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EXECUTIVE SUMMARY

:

It is evidentthatAustraliais enduringamassivechangein television

broadcasting.It is vital thattheAustralianpublic aremadefully awareofwhat

the conversionfrom currentanaloguebroadcastservicesto digital broadcast

serviceswill involve.

This submissionconstructivelycritiquesaselectionoftheimplemented

awarenesscampaignsregardingdigital television. It especiallyfocuseson the

effectsthesecampaignshave(andwill have)on thosewhoarecurrentlyliving

in regionalareas.

In summary,completedresearchfoundthat:

Digital televisionawarenesscampaignsarefailing to reachmany

audiences,especiallythosein regionalareasbecauseit is primarily

beingpromotedthroughonly 2 massmediaforms,theInternetand

television. Thosewho maynothaveaccessto theseparticularservices

(who aremorelikely to beregionalpeople),arenot fully awareofthe

futureconversion.Thereforethereneedsto beurgentcampaigning

providedin all mass-mediamediumslike radio,print, billboardsand

mail (in theform ofpamphlets)to maximisefutureviewerawareness.

• Campaignandpromotionalmaterialis too heavilyfocusedon the

perceivedenhancementsthatdigital televisionwill bring. Althoughit
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shoulddo this to anextent,viewersmustbe reassuredthat their

viewing servicessuchasprogramming,will notbeextensively

disrupted,anddigital free-to-airtelevisionwill providemuchthesame

servicethat free-to-airservicesdo currently.

• Currenttelevisioncampaignshaveutiliseda ‘blanket approach’,in that

theyareusingtheonetelevisionadvertisementto reachevery

demographicgroupingin Australia. Thesubmissionhasrecommended

that arangeofadvertisementscampaignsbescreened,to ensurethat all

demographicgroupings(includingthosein regionalareas)will be

awareofthefutureconversionto digital servicesandwhatit involves.

Thesubmissionincludestenrecommendations,whicharepragmatic,anddo not

requireavastnumberoflegislativeorregulativechanges.Theyprovideinsight,and

canpotentiallyaid theCommitteein encouragingconsumerinterestin digital

television.
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INTRODUCTION

:

I amoriginally from theregionalareaofNew Englandin NewSouthWales,

andamwriting this submissionfor themostpart from thisperspective.The

purposeofthis submissionis to expresstheimpact,andfutureimpact,ofthe

advertisingandpromotionconcernedwith therollout ofdigital televisionon

especiallythosewho areliving in regionalareas.TheGovernmenthasstated

on theAustralianBroadcastingAuthority (ABA) website,that it is committed

to ensuringthatpeoplein regionalareashaveaccessto digital television

servicesthroughtheimplementationofaRegionalEqualisationPlan.

However,it is imperativethatpeopleliving in theseareashaveabasic

understandingoftheprocessofconvertingto digital television,simultaneously

to ensuringtheiraccessto it. Peoplearenotgoingto accesssomethingthey

knownothingabout,ordo notunderstand.

TERMS OF REFERENCE-

The specifictermsofreferencethat will bedetailedin thisreportwill be:

1. Optionsfor furtherencouragingconsumerinterestin theuptakeofdigital

television.

2. Futureoptions
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SPECIFIC ISSUESCONCERNING THE UPTAKE OF DIGITAL

TELEVISION INCLUDED IN THIS SUBMISSION:

1. AnalysisofSourcesof Digital TelevisionCampaignsand

Promotion

2. AnalysisofCampaignandPromotionInformation

3. Analysis ofCampaignuseofPersonalities

This submissionwascompiledutilising informationfrom theInternetmostly,

includingwebsitessuchas:

• TheAustralianBroadcastingAuthority Website

• TheParliamentofAustraliaWebsite

• Factiva-TheOnlineDatabase

• Theonline adaptationoftheACCC Submissionto theDepartmentof

InformationTechnologyandtheArts (August2004)

• Digital BroadcastingAustraliaWebsite
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THE ISSUES

:

Theauthorrecognisesthatdigital televisionis aform of‘newmedia’ It is

subsequentlyunderstoodthat, thestraightforwardconsumerconversionto this

newmediaform is achallengingtaskfor governmentsandsubsidiarybodies.

