was broadcast on the ABC’s main FTA channel in every other year between 

2010 and 2017 during a similar period of the year, on the same day of the week, and at a 

similar time during prime-time hours.36  Broadcasts of Gruen have attracted significant 

audiences to the ABC: in 2013 and 2015 Gruen broadcasts attracted an average audience of 

slightly more than 1 million viewers.  By contrast, over the same period in 2014, the ABC 

attracted an average audience of approximately 570,000 viewers to programs of the same 

genre, broadcast in the same time slot and on the same day as Gruen broadcasts in other 

years.  

111 As discussed above, any diversion of audiences to the ABC due to regular broadcasts of 

Gruen on the audiences of commercial FTA channels is likely to be limited.  Figure 22 below 

shows that Channel 7, Channel 9 and Channel 10 all consistently achieve average 

audiences during the time slot in which regular Gruen episodes are broadcast that exceed 

those of the ABC.  

                                                                                                                                                      
36  The program is currently broadcast under the title “Gruen”, and was previously broadcast alternatively under the title 

“The Gruen Transfer” between 2008 and 2011 and under the title “Gruen Planet” between 2011 and 2013. 
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Figure 22: Average annual audiences during the Wednesday 20:30 to 21:00 time slot, 2011 to 2017 

 

Source: RBB analysis of OzTAM data. 

112 While the ABC broadcast other programs during the same time slot, in 2014, audience 

figures in 2014 provide some indication of what the audiences on the major commercial FTA 

channels might have been if the ABC had not broadcast seasons of Gruen in other years.   

113 If the ABC’s broadcasting activities (and in particular, the ABC’s broadcasting of popular 

entertainment shows) were to substantially crowd out audiences on the major commercial 

FTA channels, then one should expect to observe materially larger audiences on the 

commercial FTA channels in 2014 compared to other years.  

114 We have focussed our analysis on the programs broadcast on commercial FTA channels 

that are most likely to have been materially affected by the ABC’s broadcasts of Gruen 

episodes, that is programs broadcast on the same day of the week (i.e. Wednesday), and 

during the same period of the year (i.e. between approximately August and November), as 

regular broadcasts of Gruen episodes between 2010 and 2013, and 2015 and 2017.  We 

have focussed separately on the effect of Gruen broadcasts on the average audiences of 

two samples of commercial FTA programs: 

 all programs broadcast on each of the commercial FTA channels during the same 

time slot as Gruen episodes (i.e. starting or ending between 20:00 and 22:00); and 
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 prime-time broadcasts of programs on each of the commercial channels that fall 

within a similar genre to Gruen (i.e. entertainment, documentary and cultural, and 

news and current affairs programming). 

All FTA broadcasts during the same time slot 

115 Figure 23 below shows average audiences across the 3 major commercial FTA channels for 

programs broadcast during the same time slot as Gruen episodes, for 2014 and for two 

years on either side.  If the ABC’s broadcasting activities do lead to significant diversion of 

the audiences of commercial channels then we should expect to see materially higher 

average audiences on those channels in 2014 compared to other years.  Audiences on 

commercial FTA channels in 2014 tended to be slightly higher than those in 2013, 2015 and 

2016 during the time slot in which Gruen episodes were typically broadcast.  However, any 

difference in the audiences on commercial FTA channels is small, relative to the change in 

the audience on the ABC.  Moreover, there is a background trend of decline in the audiences 

on these commercial FTA channels declined over the period 2012 to 2016, which may 

confound the apparent effect of Gruen being taken off the air in 2014.   

Figure 23: Audiences on commercial FTA channels broadcast during the same time slot as Gruen (2012-
2016) 

 

Source: RBB analysis of Daily OzTAM data. 

116 Table 7 below presents the selected results from a simple statistical analysis that also 

attempts to account for a background trend of decline in total audiences over this period, as 
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well as seasonal effects.  The full regression estimates, together with a description of the 

estimation methodology are set out in Annex B.1.2 below. 

117 The absence of regular broadcasts of Gruen episodes in 2014 was associated with a 

significant decrease in audiences of approximately 23% for programs broadcast on the 

ABC’s main FTA channel during the same time slot in that year.  However, the absence of 

regular broadcasts of the popular Gruen series in 2014 is not associated with any significant 

change in the audiences of programs broadcast on the 4 other major FTA channels during 

this time slot.  Similarly, the lack of regular Gruen broadcasts in 2014 were not associated 

with any significant overall change in audiences of programs broadcast in this time slot 

across all 5 major FTA channels.  

118 This analysis suggests that the ABC’s regular broadcasts of its popular Gruen series in the 

adjacent years did not lead to any significant diversion of audiences from the major FTA 

channels, even within the same time slot.37   

Table 7: Selected regression estimates analysing the effect of Gruen broadcasts on the audiences of 
programs broadcast during the same time slot on the major FTA channels  

 ABC Other channels All channels 

Effect dummy 
coefficient 

-0.227*** -0.008 -0.056 

 (0.053) (0.064) (0.045) 

Source:      RBB analysis of Daily OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.1 for the full set of parameter 

estimates and details of the estimation methodology. 

All FTA broadcasts of a similar genre 

119 Figure 24 below shows average audiences across the 3 major commercial FTA channels for 

prime-time broadcasts of programs of a similar genre to Gruen, for 2014 and two years on 

either side.  There does not appear to be any clear pattern in the changes in average 

audiences over this time period.  As noted above, average audiences have declined over 

this period, which may confound the effect of the absence of Gruen broadcasts in 2014. 

                                                                                                                                                      
37  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 

Annex B.1.1 for full regression estimates. 
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Figure 24: Effect of Gruen broadcasts on the prime-time audiences of programs of a similar genre 
broadcast on commercial FTA channels 

 

Source: RBB analysis of Daily OzTAM data. 

120 Table 8 below presents the results from a simple statistical analysis that also attempts to 

account for the decline in audiences over this period, together with seasonal effects.  The full 

regression estimates, together with a description of the estimation methodology is set out in 

Annex B.1.3 below. 

121 The results from the simple regression analysis suggest that the absence of regular 

broadcasts of Gruen episodes in 2014 was associated with 11% lower average audiences 

for prime-time broadcasts on the ABC, of programs of a similar genre to Gruen.  The 

absence of regular broadcasts of the ABC’s popular Gruen series is associated with an 

increase in the audiences of programs of a similar genre to Gruen broadcast on the 4 other 

major FTA channels of approximately 9%.38 

122 This analysis suggests that the ABC’s regular broadcasts of its popular Gruen series in 

adjacent years lead to some diversion of audiences from the major FTA channels, within the 

same genre. 

                                                                                                                                                      
38  The estimated effects on other channels as well as across all channels are robust to the use of program duration-

weighted average audience as the dependent variable, while the estimated effect on the ABC is not statistically 
significant using this specification.  See Annex B.1.2 for full regression estimates. 
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Table 8: Selected regression estimates of the effect of Gruen broadcasts on the prime-time audiences 
of programs of a similar genre broadcast on major FTA channels 

 ABC  Other channels All channels 

Effect dummy coefficient -0.114* 0.091*** 0.059** 

 (0.066) (0.032) (0.029) 

Source:      RBB analysis of Daily OzTAM data. 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.1 for the full set of parameter 
estimates and details of the estimation methodology. 

123 When considered together with the lack of evidence of any statistically significant diversion 

from programs in the same time slot, as well as the conservative nature of these estimates, 

these above two analyses do not provide any clear evidence of a substantial diversion of 

audience from the major FTA channels as a result of the regular broadcast of Gruen 

episodes.    

3.2.4.3 Effect of special broadcasting events 

124 In this sub-section we analyse the impact of popular one-off program broadcasts on the 

ABC’s main FTA channel on the audiences of major commercial FTA channels.   

125 Specifically, we assess the impact of the ABC’s broadcast of Gruen Nation.  These series, 

which consisted of only four episodes each, were broadcast during the Australian federal 

elections of 2010 and 2013, respectively.  

126 The broadcast of Gruen Nation provides a useful event to assess the likely effect of 

significant ABC broadcasting initiatives on the audiences of programs broadcast on the 

major commercial FTA channels.  The broadcast of Gruen Nation attracted a significant 

number of additional viewers to the ABC’s main FTA channel in comparison to other years.  

Gruen Nation episodes attracted an average audience of approximately 1.6 million and 1.2 

million viewers in 2010 and 2013, respectively.  In comparison, broadcasts in the same time 

period, on the same day of the week and in the same time slot attracted an average 

audience of 685,000 and 525,000 in 2009 and 2012, respectively.   

127 If the ABC’s broadcasting activities (and in particular, the ABC’s broadcasting of popular 

entertainment shows in response to particular events) crowd out audiences on the major 

commercial FTA channels, then we should expect to see a material decline in such 

audiences during the periods in which these popular Gruen Nation episodes were broadcast.  

It may still be the case that the timing of the Gruen Nation broadcasts might coincide with an 

increase in audiences (for example if audiences naturally increase during the election 

period), although the relative magnitudes of changes in audiences on each channel gives us 

some indication of the likelihood that there is such a general background increase in 

audiences.  

128 Similarly to the approach taken above, we have sought to focus our analysis on those 

commercial FTA programs that are most likely to have been materially affected by the ABC’s 

broadcasts of Gruen Nation episodes, by focussing on only programs broadcast on the same 
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day of the week (i.e. Wednesday).  We have focussed our analysis separately on the effect 

of Gruen Nation broadcasts on the average audiences of: 

 all programs broadcasts on each of the commercial channels broadcast during the 

same time slot as Gruen Nation episodes (i.e. starting or ending between 20:00 and 

22:15); and 

 prime-time broadcasts of programs on each of the commercial channels that fall 

within a similar genre to Gruen Nation (i.e. entertainment, documentary and cultural, 

and news and current affairs programming). 

All FTA broadcasts during the same time slot 

129 Figure 25 and Figure 26 below show the audience of Gruen Nation episodes together with 

the average audiences of programs broadcast on the same day and in the same time slot as 

Gruen Nation episodes on each of the major commercial FTA channels for 2010 and 2013, 

respectively. 

Figure 25: Effect of Gruen Nation on audiences of programs broadcast during the same time slot on 
commercial FTA channels, 2010 

 

Source: RBB analysis of Daily OzTAM data. 
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Figure 26: Effect of Gruen Nation on audiences of programs broadcast during the same time slot on 
commercial FTA channels, 2013 

 

Source: RBB analysis of Daily OzTAM data. 

130 Table 9 below presents the results of a simple regression model that attempts to estimate 

the impact of Gruen Nation broadcasts on the average audience of programs broadcast on 

each of the major FTA channels during the same time slot as Gruen Nation while controlling 

for seasonal and trend effects.  The full regression estimates, together with a description of 

the estimation methodology is set out in Annex B.2.2 below. 

131 The results of this regression analysis show that the Gruen Nation broadcasts were 

associated with an increase in programs broadcast during this time slot on the ABC of 

approximately 48% compared to other years, after controlling for the effects of trend and 

seasonality.  However, the broadcast of Gruen Nation by the ABC, is not associated with any 

significant change in the audiences of programs broadcast on the 4 other major FTA 

channels within the same time slot.39 

132 This analysis suggests that the ABC’s broadcasts of its popular Gruen Nation program did 

not lead to any significant diversion of audiences from the major FTA channels, even within 

the same time slot.   

                                                                                                                                                      
39  The results for the estimated effect on the ABC and across all channels is robust to the use of program duration-

weighted average audience as the dependent variable, while the estimated effect on other channels is negative and 
significant at the 10% confidence level using this measure of audience. See Annex B.2.2 for the full set of estimates.  
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Table 9: Selected regression estimates analysing the effect of Gruen Nation broadcasts on the 
audiences of programs broadcast during the same time slot on the major FTA channels 

 ABC Other channels All channels 

Effect dummy coefficient 0.476*** -0.035 0.065 

 (0.064) (0.036) (0.042) 

Source:      RBB analysis of Daily OzTAM data. 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.2 for the full set of parameter 
estimates and details of the estimation methodology. 

All FTA broadcasts of a similar genre 

133 Figure 27 and Figure 28 show the audience of Gruen Nation episodes together with the 

average audiences of prime-time broadcasts of programs of a similar genre to Gruen Nation 

on each of the major commercial FTA channels for 2010 and 2013 respectively.   

Figure 27: Effect of Gruen Nation on audiences of prime-time programs of a similar genre broadcast on 
commercial FTA channels, 2010 

 

Source: RBB analysis of Daily OzTAM data. 
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Figure 28: Effect of Gruen Nation on audiences of prime-time programs of a similar genre broadcast on 
commercial FTA channels, 2013 

 

Source: RBB analysis of Daily OzTAM data. 

134 Table 10 below presents the results of a simple regression model that attempts to estimate 

the impact of Gruen Nation broadcasts on average audiences of prime-time broadcasts of 

programs of a similar genre to Gruen Nation on each of the major commercial FTA channels, 

while controlling for seasonal and trend effects.  The full regression estimates, together with 

a description of the estimation methodology is set out in Annex B.2.3 below. 

135 The broadcast of Gruen Nation by the ABC, is associated with a small decrease in the 

prime-time audiences of programs broadcast on the 4 other major FTA channels within the 

same genre of approximately 5%.40  

                                                                                                                                                      
40  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 

Annex B.2.3  for full regression estimates. 
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Table 10: Selected regression estimates of the effect of Gruen broadcasts on the prime-time audiences 
of programs of a similar genre broadcast on major FTA channels 

 ABC Other channels All channels 

Effect dummy coefficient 0.387*** -0.051* 0.010 

 (0.064) (0.029) (0.034) 

Source:      RBB analysis of Daily OzTAM data. 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.2 for the full set of parameter 
estimates and details of the estimation methodology. 

136 On balance, the above two analyses do not provide any conclusive evidence that suggests 

that the ABC’s broadcasts of Gruen Nation resulted in a substantial diversion of audiences 

away from other commercial FTA channels. 

3.2.4.4 Effect of popular program episodes 

137 In this sub-section we assess the degree to which ABC broadcasts appear to lead to the 

diversion of audiences of commercial FTA broadcasters by analysing the change in these 

audiences when the ABC has achieved a particularly high audience for a regularly broadcast 

ABC program.  ABC’s Four Corners program is an investigative journalism/current affairs 

program that is broadcast weekly on its main FTA channel.  Due to the nature of the program 

content, there is significant variation in the number of viewers that each episode attracts and, 

in particular, certain episodes attract a significantly larger audience than others.  The two 

most popular episodes of Four Corners in 2017 attracted an average audience of 

approximately 954,000 viewers compared to an average audience of approximately 645,000 

for episodes broadcast in other weeks in that year. 

138 The broadcast of particularly popular episodes of Four Corners provides a useful mechanism 

through which to assess the likely effect of ABC broadcasts on the audiences of programs 

broadcast on the major commercial FTA channels.  In particular, we consider whether or not 

there is a material decline in commercial FTA audiences in weeks when the most popular 

episodes of Four Corners were broadcast. 

139 In particular, we assess the impact of the two most popular broadcasts of an ABC’s Four 

Corners program in each year between 2009 and 2017 by comparing average program 

audiences on the major commercial FTA channels in these weeks to the average program 

audiences in all other weeks in which a (less popular) episode of Four Corners was 

broadcast. 

140 Similarly to the approach taken previously, we have sought to focus our analysis on those 

programs that are most likely to have been materially affected by the particularly popular 

episodes of Four Corners by focussing on commercial FTA programs on the same day that 

an ABC Four Corners episode is broadcast.  We have focussed separately on the effect of 

the two most popular Four Corners episodes of each year on the average audiences of: 

 all programs broadcasts on each of the commercial channels broadcast during the 

general same time slot as Four Corners episodes (i.e. starting or ending between 

20:00 and 22:00); and 
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 prime-time broadcasts of news and current affairs programs on each of the 

commercial channels. 

All FTA broadcasts during the same time slot 

141 Figure 29 below plots the audience of Four Corners broadcasts together with the average 

audiences of programs broadcast on the same day and in the same time slot as Four 

Corners episodes on each of the major commercial FTA channels for 2017. 

Figure 29: Effect of the most popular Four Corners broadcasts on the audiences of programs broadcast 
during the same time slot on commercial FTA channels, 2017 

 

Source: RBB analysis of Daily OzTAM data. 

142 Table 11 below presents the results of a simple regression model that attempts to estimate 

the impact of the two most popular episodes of Four Corners in each year on the average 

audience of programs broadcast on each of the major FTA channels during the same time 

slot, while controlling for seasonal and trend effects.  The full regression estimates, together 

with a description of the estimation methodology is set out in Annex B.3.2 below. 

143 The results indicate that, once trend and seasonality have been controlled for, the most 

popular Four Corners broadcasts are associated with an average increase in audiences of a 

programs broadcast during the same time slot on the ABC of approximately 17%.  However, 

the most popular Four Corners broadcasts were not associated with any significant change 
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in the prime-time audiences of programs broadcast on the 4 other major FTA channels, even 

within the same time slot.41 

144 This analysis suggests that the ABC’s most popular broadcasts of Four Corners did not lead 

to any significant diversion of audiences from the major FTA channels, even within the same 

time slot.   

Table 11: Selected regression estimates analysing the effect of the most popular Four Corners 
broadcasts on the audiences of programs broadcast during the same time slot on commercial 
FTA channels 

 ABC Other channels All channels 

Effect dummy coefficient 0.170*** -0.029 0.012 

 (0.030) (0.022) (0.016) 

Source:      RBB analysis of Daily OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.3 for the full set of parameter 

estimates and details of the estimation methodology. 

 

All FTA broadcasts of the same genre 

145 Figure 30 below plots the audience of Four Corners broadcasts together with the average 

audiences of news and current affairs programs broadcast on the same day as Four Corners 

episodes, on each of the major commercial FTA channels for 2017. 

                                                                                                                                                      
41  The results for the estimated effect on the ABC and across all channels is robust to the use of program duration-

weighted average audience as the dependent variable, while the estimated effect on other channels is negative and 
significant at the 10% confidence level using this measure of audience.  See Annex B.3.2 for the full set of estimates. 
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Figure 30: Effect of the most popular Four Corners broadcasts on the audiences of prime-time 
broadcasts of news and current affairs programs on commercial FTA channels, 2017 

 

Source: RBB analysis of Daily OzTAM data. 

146 Table 12 below presents the results of a simple regression model that attempts to estimate 

the impact of the two most popular episodes of Four Corners in each year on the average 

audience of news and current affairs programs broadcast on each of the major FTA 

channels on the same day as the broadcast of a Four Corners broadcast.  The full 

regression estimates, together with a description of the estimation methodology is set out in 

Annex B.3.3 below. 

147 The results suggest that, after controlling for the effects of seasonality and time trends, the 

most popular broadcasts of Four Corners represented a 13% increase in the average 

audiences of prime-time news and current affairs programs broadcast on the ABC.  

However, the most popular Four Corners broadcasts were not associated with any 

significant change in the prime-time audiences of programs broadcast on the 4 other major 

FTA channels, even within the same genre, of news and current affairs programs.42 

148 This analysis suggests that the ABC’s most popular broadcasts of Four Corners did not lead 

to any significant diversion of audiences from the major FTA channels, even within the same 

genre. 

                                                                                                                                                      
42  These results are robust to the use of program duration-weighted average audience as the dependent variable. See 

Annex B.3.3  for full regression estimates. 



  
 

RBB Economics 61 
 

Table 12: Selected regression estimates assessing the effect of the most popular Four Corners 
broadcasts on the audiences of prime-time broadcasts of news and current affairs programs 
on commercial FTA channels 

 ABC Other channels All channels 

Effect dummy coefficient 0.128*** 0.007 0.027** 

 (0.020) (0.014) (0.012) 

Source:      RBB analysis of Daily OzTAM data. 
Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.  See Annex B.3 for the full set of parameter 

estimates and details of the estimation methodology. 
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3.3 Effect of the ABC’s online activities on commercial media operators 
online advertising revenues 

3.3.1 Introduction  

149 Commercial broadcasters and news providers have experienced declines in their revenues 

over the period 2010 to 2017.  Figure 31 shows that Fairfax’s revenues declined from 2010 

to 2017, Seven West Media revenues declined from 2013-17, Nine Entertainment revenues 

declined from 2010 to 2011 and have been relatively stable since, while Nine’s digital 

revenues have been relatively stable since 2013, and Network Ten revenues declined 

between 2010 and 2014 before stabilising since then.  News Corp’s Australian revenues 

have been fairly stable over the period for which we have data (2015 to 2017). 

Figure 31: Commercial broadcasters’ and news providers’ revenues, FY 2010-17 

 

Source: Fairfax annual reports for 2011, 2012, 2016 and 2017; Seven West Media annual reports for 2014-17; Nine Entertainment 
annual reports for 2011-17; Ten annual reports for 2011-16; and News Corp annual reports 2015-17. 

