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That you:

(a) Note that the Defence Force Recruiting (DFR) Media Plan for the period January-June 2013
complies with the Guidelines on Information and Advertising Campaigns by Australian Government
Departments and Agencies (March 2010) (the Guidelines).

(b) Sign the Chief Executive Certification for Government Advertising Campaigns provided at
Attachment 1, certifying compliance with the Guidelines.

Background

1. To meet the recruiting targets for Navy, Army and Air Force, DFR conducts a program of
advertising activity to generate enquiries and applications for jobs. Over the years a strong correlation
has been established between advertising activity and enquiries. To maintain continuity of presence in the
market and therefore a constant flow of candidates into the recruiting pipeline, advertising is deemed to
be critical.

2. Inrecognition of the criticality of ongoing advertising to recruiting outcomes, on 13 September
2008 the Cabinet Secretary and Minister for Finance and Deregulation agreed to special handling
arrangements for the review of DFR advertising campaigns including a review of planned media activity
in six monthly increments. Other than as agreed in the special handling arrangements, in all respects
DFR complies with the Guidelines.

Key Issues

3. The process by which Information and Advertising Campaigns by Australian Government and
Agencies are approved commences with clearance by the Independent Communications Committee
(ICC). The ICC is comprised of three former senior public servants including the Chair, Dr Allan
Hawke. The ICC is specifically responsible to review campaigns to ensure compliance with the
Guidelines.

4. To support this process, DFR prepares a Supporting Statement of Compliance which is provided at

Attachment 2. The Statement provides an overview of DFR’s process for campaign material
development and an analysis of the effects of advertising on recruiting outcomes.

5. Following this review, the ICC issues a letter to the Chief Executive of the Department who is
required to certify that the campaign complies with the Guidelines by signing the Chief Executive
Certification for Government Advertising Campaigns.

6.  Finally, the campaign is approved by the relevant Minister, in the case of DFR, the Minister for
Defence Science and Personnel (MINDSP).

7. DFR met with the ICC on Thursday 15 Nov 12 to consider the media plan at Attachment 3 covering
the period January through June 2013. As a result of that meeting, the ICC issued the letter, a copy of
which is provided at Attachment 4, stating that no issues have arisen to suggest that the media plan does
not comply with Principles 1-4 of the Guidelines.

8. Creative material (ie television commercials, radio ads, print ads, online banners, etc.) which are
scheduled to appear during the period have been previously reviewed and approved through the process.
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Any new creative materials which will be produced and scheduled during the period will be submitted to
the Communications Advice Branch within the Department of Finance and Deregulation to determine if
they are subject to the Review and Certification provisions within the Guidelines and, if so, will undergo
the full approvals process. Creative materials are also approved through the relevant Service
headquarters.

9. The cost of media (television, magazines, radio, digital display, online television, cinema, out of
home, allocations for priority activity and media amplification) for the period is $6,352,071 (excluding
GST and inclusive of all service fees) and will be fully funded from the DFR FY12-13 marketing budget.
The cost of media reflects a maximum allowable spend during the period and is scalable to reflect budget
allocation and Service priorities.

10.  Approval is sought by Friday 7 December 2012 to facilitate Ministerial approval with sufficient

lead-time for Universal McCann, the agency that plans and purchases media on behalf of the
Commonwealth, to obtain appropriate media in time for commencement of advertising activity on 6

January 2013.
11. Subsequent to your certification, a MINSUB will be sent to MINDSP for approval.

12. The letter from the ICC together with the signed Certification will be published on the website of
the Department of Finance and Deregulation after commencement of the advertising activity.
Consultation

13.  Extensive consultation occurred with Universal McCann to develop the media strategy and
resulting plan.

14. DFR consults with the Communications Advice Branch within the Department of Finance and
Deregulation on an ongoing basis.

]

~(a) NOTED/PLEASE DISCUSS

gl —~(b) SIGNED/NOT SIGNED

Do -

G.P. FOGARTY Dennis Richardson
MAIJGEN Secretary
A/DEPSEC DP

R1-1-C005 2.{, November 2012

Tel: (02) 6265 6902

[g?gNovember 2012

Branch/Section Head BRIG Scott Hicks W: (02) 6122 4052 Mob: 0406 378 401
Action Officer Ms Patricia Duffy W: {02) 6122 4066 Mob: 0437 607 910
Attachments

1. Chief Executive Certification

2. Supporting Statement of Compliance

3.  Media Plan January-June 2013

4.  ICC Letter (copy only, original provided direct to Department)



CHIEF EXECUTIVE CERTIFICATION FOR GOVERNMENT INFORMATION
AND ADVERTISING CAMPAIGNS

I, Dennis Richardson, am satisfied that the new Defence Force Recruiting media
plan for the period January through June 2013 complies with the Guidelines on
Information and Advertising Campaigns by Australian Government
Departments and Agencies (March 2010):

Signed: W

Secretary of Defence
Date: 2.{ ~ /{ —2-0f2

| +/ or  Attachment
X Reference

PRINCIPLE 1: CAMPAIGNS SHOULD BE RELEVANT TO GOVERNMENT

RESPONSIBILITIES

1 The subject matter of campaigns should be
directly related to the Government’s
responsibilities. As such, only policies or v
programs underpinned by:
o legislative authority; or
» appropriation of the Parliament; or
 a Cabinet Decision which is intended to
be implemented during the current
Parliament should be the subject of a
campaign.

Examples of suitable uses for government
campaigns include to: v

« inform the public of new, existing or

proposed govermnment policies, or policy

revisions;

» provide information on government

programs or services or revisions to

programs or services to which the public

are entitled;

e inform consideration of issues;

» disseminate scientific, medical or health

and safety information; or

e provide information on the performance

of government to facilitate accountability to

the pubilic.

PRINCIPLE 2: CAMPAIGN MATERIALS SHOULD BE PRESENTED IN AN OBJECTIVE, FAIR
AND ACCESSIBLE MANNER AND BE DESIGNED TO MEET THE OBJECTIVES OF THE
CAMPAIGN

| 2.1 Campaign materials should enable the v
recipients of the information to distinguish
between facts, comment, opinion and
analysis.

