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SO, WHAT DID
WE SET OUT TO
DO?

PROJECT OBJECTIVES
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Our Project

Our objective was to explore ways the ABC could increase our reach and relevance
to every Australian, every day, by:

= identifying and prioritising key audience gap(s) to focus on
= developing a useful, easily digestible breakdown of data

= developing a way of communicating this to the wider ABC
= identifying who will be responsible

= identifying data gaps

= making clear, targeted, constructive recommendations.

We formed these recommendations about our key audience group, Working
Parents, with attention to:

content, product/distribution, and marketing
cross-divisional gap champions

= proposing a different way of working for the ABC: a shift from product focus to
segment/audience focus, and
proposing a more open sharing of audience information with staff, to enable us to
make decisions based on data and insights, with a shared purpose.



WHAT DOES THIS
AUDIENCE GAP
LOOK LIKE?

THE WORKING PARENTS SEGMENT
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Source: Graph has been provided by Audience Insights, from the Nielsen CMV database.
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Identifying Our Audience Gap: Working Parents

We have collected all audience data

available to us. Based on the many sources

we have read and discussed, and based on

numerous consultations, we've identified a

crucial under-serviced audience as working

parents.

With this group, we have monthly reach but

not a big weekly reach and very light media

consumption (generally low engagement)
compared to other audience groups.

Other demographic patterns are also worth

considering, namely:

* 40% of all Australian families are ‘migrant’
families, defined by the ABS as having at
least one parent born overseas.

* While the biggest migrant populations are
still from UK and New Zealand, the
biggest growing populations are from
China (37%) and India (47%).

* We think further audience research is
needed to give us a deeper sense of
media consumption and preferences
among these sub-groups.



ABC PROPENSITY TO
REACH BY SEGMENT

ABC NEWS ABC RADIO

News on ABC main channel m ABC News site Classic RN ®Local Mtriplej
HABC News 24

Source: Graph has been provided by Audience Insights, from the Nielsen CMV database.

Working Parent Behaviours

Time poor

Want to be able to customise

Believe they deserve ‘something light and easy’ after a long day
at work

Often watch programs they’re not necessarily interested in or
wouldn’t watch by themselves so they can spend time with the
people they care about
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A result > zero indicates the segment is more likely than the general pop
14+ to use service. A result < zero indicates they are less likely.

W jview ®ABCME C2/KIDS ABC Main
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Propensity to Reach Working Parents

Working parents more likely
to:

Access news online
(possibly desktop at
work)

Listen to triple j
Access kids content on
TV

Time is precious so they want to get to what they want fast
Parents tend not to expose young children to news. ‘The Project’
on Channel 10 is the exception.

High level of digital use in the evenings

Content needs to be brought to them - don’t have time to look for
something

Often only contact with the ABC is through kids



AND WHAT
ABOUT MIGRANT
FAMILIES?

MIGRANTS AS A SUB GROUP OF WORKING
PARENTS




Cultural Diversity within the Working Parents Segment

Migrants within the Working Parents Segment:
= 26% of working parents were born outside Australia in a non
English speaking country.
32% of working parents were either born outside Australia in a
. ;;i?;iig:;ir;han non-English speaking country or have a member of their
home OR not born in household who speaks a non-English language at home

Aust, NZ, UK/Ireland,
MNth America or Sth

Africa About Migrant Working Parents

= Time poor
= Light users of ABC content
Less TV viewing
Check news on train to work
= Stick to home-country entertainment
= Some may experience language as a barrier

= Only English Spoken
at Home

Data source: Data has been provided by Audience Insights, from the Nielsen CMV database.

See appendix page 20 for more information on cultural diversity across
audience segments

INDIAN MIGRANTS (11l Tube CHINESE MIGRANTS
>y

ABC
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Cultural Diversity within the Working Parents Segment

Insights

Propensity to Access individual services by

Working Parents with Cultural Dive rsity Overlays People born in non-English speaking countries, or with LOTE spoken

at home, are slightly less likely (than total working parents) to watch
linear TV channels, but significantly less likely to watch iview

ABC iview e = People born in non-English speaking countries, or with LOTE spoken
L] at home, are more likely to listen to Classic FM than those born in
English speaking countries (incl Australia)

People born in Asian countries are significantly more likely to use

Radio -~ NewsRagio (] Triple J and News Radio than total working parents

People born in non-English speaking countries, or with LOTE spoken
at home, have similar propensity to use main channel News Caff and
ABC News Online, but less likely to use News 24. In particular

Radio - Classic . . . .
- migrants from Asian countries are less likely to use News 24.

