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Dear Mr Malinauskas
I refer to your application seeking an internal review of a determination made by the
Department of the Premier and Cabinet (DPC) under the Freedom of Information Act
1991 (the Act). The purpose of this letter is to advise you of the outcome of my
review.
Your initial application
Your initial application sought access to:
Any documents including briefings, memos, emails, correspondence and cost of
any market research or focus groups conducted by the Department of Premier and
Cabinet.
Determination under review
DPC was unable to make a determination within the required timeframe of 30 days.
Under the Act, DPC is deemed to have refused access to any and all documents
captured within this request.
Outcome of internal review
DPC identified 54 documents within the scope of your request and I have determined
to release as follows:
•
•

I grant you access to 51 documents in part, copies of which are attached, and
I refuse access to 3 documents.

Please refer to the attached schedule that describes each document and sets out my
determination and reasons in summary form.

For Official Use Only – I1 – A1
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Documents released in part
Documents 1-11, 13-15, 17, 18, 21, 23, 25, 27-29, 31, 34-36, 44-47, 50 and 51
Sections of these documents contain information relating to the personal affairs of
third parties. Under clause 6(1) of Schedule 1 to the Act, information is exempt if
releasing it would involve the ‘unreasonable disclosure of information concerning the
personal affairs of any person’. I have considered that the application of clause 6(1)
requires two elements, one that the information contains the personal affairs of that
person; and secondly that disclosure would be unreasonable and contrary to public
interest. I have determined that this information falls within the category of ‘personal
affairs’ as listed under section 4(1) of the Act, thereby meeting the first elements of
this clause. Further, I have considered whether the disclosure of this information
would be unreasonable. In doing so, I have considered the relevance of this
information to the public and the likelihood as to whether the person in question
would consent to disclosure. I have concluded that this information was likely
obtained in confidence and through measures which would otherwise make it
unavailable to the public. I have considered the factors in favour of public interest and
determined that these factors are outweighed by the need to maintain personal
confidentiality in this instance. Therefore, I have determined that this information
meets the requirements of clause 6(1) and is thereby exempt pursuant to this clause.
Documents 4-6, 16, 20, 44-46 and 49-52
Sections of these documents contain information which, if disclosed, could
reasonably be expected to have an adverse effect on the commercial and financial
affairs of third parties. They contain research methodologies and intellectual property,
as well as breakdowns of fee structures and pricing. Disclosure of this information
would serve to reduce these third parties’ business advantage in a competitive field.
Whilst I acknowledge the public interest in obtaining value for money for public funds,
proprietary methods and unique costings should be protected from release. I have
therefore determined to exempt this material pursuant to clauses 7(1)(b) and 7(1)(c)
of Schedule 1 to the Act.
Documents 10 and 14
These two documents contain the identities and contact details for an unsuccessful
tenderer. I acknowledge that there is a strong public interest in the public being able
to scrutinise the government’s tender processes. In my view, however, disclosing the
identity of an unsuccessful tenderer could reasonably be expected to have an
adverse effect on their business affairs and I have therefore determined to exempt
these details pursuant to clause 7(1)(c) of Schedule 1 to the FOI Act.
Documents 18, 22 and 52
These documents contain account numbers which form part of the business and
financial affairs of third parties. These account numbers may still be active. If
released there is a possibility some adverse effect could flow from their disclosure.
As the release of this information is not likely to enhance participation by members of
the public in the democratic process, but could possibly have some adverse effect on

Page 2 of 5

these third parties’ affairs, DPC considers that, on balance, it would be contrary to
the public interest to release it. In light of this, I have determined that the information
is exempt pursuant to clause 7(1)(c).
Documents 26-28, 38
These documents contain details of companies that the Government and a third party
considered engaging for market research and survey requirements. There is
discussion within these documents as to why these companies were not considered
suitable to undertake this work. It is possible these companies are not aware that
their merits for selection were being considered. It could reasonably be expected that
there would be an adverse effect on these affairs if this discussion was to be
disclosed. It could also prejudice future negotiations with these third parties if the
Government were inclined to engage with them for service provision in the future.
Whilst I acknowledge the public interest in favour of transparency around
Government spending when engaging in business with third parties, and ensuring
best value for the use of taxpayer’s funds, I have determined the adverse effect on
disclosing these internal discussions would outweigh this and removed this
information pursuant to clause 7(1)(c).
Documents 1, 3-6, 24-36 and 38-54
Sections of these documents not relevant to your request have been removed.
Documents refused in full
Document 12, 19 and 37
These documents contain commercial information relating to third parties. They
consist of material that contains research methodologies and intellectual property of
intrinsic value to these third parties and the release of this information could
reasonably be expected to be diminish the value of this material. Whilst I
acknowledge the public interest around transparency in research initiatives between
the Government and third parties, the unique proprietary method of these third
parties should be protected from release. I have therefore determined to exempt this
material pursuant to clause 7(1)(b) of the Act.
Document 12
This document consists of a research proposal by an unsuccessful tenderer. I
acknowledge that there is a strong public interest in the public being able to
scrutinise the government’s tender processes. In my view, however, this is
outweighed by the need to ensure that companies submitting tenders are not
disadvantaged by the release of sensitive information relating to the way they
undertake their business. As this tenderer was unsuccessful it is my view that the
details of their proposal which contains their methodology and intellectual property
should not be disclosed and I have determined to exempt it pursuant to clause
7(1)(c).
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Exemptions
Clause 6 – Documents affecting personal affairs
(1) A document is an exempt document if it contains matter the disclosure of which
would involve the unreasonable disclosure of information concerning the
personal affairs of any person (living or dead).
Clause 7 – Documents affecting business affairs
(1) A document is an exempt document—
…
(b) if it contains matter—
(i) consisting of information (other than trade secrets) that has a commercial
value to any agency or any other person; and
(ii) the disclosure of which—
(A) could reasonably be expected to destroy or diminish the
commercial value of the information; and
(B) would, on balance, be contrary to the public interest; or
(c) if it contains matter—
(i) consisting of information (other than trade secrets or information referred
to in paragraph (b)) concerning the business, professional, commercial
or financial affairs of any agency or any other person; and
(ii) the disclosure of which—
(A) could reasonably be expected to have an adverse effect on
those affairs or to prejudice the future supply of such
information to the Government or to an agency; and
(B) would, on balance, be contrary to the public interest.
Disclosure Logs
In compliance with Premier and Cabinet Circular PC045 - Disclosure Logs for NonPersonal Information Released through Freedom of Information (PC045), DPC is
now required to publish a log of all non-personal information released under the
Freedom of Information Act 1991.
In accordance with this Circular, any non-personal information determined for release
as part of this application, may be published on the DPC website. A copy of PC045
can be found at the following address: http://dpc.sa.gov.au/what-we-do/services-for-
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government/premier-and-cabinet-circulars Please visit the website for further
information.
External review
If you remain dissatisfied with this determination, you have the right to apply to the
Ombudsman for external review under section 39 of the Act. You have 30 days from
the date on which you receive this letter to apply for an external review. If you have
any questions about an application to the Ombudsman, please contact their office on
(08) 8226 8699.
If you have any questions in relation to this matter, please contact Eamonn Maloney,
Manager, Freedom of Information via email at eamonn.maloney2@sa.gov.au.

Yours sincerely

Jim McDowell
PRINCIPAL FOI OFFICER
Encl

Schedule of documents
Documents for release
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SCHEDULE OF DOCUMENTS—DPC19/1448
Freedom of information application from Mr Peter Malinauskas MP, Leader of the Opposition seeking access to:
Any documents including briefings, memos, emails, correspondence and cost of any market research or focus groups conducted by the Department of
Premier and Cabinet.
No.

Date

Document description

Exemption
clauses

Released (part/full/refused)

1.

25/06/2019

Email – RE: Market Research
Brief – Attitudes on Population
Growth
Population Growth Market
Research Brief

6(1) – Personal
affairs; Sections out
of scope removed
6(1) – Personal
affairs

Released in part

6(1) – Personal
affairs; Sections out
of scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs

Released in part

6(1) – Personal
affairs

Released in part

6(1) – Personal
affairs

Released in part

2.

Attachment to document 1
Email – RE: Market Research
Brief – Attitudes on Population
Growth
Email – RE: Research
UPDATE proposal

3.

25/06/2019

4.

28/06/2019

5.

28/06/2019

Email – RE: Research
UPDATE proposal

6.

05/07/2019

Email – RE: Research
UPDATE – skilled migration
and population growth

7.

Population Growth Market
Research Brief

8.

Stakeholder Engagement and
User Research Plan – Over 18
ID Check and Barring App
User Research – Over 18
Licensed Venue App

9.

For Official Use Only – I1 – A1

Released in part

Released in part

Released in part

Released in part

Released in part
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SCHEDULE OF DOCUMENTS—DPC19/1448
No.

Date

Document description

Exemption
clauses

Released (part/full/refused)

10.

30/11/2018

Email – RE: Request for quote

Released in part

11.

30/11/2018

12.

November
2018

Email – Re: Invitation: Safety
Scan Focus Group with 18+
cohort
Research Proposal

6(1) – Personal
affairs; 7(1)(c) –
Business affairs
6(1) – Personal
affairs
7(1)(b) & (c) –
Business affairs

Refused in full

13.

02/12/2018

Email – Re: Focus Group
workshop

6(1) – Personal
affairs

Released in part

14.

05/12/2018

Email – RE: Request for quote

Released in part

15.

14/01/2019

Email – Re: Request for quote

6(1) – Personal
affairs; 7(1)(c) –
Business affairs
6(1) – Personal
affairs

ID Check and Barring App
Research Proposal

7(1)(b) & (c) –
Business affairs

Released in part

16.

Released in part

Released in part

17.

07/03/2019

Email – RE: Approval required:
18+ cohort workshop

6(1) – Personal
affairs

Released in part

18.

07/03/2019

Standard Goods and Services
Agreement

6(1) – Personal
affairs; 7(1)(c) –
Business affairs
7(1)(b) Business
affairs

Released in part

19.

Focus Group ID Scanning
discussion Guide

20.

ID Scanning App

7(1)(b) & (c) –
Business affairs

Released in part

Email – RE: 11285 IP Scanning
App Research – McGregor Tan

6(1) – Personal
affairs

Released in part

Tax Invoice

7(1)(c) – Business
affairs

Released in part

6(1) – Personal
affairs

Released in part

Sections out of
scope removed

Released in part

21.
22.

23.

24.

28/03/2019

Attachment to document 21
Safety Scan App – Stakeholder
Engagement and User
Research Report
Future Adelaide – A
Partnership

For Official Use Only – I1 – A1

Refused in full
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SCHEDULE OF DOCUMENTS—DPC19/1448
No.

Date

Document description

Exemption
clauses

Released (part/full/refused)

25.

02/05/2019

Minute – Future Adelaide
partnership with News Corp

6(1) – Personal
affairs; Sections out
of scope removed
7(1)(c); Business
affairs; Sections out
of scope removed

Released in part

6(1) – Personal
affairs; 7(1)(c) –
Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(c) –
Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; Sections out
of scope removed
Sections out of
scope removed

Released in part

6(1) – Personal
affairs; Sections out
of scope removed
Sections out of
scope removed

Released in part

26.

Future Adelaide – Media
Proposal Evaluation: News
Corp Partnership – Revised
May 2019
Email – RE: Future Adelaide |
Update 3/6

Released in part

27.

07/06/2019

28.

13/06/2019

Email – RE: Research

29.

17/06/2019

30.

19/06/2019

Email – Re: Future Adelaide |
Research Questions
(Feedback)
Email - Fwd: Research

31.

20/06/2019

32.

20/06/2019

Email – RE: Future Adelaide |
Research Questions
(Feedback)
Email – Re: Research

33.

21/06/2019

Email - Research

Sections out of
scope removed

Released in part

34.

21/06/2019

Email – Re: Research

Released in part

35.

25/06/2019

Email – RE: Research for
Future Adelaide

36.

12/07/2019

Email – Re: Research

6(1) – Personal
affairs; Sections out
of scope removed
6(1) – Personal
affairs; Sections out
of scope removed
6(1) – Personal
affairs; Sections out
of scope removed

For Official Use Only – I1 – A1

Released in part

Released in part

Released in part

Released in part

Released in part

Released in part
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SCHEDULE OF DOCUMENTS—DPC19/1448
No.

Date

Document description

Exemption
clauses

Released (part/full/refused)

37.

Two Surveys: Interstate &
Intrastate (fieldwork June 2019)

7(1)(b) - Business
affairs

Refused in full

38.

Future Adelaide – Media
Proposal Evaluation: News
Corp Partnership – Revised
July 2018
Communications Plan – 2019
State Budget Campaign

7(1)(c) – Business
affairs; Sections out
of scope removed

Released in part

Sections out of
scope removed

Released in part

39.
40.

June 2019

Optimising Communications for
the Budget Campaign

Sections out of
scope removed

Released in part

41.

June 2019

Optimising Communications for
the Budget Campaign

Sections out of
scope removed

Released in part

42.

06/06/2019

Email – RE: Recruitment spec

Sections out of
scope removed

Released in part

SA Government state budget
post campaign evaluation
Draft Questionnaire
Email – FW: Budget campaign
research

Sections out of
scope removed

Released in part

6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; Sections out
of scope removed
Sections out of
scope removed

Released in part

43.

44.

06/06/2019

45.

11/06/2019

Email – FW: Budget campaign
research

46.

11/06/2019

Email - FW: Budget campaign
research

47.

13/06/2019

Email – FW: Presentation

48.

June 2019

Optimising Communications for
the Budget Campaign

For Official Use Only – I1 – A1

Released in part

Released in part

Released in part

Released in part
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SCHEDULE OF DOCUMENTS—DPC19/1448
No.

Date

Document description

Exemption
clauses

Released (part/full/refused)

49.

18/06/2019

Email – Post campaign
evaluation

Released in part

50.

19/06/2019

Email – FW: Post campaign
evaluation

51.

19/06/2019

Email – Re: Approval: State
Budget Campaign costs

7(1)(b) & (c) –
Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
6(1) – Personal
affairs; 7(1)(b) & (c)
– Business affairs;
Sections out of
scope removed
7(1)(b) & (c) –
Business affairs;
Sections out of
scope removed
Sections out of
scope removed
Sections out of
scope removed

Released in part

52.

Tax Invoice – MKR273

53.

State Budget Campaign
Presentation

54.

July 2019

Measuring and understanding
the effectiveness of the State
Budget Campaign

For Official Use Only – I1 – A1

Released in part

Released in part

Released in part

Released in part
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1

Lloydd-Wright, Alison (DPC)
From:
Sent:
To:
Subject:
Attachments:

Lloydd-Wright, Alison (DPC)
Tuesday, 25 June 2019 9:37 AM
Moss, Tim (DIS); Shepherd, Ryan (DIS)
RE: Market Research Brief - Attitudes on Population Growth
Market Research Brief - Attitudes on Population Growth.docx

Sorry – a later version with some additional resources for

Not relevant

From: Lloydd-Wright, Alison (DPC)
Sent: Monday, 24 June 2019 4:21 PM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>; Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>
Subject: Market Research Brief - Attitudes on Population Growth
Tim and Ryan,
Thanks for the meeting last week. As discussed, please find attached a short brief about what I think is needed and
some of the key messages for testing.
Happy to meet with

Not relevant

if they need further info.

Cheers,
Alison
Alison Lloydd-Wright
Executive Director | Population Strategy
Intergovernmental and Diplomatic Relations
Department of the Premier and Cabinet
M Clause 6(1)

| E alison.lloydd-wright@sa.gov.au | W dpc.sa.gov.au

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

1

2
POPULATION GROWTH MARKET RESEARCH BRIEF
Department of the Premier and Cabinet
Aim
The aim of this market research is to gauge the level of understanding of South Australia’s
population growth and attitudes towards greater growth.
These will help the Government of South Australia develop a narrative and key messages to support
the population growth strategy.
They will also inform the policy and program design of the population growth strategy by better
understanding the areas of concern that should be addressed.

Target audience
Metropolitan and regional South Australian adults (18+)

Background
The Government of South Australia is determined to bridge the gap between our current population
growth rate and that of the nation. Attaining this objective will clearly take time through a staged
and incremental approach.
To this end, the Government of South Australia will be developing a Population Growth Strategy
identifying and investing in policies and programs where the government can help drive population
growth. This is a key enabler of our economic growth agenda.

Research Outcomes
Outcomes sought from this research are qualitative information about the level of understanding of
South Australia’s current population projections, as well as development and testing of key
messages to assist in overcoming misconceptions or myths. Qualitative information about areas of
concern or excitement that the government could address or enable through policy and program
design and delivery are also sought.
The below facts and messages are some developed internally. Development/refinement of
additional messages by market research company is encouraged.

Research Areas
1. Understanding of the issue


What is the general understanding about South Australia’s population growth?



What is the general understanding about national population growth and how SA compares?
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It will be useful to uncover the general level of understanding about South Australia’s population to
determine the extent to which future messaging needs to focus on building the knowledge base as
well as describing the impetus for action.

Key questions:
What do the participants know about South Australia’s population? Is it growing? What do they
attribute as the source of growth? Is it growing evenly across South Australia or concentrated in
some areas?
What do they know about South Australia’s demographic composition? What do they think it is?
How much of South Australia’s population do they believe is “working age”? What proportion of
South Australia’s population do they think is young people aged 15-34? Are these the same in
regional SA?
What do the participants know about Australia’s population? Is it growing? What do they attribute
as the source of growth?
How do the participants think South Australia’s population growth compares to growth Australia
wide? Victoria? Tasmania?

Key facts and messages for testing:


South Australia’s population growth is half the national average.



South Australia’s population growth is one of the slowest in the nation.



South Australia grows about as much in a year as Melbourne does in a month.



South Australia has the oldest population on the Australian mainland (only Tasmania’s
population is older)



South Australia loses more people than it gains to every Australian state and territory except
the NT (even Tasmania!)



Even though our population has grown since the 1980s, fewer 15-34 year olds live in South
Australia now.



Across Australia, South Australia has the greatest share of its population growth coming
from net overseas migration compared to all other states and territories, but even with
these migration levels, South Australia has one of the lowest population growth rates in
Australia.



Less than 10% of South Australia’s total population growth is occurring outside Greater
Adelaide.



Some South Australian regional centres have stagnant or declining population.
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2. Attitudes on population growth


What are participants attitudes on population growth in South Australia?



What are they excited about? Concerned about? Afraid of?



What drives these excitements/concerns?



Do attitudes on population growth change depending on what is driving the growth? Eg
migration-led population growth / international students / greater retention of local talent?



What do they see as the responsibilities of government in population growth?

3. Connection between population growth and economic growth

Key questions:
Do the participants see a connection between population growth and economic growth?
Do the participants think our slow population growth might affect our ability to provide the
workforce for major projects? Eg in defence, mining, space
Do they think that our population demographics will present a challenge in the future to employers
being able to find the workforce they need? What do they think these employers will do if they
cannot find the workforce they need in South Australia?
Do they think our slow population growth affects our national and international competitiveness?
Our national relevance?

Key facts and messages for testing:


South Australia’s slow population growth risks us falling behind other states and territories.



If we can’t keep up with the national population growth, South Australia will get a smaller
share of the national pie. Less federal funding, less federal seats, less influence nationally.



We need to stay competitive with Victoria, NSW and Queensland.



By growing the population, we are growing our economy – more people is more spending in
retail and household consumption.



Population growth provides jobs. Every 3 international students creates a new job.



Brining more entrepreneurs and business investors to South Australia will create new jobs.

Additional resources
Further data, including visual and graphic displays that may assist in this research can be found here:
https://www.saplanningportal.sa.gov.au/data_and_research/population
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https://app.powerbi.com/view?r=eyJrIjoiNTU1NzAzMzEtODhhYy00ODkzLWEzNDAtMTA0MWYyMD
AzMzkwIiwidCI6ImJkYTUyOGY3LWZjYTktNDMyZi1iYzk4LWJkN2U5MGQ0MDkwNiJ9&pageName=Rep
ortSectionb7110d251772c4463d09
https://hugocentre.maps.arcgis.com/apps/Cascade/index.html?appid=b0d4d600c5e34f7c886d0b7a
d5e68492

Contact
Alison Lloydd-Wright, Executive Director, Population Strategy
Alison.lloydd-wright@sa.gov.au

Clause 6(1)
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Lloydd-Wright, Alison (DPC)
From:
Sent:
To:
Cc:
Subject:

Security Classification:

Moss, Tim (DIS)
Tuesday, 25 June 2019 10:44 AM
Lloydd-Wright, Alison (DPC)
Shepherd, Ryan (DIS)
RE: Market Research Brief - Attitudes on Population Growth [DLM=For-Official-UseOnly]

For Official Use Only

For Official Use Only
Thanks Alison
This is really clean and a good brief for Not relevant r
Not relevant
now have this to review and come back with an outline of an approach that covers our collective needs
with costs and timelines.

Will be in touch as soon as I hear more.
Kind regards.
Tim Moss
Principal Marketing Officer
Strategic Communications
Department for Innovation and Skills
T +61 (8) 8429 3061
E tim.moss@sa.gov.au
GPO Box 320, Adelaide, South Australia 5001
Level 4, 11 Waymouth Street, Adelaide 5000

DISCLAIMER:
The information in this e-mail may be confidential and/or legally privileged. It is intended solely for the addressee. Access to this e-mail by anyone else is
unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action taken or omitted to be taken in reliance on it, is
prohibited and may be unlawful. If you have received this email in error, please delete it from your system and notify the sender immediately. DIS does not
represent, warrant or guarantee that the integrity of this communication has been maintained or that the communication is free of errors, virus or interference.

From: Lloydd-Wright, Alison (DPC)
Sent: Tuesday, 25 June 2019 9:37 AM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>; Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>
Subject: RE: Market Research Brief - Attitudes on Population Growth
Sorry – a later version with some additional resources for

Not relevant

1

From: Lloydd-Wright, Alison (DPC)
Sent: Monday, 24 June 2019 4:21 PM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>; Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>
Subject: Market Research Brief - Attitudes on Population Growth
Tim and Ryan,
Thanks for the meeting last week. As discussed, please find attached a short brief about what I think is needed and
some of the key messages for testing.
Happy to meet with

Not relevant

if they need further info.

Cheers,
Alison
Alison Lloydd-Wright
Executive Director | Population Strategy
Intergovernmental and Diplomatic Relations
Department of the Premier and Cabinet
M Clause 6(1)

E alison.lloydd-wright@sa.gov.au | W dpc.sa.gov.au

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.
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Lloydd-Wright, Alison (DPC)
From:
Sent:
To:
Cc:
Subject:
Security Classification:

Venturi, Clare (DIS)
Friday, 28 June 2019 11:58 AM
Moss, Tim (DIS); Shepherd, Ryan (DIS); Lloydd-Wright, Alison (DPC)
Chandler, Nari (DIS); Salopek, Mirjana (DIS)
RE: Research UPDATE proposal [DLM=For-Official-Use-Only]

For Official Use Only

For Official Use Only
Hi Tim
I am happy with the changes. Is there anything else you/Stephen need from us to proceed?
Regards
Clare
Clare Venturi

A/Manager
Immigration SA
Department for Innovation and Skills
T +61 (8) 8429 3063
M Clause 6(1)
E clare.venturi@sa.gov.au
www.migration.sa.gov.au

From: Moss, Tim (DIS)
Sent: Friday, 28 June 2019 11:24 AM
To: Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>; Venturi, Clare (DIS) <Clare.Venturi@sa.gov.au>; LloyddWright, Alison (DPC) <Alison.Lloydd-Wright@sa.gov.au>
Cc: Chandler, Nari (DIS) <Nari.Chandler@sa.gov.au>
Subject: FW: Research UPDATE proposal [DLM=For-Official-Use-Only]

For Official Use Only
HI all
Please find below a revised structure for the research to support skilled migration and population growth.
The increase in volume will provide more depth to the research an can cater for both parts – I’m sure insights
gathered will be beneficial to both.
Can you please confirm you are OK to proceed on this basis no later than Monday - this will enable Stephen to
initiate the recruitment work as soon as possible and we can start to bring that end date forward!
We can discuss the split of costs in time – All costs will now fall in FY 19/20..
7(1)(b) & (c)

New cost - $59K
Alison – please note regional locations targeted will be whalla and Mt Gambier for quant.
1

Qaul has been increased to give a stronger metro and regional ‘statewide’ sample.

NB: n=500 is statically correct for SA popn research – so we are above that now with n=800.
Any dramas please let me know.
Tim Moss
Principal Marketing Officer
Strategic Communications
Department for Innovation and Skills
T +61 (8) 8429 3061
E tim.moss@sa.gov.au
GPO Box 320, Adelaide, South Australia 5001
Level 4, 11 Waymouth Street, Adelaide 5000

DISCLAIMER:
The information in this e-mail may be confidential and/or legally privileged. It is intended solely for the addressee. Access to this e-mail by anyone else is
unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action taken or omitted to be taken in reliance on it, is
prohibited and may be unlawful. If you have received this email in error, please delete it from your system and notify the sender immediately. DIS does not
represent, warrant or guarantee that the integrity of this communication has been maintained or that the communication is free of errors, virus or interference.

From:Not relevant
Sent: Friday, 28 June 2019 8:58 AM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>
Subject: Research
Hi Tim,
Here are the revised logistics for the research, now incorporating the broader population growth element. As
discussed, we can fold the new element into the existing process without disrupting the original objectives.
The scope had already increased to include two regional centres. With the addition of the population growth
element, we will make the following changes:




The groups will need to be extended from 1.5 hours to 2 hours in order to cover everything in the requisite
level of detail.
We will conduct an extra group in Adelaide. Previously we had one group and two will provide a better
gauge of the city.
We will increase the sample size of the quantitative phase from 500 to 800 to increase our ability to look at
specific regions.

Costs are as follows:
ELEMENT

ORIGINALLY

REVISED

2

Number of
consumer
groups

2 groups

Number of
business
depth

12 depths

Length of
groups

1.5 hour
groups

4 groups (2
Adelaide, 1
Whyalla, 1 Mt
Gambier)

18 depths

2 hour groups

Quantitative N=500
sample size

N=800

COST

56K

7(1)(b) & (c)

Timings are as follows:
STAGE

TIMING

Project commissioning

3rd July

Qualitative recruitment and fieldwork

5th July – 19th July

Pause and reflect session

End w/c 22nd July

Quantitative stage

26th July – 9th August

Research debrief

w/c 12th August

Please call with any queries.
Thanks

Not relevant

This email has been checked for viruses by Avast antivirus software.
www.avast.com
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Lloydd-Wright, Alison (DPC)
From:
Sent:
To:
Cc:
Subject:
Security Classification:

Shepherd, Ryan (DIS)
Friday, 28 June 2019 3:43 PM
Lloydd-Wright, Alison (DPC); Moss, Tim (DIS); Venturi, Clare (DIS)
Chandler, Nari (DIS)
RE: Research UPDATE proposal [DLM=For-Official-Use-Only]

For Official Use Only

For Official Use Only
Thanks all
Good work here Tim, we’ll finalise the skilled migration inquiry points on Monday.
Nari, possibly one to briefly update Minister Pisoni on Tuesday as well.
Cheers
R
Ryan Shepherd
Director, Strategic Communications
Department for Innovation and Skills
M. Clause 6(1)
From: Lloydd-Wright, Alison (DPC)
Sent: Friday, 28 June 2019 3:23 PM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>; Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>; Venturi, Clare (DIS)
<Clare.Venturi@sa.gov.au>
Cc: Chandler, Nari (DIS) <Nari.Chandler@sa.gov.au>
Subject: RE: Research UPDATE proposal [DLM=For-Official-Use-Only]
Hi Tim,
Happy with the proposal, my only note would be that I don’t necessarily need the “business depth” sessions so they
could be reduced to the original scale of 12 sessions, but I’ll leave that as a matter for you.
Let’s proceed!
Cheers,
Alison

From: Moss, Tim (DIS)
Sent: Friday, 28 June 2019 11:24 AM
To: Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>; Venturi, Clare (DIS) <Clare.Venturi@sa.gov.au>; LloyddWright, Alison (DPC) <Alison.Lloydd-Wright@sa.gov.au>
1

Cc: Chandler, Nari (DIS) <Nari.Chandler@sa.gov.au>
Subject: FW: Research UPDATE proposal [DLM=For-Official-Use-Only]

For Official Use Only
HI all
Please find below a revised structure for the research to support skilled migration and population growth.
The increase in volume will provide more depth to the research an can cater for both parts – I’m sure insights
gathered will be beneficial to both.
Can you please confirm you are OK to proceed on this basis no later than Monday - this will enable Not
relevant
initiate the recruitment work as soon as possible and we can start to bring that end date forward!

to

We can discuss the split of costs in time – All costs will now fall in FY 19/20..
7(1)(b) & (c)

New cost - $59K
Alison – please note regional locations targeted will be whalla and Mt Gambier for quant.
Qaul has been increased to give a stronger metro and regional ‘statewide’ sample.

