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Sell-out of the ABC by its trustees? 

There has been an outcry in the media about plans to join the 

ABC's future to Telstra's, and an outcry about Senator Alston's 

leaked directive re ABC management in a letter to board 

chairman, Donald McDonald. 

At the same time good news about the ABC abounds. We 

know that 92% of Australians rate the value of the ABC to the 

Australian community as valuable. We know that average 

production costs for both radio and television are around 

0.4% of those of the commercial stations and networks. We 

know that there are twice the number of Australians who rate 

the quality of ABC television programs 'good' as for their 

commercial rivals - 87% to 43%. And we also know that while 

the cost of the BBC per day per person is the equivalent of 33 

cents a day, we pay 7.7 cents. 

It was sad therefore to hear the minister responsible for the 

funding and well-being of the ABC, Senator Alston, tell Paul 

Barry on Media Watch 21/2, 'I think in terms of modern 

management practices the ABC is languishing badly with 

comparison with people like the BBC, I don't think it has the 

same efficiency ethos that others do.' Note that while Senator 

Alston is responsible also for commercial radio, we have not 

observed him judging those 'ranting for reward'. 

Strange, isn't it, how the private sector is self-regulated, ill-

supervised, exploitative and shielded from competition, while 

the public broadcaster is to be hog-tied in its planning and 

performance by boards of 'independent experts' and thrown 

to the commercial wolves for its funding. 

The ABC is built on trust 

The ABC is still thought to be free of the influence of 

corporations and not in the business of tailoring its programs 

for sponsors. But one-fifth of its operating expenses now 

comes from sources other than parliamentary appropriations, 

and the submission from ABC management and Board for the 

next triennium includes an offer to raise a further $40 million, 

which would bring the total operating revenue from 

'independent sources' to $180 million. 
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Thus the ABC is becoming increasingly dependent on a variety of 

commercial sources. The ABC is built on trust. If the foundations 

are eaten away and the building begins to crumble, it will be only 

a question of time before what we have is only a facade. 

The ABC has to be properly funded from the public purse. It is 

held in such high regard by the Australian people - remember 

that 92% - that paying for it from taxes must be a proper measure 

for any government. 

We are riding high economically and are told we can look forward 

to a more efficient tax system. We are not living in a third-world 

country. 

We cannot afford not to have a robust and fearless public 

broadcaster wholly funded by the Parliament to which it is 

accountable. This is a message every one of us must send - by 

letter or phone - to our federal MPs and to the Prime Minister 

and Cabinet before it is too late. 
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The ABC Board - trustees for the people of Australia 

David Bowman comments on Senator Alston's leaked letter to 

Chairman Donald McDonald. 

This is taken from an article in The Adelaide Review 2/2000 

There is another reference to which the minister points. He 

says that this ... 

specifically allows the minister to furnish the board with a 

statement of government policy 'on any matter relating to 

broadcasting or any matter of administration', and the board 

is then required to give it proper consideration. 

So, he asks innocently, what is all the present fuss about? 

He knows well enough. It is about his motives and intentions. 

It is, to repeat, the duty of the ABC board to preserve the 

Corporation's independence. The managing director, Brian 

Johns, who is to retire next month, says it is vital (his word) to 

the independence of the ABC that programming and internal 

budget decisions continue to be the preserve of the 

broadcaster itself. 

And it is just such decisions that the minister is trying to 

encroach upon. He is acting for a government which, as the 

ominous words of a leaked cabinet document showed two 

years ago, seeks changes: 

'to give us the ability to influence future ABC functions and 

activities more directly.' 

Well, if the ABC board members remember that they are 

trustees for the public, they will be wary indeed of Senator 

Alston's Trojan horse. There is a previous case of a minister 

barging into this no-go area of ABC but it remains relevant. 

We must go back to May 1970, and the Gorton government. 

The ABC had sent its budget request to Alan Hulme, the 

relevant minister. He told the ABC chairman, Robert Madgwick, 

that he would pass this on to the Treasurer with the advice that 

it be reduced by $500,000, at least half the sum to be taken out 

of television current affairs. The account that follows here is 

based on This is the ABC, Ken Inglis's indispensable history 

published in 1983. 

