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FLIGHTING 

 

w/c 24th June – w/c 22nd  July 

 

TARGET AUDIENCE Buying: People 18+ 

COMMUNICATION GOALS 
Metropolitan Reach:  3+ @ 80% 

Regional Reach:  3+ @ 65% NNSW, 3+ @ 85% SNSW, VIC, QLD, TAS 

PEAK/OFF PEAK SPLIT 
Peak – 60%  

Off-Peak – 40% 

TVC DURATION 45 Seconds 

MARKETS 
Sydney, Melbourne, Brisbane, Adelaide and Perth 

NNSW, SNSW, VIC, QLD, TAS, Mildura, Griffith, SA, Imparja/Satellite, WA, Port Pirie & Darwin 

APPROVAL DATE Initial MBA 4th June 2012 
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*e-Tam Analyser–People 18+  Commercial Stations Metro 5 Cap Cities plus Subscription Consolidated 
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*e-Tam Analyser–People 18+  Commercial Stations Metro 5 Cap Cities plus Subscription Consolidated 
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1 The Block 
2 Downton Abbey 
3 Revenge 
4 Seven News 
5 Nine News Sunday 
6 Masterchef 
7 Sunday Night 
8 60 Minutes 
9 Billy Connolly’s Route 66 
10 Masterchef All Stars 
11 Winners & Losers 
12 Hamish & Andy’s Euro Gap Year 
13 Offspring 
14 Mrs. Brown’s Boys 
15 Criminal Minds 
16 Up All Night 
17 Today Tonight 
18 The Amazing Race Australia 
19 Better Homes and Gardens 
20 A Current Affair 

 

*e-Tam Analyser–People 18+  Commercial Stations Metro 5 Cap Cities plus Subscription Consolidated –Surveys w/c 24.0612 – w/c 122.07.12 

Bold programs names are programs that this 

campaign’s activity appeared in a minimum 

of 3 out of 5 metropolitan markets. 
People 18+ 
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• All metropolitan markets were within 5% tolerance of the  3+ reach goal of 80% 

 

*e-Tam Analyser–People 18+  Commercial Stations Metro 5 Cap Cities plus Subscription Consolidated –Surveys w/c 13.05.12 – w/c 17.06.12 
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Market Planned TARPS TARPS Received  % Difference 

Sydney 1400 1376 -2% 

Melbourne 1400 1321 -6% 

Brisbane 1400 1290 -8% 

Adelaide 1400 1397 - 

Perth 1400 1412 1% 
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*eTm Scheduliser r–People 18+  Commercial Stations Regional Aggregated plus Subscription Consolidated –Surveys w/c 13.05.12 – w/c .17.06.12) 

 

• All markets were within 5% tolerance of the  3+ reach goal of 85% 
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• TARPs are a means to determining the reach goal. The TARPs required to deliver on the planned reach 
goals will vary by market due to varying audience trends in each state.  

Market Planned TARPS TARPS Received  % Difference 

Nthn NSW 1500 1442 -4% 

Sthn NSW 1500 1427 -5% 

Victoria 1500 1334 -11% 

Queensland 1500 1350 -10% 

Tasmania 1460 1357 -7% 

Folio 497



Market Planned TARPS TARPS Received  

Griffith 1220 1237 

Mildura 1220 1240 

SA (Loxton/Mt Gambier) 1220 1221 

Port Pirie/Broken Hill 1220 1203 

Central Satellite 1220 1228 

Darwin 1220 1313 

Western Australia 1200 1200 
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Added 

Value 

$132,765 

Television networks typically charge a loading to advertisers to 
appear first or last in an ad break. We have a guaranteed 
minimum position in break with primary channels Seven, Nine 
and SBS across all Australian Government campaigns at no 
additional charge. 

• Added value is generated when networks surpass guaranteed minimum levels. In total, 58% of our 
spot buy, appeared either First-in or Last-In break. This generated $76,412 in contract value across 
primary channels Seven, Nine and SBS and a further $132,765 in added value across all networks. 
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Television networks typically charge a loading to advertisers to appear 
first or last in an ad break. We have a guaranteed minimum position in 
break with Prime, Win, Sthn Cross and TDT across all  Australian 
Government campaigns at no additional charge. 
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Added 

Value 

$48,840 
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Total $5,859,816 $181,605 3% 
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Medium Investment Added Value % Added Value 

* Primary Regional, Community, Indigenous and NESB Press titles are not reported 
in the Roy Morgan database and are not included in the above R+F totals 

Source: Roy Morgan Single Source Australia: April 2011- March  2012. 
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Total $245,412 $13,257 5% 

Source: Roy Morgan Single Source Australia: April 2011- March  2012. 
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Source: Roy Morgan Single Source Australia: April 2011- March  2012. 

