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[bookmark: _Toc477509616][bookmark: _Toc477268084][bookmark: _Toc477956558]Overview
[bookmark: _Toc348105631]The Australian Communications and Media Authority (the ACMA) has conducted research to investigate Australian consumers’ experience of telemarketing calls to home phones and mobiles. Through a better understanding of this experience, the ACMA can effectively target and prioritise its regulatory, education, and compliance and enforcement activities. 
Telemarketing calls are made for the purpose of offering, advertising or promoting goods, services and land or investments, or to solicit donations. 
Unsolicited telemarketing calls are calls from businesses or organisations where there has been no previous customer contact or agreement to receive calls—that is, calls made without the consent of the recipient.
This research shows that the overall incidence of telemarketing calls remains about the same as four years ago, with over eight in 10 adult Australians (83 per cent) reporting they had received at least one telemarketing call in the last six months. Businesses and charities are still the most common calling organisation, with just over six in 10 adult Australians receiving this type of call in the last six months.
Telemarketing calls are still more likely to be received on fixed-line phones, with calls from charities the most common type. Calls from a business trying to sell or promote something are the most common type of telemarketing call received on mobile phones. 
For six in 10 Australian adults (61 per cent), telemarketing calls are perceived as a problem (an increase since 2012). Since 2012, of those who consider them to be a problem there has been an increase in the proportion who perceive:
these calls to be a nuisance or annoying—up from 38 per cent in 2012 to 53 per cent in 2016
these calls to be occurring at inappropriate times—up from 28 per cent to 40 per cent
there to be too many calls—up from three per cent to 22 per cent in 2016.
Nearly one in five adult Australians (18 per cent) who receive telemarketing calls and consider them to be a problem believe they have not given their consent. 
This research highlights the importance of consumers receiving useful information from telemarketers that can help them to take informed action—an area of priority for the ACMA. This is reflected in the recently remade Telecommunications (Telemarketing and Research Calls) Industry Standard 2017 (the standard).
This research also informs the ACMA’s compliance and educational activities. This includes consumer awareness campaigns and identifying potential priority compliance areas on which to focus regulatory attention—for example, adherence by telemarketers to permitted calling times and whether or not consumer consent has been provided to call numbers on the Do Not Call Register (DNCR). 
[bookmark: _Toc477509617][bookmark: _Toc477268085][bookmark: _Toc477956559]Background
The ACMA is responsible for the operation of the DNCR, the Do Not Call Register Act 2006 (DNCR Act) and the associated standard. The DNCR allows Australians who do not wish to receive telemarketing calls or marketing faxes to register their personal-use telephone (fixed-line and mobile) and business fax numbers. Calls cannot be made to telephone or fax numbers listed on the DNCR unless consent exists or a specific exemption applies under the DNCR Act.
Under the DNCR Act, calls made by certain parties are designated exempt from the general prohibition on the making of telemarketing calls to numbers listed on the DNCR. These parties include:
registered charities
registered political parties
independent members of federal and state parliaments and the legislative assemblies of the Northern Territory and the Australian Capital Territory
independent local government representatives
educational institutions (calling their current or former students)
government bodies. 
The standard, however, applies to all telemarketing and research calls, including designated exempt telemarketing calls. This means that even if a particular call, such as a call from a charitable organisation, may be exempt from the requirements of the DNCR Act, it must still meet all the requirements contained in the standard.
The standard contains rules that cover the following areas:
permitted calling times
what information must be provided in a call
when calls must be terminated
the use of calling-line identification.
In preparation for remaking the standard that came into effect on 29 March 2017, the ACMA followed a process of releasing proposed changes to the standard and conducting a public consultation. Further information about the public consultation can be found on the ACMA website. 
This research has been an input into the remaking of the standard, with the ACMA using the research findings to confirm aspects of the state of telemarketing practices in Australia and current consumer experiences.
The remade standard includes changes to the information that callers must provide at the beginning of a call and what must be provided if consumers make a return phone call to a telemarketer. These changes are aimed at enhancing consumer understanding of the calls they receive and their ability to take informed action. 
[bookmark: _Toc468721304][bookmark: _Toc469910712][bookmark: _Toc477509618][bookmark: _Toc477268086][bookmark: _Toc477956560]ACMA research program
[bookmark: _Toc435079472][bookmark: _Toc468721305][bookmark: _Toc469910713][bookmark: _Toc477509619][bookmark: _Toc477268087][bookmark: _Toc477956561]researchacma
Our research program—researchacma—underpins the ACMA’s work and decisions as an evidence-informed regulator. It contributes to the ACMA’s strategic policy development, regulatory reviews and investigations, and helps the ACMA better understand its role in making media and 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 
regulatory best practice and development. 
This research contributes to the ACMA’s social and economic participation theme.
[bookmark: _Toc469910714][bookmark: _Toc477509620][bookmark: _Toc477268088][bookmark: _Toc477956562]About the research
In March 2016, the ACMA commissioned Galaxy Research to conduct a telephone survey to investigate telemarketing calls that are received by Australian adults on their home phones and mobiles. The scope included the incidence, type of calls received and whether these calls are received on a fixed-home or mobile phone. The research also explored perceptions about receiving telemarketing calls and expectations about the information that should be provided during a telemarketing call. 
The survey focused on calls covered by the rules of the standard. Perceptions were explored about the following types of calls:
businesses wanting to promote or sell something
social and market research
charities soliciting funds.
[bookmark: _Toc469910715][bookmark: _Toc477509621][bookmark: _Toc477268089][bookmark: _Toc477956563]Methodology
Quantitative research was conducted in August 2016 and tracked some questions from ACMA research conducted in 2012—Unsolicited telemarketing calls and spam—consumer experiences. The methodology differed slightly between the two pieces of research and comparisons have been made where appropriate. 
In 2016, a total of n=800 computer-assisted telephone interviews (CATI) were conducted of a representative sample of Australians aged 18 years and older who have a landline at home or have a mobile phone for personal use. Households were recruited through random-digit dialling using a dual-frame sample design (separate samples for landline and mobile phone numbers) of n=567 respondents with a fixed-line home phone and n=256 mobile-only respondents. From these samples, there were n=760 with a mobile phone in total (some with a fixed-line home phone as well and some who are mobile-only). The fieldwork was conducted between 5 and 11 August 2016. 
In 2012, a total of n=1,500 CATI were conducted with Australians aged 18 years and older between 17 and 30 July 2012. The 2012 sample was also dual-frame and comprised n=1,207 respondents with a fixed-line home phone and n=290 mobile-only respondents. 
Both the 2012 and 2016 survey data were post-weighted at the total sample level (fixed-line home phone and mobile-only samples combined) to ABS population estimates by location, age and gender.
[bookmark: _Toc469910718][bookmark: _Toc477509622][bookmark: _Toc477268090][bookmark: _Toc477956564]Key findings
[bookmark: _Toc477509623][bookmark: _Toc477268091][bookmark: _Toc477956565]Telemarketing calls by device and type
A majority of adult Australians (83 per cent) reported receiving at least one telemarketing call on either a fixed-line telephone at home or a mobile phone used for personal use in the last six months (Figure 1). That is steady (no significant change) compared with 2012, when 85 per cent reported at least one telemarketing call in the same time period.
In 2016, those who have a fixed-line home phone (86 per cent) were more likely to receive telemarketing calls than those who have a mobile phone (54 per cent)—see Figure 1.
Australian adults receiving telemarketing calls on each type of phone, 2016 (%)
[image: ]Base: Total with a fixed-line home phone 2016 (n=567); total with a mobile phone 2016 (n=760).