The ABC commissioners (predecessors of today's board 

members) are under no illusions about the implications in the 

minister's action and were resolute. They prepare a reply telling 

Mr Hulme that while they recognise the government's right to 

make the ABC live within whatever overall budget is granted, it 

is they, the commissioners, who have to decide how the budget 

will be divided up. 

The six commissioners who can get to Canberra wait on Mr 

Hulme. The ABC staff back them up; the Leader of the 

Opposition, Gough Whitlam, raises the matter in parliament; 

newspapers in several states defend the ABC. Five days after 

the meeting between minister and commissioners, ABC staff 

hold a mass meeting of protest. On the same day, the minister 

capitulates. Sir Robert Madgwick issues a statement that the 

reduction proposed would have been completely unacceptable 

to the commission. 'The time had come when we had to dig in 

our toes', he said later. 

And all those ABC commissioners who stood up to the Liberal 

minister had been appointed by Liberal-Country Party 

governments. 

DAVID BOWMAN 

Little by little, the ABC dies 

Stewart Fist, Information Technology journalist with The 

Australian, examines how politicians and executives manage 

unpopular change in an age in which they have lost public 

trust. 

... the thin-end-of-the-wedge approach when something 

nasty is being introduced, and salami-slicing when good 

things are being taken away. 

This thin-end-of-the-wedge approach to commercialising the 

ABC is only one aspect of what has become common practice in 

government and political circles, and in many public and mutual 

organisations (notably AMP and NRMA). 

In the last week alone I could point to stories about CARE 

workers in Somalia and Serbia who were asked to help with 

military monitoring. It compromised all international 

humanitarian missions -- but only a little! 



Incrementalism is a well-understood technique of governance 

that is effective when executives and politicians need to force 

through change against public opposition. Incrementalism has 

two subdivisions: the thin-end-of-the-wedge approach when 

something nasty is being introduced, and salami-slicing when 

good things are being taken away. 

The whole point of incrementalism is to be unobtrusive so, 

when a story hits the front pages of the newspaper, the tactic 

has partly failed. Then there is a need to go public, 

characterise objectors as zealots, purists, or fanatics, and say 

everyone is overreacting. This last claim has the uncommon 

virtue of truth. 

Opponents of incremental change have no choice but to over-

react. Increments always increase when the first change has 

been adopted. The only successful tactic is to cut off 

incrementalism at the earliest possible moment. 

Bureaucrats and politicians know most people have a high 

threshold of annoyance, and require attacks on their personal 

well-being before they respond and participate in counter 

measures. So the whistleblower can always be isolated and 

labelled difficult, or someone with a bee in their bonnet. You 

might think I am talking in circles here about the deal 

between the ABC and Telstra over Internet content, and 

you'd be incrementally right. 

To me, the media (and particularly the ABC) is the 

infrastructure of Australian democracy, and I want it to be as 

pure as possible. 

 

Do not be fearful! Do not be fearful! Trust in the ABC, just as 

our audiences trust in the ABC. Stand firm, stand fast! Brian 

Johns, on the Telstra deal. Media Report RN 17/2/2000 

 

SBS also revealed that for almost a year AustAid told the 

Australian government Indonesian militia were incrementally 

murdering Timor's opposition. Indonesia correctly judged that 

daily massacres of 10 to 20 people would be below Australia's 

threshold for action. We have a remarkable tolerance for small 

massacres among non-European people. 

Then there's the Australian Broadcasting Authority's cash-for-

comment report on John Laws and Alan Jones -- an example of 

a system finally reaching the thick end of the wedge, where it is 

impossible to pretend it hasn't been noticed. 

When the wedge has been driven in far enough to be widely 

noticed and bought to public attention, there are a number of 

standard and predictable defences. 

Globalisation and world's best-practice are always good lines to 

trot out. We are told Australia must follow the pattern of other 

countries or be left behind. Communications Minister Richard 

Alston used this line to claim the ABC is only following the BBC's 

lead in flogging its online material. 

(continued on next screen) 

 

Little by little, the ABC dies(cont) 

But the UK government modified the BBC's Act specifically to 

include online services in its strict editorial guidelines. That 

hasn't happened with the ABC, which is why the Telstra deal 

slid past the guard-dogs despite seven months of secret 

negotiations. 

