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Overview

This report (Regional TAM report) contains an analysis of television (TV) audience and
ratings data in regional Australia between 1 January 2003 and 30 June 2016, including
trends in local and metropolitan TV news audiences. It forms part of the Local content
in regional Australiad 2017 report (2017 report).

The research shows that the average number of TV news viewers in regional Australia
declined over the 12 years to the end of 2015, and that this decline continued up to
mid-2016. This is the case for all regional aggregate TV markets and the majority of
TV news servicesd with the exception of SBS in Southern New South Wales and TDT
in Tasmania, both of which achieved increases in audiences and target audience
ratings points (TARPS).

This decline is not unique to regional local TV news. The decline in the number of
people in regional areas watching metropolitan TV news services is even greater than
for local TV news. In more than half of the regional TV sub-markets, local TV news
services on commercial free-to-air regional TV services are more popular than the
networked metropolitan TV news services sourced from the relevant state capital city.

The consumption of local TV news is highest among older regional Australiansd
63 per cent of regional TV news audiences are over the age of 55. Younger regional
audiences watch less news on TV, with only nine per cent aged under 25.

There is a strong correlation between ratings for local TV news services and
metropolitan TV news services in the same market. This suggests that local TV news
services are being used to drive ratings for primetime evening TV programming. Both
TV news services average similar audience numbers or follow a similar trend in the
rise and decline of audience numbers, indicating that TV news viewers will stay on the
same network into nightly primetime programs.

Background

The Regional TAM reportf ol | ows on from the ACMAG6s analysis of regi
audience and ratings data in 20130 the 2013 Regional TAM report. This was compiled

as part of the local content investigation undertaken by the ACMA in 2013, which

examined regional Aandadttitudes toveanls localzantere. s s t o

Findings from the 2017 report will help the ACMA to undertake its statutory
responsibilities for local content.

Context

Over the period from 2003 to mid-2016 analysed in this research, regional media in
general, and regional TV in particular, has been subject to numerous changes. These
include economic and technological changes that have affected the entire media
industry (including in regional areas) and changes to the regulatory framework with
specific consequences for regional TV.
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Local content obligations

In 2003, the then Australian Broadcasting Authority (ABA) established a local content
licence condition for regional commercial TV broadcasters.! The licence condition
came into force in 2004.

The licence condition was a response to a 2002 ABA investigation into local news and
information in aggregated regional commercial television licence areas (the 2002
investigation).2 The2002investi gati on f ound t hadmmerdiah
television licence areas (licence areas formed by combining smaller areas previously
served by monopoly providers?), there had been a decline in the diversity of news
services and in the provision of local information (other than local news) provided by
commercial TV.

Consequently,t he ABA6s | ocal content I icence
regional commercial TV broadcasters broadcast a minimum amount of material of
local significance (thatis, 6 | oc al ¢ ocertaia redioddl mairkats. o

The licence condition has been remade on several occasions, but has retained its core
requirement mandating that an average of 120 minutes of local content is broadcast
each week, with each minute of news services relating directly to the local area (as
opposed to the entire licence area) counting as double.

The most significant change to the licence condition occurred in 2007 when the ACMA
remade the condition, extending it to apply to Tasmania. The ACMA made this change
in accordance with a 2006 amendment to the Broadcasting Services Act 1992 (the BSA)
that established a requirement for a television local content licence condition to be in
force for the areas previously covered by the ABA licence condition, and for Tasmania.

Changes to local TV news services

Since 2010, local TV news bulletins in several regional areas have either ceased, been
centralised to other regions or been replaced by updates. For example, WIN ceased
services in Geraldton, Albany and Broome in 2012, and in Mildura and Mackay in 2015.
It also replaced bulletins with updates in Mt Gambier and Riverland in 2013. From 2010,
Prime7 began closing local TV news offices in Wagga Wagga, Orange, Tamworth and
Albury, and centralised production of these bulletins from their Canberra studio. Imparja
Television also ceased providing local news updates in Alice Springs in August 2015.

! Broadcasting Services (Additional Television Licence Condition) Notice 7 April 2003. The most recent
iteration of the licence condition is the Broadcasting Services (Additional Television Licence Condition)
Notice 2014.

2 ABA, Adequacy of local news and information programs on commercial television services in Regional
Queensland, Northern NSW, Southern NSW, and Regional Victoria (Aggregated markets A, B, C and D),
2002.

