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TO CAPITALISE on South Australia’s 
performance over recent years and further build 
momentum, this state must renew its sense of  
vision, innovation, venture and action. Renewal 
must be driven by government, delivered by 
business and supported by the broader community. 

Unfortunately, what I see is vision, venture 
and action being sporadic, uncoordinated and 
consequently, less effective. The State Government’s 
planning and vision document, the South 
Australian Strategic Plan, is a plan that needs to 
be owned and debated by all South Australians and 
should not be undermined by parallel and compet-
ing visions, surveys and agendas. 

If  we are to make any progress on the challenges 
facing this state, we must overcome the respective 
self-interests of  government, business and the 
community. 

The Indicators Report (see www.vivasa.org.
au) suggests some economic, environmental and 
social trends are creating enormous challenges for 
this state when compared to the rest of  Australia.
Across the board, critical factors such as youth and 
mature age unemployment, worker participation 
rates, disposable income, students completing Year 
12, population growth, population age, tourism, 
commercialisation of  IP, venture capital investment 
and new company registrations are all trending 
toward improvement, though all are still below 
national indicators.

It is often said that governments need to work 
with the business community more effectively, but 
these relationships are continually pressured, and 
sometimes fractured, by their respective political 
and commercial infl uences. 

The key to building stronger relationships is to 
achieve effective 
collaborative 
consultation and 
engagement. 
Unfortunately 
consultation has 
at times become a 
process of  passive 
listening and 
inaction. For consul-
tation to be effective, 
each individual or 
organisation must 
be committed to 
work towards an 
agreed outcome, 
and the boundaries of  what is and is not possible 
being clearly defi ned, thereby creating a sense 
of  ownership and motivation to drive forward.
vivasa is working with government to consult, 
collaborate and engage all South Australians in the 
implementation of  a review of  six objectives and 
79 targets published in South Australia’s Strategic 
Plan’s. More than 1500 South Australians have 
participated in a series of  consultation forums 
to review the Plan. Business, government and 
community leaders have been invited to contribute 
to forum planning days. 

The response to the forums has revealed a 
genuine passion to see SA improve its position in 
Australia for the benefi t of  all South Australians. 
Participants are calling for more open and 
transparent government and increased sharing of  
indicators that are not always available to busi-
nesses and the wider community. This would lead to  
better, more informed planning decisions.

The strength of vivasa lies in collaborative action 
between government, business, universities and 
the community. The organisation comprises more 
than 300 trustees from across the state, and an 
independent board contains high-profi le, talented 
and passionate South Australians. It is able to bring 
parties together to work collaboratively like no 
other organisation in SA, and vivasa is starting to 
see some evidence of  South Australians wanting to 
make a difference – a preparedness to engage and 
discuss what needs to be done. However, now this 
needs to be translated into tangible action.

Rob DiMonte, managing partner of Deloitte Touche 
Tohmatsu, Adelaide, is the new chair of vivasa – an 
independent organisation that implements projects 
created through collaboration with government, 
business and the community.

Rob DiMonte 

Build on momentum 
for State growth

THERE was a time when the idea was that 
a person who booked advertising space 
would have nothing useful to contribute to 
an advertising strategy. Advertising strat-
egy was dictated by creative considerations 
and media placement taking the leading 
role in the development of  the strategy 
was simply not part of  the equation – they 
were consulted, then told what media was 
going to be booked.

Today, four of  Australia’s big media 
buying agencies have offi ces in Adelaide 
and there are a couple of  other smaller 
operators.  But the industry has changed 
dramatically.  Media strategy is no longer 
the poor cousin in the development of  
advertising strategy, but is in fact, in many 
cases the leading player. Funny how the 
pendulum swings.  It has probably swung 
too far!

Good strategy and, in fact, outstanding 
strategy comes when media, creative and 
sound market knowledge combine in a 
media neutral atmosphere.  But alas, this 
is usually the exception rather than the 
rule.

I’ve side tracked slightly because all this 
is leading to a breakfast I attended last 
week hosted by the Ten Network.  The guest 
speaker was Dr Byron Sharp, Director of  
the Ehrenberg-Bass Institute (formerly the 

Marketing Science Centre’s Research and 
Development Initiative).

What a stimulating experience this 
breakfast was.  Two reasons.  The fi rst 
is that the Ehrenberg-Bass Institute is 
right here in Adelaide, operating out of  
the Adelaide University.  

These guys are global movers and shak-
ers in the fi eld of  market research and 
marketing strategy development – their 
client list includes some of  the world’s 
great brands – and right here in good old 
Adelaide.

Secondly, Sharp is a stimulating, engag-
ing and confronting speaker.  He challenges 
contemporary thinking (habitually I’m 
told), not just for the sake of  it but based 
on the fi ndings of  the various projects 
undertaken at the Institute.

The presentation last week challenged 
some of  the conventional views about televi-
sion viewing and television media buying.  

Now, I do not agree with everything Sharp 
had to say, and there were several areas 
in which I would have enjoyed a healthy 
discussion.  

But the point was, he challenged my 
thinking.  He forced me too look critically 
at the methods and paradigms I work with 
in my day to day business. And this must 
be good.

Media advertising is a cocktail of  four 
ingredients.  Reach (the number of  people 
exposed to a message), frequency (the 
number of  times exposed), continuity 
(or length of  campaign) and budget (how 
much there is to spend). Often these four 

can be paired up – reach and frequency, 
continuity and budget – and while not 
directly, they operate in an inversely 
proportional manner.  In other words, if  
you want reach, it will be at the expense of  
frequency (and vice versa).  Or the bigger 
your budget, the longer you can advertise 
(and vice versa).

The perennial battle for media people is 
to balance these parameters in a way that 
maximises the potential of  the advertising 
campaign.  This is quite a balancing act, 
and requires solid knowledge of  the product 
being advertised, the media marketplace 
and the subtleties of  the media research 
used to determine audience levels.  

All sorts of  things can infl uence the 
market’s acceptance of  an advertising mes-
sage ranging from the creative execution 
through to the mindset of  the individual.  
But generally it has been accepted that 
people need to see a message several times 
before they fully appreciate the import of  
the message.

So, when someone comes along and says 
“I’ve got evidence that shows that when 
it comes to TV advertising, frequency is 
simply not important”,  it really does upset 
the applecart and challenges this person’s 
thinking on how TV and the consumer 
mind works.

Now, I’m not about to instantly go out 
and change the way we go about buying 
TV based on a presentation over break-
fast.  But I am prepared to challenge the 
paradigm.

The work of  people like Sharp and the 
Ehrenberg-Bass Institute is terrifi c.  I’ve 
been exposed to some of  it now on a couple 
of  occasions and I believe this sort of  work 
is critical to the ongoing level of  expertise 
our industry has to offer.  The wonderful 
thing is that it is right here in Adelaide, at 
our fi ngertips as it were.  Bravo!

Buying ad space -
challenging the paradigm

SA Media Analyist for Optimum 
Media Directions (OMD) Media 
Agency

Gary Jaffer
media
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SA needs to transfer its hopes into 
action, says the new chair of vivasa  

Consultation 
has at times 
become a 
process of 
passive listening 
and inaction

’’
‘‘ These guys are 
global movers and 
shakers in the fi eld of 
market research 
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