2.2 Where information is presented as a fact, it
should be accurate and verifiable. When = L—d ...l
making a factual comparison, the material




2.3

24

2.5

2.6

shouid not attempt to mislead the recipient
about the situation with which the comparison
is made and it should state explicitly the basis
for the comparison.

Pre-existing policies, products or services and
activities should not be presented as new.

Special attention should be paid to
communicating with any disadvantaged
individuals or groups identified as being within
the target audience. Particular attention
should be paid to the communication needs of
young peopie, the rural community and those
for whom English is not a convenient
language in which to receive information.

Imagery used in campaign materials should
reflect the diverse range of Australians. There
should be recognition of the full participation
of women, Indigenous and culturaliy and
linguistically diverse communities by
realistically portraying their interests, lifestyles
and contributions to Australian society.

Campaign materials should be tested with
target audiences to indicate they are engaging
and perform well against the objectives of this
campaign.

PRINCIPLE 3: CAMPAIGN MATERIALS SHOULD BE OBJECTIVE AND NOT DIRECTED AT
PROMOTING PARTY POLITICAL INTERESTS

3.1

32

Campaign materials must be presented in
objective language and be free of political
argument.

Campaign materials must not try to foster a
positive impression of a particular political
party or promote party political interests.

(a) mention the party in Government by
name;

(b) directly attack or scorn the views,
policies or actions of others such as the
policies and opinions of opposition
parties or groups;

(c) include party-political siogans or
images;

(d) be designed to influence public support
for a palitical party, a candidate for
election, a Minister or a Member of
Parliament; or

(e) refer or link to the websites of politicians
or political parties




PRINCIPLE 4: CAMPAIGNS SHOULD BE JUSTIFIED AND UNDERTAKEN IN AN

EFFICIENT, EFFECTIVE AND RELEVANT MANNER

4.1 Campaigns should only be instigated where a
need is demonstrated, target recipients are
clearly identified and the campaign is
informed by appropriate research or evidence.

4.2 Campaign information should clearly and
directly affect the interests of recipients.

43 The medium and volume of the advertising
activities should be cost effective and
justifiable within the budget allocated to the
campaign.

44 Distribution of unsolicited materia! should be
carefully controlied.

45 Campaigns should be evaluated to determine
effectiveness.

V

PRINCIPLE 5: CAMPAIGNS MUST COMPLY WITH LEGAL REQUIREMENTS AND

PROCUREMENT POLICIES AND PROCEDURES

5.1 The manner of presentation and the delivery
of campaigns must comply with all relevant
laws including:

(a) laws with respect to broadcasting and
media;

{b) privacy laws;

(c) Intellectual property laws;

{d) electoral laws;

(e) trade practices and consumer protection
laws; and

()  workplace relations laws

5.2 Procurement policies and procedures for the
tendering and commissioning of services and the
employment of consultants should be followed
and there should be a clear audit trail regarding
decision making.




; \ Il E FE N G E FU H G E H E B H |.| I" N G Department of Defence, Canberra, ACT 2600. Australia.

Pro Forma Statement of Compliance Against the Information and
Advertising Campaign Principles

Department: Defence Force Recruiting

Campaign name: Media Plan January-June 2013

ICC meeting date: | Thursday 15 November 2012

Campaign stage: (X relevant stage)

Communication and media strategy Creative concept — pre production
Final creative materiais X Cther: Medlia Plan Cverview for period
(ready-to-air/prior to despatch) fanuary-fune 2013

Principle 1: Campaigns should be relevant to government responsibilities

18. The subject matter of campaigns should be directly related to the Government's
responsibilities. As such, only policies or programs underpinned by:
o legislative authority; or
. appropriation of the Parliament; or
. a Cabinet Decision which is intended to be implemented during the current
Parliament should be the subject of a campaign.

19. Exampies of suitabie uses for government campaigns include to:

a inform the public of new, existing or proposed government policies, or policy
revisions;

> provide information on government programs or services or revisions to
programs or services to which the public are entitled:

. inform consideration of issues:;
disseminate scientific, medical or health and safety information; or
provide information on the performance of government to facilitate
accountability to the public.

1 (18) and 1 (19) Relevance of campaiyn to government responsibilities

Defence Force Recruiting (DFR) has the responsibility for recruiting men and women
for the Australian Defence Force (ADF) and uses advertising as a proven means by
which to attract them.

The need for coni’:iity of DFR adveitising io support the Servic:.: hrands and maintain
racruiting momentum is recognised by Government and, as such, on 13 Sep 08 the
Cabinet Secretary and Minister for Finance and Deregulation agre~ | o special
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handling arrangements for the review of DFR advertising campaigns, including a
review of media activity in six monthly increments.

Creative material which will appear in media during the period January-June 2013 has
either been previously reviewed or, if new, will undergo the full review process at the
appropriate time. Full detail of compliance with each Principle, specific to the material
being reviewed, is provided with the Supporting Statements of Compliance (SSOC).

Principle 2: Campaign materials should be presented in an objective, fair and
accessible manner and be designed to meet the objectives of the campaign

20. Campaign materials should enable the recipients of the information to distinguish
between facts, comment, opinion and analysis.

21. Where information is presented as a fact, it should be accurate and verifiable.
When making a factual comparison, the material should not attempt to mislead
the recipient about the situation with which the comparison is made and it should
state explicitly the basis for the comparison.

22. Pre-existing policies, products, services and activities should not be presented as
new.

23. Special attention should be paid to communicating with any disadvantaged
individuals or groups identified as being within the target audience. Particular
attention should be paid to the communication needs of young people, the rural
community and those for whom English is not a convenient language in which to
receive information.

24. Imagery used in campaign materials should reflect the diverse range of
Australians. There should be recognition of the full participation of women,
Indigenous and culturally and linguistically diverse communities by realistically
portraying their interests, lifestyles and contributions to Australian society.

25. Campaign materials should be tested with target audiences to indicate they are
engaging and perform well against the objectives of the campaign.