3 Regional Queensland, Northern NSW, Southern NSW and Regional Victoria.
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In some markets, regional commercial TV broadcasters have decided to start
providing local TV news bulletins or extending metropolitan news bulletins.* For
example, the Seven Network began local bulletins in Cairns (2004), Townsville (2004),
Rockhampton (2011), Toowoomba (2015) and the Gold Coast (2016). The Nine
Network and Seven Network increased their 30-minute metropolitan news bulletins to
60-minute news bulletins in 2014.5

Technological changesd new forms of news and entertainment

New forms of news and entertainment continue to affect traditional media playersd for
example, the continued rise of the internet as a platform to provide news services.
Online platforms that offer audio-visual content are challenging traditional funding
models for print media and directly competing with TV services. According to the Deloitte
Media Consumer Survey 2016, the number of Australians using social media as their
primary news source doubled from nine to 18 per cent between 2015 and 2016.

New developments affecting regional TV

From 1 July 2016, TV in regional Australia underwent the biggest realignment of
commercial free-to-air TV since the aggregation of regional services, when the Nine
Network and Network Ten entered into new affiliation arrangements with regional
broadcasters Southern Cross Austereo (SCA) and WIN Corporation, respectively.
Nine programming, previously seen on the WIN regional network, was carried by the
SCA regional network and Ten programming was carried by WIN.6

In February 2017, SCA and the Nine Network commenced a rollout of 15 local TV
news bulletins in regional TV markets of Queensland, Southern New South Wales and
Victoria. The local TV news bulletins will be broadcast each weeknight in 15 of the 19
regional sub-markets and provide one hour-long news service, combining local news,

sport and weather with Nine6s nati onal and’international news.

4 For example, the Seven Network began local bulletins in Cairns (2004), Townsville (2004), Rockhampton
(2011), Toowoomba (2015) and the Gold Coast (2016).

5 Nine news introduced 60-minute bulletins in all metropolitan markets, while Seven news only extended
their bulletins in Sydney and Melbourne.

6J. Huntsdale, 6 Regi onal TV switch positive newsABCNewsWI N Net work's demograph

lllawarra, 27 June 2016.
7 Southern Cross Austereo, 6 Ni ne news to | aunch Inedareegse, @ Nowdmben 2016s
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ACMA research prograr

researchacma

Our research programd researchacmad under pins the ACMAG6s work and deci si
anevidence-i nf or med regul ator . I't contributes to the ACMAOGsS
development, regulatory reviews and investigations, and helps the ACMA better

understand the agencydés role in fulfilling its strateg

communications work for all Australians.

researchacma has five broad areas of interest:
> market developments

media content and culture

social and economic participation

citizen and consumer safeguards

vV V V V

regulatory best practice and development.

This research contributes to the ACMAO6s media content

About the research

In July 2016, the ACMA commenced an analysis of regional Australian TV audience
and ratings data to help it identify and understand any changes in regional local and
metropolitan news audiences and trends in viewing of news services.

This report covers program ratings for news services in the regional markets up until
the change in regional affiliation arrangements on 30 June 2016 (discussed above).
Data for the whole of 2016 is not included due to the substantial market changes
occurring from 1 July 2016.

Changes in network affiliations have affected the trend data as some news programs
are no longer airing on the same network in some markets, so comparability with
previous years is limited. The report focuses on comparing whole-year 2003 data with
whole-year 2015 data as this is more comparable than using half-year 2016 data.
Further, as the Nine Network starts new local TV news services on the SCA network in
2017, there are likely to be some consequential changes occurring in viewing patterns.
These changed arrangements would be suitable for further analysis at a later date.

This report is one part of broader research conducted to explore changes in access to
regional local content. Also available are:

> Local content in regional Australiad 2017 report (2017 report)d a consolidated
report that incorporates key findings from all pieces of research.

> Regional Austral i ans 6CommunigysesearthdCommuwityl cont ent
researchrepor)d a survey of regionalofAsesfandal i ansd® awareness
preferences for accessing local content and local news.

> Availability of local content in regional Australiad Case studies (Case study
report)d updated case studies of how local content and local news is provided in
11 regional markets.

These reports are available on the researchacma index on the ACMA website.

4 | acma



Methodology

The source data presented in this report was provided by Regional TAM. Regional
TAM data is the official TV audience measurement (TAM) of free-to-air and
subscription TV viewing in regional Australian markets and sub-markets.