Most telemarketing calls received were from businesses wanting to promote or sell something, with 64 per cent of Australian adults having received a call of this nature in the last six months, while 61 per cent received a call from a charity in that period (Figure 2). Just under half of Australian adults received calls from social and market research organisations in the last six months (45 per cent). 
There has been no significant change since 2012 in the incidence of receiving telemarketing calls from businesses (62 per cent in 2012; 64 per cent in 2016). Calls received from charities decreased slightly from 66 to 61 per cent, while the proportion of calls from social and market research agencies remained stable at 45 per cent in 2016 (46 per cent in 2012).
In 2012, 12 per cent of Australian adults had received a telemarketing call from an educational or a religious organisation in the previous six months, while eight per cent reported calls from political parties. The 2016 survey did not collect data about these types of calls. 
The field work for the 2016 survey was undertaken soon after the federal election was held on 2 July 2016, which would have affected the collection of comparative data on calls from political parties. The 2016 survey asked a specific question about whether any calls had been received from ‘a political party in relation to the recent federal election’.[footnoteRef:2] Thirty-five per cent reported a call of this nature during that period (pre- and immediately post-election). Therefore, these measures in the two surveys are not comparable, but provide particular points-in-time data on those specific aspects. [2:  If a political call simply consists of information, these calls can be made to numbers on the DNCR and are not subject to any regulation by the ACMA. Opinion polling and calls soliciting donations for political parties or candidates are designated exempt under the DNCR Act so can be made to numbers on the DNCR but must comply with the standard.] 