= See appendix for further details and data collected from immersions

Radio - trlplej -
Action

Based on the findings, more research should be done on various

TV - ABC News 24 H culturally diverse groups with all segment.
= At a high level, the working parents culturally diverse groups appeared
50 30 10 10 30 50 to be consistent with the working parents segment as a whole,
however, there have been a number of interesting insights when
Born in Asian Country AND LOTE at home drilling down to a network level.

NOT born in Aust, NZ, UK/Ireland, Nth America or Sth Africa

= LOTE athome See appendix pages 21 and 22 for a summary of migrant media

m Whole Working Parents Segment , . .
B & behaviours, based on immersions.

Data source: Data has been provided by Audience Insights, from the Nielsen CMV database.
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WHAT ARE WE
ALREADY DOING
WELL?

SUCCESS STORIES
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Success Stories

ABC Co-listening Experience:
Short & Curly

A fun-filled ethics podcast for kids and parents,
specifically created to plug an audience gap
Specifically designed to be listened to alone or as a
family, with questions to think about and time to
discuss it together

Audience surveys showed that parents of young
children felt guilty about how time kids were spending
in front of a screen

Podcast was created to solve that problem for parents
Also created to start kids using podcasts when they are
young with view that they would continue to listen to
ABC podcasts as they grow up

Batch delivered just before school holidays which was a
new method of delivery

Podcasts are a good way to experiment and to serve
niche audiences

aye
(oM Ve oL
Sibling?)

[} Canyou frust a ROBOT? N
3 ' 3 .

The Katering Show

Tap into existing fan base from series 1 which ran on
youtube

Commissioned as iview exclusive content, but ran on
ABC as well

Successfully reached large audience on both platforms
and in particular younger demos (half of TV audience
was < 50)

Commissioning decision based on quality first (ie was it
funny), and demographic second (but was very much
targeted at an audience gap)

Short duration and on demand viewing suits busy, time
poor people in the target demo

Key learning for iview content this year has been that
content only on iview doesn’t do as well as one with a
linear broadcast (eg Luke Warm Sex), simultaneous
Facebook release (eg Sammy J), or prior awareness
from 3rd party channel (eg Katering)

THINK X - AUDIENCE GAPS




WHAT DO WE
NEED NOW?

RECOMMENDATIONS




Purpose

Develop an audience and
content champions group to
specifically target key audience
gaps.

Pilot with working parents

group.

What will success look like?

Recommendation — Audience Champions

Membership

Sponsors: David Anderson and
Leisa Bacon

Cross functional team: reps
from TV, Radio, News, Digital
Network, Marketing,
International, Regional,
Commercial

Role

Create environment to foster
new ideas to target audience
gap

Visibility over commissioning to
ensure audience gaps
addressed

Take risks on emerging talent
and keep them

Commit to greater diversity of
representation

Increase in reach

Increase in time spent on ABC
media consumption

Increase in products accessed
Increase in audience
satisfaction

Shared KPIs across audience
champions team

Increase in representation on
the YourSpace panel

Everyone at the ABC
understands our audience gaps
and our strategy to target them
— pulse survey

Survey with content makers to
ensure understanding of gaps
and strategy deployed to target

26 Oct 2016

= Detailed analysis of audience gap (e.g. what shows are
watched, what is accessed etc.)