Thefollowing argumentsareespeciallyrepresentativeofthoseliving in

regionalareasofAustralia.

1. ANALYSIS OF SOURCESOF DIGITAL TELEVISION

CAMPAIGNS AND PROMOTION

Thetwo primarysourcesofinformationhavebeenmadeaccessiblefor

consumersaboutdigital televisioninclude:

1.2 Internetwebsites

:

• Twomainwebsiteshaveprovidedinformationfor consumers

suchasconnectionexpenses,equipmentrequiredandavailable

featuresconcerningtheimplementationofdigital television.

TheABA websiteprovidesprimarily legislativeandregulatory

informationfor consumersconcerningdigital television.The

Digital BroadcastingAustralia(DBA) websiteis exclusively
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dedicatedto providinginformationconcerningdigital television

only.

1.3 Ar2ument

:

• TheAustralianBureauofStatistics(ABS) mediareport’ stated

thatin theyear2003,53%ofAustralianhouseholdshad

Internetaccess.However,The(ABS) alsorevealedthata

study2by RachelLloyd andAntheaBill from theNational

Centrefor SocialandEconomicModelling, Universityof

Canberra,foundthat 25% ofpeopleliving in small country

townsutilisedtheInternet,comparedwith 37%nationally(see

AppendixOne). This essentiallymeansthatinformation

sourcedfrom theInternetis only reachingapossiblemaximum

of25%ofthoseliving in regionalareaspopulation,astheother

75%do not haveaccessto, ordon’t usetheInternet,and

thereforecannotsourceinformationaboutdigital television.

• Thisreport2also founddemographicgroupingssuchasthose

over 55 years-of-age,thosewho havelow incomesandthose

whohaveno tertiaryeducationarelesslikely to usethe

‘The AustralianBureauof Statistics.2004.“HouseholdUseofInformationTechnology”MediaReport

2 TheAustralianBureauof Statistics.2004.“Australia on-line:smallcountrytownsdigitally

disadvantaged”MediaRelease
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Internet,and arethereforelesslikely to beexposedto digital

televisioninformation.

• Thus,thewebsites,that do provideusefulinformationlike the

ABA andDBA websites,arenotapracticalsourcefor

consumersaboutdigital television. WebsitesandtheInternet

cannotbe relieduponasprimarysourcesofinformationto

educatepeopleon theconversionofdigital televisionin

Australia,becausenotenoughofthepopulationhaveaccessto

it.

1.4Television

:

• AccordingtoAdNews3thethreefree-to-airchannelsin

Australia,providedanationalpromotionoftheuptakeof

digital televisionin June2003named‘Free to View’, whichran

for six weeks.It wasinstigatedby CommercialTelevision

Australia(CTVA).

~AdNews(ABIX abstracts).2003. “Stars to DriveDigital”
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1.5 Ar2ument

:

• TheABS reported4thatin 1997,99.2%ofAustralian

householdsownedat leastonetelevision.Therefore,television

promotionfor theconversionofdigital televisioncan

potentiallyreachthemajorityofthepopulation.However,asin

theusageofwebsites,althoughtheydo reachaproportionof

thepopulation,televisionalonedoesnot havethecapacityto

educateandinformcitizensaboutthenewtechnology.

• It mustbeconcededthat manypeopledo not watchcommercial

free-to-airtelevision(preferringSBSandtheABC)and

thereforewere/arenot exposedto digital televisionpromotion.

• Therearealsoproportionsofthepopulation(especiallythose

living in remoteareas)thatarecurrentlynotreceivingfull

televisionreception(only receivingaselectionof thefree-to-air

channels)andmaynotbemadeaware(throughlackof

exposureto televisionadvertising)that theycanobtain

improvedreceptionthroughtheuptakeofdigital television.