2 (20) - Z (25) Presentation of campaign materials

DFR advertising typically utilises serving members in real situations including training,
exercises, deployment, and the like. Advertising material is cleared through the
relevant Service chain of command for accuracy and Defence Legal for compliance
with legal requirements. DFR seeks to identify serving members who demonstrate
diversity in the ADF for use in marketing material, although DFR is limited by the
availability of people in the specific roles that are being highlighted and the willingness
of people to volunteer to participate in advertising material.

Advertising materials are tested with targat audiences to ensure effectiveness in
fostering awareness and engagement aiidi :+:2eting campaign objectives.

All campaign advertising material that will appear within the January-June 2013 period
has eithei haan through the Gov: .ment Approval Process or, if new, will go througn
the process at the appropriate time and detail of compliance with each Principle
specific to that material will be provided at that time via the SSOC.

ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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Principle 3: Campaign materials should be objective and not directed at
promoting party political interests

26.

27.

28.

Campaign materials must be presented in objective language and be free of
political argument.

Campaign materials must not try to foster a positive impression of a particular
political party or promote party political interests.

Campaign materials must not:

a.  mention the party in Government by name;

b.  directly attack or scomn the views, policies or actions of others such as the
policies and opinions of opposition parties or groups;

include party-political slogans or images;

be designed to influence public support for a political party, a candidate for
election, a Minister or a Member of Parliament; or

e.  refer or link to the websites of politicians or political parties.

3 (26) - 3 (28) Material presentation and political statements

DFR advertising is recognised as being apolitical and free from political interests
without any party political themes, messages or content. The website referenced in
the DFR advertising is www.defencejobs.gov.au which houses content on ADF jobs,
pay and conditions, training, fitness standards, the recruiting process, etc.

Principle 4: Campaigns should be justified and undertaken in an efficient,
effective and relevant manner

29.
30.
31.

32.
33.

Campaigns should only be instigated where a need is demonstrated, target
recipients are clearly identified and the campaign is informed by appropriate
research or evidence.

Campaign information should clearly and directly affect the interests of recipients.
The medium and volume of the advertising activities should be cost effective and
justifiable within the budget allocated to the campaign.

Distribution of unsolicited material should be carefully controlled.

Campaigns should be evaluated to determine effectiveness.

+ {29) Demonstrated nz¢d informed by resgarch

The need for advertising to drive recruiting outcomes is well established and has besn
demonstrated in previous Cost Benefit Analyses under the 132C process and in the
subsequent Supporting Statements of Compliance in support of DFR’s half yearly
media plan reviews. This Supporting Statement of Compliance provides updated

ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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information on results against the various measures employed by DFR including:
enquiry generation; target achievement; propensity to consider joining the ADF;
advertising awareness; and others, as outlined below, without restating information
previously supplied.

Research underpins DFR’s advertising activity on an ongoing basis, building on the
‘brand foundation’ research conducted in late 2006 to provide accurate insights into
how the Navy, Army and Air Force brands are perceived and to guide the
development of advertising material to correct identified misperceptions. (Note: brand
health research to validate the 2006 findings and track progress has been conducted
on a number of occasions. DFR will continue to conduct this research: at present,
there is no indication that the original brand strategies require changing.)

DFR utilises exploratory research to generate insights that lead to strategy and
communications development, specifically to understand and address:

* Aspects of Service life and jobs that will motivate the target audience to enquire
and subsequently apply to join;

+ Barriers to entry so that those barriers can be addressed via communications,
removed and/or mitigated;

» The likely impact of potential new jobs and aspects of the overall job offer for
attractiveness to the target audience and to guide concept development: and

» What motivated serving members to join in order to communicate those to the
target audience.

As Defence explores deliberately differentiated employment offers, DFR’s research
will determine how best to communicate them to potential recruits.

Advertising concepts undergo testing and re-testing as required and specific research
is provided with the relevant Supporting Statements of Compliance as new material is
developed.

DFR also relies on continuous tracking research to provide a constant monitor of
performance in the market and on brand health research from time to time to track
performance of the Service brands against the desired attributes and positions.

The role of brand advertising is to challenge common misperceptions and remove
barriers to consideration, build propensity to consider, positively influence the
influencers, and ultimately to generate enquiries and applications for jobs. Job
specific advertising plays a different role in that it:

o Educates the target audience about the wide and diverse range of roles
available in the ADF;

» Shows that there are ‘civilian equivilant’ roles available about which the targst
audience may b inaware;

Showcases serving members in a variety of situations and lends crodicility to
DFR advertising; and

ICC Supporting Statement of Compliance -~ January-June 2013 Media Plan
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« Drives prospective candidates to the Defence Jobs website to learn more and
ultimately apply for a job.

DFR conducts advertising campaigns for specific jobs (or methods of entry such as
the Australian Defence Force Academy, Defence University Sponsorship and
Professional Graduate Positions) and tracks enquiries, applications and
enlistments/appointments against those jobs. DFR requires a sustained advertising
presence to ensure the ADF remains 'top of mind’ amongst the constant stream of
people entering the workforce or seeking to change jobs. Therefore, DFR advertises
to reinforce Service brand positioning and call attention to the opportunities available,
using research to develop campaigns, validate the approach employed and monitor
progress.

4 (30) Clarity of campaign information

Campaign materials almost always undergo concept testing; the only time they dc not
is if the new material is an update to previously tested material or a campaign
extension (eg press advertisements developed from a television commercial). in
these instances, DFR solicits the written opinion of the research company that
conducted the original research as to whether further research is required. Research
recommendations are applied and final (or near to final) material is tested again to
ensure that the target audience understands the campaign messages. Ongoing
tracking provides a longer term measure of campaign success.

DFR increasingly uses exploratory research not only to test messaging but to explore
aspects of various ADF ‘products’ (such as Defence University Sponsorship, Graduate
Medical Program, Royal Military College Duntroon, and a potential 150-day First
Appointment Course for Army Reserve Officers, among others). While this research
uitimately guides campaign development, it can also result in changes in the offer or
even a decision not to proceed with an offer.

