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Executive Summary 
ABC Friends Victoria is an advocacy organisation on behalf of the Australian Broadcasting Corporation 
(ABC). This research project was developed by ABC Friends Victoria's state committee. This project was 
undertaken by two La Trobe University social work students over 14 weeks from August to December 
2020. The primary aim of this project is to explore Victorian youth (16-34 years) and Victorian families 
(children aged 0-11 years) views, understandings and attitudes in relation to the ABC. This project is to 
assist the organisation in finding the best ways to engage with young people and families in order to 
preserve and save the ABC. This report details both survey and focus group data and highlights key 
findings from these specific demographics and how these findings can be implemented in practice.  
 
The overall findings of the project indicate that Victorian youth and families do recognise the value that 
the ABC provides to the Australian community. It further highlights that a large portion of these 
demographics are not aware who funds the ABC nor are they aware of the threat the ABC is facing. 
Knowing this, we recommend that education is the first step to engaging with these demographics.  
 
Our findings further emphasise the impact that social media has on young people and families and its 
prevalence in the day to day lives of Victorians. Our results show that for this sample social media was 
the preferred way of engaging in social action, via click activism.  The use of social media has allowed 
this younger demographic a new way to participate and engage in social issues/action. 
 
From the overall finding of the research, we recommend 4 strategic goals which include:  

● Reinforcing the importance of the ABC  
● Raising awareness relating to the threat the ABC is facing  
● Raising awareness regarding who funds the ABC  
● Raising the profile of ABC Friends amongst young people and young families 

In order to fulfil these goals, we recommend the following strategies:  

● Include QR Codes on ABC Friends Victoria posters and flyers that directs the viewer to social 
media platforms and placing the posters in different parts of the community.  

● Use social media platforms such as Facebook, Instagram and YouTube as the main platform to 
engage with young people and families through pictures, stories and videos. 

● Create an ABC Appreciation Day/week and publicise it within the community to raise awareness 
of ABCF purpose. Promote this via a Social Media Awareness Day (click activism) and hold an 
ABC Friends Fair 

● Engage university students from an array of universities and degrees via student 
placement/internships 

● Create comfy, everyday merchandise that can start word of mouth conversation about ABC 
Friends  
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1. Introduction 
 
1.1 Background and rationale  
 
ABC Friends Victoria is an advocacy group on behalf of the ABC, representing the community’s interests 
in defending and promoting the role of the ABC. ABC Friends Victoria acts to inform and engage the 
Victorian public on issues affecting their national public broadcaster.  
 
In order to progress the overall vision and mission of ABC Friends Victoria, the state committee has 
developed a strategic framework. This outlines the goals, strategies and actions that will be taken by 
members over a three-year period between 2020 and 2023. Desiring to extend the reach of the 
organisation beyond its members and pre-established groups, the strategic plan outlines the strategy of 
pursuing partnerships with diverse groups including youth groups, university students, ethnic groups, the 
40-50-year-old cohort, and religious groups. 
 
Looking at the current membership base of ABC Friends, the organisation realised that there was a lack of 
youth engagement with the majority of members aged 60 years and over. Due to this, the committee were 
unaware whether it was worth putting time and resources into engaging young people and if they were to 
do so what messaging and ways of engagement would best work. The reason behind this was, as time 
moves on there is a need to recruit the next generation to help with the fight to save the ABC. This 
highlights the necessity to plant seeds in the next generation in order to ensure the work of ABC Friends 
continues.  
 
Section 3.1.2 of the strategic framework outlines the organisation's plan for youth engagement, which 
begins with this student placement. The research project seeks to:  
  

● Explore whether a youth demographic values the ABC and determine whether this is a 
demographic ABC Friends should invest time and resources in  

● Explore what messages resonate with young people in relation to the ABC  
● Develop strategies that enable ABC Friends to reach and engage with a younger demographic  
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2. Youth Methodology  
 
2.1 Overview 
The research study consists of a mix method approach, comprising both quantitative surveys and 
qualitative semi-structured focus groups. Both data collection methods consisted of participants who are 
living in Victoria, aged between 16 and 34.   
 
2.2 Survey  
The survey was created using Google Forms, a free online platform. This platform was selected as it 
allowed for an unlimited number of responses to be collected and additionally exported the raw data into 
an excel spreadsheet. The survey was designed to be a multiple-choice questionnaire, that explored 
participants:  

● Media use  
● Interest in news and current affairs  
● Interest in social issues  
● History of participating in social action 
● Attitudes towards the ABC  

 
The specific questions within these themes were carefully selected and word smithed over several weeks. 
This ensured they had relevance to our overall goals, and could be easily understood, without room for 
misinterpretation by any individual within our targeted demographic. A copy of this survey can be found 
in Appendix A.  

 
The survey was distributed via Facebook and was open for a two-week period (22nd of October until the 
5th of November). We started by utilising a snowball sampling method amongst our own friends and 
family, which generated 200 responses within the first two days. Following this, the survey was posted 
within a variety of Facebook groups including: 94 Victorian community groups, 8 Victorian university 
groups and 6 social groups (See Appendix C). The survey was re-posted within these groups on three 
occasions over the two-week period at different times of the day to increase our chances of reaching a 
larger audience. This approach generated another 551 responses, taking our overall total to 751 completed 
surveys.  
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2.3 Sample  
 
Of the 751 completed surveys, 46 surveys were removed from the sample. Reasons for removal included: 

● Age: 35 participants were above our age range (35 years or older) and one participant was below 
our age range (15 years or younger) 

● Postcode: 8 participants recorded postcodes outside Victoria  
● Consent: 2 participants did not click ‘yes’ when asked “Do you consent to participating in this 

research survey?”  

 
The final sample size was 705 participants.  
 
For analysis, the sample was split into 4 age categories following the age breakdown used by the 
Australian Bureau of Statistics. The data was broken down this way to identify if there were trends or 
patterns that were age associated.  
 

 Age breakdown of survey participants 
 

 
The sample was further broken down according to where participants lived within Victoria to establish 
whether there were any emerging trends or patterns based on geography. 112 participants lived in 
Regional/Rural Victoria and 593 participants lived in Metropolitan Melbourne. In total, we received data 
from 208 different postcodes. Of the 208 postcodes collected, 155 postcodes were from Metropolitan 
Melbourne and 53 postcodes were from Regional/Rural Victoria. When trying to allocate Metropolitan 
Melbourne and Regional/Rural postcodes, we went to Australia Posts website which provides a 
geographical breakdown and followed it accordingly. 
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Age breakdown of Metropolitan Melbourne and Regional/Rural Victoria Participants 

 
 
2.4 Survey limitations 

 
It is important to note that the survey was only distributed through the use of Facebook, snowball 
sampling and our own personal networks. Considering this, it is highly possible that we have missed a 
particular section of the Victorian youth and parent community that does not engage or have access to this 
particular social media platform or social media more generally.  
Additionally, posting in public forums/pages on Facebook often requires permission from the moderator 
in order for the post to be processed. We found that up to 20 groups did not allow our survey to be posted 
on their page. Alternatively, occasionally after being posted the survey would be deleted due to not being 
viewed as local material or relevant material.   
Further, due to the time limitations of our placement, the survey was only open for two weeks. If we had 
additional time and left the survey open for longer, it is possible that we may have been able to generate a 
greater number of responses.  
Finally, we feel it is important to note the project did not have a marketing budget. This meant that the 
survey was fully marketed using free sites and did not receive any advertising which may have led to 
engagement of a larger audience.  To add to this, the survey was created using a free site. 

 
2.5 Focus Groups 
Due to Coronavirus restrictions, the focus groups were conducted virtually through an online platform 
called ‘Zoom’. During each session, one of us would facilitate the discussion whilst the other would take 
notes. The focus groups were designed to be semi-structured in nature, allowing for discussion to be 
flexible over an hour and half session. Our three discussion points included: 

● Participant’s attitudes towards the ABC 
● Messages about the ABC that resonate with young people  
● Ways of reaching and engaging young people  
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Participants were recruited to participate in the focus group through the survey. The last question on the 
survey read: “If you would be interested in participating in a focus group to explore your viewing habits 
further, please leave your email address below and we will contact you with further information.” 
Participants therefore self-selected to participate.  
 
 
2.6 Focus group sample  
We received 110 email addresses expressing interest to participate. From these 110 email addresses, 36 
people responded to our emailed invitation indicating they were still interested in participating. We feel it 
is important to note that the week leading up to our focus groups, Victoria had eased their Coronavirus 
restrictions and could possibly explain why 74 people did not respond. 
 Within this email we offered participants a choice of 9 sessions, gaining an expression of interest 
amongst participants as to which date and time would suit them best. We provided a mix of both morning, 
day and night sessions across Monday to Thursday. 31 participants were then selected to participate 
across 3 focus groups. These people were selected based on their availability aligning with the majority. 
Participants who did not align with the majority received a follow up email expressing thanks for their 
interest and an offer to join one of the allocated sessions. This offer was declined by all due to their 
unavailability.   
 
Overall, we had a total of 19 participants across the three groups, due to 12 participants not attending on 
the day. Out of these 19 participants 3 arrived over 30 minutes late.  
The focus groups breakdown is as follows:   
 

Session 1 (23/11/2020, 1pm-2:30pm) - 6 participants  
Session 2 (23/11/2020, 7pm-8:30pm) - 8 participants  
Session 3 (26/11/2020, 7pm-8:30 pm) - 5 participants 
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2.7 Focus groups limitations  
 

The focus groups attracted a select type of person, which may not have highlighted the overall view and 
attitude in relation to the ABC. It is hard to attract people to give up an hour and a half of their time to 
help a cause they do not support, nor are interested in. For this reason, at times it felt like we were 
“preaching to the converted”, as one participant put it.  
Dominant speakers had the potential to cause a ‘tainting’ effect on the rest of the focus group. This means 
that their opinion could have swayed others to change theirs. This can affect other participants and make 
them feel uncomfortable to speak their honest opinion, causing some participants to withdraw from 
conversation. Some participants were noticeably disengaged as it was a long focus group (80 minutes) 
and hosted at night-time. Another reason for disengagement could possibly be that some participants 
didn’t know as much about the main idea (ABC). Another limitation was that some participants were 
quite young compared to other participants and the discussion points (politics, government funding and 
social issues) and understandings can be different and interest levels fluctuate in the conversation.   
  
Sample size:  There were no participants from a rural/regional location in the focus groups.  
We found it easier to facilitate a smaller group however this came with some challenges. Having a larger 
group could have sparked greater debate and evened out the views for and against the ABC. This may 
have helped quieter participants to feel comfortable to speak if there was more or at least some support for 
their opinion or view. By having a limited sample size, it meant that dominant speaker’s opinions held 
more weight and had the potential to sway other opinions or withdraw from conversation. A larger sample 
size would have allowed for more diverse ideas and perspectives, potentially making others feel more 
confident to speak.  
Participants struggled to separate ABCF from the ABC, this could be due to our explanation of ABCF. 
This was briefly touched on however we didn’t want to provide an in-depth explanation as we didn’t want 
to influence participants and effect their responses. Lastly, our lack of experience running focus groups 
might have hindered potential findings and discussions. 
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3. Survey Responses 
 

3.1 Media use in the past month  
 

What media have you used in the past month? 

 
 
 

Comments  
From the results shown above, social media was the most popular media platform used in the past month 
with 97% (683) of participants selecting this option.  
This was closely followed by paid TV with 92% (651) and then free to Air TV with 78% (545).  
From the options provided, print media was the least popular media source with only 27% (188) selecting 
this option.  
Of the options participants listed under “other”, the most common themes found were YouTube (18 
participants), News related media (16 participants) and Spotify (4 participants). 
These trends can be seen across both Metropolitan Melbourne and Regional/Rural Victoria showing no 
significant difference. 
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Media use according to age 
 

 
 

Comments  
We noticed paid TV was 1% higher than social media for the 25-29-year-old bracket, with 97% of 
participants engaging with paid TV services. 
It is interesting to note that radio was in the top three media sources for the 30-34-year-old groups but 
wasn't for any other age bracket 
The age breakdown showed that print media was the least popular media source across all age groups.  
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3.2 Viewing habits as a child  
 

Which of the following radio stations do you listen to? 

 
*ABC Channel/Program 
Red = Paid Television 
Blue= Free to Air Channels 

 
Comments 

ABC was the most popular TV station with 78% of participants selecting this option (555 responses) 
followed by Saturday Disney with 59% (419 responses).  
ABC was the most popular selection in all categories including overall age distribution and when broken 
into metropolitan Melbourne vs regional/ rural Victoria. 
The three main themes in the other options was Rage (Music program aired on the ABC), Overseas 
programming (UK, NZ, CAN, USA) and 3 respondents mentioned they did not watch TV as a child. 
It was noted that participants watched more free to air channels/programs as a child compared to paid tv. 
This was also evident across all groups and Victoria as a whole.  
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In your household as a child, did you have paid TV or Free to Air TV? 