The AustralianBureauof Statistics.2001. “Australian Social Trends2001
Housing- HousingandLifestyle:Householdamenities”
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1.6Recommendations

:

• ThattheGovernmentandsubsidiarybodiessuchastheABA

andDBA provideandimplementextensiveprint, radio,

television,billboard andmail (in theform ofpamphlets)

campaigns.Campaignsaturationofmassmediamediumswill

ensurethatconsumers(especiallythosein remoteorregional

areas)areawareofwhatdigital televisionis, whenit is being

implemented,thecostsinvolvedandthefeaturesthat canbe

provided.

• ThattheGovernmentand subsidiarybodiessuchastheABA

andDBA produceanuncomplicated,straightforwardpamphlet

explainingwhatdigital televisionis, whenit is being

implemented,thecostsinvolved andthefeaturesthat canbe

provided.Thepamphletaswell ascontainingtext, should

includeeasyto follow diagramsandpicturesexplainingthe

changesin transmission,theequipmentrequired,andusethe

opportunityto showtheincentivesfor convertingto thenew

mediumby outlining thatdigital televisioncanoffer:

•:• Higherqualitypictures(explainthenew16:9 picture

format)
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•. Improvedreception,thefact thatdigital televisionwill

showthesamehighqualitypictureregardlessof

distancefrom thetransmitter,until thepointwherethe

signalcanno longerbereceived

4 Benefitssuchasprogramguides,multi-view and

interactiveservices

4 Free-to-airservices,which will containmuchofthe

samecontentaswhat it doesnow

• Theinformationprovidedby theWiN network(seeAppendix

Two)wouldbe ideal if it wasconvertedinto apamphlet,and

combinedwith diagrams,especiallyfor thoseliving in regional

areas.
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2. ANALYSIS OF CAMPAIGN AND PROMOTION

INFORMATION

• TheABA websiteprovidesinformationaboutdigital television

thatis ofa legislativeandregulatorytheme,ratherthan

simplistic information. Theinformationavailableto potential

consumersis focusedupontimelinesofrollout dates,testing

andgovernmentexpenditure.

• The ‘Free to View’televisioncampaignaccordingto AdNews

waslaunchedon the
22

nd June2003 for adurationofsix weeks.

This campaigntook whatMeadows5statesasa ‘supply side’

orientation,in that it focuseson theenhancementsdigital

televisionwill deliverto viewers,mainly, HighDefinition

Television(HDTV) andthebiggerscreens.

2.2 Ar2ument

• It is concededthattheABA websiteis requiredto include

legislativeandregulativeinformation. However,it is

extremelyintricateto navigate,andI suggestthat manyof

thosewho accessthewebsitefor informationon digital

televisionmaybe turnedoffby:

~Meadows,Michael.2002.“Mobilising theAudience-CulturalMediaPolicy”
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•~ Thetechnologicaltermsused,asmanypeopledo not

understandspecificdigital televisiontermssuchas

datacasting,multi-channellingandnominal data

capacity

•. Theover-emphasison thelegislativeplanningand

processesinvolvedin implementingdigital television.

Thereis far toomuchofit for thosesimplyaccessing

thewebsitefor simple informationondigital television

• The30 second‘Free to View’ televisioncampaignwasfar too

shortin length(6 weeks),andunquestionablyrequiresfollow

up campaign(s).It wasconfusingand lackedpractical

information,andthereforedid not effectivelyaddressthose

living in regionalareas.To ensureconsumeruptakeofdigital

television,a similaradvertisementwouldbe requiredto be

longerthanthededicatedtimeof30 seconds.It is alsofocused

on enhancementsthatprospectiveviewersareto enjoy.

However,it is evidentthat this is notentirelywhattheywant

6

from thecampaign(seeAppendixThree). As Fist states,“If
wearegoingto discussthis in public, weneedsomedefinitions

in anattemptto avoidsemanticconfusion.~~

6 Fist, Stewart.1998. “Sorting throughDigital Definitions.”
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• The ‘Free to View’televisioncampaignwasnot shownon the

ABCorSBS,which overlookedthosewho primarily watch

thesechannelsaspotentialconsumersto uptakedigital

television

2.3 Recommendations

• ThattheABA websiteintroduceasub-sectionresembling

‘Digital Televisionfor Dummies’orsomethingsimilar, so

potentialconsumerscanaccessan extremelysimplified

explanationofthenewmediaform, andarethereforenot

overwhelmedwith technicaldigital televisionjargon.