The analysis conducted and presented as part of this report was based on regional TV
audience data obtained for six marketsd Queensland (QLD), Northern New South
Wales (NNSW), Southern New South Wales (SNSW), Victoria (VIC), Tasmania (TAS)
and Western Australia (WA)d and their sub-markets (19 in totald listed in Appendix C).8

Regional TAM collects viewing information from panel households using people meters.
In 2016, the Regional TAM panel comprised a total sample of 2,135 homes across
regional Australia (QLD 535, NNSW 475, SNSW 380, VIC 435, TAS 190 and Regional
WA 120), representing a potential regional Australian audience of 7,705,500 individuals.

A number of smaller regional areas are not included in the analysis as this data is not
collected by Regional TAM. These areas are regional South Australia (Riverland, Mt

Gambier and Port Pirie), the Northern Territory, Central Australia and other locations

such as Mildura in Victoria, and Griffith and Broken Hill in NSW.

Both average audience numbers (AUD) and target audience ratings points (TARPS)
are presented in this report:

> Audience numbers are a measure of the number of people watching a specific
news service and the time spent watching.

> TARPs are a measure of the number of people watching a specific news service
expressed as a percentage of the potential population at the time of broadcast.

Therefore, while an increase in audience numbers might indicate a growing audience,
this may not necessarily mean an increase in TARPS, as the potential population may
have also increased. For example, news services that have increased in audience
figures will increase in TARPs if the audience increase is comparable or higher than
the increase in the potential population figures. If the increase is not comparable, this
will result in a decline in TARPs. Furthermore, declines in audience figures will
generally result in declines in TARPSs as the population potential will largely remain the
same or increase.

Data parameters

Unless stated otherwise in the report, the Regional TAM data presented has the
following parameters:

> |t covers all regional areas that have been aggregatedd QLD, NNSW, SNSW, VIC,
TAS, WA and their sub-markets.

> Annual averages have been calculated over a calendar year from 1 January to
31 December for 2003 to 2015, while 2016 covers 1 January to 30 June 2016.

> Regional TAM began reporting on Regional WA from 2010.

> For news services that have changed program title within the year, the data for the
program title with the most number of episodes has been used.

8 The sub-markets used by Regional TAM are different to the local areas defined in the Broadcasting
Services (Additional Television Licence Condition) Notice 2014. While some Regional TAM sub-markets
overlap extensively with local obligation areas defined in the licence condition, it will not necessarily be the
case that sub-markets will correlate entirely with these local areas.
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> Only news programs that air for a minimum of 30 minutes have been included in
the analysis. News updates are not coded as a program by Regional TAM and
therefore no ratings data is available.

In 2014, both Nine metropolitan and Seven metropolitan news were extended to hour-
long bulletins. In SNSW and VIC, data for Seven metropolitan news are reported for
two half-hour programs, one at 6.00 pm and one at 6.30 pm, while the Nine
metropolitan news was provided as one figure. Where this has occurred, a manual
calculation of the one-hour average ratings have been used in this report for Sevend s
metropolitan news in order to provide one figure.

From 2014 in some Prime7 news markets, the one-hour Seven metro news was
repackaged into a 30-minute bulletin by Prime7 and broadcast from 6.30i 7.00 pm with
Prime7 newsreaders. Where this has occurred, the ratings for the 6.30 pm program
have been attributed to Seven metropolitan news.

See the Glossary section for definitions of terms used in this report.
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The results from this audience analysis of news should be considered in the context of
the changing media landscape.

News audience trendsd 20037 15 and mid-2016

For comparisons made at the aggregate market level (six regional markets), data is
compared from 2006 onwards as average audience data for Ten News are not
available for 2003 to 2005. When presenting data by TV news service for each market,
2006 is used as the reference year for Ten News instead of 2003. The only exception
is TDT in TAS with data available from 2008 and Ten West in WA with data available
from 2012 (see notes in tables).

Due to a break in trend data from 1 July 2016 (when regional TV networks switched
affiliation), only half-year 2016 data has been included. The figures and tables
presented in the report use a comparable analysis of full-year data from 2003 to 2015,
with reference to the trends seen in the first half of 2016.

Average number of TV news viewers are in decline

The average number of viewers tuning in for nightly news services has steadily
declined between 2006 and 2016 in all aggregate markets (Figure 1). Trends for TV
news services in each sub-markets can vary; see Appendix A, figures 67 11.