= Deliver strategy on how to target audience gap (content,
product, marketing & distribution)

= Comms plan to roll out strategy to ABC so audience gap
is front and centre in everything ABC staff do

= Develop metrics and measurement to determine
success: reach, engagement, time spent

= Set up working parents focus group made up of ABC
staff to gather ideas

= Increase representation on YourSpace panel, particularly
migrant families

= Piggy back off Arts genre group

THINK X - AUDIENCE GAPS 14



New Ideas / Longer
Term Opportunities
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Existing Initiatives
relevant to Working

Quick Wins

Parents

Audience Insights & Data

= Al working on new segmentation data in conjunction with
Nielsen
= NEO Research

Opportunities — Audience Insights & Staff Communications

Staff Communications

Information about audiences and audience gaps as part
of divisional strategic plans

Informal discussions among content makers and content
directors

ABC strategy information on the intranet

= Modify the existing Audience Segmentation deck so that it
is not confidential and can be distributed to all staff (work
in progress by Audience Insights)

Publish audience segmentation deck with narratives
about our strategy on the ABC Intranet

Reference in MD newsletter to audience gaps - start to
get the ABC staff to think about segment, rather than
product/division

Adapt working parents visual presentation to help wider
understanding of this segment & what they want from the
ABC

Communicate success stories, examples of innovation in
reaching new audiences

= Further research into CALD/NESB Australians media
usage/ ABC touch points, in particular
= why iview usage is lower,
= why News 24 usage is lower,
= radio consumption habits
= Increase Working Parents & CALD representation of
YourSpace panel

Build audience gap data into commissioning processes
Build audience gap data into development resource
allocation processes

Leverage New Intranet or Microsoft 365 to enable
greater sharing of audience data

Develop a short-form video campaign to increase
awareness among staff

THINK X - AUDIENCE GAPS
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Opportunities - Content, Product/Distribution, Marketing

® = Kids audio (see appendix page 24 Relaunch Flagship App (see Digital acquisition initiatives
2= for further information on Kids appendix page 25 for outline of the Tent pole events
&9 , audio) Flagship app release plan)
= % § Short & Curlies podcast Connected cars
o- & NYE (family co-viewing) iview recommendations
S 5a Short form commissioned content News — Equal Digital Life
23 for iview (e.g. You Can’t Ask That)
W g
ABC homepage tile aggregating = ABC WeChat account (see Map out key opportunities to reach
family content appendix page 23 for details) working families across ABC
iview collection for family = Audience segment approach to network (e.g. NYE, Hottest 100)
E co-viewing relaunch of flagship App
= Leverage ABC International
T language and education services to
'CE’ target new migrants in Australia
~ €9 TV family co viewing opportunities Enhanced opportunities for online Pilot segment marketing focus
escE New migrant success stories communities to develop around (shift from product to audience
ol S . .
T = 3 Practical education programs ABC content focus)
3 ) ’é Provide selected content in Facilitate advocacy in the Drive to recruit more working
g 5 g languages community — prominent people as parents / migrants to YourSpace to
-0 signal boosters improve data
26 Oct 2016 THINK X - AUDIENCE GAPS
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Working Parents Marketing Strategy Pilot
Audience segment approach, rather than product approach

Objective: Develop a pan ABC strategy to target working parents at existing ABC
touch points to change their perceptions of the ABC and increase
breadth/frequency of usage

KPI: Increase weekly reach and engagement of working parents over a 12 month
period

Brand message:
ABC is for your whole family
We are wherever you are

Owned media opportunities include:

Send our audience around the network (creative
concept should work across all platforms)

Tap into existing audience (e.g. parents of fans of
ABCKids) to broaden engagement and increase
weekly reach and engagement

Capitalise on big events (e.g. NYE) that bring in lighter
viewers in this segment

Example creative concept:

Start of day: Annabel Crabb at home with kids. Kids watching ABCKids, partner checks weather on app, Annabel is listening to
RN Breakfast

Drop off: Waleed Aly is dropping off kids to school. They’re listening to Short & Curly podcast through connected car Apple Play.
Day time: Leigh Sales is checking for news on desktop in the office; also checking Twitter for breaking news

Going home commute: Wendy Harmer is on the train with mobile, headphones on listening to 702, checking ABC posts on
Facebook: she likes some and shares others

Evening time: Robbie Buck at home with young child. He is relaxing by watching Gruen on the tv with his partner. Child is
watching Peppa Pig on kids iview. He checks the app one last time for breaking news before going to bed.

This is in parallel with ‘ordinary’ Australians doing similar things, the idea to show that we all use the ABC and there’s something
for everyone in your family. It also gives “serious” ABC presenters a human face.

