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Hehoo
Dear Mr.Mdllighan

APPLICATION UNDER THE FREEDOM OF INFORMATION ACT 1991

| refer to your applications made under the Freedom of Information Act 1991
(FOI Act), dated 9 May 2019.

Your application seeks access to:

“All minutes, briefings and correspondence titled ‘Mofor Accident Commission —
Reducing the Motor Accident Commission (MAC) Brand Presence’ as described
on the Objective document management system, between 12 July 2018 and 9
May 2019.”

The legislative prescribed timeframe to determine this application has expired and
is now deemed to have refused you access to all documents relevant to your
application. | refer o my letter dated 26 May 2019 where | sought additional time to
make my determination.

The purpose of this letter is to advise you of my determination. An extensive search
was conducted within this office. A total of 1 document was identified as answering
the terms of your application

| grant you access in full to 1 document; a copy of which is enclosed.

Please note, in compliance with Premier and Cabinet Circular PC045 - Disclosure
Logs for Non-Personal Information Released through Freedom of Information
(PC045), the Department of Treasury and Finance is now required to publish a log
of all non-personal information released under the Freedom of Information Act 1991.

In accordance with this Circular, any non-personal information determined for
release as part of this application, may be published on the DTF website. A copy of
PC045 can be found at the following address: hitp:/dpc.sa.gov.au/what-we-
do/services-for-government/premier-and-cabinet-circulars. Please visit the website
for further information.




As | am determining this application as Principal Officer, Section 29(6) of the Act
does not provide for an internal review. If you are dissatisfied with my determination
you are entitled to exercise your rights of external review with the Ombudsman.

Alternatively, you can apply to the South Australian Civil and Administrative

Tribunal. If you wish to seek a review, Section 39(3) of the Act states you must do
so within 30 calendar days of receiving the determination.

If you require any further information, please contact Vicky Cathro on 8226 9769.

Yours sincerely

L
\F‘,{l g\»{,«f [ ’;”/f

Hon Rob Lucas MLC
Principal Officer

2 June 2019
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 MINUTES forming ENCLOSURE T . MAC18D0326

MAG18/0062 PT. 1
TO: TREASURER

CC:  MINISTER FOR POLIGE, EMERGENCY SERVIGES AND CORREGTIONAL
SERVIGES

REDUGING THE MOTOR AGGIDENT COMMISSION (WAC) BRAND PRESENGE

‘Recommendations/lssues;
Thatt you note the activity being tindertaken to reduce the presencé of the MAG brand, whillst

«Goritiriving to ensure appropriate and timely road safety messages are délivered to the South
Australian ¢omnitinity.

Noted

A b

Treasurer

{37 Vo j2018

Background

Oh 22 Qcttober 2018 it wag annbiiriced NIAC would cgase its road saféty réspohisibllities: from 30
June 2019, with its key fuhptips to primarily be transferréd to Seth Australia Policé (SAPOL).

. While defails'of the transferand futue messaging have not bagn finalised, ensuring appropridte and

timely road safety messagmg 1o the Soith Australiar commumty rerfiaing MAG's. pnorlty

‘The following information has been prepared to outling MAC's immiediate and short terh plan to

scale back fts brandmg presenge; whllst ensuring road safety megsaging continues to he dehvered'
to the Satith Australian community. This approach is based on feedback received an 22 Novembr
2018 from the Treasurer to Teduce the piésences of the MAC brand whilst continuing to deliver road
safety sssaging, to érisure a §mooth transitioh otdurs.

Discussion

The fole of commiunication in drivirig behavioural ¢hange. afid infilériciig road safety policy 1§
important - if plays & crugial tole alohgs;de interventions i seekifg to: pEfsuadé: farget audiences to
adopt or advocate a parficular behaviour,

Since the announcemerit on: 22 Detober 2018, MAG has asstiied a buginess as usual (BAU)
approach to its road safety communieations activity whilst it wafted for advics from the Departrient
of Tréasiry-and Finance as to whether the MAG brand wolild continue.



This BAU approach included:

MAG’s_ communications approach pre 1 December 2018.

MAG's road safety communications have been delivered via a range of targeted communication
platforms. These included mass media, MAG's partnership strategy, digital initiatives and
media/public relations. Each medium offers a unique mechanism by which to target key issues
and audienge groups, with the layering of multiple approaches currently shown to be the most
effective means of creating awareness and achieving behaviour change.

To deliver an optimal outsome for each road safety issue, MAC togk a moderate to high level of
risk exposure in its campaigns, ehgagement and messaging, Gareful congideration has always
been given to ensure an evidence-based and cost effective approach is adopted.

The following table jdentifies elements utilised wittiin each communications platform:
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Between 22 October 2018 and 1 Deceritber 2018, MAG's communications activity had remained
at a level congistent with that of the previous 12-months. It should be hoted that delays Incurred
in obtaining Ministerial approval to return pre-existing campaigns o market during September
2018 resulted in MACG having a lower than anticipated mags media presence duting this pefiod,

~ Communication activity traditionally Increases from November through to January and again in
Mareh in reécognition that the pefiods present a greater road safety risk due to seasonal factors
(L.e. surdmier, longer daylight hours, holiday periods, etc.).

Communigations approach post 1 Dedember 2018,

Effective from 1 December 2018, MAC has implemented a number of changes to its
cofnmunications approach;, based on the following principles:

a) Continue road safety messaging;

b) Reduce presence of the MAG logo, where practical;

8) Change to the SA Goveriiment logo for any new campaigns;

d) Remove MAC logo from existing campaign material if practical and cost effective; and

&) Do not cease dlrgady planned cormmunicéation activity,



The following infor}nation summarles the revised communications approach by platform.