• ThattheABA recommendto CTVA to implementpractical

follow-up campaignsto encourageandremindthepublic to

convertto digital television. TheCTVA couldtakeasimilar

approachto FoxtelDigital’s televisioncampalgnfeaturing

HughJackman,asit hasbeenreceivedquitewell by the

Australianpublic (seeAppendixThree).

• ThattheABA recommendto CTVA to implementadvertising

campaignthat is longerthan30 seconds.Time dedicatedto

futureadvertisementsmustbemaximisedin orderto allow

consumersto absorbtheinformation. This is becausemanyof

thoseliving in regionalareasmaynot evenbe familiarwith the
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term‘digital television’,let alonethattechnicaljargonthatis

associatedwith it.

ThattheABA recommendCTVA (throughtelevision

campaigns)to taketheapproachofreassuringpotential

consumersofdigital televisionthatthenewtechnologyis not to

be feared,andrather,to be embraced.

• ThattheABA ensurethatall free-to-airtelevisionnetworks,

includingSBSandtheABCbroadcastcommunityservice

announcementsinformingviewersoftheconversionto digital

television.
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3. ANALYSIS OF CAMPAIGN USE OF PERSONALITIES

As previouslystated,CTVA7 createda30 secondcommunity

serviceannouncementwhichcommunicatedto Australiansthat

digital televisionis nowavailable. It featuredBertNewton,

JohannaGriggsandCatrionaRowntreefrom networkTen, Seven

andNinerespectively(seeAppendixFour). It wasviewed on all

respectivenetworksin bothmetropolitanandregionalareasof

Australia.

3.2 Ar2ument

• Although all ofthecommercialfree-to-airnetworkswere

represented,thecommunityserviceannouncementdid not

includepersonalitiesfrom theABCorSBStelevisionnetworks.

Therefore,thosewhowouldbemorereassuredby personalities

from theABCorSBSnetworkswereoverlookedaspotential

consumersofdigital television

• Although thenamedcelebrities(above)do appealto certain

demographics,it mustbeconcededthatnoneofthemare

particularlyappealingto thoseliving in regionalareas.Those

living in regionalareasmaynotbeasinfluencedby the

selectedpersonality’sconveyedmessages,comparedwith those

7Digital BroadcastingAustralia.2003. “TV Networksunitefor Digital TVPush”
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who areliving in metropolitanareas. Therefore,the

effectivenessofthe informationcontainedin these

advertisementscouldbe improvedby aimingto bemore

inclusiveofthoseliving in regionalareas.

3.3 RECOMMENDATIONS

• ThattheABA ensuresthatpersonalitiesfrom all thefree-to-air

televisionnetworksparticipatein advertisingcampaigns.

• ThattheGovernmentrecommendto relevantbodiesto takea

differentapproachto promotingdigital televisionin regional

areas,by utilising morelocally-basedpersonalitiesin which the

viewerstrustandarereassuredby. This would requirea

‘regionalspecific’ response,in thatdifferentregionsreceive

differentadvertisements,becauseeachregionhasdifferent

localpersonalities.For example,in theNewEnglandarea,

presumably,audienceswould certainlybemoreresponsiveto

thelocal statememberRichardTorbay,informing themabout

theconversionto digital television,asopposedto the

personalitiesalreadymentioned.

• TheGovernmentneedsto addressspecificdemographic

groupingsin its awarenesscampaignsfor digital television,

ratherthanrelyingon theoneadvertisementto reachALL
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viewers. Forinstance,youngerpeoplemaybemoreresponsive

to advertisementsendorsedby personalitiessuchasRove

McManusorJohnSafran.Perhapsolderpeoplemaybemore

reassuredby advertisementsendorsedby apersonalitylike

AndrewDenton.