4 (31) Cost effective and justifiable advertising

Previous Cost Benefit Analyses and Supporting Statements of Compliance have
outlined a number of changes in DFR’s advertising and media approach over the past
four and a half years to ensure that advertising is as cost effective as possible. While
these are not repeated in this document, it is worth repeating the overview of the
econometric modelling project undertaken with Universal McCann in late FY10-11 and
throughout FY11-12, as it will provide the foundation for media plan optimisation

throughout FY12-13 and beyond.

A trial of econometric modelling was initially conducted in FY09-10 to inform ongoing
media strategy and provide tools by which to predict campaign results. While the
predictive canability at that time was rudimentary, the availability of more robust and
sophisticated iuols led DFR to commit io a larger scale project with Universal McCann
to optimise DFR’s media mix through ana'yiics.

Throughout FY11-12 and in F'¢"|2-13 the project has -l«livered the ability io:

o ldentiity .ind quantify the impuct of key media drivers for enquiries and
applications;

ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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e Calculate ‘advertising decay’ per key media driver in order to apply cost
efficiencies to the media plan;

¢ lIdentify the optimum channel mix in driving enquiries and applications
effectively and cost-effectively;

¢ Conduct pre- and post-campaign evaluations to determine the success of
individual campaigns;

o Build and maintain a customised dashboard to track the performance of
campaigns and media activity for enquiries, applications, traffic to the
Defencejobs website, search keyword impressions, and other key indicators of
campaign effectiveness; and

¢ Measure media effectiveness nationally at a more granular level than was
previously possible — for example, by television program, radio session, digital
formats, etc.

The findings have been utilised to improve media efficiency and to underpin the
preparation of the FY12-13 media strategy (document attached), which includes
examples of the Media Mix Modelling analysis for each Service.’

Universal McCann has developed an excellent understanding of DFR'’s objectives and
challenges and builds individual media plans for each Service around the most
effective and efficient media channels. Television, despite being the most expensive
medium, continues to be the most effective medium to shape perceptions of the
Service brands and generate enquiries, as evidenced from a range of internal
measures and ongoing tracking. While other media channels are identified in the
Media Mix Modelling analysis as being more cost effective in generating enquiries, no
other medium can provide the volume of enquiries generated by television advertising.

Year on year comparison of fofal marketing expenditure is illustrated in Figure 1
below.

Figure 1: DFR Marketing Expenditure 2006- 2013

FY06-07 Pre current brand strategy $38.3 million
FY07-08 Foundation phase $49.0 million
FY08-09 Building phase $51.5 million
FY09-10 Maintenance phase $40 million

FY10-11 Maintenance phase $33.6 million
FY11-12 Maintenance phase $36 million

FY12-13 Maintenance yghase $37.9 million

DFR’s marketing expenditure remains below FY06-07 levels, unadjusted for inflation.
This has been achieved despite substantial increases in media costs over the pariod,
which — when compounded — have seen the buying power of DFR’s media dollar

' Universal McCann Media Strategy FY12-13, Appendix, pages 64-67
ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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greatly reduced. Figure 2 shows comparative year on year campaign media
expenditure.

Figure 2: DFR Media Only Expenditure 2007-2013

Year Original Spend

FY07-08 $28.9 million

FY08-09 $34.0 million

FY09-10 $25.1 million

FY10-11 $21.7 million

FY11-12  $21.4 million

FY12-13  $23.8 million ($26.8 million based on anticipated additional $3 million to support t
Women in Army strategy

As will be seen in Section 4 (33) below, the relationship between advertising activity
and enquiry generation and other cutcomes is clear.

4 (32) Distribution of unsolicited material

DFR does not distribute unsolicited material as a matter of practice. Prospects may
‘opt in’ to receive additional information, and ‘opt out’ options are made very clear
when communicating with candidates in the recruiting pipeline.

4 (33) Evaluation

DFR evaluates the effectiveness of its advertising activity through a variety of means,
which are outlined below.

The foundation of DFR’s marketing and advertising activity and planning is the number
of targets available for each full and part time job for Navy, Army and Air Force. The
number of enquiries required (ie calls to 13 19 01 or registrations via the Defence Jobs
website) is calculated based on historical conversion data (the ratio of enquiries to
applications to enlistments/appointments) and subsequently tracked to determine
when additional advertising activity is required.

The number of enquiries required for FY11-12 was 59,078; total enquiries required for
FY12-13 of 77,172 represents a significant uplift without a commensurate increase in
the marketing and advertising budget. As in FY11-12, there remain fewer targets for
popular jobs that require little marketing (eg Rifleman) and a greater proportion of
targets that are difficult to fill. In a highly competitive marketplace, an overall skills
shortage and a fairly low unemployment rate ~ coupled with the planned drawdown
from Afghanistan — the recruiting environment is expected to remain challenging and
requiring ongoing expenditure to sustain target achievement and mormentum in the
market.

To maintain tixe force levels to meet capability requiremeiits, the ADF must
consistently achieva its recruiting goals regardless of the recruiting climate. Targets
missed in one intake or financial year cannot easily be made up in o subsaquent
period! rue to the training requirements for all entraiis into the ADF. Court:! with
that, DFR has no control over many factors that impact on recruiting and must
leverage those factors over which it has control. When advertising expenditure is

ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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reduced when recruiting is strong (as it has been in FY11-12), the potential long term

gain in awareness and propensity may be lost to the detriment of the ADF when
targets once again rise (as they are starting to in FY12-13).