Figure 1: Regional Australiad combined total news average audience by
market, 20067 15 and mid-2016

800,000

700,000

600,000 [ ol
500,000 [

SNSW
400,000 [ NNSW

300,000

200000 F o ——

— WA

TAS
| 1 ] ] | 1 ] | | I J

100,000
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 Mid-2016

Source: Regional TAM data, Average audience across weekday evening news services, 2006 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available 200371 05. Figures based on average
audience for news services in operation in each market within each year. QLD additional local TV news
services commenced in Rockhampton in 2011 and Toowoomba in 2015. TDT began in TAS in 2008.
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Comparing 2006 and 2015, the declines in average audiences have been greatest for
SNSW (38 per cent) and NNSW (34 per cent), with a decline in audience numbers
continuing into the first half of 2016 for all markets except WA. Due to the addition of
local TV news services, Queensland had the lowest rate of change, with a 21 per cent
decline from 2006 to 2015 (Table 1).

Table 1. Comparison of combined average news audiences by market, 20061 15

and mid-2016

Av. AUD Av. AUD change Av. AUD

Market 2015 2006 v 2015 mid-2016
n % n

QLD 795,000 628,000 i 167,000 i21 605,000
NNSW 650,000 428,000 222,000 i34 407,000
SNSW 714,000 446,000 i 268,000 i38 428,000
VIC 534,000 407,000 i 127,000 i 24 393,000
TAS 214,000 151,000 163,000 i29 142,000
WA* 195,000 152,000 i 43,000 i22 159,000

Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available for 20037 05, so total news audience has
been compared using 2006 figures. Figures used are a manual calculation and have been expressed to the
nearest @00. Additional local TV news services began in QLD in 2011 and 2015, and TDT began in TAS in
2008.

*2010 data used instead of 2006 used for WA.

Potential reach for TV news is declining more significantly than average
audience numbers

For the majority of the TV news services in all six regional markets, average audience
numbers (and potential audience reach as measured by TARPSs) declined from 2003
to 2015. The size of the decline varied across markets and services, ranging at lowest
from four per cent (GWN?7 local in WA) to highest at 66 per cent (SBS in WA). The
percentage of the potential audience watching declined between 12 per cent (Seven
metro in QLD) and 82 per cent (Prime7 in NNSW) (see tables 4i 9 in Appendix A).

SBS in SNSW was the only TV news service to increase in average audience numbers
(up 35 per cent) from 2003 to 2015, and an increase (from a small base) in TARPs
(potential audience reach) from 0.6 to 1. From 2008 to 2015, TDT Ten in TAS increased
its average audience numbers by 72 per cent and also increased (from a small base) its
TARPs (potential audience reach) from 1.6 to 2.6 (see tables 4i 9 in Appendix A).

Two TV news services in QLD (Seven locald 56 per cent and Seven metrod 12 per
cent) achieved an increase in average audience numbers from 2003 to 2015 but still had
a decline in potential audience reach. The rise in Seven local TV news can be attributed
to the additional news services that began in QLD submarkets; however, this led to a
decrease in TARPs from 16.4 to 8.6 as the potential audience increased. TARPs for
Seven news decreased from 9.6 to 8.5 (see tables 41 9 in Appendix A).

Decline in average and potential audience reach of regional TV news services

For the majority of the TV news services in all six regional markets, average audience
numbers (and potential audience reach as measured by TARPS) also declined from
2013 to 2015. The size of the decline varied across markets and services, with
negligible declines for Seven in WA (0.9 per cent), Seven in VIC (0.4 per cent) and
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SBS in TAS (4.2 per cent); the largest decline in average audience occurred for
Prime7 local in SNSW at 49 per cent (see tables 4i 9 in Appendix A).

Audience numbers and TARPs for six TV news services increased slightly from 2013
to 2015 (see tables 47 9 in Appendix A):

> In SNSW:
> Tend average audiences increased by 7.1 per cent (TARPs 3.4 to 3.6)
> SBSd average audiences increased by 7.5 per cent (TARPs 0.9 to 1.0)
> ABCd average audiences increased by 11.8 per cent (TARPs 5.4 to 5.9).
> InTAS:

> Southern Cross TV9 average audiences increased by 3.5 per cent (TARPs
12 t0 12.4)

> TDTO average audiences increased by 6.8 per cent (TARPs 2.4 to 2.6).
> InWAGS® GWN?7 local average audience increased by 13 per cent (TARPs 8.2 to 8.5).