WORDCOUNTOF BODY: 1731
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4. CONCLUSION

Digital televisionawarenesscampaigningin Australiamustbecomemore

prevalentandurgentin all mass-mediaformsespeciallyin regionalareas,asin

radio,television,theInternet,newspapers,billboardsandmail-outs.This will

ensurethathighlevelsofthenationalpopulationareexposedto it. This will

mostdefinitelycontributeto a smoothconversionfrom analogueto digital

television.

Campaignsthemselvesmustbecomemoreconstantandconsistent.Viewers

mustbeawareoftheenhancementsthatdigital televisioncanprovide,but also

reassuredthataspectsthatcurrentlyexistin free-to-airtelevision,like

programmingwill beaccessiblewhentheconversionto digital television

occurs.

Campaignsmustbe endorsedby appealingpersonalitiesto specific

demographicgroupings,to ensurethatthemajorityofthepopulationare

addressed.Therefore,therewouldbe no onelargedemographicgroupthat

would beunawareabouttheconversionto digital television,andwhatit

involves.
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5.RECOMMENDATIONS

1) ThattheGovernmentand subsidiarybodiessuchastheABA

andDBA provideandimplementextensiveprint, radio,

television,billboard andmail (in theform ofpamphlets)

campaigns.Campaignsaturationofmassmediamediumswill

ensurethatconsumers(especiallythosein remoteorregional

areas)areawareofwhatdigital televisionis, whenit is being

implemented,thecostsinvolved andthe featuresthat canbe

provided.

2) Thatthe GovernmentandsubsidiarybodiessuchastheABA

andDBA produceanuncomplicated,straightforwardpamphlet

explainingwhatdigital televisionis, whenit is being

implemented,the costsinvolved andthefeaturesthatcanbe

provided.Thepamphletaswell ascontainingtext, should

includeeasyto follow diagramsandpicturesexplainingthe

changesin transmission,theequipmentrequired,andusethe

opportunityto showtheincentivesfor convertingto thenew

mediumby outliningthatdigital televisioncanoffer:

+ Higherqualitypictures(explainthenew16:9picture

format)
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+ Improvedreception,thefact thatdigital televisionwill

showthesamehigh qualitypictureregardlessof

distancefrom thetransmitter,until thepoint wherethe

signalcanno longerbe received

•• Benefitssuchasprogramguides,multi-viewand

interactiveservices

.. Free-to-airservices,which will containmuchofthe

samecontentaswhatit doesnow

3) ThattheABA websiteintroducea sub-sectionresembling

‘Digital Televisionfor Dummies’orsomethingsimilar, so

potentialconsumersarenot overwhelmedwith technicaldigital

televisionjargon

4) ThatCTVA implementpracticalfollow-up campaignsto

encourageandremindthepublic to convertto digital television

5) ThatCTVA implementan advertisingcampaignthatis longer

than30 seconds.Timededicatedto futureadvertisementsmust

bemaximisedin orderto allow consumersto absorbthe

information. This is becausemanyofthoseliving in regional

areasmaynot evenbefamiliarwith theterm‘digital television~

let alonethattechnicaljargonthatis associatedwith it.
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6) ThatCTVA (throughtelevisioncampaigns)taketheapproach

ofreassuringpotentialconsumersofdigital televisionthat the

newtechnologyis not to befeared,andrather,be embraced.

7) ThattheGovernmentensurethat all free-to-airtelevision

Networks,includingSBSandtheABCbroadcastcommunity

serviceannouncementsinformingviewersoftheconversionto

digital television.

8) TheGovernmentneedsto ensurethatpersonalitiesfrom all the

free-to-airtelevisionnetworksparticipatein advertising

campaigns.

9) TheGovernmentneedsto takeadifferentapproachto

promotingdigital televisionin regionalareas,by utilising more

locally-basedpersonalitiesin which theviewerstrustandare

reassuredby. This would requirea ‘regionalspecific’ response,

in that differentregionsreceivedifferentadvertisements,

becauseeachregionhasdifferentlocal personalities.For

example,I amoriginally from theNew Engiandarea,and

presumethat audienceswould bemoreresponsiveto thewell-

respectedlocal statememberRichardTorbay,informing them
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abouttheconversionto digital television,asopposedto the

personalitiesalreadymentioned.