Figure 3: Targets and Required Enquiry Levels FY12-13

As at 15 Mar 2012 12113 Eng's req'd
Targst 201213
NAVY
Full Time Australian E:=fence Force Academy it 1107
sl I Direct Entry Offices 74 1507
Under Graduate 71 A
Officer TOTAL 215 524 |
- Genaial Entry Non Technical 467 ~ a708
Genaral Entry Technical 341 1432
[ General Entry TOTAL Bt 4141
Full Time TOTAL 1023 BE6S
Part Time = ___ Officer TOTAL 34 ___ ki3
General Entiy TOTAL 14 | ras
Part Time TOTAL 48 1811
Gap Year T TOTAL,| 100 1000
i GRAND TOTAL/ 1171 276
ARMY
Fuil Time e Australian Defence Foice Acadsmy 160 2799
[ ) = Roya! Military College 200 2958
L . _ __._Special Service Officer (Pilot) 11 184
e I ° == e e Durect Entry Officer 56 4218
Under Graduate/Offlcer Tertlary Recruitment Scheme 43 1815
I i __ Officer TOTAL| 412 11575
General Entry Non Technical 2187 | 6840
" = General Entry Technical 435  adpa |
Geneial Entry TOTAL 2623 29244
Full Time TOTAL 3085 332149
Part Time .= First Appointment Course 280 1186
i Direct Entiy Officer 161 | 3140 |
____ Officer TOTAL 421 [ a3sm
General Entry TOTAL 1750 4875
Part Time e TOTAL 2171 18211
Gap Year : TOTAL 220 2200
GRAND TOTAL 54486 54530
. RAAF
[Full Tirne Austrelian Defence Force Academy| 120 2807
________________ il Direct Entry Officer L 3180
| ma Under Graduate 31 1155 |
B o __Officer TOTAL 280 7330
T T [ GenormiEntry Non Techmeell 3z | iomi |
| - -— L General Eritvy Technlcal 134,. 1348
iy T General Entry TOTAL 491 5440
Full Time ___ IOTAL 743 12770
[Part Time Officer TOTAL 53 1161
T General Entry B | 153
__ Ground Defence Reserve Gioup 20 Fa2
i —= el __Guneral Entry TOTAL 28 535
Part Time ' TOTAL 81 1508
Gap Year = e - R TOTAL) 0 T
m I GRAND TOT AL 824 144686
i Servici Full Time 4881 54654
Tri Service ) p— = Part Time 2300 | 225618
Tri Service I Grand Total 7161 | T2 l
i7xll Time Officer __TrTeaaee 937 35559
i&=serva Officer - . - 808 [ 330
iTotal Dificer = ! 1445 30139
FuliTime & = == as24 30825
Reserve GE e B 72 _ |~ 16208 |
Totz] GE ] 5715 47933
[GRAND TOTAL N i 1 7er T FizE ]

ICC Supporting Statement of Compliance - January-June 2013 Media Plan
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To illustrate the degree of competition for skilled people to fill ADF jobs, it is worth
looking at Manpower’s Talent Shortage Survey which identifies the top 10 jobs
employers most struggle to fill.

Figure 4: Top 10 Job Groups Compared to ADF Roles

Top 10 jobs that employers are having Selected Australian Defence Force “Like”
difficulty filling across the 36 countries and Positions
territories surveyed are (ranked in order)*:

1. Skilled Trades Qualified Trades include Carpenter,

Communicaticn Electronic Technician, Electrician,

Fitter and Turner, Marine Technician, Motor

Mechanic, Plumber, Vehicle Mechanic

2. Saies Representatives Public Affairs Officer, Public Relations Officer

3. Technicians {primary production, Communications and Information Systems,
operations, engineering or maintenance Electronic Warfare Specialists, Geospatial

Technician, Information Systems Technician,

Signals Operator Technician, Telecommunications

Systems Technician

4. Engineers Aerospace Engineer, Airfield Engineer, Civil

Engineer, N
| 5. Accounting & Finance Staff Finance Officer, Finance Clerk
6. Production Operators Logistics Officer, Supply Officer
7. Secretaries, PA’s, Administrative Administrative Clerks, Writer, Administrative
assistance and Office Support Officer, Scientific Officer, Training Systems Officer

8. Management/Executives Range of Officer positions across 3 Services
{including ADFA, RMC, MWO, Air Combat Officer)

9. Drivers Driver, Engineer Driver, Motor Transport Driver

10. Labourers Artilleryman, Cargo Specialist, Combat Engineer,

Cooks, Fire-fighter, Handler Petroleum, Mechanic
Recovery, Patrolmen

Despite the challenges in recruiting, FY12-13 has been relatively satisfactory in terms
of recruiting achievement, particularly for full time General Entry (GE) across the three
Services, and particularly for GE Technical Trades. Officer Entry (QE) recruitment
remains a challenge and DFR has several campaigns scheduled for the market over
the coming months.

Figure 5: Target Achievement FY12-13 as at 30 September 2012

FY12/13 | FY 1213 YTD
| YTD Target | Achieved | FY 12/13 %YTD Achieved |
FT OE 45 | 38 84.1%
FTGE 226 211 93.4%

_ Nawy FT Tatal a1 | 249 91 9%
RES OF ' 0 0 n.a.
RESGE I 0 . 0.0%
_ MavyPTTetal| 4 B o 0C%
__Nawy OE Total 45 o | NI &4.1% |
Navy GE Total 230 b 211 5 91 7%

215 249 90.5%
| 104 | 61 | 58.7% g

Navy Total
Army | FT QJE

ICC Supporting Statement of Compliance — January-June 2013 Media Plan
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FT GE 611 550 90.0%
Army FT Total 715 611 - 88 5%
RES OE 100 40 - 40.0%
RES GE 438 469 107.1%
Army PT Total 538 509 94 6%
Army OE Total 204 101 46 5%
Army GE Total 1049 “ 1018 97 1%
Army Total 1253 1120 89.4%
RAAF FT OE 15 15 100.0%
FT GE 51 48 94.1%
B RAAF FT Total 66 63 98 5%
RES OE 13 1 7.7%
| RES GE ExI ADGs 2 3 150.0%
RES GE Incl ADGs 2 3 I 150.0%
i RAAF PT Total 15 4 26 7%
RAAF PT Total Incl ADGs 15 4 26 7%
RAAF OE Total 28 16 57 1%
RAAF GE Total 53 51 L S 0aI2%
| RAAF Total 81 67 82.7%
Tri-Service FT CE 164 114 69.5%
FT GE 868 809 91.1%
Tr-Service FT Total 1052 923 87 7%
RES OE 113 41 36.3%
RES GE 444 472 106.3%
Tn-Setvice PT Total 557 513 92 1%
Tri-Senice OE Total 297 195 i 56 0%
Tr-Service GE Totat | 1322 | 1281 96 2%
L | TRI Service Tota! 1609 1436 | 89.2%
[ Total ADFA I 1BA ] TBA | TBA

With respect to RMC, DFR has conducted extensive research — qualitative and
quantitative — to understand the issues with Direct Entry Officer recruitment and better

define the target audience. A number of actions have been implemented, and a new

T WAl MWL AT W .

campaign is in development.