 
Comments  

58% of the total sample only had access to free TV in their household as a child. This was followed by 
39% of participants who had access to both free TV and paid TV services. 3% of our sample responded 
that they only had paid TV in their house as a child growing up. Metropolitan Melbourne and 
Regional/Rural Victoria had a similar comparison with both having similar results on free to air tv and 
paid tv distribution 

Access to Free TV and Paid TV according to age 

 

Comments  
On average we found that 61% of the three older age categories (20-34) only had access to free to Air TV 
in their household as a child. This differed from 49% in the 16-19 age category 
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3.3 Listening Habits now  

Which of the following radio stations do you listen to? 

 
Comments 

As shown in the graph above, FOX FM was the most popular radio station amongst our youth sample 
with 44% (311) of participants listening to this station. This was closely followed by Triple J and Nova 
which received 41% of participants responses (292 and 286 respectively). Of the options provided, the 
least popular radio station amongst our sample size was 3AW, which received 5% (37) responses.  
Of the options listed under “other”, the three main themes were Triple R (15 respondents), Other ABC 
broadcasting stations (Regional stations, RN and Classic, which received 13 respondents) and local radio 
stations that are not ABC affiliated (9 respondents).  
The three main themes in the other options were Triple R (Community radio), other ABC broadcast 
stations (Regional stations, RN, Classical music, News) and local radio stations. 
If all the ABC stations provided as options were added together (ABC Melbourne, Double J and Triple J), 
ABC as a whole would be considered the most popular station with 60% of participants listening to the 
ABC (423 responses).  
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Radio stations listened to according to age  
 

 
 
 

Comments 
Broken down into the four age groups, KIIS was the most popular station amongst the 16-19-year-old 
participants with 54%, followed by FOX FM (46%), Nova (45%) and then Triple J (43%).  
The most popular for the 20-24-year-old age bracket followed the same trends found in the overall graph 
above.  
Triple J and FOX FM were the equal most popular stations for the 25-29-year-old age bracket with 38% 
of participants' responses. Triple J was the most popular radio station amongst 30-34-year-olds with 38% 
of respondents.  
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3.4 Social media use  
 

What social media do you frequently use? 

 
Comments 

Facebook was the most popular social media platform with 91% (638 responses) of participants engaging 
with this platform. This was then followed by Instagram with 81% (575 responses) and YouTube with 
69% (486 responses). 
Overall, Twitter was the least popular social media platform with only 28% (143 responses) of the 
participants engaging with this platform.  
Of the “other” options, the three main themes found included Snapchat (65 responses) , Reddit (25 
responses) and Discord (9 responses). When considering what options to include, we had discussed only 
considering options which allow ABCF to reach into this demographic, which Snapchat, Reddit and 
discord don’t allow, due to the direct messaging nature of the platforms.  
Three participants said that they do not use social media, showing social media is a big part of society 
Given Facebook was the platform we used to distribute the survey this may have influenced these results.  
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Social media usage according to age 

 
 

Comments 
When broken into the four age groups, Instagram was the most popular social media platform for the 16-
19-year-old age bracket with 89% of the participants engaging with this platform. This was then followed 
by Facebook (77%) and YouTube (75%). The other three age groups followed the trend shown in the 
overall graph.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 19 
 

Social media usage according to location 

 
 
 

Comments 
The above graph shows the breakdown of Metropolitan Melbourne compared with Regional/Rural 
Victoria. Facebook was the most frequently used social media platform amongst our sample, despite 
where participants lived.  
Interestingly, Instagram was the second most frequently used social media platform in Metropolitan 
Melbourne, which differed in comparison to Regional/Rural Victoria. The second most frequently used 
platform in Regional/ Rural Victoria was YouTube.  
For both Metropolitan Melbourne and also Regional/Rural Victoria, Twitter was the least frequently used 
social media platform amongst our sample.  
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3.5 Importance of news and current affairs  
 

How important is it for you to stay up to date with the news/current affairs? 

 
Comments  

The most popular response for how important staying up to date with the news/current affairs was 
‘Important’ with 271 responses. Followed by 214 participants saying it is ‘Very Important’ and 140 
participants saying it is ‘Slightly Important’ 
The older age groups identified that staying up to date with the news/ current affairs was very 
important/important compared to the younger age groups. 
18% of age group 16-19 believe that the staying up with the news is ‘Very Important’ and 39% of 
participants in this age group believe it is ‘Slightly Important’  
Regional/Rural data indicated that more participants were ‘not bothered’ and ‘not interested’ compared 
with Metropolitan Melbourne. Metropolitan had 6% more than regional/rural in ‘Very important’ 
category.  
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Staying up to date with the news/current affairs according to age 
 

 
 
 

Staying up to date with the news/current affairs according to location 
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How do you stay up to date with the news/current affairs? 

 
Comments 

Social Media was the most popular method for staying up to date with news with 84% of participants 
selecting this option (598 responses). 
Top themes found in the “other” section was Reddit, Word of mouth (hearing news from friends/family 
through conversation) and Catch-up TV (Youtube, Iview, google news) 
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How do you stay up to date with the news/current affairs according to age? 

 
 

Comments 
The age breakdown shows that across the sample, social media was the most popular way to stay up to 
date with news and current affairs. Additionally, across all groups, Newspapers and podcasts were the 
least popular ways.  
The popularity of staying up to date via social media decreased from 92% in the 16-19-year-old category 
to 71% in the 30-34-year-old category. 
We noticed that Live TV was the second most popular way of staying up to date for the younger two age 
categories, whereas the older two age groups preferred news websites.  
We also noticed that for the 25-29-year-old group, Radio (35%) was slightly more popular than Live TV 
(34%) which wasn’t seen in any other age group.  
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How do you stay up to date with the news/current affairs according to location? 

 
Comments 

Social Media was the most popular option for both Metropolitan Melbourne and Regional/Rural Victoria. 
Newspapers were the least popular option for participants in Metropolitan Melbourne compared to 
podcasts for participants in Regional/Rural Victoria.  
Newspapers were more common in Regional/Rural Victoria (19%) compared to Metropolitan Melbourne 
(13 %).  
Website usage in Metropolitan Melbourne (40%) was 10% higher than in Regional/Rural Victoria (30%). 
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3.6 Trust in Media  
 

Which media outlet do you trust most when it comes to news/current affairs? 

 
 

Comments  
41% of the participant sample trust the ABC the most when it comes to news and current affairs.  
The ABC was 27% above the second most popular response which was ‘other’ with 14% of participant 
responses. 
Of the comments listed under “other”, I don’t trust any news outlet (All have their own agenda and 
biases) was the most frequent response with 32 responses. This was followed by The Guardian with 12 
responses.  
Channel 10 was the least trusted media source amongst our sample, with 2% of participants responses.  
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Media trust according to age

 
 

Comments 
The ABC was the most trusted media outlet amongst all age groups. 
Channel 10 and sky news were the two least trusted media outlets amongst all age categories   
We noticed that the ABC was only slightly above Channel 7 in the 16-19 age category with 3% separating 
these two options.  
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3.7 Impact of the Coronavirus pandemic  
 

Have you paid more attention to the news since the coronavirus pandemic began?

 
Comments 

A majority of the participants have paid more attention to the news since the coronavirus pandemic 
began. 
 

Attention to the news during coronavirus according to age  

 
 

 
Comments 

The highest increase in paying more attention to the news was found in 16-19-year-olds with an increase 
in awareness of news by 69% 
The highest response for option ‘stayed the same’ was from 25-29 years old bracket with 32%  
The highest response for option ‘no’ was found in the 30-34 years age category with 14% 
Both regional and metropolitan news consumption had very similar results. However, we found it 
interesting that participants in Metropolitan Melbourne were paying more attention (63%) to the news 
compared to survey participants in Regional/Rural Victoria (57%) during the pandemic by 6%.  
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3.8 Engagement with social issues  
 

What social issues are you interested in? 

 

Comments 
Survey participants were most interested in Mental Health awareness with 81% (571 responses) of 
participants selecting this social issue.  
This was followed by climate change with a 69% response rate (486 responses) and Black Lives Matter 
with a 58% response rate (407 responses).  
Of the options listed under ‘other’, participants mentioned economic equality (6 responses), disability 
rights (4 responses), environmental issues (4 responses) and Gender related issues (4 responses).  
These trends were mirrored when broken down into the four age groups, with the top social issues 
remaining the same. 
At the beginning of placement, we understood the ‘Save our children’ to be a social movement about 
child trafficking that we had noticed was popular amongst our own social networks. After doing some 
research following the release of the survey, we discovered that this movement is associated with QAnon, 
a far right conspiracy group in the USA. There is another not for profit movement, ‘Save the children’, 
which we suspect participants may have mistaken as the same movement, as they are often hash tagged 
together in the same post. We recommend that ABC Friends does not associate with this movement.  
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Interest in social issues according to location 
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Have you ever … 

 
 

Comments 
From the results above, signing an e-petition was the most popular form of social action, with 83% of our 
sampling having signed an e-petition in the past. This was followed by making an online donation with 
68% and then making a cash donation.  
The least popular form of social action was writing an email or letter to a politician or organisation with 
only 28% of the total sample size participating in this in the past.  
Amongst the younger age group, 16-19 years, click activism was very predominant with the 4 most 
popular types of click activism being: e-petitions (75%), raising awareness by resharing/posting a social 
issue on media platforms (61%), made an online donation (46%) and shared the link to a Go Fund Me 
page (38%).  
It was noted that through all the different age brackets, signing E-petitions remain the most popular social 
action, however there is an increase in making donations as the participants get older. 
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3.9 Role of the ABC in the community  
 

Do you think the ABC plays a valuable role within the Australian community? 

 
 

Comments 
Overall, 85 % (602) of participants feel that the ABC plays a valuable role within the Australian 
community, whilst 15% did not feel the ABC played a valuable role. 
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Value of the ABC according to age 
 

 
 

Comments 
This trend continued when looking at the age breakdown  
We did notice that 78% of 16-19-year-old respondents said that the ABC plays a valuable role which is 
slightly less in comparison to the older age brackets which showed 88%, 86% and 84%respectively.  
 

Value of the ABC according to location 

 
 
 

Comments 
Within Regional/ Rural Victoria, 80% of participants believed that the ABC played a valuable role within 
the community compared to 86% of participants in Metropolitan Melbourne.  
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Please explain why you chose yes to the previous question? 
 

Theme  Response  Quote  

Trusted/ trustworthy  44 “A staple in the media industry, ABC News comes across as 
more trustworthy and less likely to employ fear mongering 
tactics and hyperbolic news issues like A current affair. They 
present the news as the most important issues surrounding the 
event and reports on the daily news” 

Reliable 38 “I am very heavily against Murdoch media. The right-wing 
bias is too much, during the pandemic it has gotten even worse. 
It is NOT journalism, it is propaganda. I only trust SBS and 
ABC for relevant news, Australia’s media monopoly has gotten 
out of control and I find it so scary that the government is 
cutting funds to our only remaining reliable news sources”  

Independent  28 “Although it is funded by the government, their content is 
strictly independent” 

Free from Murdoch 
influence 

25 “It isn’t funded by grotty old Murdoch and his money loving 
friends” 

Free service  21 “As a leading free to air broadcasting network ABC is an 
easily accessible media source for all Australians.” 

Non-bias  17 “It is the only trusted, unbiased, balanced news organization 
we have left.” 

Less bias than others   11 “The ABC provides a less biased approach to mainstream 
media and touch on all issues, some of which the other media 
channels do not.” 

Emergency broadcasting  11 “The ABC was very important for my family during bushfires 
to get information.” 

High quality journalism 11 “I think it carries high journalistic standards and it’s 
important that as a public we are not only exposed to 
journalism with a profit motive.”  

Kids entertainment 11 “I’ve always grown up watching the ABC and I think it has 
great TV shows for kids.” 
 

Local News  9 “They are highly focused on local Australian news” 

No advertising 6 “ABC is integral to society and provides news that cannot be 
paid for. The lack of advertising means they can tell the stories 
that matter without worrying about offending stakeholders.” 
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Diversity 6 “ABC is becoming the only television and media channel in 
Australia that allows for a diverse range of Australian stories 
and voices to be shared and told to Australia consumers, 
across many different genres and formats. It is especially 
important with the growing concerns surrounding the 
regulations of Australian children's and narrative content, as 
well as the general local film and television industry, with the 
ABC holding the most weight in supporting content and jobs 
within the Australian industry.” 

Comment relating to 
democracy 

6 “An independent public broadcaster is crucial for maintaining 
a well-informed electorate in a democracy.” 

Australian culture/ 
identity 

6 “Their content reflects Australia's cultural identity with a wide 
range of content. 
I believe it's ingrained within Australian culture”  

 
Please explain why you chose no to the previous question?  

Theme  Responses  Quote  

Bias  24 “They are now left winged and don’t support a non-bias view” 
“Too much left-wing bias” 
“I feel that as the state news organisation it is a one sided and 
automatically biased organisations.” 

Don’t watch the 
ABC/ Don’t 
know enough 
about the ABC  

23 “don’t know/see/hear/read enough about the ABC's influence to be 
able to say yes.” 
“I don't know enough about them to say if they do play a valuable 
role or not.” 