So even if the Telstra site's ABC news pages don't carry ads, the 

main advantages to Telstra for its $66 million gift is the ability to 

identify ABC users and profile them. Telstra can also exploit the 

ABC's credibility and deploy advertising around the index pages, 

which are essential repeated-access links in any online 

deployment. 



The second ploy of snake-oil incrementalists is to claim that the 

integrity of the institution will be protected by China walls, 

firewalls or quarantining. They maintain it is possible to 

partition one section of an organisation from the others, and 

prevent any payola pollution from permeating the barrier of 

editorial independence. 

This is complete corporate clap-trap, and everyone in business 

knows that, but it gets trotted out regularly by politicians. 

Editorial independence at all levels in the ABC is constantly 

subject to funding threats, and news and current affairs have 

regularly fought battles to block back-door deals. Government 

apparatchiks tend to have a budget-centric mentality, which 

becomes especially dominant when they are reaching the limit 

of their terms, but are not yet ready to retire. 

A third ploy is to claim that rules of editorial and accountancy 

separation no longer apply. In the Telstra-ABC case, board 

member Michael Kroger suggested full privatisation of the 

ABC's online division, and both the managing director and the 

minister imply Internet deals are not as relevant as flogging the 

credibility of television and radio programming. 

In fact, Internet compromises are potentially much worse. 

As an advertising medium, the Internet is introducing serious 

problems of privacy because it is interactive. Privacy is not a 

problem with conventional radio and television broadcasting 

because the channels are one way. 

Everyone can see that the commercial value of the Internet lies 

with its unique ability to identify individuals, and later target 

them with advertising tailor-made to suit their requirements 

and interests. For this to happen, individuals must have a 

personal profile, which can only be constructed by computers 

using feedback techniques of the DoubleClick variety. 

Another ploy of incrementalists is to cast a few red herrings to 

hide the stink of their own fishing. The ABC-Telstra deal comes 

littered with more dead herrings than the rivers of Romania. 

Brian Johns told the Australian Mobile Communications Congress 

he was confident the ABC's board would shun advertising of any 

sort, and that raising 'the spectre of advertising is a false and 

misleading issue in this debate'. 

Rubbish. 

The ABC cannot continue to be only a broadcaster, he said. 'It will 

be a benchmark deal if it comes about.' Apparently the 

arrangement with Telstra places 'real value on ABC content' (ie 

money value) and gives the organisation a leg up into broadband 

services. 'The ABC had to focus on revenue raising services,' Johns 

says. 

We heard that story a few years back with ABC manoeuvres in 

pay television. 

These assurances come from a man who committed SBS to only a 

little bit of corporate sponsorship (never advertising). He was 

commercialising SBS at the time David (Horatio) Hill was watching 

over the ABC series called Holiday (travel with contra deals), 

Great Ideas (funded by Telecom and mining companies) and 

Everybody (a life-style program funded by snack-food and fast-

food companies). 

When Johns replaced Hill at the ABC, he presided over the 

outsourcing of A River Somewhere (with obvious label promotion 

of fishing reels and grog) and Sports Australia, for which sports 

marketing companies were invited to kick in $10,000 to $15,000 

per episode. 

In the past week, the Play School staff and presenters have been 

fired, presumably to be replaced by someone willing to make 

choo-choos out of Coke or Pepsi cans. Or better still, they might 

incrementally drop toy-making using cotton-reels and cardboard 

boxes in favour of playing with the real thing: plastic Bananas in 

Pyjamas from ABC Enterprises, or perhaps GI-Joes with machine-

guns from Toys-R-Us. 

STEWART FIST, The Australian, 15/2/2000 



A moral minefield 

Shocks from the proposed ABC/Telstra deal continue to bounce 

around the print media. Most trenchant and informed of the 

critics is STEWART FIST of The Australian. 

Below are discrete excerpts from his column of 29/2/00. 

The ABC has suffered such severe cutbacks that it needs every 

source of outside money it can get. 'Who pays the piper calls the 

tune' is the appropriate adage here. The problem with subtle or 

overt commercialisation of the ABC is not so much the intrusion 

of business, but the power that can be exerted over the 

corporation once it starts to depend on outside funding. 