The new Army Reserve campaign launched on 29 January 2012 has been extremely
successful in attracting candidates into the pipeline. At the end of September 2012,
ARES target achievement for FY12-13 sat at 94.6%, a strong result compared to the
80.9% achievement for the same period last financial year.

Prior to launching the new campaign, Army Reserve had been without television
support for over two years, and a decision was made to use the old television
campaign while the new one was being completed. The following chart shows the
average weekly enquiries withont telavision, with the old campaign on televisicn, and
since the launch of the new campaign.
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Figure 6: Army Reserve Average Weekly Enquiry Comparison (updated)

Comparison CR ER NQR NT* SQR SR TR WR n.a. Total
weekly ave priot to Caimpaign 25.8 55.5 11.8 3.1 37.1 40.3 8.6 19.5 1.5 203.1

+ avg Cid-TWCs Campagn 37.7 83.8 17.1 1.0 49.1 63.1 14.4 29.6 4.6 3103

v change 6% INSERE  45%  259% 32% 204% IS
weekly ave Mew-TVGs inikal Campagn 51.8 149.5 33.8 19.0 97.0 110.6 220 40,0 6.8 530.3
% =hange on perioa pio: tu campaighe

weekly ave New-Tvis Seconn Surst 1l 307 122.7 29.3 47 0.7 85.3 8.7 35.7 5.0 392.7
% change on period prot to campauns - 19% 1%

" Flease aufe et for Worthern Tarato:y Region ne va:stgrgmﬁﬁt}' or i NCPELS s dLs. o, Arquinss foe RESUPFSL. ang |.'.?|q‘5c=‘ "8 axkvd=d he WOTGEE . 5 5%7% =

werekly ave New-TVCs Third Burat 43.3 98.8 17.8 33 58.8 687.3 8.8 323 3.8 3338
% change oni psticd priot 0 campaigns 6% 2%

The chart that follows further illustrates the effectiveness of the Army Reserve
campaign, showing enquiries and YOU® session attendances pre-television, with the
previous campaign, and since the launch of the new campaign.

Figure 7: Army Reserve Enquiries and YOU Session Attendances (updated)

ARES Enquiries and YOU Days - June 2011 Onwards
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Finally, the Army Reserve campaign has performed extremely well in the Hall &
Partners Open Mind continuous tracking study, particularly appealing to females. The
chart below shows second-by-secur:] response (the ‘worm’) to the commercial pici n
down by quartar. As can be seen, as pecple become more familiar with this ad,
interest in the seuond half of the execution has improved.

® The YOU Session - 7our Opportunities Unlimiicii ~ is the first step in ihe i< r*ting process.
Candidates attend a session during which they compiete an assessment and attend an interview with a
Defence Career Counsellor to discuss the career options identified in the assessment.
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Figure 8: Female Response to Army Reserve ‘Brand’ TVC (updated)

Army Reserve ‘Brand’ 30 seconds -- by quarter

—

o

The main driver of enquiry generation is advertising — particularly television advertising
— and the correlation between advertising expenditure and enquiries is clear. It is for
this reason that continuity of advertising is critical. Figure 9 illustrates enquiry
generation from FY03-04 to September 2012 and Figure 10 shows the correlation
between expenditure and enquiry generation. Figure 11 shows enquiry performance
at 14 September 2012.

Figure 9: DFR Enquiries 2004 — September 2012

Y1213
2
T s
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75641
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When looking at historical enquiry comparisons, it is essential to keep in mind that
enguiries required are sized around targets and that the number of encuiiries required
vary markedly from one job to another.
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Figure 10: Expenditure drives enquiries — FY98-99 through FY11-12
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While enquiry performance shown below in Figure 11 shows shorifalls in enquiries
achieved vs needed, it is worth noting that the conversion rates used to generate
enquiry requirements for FY12-13 are far more aggressive than those used previously,
resulting in higher enquiry requirements per target for FY12-13. Also, momentum
builds in enquiry generation through the financial year, and DFR is confident that
enquiry achievement will move to ‘green’ over time. Finally, a significant number of
enquiries are received that do not specify full time or part time, and they are reflected
in ‘“Total Enquiries’ for each Service.
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Figure 11: Enquiry performance YTD as at 14 September 2012

Total Enquiries

Tetal Enguiries Full Time Entiuiries Part Tims Enquirles

Annual Engulry Target 75,256 Annual Enquiry Target 53,172 Annual Enquiry Target 22,084
Target to date {Pro-rata) 21,660 Targst to date (Pro-rata) 15,297 Target to date (Pro-rata) [ E
Achieved fo date 19,936 Achieved fo date Achieved to date
% Achieved fo Dafe 92% % Achleved to Date % Achieved to Date

Total Enquiries Fuil Time Enquiries Part Tima Enquiries
Annual Enquiry Target 8,71 Annua)l Enguiry Target T Ax Annual Enquiry Target 1,887
Target to date {Pro-rata) 2,508 Target te date (Pro-rata)} 2040 Target to date (Pro-rata) 45T
Achiaved fo date 2,870 Achleved to date Achieved to date
% Achiaved fo Date 115% % Achfevad to Date % Achieved to Date

Army Enquiries

Total Enquirles Full Time Enguires Part Time Enquirieg
Annual Enquiry Target 52,015 Annual Enquiry Target 3.5 Annual Enquliry Targat 18,801
Target to date (Pro-rata) 16,050 Target to date {Pro-rata) B fd2 Target to date {Pro-rata) &,a08
Achievad to date 12,6968 Achfeved to date Achiaved to dafe
% Achievad to Date 84% % Achfeved to Date % Achieved to Date