NB: n=500 is statically correct for SA popn research – so we are above that now with n=800.
Any dramas please let me know.
Tim Moss
Principal Marketing Officer
Strategic Communications
Department for Innovation and Skills
T +61 (8) 8429 3061
E tim.moss@sa.gov.au
GPO Box 320, Adelaide, South Australia 5001
Level 4, 11 Waymouth Street, Adelaide 5000

DISCLAIMER:
The information in this e-mail may be confidential and/or legally privileged. It is intended solely for the addressee. Access to this e-mail by anyone else is
unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action taken or omitted to be taken in reliance on it, is
prohibited and may be unlawful. If you have received this email in error, please delete it from your system and notify the sender immediately. DIS does not
represent, warrant or guarantee that the integrity of this communication has been maintained or that the communication is free of errors, virus or interference.

From:Not relevant
Sent: Friday, 28 June 2019 8:58 AM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>
Subject: Research
Hi Tim,

2

Here are the revised logistics for the research, now incorporating the broader population growth element. As
discussed, we can fold the new element into the existing process without disrupting the original objectives.
The scope had already increased to include two regional centres. With the addition of the population growth
element, we will make the following changes:




The groups will need to be extended from 1.5 hours to 2 hours in order to cover everything in the requisite
level of detail.
We will conduct an extra group in Adelaide. Previously we had one group and two will provide a better
gauge of the city.
We will increase the sample size of the quantitative phase from 500 to 800 to increase our ability to look at
specific regions.

Costs are as follows:
ELEMENT

ORIGINALLY

REVISED

Number of
consumer
groups

2 groups

4 groups (2
Adelaide, 1
Whyalla, 1 Mt
Gambier)

Number of
business
depth

12 depths

Length of
groups

1.5 hour
groups

18 depths

Quantitative N=500
sample size
COST

7(1)(b) & (c)

2 hour groups
N=800
56K

Timings are as follows:
STAGE

TIMING

Project commissioning

3rd July

Qualitative recruitment and fieldwork

5th July – 19th July

Pause and reflect session

End w/c 22nd July

Quantitative stage

26th July – 9th August

Research debrief

w/c 12th August

Please call with any queries.
Thanks

Not relevant

3

Not relevant

Clause 6(1)

This email has been checked for viruses by Avast antivirus software.
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Lloydd-Wright, Alison (DPC)
From:
Sent:
To:
Cc:
Subject:

Security Classification:

Moss, Tim (DIS)
Friday, 5 July 2019 11:25 AM
Shepherd, Ryan (DIS); Venturi, Clare (DIS); Lloydd-Wright, Alison (DPC)
Chandler, Nari (DIS)
RE: Research UPDATE - skilled migration and population growth [DLM=For-OfficialUse-Only]

For Official Use Only

For Official Use Only
Hi All
Just a quick note to advise this is progressing now to recruitment and scheduling of sessions and IDIs.
We are still working towards the focus groups and IDI’s completed by 19 July 2019.
I will look to get this group together with Not relevant
for the debrief and insights ahead of the fuller quant
work.

Thanks all to your contribution to key messaging, discussion guides and the recruitment esp business leads.
Any dramas let me know.
Tim Moss
Principal Marketing Officer
Strategic Communications
Department for Innovation and Skills
T +61 (8) 8429 3061
E tim.moss@sa.gov.au
GPO Box 320, Adelaide, South Australia 5001
Level 4, 11 Waymouth Street, Adelaide 5000

DISCLAIMER:
The information in this e-mail may be confidential and/or legally privileged. It is intended solely for the addressee. Access to this e-mail by anyone else is
unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action taken or omitted to be taken in reliance on it, is
prohibited and may be unlawful. If you have received this email in error, please delete it from your system and notify the sender immediately. DIS does not
represent, warrant or guarantee that the integrity of this communication has been maintained or that the communication is free of errors, virus or interference.

From: Moss, Tim (DIS)
Sent: Friday, 28 June 2019 11:23 AM
To: Shepherd, Ryan (DIS) <Ryan.Shepherd@sa.gov.au>; Venturi, Clare (DIS) <Clare.Venturi@sa.gov.au>; LloyddWright, Alison (DPC) <Alison.Lloydd-Wright@sa.gov.au>
1

Cc: Chandler, Nari (DIS) <Nari.Chandler@sa.gov.au>
Subject: FW: Research UPDATE proposal [DLM=For-Official-Use-Only]

For Official Use Only
HI all
Please find below a revised structure for the research to support skilled migration and population growth.
The increase in volume will provide more depth to the research an can cater for both parts – I’m sure insights
gathered will be beneficial to both.
Can you please confirm you are OK to proceed on this basis no later than Monday - this will enable Not
relevant
initiate the recruitment work as soon as possible and we can start to bring that end date forward!

to

We can discuss the split of costs in time – All costs will now fall in FY 19/20..
7(1)(b) & (c)

New cost - $59K
Alison – please note regional locations targeted will be whalla and Mt Gambier for quant.
Qaul has been increased to give a stronger metro and regional ‘statewide’ sample.

NB: n=500 is statically correct for SA popn research – so we are above that now with n=800.
Any dramas please let me know.
Tim Moss
Principal Marketing Officer
Strategic Communications
Department for Innovation and Skills
T +61 (8) 8429 3061
E tim.moss@sa.gov.au
GPO Box 320, Adelaide, South Australia 5001
Level 4, 11 Waymouth Street, Adelaide 5000

DISCLAIMER:
The information in this e-mail may be confidential and/or legally privileged. It is intended solely for the addressee. Access to this e-mail by anyone else is
unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action taken or omitted to be taken in reliance on it, is
prohibited and may be unlawful. If you have received this email in error, please delete it from your system and notify the sender immediately. DIS does not
represent, warrant or guarantee that the integrity of this communication has been maintained or that the communication is free of errors, virus or interference.

From:Not relevant
Sent: Friday, 28 June 2019 8:58 AM
To: Moss, Tim (DIS) <Tim.Moss@sa.gov.au>
Subject: Research
Hi Tim,

2

Here are the revised logistics for the research, now incorporating the broader population growth element. As
discussed, we can fold the new element into the existing process without disrupting the original objectives.
The scope had already increased to include two regional centres. With the addition of the population growth
element, we will make the following changes:




The groups will need to be extended from 1.5 hours to 2 hours in order to cover everything in the requisite
level of detail.
We will conduct an extra group in Adelaide. Previously we had one group and two will provide a better
gauge of the city.
We will increase the sample size of the quantitative phase from 500 to 800 to increase our ability to look at
specific regions.

Costs are as follows:
ELEMENT

ORIGINALLY

REVISED

Number of
consumer
groups

2 groups

4 groups (2
Adelaide, 1
Whyalla, 1 Mt
Gambier)

Number of
business
depth

12 depths

Length of
groups

1.5 hour
groups

18 depths

2 hour groups

Quantitative N=500
sample size

N=800

COST

56K

7(1)(b) & (c)

Timings are
STAGE

TIMING

Project commissioning

3rd July

Qualitative recruitment and fieldwork

5th July – 19th July

Pause and reflect session

End w/c 22nd July

Quantitative stage

26th July – 9th August

Research debrief

w/c 12th August

Please call with any queries.
Not relevant

3

Not relevant

Clause 6(1)
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POPULATION GROWTH MARKET RESEARCH BRIEF
Department of the Premier and Cabinet
Aim
The aim of this market research is to gauge the level of understanding of South Australia’s
population growth and attitudes towards greater growth.
These will help the Government of South Australia develop a narrative and key messages to support
the population growth strategy.
They will also inform the policy and program design of the population growth strategy by better
understanding the areas of concern that should be addressed.

Target audience
Metropolitan and regional South Australian adults (18+)

Background
The Government of South Australia is determined to bridge the gap between our current population
growth rate and that of the nation. Attaining this objective will clearly take time through a staged
and incremental approach.
To this end, the Government of South Australia will be developing a Population Growth Strategy
identifying and investing in policies and programs where the government can help drive population
growth. This is a key enabler of our economic growth agenda.

Research Outcomes
Outcomes sought from this research are qualitative information about the level of understanding of
South Australia’s current population projections, as well as development and testing of key
messages to assist in overcoming misconceptions or myths. Qualitative information about areas of
concern or excitement that the government could address or enable through policy and program
design and delivery are also sought.
The below facts and messages are some developed internally. Development/refinement of
additional messages by market research company is encouraged.

Research Areas
1. Understanding of the issue


What is the general understanding about South Australia’s population growth?



What is the general understanding about national population growth and how SA compares?
Page 1 of 4

It will be useful to uncover the general level of understanding about South Australia’s population to
determine the extent to which future messaging needs to focus on building the knowledge base as
well as describing the impetus for action.

Key questions:
What do the participants know about South Australia’s population? Is it growing? What do they
attribute as the source of growth? Is it growing evenly across South Australia or concentrated in
some areas?
What do they know about South Australia’s demographic composition? What do they think it is?
How much of South Australia’s population do they believe is “working age”? What proportion of
South Australia’s population do they think is young people aged 15-34? Are these the same in
regional SA?
What do the participants know about Australia’s population? Is it growing? What do they attribute
as the source of growth?
How do the participants think South Australia’s population growth compares to growth Australia
wide? Victoria? Tasmania?

Key facts and messages for testing:


South Australia’s population growth is half the national average.



South Australia’s population growth is one of the slowest in the nation.



South Australia grows about as much in a year as Melbourne does in a month.



South Australia has the oldest population on the Australian mainland (only Tasmania’s
population is older)



South Australia loses more people than it gains to every Australian state and territory except
the NT (even Tasmania!)



Even though our population has grown since the 1980s, fewer 15-34 year olds live in South
Australia now.



Across Australia, South Australia has the greatest share of its population growth coming
from net overseas migration compared to all other states and territories, but even with
these migration levels, South Australia has one of the lowest population growth rates in
Australia.



Less than 10% of South Australia’s total population growth is occurring outside Greater
Adelaide.



Some South Australian regional centres have stagnant or declining population.
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2. Attitudes on population growth


What are participants attitudes on population growth in South Australia?



What are they excited about? Concerned about? Afraid of?



What drives these excitements/concerns?



Do attitudes on population growth change depending on what is driving the growth? Eg
migration-led population growth / international students / greater retention of local talent?



What do they see as the responsibilities of government in population growth?

3. Connection between population growth and economic growth

Key questions:
Do the participants see a connection between population growth and economic growth?
Do the participants think our slow population growth might affect our ability to provide the
workforce for major projects? Eg in defence, mining, space
Do they think that our population demographics will present a challenge in the future to employers
being able to find the workforce they need? What do they think these employers will do if they
cannot find the workforce they need in South Australia?
Do they think our slow population growth affects our national and international competitiveness?
Our national relevance?

Key facts and messages for testing:


South Australia’s slow population growth risks us falling behind other states and territories.



If we can’t keep up with the national population growth, South Australia will get a smaller
share of the national pie. Less federal funding, less federal seats, less influence nationally.



We need to stay competitive with Victoria, NSW and Queensland.



By growing the population, we are growing our economy – more people is more spending in
retail and household consumption.



Population growth provides jobs. Every 3 international students creates a new job.



Brining more entrepreneurs and business investors to South Australia will create new jobs.

Additional resources
Further data, including visual and graphic displays that may assist in this research can be found here:
https://www.saplanningportal.sa.gov.au/data_and_research/population
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https://app.powerbi.com/view?r=eyJrIjoiNTU1NzAzMzEtODhhYy00ODkzLWEzNDAtMTA0MWYyMD
AzMzkwIiwidCI6ImJkYTUyOGY3LWZjYTktNDMyZi1iYzk4LWJkN2U5MGQ0MDkwNiJ9&pageName=Rep
ortSectionb7110d251772c4463d09
https://hugocentre.maps.arcgis.com/apps/Cascade/index.html?appid=b0d4d600c5e34f7c886d0b7a
d5e68492

Contact
Alison Lloydd-Wright, Executive Director, Population Strategy
Alison.lloydd-wright@sa.gov.au

Clause 6(1)
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Stakeholder Engagement
and
User Research Plan
Over 18 ID Check and Barring App
Safety Scan (“working title”)

For Official Use Only-I1-A1

1 Purpose
The purpose of this document is to detail the engagement and user research activities associated
with the Over 18 ID Check and Barring App Project (the ‘Project’).
All activities will focus on understanding key stakeholders / user’s expectations, behaviours, needs
and motivations through design thinking investigative approaches.
The outcomes of these activities will be used to inform the design and development of the Over 18
ID Check and Barring App solution, ensuring that all design decisions will benefit the key
stakeholders and users.

2 Introduction / Background
In 2016, retired Supreme Court Judge Hon Tim Anderson QC conducted a review of the Liquor
Licensing Act 1997 (the LLA) and made 129 recommendations. The former State Government
agreed to implement the majority of the recommendations including the introduction of a web-based
notification system for licensees, South Australia Police (SAPOL) and Consumer and Business
Services (CBS) to manage the barring of persons from licensed premises.
An initiative from CBS and Department of the Premier and Cabinet (DPC) was submitted, and
subsequently approved, to develop an over 18 ID Check and Barring App for patrons of licensed
venues. The Project aims to implement the app which will simplify the process for confirming where
a person is 18 years or older or whether they are barred from a licensed premise prior to entering
the venue.
The Project will implement a central barring database which will capture both barring orders issued
by licensees, responsible persons and SAPOL. It will allow licensees, responsible persons or
SAPOL to serve a barring notice to patrons fulfilling the requirements of the LLA and to upload this
notice to the central system. This will enable licensees and responsible persons to enforce all
barring orders and will replace the current paper records of barred persons. It will enable SAPOL to
monitor and enforce all barring's (not just SAPOL issued barring's).

3 Work-stream definition
The ICT and Digital Government User-Centred Design toolkit will be adopted to guide the design
process and ensure that individuals and business are involved throughout all phases of service
design.
Several methods will be used to engage with users, including:
 Stakeholder engagement workshops with three stakeholder groups (detailed below) – initial
engagement and persona creation.
 A focus group of up to 10 people (with previous research participants 18 years +) – extend
existing research, validate approach and engage for testing.
 Face to face interviews as identified through workshops (e.g. Publicans, Club
Managers/Owners and Security Services).
 User lab testing throughout the design process with all key stakeholders.
Sponsor
The Project sponsor is the Director, Office for Digital Government, ICT and Digital Government.
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Organisational objective
Ensure that the design and development of the solution is integrated with all key government entities
and will focus on good user experience, be re-usable, make business sense, make the best use of
digital technology, and maintain security, privacy and transparency.
This will be supported with evidence of user needs and prioritised user journeys for implementation.
Problem statement
Currently, barring from licensed venues is poorly managed. Enforcement, under the provisions of
the Act, lacks formality, good record keeping, is inconsistent and difficult for police to enact. There is
a lack of visibility across licensees and it is resource intensive to service barring orders.
How do we improve the ability to check in real time current barring of patrons and conduct proof of
age checks without further burden to venues, police and those who visit licensed venues?
Workshop sessions and interview research questions will be tailored for each stakeholder group and
form part of the Workshop and Research Guide.
Scope
In Scope
The scope of this plan is limited to User Research for defined user groups (those aged 18+,
Publicans, Club Managers/Owners and Security Services) and will inform all phases of the design
and build of the solution.
Out of Scope
Activities related to the implementation of the solution will be captured in a separate project plan and
do not form part of this plan.
Benefits
By undertaking these activities, the following benefits will be realised:








the identification and validation of a real problem and business need
user-centred design to ensure the needs of the user are met
understanding of how different user groups will interact with the process and technology
greater understanding of how the identified user group will interact with an app, if at all
greater understanding of the identified user group’s expectations of this app
a depth of knowledge to inform solution design and build
the knowledge to provide better customer experience for individuals and business

4 Project management
The findings and insights from the engagements will inform the Over 18 ID Check and Barring App
Project, which documents its own project plan.
Governance
This work will be led by the Senior Project Officer (Mardi Dallow) with oversight from the Manager,
Digital Service Capability (Tina Ferguson). The Senior Project Officer will report to and take direction
from the Project Manager Over 18 ID Check and Barring App Project.
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Additional reporting will occur via weekly project team meetings.
Objectives
The objective is to understand users’ needs and behaviours and identify actionable insights. The
insights will inform and shape the design of the solution.
Engagement objectives
The purpose of the engagement / user research actvities is to:
1. Engage with SAPOL to understand what happens now, discuss solution ownership, understand
functional roles and create buy-in for solution. Key functional areas of SAPOL to attend
engagement workshop (Workshop 1).
2. Engage with the AGD including CBS to discuss solution ownership, understand policy and
legislative implications and create buy-in for solution. Key policy / privacy staff from AGD and
key CBS service delivery staff to attend engagement workshop (Workshop 2).
3. Engage with the Australian Hotel Association (AHA), Clubs SA, to identify key stakeholders for
1:1 interviews and to invite them to be involved in an engagement workshop (Workshop 3).
4. Re-engage with 18+ year olds to extend existing research, validate approach and engage for
testing.
5. Create asset for ongoing user testing throughout design process.
Table 1 below identifies the key activities and areas of exploration for each stakeholder group.
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Table 1: Stakeholders and Workshop Plan
Activity

Who

Areas of exploration

Approach

SAPOL




Workshop 1
Facilitated by
Interface
Consultants






Commissioner Grant Stevens - he can issue
for money laundering (gaming order) or
Outlaw Motorcycle Gangs
Deputy Commissioner Linda Williams - she is
responsible for operations in safety
Assistant Commissioner Phil Newitt - he is
the Assistance Commissioner responsible for
the Licensing Enforcement Branch
Chief Superintendent John Venditto - Officer
in Charge of Operations Support Service (AC
Newitt's service area in SAPOL)
Chief Inspector Greg Hutchins - Officer in
Charge of Licence Enforcement Branch
Helen Nuske
Anthony O'Connor
Director IS&T - Garry Dickie

Project Team








Tony Macrellis
Gail Fairlamb
Nick Condon
Rachel Capetanakis
Jeremy Hoo
Nikunj Mandlas
Mardi Dallow

AGD / CBS
Workshop 2
Facilitated by
Interface
Consultants





Rob Templeton
Janet Ward
Rebecca Coxon

Project Team
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For Official Use Only-I1-A1

What happens now?
Understand the various functional
roles and relationships across
SAPOL.
What are the points of integration
and what are the issues?
Discuss ownership and
management of solution.
Use insights, concepts and themes
to create personas and journey
map experience from SAPOL
perspective.

What happens now?
Understand the various
relationships across AGD / CBS
and integration with SAPOL.
Discuss ownership and
management of solution.

Workshop style
Maximum 14 participants
Key SAPOL employees invited to attend
Design thinking approach

Workshop style
Maximum 14 participants
Key AGD / CBS employees invited to
attend
Design thinking approach









Tony Macrellis
Gail Fairlamb
Nick Condon
Rachel Capetanakis
Jeremy Hoo
Nikunj Mandlas
Mardi Dallow

Use insights, concepts and themes
to create personas and journey
map experience from AGD
perspective.

Clubs SA


Mike Penfold, CEO

Australian Hotels Association (AHA)




Workshop 3
Facilitated by
Interface
Consultants

Ian Horne, CEO
Wally Woehlert, General Manager, Gaming
Care
Wendy Bevan, Government Relations and
Policy

SATC – Events SA
Responsible for Adelaide 500, Tour Down Under,
Tasting Australia



Hitaf Rasheed, General Manager
Danielle Faraonio, Sponsored Events
Executive

Adelaide Oval


Ben Swanson, Functions and Events
Manager

Project Team
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What is the licensed venues
appetite for Barring?
What does social responsibility look
like for venues?
What happens now?
What are the foreseeable
challenges / impacts in frontline
service delivery?

Workshop style
Maximum 14 participants
Attendees nominated by AHA, Clubs
SA, Events SA and Adelaide Oval
Design thinking approach





Jeremy Hoo
Nikunj Mandlas
Mardi Dallow






4x 18+ year old’s
2x 30+ year old’s
2x 50+ year old’s
2x other

18+

Focus Group

Project Team








Tony Macrellis
Gail Fairlamb
Nick Condon
Rachel Capetanakis
Jeremy Hoo
Nikunj Mandlas
Mardi Dallow

What happens now?
Understand access to internet /
technology
Understand current experience
around proof of age / showing your
license.
Understand concerns re identity
sharing.

Focus Group / small and intimate
Re-engage 18+ (from SAGOV Services
Portal Project).
Extend existing research questions /
start with design principles
Paid nominal fee to attend ($50)

Clubs SA


Mike Penfold, CEO

Australian Hotels Association (AHA)


Ian Horne, CEO

Adelaide Oval
1:1 Interviews



Ben Swanson, Functions and Event Manager

Events SA



Hitaf Rasheed, General Manager
Danielle Faraonio, Sponsored Events
Executive

Pubs
Clubs SA
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To be extracted from engagement
workshops.

Deeper dive
Learning from people in context
What actually happens V’s what’s said
happens

West End Traders
Renewal SA (Activation)
User Research Team
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User Research Approach
Following stakeholder engagement workshops, further research in the form of 1:1 interviews will be
undertaken and broken into four phases:
1. Scoping

Work with the Project Team to reflect on the outcomes of the
engagements, frame the problem, call-out assumptions, and
determine interview cohort.

2. Interviews

Undertake 1:1 interviews.

3. Synthesising

Workshop findings, analyse and interpret data for insights and
concepts.

4. Creating

Respond to themes and insights and co-create a range of tools to
support design and development of a solution.

5. Reporting

Provide reporting data, insights and opportunities.

Engagement / User Research Team
Role Title

Name

User Research Lead

Mardi Dallow

User Researcher - Scribe

TBC

User Researcher - Scribe

Robert Rundle

Stakeholder Engagement /
Workshop Facilitation

Sally Woolford,
Interface Consultants

Workshop Facilitation

Julie Cunningham,
Interface Consultants

ASO
Level
6(1)
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FTE

Stakeholder Identification
Stakeholder

Clubs SA

Australian
Hotels
Association

SA Citizens
18+

Interest / Impact /
Influence

High interest, impact and
influence

High interest, impact and
influence

Medium interest, impact
and influence

Publicans, club
owners /
managers,
High interest, impact and
liquor
influence
licensees,
security
services

CBS & AGD
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High interest, impact and
influence

For Official Use Only-I1-A1

Expectations
That they will be able to identify key stakeholders for further consultation.
That they will advise on the best way to engage with key stakeholders.
That they will influence their key stakeholders and partners on the benefits of
the Pub App.
That they will be able to identify key stakeholders for further consultation.
That they will advise on the best way to engage with key stakeholders.
That they will influence their key stakeholders and partners on the benefits of
the Over 18 Licensed Venue App.
That they will be invited to participate in a focus group workshop to
understand their wants and needs in relation to the Over 18 Licensed Venue
App.

IAP2 Level

Inform / Consult /
Involve

Inform / Consult /
Involve

Consult / Involve

That they will be re-engaged throughout the design and build phase to test
and iterate the Over 18 Licensed Venue App.

That they will be invited to participate in one on one interviews to inform the
design and development of the Over 18 Licensed Venue App.
That they will be re-engaged throughout the design and build phase to test
and iterate the Over 18 Licensed Venue App.

Consult / Involve /
Inform

That they will endorse and use the developed Over 18 Licensed Venue App.

That they will be the business owner.
That they will be champions.
That they will be a data provider / user.

Consult / Involve /
Inform

That they will provide advise in relation to privacy and legislation.
That they will be the product user.
SAPOL

Medium interest, high
impact and influence

That they will advise on the current process.
That they will be product owner and champion.
That they will be a data provider / user.
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Consult / Involve /
Inform

Assumptions





Adequate resources are available to conduct user research interviews.
The user group will participate meaningfully in user research interviews and co-creation of
design principles.
The user group will be a good representative cross-section of the cohort.
The research findings and design concepts will be considered by solution designers as part
of the overall product design.

Dependencies




Commitment from the user group / agencies.
Commitment of stakeholder groups in the process and the findings.
Commitment from solution designers.

Constraints
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Approval of all proposed engagements with user groups.
Business interruptions or reorganisations in the middle of the activity, potentially realigning
necessary resources.
Availability of skilled resources could cause delays.
Absence of engagement from the user groups.
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Implementation strategy / milestones
Project Stage

Deliverable

Stakeholders

Technique/s

Responsibility

Date

Planning

Engage directly with the
young people cohort

User group –
4x Individuals 18+
2x Individuals 30+
2x Individuals 50+
2x Other

Telephone / email

Mardi Dallow

Week commencing 19/11/18

Planning

Stakeholder mapping in
consultation with SAPOL

SAPOL

1x workshop

Interface Consultants
-Julie Cunningham &
Sally Woolford

04/12/18

Stakeholder mapping in
consultation with CBS / AGD /

CBS/ AGD

1x workshops

Interface Consultants
-Julie Cunningham &
Sally Woolford

05/12/18

Understanding what happens
now, the foreseeable
challenges / impacts in
frontline service delivery.

Clubs SA

1x workshop

Interface Consultants
-Julie Cunningham &
Sally Woolford

6/12/18

Planning

Planning

Identify key stakeholders for
follow up 1:1’s

Project Team

Project Team

Australian Hotel
Association
Events SA

1:1 interviews

Adelaide Oval

Mardi Dallow

Security Services
Customer
experience

Understand / define user
wants and needs

Citizens 18+

Focus group
workshop and / or

Facilitated workshop

Week commencing 03/12/18

Mardi Dallow

1:1 inteviews
Synthesising

Page 2 of 16

Develop a set of insights,
concepts, themes and
perspectives from user group
18+

For Official Use Only-I1-A1

Report back to project
team

Report

Mardi Dallow

December 2018

Customer
experience

Engage and communicate
with key stakeholders
identified by AHA and Clubs
SA to understand their needs

Publicans, club
owners/managers,
liquor licensing and
security services

One on one
interviews

Mardi Dallow and
user researcher
(TBC)

January / February 2019

Synthesising

Develop a set of insights,
concepts, themes and
perspectives from user group
Publicans, club
owners/managers and
security services

Report back to project
team

Report

Mardi Dallow

February 2019

Creating

Work with the user group to
co-create a set of design tools
that can be used to guide
implementation of the solution

User groups –

Focus group session

Facilitator (TBC)

February 2019

Re-engage with user groups
to design and test

User groups –

Design and
testing



18+



Publicans, club
owners/managers
and security
services



18+

Publicans, club
owners/managers and
security services
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Mardi Dallow

User lab testing

Mardi Dallow
Tech / designers

March 2019 / April 2019

Document approval and control
Document control
Version and
confidentiality

Version

0.2

Status

DRAFT

Confidentiality

FOR OFFICIAL USE ONLY (FOUO)

File name and
location

File name

User Research Plan Document

Assigned review
period

Review cycle

Location
1 month

October 2019

Document review
Title

Name

Date reviewed

Title

Name

Date signed

Head of Digital
Service Capability

Tina Ferguson

Head of Digital
Citizens Services

Nick Condon

Project Manager

Tony Macrellis

Director, Office for
Digital Government

Gail Fairlamb

Executive Director,
ICT and Digital
Government

Eva Balan-Vnuk

Document sign-off
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Signature

Revision history
Revision version
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Summary of change

Author
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19 November 2018

User Research – Over 18 Licensed Venue App
High-level Project Budget
Project tasks

ASO
Level

Description

Contractor
(rate excl. GST)

FTE

Procure workshop facilitator

3x workshops – stakeholder engagement /
mapping

$170/hour

20hrs

Procure stakeholder
engagement consultant

Provide advice and support to engage key
stakeholders (5 days)

$1350/day

5 days

Cost
$3,400
$6750

6(1)

Senior Project Officer

User Research Lead

Project Officer

User Researcher - Scribe

Graduate

User Researcher - Scribe
$500

Workshops

2x stakeholder mapping workshops
1x user group workshop
(venue hire, refreshments and stationery)

Recruitment - participants

@$50 per participant

$1000

Page 1 of 2

Confidentiality-IA-A1

$1000

Intrastate travel
TOTAL

For more information:
Mardi Dallow, Senior Project Officer
Office for Digital Government, ICT and Digital Government
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TClause 6(1)
E mardi.dallow@sa.gov.au
W dpc.sa.gov.au
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Ioannidis, Samantha (DPC)
7(1)(c)

From:
Sent:
To:
Cc:
Subject:
Attachments:

7(1)(c)

Friday, 30 November7(1)(c)
DPC);
RE: Request for quote
18134 Office for Digital Government.pdf

Hi Mardi
Attached is our proposal. We are really looking forward to working with you on this!
We can start recruiting next week (with your OK) and group following week, getting the urgency.
😊
Cheers
7(1)(c)

7(1)(c)

From: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Sent: Thursday, 29 November 2018 12:25 PM

Subject: Request for quote
Hello
I have had a quick chat with 7(1) this morning in relation to running a workshop and would appreciate it if you could
(c)
provide a quote on the following:
Background:
An initiative from Consumer Business Services and Department of the Premier and Cabinet was submitted, and
subsequently approved, to develop an over 18 ID check and barring app for patrons of licensed venues. The project
aims to implement the app which will simplify the process for confirming where a person is 18 years or older and
whether they are barred from a licensed premise prior to entering the venue.
1 hour workshop with 18+ cohort:
 4x 18+ year old’s
 3x 30+ year old’s
 3x 50+ year old’s
We would like to understand / explore from the patrons point of view:


What happens now?