Not sure  13 “Not sure”  
“I’m not sure”  

Other media 
outlets  

6 “Because if the ABC didn't exist another broadcasting station would 
be doing the same role the ABC is currently doing.” 
“There are other resources to use.” 

Creates fake 
news/ victims  

5 “No- Finds too many victims.”  
“They are left leaning and report fake news” 

For older people  3 “ABC = tv channel for older Australians. Best thing about it is 
gardening Australia, Four corners and emergency radio. Triple J = 
cultural icon w hottest 100. But apart from that, they've lost the 
importance & relevance they used to have. Look at view, the majority 
of TV shows (apart from kids’ channel) are aimed towards older 
people, therefore, lost reach to younger viewers (gen z, millenials).” 
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3.10 ABC Funding  

Do you know who funds the ABC? 

 
Comments 

From the graph, 52% of participants who completed the survey were aware that the ABC was funded by 
taxpayers via the Australian government. This means that a total of 48% were not aware.  
Knowledge of who funds the ABC appears to increase with age. This can be seen as 61% of 16-19 years 
did not know who funds the ABC whereas 38% of 30-34-year-olds did not know. 
Was also noticed that participants from Metropolitan Melbourne are more aware of who funds the ABC, 
with a 10% increase from Regional/rural Victorians. 
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ABC funding according to age  

 
 
 

ABC funding according to location 
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Are you aware of any funding changes to the ABC? 

 
 

Comments  
The graph above highlights that 62% (439 participants) of the sample were not aware of any funding 
changes to the ABC. 
A trend seen was the older you were, the more likely you were to be aware of the changes to the ABC. 
This can be highlighted as only 18% of 16-19-year-olds were aware of funding changes whereas 56% of 
30-34 years old were aware.  
In both Metropolitan and Regional/Rural Victoria 62% of participants did not know about funding 
changes to the ABC.  

 
 

Knowledge of funding changes according to age 
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4. Focus Group Responses 
 
The session was split into three areas of discussion 

1. Attitudes towards the ABC 
2. Messages that resonate with young people 
3. Reaching young people/ engaging young people 

 
 
4.1 Attitudes towards the ABC 
 

When asked “When I say ABC what comes to mind”, 6 participants related the ABC to the news. One 
focus group particularly mentioned that they turn to the ABC for breaking news, as they feel it is the most 
trusted and reliable source of information. Another participant mentioned how they felt the ABC is fairly 
non-bias in comparison to other media outlets, while another felt the ABC leans towards the left. Other 
than news, four participants commented on their use of ABC Kids. One participant mentioned she used it 
as a babysitter for her children during lockdown, while the other 3 participants mentioned they grew up 
on the ABC and felt it adds into a nostalgia aspect of their lives today.   

 
From this initial question, the conversation was always directed towards Triple J, whether a participant 
brought this up or we noted to the group that no one had mentioned it. We purposely did so, as we wanted 
to gauge whether youth firstly are aware that Triple J is part of the ABC, whether they listen to this 
station or more broadly whether they listen to radio in general. We found the majority of participants were 
aware that Triple J was linked to the ABC, however a small minority were not, or didn’t remember until it 
was mentioned. Across all focus groups, the participants agreed that they don’t listen to the radio unless 
they are in the car. With the current pandemic, participants commented that they were travelling less and 
therefore were not often listening to radio. Additionally, it was mentioned in two of the three focus groups 
that radio use has further gone down since access to music platforms such as Spotify and apple music 
have become available. Three participants related Triple J to the top 100 countdown. Of these three, one 
listened to the 100 countdown when with family, whilst the other two commented how they engaged 
more with the top 100 when they were younger (17-19 years). One participant commented on the way 
Triple J provides “Fun news”, in that it is light, entertaining, yet informative. They continued to say that 
Triple J was the only radio station they listened to, when they did listen to radio. One focus group 
associated Triple J heavily with music festivals in comparison to everyday use, whilst another participant 
mentioned The Hack in relation to Triple J.  
 
 
Finally, within this discussion point we wanted to gauge whether these participants value the ABC and 
the reason behind whether they did or didn’t. When asked this question, all participants' responses 
referred to the news produced by the ABC. Many participants were inclined to turn to the ABC for news 
relating to COVID, due the ABC being a reputable source that provides facts opposed to opinions. This 
idea was carried more generally, as a large majority of participants felt the ABC was a reliable, high 
quality source.  One focus group discussed the importance of the ABC in terms of its investigative 
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journalism (example used was the ABC’s coverage of the War crimes in Afghanistan) and felt that other 
media outlets were not covering these issues.  One participant in our last focus group was very passionate 
about the ABC as a reliable source when working as a university lecture. They commented on their use of 
the ABC when seeking journalism articles. This participant said the ABC linked evidence to justify their 
points, which shows a more balanced article compared to other news outlets.  
A theme across two focus groups was that regardless of what media outlet you receive your news from, 
they feel they still need to be aware and critical when reading and listening as all media outlets have their 
own agendas and biases.  
    
 4.2 Messages that resonate with young people 
 
From the survey, we found it concerning that 62% of our sample were not aware of any funding changes 
the ABC was facing. This was then mirrored in all focus groups, with only 5 participants in total having 
some awareness. Of these 5 participants, they commented that they had been made aware via Triple J, 
social media, advertisement at university, through lecturers at university and through reading government 
budget reports. 
 
We further explored the concept of funding changes, asking participants how they felt knowing that 774 
million dollars had been cut from the ABC’s budget since 2014 and 1250 jobs had been lost this year 
alone. Of the 5 participants who said they were aware of funding changes; none were aware to this extent. 
A majority of participants felt sad, disappointed and annoyed hearing this statistic. Two participants 
mentioned that the ABC is something that people use every day compared to other things that the 
government allocates funds to. One participant found this notion difficult to understand, as why would 
people want to have a weak publicly funded broadcaster. Another mentioned it is unfair that Foxtel, a 
private and subscription-based media platform, received an additional 10 million dollar grant from the 
government to cover women's sports. A few participants felt they would be losing part of Australian 
culture, whilst a couple of others were upset to be losing a part of their childhood. Interestingly in our last 
focus group, two participants mentioned they were upset and disappointed in themselves for not knowing 
these figures.  
 
One participant further commented saying they had “never thought about the ABC being under threat as it 
is so embedded in our society/culture. I assumed it would always be there and therefore it has always 
been in the back of my mind. After hearing about the funding changes, I feel the ABC has shifted from 
the back to the front of my mind”.  
 
When prompted about the ABC being privatised or sold to the Murdoch empire all participants across all 
focus groups said they would be concerned. A participant noted that if the ABC was to be sold off, it 
would lose its credibility and trust. Another mentioned that investigative journalism tends to change when 
stations become commercial. They gave an example about the show ‘60minutes’ (Channel 9) being on par 
with Four Corners (ABC show) but now due to ratings and viewings it has become more a current affair 
type of show. A few participants mentioned that without the ABC what news organisation would hold the 
government accountable. One participant noted that they weren’t aware about the push to privatise the 
ABC. 
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During this part of the focus group, we showed the participants a document with a few slogans and asked 
which, if any, resonated with them.  
 
These slogans were selected from ABC Friends slogan competition:  

- ABC spells democracy 
- Everything begins with your ABC! 
- Australian content - by us for us 
- ABC: Death by a thousand cuts 
- ABC - where would we be without it? 

 
ABC spells democracy 

- No participants mentioned this slogan or made any comments 
 
Everything begins with your ABC! 

- A participant mentioned that an alternative could be ‘Everything begins with ABC!’ 
- Two participants mentioned this slogan resonated most with them as they enjoyed the play on 

words, and it was a friendly slogan.  
 
Australian content - by us for us 

- This slogan received the most attention both positively and negatively  
- For some, the word ‘Australian’ includes all people and was felt to hold a sense of community, 

that unites us all under one slogan relating to the ABC. 
- Others noted that there is a stigma around ‘nationalism’ and ‘Australian culture’ as it’s “culturally 

cringe”. This was explained as Australia doesn’t have one culture, rather everyone holds onto 
their own heritage, culture and grassroots. 

- This comment sparked another participant to say, “Australian content sounds too patriotic with its 
history of settlement and isn’t inclusive to all people”. 

- The meaning behind ‘Australian’ can be too ambiguous as it could mean something to one person 
and something completely different to another. 

- One focus group agreed collectively that they understand how it can be seen as having a negative 
stigma but appreciate the fact it represents the ‘Australian’ perspective. 

- Participants mentioned that the slogan should read the ABC- for us, by us- the ABC name holds 
weight in today's society. However, another participant noted that it really depends on how you 
grew up and the different types of bubbles people grew up in. 

- A suggestion from someone was ‘By Australia, for Australia!’ 
 
ABC: Death by a thousand cuts 

- One participant felt this slogan was direct and painted a clear picture of what’s happening in 
regard to ABC funding.  

- Another participant felt there was bias and an agenda behind this slogan, which goes against the 
ABC. 
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ABC - where would we be without it? 

- A participant noted that this reminded them that they consumed a lot of ABC content as a child 
and it hints at it being the ‘building block’ and how it helped him learn as a child 

 
The ABC - for the truth, not profit. 

- A participant saw the ‘not profit’ was a bit standoffish against other media outlets. 
- A few participants mentioned they liked the wording of this, but it wouldn’t resonate with them 

as a slogan 
 
Other observations 

- A participant noted that It’s important to include the brand, being ABC in the slogan 
- It’s hard to have one slogan for the ABC without cutting people and sections out 
- Few participants mentioned that no slogans resonated with them, as they are too general and are 

just words  
 
 
4.3 Reaching young people/ engaging young people 
 
Overall, all participants felt social media was the way to engage with a younger demographic. The social 
media platforms recommended by participants were Instagram, Facebook, Tik Tok, and Snapchat. We 
recommend not engaging with Snapchat, as this platform is more used for direct messaging as opposed to 
advertising. No matter what platform ABC Friends is posting on, all participants felt that short, sharp and 
simple posts that highlight the key messages or events were the most engaging and easiest to digest. A 
participant noted that they think YouTube is the best way to engage with people as it allows organisations 
to inform people with short and sharp clips/videos. These clips can additionally be shared on other media 
platforms. Numerous people commented that videos must have captions as they do not like to have sound 
on sometimes. 
Instagram stories were seen as a good way to engage with people as it provides a graphic with a caption 
and if it interests you, you can scroll up for more information through a link to an article. From this, 
participants said that they only want little doses of information and therefore posts need to be invitational 
rather than overwhelming.  Finally, numerous participants mentioned that using Tik Tok has the potential 
to take the seriousness out of an issue. Another participant mentioned that Triple J’s ‘The Hack’, SBS and 
guardian are on Tiktok and make informative posts. Another commented that Tik Tok was more 
digestible as it’s short and sharp and not many people watch TV anymore.  
 
Outside of social media, the most common suggestions were Visiting schools, Tafes/ private colleges and 
hosting events so that young people will want to take stories and make posts about things they are doing. 
A few participants mentioned that posters around University can be effective in getting messages out 
there, however this effectiveness is hindered due to the large number of posters around. A participant 
raised a good point that often posters are only up for a week due to posters constantly being placed on top 
of each other.  
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A participant mentioned that in some schools once a week, kids read newspapers and have a discussion 
with friends following. This has the potential to start the conversation as all kids in the classroom have 
just read the same article, therefore starting the conversation. The participants suggested ABC Friends 
could write an article surrounding the importance and threat the ABC faces to encourage schools to 
participate in this.  
Another participant mentioned Metro MX, a free newspaper for people travelling on transport. The 
participant felt this could be a good way to engage youth when they are travelling. Finally, partnering 
with youth organisations that run events and partnering with non-profit organisations. An example given 
was having a band play during the day at university and having a speaker in between songs talk about the 
ABC.  
 
From the survey, we noticed an increasing trend for the use of click activism and wanted to explore in the 
focus group how participants felt they related to this form of activism.  
 
Advantages:  

- Click activism is a steppingstone to education, which has a snowball effect amongst different 
social networks  

- There are low barriers to participation and less demanding in terms of effort  
- A small, timeless activity that can have a big impact e.g., Amazon rainforest  
- Makes people participate subconsciously - even if they don’t want to re-share the post - they will 

still see it and read it, if everyone else is reposting it. They have therefore still seen the 
information and read it regardless of whether they re-share it. 

- Click activism is an easier way to support a cause especially if you are shy and don’t feel 
comfortable participating in rallies or marches.  

- It’s not a bad thing as something a friend reposted can expose their participants network to that 
information and if only 2 people share out of all their friends, it continues to spread the message, 

- There is power in online petitions which was seen in Kevin Rudd’s petition and has the potential 
to snowball into a big movement e.g., Amazon rainforest. 

- Make people accountable and makes people participate subconsciously, as they still need to read 
and process the information, whether or not they re-shared it they are subconsciously 
participating. 
 