Air Force Enquiiies

Total Enquiries Full Tima Engulres Part Time Enquires
Annual Enqulry Target 14,230 Annual Enquiry Target 18,624 Annual Enquiry Target 1,888
Target te date {Pro-rata) 4,092 Target to date (Pro-rata) 1,51f Target to date (Pro-rata) L]
Achiaved to date 3,663 Achieved 1o date Achigved to date
% Achieved fo Date 89% % Achleved o Date % Achleved to Date

Analysis of traffic to and behaviour on the Defence Jobs website is important. It
indicates the effectiveness of advertising in driving potential candidates to the website
which is where well over half of all candidates enter the application process. In
addition to overall traffic, time spent on the website indicates visitor quality and is
tracked. Advertising drives traffic and volumes fluctuate with expenditure. Defence
Jobs continues to attract more than 300,000 unique (that is, unduplicated) visitors
each month and more in months of heavy activity.

Figure 12 shows website statistics for the months of February to August 2012.
Campaigns in market during this period include Army Reserve, impossible Airfield and
Gap Year (although the Gap Year program was subsequently cancelled, the Gap Year
campaign had been in market prior to the cancellation and is reflected in visits to the
Defencejobs website).
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Figure 12: Website Analytics February to August 2012
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Advertising expenditure has undergone substantial reduction from the high of FY08-09
as illustrated in Figure 13.

Figure 13: Comparative media expenditure (updated to June 2012)

Observations:

Expressing the total media spend for each brand |+ Army laginched teo ads: Fue! Specialist and
Ofiicer; Air Force faunched Impossible Airfield.
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Nonetheless, results are sufficient to meet current demand and, coupled with the
ability to further optimise media plans as a result of the Media Mix Modelling project
should support DFR’s macro enquiry requirements for FY12-13.

Advertising awareness continues to be an important indicator of the effectiveness of
")FR advertising and aiso of the impact of advertising expenditure. Spontaneous

'ecall (as opposed to promp’red) fell sharply from Quarter 4 2011 and has rabuilt
gmdua!ly as illustrated in Figure 14 and maintaining a consistent level.
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Figure 14: Advertising awareness (spontaneous), June quarter 2012

DFR has benefited greatly from the tracking technique introduced by Hall & Partners
Open Mind when they assumed responsibility for the continuous tracking study in the
June quarter 2011. Open Mind introduced the second-by-second response (also
known as the ‘worm’) to measure the extent to which DFR’s television commercials
are able to build and sustain interest throughout the duration of the commercial. This
interest can be segmented from total survey participants by gender, age group,
Service preference and degree of propensity. This provides DFR with an
unprecedented level of advertising diagnostics which, coupled with the ‘advertising
decay rate’ revealed through the Media Mix Modelling, will help to improve cost
effectiveness and guide creative development and modification. It will also help to
identify when an ad’s appeal is diminishing which could result in withdrawal of that
execution from the market for a period of time and, uitimately, refreshment or
replacement.

For example, DFR was able to diagnose that the Navy Aviation commercial ‘Halo of
the Fleet’ was unable to sustain interest over 30 seconds; once reduced to 15
seconds, the ad performed strongly. However, oversimplification is a danger — Open
Mind continued to track the 30 second commercial and found that it performed better
over 30 seconds with more time in market. Similarly, the Army ‘No Obstacles’
commercial proved to be polarising — performing exiremely well with young males and
those with very high propensity, but poorly among females. This has ailowed for a
much more selective media strategy for *hat advertisement.

FFigure 15 shows adveriising response comparing current television commercials (at
an agcregated response leval).
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Figure 15: Response to individual television commercials (aggregated
response) — (updated)

"Brand’ (both formats) stand out as the most successful in
building interest steadily throughout. ‘Fue! Specialist atiracis
little attention until 22 seconds in; O#icer is also slov to start

building Titerest.
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A key objective of DFR advertising is to maintain propensity amongst the target
audience to consider joining the Navy, Army or Air Force. While shorter term
measures such as enquiries and awareness are critical to DFR’s recruiting
achievement, long term indicators are equally important. Propensity is a good
indication of the success of overall brand positioning in removing barriers and overall
health of the Service brands.

The tracking study is conducted on-line, consistent with the behaviour of the target
audience and allowing for very sophisticated diagnostics to be employed. This also
allows the respondents to actually view advertising. Propensity data can be analysed
by different audience segments such as geographic location, gender, age group,
Service preference and others.

Figure 16 shows propensity for the June quarter of 2012. Propensity has continued to
track upwards, albeit slightly.
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Figure 16: Propensity, June quarter 2012
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Propensity is tracked both before and after advertisements are viewed and
respondents who say they are positively influenced are also asked if they have taken

any action.

Figure 17: deleted as this question is no longer asked in the research tracking

Figure 18: Efficiencies of long term booking approvals

Media Spend Added Value %
Television $4,650,845 $317.962 7%
Magazines $77,535 $10,982 14%
Press $9.214 $0 N/A
Radio $860,761 $1,614,451 188%
Digital $1,184.861 $233,887 20%
Online TV $240,229 $9,863 4%
Cinema $249,888 $83,074 33%
Search $696,857 $0 N/A
TOTAL ~ $7,970,199 1 $2,2790,220 28%

Source: Universal McCann Media Strategy, 7Y12-13, page 62
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Principle 5: Campaigns must comply with legal requirements and procurement
policies and procedures

34. The manner of presentation and the delivery of campaigns must comply with all
relevant laws including:

laws with respect to broadcasting and media;
privacy laws;

intellectual property laws;

electoral laws;

trade practices and consumer protection laws; and

- ® a0 T

workplace reiations laws.

35. Procurement policies and procedures for the tendering and commissioning of
services and the employment of consultants should be followed and there should
be a clear audit trail regarding decision making.