Notes:       Revenue numbers are total figures taken from the Comprehensive Income Statement.  The most recent information has 

been used to obtain the revenue for each year.  For example, the 2016 revenue is taken from the 2017 annual report.  
Seven West Media was formed following the merger between the West and Seven Media Group in 2011.  News Corp 
Australia revenues are converted from USD to AUD using the average over each financial year of the monthly USD to 
AUD exchange rate provided by the Reserve Bank of Australia, although the USD figures are identical for each of the 
three years provided. 

150 In this section we consider the available evidence in regard to the effect of the ABC’s 

activities on the online advertising revenues of commercial broadcasters and news 

providers.   
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 We first consider the trends in the revenue streams that are potentially addressable 

by commercial broadcasters and news providers.  While print newspaper revenues 

have fallen, and revenues from FTA and STV broadcasting have been fairly flat, 

there has been substantial growth in internet advertising spend.   

 As the ABC is not involved in print news nor STV broadcasting, we then consider 

online activities.  There has been very strong growth in internet usage, and across 

each of the internet advertising categories of search, classified, display and video.  

In particular display advertising revenues, which may be targeted by online news 

providers, form a substantial proportion of overall internet advertising, and have 

grown strongly over the past 5 years.    

 The most significant reasons for accessing the internet remain banking, social 

networking, online shopping and entertainment, based on data from the Australian 

Bureau of Statistics (“ABS”).  Within the category of entertainment, there has been 

substantial growth in online video consumption.  In particular, subscription and pay-

per-view VOD have shown the strongest growth within time spent viewing 

professionally produced video content.  Netflix has accounted for by far the largest 

growth, and now accounts for the largest share of all VOD services; its unique 

audiences roughly tripled from 2016 to 2018.   

 We then proceed to consider the ABC’s activities within the context of the demand 

for online news services.  We consider the substantial proliferation in sources of 

news content, in particular online sources, and the trends in accessing of these 

different sources.  The importance of 24 hour news channels, radio, and the print 

and online editions of newspapers has fallen.  The importance of websites/apps of 

TV and radio have also fallen slightly.  The importance of other online news outlets 

has increased, and TV news bulletins and social media remain the most important 

sources of news.   

 Even within this wider context of multiple sources of news, the ABC online accounts 

for only a relatively small, and stable share of internet traffic to online news sites.  

There are a number of other news websites that consistently receive a monthly 

unique audience that is similar to, or exceeds, that of ABC news sites, and moreover 

there is a long tail of many smaller news websites, which collectively account for a 

far larger monthly unique audience than the ABC’s news sites.   

 Accordingly, we conclude that the changes in the commercial broadcasters’ and 

news providers’ revenues seem more likely to be related to the overall trends 

affecting the sector, changes in internet usage and the shift towards internet 

advertising rather than any specific activities of the ABC.   

3.3.2 Commercial media operators can access a range of revenue streams 

151 Figure 32 below, provides a broad overview of the trends in the revenue streams that are 

potentially addressable by commercial broadcasters and news providers.   

 Print newspaper revenues (from both advertising and sales) have fallen.   



  
 

RBB Economics 64 
 

 Advertising spend on FTA broadcasting, remains substantial, although flat, even in 

nominal terms.  Advertising spend on radio also remains flat, in nominal terms.   

 Revenues from STV broadcasting, and advertising spend on STV broadcasting, 

have also been fairly flat, again in nominal terms.   

 There has been significant growth in internet advertising.  This includes advertising 

on platforms such as Facebook, Apple and Google, but also includes internet 

display advertising (which could be addressable by broadcasters’ or news providers’ 

websites or VOD platforms), and digital classifieds.43   

 Digital newspaper revenues (from advertising and subscription) revenues have also 

grown.   

Figure 32: Revenue streams potentially addressable by commercial broadcasters and news providers, 
2012 to 2016 

 

Source: RBB analysis of PWC Australian Entertainment and Media Outlook data. 
Notes:       Revenue includes both revenue derived from advertising expenditure and expenditure by end-consumers (i.e. newspaper 

sales revenue). 

152 As noted above: 

 The ABC is not involved in print news. 

 The ABC accounts for only a minority, and a relatively stable share, of audiences of 

each of FTA television and radio broadcasting.  Moreover the ABC’s broadcasts are 

significantly differentiated from those of the commercial broadcasters, focussing on 

                                                                                                                                                      
43  This is consistent with the shift in advertising expenditures outlined in the ACC Digital Platforms Inquiry Issues Paper, 

which highlights the decrease in print media’s share of advertising expenditure and the growth in the share of online 
advertising.  See ACC, Digital Platforms Inquiry  Issues Paper, 28 February 2018, pp. 16-17.   
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different genres, and the ABC is most popular with a different demographic of 

viewers. 

 The ABC is not involved in STV broadcasting. 

 Conversely, internet advertising has grown strongly, and now accounts for the 

largest share of advertising revenues.  Accordingly, in the remainder of this section 

we consider the likely impact of the ABC’s activities on the online revenues 

addressable by commercial broadcasters and news providers, within the context of 

changes internet uptake, and changes in the demand for different types of content 

on the internet, as well as some of the key drivers behind these changes. 

3.3.3 Internet uptake, and internet advertising has grown strongly 

153 As noted above, there has been significant growth in online advertising expenditures.  The 

growth in Internet advertising has been led by search advertising, followed by display 

advertising and online classifieds.  These trends are shown in Figure 33 below. 

Figure 33: Australian Internet advertising (2012-16) 

 

Source: RBB analysis of PWC Australian Entertainment and Media Outlook data. 

154 This strong growth in internet advertising is related to strong growth in internet usage by 

consumers.  There has been significant growth in the number of broadband subscribers in 

Australia between 2010 and 2017.  Broadband download volumes have grown even more 

substantially over the same period, by more than ten times.  These trends are shown in 

Figure 34 below. 
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Figure 34: Broadband subscribers and broadband usage (download volumes), December 2010 to 
December 2017 

 

Source: ABS, ‘Internet activity’, December 2017, and ABS, ‘Internet activity’, December 2015. 

155 Consumers access the Internet for a variety of reasons.  Figure 35 below, presents a high 

level overview of the reasons that individuals use the Internet.   
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Figure 35: Internet users, by reasons for accessing the internet, 2014-15 and 2016-17 

 

Source: ABS, Household Use of Information Technology, 2014-15, and ABS, Household Use of Information Technology, 2016-17. 

156 The biggest reasons for accessing the internet remain banking, social networking, online 

shopping and entertainment.  Within the category of entertainment, there has been 

substantial growth in online video consumption.   

3.3.4 There has been substantial growth in subscription VOD consumption 

157 Figure 36 shows changes in the time spent viewing professionally produced video 

content over the period 2015 to 2017.  This graph again reflects the migration of 

audiences from television to online viewing.  While the proportion accounted for by live 

TV has fallen, it still accounts for by far the largest share of time spent viewing.  The 

biggest growth has been in time spent watching subscription and pay-per-view VOD.  In 

contrast, catch up for FTA programs and other free online VOD remain small, and have 

not grown as strongly.   
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Figure 36: Time spent viewing professionally produced video content in the last seven days, 2015 to 
2017. 

 

Source: Australian Communications and Media Authority: Communications Report 2016-17, p. 77; Communications Report 2015-
16, p. 82; Communications Report 2014-15, p.69. 

Notes:  Proportions based on Australians aged 18 and above who watched any FTA TV or online video content in the last seven 
days 

158 Figure 37 below shows the monthly unique audience across the 10 major VOD sites from 

January 2016 to March 2018.  While Netflix’s unique audience was comparable to that of 

other VOD providers, even around 18 months after its launch, this has grown remarkably 

from around 2 million in the first half of 2016, to over 6 million by March 2018.  The unique 

audience measures for all other VOD sites, have remained far more stable over this period. 
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Figure 37: Monthly unique audience of 10 major VOD sites, January 2016 to March 2018 

 

Source: RBB analysis of Nielsen DRM data. 
Note:  Unique audience measures may overlap between channels as viewers may have use multiple channels in each month.  

Netflix, Foxtel and Stan are subscription VOD services.   

159 While access to news websites was not cited as one of the primary reasons for accessing 

the internet, in Figure 35, we proceed to consider the ABC’s activities within the context of 

the demand for online news services.   

3.3.5 There has been substantial proliferation in online sources of news content 

160 Figure 38 shows the changes in the news sources accessed over the period 2015 to 2017.  

The importance of 24 hour news channels, radio, and the print and online editions of 

newspapers appears to have fallen.  The importance of websites/apps of TV and radio have 

also fallen slightly.  The importance of other online news outlets has increased, and TV news 

bulletins and social media remain the most important sources of news.   
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Figure 38: News sources accessed in the last week, 2015 to 2017 

 

Source: News & Media Research Centre, University of Canberra: Digital News Report: Australia 2017; Digital News Report: 
Australia 2016, Digital News Report: Australia 2015. 

161 Even within this wider context of multiple sources of news, the ABC online accounts for only 

a relatively small share of internet traffic to online news sites.  As illustrated in Figure 15 

above, in June 2017 over 20 different news sites had been accessed by a material 

proportion of Australians in the previous week, with ABC news websites having been 

accessed by approximately 22% of Australians during that period.  Figure 39 below shows 

the monthly unique audience of different news sites in Australia over the period January 

2016 to March 2018.  In the first instance, the audience of the ABC News sites is fairly 

constant over this period.  Moreover, there are a number of other news websites that 

consistently receive a monthly unique audience that is similar to, or exceeds, that of ABC 

news sites.  Finally, there is a substantial long tail of smaller news websites, which 

collectively account for a large and stable monthly unique audience, far larger than the 

largest individual websites.   
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Figure 39: Monthly unique audience for Australian news sites, January 2016 to March 2018 

 

 

Source: RBB analysis of Nielson DRM data. 

162 Accordingly, the changes in the commercial broadcasters’ and news providers’ revenues 

seem more likely to be related to the overall trends affecting the sector, changes in internet 

usage (in particular shifts in demand from viewing on traditional platforms towards digital 

platforms) and the related shift towards internet advertising, rather than any specific activities 

of the ABC.   
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3.4 Cross-country analyses 

3.4.1 Introduction 

163 In this section we assess international evidence on associations between the scale and 

scope of public service media and commercial media sector outcomes.  We discuss the 

literature on the impact of public service media on commercial media outcomes, including a 

2013 cross-country TV analysis and a 2015 UK time series analysis assessing TV and news 

(section 3.4.2).  We then update the cross-country TV analysis and extend it over time using 

annual data for 2009-16 from the UK’s telecoms regulator, Ofcom (section 3.4.3). 

3.4.2 Literature on the impact of public sector media on commercial media 

164 The Oxford University Consulting Reuters Institute for the Study of Journalism report entitled 

an ‘Analysis of the Relation Between and Impact of Public Service Media and Private Media’ 

provides an overview of studies that have sought to assess the relationship between the 

scale and scope of public service media and commercial media sector outcomes.44  The 

report states that “[t]here is little research that assesses the market impact of public service 

media”.45  It reviews two academic studies and seven stakeholder studies and finds that “[o]n 

the whole, existing studies provide little evidence for a negative market impact of public 

service media upon domestic private sector media”.4647 

165 Of the small number of studies that have sought to assess the market impact of public 

service media on commercial media market outcomes, even a smaller set have done this 

using econometric analyses of actual data.  In section 3.4.2.1, we discuss three cross-

sectional analyses and in the following section we discuss one time-series analysis.  These 

studies are also similar and directly relevant to the analysis that we carry out using Ofcom 

data in section 3.4.3 below, especially the 2004 McKinsey & Company study and the 2013 

cross-country study for the BBC. 

3.4.2.1 Cross-section analyses 

166 The cross sectional studies that we examine are: 

 an early 1999 study by Berry and Waldfogel of US radio markets; 

 a 2004 cross-country study by McKinsey & Company for Ofcom examining the 

correlation between public service broadcaster (“PSB”) funding and commercial 

television broadcaster outcomes; and 

                                                                                                                                                      
44  Oxford University Consulting Reuters Institute for the Study of Journalism, ‘Analysis of the Relation Between and 

Impact of Public Service Media and Private Media’, 2016. 
45  Oxford University Consulting Reuters Institute for the Study of Journalism, ‘Analysis of the Relation Between and 

Impact of Public Service Media and Private Media’, 2016, p. 16. 
46  Oxford University Consulting Reuters Institute for the Study of Journalism, ‘Analysis of the Relation Between and 

Impact of Public Service Media and Private Media’, 2016, p. 17. 
47  The seven English-language studies reviewed are (i) Barwise, P., and Picard, R.G, ‘What if there were no BBC 

television? The net impact on UK Viewers’, Oxford University Reuters Institute for the Study of Journalism, 2014; (ii) 
BBC, ‘Public and private broadcasters across the world – the race to the top’, 2013; (iii) KPMG, ‘An economic review of 
the extent to which the BBC crowds out private sector activity. A KPMG report commissioned by the BBC Trust’, 2015; 
(iv) Oliver & Ohlbaum, & Oxera Consulting, ‘BBC television, radio and online services: an assessment of market impact 
and distinctiveness’, 2016; (v) PwC, ‘The impact of a change in the BBC’s licence fee revenue’, 2015; (vi) van der 
Wurff, R., ‘Competition, concentration and diversity in European television markets’, Journal of Cultural Economics, 
2015, 29(4), pp. 249–275; and (vii) Waldfogel, J., ‘Station Ownership and the Provision and Consumption of Radio 
News’, 2011. 
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 a 2013 cross-country by Dr Jonathan Simon from the consultancy Inflection Point for 

the BBC examining the relationship between PSB funding and commercial television 

broadcaster outcomes, as well as investment in TV content and audience 

perceptions of TV quality. 

167 Berry and Waldfogel (1999) examines US radio markets.48  The study uses data for 165 

major metropolitan markets in the US from the spring of 1993.  The authors carry out a 

number of regressions that seek to explore the impact of PSBs on commercial broadcasters, 

focussing on the main formats offered by PSBs, namely news, classical music and jazz.  The 

regressions control for demographic and economic variables, such as the percentage of 

people that are college educated and per capita income. 

168 The study does not find a statistically significant relationship (at the 5% level) between the 

presence of a public news or jazz radio station and commercial listening of the same genre.  

Each public classical radio broadcaster within the same market reduces commercial listening 

by 0.15 percentage points.49  Because the size of the effect is small, the authors conclude 

that not all listeners would have listened to commercial classical radio absent public classical 

radio. 

169 The authors group different metropolitan markets into quintiles based on population size, and 

examine whether there is a statistically significant relationship between the number of public 

radio stations and the number of commercial radio stations for a particular genre.  The study 

finds no clear pattern of displacement for news and a weak relationship for jazz.50  For 

classical music, they find no statistically significant relationship for the three smallest 

quintiles.  In the second-largest quintile, public classical radio stations reduce commercial 

radio stations by 0.2 and in the largest quintile, they reduce commercial classical radio 

stations by 0.5.51 

170 The 2004 McKinsey & Company study examines 13 Western industrialised countries using 

data from 2003.5253  Using a cross-sectional analysis, it finds no statistically significant effect 

of public funding per capita on overall commercial funding per capita, or on advertising or 

funding per capita.54  It also notes that public funding per capita, advertising funding per 

capita and subscription funding per capita all grew between 1998 and 2003, which does not 

                                                                                                                                                      
48  Berry, S. T. and Waldfogel, J., ‘Public Radio in the United States: does it correct market failure or cannibalize 

commercial stations?’, Journal of Public Economics, Issue 71, 1999, pp. 189-211. 
49  See Berry, S. T. and Waldfogel, J., ‘Public Radio in the United States: does it correct market failure or cannibalize 

commercial stations?’, Journal of Public Economics, Issue 71, 1999, pp. 199-200.  The effects are smaller for jazz, 
0.06 percentage points, and news/talk, 0.11 percentage points, and only significant at the 10% statistical significance 
level. 

50  Based on the results in Table 2 of Berry, S. T. and Waldfogel, J., ‘Public Radio in the United States: does it correct 
market failure or cannibalize commercial stations?’, Journal of Public Economics, Issue 71, 1999, p. 204, the results for 
the top quintile are statistically significant at the 5% statistical significance level and suggest that each public jazz radio 
station is associated with 0.3 fewer commercial jazz radio stations.  This result by adding 1.96 multiplied by the 
reported standard error of 0.148 to the coefficient estimate of -0.2938.  Since this is still less than zero, we conclude 
that this is statistically different to zero at the 5% statistical significance level. 

51  Berry, S. T. and Waldfogel, J., ‘Public Radio in the United States: does it correct market failure or cannibalize 
commercial stations?’, Journal of Public Economics, Issue 71, 1999, p.205. 

52  McKinsey, ‘Review of Public Service Broadcasting around the world’, September 2004. 
53  The 13 countries it examines are:  Australia, Canada, France, Germany, Italy, Japan, Netherlands, New Zealand, 

Portugal, Spain, Sweden, the UK, and the US. 
54  McKinsey, ‘Review of Public Service Broadcasting around the world’, September 2004, p.2 and pp.10-11, Exhibits 9-

11. 
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suggest that public funding per capita crowds out advertising or subscription revenue per 

capita.55 

171 The cross-country study for the BBC in 2013 examines the association between the scope 

and scale of PSBs and commercial broadcaster outcomes for 14 countries.56, 57  The study 

finds an association between countries that have well-funded PSBs investing in high-quality, 

diverse content and commercial sectors that generate high revenues and also invest in high-

quality, diverse content.58 

172 The study finds the following positive correlations. 

 Public funding and commercial revenues.  The study finds a statistically 

significant at the 5% level positive correlation of 0.65, implying that an extra $1 of 

PSB per capita funding is associated with $0.65 higher commercial revenues per 

capita.59 

 Investment in originations by the lead public TV channel and investment in 

originations by the lead private TV channel.  The study examines the correlation 

between the investment in original content per capita by the PSB channel that 

invests the most and the commercial broadcast channel that invests the most.  It 

finds a positive and statistically significant correlation of 0.53.60 

 Diversity of schedule in the main public and private TV channels.  The study 

defines the following genres as being of public service:  children’s programs, 

education, religion, music, news and information.  The study finds a statistically 

significant at the 5% level positive correlation of 0.83.61 

 Audience perceptions of quality of the main public and private TV channels:  

The study relies on an international audience survey undertaken by the BBC, asking 

respondents their views on the quality of each of the main channels.  Each channel 

was given a quality score as the proportion of respondents that viewed it as being 

“very good”.  The study finds a statistically significant positive correlation between 

the two of 0.83.62 

173 The study claims that “[t]his pattern is most pronounced in the Nordic countries, Australia 

and the UK”.63  By contrast, countries with less strong PSBs, such as Portugal and Italy had 

less strong commercial sector outcomes. 

                                                                                                                                                      
55  McKinsey & Company, ‘Review of Public Service Broadcasting around the world’, September 2004, p.3 and p.11, 

Exhibit 12. 
56  See BBC, ‘Public and private broadcasters across the world – the race to the top’, December 2013. 
57  The 14 countries the study examines are:  Germany, Denmark, Spain, France, the UK, Italy, Netherlands, Norway, 

Portugal, Sweden, Australia, Brazil, Japan and the US. 
58  See Oxford University Consulting Reuters Institute for the Study of Journalism, ‘Analysis of the Relation Between and 

Impact of Public Service Media and Private Media’, 2016, page 58, for some limitations of the study, including that it 
only presents a cross-sectional analysis at a point in time rather than over time. 

59  This correlation analysis excludes the US, which has very low PSB funding and very high commercial revenues.  The 
authors claim that the US is atypical because its large population enables US commercial networks to sustain high 
levels of programming investment and the appeal of English-language programming allows them to export their content 
globally.  See BBC, ‘Public and private broadcasters across the world – the race to the top’, December 2013, p. 5. 

60  Data were available for 10 countries:  Germany, Denmark, Spain, France, the UK, Italy, Norway, Sweden, Australia 
and the US. 

61  Data were available for 8 countries:  Germany, Denmark, Spain, France, the UK, Norway, Portugal and Sweden. 
62  Data were available for all countries in the study except Norway. 
63  See BBC, ‘Public and private broadcasters across the world – the race to the top’, December 2013, p. 1. 
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3.4.2.2 Time series analysis 

174 The time series study for the BBC by KPMG in 2015 examines the impact of the BBC TV on 

commercial TV and BBC Online on local print news.64  The report finds no clear evidence 

from the available data that any increase (or decrease) in the level of BBC activity has had 

any impact on commercial broadcasters’ viewer hours or revenues, or local newspapers’ 

readers or revenues.65 

175 The TV analysis attempts to explain whether UK commercial channel viewer hours and 

revenues are influenced by BBC viewer hours and revenues over the period 2002-14, after 

accounting for other factors that could influence commercial channel viewer hours and 

revenues, such as commercial spending over time.  The regressions do not provide any 

strong evidence that the BBC’s activity crowds out commercial broadcasters’ activity.   