Disadvantages: 
- One participant said they wouldn’t repost their opinion due to having awareness that others who 

engage with their platforms may not share the same view as them.  The participant doesn't want 
to feel they are shoving information down their throats. Due to this they therefore prefer more 
direct forms of activism  

- They can appreciate its success but personally they do not partake. Due to professional reasons 
they need to be aware of the content they are reposting, as HR often does social media checks 
which can influence future job prospects.  

- Can be performative in a sense of what are you achieving by reposting? Can’t use people re-
sharing as a measure of participation. Some people may participate in other ways that aren't 
through social media  
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During the focus groups, we additionally road tested two potential engagement strategies which include 
an ABC appreciation day and merchandise. Participants' responses will be described below when we 
explain the engagement strategies.  
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5. Young Families Research Methodology  
 

The research study followed the same approach used in the youth methodology.  
 

5.1 Overview 
 
The research consists of a mix method approach, comprising both quantitative surveys and qualitative 
semi-structured focus groups. Both data collection methods consisted of participants who were parents 
living in Victoria, with children aged between 0 and 11 years.   
 
5.2 Survey  
 
The survey was created using Google Forms, a free online platform. This platform was selected as it 
allowed for an unlimited number of responses to be collected and additionally exported the raw data into 
an excel spreadsheet. The survey was designed as a multiple-choice questionnaire that explored: 

- Children’s technology use  
- Children’s media use  
- Children’s media habits  
- Parent’s media use  
- Parent’s interest in news and current affairs  
- Parent’s interest in social issues 
- Parent’s history of participating in social action 
- Parent’s attitudes towards the ABC  

 
The specific questions within these themes were carefully selected and word smithed over several weeks. 
This ensured they had relevance to our overall goals, but were also easily understood, without room for 
misinterpretation for any individual within our targeted demographic. A copy of this survey can be found 
in Appendix B.  

 
The survey was distributed via Facebook and was open for a two-week period (30th of October until the 
14th of November). We started by utilising a snowball sampling method amongst our own friends and 
family, which generated 17 responses within the first two days. Following this, the survey was posted 
within a variety of Facebook groups including: 

- 48 Victorian geographically based community groups (for eg.  Lorne, Mitchell Shire, 
Broadmeadows)  

- 6 social groups (Melbourne Gal Pals, Victorian Gal Pals, Melbourne Blokes), and  
- 26 parenting groups (for eg. Eastren parents groups, Mums and bubs, Melbourne mums 

group) 
 

The survey was re-posted within these groups on three occasions over the two-week period at different 
times of the day to increase our chances of reaching a larger audience. This approach generated another 
446 responses, taking our overall total to 463 completed surveys 
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5.3 Sample  
 
Of the 463 completed surveys, 9 surveys were removed from the sample. Reason for removal included: 

- Age: 2 participants did not provide their ages 
- Postcode: 7 participants recorded postcodes that were outside of Victoria  

 
The final- sample size was 454 participants.  
 
We asked participants for both their gender and work status, which is summarised in the tables below. 
 

Gender  Responses  
Female  398 
Male  51 
Rather not say  4 
Other  1 

 
Majority of our participant were female, due to this, we did not have enough male participants to make a 
significant comparison with gender. 
For analysis, questions relating to the child were broken into participants with children aged 0-5, 
participants with children aged 6-11, and participants that recorded they had children in both age 
categories.   
The data was broken down this way to identify if there were trends or patterns that were age associated.  

 
Age breakdown of parent’s children ages 

 
 
The sample was further broken down according to where participants live within Victoria to establish 
whether there were any emerging trends or patterns based on geography. When trying to allocate 
Metropolitan Melbourne and Regional/Rural postcodes, we went to Australia Posts website which 
provides a geographical breakdown and followed it accordingly. Three times as many participants were 
living in Metropolitan Melbourne as there were in Regional/Rural Victoria. With 114 participants in 
Regional/Rural Victorian and 353 participants in Metropolitan Melbourne. In total, we received data from 
155 different postcodes. 

Work Status  Responses  
Full time 131 
Part time  173 
Casual  36 
I do not currently work  114 
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Age breakdown of Metropolitan Melbourne and Regional/Rural Victoria Participants

 
5.4 Focus Groups 
 
Due to Coronavirus restrictions, the focus groups were conducted virtually through an online media 
platform called ‘Zoom’. In each session, one of us would facilitate the discussion whilst the other would 
take notes. The focus groups were designed to be semi-structured in nature, allowing for discussion to be 
flexible over an hour and half session. Our three discussion points included: 

- Your attitude towards the ABC (for your children and yourself) 
- Messages about the ABC that resonate with young families  
- Ways of reaching and engaging young families 

 
Participants were recruited to participate in the focus group through the survey. The last question on the 
survey read: “If you would be interested in participating in a focus group to explore your viewing habits 
further, please leave your email address below and we will contact you with further information.” Due to 
this, participants self-selected to participate in the focus groups.  
 
5.5 Focus group sample  
 
We received 41 email addresses from survey respondents showing interest to participate. From the 41 
email addresses received, 9 people responded to our emailed invitation saying they were still interested in 
participating. We feel it is important to note that in the week leading up to our focus groups, Victoria had 
eased their Coronavirus restrictions and this could possibly explain why 32 people did not respond to the 
email invitation. Within this email we offered participants the option of 6 sessions, gaining an expression 
of interest from participants as to which date and time would suit them best. We provided a mix of both 
morning, day and night sessions across Monday to Thursday. All 9 participants were then selected to 
participate across 2 focus groups.  
Overall, we had a total of 8 participants across the two groups, due to one participant who did not show 
on the day. All 8 participants who attended were on time. It is important to note that during the second 
focus group two participants were husband and wife.  
The focus groups breakdown is as follows:   

Session 1 (25/11/2020, 7pm-8:30pm) - 4 participants  
Session 2 (26/11/2020, 7pm-8:30pm) - 4 participants  
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6. Young families survey responses 
 

6.1 Child’s technology use  
 

What technology does your child use at home? 

 
Comments 

TV was the most commonly used piece of technology with 91% of the participant’s children watching 
TV.  
There was quite a significant drop down to the second most popular piece of technology which was IPad 
with a 68% response rate.  
For this question we specifically added the option ‘not applicable’ for parents of children who are maybe 
too young to use technology or for parents who don’t allow their children to use technology. This was the 
least popular response with only 2% of participants selecting it. 
Of the options listed under ‘other’ participants mentioned  

- ‘Limited time use’ (3 responses), 
-  Leappad (3 responses) and  
- Google home (2 responses). 

The top two trends followed the same patterns as mentioned earlier. 
We noticed that children in Regional/Rural Victoria used laptops more than children in Metropolitan 
Melbourne by 9%.  
There was no other significant difference between Metropolitan Melbourne and Regional/Rural Victoria 
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Child’s technology use according to age  

 

 
Comments 

When breaking down the data according to the child’s age, TV was still the most common technology 
used amongst all age groups.  
We noticed that the difference between TV and Ipad was not as significant for the 6-11 age category 
compared to the 0-5 age category.   
From our sample, children aged 6-11 are more likely to engage with laptops and video consoles (60%) 
compared to children aged 0-5 (13% and 8% respectively).  
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Do your children use any of the apps below? 

 

 
Comments 

All apps listed are ABC Kids affiliated apps 
35% of participants' children do not engage with any of the listed apps below, which was the most 
common response amongst the participant sample.  
The most commonly used ABC app was ABC reading eggs. ABC reading eggs was created by Australian 
teachers to help children from 2 to 13 learn to read and prepare for school. 
The least commonly used app was Play School art maker which encourages kids to freely create pictures, 
animated movies and story slide shows using their favourite Play School toys and craft items.  
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App use according to age  

 
 

Comments 
There was a noticeable difference between ages for ‘not applicable’ as 77% of participants in the 6-11-
year-old group could not relate to this question. 
Aside from reading eggs, these apps were not seen as popular in the age group 6-11 
ABC Me was less popular in the 0-5 age group. This program shows content for older children which 
helps explain this result. 
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Purpose of children’s App use 

 

Comments 
53% of parents selected entertainment as the purpose for their children engaging with the above apps.  
48% of parents select early learning as the purpose for their children engaging with the above apps.  
Socialising was the least common response with 4% of parents selecting this option.  
Of the options listed under ‘other’ participants mentioned school purposes (3 respondents), sleeping 
purposes (3 respondents) and TV shows (2 respondents; Bluey and the Wiggles).  
It is important to note that 35% of participants in the previous question said the question was ‘not 
applicable’ to them and their children so presumably they would not have answered this question. 
Interestingly only 31% of parents said this question was ‘not applicable’ The two questions were set up to 
relate to one another however we feel 4% of participants may have misinterpreted this question due to the 
numbers of ‘not applicable’ not adding up.  
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6.2 Australian Content  
How important is it to you that your child watches Australian shows? 

 
Comments  

The majority of respondents believed it is either Very Important or Important that their child watch 
Australian shows. 31% of participants believe it is important that their children watch Australian shows. 
Not Bothered was the next most popular response at 25%,  followed by Very Important at 24%. 
Not Important was the least popular option with only 3% of participants selecting this option. 
The data presented to be quite similar between Metropolitan Melbourne and Regional/Rural Victoria, 
following the same trends as seen in the overall graph. 
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Australian shows according to age  

 
 

Comments 
We found it interesting that the most common response for participants with children aged 0-5 years was 
important (32%) compared to the most common response for parents with children aged 6-11 years, 
which was Not bothered (36%) 
Australian TV shows were considered ‘Very important’ for 28% of participants with children aged 0-5, 
compared to 15% for parents with children aged 6-11.  
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6.3 Child’s viewing habits  
 

Which of the following shows do you watch?  

 
Comments  

The top 4 most popular kids TV shows are all shown on the ABC.  
The top 5 themes found in the other comments were: 

-  PJ Mask (7 respondents),  
- YouTube (7 respondents),  
- Barbie (3 respondents), Little lunch (3 respondents) and  
- Investigators (3 respondents).  
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Which of these channels/networks does your child watch? 

 
Comments  

Netflix and ABC Kids were equally the most popular channels/stations for children at 71% 
Boomerang was the least favourite response at 2% 
ABC Kids is the only free channel/network from the top 5 responses 
When we added up all the ABC options (ABC Kids, ABC Me, ABC Education) they accounted 
for 98% of participant responses.  
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Are you concerned if your child is exposed to advertising whilst watching TV?  
 

 
 

Comments 
69% of participants (312) said that they were concerned about their children being exposed to advertising 
when watching TV 
31% of participants (412) said that they were not concerned by this 
There was a noticeable difference of attitudes when comparing age groups. 
73% of parents with a child aged 0-5 years said that they were concerned in comparison to 62% of parents 
with children aged 6-11.  
67% of parents with children’s in both age groups were concerned if their child was exposed to 
advertising, however we cannot comment on whether they are concerned for all children across both age 
groups or only certain children. 

Advertising exposure by location 
 

 
Comment 

Participants in Metropolitan Melbourne were more concerned by advertising in comparison to those in 
Regional/Rural Victoria. We considered the content that is advertised on Metropolitan TV compared to 
Regional/Rural TV. We feel the local content aired on Regional/ Rural TV may account for this 
difference.  
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                              Does this influence your choice of TV station/ network?  
 

 
Comments 

60% of parents (274) indicated that advertising does influence the choice of TV stations/ 
networks that their children watch.  
40% of parents (180) said that advertising did not influence the channel that their children were 
watching.  
These statistics are slightly mismatched with those gathered in the question above. This suggests 
that some parents are maybe concerned, but not concerned enough for it to alter their behaviour.   
Results for Metropolitan Melbourne and Regional/Rural were very similar. 
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Choice of TV Stations by age 

 
 

Comments 
There is a 16% difference between parents of 0-5-year old’s (65%) and 6-11-year old’s (49%) on 
whether advertising influences their selection of TV stations/ networks for their children. 
61% of parents with children in both age groups are influenced by the selection of channels their 
children will watch. 
This could possibly be explained as the older children are, parents aren't as concerned with their 
child's consumption of advertising as they were when younger. 
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6.4 Parents Media use 
 

What media platforms do you use?  

 
Comments  

Paid TV was the most popular media platform for parents with 90% (407) of participants 
selecting this option. 
This was followed by Free to air TV at 71% and closely followed by radio at 65% 
From the options provided, print media was the least popular source of media with only 26% of 
participants selecting this option. 
These trends were similar across both Metropolitan Melbourne and Regional/Rural Victoria with 
no significant difference between them. 
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6.5 Social Media Use  
 

What social media do you use regularly? 

 
Comments  

From the results shown above, Facebook was the most popular social media platform with 94% of 
participants engaging with this platform.  
This was then followed by Instagram with 63% and YouTube at 49% 
Overall, Twitter was the least popular social media platform with only 8% of the participants engaging 
with this platform. 
Only 1% of the participants said that they do not use social media, indicating that social media is such a 
big part of our society. This however could be influenced by the fact that our survey was distributed via 
Facebook.  
  
 
 
 
 
 
 
 
 



 61 
 

6.6 Importance of news and current affairs  
 

How important is it to you to stay up to date with news/current affairs? 