10) TheGovernmentneedsto addressspecificdemographic

groupingsin its awarenesscampaignsfor digital television,

ratherthanrelyingon theoneadvertisementto reachALL

viewers. Forinstance,youngerpeoplemaybemoreresponsive

to advertisementsendorsedby RoveMcManusorJohnSafran.

Perhapsolderpeoplemaybemorereassuredby advertisements

endorsedby apersonalitylike AndrewDenton.
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APPENDIX ONE

I Austra1~l
Bureau of I
Statistics

~ ...~ rt t t[

~A
ustralia on-line: small country

owns digitally disadvantaged
cMBARGO: 11:30 AM (CANBERRA TIME) 12/01/2004

Small country towns were the least likely to have used home computers and
the Internet, according to a new study based on 2001 Census data released
today by the Australian Bureau of Statistics (ABS).

The study, by Rachel Lloyd and Anthea Bill from the National Centre for
Social and Economic Modelling (NATSEM), University of Canberra found that
small country town usage was well below the national average for home
computers (32% compared with 42% nationally) and the Internet (25%
compared with 37% nationally).

In contrast, people living out of town in rural areas (the rural balance), enjoyed
higher home computer usage (41 %) only marginally less that the national
average. Internet usage in these areas was 32%.

Ms Lloyd said, “Even once the different socio-economic profiles of regional
areas were accounted for, the study showed a significant difference in rates of
Internet use between the metropolitan and non-metropolitan areas.”

In urban areas, teenagers led the way in Internet usage (60%) and home
computer usage (70%). Amongst the adult population, high income earners,
those with higher education levels and those in professional occupations had
the highest rates of home computer and Internet use.

People from Indigenous or non-English speaking backgrounds, the elderly,
and those not in the labour force were more likely to be unconnected.

The study highlighted the need for access to the Internet in places other than
the home or at work. Australians not in the work force, Indigenous Australians,
children and those in disadvantaged households often accessed the Internet
in ‘other’ places like public libraries and schools.

Questions about computer and Internet use were included in the census for
the first time in 2001, providing the first opportunity to fully examine the social,
economic and regional factors that influence computer and Internet use.

ABS Director of Census Products and Services, Michael Beahan, said this
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report is one of eight studies commissioned by the ABS under its Australian
Census Analytic Program (ACAP) and highlights the value of census data in
examining social issues within Australia.

Further details are in Australian Census Analytic Program: Australia On-
line: How Australians are Using Computers and the Internet (Cat. No.
2056.0).

This document published 12 January 2004 and last updated 18 March 2005
-Accessed on the

2
nd May 2005 from

www.abs.gov.au
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APPENDIX TWO

What is Free to View Digital Television?
Digital Television is an exciting new technology that changes the way
that you can receive your Free to Air television channels.

With digital television, all of the great programming you now enjoy - sport, movies,
news, drama and comedy
- is available to you but in much better broadcasters provide their television
broadcasts to you, the viewer. Digital television provides better picture quality, with
improved sound and superior reception to your existing analogue television service.

Read on to find out more about the facts and the benefits that free to
view digital television offers you.

How does digital television offer me better picture quality?
Television programs broadcast in digital provide a picture quality equal to that
provided by DVD.
Like DVD, digital television also allows broadcasters to provide programs in a
widescreen (16:9) picture format, giving a larger and more natural viewing area. This
base format of digital television broadcast is called “Standard Definition”.

Digital television also allows broadcasters to select programs in a very high quality
picture format comparable to that shown in cinemas. This format is known as “High
Definition,” and allows television broadcasters to deliver television programs in
cinema quality right to your home.
Standard Definition and High Definition are sometimes abbreviated as “SD” or “SD-TV”
and, “HD” or “HD-TV” respectively.

How does digital television offer me improved sound?
Digital television delivers viewers cD-quality stereo sound as standard. Broadcasters
may also choose to deliver Dolby Digital surround sound with programs such as
movies, concerts or drama.