26 Oct 2016 THINK X - AUDIENCE GAPS 17



WHERE IS ALL
THE STUFF TO
BACK IT UP?

APPENDICES
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UNDERSTANDING OUR

AUDIENCE SEGMENTS

Age

Australl

Young
Dependants

1.2 million / 6%

14-17

Students

MNo children

Living at home
with parents

92%

3.8 million / 19%

18-29

Students /
Employed

MNo children

Living at home
with parents or
alone / with

another / others

83%

Working Parents

25-54

Employed

Youngest child
aged 12 or
younger

Parents with

children at home

72%

Source: Nielsen CMV, 201

Source: Graph has been provided by Audience Insights, from the Nielsen CMV database.
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3.5 million / 18%

Audience Segment Definitions

.5 million / 7%

25-54

Home Duties

Children of
mixed ages

Women with

hildren at home

T7%

@

2.1 million / 11%

30-49

Employed
Mo children

Living alone or
with another /
others

T7%

THINK X - AUDIENCE GAPS

Q@

1.8 million / 9%
40-64
Employed
Teens [ adult
kids at home,

youngest child
aged 13+

Parents with

children at home

72%

i

2.5 million / 12%
50+

Employed

Mo children /
empty nesters

Living alone or
with another

74%

O

Younger SINKS Established Older SINKS Reti
& DINKS Parents & DINKS e

3.5 million / 18%
55+

Retired

Mo children in
home

Living alone or
with another

70%

1-way, Media time spent — red indicates low time spent, yellow moderate, green heavy



Those not born in an
English speaking country
in Young Dependents 37

Higher percentages of
ag younger SINKs and DINKs
with cultural diversity
overlay are not being
reached by the ABC

(%)
5]
LES

Who aren’t we Reaching? (With a Cultural Diversity Overlay)

Data source: Data has been provided by Audience Insights, from the Nielsen CMV database.

TOTAL % Not being Reached Monthly (Nielsen definition)

Older SINKs and DINKS
where Asian language is
spoken at home seem to

have less propensity to

access the ABC.

b

[y
L

Percentage Population Mot Reachad
(]
&

=
=]

AllSegments

Born in Asian Country, and
LOTE at home appears to
favour the ABC.

NB: the sample size for
this is quite small which
could be why the result is
so extreme.
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Young Aduks Younger SINKS 8 Established Parents

Working Parents Home Duties

m Taotal

B Language cther than English spoken & home

= NOT born in Aust, NZ, UKIreland, Nth America or Sth Africa
¥ Language other than English spoken & home AND not born in Aust, NZ, UK/ Ireland, Nth Amer ca or 5th Africa
m Language other than English spoken & home OR not born in Aust, NZ, UK/Ireland, Nth America or Sth Africa
B Born in Agian AND language other than English spoken at home

m Born in Asian

B Language at home - Hindi, ANY Chinese, Mandarin, Cantonese or Vietnamese

THINK X - AUDIENCE GAPS

-
5

5 44 5
3 2
I B
Older SINKS & Retirees
DINKES

The overall propensity to
use ABC (measured as any
monthly usage) is similar
to the working parents
segments.

However there are
differences in usage per
channel

20




Migrant Audience Media Consumption Behaviour Comparison

To understand the media consumption of working parents who
are migrants of Australia, we’ve done the following migrant
immersions with:

5 Chinese migrant families, 30 mins each

5 Indian migrant families, 30 mins each
Indonesian team (based on their talk with migrant families), 30mins
Vietnamese team (based on their talk with migrant families), 30 mins

21



Behaviours

Platform/Sources

Content

ABC content access

Language barrier a factor

Time

Cares/concerns

Want from ABC

How to reach

26 Oct 2016

Migrant Audience Media Consumption Behaviour Comparison

Indian

YouTube

ABC

Indian news sites and apps
SBS

Indian reality shows, TV series,
movies

News: international news
Documentary

Kids
News

On commute to/from work
After 9pm

Education
Safety

Indian news

Indian and Chinese movies
Practical education programs
Real estate content (how to buy a
house)