 

But when a choice needs to be made between integrity and 

reducing output or abandoning expansion plans, some ABC 

managers and staff opt for a little bit of prostitution on the side, 

hoping the public and the more puritanical journalists won't 

notice. 

 

'The public can be confident about such a deal because the ABC 

has strong editorial guidelines'. 

In fact, the ABC's editorial guidelines aren't at all strong, and 

they aren't always observed. The main problem is not with the 

guidelines but with the lack of enforcement by management. 

The recent history of the ABC shows that guidelines are only 

maintained by those working at the coalface of news and current 

affairs. 

Usually, management is openly on the side of the breaches, 

because a bit of commercialism or compromise makes their 

lives easier. 

The name John Millard comes to mind. He was the 

whistleblower who was 'victimised' by management for 

exposing some of these practices. 

 

If ABC management had any real vision of the importance of the 

Internet to schools in Australia, and any real sense of public 

service, it would see its own online portal as one of its three key 

function in the future -- alongside radio and television services. 

In combination with SBS (which has its own material and access 

to language translation), the ABC could establish one of the 

world's great Internet sites and one of the world's most trusted 

sources, in a global Web saturated with commercialism and 

rubbish. 

Only two or three organisations in Australia have the 

wherewithal to develop substantial portals -- the ABC, Telstra 

and the Packer-Microsoft venture. 

Of these three, only the ABC can mount a non-commercial 

portal with substantial content and with a high level of integrity. 

So the ABC is flogging off its unique advantage -- the 

trustworthiness of its news and current affairs -- just to make a 

quick buck. In doing so, it is also boosting the portal potential of 

its primary competitor, and reducing its own role. 

Media monitor Media Watched 

Keen readers with good memories will recall the frustration with 

which we have had to confront the vitriolic outpourings of 

Michael Warby, late head of the media unit of the Institute for 

Public Affairs, against the ABC, as in this choice piece from the 

February Adelaide Review: 

'It has long been an open question which group or institution in 

Australian public life engages in behaviour most worthy of 

contempt. 

  

His list goes on to include all trade unions, the Australian 

Conservation Foundation, Greenpeace, Oxfam and Community 

Aid Abroad with their 

'massively overblown reputation for altruism and their almost 

a complete lack of accountability to do their bit to trash 

Australian national interest'. 

'Schadenfreude' best describes our feelings when Paul Barry on 

Media Watch 28/2/00 revealed that Warby had plagiarised a 

400 word story from the Internet about Jane Fonda's 



Is it the ABC, paid for by the taxes of all Australian but which 

deigns to flatter the opinions only of a narrow slice (and to sneer 

at the opinions of a much larger slice), whose staff are currently 

whining that the Party of Menzies will not give it more public 

money when sneering at all Menzies stood for, is the posture of 

choice for so many ABC staff: a spectacle at once unctuous and 

pathetic?' 

Warby adds to this list 'humanities and social science academia, 

using the taxes of working-class families to fund middle-class 

advantage' and purveying 'an obscurantist pomposity that sneers 

at human achievements past and present in order to polish an 

overweening moral vanity? ' 

'treachery' during the Vietnam War, adding moral indignation 

that she had recently been given a prestigious award. Not only 

this, but the story was shown to be a hoax and totally 

discredited. 

The next day Warby was stood down from his position as 

director of the Institute of Public Affairs Media Monitoring 

Unit. 

What exquisite irony. 

Challenge to the Federal Government 

In its submission for the ABC budget for the next triennium, the 

ABC has delivered a challenge to the federal government and an 

imaginative vision for the future which only the ABC could 

provide. 

The ABC has pledged to greatly extend TV, radio and online 

services in rural Australia and to introduce new state-based TV 

channels using digital technology if the Government will reverse 

its funding cuts of three years ago. 

As well, it has said it will boost Australian content from 55% to 

60% with more drama and children's programs, start an online 

music channel, double its radio drama output and extend the 

reach of Radio Australia. 

The ABC's rural plans include a new daily rural news television 

program and a prime-time weekly TV program about regional 

Australia. Coverage of Triple J and News Radio would be 

extended to towns of 10,000 or more. 

It would use the digital spectrum to introduce state-based news 

and current affairs programming on a new ABC plus channel, 

which would also show more children's programming. 