Audience numbers for WIN local in QLD and SBS in VIC remained relatively
unchanged from 2013 to 2015.

Regional audiences for metro TV news services are declining more sharply than
for local news

The average number of viewers tuning in for nightly local, metropolitan, ABC/SBS and
mixed news services has steadily declined between 2006 and 2016 (Figure 2).

Figure 2. Comparison of combined average news audiences, combined
regional markets excluding WA" 2006415 and mid-2016

1,500,000 [~
1,200,000 [~
900,000 [~
600,000 [~
\—\ Local news
R — ABC & SBS
300000 F o———
B | Mixed news |
| I I L 1 | I L 1 1 J

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 Mid-2016

Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available 20037 05. Figures are based on average
audience of news services in operation within each year at the aggregate market level. Services included in
local TV news are solely local TV news bulletins and mixed news are services that provide local, national
and international news.

New local TV news services began in Rockhampton (QLD) in 2011 and Toowoomba (QLD) in 2015. TDT
began in TAS in 2008. Regional WA has been excluded as ratings only began in 2010. Local TV news
services average lower audience figures due to fewer services operating throughout regional Australia.
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From 2006 to 2015, the declines in average audiences has been greatest for mixed
news (local, national, international) at 35 per cent and metropolitan news services at

33 per cent. Average audience figures for ABS/SBS news services decreased by
27 per cent, with audiences in local TV news services decreasing by the lowest

proportion at 20 per cent. Mixed news services are the only services to maintain 2015

audience numbers in 2016, with all others continuing to decline (Table 2).

T

able 2:

News service

2006

2013

2015

Comparison of combined average news audiences numbers,
combined markets excluding WA" 20067 15 and mid-2016

2006 v 2015

Mid-2016

Av.AUD | Av.AUD | Av.AUD | Av.AUD change Av. AUD

n n n n % n
Metro news 1,342,000 | 1,039,000 | 896,000 | i446,000 i33 854,000
Local TV news 711,000 708,000 | 566,000 | i145,000 i20 533,000
ABC/SBS news 514,000 443,000 | 377,000 | i137,000 i27 366,000
Mixed news 342,000 253,000 | 222,000 | i120,000 i35 223,000

Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available for 20031 05, so total news audience has been
compared using 2006 figures. Figures used are a manual calculation and have been expressed to the nearest
®00. Additional local TV news services began in QLD in 2011 and 2015, and TDT began in TAS in 2008.

Local TV news remains important in regional Australia

While average TV news audiences have declined since 2003, viewers are still tuning
into local TV news services. In more than half of the sub-markets, local TV news
services are more popular than the metropolitan news services on the commercial
networks. In 2015, the following news services were the most watched in their market:

> WIN local TV newsd Cairns, Toowoomba (QLD); Shepparton, Ballarat (VIC)

NBN newsd Northern Rivers, Newcastle (NNSW)

Prime7 local TV newsd Tamworth/Taree (NNSW); Orange/Dubbo/Wagga (SNSW)
Seven local TV newsd Townsville, Mackay, Rockhampton, Maryborough (QLD)
Southern Cross TVd Launceston (TAS).

vV V V V

In the sub-markets where local TV news is not the most-watched news service, it is
generally the second most-watched and averaging a similar audience number. There
are only a couple of sub-markets where local TV news does not rate so highly (see
Appendix B for data at sub-market level).

Local TV news leads viewers into night-time programming

In sub-markets where there are two local TV news services available, viewers
generally watch one local TV news and the metro TV news service on the same
network, despite there being an additional local TV news service available at an
alternative time. This can be seen in the QLD sub-markets of Townsville, Mackay and
Maryborough; the NNSW sub-market of Tamworth/Taree; the SNSW sub-market of
Orange/Dubbo/Wagga and the VIC sub-market Albury Wodonga. In all of these
markets, the news on the Seven and affiliate network rated higher than the local and
metropolitan news on the Nine and affiliate network.

The data shows that viewers are choosing one local TV news service and continuing
to watch the same network into nightly primetime programming. This occurs in
Canberra and Wollongong in SNSW, Shepparton and Bendigo in VIC, and in WA.

10 | acma



News viewers are getting older

For comparisons by age made at the aggregate market level (six regional markets),
data is compared from 2010 onwards as average audience data only became
available for WA from 2010.