Health programs

Cooking programs

Religious programs

Email

Chinese

+  WeChat
+  Chinese news sites and apps
* YouTube

Chinese reality shows, movies, TV
series, comedies
News, hot topics and opinions

+  Kids
+  Breaking news

Yes

+ On commute to/from work
*  Lunch break
«  After 9pm

Education for the next generation
Relationship between Australian
parties and China

Practical education programs

+  Career English App in audio and text

« Interview with Asian celebrities
Storybook-reading videos
«  Tips of living in Australia

WeChat

Indonesian

» Facebook

* Indonesian websites and TV
channels

- SBS

* Headline news
*  Australian reality shows, cooking
shows and spelling bee

+  Kids
*  Breaking news

»  Before and after school
«  Before dinner

*  Australian government policies
that'll impact them

+  Entertainment content such as
reality shows

* Indonesian news

+  Migrant related programs such as
Go Back to Where You Come
From (SBS)

+  Facebook

THINK X - AUDIENCE GAPS

Viethnamese

+  Facebook
Mobile
+  Familiar websites

Vietnamese and Australian reality
shows and cooking shows

News about Vietham and Vietnamese
in Australia

+  Kids
Breaking news

Yes

. On commute to/from work
After 9pm

Education

Entertainment
»  Practical education programs
+ Lifestyle, fashion, soft news

Facebook

22



Quick win : WeChat

Official Accounts become a main channel
for acquiring information & news

Main Purposes for Users to Follow a WeChat Public
Account
% of respondents

Don't follow any

0.7%
Other

5.5%
Government & public service
11.9%
Business consulting
19.3%
Read about politics
24.6%
Access services provided by Official Accounts
30.9%

Follow a business and receive promotion information

I, < o

Acquire information & news

News and promotions are the two main
reasons why people follow WeChat accounts

26 Oct 2016

About WeChat

90% of users use WeChat everyday
74.2% of users use WeChat to acquire news and
information

Opportunities:

ABC brand recognition
Content reach
Policy explainer
Voice and opinions
Instant feedback
Real-time engagement
Program promos
Event promos

Recommendations:

Set up a WeChat strategy

Utilize our current WeChat account -APlus

Review the feasibility of setting up an ABC WeChat
account and adding resources (e.g. band 4 part time
position, located in ABC International and would
deliver ABC content in English plus rework
international content in Chinese languages for
domestic and international audiences )

23



Kids Audio

Desire to reach new, diverse Australian audiences aged 25-49
Majority of adults in this age group are parents: 71.5% of households in Australia
are families with 37-40% of all families with at least one dependent child under the

age of 5.

Kids currently engage with ABC Kids TV, they are also seeking family audio
experiences and leaving ABC to find them on commercial services

Spotify, Pandora and Apple Music have their own kids and family sections;
iHeartMedia have launched a family app

DAB+kinderling radio is transferring traditional ABC Radio listeners across to the
commercial radio space

Targeting 25-45 year old parents and their 2-5 year old kids to increase the ABC’s
overall engagement and reach

Also create original bilingual material to reach CALD audiences in outer suburban
areas that ABC Radio struggles to attract

Also including content relevant to Indigenous families to assist in the Close the
Gap target

24



ABC Flagship

NG Apy ABC App will have 4 released timed to coincides with the Network enablers coming online.  Each release builds on
EE A e previous releazes both in terms of features and functionality and test data collected to support future iteration.

Bacdernised book mnd fesi, = : Grester personalisation  based Ability ta
it ' it = # il THR resmos
mard grester oo r i) T LT i % mesderated redstiomchips

Objective MAsdntadn eistng sodisnos Fa-Tristais From existing aodisnos
e e anabals Mol ogrt caut Mo mmcs Lise of admoniten i=d confient
increase Dresdih of acthity Evpmrsion off sudisnos diserdty ncreasad onoffle acthity

Use of g0 bed comtent

Audience » Simiplified navization to = Clagr benafit for any » incrages the social » Incregce sancs of beinge
Experience reduce effort acticn undertaben exmchange vahoee of content part of an active
» Some embedded video | profiles, | offer vnigue sharabids Comimnity
match mobile trends recommen-dations| oont=nt] = Cont=nt is contextual to
» discrest choicss to » Transpanent next steps - mry noutines, bocation and
facilitate rapid decision understand activity
making and clear fesdback action/frewersibis action = Think l=sx bt do more
for decisions = Track my interests {when | want Gzht info bt
= inoresed perosption of » Remowve or mashk what mene interaction | think
controd around navisation bemen readfviewed mrore and do less {when |
= Redwce =ffort on retuwnn want rapid deep dive]