This money for content, amounting to over $200m over three 

years, is on top of the amount needed to convert to digital 

television. This is being funded from the ABC budget and 

property sales; the Government, despite its promises, has 

provided only $20m - the same as it gave to SBS -for digitisation. 

  

The ABC has lobbed the ball strongly into the Government's 

court. If the money is not forthcoming, it is the Government 

which will have deprived us all, and especially the people in 

rural and regional Australia, of some wonderful opportunities. 

And we'll look very silly with a wonderful new delivery system 

and no content. 

Source: W/E Australian, 19-20/2/00 

'Return to public boadcasting' NZTV is told 

The state-owned Television NZ has been ordered to 

abandon its predominantly commercial objectives and 

concentrate on being a public broadcaster. NZ's new Prime 

Minister, Helen Clark, said that the two commercial (state) 

channels had put the pursuit of profit before public 

responsibilities under the nine years of conservative 

government rule. 

The NZ government will establish a charter for TVNZ which 

will bring 'pubic interest objectives to the fore' said Ms Clark 

in early February. 'Ministers wish to see TVNZ offering more 

programming reflecting New Zealand perspectives, culture 

and identity.' 

We will watch developments on the other side of the 

Tasman with great interest. 

 



ABC tops the list of all public broadcasters 

When a public broadcaster has to take commercial funding in 

order to survive, it is forced to become more populist and to 

reduce its public service role. 

McKinsey, a firm of UK consultants, has compared public 

broadcasters world-wide in this respect. 

One of the more interesting conclusions of their number-

crunching is that there is an inverse relationship between a 

broadcaster's dependence on advertising revenue and the share 

of programming given over to factual, cultural and children's 

programming, the traditional fare of public broadcasters. 

Somewhat surprisingly is the fact that the ABC actually tops all 

public broadcasters in its commitment to this traditional fare, 

exceeding even the BBC, which is also a non-advertising 

medium. The most populist mix of a 

public broadcaster in a competitive market is Denmark's TV2, 

which derives 72% of its operating income from advertising. 

However, on the McKinsey definition, TV2 allocates 40% of its 

programming to traditional public broadcasting programs 

compared with 70% for the ABC and 60% for the BBC. 

The McKinsey analysis suggests that the extent of populist 

programming on advertising-dependent broadcasters has been 

increasing with the passage of time. Consequently there is 

evidence to support the proposition that advertising would 

change the ABC into a more populist broadcaster. 

Max Walsh, The Bulletin, 30/11/99 

The same could be predicted of any form of reliance on 

commercial funding, not just advertising. 

 

 

 



Gladys 

Was it broke? 

We won't get into the Is-this-the-end-of-Playschool-as-we-know-

it debate (although Gladys' grandchildren will be keeping an eye 

on it for us). WeÕll leave that to Eloise 9 and Jocelyn 8 (from a 

letter in The Age). 

Dear ABC Playschool, I don't think it's fair that you think old 

people can't go on the show. I think it's great how it is. If you 

think old people can't be on the show then you have a problem. 

Gladys couldn't agree more. 

Sandwich box carriers of Australia unite! 

Did you know that the McDonald's catering contract with the 

Olympics forbids the taking in of your own packed lunch to any 

venue? Such is the power of the corporations. 

We have no qualms in inciting all you ticket-holders out there to 

join together to protect individual freedom and smuggle in your 

lunchboxes. Better still, flaunt them at the gates and enjoy the 

pandemonium. 

Collecting for Laws 

This year's Gay and Lesbian Mardi Gras parade will feature a 

special tribute to radio king John Laws. Sydney Confidential has 

learned that the Friends of John Laws, carrying buckets, will 

collect money which they hope to give to the radio king. 

'He hasnÕt said too many nice things about gays and lesbians 

over the years so hopefully we'll raise enough to get some 

favourable comments in the future,' a Friend said. 

Daily Telegraph, 23/2/00 

Cost you money but I'm available 

Even before the release of the findings of the Australian 

Broadcasting Association's investigation into 'cash for comment', 

John Laws manager had attemped a new deal which bore an eery 

similarity with the deal with the banks. 

John Fordham offered the services of John Laws to endorse 

SOCOG'S ticketing program after Laws attacked on air SOCOG's 

choice of ambassadors to spruik Games tickets. These included 

From the manager of Radio Australia 

Thank you very much for your support. Your article [summer 

issue] is spot on: it is not too late! 