176 Of the two measures of BBC entertainment activity examined, number of minutes of 

entertainment TV broadcast by the BBC and BBC spending per minute of entertainment TV 

broadcast, only the second measure had a statistically significant negative effect on 

commercial broadcasters’ entertainment viewer hours, and this was only a weak level of 

statistical significance of 10%.66, 67 

177 The study found no statistically significant impact of number of minutes of news TV 

broadcast by the BBC or BBC spending per minute of news TV broadcast, on commercial 

broadcaster news viewer hours.68 

178 The study was unable to explain commercial broadcaster revenues, due to a lack of 

available data.69 

179 The newspaper analysis finds that UK local newspaper circulation and revenue can be 

explained by the degree of internet penetration, the growth of household income, advertising 

revenues, and time trends over the period 2001-14 for circulation and 1982-2014 for 

revenue, rather than the number of hits for BBC news websites, available from 2005 

onwards.70 

3.4.3 Analysis using cross-country Ofcom data for 2009-16 

180 We use data gathered from the UK telecoms regulator, Ofcom, covering 17 countries 

including Australia, in order to assess the correlation between PSB funding and commercial 

broadcaster revenues.71  The Ofcom commercial broadcaster data include TV revenues from 

                                                                                                                                                      
64  KPMG, ‘An economic review of the extent to which the BBC crowds out public sector activity’, 2015. 
65  See Oxford University Consulting Reuters Institute for the Study of Journalism, ‘Analysis of the Relation Between and 

Impact of Public Service Media and Private Media’, 2016, page 61, for some limitations of the study, including that the 
results only apply to the period examined ad could change if the BBC were to increase or decrease its activities to a 
greater degree in the future. 

66  KPMG, ‘An economic review of the extent to which the BBC crowds out public sector activity’, 2015, p. 28. 
67  Statistical significance at the 10% level means that there is a 10% or less chance of obtaining the observed results if 

the null hypothesis of no relationship is true.  A stronger standard of statistical significance is the 5% level.  If results 
are statistically significant at the 5% level, this means that there is only a 5% or less chance of obtaining the observed 
results if the null hypothesis of no relationship is true. 

68  KPMG, ‘An economic review of the extent to which the BBC crowds out public sector activity’, 2015, p. 29. 
69  KPMG, ‘An economic review of the extent to which the BBC crowds out public sector activity’, 2015, p. 30. 
70  KPMG, ‘An economic review of the extent to which the BBC crowds out public sector activity’, 2015, p. 34. 
71  The 17 countries included are:  Australia, Brazil, China, Spain, France, Germany, India, Italy, Japan, Korea, 

Netherlands, Nigeria, Poland, Russia, Sweden, the UK and the US. 
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advertising and subscription.  The evidence is consistent with public broadcaster funding not 

having a significant negative impact on commercial television broadcaster revenues.  This 

enables us to update and extend the analysis of McKinsey & Company (2004) and BBC 

(2013) discussed above.72 

181 Figure 40 below shows the linear trend between commercial revenue per capita and public 

revenue per capita for all years from 2009-16.  The commercial sector revenue per capita is 

the sum of the advertising revenue per capita and the subscription revenue per capita, which 

are both provided in the Ofcom reports.  The final component of revenue per capita in the 

Ofcom reports is public sector revenue per capita.  It shows a relatively consistent pattern 

across countries (including Australia) and multiple years of higher per capita public funding 

per capita being associated with higher commercial revenue per capita.  Relative to this set 

of comparator countries, Australia shows lower per capita funding for public service 

broadcasting, and higher commercial sector revenues per capita as shown by the fact that 

Australia is towards the top-left of the chart, and above the line depicting the average trend 

over the period 2009-16. 

Figure 40: Commercial revenue per capita versus public funding per capita (2009-16, excluding US) 

 

Source: Ofcom, ‘International Communications Market Report’, 2010, Ofcom, ‘International Communications Market Report’, 
2011, Ofcom, ‘International Communications Market Report’, 2012, Ofcom, ‘International Communications Market 

                                                                                                                                                      
72  The use of annual data over time helps address a criticism of the BBC (2013) report made in the Oxford University 

Consulting Reuters Institute for the Study of Journalism (2016) report.  The Oxford University Consulting Reuters 
Institute for the Study of Journalism (2016) states at page 58 that the BBC (2013) report’s “central limitation is that it 
presents a cross-sectional analysis of relationships at one particular point in time, rather than observations of change 
over time. It is thus helpful for identifying associations, but an actual study of impact would involve examining markets 
over time, especially in terms of whether decreases or increases in public service media funding were associated with 
significant changes in private sector media revenues. We have not been able to identify any studies conducting this 
kind of analysis in a comparative perspective.” 
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Report’, 2013, Ofcom, ‘International Communications Market Report’, 2014, Ofcom, ‘International Communications 
Market Report’, 2015, Ofcom, ‘International Communications Market Report’, 2016, and Ofcom, ‘International 
Communications Market Report’, 2017, RBB analysis. 

Notes:       The fitted line shows that £1 higher public revenue per capita is associated with £1.49 higher commercial revenue per 
capita for 2009-16, excluding the US.  This uses a pooled ordinary least squares regression across all countries (except 
the US) and years.  This result is statistically significant at the 1% statistical significance level. 

182 This pattern is fairly consistent across years.  Figure 41 shows public revenue per capita on 

the x-axis and commercial revenue per capita on the y-axis for 2016.  Countries that tend to 

have higher public funding per capita also have higher commercial revenues per capita.  

This is consistent with public funding not crowding out commercial revenues, but rather both 

public funding and commercial revenues are determined by factors that vary across 

countries, such as average income per capita.  Relative to these comparator countries, 

Australia had a relatively low level of public funding per capita, and enjoyed a relatively high 

level of commercial revenue per capita, and so is towards the top-left of the chart, and above 

the fitted line showing the association between public funding per capita and commercial 

revenue per capita for 2016. 

Figure 41: Commercial revenue per capita versus public funding per capita (2016, excluding US) 

 

Source: Ofcom, ‘International Communications Market Report’, 2017, RBB analysis. 
Notes:       The fitted line shows that £1 higher public revenue per capita is associated with £0.91 higher commercial revenue per 

capita for 2016, excluding the US.  This uses an ordinary least squares regression across all countries (except the US) for 

2016.  This result is statistically significant at the 5% statistical significance level. 

183 The following figures show time series trends for a selection of countries for which data 

covering the full number of years were available and that have a similar level of income per 

capita to Australia.  Generally, there is no clear pattern between changes in public funding 
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per capita in a country (including Australia) and commercial revenue per capita, which is 

consistent with there being no crowding out of commercial revenue by public funding.  The 

figures show for each country, the commercial revenue per capita (£), depicted as a green 

line, plotted against the public sector revenue per capita, depicted as a grey line, for 2009-

16. 

Figure 42: Australia  Figure 43: US 

 

 

 

   

Figure 44: Japan  Figure 45: Germany 

 

 

 

   

Figure 46: UK  Figure 47: France 
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Figure 48: Italy  Figure 49: Spain 

 

 

 

   

Figure 50: Netherlands  Figure 51: Sweden 

 

 

 

   

Source: Ofcom, ‘International Communications Market Report’, 2012, Ofcom, ‘International Communications Market Report’, 
2013, Ofcom, ‘International Communications Market Report’, 2014, Ofcom, ‘International Communications Market 
Report’, 2015, Ofcom, ‘International Communications Market Report’, 2016, and Ofcom, ‘International Communications 
Market Report’, 2017, RBB analysis. 

184 To examine whether there is a statistical relationship between changes in public sector 

revenue per capita in a country over time and changes in commercial sector revenue per 

capita, we use an econometric method called fixed effects.  This technique controls for all 

factors affecting commercial revenue per capita that vary across countries but are constant 

over time (for example, viewer tastes). 

185 As shown in Table 13, the results do not suggest that higher public funding per capita is 

associated with lower commercial revenue per capita, lower advertising revenue per capita 

or lower subscription revenue per capita.  Where we obtain statistically significant results,73 

the effect is the other way around, i.e. higher public funding per capita is associated with 

                                                                                                                                                      
73  The p-value is the probability of obtaining the observed results when the null hypothesis of no relationship is true and 

can be used to determine the statistical significance of the results.  For example, a p-value of 0.05 or less implies that 
the results are statistically significant at the 5% statistical significance level, i.e. there is only a 5% or less chance of 
obtaining the observed results if the null hypothesis of no relationship is true. 
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higher commercial revenue per capita, higher advertising revenue per capita and higher 

subscription revenue per capita. 

 First, examining the association between the level of public funding per capita and 

commercial revenue per capita shows that £1 higher public funding per capita is 

associated with £0.84 higher commercial revenue per capita.  Similarly, £1 higher 

public funding per capita is associated with £0.49 higher advertising revenue per 

capita and £0.35 higher subscription revenue per capita. 

 Second, we examine the association between the level of public funding per capita 

and commercial revenue per capita after controlling for changes in the nominal GDP 

per capita in each country over time.  This shows that £1 higher public funding per 

capita is associated with £0.56 higher commercial revenue per capita and £0.37 

higher advertising revenue per capita. 

 Finally, we examine the association between percentage changes in public funding 

per capita and percentage changes in commercial revenue per capita after 

controlling for percentage changes in the nominal GDP per capita in each country 

over time.  We do this using a regression in logs.74  This shows that 1% higher 

public funding per capita is associated with 0.005% higher commercial revenue per 

capita.  Similarly, 1% higher public funding per capita is associated with 0.007% 

higher commercial broadcaster advertising revenue per capita. 

Table 13: Fixed effects regression results 

No. Regression Public sector coefficient P-value 

1a Commercial revenue 0.837*** 0.000 

1b Advertising revenue 0.491*** 0.000 

1c Subscription revenue 0.346** 0.014 

2a Commercial revenue (GDP per capita control) 0.562** 0.018 

2b Advertising revenue (GDP per capita control) 0.372*** 0.000 

2c Subscription revenue (GDP control) 0.190 0.301 

3a Commercial revenue (GDP per capita control, logs) 0.005** 0.012 

3b Advertising revenue (GDP per capita control, logs) 0.007*** 0.000 

3c Subscription revenue (GDP control, logs) 0.003 0.430 

Source: Ofcom, ‘International Communications Market Report’, 2012, Ofcom, ‘International Communications Market Report’, 
2013, Ofcom, ‘International Communications Market Report’, 2014, Ofcom, ‘International Communications Market 
Report’, 2015, Ofcom, ‘International Communications Market Report’, 2016, and Ofcom, ‘International Communications 
Market Report’, 2017, World Bank nominal GDP figures in USD, OECD annual USD to GBP exchange rates, RBB 

analysis. 
Notes: The standard errors are clustered on the country.  *** Statistically significant at the 1% level; ** statistically significant at 

the 5% level. 

                                                                                                                                                      
74 For a regression in logs, the coefficient shows the percentage impact on, for example, commercial revenue per capita 

for a 1% change in public revenue per capita (so long as the coefficient is small). 
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186 The econometric studies available in the literature and our own analysis do not suggest that 

public funding has a negative impact on the revenues generated by commercial 

broadcasters.  Moreover, we note again that the competitive neutrality principles do not 

require that the funding provided to the ABC has no negative impact on commercial 

broadcasters’ revenues, merely that the ABC does not obtain any net benefit from public 

funding, relative to the situation without that public funding. 
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4 Potential positive effects on the industry 

4.1 The ABC’s activities that benefitted the wider media sector 

187 In this section we consider the ABC’s activities that might lead to direct benefits to the wider 

media sector. 

188 The ABC has partnerships with third party platforms, commercial media operators and 

community organisations, which enable those organisations to benefit directly from ABC’s 

content and resources.  For example, the ABC has a number of commercial and content 

partnerships with third-parties.  The use of ABC content on a third party platform can make 

that platform more attractive and enable it to attract more viewers.  Similarly, the ABC has 

community partnerships that involve working with community based organisations to improve 

engagement and reputation, reach new audiences, build trust with existing audiences, and to 

contribute to the creation of content through community connections.  The ABC’s 

engagement with community organisations is likely to lead to longer term benefits from 

increased trust in media as well as the creation of new content that relies on the community 

links established through these partnerships. 

189 Community partnerships aim to develop and manage mutually beneficial partnerships with 

schools, universities, and community, multicultural and indigenous media.  They aim to 

promote and support Australian media, and to identify new media talent.  The ABC has the 

following objectives for the following organisations.75 

 Regional primary schools:  the ABC aims to strengthen relationships between the 

ABC and regional schools.  The ABC plans to establish a network of regional 

schools and provide them with digital content engagement packages linked to the 

ABC programs.  The program is likely to cover 20 regional schools this year. 

 Metropolitan secondary schools:  the ABC aims to build connections and to 

improve digital literacy.  Its metropolitan secondary school program includes media 

education, including careers workshops, studio tours, and mentoring via an ABC 

Digital Journalism Club.  The program will be introduced to one school in each of the 

eight ABC metropolitan locations. 

 Universities:  the ABC aims to discover new media talent and to collaborate on 

journalism projects.  It planned to pilot programs in New South Wales, Queensland, 

South Australia and Victoria with initiatives managed by senior personnel including 

State Editors, Regional Editors and Chiefs of Staff. 

 Community, multicultural and indigenous media:  the ABC aims to promote 

Australian media, develop talent pools and better understand the issues that matter 

to local communities. 

                                                                                                                                                      
75  Information provided by the ABC. 
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190 The ABC has run a news cadet program for eight years, taking on between eight and ten 

news cadets each year.76  Cadets complete a 60 hour multiplatform training course designed 

to give them basic skills in digital, radio and television.  They then shadow experienced 

reporters, receive mentoring, and receive training and feedback from experienced ABC news 

reporters.77  The ABC also has a scholarship program that funds a cadet from an Aboriginal 

or Torres Strait Islander background who aspires to be a journalist.78  This is a full-time 12 

month program and involves work placements with The Specialist Reporting Team, the ABC 

Investigations Team, and Foreign Correspondent or Four Corners.79 

191 The ABC runs a media cadet program through which it seeks to discover and develop new 

content makers or digital specialists.  Applicants do not require any formal qualifications to 

apply for the program.  Moreover, the program is particularly aimed at groups that are 

underrepresented in the media industry and who might otherwise not have entered the 

industry.  The ABC selects and employs 10-12 employees that then participate in a 12 month 

training program across the ABC.  The training includes two one week “boot camps”, 

placements in content making or digital technology areas and a one month placement at a 

regional site.80  These cadets may go on to seek employment at the ABC or at commercial 

media operators. 

4.2 The ABC’s initiatives or investments that were built on by commercial 
media operators 

192 In this section we discuss examples of initiatives that were first undertaken by the ABC, but 

later prompted imitation, quality improvements, further investment and innovation by 

commercial media operators.  In particular, we assess the impact of the ABC’s initial 

investments in digital broadcast TV (section 4.2.1) and its development of iview and the 

benefits to commercial media operators from the subsequent growth in VOD (section 4.2.2). 

4.2.1 Adoption and growth of digital broadcast TV 

193 Digital FTA broadcast television was launched in January 2001 in the five major metropolitan 

markets of Sydney, Melbourne, Brisbane, Adelaide and Perth.  As part of a Government 

push to encourage the uptake of digital TV and to free spectrum for other purposes such as 

4G mobile services, the ABC was the first television network to launch digital multi-channels, 

which helped build digital TV awareness and audiences. 

194 Digital TV provided consumers with access to a higher-quality picture in widescreen format 

and higher quality sound, in standard definition (“SDTV”) and high definition (“HDTV”).  As 

digital TV relies on less bandwidth, more bandwidth was made available for 4G mobile 

phone services.81 

                                                                                                                                                      
76  Information provided by the ABC. 
77  Information provided by the ABC. 
78  Information provided by the ABC. 
79  Information provided by the ABC. 
80  Information provided by the ABC. 
81  Jolly, R. 2010, ‘Going digital: tracing the transition to digital television in Australia’, Research Paper No.7 Australian 

Parliamentary Library, available at 
https://www.aph.gov.au/About_Parliament/Parliamentary_Departments/Parliamentary_Library/pubs/rp/rp1011/11rp07.  
See also https://www.communications.gov.au/what-we-do/spectrum/digital-dividend-spectrum. 

https://www.aph.gov.au/About_Parliament/Parliamentary_Departments/Parliamentary_Library/pubs/rp/rp1011/11rp07
https://www.communications.gov.au/what-we-do/spectrum/digital-dividend-spectrum
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195 The SDTV signal uses about one quarter of the spectrum of an analogue signal, broadcasts 

the same resolution as an analogue system, and avoids analogue transmission issues.  The 

lower spectrum requirement of SDTV also meant that broadcasters could transmit at least 

four times the number of channels as they did under analogue signals (through multi-

channelling), and offer a broader variety of content.82  HDTV allows broadcasters to transmit 

image resolutions superior to SDTV and analogue TV, improving the detail by up to six times 

that of SDTV. 

196 The ABC led the launch of digital multi-channels, which helped to drive the take-up of digital 

FTA TV, which in turn allowed the rapid spread of the resulting consumer benefits. 

 ABC launched Australia’s first digital multi-channel, ABC Kids, in August 2001.  ABC 

launched Australia’s second digital multi-channel, Fly, targeted at teenagers, in 

November 2001.83  These channels were closed in May 2003. 

 In the second wave of digital only FTA channel launches, ABC launched ABC2 (now 

ABC Comedy) in March 2005. 

 Following a government proposal in September 2007, ABC launched ABC3 (now 

ABC Me) in December 2009, aimed at 8 to 14 year olds.  It launched Australia’s first 

FTA news channel, ABC News 24, in July 2010. 

197 SBS and the three major commercial broadcasters have introduced their own digital only 

channels, such as Nine Network’s 9GO!, which broadcasts children’s TV.  The top FTA 

digital multi-channels are provided by Channel 7 (7TWO and 7mate) and Channel 9 (GO!) 

respectively.  The increased presence of multi-channels enables consumers to target TV that 

more closely suits their needs.  For example, the ABC Kids channel allows families to access 

children’s programming right through the day and into the early evening.84  These channel 

launches and the growth in digital TV audiences are shown in Figure 52 below. 

                                                                                                                                                      
82  Committee on Communications, Information, Technology and the Arts 2006, ‘Digital Television: Who’s Buying It? 

Inquiry into the update of Digital Television in Australia’  
83  ABC Annual Report 2001-02, p. 57.  ABC Kids was broadcast from 6am to 6pm, while Fly was broadcast from 6pm to 

6am. 
84  Committee on Communications, Information, Technology and the Arts 2006, ‘Digital Television: Who’s Buying It? 

Inquiry into the update of Digital Television in Australia’  
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Figure 52: Growth in digital multi-channel audiences, 2009 to 2017 

 

Source: RBB analysis of Monthly OzTAM data. 
Notes:       Vertical lines represent the launch dates for digital multi-channels by the network with a corresponding colour in the 

legend.  Multi-coloured dashed lines reflect months in which two networks launched a digital multi-channel.   

198 As noted above, the rise of FTA digital multi-channels has partly offset the decline in 

audiences for the five major FTA channels provided by ABC and the commercial 

broadcasters.  While overall FTA TV audiences have declined over the period 2009-17, 

digital multi-channel TV audiences have increased.  STV audiences have remained relatively 

stable.  These trends are shown in Figure 53 below. 
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Figure 53: All FTA versus digital FTA audience trends 

 

Source: RBB analysis of Monthly OzTAM data. 

4.2.2 The development of iview 

199 ABC was one of the first broadcasters to launch a VOD platform in Australia.  It did so when 

the VOD segment attracted a relatively small number of viewers.  Since the launch of iview, 

commercial media operators have launched their own VOD platforms and VOD usage has 

experienced strong growth.  The launch of Netflix in Australia in March 2015 had a 

substantial impact on the popularity of VOD services, although some other VOD platforms 

have still continued to grow, even following Netflix’s entry. 

200 The popularity of VOD services is largely driven by the flexibility to watch video content at 

any time that suits the viewer, in contrast to watching linear broadcast television content.  

This is reported by 49 percent of VOD users as one of the main benefits amongst 

Australians aged 18 and over who used VOD services in the six months to June 2015.  The 

second main benefit of VOD services is reported to be the greater choice of content, 

followed by lower costs.85 

201 ABC launched iview in July 2008.  It was Australia’s first high-resolution, full-screen online 

video service,86 and was developed in-house by ABC’s Innovation department.87  Following 

                                                                                                                                                      
85  ACMA Research and Analysis section, ‘Subscription video on demand in Australia 2015’, available at 

https://www.acma.gov.au/theACMA/engage-blogs/engage-blogs/Research-snapshots/Subscription-video-on-demand 
86  ABC Annual Report 2008-09, pp. 15, 17. 

https://www.acma.gov.au/theACMA/engage-blogs/engage-blogs/Research-snapshots/Subscription-video-on-demand
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the launch of iview, SBS launched SBS On Demand, and the commercial broadcasters also 

launched their own online catch-up services including PLUS7, TEN Play, and 9Jumpin.  The 

time lines for the launches of catch-up VOD platforms is shown in Figure 54 below, along 

with Google Trends series, showing the relative popularity of common search terms for each 

of these VOD platforms.  The relative popularity of these search terms is one potential 

measure of the likely interest by new users in each VOD service, even if these trends might 

not correlate precisely with the relative popularity of each underling VOD service; by way of 

example a new VOD service might prompt relatively more Google searches, while a more 

established VOD service might be more popular even though much of its established user 

base do not need to search for its web address.   

