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Building awareness

Effective industry and consumer awareness
• examine ways to raise awareness of the 

system and standards
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Awareness campaigns

Since late 2005, Ad Standards has been 
working to raise its profile and make the 
community and stakeholders aware that 
the advertising industry has a free, 
effective, accountable and transparent 
complaints process in place. 

Research available from ASB

• In the last five years, ASB has 
commissioned five reports to ensure 
community standards are in line with 
Board decisions

• These reports also measured 
community awareness of the ASB
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Community awareness of ASB

Spontaneous awareness of ASB as a 
complaints organisation

2013 2012 2010 2009 2006

63% 62% 63% 67% 10%

Building awareness

Methods of presenting information:
- website
- social media (blogs, Twitter)
- face-to-face
- research and other reports
- media
- information bulletins
- newsletters to subscribers
- advertising
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Website

Blog
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Blog

Social 
Media
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Media releases 
and bulletins

Building awareness

Tweets – followers
Follow us on @Ad_Standards

Media releases, information bulletins, 
newsletters rely on subscriber lists
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Building awareness

Building awareness
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Building awareness

Relationship building with
• government
• community organisations
• advertisers
• industry organisations
• media 

Building awareness
Considerations:

• Include stakeholder communications in 
overall business strategy

• Have organisationally agreed approach 
to messaging

• Understand needs of different audiences
• Have information readily available in 

different formats
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Building awareness
Considerations:

Don’t expect industry/stakeholders to forward or 
promote your message – they have their own 
messages to disseminate

With such a varied role and “duties” it is not 
possible to tell the whole story at once – it is best 
to break up the messages into digestible chunks

Building awareness
Considerations:

Not providing information can cause suspicion 
that the system/process is faulty or at fault

Case reports – important to let people know 
decisions/complaints and advertiser’s view? 
• Recent APEC Voluntary Standards and 

Regulatory Approaches in Advertising in APEC 
Economies showed in a survey of economies 
some believed it is not productive to publish 
case reports…
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Building awareness

Building awareness

What messages to deliver:

Process
Achievements  
Changes
Community engagement work
…?
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Current awareness campaign

• The most recent campaign People like you 
is running on Australian Free TV and PAY TV 
channels. It will also appear on internet.

• Creation and distribution of the campaign 
has been largely subsidised by industry.

• The advertisement which briefly shows 
sexualised, violent and offensive images 
has received complaints. 

• The campaign is supported by weekly 
regional media releases.

People like you – 2014
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Previous awareness campaigns

Two previous campaigns were also 
supported by industry. 
Tell someone who cares (2008) ran across 
television, radio, print and outdoor. 
The TV advertisement featuring the dentist 
received complaints received from the 
professional dentistry body suggesting the 
ad vilified dentists. 

Tell someone who cares - 2008
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Extension to outdoor 
and internet 2012

Tell someone who cares
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Tell someone who cares

2000 awareness campaign

This early campaign had images of 
broken glass, suggestion of a gun shot, 
and a wolf whistle to depict some 
community concerns about advertising. 
This was discontinued due to complaints.
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2000 awareness campaign

Research available from ASB

• 2013 Research Report – Exploitative and 
degrading advertising 

• 2012 Research Report – Community 
perceptions research

• 2010 Research Report - Community 
perceptions of sex, sexuality and nudity in 
advertising

• 2009 Research Report Community perceptions 
of violence in advertising

• 2009 - Discrimination and Vilification Research 
Report
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Thank you

www.adstandards.com.au
See our blog

http://blog.adstandards.com.au/
Follow us on Twitter

@Ad_Standards