We know the government is going to sell or lease the Cox 

Peninsula transmitters, and we know a 'Bill on International 

Broadcasting' is going to be introduced shortly to Parliament. 

In neither case is there provision for Radio Australia to be 

guaranteed any airtime. Senator Alston has repeatedly stated 

the ABC can have access-commercially- to the transmitters 

once they are operational again. But there has not been any 

promise of adequate funding to insure this. 

Without additional transmitting funds, we will find ourselves 

in a very weak position. The ABC/RA will not be able to 

compete with the more hungry and wealthy competitors such 

as the BBC or others who are keen to start broadcasting from 

Cox next year. 

We have no doubt that Cox will be reopened but, without 

adequate transmission funding, Radio Australia will not have 

access to the facility. 

In a way, we will be in a worse situation than we are now. Not 

only will we still be without a voice in Asia, but our 

competitors will now have access to our facilities. 

Thank you once again. 

JEAN-GABRIEL MANGUY, Radio Australia 

In further correspondence with Mr Manguy we commented 

on Australia Television, which was set up by ABC and later 

bought by Seven. A recent program on religion caused great 

offence in Indonesia: 

The Channel Seven episode is very significant. I have just 

returned from the Solomon Islands where I was providing 

some much needed media training. I had the opportunity 

to watch Australia Television and, like many expatriate 

Australians I met, I must admit that I was appalled at the 

way Australia is now portrayed overseas: old episodes of 

'Home and Away' and 'Country Practice', wall to wall sport, 

ocker-type shows, etc...what a poor reflection of the 

vibrant cultural (multi-) life of our country! 



rugby union captain John Eales and former Sydney Swans player 

Tony Lockett. 

'They're terrific fellows and great footballers but they couldn't sell 

icecream in hell,' Laws told his audience. 

'If you want to sell tickets, get salesmen to sell it. I'm available - cost 

you money, but I'm available. If you want to flog tickets, do it the 

right way.' Mr Fordham said that Laws had no involvement in the 

approach to SOCOG and was unaware of it. 

SMH 7/2/2000 

 

Who was it? 

In a response to a letter attacking the ABC for being anti-

conservative, Kirsten Garrett, staff-elected Board member, offered 

this intriguing titbit: 'Mr Wright clearly likes his world and ideas kept 

simple and unchallenged. Will he take a little comfort in the 

knowledge that one on-air staff member has the crown tattooed on 

her breast as a celebration of her fascination with the Queen? True.' 

SMH 21/1 

 

JEAN-GABRIEL 

  

Cash for Content 

The Telstra deal 

These days sponsors, advertisers and patrons rarely have to make 

their requirements for program content explicit - the recipients of 

their largesse soon develop a sense for what is acceptable and 

what is not. It is really not necessary for the purchaser to have 

regular meetings 'to discuss the mix and variety' of content. It is no 

longer necessary to specify, as the ABC/Telstra document does, 

that the ABC must consider Telstra's 'reasonable suggestions' about 

this mix and variety. If the ABC wants the Telstra dollars to keep 

flowing, it knows it must do more than just listen to 'reasonable 

suggestions'. 

Erik Barnouw, author of the definitive three volume history of 

broadcasting in the United States, underlined this significant point 

The Telstra / ABC deal is not your typical sponsorship or 

advertising agreement, but it does retain the essential 

features. In a typical commercial television situation the 

sponsor buys the right to place his advertisements on the 

broadcaster's medium and next to the broadcaster’s 

content, in the belief that people drawn to the content will 

also see the advertisements. In the Telstra/ABC deal the 

sponsor buys the rights to reproduce the broadcaster's 

content on his own medium, in the belief that people drawn 

to the content will see advertisements on the Telstra site. 

While this is still essentially a sponsorship deal, with all the 

implications for ABC independence that sponsorship means, 

it doesn't look like one at first glance. You won't hear any 

Big Pond advertisements on ABC Classic FM, and The Bill 

won't be interrupted by offers of a free set of steak knives 

when you buy a mobile from Telstra. True, the ABC will flog 

Telstra products in its shops, and vice versa, but there will 



in the introduction to his book - The Sponsor: Notes on a Modern 

Potentate: 

'According to some network executives, he (the sponsor) no longer 

makes decisions that deal with programming. Spokesmen for 

sponsoring organisations tend toward similar statements, but with 

a difference. They say they don't want to control programming, but 

insist on the right to decide with what programs their names or 

commercials will be associated. They leave it to broadcasting 

companies to provide suitable settings for this participation. The 

broadcasters do so. 