= Balanos lzht towch and
inb=nshee interaction and

content » Contingent on platfonm,
= support desp dive: Clear =nabder and conte=nt

pathways in and out of stratesy

long form conbent
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Putting audience at the centre

OVERALL MEDIA CONSUMPTION WITH ABC
REACH

About Working Parents

= Time poor

= Light users of ABC content

= Less TV viewing

= Check news on train to work

Heavy Size of bubble
\ represents

Retirees
segment reach

Older SINKS
& DINKS
Young
e Younger SINKS @
& DINKS Established
@ Parents

Unique to CALD Migrant Parents

= Stick to home-country entertainment

= Some may experience language as a
barrier*

Overall media

consumption ’
oung
Dependents

Light

Weak < ABC Reach » Strong

OPPORTUNITY
We need to shift our thinking from a
product focus to a segment focus to
increase reach and engagement, and
be relevant to all Australian families.

ABC PROPENSITY TO REACH BY

SEGMENT
ABC NEWS

ABC RADIO

News on ABC main channel M ABC News site Classic WRN ®Local Mtriplej
B ABC News 24 N NewsRadio

ABC TV

miview MABCME mABC2/KIDS [ ABC Main

7 [—— ]
@
pe—— ]
———
||
I
[
|
| |
I
60 -40 -20 0 20 40 60

-100 -50 0 50 100

WORKING
APPOINT AUDIENCE CONTENT CHAMPION COMMITTEE PARENTS
f AT THE CENTRE
Sponsors: Membership:
= David Anderson Representatives from: -
= TV
= Leisa Bacon = Radio i
= News
= Digital Network
= Marketing 4
= International '
= Regional 7

= Commercial
= Corporate Strategy

A

ABC FOIl 2017-010
Document 02

CULTURAL DIVERSITY WITHIN THE WORKING PARENTS SEGMENT

= Language other than
English spoken at
home OR not born in
Aust, NZ, UK/Ireland,
Mth America or 5th
Africa

» Only English Spoken
at Home

Propensity to Access individual services by
Working Parents with Cultural Diversity Overlays

ABC iview

Radio - NewsRadio
Radio - Classic

Radio - triple |

TV - ABC News 24

I

=50 -30 -10 10 30 50

Born in Asian Country AND LOTE at home

NOT born in Aust, NZ, UK/Ireland, Nth America or Sth Africa
m LOTE at home
m Whole Working Parents Segment

KEY OUTPUTS OF THE CROSS-FUNCTIONAL GROUP:

Detailed analysis on working parents segment, including further analysis on
CALD communities
Strategy on how to target working parents, through:
= Marketing
= Products
= Content
= Distribution
Project plan to deliver strategy
Communications strategy and plan for rollout to all ABC staff

Related Projects
= Content Alliances pilot
= New migrants “First Handshake”
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Audience Gaps

¢ Home
o News
o News 2017

e Think-X 2016
e Audience Gaps

\'g

Week eight

e Audience Gaps ABC Executive Presentation [PDF 2.24 Mb]
o Audience Gaps one-pager [PDF 674 Kb]

We presented our audience gaps project to Michelle and the ABC Executive this
week. Some of the research and analysis we have completed will be used by the
Audience Insights team to roll out to other divisions. It will also be shared with
content collaboration teams. We have proposed that a cross functional team be
brought together to look at working parents as an audience gap opportunity for the
ABC and put together a strategy and project plan to address this gap, including the
migrant market as a subset of this. David Anderson and Leisa Bacon, as Executive
Sponsors of this project, have taken this on. We also made a great video, in a very
short time frame, with help from ABC Open, the ABC Advisory Council, Radio
National and the Western Sydney News Bureau which interviews lots of working
parents around Australia on their view of the ABC.