Folio 513



Folio 514



•

•

•

Folio 515



• •

•

Folio 516



•

Folio 517



Folio 518



Folio 519



Folio 520



•

•

Folio 521

s47F - personal privacy

http://householdassistance.fahcsia.gov.au/


•

•

•

•

Folio 522



•

•

•

•

Folio 523



•

•

Folio 524



Total $764,999 $217,421 28% 
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Supplier Impressions Clicks CTR Cost Avg CPC 

Google 72,781,713 204,218 0.28% $288,897.64 $1.41 

TrueView 18,848,670 292,076 1.55% $355,331.92 $1.21 

Yahoo 345,242 5,952 1.72% $6,004.88 $1.01 

Campaign Total 91,975,625 502,246 0.55% $650,234.44 $1.29 
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Type Impressions Clicks CTR Cost Avg CPC 

Search 6,887,690 172,168 2.50% $226,866.03 $1.32 

GDN 65,894,023 32,050 0.05% $$62,031.61 $1.94 

Campaign Total 72,781,713 204,218 0.28% $288,897.64 $1.41 

Term Clicks Cost CPC CTR 

tax rates 23,621 $33,561.40 $1.42 2.75% 

family assistance 
package 

13,966 $1,388.93 $0.10 32.03% 

centrelink online 12,217 $21,762.66 $1.78 1.65% 

australian tax rates 10,447 $12,602.89 $1.21 3.23% 

family assist 8,780 $13,761.87 $1.57 4.23% 

tax free threshold 8,186 $4,595.22 $0.56 9.22% 

carbon tax 8,130 $6,516.24 $0.80 4.67% 

centrelink family 
assistance 

6,890 $5,459.56 $0.79 5.88% 

household 
assistance 

4,667 $635.86 $0.14 24.12% 

centrelink 4,577 $6,381.48 $1.39 0.77% 
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Type Impressions Clicks Views CTR Cost Avg CPC 

Search 18,848,670 292,074 2,441,694 1.55% $355,331.92 $1.21 
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Type Impressions Clicks CTR Cost Avg CPC 

Search 345,242 5,952 1.72% $6,004.88 $1.01 

Term Clicks CTR Cost Avg CPC 

centrelink 1,666 1.26% $1,218.6  $0.73  

centrelink online 
services 

656 0.99% $1,042.5  $1.59  

what is carbon tax 374 6.55% $164.96  $0.44  

household 
assistance 
package 

331 9.42% $83.58  $0.25  

centrelink online 225 0.95% $247.57  $1.10  

household 
assistance 

213 37.50% $21.77  $0.10  

centerlink 207 1.26% $76.61  $0.37  

family assistance 
office 

186 2.08% $218.11  $1.17  

centrelink gov au 148 1.86% $249.79  $1.69  

assistance for 
families 

143 2.47% $137.45  $0.96  
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By Clicks: 

By CTR: 

52,069 50,901 

32,050 

23,570 

22,774 

HAP - Branded Clean Energy 
Future 

Tax Money/Budgeting Centrelink 

20.73% 

4.77% 3.50% 2.73% 1.99% 

HAP - Branded Clean Energy 
Future 

Tax Money/Budgeting Centrelink 
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Tax Changes 

HumanServices.gov.au/Assistance 

The Tax Free Threshold Is Being 

Changed To Help Low Earners. 

Household Assistance 

HumanServices.gov.au/Assistance 

Helping Millions Of Australians 

With Their Everyday Expenses. 
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Spend Added Value % Added Value 

TOTAL $761,507 $124,795 16% 
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Medium Investment Added Value $ Added Value %  

- 

TOTAL $10,995,877 $823,571 7% 

*Radio Added Value and Added Value % does not include TRSN. These numbers will be updated 
once we have received them. 
**Search spend only accounts for spend on the search engine, and does not take into account 
click fraud, adjustments, etc. 
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*Reach data does not include all booked media due to some publications and  radio  stations  not 
being included in Roy Morgan data. 
**3+ Reach for Cinema is unlikely due to the length of this campaign (4weeks). A heavy  cinema 
viewer is defined by Roy Morgan as someone who watches movies once every four weeks. The 
low 3+ Reach result for cinema is due to this fact. 

Medium 3+ 

TOTAL 93% 
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Source: Roy Morgan Single Source Australia: April 2011- March  2012. 
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