Younger regional Australians are watching less TV news

The average number of viewers tuning in for nightly news services declined across alll
age groups between 2010 and 2016 (Figure 3). See Appendix A, figures 12i 17, for
trends by TV news service in each market.

Figure 3: Combined regional markets (total)d evening TV news audiences by
age group, weekdays, 20107 15 and mid-2016

1,200,000
1,000,000 [
800,000 [
600,000 [
40-54 years
400.000 [~ 55-64 years
200,000 [ —_— 25-39 years
0-15 years
o | 1 1 I 1 I J  16-24 years
2010 201 2012 2013 2014 2015 Mid-2016

Source: Regional TAM data, Average audience of all weekday evening news servicesd QLD, NNSW,
SNSW, VIC, TAS, WA 2010 to mid-2016, Consolidated 7.

Note: WA ratings began in 2010. Figures based on the average audience numbers for all news services in
operation in each year at the aggregate market level. Additional local TV news services began in QLD in
2011 and 2015. TDT began in TAS in 2008.

The decline in average audience numbers was greatest for the 251 39 age group,
down 41 per cent over the period 201071 15. The 65+ age group remains the largest
consumer of news services, with average audience numbers only declining by six per
cent (Table 3).

acma | 11



Table 3: Comparison of combined average news audiences by age group,
201071 15 and mid-2016

Age group

Av. AUD change Av. AUD
2010 v 2015 Mid-2016

n n | n % n
0i 15 187,660 136,839 | 150,821 i27.1 119,131
16i 24 82,291 57,004 | 25187 130.6 54,101
25i 39 303,056 179,785 | 123271 i40.7 151,518
40i 54 603,452 444036 | 159,416 26.4 407,911
551 64 565,384 409,167 |  1156,217 127.6 405,779
65+ 1,033,029 969,977 | 63,052 6.1 987,736

Source: Regional TAM data, Average audience of all weekday evening news servicesd QLD, NNSW,
SNSW, VIC, TAS, WA 2010 to mid-2016, Consolidated 7.

Note: WA ratings began in 2010. Additional local TV news services began in QLD in 2011 and 2015, and
TDT began in TAS in 2008.

Older regional Australians are the highest consumers of TV news services

In 2015, the average audience numbers for people aged 65+ were around 1.5 times
higher than the next-closest age group in NNSW, SNSW and TAS (see Figure 4).

Figure 4. Regional marketsd evening TV news audiences by age group,
weekdays, 2015

300,000 [

250,000 [

200,000 [

150,000 [

100,000 [

50,000 [ I
0_.___ S .__,_, .__,_, mel BN mm. BNDO W

QLD NNSW SNSW VIC TAS WA

0-15 years 16-24 years 25-39 years 40-54 years 55-64 years

Source: Regional TAM data, Average audience of combined weekday evening news services, 2015,
Consolidated 7.
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The majority of TV news viewers are over the age of 55

In 2003, the share of viewing for regional Australians aged 55 and over was 52 per
cent in the combined regional markets. By 2015, this had increased to 63 per cent,
with 83 per cent of viewers aged 40 and over. NNSW has the highest share of older
viewers aged 55 and overd 72 per centd while regional Australians under 25 only
account for nine per cent of news audiences. WA has the highest share of younger
viewers, with 14 per cent aged 0i 24 (Figure 5). See Appendix A, figures 18i 23, for
trends by TV news service and age in each market.

Figure 5: Share of evening TV news audiences by age group, weekdays,

2003 v 2015
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L NNSW o1 EENISE 7S 187 533
17
< 2000 IEEEEERNS2RNNN 225 17.7 33.4
| SNSW 015 EEIEEISE 19 17.9 498
,f""\\‘ 2003 IEEIMEE] Moz 233 19 33.8
‘.“ vic /.' 2015 2.?- 16.3 222 465
A7 200s INKEEEEEE] DNGSERNN 22 19.1 29.1
'\\ TAs ’," 2015 IEEMEENEEN 179 184
26
T 2000 IEEENNSSERNN 227 197
LWA L Lo IEEEEEE 205 18.6

B T S os | ser | IEEEE

Source: Regional TAM data, share of age based on average audience figures across weekday evening
news services in 2003 and 2015, Consolidated 7.