Figure 54: Launch dates for catch-up VOD services in Australia, along with Google Trends relative 
popularity of common search terms for each VOD service, 2008 to 2018 

 

Source: RBB analysis of Google Trends data. 
Notes:      Vertical lines represent the launch data for each respective catch-up VOD service.   

202 iview, which was the first of these VOD services launched, soon accounted for a relatively 

large proportion of Google searches, growing strongly from 2008 to 2012.  However, as 

other VOD services were launched, the relative popularity of Google searches for iview 

declined, and the relative popularity of searches for other sites caught up.   

203 Figure 55 below, shows a further timeline of the launch of subscription VOD services.  

Following the launch of iview, a number of subscription VOD services have been launched in 

                                                                                                                                                      
87  ABC Annual Report 2008-09, p. 95. 
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Australia, and have each gained a degree of popularity, in particular Netflix, at least as 

reflected by the use of these terms in Google searches.   

Figure 55: Number of Google searches and launch dates for subscription VOD services in Australia, 2008 
to 2018 

 

Source: RBB analysis of Google Trends data. 

Notes:      Vertical lines represent the launch data for each respective subscription VOD service. 

204 In Australia, VOD services comprised only a small proportion of overall viewing as recently 

as 2014, when iview was the leading VOD service in Australia, with 20 million program plays 

per month. 88  However, while traditional FTA average audiences have declined over the last 

ten years, there has been strong growth in VOD usage from 2014.  Commercial media 

operators have benefited from this growth in the form of increased use of their catch-up VOD 

platforms over this period, as well as their jointly- and wholly-owned subscription VOD 

services.  Following the launch of Netflix in Australia in March 2015, it has accounted for the 

bulk of VOD growth, although some commercial broadcaster VOD platforms have continued 

to grow. 

4.3 The ABC’s early investments in content and talent that led to further 
success on other platforms 

205 In this section we consider examples where the ABC’s early investments in content and 

talent led to further promotion or development on other platforms.  We consider four types of 

investments: 

                                                                                                                                                      
88  Screen Australia, Online and on demand:  Trends in Australian online video use, 2014, p. 2. 
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 ABC news reports that were picked up by commercial media operators, and have 

led to wider public benefits, such as through government investigations; 

 Television programs that initially started on the ABC, but were later picked up by 

commercial networks;  

 Talent (such as journalists, presenters or producers) who started and/or developed 

their careers at the ABC and who have gone on to have a career outside of the 

ABC; and 

 triple j Hottest 100 and triple j Unearthed, which promote local talent which has then 

gone on to find commercial success on commercial radio stations. 

4.3.1 ABC news reports 

206 In addition to being part of the ABC’s core remit to provide high quality and informative 

journalism, ABC news stories can lead to positive externalities through their impact on 

commercial news organisations and society more broadly. 

 First, the ABC may discover stories that commercial news organisations may not 

otherwise have discovered (or the ABC may discover these stories earlier).  

Commercial news organisations may then also cover these stories, which could 

boost their circulation and advertising revenue. 

 Second, ABC news stories can lead to socially beneficial government investigations 

and reforms. 

207 Table 14 shows ABC’s stories that have led to a government investigation or reforms.  Most 

of these stories resulted from ABC investigations and were subsequently covered by 

commercial news organisations. 

Table 14: ABC stories that have led to government investigations or reforms 

Story Date Program Impact 

Cruelty at Indonesia 
abattoirs 

30 May 2011 Four Corners Ban on live exports to 
Indonesia and an inquiry 
into the live cattle export 
trade 

Greyhound live-baiting 
investigation 

16 February 2015 Four Corners Special Commission of 
Inquiry into the greyhound 
racing industry, which 
initially led to a greyhound 
racing ban in NSW and its 
subsequent ban in the 
ACT 

7-Eleven investigation 31 August 2015 Four Corners Multiple inquiries into 
convenience store chain 7-
Eleven, and the standing 
down of its chief executive 
and board. 

CommInsure investigation 07 March 2016 Four Corners ASIC investigation into 
Commonwealth Bank 
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Story Date Program Impact 

insurance arm 
CommInsure 

Investigation into Don Dale 
detention centre 

25 July 2016 Four Corners Royal Commission into the 
Protection and Detention 
of Children in the Northern 
Territory 

Retirement village 
investigation 

26 June 2017 Four Corners Urgent inquiry into 
exploitation of aged-care 
residents 

George Pell sexual abuse 
allegations 

27 July 2016 7.30 Criminal investigation into 
George Pell and 
committed to stand trial 

Murray-Darling Basin Plan 24 July 2017 Four Corners Inquiry into the Murray-
Darling Basin Plan 

Waste managed 
investigation 

07 August 2017 Four Corners Urgent inquiry into waste 
management 

Unethical behaviour at 
ATO 

09 April 2018 Four Corners Treasury investigation into 
the Australian Tax Office 

Ms Mullins sexual assault 
story 

08 May 2018 Four Corners The next day the NSW 
Attorney-General referred 
that State’s sexual consent 
laws to the Law Reform 
Commission, where they 
will examine if they meet 
community standards 

Story of Mackenzie 
Casella, who was born with 
the fatal genetic condition 
Spinal Muscular Atrophy 
and died six months ago, 
at seven months old 

22 Feb. 2018 7.30 Health Minister Greg Hunt 
met the Casellas in March.  
The Government allocated 
$500 million for the 
Australian Genomics 
Health Futures mission.  
The first project will be 
Mackenzie’s Mission, with 
$20 million being provided 
for a pre-conception 
screening trial for rare and 
debilitating birth disorders, 
including SMA 

Source: ABC.  See, in particular, speech by Gaven Morris, ‘The ABC of News in the Age of Fake’, 10 May 2018, available at 

http://about.abc.net.au/speeches/the-abc-of-news-in-the-age-of-fake-lunch-with-gaven-morris/. 

208 Reports from iSentia for the investigation into Don Dale detention centre and the George Pell 

story illustrate the wider media impact of the ABC news coverage.  Table 15 below shows 

the media impact of the Don Dale detention centre story on Four Corners over the period 25 

July to 25 August 2016, which covers the month following the initial publication of the story, 

and of the George Pell sexual abuse allegations story over the period 27 July to 10 August 

2016, which covers the two weeks following the initial publication of the story on 7.30, and 

for the period 26 October to 9 November 2016, which covers the two weeks following the 

ABC’s follow-up story on George Pell’s interview with Victoria Police.  The figures are shown 

across all media types, i.e. TV, radio, internet and press publications. 

http://about.abc.net.au/speeches/the-abc-of-news-in-the-age-of-fake-lunch-with-gaven-morris/
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Table 15: Wider media impact of ABC stories 

Story Period News reports Potential 
cumulative 
audience 

Percentage 
produced by non-

ABC outlets 

Investigation into 
Don Dale detention 
centre 

25 July - 25 August 
2016 

23,173 156,288,308 58% 

George Pell sexual 
abuse allegations 

27 July - 10 August 
2016 

8,692 82,064,418 64% 

26 October - 9 
November 2016 

3,935 36,091,855 50% 

Source: iSentia.insights, Media Coverage Report, ‘ABC:  Four Corners “Australia’s Shame’, 25 July - 25 August 2016, slide 2; and 
iSentia.insights, Media Coverage Report, ‘ABC:  7.30 – George Pell story impact, 27 July - 10 August 2016 and 26 
October - 9 November 2016, slide 2. 

4.3.2 Television programs developed by the ABC 

209 There are a number of examples of successful television programs that were initially 

produced by the ABC and have subsequently been taken up by commercial networks. 

210 A recent example is the “Dr Blake Mysteries” series, an Australian series that was produced 

and aired by the ABC between 2013 and 2017, for which Channel 7 acquired the rights to 

produce further episodes in 2018, rebranding the series “The Blake Mysteries”.89   

211 Other examples include:  

 Kath and Kim, a show that was first aired by the ABC between 2002 and 2005 and 

subsequently aired on Channel 7 in 2007, made into a film in 2012, before Nine 

Network acquired the rights to the show in 2017;  

 Good News Week, a show that originated on the ABC between 1996 and 1998 

before being acquired by Network 10 in 1999 with several subsequent seasons and 

spin-off series; and  

 The Paralympics, which were originally broadcast by the ABC between 1992 and 

2012, before the rights were purchased by Seven West Media for the 2016 summer 

game and 2018 winter games.90     

4.3.3 Talent developed by the ABC 

212 The ABC has provided a platform for the development of local talent, who have later gone on 

to find broader success outside of the ABC.  

213 One example of talent development by the ABC is that of producers who initially gain 

exposure by working with the ABC.  One example is that of Chris Lilley, who co-produced 5 

                                                                                                                                                      
89  See http://www.news.com.au/entertainment/tv/channel-7-is-set-to-screen-more-of-the-doctor-blake-mysteries-but-they-

will-be-telemovies/news-story/292c9f6a0a1cef498a8f53467a7a0182.  
90  See Kath and Kim (https://tvtonight.com.au/2007/04/kath-and-kim-quit-abc-for-7.html), Good News Week 

(http://www.gnwtv.com.au/good-news-week/), and Paralympics 
(https://eprints.qut.edu.au/115247/1/115247_9773053_michael_ward_thesis.pdf, page. 88 and 
https://www.smh.com.au/sport/they-should-be-all-over-the-media-right-now-seven-taken-to-task-for-paralympics-
coverage-20180314-p4z4dj.html).  

http://www.news.com.au/entertainment/tv/channel-7-is-set-to-screen-more-of-the-doctor-blake-mysteries-but-they-will-be-telemovies/news-story/292c9f6a0a1cef498a8f53467a7a0182
http://www.news.com.au/entertainment/tv/channel-7-is-set-to-screen-more-of-the-doctor-blake-mysteries-but-they-will-be-telemovies/news-story/292c9f6a0a1cef498a8f53467a7a0182
https://tvtonight.com.au/2007/04/kath-and-kim-quit-abc-for-7.html
http://www.gnwtv.com.au/good-news-week/
https://eprints.qut.edu.au/115247/1/115247_9773053_michael_ward_thesis.pdf
https://www.smh.com.au/sport/they-should-be-all-over-the-media-right-now-seven-taken-to-task-for-paralympics-coverage-20180314-p4z4dj.html
https://www.smh.com.au/sport/they-should-be-all-over-the-media-right-now-seven-taken-to-task-for-paralympics-coverage-20180314-p4z4dj.html
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popular shows with the ABC between 2005 and 2014, and has subsequently produced 

shows for Seven Network and Netflix.91  

214 Similarly, the ABC has provided initial support and exposure to a number of television and 

radio hosts and sports commentators.  Examples include:  

 Andrew Denton, who initially gained attention as the writer and host of the ABC’s 

shows “Blah Blah Blah” and “Enough Rope” and now hosts a popular show on 

Channel 7; 

 Rob Sitch, Magda Szubanski, Jane Kennedy, and Mick Molloy, amongst others, who 

appeared early on in their careers on the ABC’s The D Generation, and found 

commercial success later outside of the ABC;  

 Merrick and Rosso, Roy & HG, Wil Anderson and Adam Spencer, Charlie Pickering, 

Jane Gazzo, Angela Catterns, Helen Razer, and Mikey Robins, radio presenters that 

started and/or developed on ABC radio stations and have gone on to have 

successful careers outside of the ABC; and  

 Kelli Underwood, Time Lane, and Gerard Wheatley sports commentators that 

started with the ABC and have subsequently moved to commercial radio and 

television channels.92  

215 In addition, the ABC has played an important role in the career development of a number of 

journalists.  Such journalists include:  

 Myf Warhurst, a journalist that initially joined the triple j Drive Show in 1999, and has 

written a weekly column for The Age and The Guardian as well as reported for a 

shows on Network Ten;  

 Marlina Whop, now with Channel 7; 

 Chris Uhlmann; now with Channel 9;  

 Niav Owens and Ticky Fullerton, now with Sky News; and  

 Vanessa O’Hanlon, now with WIN News.93 

                                                                                                                                                      
91  See http://www.rgm.com.au/portfolios/chris-lilley. 
92  See Andrew Denton (http://www.saxton.com.au/andrew-denton/), The D Generation 

(https://www.imdb.com/title/tt0090413/), Working Dog (https://www.theaustralian.com.au/arts/review/working-dog-trio-
become-figures-of-speech-for-the-stage/news-story/d3e760ee4cce9c2cee1cf1cc1feef9d1), Merrick and Rosso 
(http://www.abc.net.au/news/2009-12-04/merrick-and-rosso-sign-off-after-11-years/1169414), Roy & HG 
(http://www.celebrityspeakers.com.au/roy-hg/),  Wil Anderson and Adam Spencer (http://token.com.au/wp-
content/uploads/2017/07/WIL-Biography.pd and http://www.saxton.com.au/adam-spencer/), Charlie Pickering 
(http://token.com.au/wp-content/uploads/2017/07/CHA-Biography-1.pdf), Jane Gazzo 
(https://www.penguin.com.au/authors/jane-gazzo), Angela Catterns (http://www.angelacatterns.com.au/bio/), Helen 
Razor and Mikey Robins (https://en.wikipedia.org/wiki/Helen_Razer and 
http://mikeyrobins.com/mikeyrobins/Mikey_Robins.html), Kelli Underwood 
(https://www.theherald.com.au/story/916929/kelli-underwood-never-an-under-achiever/), Tim Lane 
(http://www.saxton.com.au/tim-lane/) and Gerard Wheateley (http://www.abc.net.au/news/2018-01-01/gerard-whateley-
leaves-grandstand-after-13-years/9297054). . 

93  See Myf Warhurst (http://www.abc.net.au/tv/agonyaunts/characters/myf-warhurst.htm),  Marlina Whop 
(http://www.abc.net.au/local/photos/2015/07/07/4268788.htm),Chris Uhlmann (http://www.abc.net.au/news/2017-08-
30/chris-uhlmann-leaving-abc-for-channel-nine/8856430), Niav Owens 
(http://www.abc.net.au/profiles/content/s2573385.htm), Ticky Fullerton 
(http://www.platinumspeakers.com.au/Speakers/Ticky-Fullerton.aspx), and Vanessa O’Hanlon 
(http://vanessaohanlon.com/about/).  

http://www.rgm.com.au/portfolios/chris-lilley
http://www.saxton.com.au/andrew-denton/
https://www.imdb.com/title/tt0090413/
https://www.theaustralian.com.au/arts/review/working-dog-trio-become-figures-of-speech-for-the-stage/news-story/d3e760ee4cce9c2cee1cf1cc1feef9d1
https://www.theaustralian.com.au/arts/review/working-dog-trio-become-figures-of-speech-for-the-stage/news-story/d3e760ee4cce9c2cee1cf1cc1feef9d1
http://www.abc.net.au/news/2009-12-04/merrick-and-rosso-sign-off-after-11-years/1169414
http://www.celebrityspeakers.com.au/roy-hg/
http://token.com.au/wp-content/uploads/2017/07/WIL-Biography.pd
http://token.com.au/wp-content/uploads/2017/07/WIL-Biography.pd
http://www.saxton.com.au/adam-spencer/
http://token.com.au/wp-content/uploads/2017/07/CHA-Biography-1.pdf
https://www.penguin.com.au/authors/jane-gazzo
http://www.angelacatterns.com.au/bio/
https://en.wikipedia.org/wiki/Helen_Razer
http://mikeyrobins.com/mikeyrobins/Mikey_Robins.html
https://www.theherald.com.au/story/916929/kelli-underwood-never-an-under-achiever/
http://www.saxton.com.au/tim-lane/
http://www.abc.net.au/news/2018-01-01/gerard-whateley-leaves-grandstand-after-13-years/9297054
http://www.abc.net.au/news/2018-01-01/gerard-whateley-leaves-grandstand-after-13-years/9297054
http://www.abc.net.au/tv/agonyaunts/characters/myf-warhurst.htm
http://www.abc.net.au/local/photos/2015/07/07/4268788.htm
http://www.abc.net.au/news/2017-08-30/chris-uhlmann-leaving-abc-for-channel-nine/8856430
http://www.abc.net.au/news/2017-08-30/chris-uhlmann-leaving-abc-for-channel-nine/8856430
http://www.abc.net.au/profiles/content/s2573385.htm
http://www.platinumspeakers.com.au/Speakers/Ticky-Fullerton.aspx
http://vanessaohanlon.com/about/
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216 The ABC has also helped to launch the careers of a number of Australian musicians.  The 

ABC has often given Australian artists air time on its Double J and triple j radio stations that 

allowed these artists to gain more popularity.  These artists include AC/DC, INXS, 

Powderfinger, You Am I and more recently Flume and Sia.  Below we discuss some more 

recent examples of songs that first gained popularity on triple j before achieving further 

success on other radio stations. 

4.3.4 Songs initially promoted on triple j 

217 In this section we consider whether songs that were initially played on the ABC’s triple j that 

were later played more extensively on commercial radio stations. 

218 The ABC’s radio stations, including the original Double J station and the triple j station, 

provide an important platform to Australian artists by giving airplay to these artists that then 

aides them in gaining popularity more broadly.  Particularly notable examples include AC/DC 

and INXS in the 1970s, Powderfinger and You Am I in the early 1990s and, more recently, 

first airplay for Flume and SIA, all of which received airplay on ABC stations early on in their 

careers.  

219 The charts below illustrate that this trend is on-going, and true for lesser known artists as 

well.  Specifically, the charts below show the trends in plays of a number of songs on triple j 

and across all radio stations.  In general, the number of plays that a song receives on triple j 

stations is many multiples lower than the number of plays that same song receives across all 

stations; by way of example a song might have 20 plays on triple j stations in a week and 

may appear as the top played song, while the top played song across all radio stations might 

have 450 plays in a week.  Accordingly, we have normalised the number of plays of each 

song to be equal to one in the week in which the song appears on both the triple j chart and 

the all radio chart.   

220 Figure 56 shows plays of “Need You” by Flight Facilities featuring Nika, an Australian song, 

which first appeared on the triple j top 500 charts for three weeks, while not appearing at all 

on the all radio top 500 charts.  In its fourth week on the triple j top 500 charts, it appeared at 

285 before making its way to 165 on the all radio top 500 charts, and shows that the number 

of plays of this song on triple j decreased once it appeared on the all radio charts.  A number 

of further examples of this dynamic are set out in Annex D below.  

221 The pattern illustrated by in the figure together with those presented in Annex D - whereby 

songs first appear on the ABC’s triple j stations’ charts and then later appear on the charts 

for all radio stations - is consistent with the ABC investing in and promoting the discovery of 

new talent, who then go on to gain further success and popularity on other stations. 
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Figure 56: Normalised plays of Need You by Flight Facilities feat Nika 

 

Source: RBB analysis on Radiomonitor data 
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Annexes 

A Description of the datasets used in preparing this 
report  

222 Below we describe the main datasets utilised in the analyses presented in this report.  

A.1 OzTAM TV data 

223 OzTAM TV ratings data provide audience estimates based on actual viewing behaviour in a 

panel homes in Australia's five mainland capital cities (i.e. Sydney, Melbourne, Brisbane, 

Adelaide and Perth), as well as nationally for subscription television.94 

224 The two metrics utilised in the analyses of this report are: 

 average audience, a measure of the average number of people (or homes) in a 

target market who were watching a specific event or time band each minute, 

expressed in absolute figures for that demographic; and 

 audience share, a measure of the viewers of a particular event or time band per 

minute expressed as a percentage of Total TV viewing during the same time 

period.95 

225 The two primary OzTAM datasets utilized (described in turn below), cover programs 

broadcast during the period 2009 to 2017.  The data includes ‘Live’ viewing for the full 

period,  viewing of broadcast content that is played back through the television set at normal 

speed either within seven days of original broadcast from the beginning of 2010, and within 

28 days of original broadcast from the beginning of April 2016. 

A.1.1 Daily OzTAM data 

226 The “Daily OzTAM” data consist of program-level ratings for programs broadcast on the 5 

major FTA channels (i.e. Channel 7, Channel 9, Channel 10, SBS, and the ABC main 

channel) during prime-time hours (i.e. 18:00 to 23:59).  

227 The data include the following variable that were used in the preparation of the analyses of 

this report:  

 average audience and audience share;  

 program start and end time, which represents the start and end time of the program 

in Sydney; and 

 program name and program genre.  