Week seven

The Audience Gaps team have spent the week looking further into data on working
parents and culturally diverse families. Working parents are a group which we
underservice and which we often reach through kids. While the kids may be avid
watchers of ABCKids, we don’t necessarily reach their parents, and certainly not on a
regular basis.

We are also conscious that we do not offer much in the co-viewing and co-listening
space. The Short & Curly podcast is a great example of where we do and the team
spent some time this week speaking to areas in the ABC that do proactively aim to
reach ‘the family’ as the audience.

We are eagerly awaiting visual presentations that the ABC Advisory Council, ABC
Open and ABC News are putting together where they have been talking to audience


http://myabc.aus.aunty.abc.net.au/
http://myabc.aus.aunty.abc.net.au/News-2.aspx
http://myabc.aus.aunty.abc.net.au/News-2/2017-2.aspx
http://myabc.aus.aunty.abc.net.au/News-2/2017-2/Think-X-2016.aspx
http://myabc.aus.aunty.abc.net.au/News-2/2017-2/Think-X-2016/%7E/media/Documents/Information/Communications/ThinkX/100%20Reach%20Final%20Prezopotm%20FINAL%20LA%20v04pptxpdf.ashx
http://myabc.aus.aunty.abc.net.au/News-2/2017-2/Think-X-2016/%7E/media/Documents/Information/Communications/ThinkX/Audience%20gaps%20one%20pager%20RH%20v2pptxpdf.ashx

members within this group who do not watch the ABC regularly. These visuals will
be a part of our final presentation to the ABC Executive on 315t October.

Week six

The Audience Gaps team have looked at the various groups that are underserved
by the ABC and have decided to focus our attention on the 25-49 age group and
specifically working parents and culturally diverse families.

We are working with the ABC Advisory Council, ABC Open and ABC News to talk to
audience members within this group who do not watch the ABC regularly. The aim is
to ask them what they want from us and put together a video to help the ABC better
understand the needs of this important audience group. This would act as a
companion piece to the excellent audience data already being compiled by the
Audience Insights team, which we also hope to make more widely accessible.

We are also working on a recommendation to provide cross divisional accountability
for reaching this audience group, with a champion from each division coming
together to enable a more coordinated approach.

Week five

During week five, each of the teams continued work on their projects and provided a
live update on our progress during a Zoom stream and live YamJam on Monday 10
October. The session was not recorded but you can take a look at some of the
guestions that were asked in the Yammer group. We plan to host another live zoom
session before the end of the project, stay tuned for more details.

The 'our people’ group invite you to add your thoughts to our ‘'what can I do to
make the ABC a better place to work?' wall which is outside the Think-X space on
level 7 Ultimo B. We know that many of you aren't in Ultimo, so we would love to
hear your thoughts via this short survey. And, we encourage you to engage with all
teams in the Yammer group.

Week four

The 100% Reach team spent our week poring over data, data and more data
from across the ABC and beyond. We know there are some audiences we serve very
well, some audiences we under-service, and still others — a crucial group — we don’t
reach. We know that our audiences are at the heart of everything we do at the ABC
S0, as projects go, this is a biggie! The data and insights we collect will inform
decision-making around content, community engagement and staff engagement. By
the end of our work with Think-X, we’ll share all this information with you as widely
as possible, in an accessible way. We want to give you a data-driven foundation on
which to make informed decisions about how to bridge audience gaps,
collaboratively, across the ABC. Next week, we're talking with and listening to as
many people as we can, about those ‘missing’ audiences, specifically people from
migrant communities. Feel free to get in touch if you want to share your insights,


https://docs.google.com/forms/d/e/1FAIpQLSeK11C9qmKqK5GbQziYfu1BDV7JnFA3z6fDBq5h5h53gorF6A/viewform?c=0&w=1
https://www.yammer.com/abc.net.au/#/threads/inGroup?type=in_group&feedId=9132324

opinions and knowledge. We’ve also posted a question on the Yammer group, and
you're very welcome to join the conversation.

Updates for weeks one to three are on the ThinkX homepage
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http://myabc.aus.aunty.abc.net.au/News-2/2017-2/Think-X-2016.aspx
http://myabc.aus.aunty.abc.net.au/en/Profile.aspx?user=sitecore%5Cadmin
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We have significant
audience gaps

ABC audiences by life stage
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