Australian adults receiving telemarketing calls, by call type, 
2012 vs 2016 (%)
[image: ]
Base: Total sample 2016 (n=800); 2012 (n=1,500).

Those aged between 50 and 74 years were more likely to have received telemarketing calls in the last six months. This age group is more likely than other age groups to have received a call from charities (77 per cent for 50–64 and 84 per cent for 65–74), businesses wanting to promote or sell them something (78 per cent for 50–64 and 73 per cent for 65–74), and social or market research organisations (60 per cent for 50–64 and 59 per cent for 65–74)—see Table 1.
Following the same trend, those aged 50–74 were the age group most likely (48 per cent for 50–64 and 52 per cent for 65–74) to receive calls from political parties about the recent federal election.
The ACMA’s Communications report 2015–16 (p. 54) shows that those aged over 45 are more likely to have a fixed-line home phone than those aged 18–44. With more telemarketing calls being received on fixed-line home phones, it follows that a greater proportion of those aged 50–74 reported receiving telemarketing calls.
Australians who received telemarketing calls in the past six months, by age, 2016 (%)
	
	Total
(n=800)
	18–34
(n=196)
	35–49
(n=217)
	50–64
(n=224)
	65–74
(n=118)
	75+
(n=45) 

	Telemarketing calls overall
	83
	63
	88
	93
	95
	86

	Businesses that want to promote or sell you something
	64
	50
	66
	78
	73
	44

	Charities
	61
	31
	66
	77
	84
	71

	Social or market research organisations seeking your opinion 
	45
	25
	48
	60
	59
	45


Base: Total sample 2016 (n=800).

Telemarketing calls from charities are the most common type of marketing calls received on fixed-home phones (72 per cent of Australian adults), while calls from businesses selling or promoting something are the most common type received on mobile phones (38 per cent of Australian adults)—see Figure 3.
Australian adults receiving telemarketing calls, by device and type, 2016 (%)
[image: ]
Base: Those that have a fixed-line home phone (n=567); those that have a mobile phone (n=760).

[bookmark: _Toc477509624][bookmark: _Toc477268092][bookmark: _Toc477956566]Perceptions of telemarketing calls 
As part of the research, respondents were asked how they felt about receiving the various types of telemarketing calls, and to rate their perceptions on a scale from one to five, where one is ‘never a problem’ and five is ‘always a problem’.
Six out of 10 adults (61 per cent) received a telemarketing call that they rated as a four or five out of five. This is a slight increase from 2012, when 56 per cent reported that telemarketing calls were a problem (four or five).
A higher proportion of people who received a call to their fixed-line home phone from businesses promoting or selling something perceived the call as a problem (80 per cent rated those calls a four or five) than did those people receiving other call types. Six in 10 adults (62 per cent) who received calls to fixed-line home phones from businesses rated them as five out of five—always a problem (Figure 4). Those aged 18–34 receiving business calls to their fixed-line home phone were more likely to view those calls as always a problem (40 per cent).
Around half of those receiving calls from social or market research organisations (51 per cent) or charities (49 per cent) on their fixed-line home phone saw them as a problem (rated a four or five)—see Figure 4. Only 12 per cent of those aged 18–34 receiving calls from charities to their fixed-line home phone considered them to be always a problem.
Perceptions of telemarketing calls as a problem (four or five out of five), by phone type, 2016 (%)
[image: ]
Base: Those that received a call on fixed-line home phone from: a business wanting to promote or sell something (n=361), charities (n=290), social or market research organisations (n=290); those that received a call on mobile phone from: a business wanting to promote or sell something (n=291), charities (n=172), social or market research organisations (n=148).
Note: Data may not add to totals shown due to rounding.
 
