Amendments to ABC Editorial Policies
(effective August 2013)

Explanatory note:

The ABC Board has approved a number of amendments to the Principles and Standards in section 11
of the Editorial Policies. These changes are tracked below and comprise:

e A new paragraph is inserted in the Principles to refer to recent legislative changes that recognise
the ABC’s provision of digital media services and note the general extension of the advertising
ban to digital media services. A plain English meaning of the term “digital media services” is
included. This paragraph immediately follows the initial paragraph which refers to the advertising
ban that has applied to broadcast since the ABC was first established in 1932.

o Areference to permissible advertisements appearing in print magazines is amended to include a
reference to digital versions of print magazines, consistent with the exception now included in
section 31(7) of the ABC Act 1983 (Cth).

e The Principles are also amended to make clear that the ABC is not prevented from linking to third
party sites which carry advertising, where this is editorially justified. This is consistent with the
wording in section 31(4) restricting advertisements “in any of the Corporation’s digital media
services”. This restriction does not bar the ABC from referring or linking to third party sites or
services which contain advertising.

e The Principles also indicate that the ABC is not prevented from establishing official presences on
advertising-supported services provided by a third party (e.g., an ABC page on Facebook or an
ABC channel on YouTube). To the extent that the ABC can control the presence of advertising
(e.g., by turning on/off pre-roll ads appearing at the start of videos), the restrictions would be
expected to apply. It is not expected that the restrictions would apply to advertising that is not
provided or controlled by the ABC. The appropriateness of the ABC setting up a presence on an
advertising-supported site is an editorial judgement (e.qg., taking into account factors such as
extending access to our content and opportunities for engagement with particular target
audiences).

e Standard 11.1(a) is amended to clarify that the advertising restriction applies to radio services
both within and external to Australia. Standard 11.1(b) extends the online ban from applying only
to abc.net.au to encompassing all of the ABC'’s digital media services — including social media
services (in the way already described in the preceding dot point). Standard 11.1(b) also
preserves the ABC’s ability to advertise in digital media services associated with the ABC’s
international television services or otherwise as permitted by the ABC Act in respect of certain of
ABC Commercial’s activities. For example, it is expected that ABC Commercial will continue to be
able to promote and sell ABC products through http://shop.abc.net.au/. The ABC is also expressly
permitted by section 31(7) to make available digital versions of ABC Commercial print magazines
containing advertisements.

Section 11 (Advertising and sponsorship restrictions), as amended:

11 Advertising and sponsorship restrictions

Principles
The absence of advertisements and commercial sponsorship is one of the distinctive features of the
ABC’s domestic television and radio services. It has been reinforced by statute since the ABC was


http://shop.abc.net.au/

first established in 1932. The ABC is conscious that its audiences value the ABC’s distinctive role and
style as a non-commercial broadcaster.

The ABC Act was amended in 2013 to recognise the provision of “digital media services” by the ABC.
These are non-broadcasting services provided by the ABC to deliver content using digital technology
and include online, mobile and social media services. Equivalent restrictions on advertising and

commercial sponsorship that apply to ABC broadcasts also apply to the ABC’s digital media services.

The ABC is permitted by law to augment its public funding through advertising and sponsorship in
relation to certain of its activities, for example its international television service. The ABC may also
include advertisements in its commercial products and services where permitted under the ABC Act,
for example in its print_or related digital magazines.

The restriction onThe-ABC-will-netaceept advertising or sponsorship for online content or services
provided by the ABCeffered-on-abe-net.au-—This is not intended to limit the ABC’s ability to link, where
editorially justified, from ABC sitesabe-ret-at to non-ABC sites which are supported by advertising or
sponsorship, or to sites-external-to-abenetau-which are operated by the ABC’s international
television service or by ABC Commercial.

This is also not intended to limit the ABC’s ability to establish official presences on advertising-
supported sites or services where these are provided by a third party. The decision as to whether or in
what form the ABC establishes such an official presence is an editorial one.

Where permissible advertising or sponsorship occurs, the ABC is committed to maintaining the
audience members’ trust in the honesty and integrity of what they see, hear and read. Advertisements
and sponsored content must be readily recognisable as such. Advertisers and sponsors must have no
influence over editorial content or scheduling decisions. In all decisions relating to advertising and
sponsorship, the ABC’s independence and integrity are paramount.

Standards
11.1 Do not accept advertising or sponsorship in relation to content or services offered on:
a the ABC’s domestic free-to-air television and its domestic and international radio services; or
b the ABC'’s online, mobile, social media or other digital media services other than as are
associated with the ABC’s international television service or as permitted under the ABC Act
in respect of certain of ABC Commercial’s activitiesinternetsite,-abe-net-au.

11.2 Do not accept sponsorship for news content or content designed for preschool children.

11.3 Ensure advertising is not broadcast within news content or content designed for preschool
children.

11.4 Ensure sponsored content is identified as such and in a manner that informs but does not
promote.

11.5 References to a sponsor or a sponsor’s product or service must not be a condition of the
sponsorship arrangement. Any sponsorship reference must be editorially justified.

11.6 Ensure advertising is readily distinguishable from editorial content.

11.7 Product placement and other forms of embedded or surreptitious advertising are prohibited. In
exceptional cases, the ABC may use content that already contains product placement provided:
a the ABC played no role in the commissioning or production of the content;
b the content has intrinsic editorial value;
¢ the product placement is not unduly frequent or unduly prominent; and
d the ABC'’s editorial independence and integrity are not undermined.

11.8 Do not enter into any advertising or sponsorship arrangement if it would be likely to undermine
the ABC'’s independence and integrity or could be reasonably perceived to do so.