 
Comments  

From the results shown above, the most popular response for how important staying up to date with the 
news/current affairs is was ‘Very Important” with 171 responses. Followed by 148 participants saying it 
is ‘Important’ and 62 participants saying it is ‘Slightly Important’ 
Regional/Rural data indicated that more participants were ‘not bothered’ and ‘not interested’ compared 
against Metropolitan Melbourne.  
Metropolitan Melbourne had 15% more than Regional/Rural in the ‘Very important’ category. 
 

Staying up to date with news/current affairs by location 

 



 62 
 

 
How do you stay up to date with news/current affairs? 

 
Comments 

Social Media was the most popular method of staying up to date with news with 68% (309 responses) 
Of the options listed under ‘other’ participants mentioned: 

-  Word of mouth (hearing news from friends/family through conversation)  
- Apps on their phones and  
- A few participants mentioned that they don’t say up to date.  

Digital news apps, Websites and Live TV were more popular ways to stay up to date with news and 
current affairs in Metropolitan Melbourne.  
Social media, Radio and Newspapers were more popular in Regional/Rural Victoria. 
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6.7 Trust in Media 
  

                          Which media outlet do you trust the most when it comes to news/current affairs? 

 
 

Comments 
42% of the participant sample trust the ABC the most when it comes to news and current affairs.  
The ABC was 24% above the second most popular response which was ‘I don’t trust any media outlet’ 
with 18% of participant responses. 
Of the options listed under ‘other’ participants mentioned: 

-  they use a mix of several channels (6 responses) and  
- The Guardian (3 responses)  

Channel 10 was the least trusted media source amongst our sample, with 2% of participant responses.  
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6.8 Impact of Coronavirus pandemic 
 

 Have you paid more attention to the news since the coronavirus pandemic began?  

 
Comments 

A majority of the participants have paid more attention to the news since the coronavirus pandemic 
began. 
Both Metropolitan Melbourne and Regional/Rural had similar results. 
 

 
Attention to coronavirus by location 
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6.9 Engagement with social issues  
 

 Which of the following social issues do you support or have supported in the past? 
 

 
Comments 

The participant sample was most interested in Mental Health awareness with 82% (374 responses) of 
participants selecting this social issue.  
This was followed by climate change with a 42% (193 responses) response rate and Save our children 
with 37% (168 responses) response rate.  
Of the options listed under ‘other’ participants mentioned: 

-  animal welfare/rights (4 responses), 
-  cancer research (3 responses) and 
-  freedom of religion (2 responses). 

Metropolitan Melbourne and Regional/Rural were very similar and showed no significant differences. 
At the beginning of placement, we understood the ‘Save our children’ to be a social movement about 
child trafficking that we had noticed was popular amongst our own social networks. After doing some 
research following the release of the survey, we discovered that this movement is associated with QAnon, 
a far right conspiracy group in the USA. There is another not for profit movement, ‘Save the children’, 
which we suspect participants may have mistaken as the same movement, as they are often hash tagged 
together in the same post. We recommend that ABC Friends does not associate with this movement.  
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Since becoming a parent, what actions have you undertaken? 

 
Comments 

From the results above, signing an e-petition was the most popular form of social action, with 74% of 
participants having signed an e-petition since becoming a parent. This was followed by making a cash 
donation 66% and making an online donation at 52%. 
Volunteered time for a child specific program/event was selected by 43% from parents. 
The least popular form of social action was volunteering their time to raise awareness for a cause with 
only 1% of the total sample size participating in this since becoming a parent. This is not surprising given 
how busy most parents are juggling work and family commitments. 
 

 
 
 
 
 
 
 
 
 
 
 

 



 67 
 

6.10 Quality of ABC Kid’s content  
 

Do you think the quality of kid’s content produced by the ABC is equal to the quality produced 
by paid media platforms? 

 

 

 
Comments 

Overall, 45% of participants (206) believe that the quality of kid’s content produced by the ABC is 
greater than paid media platforms. 
47% of parents (215) believe that the quality of kid’s content produced by the ABC is equal to paid media 
platforms. 
Only 7% of participants (34) believe that the kids content produced by the ABC is less than paid media 
platforms 
When added together, 92% of participants that the ABC produce kids’ content either greater shows or 
equal to paid media platforms. This is significant as ABC is a free platform. 
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Quality of ABC content by age 
 

 
Comments 

A trend seen for this question was that the older the children were, the more parents felt the ABC content 
for children was equal to paid media platforms. 
Parents with children in both age groups and parents just with children in 0-5 years believed the ABC 
produced content for their children which is of greater quality than other paid media outlets. 
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6.11 Role of ABC in the community  
 

 
Do you think the ABC plays a valuable role for Australian children? 

 
Comments 

Overall, 93 % of participants (422) feel that the ABC plays a valuable role for Australian children, whilst 
only 7% of participants (32) did not feel the ABC played a valuable role. 

 
 
 

ABC value by age 
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Please explain why you chose yes to the previous question? 
 

Theme Responses  Quote  

Educational value/shows 70 “It was always a good educational tool for when my children were 
little  
The shows were a lot more educational than other Channels”  

Reflects Aus culture and 
values 

28 “BC supports core Australian values which I want embedded in my 
kids.” 
“Shows Australian and aboriginal culture, values, nature, accents” 

Entertaining content 
intertwined with 
education 

18 The ABC provides content that is not only highly entertaining for 
children but has moral, ethical and education attributes to its content.  
The ABC provides content that is uniquely Australian” 

Age-appropriate shows 12 “I find the programs on ABC more age appropriate” 

No advertising  11 “No advertising during the shows like commercial tv. I trust the ABC” 

‘Australian Shows 
opposed to American 

10 “It is important we have some Australian content for them and not the 
American rubbish”.  

Trusted Kids channel 9 “For both of my children, ABC was the 1st & most trusted tv they 
both started watching”  

Safe content 9 “The ABC provides a safe channel for children to watch age specific 
shows both for entertainment and education. 

Variety of shows 7 “The variety of content is fantastic at exposing my children to 
varied concepts and approaches, it's easy to find a show which 
tackles a topic that's relevant as there's so many shows of 
different types being created with insight and care.” 

Generational staple 7 “ABC has been important for Australian children for many 
years as a staple for generational children” 

High quality shows 6 “I think the ABC broadcasts and produces higher quality shows 
that are more socially conscious.”  

Kids watched it when they 
were younger 

6 “When the kids were younger ABC kids was our saviour. ABC 
did not leave that channel until the kids were asleep” 
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Diverse programs (culture) 6 “Provides a diverse range of indigenous and non-indigenous 
content as well as educational and moral content within our 
country. Classed in our household as wholesome entertainment 
which does not need previewing by adults to determine if it is 
appropriate. “ 
 

Free Service  5 “ABC Kids is the only free to air kids’ channel” 
 

Undecided so choose yes  4 “I only chose yes as I am undecided” 

Range of shows for all ages 4 “suitable for all ages and appropriate content showed at 
correct times.” 
 

 

Please explain why you chose no to the previous question? 

Themes  Responses  Quote  

Multiple 
Alternative media 
outlets for children  

4 “Multiple alternatives available” 
“ABC is just another tv platform. It’s not important” 
 
 

My Kids don’t 
watch the ABC 

3 “I'm unaware how it would affect them at all. My kids don't watch 
that much tv/screen time. “ 
 

Left wing 
ideologies 

2 “Left leaning ideologies embedded in children's shows” 
“ABC are left wing they want to destroy our country.” 
 
 

Indoctrinating 
children with too 
much talk about 
sexuality  

2 “There is much too much talk of sexuality e.g., LGBT Issues and 
gender fluidity which is completely inappropriate for children. 
Parents should know that the ABC is a safe place where their 
children will not be indoctrinated with “woke” ideas. It should be 
teaching traditional values of love, empathy and kindness to all 
without singling out less than 2% of the population...parents can 
discuss these issues if and when they occur” 
“Indoctrination of children with sexual issues they are far too 
young to absorb.” 

Government 2 “The ABC is funded by the federal government, meaning that every 
time the government changes, so does their boss. The ABC is never 
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interference going to deliver hard-hitting news or journalism against the current 
government, and it never will, and they will never admit”  

Not bothered 2 “Each kid has their own preference; I'm not really bothered” 

Outdated and 
boring 

1 “It’s outdated and boring” 
 

Not engaging for 
children over 8 

1 “It's great for younger kids, not much for 8 plus” 
 

 
6.12 ABC Funding  

 
Do you know who funds the ABC? 

 
Comments 

From the graph, 57% of participants who completed the survey were aware that the ABC was funded by 
taxpayers via the Australian government. This means that a total of 43% were not aware.  
We also noticed that Regional/Rural Victorians (61%) are more aware of who funds the ABC, with a 4% 
difference with Metropolitan Melbourne (57%), but both groups are very similar 
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 Are you aware of any funding changes? 
 

 
Comments 

The graph above highlights that 60% of our sample (275) are not aware of any funding changes that the 
ABC has undergone. 
Only 39% of participants (178) were aware of current funding changes to the ABC 
Metropolitan Melbourne (61%) and Regional/Rural Victoria (60%) both had similar results of participants 
not knowing about funding changes to the ABC.  
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7. Young Families Focus Group Responses 
 
The session was split into three areas of discussion: 

1. Attitudes towards the ABC (for yourself and your child) 
2. Messages about the ABC that resonate with young families  
3. Reaching young families/ engaging with young families  

 
7.1 Attitudes towards the ABC  
 
When asked “what is the first thing that comes to mind when I say the ABC”, 3 participants made 
reference to ABC Kids. Of these 3 participants 2 mentioned that the theme song to Bluely is constantly 
playing over in their head because it played on the TV so much by their children. One participant noted 
that they do not like any of the content produced by the ABC, saying their variety of shows is almost non-
existent nowadays. This participant also mentioned that for her, the shows produced by the ABC hold 
very little educational value. 3 participants also mentioned Radio National. One participant said they 
“would be devastated if it disappeared” as they had it on in the background when caring for their children 
at home. Another participant mentioned that the ABC allows them to watch the classic shows that they 
enjoy, such as Dr Who. They said that the ABC offers something different and represents a variety of 
content.  Further this participant mentioned news, as they only consume their news from the ABC. 
 
Across both focus groups, all participants agreed that education intertwined with entertainment were the 
two factors parents look for when choosing the content to put on for their children. One participant found 
that ABC Kids had good content for providing education surrounding math, science and engineering. One 
participant mentioned that their 10-year-old daughter grew up on the ABC, for its educational value, 
however, has now grown out and lost interest in the shows and relies on social media for entertainment. 
Two participants mentioned that the ABC provides relatable content for children, especially when 
transitioning between ages. My Year 7 Life, My Year 12 Life and First Day were the three shows 
mentioned in relation to this comment. One participant mentioned that commercial stations do not 
prioritise programs for children and have limited options available.   
 
One participant found that some of the content shown on the ABC was displaying rude behaviour to their 
children and that they could see their children absorbing and mimicking the behaviour they were viewing. 
When expressing this, the participant made reference to Peppa Pig and also commented on the ways that 
the show was body shaming characters. These were not messages nor behaviours that these participants 
wanted embedded in their children. The same participant mentioned that paid subscriptions, such as 
Netflix, provide more wholesome content that follows a real-life plot that their children can relate more 
to. Another participant added to this saying that they won’t allow their children to watch ABC Kids. This 
participant found this was a common trend at their local school amongst other parents. They felt the 
content contained bad characters and taught their children poor manners.  
 
One participant made reference that her child was not yet at an age where they could engage in the 
particular learning aspects such as Maths and science. This participant relied on the ABC as a baby-sitting 
device. When they need to go do something or complete household chores, they felt comfortable leaving 
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their child in front of the TV as they felt ABC Kids provide age appropriate, safe content. Another 
participant in the other focus group also voiced this opinion.  
 
All participants agreed that they are concerned about their children's susceptibility towards Ads. This was 
highlighted as a benefit when their children were watching the ABC for all participants except one. One 
participant noted that their children watch Nickelodeon (Paid TV) and always want the toys and junk food 
seen during ads. Another participant mentioned that they let her child watch YouTube and reinforced that 
on YouTube there is also a large number of ads for toys, to which the children then ask for.  
 
Other media platforms participants allowed their children to engage with include Netflix, Stan, YouTube 
and Disney plus.   
 
7.2 Messages about the ABC that resonate with young Families  
 
From the survey, we found it concerning that 61% of our sample were not aware of any funding changes 
the ABC was facing. When asked in the focus group, all 8 participants said that they were aware of the 
funding cuts the ABC was facing. We further explored the concept of funding changes, asking 
participants how they felt knowing that 774 million dollars had been cut from the ABC’s budget since 
2014 and 1250 jobs had been lost this year alone. Of the 8 participants who said they were aware of 
funding changes, only one was aware to this extent. It was later discovered that this participant was a 
member of ABC Friends. 
 