Understand access to internet / technology



Understand current experience around proof of age / showing your license
Understand concerns re identity sharing / security / privacy



Timeframe – when could you pull this workshop together?
Reporting on the outcomes
1

Happy to discuss and expand if need.
Thanks
Mardi

Mardi Dallow
Senior Project Officer
Digital Service Capability, Office for Digital Government
ICT and Digital Government
Department of the Premier and Cabinet
M Clause 6(1)
E mardi.dallow@sa.gov.au | W dpc.sa.gov.au
30 Wakefield Street, ADELAIDE SA 5000
GPO Box 2343, ADELAIDE SA 5001
DX 142

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Subject:

Clause 6(1)

Hi Clause

thanks for getting back to me.

6(1)

Dallow, Mardi (DPC)
Friday, 30 November 2018 8:05 PM
Re: Invitation: Safety Scan Focus Group with 18+ cohort

Unfortunately we have had to cancel this workshop - I will be rescheduling at a later date and very much
hope you will be able to join us then.
Speak with you soon, and apologies for any inconvenience.
Cheers
Mardi
Get Outlook for Android

On Fri, Nov 30, 2018 at 11:12 AM +1030, Clause 6(1)

"Clause 6(1)

Hi Mardi
I'd love to come along.
Looking forward to it!
Clause
6(1)

On 28 Nov. 2018 11:30 am, "Dallow, Mardi (DPC)" <Mardi.Dallow@sa.gov.au> wrote:
Hi Clause
, lovely to talk to you today.
6(1)

Here are the details for the workshop as discussed:

Thursday 6 December 2018
2pm-4pm
Level 4, 30 Wakefield Street, Adelaide

Let me know if you are available, would be great to have you involved again!

1

wrote:

Speak soon.

Cheers
Mardi

Sent from Mail for Windows 10

2
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Subject:

Dallow, Mardi (DPC)
Sunday, 2 December 2018 9:23 PM

Clause 6(1)

Re: Focus Group workshop

Hi Clause , thanks for getting back to me.
6(1)

Unfortunately we have had to cancel this workshop - I will be rescheduling at a later date and very much
hope you will be able to join us then.
Speak with you soon, and apologies for any inconvenience.
Cheers
Mardi
Get Outlook for Android

On Sun, Dec 2, 2018 at 8:30 PM +1030, Clause 6(1)

" Clause 6(1)

wrote:

Hey I would like to attend I will give a call tomorrow
On Thu, 29 Nov 2018 at 8:24 am, Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au> wrote:
Hi Clause
, how are you?
6(1)

We are looking at how we can improve the ID checking and barring process in pubs and clubs and would
really love your input / thoughts and feedback.

This is a paid focus group ($50) and will be held on Thursday 6 December from 2pm-4pm in the city.

If you are interested please contact me onClause 6(1)

.

Look forward to hearing from you soon.

Cheers
Mardi
1

Mardi Dallow
Senior Project Officer
Digital Service Capability, Office for Digital Government
ICT and Digital Government
Department of the Premier and Cabinet

M Clause 6(1)
E mardi.dallow@sa.gov.au | W dpc.sa.gov.au

30 Wakefield Street, ADELAIDE SA 5000
GPO Box 2343, ADELAIDE SA 5001
DX 142

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

2
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Cc:
Subject:

Dallow, Mardi (DPC)
7(1)(c)

RE: Request for quote

Hi Clause how are you? Apologies for my late response, it’s getting to that silly time of the year when everyone
7(1)(c)
wants everything last week!
Thank you for putting the proposal together, however the decision has been made to put the workshop with 18+
cohort on hold until further discovery work has been completed, sorry for any inconvenience.
I will touch base in the new year to discuss further.
Regards
Mardi
7(1)(c)

7(1)(c)

From
Sent: Friday, 30 November 2018 11:06 AM
7(1)(c)
To: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>

RE: Request for quote
Hi Mardi
Attached is our proposal. We are really looking forward to working with you on this!
We can start recruiting next week (with your OK) and group following week, getting the urgency.
😊
Cheers
7(1)(c)

7(1)(c)

From: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Sent: Thursday, 29 November 2018 12:25 PM

uest for quote
Hello
I have had a quick chat with 7(1) this morning in relation to running a workshop and would appreciate it if you could
(c)
provide a quote on the following:
Background:
An initiative from Consumer Business Services and Department of the Premier and Cabinet was submitted, and
subsequently approved, to develop an over 18 ID check and barring app for patrons of licensed venues. The project
1

aims to implement the app which will simplify the process for confirming where a person is 18 years or older and
whether they are barred from a licensed premise prior to entering the venue.
1 hour workshop with 18+ cohort:
 4x 18+ year old’s
 3x 30+ year old’s
 3x 50+ year old’s
We would like to understand / explore from the patrons point of view:


What happens now?



Understand access to internet / technology



Understand current experience around proof of age / showing your license



Understand concerns re identity sharing / security / privacy

Timeframe – when could you pull this workshop together?
Reporting on the outcomes
Happy to discuss and expand if need.
Thanks
Mardi
Mardi Dallow
Senior Project Officer
Digital Service Capability, Office for Digital Government
ICT and Digital Government
Department of the Premier and Cabinet
M Clause 6(1)
E mardi.dallow@sa.gov.au | W dpc.sa.gov.au
30 Wakefield Street, ADELAIDE SA 5000
GPO Box 2343, ADELAIDE SA 5001
DX 142

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Cc:
Subject:

Tom Hannon-Tan <tom@mcgregortan.com.au>
Monday, 14 January 2019 8:58 AM
Dallow, Mardi (DPC)
David O'Dea
Re: Request for quote

Hi Mardi,
Thank you for the email, we can certainly put together a quote for this work.
We will discuss internally today and have a response to you tomorrow if that's ok for your timelines.
Kind regards,
Tom
On 11 Jan. 2019 1:16 pm, "Dallow, Mardi (DPC)" <Mardi.Dallow@sa.gov.au> wrote:
Hi Tom

Nick Condon has kindly provided me with your contact details with a view to you providing a quote for the
following work as described below:

Background:
An initiative from Consumer Business Services and Department of the Premier and Cabinet was submitted,
and subsequently approved, to develop an over 18 ID check and barring app for patrons of licensed venues.
The project aims to implement the app which will simplify the process for confirming where a person is 18
years or older and whether they are barred from a licensed premise prior to entering the venue.

1 hour workshop with 18+ cohort:


4x 18+ year old’s



3x 30+ year old’s



3x 50+ year old’s

We would like to understand / explore from the patrons point of view:
 What happens now?
1

 Understand access to internet / technology
 Understand current experience around proof of age / showing your license
 Understand concerns re identity sharing / security / privacy

Timeframe – when could you pull this workshop together?

Reporting on the outcomes

Happy to discuss and expand if need.

Thanks
Mardi

Mardi Dallow
Senior Project Officer
Digital Service Capability, Office for Digital Government
ICT and Digital Government
Department of the Premier and Cabinet

M Clause 6(1)
E mardi.dallow@sa.gov.au | W dpc.sa.gov.au

30 Wakefield Street, ADELAIDE SA 5000
GPO Box 2343, ADELAIDE SA 5001
DX 142

2
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DEPARTMENT PREMIER AND
CABINET
ID CHECK AND BARRING APP
RESEARCH PROPOSAL
Job Number 11285

OUTLINE
OF PROPOSAL
Our approach to this proposal is to provide a clear, simple, yet
well considered response to the research requirements of the
Department of Premier and Cabinet.
7(1)(b) & (c)

This proposal contains intellectual property and cannot be
distributed to any third parties or reproduced without
permission from McGregor Tan Research Pty Ltd

2

OVERVIEW
OF SERVICES

3

SERVICES
REQUIRED
BACKGROUND
An initiative from Consumer Business Services
and Department of the Premier and Cabinet
has been to develop an over 18 ID check and
barring app for patrons of licensed venues.

The initiative aims to implement the app
which will simplify the process for confirming
if a person is 18 years or older and whether
they are barred from a licensed premise prior
to entering the venue.
RESEARCH REQUIREMENTS
The Department of the Premier and Cabinet
requires the services of an independent
market research agency to conduct a focus
group with a mix of age groups to understand:

• the current requirements, process and
methods of providing identification (hard
copy / digital etc)
• access and use of the Internet and
technology when going out
• concerns around identity sharing, security
and privacy about their identification and
personal details

.

4

CAPABILITY TO
UNDERTAKE
THIS PROJECT
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ABOUT US
Over the past 40 years, McGregor Tan has
grown from the original market researcher to
one of the largest independent market
research companies.
We have achieved this through visionary
researchers with a strong family ethos,
combined with the regular injection of new
ideas, to offer evolving research solutions for
local and national businesses.

Our success over this period is a reflection of
our clients and we are proud to associate
their success with the insights we have
generated during this time.
As a major supplier of market research into
the NT since 1981, we have built a strong
reputation amongst government and nongovernment organisations, as well as a strong
relationship with the general community.
We have developed the largest NT market
research database in Australia, and regularly
consult with Territorians to inform decision
making, marketing, brand and strategic
planning.

For the past ten years we have based our
Darwin office in the Paspalis Business Centre,
a space for us to conduct our work when
required. We have 4 staff who live in the NT,
2 whom are permanent.
In 2018 we provided financial support to the
Conway’s Kids Foundation, a charity set up by
Ian and Lyn Conway to provide education
opportunities to Indigenous students living in
regional Central Australia (via boarding
school to Adelaide). We hope to continue
this relationship into the future.
Since 1976 we have consistently delivered
projects on time, within budget and within
project specifications with high levels of
client satisfaction.
One of our biggest strengths is that we are a
trusted brand name, known to be a reliable,
impartial, non-partisan and ethical market
research supplier, well respected by the
public sector, including local and state
government, politicians, unions, employer
groups, and industry bodies.

1976

1.5M+

200+

YEAR ESTABLISHED

RESPONDENTS

30,000+

5,500+

YEARS COLLECTIVE
MARKET RESEARCH
EXPERIENCE

ONLINE PANEL

FACILITATED
FOCUS GROUPS
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OUR RELEVANT
EXPERIENCE
McGregor Tan has conducted a large body of research for the South Australian government over
the past 30 years.
We have also conducted research for and relating to visitation of licensed venues. In late 2018
we completed a series of focus groups for SkyCity Darwin and we have conducted research over
many years for numerous hotels, the Australian Hotels Association, Booze Brothers and Sip N
Save.

Further, we have conducted research relating to new technology concepts. In 2018 we worked
with the City of Adelaide to evaluate the requirements and acceptance of Digital Kiosks through
out the CBD.
Below we have listed research we have conducted to demonstrate our relevant experience with
government, licenced venues and technology, similar to what we are proposing for this project.

CLIENT

RESEARCH CONDUCTED

SkyCity Darwin

Uncover any relevant insights regarding the casino, as well as testing
three proposed new names of the casino amongst casino visitors.

Australian Hotels Association

Community survey with 680 South Australian residents (metropolitan &
regional) to investigate a number of issues relating to liquor outlets in
South Australia.

The City of Adelaide

Evaluation of need and acceptance from the community regarding Digital
Kiosks within the City of Adelaide.

The Department of State
Development (DSOD)

Perceived usefulness of existing content from the small business
perspective, with a view to redevelop the small business web pages to
meet the users’ needs.

National Archives

Website evaluation of design architecture and content. Whether the
content was meeting the goals, needs and expectations of the current
and potential users of the NAA website and any issues and/or suggestions
with regard to terminology for navigation and other purposes.

DMITRE

The development and testing of the Skills for All website in order to
increase the skills base in SA.

Alert SA

Evaluating the design principles of the Alert SA website. Test concepts
with a mix of age general public qualitative focus groups.

7

SOME OF OUR
CLIENTS OVER THE YEARS

EXECUTIVE
PROJECT TEAM
McGregor Tan has been successful in recruiting some of the most highly
qualified, experienced and competent professionals from across a wide
range of disciplines in order to build the consultancy team.
Our working philosophy is to have several sets of eyes on the one
project. We have deliberately built a degree of redundancy into the
Project Team, allowing us to be able to deliver on time in the event
unforeseen circumstances such as staff illness and movements.
Each project is allocated a project manager and executive team. This
project will have a project team consisting of:

TOM HANNON-TAN - MANAGING DIRECTOR
Tom possesses a highly sought after mix of specialised strategic
marketing skills complimented by commercial expertise in market
research, sales and business development. It is this synergy that gives
Tom the ability to understand the needs of the public and private
sectors. With more than 20 years of market research experience, Tom
has worked extensively as both a buyer/ commissioner of marketing and
social research as well as a supplier of research at McGregor Tan,
placing him in the unique position of not only understanding the
challenges faced by clients but also how to solve them by providing
actionable insights through innovative market and social research
methodologies.

JACLYN THORNE – DIRECTOR
Jaclyn has worked in the private and public sectors in economic
development roles and marketing alike. Her greatest skills are in
industry liaison, stakeholder relationships and experience development
activities. With a passion in business development and strategic
planning, she has held a number of Board positions advising in this area.
Jaclyn provides high level direction and management of all strategic
company activities. BA, B.Man, Dip.Lang, GradCertTourism
(F&EDesMgmt)

DAVID O'DEA - GENERAL MANAGER
David has been with the firm for over 10 years. David has a background
in marketing and strategic planning as well as operational management
within the Government and non-Government business sectors in
Australia and South East Asia. David's knowledge and experience
includes industrial marketing, product and organisational branding,
website development and computer software engineering. David
formerly worked in logistics and has an industrial research background.
B.Com, BCompSc

EXECUTIVE
PROJECT TEAM
(CONT.)

VINCENT BURKE – QUALITATIVE RESEARCH FACILITATOR
Vincent joined the McGregor Tan team in 1993. Having more than 2
decades of experience, Vincent is a specialist in qualitative and
diagnostic research. He is an experienced executive interviewer and
highly skilled in utilising techniques designed to engage focus group
participants and elicit honest and exploratory insights. Vincent has
facilitated focus groups for all industry sectors. Vincent completed his
degree in education at the University of London.

TONI HORBERRY – RECRUITMENT MANAGER
Toni manages the McGregor Tan recruitment team, who are responsible
for recruitment of focus group participants, nationwide. Having been
part of the McGregor Tan team for more than 30 years, Toni has
extensive knowledge and experience in recruiting focus group
participants. Always looking for innovative recruitment techniques, Toni
and her team specialise in recruiting participants in hard to reach and
regional areas and pride themselves in achieving on average a 90%
focus group attendance rate. Toni is an expert in participant screening,
ensuring that all participants meet clients’ brief specifications.

ELENA STOJANOV – MARKET RESEARCH PROJECT OFFICER
Elena is an integral part of the qualitative research team. She supports
the general manager in coordinating qualitative research projects,
including focus group facilitation, room hire and catering. Her
responsibilities include writing recruitment memos and screening
surveys, transcribing focus groups and preparing reports of qualitative
research findings. B.Com, Dip.Lang.
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OVERVIEW
OF RESEARCH
APPROACH
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RESEARCH
PROCESS
7(1)(b) & (c)

QUALITATIVE
RESEARCH BACKGROUND
7(1)(b) & (c)

QUALITATIVE
GROUP MIX
7(1)(b) & (c)

14

DISCUSSION
GUIDE
7(1)(b) & (c)

FEES AND
TIMING

16

TIMING &
COSTING
The proposed timeline is dependant on receiving timely approval of the focus group discussion guide,
which if delayed will correspondently push our timeline out.

7(1)(b) & (c)

7(1)(b) & (c)

QUALITATIVE RESEARCH

Cost (ex GST)

$5,500 ex GST per group

Clause 7(1)(c)

APPENDIX 2:
ACCREDITATION
QUALITY
STANDARDS &
INDEMNITY
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QUALITY STANDARDS
AND PROFESSIONAL
INDEMNITY
McGregor Tan is accredited to the highest professional industry standards
(CIRQ ISO 20252) for the full scope of research and strategy services including
customised research for consumer, social and commercial studies, as
recognised by the Australian Market and Social Research Society.
McGregor Tan is a member of both AMSRS and AMSRO.

Privacy Policy
Personal information collected is confidential and never passed on to any organisation or
individual outside McGregor Tan without the prior consent of the individual concerned.

Extent of cover
Insurance
type

Public and
Products
Liability

Policy no

Per incident In aggregate
$A
$A

AMS000092

Workers
Compensation

03163110

Name of insurer

$20,000,000

Public Liability
$20,000,000
30/4/19

QBE Insurance
(Australia) Limited

$20,000,000

Products
Liability
$20,000,000

$5,000,000

$15,000,000

30/6/19

Lloyd’s

-

-

-

WorkCover SA

68U067073B
PK

Professional
Indemnity

Expiry
date

Is the Tenderer registered under the GST Act

YES
19

COMPANY
DETAILS
Company:

McGregor Tan Research Pty Ltd

ABN:

55 007 850 964

Registered Business Office:

259 Glen Osmond Road, Frewville SA 5063

Postal Address:

259 Glen Osmond Road, Frewville SA 5063

Telephone:

08 8433 0200 (SA)
1300 533 362 (NATIONAL)

Email:

research@mcgregortan.com.au

Website:

www.mcgregortan.com.au

Contact:

David O’Dea, General Manager
Tom Hannon-Tan, Managing Director
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SERVICE STANDARDS

PRIVACY POLICY

McGregor Tan is accredited to the highest
professional
industry
standards
(ISO
20252:2012) for the full scope of research
and strategy services including customised
research for consumer, social and
commercial studies, as recognised by the
Australian Market and Social Research
Society.

Personal information collected is confidential
and never passed on to any organisation or
individual outside McGregor Tan without the
prior consent of the individual concerned.
McGregor Tan also collects and maintains a
database for focus group and panel research.
Individuals are asked to join the database
where personal details are held upon
receiving the individual’s permission. This
database is used for further research in a
wide range of subjects including focus group
discussions and email surveys. This database
is treated as confidential and is not passed
on to any organisation or individual outside
of McGregor Tan.

QUALITATIVE RESEARCH MANAGEMENT
McGregor Tan is fully accredited for all forms
of qualitative research. Qualitative research
data collection includes the use of focus
groups, in-depth interviews with executives
and telephone based semi structured
interviewing.
The firm has a national
database of more than 25,000 people across
all walks of life who have expressed an
interest in being part of a qualitative
research project. The company has a success
rate of participant attendance at focus
groups of on average 90%.

All
participants
sign
confidentiality
agreements and understand that all content
discussed must remain confidential.

All McGregor Tan staff sign a confidentiality
agreement upon commencing employment
and all personal information received is
considered under this agreement.
McGregor Tan does not identify the internet
address of any computer engaged in an
internet survey or viewing the McGregor Tan
website.
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WEBSITE: www.mcgregortan.com.au
EMAIL: research@mcgregortan.com.au
HEAD OFFICE:
259 Glen Osmond Road, Frewville SA 5063
P +61 8 8433 0200
F +61 8 8338 2360
DARWIN OFFICE:
Paspalis Business Centre
Level 1, 48 – 50 Smith Street Mall
Darwin NT 0800
P +61 8 8981 5750
SYDNEY, MELBOURNE, BRISBANE, PERTH:
P 1300 533 362

CONTACT
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Cc:
Subject:

Condon, Nick (DPC)
Thursday, 7 March 2019 3:49 PM
Dallow, Mardi (DPC)
Capetanakis, Rachel (DPC)
RE: Approval required: 18+ cohort workshop

Follow Up Flag:
Flag Status:

Follow up
Flagged

Hi Mardi,
Thanks for this.
Based on our conversation and review earlier – please take this as formal approval to proceed with the engagement
of McGregor Tan.
Thanks,
Nick.
Nick Condon
Head of Digital Citizen Services
Office for Digital Government, ICT and Digital Government
Department of the Premier and Cabinet

From: Dallow, Mardi (DPC)
Sent: Thursday, 7 March 2019 3:18 PM
To: Condon, Nick (DPC) <Nick.Condon@sa.gov.au>
Subject: Approval required: 18+ cohort workshop
Importance: High
Hi Nick
Please find attached the proposal from McGregor Tan to conduct the 18+ cohort workshop for the Safety Scan
project.
NB this was verbally approved by Gail Fairlamb.
Can you please approve and sign so as to progress this work.
Thanks in advance
Mardi
Mardi Dallow
Senior Project Officer, User Experience
Digital Service Capability, Office for Digital Government
ICT and Digital Government
Department of the Premier and Cabinet
M Clause 6(1)
1

E mardi.dallow@sa.gov.au | W dpc.sa.gov.au
30 Wakefield Street, ADELAIDE SA 5000
GPO Box 2343, ADELAIDE SA 5001
DX 142

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

2
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Clause 6(1)

Clause 6(1)

Clause 7(1)(c)
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BACKGROUND &
RESEARCH
METHODOLOGY

3

BACKGROUND &
METHODOLOGY
BACKGROUND
The Department of the Premier and Cabinet
commissioned McGregor Tan to conduct
focus groups with a mix of age groups to
understand:
• the current requirements, process and
methods of providing identification (hard
copy / digital etc.) at licensed venues;

• access and use of the Internet and
technology when going out; and
• concerns around identity sharing, security
and privacy about their identification and
personal details.
The findings will help in the initiative from
Consumer Business Services and Department
of the Premier and Cabinet to develop an over
18 ID check and barring app for patrons of
licensed venues.
METHODOLOGY
One focus group was conducted on March
12th 2019 for 75 minutes consisting of:
• 4 participants aged 18 to 30
• 3 participants aged 30 to 50
• 3 participants aged 50+

INSIGHTS
SUMMARY

5

INSIGHTS
SUMMARY
7(1)(b) & (c)

INSIGHTS
SUMMARY (CONT.)
7(1)(b) & (c)

FOCUS GROUP
OVERVIEW

8

GROUP 1
7(1)(b) & (c)

PARTICIPANTS

KEY THEMES

10

KEY THEMES
SUMMARY
7(1)(b) & (c)
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Ioannidis, Samantha (DPC)
From:
Sent:
To:
Cc:
Subject:
Attachments:

David O'Dea <david@mcgregortan.com.au>
Thursday, 28 March 2019 5:11 PM
Dallow, Mardi (DPC)
Julia d'Assumpcao
RE: 11285 IP Scanning App Research - McGregor Tan
11285F.pdf

Follow Up Flag:
Flag Status:

Follow up
Completed

Hello Mardi
Please find attached the invoice for the ID Check APP Research.

Kind regards
David

David O’Dea
General Manager

259 Glen Osmond Road, Frewville SA 5063
P 08 8433 0200
F 08 8338 2360
M Clause 6(1)
E david@mcgregor.com.au
W www.mcgregor.com.au
Adelaide ‐ Brisbane – Canberra – Darwin – Melbourne – Perth – Sydney
For national enquiries phone 1300 533 362
Notice: The information in this email may be confidential and/or legally privileged. It is intended solely for the addressee. Access to
this email by anyone else is unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action
taken or omitted to be taken in reliance on it, is prohibited and may be unlawful.

1

From: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Sent: Tuesday, 19 March 2019 12:48 PM
To: David O'Dea <david@mcgregortan.com.au>
Cc: Lakshman Koundinya <Lakshman@mcgregortan.com.au>
Subject: RE: 11285 IP Scanning App Research ‐ McGregor Tan
Thanks David
From: David O'Dea <david@mcgregortan.com.au>
Sent: Monday, 18 March 2019 5:38 PM
To: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Cc: Lakshman Koundinya <Lakshman@mcgregortan.com.au>
Subject: RE: 11285 IP Scanning App Research ‐ McGregor Tan
Hello Mardi
Glad you could log in and watch the group.
Please find the IP Scanning App Research report attached.
Look forward to talking soon.
Kind regards
David

David O’Dea
General Manager

259 Glen Osmond Road, Frewville SA 5063
P 08 8433 0200
F 08 8338 2360
MClause 6(1)
E david@mcgregor.com.au
W www.mcgregor.com.au
Adelaide ‐ Brisbane – Canberra – Darwin – Melbourne – Perth – Sydney
For national enquiries phone 1300 533 362
Notice: The information in this email may be confidential and/or legally privileged. It is intended solely for the addressee. Access to
this email by anyone else is unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any action
taken or omitted to be taken in reliance on it, is prohibited and may be unlawful.
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From: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Sent: Sunday, 17 March 2019 7:46 PM
To: David O'Dea <david@mcgregortan.com.au>
Subject: Re: 11285 Live Stream focus group ‐ 6:00pm 12th March ‐ McGrgor Tan
Hi David, thanks for organising and facilitating the 18+ workshop‐ I was lucky enough to have been able to log in and
watch it via live streaming‐ thanks for arranging.
Do you have an idea of when the report will be available?
Thanks
Mardi
Get Outlook for iOS

On Thu, Mar 7, 2019 at 9:41 AM +1030, "Dallow, Mardi (DPC)" <Mardi.Dallow@sa.gov.au> wrote:
Great, thanks David
From: David O'Dea <david@mcgregortan.com.au>
Sent: Thursday, 7 March 2019 9:41 AM
To: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Subject: RE: 11285 Live Stream focus group ‐ 6:00pm 12th March ‐ McGrgor Tan
Yes that’s certainly OK.
David
From: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Sent: Thursday, 7 March 2019 9:34 AM
To: David O'Dea <david@mcgregortan.com.au>
Subject: RE: 11285 Live Stream focus group ‐ 6:00pm 12th March ‐ McGrgor Tan
Hi David, is it ok to pass the url and password on to others in the project team?
From: David O'Dea <david@mcgregortan.com.au>
Sent: Wednesday, 6 March 2019 5:59 PM
To: Dallow, Mardi (DPC) <Mardi.Dallow@sa.gov.au>
Cc: Jaclyn Thorne <jaclyn@mcgregortan.com.au>; Elena Stojanov <Elena@mcgregortan.com.au>
Subject: 11285 Live Stream focus group ‐ 6:00pm 12th March ‐ McGrgor Tan
Hello Mardi
Thank you for your time on the phone today.
As discussed, please find below the link and password to be able to live stream and view your focus group being
held in Adelaide at 6:00pm on Tuesday 12th March
URL:
P/W:

http://mcgregortan.com.au/boardroom
stream669
3

Kind regards
David
David O’Dea
General Manager

259 Glen Osmond Road, Frewville SA 5063
P 08 8433 0200
F 08 8338 2360
M Clause 6(1)
E david@mcgregor.com.au
W www.mcgregor.com.au
Adelaide ‐ Brisbane – Canberra – Darwin – Melbourne – Perth – Sydney
For national enquiries phone 1300 533 362
Notice: The information in this email may be confidential and/or legally privileged. It is intended solely for the addressee. Access
to this email by anyone else is unauthorised. If you are not the intended recipient, any disclosure, copying, distribution or any
action taken or omitted to be taken in reliance on it, is prohibited and may be unlawful.
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Tax Invoice
Invoice #'

11285/F

Date'

28/03/2019

Department of Premier & Cabinet
3evel 14, State Adminstra&on Centre, 200 4ictoria
Square,
Adelaide SA 5000
A%en&on'

Mardi Dallow
mardi.dallow@sa.gov.au

Project:

ID Check APP Research

Invoice Amount

$5,500.00

Plus GST @ 10%

$550.00

Fee now due on this invoice (GST inclusive)

Payment Terms:

14 days from date of invoice

EFT payments to Clause 7(1)(c)
OR to 259 Glen Osmond Road, Frewville SA 5063
ABN 55 007 850 964

$6,050.00
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‘SAFETY SCAN’ APP – STAKEHOLDER
ENGAGEMENT & USER RESEARCH REPORT
Summary
The ‘Safety Scan’ project seeks to address retired Supreme Court Judge, Hon Tim Anderson
QC’s recommendation to introduce a web-based notification system for licensees, South
Australia Police (SAPOL), and Consumer and Business Services (CBS) to manage the barring
of persons from licensed premises and to conduct proof of age checks.
During November and December 2018, five workshops were conducted with a variety of key
stakeholders to discover their perspectives on the potential opportunities, challenges and
requirements for the web-based notification system and if in fact there was a real need.
Following the workshops, 1:1 interviews were conducted using a user-centred approach, that is,
placing the people who use the service at the centre.
The project team spoke to nine venue owners/managers, including two security services over a
three-week period to explore:
‘How can we improve the ability to check, in real time, current barring of patrons
and conduct proof of age checks without further burden to venues, police and
those who visit licensed venues?’
The research targeted venues with differing characteristics, e.g., small and large venues,
venues across regional and metropolitan South Australia, and those with a diverse clientele
(e.g. in the age range of 18 to 25, 30+ and 50+), including:





Clause 6(1)
Clause 6(1)
Clause 6(1)
Clause 6(1)

- Black Bull Hotel
– West Oak Hotel
– The Renmark Club
– Lima One Protection Services.