5 (34) Compliance with all relevant laws

Individual campaign material is reviewed by Defence Legal to ensure compliance with
all relevant laws, including those with respect to broadcasting and media; privacy
laws; intellectual property laws; electoral laws; trade practices and consumer
protection laws; and workplace relations laws. To date, Defence Legal has advised
that DFR campaign advertising material complies with relevant laws. Any new
material developed will be submitted to Defence Legal for review and will be
specifically referenced in the Supporting Statement of Compliance for those materials.

5 (35) Procurement policies and procedures

in 2010 DFR engaged creative advertising agency George Patterson Young and
Rubicam (GPY&R) for the provision of advertising services. DFR conducted a Select
Tender procurement process for the establishment of a Creative Advertising Agency
effective 1 July 2010 for a three year period (with two x one year extension options).

The select tender was conducted in accordance with the procurement procedures
mandated by the Department of Finance and Deregulation (DoFD) whereby eight
agencies were approached from the Communications Multi User List (CMUL).

All eight agencies responded to the Tender, with the successful tenderer selected by
the Evaluation Team. The tender was conducted in accordance with Commomwealth
Procurement Guidelines (CPGs), and members of the Communications Advice Branch
within DoF 1) partizipated on the Evaluation Team.

DFR commenced a select ! nder procurement piocess in Aug/Sept 2010 for the
establishment of a new Standing Offer Panel (SON351256) for market research
services to be effective 1 December 2010 for a three year period (with two x ona y2ar
extension optiuns).
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The select tender was conducted in accordance with the procurement procedures
mandated by DoFD whereby seven agencies were approached from the CMUL. Five
agencies responded to the Tender. The Standing Offer Panel comprises three
agencies - Hall & Partners | Open Mind Pty Ltd, GfK bluemoon Research and
Planning Pty Ltd and Horizon Research Pty Ltd. Panel members are provided with the
opportunity to respond to research briefs as issued by DFR on an as needed basis.

Marketing expenditure is approved by the appropriate authorised procurement
delegates within DFR in accordance with agreed budget allocation. Appropriate
records of all procurement decisions are maintained by DFR.

| have reviewed and approve this Statement of Compliance and refer it for
consideration at the committee meeting on Thursday November 15, 2012.

S. HICKS
Brigadier
Director General Defence Force Recruiting

Tel: (02) 6122 4052
November 2012
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poit on Adveriising Caimpaign

Mr Dennis Richardson AQ
Sucretary

Department of Defence
PO Box 9700

Canberra BC ACT 2600

Dear Mr Richardson
DEFENCY: FORCE RECRUITING CAMPAIGN

I am writing to advise you that the Independent Communications Committee (Commitiee) has
considered the Defence Force Recruiting campaign, The Commuttee undertook the review
process outlined below and, based on the inforination provided, the Committee has concluded
that the proposed campaign complies with Principles | to 4 of the Guidelines on Information
und Advertising Campuigns by Australiun Goverament Departments and Agencies
(Guidelines).

Agencies subject to the Firancial Munugement and Accountability Act 1997 are required to
comply with the Guidelines. Yo this end, the Committee considers proposed advestising
carnpaigns of $250,000 or more and provides a report on each campaign to the relevant Chief
Executive in relation to its compliance with Principles 1 to 4 of the Guidelines. Those

principles are:
Principle 1: Campaigns should be relevant to government responsibilities:
Principle 2: Campaign materials should be presented in an objeciive. fair and accessible
manner and be designed to meet the objectives of the campaign;
Principle 3: Campaign materials should be objective and not directed at promoting party
political interests; and
Priaciple 4: Campaigns should be justified and undertaken in an efficient. effective and
relevant manner.
Agencies are responsible for providing their Chief Executive with a report on campaign
compliance with Principle 5 of the Guidelines.

Review Process

The campaign review process is designed (o enable the Committee to obtain sufficient
information, clarification and justification from departments and agencies, to provide advice
to you on the compliance of proposed canipaign advertising activities. This letter is to assist
your deliberations in ceitifying the campaign’s compliance with the Guidelines.

The Committee met with your officers on 15 November 2012 to consider the proposed media
plan and strategy (6 January 2013 to 30 June 2013) for the Defence Force Recruiting
campaign, and a Statement of Compliance with the Principles.



The Committee considered a revised media strategy and an updated Statement of Compliance
at its meeting on 15 November 2012. The Committee noted it had previously reviewed
creative materials scheduled to appear in the revised media plan. Any new or revised creative
materials will need to be considered by the Committee.

The Committee has reviewed the revised media plan and taken into consideration advice and
documentation provided by your Department, the Communications Advice Branch of the
Department of Finance and Deregulation and expert advice provided by Universal McCann,
the Commonwealth’s media plucement agency.

Based on the review process outlined above and from the information received, the
Committee has concluded that the revised media plan for the Defence Force Recruiting
campaign at Attachment A complies with Principles 1 to 4 of the Guidelines.

Next Steps

Following consideration of this report and advice from within your agency, you should
consider whether the revised media plan assists the achievement of the various campaign
outcomes in an efficient, effective and relevant manner. You will also need to satisfy yourself
that the claims made in your Department’s Statement of Compliance are valid and adhered to.
Subject to all that, your certification should then be submitted to your Minister for
consideration and endorsement.

Your certification should be published on your agency’s website when the media activity
commences.

I take this opportunity to remind you of the need for a subsequent evaluation of the various
campaigns, to assess their overall impact and effectiveness, and whether or not the various
activities meet the stated communication objectives. Any significant changes to the media
plan will. of course, require separate consideration by the Committee.

The Guidelines, including the full details of the principles, can be found at:
www.finance.gov.aw/advertising

This letter will be published on the Department of Finance and Deregulation website as soon
as possible after ihe commencement of campaign advertising activity.

Yours sincerely

L P
LS s

Allan Hawke

Chair

Independent Communications Committee
- November 2012



Attachment A

Defence Force Recruiting media plan (Reviewed 15 Movember 2012)

Docurnent title {and reference)

Revised media plan and strategy for Defence Fotce Recruiting — January-June 2013