In response to these statistics, two participants stated they were not surprised. One participant commented 
on how the Liberals are always trying to defund the ABC and was appalled that funds were being taken 
from the ABC and given to Murdoch; whilst another said they had found the ABC to produce a lot of 
inappropriate programming, with no set audience, as well as showing bias in their reporting. One 
participant expressed their anger knowing that the ABC produces a large amount of local content and 
news. They expressed how the ABC is a steppingstone for a large number of TV graduates and without 
the ABC, young Australians will find it even harder to get a foot in the door of the entertainment industry. 
One participant was angry that a lot of comedians will have to move from free services to paid ones and 
was concerned about emergency broadcasting being outsourced. One participant said they would be 
happy as long the Wiggles and Bluey remained as they were the main shows their children engaged with; 
one participant mentioned that it was a large number of Australian jobs that were being lost. We asked 
how the other participants in these focus groups felt about that many Aussie jobs being lost and all 
participants agreed it was not nice to see; even those who did not support the ABC.  
 
During this part of the focus group, we showed the participants a document with a few slogans on them 
and asked which, if any, resonated with them.  
 
Slogans  
ABC spells democracy 

- One participant felt that this slogan adds a sense of ‘you VS them’. They felt it was saying that 
the ABC is right and therefore everything else must be wrong.  
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- One participant felt that this slogan was too political and pushy. They said it reminded them more 
of America in comparison to Australia. 

- Another participant said that the ABC is not the only outlet that participates in keeping 
democracy. 

 
 Everything begins with your ABC! 

- One participant felt this slogan goes back to the idea of the ABC and the educational values its 
produces for children in their early learning  

 
 Australian content - by us for us 

- One participant felt this slogan really resonated with them. They commented on the need to stick 
Bluey on the slogan as a trademark, so that both kids and parents would be able to recognise and 
understand the context of the slogan.  

- Another participant felt this resonated with them the most as personally they want to support 
Australian jobs and content and feel others would also 

- Another participant seconded this. Personally, they did not engage nor support the content 
provided by the ABC, however the idea of losing Aussie jobs spoke to them. 

- One participant commented that this slogan is inaccurate, as a number of shows shown on the 
ABC are not produced or written in Australia, rather they come from overseas.   

- Another participant made comment that there are a lot of Aussie writers and makers employed by 
the ABC (even if the shows are produced overseas)  

- During the youth focus groups, a few participants commented on a stigma that is attached to 
‘Australian content”. All participants in the young families focus groups did not link the wording 
to this stigma. 

- One youth focus group suggested changing the wording to ‘Our ABC - for us, by us’. One 
participant in the young families focus group felt that people remember it is ‘Our ABC’ and 
therefore there is no reason to spell that out. Another participant felt ‘Your ABC’ spoke to an 
existing customer opposed to a present or future 

 
ABC: Death by a thousand cuts 

- One participant felt that this slogan viewed the ABC as the problem 
 
ABC - where would we be without it? 

- There was not discussion surrounding this slogan  
 
The ABC - for the truth, not profit.  

- There was no discussion surrounding this slogan  
 
Additional comment  

- 4 participants commented on slogans they liked best however concluded none truly resonated 
with them  

- Aussie Jobs is a message that would resonate with one participant  
- In one focus group there was a consensus that even if you don’t support the ABC, hearing about 

thousands of job losses will resonate with the public  
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- Investigative journalism, safety and quality of shows, Variety as well as safety of content are all 
things that participants felt would resonate with them.  

 
7.3 Reaching young people/ engaging young families 
 
During the focus groups, we asked participants what the best ways are to engage with young families 
nowadays. All participants emphasised social media as a way of reaching and engaging this demographic. 
Platforms that were mentioned included Facebook, Instagram and TikTok.  Most parents agreed to the 
fact that they have limited spare time and felt short, sharp posts were most engaging to them. These 
include a short slogan on a picture, highlighting the key message and then a link that they can save and 
come back to later when the kids are sleeping or playing. Participants added that short 10-30 second 
videos can be very engaging. As a parent, they have limited time to take their eyes off their children and 
therefore felt anything over 30 seconds was too long. It was added by one participant that all videos 
should include captions as often videos are viewed without sound. One participant felt that Instagram 
stories are more engaging, than scrolling on a Facebook feed.  Another participant added that the use of 
Instagram polls would be useful for gaining data as well as spreading awareness of ABC Friends cause. 
One participant suggested two popular blog pages entitled ‘Mumma Mia’ and ‘Midnight mums’ that ABC 
Friends could use in order to reach more parents with young children.   

 
Outside of social media, maternal health centres were popular in both focus groups. All young families 
will cross paths with a maternal health centre when their children are young and often are looking for 
advice, especially new parents. One participant suggested putting up flyers on a community notice board 
in the centre. Another place to display posters included community notice boards at libraries. To add to 
this one participant suggested having ABC Friends pamphlets in doctors’ offices, surgeries/ waiting 
rooms.  
 
Another participant mentioned having young children in primary school, they are fully open to anything 
teachers or the school recommends. This participant felt developing relationships with childcares, 
kindergartens and primary schools would be crucial in establishing these relationships with young 
parents. For example, giving schools flyers to hand out to children to give to their parents.  
 
Aside from local markets, one participant mentioned having stalls in shopping centres. Having activities 
that will attract the kids and keep them entertained, in order to allow the parent to engage with whoever is 
managing the stall.  
 
One participant spoke about the effectiveness of word of mouth. This person felt ABC Friends needed to 
find a way to start these word-of-mouth conversations, as outside of social media that is how they also 
hear news. Finally, one participant commented that they had become a member of ABC Friends after 
seeing a bumper sticker. This participant felt that ABC Friends needs to concentrate on empowering and 
motivating the more passive members to become more active  
 
From the survey, we noticed an increasing trend for the use of click activism and wanted to explore in the 
focus group how the participants felt they related to this form of activism. All parents noted that click 
activism was favourable, as with limited time on their hands, they felt it was a good way to support 
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movements from the convenience of being at home. Another participant mentioned in the past they have 
actively engaged in click activism via Facebook. This participant liked that they could measure the 
success of their contribution and ensure it got posted. The participant made the comparison to physical 
letter writing stating that mail often gets lost or thrown straight in the bin. To add to this another 
participant commented that they associate letter writing with their grandparents and further was unsure 
who their local MP was and how to go about writing a letter. One participant said that they would 
participate in click activism but also enjoy the “behind the scenes” which they explained as attending 
demonstrations or rallies. When asked if any other participants would consider attending a rally/ 
demonstration the response in both groups was “What's involved?” and “how long will it take”.  
 
During the focus group, we road tested two potential strategies of creating an ABC appreciation day and 
use of merchandise to start word of mouth conversation about the ABC. The data will be noted during the 
strategies section. 
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8. Strategies  
 
From our findings, we will demonstrate how ABC Friends Victoria can implement strategies that can 
assist in engaging with a younger demographic. We will go into detail of our ideas and the justification 
behind them through our findings in the survey as well as the focus groups.  
 
8.1 Strategic goals  
 
The goals of suggested strategies are to: 

1. Reinforce the importance of the ABC  
2. Raise awareness relating to the threat the ABC is facing  
3. Raise awareness of who funds the ABC  
4. Raise the profile of ABC Friends amongst a younger demographic  

8.2 Overview of strategies  
These goals were used to help guide our strategies and recommendations for ABC Friends Victoria 

 
 
QR Codes 
 
Social Media 
 
ABC Appreciation day/week 
 
University Engagement  
 
Merchandise 
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8.3 QR Codes 
 

A parent in a focus group mentioned that they see a lot of posters at their local library but never has the 
time to visit the websites listed on the posters. They also made comments later on in the focus group that 
sometimes they can't consume media content immediately and will save things and go back later in the 
night to read everything.  
This is where the QR Code idea was developed as it allows people to simply scan their phone and be 
immediately redirected to ABC Friends Victoria’s social media, either Facebook/Instagram, and they can 
‘like’ the page and constantly be updated on posts and notifications.  
With Victoria now being more aware of QR codes, we thought a good way to engage with people is to 
include these on current posters. If people are interested in the cause and message on the poster, they will 
scan their phone and it will redirect them to ABC Friends social media platform. This means they may 
‘like’ the ABC Friends Facebook page and follow their content. We believe that using the QR, 
programming the code to redirect people to ABC Friends social media platform rather than the website is 
most effective. The reason for this is that websites are designed for a person that is actively consuming 
and seeking content and can often be a one-time visit and they may not return. Whereas social media is 
designed to engage with those who follow the page but also, see others engaging with it and may be 
interested in looking into the content. When people scan their phone and like the page, they may be more 
inclined to follow the page and absorb the content. This is a good way to recruit people to your cause, 
increasing word of mouth and growing awareness for ABC Friends. 
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8.4 Social media  
 
The survey findings reinforce the importance and demand of ABC Friends Victoria being present on 
social media. This was highlighted as we found that 96% of participants in the youth survey have used 
social media in the last month. We also noticed that 94% of parents use Facebook and from that, 68% use 
social media to stay up to date with news and current affairs.  We will further develop this idea on what 
content and messages best engages with youth. 
 
Facebook & Instagram 
 
Facebook 
90% of youth survey participants use Facebook 
94% of parent survey participants use Facebook 
84% of youth survey participants use Facebook to stay up to date with news 
68% of parent survey participants use Facebook to stay up to date with news 
 
We found from all 5 focus groups that the majority of participants use Facebook 
 
Instagram 
We found that 81% of youth participants use Instagram and 63% of the parents surveyed use Instagram. 
Instagram was then the second most popular social media platform with an average of 80% of participants 
across all age groups using Instagram. Instagram was the most popular social media platform for 16-19 
years old’s with 89% of this age bracket from the sample using Instagram frequently. 
From all focus groups, the majority of youth were using or suggested Instagram as a platform to reach 
their demographic  
 
Messages: Showing the importance of ABC to the youth 
 
Participants in the focus groups mentioned how sacred the ABC is and how it can sometimes be placed in 
the back of people's minds as we believe it will be around forever therefore, not much attention is placed 
on its funding. We need to present this information on social media. 
From the survey, we found that 85.4% of young people from our sample think the ABC plays a valuable 
role within the Australian community. These trends were carried across all age’s groups, as well as 
Metropolitan Melbourne and Regional/Rural Victoria. 
From the youth survey 78% of participants indicated that they watched ABC as a child and a common 
theme in the youth focus groups was that of ABC Kids and nostalgia could be a key message that can 
resonate with young people. 
 
Messages: Raising awareness about ABC being a emergency broadcaster 
 
From the youth survey (62%) and parents survey (64%) participants paid more attention to the news since 
the coronavirus.  
At the beginning of all discussions in the focus groups, several participants mentioned that when it came 
to news, breaking news, bushfire updates and coronavirus updates, they turned to the ABC.  
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The majority of focus group participants were able to explain that most news outlets had biased reporting 
during the pandemic, but they could rely on the ABC for factual information. 
In a Victorian context, emergency broadcasting was a big part of 2020, ABCF could highlight the 
significance of ABC being an emergency broadcaster and how it played its role 
 
Messages: Explaining the diverse range of shows that the ABC covers 
 
An example of demonstrating the diverse range that the ABC has to offer would include, four shows that 
have a theme in common with a message on why it’s important to the Australian society.  
In our focus group it was evident that one participant's negative comments about ABC lacking diversity 
was due to them only being aware of one ABC channel. This reinforces the idea that some people are 
unaware of the diverse channels and shows ABC produces and the need to spread this message. 
 
Messages: Educating people about who funds the ABC 
 
52% of youth survey respondents and 57% of parents survey respondents knew who funded the ABC, 
showing that there is a gap in knowledge that ABC Friends needs to cover.  
This would be the main concept behind the majority of the posts targeted at young people and young 
parents to educate them, keep them updated on changes and inform them on what's happening.  
There may need to be more focus on the idea that the ABC is funded through taxpayers and therefore, it's 
produced by us, made for us and owned by us. 
In the focus group we asked participants to pick a slogan that best resonated with them, ‘Australian 
Content’ By us, for us, was the most popular 
Participants mentioned that it highlights the ABC being a big part of the Australian community and a 
sense of cultural identity. 
However, in one focus group, using the word Australia, was not popular as there was a negative stigma 
around nationalism, patriotism, exclusive and it being viewed as culturally cringe worthy.  
 
 
Messages: Needing to underline Job losses  
 
In both youth survey (62%) and the parents survey (60%) it was found that a large majority of participants 
were not aware of any funding changes to the ABC. 82% of 16-19-year-olds were unaware. This is an 
area that the ABC Friends needs to address. 
We found from both surveys and focus groups people were unaware of ABC funding changes. They 
indicated in the focus groups that they wish they knew, but don’t actively engage to find out that kind of 
information. Some suggestions were made on what type of posts would work best to educate them on 
ABC Friends Victoria messages on social media. 
When mentioned in the focus groups about job loss and how much the ABC had lost participants were: 

○ Sad knowing they were losing part of Australian culture 
○ Sad knowing this as the ABC was a part of every Australian child's life growing up 
○ Participants were upset knowing that 1250 jobs had been cut 
○ One participant was very shocked and concerned by this and felt upset with herself for 

not knowing these figures 
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This is a message that needs to be clearly conveyed to the younger demographic as a participant 
mentioned that younger people are more likely to engage with things if there is an indication of an 
immediate threat.  
 