Following the 1:1 interviews with licensees and security services, the Office for Digital
Government commissioned McGregor Tan to conduct a focus group with a mix of age groups
(18+), to test assumptions and get an understanding, from the patron’s point of view, of the
following:




Concerns around identity sharing, security and privacy surrounding their identification
and personal details
Access and use of the internet and technology when going out
The current requirements, process and methods of providing identification (hardcopy /
digital, etc.) at licensed venues.

The seventy-five-minute focus group was held on 12 March 2019 and consisted of:
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Four participants aged 18 to 30
Three participants aged 31 to 50
Three participants aged 51+

For Official Use Only-I1-A1

Of the ten participants recruited, one has been barred from a hotel/club and four have had
friends barred. Of these five participants, three of them have also been asked to leave a
licensed venue.
Several common themes emerged throughout the focus group, including concerns regarding
technology, data security and privacy, and lack of paperwork undertaken after ejection or
barring of patrons (Appendix 1 provides a comprehensive overview of the outcomes of the
workshop with the 18+ cohort).
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Insights and opportunities
The following are key insights based on the information and data collected from the workshop
with the 18+ cohort, and the 1:1 interviews with licensees and security services.
Insight 1: Licensees don’t see venue barrings as a priority area, and where there is a
need, already have systems in place to manage venue barring.
The consistent messaging from licensees throughout the 1:1 interviews was that they didn’t
have a problem with venue barrings. They said the current paper-based process was straight
forward and not onerous. They noted the information is retained manually by the patron and
venue and they continue to notify other venues informally. When asked, most licensees saw
value in digitising the form.
We heard some venues circumnavigate the barring process by barring under Section 17A of the
Summary Offences Act, which applies to trespassers on the premises, this can allow the
offender to be barred for longer. This information is not reflected in the Consumer and Business
Services (CBS) report on barrings of more than 6 months, which therefore does not provide a
complete representation of the barring data.
Two large and high-volume venues in Hindley Street have only barred two people in the past
year.
“Venue barring is not common practice – it’s not a big issue for us”.
- Clause 6(1)
, Black Bull Hotel
“If a patron gets drunk or behaves disorderly, they would be thrown out first before a barring is
considered. Only if the behaviour is continual would we issue a barring”.
- Clause 6(1)
, Black Bull Hotel
“When looking at the numbers, the crime/issues are not that bad”.
- Clause 6(1)
(insists that there isn’t a problem)
“West Oak Hotel has barred two people in two years, and they were only 24-hour barrings from
the venue”.
- Clause 6(1)
, West Oak Hotel
What the 18+ cohort had to say:
 Some of the cohort or their friends had been ejected or barred from clubs but none of
them had paperwork completed about the incident to formalise the situation.
 A few were also wary that the reasons and context of their ejection or barring from a
venue would be captured in a centralised app, thus prejudicing people’s records.
 The cohort were divided in opinion regarding the necessity for ID scanning technology.
“I think for the larger events (it is appropriate). But for the clubs, the physical presence is good,
the security is enough there”.
- Matthew, 18, Athelstone
How government could respond:
 Consider giving licensed venues the capacity to enter venue barrings directly into the
‘Safety Scan’ app – support sharing of data between licensees, CBS and SAPOL.
 Define value add to licensees / venues, e.g. sharing of data between licensees,
providing a formalised way to share information via the ‘Safety Scan’ app.
 Ensure that the ‘Safety Scan’ app is compliant with the Privacy Principles, and patrons
are protected – opportunity to change laws.
 Explore the opportunity for government to increase efficiency of barring notifications
overall and have accurate, all-inclusive data on barrings.
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Insight 2: Licensees are worried that making the ‘Safety Scan’ app mandatory would
impact on their business, i.e. reduce flow of patrons and incur additional costs
associated with using the app.
The Adelaide Oval experiences much higher volumes of patrons to events e.g. 20,000 at a
cricket event or 70,000 at concerts, “we are concerned this could impact on swift entry if it were
made mandatory”.
- Clause 6(1)
, Adelaide Oval
“It could be an impost on smaller venues as they have less resources/infrastructure to
implement”.
- Clause 6(1)
, Adelaide West End Association.
“We need to get 600 patrons in within one hour, the system would need to be fast and effective
to get people in quick”
- Clause 6(1)
, West Oak Hotel.
“We wouldn’t scan everyone’s ID, I don’t like the feel of scanning everyone, very, ‘The Cross’
[King’s Cross – Sydney], I would like to pick and choose, like we do with the metal detecting
wand”.
- Clause 6(1)
, West Oak Hotel.
“The ‘Safety Scan’ app must be simple to use and must not impact speed and ease of entry into
our venue. It must not cost more than the current system, that would be a deal-breaker for us”.
- Clause 6(1)
, The Renmark Club
“If the app were made mandatory, it would be a lot of work for little reward”.
- Clause 6(1)
, Adelaide Footy League
What the 18+ cohort had to say:
 The use of scanning technology for identification would not deter patrons from going to a
venue, however it would not encourage them to go either.
 They told us they were worried about the extra waiting time and a potential increase in
nightclub fees.
“I think it’s more a way of the future and they’re trying to be ahead of the game and everyone is
going to have that. Like it wouldn’t deter me at all but at the same time it wouldn’t influence me
to go there purely because of the security system in place”.
- Sophie, 27, Lightsview
“I think it would have to be mandatory because otherwise, what is the point?
- Nick, 36, Richmond
How government could respond:
 Explore further the Queensland Government’s ‘ID scanning in licensed venues’ strategy
to learn ‘what worked’ and ‘what didn’t work’.
 Consider subsidising the cost and demonstrating value of the ‘Safety Scan’ app to
encourage venues to adopt it.
 Design the app with licensees to create buy-in and later encourage ‘take-up’ of the
‘Safety Scan’ app.
 Ensure the ‘Safety Scan’ app does not impact business and is not an impost on small
businesses – always test the ‘Safety Scan’ app with a cross-section of real-life
people/venues before going ‘live’.
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Insight 3: Licensees saw most value in entering real-time venue barring notifications and
being able to share this information with other venues.
All the licensees interviewed expressed the need for real-time data, they want to be able to
make informed decisions about who they allow entry into their venues.
There is currently a delay in entering a SAPOL barring notification into the system – in some
cases it can take up to eight hours if issued at the beginning of the Police Officer’s shift.
“SAPOL send out CBD barrings in letter form, it’s archaic!”
- Clause 6(1)
, West Oak Hotel
“An app to scan people’s ID to see their past history would be useful – not sure how it fits in with
their privacy”.
- Clause 6(1)
, West Oak Hotel
“There’s lots of chatter with friendly venues, if they bar someone they will let us know
(informally). Formalising this process would be good”.
- Clause 6(1)
, West Oak Hotel
What the 18+ cohort had to say:
 Whilst acknowledging the use of scanning technology might be appropriate to keep out
underaged persons or banned patrons, they expressed concern about the security and
storage of information scanned.
 They expressed strong concerns about confidentiality of data captured and did not want
the technology to gather details in terms of where they had been to, and felt strongly that
unless it was a Police issue, the Police should not have access to the data.
 They told us they did not want their data used for marketing or promotional purposes.
 They questioned whether there would be sufficient regulations regarding sharing of data
and told us that any centralised database would have to be maintained by the
government.
“I would be fine if there were guidelines around this”.
- Skye, 36, Lightsview
“Surely that is illegal [sharing of information between venues]”.
- Rosemary, 64, Payneham
How government could respond:
 Collaborate with SAPOL to digitise SAPOL issued barring notifications.
 Consider giving licensed venues the capacity to enter venue barrings directly into the
‘Safety Scan’ app – support sharing of data between licensees and CBS.
 Support sharing of data between licensees, providing a formalised way to share
information via the ‘Safety Scan’ app.
 Ensure that the ‘Safety Scan’ app is compliant with the Privacy Principles and patrons
are protected – opportunity to change laws.
 Explore the opportunity for government to increase efficiency of barring notifications
overall.
 Support licensees in compliance with legislation.
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Insight 4: Licensees don’t believe safety is a high priority for patrons when deciding to
visit a licensed venue.
Several licensees have spoken of the importance of police presence being a significant
deterrent in the way patrons behave. They believe that increasing police presence for major
events or high-volume precincts would be far more valuable than an app.
would like to see more police officers in the Adelaide West End on Friday and
Saturday nights.

Clause 6(1)

“We have a good name in our venues as having a safe environment, the ‘safety brand’ is more
of a reputation, we wouldn’t market it as that, our clientele don’t care about safety”.
- Clause 6(1)
West Oak Hotel
What the 18+ cohort had to say:
 When asked what attracted them to a club, there were various responses including
entertainment, the atmosphere at the club, the music, drinks and food. However, when
prompted, a few agreed that safety was an important consideration.
 They told us the location and access to a club was important in gauging safety, while
some would gauge safety at a club by looking at the patrons present there.
 Some felt safe at nightclubs with security guards, although felt they could be unreliable.
 Most agreed that advertising the existence of cameras at clubs would also ensure
safety.
 The majority did not like the idea of a centralised database aimed at keeping the place
safer by sharing details.
“Reputation has a lot to play with in whether you think a place is safe or not, but it also often
depends on who is managing it, and whether it changes hands, which they often do that, so you
look at things like décor, the lighting, the security guards, what have you – it is more about the
feel of the place rather than the clientele it brings in”.
- Nick, 36, Richmond
“It wouldn’t make me feel safer [venue having that overarching technology]”.
- Tian, 21, Highbury
How government could respond:
 Test this assumption with the 18+ cohort, i.e. the patrons (Appendix 1 provides a
comprehensive overview of the outcomes of the workshop with the 18+ cohort).
 Explore the opportunity to align with Clubs SA’s ‘Smarter Clubs, Safer Clubs’
promotional marketing for 2019.
 Re-allocate funding to increase SAPOL presence in high volume areas rather than
development of an app – subject to patron research and identifying real value for
venues.
 Create awareness – work together to create a safer community.
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Insight 5: Licensees would only entertain a new system if it integrated and/or replaced
existing systems.
Several venues are using private ID scanning systems, e.g. Patron Scan, Nightkey and
Scantec. These systems allow staff to automatically scan through photos and add the patron
into the system and note what they did (barring). These systems also provide the licensee with
personal data they then use for marketing / promotion. The value add for the licensee / venue
would have to be defined as the ‘Safety Scan’ app would not be able to provide this feature as it
would be a breach of privacy.
“The ‘Safety Scan’ app must be more efficient / an improvement on the current system e.g.
resolution of photos enhanced, the ability to scan a digital ID, which the current system does
not”.
- Clause 6(1)
, The Renmark Club
How government could respond:
 Ensure the ‘Safety Scan’ app can integrate or replace existing systems.
 Ensure the ‘Safety Scan’ app does not add more ‘red tape’ or complexity to the existing
process.
 Ensure appropriate training is delivered to ‘front line staff’ in the use of the ‘Safety Scan’
app.
 Ensure the ongoing management of the system resides with government and is not an
inconvenience to venues.
 Ensure the ‘Safety Scan’ app is designed with venues and continuously tested at each
development phase in a real-life setting before going ‘live’.
 Ensure that the ‘Safety Scan’ app is compliant with the Privacy Principles.

Outcomes
The case for change is not compelling. Where there is a need to apply and manage barring
orders, systems are already in place and working well. The volumes of formal barring orders
(qualitative data only) do not support the investment in the development of an app. The main
benefits identified were in digitisation of the barring order form to support real-time data entry,
data sharing between venues and authorities, and support for refusing entry to patrons already
barred.
From a government perspective, the opportunity to connect service entities and provide a
holistic view for all barring orders, means that a technology solution has merit. The key
considerations for the implementation of any technology-based solution, from a venue
perspective, would be:






Cost neutral with no impact on existing resourcing arrangements
Ability to complement existing systems and offer no additional effort / impact to business
operations
Ability to share data that is in support of existing South Australian privacy principles
User-centred design of solution that is supported with training and maintenance
Seamless entry for patrons into venues.

For more information:

T Clause 6(1)

Mardi Dallow, Senior Project Officer

E mardi.dallow@sa.gov.au

Office for Digital Government, IDG

W dpc.sa.gov.au
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0

-RCEF'--TIC STUDY
In order to gauge the success of your campaign, we will first work to determine the current perception of South Australia from the three key audience
segments. We will then run the same survey post campaign to seethe SA brand uplift. Due to the complexity of the campaign various research bodies are
being engaged to conduct the study, this will ensure we best reach the target audiences.
We will consult with you to refine the final list of questions for each audience segment however some examples of initial questions include (TBC with WIA,
NC & DPC):

.0~
Do you perceive South Australia as an
attractive holiday destination?

CEO's

What are your thoughts on SA as a great
place to live?

I ncou rage visitation
,`migrate to SA from
the Eastern

Would you think of SA as having a great
work/life balance?

Seaboard

Is SA somewhere you would consider a
great place to bring up the kids?

BUSINE
DECISI •
MAKE
Growin
i,estment i
our state

Would you consider investing in SA?
Is SA considered an attractive place for defence,
space, tech, medical, renewable energy etc:?
Do you believe SA is a great place to expand your
business?

SOUTH
AUSTRALIANS,
Let's take pridein
our own state',"

Do you have confidence injobs in SA in the future?
Are you confident that the future of SA is growing?
Are you confident your kids will be successful in SA?

/I/e4,-T eo,&~ ft, Au st ra hi a

Do you think SA is a great place to do business?

QUAD-- _- Y 1 N ®1!~AT1~/
CAMPAIGN

~►IIC®0~ -✓
APPROX GOVERN iMEN'T
VALUE

ACTIVITY

Not relevant

RESEARCH

Brand Uplift Pre and Post Survey

$10,000

Not relevant

/I/e~ x&,
z;o,AustraIia

FUTURE ADELAIDE

THE MECHANICS
OCTOBER

Not relevant

DECEMBER

Not relevant

Aura
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MINUTE
Document Ref: B365057

gouTr,

Government of South Australia
Department of the Premier
and Cabinet

TO:

MINISTER FOR TRADE, TOURISM AND INVESTMENT

RE:

FUTURE ADELAIDE PARTNERSHIP WITH NEWS CORP

PURPOSE
To provide an overview of the Future Adelaide partnership with News Corp.
Not relevant

1
Sensitive: Commerical-12-A2

Not relevant

Project Evaluation
Government media panel agency Wavemaker will track brand safety, and a reputable
third-party market research provider will be commissioned to undertake benchmark
research prior to the commencement, and at the conclusion, of Future Adelaide to
assess its overall effectiveness.
2
Sensitive: Commercial-12-A2

Not relevant

RECOMMENDATION
It is recommended that you:
1.

Note the contents of this briefing.
Noted

/

/2019

6(1)

Dowell
Ji CHIEF EXECUTIVE
DEPARTMENT OF THE PREMIER AND CABINET

2) / / 2019
Contact person: Jehad Ali, Director Communications, DPC
Contact number.- Clause 6(1)

3
Sensitive: Commercial-12-A2
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Media Proposal Evaluation: News
Corp Partnership

"FUTURE
ADELAIDE"
Revised May 2019

Not Relevant

5. Outcomes
Wavemaker believe it is imperative to ensure a form of measurement is built into the
proposal to track effectiveness. Wavemaker suggest a benchmark model of
measurement — with one survey conducted before the projects commencement, to
provide a baseline, half way through (if possible), and then at completion of the 12
month period.
News Corp are currently seeking a third party research company,Clause 7(1)(c)

A meeting will be arranged between Wavemaker, News Corp and a government
representative to discuss options further before a decision is made.

WAVEMAKER
6

MEDIA, CONTENT. TECHNOLOGY.

Communications plan
Future Adelaide 2019/20
Introduction
The South Australian Government is focused on making South Australia a more attractive and
competitive place to live, invest and do business. It has committed to an ambitious growth strategy
to drive the transformation needed in our economy to realise this outcome.
Not relevant

1

Not relevant

Evaluation
News Corp will be responsible for providing a quarterly post activity report on Future Adelaide.
Wavemaker will provide a monthly report on the digital activity to assess overall effectiveness.
The content of Future Adelaide is not frequent enough to perform real "Brand Uplift" studies.
News Corp will instead conduct annual surveys through its Pulse of Australia Reader Panel, which
will provide insights on attitudes and perceptions of South Australia more broadly.
There will be two surveys — one for intrastate and one for interstate:
• South Australia: Pride for SA (do they think SA is progressive, there are future industries,
jobs for their kids etc)
•

Interstate: focusing on three pillars
o

Perceptions of South Australia

o

Tourism

o

Relocation — in relation to jobs, study etc

A baseline survey will be conducted in late June/early July 2019 ahead of the first edition of Future
Adelaide. A subsequent survey will be conducted in June 2020 and the same questions will be
asked to see if dials have shifted.

5

Clifford, Rebecca (DPC)
Not Relevant

From:
Sent:
To:
Cc:
Subject:

Friday, 7 June 2019 9:32 AM
Clifford, Rebecca (DPC)
Not Relevant Rossetto, Nikki (DPC)
RE: Future Adelaide I Update 3/6

Follow Up Flag:
Flag Status:

Follow up
Flagged

wmglobal.com>

27

Hi Bek,
See below —
Research
Explored
• Pulse Of Australia Reader Panel
Clause 7(1)(c)

•
•

Clause 7(1)(c)

•

Tagging ads and re-targeting with survey

Going through the options to measure specific impacts of the Future Adelaide campaign among the target
audiences, the consensus was that there was a mismatch between the 'top funnel' nature of content (eg. awareness
building, perception shaping) and the 'bottom funnel' outcomes that were to be measured (eg. relocation, travel,
business expansion).
Awareness and perceptions are affected by a multitude of influences in a 12 month period, and researchers advised
that the Future Adelaide schedule was not suitable for a brand uplift study. These are best measured using
qualitative methods (eg. focus groups) which is outside the scope and budget of this project.
Recruiting specific respondents for the sample group, aligned with target audiences, was also a significant obstacle.
Clause 7(1)(c)

However... we propose...:
An annual 'temperature check' of the intrastate and interstate market.
•
•

Intrastate - pride & confidence.
Intrastate - disposition to S.A. as a travel location.

These Pulse Panel surveys are proposed as an annual market intelligence fixture; a checkpoint for News Corp to
increase SA Gov & Wavemaker's knowledge of their market.
The surveys are unable to use a specific audience group (eg, affluent people). Also, no specific media campaign will
be measured.
We look forward to involving Wavemaker in the design of the surveys, which are exclusive to our partnership, and to
the communication objectives of the SA Govt.

1

Clause 7(1)(c)

.
Generally we negotiate research with the media partners we are working with, which in this case is ofcourse above!
I do believe the above could provide interesting information, but as above, is not measuring Future Adelaide more so
the current perception of SA.
I am happy to arrange a call or coffee with News Corp next week.
We will have the Digital information across Wednesday Not relevant

Thanks
Not Relevant

Not Relevant

AV EMAKER
MEDIA, CONTENT, TECHNOLOGY,

Level 1, 1-5 Wakefield Street
Kent Town SA 5067

01

Not Relevant

www.wavemakerglobal.com
Not Relevant
1 Mob: Clause 6(1)

From: Clifford, Rebecca (DPC) [mailto:Rebecca.Clifford2@sa.gov.au]
Sent: Friday, 7 June 2019 9:10 AM
To:Not Relevant
@wmglobal.com>
Cc:Not Relevant
@wmglobal.com >; Rossetto, Nikki (DPC) <Nikki.Rossetto@sa.gov.au>
Subject: RE: Future Adelaide ( Update 3/6
Hi NR
Just following up on the research for Future Adelaide?
Thanks
Bec
From: Clifford, Rebecca (DPC)
Sent: Tuesday, 4 June 2019 3:00 PM
To:Not Relevant
(@wmglobal.com>
Cc:Not Relevant
@wmglobal.com >; Rossetto, Nikki (DPC) <Nil<I<i.Rossetto@sa.gov.au>
Subject: Re: Future Adelaide I Update 3/6
HiNR
I'm at the airport, back in the office on Friday, so for ease have responded to your queries in caps below.
Thanks
Bec
Sent from my iPhone
2

@wmglobal.com> wrote:

On 3 Jun 2019, at 9:38 pm, Not Relevant
Good Evening Bec.

Just an update on Future Adelaide, I've received an email tonight from News.
It includesNot relevant
to the research.

another round of information relating

Can I please ask:
1. That I take until Wednesday 3/6 to digest the research/ask questions and get this back to
you? YES ABSOLUTELY
Not relevant

Thanks O
NR

Not Relevant

<imageOO1.jpg>

Not Relevant

Level 1, 1-5 Wakefield Street
Not Relevant

Not Relevant

Kent Town SA 5067
@wmglobal.com

www.wavemakerglobal.eom
1 Mob:Clause 6(1)

Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
3

For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
Not relevant

Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
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Clifford, Rebecca (DPC)
Not Relevant

From:
Sent:
To:
Cc:
Subject:

@wmglobal.com >

Thursday, 13 June 2019 5:22 PM
Clifford, Rebecca (DPC)
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Not Relevant

RE: Research
Follow up
Flagged

Follow Up Flag:
Flag Status:

Hi Bec,
Here is a summary— as you know we let them run through things then you and I questioned a few things, so this is
sort of where we got to.
AsNR
highlighted at the beginning, the reason for proposing the below approach is because the content of Future
Adelaide is not frequent enough to perform real "Brand Uplift" studies. And as per their investigation, trying to get to
our core audiences is expensive with third parties (Clause 7(1)(c)
So we must think of these surveys as "extra information" — Future Adelaide may shift the dial a bit, but ultimately it's
a broader piece on South Australia. It will be impacted by the news cycle of the next 12 months, the coverage of
major SA innovation (Space, Defence etc) — but I personally think it might yield some interesting learnings.

Survey Method: Pulse of Australia
Frequency of Survey: June 2019 (or first week of July) and June 2020 (3/4 mark of Future Adelaide content). The same
questions will be asked to see if dials have shifted.
Additional Survey/Value Add: News conduct Your State Your Say towards the end of the year, and we will have them
tailor a presentation of results, relevant to Government after this time. We can also investigate them presenting this
to the Directors of Communication.
It's important that we try not to double up on questions for Intrastate as Your State will likely be 3000-3500
respondents so things like "state pride" could be gauged from this survey. I'll note this in my email to them tomorrow
once I have your feedback.
Approx No of Respondents to Pulse: The panel is approx. 3000 people but they see a 25%-30% response rate so they
predict 500-1000 respondents for our surveys (that is including both Inter and Intra which will have different surveys)
Survey Structure: there will be a survey for South Australians (Intrastate) and one for Interstate.
The two will be tailored as follows:

•

South Australia: Pride for SA (do they think SA is progressive, there are future industries, jobs for their kids
etc)

•

Interstate: Three pillars
•
•
•

Perception of South Australia in regards to future industries, progressiveness etc (this
was the pillar they didn't have listed today but you and I set them straight)
Tourism (i.e. would you visit) —we also made it clear this isn't a priority for us to survey
so include but don't focus on it
Relocation — in relation to jobs and opportunities etc

The one pillar they cannot focus on is trade and business — given the respondents of the survey (the portion of them
being SME's or decision makers would be very small, so likely the question would be an N/A). I think this is fine and
wouldn't have provided great learning compared to the above.
1

Not Relevant

took us through how the surveys work, how questions will prompt for a yes or no and then the person
will be asked to rank SA against other states. This will be particularly interesting for questions around: "rank these
states in terms of their progressive industries, future thinking and innovation" (this is me summarizing, the question
would be more fleshed out of course". It will be interesting to see where SA sits as a benchmark and then the change
in 12 months.
Timelines:
• COB Tomorrow: your feedback on the Interstate questions John gave you. Please send to me, I'll add to it
tomorrow or Monday and send across. I'll add some of the info above and just reiterate that third interstate
pillar.
•

Tuesday COB: John to send finalized questions for both Interstate and Intrastate.
We can then take the next few days for feedback/questions.

•

Friday 21St COB: finalise questions

•

1" Week of July: Pulse conduct the surveying

•

TBC: News to confirm by Tuesday next week what the delivery date for the report back to us would
be. Ideally we want it before content goes live.

We'll have the media schedule across ASAP, it may be Monday sorry.Not relevant
!
Thank you,
NR

Not Relevant

WAVEMAKER
MEDIA. CONTENT, TECHNOLOGY.

Level 1, 1-5 Wakefield Street
Not Relevant

Not Relevant

Kent Town SA 5067
@wmglobal.com

www.wavemakerglobal.com
1 Mob:Clause 6(1)

From: Clifford, Rebecca (DPC) [maiIto:Rebecca.Clifford2@sa.gov.au]
Sent: Thursday, 13 June 2019 2:11 PM
To: Not Relevant
@wmglobal.com>
Subject: Research

HiNR
Thanks again for arranging today's meeting. If you can shoot me through an overview of what was
discussed, and offered to us, that would be great.
Talk soon.
Thanks
2

Bec
Rebecca Clifford
Marketing Strategist
Marketing, Government Communications
Department of the Premier and Cabinet
T +61 (8) 8429 5248 1 M Clause 6(1)

1 E rebecca.clifford2(a)sa.gov.au I W dpc.sa.gov.au

Level 12, 200 Victoria Square, ADELAIDE SA 5000
*Please note: I am available Tues — Fri

C w#mnient of Sorrih Australia

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.
Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
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Clifford, Rebecca (DPC)
Not relevant

From:
Sent:
To:
Cc:
Subject:

@news.com.au >

Monday, 17 June 2019 10:59 AM
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Not Relevant
Not Relevant

; Clifford, Rebecca (DPC)
Re: Future Adelaide I Research Questions (Feedback)

Research

HiNR

and Rebecca

Thanks, so much for the feedback the team will get onto this straight away
Kind regards
Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762 M Clause 6(1)
ews.com.au W NewsCorpAustralia.com
Not relevant

Follow us online

x

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com .

Pwmglobal.com > wrote:

On Mon, 17 Jun 2019 at 10:52, Not Relevant
NR

Thanks for Thursday. Please find some questions below:

A few queries in regards to the Pulse panel itself:
•

How do you recruit participants? Do they invite people from their subscriber database to participate?
1

o We need to ensure we will have a demographic that is representative of SA i.e. a balance of
participants from across different age brackets, not skewed towards a particular group.
Will you capture demographic information from the participants who complete the surveys? And if so,
•
what details?