228 In addition, the data contain audience and audience share by:  

                                                                                                                                                      
94  See http://www.oztam.com.au/AboutOzTAMRatings.aspx.  
95  See http://www.oztam.com.au/TermsAndDefinitions.aspx.  

http://www.oztam.com.au/AboutOzTAMRatings.aspx
http://www.oztam.com.au/TermsAndDefinitions.aspx


  
 

RBB Economics 96 
 

 capital city;  

 age category; and  

 gender.   

A.1.2 Monthly OzTAM data 

229 The “Monthly OzTAM” data consists of a channel-level dataset of monthly frequency, 

covering broadcasts on the 5 major FTA, the FTA digital multi-channels, and Sky News, as 

well as a total for all STV channels.  

230 The data include audience and audience share, which included separately for the broadcast 

during prime-time hour and during any point during the day. 

A.2 Regional TAM TV data 

231 Regional TAM TV ratings data provide audience estimates based on actual viewing 

behaviour in a panel homes in Australia's five east coast aggregated regions (i.e. 

Queensland, Northern NSW, Southern NSW, Victoria and Tasmania) and regional Western 

Australia.96 

232 The data utilized cover programs broadcast during the period 2009 to 2017.  Regional TAM 

covers live viewing as well as time shift viewing within 28 days of original broadcast. 

233 The data consist of program-level ratings for programs broadcast on the 7 major regional 

FTA channels (i.e. ABC Primary, Seven Primary, Nine Primary, Ten Primary, SBS Primary, 

TDT Tasmania, and Southern Cross Tasmania) during prime-time hours (i.e. 18:00 to 

23:59).  

234 The data include the following variable that were used in the preparation of the analyses of 

this report:  

 average audience and audience share;  

 median program start and end time; and 

 program name and program genre.  

A.3 GfK radio data  

235 The GfK radio data provide radio audience estimates based on surveys conducted in 

Australia's five mainland capital cities (i.e. Sydney, Melbourne, Brisbane, Adelaide and 

Perth). 

236 The methodology relies on respondents to record their radio listening for a specified period 

of time.  The radio ratings survey is conducted using a multi-mode methodology, with 70% 

                                                                                                                                                      
96  See https://www.regionaltam.com.au/?page_id=14.  

https://www.regionaltam.com.au/?page_id=14
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door-knock recruitment and 30% online recruitment.97  Surveys are conducted 8 times per 

year. 

237 The primary measure used in this report was reach, which reflects the total number of 

different people who listen to a station for at least eight minutes (one quarter-hour) during a 

time period.  Reach is used to illustrate audience size, as its estimates the unduplicated 

number of people reached by a station at least once during a particular time period. 

A.4 Radiomonitor data 

238 The Radiomonitor data provide the weekly number of plays of songs on radio stations in 

Australia (i.e. radio airplay).98  The data are available by radio station/radio network, are 

differentiated between Australian and all artists, and contain artist name and song title.  The 

data are available beginning from the week commencing 16 December 2016. 

A.5 Nielson Digital Ratings Monthly data 

The Nielson Digital Ratings Monthly (“Nielson DRM”) data provides data on internet usage 

across a range of media platforms and websites.  The data are available at monthly 

frequency for the period January 2016 to March 2018. 

239 The Digital Ratings (Monthly) methodology is confidently.99 

240 The data available to us cover:  

 digital radio and music streaming sites;  

 news websites; and 

 VOD sites. 

A.6 PwC Entertainment & Media Outlook 

241 The PwC Entertainment & Media Outlook 2017-2021 and PwC Entertainment & Media 

Outlook 2017-2022 reports provide historical annual end-user and advertising expenditure 

for the period 2012 to 2017 for a number of media industry segments.  The report draws on 

historical data from trade associations and publications, government agencies and other 

industry sources.  Spending is at the end-user level and includes retail mark-ups where 

applicable.  Advertising is measured net of agency commissions.  All figures are presented 

in Australian dollars.100  

242 Media industry segments covered include:   

 newspapers; 

                                                                                                                                                      
97  See 

https://www.gfk.com/fileadmin/user_upload/dyna_content/AU/Documents/Resources/2018/GfK_Tool_Kit_2018_v1.pdf.  
98  See http://www.radiomonitor.com/.  
99  See http://digitalmeasurement.nielsen.com/digitalmedialandscape/methodology.html.  
100  See https://www.pwc.com.au/industry/entertainment-and-media-trends-analysis/outlook/methodology.html.  

https://www.gfk.com/fileadmin/user_upload/dyna_content/AU/Documents/Resources/2018/GfK_Tool_Kit_2018_v1.pdf
http://www.radiomonitor.com/
http://digitalmeasurement.nielsen.com/digitalmedialandscape/methodology.html
https://www.pwc.com.au/industry/entertainment-and-media-trends-analysis/outlook/methodology.html
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 FTA television;  

 STV;  

 filmed entertainment; 

 music; 

 radio; and  

 Internet advertising.  

A.7 Ofcom International Communications Market Report data 

243 The data contained in the Ofcom International Communications Market Report for 2010 

through 2017 contain comparative international data on the communications sector for 

the UK and 16 comparator countries.  The reports provide annual data for each of 

these countries which include:  

 total commercial broadcaster TV revenue per capita (in GBP); and  

 total public broadcaster TV funding per capita (in GBP).101  

A.8 Google Trends 

244 Google Trends data have been collected to measure the relative popularity of various search 

terms.102  Google Trends data is an unbiased sample of Google search data, which indicates 

the relative popularity of different search terms over time.  The popularity of different search 

terms are reported as proportionate to the time and location of a query.   

                                                                                                                                                      
101  See https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr16/international.  
102  https://trends.google.com/trends/ 

https://www.ofcom.org.uk/research-and-data/multi-sector-research/cmr/cmr16/international
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B Short-term event analyses  

B.1 Effect of a temporary break in the broadcast of popular programs 

B.1.1 Methodology  

245 Below we describe the econometric methodology employed in order to assess the impact of 

the ABC not airing a season of Gruen in 2014 – a program which was broadcast on the 

ABC’s main FTA channel in every other year between 2010 and 2017 during a similar period 

of the year, on the same day of the week, and at a similar time during prime-time hours.  

Specifically:  

 The Gruen Transfer was broadcast on Wednesday nights between 21:00 and 21:30 

in 2009, 2010, and 2011;  

 Gruen Planet was broadcast on Wednesday nights between 21:00 and 21:30 in 

2011, and between 20:30 and 21:00 in 2012 and 2013; and 

 Gruen was broadcast on Wednesday nights between 20:30 and 21:00 in 2015, 2016 

and 2017. 

246 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period in 2014 to be the weeks between 3 September and 5 

November 2014, a ten week period.  The selection of this period was informed by 

the period during which is based on the period over which Gruen Planet and Gruen 

were broadcast in 2013 and 2015, respectively.103   

 We define the comparator period as Wednesdays in weeks in which The Gruen 

Transfer, Gruen Planet or Gruen were broadcast in 2010 to 2013 and 2015 to 2017 

(2009 is excluded since The Gruen Transfer was aired significantly earlier in that 

year than latter years). 

247 Each regression specification employs the natural logarithm of average program audiences 

as the dependent variable.  We test the sensitivity of the use of the simple average of 

program audiences with a specification that employs the natural logarithm of the program 

duration- weighted average audience as the dependent variable.  Additionally, we focus 

separately on average audiences of two sub-sets of programs, namely:  

 all programs broadcast on Wednesdays during the 20:00 to 22:00 time slot (i.e. FTA 

programs broadcast during the same time slot); and  

 all Wednesday prime-time broadcasts of light entertainment, infotainment, lifestyle, 

documentary, cultural, news and current affairs programs (i.e. FTA programs of a 

similar genre). 

                                                                                                                                                      
103  Specifically, in 2013 8 episodes of Gruen Planet were broadcast between 11 September and 30 October.  In 2015 10 

episodes of Gruen were broadcast between 9 September and 11 November. 
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248 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using a linear time trend, which captures a constant 

rate of change in audiences over time for reasons due to factors other than the 

ABC’s broadcasts of Gruen. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal control with a specification 

that includes only a linear time trend. 

249 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

when Gruen was not broadcast in 2014.104  

250 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels.  

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.105 

 Net effect on other channels.   

The net effect on the audiences of Channel 7, Channel 9, Channel 10 and SBS are 

estimated using a specification that employs the natural logarithm of the sum of 

average program audiences across all four of these channels as the dependent 

variable.  The net effect this audience is reflected by the coefficient estimate on the 

effect dummy.  

                                                                                                                                                      
104  More precisely, the percentage change in in audiences is calculated as (e

β – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
105  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
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To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.106  

 Net effect on all channels. 

The net effect on the audiences of Channel 7, Channel 9, Channel 10, SBS and the 

ABC are estimated using a specification that employs the natural logarithm of the 

sum of average program audiences across all five of these channels as the 

dependent variable.  The net effect this audience is reflected by the coefficient 

estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results.  

251 Below we present the full set of regression estimates. 

B.1.2 All FTA programs broadcast during the same time slot  

252 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend and quarterly fixed effects.  

Table 16: Regression with a linear time trend and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Time trend -0.003*** -0.004*** -0.004*** 

 (0.000) (0.001) (0.000) 

Seasonal dummies    

Quarter 3 -0.075* -0.116** -0.079** 

 (0.041) (0.046) (0.035) 

Quarter 4 -0.128*** -0.208*** -0.137*** 

 (0.034) (0.037) (0.028) 

Effect dummies    

Channel 7 0.136***   

 (0.051)   

Channel 9 -0.082   

  (0.267)   

                                                                                                                                                      
106  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 10 -0.278***   

 (0.085)   

SBS -0.099   

 (0.098)   

ABC -0.227***   

 (0.053)   

Net effect 

 

-0.008 -0.056 

 

 

(0.064) (0.045) 

Constant 15.233*** 17.531*** 17.877*** 

 (0.281) (0.406) (0.283) 

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.156   

F-statistic 68.03 51.61 108.8 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

253 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 

Table 17: Regression with a linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

Time trend -0.003*** -0.005*** -0.005*** 

 (0.001) (0.001) (0.001) 

Effect dummies    

Channel 7 0.126**   

 (0.053)   

Channel 9 -0.092   

  (0.273)   

Channel 10 -0.288***   
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Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

 (0.095)   

SBS -0.109   

 (0.106)   

ABC -0.238***   

 (0.041)   

Net effect  -0.026 -0.067 

  (0.077) (0.053) 

Constant 15.363*** 17.753*** 18.021*** 

 (0.348) (0.523) (0.352) 

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.146   

F-statistic 52.29 17.55 39.67 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

254 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend and quarterly fixed effects, but with the dependent variable being 

average audience weighted by program duration.  Notably, the results from this specification 

are materially different to that which employs simple average audience as the dependent 

variable.  

Table 18: Regression with a linear time trend and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Time trend -0.003*** -0.005*** -0.005*** 

 (0.001) (0.001) (0.001) 

Seasonal dummies    

Quarter 3 -0.115** -0.144*** -0.101** 

 (0.045) (0.051) (0.039) 

Quarter 4 -0.158*** -0.228*** -0.153*** 

 (0.039) (0.044) (0.032) 

Effect dummies    

Channel 7 0.135**   

 (0.055)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 9 -0.069   

  (0.271)   

Channel 10 -0.259***   

 (0.080)   

SBS -0.071   

 (0.104)   

ABC -0.258***   

 (0.066)   

Net effect  -0.002 -0.059 

  (0.064) (0.043) 

Constant 15.375*** 17.846*** 18.084*** 

 (0.326) (0.453) (0.320) 

    

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.145   

F-statistic 86.71 56.67 113.6 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

B.1.3 All FTA programs of a similar genre 

255 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend and quarterly fixed effects.  

Table 19: Regression with annual fixed effects and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.002*** -0.001* -0.002*** 

 (0.000) (0.001) (0.001) 

Seasonal dummies    

Quarter 3 -0.084*** -0.129*** -0.098*** 

 (0.026) (0.036) (0.029) 

Quarter 4 -0.149*** -0.238*** -0.187*** 

 (0.029) (0.048) (0.040) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Effect dummies    

Channel 7 0.114***   

 (0.035)   

Channel 9 0.123*   

 (0.066)   

Channel 10 0.137**   

 (0.054)   

SBS -0.198***   

 (0.050)   

ABC -0.114*   

 (0.066)   

Net effect  0.091*** 0.059** 

  (0.032) (0.029) 

Constant 0.000 15.638*** 16.435*** 

 (0.000) (0.401) (0.354) 

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.203   

F-statistic 29.17 22.43 48.72 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

256 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 

Table 20: Regression with a linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.003*** -0.002** -0.003*** 

 (0.001) (0.001) (0.001) 

Effect dummies    

Channel 7 0.102**   

 (0.040)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 9 0.110   

 (0.069)   

Channel 10 0.124**   

 (0.063)   

SBS -0.210***   

 (0.048)   

ABC -0.126**   

 (0.052)   

Net effect  0.070* 0.043 

  (0.038) (0.029) 

Constant 14.862*** 15.902*** 16.650*** 

 (0.336) (0.521) (0.448) 

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.176   

F-statistic 13.83 3.662 7.995 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

257 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend and quarterly fixed effects, but with the dependent variable being 

average audience weighted by program duration.  Notably, the results from this specification 

are not materially different to that which employs simple average audience as the dependent 

variable. 

Table 21: Regression with annual fixed effects and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.003*** -0.002** -0.003*** 

 (0.000) (0.001) (0.001) 

Seasonal dummies    

Quarter 3 -0.052* -0.077 -0.067* 

 (0.028) (0.048) (0.038) 

Quarter 4 -0.122*** -0.192*** -0.163*** 

 (0.030) (0.060) (0.049) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Effect dummies    

Channel 7 0.176***   

 (0.049)   

Channel 9 0.147*   

 (0.081)   

Channel 10 0.053   

 (0.056)   

SBS -0.157***   

 (0.049)   

ABC -0.089   

 (0.071)   

Net effect  0.110*** 0.079** 

  (0.037) (0.033) 

Constant 14.860*** 15.948*** 16.623*** 

 (0.279) (0.501) (0.433) 

    

Observations 430 86 86 

Number of groups 5   

Within R-squared 0.186   

F-statistic 18.60 7.452 16.33 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

 



  
 

RBB Economics 108 
 

B.2 Effect of special broadcasting events 

B.2.1 Methodology  

258 Below we describe the econometric methodology employed in order to assess the impact of 

the ABC’s broadcast of Gruen Nation.  These series, which consisted of only four episodes 

each, were broadcast during the Australian federal elections of 2010 and 2013, respectively.  

Specifically: 

 in 2010 four episodes of Gruen Nation were broadcast on Wednesday evenings 

between 21:00 and 21:45; and 

 in 2013 four episodes of Gruen Nation were on Wednesday evenings between 20:30 

and 21:15. 

259 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be days on which Gruen Nation episodes were 

broadcast (i.e. Wednesdays between 28 July and 18 August 2010, and 14 August 

and 4 September 2013)  

 We define the comparator period as Wednesdays in all weeks in which Gruen 

Nation episodes were not broadcast between 2009 and 2017. 

260 Each regression specification employs the natural logarithm of average program audiences 

as the dependent variable.  We test the sensitivity of the use of the simple average of 

program audiences with a specification that employs the natural logarithm of the program 

duration- weighted average audience as the dependent variable.  Additionally, we focus 

separately on average audiences of two sub-sets of programs, namely:  

 all programs broadcast on Wednesdays during the 20:00 to 22:15 time slot (i.e. FTA 

programs broadcast during the same time slot); and  

 all Wednesday prime-time broadcasts of light entertainment, infotainment, lifestyle, 

documentary, cultural, news and current affairs programs (i.e. FTA programs of a 

similar genre). 

261 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the ABC’s 

broadcasts of Gruen Nation episodes. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 
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sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

262 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

when Gruen Nation episodes were broadcast.107  

263 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels.  

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.108 

 Net effect on other channels.   

The net effect on the audiences of Channel 7, Channel 9, Channel 10 and SBS are 

estimated using a specification that employs the natural logarithm of the sum of 

average program audiences across all four of these channels as the dependent 

variable.  The net effect this audience is reflected by the coefficient estimate on the 

effect dummy.  

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.109  

                                                                                                                                                      
107  More precisely, the percentage change in in audiences is calculated as (e

β
 – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
108  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
109  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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 Net effect on all channels. 

The net effect on the audiences of Channel 7, Channel 9, Channel 10, SBS and the 

ABC are estimated using a specification that employs the natural logarithm of the 

sum of average program audiences across all five of these channels as the 

dependent variable.  The net effect this audience is reflected by the coefficient 

estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results.  

264 Below we present the full set of regression estimates. 

B.2.2 All FTA programs broadcast during the same time slot  

265 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 22: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

Year dummies       

2009 0.513*** 0.580*** 0.492*** 

 (0.034) (0.040) (0.039) 

2010 0.447*** 0.582*** 0.481*** 

 (0.032) (0.041) (0.039) 

2011 0.328*** 0.425*** 0.347*** 

 (0.040) (0.043) (0.044) 

2012 0.350*** 0.453*** 0.344*** 

 (0.035) (0.039) (0.035) 

2013 0.275*** 0.340*** 0.265*** 

 (0.033) (0.039) (0.034) 

2014 0.210*** 0.313*** 0.218*** 

 (0.026) (0.034) (0.028) 

2015 0.260*** 0.274*** 0.206*** 

 (0.037) (0.044) (0.038) 

2016 0.199*** 0.194*** 0.129*** 

 (0.037) (0.041) (0.038) 

2017 0.133*** 0.148*** 0.076* 

 (0.042) (0.048) (0.044) 
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Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

Seasonal dummies    

Quarter 2 0.111*** 0.138*** 0.127*** 

 (0.028) (0.038) (0.033) 

Quarter 3 0.126*** 0.107*** 0.132*** 

 (0.028) (0.038) (0.033) 

Quarter 4 -0.036 -0.082** -0.050 

 (0.030) (0.041) (0.037) 

Effect dummies    

Channel 7 -0.019   

 (0.051)   

Channel 9 0.067   

 (0.146)   

Channel 10 0.084*   

 (0.044)   

SBS -0.357**   

 (0.144)   

ABC 0.476***   

 (0.064)   

Net effect  -0.035 0.065 

  (0.036) (0.042) 

Constant 12.813*** 14.264*** 14.555*** 

 (0.030) (0.041) (0.037) 

Observations 2335 470 470 

Number of groups 5   

Within R-squared 0.146   

F-statistic 442 353.4 316.7 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

266 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 
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Table 23: Regression with a linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.003*** -0.005*** -0.004*** 

 (0.000) (0.000) (0.000) 

Effect dummies    

Channel 7 0.061   

 (0.065)   

Channel 9 0.147   

 (0.161)   

Channel 10 0.164***   

 (0.049)   

SBS -0.277**   

 (0.127)   

ABC 0.557***   

 (0.078)   

Net effect  0.051 0.166*** 

  (0.051) (0.056) 

Constant 15.373*** 17.602*** 17.618*** 

 (0.298) (0.311) (0.298) 

Observations 2335 470 470 

Number of groups 5   

Within R-squared 0.0970   

F-statistic 88.50 47.91 51.48 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

267 The table below presents the full set of regression estimates for the specification that 

includes annual and quarterly fixed effects, but with the dependent variable being average 

audience weighted by program duration.  Notably, the estimated effect on individual 

channels under this this specification are not materially different the estimated effects from 

the model that employs simple average audience as the dependent variable.  However, 

using weighted-average audiences results in a statistically significant estimated effect on 

other channels, while this estimated is not statistically significant using the simple average of 

audiences. 
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Table 24: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

Year dummies       

2009 0.473*** 0.573*** 0.483*** 

 (0.032) (0.041) (0.040) 

2010 0.417*** 0.573*** 0.470*** 

 (0.035) (0.042) (0.041) 

2011 0.292*** 0.423*** 0.344*** 

 (0.043) (0.045) (0.046) 

2012 0.336*** 0.453*** 0.342*** 

 (0.039) (0.043) (0.039) 

2013 0.258*** 0.335*** 0.259*** 

 (0.036) (0.043) (0.038) 

2014 0.194*** 0.319*** 0.219*** 

 (0.027) (0.036) (0.031) 

2015 0.240*** 0.274*** 0.200*** 

 (0.037) (0.044) (0.039) 

2016 0.152*** 0.173*** 0.105*** 

 (0.039) (0.044) (0.040) 

2017 0.118*** 0.153*** 0.074* 

 (0.040) (0.049) (0.043) 

Seasonal dummies    

Quarter 2 0.120*** 0.153*** 0.139*** 

 (0.028) (0.039) (0.034) 

Quarter 3 0.136*** 0.116*** 0.139*** 

 (0.028) (0.039) (0.034) 

Quarter 4 -0.036 -0.089** -0.056 

 (0.031) (0.042) (0.039) 

Effect dummies    

Channel 7 -0.051   

 (0.042)   
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Explanatory variables Individual Effects Effect on other channels Effect on all  channels 

Channel 9 0.037   

 (0.139)   

Channel 10 0.061   

 (0.044)   

SBS -0.375**   

 (0.155)   

ABC 0.497***   

 (0.063)   

Net effect  -0.062* 0.054 

  (0.032) (0.036) 

Constant 12.829*** 14.263*** 14.560*** 

 (0.031) (0.042) (0.039) 

    

Observations 2335 470 470 

Number of groups 5   

Within R-squared 0.134   

F-statistic 373.5 332 281.1 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

B.2.3 All FTA programs of a similar genre 

268 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 25: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       

2009 0.165*** 0.118*** 0.130*** 

 (0.027) (0.031) (0.027) 

2010 0.101*** 0.084*** 0.088*** 

 (0.021) (0.024) (0.020) 

2011 0.022 -0.009 -0.015 

 (0.023) (0.023) (0.019) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

2012 0.044** 0.027 0.012 

 (0.020) (0.021) (0.021) 

2013 -0.042* -0.057* -0.049* 

 (0.022) (0.029) (0.026) 

2014 -0.002 0.052** 0.019 

 (0.024) (0.025) (0.023) 

2015 0.030 0.041 0.010 

 (0.026) (0.025) (0.024) 

2016 -0.037* -0.013 -0.055*** 

 (0.020) (0.024) (0.019) 

2017 -0.145*** -0.131*** -0.173*** 

 (0.021) (0.023) (0.020) 

Seasonal dummies    

Quarter 2 0.084*** 0.087*** 0.086*** 

 (0.015) (0.018) (0.015) 

Quarter 3 0.101*** 0.102*** 0.108*** 

 (0.015) (0.018) (0.015) 

Quarter 4 -0.035* -0.048** -0.036** 

 (0.018) (0.020) (0.017) 

Effect dummies    

Channel 7 -0.188***   

 (0.041)   

Channel 9 0.105**   

 (0.047)   

Channel 10 -0.040   

 (0.148)   

SBS -0.241**   

 (0.122)   

ABC 0.387***   

 (0.064)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Net effect  -0.051* 0.010 

  (0.029) (0.034) 

Constant 12.987*** 14.605*** 14.799*** 

 (0.018) (0.020) (0.017) 

Observations 2348 470 470 

Number of groups 5   

Within R-squared 0.196   

F-statistic 114.9 44.52 48.64 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

269 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 

Table 26: Regression with a linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.002*** -0.002*** -0.002*** 

 (0.000) (0.000) (0.000) 

Effect dummies    

Channel 7 -0.148***   

 (0.030)   

Channel 9 0.145***   

 (0.053)   

Channel 10 0.000   

 (0.167)   

SBS -0.201*   

 (0.103)   

ABC 0.427***   

 (0.082)   

Net effect  -0.010 0.067 

  (0.043) (0.046) 

Constant 14.532*** 15.694*** 16.232*** 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.215) (0.172) (0.152) 

Observations 2348 470 470 

Number of groups 5   

Within R-squared 0.109   

F-statistic 102.7 13.21 29.16 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

270 The table below presents the full set of regression estimates for the specification that 

includes annual and quarterly fixed effects, but with the dependent variable being average 

audience weighted by program duration.  Notably, the results from this specification are not 

materially different to that which employs simple average audience as the dependent 

variable. 