Type of content: Posting facts through pictures 
 
Highlighting the importance of the ABC by implementing quick fact posts on social media accounts. This 
would include a one sentence fact about the ABC on a visual picture.  The simplicity of this type of post 
can be easily digested by any audience and is more likely to be remembered. 
This type of content should be posted once or twice a week, alongside other content mentioned below. 
An example of this is: ABC is available to 99% of Australians (picture of a dish broadcasting and in white 
words in the middle) 
 

  
 
 
Type of Content: Structuring picture posts 
 
When posting a series of pictures to highlight the diversity of shows and stations that the ABC offers, we 
recommend using a maximum of 4 pictures.  
This ensures that the post isn't cluttered and overwhelming. i.e., not having too much information in one 
post. Keep it simple and not too wordy. This type of content was appealing in the focus group.  
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Type of content: Videos 
 
Creating 15-20 second clips that highlight the importance of and threat the ABC is facing.  
Participants in the focus groups stated they would prefer captions to be included with all video’s as often 
they cannot have their sound on  
Participants indicated this type of multimedia post is engaging as it’s short, sharp, and straight to the 
point. 
Attached to the video would need to be a very attractive, yet simple caption highlighting the overall 
message of the video to draw viewers into watching the video 
 
Type of content: Posting about events  
 
We recommend that ABC Friends constantly updates followers with the events and campaigns they are 
doing. This ensures people are aware that this is in an organisation that campaigns and participates in 
advocacy events rather than a blog or opinion site.  
It also advertises that ABC Friends will be at a specific location and potentially encourage others to come 
down and support the cause.   

■ For example, Sunday market stalls, candle vigil nights, handing out pamphlets, 
protesting a local MPs office, advertising in the community banner (Trades hall). 

 
Type of content: Larger Events 
 
We recommend inviting people to events online i.e., when they have special guests that discuss ABC’s 
importance (Jon Faine). Alternatively, advertising that the event is happening, and people can sign up by 
becoming a member of ABC Friends.   
Sharing this on platforms so that younger demographics and parents can hear notable social figures 
discussing these issues will further help increase knowledge surrounding the ABC and get people 
thinking about the cause.  
 
Type of Content: Throwback Thursdays 
 
This has been seen as a common trend on Facebook where organisations, influencers or people would 
post one picture every month of a ‘throwback’ to engage with audiences and spark conversation. 
This allows people to see the history of ABCF and what has been achieved to date. This is engaging for 
existing members as it something to remember and reflect on, however it is also engaging for new or 
potential members to see the work ABC Friends engages in.  

■ This could include posting a picture of ABCF in the 70’s 
■ Including something from the 80’s, followed by the 90’s  
■ Posting pictures and videos from past marches and rallies  
■ A picture of ABCF campaigning at a market stall 3 years ago 
■ Old ABCF logos, past committee members, past presidents  
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Type of content: Reposting content 
 
We recommend reposting content posted by other organisations and pages that is relevant to the ABC  
For example, reposting content posted by ABC Friends National. 
Reposting content posted by the ABC and commenting on why it is important to keep. E.g., The ABC 
posted an article about the introduction of a new toy on playschool during NAIDOC week. This shows 
diversity of culture on the ABC and should be brought to the public’s attention  
Another example comes from Get Up. On Get Up’s Instagram they posted a short video highlighting the 
threat the ABC faces.  
This is content that keeps your audiences engaged and you do not need to produce.  

 
Content specific to Instagram  
 
In the focus group, participants mentioned that Instagram stories were more popular than the feed itself.  
Having a swipe up link to direct people to more information if they are engaged and interested in the topic 
is important. 
Engaging with subscribers through polls. This is when ABC Friends can ask certain questions to engage 
with followers and can gain data and find out what sort of content people would like to see being posted. 
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8.5 ABC appreciation day/week 
 

From the youth survey we found that the most interesting social issues for young people were mental 
health awareness 81% (573), climate change 69% (486), the Black Lives Matter movement 58% (407) 
and aboriginal rights and recognition 56% (398). For the young family’s survey, we found that mental 
health 82% (374 responses) and climate change 42% (193) were the most popular option for social issues 
parents have supported.  After receiving this data, we considered why these social issues were popular 
and what do they all potentially have in common. We noticed that all these social issues were highly 
visible within the community through the use of a specific day or week that is utilised to spread awareness 
of the cause. This can be found through R U OK day, NAIDOC week and Black out Tuesday (part of the 
Black Lives Matter movement). This started to make more sense when we remembered that 97% (683) of 
youth’s sample frequently used social media. Considering the most popular forms of social action 
amongst youth (75%) and parents (74%) participants engaged with actions in which we consider the 
easiest in terms of effort. These included signing a hard copy petition, signing an e-petition, making a 
cash donation, making an online donation, sharing the link to a go fund me page and Raising awareness 
by reposting or sharing a social issue on social media platforms. This compared to 25% of participants 
who have participated in more time consuming and demanding forms of social action, such as: Attending 
rallies, marches and demonstrations, writing letters to politicians, volunteering time to raise awareness or 
money for a social issue or specific cause.  
 
Reviewing this data made us consider the idea of click activism as an avenue for ABC Friends. Creating a 
series of social media posts with the intention of these posts being re-shared constantly during a specific 
week, would allow ABC Friends to educate the community as to the importance of the ABC and the 
threat it faces.  
 
When trialed in the focus groups, participants responses were:  

- It would educate more people about what’s happening with funding and have the potential to kick 
people into action, as people are not going to advocate and fight for something, they aren’t aware 
is under threat.  

-  By making these informative posts, a participant mentioned that there is a need to find a 
connection that will relate and connect with people to the post. Comments about some posts being 
witty/funny but relevant to share to engage with different audiences also.  

- An engaging idea was Getting youth to write about how the ABC has helped them through their 
life and posting these on social media platforms. By collecting young testimonies that will further 
increase the chances of connecting with other youth.  

- For it to be successful, many participants mentioned that there is a need to get influencers or big 
names on board e.g., Leigh Sales was one name mentioned. When ordinary people see influential 
people supporting a cause they will be more inclined to support that cause also.  

- Another participant mentioned it would be nice to see all platforms of the ABC coming together 
and to support this cause e.g., Members from playschool, Triple J, news reporter etc 

- One participant noted that the idea of online activism is immediately associated with the left  
- Another participant said they would read the post but wouldn't do anything about it  
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We feel it is important to note that although we believe this will be a really engaging form of activism for 
young people, it is an activity that anyone can participate in as long as they have social media. This means 
if only a quarter of ABC Friends current membership base re-shares one of these posts, the cause has 
already received 1000 shares.  
 
Although the main idea behind ABC appreciation day/week is in the social media campaign, another idea 
to end this week could be a public event. This could be held at a local park and could include food trucks, 
live music, an out-door cinema, activities and face painting. This can be seen as an opportunity to raise 
money for ABC Friends ‘Warchest’ to assist with more advocacy campaigns. This can be completed 
through sausage sizzles and raffles to add further donations that go to an important cause. 
It is often hard to find a place that youth are in so we feel it might be easier to bring the youth to us 
instead. At this event ABC Friends could have a stall and be interacting with young people and families 
about the importance of the ABC and the threat it faces.  
 
Although this would involve quite a bit of planning, we found local councils set out a clear step by step 
guide of the required steps in organising such an event. For example, the Boroondara council has a guide 
of 14 steps and says to allow at least 12 weeks to organise an event on council land. The fourteen steps all 
include in detail information of what is required; however, the subheadings of each step include:  
 

1. Booking a venue  
2. Prepare an event plan, if requested  
3. Check if the event includes temporary structures 
4. Plan for appropriate sound level and toilet facilities   
5. Check what other council permits and other approvals your event needs  
6. Check if the event complies with food and alcohol regulations  
7. Plan for responsible waste management  
8. Prepare a letter for nearby residents and businesses  
9. If requested, prepare a risk assessment and emergency management plan  
10. Take out public liability insurance, if required  
11. Get permission for fireworks  
12. Prepare a site plan if requested  
13. Send your event document and copies of permits to us  
14. Event say venue inspection and bond refund 

 
 
Additionally, on the Boroondara website they provide a list of external organisations that could be used to 
provide activities on the day of the event. However, we feel it can be planned with ease, at a more cost-
effective price through air tasker.  
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8.6 University placements 
 

Another strategy we recommend is targeting an array of different university degrees to assist ABC 
Friends in their work and campaigning. For example, targeting students in design, art, film and social 
media marketing courses. This can be done by internally emailing the head of faculties of universities 
about student placements or voluntary work, who will then forward it across to the whole student cohort 
if interested.  This is also a good opportunity to spread awareness and educate students on the threat the 
ABC is facing.  

 
As most students are looking for experience and items to add to their CV/portfolio they may be more 
willing and happier to produce these items for ABC Friends voluntarily. This is a good way for students 
to also get their work published and credited. From this idea, being able to publish their work on the ABC 
Friends Victoria’s website and create an archive section called ‘gallery’ to enable those without social 
media to view their content.  
Marketing students want to develop and grow their CV experience and would be willing to assist in a 
student placement that gives them an opportunity to run social media accounts on behalf of ABC Friends.  

 

 
Designed by Henri Flower (RMIT 1st year design student) 

 
Another way to recruit university students externally is advertising Annual ABC Friends Victoria 
‘Student Awards’. This idea can run either once or twice a year and theming each contest so that all the 
artwork is different each time. By offering a prize and publishing their work, this will add more interest 
for some. Having numerous categories for Design, Art, Media, Marketing, Journalism will allow for more 
content to be entered. After awarding prizes for the best work, keep the ones that were also worthy of 
winning and publishing the entries on social media or the website which allows for more content and 
ideas to be shared with followers.  
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8.6.1 Promoting ABC Friends at Universities 
 
  

 
 
An initial idea was to promote ABC Friends at university through stalls and other methods in order to 
engage with university students and advertise the organisations social issues. We have incorporated this 
table (as seen above) as a breakdown of the main universities in Victoria, what they offer to organisations 
and how much they charge.   
 
Our recommendation is that money can be better spent elsewhere as some things are quite expensive and 
cannot guarantee success. Whereas we believe funding towards social media  
marketing and advertising are more useful as you can guarantee certain coverage, target specific 
demographics or certain interest groups, and indicate how many days you would like it to be online for.  
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8.7 Merchandise 
 
From both survey and focus groups findings, a big part of raising awareness and educating people outside 
of social media is word of mouth. This is where the idea around having everyday merchandise that people 
feel comfortable wearing on a daily basis has formed as it allows for the potential to start this 
conversation.  

 

Designed by Henri Flower 

 

Other ways to spread word of mouth conversations about the ABC is through hats, stubby holders and 
hoodies. It was mentioned that some of the merchandise should have quirky and satirical messages on 
them to further engage with people 
A participant mentioned that making retro ABC clothes is a good idea and younger people will buy this 
and would be popular in age groups 18-21 at music festivals and A theme for merchandise was 
incorporating retro 90’s ABC and nostalgia (shows participants use to watch as children). On this, a 
participant mentioned this idea will help educate people on what has been lost and there’s a deeper 
message behind the idea. By having merchandise and knowing it's going to a not-for-profit organisation, 
people appeal to be ‘doing their bit’ which will boost awareness. However, a few participants mentioned 
they would not participate in merchandise but happy to donate to the cause and by doing so receive a 
confirmation postcard, tax receipt or letter for the donation. Other participants did not like the idea as they 
accumulate things that they don’t need and can be turned off as its more as a ‘gimmick’. 
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9. Conclusion  
The data collected in both the surveys and focus groups indicate that Victorian youth and young families 
do value and see the importance that the ABC brings to the community. The data further emphasised that 
both these demographics are largely unaware as to who funds the ABC and the threat that the ABC faces. 
It is not unexpected that these demographics are not involved in the fight to save the ABC, as they are 
unaware what they stand to lose if they don't defend it. This therefore emphasises that education is the 
first step to engaging with these demographics. In order to enhance the knowledge of these groups, we 
recommend the use of QR codes on posters/flyers, engagement through social media, establishing an 
ABC appreciation day/week, continuing to engage with student placements and creating everyday wear 
merchandise to start word of mouth conversations.  
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Appendix A - Youth Survey questions  
 

Your Media use  

Basic Info 

Do you consent to participating in this research survey?  

Y/N 

How old are you? 

 

What is your postcode? 

 

Do you have children?  