The sound quality of Dolby Digital when teamed with a High Definition television
program offers viewers, the best possible television viewing experience available
today.

How does digital television provide superior reception to my existing
analogue television service?

w
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Digital television overcomes one of the basic issues with analogue television
reception. Digital and analogue television signals both weaken as they travel away
from the television transmitter. An analogue television picture slowly degrades with a
weaker signal resulting in a fuzzy or ghosted picture. However, digital television will
continue to show the same high quality picture regardless of distance up until the
point where the signal can no longer be received.

What will digital television deliver in the future beyond my existing Free
to View Air television programming?
Over time, broadcasters will be able to offer more and more benefits to viewers of
digital television including program guides, multi-view and interactive services.
Some broadcasters may offer services such as additional television or radio channels.

Why should I be interested in getting Digital Television?
Digital television takes the best quality programming provided by the Free to Air
broadcasters and extends it by providing: . DVD- quality pictures~ CD- quality sound~
clearer reception . Widescreen pictures . High Definition cinema quality pictures and
sound.

When can I get Digital Television?
Free to View digital television is available to over 75% of Australian households right
now. All metropolitan areas and an increasing number of regional centres around
Australia have access to digital television broadcasts.

By the end of 2003, all metropolitan centres and 13 regional centres around Australia
will have access to all of their existing Free to Air television channels in digital.

How can I find out whether or not I can receive digital television
broadcasts?
For more information on where Digital Television is available, Digital Broadcasting
Australia (www.dba.orp.au) provides a guide to the availability of digital television
around Australia.

What will happen to my existing analogue television?
Your current television will continue to receive the existing Free to Air analogue
television channels provided by broadcasters until at least 2008, when the government
will review whether or not analogue broadcasts should be turned off and if so, when.

How do I get Free to View Digital Television?

What are my options for gaining access to digital television?
You can get digital television by purchasing a digital television set top box (sometimes
also called a digital television adaptor) that connects in between your antenna and
existing television.
Should you be looking at replacing or upgrading your existing television, you also
have the option of purchasing an integrated digital television that connects directly to
your television antenna.

What is a digital television set top box?
A digital television set top box is simply a device that connects to your television
antenna and converts digital television programming into a signal compatible with
your existing analogue television or VCR. A set top box can also offer additional
features such as a channel guide, the ability to receive High Definition broadcasts and
Dolby Digital surround sound dependent upon the particular manufacturer’s
specification.
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What is an integrated digital television?
An integrated digital television is a standard television that also contains a digital tuner
that allows the television to receive digital television broadcasts without any additional
equipment. You connect the television to your antenna cable and you are ready to
receive digital television programming. An integrated digital television, like a set top
box, can also provide additional features.

Can I use my existing antenna to receive digital television?
Yes. You should be able to receive digital television through your existing antenna
provided it and your antenna wiring are in good condition.

What do I need to receive and watch High Definition television
programming?
To receive the best possible viewing experience delivered by high definition television
programming, you will need either: a High Definition set top box coupled with a High
Definition display device such as a television, monitor or projector, or; a High
Definition integrated digital television.

You can receive high definition television programming by connecting a High
Definition set top box to your existing television, however, this will only deliver a
picture quality equal to the display capability of your existing television.

What does digital television cost?
Once you purchase either a digital television set top box or integrated digital television
there is nothing more to pay. Free to View Digital Television is exactly that, free to view
with no contracts and no ongoing monthly fees.

A range of digital television set top boxes and integrated digital televisions is are now
available from your electrical retailers around Australia. For more information on
digital television products and electrical retailers in your area who stock digital
television product please visit the Digital Broadcasting Australia (www.dba.orci.au

)

website.

Where can I get more information on Digital Television?
Further information in relation to digital television is available on this website and from
the Digital Broadcasting Australia fwww.dba.ora.au) website.

Accessedon the
5

th May2005 from:

http://www.winnet.com.au/winnet/digita1/FAQ.htm

31



EleanorHillard

APPENDIX THREE

•AUSTRAUAN [N
Digital TV aflop?