Note: Regional WA ratings began in 2010. Figures based on the average audience numbers for all news

services in operation in each year at the aggregate market level. Additional local TV news services began in

QLD in 2011 and 2015, and TDT began in TAS in 2008.

acma |

13



Gl ossary

For the purposes of this report, the ACMA has used following definitions:

Aggregate TV markets

Aggregate TV markets are Queensland, Northern NSW, Southern NSW, Victoria,

Tasmania and Western Australia, and consist of smaller sub-markets. Aggregate TV

mar kets differ from 6daggregatedd commercial television
describe television licence areas subject to local content obligations in the

Broadcasting Services (Additional Television Licence Condition) Notice 2014.

Average audience numbers (AUD)

AUD = sum of people watching each minute of the program/the sum of minutes. In this
report, the average number of people who were watching a weekday evening news
service on the main free-to-air channels.

Two variables make up AUDS cumulative reach (the number of different people who
tuned in) and average time spent viewing (the average number of minutes spent
viewing). So, AUD may increase if:

> there are more new viewers watching a program and/or
> the same number of viewers are watching for more minutes.

Consolidated average audience

Average audience data are provided in this report, which incorporat es 61 i ved Vvi ewi ng
(viewing of the initial broadcast in real time) and viewing of broadcast content that is

played back through the TV set at normal speed either within seven days of original

broadcast (6Cawsbhida2@&ddds3 8 asCrefarredbtdasdat ed 2
0time shift viewingo).

Metropolitan area
An area in one of the mainland state capital citiesd Adelaide, Brisbane, Melbourne
Perth and Sydney.

Metropolitan TV news
A commercial metropolitan TV news service, not including ABC/SBS TV news
services.

Mixed news service
A TV news bulletin that covers local, national and international news; for example,
NBN news in Northern NSW.

Regional area
An area that is outside of a 6metropolitan areab.

Regional Australians
People that nlailvearienaba O6r egi o

Regional sub-markets

There are 19 regional sub-markets on commercial free-to-air TV in Australiad six in
Queensland, six in New South Wales, five in Victoria and two in Tasmania. Western
Australia is considered separately and does not include any sub-markets.
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Target Audience Rating Points (TARPS)

TARPs = Audience / Universe estimate. The TARPs presented in this report are a
calculation of the average news viewing audience for a specific demographic
expressed as a percentage of the relevant Universe estimate (potential audience).

For example, a TARP of 10 for WIN local TV news people aged 65+ in VIC represents
that 10 per cent of people who are 65 and over were watching WIN local TV news in
the VIC region.

TARPSs used in this report are based on Total People, unless otherwise stated.

Universe estimates
The estimated population against which media audiences are calculated.
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Appendi X

Audience trends
Queensland

Figure 6: QLDO audience trends across TV news services, weekdays,
2003 to mid-2016
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2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 Mid-2016

Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available 20037 05.
AWIN local TV news in Mackay ceased broadcast in May 2015.

*Seven local TV news was broadcast in Mackay and Maryborough only in 2003; in all sub-markets except
Rockhampton and Toowoomba in 2004i 10; in all sub-markets except Toowoomba in 20127 13; and in all
markets from May 2015.
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Northern New South Wales

Figure 7. NNSW& audience trends across TV news services, weekdays,
2003 to mid-2016
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Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: Average audience data for Ten News are not available 20037 05. The SBS News audience is
averaged across all days of the week 20067 13.

*Prime7 local TV news was not broadcast in the Newcastle sub-market.

Southern New South Wales

Figure 8: SNSW0 audience trends across TV news services, weekdays,
2003 to mid-2016
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>
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0

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 Mid-2016
Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.
Notes: Average audience data for Ten News are not available 20037 05.
*PRIME local TV news was only broadcast in the Orange/Dubbo/Wagga sub-market.
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Victoria

Figure 9: VICO audience trends across TV news services, weekdays,
2003 to mid-2016
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Source: Regional TAM data, Average audience across weekday evening news services, 2003 7 June 2016,
Consolidated 7.
Notes: Average audience data for Ten News are not available 20037 05.
*PRIME local TV news was only broadcast in the Albury Wodonga sub-market.

Tasmania

Figure 10: TASO audience trends across TV news services, weekdays,
2003 to mid-2016

Source: Regional TAM data, Average audience across weekday evening news services, 2003 i June 2016,
Consolidated 7.

Notes: TDT news began in 2008.
*From 2006, WIN combined local TV news into the national and international news to create one bulletin.
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