[bookmark: _Toc477509625][bookmark: _Toc477268094][bookmark: _Toc477956567]Why telemarketing calls are seen as a problem
As shown in Figure 5, while the main reasons telemarketing calls are considered a problem are similar to those given in 2012, of those who rated these calls as a problem, there has been an increase in the proportion who perceive:
these calls to be a nuisance or annoying—up from 38 per cent in 2012 to 53 per cent in 2016
these calls to be occurring at inappropriate times—up from 28 per cent to 40 per cent; in 2016, 14 per cent reported they are always called at dinner time (total of 45 per cent citing at least one of these time-of-call issues)
there to be too many calls—up from three per cent to 22 per cent in 2016.
In this survey, 18 per cent of those who considered telemarketing calls to be a problem said it was because they had not given their consent for these calls. Compared with other call types, business calls to mobiles had the highest rate of consent being cited as a problem. Under the DNCR Act, consent is not required for charity and research calls, but it is necessary for telemarketing calls from businesses. Around one in 10 Australians reported consent as a problem for call types that do not require consent, indicating that the standard is not well understood by some people. 
One in 10 people (12 per cent) who considered telemarketing calls from businesses promoting or selling something as a problem said they would prefer to buy or look themselves. 
In addition, just over one in 10 (11 per cent) who reported telemarketing calls to be a problem stated the reason as ‘they call me even though I ask them to remove me from their list’ or the caller is too pushy.
Main reasons Australian adults consider telemarketing calls to be a problem, 2012 vs 2016 (%)
[image: ]
Base: Those that received a call in the last six months and gave a rating of four or five out of five for how problematic they are, where five is ‘always a problem’: 2012 (n=1,181) and 2016 (n=504) 

[bookmark: _Toc477509626][bookmark: _Toc477268095][bookmark: _Toc477956568]Do Not Call Register
[bookmark: _Toc477509627][bookmark: _Toc477956569]DNCR registration rates from survey data
Almost half of those (49 per cent) with a fixed-home phone report having their number registered on the DNCR. For those with a mobile phone for personal use, the proportion is lower, with one in five (19 per cent) reporting they have their mobile number on the DNCR (Figure 6).
Australian adults reporting having services registered on DNCR, 2016 (%)
[image: ]
Base: Have a fixed-line home phone/VoIP service (n=567); Have a mobile phone for personal use (n=760)

Australians aged 65–74 are more likely to have their fixed-line home phone on the DNCR (63 per cent compared to 49 per cent of Australians 18+ with a fixed line), while those aged 18–34 are less likely to have their fixed-line home phone on the DNCR (26 per cent of those who have a fixed line) (Figure 7). 
Older Australians—those aged 75 years and older—are less likely to have their mobile phone on the DNCR (nine per cent compared to 19 per cent for total Australians 18+ with a mobile phone) (Figure 7).
Australian adults reporting their fixed-line home phone or mobile phone is on the DNCR, by age, 2016 (%)
[image: ] 
Base: Have a fixed-line home phone/VoIP service (n=567); Have a mobile phone for personal use (n=760).

[bookmark: _Toc477509628][bookmark: _Toc477956570]Survey data compared with actual DNCR registrations 
At 30 June 2012, 7.73 million numbers were listed on the DNCR.[footnoteRef:3] At 30 June 2016, this had grown to 10.65 million numbers on the DNCR, comprising:[footnoteRef:4] [3:  ACMA, Annual report 2011–12, p. 127.]  [4:  ACMA, Annual report 2015–16, p. 80.] 