Opinionfrom AustralianlT.com.au’s readers

March 22, 2005

Accordingto yourletters,thegovernmentshouldn’tneedanenquiryto work outwhy

peoplearen’tflocking to digital TV: it’s blatantlyobvious.ReadYour Say!

Reports from Australian IT:

March 18 Enquiryto proveDTV disinterest

ThereasonwhyDigital TV hasn’t takenoffbecausemanypeopledon’t careaboutthe

qualityandshapeofthepicture.It’s the informationandentertainmentthat’smost

importantno matterhowsnowythepictureis.

- Adam Nelson

How do wewrite to this inquiry?I haveafewsuggestions!Letthestationsmulticast,

putexclusivecontentonly on thedigital channels(like certainsportevents),putad-

freemovieson thedigital channelseverynowandagain.THIS IS NOT ROCKET

SCIENCE,encouragepeopleto havedigital, makeit musthave,andpeoplewill take

to it like ducksto water!
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- Grant Burton, Point Cook

Thegovernmenthasbarelyadvertiseddigital televisionanywhereandsofar only

implemenetedlimited coverageoverAustralia.NormalSD television,while sharpand

clear,is hardlyworthviewingon anyTV whennormalfreeto air TV canbereceived

in mostareasanyway.Whatviewersneedis anewandattractivealternativelike HD.

CurrentHD programmingis quitelimited andliving in theACT thereis no

mainstreamHD televisionprogramsavailable.We’vebeentold thatit will havean

imagequality threetimesbetterthanDVD andsupportdigital surroundsound,andto

methat wouldbeareasonworthwhile to investin newequipmentto experienceit.

Living in Canberra,thenation’scapital,I wouldhavethoughtit wouldbeoneofthe

first placesto getHD television.Regardlessofthat, I still haven’tseenmuch

advertisingthattalks aboutanyform offreeto air digital television.Howevermost

peoplewouldbeableto tell yousomeof whatHughJackmanhasbeentellingus

repeatedlyaboutFoxteldigital. That’swhatnormal freeto airdigitalis lacking.

Possiblybecausethereis no contentto sell?

- BenH - Kambah, ACT

-Accessedon the
2

nd May2005from

http://australianit.news.com.au/article2/0,7237,12617577%5E1 5425%5E%SEnbv%5

E,00.html
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APPENDIXFOUR

•.:::: Digital BroadcastingAustralia

TV networks unite for Digital TV push
(19 June 2003)

PersonalitiesfromnetworksSeven,Nine and
Tenhaveunitedin amajornewadvertising
campaigncommunicatingto Australiansthat
digital televisionis here,it’s availablenowand
it’s free to view.

digital tv ~free to view
UCIVA

COMMERCIAL.
TELEVISION AUSTFIALtAThecampaigncalled‘Free to View” includes

a30 secondcommunityserviceannouncement
featuringBertNewton,JohannaGriggsandCatrionaRowntree
spearheadandcanbeviewedfrom Sunday22 JuneacrossSeven,
Nine,Tenandregionalnetworkswith a30 second.

Speakingatanindustiyeventtodayto promotetheDigital TV:Free
to Viewinitiative,JulieFlynn, CEO of CommercialTelevision
Australia(CTVA) commented,‘Broadcastershavealreadyinvested
around$1 billion in theAustraliandigital roll out withcontent
broadcast24 hoursaday7 daysaweekin metroareassince
January2001’.

Other speakersattheeventincludedTim O’Keefe(DBA), Andrew
Mason(Film ProducerCity Productions)andIan Lowe (Sony).

‘Retailershavereportedthatsalesof digital set-topboxesand
integrateddigital televisionsaredefinitelyrising. Making consumersawareofthebenefitsof digital
televisionwill helpincreaseadoptionif thisexcitingnewtechnology,andwe supportthenetworksin
this initiative’, saidDBA’s Tini O’Keefe.

DownloadtheCTVA MediaRelease

DownloadtheCTVA Digital TV O&A

Source: CTVA

-Accessedon the
1

stMay2005from

http://www.dba.org.aulindex.asp?display=news&newslD=385
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