In terms of the hard copy interstate survey was left with us, overall it looks good.
Some feedback:
•
Can we perhaps change the language in the 'Impressions of SA' section to something more along the
lines of 'How do you feel about South Australia?'.
•
We also think it would be better to include "affordable' in the list as opposed to the negative
"expensive".
•
And is there some word that we can add that has a similar meaning to "progressive"? As in to show
that there is a lot going on in the state like construction, development etc?
Welcome your thoughts here. Something that an everyday citizen would understand.
•
In addition to the question about 'Have you ever been to SA', we also feel it would be good to assess
whether people have actually considered visiting SA. Before we get into 'Would you consider visiting SA'.
•
In regards to the list of options for what would make people visit SA or Adelaide, we need to
incorporate a response about study. As this is another focus area for us, getting people from interstate to
study here.
o Ditto for the options around relocation — study should also be added as a potential response.
We look forward to having a version of both the Interstate and Intrastate surveys tomorrow COB.

Thanks

NR

Not Relevant

WAVEMAKER

Level 1, 1-5 Wakefield Street

MEDIA, CONTENT, TECWNOtOGY.

Kent Town SA 5067
Not Relevant

0000

@wmglobal.com

www.wavemakerglobal.com
Not Relevant

1 Mob:Clause 6(1)

2

Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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From:
Sent:
To:
Subject:
Attachments:

@news.com.au >
Wednesday, 19 June 2019 4:31 PM
Clifford, Rebecca (DPC)
Fwd: Research
Print Survey _ Interstate State Govt SA -Not Relevant
SA State Govt SA residents - NB edits.pdf

Follow Up Flag:
Flag Status:

Follow up
Completed

- NB edits.pdf, Print Survey _

Hi Rebecca
Please find attached the amended proposed Research surveys
And also responses to some feedback received via Kirby
Let me know if you think anything requires further clarification, or if you have any additional feedback at all
Great to meet you last Friday
Kind regards
Not
relev
ant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
@news.com.au W NewsCorpAustralia.com
Not relevant

Follow us online

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

Forwarded message
From: Not relevant
Date: Tue, 18 Jun 2019 at 17:05
Subject: Research
To: Not Relevant

@news.com.au>

@wmglobal.com>, Not relevant

1

@news.com.au>

Re: Future Adelaide I Research Questions (Feedback)
Hi NR

Please find below our responses to your questions. Let us know if you think that any of the below needs
clarification / elaboration
The Pulse surveys themselves have been re-visited and re-thought, and are attached

A few queries in regards to the Pulse panel itself:
How do you recruit participants? Do they invite people from their subscriber database to
•
participate? Panellists were recruited through News Corp mastheads, through advertising.
o We need to ensure we will have a demographic that is representative of SA i.e. a balance
of participants from across different age brackets, not skewed towards a particular group.
Will you capture demographic information from the participants who complete the
•
surveys? And if so, what details? age, income, state of residence, though these are capture
pre-survey in the profile of the panellist when they register (ie, they only tell us once, and
then it is automatically known for each survey). You will not see these as "questions" in the
survey.

In terms of the hard copy interstate survey was left with us, overall it looks good. It has changed since (a)
meeting with you Not Relevant
, and (b) our national research specialists have been through it and made
some changes to ensure the survey conforms to what they know will be effective information capture. So, as
per feedback, knowledge of emerging industry specialisation preceded questions about relocation
preferences, and then visitation behaviour and impressions.
Some feedback:
Can we perhaps change the language in the 'Impressions of SA' section to something more
•
along the lines of 'How do you feel about South Australia?'. done - question reads - I made the
changes, and since then the draft went to our national counterparts for them to put it through a
best practice filter. Now the survey is more concise.
•

We also think it would be better to include "affordable" in the list as opposed to the negative

"expensive". done
And is there some word that we can add that has a similar meaning to "progressive"? As in to
•
show that there is a lot going on in the state like construction, development etc?
Welcome your thoughts here. Something that an everyday citizen would understand. Added
statement (for agreement/ disagreement). "Growing -the city is developing, eg. visible
construction & projects"

2

In addition to the question about 'Have you ever been to SA', we also feel it would be good to
•
assess whether people have actually considered visiting SA. The survey is designed and deliberately
ordered with logic criteria. Before we get into 'Would you consider visiting SA'. We establish
whether they have been, then record impressions. For those that haven't (or visited more than 4
years ago) we ask if they'd consider. For those that wouldn't, we ask why. For those that say
"maybe", we ask what would make persuade them to visit.
In regards to the list of options for what would make people visit SA or Adelaide, we need to
•
incorporate a response about study. As this is another focus area for us, getting people from
interstate to study here. Good idea. I have incorporated "study/ higher education into the
"emerging industries" and relocation sections, It is not relevant to the holiday and visit section.
Ditto for the options around relocation — study should also be added as a potential response. as
above
We look forward to having a version of both the Interstate and Intrastate surveys tomorrow COB. drafts
attached

Kind regards

Not relevant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
@news.com.au W NewsCorpAustralia.com

Follow us online

C

V

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.

3

Print Survey : Interstate State Govt SA - Not relevant

18/06/2019

Interstate State Govt SA -

Not Relevant

- NB edits

- NB edits

Q1 - States x Industries
Multiple Choice Grid

Today we'll be asking you about your thoughts on different Australian states and cities. It will take
approximately 10 minutes. Which state(s), if any, do you associate with the below industries?

•
•
•
•
•
•
•
•

New South Wales
Victoria
Queensland
South Australia
Western Australia
Tasmania
Northern Territory
None
•
•
•
•
•

Defence tech & manufacturing
Health research & medical technology
Australia's future space industry capability
Renewable energy tech & manufacturing
Higher education

Q2 - Which state consider relocating
Single Choice Grid: Sliders

On a scale of 1-5, how likely are you to move to the below states within the next 3 years?

•
•
•
•
•

1. Definitely will not relocate
2.
3.
4.
5. Definitely will relocate
•
•
•
•
•
•
•

Victoria
New South Wales
Queensland
South Australia
Western Australia
Tasmania
Northern Territory

IF considering relocating
https //328865-admin-services.vcfeedback.com/printsurvey.axd?id=f36bc307-eb4c-4193-a74c-dbalb749ce74&host=pulseofaustralia-chr.nal.visio... 1/8

Print Survey: Interstate State Govt SA - Not relevant

18106/2019

- NB edits

Display the questions if any of the following conditions are true:

• [This Survey] Q2 - Which state consider relocating - Victoria : is 3. OR 4.
OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - New South Wales : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Queensland : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - South Australia : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Western Australia : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Tasmania : is 3. OR
4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Northern Territory : is
3. OR 4. OR 5. Definitely will relocate
Q3 - Reasons for relocating
Multiple Choice Question

Which of the below are reasons why you would relocate?Please select all that apply.

•
•
•
•
•
•
•
•
•
•
•

Career opportunities with my current employer
Career opportunities outside of my current employer
Business opportunities
Job prospects
Lifestyle reasons
Relocating BACK to where I used to live
Family reasons (e.g. good for kids, being close to parents)
Just for a change
Low cost real estate
To be closer to someone I care about (not family)
Study purposes

IF considering relocating
Display the questions if any of the following conditions are true:

• [This Survey] Q2 - Which state consider relocating - Victoria : is 3. OR 4.
OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - New South Wales : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Queensland : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - South Australia : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Western Australia : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Tasmania : is 3. OR
4. OR 5. Definitely will relocate
https H328865-admin-services.vcfeedback.com/printsurvey.axd?id=f36bc307-eb4c-4193-a74c-dbalb749ce74&host=pulseofaustralia-chr.nal.visio... 218

Print Survey : Interstate State Govt SA - Not relevant

18/06/2019

- NB edits

• [This Survey] Q2 - Which state consider relocating - Northern Territory : is
3. OR 4. OR 5. Definitely will relocate
Q4a - Cities x Work/Life balance
Single Choice Question : Buttons

Do you think work/life balance differs between Australian capital cities?

• Yes
• No
• Unsure

IF work/life balance differs
Display the questions if all of the following conditions are true:

• [This Survey] IF considering relocating - Do you think work/life balance differs
between Australian capital cities? : is Yes OR Unsure

Q4b - Rate cities for work/life balance
Single Choice Grid: Grid

For each of the capital cities below, what do you think the work/life balance is of people
living there?

•
•
•
•

Poor balance - heavy work & commuting
Average balance
Good balance - good lifestyle
Unsure
•
•
•
•
•
•
•
•

Sydney
Melbourne
Brisbane
Perth
Adelaide
Hobart
Darwin
Canberra

IF considering relocating
Display the questions if any of the following conditions are true:

• [This Survey] Q2 - Which state consider relocating - Victoria : is 3. OR 4.
OR 5. Definitely will relocate
https /1328865-admin-services.vcfeed back. corn/printsurvey.axd?id=f36bc307-eb4c-4193-a74c-dbaIb749ce74&host=pulseofaustralia-chr.na1.visio... 3/8
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- NB edits

• [This Survey] Q2 - Which state consider relocating - New South Wales : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Queensland : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - South Australia : is 3.
OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Western Australia : is
3. OR 4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Tasmania : is 3. OR
4. OR 5. Definitely will relocate
• [This Survey] Q2 - Which state consider relocating - Northern Territory : is
3. OR 4. OR 5. Definitely will relocate
Q5a - Do cities differ for raising children
Single Choice Question : Buttons

Do you think some Australian cities offer a better environment for raising children than other
Australian cities?

• Yes
• No
• Unsure

IF some cities better for raising children
Display the questions if all of the following conditions are true:

• [This Survey] IF considering relocating - Do you think some Australian cities
offer a better environment for raising children than other Australian cities? : is
Yes OR Unsure

Q5b - Rate cities for for raising children
Single Choice Grid: Grid

Please rate each of the below cities in terms of its environment for raising children.

•
•
•
•

Poor environment for raising children
Average environment for raising children
Good environment for raising children
Unsure
•
•
•
•
•
•
•
•

Sydney
Melbourne
Brisbane
Perth
Adelaide
Hobart
Darwin
Canberra
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Q6 - When last in SA
Single Choice Question : Buttons

When, if ever, was the last time you were in South Australia?

• I have never been
• More than 4 years ago
• 3 to 4 years ago
• 2 to 3 years ago
® 1 to 2 years ago
® Less than 1 year ago

IF visited SA within last 4 years
Display the questions if any of the following conditions are true:

® [This Survey] - When, if ever, was the last time you were in South Australia? : is
3 to 4 years ago OR 2 to 3 years ago OR 1 to 2 years ago OR Less than 1 year
ago

Q7 - Why visited SA
Multiple Choice Question

What was the purpose of your visit(s) to South Australia?Please select all that apply.

•
•
•
•
•

Holiday
Visit Family
Business /Work
Study
Other (please specify)

If holidayed in SA
Display the questions if all of the following conditions are true:

• [This Survey] - What was the purpose of your visit(s) to South Australia? Please
select all that apply.: is Holiday

Q8 - What prompted holiday
Multiple Choice Question

Which of the following prompted your holiday to SA?Please select all that apply.

• To attend a specific event/festival (please specify name of event/festival)
• Recommended to me by friends/family who have been there before
• I had always been curious
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I had never been before, and I like to see new parts of Australia
A promotion or advertisement
A film or TV show
An article(s)
I'm originally from SA and I wanted to see it again
Other (please specify)

Q9 - Whether return for holiday
Single Choice Question : Buttons

Would you ever go back to South Australia again for a holiday?

• Yes
• No (please specify why)

If visited less than 4 years ago...
Display the questions if all of the following conditions are true:

• [This Survey] - When, if ever, was the last time you were in South Australia? : is
3 to 4 years ago OR 2 to 3 years ago OR 1 to 2 years ago OR Less than 1 year
ago

Q10 - SA associations
Single Choice Grid: Grid

Please tell us to what extent you think the below statements apply to South Australia.

•
•
•
•
•

Disagree Strongly
Disagree Somewhat
Neither Agree nor Disagee
Agree Somewhat
Agree Strongly
•
•
•
•
•
•
•
•
•
•
•
•

Diverse - lots of entertainment options and cultural influences
Interesting, engaging, never boring
Exciting - always something happening
Relaxing
Friendly
Surprising - different to what I expected
Great food
Busier than I thought
Great for families and children
Affordable
I would recommend to friends
Growing - the city is developing, eg. visible construction & projects
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If never been to SA (or 4+ years ago)
Display the questions if any of the following conditions are true:

® [This Survey] - When, if ever, was the last time you were in South Australia? : is
I have never been OR More than 4 years ago

Q11 - Whether consider SA holiday
Single Choice Question : Buttons

Would you consider visiting South Australia or Adelaide for a holiday?

• Yes
• Maybe
• No

IF maybe considering SA holiday
Display the questions if all of the following conditions are true:

• [This Survey] - Would you consider visiting South Australia or Adelaide for a
holiday? : is Maybe

Q12 - What would make you more likely to visit SA for a holiday
Multiple Choice Question

Lastly, what would make you more likely to visit South Australia or Adelaide for a holiday?
Please select all that apply.

• I'd visit for a specific reason (eg. visit a friend, attend an event), but I am
not interested in just generally looking around
• I might visit if I read an article or saw a video that surprised or inspired me
to visit SA
• I like seeing new places. There are so many, I have just not got around to
visiting SA
• I tend to visit places that have been recommended by friends, and I've not
talked to anyone about South Australia yet
• Other (please specify)

IF not considering SA holiday
Display the questions if all of the following conditions are true:

• [This Survey] - Would you consider visiting South Australia or Adelaide for a
holiday? : is No
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Q13 - Why NOT consider SA holiday
Multiple Choice Question

Lastly, what are some of the reasons why you are not considering visiting South Australia or
Adelaide for a holiday?Please select all that apply.

•
•
•
•
•
•
•
•
•
•
•

There are other places I would rather travel to first
I rarely or never travel
When I travel, I mostly go overseas
I prefer exotic locations when I travel
I prefer to immerse myself in different cultures when I travel
My interests draw me to other locations
I go to the same place, or country, every time I travel
I prefer cruises
I would need a very specific reason to visit.
It never occurred to me to visit South Australia
Other (please specify)

End Survey
Type of Termination Point: Redirect
Reason for Termination: Complete
Redirect to: URL
Redirect URL: https://www.pulseofaustralia.com.au/Portal/default.aspx
Message to display to respondent: Thank you for completing this survey. Best of luck in the monthly
prize draw!

https:/1328865-admin-services.vefeedback.com/printsurvey.axd?id=f36bc3O7-eb4c-4193-a74c-dbal b749ce74&host=pulseofaustralia-chr.na1.visio... 8/8

Print Survey: SA State Govt SA residents - Not relevant

18/06/2019

SA State Govt SA residents -

Not Relevant

- NB edits

- NB edits

Q1 - Confidence In SA's Future
Single Choice Question : Buttons

Today we'll be asking you a few questions about South Australia's future. How confident are you
about South Australia's prosperity in the next 5 years?

•
•
•
•
•

Very confident
Somewhat confident
Neither confident nor unconfident
Somewhat unconfident
Very unconfident

Q2 - Economic Growth
Single Choice Question : Buttons

Which ONE of the below statements best reflects how you feel about South Australia's prospect for
economic growth over the next 5 years?

•
•
•
•

SA's economic growth will be higher than the national average
SA's economic growth will be lower than the national average
SA's economic growth will roughly be equal to the national average
SA's economic growth, along with the rest of Australia, will struggle

Q3 -Young Peoples' Career Prospects
Single Choice Question : Buttons

Which ONE of the below statements best captures how you feel about job prospects for young
people in South Australia in the next 5 years?

• South Australia has excellent job prospects for young people, because new
future facing industries are being fostered by the state government
• Many young South Australians will have to move interstate to forge careers,
because local opportunities are limited
• Job prospects are not influenced by the state, it's all up to the initiative of
individuals

Q4 - Economic Transition Into Emerging Industries
Single Choice Question : Buttons

As the economy changes, old industries decline (e.g. auto manufacturing), and other industries
emerge (e.g. cyber security).Which ONE of the below best captures how you feel about South
Australia's ability to seize the opportunities of emerging industries?
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• SA is well positioned for seizing emerging industries
• SA is poorly positioned for seizing emerging technologies
• Not sure

Q5 - Start Ups and Innovation
Single Choice Question : Buttons

Do you think South Australia fosters innovation and supports start up entrepreneurs?

• Yes
• No
• Not sure

Q6 - Rating SA in specific industries
Single Choice Grid: Grid

When it comes to the below industries, how do you think South Australia will perform compared to
other states?

• Will do better than other states
• Will do as well as other states
• Will do worse than other states
•
•
•
•

Space Industry
Renewable Energy Technology
Medical & Health Technology
Defence Manufacturing & Technology

Q7 - Statements about South Australia's economy.
Single Choice Grid: Grid

To what extent do you agree or disagree with the following statements?

•
•
•
•
•

Strongly Agree
Somewhat Agree
Not sure
Somewhat Disagree
Strongly Disagree
•
•
•
•

SA's economy is progressive
SA relies too much on declining industries
Living in SA will get harder as we become less competitive
SA has recently become more visible to other states
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End Survey
Type of Termination Point: Auto Redirect
Reason for Termination: Complete
Redirect to: URL
Redirect URL: https://www.pulseofaustralia.com.au/Portal/default.aspx
Message to display to respondent: N/A
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Clifford, Rebecca (DPC)
Not Relevant

@wmglobal.com >
'
Thursday, 20 June 2019 9:58 AM
Clifford, Rebecca (DPC)
RE: Future Adelaide I Research Questions (Feedback)
Print Survey _ Interstate State Govt SA Not Relevant
- NB edits.pdf; Print Survey_
SA State Govt SA residents - NB edits.pdf

From:
Sent:
To:
Subject:
Attachments:

Bec,
Not relevant

CheckingNR

sent it to you yesterday?

With the chain of questions answered? Let me know.
NR

Not Relevant

,

Level 1, 1-5 Wakefield Street
Not Relevant

Not Relevant

\A/AV EMA' KLR
MEDIA, CON►ENT. TECIIiNOLOGY.

Kent Town SA 5067
@wmglobal.com

wvvw.wavemakerglobal.com
1 Mob: Clause 6(1)

From: Clifford, Rebecca (DPC) [maiIto:Rebecca.Clifford2@sa.gov.au]
Sent: Wednesday, 19 June 2019 1:00 PM
To:Not relevant
@news.com.au>;Not Relevant
Cc:Not relevant
@news.com.au>; Not Relevant
Subject: RE: Future Adelaide I Research Questions (Feedback)

@wmglobal.com>
@wmglobal.com >

Hi John
Are we likely to see the updated draft surveys soon?
Thanks
Rebecca
From: Not relevant
(@news.com.au>
Sent: Monday, 17 June 2019 10:59 AM
To:Not Relevant
@wmglobal.com>
Cc: Not relevant
@news.com.au>; Not Relevant
(DPC) <Rebecca.Clifford2@sa.gov.au>
Subject: Re: Future Adelaide ( Research Questions (Feedback)
Research
HiNR

and Rebecca

Thanks, so much for the feedback -

1

@wmglobal.com>; Clifford, Rebecca

the team will get onto this straight away
Kind regards
NR

Not relevant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762 M Clause 6(1)
ENot relevant
@news.com.au W NewsCorpAustralia.com

Follow us online

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

@wmglobal.com > wrote:

On Mon, 17 Jun 2019 at 10:52, Not Relevant
HiNR

Thanks for Thursday. Please find some questions below:

A few queries in regards to the Pulse panel itself:
•

How do you recruit participants? Do they invite people from their subscriber database to participate?
o We need to ensure we will have a demographic that is representative of SA i.e. a balance of
participants from across different age brackets, not skewed towards a particular group.

Will you capture demographic information from the participants who complete the surveys? And if so,
•
what details?

In terms of the hard copy interstate survey was left with us, overall it looks good.
Some feedback:
Can we perhaps change the language in the 'Impressions of SA' section to something more along the
•
lines of 'How do you feel about South Australia?'.
2

We also think it would be better to include "affordable" in the list as opposed to the negative
•
"expensive".
And is there some word that we can add that has a similar meaning to "progressive"? As in to show
•
that there is a lot going on in the state like construction, development etc?
Welcome your thoughts here. Something that an everyday citizen would understand.
In addition to the question about 'Have you ever been to SA', we also feel it would be good to assess
•
whether people have actually considered visiting SA. Before we get into 'Would you consider visiting SA'.
In regards to the list of options for what would make people visit SA or Adelaide, we need to
•
incorporate a response about study. As this is another focus area for us, getting people from interstate to
study here.
o Ditto for the options around relocation — study should also be added as a potential response.
We look forward to having a version of both the Interstate and Intrastate surveys tomorrow COB.

Thanks

NR

Not Relevant

V

Level 1, 1-5 Wakefield Street

0'

AVEMA ER

I r MEDIA. CONTENT, TEE INOLOGY,

Kent Town SA 5067
Not Relevant

@wmglobal.com

www.wavemakerglobal.com
Not Relevant

( Mob:Clause 6(1)

Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
3

for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.

Privileged/Confidential Information may be contained in this message. If you are
not the addressee indicated in this message (or responsible for delivery of the
message to such person), you may not copy or deliver this message to anyone. In
such case, you should destroy this message and kindly notify the sender by reply
email. Please advise immediately if you or your employer does not consent to email
for messages of this kind. Opinions, conclusions and other information in this
message that do not relate to the official business of Group M Worldwide LLC and/or
other members of the GroupM group of companies shall be understood as neither given
nor endorsed by it. GroupM is the global media investment management arm of WPP.
For more information on our business ethical standards and Corporate Responsibility
policies please refer to WPP's website at http://www.wpp.com/WPP/About/
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Clifford, Rebecca (DPC)
Not relevant

From:
Sent:
To:
Cc:
Subject:

@news.com.au >

Thursday, 20 June 2019 6:08 PM
Clifford, Rebecca (DPC)
Not Relevant

Re: Research

Follow Up Flag:
Flag Status:

Follow up
Completed

Hi Rebecca
Research
Will get back no later than tomorrow - just double checking with the Pulse team on exactly what demographic
profile / outcomes we can commit to within the process
Kind regards
NR

Not relevant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
l(@news.com.au W NewsCorpAustralia.com

Follow us online

CK

X

x

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

On Thu, 20 Jun 2019 at 15:29, Clifford, Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au> wrote:
HiNR
Thanks for sending the surveys through and for responding to our queries.
We did want some assurance that the demographic will be representative of SA (see highlighted below).
Do you have this information that you can send through?

1

I

Rebecca

From: Not relevant

@news.com.au>
Sent: Wednesday, 19 June 2019 4:31 PM
To: Clifford, Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au>
Subject: Fwd: Research

Hi Rebecca

Please find attached the amended proposed Research surveys
And also responses to some feedback received via Kirby

Let me know if you think anything requires further clarification, or if you have any additional feedback at all

Great to meet you last Friday

Kind regards

Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
(a)news.com.au W NewsCorpAustralia.com

Follow us online

n
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Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

Forwarded message
From: Not relevant
Date: Tue, 18 Jun 2019 at 17:05
Subject: Research
To:Not Relevant

(@news.com.au>

(@wmglobal.com >, Not relevant

@news.com.au>

Re: Future Adelaide I Research Questions (Feedback)

Hi NR

Please find below our responses to your questions. Let us know if you think that any of the below needs
clarification / elaboration
The Pulse surveys themselves have been re-visited and re-thought, and are attached

A few queries in regards to the Pulse panel itself:
How do you recruit participants? Do they invite people from their subscriber database to
•
participate? Panellists were recruited through News Corp mastheads, through advertising.
o We need to ensure we will have a demographic that is representative of SA i.e. a balance
of participants from across different age brackets, not skewed towards a particular group.
Will you capture demographic information from the participants who complete the
:urveys? And if so, what details? age, income, state of residence, though these are capture
pre-survey in the profile of the panellist when they register (ie. they only tell us once, and
then it is automatically known for each survey). You will not see these as "questions" in the
survey.

In terms of the hard copy interstate survey was left with us, overall it looks good. It has changed since (a)
meeting with you NR
and Rebecca, and (b) our national research specialists have been through it and
made some changes to ensure the survey conforms to what they know will be effective information
capture. So, as per feedback, knowledge of emerging industry specialisation preceded questions about
3

relocation preferences, and then visitation behaviour and impressions.
Some feedback:
•
Can we perhaps change the language in the 'Impressions of SA' section to something more
along the lines of 'How do you feel about South Australia?'. done - question reads - I made the
changes, and since then the draft went to our national counterparts for them to put it through a
best practice filter. Now the survey is more concise.
•
We also think it would be better to include "affordable" in the list as opposed to the negative
"expensive". done
•
And is there some word that we can add that has a similar meaning to "progressive"? As in to
show that there is a lot going on in the state like construction, development etc?
Welcome your thoughts here. Something that an everyday citizen would understand. Added
statement (for agreement/ disagreement). "Growing -the city is developing, eg. visible
construction & projects"
•
In addition to the question about 'Have you ever been to SA', we also feel it would be good to
assess whether people have actually considered visiting SA. The survey is designed and deliberately
ordered with logic criteria. Before we get into 'Would you consider visiting SA'. We establish
whether they have been, then record impressions. For those that haven't (or visited more than 4
years ago) we ask if they'd consider. For those that wouldn't, we ask why. For those that say
"maybe", we ask what would make persuade them to visit.
In regards to the list of options for what would make people visit SA or Adelaide, we need to
•
incorporate a response about study. As this is another focus area for us, getting people from
interstate to study here. Good idea. I have incorporated "study/ higher education into the
"emerging industries" and relocation sections. It is not relevant to the holiday and visit section.
Ditto for the options around relocation — study should also be added as a potential response. as
above
We look forward to having a version of both the Interstate and Intrastate surveys tomorrow COB. drafts
attached

Kind regards

Not relevant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
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T +618 8206 2762
ENot relevant
(a)news.com.au W NewsCorpAustralia.com

Follow us online

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company
or any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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Clifford, Rebecca (DPC)
@news.com.au >
Friday, 21 June 2019 2:18 PM
Clifford, Rebecca (DPC);Not relevant

From:
Sent:
To:

Not relevant

Subject:

Research

; Not
Releva
nt

Hi Rebecca
Just to your point on the Pulse of Australia being representative of the Australian population, it is low in relative
terms amongst 18-24 year olds
This is the case with most surveys because sample groups tend to skew towards the people who respond to surveys
Industry wide, the standard method to correct for any demographic skew is to weight the data. Responses from
under-represented groups would be allocated a higher weighting. This is an accepted methodology to ensure that
the data is representative
When we present the results will be happy to go through the process
Hope this helps
As always, please get in touch with any further questions
Kind regards
Not
relev
ant
Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
@news.com.au W NewsCorpAustralia.com

Follow us online

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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Clifford, Rebecca (DPC)
From:
Sent:
To:
Cc:
Subject:

@news.com.au >

Not relevant

Friday, 21 June 2019 2:42 PM
Clifford, Rebecca (DPC)
Not relevant

,Not Relevant

Re: Research

Hi Rebecca
Pulse Research
Yes, a reasonable deduction: by far the most respondents will be over 24
However, we will weight the sample as discussed
Kind regards
Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +61 (8) 8206 2762 MClause 6(1)
ENot relevant
(@news.com.au W NewsCorpAustralia.com

C
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Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com,

On Fri, 21 Jun 2019 at 14:29, Clifford, Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au > wrote:
Thanks NR
so based on the below am I correct in deducing that the majority of respondents will be
aged over 24 years?