'Perhaps all they are saying is that sponsorship has become so 

essential, so crucial to the whole scheme of things, that 

interference of the old sort is no longer necessary. A vast industry 

has grown up around the needs and wishes of sponsors. Its 

program formulas, business practices, ratings, demographic surveys 

have all evolved in ways to satisfy sponsor requirements. 

He has reached the ultimate status: most decision making swirls at 

levels below him, requiring only his occasional benediction at this 

or that selected point. He is a potentate of our time'. 

be no commercial content on air. True, the index page for 

the ABC news on the Telstra site will be plastered with ads, 

but they won't find their way onto radio or television. 

So there are some significant differences about this 

sponsorship deal, but the fundamentals remain. Telstra will 

pay the ABC $13.5 million a year, plus a percentage of the 

advertising revenue that it generates from its website - the 

same website that carries ABC content. If the ABC wants to 

keep this income stream it will need to pay very close 

attention to the 'reasonable suggestions' of one of 

Australia's largest and most powerful companies. 

When the Senate begins its Cash for Content inquiry will the 

Senators remember that 'Whose bread I eat, his song I 

sing'? 

DARCE CASSIDY President FABC SA 

Valuing our ABC 

Good news about the ABC abounds. We know that 92% of 

Australians rate the value of the ABC to the Australian community 

as valuable. We know that average production costs for both radio 

and television are around 0.4% of those of the commercial stations 

and networks. 

We know that there are twice the number of Australians who rate 

the quality of ABC television programs 'good' as for their 

commercial rivals - 87% to 43%. And we also know that while the 

cost of the BBC per day per person is the equivalent of 33 cents a 

day, we pay 7.7 cents. And audiences have crept up annually, 

despite the advent of pay TV. 

For four years and more the ABC has been doing more with less, 

often with a brilliance that takes the breath away. While struggling 

to deal with huge budget cuts and planning for an uncertain future, 

it has never used its networks to campaign for itself (as David Hill 

did in the 8 cents a day campaign.) 

Management buckled down to living with the cuts instead of 

fighting them. You'd think the Minister for Communications would 

show some appreciation. 

the politics of every issue than there are in making sure that 

the ABC is efficient, is accountable, and is producing what 

people want. 

To find out more about this, rush out to your ABC Shop 

and get your free copy of ABCzine, an informative and 

elegant new magazine about the ABC. 

Whose products? 

Is anyone else puzzled or irritated by the ads on the ABC 

exhorting us to buy 'ABC gardening products'? Has the ABC 

gone into the nursery business? 

A letter from Terry Moloney, head of ABC Enterprises made 

all clear. ABC Enterprises has licensed seven companies to 

release a range of Gardening Australiaproducts which 

include seedlings, seeds, pots, gardening accessories and 

fertilisers. All licensed products are subject to rigorous 

product approval systems and are only authorised by 

contracts issued by ABC Enterprises. Agreements ensure 

appropriate quality control, editorial control and approval 

rights in relation to packaging and advertising material. 



But here he is talking about the ABC on Media Watch of 21/2 -

SENATOR ALSTON - 

... I see it as a unique cultural institution. Now that's not to say that 

it can't lift its game. I think in terms of modern management 

practices it is languishing badly with comparison with people like 

the BBC, I don't think it has the same efficiency ethos that others 

do.. it seems to be a hotbed of tribal factionalism, there are a lot 

more people interested in playing 

Some of our members had already objected to the ABC 

selling its name to commercial producers, but to give these 

companies ads on ABC TV seems to us to take the ABC right 

over the line. 

If the companies are paying for these ads then how is this 

different from ads on Channel 9? If they are not paying for 

the ads why is the ABC giving them free publicity? 

If as Terry Moloney assures us, 'there has been no breach 

of ABC guidelines in respect of this cas'', we must be very 

sceptical of the value of those guidelines. 

 