Y/N question  

 

1. What Media platforms have you used in the past  month?  
● Radio  
● Free to air tv  
● Print media ( Newspapers or Magazines)  
● Paid TV (Netflix, Stan, HBO, Foxtel, Amazon plus, Disney plus, Kayo etc)  
● Catch up TV (iView, 7 Plus, 10play) 
● Podcasts 
● Social media ( facebook etc)  
● Other, Please specify 

2.  Which of these channels/programs did you watch as a child? 
● Nickelodeon 
● Disney Channel  
● Boomerang 
● Rollercoaster 
● ABC 3 
● Cartoon Network 
● Toasted TV (Cheez TV) 
● Kids WB 
● Saturday Disney  
● Other, please specify  

 
3.   In your household as a child did you watch paid TV or Free to Air TV?  

● Paid tv only 
● Free tv only 
●  I had both 

 

 

 

4. Which of the following radio stations do you listen to? 

● FOX FM 
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● Smooth FM 
● Triple J 
● 3aw 
● 774 
● Gold 104.3 
● Nova 
● KiiS 
● Double J 
● Triple M 
● Other station  ( Specify)   
● Don’t listen to radio 

 
5. What social media do you use? 

● Facebook  
● Youtube  
● Twitter  
● Instagram  
● Tik Tok  
● I don’t use social media  
● Other, please specify  

6. How important is it for you to stay up-to-date with the news/current affairs? 

● Very important  
● Important  
● Slightly Important  
● Not Bothered (Neutral)  
● I am not interested in the news and current affairs  
● I actively avoid news and current affairs  

7. How do you stay up to date with news/ current affairs?  

● Live TV 
● Radio  
● Social media ( Facebook, twitter, instagram)  
● Newspapers  
● Digital News Apps  
● Podcasts 
● Catch up news 
● I don’t listen to the news 
● Other ( Specify) 

8.     Which media outlet do you trust most when it comes to news/current affairs? 
● Channel 7 
● ABC 
● Channel 9 
● Sky News  
● Channel 10  
● SBS 
● Other, please specify 
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9. Have you paid more attention to the news since the coronavirus pandemic began? 

● Yes  
● No  
● Stayed the same  

 
10. What social issues are you interested in?  

● Mental health Awareness  
● Save our children  
● Gender discrimination  
● Asylum seeker rights  
● Climate change  
● Individual rights and freedom  
● LGBT + rights  
● Elder abuse  
● Black Live Matter  
● Aboriginal rights and freedom  
● Im not interested in social issues 
● Other, please specify  

 

11. Have you ever … 

● Signed a hard copy petition 
● Signed an e-petition ( e.g., change.org) 
● Made a cash donation to support a cause 
● Made an online donation (e,g., go fund me page) 
● Participated in a rally, march or demonstration 
● Shared the link to a go fund me page  
● Raised awareness by reposting/sharing a social issue on media platforms (e.g., blackout Tuesday or R U OK day?)   
● Written a letter or email to a politician or organisation 
● Purchased merchandise in support of a specific cause 
● Volunteered time to raise money for a specific cause (e.g., good Friday appeal )  
● Volunteered time to raise awareness of a social issue (e.g., at a stall/market/festival) 
● Not applicable  
● Other, please specify 

12. If you have participated in any of the above actions, please tell us what causes you were supporting 

 
13. Do you think the ABC plays a valuable role within the Australian community ? 
Y/N  

 

14. Please explain why you chose yes or no to the previous question  

 

15. Who funds the ABC - Do you know who funds that ABC 
●  News Corp 



 95 
 

●  FairFax Media/ Nine Entertainment Company  
●  Taxpayers via the Australian Government 
● Self funded  
● I don’ t know  

15. Are you aware of any funding changes to the ABC?  

Y/N 

 

If  you would be interested in participating in a focus group to explore your viewing habits further, please leave your email 
address below and we will contact you with further information.  

 

Appendix B - Young Families Survey questions  
  

Your Media use  

  

Basic Info 

  

Do you consent to participating in this research survey?  

Y/N 

  

What is your postcode? 

  

How old are you? 

  
How do you identify 

·       Male 
·       Female 
·       Other 
·       Rather not say 

  
What is your current work status 

·       Full time 
·       Part time 
·       Casual 
·       I do not currently work 

  
What ages are your children 

·       0-5 years  
·       6-11 years 

 
 
Your child’s technology use 
  

1.      What technology do your children use at home? 
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·       Ipad/Tablet 
·       Phone 
·       TV 
·       Laptop/Computer 
·       Video game consoles (playstation, X-Box, Nintendo) 
·       Not applicable 
·       Other, please specify 

  
2.      Do your children use any of the apps below? 
·       ABC Kids Listen 
·       ABC Kids Play 
·       ABC Me 
·       Play School Play Time 
·       Play School Art Maker 
·       ABC Reading Eggs 
·       Not applicable 

  
3.      If yes, for what purpose? 
·       Entertainment 
·       Early learning/education 
·       Socialising 
·       Fine motor skills 
·       Language skills (listening, reading, speaking, writing) 
·       Technology skills 
·       Problem solving 
·       Not applicable 

 
Your child's media use 
  

4.      How important is it to you that your child watches Australian shows? 
·       Very important 
·       Important 
·       Slightly important 
·       Not bothered (neutral) 
·       Not important 

  
5.      Which of the following shows do your children watch? 
·       Bluey 
·       Peppa Pig 
·       Playschool 
·       Paw Patrol 
·       Sponge Bob Square Pants 
·       Ready Set Dance 
·       Mickey Mouse Club 
·       DC Super Hero Girls 
·       The Power Puff Girls 
·       Bananas in Pyjamas 
·       The Wiggles 
·       Sesame Street 
·       Horrible Histories 
·       Cartoon Star Wars 
·       Hey Duggee  
·       Boss Baby 
·       Dora the Explorer 
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·       Magic School Bus Rides 
·       Teletubbies 
·       Thomas & Friends 
·       Grandpa in My Pocket 
·       The Simpsons 
·       Wonder Grove Kids 
·       Smiling Mind 
·       Ben 10 
·       Not Applicable 
·       Other, Please specify 

  
Your child’s media habits 
  

6.      Which of these channels/networks does your child watch? 
·       Nickelodeon 
·       Nick Jr 
·       Disney channel 
·       Disney Junior 
·       Disney + 
·       ABC Kids 
·       ABC Me 
·       ABC Education 
·       Netflix 
·       Stan 
·       Prime Video 
·       Boomerang 
·       Kids Discovery 
·       Seven Network 
·       Nine Network 
·       Cartoon Network 
·       Foxtel 
·       Binge 
·       Youtube Series 
·       Not applicable 
·       Other, please specify 

  
7.      Are you concerned if your child is exposed to advertising whilst watching TV? 
Y/N 
  
8.      Does this influence your choice of TV station/network? 
Y/N 

  
Your Media Use (as the parent) 

9.      What Media platforms do you use?  
● Radio  
● Free to air tv  
● Print media ( Newspapers or Magazines)  
● Paid TV (Netflix, Stan, HBO, Foxtel, Amazon plus, Disney plus, Kayo etc)  
● Catch up TV (iView, 7 Plus, 10play) 
● Podcasts 
● Other, Please specify 
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10.     What social media do you use? 

● Facebook  
● Youtube  
● Twitter  
● Instagram  
● Tik Tok  
● I don’t use social media  
● Other, please specify  

News and a current affairs 

11.    How important is it for you to stay up-to-date with the news/current affairs? 

·       Very important  
·       Important  
·       Slightly Important  
·       Not Bothered (Neutral)  
·       I am not interested in the news and current affairs  
·       I actively avoid news and current affairs  

12.    How do you stay up to date with news/ current affairs?  

·       Live TV 
·       Radio  
·       Social media ( Facebook, twitter, instagram)  
·       Newspapers  
·       Digital News Apps  
·       Podcasts 
·       Catch up news 
·       I don’t listen to the news 
·       Other ( Specify) 

13.     Which media outlet do you trust most when it comes to news/current affairs? 
·       Channel 7 
·       ABC 
·       Channel 9 
·       Sky News  

·       Channel 10  
·       SBS 
·       Other, please specify 

  
14.     Have you paid more attention to the news since the coronavirus pandemic began? 

● Yes  
● No  
● Stayed the same  
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Your involvement 

15.    Which of the following social issues do you support or have you supported in the past? 

● Mental health Awareness  
● Save our children  
● Gender discrimination  
● Asylum seeker rights  
● Climate change  
● Individual rights and freedom  
● LGBT + rights  
● Elder abuse  
● Black Live Matter  
● Aboriginal rights and freedom  
● I’m not interested in social issues 
● Other, please specify  

  
16.     Since becoming a parent, what actions have you undertaken? 

● Signed a hard copy petition 
● Signed an e-petition ( e.g., change.org) 
● Volunteered for a child specific program/event (local sport, school/childcare, etc.) 
● Made a cash donation to support a cause 
● Made an online donation (e,g., go fund me page) 
● Participated in a rally, march or demonstration 
● Shared the link to a go fund me page  
● Raised awareness by reposting/sharing a social issue on media platforms (e.g., blackout Tuesday or R U OK day?)   
● Written a letter or email to a politician or organisation 
● Purchased merchandise in support of a specific cause 
● Volunteered time to raise money for a specific cause (e.g., good Friday appeal )  
● Volunteered time to raise awareness of a social issue (e.g., at a stall/market/festival) 
● Not applicable  
● Other, please specify  

ABC 

17.    Do you think the quality of kids content produced by the ABC is equal to the quality produced by paid media 
platforms? 

·       Greater than paid media platforms 

·       Equal with paid media platforms 

·       Less than paid media platforms 
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18.    Do you think the ABC plays a valuable role for Australian children? 

Y/N 

19.    Please explain why you chose yes or no to the previous question 

20.    Do you know who funds the ABC? 

·       News Corp 

·       FairFax Media/ Nine Entertainment Company  

·       Taxpayers via the Australian Government 

·       Self funded  

·       I don’ t know  

21.    Are you aware of any funding changes to the ABC? 

Y/N 

If  you would be interested in participating in a focus group to explore your viewing habits further, please leave your email 
address below and we will contact you with further information.  
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Appendix C – Community Pages & University page 
 

Community Groups  
 
Somerville Public Noticeboard  
Mornington Peninsula Noticeboard 
Wyndham community  
Kingston Hub Melbourne 
Werribee hoppers and surrounds 
Sydenham, Taylor lakes, St Albans, Deer park- 
Melbourne Western Suburbs 
Epping, Wollert, Mernda 
Mitchell shire 
Mordialloc, Edithvale, Bonbeach, Bentleigh, Brighton 
Boronia  
Camberwell 
Queenscliff 
Eltham 
Toorak, South Yarra, Malvern 
Mentone 
Lilydale 
Mernda 
Warrandyte 
Mernda 
Doreen 
Epping 
South Morang 
Killmore and Wallan 
Lorne 
St Leonards 
City of port Phillip 
Werribee 
Seymour 
Mount Waverly 
Doreen 
Mornington Peninsula 
East Bentleigh 
Bayside 
Thomastown and Lalor 
Epping 
Yarra ranges 
Phillip island 
Swan hill districts 
Yarra valley 
Bacchus marsh  
Wangaratta community 
Manor lakes 
Broadmeadows 
Glenroy 
Gladstone park 
St Kilda east, balaclava, Ripponlea 
Oakleigh 
Craigieburn 
 Mickleham 
 Epping 
South Morang 
Bentleigh 
Richmond 

Social Groups  
 
Melbourne Gal Pals (Original) 
Melbourne Gal Pals  
Victoria’s Gal Pals  
Blokes advice  
Melbourne Blokes and Girls  
Melbourne Market Place  

 

Frankston 
Greensborough  
Wyndhamvale 
Manningham 
Sandringham 
Portarlington 
Nagambie 
Auburn and hawthorn 
Brunswick  
Bundoora 
Mernda 
Elwood  
Moonee valley 
Shepparton 
Doreen 
Pakenham 
Thornbury 
Melbourne west 
Footscray 
Whitehorse 
Dingley village 
Kingston 
Daylesford 
Ballarat 
Kew east 
Mansfield and districts 
Caroline springs 
Thornbury 
Phillip island 
Melton 
Mount Waverley 
Keilor 
Hillside 
Wyndham  
Chelsea 
Phillip island 
Kew 
West Meadows 
Cranbourne 
Victorian eastern suburbs 
Torquay 

 

Parenting Groups 
  
Melbourne Mums  
Melbourne Mums group  
Mums and Bubs  
Melbourne Mummies  
Eastern parents group 
First time fathers  
New and expecting fathers  
Melbourne Parents – a helping hand 
Geelong families fun events group  
Footscray North Primary school page  
Preston South primary school page  
Mums Supporting Mums  
South East Melbourne Mother group  
Mums of Melbourne  
Child group/ Wyndham Area 
Child group/Northern suburbs  
Child group/Cheltenham  
Child group/ Doreen 
Child group/Mernda  
Child group/ Yarra Ranges  
Melbourne single parents  
Child group/ Pakenham  
Child group/ South East Melbourne  
Child group/ Footscray  
Gisborne Primary School – Parents and 
Friends  
Greenvale Primary school    

 

University groups  
 
RMIT University 
VCE discussion page 
Melbourne University 
Monash University 
Latrobe University 
Victoria University 
Swinburne University 
Deakin University 
ACU University  

 