Mass Metiia . . -

Esch of MAC’s existing mass media campaigns feature considerable creative executions, with
gach executlori featuring the MAC logo.,

"There are fio changes planned to the campaign creative or the media schedule for the campaigh
messages 1o o to market between 1 December 2018 and 31 March 2019 as if would be cost
prohibitive in the required time frarie.

The following sufiimarises the plarined medid activity. Visibility-of this activity Is provided through
the Dapartment of the Pramier and Cabinet's Commuriications Approval Portal (CAP):

Issue » Campa_ng_n ' ' Txmmg . o
Speed ‘Slow Down Before Things .Get.Hai'ry’ o November 2018 o
o o | e January 2018
Seathelts | ‘Get Your ST Together - o Novémber 2018
Inattention / *No One fs Driving If You Ate Dlstraoted’ e November 2018
Distraction o February 2019
Motorcycles | "No Place To Race’ e November 2018

s December 2018
-+ January 2019

Drink Driving “10 Year Hangovet® |s December2078
+ March 2019
¢ December 2018

Fatigite ‘Our Town Could Save Your Life’ e January 2018
Chiristiias ‘Lights Qut' & December 2018
. i . . ¢ January 2019
Drug D ! d Panalfles’

rug Driving Increased Pena 1e§ | “ | e Mamh 20 19‘
Regional ‘th Will You Leave Behin';{’ ) :- ’ Februéry’2019
Pedestrizis "Watch Ouf o March 2019

N6 new mags media campaign oreatives will be finalised between 1 December 2018 and 80 June
2019. Davelopmént work (i.e. data analytics, market research, etc.) js underway for new drug
driving, speed #nd motorcycle campaligns. The selection of approach and production will not
otcur until processes are agreed with SAPOL,

Partriershing

in ling with the details provided in announcing MAC would transfer its road safety réspopisibifities
fram 30 Jurie 2019, all existing partriership agreements are in the process of being renewed. The
hew expiry terms are baged on the contracted activity with the relaﬂonshtps oW expiring between
31 October 2019 and 30 June 2020 (g.g, the football season ends in September and so
contractual obligations end in Ogtober).

MAG will retaln its presence in through the following gvents given all promotional rhaterial has
been produged, and reproduction has a significant expense:



= All branded collateral to promote the New Year's Eve free bus services have been
produced. The MAC logo will therefore have a presence during this period,

«  All Tour Dowh Under (TDU) signage and messaging has been confirmed and will be
retained, This includes naming rights to Stage 6, thé 'Be Safe Be Seen Stage 6, and
the installation of the Be Safe Be Seen ‘Big Bike' in the TDU Tour Village in Victoria

Square.
*  Messaging opportunities through the Adelaide 36érs, Adelaide Lightning and Adelaide
United.,

Planning of MAG's road safety activity with partners whose activity straddies 30 June 2019 (i.e.
SANFL Gommunity Football, Footy Express; etc.) s stlll to be conflrmed, It Is the intention that
the messaging opportunities will not contain a heavily branded MAG logo presence, allowing the
activity to continue to be run post30 Jurie 2019.

Digital Initfatives

The branding of MAC digital communicafions channels has been amended to redugce the visibility
of the MAG logo.

Thé following &re examples of the chariges implemented:

Facebook pre 1 Degember 2018:
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Twitter pre 1. December204 8:

» Botron 4 -]

Visible removal of obViaus
MAC referepcing

MAG’s digital c6miriuriicatictis take two fois:

Ad hog fnéssaging — activity with ah organie reagh, With a short run life spaf,

= Boosfed messaging — paid activity, with a targetéd audience and broader carpaign
abjgctive,

‘Ad hoo content will continus to'produced arid profioted via MAG's digital chiahiriels. All new ad
hoc gontent to befeatured on these platfdrms will coritinue to deliver an appropriate road safety
message for theime and audience and, where possible, be unbranded.

The fellowing is an example of such content;




In contrast to the ad hoc content, boosted content utilises all existing campaign creative and does
feature the MAC logo. This contént will continue fo be displayed. Removal of the MAGC logo will
take timie and a plan will be put in place onge the costs assoclated with removal are identified.

Public Relations

The generation of proactivé news media opportunities has ceased. This includes making use of
television and radio media to arinounce the return of mass media road safety campaigns fo
market or reacting to emerging rosd safely issués through the distribution of media releases.
News outlets seeking reactive media comment are being redirested to SAPOL and where
appropriate the office of the Minister responsible for road safety. It should be noted that the RAA
will naturally develop a greater road safety volce during this transition, likely to fill the media void
in those areas SAPOL are not in a position to provide comment on,

For example, MAG has become the lead road safety agency coordinating a unified Christmas
road safety message to the South Australian community with the State’s emergency service
agencies (SAPOL, MFS, GFS, 8ES, etc.). This involves the delivéry of 4 road safely message
via the hedia thirough a large scale public activation. This will not occur in advance of the 2018
Christinas period and has been flagged with SAPOL. -

Community Engagement

The activities of MAC partners who deliver structured community engagement programs will
continue however MAG has ceased its promotion of the programs delivered (i.e. RAA’s Street
Smart, RAP delivered by the MFS, SAPOL’s road safety education).

Costs are currently being sourced to de-brand all existing MAC campaign creative, with the intention
that a strategy be put in place to de-brand existing MAC campaign material when it is brought back
to market. [t should be noted that developing new creative for all road safety issues and user groups
is cost prohibitive. MAC has traditionally refreshed 2-3 canipaigns per year as the desired campaign
impact deferiorates amongst its target audience,

Recommendation

It is recommended that you note the contents of this briefing paper.

TRUDY MINETT

CHief Executive Officer
Motor Accident Comimission
/g Décember 2018