(@news.com.au>
From: Not relevant
Sent: Friday, 21 June 2019 2:18 PM
To: Clifford, Rebecca (DPC) <Rebecca.Clifford2(@sa.gov.au >; Not Relevant
Not relevant
@news.com.au >;Not relevant
1

@wmglobal.com>;
@news.com.au >; Not Relevant

Not Relevant

@news.com.au>
Subject: Research

Hi Rebecca

Just to your point on the Pulse of Australia being representative of the Australian population, it is low in relative
terms amongst 18-24 year olds
This is the case with most surveys because sample groups tend to skew towards the people who respond to surveys

Industry wide, the standard method to correct for any demographic skew is to weight the data. Responses from
under-represented groups would be allocated a higher weighting. This is an accepted methodology to ensure that
the data is representative

When we present the results will be happy to go through the process

Hope this helps
As always, please get in touch with any further questions

Kind regards

Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
EN
(cDnews.com.au W NewsCorpAustralia.com
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you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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Clifford, Rebecca (DPC)
Ali, Jehad (DPC)
Tuesday, 25 June 2019 9:06 AM
Clifford, Rebecca (DPC)
RE: Research for Future Adelaide

From:
Sent:
To:
Subject:

This seems fine.
Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
MClause 6(1)

1 E jehad.ali@sa.gov.au I W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Government of Srmth Australia
p 1,.11t(r-::It of 114 P{emier

and Catrinet

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

From: Clifford, Rebecca (DPC)
Sent: Friday, 21 June 2019 3:49 PM
To: Ali, Jehad (DPC) <Jehad.Ali@sa.gov.au>
Subject: FW: Research for Future Adelaide
As discussed — interstate and intrastate surveys from News Corp for feedback. We will be conducting a
baseline survey in late June / early July (before the first edition of Future Adelaide), and then again in June
2020.
From:Not relevant
@news.com.au>
Sent: Wednesday, 19 June 2019 4:31 PM
To: Clifford, Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au>
Subject: Fwd: Research
Hi Rebecca
Please find attached the amended proposed Research surveys
And also responses to some feedback received via NR
Let me know if you think anything requires further clarification, or if you have any additional feedback at all
Great to meet you last Friday
1

Kind regards
Not
relev
ant
Key Account Sales Manager

/V~s Lam- . AU5traII(,a
31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
@news.com.au W NewsCorpAustralia.com

We`re ifur

Follow us online

The Uassic Advcntures of

Beal
The AdlvertiserI Sundaymaill ,;f~
-4,4IFi$11 PLtd

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

Forwarded message
From:Not relevant
Date: Tue, 18 Jun 2019 at 17:05
Subject: Research
To: Not Relevant

@news.com.au>

@wmglobal.com>, Not relevant

@news.com.au>

Re: Future Adelaide I Research Questions (Feedback)
Hi NR

Please find below our responses to your questions. Let us know if you think that any of the below needs
clarification / elaboration
The Pulse surveys themselves have been re-visited and re-thought, and are attached

A few queries in regards to the Pulse panel itself:
2

How do you recruit participants? Do they invite people from their subscriber database to
•
participate? Panellists were recruited through News Corp mastheads, through advertising.
o We need to ensure we will have a demographic that is representative of SA i.e. a balance
of participants from across different age brackets, not skewed towards a particular group.
Will you capture demographic information from the participants who complete the
•
surveys? And if so, what details? age, income, state of residence, though these are capture
pre-survey in the profile of the panellist when they register (ie. they only tell us once, and
then it is automatically known for each survey). You will not see these as "questions" in the
survey.

In terms of the hard copy interstate survey was left with us, overall it looks good. It has changed since (a)
meeting with you NR y and Rebecca, and (b) our national research specialists have been through it and made
some changes to ensure the survey conforms to what they know will be effective information capture. So, as
per feedback, knowledge of emerging industry specialisation preceded questions about relocation
preferences, and then visitation behaviour and impressions.
Some feedback:
Can we perhaps change the language in the 'Impressions of SA' section to something more
•
along the lines of 'How do you feel about South Australia?'. done - question reads - I made the
changes, and since then the draft went to our national counterparts for them to put it through a
best practice filter. Now the survey is more concise.
We also think it would be better to include "affordable" in the list as opposed to the negative
•
"expensive". done
And is there some word that we can add that has a similar meaning to "progressive"? As in to
•
show that there is a lot going on in the state like construction, development etc?
Welcome your thoughts here. Something that an everyday citizen would understand. Added
statement (for agreement / disagreement). "Growing -the city is developing, eg. visible
construction & projects"
In addition to the question about 'Have you ever been to SA', we also feel it would be good to
•
assess whether people have actually considered visiting SA. The survey is designed and deliberately
ordered with logic criteria. Before we get into 'Would you consider visiting SA'. We establish
whether they have been, then record impressions. For those that haven't (or visited more than 4
years ago) we ask if they'd consider. For those that wouldn't, we ask why. For those that say
"maybe", we ask what would make persuade them to visit.
In regards to the list of options for what would make people visit SA or Adelaide, we need to
•
incorporate a response about study. As this is another focus area for us, getting people from
interstate to study here. Good idea. I have incorporated "study/ higher education into the
"emerging industries" and relocation sections. It is not relevant to the holiday and visit section.
Ditto for the options around relocation — study should also be added as a potential response. as
above

3

We look forward to having a version of both the Interstate and Intrastate surveys tomorrow COB. drafts
attached

Kind regards

Not relevant
Key Account Sales Manager

IVe,%,-s

Au8tralia

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +618 8206 2762
ENot relevant
news.com.au W NewsCorpAustralia.com

We're for

Follow us online

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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Clifford, Rebecca (DPC)
From:
Sent:
To:
Subject:

Not relevant

Follow Up Flag:
Flag Status:

Follow up
Completed

@news.com.au >

Friday, 12 July 2019 3:43 PM
Clifford, Rebecca (DPC)
Re: Research

Hi Rebecca
Yes, will get you the results over on Monday (just'sanity checking' and making sure they are easy to navigate etc)
From there, we can devise a presentation along the lines you think will work for the audience, and create a leave
behind / document for you to circulate as fit
Kind regards
Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +61 (8) 8206 2762 MClause 6(1)
ENot relevant
cDnews.com.au W NewsCorpAustralia.com
Follow us online

x

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

On Fri, 12 Jul 2019 at 09:31, Clifford, Rebecca (DPC) <Rebecca.Clifford2(@sa.gov.au > wrote:

Hi NR

Thanks — are you able to send through a topline summary report of the results in the first instance?

From there we will probably look to get you in to present to key stakeholders, and yes we would definitely
like a comprehensive report as well.
1

Thanks
Rebecca

From:N
@news.com.au>
o
Sent: Thursday,
11
July
2019
5:06
PM
t
To: Clifford,
Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au>
r
e Re: Research
Subject:
l
e
v
a
n
t
Hi Rebecca

News Corp Pulse research

The numbers are in! So we can tidy up into a presentation for you, with a perhaps more comprehensive leave
behind
Perhaps let us know how and when you'd like this happen

Best

Not
relev
ant

Key Account Sales Manager

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +61 (8) 8206 2762 MClause 6(1)
ENot relevant
lPnews.com.au W NewsCorpAustralia.com

Follow us online

2

Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com.

On Thu, 11 Jul 2019 at 13:50, Clifford, Rebecca (DPC) <Rebecca.Clifford2@sa.gov.au > wrote:
Ok — thanks for letting me knowNR

. I'll wait to hear from you regarding the research results.

@news.com.au>
From: Not relevant
Sent: Wednesday, 3 July 2019 3:33 PM
To: Clifford, Rebecca (DPC) <Rebecca.Clifford2(@sa.gov.au>
Subject: Research

Hi Rebecca

Pulse Panel Research

Have been away and am only now catching up. Don't seem to have a number for you but after your call have
liaised with the Research team. Apparently, they tried to action your changes to the Survey but the Pulse Panel
was conducted last week, so it did not prove possible to alter the questions as the research was already well
underway. Apologies that this does not seem to have been communicated to you. We are currently working
through the responses to present later in the month (prior to July 27) at your convenience

Kind regards

Not
relev
ant

Key Account Sales Manager

3

31 Waymouth Street Adelaide SA 5000
GPO Box 339, Adelaide, SA 5001
T +61 (8) 8206 2762 MClause 6(1)
EN
Pnews.com.au W NewsCorpAustralia.com
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Proudly supporting 1 degree, A News Corp Australia initiative. All communications, personal information provided, and advertising transactions, are
subject to the News Corp Australia privacy policy and advertising terms and conditions. If you would like more information, the full policies can be
found at newscorpaustralia.com .

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the
named addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to
the addressee, you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently
delete this message and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its
attachments which does not relate to the official business of the sending company must be taken not to have been sent or
endorsed by that company or any of its related entities. No warranty is made that the e-mail or attachments are free from
computer virus or other defect.

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company
or any of its related entities. No warranty is made that the e-mail or attachments are free from computer virus or other defect.

This message and its attachments may contain legally privileged or confidential information. It is intended solely for the named
addressee. If you are not the addressee indicated in this message or responsible for delivery of the message to the addressee,
you may not copy or deliver this message or its attachments to anyone. Rather, you should permanently delete this message
and its attachments and kindly notify the sender by reply e-mail. Any content of this message and its attachments which does
not relate to the official business of the sending company must be taken not to have been sent or endorsed by that company or
any of its related entities, No warranty is made that the e-mail or attachments are free from computer virus or other defect.
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Media Proposal Evaluation: News
Corp Partnership

JULY 2018

Not Relevant

5. Outcomes
Wavemaker believe it is imperative to ensure a form of measurement is built into the
proposal, and have therefore negotiated the following for the Government of South
Australia at no additional charge.
Wavemaker suggest a benchmark model of measurement — with one survey conducted
before the projects commencement, to provide a baseline, and then again in the
second quarter of the campaign once the second issue of the magazine is in market.
News Corp have proposed two different options for how they will measure this.
Option One: The first is conducting two Clause 7(1)(c)

surveys in which they

will work with the Government of South Australia to determine the questions
that will be asked.
Option Two: The second option is using their own surveying platform, Pulse of
Australia. Pulse of Australia is an online panel that is set up to understand the
collective voice of Australians. Through conducting surveys, polls and forums
they aim to unlock the sentiments of the audience and provide consumer
insights. Again, News Corp will work with the Government of South Australia to
determine the questions that are asked in these surveys.
A meeting will be arranged between Wavemaker, News Corp and a government
representative to discuss these alternatives further before a decision is made on which
option. At this point in time, Wavemaker recommends Clause 7(1)(c)

Wavemaker are also able to provide social listening services to understand your target
audience, analyse brand sentiment and view emerging conversation topics across all
major social channels. Please see section six for our recommendation.

4v
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WAVEMAKER
6
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COMMUNICATIONS PLAN
Department
Agency/Unit
Product and Campaign
Name
Contact
Director of
Communications or
equivalent responsible

Department of the Premier and Cabinet
Government Communications
2019 State Budget Campaign
Amanda Conti
Jehad Ali

Introduction
The statewide budget will be handed down on Tuesday 18 June 2019 outlining a number of major
measures to contribute to building a strong foundation for South Australia's future by creating more
jobs, better services, and lowering costs.
Not relevant

1

Not Relevant

Budget
Activity

Proposed Budget
$ ex GST

Not Relevant

4

Not Relevant

Research

Not Relevant

$15,000

Evaluation
Key Performance indicators (KPI) to evaluate the success against the objectives will be established in
conjunction with an independent research supplier.
Post campaign market research may be conducted formally by the research agency at the conclusion
of the campaign.
The evaluation report will be presented to the HOP following the conclusion of the activity.

Contact
Amanda Conti
Government Communications
Department of Premier and Cabinet
amanda.conti2@sa.gov.au

5

40
Not relevant

BUDGET CAMPAI N
Debrief for The Department of the Premier and Cabinet i
Prepared by Not relevant
June 2019

da

1) CONTEXT & OBJECTIVES
What we did and why
2) MAIN FINDINGS
Reaction to the ads
3) THE WAY FORWARD
The optimal campaign

Not relevant

1. Context and methodology
The 2019 South Australian state budget will be launched 18th June 2019. It will be
supported by a communications campaign that will highlight investments that are
being made in education, health, education and the environment.
Research was required to test and optimise the creative direction and executions.

Not relevant

Context
The 2019 South Australian state budget will be launched 18th June 2019
To support the budget announcement, a communications campaign will reinforce the story of record
investments in roads, the environment, education and health.
Comprising of digital, radio and press the campaign will go live 18th June and run until around July 7th
Two potential creative directions were taken into the focus group based research.
Government
of South Australia
Department of the
Premier and Cabinet

The objectives of the research were:
a

To identify the most resonant creative direction
To understand the level of resonance and likely impact

a

4 1 Testing and optimising the budget campaign creative

To identify how the optimise the campaign and the impact it will have

Not relevant

Methodology

Two focus groups were conducted:
One with people aged 25-40
One with people aged 41-64

The groups were conducted on the 121h June 2019 and
were moderated by Not relevant

Not relevant

5 Testing and optimising the budget campaign creative

V1.liat we researched: creative direction
We're building
a better future for
all South Australians.
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We're building
a better future.
TheAdvertiser
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+ 6 radio ads (1 long general,1 short general, 4 issue specific that
do not include $ amounts for individual improvements)
Not relevant
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What we researched: creative direction 2
-a

7lrAdwtlrs

We're investing i 4

We're investing;
our State to buit

our State to build'

a betterfuture. y'

abetter future.''
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We're investing in

WOMn WINS C0WO CLAN

AGAINST TOP MATE SCHOOL

h»ae 0.n.ruw. ~

We'nstnvesting in our State
to build a better future.

O

our State to build's
a better future.

b,

+ 6 radio ads (1 long general, 1 short general,
4 issue specific) that include $ amounts for
individual improvements

t

BIG BUDGET BLOCKBUSTER TO

OPEN ADELAIDE FILM FESTIVAL

Not relevant
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What we researched: headlines

We're building abetter future.
We're building abetter future
for South Australians.
We're building abetter SA.
Building SA.
were investing in our state
to build a better future.

Not relevant

8 1 Testing and optimisingthe budget campaign creative

02. Main findings
What we found. Reaction to the two creative directions and the executions.

Not relevant

Attitudes towards the SA economy

SOUTH AUSTRALIA
.._.._.....___Road MoP..__._..._._.

NORTHERN
AUSTRAUA

N
QUEENSLAND

.16- —

Mixed, often driven more by the sector people are in rather than any wider understanding of the economy.
NEW

50VRN,A

Some residual negativity towards the decline of manufacturing but countered by others being aware of the
new economy and emergent industries, such as submarines.
But overall there is a sense that there is a reasonably strong and resilient base on which the state can build.
Pride in the state is strong and there is a belief that Adelaide is evolving in into being a world class city.

Not relevant
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Creative direction 1 print; reaction

Direction 1 was not well received.
There were a number of issues:

We're building
a better future for
all South Australians.
i1M GraUt.V t
Ca.+mm i+mm
to {mPm+1RF_
Uir UnnR.Uu[reWlYmabrc
t
Our rmade, +cbwb,
h
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Y
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.wm Sumh.w~vatLmjob.. t<.Jut aonvatU~nwq.vdre
buiW~nc a beoerfutunkratl YoulGAmnWN.

47.It nta4badRrl.w.Rmau

$,

~

a

The ad wouldn't stand out

I

Brown was not seen as dynamic

a

The board implied DIY/ tradie/ garden shed and the building theme was missed by nearly all

r,

The right hand side was too grey, too dark and the text too stand out

a

Overall, the look and feel was seen as generic

SouNAw
AreI4

Whilst the headline itself worked, reaction to the body of text elicited was mixed; some cynicism
and some positivity (though the balance was with the former).
And whilst the headline can work, the text is too small and likelihood to read low.
"Record investments" is a strong phrase but it needs back up. The first group especially jumped
straight to wanting the proof behind the promises, they wanted the detail that would address their
cynicism.

Not relevant
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Creative d]-rection 1 digital; reaction
We're building
abetter future.
TheAdeerfisef

The top ad did not work. It was seen as having too much brown, too much space with no text.
The text above and below was missed by many, whose attention was drawn to the Advertiser
headlines. They questioned why there wasn't text on the left and right hand sides.
rBIG BUDGET BLOCKBUSTER TO
OPEN ADELAIDE FILM FESTIVAL

But they did like "Show me how" as it began to point towards the proof points they wanted.
Likelihood to click on the link was mixed however.
The white text on brown background with the black holes made it hard to read for some.

building a
er health syNtem.

Reaction was more positive to the pillar based ad below. Whilst the brown board still wasn't liked,
dividing the ad up worked for a couple of reasons:
%Vc re
building
better
roads.

a

It shows the breadth of the investments
It makes the context easier to spot

o-WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

It allows people to focus on what they are most interested in
Likelihood to click on the link increases with this ad. The issue being whether enough people will
click and see what all want — proof.

kd..0 ms Uf—a —.

Not relevant
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Creative dirl..-...-.tion 1 radio; reaction

The radio ads moved attitudes forwards towards the positive.
The generic ad less so as again it was non-specific. The pillar based ads were much more effective.
When details come, positivity comes with it. For example, in the environment ad, we mention...
a

"That's why we've committed a record investment so we can breathe new life into South
Australids parks and improving nature-based tourism experiences throughout the State. We're
also securing South Australia's vulnerable coastline to address the devastating erosion along our
world acclaimed metropolitan and regional coasts."

V

It is effective because it talks about actual actions. For respondents, actions speak louder
then words when it comes to investment.

a

The roads ad isn't quite specific enough. What became clear after they had heard both sets of
radio ads is that they want details, but not too much.

a

Tying each ad back to jobs was also liked.

Not relevant
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Creative direction 2 print; reaction

Direction 2 was positively received, it was seen as being more standout and likely to capture
people's attention. Reaction was a mix of genuine positivity combined with it just being better
than direction 1.
The reasons were two-fold; firstly the light blue was seen to be more positive energetic compared
to direction 1. The child also captured attention and worked as a way of communicating that the
ads are about the future.
The visual device behind her was picked up by some and where it was, it was preferred to the
brown board. It looks more modern. Though there was some call for a wider range ofjobs/ sectors
to be represented and for it not to be too white collar.
The other two versions do not work as well; the dad and son version doesn't capture quite work as
well as the young girl on her own and the colour is too dark. The man in thejumper was rejected —
he doesn't signify or represent anything.
Few picked up on the different back devices, apart from one person with the redjumper man, who
said that the images behind him were too packed in and too blue collar.

Not relevant
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Creative direction 2 digital; reaction

BIG BUDGET BLOCKBUSTER TO
OPEN ADELAIDE FILM FESTIVAL

As with direction 1, the top ad didn't quite work though he text on the top was seen as slightly
more visible. The combination of the two people doesn't match the subject ("it looks like an ad for
a sitcom")

TAeAd,crurr

_a

The "Show me how" cue is also lost slightly, given the grey background.
As with direction 1, the pillar based ad was much preferred as it made it clearer that there a wide
range of initiatives and allows the reader to pick the one that interests them the most.

.WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

Not relevant
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Creative direction 2 radio: reaction

It was when people began hearing the actual proof points in the radio ads that any cynicism
thawed and they became positive.
It showed that the proof points are key, that it's these that persuade people that the Government
is delivering real action and backing up the promises of the print and digital ads.
The tricks to getting the radio ads right is the balance between being too vague and too detailed.
People want proof but they don't want to be bombarded with actions and dollar amounts.
Hence, its the radio ads that will do a great deal of the heavy lifting. And if passible we should aim
to expose people to as many of the different pillar ads as possible as the cumulative impact of
hearing about all of the proof points is significant.

Not relevant
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Heac]-.j*I~es

We're building abet t .r future.
A Ve're building abetter futur
for South Australians.
There was a strong Preference for the headlines that mention the state. The other three were liked
significantly less.

We`re building a better S.A.

People like the idea of a better future. But they also want to know that things are happening now.
Tio that end, headline 2 is the optimal way forward.

Building Ste..

We're investing in our state
to build a better future.

17 Testing and optimising the budget campaign creative

Not relevant

Not relevant

Radio. Betting the balance rich

People want detail, but the level of detail is the key.
They don't necessarily want dollar amounts and more so the greater the number of proof points
(especially if $ is all they hear in the media coverage of the budget).
Though some welcomed dollars as it implies scale and especially for the environment where, unlike
the other issues, the work is less finite.
3-4 proof points max per ad is ideal.
And for each of the four pillars, consider what they told us:
a

Roads: mention the suburbs but not necessarily the roads

N

Hospitals: mention the hospitals and the actual regions

n

Environment: mention the work on coastal paths and nature based tourism

M

Education: mention the schools but currently there are too many proof points.

Getting the radio right will go a long way to driving success of the campaign.

19 I Testing and optimising the budget campaign creative

Not relevant

Digital, setting the message 6gh

~q

In the second group, we asked people whether they would prefer the current ads that show the
promise or whether they would prefer the digital ads that show rotating proof points.
They all said that they would prefer the latter — as it's the proof points that matter most to them.
a WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

So the decision is whether to shift focus....or have a mixture?

MInft—SAMMW —

20 Testing and optimising the budget campaign creative

Not relevant

The key findings

Direction 2 was strongly preferred. Direction 1 didn't work.
There was lots of genuine enthusiasm for the blue girl ad (though less for the other two). However
there was also a nagging sense that for some (a minority) that it was better but not best.
The girl signifies the future, the blue positivity and optimism.
The print ad (and the first and to some extent, second digital ads) are seen as generic and promises
with no proof.
The pillar based digital ads are more resonant than the overall ad. In their current guise, "Show me
how" begins to shift the focus towards the desired proof.
We're building
a better future for
all South Australians.

There was a strong desire for the digital ads to show the proof points.
The pillar based radio ads will be key. 3-4 proof points, most likely without dollar amounts.
Specific but not necessarily street names.
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People want proof, it's the proof points that are key. Though "record investment" is strong and
needs to be used in tandem with the proof points.

Not relevant
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Not relevant

Clause 6(1)

41
Not relevant

OPTIMISING COMMUNICATIONS FOR THE
BUDGET CAMPAIGN

I

Debrief for The Department of the Premier and Cabinet
Prepared byNot relevant
June 2019

1) CONTEXT & OBJECTIVES
What we did and why
2) MAIN FINDINGS
Reaction to the ads
3) THE WAY FORWARD
The optimal campaign

Not relevant

The 2019 South Australian state budget will be launched 18th June 2019. It will be
supported by a communications campaign that will highlight investments that are
being made in education, health, education and the environment.
Research was required to test and optimise the creative direction and executions.

Not relevant

Context
The 2019 South Australian state budget will be launched 18th June 2019
To support the budget announcement, a communications campaign will reinforce the story of record
investments in roads, the environment, education and health.
Comprising of digital, radio and press the campaign will go live 18th June and run until around July 7th
Two potential creative directions were taken into the focus group based research.
Government
of South Australia
Department of the
Premier and Cabinet

The objectives of the research were:
M

To identify the most resonant creative direction

a

To understand the level of resonance and likely impact

a

To identify how the optimise the campaign and the impact it will have

Not relevant

4 Testing and optimising the budget campaign creative

Methodology

Two focus groups were conducted:
R

One with people aged 25-40

it

One with people aged 41-64

The groups were conducted on the 17th June 2019 and
were moderated by Not relevant

Not relevant
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What we researched: creative direction 2
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Not relevant
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What we ~~-esearched: creative direction 3
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02. Main findings
What we found. Reaction to the two creative directions and the executions.

Not relevant

Attitudes towards the SA economy, the State Government &

budget
4

Pride in South Australia was high and there was a feeling that the state and Adelaide are becoming more
interesting with a higher, more significant Profile.

SOUTH AUSTRALIA

NORTHERN

Road Map

AUSTRALIA

11

Attitudes towards the state economy were mixed. The younger group weren't really engaged with the
subject and where they were, they heard pockets of good and pockets of bad news. They didn't know the
whole picture.

11

The older group were more engaged but again picked up on bits of stories and used that as their barometer,
whilst accepting they didn't know with any accuracy what was the overall picture. Often they would be more
concerned with their own circumstances orjob sector and use that as a partial barometer.

K

The younger group had next to no interest in the state budget and tended to miss it almost completely. The
older group would scan the newspapers to find what was relevant to them. Neither looked for nor had a
broader idea of what is included in the budget.

SOUTTUlw oc~AN

V
cuoynpw a ~ou.+..m.wanAna~a
~UOwbPanl3MJanwN ]of>t

Everyone likes good news. The older group especially said that they thought the current government had
been very quiet, that they had heard very little. Yet they all wanted to hear the good news, the positive
initiatives that make them happier and breed confidence. There was a sense that the previous government
had been more vocal about what it was achieving. "They're not in the limelight so we're in the dark" was one
quote.

Not relevant
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Creative direction 2 overall ook and feel-, reaction

We're building
a better future
for al!South t~

Australians.

9

Introduced as an introduction to the look and feel of the campaign, this was received positively.

V

The picture conveys the future, with a slant towards education for some.

IN

The headline was liked, it is positive and inclusive.

0

And the overall look and feel is bright, signifying a bright future.

N

The colour plays a big role in imbuing that sense of positivity.

Not relevant
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Creative direction 2 building the story; reaction

We're

building
a be ,ter
edueatl' -

Using the child for each pillar didn't work. Whilst the child with the backpack works for education,
it doesn't work for the other pillars.
They want a different person for each pillar, one that is relevant.
Just using young people gave the impression that the changes were for that generation only, not
for all

We're
building
a better
heaLth
system. o'
ate.

The show me how button was missed spontaneously by everyone. But for the younger generation,
likelihood to click on it was low.
They wanted information/ proof without having to click.
It was slightly higher for the older generation, who liked the idea of proof (but click through would
still be quite low).

Not relevant
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Key Learning

For the critical messages that people want to hear, that we want them to hear and
what we know will make an impact, relaying on them to "get" it themselves isn't the
way to go.
Mostjust won't seek it out. We have to push that information to them.
For the campaign, we have to give them a sense of the breadth of what the
Government is going to be doing across the four pillar but it is vital that we push
through the proof points.

Not relevant
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Creative direction 2 social media: reaction

We're
building

We're
building

a better
heatth
system.

1d(ng
etter

The same feedback as previously with regard to the use of the same girl.
Using the same image made each pillar not have its own identity.
Without proof points, they are unlikely to scroll across.
And South Australia isn't mentioned anywhere which makes them less likely to take notice.

Not relevant
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Creative d irection 2 digital; reaction
,

TheAdvertiser

VW

n

I
We're building a
better health system.
v

The top and bottom right of the four Pillars were missed by most.
The ads do not stand out against the site content
Again, there was seen to be little delineation between the four pillars.
Show me how is very hard to see.

+WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

The younger group were strongly wanting proof points by this stage.

o..

Min U.1— SA

^~

Not relevant
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Creative direction 3 overall look and feel; reaction

We're building
a better future
for al! South
Australians

a

The image on the right didn't work.

a

Some didn't realise that is a tablet. But Pads signify technology and entertainment first of all, plus
ongoing battles with their children.

is

The girl with the backpack in direction 1 was strongly preferred. More positive, dynamic and future
focussed.

Not relevant
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Creative direction 3 building the story; reaction

We're
building
a better
health
system.
SHOW ME How,

We're

Very positively received. It has many positives:

building

abetter

5

education
system.

The people are relevant to the pillars.

SHOW ME HOW

5
N

We're
building
a better
environment.'

Strong stand out. The colours and text combine well.

There is clear delineation between the pillars.

The supporting pictures need to be very clear.
r,

The girl needs replacing.

N

The leaf and road could be slightly clearer.

a

The stethoscope needs to be carefully done.

SHOW ME HOW

Not relevant
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Creative ~`arection 3 social media; reaction

f.e~wra~n.
We're

building
abetter
health
system.

we're
building
a better
education'
system,

We're
building
a better

I

The South Australian focus needs to be clear.

environme

OV

Each stands out well as per the previous slide.

a

In these ads, there was a sense that people wanted pillar based content.

O•'

Not relevant

17 I Testing and optimising the budget campaign creative

Creative direction 3 proof uoints; reaction

New
Women's
Xhitdren'
"Hospital.

Liked by everyone. The younger group had spontaneously requested proof points so they really
welcomed this. But the older group also were very positive.
It's what they want to know. Whilst it's important that we convey the scale of the initiatives
through showing the breadth of the four pillars, it is critical that they see the proof.
If we can successfully communicate the proof points to the younger generation, for most it will be
the first time that they have any understanding of what the Government is doing. A real
opportunity for us to reach a new segment of South Australia.

Upgrades
,to region.

~ hospitals

18
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Not relevant

Creative direction 3 digital; reaction

The,Uvertiser
.anm, q

We're
enviro
1.1— G« , —

We're building a bett
health system.
SHOW ME HOW

This worked very well in clearly showing the four pillars and in the standout of each pillar.
It dominates the page over the newspaper content.
The show me how is much clearer.
It successfully shows the breadth of what the budget will deliver. Though there was a strong liking
for also having a pillar based version.
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Not relevant

The two directions

TIK,d-6-

~q
We're buiLdinga

We're building a be

better heaLth system.

health system.