Table 27: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       

2009 0.124*** 0.154*** 0.117*** 

 (0.030) (0.038) (0.033) 

2010 0.074*** 0.121*** 0.081*** 

 (0.020) (0.027) (0.021) 

2011 -0.038 0.005 -0.056*** 

 (0.024) (0.028) (0.021) 

2012 -0.021 0.032 -0.031 

 (0.019) (0.025) (0.024) 

2013 -0.085*** -0.056* -0.090*** 

 (0.021) (0.032) (0.028) 

2014 -0.051** 0.066** -0.012 

 (0.025) (0.027) (0.024) 

2015 -0.044 0.037 -0.040 

 (0.028) (0.028) (0.026) 

2016 -0.123*** -0.039 -0.120*** 

 (0.023) (0.030) (0.024) 

2017 -0.229*** -0.169*** -0.248*** 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.024) (0.029) (0.026) 

Seasonal dummies    

Quarter 2 0.083*** 0.084*** 0.083*** 

 (0.016) (0.021) (0.018) 

Quarter 3 0.108*** 0.110*** 0.114*** 

 (0.017) (0.021) (0.018) 

Quarter 4 -0.031 -0.042* -0.032 

 (0.019) (0.022) (0.020) 

Effect dummies    

Channel 7 -0.305***   

 (0.066)   

Channel 9 0.098*   

 (0.051)   

Channel 10 0.007   

 (0.116)   

SBS -0.190*   

 (0.105)   

ABC 0.414***   

 (0.072)   

Net effect  -0.081*** -0.003 

  (0.029) (0.029) 

Constant 13.027*** 14.563*** 14.806*** 

 (0.019) (0.022) (0.020) 

Observations 2348 470 470 

Number of groups 5 

  Within R-squared 0.190 

  F-statistic 76.25 37.01 34.68 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   
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B.3 Effect of popular program episodes 

B.3.1 Methodology  

271 Below we describe the econometric methodology employed in order to assess the impact of 

the ABC achieving a particularly high audience for a broadcast of an episode of Four 

Corner’s, a program broadcast weekly on Mondays.  Specifically Four Corner’s episodes 

were broadcast on most Monday evenings between 20:30 and 21:15 between 2009 and 

2017. 

272 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be days on which the two Four Corner’s episodes 

with the largest average audience in each year were broadcast, for the 9 years 

between 2009 and 2017. 

 We define the comparator period to all days outside of the affected period on which 

an episode of Four Corner’s was broadcast between 2009 and 2017.   

273 Each regression specification employs the natural logarithm of average program audiences 

as the dependent variable.  We test the sensitivity of the use of the simple average of 

program audiences with a specification that employs the natural logarithm of the program 

duration- weighted average audience as the dependent variable.  Additionally, we focus 

separately on average audiences of two sub-sets of programs, namely:  

 all programs broadcast on a day on which a Four Corner’s episode was broadcast 

during the 20:00 to 22:00 time slot (i.e. FTA programs broadcast during the same 

time slot); and  

 all  prime-time broadcasts of news and current affairs  programs as well as The 

Project broadcast on Channel 10 on days on which an episode of Four Corner’s was 

broadcast (i.e. FTA programs of a similar genre). 

274 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the ABC’s 

broadcasts of Four Corner’s episodes. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

275 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 
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dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

when the most popular Four Corner’s episodes are broadcast.110  

276 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels. 

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.111 

 Net effect on other channels.   

The net effect on the audiences of Channel 7, Channel 9, Channel 10 and SBS are 

estimated using a specification that employs the natural logarithm of the sum of 

average program audiences across all four of these channels as the dependent 

variable.  The net effect this audience is reflected by the coefficient estimate on the 

effect dummy.  

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.112  

                                                                                                                                                      
110  More precisely, the percentage change in in audiences is calculated as (e

β
 – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
111  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
112  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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 Net effect on all channels. 

The net effect on the audiences of Channel 7, Channel 9, Channel 10, SBS and the 

ABC are estimated using a specification that employs the natural logarithm of the 

sum of average program audiences across all five of these channels as the 

dependent variable.  The net effect this audience is reflected by the coefficient 

estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results. 

277 Below we present the full set of regression estimates. 

B.3.2 All FTA programs broadcast during the same time slot  

278 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 28: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       

2010 -0.017 0.015 0.004 

 (0.027) (0.038) (0.030) 

2011 -0.174*** -0.111*** -0.114*** 

 (0.023) (0.036) (0.029) 

2012 -0.226*** -0.128*** -0.113*** 

 (0.024) (0.036) (0.027) 

2013 -0.298*** -0.231*** -0.197*** 

 (0.025) (0.033) (0.026) 

2014 -0.301*** -0.250*** -0.223*** 

 (0.024) (0.036) (0.028) 

2015 -0.302*** -0.352*** -0.284*** 

 (0.020) (0.029) (0.023) 

2016 -0.356*** -0.364*** -0.317*** 

 (0.025) (0.030) (0.024) 

2017 -0.438*** -0.457*** -0.417*** 

 (0.024) (0.033) (0.024) 

Seasonal dummies    

Quarter 2 0.019 -0.037* -0.026 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.013) (0.021) (0.017) 

Quarter 3 -0.035** -0.133*** -0.098*** 

 (0.015) (0.023) (0.018) 

Quarter 4 -0.061*** -0.164*** -0.119*** 

 (0.016) (0.027) (0.020) 

Effect dummies    

Channel 7 0.016   

 (0.051)   

Channel 9 -0.045   

 (0.054)   

Channel 10 -0.096*   

 (0.050)   

SBS 0.019   

 (0.056)   

ABC 0.170***   

 (0.030)   

Net effect  -0.029 0.012 

  (0.022) (0.016) 

Constant 13.559*** 15.119*** 15.307*** 

 (0.018) (0.024) (0.020) 

Observations 1856 372 372 

Number of groups 5   

Within R-squared 0.241   

F-statistic 65.33 46.15 59.67 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

279 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 
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Table 29: Regression with a linear time trend  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.004*** -0.005*** -0.004*** 

 (0.000) (0.000) (0.000) 

Effect dummies    

Channel 7 0.011   

 (0.050)   

Channel 9 -0.050   

 (0.046)   

Channel 10 -0.100*   

 (0.056)   

SBS 0.014   

 (0.062)   

ABC 0.165***   

 (0.031)   

Net effect  -0.044** 0.002 

  (0.022) (0.017) 

Constant 16.107*** 18.124*** 17.888*** 

 (0.153) (0.196) (0.151) 

Observations 1856 372 372 

Number of groups 5   

Within R-squared 0.217   

F-statistic 62.08 143.7 177.4 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

280 The table below presents the full set of regression estimates for the specification that 

includes annual and quarterly fixed effects, but with the dependent variable being average 

audience weighted by program duration.  Notably, the results from this specification are 

materially different to that which employs simple average audience as the dependent 

variable. 

Table 30: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

2010 -0.046 -0.016 -0.020 

 (0.029) (0.039) (0.031) 

2011 -0.185*** -0.120*** -0.119*** 

 (0.026) (0.038) (0.030) 

2012 -0.232*** -0.111*** -0.097*** 

 (0.026) (0.037) (0.029) 

2013 -0.309*** -0.213*** -0.184*** 

 (0.026) (0.034) (0.027) 

2014 -0.327*** -0.251*** -0.225*** 

 (0.028) (0.039) (0.031) 

2015 -0.316*** -0.343*** -0.280*** 

 (0.024) (0.033) (0.026) 

2016 -0.371*** -0.351*** -0.309*** 

 (0.028) (0.029) (0.023) 

2017 -0.451*** -0.442*** -0.409*** 

 (0.030) (0.036) (0.028) 

Seasonal dummies    

Quarter 2 0.012 -0.041* -0.029 

 (0.017) (0.024) (0.019) 

Quarter 3 -0.039** -0.137*** -0.102*** 

 (0.018) (0.023) (0.019) 

Quarter 4 -0.070*** -0.173*** -0.129*** 

 (0.018) (0.029) (0.022) 

Effect dummies    

Channel 7 0.007   

 (0.053)   

Channel 9 -0.093   

 (0.060)   

Channel 10 -0.100*   

 (0.051)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

SBS 0.007   

 (0.060)   

ABC 0.173***   

 (0.030)   

Net effect  -0.051* -0.006 

  (0.027) (0.020) 

Constant 13.592*** 15.142*** 15.320*** 

 (0.021) (0.025) (0.020) 

    

Observations 1856 372 372 

Number of groups 5   

Within R-squared 0.216   

F-statistic 58.01 44.21 57.22 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

B.3.3 All FTA programs of a similar genre 

281 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 31: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       

2010 0.063** 0.038 0.041* 

 (0.029) (0.027) (0.024) 

2011 -0.051** -0.083*** -0.074*** 

 (0.026) (0.025) (0.022) 

2012 -0.046** -0.011 -0.006 

 (0.023) (0.020) (0.018) 

2013 -0.138*** -0.069*** -0.065*** 

 (0.021) (0.021) (0.019) 

2014 -0.126*** -0.070*** -0.071*** 

 (0.023) (0.022) (0.019) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

2015 -0.103*** -0.104*** -0.083*** 

 (0.022) (0.021) (0.019) 

2016 -0.165*** -0.137*** -0.137*** 

 (0.022) (0.023) (0.020) 

2017 -0.223*** -0.168*** -0.192*** 

 (0.023) (0.023) (0.020) 

Seasonal dummies    

Quarter 2 0.067*** 0.079*** 0.069*** 

 (0.013) (0.013) (0.011) 

Quarter 3 0.046*** 0.041*** 0.038*** 

 (0.015) (0.013) (0.011) 

Quarter 4 -0.041*** -0.070*** -0.053*** 

 (0.012) (0.015) (0.012) 

Effect dummies    

Channel 7 -0.017   

 (0.025)   

Channel 9 0.014   

 (0.051)   

Channel 10 0.039   

 (0.052)   

SBS -0.042   

 (0.047)   

ABC 0.128***   

 (0.020)   

Net effect  0.007 0.027** 

  (0.014) (0.012) 

Constant 13.210*** 14.878*** 15.072*** 

 (0.022) (0.021) (0.019) 

Observations 1858 372 372 

Number of groups 5   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Within R-squared 0.205   

F-statistic 28.08 27.79 44.91 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

282 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 

Table 32: Regression with a linear time trend  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.003*** -0.002*** -0.002*** 

 (0.000) (0.000) (0.000) 

Effect dummies    

Channel 7 -0.025   

 (0.023)   

Channel 9 0.006   

 (0.053)   

Channel 10 0.031   

 (0.058)   

SBS -0.050   

 (0.048)   

ABC 0.120***   

 (0.020)   

Net effect  -0.008 0.016 

  (0.020) (0.016) 

Constant 14.761*** 16.077*** 16.328*** 

 (0.168) (0.158) (0.143) 

Observations 1858 372 372 

Number of groups 5   

Within R-squared 0.146   

F-statistic 24.13 31.47 41.91 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   
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283 The table below presents the full set of regression estimates for the specification that 

includes annual and quarterly fixed effects, but with the dependent variable being average 

audience weighted by program duration.  Notably, the results from this specification are not 

materially different to that which employs simple average audience as the dependent 

variable. 

Table 33: Regression with annual fixed effects and seasonal dummies 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Year dummies       

2010 0.043 0.026 0.028 

 (0.029) (0.028) (0.025) 

2011 -0.054** -0.080*** -0.075*** 

 (0.025) (0.026) (0.023) 

2012 -0.058** -0.027 -0.021 

 (0.023) (0.022) (0.019) 

2013 -0.121*** -0.065*** -0.064*** 

 (0.021) (0.023) (0.020) 

2014 -0.155*** -0.100*** -0.099*** 

 (0.023) (0.024) (0.021) 

2015 -0.142*** -0.140*** -0.107*** 

 (0.024) (0.023) (0.020) 

2016 -0.190*** -0.168*** -0.154*** 

 (0.022) (0.025) (0.022) 

2017 -0.249*** -0.196*** -0.209*** 

 (0.024) (0.025) (0.022) 

Seasonal dummies    

Quarter 2 0.065*** 0.077*** 0.066*** 

 (0.013) (0.013) (0.011) 

Quarter 3 0.035** 0.034** 0.033*** 

 (0.015) (0.014) (0.012) 

Quarter 4 -0.053*** -0.076*** -0.059*** 

 (0.012) (0.015) (0.012) 

Effect dummies    
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 7 -0.015   

 (0.022)   

Channel 9 0.011   

 (0.051)   

Channel 10 0.036   

 (0.054)   

SBS -0.047   

 (0.041)   

ABC 0.132***   

 (0.021)   

Net effect  0.004 0.025** 

  (0.015) (0.012) 

Constant 13.245*** 14.896*** 15.089*** 

 (0.022) (0.023) (0.020) 

    

Observations 1858 372 372 

Number of groups 5   

Within R-squared 0.222   

F-statistic 33.72 31.63 43.44 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   
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C Longer-term event analyses 

C.1 Effect of the launch of ABC News 

C.1.1 Methodology  

284 Below we describe the econometric methodology employed in order to assess the impact of 

the launch of the ABC News TV channel on the average monthly audiences of the 3 major 

FTA networks, as well as the Sky News channel – a dedicated STV news channel.  

Specifically, we assess the long-term, sustained change in audiences after the introduction 

of the ABC News channel in August 2010.  

285 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be months after August 2010. 

 We define the comparator period to be all months preceding August 2010. 

286 Each regression specification employs the natural logarithm of monthly average program 

audiences as the dependent variable.  We test the sensitivity of the use of the simple 

average of program audiences with a specification that employs the natural logarithm of the 

program duration- weighted average audience as the dependent variable.  Additionally, we 

focus separately on average audiences of two sub-sets of programs, namely:  

 all programs broadcast on the five major FTA networks (including both their main 

and digital multi-channels) during all time slots; and  

 all prime-time news and current affairs broadcasts on the five major FTA channels 

and the Sky News channel. 

287 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the launch of 

ABC News. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

288 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 
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relevant effect dummy can be interpreted as the expected percentage change in audiences 

following the launch of ABC News.113  

289 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels. 

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.114 

 Net effect on other channels.   

The net effect on the audiences of Seven Network, Nine Network, Network Ten, 

SBS and Sky News are estimated using a specification that employs the natural 

logarithm of the sum of average program audiences across all four of these 

channels as the dependent variable.  The net effect this audience is reflected by the 

coefficient estimate on the effect dummy.  

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.115  

                                                                                                                                                      
113  More precisely, the percentage change in in audiences is calculated as (e

β
 – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
114  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
115  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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 Net effect on all channels. 

The net effect on the audiences of Seven Network, Nine Network, Network Ten, 

SBS, Sky News and the ABC are estimated using a specification that employs the 

natural logarithm of the sum of average program audiences across all five of these 

channels as the dependent variable.  The net effect this audience is reflected by the 

coefficient estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results. 

290 Below we present the full set of regression estimates. 

C.1.2 Effect on FTA networks 

291 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 34: Regression with annual and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Year dummies       

2010 -0.001 -0.004 0.002 

 (0.033) (0.024) (0.025) 

2011 0.013 0.002 0.003 

 (0.033) (0.033) (0.030) 

2012 -0.048 -0.021 -0.008 

 (0.039) (0.033) (0.030) 

2013 -0.068** -0.042 -0.018 

 (0.033) (0.031) (0.029) 

2014 -0.068** -0.037 -0.008 

 (0.034) (0.032) (0.030) 

2015 -0.097*** -0.092*** -0.065** 

 (0.033) (0.032) (0.029) 

2016 -0.093*** -0.101*** -0.084*** 

 (0.035) (0.034) (0.032) 

2017 -0.138*** -0.183*** -0.174*** 

 (0.033) (0.032) (0.030) 

Seasonal dummies    

Quarter 2 0.030*** 0.027*** 0.032*** 
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Explanatory variables Individual Effects Effect on other networks Effect on all networks 

 (0.011) (0.009) (0.009) 

Quarter 3 0.025* 0.023** 0.029*** 

 (0.013) (0.010) (0.009) 

Quarter 4 -0.051*** -0.055*** -0.052*** 

 (0.011) (0.011) (0.010) 

Effect dummies    

Seven Network 0.086***   

 (0.028)   

Nine Network 0.097***   

 (0.034)   

Network Ten  -0.084   

 (0.059)   

SBS 0.038   

 (0.071)   

Sky News -0.003   

 (0.051)   

ABC (excl. ABC News) 0.107***   

 (0.040)   

Net effect  0.041 0.037 

  (0.031) (0.029) 

Constant 11.848*** 12.352*** 12.353*** 

 (0.012) (0.009) (0.010) 

Observations 648 108 108 

Number of groups 6   

Within R-squared 0.179   

F-statistic 41.77 43.25 73.20 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

292 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification for individual network effects are not materially different to those from 

the specification above which includes quarterly fixed effects to control for seasonality, while 
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the aggregate net effects remain positive but gain statistical significance under this 

specification. 

Table 35: Regression with linear time trend 

Explanatory variables Individual Effects Effect on other 
networks 

Effect on all networks 

Linear trend -0.002*** -0.002*** -0.002*** 

 (0.000) (0.000) (0.000) 

Effect dummies    

Seven Network 0.102***   

 (0.021)   

Nine Network 0.113***   

 (0.029)   

Network Ten  -0.069   

 (0.057)   

SBS 0.054   

 (0.065)   

Sky News 0.012   

 (0.053)   

ABC (excl. ABC News) 0.122***   

 (0.033)   

Net effect  0.085*** 0.089*** 

  (0.027) (0.029) 

Constant 12.839*** 13.620*** 13.544*** 

 (0.152) (0.193) (0.215) 

Observations 648 108 108 

Number of groups 6   

Within R-squared 0.123   

F-statistic 35.15 22.99 15.41 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1. 