5.5 million fixed-line numbers—63 per cent of the 8.18 million fixed-line telephone services in operation in June 2016[footnoteRef:5] [5:  ACMA, Communications report 2015–16, p. 14.] 

4.6 million mobile numbers—14 per cent of the 32.59 million mobile voice and data services in operation in June 2016
430,000 fax numbers.[footnoteRef:6]  [6:  ibid, p. 17.] 

From July to December 2016, the number of mobile numbers registered outstripped the registration of fixed-line services by 245 per cent.
[bookmark: _Toc477509629][bookmark: _Toc477956571]Perceptions of telemarketing calls for those on the DNCR
People with a fixed-line (66 per cent) or mobile phone service (61 per cent) who believe their service is listed on the DNCR were more likely than those who do not have either service on the DNCR (39 per cent) to rate a telemarketing call as always a problem; that is a five out of five (Table 2). 
This may indicate an expectation that the DNCR prevents all telemarketing calls to a person’s listed numbers, rather than understanding that being on the DNCR prohibits the making of certain calls but not designated exempt calls (including from government bodies, registered charities, registered political parties and educational institutions). Calls can also still be made to numbers on the DNCR where a call recipient has consented to such a call. 
Extent to which telemarketing calls received are rated as a problem, by DNCR registration, 2016 (%) 
	Rating out of 5
	Total
(n=800)
	Fixed-line 
on DNCR
(n=281)
	Mobile
on DNCR
(n=150)
	Neither service 
on DNCR
(n=469)

	1 (Never a problem)
	4
	4
	4
	5

	2
	5
	4
	4
	6

	3
	10
	9
	8
	11

	4
	13
	13
	11
	13

	5 (Always a problem)
	48
	66
	61
	39

	Did not receive 
any calls
	19
	5
	12
	26


Base: Total sample 2016 (n=800). Aggregated for B3, B5, B7, B10, B12, B14.
Note: Values are rounded so the sum of each column may not total 100 per cent.

[bookmark: _Toc477509630][bookmark: _Toc477268096][bookmark: _Toc477956572]Information that should be provided during a telemarketing call
Respondents to the survey were asked to suggest (unprompted) the three main pieces of information that are the most important to be provided by an organisation making a telemarketing call. The responses were then aggregated.
Table 3 shows the most important information Australian adults would like telemarketers to provide during a call. 
Most important pieces of information to be provided during a call
	
	%

	Purpose of the call
	53

	Name of the business making the call
	34

	Name of the company offering the product or service
	27

	Name of the person making the call
	21


Base: Total sample 2016 (n=800).

Under the 2017 standard, the items identified in Table 3 are requirements which must be provided at the start of the call. 
Refer to Appendix A for a list of requirements of items to be provided at the start of a call and on request under the standard.
Other pieces of information that Australian adults rated as being important to provide during a call
	
	%

	How to opt out of receiving further calls
	7

	The name and contact details of the person responsible for inquiries or complaints 
	7

	Length of call
	6

	Why your particular number was called
	6


Base: Total sample 2016 (n=800).

[bookmark: _Toc298924672][bookmark: _Toc300909555][bookmark: _Toc348105636]Under the 2017 standard, the name and contact details of the person responsible for inquiries and complaints is required to be provided on request.
[bookmark: _Toc477509631][bookmark: _Toc477956573][bookmark: _Toc477169517][bookmark: _Toc477186990]Appendix A 
The Telecommunications (Telemarketing and Research Calls) Industry Standard 2017 (the 2017 standard) requires callers to provide certain information during a call. This information includes:
On commencement of the call:
Purpose of the call.
Name of the individual making the call.
For calls that are not research calls, the name of the person causing the call to be made.
Name of the employer of the person making the call.
Immediately on request:
For research calls, the name of the person causing the call to be made.
Contact details of the employer of the individual calling.
Contact details of the person who caused the call to be made.
Name and contact details of the person responsible for dealing with inquiries and complaints.
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