0
-

r-

a

a

Direction 3 on the right was preferred by everyone. But importantly, it wasn't the best of a bad
bunch, it works very effectively in grabbing attention and with a combination of macro and micro
(proof point) level content, will communicate the story very well.

s

WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

,WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL
e
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a

Each pillar has its own identity and each grabs the attention more than the colour text on white
version on the left,

N

Even if a different child was used in each picture and was adapted to each pillar (eg wearing a
doctors coat, hi vis), the strong preference was for more representative people to be used.

Not relevant

Not relevant

Summary

11

Direction 3 works very well; it was the clearly preferred direction, has strong standout and
should work well.
The headline "We're building a better future for all South Australians" was again widely liked.
The ads represent a great opportunity to communicate a message that rarely gets through; and
especially for the younger South Australians who are not highly engaged with state politics.
People want to hear good news, and more from the Government than they are currently.

Not relevant
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THANK YOU
Not relevant
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Olah, Sam (DPC)
From:
Sent:
To:
Cc:
Subject:

Ali, Jehad (DPC)
Thursday, 6 June 2019 8:22 PM
Not relevant

Conti, Amanda (MAC), Olah, Sam (DPC)
RE: Recruitment spec

This looks good.
Happy.
Jehad
. Sent from Mail for Windows 10
From: Not relevant
Sent: Thursday, 6 June 2019 2:27 PM
To: Ali, Jehad (DPC}
Subject: Recruitment spec
Hi Jehad,
Do you want to pass this onto Amanda and here and I chat it through. We will need to start recruitment tomorrow
so sign-off on this will be required by early tomorrow.
Cheers
Not relevant

Clause 6(1)
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SA Government state budget post campaign
evaluation
Draft Questionnaire
Sample Size: n= 350
Estimated average length: 10 minutes
Campaign live: insert here
Research start: insert here

SECTION S: SCREENER
S1.

Where do you currently live?
New South Wales

1

Victoria
South Australia

2
3

Queensland

4

ACT

5

Tasmania

6

Northern Territory

7

Western Australia

8

Other

9

TERMINATE IF NOT SOUTH AUSTRALIA
S2.

Where in South Australia do you live?
Adelaide - East
Adelaide — North (including Gawler)
Adelaide — South
Adelaide — West
Adelaide — CBD
Adelaide Hills
Victor Harbour
Fleurieu Peninsula / Kangaroo Island excluding Victor Harbour
Barossa Valley / Lower North SA
Fleurieu Peninsula / Kangaroo Island
Eyre West Eyre Peninsula
Far North
Limestone Coast
Murray Mallee
Yorke Peninsula/ Mid North
Riverland

Not relevant

Clause 6(1)

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16

Not relevant

SECTION

~%a

AWARENESS

Thinking about the South Australian State Government, how much would you agree or disagree with the following

Al.

statements?

AbkEE AGREE NEITHER DISAGREE DISAGREE
STRONGLY SLIGHTLY AGREE SLIGHTLY STRONGLY

I,]4, W
Generally, I don't hear much about what they are

5

4

3

2

1

2

1

2

1

doing
I want to hear about the positive things that the

4

State Government is doing
If I don't hear anything about what the State
Government is doing, I assume they are not doing

5

4

3

very much

A2.

Thinking about the recent South Australian State Government 2019 budget, which of the following have you heard
about as being part of the budget?
(Select all that apply)
(ROTATE ORDER)
The state budget investment in health hospitals

A3.

A4.

1

The state budget investment in roads

2

The state budget investment in the environment

3

The state budget investment in schools

4

None of these

5

Which of the following describe what normally you do after a state budget?
I take no notice of it

1

1 hear bits and pieces about it but take little interest

2

1 look for the parts that are relevant to me/ my family

3

1 take an active interest in finding out about a lot of what it contains

4

How would you describe the recent 2019 South Australian State Government budget?
Excellent

1

Very good

2

Good

3

Not very good

4

Not at all good

5

1 don't know enough about it

6

Not relevant

Clause 6(1)

Not relevant

A5.

Which of the following will see improvements as a result of the recent 2019 South Australian State Government
budget?
(Select all that apply)

(ROTATE ORDER)

Roads

1

Education

2

The environment

3

Health hospitals

4

None of these

6

Not relevant

Clause 6(1)

Not relevant

SEC T IO[,4

a:

AD RECALL (POST STALE ONLY)

SHOW MAX OF 4 ADS, AS FOLLOWS:

•

2 radio ads (2 pillar ads for Adelaide, 1 pillar plus regional ad for regional SA)

•

2 digital ads (to be confirmed)

ASK B1 AND B2 FOR EACH AD
B1.

B2.

Have you seen heard this advertisement before today?
Yes

1

No

2

Don't know

3

Please indicate how much you agree/disagree with these statements when thinking about this advertisement.

_ gree
I ghtly

Neither agree
nor disagree

Disagree
slightly

Disagre
strong)

1

2

3

4

5

1

2

3

4

5

It made me think favourably about the Government

1

2

3

4

5

It made me more positive about the future of the state

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Agr:,
strorri
(ROTATE ORDER)

It told me something that I didn't know
It made me think that the Government is making things
happen

It tells me that the Government is helping to create
jobs
The ad got the message across clearly

Not relevant
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I

Not relevant

SHOW SCREENSHOTS OF ALL ADS
B3.

The ads you see here are part of a Government awareness campaign about what is included in the 2019 state
budget.

Please indicate how much you agree/disagree with these statements about the campaign.

Agree
strongly

Agree
slightly

Nelt,i i .•i. i
norlit;~n

1

2

3

4

5

1

2

3

4

5

It made me think favourably about the Government

1

2

3

4

5

It made me more positive about the future of the state

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Al r .•~r =h ~~•u .
h1~{I~,y
~.•~n•I~y

(ROTATE ORDER)
It told me something that I didn't know
It made me think that the Government is making things

happen

It tells me that the Government is helping to create
jobs
The ad got the message across clearly

Not relevant

Clause 6(1)
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SECTION C: THE STATE GOVERNMEN 7
C1.

How do you feel about the State Government and what it is doing to help South Australia grow its economy?

0

1

2

3

4

5

6

7

8

10

9

Extremely
Extremely

positive

negative

C2.

Overall, how would you describe the current state of the South Australian economy?
1

It's great

C3.

C4.

It's good

2

It's OK

3

It's not very good

4

It's not at all good

5

And how confident do you feel about the future of the South Australian economy in the next few years?
Extremely confident

1

Very confident

2

Quite confident

3

Not very confident

4

Not at all confident

5

And how would you describe the following...?

(ROTATE ORDER)

i

V

~~Lt~ •i~~ .ill

.1.1,.,.1
1

The unemployment rate in SA

2

4

Government spending to boost the economy

3

Government spending to create jobs

3

C5.

Finally, to what extent do you agree or disagree with the statement "the State Government is committed to
creating jobs, improving services and lowering costs".
Agree strongly

1

Agree strongly

2

Neither agree nor disagree

3

Disagree slightly

4

Disagree strongly

5

Not relevant

Clause 6(1)

5

Not relevant

SECTION D: DEMOGRAPHICS

D1.

Are you...?
Male

1

Female

2
3

Rather not say

D2.

Into which of the following age categories do you fall?

18-24
25-34
35-44
45-54
55-64

1
2
3
4
5

65-74

6

75+

7
99

Rather not say

D3.

Which of the following best describes you?
1

Working full time
Working part time
Stay at home parent
Student
Retired
Not working
Looking for work

D4.

2
3
4
5
6
7

Which of the following best describes your household?
SINGLE RESPONSE
Couple with no children

1

Couple with children at home

2
3
4
5
6
7
95

Couple with children who have left home
Single parent with children at home
Single person living alone [including divorced or widowed]
Single person sharing with friends
Single person living with parents
Other

Not relevant
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Not relevant

D5.

What is your total annual household income, pre-tax?
1
2
3
4
5
6
7
8
9

Less than $20,000
$20,001 - $40,000
$40,001 - $60,000
$60,001 - $80,000
$80,001 - $100,000
$100,001 - $125,000
$125,001 - $150,000
$150,001 or more
Prefer not to answer

Not relevant
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Ofah, Sam (DPC)
Ali, Jehad (DPC)
Thursday, 6 June 2019 2:28 PM
Olah, Sam (DPC); Conti, Amanda (MAC)
FW: Budget campaign research

From:
Sent:
To:
Subject:

FYI

Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
Clause 6(1)

1 E jehad.ali@sa.gov.au I W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or public interest immunity. If you are not the intended recipient, any
use, disclosure or copying of this document is unauthorised.

From: Ali, Jehad (DPC)
Sent: Thursday, 6 June 2019 2:27 PM

1

To:Not relevant
Subject: RE: Budget campaign research
ThanksNot

relevant

Happy to progress with what has been highlighted below.
Cheers
Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
Clause 6(1)

1 E jehad.ali(d,sa.gov.au I W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Govamme m of South Atutmris
r3e~ Te t of t ~" Pry

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or public interest immunity. If you are not the intended recipient, any
use, disclosure or copying of this document is unauthorised.

From:N
o
Sent: Thursday,
6 June 2019 2:08 PM
t
r
To: Ali, Jehad (DPQ <Jehad.Ali(@sa.gov.au>
e
Subject:
Budget campaign research
l
e
v
Hi Jehad,
a
n
t

2

Looking forward to the new project. Following is an outline of logistics from my end.

7(1)(b) & (c)

Establishment of benchmarks for campaign evaluation against its objectives

End w/c 101h June

Concept testing; 2 focus groups, with general public

Wednesday 1211 June

Quantitative concept evaluation (n=400 with the SA general public metro and

Straight after the campaign ends (TBC)

rural)

For the groups next week, timings will be as follows:
1. Recruitment specifications with you Thursday 6th June
2. Signed off Friday 7th June
3. Draft discussion guide Weds 12th June am (post Tuesday session with Rowdy)
4. Signed off Weds pm
5. Groups Weds evening
6. Debrief Thursday
Let me know with any queries.
Cheers
Not relevant
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Clifford, Rebecca (DPC)
Conti, Amanda (DPC)
Tuesday, 11 June 2019 3:12 PM
Clifford, Rebecca (DPC)
FW: Budget campaign research
image011.png; image012 jpg; image013 jpg; image014 jpg; image015jpg

From:
Sent:
To:
Subject:
Attachments:

Amanda Conti
Government Communications
Department of the Premier and Cabinet
MClause 6(1)
E amanda.conti2@sa.gov.au

I

W dpc.sa.gov.au

Level 12, State Admin Centre — 200 Victoria Square, ADELAIDE SA 5000

Information contained in this email message may be confidential and may also be the subject of legal professional
privilege or public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this
document is unauthorised.

Original Message
From: Conti, Amanda (MAC)
Sent: Tuesday, 11 June 2019 3:12 PM
To: Conti, Amanda (DPC) <Amanda.Conti2@sa.gov.au>
Subject: FW: Budget campaign research

From: Ali, Jehad (DPC)
Sent: Thursday, 6 June 2019 2:26 PM
To: Olah, Sam (DPC); Conti, Amanda (MAC)
Subject: FW: Budget campaign research
FYI.

Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
M Clause 6(1)

1

E jehad.ali@sa.gov.au ( W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

1

[cid:image011.png@01D51C73.CB637F90]<dpc.sa.gov.au>
[cid:image012.jpg@01D51C73.CB637 F90]<https://twitter.com/sagovau >[cid:image013.jpg@01 IDS IC73.CB637F90]<
https://www.youtube.com/channel/UCZNAgXmgJSoExkLDyBQDHQ>[cid:image014. jpg@0lD5lC73.CB637F90]<https://www.linkedin.com/company/government-of-so uthaustralia>
Information contained in this email message may be confidential and may also be the subject of legal professional
privilege or public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this
document is unauthorised.

From:Not relevant
Sent: Thursday, 6 June 2019 2:08 PM
To: Ali, Jehad (DPC) <Jehad.Ali@sa.gov.au>
Subject: Budget campaign research
Hi Jehad,
Looking forward to the new project. Following is an outline of logistics from my end.
STAG E
TIMINGS
QUOTE (ex GST)

Establishment of benchmarks for campaign evaluation against its objectives
End w/c 10th June
Included
Concept testing; 2 focus groups, with general public
Wednesday 12th June
7(1)(b) & (c)

Quantitative concept evaluation (n=400 with the SA general public metro and rural)
Straight after the campaign ends (TBC)
7(1)(b) & (c)

For the groups next week, timings will be as follows:

z

1.
2.
3.
4.
5.
6.

Recruitment specifications with you Thursday 6th June
Signed off Friday 7th June
Draft discussion guide Weds 12th June am (post Tuesday session with Rowdy)
Signed off Weds pm
Groups Weds evening
Debrief Thursday

Let me know with any queries.
Cheers
Not relevant

[https:Hipmcdn.avast.com/images/icons/icon-envelope-tick-round-orange-animated-no-repeatvl.gif]<https://protect-au.mimecast.com/s/DnEwCvlO4KtW7xnJUX6MMH?domain=avast.com >
Virus-free. www.avast.com <https://protect-au.mimecast.com/s/DnEwCvl04KtW7xnJUX6MMH?domain=avast.com >
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Olah, Sam (DPC)
Conti, Amanda (MAC)
Tuesday, 11 June 2019 3:12 PM
Conti, Amanda (DPC)
FW: Budget campaign research
image011.png; image012 jpg; image013 jpg; image014 jpg; image015 jpg

From:
Sent:
To:
Subject:
Attachments:

From: Ali, Jehad (DPC)
Sent: Thursday, 6 June 2019 2:26 PM
To: Olah, Sam (DPC); Conti, Amanda (MAC)
Subject: FW: Budget campaign research
FYI.

Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
MClause 6(1)

1 E jehad.ali@sa.gov.au I W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

[cid:image011.png@01D51C73.CB637F90]<dpc.sa.gov.au>
[cid:image012.jpg@01D5lC73.CB637F90]<https://twitter.com/sagovau >[cid:image013.jpg@01D5lC73.CB637F90]<
https://www.youtube.com/channel/UCZNAgXmgJ5oExkLDy8QDHQ>[cid:image014.jpg@01D5lC73.CB637F90]<https://www.linkedin.com/company/government-of-southaustralia>
Information contained in this email message may be confidential and may also be the subject of legal professional
privilege or public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this
document is unauthorised.

Not relevant
From:
Sent: Thursday, 6 June 2019 2:08 PM
To: Ali, Jehad (DPC) <Jehad.Ali@sa.gov.au>
Subject: Budget campaign research

Hi Jehad,
Looking forward to the new project. Following is an outline of logistics from my end.
STAGE
TIMINGS
1

QUOTE (ex GST)

Establishment of benchmarks for campaign evaluation against its objectives
End w/c 10th June
Included
Concept testing; 2 focus groups, with general public
Wednesday 12th June
7(1)(b) & (c)

Quantitative concept evaluation (n=400 with the SA general public metro and rural)
Straight after the campaign ends (TBC)
7(1)(b) & (c)

For the groups next week, timings will be as follows:

1.
2.
3.
4.
5.
6.

Recruitment specifications with you Thursday 6th June
Signed off Friday 7th June
Draft discussion guide Weds 12th June am (post Tuesday session with Rowdy)
Signed off Weds pm
Groups Weds evening
Debrief Thursday

Let me know with any queries.
Cheers
Not relevant

[https://ipmcdn.avast.com/images/icons/icon-envelope-tick-round-orange-animated-no-repeatvl.gif]<https://protect-au.mimecast.com/s/DnEwCvl04KtW7xnJUX6MMH?domain=avast.com>
Virus-free. www.avast.com<https://protect-au.mimecast.com/s/DnEwCvl04KtW7xnJUX6MMH?domain=avast.com >
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Clifford, Rebecca (DPC)
Ali, Jehad (DPC)
Thursday, 13 June 2019 12:10 PM
Conti, Amanda (DPC); Clifford, Rebecca (DPC)
FW: Presentation
Budget concept testing debrief.pdf

From:
Sent:
To:
Subject:
Attachments:

FYi
Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
MClause 6(1)

1 E jehad.ali@sa.gov.au I W dpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Government of South Australia
Department of the Premier
and Cabinet

Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

From Not relevant
Sent: Thursday, 13 June 2019 11:50 AM
To: Ali, Jehad (DPC) <Jehad.Ali@sa.gov.au>
Subject: Presentation
Hi mate, if not too late, a slightly updated version.
Let's talk today when you have a spare 5.
Cheers

Not relevant

Clause 6(1)
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48
Not relevant

OPTIMISING COMMUNICATIONS FOR THE
BUDGET CAMPAIGN
Debrief for The Department of the Premier and Cabinet
Prepared by Not relevant
June 2019

Ary

a

1) CONTEXT & OBJECTIVES
What we did and why
2) MAIN FINDINGS
Reaction to the ads
3) THE WAY FORWARD
The optimal campaign

Not relevant

1~~Context and methodology
The 2019 South Australian state budget will be launched 18th June 2019. It will be
supported by a communications campaign that will highlight investments that are
being made in education, health, education and the environment.
Research was required to test and optimise the creative direction and executions.

Not relevant

Context
The 2019 South Australian state budget will be launched 18th June 2019
To support the budget announcement, a communications campaign will reinforce the story of record
investments in roads, the environment, education and health.
Comprising of digital, radio and press the campaign will go live 18th June and run until around July 7th
Two potential creative directions were taken into the focus group based research.
Government
of South Australia

a

The objectives of the research were:

Department of the

To identify the most resonant creative direction

Premier and Cabinet
To understand the level of resonance and likely impact
To identify how the optimise the campaign and the impact it will have

4 I Testing and optimising the budget campaign creative

Not relevant

Methodc'-c)gy

Two focus groups were conducted:
One with people aged 25-40
si

One with people aged 41-64

The groups were conducted on the 12th June 2019 and
were moderated by Not relevant

Not relevant

5 I Testing and optimising the budget campaign creative

What lyve researched: creative direction 1
We're building
a better future for
all South Australians.
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+ 6 radio ads (1 long general, 1 short general, 4 issue specific that
do not include $ amounts for individual improvements)
Not relevant

6 1 Testing and optimising the budget campaign creative

~\-Nhat we researched: creatoP,,la C i rectolR n 2
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We're investing in our State

We're investing i
our State to bui

to build a better future.

a better fut Lim,
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+ 6 radio ads (1 long general,1 short general,
4 issue specific) that include $ amounts for
individual improvements

o BIG BUDGET BLOCKBUSTER TO

OPEN ADELAIDE FILM FESTIVAL

Not relevant

7 1 Testing and optimising the budget campaign creative

What we researched: headlines

W.e're building abetter future.
We're building abetter future
for South Amstralians.
'V`Te're building a better SA.
Building SA.
I''e re investing in our state
to build abetter future.

Not relevant

8 1 Testing and optimising the budget campaign creative

02. Main finding
What we found. Reaction to the two

cre~atiye

directions and the,executions.

Not relevant

Attitudes towards the SA economy

Mixed, often driven more by the sector people are in rather than any wider understanding of the economy.
Some residual negativity towards the decline of manufacturing but countered by others being aware of the
new economy and emergent industries, such as submarines.
But overall there is a sense that there is a reasonably strong and resilient base on which the state can build.
Pride in the state is strong and there is a belief that Adelaide is evolving in into being a world class city.

wW-

SOUTAERN OCEAN

Not relevant

10 I Testing and optimising the budget campaign creative

Creative direction 1 print; reaction

V.

Direction 1 was not well received.
There were a number of issues:

We're building
a better future for
all South Australians.
'Il— M111.1.n Gm.•
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n

Q

The ad wouldn't stand out

G

Brown was not seen as dynamic

0

The board implied DIY/ tradie/ garden shed and the building theme was missed by nearly all

r

The right hand side was too grey, too dark and the text too stand out

09

Overall, the look and feel was seen as generic

Whilst the headline itself worked, reaction to the body of text elicited was mixed; some cynicism
and some positivity (though the balance was with the former).

V.

And whilst the headline can work, the text is too small and likelihood to read low.

N

"Record investments" is a strong phrase but it needs back up. The first group especial lyjumped
straight to wanting the proof behind the promises, they wanted the detail that would address their
cynicism.

Not relevant

111 Testing and optimising the budget campaign creative

Creative JIVS.. ~jion 1 digital; reaction
We 'r. a bm7ding
a hettcr future.
TheAdverdser

1

The top ad did not work. It was seen as having too much brown, too much space with no text.

N,

The text above and below was missed by many, whose attention was drawn to the Advertiser
headlines. They questioned why there wasn't text on the left and right hand sides.

r

rBIG BUDGET BLOCKBUSTER TO
OPEN ADELAIDE FILM FESTIVAL

1

But they did like "Show me how" as it began to point towards the proof points they wanted.
Likelihood to click on the link was mixed however.

/

The white text on brown background with the black holes made it hard to read for some.

1

Reaction was more positive to the pillar based ad below. Whilst the brown board still wasn't liked,
dividing the ad up worked for a couple of reasons:
It shows the breadth of the investments
It makes the context easier to spot
1

:.WORKER WINS COMPO CLAIM

AGAINST TOP PRIVATE SCHOOL

1

It allows people to focus on what they are most interested in

Likelihood to click on the link increases with this ad. The issue being whether enough people will
click and see what all want — proof.

W.0
Not relevant

12 I Testing and optimising the budget campaign creative

Creative direction 1 radio; reaction

The radio ads moved attitudes forwards towards the positive.
n

The generic ad less so as again it was non-specific. The pillar based ads were much more effective.

a

When details come, positivity comes with it. For example, in the environment ad, we mention...
N

"That's why we've committed a record investment so we can breathe new life into South
Australia's parks and improving nature-based tourism experiences throughout the State. We're
also securing South Australia's vulnerable coastline to address the devastating erosion along our
world acclaimed metropolitan and regional coasts."

51

It is effective because it talks about actual actions. For respondents, actions speak louder
then words when it comes to investment.

F

The roads ad isn't quite specific enough. What became clear after they had heard both sets of
radio ads is that they want details, but not too much.

1

13 Testing and optimising the budget campaign creative
1

Tying each ad back tojobs was also liked.

Not relevant

Creative direction 2 prinr.-; reaction

Direction 2 was positively received, it was seen as being more standout and likely to capture
people's attention. Reaction was a mix of genuine positivity combined with itjust being better
than direction 1.
N

The reasons were two-fold; firstly the light blue was seen to be more positive energetic compared
to direction 1. The child also captured attention and worked as a way of communicating that the
ads are about the future.
The visual device behind her was picked up by some and where it was, it was preferred to the
brown board. It looks more modern. Though there was some call for a wider range ofjobs/ sectors
to be represented and for it not to be too white collar.
The other two versions do not work as well; the dad and son version doesn't capture quite work as
well as the young girl on her own and the colour is too dark. The man in thejumper was rejected —
he doesn't signify or represent anything.
Few picked up on the different back devices, apart from one person with the redjumper man, who
said that the images behind him were too packed in and too blue collar.

Not relevant

14 Testing and optimising the budget campaign creative
I

Creative dm

z:tion 2 igi a; reaction

11
BIG BUDGET BLOCKBUSTER TO

OPEN ADELAIDE FILM FESTIVAL

L

-.

As with direction 1, the top ad didn't quite work though he text on the top was seen as slightly
more visible. The combination of the two people doesn't match the subject ("it looks like an ad for
a sitcom")

7beAA~MW
--4

a

The "Show me how" cue is also lost slightly, given the grey background.
As with direction 1, the pillar based ad was much preferred as it made it clearer that there a wide
range of initiatives and allows the reader to pick the one that interests them the most.

~WORKER WINS COMPc CLAIM
AGAINST TOP PRNETE SCH

C2-

Not relevant

15 1 Testing and optimisingthe budget campaign creative

Creative direction 2 radio; reaction

n

It was when people began hearing the actual proof points in the radio ads that any cynicism
thawed and they became positive.
It showed that the proof points are key, that it's these that persuade people that the Government
is delivering real action and backing up the promises of the print and digital ads.
The tricks to getting the radio ads right is the balance between being too vague and too detailed.
People want proof but they don't want to be bombarded with actions and dollar amounts.
Hence, its the radio ads that will do a great deal of the heavy lifting. And if passible we should aim
to expose people to as many of the different pillar ads as possible as the cumulative impact of
hearing about all of the proof points is significant.

Not relevant

16 I Testing and optimising the budget campaign creative

Headlines

We're buildup a better futur
/ '~'Vre N 10 ing a better futur
for Soft rxAustruiiaus.
There was a strong preference for the headlines that mention the state. The other three were liked
significantly less.

TATn're build i ni a heger SA®

People like the idea of a better future. But they also want to know that things are happening now.
a

Tio that end, headline 2 is the optimal way forward.

Buildhid
- SA.
AN'e're hvec101nd hi our state
to bl.uiit.i a, better iuiare.

Not relevant

17 Testing and optimising the budget campaign creative

Not relevant

~tting the balance righ

People want detail, but the level of detail is the key.
V

They don't necessarily want dollar amounts and more so the greater the number of proof points
(especially if $ is all they hear in the media coverage of the budget).
Though some welcomed dollars as it implies scale and especially for the environment where, unlike
the other issues, the work is less finite.
3-4 proof points max per ad is ideal.

NI

And for each of the four pillars, consider what they told us:
Roads: mention the suburbs but not necessarily the roads
Hospitals: mention the hospitals and the actual regions
s

Environment: mention the work on coastal paths and nature based tourism
Education: mention the schools but currently there are too many proof points.

Getting the radio right will go a long way to driving success of the campaign.

Not relevant

19 I Testing and optimising the budget campaign creative

Digital, getting one message right

Th~M,
Q

N

In the second group, we asked people whether they would prefer the current ads that show the
promise or whether they would prefer the digital ads that show rotating proof points.
They all said that they would prefer the latter — as it's the proof points that matter most to them.

; WORKER WINS COMPO CLAIM
AGAINST TOP PRIVATE SCHOOL

N

So the decision is whether to shift focus....or have a mixture?

Mi. UM

Not relevant

20 Testing and optimising the budget campaign creative

TF-~ key findii~
r
V.

Direction 2 was strongly preferred. Direction 1 didn't work.

a

There was lots of genuine enthusiasm for the blue girl ad (though less for the other two). However
there was also a nagging sense that for some (a minority) that it was better but not best.

G

The girl signifies the future, the blue positivity and optimism.
The print ad (and the first and to some extent, second digital ads) are seen as generic and promises
with no proof.

6.

The pillar based digital ads are more resonant than the overall ad. In their current guise, "Show me
how" begins to shift the focus towards the desired proof.

We're building
abetter future for
all South Australians.
ctAinr+Ji.~:mall.m cr.Onr

`~ ~AlISVatll~

There was a strong desire for the digital ads to show the proof points.
The pillar based radio ads will be key. 3-4 proof points, most likely without dollar amounts.
Specific but not necessarily street names.
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N

People want proof, it's the proof points that are key. Though "record investment" is strong and
needs to be used in tandem with the proof points.

Not relevant

211 Testing and optimising the budget campaign creative

Not relevant
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Olah, Sam (DPC)
From:
Sent:
To:
Subject:

Not relevant

Tuesday, 18 June 2019 4:50 PM
Conti, Amanda (DPC); Ali, Jehad (DPC)
Post campaign evaluation

Hi Amanda,
Building on our conversation earlier, here's the plan for the post campaign research.
&
I understand budget is now at 7(1)(b)
so have taken my personal costs down and reduced the sample size slightly,
(c)
though not too much as we need to retain validity.

Details are as follows:

-

Sample size = 350
SA representative sample
10 minute questionnaire
Testing up to 4 ads (more if required)

Timings are as follows:

Draft Questionnaire to DPC

Friday 2151 June

Sign off questionnaire by DPC

Tuesday 25th June

Survey programming

By 301h June

Fieldwork

15t _ 51 hJuly (as quickly as possible)

Debrief

End w/c 81h July

Kind regards

Not relevant

Clause 6(1)
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Clifford, Rebecca (DPC)
Conti, Amanda (DPC)
Wednesday, 19 June 2019 11:04 AM
Clifford, Rebecca (DPC)
FW: Post campaign evaluation

From:
Sent:
To:
Subject:

Hey Bec,
Please see below timeline for the post campaign research to be undertaken by Not relevant
I'll be here until next Tuesday 25th, so I'll be able to finalise the questionnaire etc before I leave, but just to keep you
in the loop post me being here O
Thanks,
Amanda Conti
Marketing Strategist
Marketing, Government Communications
Department of the Premier and Cabinet
MClause 6(1)
E amanda.conti2(@-sa.gov.au ( W dpc.sa.gov.au
Level 12, State Admin Centre — 200 Victoria Square, ADELAIDE SA 5000

11iII1111
1
Information contained in this email message may be confidential and may also be the subject of legal professional privilege or
public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this document is unauthorised.