C.1.3 Effect on prime-time news and current affairs programs 

293 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 
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Table 36: Regression with annual and seasonal fixed effects 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 -0.052** -0.117*** -0.082*** 

 (0.025) (0.028) (0.023) 

2010 -0.097*** -0.162*** -0.129*** 

 (0.032) (0.027) (0.025) 

2011 -0.184*** -0.277*** -0.249*** 

 (0.041) (0.035) (0.031) 

2012 -0.214*** -0.269*** -0.229*** 

 (0.039) (0.034) (0.029) 

2013 -0.221*** -0.292*** -0.244*** 

 (0.045) (0.041) (0.034) 

2014 -0.313*** -0.339*** -0.287*** 

 (0.043) (0.035) (0.031) 

2015 -0.388*** -0.415*** -0.354*** 

 (0.048) (0.036) (0.030) 

2016 -0.518*** -0.482*** -0.435*** 

 (0.067) (0.042) (0.033) 

2017 -0.536*** -0.513*** -0.493*** 

 (0.037) (0.035) (0.030) 

Seasonal dummies    

Quarter 2 0.071*** 0.098*** 0.087*** 

 (0.022) (0.013) (0.011) 

Quarter 3 0.019 0.057*** 0.050*** 

 (0.026) (0.016) (0.013) 

Quarter 4 -0.047** -0.073*** -0.065*** 

 (0.024) (0.017) (0.013) 

Effect dummies    

Channel 7 0.016   

 (0.038)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 9 0.455***   

 (0.071)   

Channel 10 -0.639***   

 (0.127)   

SBS 0.138***   

 (0.042)   

Sky News 0.683***   

 (0.072)   

ABC 0.112**   

 (0.044)   

Net effect  0.080*** 0.071*** 

  (0.028) (0.025) 

Constant 12.510*** 14.908*** 15.061*** 

 (0.026) (0.017) (0.013) 

Observations 653 109 109 

Number of groups 6   

Within R-squared 0.374   

F-statistic 167 215.2 222.1 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

294 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification for individual network effects are not materially different to those from 

the specification above which includes quarterly fixed effects to control for seasonality, while 

the aggregate net effects remain positive but lose statistical significance under this 

specification. 

Table 37: Regression with linear time trend  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.005*** -0.004*** -0.004*** 

 (0.000) (0.000) (0.000) 

Effect dummies    
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Channel 7 0.038   

 (0.045)   

Channel 9 0.478***   

 (0.086)   

Channel 10 -0.617***   

 (0.117)   

SBS 0.160***   

 (0.040)   

Sky News 0.703***   

 (0.079)   

ABC 0.135***   

 (0.046)   

Net effect  0.049 0.048 

  (0.041) (0.038) 

Constant 15.633*** 17.084*** 17.242*** 

 (0.264) (0.269) (0.265) 

Observations 653 109 109 

Number of groups 6   

Within R-squared 0.355   

F-statistic 46.37 49.50 55.06 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1. 

295 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects, with the dependent variable being average program 

audience weighted by program duration.  Notably, there is no material difference to the 

results that employ simple average audiences as the dependent variable. 

Table 38: Regression with annual and seasonal fixed effects, weighted-average audiences 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 -0.085*** -0.112*** -0.108*** 

 (0.029) (0.031) (0.028) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

2010 -0.122*** -0.155*** -0.149*** 

 (0.031) (0.027) (0.024) 

2011 -0.230*** -0.287*** -0.292*** 

 (0.040) (0.039) (0.033) 

2012 -0.258*** -0.272*** -0.266*** 

 (0.038) (0.037) (0.030) 

2013 -0.266*** -0.295*** -0.290*** 

 (0.044) (0.042) (0.034) 

2014 -0.372*** -0.357*** -0.351*** 

 (0.043) (0.040) (0.034) 

2015 -0.431*** -0.438*** -0.392*** 

 (0.047) (0.040) (0.032) 

2016 -0.565*** -0.508*** -0.486*** 

 (0.067) (0.045) (0.033) 

2017 -0.587*** -0.538*** -0.541*** 

 (0.038) (0.040) (0.033) 

Seasonal dummies    

Quarter 2 0.073*** 0.112*** 0.093*** 

 (0.021) (0.015) (0.014) 

Quarter 3 0.024 0.071*** 0.058*** 

 (0.026) (0.017) (0.016) 

Quarter 4 -0.045* -0.066*** -0.057*** 

 (0.024) (0.020) (0.018) 

Effect dummies    

Channel 7 0.023   

 (0.040)   

Channel 9 0.434***   

 (0.068)   

Channel 10 -0.699***   

 (0.133)   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

SBS 0.178***   

 (0.042)   

Sky News 0.699***   

 (0.071)   

ABC 0.118***   

 (0.043)   

Net effect  0.070** 0.068*** 

  (0.030) (0.023) 

Constant 12.577*** 14.918*** 15.110*** 

 (0.026) (0.020) (0.018) 

    

Observations 653 109 109 

Number of groups 6   

Within R-squared 0.381   

F-statistic 260.4 150.8 192.7 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1.   

 

C.2 Effect of the inclusion of new content on iview 

C.2.1 Regional Australia 

C.2.1.1 Methodology  

296 Below we describe the econometric methodology employed in order to assess the impact of 

the introduction of the Regional Australia category on iview on the average monthly 

audiences of the major regional FTA channels.  Specifically, we assess the long-term, 

sustained change in news and current affairs program audiences after the introduction of 

Regional Australia on iview in October 2016.  

297 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be months after October 2016. 

 We define the comparator period to be months after January 2014 but preceding 

October 2016 (months before preceding 2014 are excluded due to data limitations). 
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298 Each regression specification employs the natural logarithm of monthly average program 

audiences as the dependent variable.  We test the sensitivity of the use of the simple 

average of program audiences with a specification that employs the natural logarithm of the 

program duration- weighted average audience as the dependent variable.  Specifically, we 

focus on average audiences of news and current affairs programs broadcast on the regional 

FTA channels Seven Primary, Nine Primary, Ten Primary, SBS Primary, ABC Primary, and 

Southern Cross Tasmania.  

299 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the ABC’s 

introduction of Regional Australia on iview. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

300 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

following the introduction of Regional Australia on iview.116  

301 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels. 

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.117 

                                                                                                                                                      
116  More precisely, the percentage change in in audiences is calculated as (e

β – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
117  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
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 Net effect on other channels.   

The net effect on the audiences of Seven Primary, Nine Primary, Ten Primary, SBS 

Primary, and Southern Cross Tasmania are estimated using a specification that 

employs the natural logarithm of the sum of average program audiences across all 

four of these channels as the dependent variable.  The net effect this audience is 

reflected by the coefficient estimate on the effect dummy.  

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.118  

 Net effect on all channels. 

The net effect on the audiences of Seven Primary, Nine Primary, Ten Primary, SBS 

Primary, Southern Cross Tasmania, and ABC Primary are estimated using a 

specification that employs the natural logarithm of the sum of average program 

audiences across all five of these channels as the dependent variable.  The net 

effect this audience is reflected by the coefficient estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results. 

302 Below we present the full set of regression estimates. 

C.2.1.2 Regression estimates 

303 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 39: Regression with annual and seasonal fixed effects  

Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Annual dummies       

2015 -0.064 -0.100*** -0.089*** 

 (0.059) (0.037) (0.026) 

2016 -0.113** -0.180*** -0.193*** 

 (0.047) (0.033) (0.025) 

2017 -0.178*** -0.196*** -0.237*** 

 (0.060) (0.051) (0.036) 

Seasonal dummies    

                                                                                                                                                      
118  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Quarter 2 0.110*** 0.107*** 0.071*** 

 (0.037) (0.032) (0.023) 

Quarter 3 0.100** 0.071** 0.033 

 (0.045) (0.035) (0.026) 

Quarter 4 -0.082 -0.106** -0.111*** 

 (0.055) (0.042) (0.030) 

Effect dummies    

Seven Primary 0.110**   

 (0.048)   

Nine Primary -0.210***   

 (0.060)   

Ten Primary 0.122   

 (0.119)   

SBS Primary 0.143**   

 (0.069)   

Southern Cross Tasmania 0.309***   

 (0.062)   

ABC Primary -0.171**   

 (0.065)   

Net effect  -0.002 -0.013 

  (0.045) (0.029) 

Constant 11.479*** 13.267*** 13.601*** 

 (0.060) (0.047) (0.034) 

Observations 286 48 48 

Number of groups 6   

Within R-squared 0.312   

F-statistic 48.13 49.11 115.2 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 

304 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, overall the 
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results from this specification are not materially different to those from the specification 

above which includes quarterly fixed effects to control for seasonality. 

Table 40: Regression with linear time trend  

Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Linear trend -0.004 -0.006*** -0.007*** 

 (0.003) (0.002) (0.002) 

Effect dummies    

Seven Primary 0.051   

 (0.078)   

Nine Primary -0.269***   

 (0.083)   

Ten Primary 0.066   

 (0.138)   

SBS Primary 0.083   

 (0.093)   

Southern Cross Tasmania 0.249**   

 (0.094)   

ABC Primary -0.231***   

 (0.057)   

Net effect  -0.003 -0.023 

  (0.073) (0.050) 

Constant 13.800*** 17.148*** 18.099*** 

 (1.815) (1.470) (1.021) 

Observations 286 48 48 

Number of groups 6   

Within R-squared 0.206   

F-statistic 38.91 6.798 18.83 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 

305 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects, with the dependent variable being average program 

audience weighted by program duration.  Notably, there is no material difference to the 

results that employ simple average audiences as the dependent variable, with the exception 
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on the effect on the audiences of ABC Primary, which loses significance under when 

average audiences are duration-weighted. 

Table 41: Regression with annual and seasonal fixed effects, weighted-average audiences  

Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Annual dummies       

2015 -0.061 -0.114*** -0.057** 

 (0.047) (0.036) (0.027) 

2016 -0.153*** -0.195*** -0.176*** 

 (0.040) (0.031) (0.025) 

2017 -0.221*** -0.262*** -0.250*** 

 (0.052) (0.052) (0.037) 

Seasonal dummies    

Quarter 2 0.120*** 0.121*** 0.075*** 

 (0.036) (0.031) (0.026) 

Quarter 3 0.095** 0.083** 0.040 

 (0.039) (0.033) (0.027) 

Quarter 4 -0.090* -0.109** -0.112*** 

 (0.047) (0.042) (0.033) 

Effect dummies    

Seven Primary 0.150***   

 (0.047)   

Nine Primary -0.199***   

 (0.043)   

Ten Primary -0.119   

 (0.085)   

SBS Primary 0.211***   

 (0.058)   

Southern Cross Tasmania 0.356***   

 (0.059)   

ABC Primary -0.086   

 (0.069)   
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Explanatory variables Individual Effects Effect on other networks Effect on all networks 

Net effect  0.027 0.008 

  (0.045) (0.027) 

Constant 11.560*** 13.332*** 13.642*** 

 (0.052) (0.046) (0.037) 

    

Observations 286 48 48 

Number of groups 6   

Within R-squared 0.428   

F-statistic 75 59.37 147.6 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1. 

C.2.2 ABC News live stream 

C.2.2.1 Methodology  

306 Below we describe the econometric methodology employed in order to assess the impact of 

the addition of a live stream of the ABC News channel to iview on the average monthly 

average prime-time audiences of news and current affairs programs broadcast on the 5 

major FTA channels and the Sky News channel.  Specifically, we assess the long-term, 

sustained change in audiences after the introduction of the ABC News live stream in 

December 2010.  

307 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be months after December 2010. 

 We define the comparator period to be all months preceding December 2010. 

308 Each regression specification employs the natural logarithm of monthly average program 

audiences as the dependent variable.  We test the sensitivity of the use of the simple 

average of program audiences with a specification that employs the natural logarithm of the 

program duration- weighted average audience as the dependent variable.  Specifically, we 

focus on average monthly audiences of news and current affairs programs broadcast on the 

5 major FTA channels and the Sky News channel.  

309 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the ABC’s 

introduction of the ABC News live stream on iview. 
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 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

310 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

following the introduction of the ABC News live stream on iview.119  

311 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels. 

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.120 

 Net effect on other channels.   

The net effect on the audiences of the introduction of the ABC News live stream on 

iview are estimated using a specification that employs the natural logarithm of the 

sum of average program audiences across all four of these channels as the 

dependent variable.  The net effect this audience is reflected by the coefficient 

estimate on the effect dummy.  

                                                                                                                                                      
119  More precisely, the percentage change in in audiences is calculated as (e

β – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
120  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
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To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.121  

 Net effect on all channels. 

The net effect on the audiences of the introduction of the ABC News live stream on 

iview and the ABC are estimated using a specification that employs the natural 

logarithm of the sum of average program audiences across all five of these channels 

as the dependent variable.  The net effect this audience is reflected by the 

coefficient estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results. 

312 Below we present the full set of regression estimates. 

C.2.2.2 Regression estimates 

313 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 42: Regression with annual and seasonal fixed effects  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 -0.056** -0.112*** -0.078*** 

 (0.027) (0.030) (0.025) 

2010 -0.051 -0.123*** -0.095*** 

 (0.037) (0.033) (0.029) 

2011 -0.104** -0.189*** -0.176*** 

 (0.048) (0.041) (0.035) 

2012 -0.133*** -0.181*** -0.156*** 

 (0.045) (0.040) (0.034) 

2013 -0.140** -0.204*** -0.171*** 

 (0.053) (0.048) (0.039) 

2014 -0.233*** -0.251*** -0.214*** 

 (0.049) (0.042) (0.036) 

                                                                                                                                                      
121  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

2015 -0.307*** -0.327*** -0.281*** 

 (0.057) (0.042) (0.035) 

2016 -0.437*** -0.394*** -0.362*** 

 (0.071) (0.047) (0.037) 

2017 -0.456*** -0.425*** -0.420*** 

 (0.044) (0.041) (0.035) 

Seasonal dummies    

Quarter 2 0.071*** 0.098*** 0.087*** 

 (0.023) (0.014) (0.012) 

Quarter 3 0.029 0.063*** 0.056*** 

 (0.027) (0.016) (0.014) 

Quarter 4 -0.035 -0.064*** -0.057*** 

 (0.023) (0.018) (0.014) 

Effect dummies    

Channel 7 -0.055   

 (0.043)   

Channel 9 0.367***   

 (0.078)   

Channel 10 -0.709***   

 (0.130)   

SBS  0.053   

 (0.052)   

Sky News 0.555***   

 (0.100)   

ABC 0.047   

 (0.049)   

Net effect  -0.003 0.002 

  (0.033) (0.029) 

Constant 12.508*** 14.899*** 15.053*** 

 (0.024) (0.018) (0.014) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Observations 653 109 109 

Number of groups 6 

  Within R-squared 0.385 

  F-statistic 181 70.05 91.68 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 
 

314 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are not materially different to those from the specification above which 

includes quarterly fixed effects to control for seasonality. 

Table 43: Regression with linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Time trend -0.005*** -0.004*** -0.004*** 

 (0.000) (0.001) (0.000) 

Effect dummies    

Channel 7 0.026   

 (0.046)   

Channel 9 0.448***   

 (0.090)   

Channel 10 -0.628***   

 (0.120)   

SBS  0.135***   

 (0.048)   

Sky News 0.634***   

 (0.107)   

ABC 0.128***   

 (0.048)   

Net effect  0.030 0.032 

  (0.044) (0.041) 

Constant 15.622*** 17.026*** 17.200*** 

 (0.281) (0.302) (0.297) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Observations 653 109 109 

Number of groups 6   

Within R-squared 0.365   

F-statistic 45.07 46.29 52.12 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1. 

315 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects, with the dependent variable being average program 

audience weighted by program duration.  Notably, the results from this specification are 

broadly similar to the results that employ simple average audiences as the dependent 

variable. 

Table 44: Regression with annual and seasonal fixed effects, weighted-average audiences  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 -0.089*** -0.107*** -0.104*** 

 (0.032) (0.033) (0.030) 

2010 -0.078** -0.120*** -0.118*** 

 (0.036) (0.032) (0.027) 

2011 -0.161*** -0.195*** -0.241*** 

 (0.046) (0.041) (0.035) 

2012 -0.188*** -0.181*** -0.214*** 

 (0.044) (0.041) (0.034) 

2013 -0.196*** -0.204*** -0.238*** 

 (0.052) (0.047) (0.038) 

2014 -0.303*** -0.266*** -0.299*** 

 (0.048) (0.045) (0.039) 

2015 -0.362*** -0.347*** -0.341*** 

 (0.056) (0.044) (0.036) 

2016 -0.496*** -0.417*** -0.435*** 

 (0.071) (0.048) (0.037) 

2017 -0.518*** -0.447*** -0.489*** 

 (0.044) (0.045) (0.037) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Seasonal dummies    

Quarter 2 0.073*** 0.112*** 0.093*** 

 (0.022) (0.016) (0.015) 

Quarter 3 0.033 0.077*** 0.063*** 

 (0.027) (0.018) (0.016) 

Quarter 4 -0.033 -0.058*** -0.050*** 

 (0.024) (0.021) (0.018) 

Effect dummies    

Channel 7 -0.032   

 (0.043)   

Channel 9 0.353***   

 (0.077)   

Channel 10 -0.763***   

 (0.137)   

SBS  0.108**   

 (0.050)   

Sky News 0.584***   

 (0.099)   

ABC 0.062   

 (0.046)   

Net effect  -0.016 0.020 

  (0.032) (0.027) 

Constant 12.576*** 14.910*** 15.103*** 

 (0.024) (0.021) (0.018) 

    

Observations 653 109 109 

Number of groups 6   

Within R-squared 0.395   

F-statistic 308.1 171 210.8 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 
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C.2.3 Addition of live streams of FTA channels to VOD services 

C.2.3.1 Methodology  

316 Below we describe the econometric methodology employed in order to assess the impact of 

the addition of live streams of the major FTA channels to catch-up VOD services on the 

average monthly prime-time audiences of the 5 major FTA channels.  Specifically, we 

assess the long-term, sustained change in audiences after the introduction of a live stream 

of the ABC main channel to iview in December 2015.  

317 We analyse the change in audiences by comparing average audiences in the affected period 

to average audiences in the comparator periods. 

 We define the affected period to be months after December 2015. 

 We define the comparator period to be all months preceding December 2015. 

318 Each regression specification employs the natural logarithm of monthly average program 

audiences as the dependent variable.  We test the sensitivity of the use of the simple 

average of program audiences with a specification that employs the natural logarithm of the 

program duration- weighted average audience as the dependent variable.  Specifically, we 

focus on average monthly prime-time audiences of programs broadcast on the 5 major FTA 

channels. 

319 The regression specifications include controls for trend and seasonality. 

 We control for the effect of trend using annual fixed effects, which capture year-

specific changes in average program audiences to factors other than the ABC’s the 

addition of live streams of the major FTA channels to catch-up VOD services. 

 We control for the effects of seasonality using quarterly fixed effects, which captures 

the effects of the regular increase in audiences over the winter months and 

decrease in audiences of the summer months in each year.  We also test the 

sensitivity of the specification to the inclusion of seasonal controls and annual fixed 

effects with a specification that includes only a linear time trend. 

320 The change in audiences is captured by coefficient estimate on the relevant effect dummy or 

effect dummy interaction term, depending on the specification in question.  The effect 

dummy is defined as being equal to one over the affected period, and equal to zero over the 

comparator period.  Since audiences are log transformed, the estimated coefficient on the 

relevant effect dummy can be interpreted as the expected percentage change in audiences 

following the addition of live streams of the major FTA channels to catch-up VOD services.122  

                                                                                                                                                      
122  More precisely, the percentage change in in audiences is calculated as (e

β – 1) x100, where β is the coefficient 

estimate on the effect dummy.   
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321 Lastly, we use separate estimation strategies to estimate (i) the effect on average audiences 

of individual channels, and (ii) the net effect across channels. 

 Individual channel effects.  

Individual channels effects are estimated using a panel fixed effects regression, 

which controls for unobserved channels-specific effects.  The channel-specific 

effects on average audiences are reflected by the coefficient estimates on the 

interactions between the effect dummy and the panel (channel) fixed effects 

dummies. 

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ the non-parametric covariance matrix estimator proposed by Driscoll and 

Kraay (1998) which produces heteroscedasticity and autocorrelation consistent 

standard errors that are robust to general forms of spatial and temporal 

dependence.123 

 Net effect on other channels.   

The net effect on the audiences of Channel 7, Channel 9, Channel 10 and SBS are 

estimated using a specification that employs the natural logarithm of the sum of 

average program audiences across all four of these channels as the dependent 

variable.  The net effect this audience is reflected by the coefficient estimate on the 

effect dummy.  

To ensure validity of the statistical results, we adjust the standard errors of the 

coefficient estimates for possible dependence in the residuals.  Specifically, we 

employ Newey-West standard errors, which are robust to both arbitrary 

autocorrelation (up to the order of the specified lag) as well as arbitrary 

heteroscedasticity.124  

 Net effect on all channels. 