From: Not relevant
Sent: Tuesday, 18 June 2019 4:50 PM
To: Conti, Amanda (DPC) <Amanda.Conti2@sa.gov.au >; Ali, Jehad (DPC) <Jehad.Ali@sa.gov.au>
Subject: Post campaign evaluation
Hi Amanda,
Building on our conversation earlier, here's the plan for the post campaign research.
&
I understand budget is now at 7(1)(b)
so have taken my personal costs down and reduced the sample size slightly,
(c)
though not too much as we need to retain validity.

Details are as follows:
-

Sample size = 350
SA representative sample
10 minute questionnaire
Testing up to 4 ads (more if required)
1

Timings are as follows:

Draft Questionnaire to DPC

Friday 215` June

Sign off questionnaire by DPC

Tuesday 251h June

Survey programming

By 30th June

Fieldwork

I"-5th July (as quickly as possible)

Debrief

End w/c 8th July

Kind regards
Not relevant

Clause 6(1)
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Olah, Sam (DPC)
Ali, Jehad (DPC)
Wednesday, 19 June 2019 11:04 AM
Conti, Amanda (DPC)
Re: Approval: State Budget Campaign costs

From:
Sent:
To:
Subject:

Approved.
Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
M Clause 6(1)

1 E jehad.ali(@sa.gov.au I Wdpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Information contained in this email message may be confidential and may also be the subject of legal professional
privilege or public interest immunity. If you are not the intended recipient, any use, disclosure or copying of this
document is unauthorised.

On 19 Jun 2019, at 10:59 am, Conti, Amanda (DPC) <Amanda.Conti2(@sa.gov.au > wrote:
Jehad,
&
In addition to the below research costs, Not relevant have provided a cost of 7(1)(b)
(c)
campaign research.
Could you please provide approval to proceed?
Not relevant s total costs for the State Budget campaign are 7(1)(b) & (c)

Many thanks,
Amanda Conti
Marketing Strategist
Marketing, Government Communications
Department of the Premier and Cabinet
MClause 6(1)
E amanda.conti2(c7sa.gov.au I W dpc.sa.qov.au
Level 12, State Admin Centre — 200 Victoria Square, ADELAIDE SA 5000

1

for post
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Information contained in this email message may be confidential and may also be the subject of legal
professional privilege or public interest immunity. If you are not the intended recipient, any use, disclosure or
copying of this document is unauthorised.

From: Ali, Jehad (DPC)
Sent: Thursday, 13 June 2019 4:00 PM
To: Conti, Amanda (DPC) <Amanda.Conti2@sa.gov.au>
Subject: Re: Approval: State Budget Campaign costs
Approved.

Jehad Ali
Director - Communications
Government Communications
Department of the Premier and Cabinet
MClause 6(1)

E jehad.ali(@sa.gov.au I Wdpc.sa.gov.au

Level 12, State Administration Centre, 200 Victoria Square, Adelaide 5000

Information contained in this email message may be confidential and may also be the subject of
legal professional privilege or public interest immunity. If you are not the intended recipient, any use,
disclosure or copying of this document is unauthorised.

On 13 Jun 2019, at 3:57 pm, Conti, Amanda (DPC) <Amanda.Conti2(@sa.gov.au > wrote:
Hi Jehad,
Could you please provide approval for completing additional concept testing for the
state budget campaign through Not relevant
7(1)(b) & (c)

Thanks,
Amanda Conti
Marketing Strategist
Marketing, Government Communications
Department of the Premier and Cabinet
MClause 6(1)
2

E amanda.conti2(a),sa.gov.au I W dpc.sa.gov.au
Level 12, State Admin Centre — 200 Victoria Square, ADELAIDE SA 5000
<image001.png>
<image002.jpg><image003.jpg><image004.jpg><image005.jpg><image006.j
pg>
Information contained in this email message may be confidential and may also be the subject
of legal professional privilege or public interest immunity. If you are not the intended recipient,
any use, disclosure or copying of this document is unauthorised.
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Not relevant

ABN:16228786201

TAX INVOICE

MKR273

INVOICE #

PURCHASE ORDER # n/a
DATE

21St June 2019

BILLTO

Amanda Conti/Jehad Ali
Department of the Premier and Cabinet
Government of South Australia

7(1)(b) & (c)

Fees for the concept development and testing of the Budget campaign
creative: 4 groups

GST
Total including GST
Balance due

IeaSe Dav into:
Clause 7(1)(c)

Terms: 28 days net

Not relevant

Clause 6(1)
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State
Budget
Campaign

Government
of South Australia
Department of the
Premier and Cabinet
Confidential ity-I#-A#

The State
Budget.
The 2019/20 State Budget was handed down on Tuesday 18 June, outlining a number of major measures

contributing to building a strong foundation for South Australia's future, by creating more jobs, better services,
and lowering costs.
Not relevant
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We're

We're

building
a better
health

building

system.

a better
education
system.

We're

building
a better
environment.

so

4&
Government
of South Australia
Department of the
Premier and Cabinet
Confidentiality-I#-A#

~ C reative
~ strategy.
The creative strategy was underpinned by:
We're building a better future for
all South Australians
Not relevant

SHOW ME HOW

G—emmw
South Au%LIIW

Government
of South Australia
Department of the
Premier and Cabinet
Confidentiality-I#-A#

Research.

we're building
abetterfuturefor
all South Australian-,.
r n w

Concept testing.
In developing this campaign, 2 creative concepts and
multiple radio scripts were taken into focus group
based research to determine the strongest direction.

TheAdvert r
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We're

better

Government
of South Australia

Key findings.
•
Preferred headline: We're building a
better future for South Australians
•
Direction 2 theme was preferred due to
bright colours and the young girl to
signify the future
•
Digital execution showing the key areas,
rather than the broad message was
preferred.
•
Radio scripts included specific detail
withineach key investment area and
resonated strongly amongst all
participants.
Research demonstrated Direction 2,
while preferred, wasn't a strong
campaign.
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i-WORKER WINS COMPO CLAIM
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Department of the
Premier and Cabinet
Confidentiality-I#-A#

Research.
Stage 2 Concept testing.
Direction 2 was revised to show separate key
investment areas, utilising a young girl as
preferred in the initial testing. A 3rd direction
was also introduced, taking into account all
feedback from the initial testing.

Direction 3

Direction 2 Revised
We're

We're
building
better
roads.

We're

building
a better
education
system.

building
a better
environment.
SHOW ME HOW

~

Key findings.
•
Direction 3 strongly preferred
•
A range of people and imagery
showed clear delineation
between the investment areas
and signified change for all
South Australians.
•
Proof points within each key
investment area gave
reassurance and showed the
scale of the investment by the
Government.
Government
of South Australia

We're
building
a better
environmen
as rn.
O
s-.

W

Q

We're

We're
building
a better

building
a better
health
system. o

education
system.

s»

SHOW ME HOW

9

0
-

Micro level. detail: Proof points

We're
building
a better
health
system.

We're building
new Women's and
Children's Hospital

We're upgrading Modbury,
The Queen Elizabeth and
Noarlunga Hospitals.

We're reactivating
the Repat Hospital

Department of the
Premier and Cabinet
Confidentiality-I#-A#

54
Not relevant

MEASURING AND UNDERSTANDING THE
EFFECTIVENESS OF THE STATE BUDG ET
CAMPAIGN
I
fay
Debrief for The Department of the Premier and Cabinet
Prepared by Not relevant
July 2019

1) CONTEXT, OBJECTIVES AND
METHODOLOGY
What we did and why

2) RESEARCH FINDINGS
What we discovered

3) CONCLUSIONS
Summarising the key issues

Not relevant

O1. Context, objectives and methodology
The 2019 South Australian state budget was launched on the 18th June. It was
supported by a communications campaign that highlighted the investments that are
being made in education, health, education and the environment.
Research was required to measure and understand the effectiveness of the
campaign.

Not relevant
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Context
III

The South Australian state budget was launched on the 18th June 2019
To support the budget announcement, a communications campaign reinforced the story of record
investments in roads, the environment, education and health.

a
Government
of South Australia
Department of the
Premier and Cabinet

Comprising of digital, radio and press, the campaign ran for two weeks, from 18th — 30th June.
Research was required to measure and understand the reach and impact of the campaign.
KPI's for the campaign were as follows:
*

At least 20% of South Australians to be aware of 2 of the four investment areas (roads,
environment, health, education)

*

Recall of any of the radio ads at 15%
Recall of any of the digital ads at 10%

Not relevant
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The Project Purpose

To measure and understand the impact of the
demand management campaign. The extent to
Government
of South Australia

which it has increased awareness of what
constitutes an emergency and what to do if it is

Department of the
Premier and Cabinet

not an emergency whilst also increasing awareness
of alternative care options.

Not relevant
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Methodology

•

A web based survey using an online panel.

a

N=300, representative of the target population by age and gender.

s

Fieldwork was conducted between 1't — 4,h July 2019

Not relevant
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Who we tG::;ed ::o: A representative sample
GEN~2

="A

WORKING STATU

-

Male

49

Adelaide — North

29

Working full time

29

Couple with no children

13

Female

51

Adelaide — South

19

Working part time

19

Couple with children at home

26

Adelaide - East

10

Stay at home parent

9

Couple with children who have left home

18

Adelaide — West

9

Student

4

Single parent with children at home

Adelaide — CBD

7

Retired

27

Single person living alone [including divorced or

7

widowed]

21

6

Single person sharing with friends

6

18-24

11

Adelaide Hills

6

Not working

25-34

16

Yorke Peninsula/ Mid North

5

Looking for work

35-44

16

Eyre West/ Eyre Peninsula

3

45-54

17

Limestone Coast

3

TOTAL HOUSEHOLD
INCOME PRE-TAX

55-64

16

Barossa Valley / Lower North SA

2

Less than $20,000

9

65-74

18

Murray Mallee

2

$20,001- $40,000

26

75+

5

Victor Harbour

1

$40,001- $60,000

21

Fleurieu Peninsula / Kangaroo Island

1

$60,001 - $100,000

27

Riverland

1

$100,001 - $125,000

8

Other

2

$125,001 - $150,000

4

$150,001 or more

5

Single person living with parents

10

Other

1

Not relevant
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5

The ads we tested

We're building
a new Women's
and Children's
Hospital.

I SHOW ME HOW

O
Media Spend = $25.4K
We're
breathing
new life
into South
Australia's
parks.

Spend = $7.9K

Jr-

e're
"pgrading
T. ountry
ospitals
so patients
can be cared
forcloser
to home.

We're buildir
new public
schools in
regional SA.

We're
saving our
regional
coastline.

Spend = $9.21K
We're
building
a better
education
system.

Media Spend = $486

Roads radio= $11.1 K
Health radio= $11.1 K
Environment radio= $11.1 K
Education radio= $11.1 K
Regional radio= $15.6K

Spend = $16.6K

Not relevant
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The campaign in focus; its reach and the effectiveness of the executions.

Not relevant

Recall
z

Education radio

25%

15

Health radio

14

•
Roads radio
Environment radio

_

13

week campaign.
Radio provided the bulk of the

7

Roads digital

research, but was supported
strongly by digital.

C

Health digital

5

Regional radio

5

Environment digital

saw one of the ads, injust a two

10

Education digital

•

5

•
•

Regional Facebook
SAW ANY DIGITAL

22% of South Australian adults

11

HEARD ANY RADIO
SAW/HEARD ANY AD

20

The educationn ads were the most
resonant within their media,
environment the least.
Regional cut through was lower.
The reach Kpi for digital was 10%,
so that has been met
The reach KPI for radio was 15% ,
so that has been exceeded.

22

Regional ads scores are base on regional sample only
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Not relevant

Recall against norms - radio
Average spend per execution = $12K
Overall average = $54k

20%
18%
16%

15

19

14

14%

13

12%

10

10

Radio performed well against norms
considering its time in market and
budget.
Environment was the least heard.

10%

a%
6%
4%
2%
0%

Education radio

Health radio

Roads radio

Environment radio JOBEX (also a
short campaign

RADIO
AVERAGE

with a 50K spend)

Regional ads scores are base on regional sample only
Not relevant
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Recall against norms — digital
20%

Roads digital

$25,399

Education digital

$16,579

18%

Health digital

$9,204

16%

Environment digital

$7,902

14%

Regional Facebook

$486

AVERAGE DIGITAL SPEND

12%

$28,576

10%

8%

9
7
6

6%

The digital executions Performed about
on par given their spend and time in
market.
The regional ad had a lower cut
through.

5

5

4%

3

2%

■

Education digital

Roads digital

Health digital

Environment
digital

Regional Facebook

DIGITAL
AVERAGE

Regional ads scores are base on regional sample only
Not relevant
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Recall by age
% of "recallers" by age

Recall by age

100%

33

39

35
33.

Radio was consistent in its reach by
age whereas digital skews young/

20 20 21
16
13 12

J

1
Radio

0 18-34 z, 35-54

0%

Digital

55-74

75+

..I

.. .-.

.

I

Radio

Digital

■ 18-34 - 35-54

55+

Not relevant
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Ad impact: Roads radio
100%

N"

90%

16
23

80%

29
70%

29

30

21

60%

51
50%

50

40%

80%
70%

30%

58%

61%

59%

57%

20%

Roads radio was extremely effective. It
got the message across very clearly,
was new news and had a strong impact
on perceptions of the Government and
state.

10%
0%
It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly ` Agree slightly

Government

It made me more

It tells me that the

The ad got the

positive about the Government is helping message across clearly
future of the state

Neither agree nor disagree

to createjobs

Disagree slightly M Disagree strongly

Not relevant
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Adimpact: Education radio
100%

4a.,>

90%

11

7

80%

32

70%

47

42

44

37

47

60%

As with the digital ads, the Education

so%

43

40%
30%

30

32
20%

• 41%

37

43%

27

61%

36;
44%

message gets the message across but
that message is a little less resonant.
Perhaps due it being relevant to less
South Australians compared to roads.

46%

37%

10%
0%

It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly :: Agree slightly

Government

It made me more

It tells me that the

The ad got the

positive about the Government is helping message across clearly
future of the state

Neither agree nor disagree

to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Ad impact: Health radio
100%

0
10

90%
80%

21

31

24

29

41

36

70%
60%

40 `

so%
40%
30%

53:

48
64%

62%

39;

67%
54%

73%

43

Health radio again is another strongly
Performing ad.
ad that works on a
few levels.

52%

20%
10%
0%

It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly- Agree slightly

Government

It made me more

It tells me that the

The ad got the

positive about the Government is helping message across clearly
future of the state

Neither agree nor disagree

to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Adimpact: Environment radio
100%

2

90%

10
18

80%

23

25

28

70%

34

36
60%
50%

54

40%

67%
30%

62%

news. It was again a clear message that
resonated.

52%

47%

20%

76%

51

38

The environment radio ad was new

10%
0%

It made me think

It made me more

the Government is

favourably about the

positive about the

making things happen

Government

future of the state

It told me something It made me think that
that I didn't know

■ Agree strongly 7 Agree slightly

Neither agree nor disagree

It tells me that the

The ad got the

Government is helping message across clearly
to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Ad impact: Regional radio
100%
90%

10

14`

20:
80%
70%

29
41

36

60%

30

36

35

50%

28

40%

41:.
30%

46%

20%

32

28

21

•57%

57%

50%

Regional radio is about on par with the
other radio ads but a little lower on the
clarity of the message.

46%

39%

10%
0%

It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly Agree slightly

Government

It made me more
positive about the
future of the state

Neither agree nor disagree

It tells me that the

The ad got the

Government is helping message across clearly
to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Ad impact:. Roads digital
100%

1
P

90%

32

80%
70%

25
28

39
45

60%

48

Roads digital worked very well; in
telling people something they didn't

50%

50.,

40%

47
30%

65%

60%
52%

45%

20%

know in a clear way whilst also making
people realise that the Government is
making things happen.

33%

10%

o%
It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly

Agree slightly

Government

It made me more
positive about the
future of the state

Neither agree nor disagree

It tells me that the

The ad got the

Government is helping message across clearly
to create jobs

Disagree slightly ■ Disagree strongly

Not relevant
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Ad impact: Education digital
100%
90%

01"

11

14

80%
70%

23

27
34

60%

37

34
40

50%

Whilst not quite as impactful as roads ,
40%

51

45
30%

58%

64%

36
46%

20%

26

35
36%

32
43%

the ad still got the message across
clearly.

43%

10%
0%
It told me something It made me think that
that I didn't know

■ Agree strongly

It made me think

the Government is

favourably about the

making things happen

Government

Agree slightly

It made me more

It tells me that the

The ad got the

positive about the Government is helping message across clearly
future of the state

Neither agree nor disagree

to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Adimpact: Health digital
100%
90%

11

EP

10

80%

30

26
70%

41

40

32

43

60%

Compared to roads, the number of
people saying that the ad made them

50%

think the Government is making things
happen is slightly lower. Subject
related?

40%

51.
30%

61%

41'

36

51%

48%

20%

But once again the execution was
effective in getting the message across.

10%

J

0%

It told me something It made me think that It made me think
that I didn't know

It made me more

It tells me that the

The ad got the

the Government is favourably about the positive about the Government is helping message across clearly
making things happen

■ Agree strongly 7 Agree slightly

Government

future of the state

Neither agree nor disagree
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to createjobs

Disagree slightly ■ Disagree strongly

Not relevant

Ad impact: Environment digital
100%
90%

10

80%
70%

31

27

17
32

33

31

60%

10

10`:

12;

29

Environment digital is another

50%

effective ad that gets a message across
clearly that has a strong impact on
people's perceptions of the

40%
30%

55%

53%

20%

36'

32

37

27

54%

50%

• 47%

44%

Government and the future of the
state.

10%
0%

It told me something It made me think that It made me think
that I didn't know

It made me more

It tells me that the

The ad got the

the Government is favourably about the positive about the Government is helping message across clearly
making things happen

■ Agree strongly -7 Agree slightly

Government

future of the state

Neither agree nor disagree

to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Adimplact: Regional Facebook
100%
90%

11'

'.

12

14

80%
70%

34

40

36

36

60%

33
51

50%

Regional Facebook works well, though
40%

at a slightly lower level than the digital
ads.

19
30

30

30%

53%
20%

46%

17

30'
48%

48%

46%

• 33%
10%
0%

It told me something It made me think that It made me think
that I didn't know

the Government is favourably about the
making things happen

■ Agree strongly

Agree slightly

Government

It made me more

It tells me that the

The ad got the

positive about the Government is helping message across clearly
future of the state

Neither agree nor disagree

to createjobs

Disagree slightly ■ Disagree strongly

Not relevant
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Ad impact: The campaign as a whole
100%

man

90%
80%

21

31

27

35

70%

33

An extremely strong set of executions
that worked very well in telling the
budget story. And it was new news.
Without the campaign, knowledge
would have been significantly lower.

36

60%
50%
40%

70%

36;

61%

30%

35'
53%

48%

20%
10%
0%

The ads got the

It tells me that the It told me something It made me think that

message across clearly Government is helping that I didn't know
to create jobs

■ Agree strongly T Agree slightly

It made me more

It made me think

the Government is

positive about the

favourably about the

making things happen

future of the state

Government

Neither agree nor disagree

But it did more than that and made
South Australians believe that the
Government is helping to createjobs,
making things happen and driving a
positive future for the state.

Disagree slightly ■ Disagree strongly

Not relevant
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Which initiatives reached whom.

C~othatsaw+eard6dxTthedoloriadioadforapillar)

20%

17

18%

15

16%

14 14 14
14

14%

13

12%

9

10%

Roads and education reached all ages
equally whereas health was more
resonant for parent aged South

8%

Australians.

6%

The environment ads resonated
strongly with 18-34's.

4%
2%
0%

Roads

Education

Health

Environment

■ 18-34 - 35-54 55+
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Not relevant

Which pillars resonate the most?
It makes me think that the
government is making things happen

l00%

It tells me that the Government is
helping to create jobs

It made me think favourably about
the Government

90%

80%

70%

63

61
57

60%

so%

55

The road ads were
53

45

most effective in

52

demonstrating that
45

47

46

45

Government is
37

40%

making things
happen.

30%

Education was the
least impactful

20%

(relatively).
10%

0%

-Road Environment Health Education

Road Environment Health Education

Environment Health

Road Education

Not relevant
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02. Research findings
Reaction to the budget, attitudes towards the State Government and how the
campaign has affected opinion.

Not relevant

What have heard about in the 2019 State Budget
70,

59

60%

46

50%

40%

59% of South Australians had heard

33

about one of the pillars and the

30%

associated investment.
Roads were the standout issue.

19

20%

13
10%

0%

_.

The state budget

The state budget

The state budget

investment in roads investment in health/ investment in schools
hospitals

The state budget

NETT: ANY OF THE

investment in the
environment

FOUR

Not relevant
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What have heard about in the 2019 State Budget by
whether they saw/ heard any of the comms
90%

78

80%
70%
60%

63
53

53

50%
40%

32

30%
20%

Without the ads, awareness would be
much lower.
Exposure to the ads doubled awareness
for health, environment and schools.

10%

The state budget
The state budget
investment in health/ investment inroads
hospitals

The state budget
The state budget NETT: ANY OF THE
investment in the investment in schools
FOUR
environment

■ Haven't seen the comms

s Have seen the comms

Not relevant
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Number of initiatives heard about in the 2019 State Budget
50%

45%

41
40

35%

28

30%

The KPI of 20% of South Australians

31% (KPI was 20%)

25%

being aware of 2 or more Pillars was
exceeded, with 31% aware.

20%

15
15i

10
10%

6
5%

0%

0

1

2

3

4

Not relevant
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Number of initiatives heard about in the 2019 State Budget
by whether saw any of the comms
50%

47
Average if haven't seen any comms = 0.9
Average if have seen any comms =1.7

45%
40%
35%

28

30%

24

25%

22

20%

Exposure to the campaign doubles how
many pillars people were aware of.

17

15%

13

10%
5%
0%

0

1
■ Haven't seen the comms

2

3

4

_. Have seen the comms

Not relevant
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View towards the budget
50%

33% positive

45%

35% negative

40%

35%

32

30%

Reaction to the budget was split, with

23

25%

32% admitting that they didn't know

20

enough about it.

20%

15%

12
10

10%

s%

3

0%

Excellent

Very good

Good

Not very good

Not at all good

I don't know
enough about it

Not relevant
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yew towards the budget by whether saw any of the comms
so%

Seen comms: 52% positive

Seen comms: 37% negative

Not seen: 28% positive

Not seen: 35% negative

45%

I
38

40%

37

35%
30%

27
The advertising has a strong impact on

25%

22

perceptions of the budget.

20%

16
13

15%

10
10%

s%

7
---

7

It makes people almost twice as
11

positive towards it.

-

2

0%

Excellent

Very good

Good

Not very good

Not at all good

I don't know
enough about it

■ DIDN7 t see any of the comms

-- DID see any of the comms

Not relevant
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People's interaction with the budget

Around half of South Australians are
passive when it come to the State

42

Budget. 42% personalize it whilst 11%
actively investigate it.

33

14
11

I take no notice of it

I hear bits and pieces about it

I look for the parts that are

I take an active interest in

but take little interest

relevant to me/ my family

finding out about a lot of what
it contains
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Not relevant

People's interaction with the budget by age
14

13

35
I take an active interest in finding out

33

about a lot of what it contains
54
I look for the parts that are relevant to

18-34's are the least engaged with the

me/ my family

budget. Engagement increases with
age.

hear bits and pieces about it but take
little interest
■ 1 take no notice of it
21

18-34

35-54

55+

Not relevant
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Ad recall
% that recalled an ad by how they
interact with the budget

% that recalled an ad by age

A key positive; recall of the campaign
is equally high with the less engaged
18 -34's.
The campaign reaches a good
28
21

22

22

28

19
6

18-34

35-54

55+

1 take no notice of
it

proportion (19%) amongst people who
have little interest. A positive story to
people who wouldn't otherwise have
looked for it.

I hear bits and I look for the parts I take an active

pieces about it but that are relevant interest in finding
take little interest to me/ my family out about a lot of
what it contains

Not relevant
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Feeling towards SA government and the economy by
whether saw any of the comets
Seen comms: 17% negative

Seen comms: 73% positive

Not seen: 28% negative

Not seen: 53% positive

39
33

And the ads also work at a higher level.
People who have seen them are much

30

more likely to be positive towards the
19

Government and the economy.
15

13
6 6

9

6

0 - Extremely Very negative
negative

(1,2)

4

Quite

Neutral (5) Quite positive Very positive

10 -

negative (3,4)

(6,7)

Extremely
Positive

■ DIDN7 t see any of the comms

(8,9)

-` DID see any of the comms

Not relevant

37 1 Measuring the effectiveness of the State Budget campaign

Level of agreement that the S)tate Government is committed to
creating jobs, improving services and lowering costs
Agree = 48%

70%

Disagree = 23%

60%
50%
41
South Australians believe that the
Government is committed to creating
jobs, improving services and lowering
costs.

40%
29

30%
20%

12
10%

11

7
aAgree strongly

Agree slightly

Neither agree nor

Disagree slightly

Disagree strongly

disagree

Not relevant
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Level of agreement that the State Government is committed to creating
jobs, improving services and lowering costs by whether seen comms
Seen comms: 65% agree
Not seen: 43% agree

Seen comms: 19% disagree
Not seen: 24% disagree

54

33

Seeing the ads takes people from the
middle ground on not knowing into a
positive mindset.
15
12

11

11

a

6

Agree strongly

12

Agree slightly

Neither agree nor
disagree

■ DIDNT t see any of the comms

Disagree slightly

Disagree strongly

DID see any of the comms

Not relevant
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Confidence in the future of SA economy by whether saw
any of the comms
Seen comms: 69% positive
Not seen: 45% positive
I

Seen comms: 31% negative
Not seen: 55% negative

~

1

46
42

Confidence in the future is higher if

31

they have seen an ad. And negativity is
much lower.

23

9
4

4

0
Extremely confident

Very confident

Quite confident

■ DIDNT t see any of the comms

Not very confident Not at all confident

7 DID see any of the comms

Not relevant
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Attitudes towards Government communications
100`,0
15
25
19

42

South Australians want to hear about
the Positive initiatives from the

• 81%
60%

sox

39

Government. If they don't hear, 60%
assume that they are not doing
anything. And 54% don't hear much.

0%
I want to hear about the positive

If I don't hear anything about

things that the State Government what the State Government is
is doing

Generally, I don't hear much
about what they are doing

doing, I assume they are not doing
very much

■ Agree strongly

- Agree slightly

Neither agree nor disagree

Disagree slightly

■ Disagree strongly

Not relevant
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03. Conclusions
How people think, feel and act with regards to emergency departments

Not relevant

n summary
Nearly a quarter of adult South
Australians saw the campaign in a t

•

week period

Given the spend and time in market, the radio ads Performed strongly, the digital ads about on par. Reach
KPI's were met.

The radio ads drove recall with digital
playing a supporting role. Radio ads

Each of the ads was very effective, especially the radio ads. The campaign as a whole worked on a number of
levels; it got the message across clearly, was new news for most but also had a very positive impact on
perceptions of the State Government.

performed above average compared to
norms.

Exposure to the ads increased knowledge of the budget; people that had seen the ads had double the
awareness of the health, environment and schools investments.

The ads were very effective in getting the
message across, telling people something

Exposure to the ads made people think differently, about the budget, the Government and the state.

they didn't know and having a strong
knock on impact on perceptions of the

•

Government

the Government and the Economy. They
Like and want good news.

52% of people that had seen an ad were positive towards the budget, compared to 28% amongst those that
hadn't seen an ad. 65% agreed that that the State Government is committed to creatingjobs, improving
services and lowering costs if they had seen an ad, compared to 43% if they hadn't. 69% were confident about
the future of the SA economy if they had seen an ad, 45% if they hadn't.

ogle that saw the campaign were much
more positive about the budget but also

22% had seen or heard one or more of the ads. Education radio had the highest cut through of any of the
executions at 15%, followed by Health radio and Roads radio.

•

In conclusion, an extremely effective campaign that achieved a lot in a very short timeframe. People in SA
want to hear about the positive things that the Government is doing (81% agree) because if they don't hear,
many (60%) assume that nothing much is being done. 54% agree that they don't hear much.

Not relevant
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