The net effect on the audiences of Channel 7, Channel 9, Channel 10, SBS, and the 

ABC are estimated using a specification that employs the natural logarithm of the 

sum of average program audiences across all five of these channels as the 

dependent variable.  The net effect this audience is reflected by the coefficient 

estimate on the effect dummy.  

We employ Newey-West standard errors to ensure validity of the statistical results. 

322 Below we present the full set of regression estimates. 

                                                                                                                                                      
123  Driscoll, J. C., & Kraay, A. C. (1998).  Consistent covariance matrix estimation with spatially dependent panel data.  

Review of economics and statistics, 80(4), 549-560. 
124  Newey, W. K., & West, K. D. (1987).  A Simple, Positive Semi-definite, Heteroskedasticity and Autocorrelation 

Consistent Covariance Matrix.  Econometrica, 55(3), 703-708. 
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C.2.3.2 Regression estimates 

323 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects. 

Table 45: Regression with annual and seasonal fixed effects  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 0.093*** 0.065*** 0.087*** 

 (0.013) (0.019) (0.017) 

2010 0.040** 0.009 0.034 

 (0.017) (0.022) (0.023) 

2011 -0.065*** -0.098*** -0.075*** 

 (0.015) (0.022) (0.020) 

2012 -0.080*** -0.119*** -0.084*** 

 (0.014) (0.019) (0.017) 

2013 -0.135*** -0.187*** -0.134*** 

 (0.014) (0.019) (0.017) 

2014 -0.173*** -0.211*** -0.161*** 

 (0.016) (0.020) (0.018) 

2015 -0.176*** -0.243*** -0.193*** 

 (0.023) (0.029) (0.025) 

2016 -0.157*** -0.228*** -0.170*** 

 (0.035) (0.041) (0.037) 

2017 -0.251*** -0.312*** -0.271*** 

 (0.031) (0.041) (0.035) 

Seasonal dummies    

Quarter 2 0.061*** 0.037** 0.046*** 

 (0.011) (0.014) (0.013) 

Quarter 3 0.043*** 0.017 0.028** 

 (0.011) (0.014) (0.013) 

Quarter 4 -0.049*** -0.066*** -0.058*** 

 (0.013) (0.017) (0.016) 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Effect dummies    

Channel 7 -0.134***   

 (0.032)   

Channel 9 -0.103***   

 (0.036)   

Channel 10 -0.102*   

 (0.053)   

SBS 0.037   

 (0.034)   

ABC -0.085**   

 (0.033)   

Net effect  -0.077*** -0.088*** 

  (0.029) (0.025) 

Constant 13.020*** 14.613*** 14.769*** 

 (0.013) (0.017) (0.016) 

Observations 545 109 109 

Number of groups 5   

Within R-squared 0.585   

F-statistic 122 27.28 135 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 
 

324 The table below presents the full set of regression estimates for the specification that 

includes a linear time trend, and does not include any seasonal controls.  Notably, the results 

from this specification are materially different in sign to those from the specification above 

which includes quarterly fixed effects to control for seasonality, but lose statistical 

significance.  

Table 46: Regression with linear time trend 

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Linear trend -0.004*** -0.004*** -0.004*** 

 (0.001) (0.000) (0.000) 

Effect dummies    

Channel 7 -0.061*   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.034)   

Channel 9 -0.030   

 (0.039)   

Channel 10 -0.029   

 (0.070)   

SBS 0.110**   

 (0.048)   

ABC -0.012   

 (0.048)   

Net effect  -0.005 -0.028 

  (0.033) (0.033) 

Constant 15.387*** 17.209*** 17.108*** 

 (0.336) (0.296) (0.301) 

Observations 545 109 109 

Number of groups 5   

Within R-squared 0.511   

F-statistic 76.38 128.5 95.04 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 

325 The table below presents the full set of regression estimates for the specification that include 

annual and quarterly fixed effects, with the dependent variable being average program 

audience weighted by program duration.  Notably, there results under this specification are 

not materially different to the results that employ simple average audiences as the 

dependent variable. 

Table 47: Regression with annual and seasonal fixed effects, weighted-average audiences  

Explanatory variables Individual Effects Effect on other channels Effect on all channels 

Annual dummies       

2009 0.073*** 0.048*** 0.070*** 

 (0.014) (0.017) (0.017) 

2010 0.014 -0.020 0.008 

 (0.019) (0.023) (0.024) 

2011 -0.094*** -0.126*** -0.104*** 
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.014) (0.023) (0.019) 

2012 -0.112*** -0.146*** -0.116*** 

 (0.016) (0.020) (0.017) 

2013 -0.155*** -0.197*** -0.159*** 

 (0.011) (0.015) (0.014) 

2014 -0.197*** -0.231*** -0.191*** 

 (0.015) (0.018) (0.017) 

2015 -0.206*** -0.273*** -0.227*** 

 (0.020) (0.025) (0.021) 

2016 -0.186*** -0.256*** -0.198*** 

 (0.031) (0.037) (0.034) 

2017 -0.258*** -0.333*** -0.282*** 

 (0.027) (0.036) (0.031) 

Seasonal dummies    

Quarter 2 0.049*** 0.013 0.028** 

 (0.010) (0.014) (0.013) 

Quarter 3 0.039*** -0.001 0.015 

 (0.011) (0.014) (0.013) 

Quarter 4 -0.049*** -0.068*** -0.058*** 

 (0.012) (0.016) (0.015) 

Effect dummies    

Channel 7 -0.143***   

 (0.036)   

Channel 9 -0.144***   

 (0.042)   

Channel 10 -0.075   

 (0.049)   

SBS 0.074**   

 (0.031)   

ABC -0.061**   
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Explanatory variables Individual Effects Effect on other channels Effect on all channels 

 (0.027)   

Net effect  -0.072*** -0.087*** 

  (0.025) (0.021) 

Constant 12.996*** 14.577*** 14.738*** 

 (0.012) (0.016) (0.015) 

    

Observations 545 109 109 

Number of groups 5   

Within R-squared 0.527   

F-statistic 168.6 188.9 43.11 

Notes: Robust standard errors in parentheses.  *** p<0.01, ** p<0.05, * p<0.1 
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D Songs initially promoted on triple j 

326 Figure 57, Figure 58, and Figure 59, respectively, show plays of the songs “I Wanna Know” 

by RL Grime feat Daya (which first featured at position 414 on the top 500 most played 

songs across all radio moving up to a peak chart position at 100),  “I Only Lie When I Love 

You” by Royal Blood (which first entered the chart at position 288 of the top 500 most played 

songs across all radio before peaking at a position of 230), and “Low Blows” by Meg Mac 

(which first featured at position 212 before moving up to a position 121 on the top 500 most 

played songs across all radio).  It is notable that each of these songs appeared on the triple j 

chart first, before later appearing on the all radio charts.  The figures also show that these 

songs started to be played less on triple j once their popularity rose on across all other radio 

stations.  This would seem to suggest that triple j stations play a role in raising the profile of 

new songs, which are later picked up by rival commercial stations. 

Figure 57: Normalised plays of I Wanna Know by RL Grime feat Daya 

 

Source: RBB analysis on Radiomonitor data. 
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Figure 58: Normalised plays of I Only Lie When I Love You by Royal Blood 

 

Source: RBB analysis on Radiomonitor data. 
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Figure 59: Normalised plays of Low Blows by Meg Mac 

 

Source: RBB analysis on Radiomonitor data. 

327 Likewise, Figure 60  shows plays of “I Said Hi” by Amy Shark, a song that first appeared at 

26 on the top 500 songs played on all radio before moving to a peak position at 3.  Notably, 

this song appeared at 26 on the top 500 songs played on all radio before moving to a low of 

3, and was still played to a similar extent on triple j after it appeared on the all radio charts. 
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Figure 60: Normalised plays of I Said Hi by Amy Shark 

 

Source: RBB analysis on Radiomonitor data. 

328 Finally, Figure 61 below shows plays of “Downtown Shutdown” by The Presets, which first 

appeared at 94 on the top 500 most played songs all radio making its way to a peak position 

at number 69 on the chart.  This, which first appeared in the triple j charts and then later 

appeared on the all radio charts, still achieved a similar number of plays on triple J stations 

after it appeared on the all radio stations chart. 
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Figure 61: Normalised plays of Downtown Shutdown by The Presets 

 

Source: RBB analysis on Radiomonitor data. 
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REGULATORY 
FRAMEWORK COMMERCIAL BROADCASTERS ABC ANALYSIS OF 

REGULATORY NEUTRALITY 

Broadcast licence 
conditions and 
radiocommunication 
regulation 

Broadcasting Services Act 1992, ss 42, 43
Radiocommunications Act 1992
Radio license conditions (Apparatus Licence) 2015
Radiocommunications (Electromagnetic 
Radiation Human Exposure) Standard 2014
Broadcasting Services (Additional Television 
Licence Condition) Notice 2014

Australian Broadcasting Corporation Act 1983 (ABC Act)
ABC Code of Practice 2016
Radiocommunications Act 1992
Radio license conditions (Apparatus Licence) 2015
Radiocommunications (Electromagnetic Radiation Human 
Exposure) Standard 2014

There is no material regulatory advantage for the ABC
 as a result of the different regulatory frameworks. 

Australian content 
standards

Australian Content Standard 2016
Commercial Radio Code of Practice

ABC Act, s 6(1)(a)(ii)
ABC Code of Practice 2016
Australian Content Standard 2016

The ABC is not subject to Australian content standards, 
however has a clear requirement under its Charter to 
create Australian content and in applying this generally 
broadcasts an amount of Australian content significantly 
in excess of the relevant quotas.
See section 4.3 of the main submission  for further 
analysis of content quotas. The framework for responding 
to failure to comply with the relevant codes is different 
between commercial broadcasters and the ABC. 

Children’s content 
standards Children’s Television Standard 2009

ABC Act, s 6(1)(a)(ii)
ABC Code of Practice 2016
Children’s Television Standard 2009*

The ABC is not subject to children’s content standards, 
however has a clear requirement under its Charter to 
create educational content and produces a significant 
amount of children’s content in accordance with that 
requirement.  
See section 4.3 of the main submission  for further 
analysis of content quotas.

Educational content 
standards

N/A
ABC Act, s 6(1)(a)(ii)
ABC Code of Practice
ABC Editorial Policies

Unlike the requirements in the ABC Charter and Code 
of Practice, there is no requirement that commercial 
broadcasters provide content that educates the public.

News and current 
affairs standards

Broadcasting Services Act 1992
Commercial Radio Code of Practice
Commercial Television Code of Practice

ABC Act, s 27
ABC Code of Practice 2016
ABC Editorial Policies 

There is no material regulatory advantage for the ABC as 
a result of the different regulatory frameworks. 
ABC Editorial Policies apply to all content produced, 
commissioned, acquired, or otherwise obtained for 
broadcast by the ABC. Commercial broadcasters are not 
subject to this level of rigour. 

Promoting musical, 
dramatic and 
performing arts

N/A ABC Act, s 6(1)(c)

The ABC has an obligation to encourage and promote 
the musical, dramatic and other performing arts in 
Australia. There are no equivalent obligations on 
commercial broadcasters.

Political and electoral 
content

Broadcasting Services Amendment (Online 
Services) Act 1999, Part 2 of Schedule 2.

ABC Act, s79
ABC Policy Statement: Allocation of free broadcast time to 
political parties during election periods

There is no material regulatory advantage for the ABC as 
a result of the different regulatory frameworks.
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Annexure C – Overall summary of regulatory obligations on the ABC and commercial broadcasters.

REGULATORY 
FRAMEWORK COMMERCIAL BROADCASTERS ABC ANALYSIS OF 

REGULATORY NEUTRALITY 

Broadcasting 
Parliamentary 
proceedings

N/A Parliamentary Proceedings Broadcasting Act 1946 (Cth), s4
Unlike the requirements on the ABC, there is no requirement 
that commercial broadcasters broadcast the proceedings 
of the Senate, House of Representatives or a joint sitting. 

Local content

Broadcasting Services Amendment (Online 
Services) Act 1999.
Broadcasting Services (Additional Television 
Licence Condition) Notice 2014 (Cth)
Broadcasting Services (Regional Commercial 
Radio – Material of Local Significance) Licence 
Condition 2014

ABC Act, s6

The ABC is not subject to local content standards, 
however has a clear requirement under its Charter to 
create Australian content and in applying this, does 
broadcast an amount of Australian content significantly 
in excess of the relevant quotas. It also has an extensive 
regional and local offering on radio, and significant 
Australian content on triple j. 
See section 4.3 in the main submission  for further 
analysis of content quotas.

Advertising 
restrictions 
(radio and television)

Broadcasting Services Act 1992, Schedule 2 
Television Program Standard for Australian 
Content in Advertising
Commercial Television Industry Code of Practice
Children’s Television Standards
Commercial Radio Australia Code of Practice
Commercial Radio Disclosure Standard
Competition and Consumer Act 2010

ABC Act, s 31 restricts advertising and sponsorship on ABC 
broadcasting and digital media services, with exceptions, 
including the international broadcasting services

Reflecting the fundamental functions of the ABC and 
commercial broadcasters, the ABC is at a significant 
competitive disadvantage with respect to its advertising 
and sponsorship activities.

Public governance 
and accountability N/A

Public Governance Performance and Accountability Act 2013
Public Interest Disclosure Act 2013
Freedom of Information Act 1982
ABC Act s. 80 (Annual Reports)
The ABC is accountable to the Parliament as a whole through 
regular appearances at Senate estimates hearings, questions 
on notice and detailed annual reporting on its Charter
The ABC provides regular reports to the Department of 
Finance e.g. Portfolio Budget Statements and Portfolio 
Estimate Statement Information

These public governance and accountability measures 
apply to the ABC and provide additional oversight over 
the activities of the ABC as compared to commercial 
broadcasters.

Television captioning 
rules

Broadcasting Services Act 1992
Broadcasting Services (Television Captioning) Standard 2013

There is direct equivalence in these obligations between 
ABC and commercial broadcasters.

Classification 
standards

Commercial Television Industry Code of Practice
Commercial Radio Code of Practice

ABC Code of Practice – Associated Standard: Television 
Program Classification

There is direct equivalence in these obligations between 
ABC and commercial broadcasters.

Complaints and 
compliance

Broadcasting Services Act 1992
Australian Communications and Media Authority 
Act 2005

Broadcasting Services Act 1992
Australian Communications and Media Authority Act 2005
The Australian Government Competitive Neutrality 
Complaints Office

The ACMA’s enforcement powers are different with 
respect to the ABC as compared with commercial 
broadcasters. See section 4.3 in the main submission 
for more information regarding the ABC’s complaints 
handling procedure. 
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Investing in Audiences



We are the 
independent source 
of Australian 
conversations, 
culture and stories.

Credit: Lachlan Dempsey



We tell the nation’s story and help Australians understand 
their place in the world. We connect Australians wherever 
they live and bring them together around the moments that 
matter. We are the place where unique Australian stories are 
created, and where young and old alike can be inspired and 
delighted by the arts, music and the wonders of science.

Today, the ABC offers more quality and distinctive content, 
across more platforms than ever before.

Credit: Billy Pasco

For 
generations 

of Australians, 
the ABC has 

been a part of 
their daily life. 



Digital services including ABC 
iview, Streaming, ABC NEWS and 
Current Affairs online, ABC Open, 

abc.net.au and podcasts.

The ABC employs around 4,000 
people who operate from 56 
locations around Australia.

The ABC projects Australia’s culture 
and identity overseas through 

international services including Radio 
Australia and Australia Plus.

The ABC is rated by audiences 
as Australia’s most trusted and 

credible media organisation.

The ABC reaches more than 20 million Australians a month.

The ABC is Australia’s largest public 
broadcaster. It operates independently 

under a Charter approved by Parliament 
and is funded by the Federal Government 

on behalf of the public.

The ABC is Australia’s largest 
creative organisation, collaborating 

and supporting the independent 
creative community. 

The ABC operates 6 national TV 
channels: ABC, ABC Comedy, ABC ME, 

ABC KIDS, ABC NEWS and ABC HD.

4 national radio networks, 8 capital city 
radio stations, 54 local radio stations 

and 7 digital radio channels.

About 
the ABC

Credit: Play School behind the scenes



Investing in 
Audiences: 
Our Focus 
Programs that matter to you
We are committed to creating content that reflects our charter values and delivering 
the services audiences expect from us, while also finding new and innovative ways 
to tell stories.

The programs you want when you want them
Exceeding the expectations of our audience is an important priority. By 
understanding where they live and how they seek our services we can make it easier 
for audiences to discover more of what the ABC offers - across TV, radio, websites, 
podcasts, apps and social media.

Programs that reach and engage with more Australians
Audiences have access to more information and entertainment than ever before. The 
ABC will use innovative ways to connect with all Australians, including both loyal 
audiences and new audiences, to remain relevant into the future.

Ensuring a creative environment for better programs 
Our people are our greatest asset. By developing the best creative environment for our 
teams, our audiences will receive more of the high-quality programming they expect.

Credit: Q&A



Committed to 
the Core and 

Embracing the New
We are committed to creating content that 

reflects our charter values and delivering the 
services audiences expect from us, while also 
finding new and innovative ways to tell stories

Quality
Iconic, high quality programs such as Gardening Australia, 
Landline, Catalyst, Four Corners, and Conversations 
with Richard Fidler that have always entertained, 
educated and informed.

Distinctive
New programs Stargazing, War on Waste, Pine Gap and 
You Can’t Ask That and podcasts such as Trace and Ladies, 
We Need to Talk distinguish the ABC in a crowded market. 
Back Roads and ABC Classic FM, among others, continue 
to provide distinctive content for audiences.

Independent
The most independent voices and programs offering 
analysis, expertise and clarity such as Fran Kelly, Barrie 
Cassidy, Antony Green, Alan Kohler and Patricia Karvelas, 
AM, PM, Insiders and The Drum.

Trusted
More than 80% of Australians trust the ABC, with accurate 
news, impactful investigative journalism and specialist 
content across science and health, arts and education, 
including ABC News, 730, Behind the News (BTN), RN, and 
many more.

Australian 
The ABC provides audiences with uniquely Australian 
content in a media landscape saturated with choices 
from around the globe. Gruen, Utopia, Shaun Micallef’s 
Mad As Hell, triple j unearthed and a new generation of 
breakthrough comedians, musicians and entertainers.

Credit: ABC ME



• War on Waste mobilised the nation reaching an audience of 3.7m on live 
broadcast and ABC iview.

• Podcast services investment increased by 1m.

• Daily investigative & specialist journalism services broadened to 
become the largest in Australia.

• Specialist science, education and arts programming     
received a 2.9m investment in the form of journalists, producers and program 
makers working across TV, radio and online.

• Regional Connecting Communities Program launched   
funding 80 reporters and resourcing for increased local news, weather                 
and live coverage.

• Australia Wide launched providing a 25-minute national current affairs 
radio program providing rural & regional audiences with a greater voice in 
national conversations.

• ABC listen app launched sparking 212,000 downloads since launch.

• ABC COMEDY launched in December 2017 providing a platform to 
showcase emerging Australian comedic talent.

• Stargazing Live event & related content reached an audience of 2.7m and 
enabled the discovery of a four-planet solar system.

• Catalyst program series return providing audiences informed, new 
developments in science and health.

Credit: War on Waste

2017 Highlights



The ABC will continue its commitment 
to Australian children by championing 
their voices and showcasing their 
stories through a slate of diverse and 
inclusive programming across ABC ME 
and ABC KIDS.

Our content in 2018

Credit: Grace Beside Me



Our content in 2018

The most trusted news, the most 
independent voices, the same 
uncompromising pursuit of the public 
interest. And in 2018 we will enhance our 
commitment to Australian democracy 
with greater political coverage across 
Television, News and Online.

Credit: Four Corners



The ABC has it covered in 2018 with a 
variety of new programming across all 
genres, more Australian premieres, and 
the return of audience favourites.

Our content in 2018

Credit: Get Krack’n



Credit: Catalyst

Our content in 2018

Across the arts, science and education, 
ABC informs, entertains and educates 
like no other.



Our content in 2018

New Year’s Eve, Australia Day, 
Australian of the Year, ANZAC Day, 
and the 2018 Invictus Games offer 
audiences the opportunity to 
connect with national conversations 
and celebrations.

Live events

Credit: Canberra Australia 
Day firework ©Salty Dingo



Our content in 2018

Wherever you live, the ABC will 
provide local news and weather 
information, coverage of issues and 
community debate that will connect 
you both locally and nationally.

Credit: Back Roads



Our content in 2018

We will continue to build strong 
and trusted relationships with all 
communities. 78% of people believe 
the ABC reflects the cultural diversity 
of the Australian community.

Community 

Credit: triple j at Splendor in 
the Grass ©Dave Kan



Our content in 2018

We will make it easier for you to 
stay informed and entertained by 
improving access to our content 
anywhere, anytime.

Digital 

Credit: iview / William Iven
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