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Stories of the new world

“�	One of our greatest challenges is 
that the type of media experience 
teenagers and people in their 
twenties now expect differs 
profoundly from that of the pre-
digital generations. We have to 
make the ABC relevant to them

today, as their media habits for 
tomorrow are forming.”
Mark Scott, ABC Managing Director 
ABC Digital Media Forum, 29 February 2008
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“�It’s there when I need it and want it, ’cause I’ve  
got so much else going on.“  

Nick O’Conner, 24, surfer, student, May 2008
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“�With fast broadband on its way everywhere …      the ABC is today  where the public will be tomorrow.“

The rebranding of ABC Television as 

ABC1 and ABC2 in February this year 

was just the beginning of the ABC’s 

digital television revolution.

No longer just a single channel, 

the ABC is Australia’s first free-to-

air, multiplatform, multichannel 

television service.

iView is an online video streaming 

player (developed in-house by ABC 

Innovation) that provides audiences 

with a high-resolution, full-screen 

viewing experience on the computer.

The ABC’s Director of Television,  

Kim Dalton, said the response to 

iView has been very positive. 

“This confirms our belief that 

Australians want quality content on 

a variety of platforms and the ability 

to watch this content at a time that 

suits them,” Kim said.

“Every time we do something in the 

digital space, viewers really leap 

at it. The enormous success ABC 

Television has had in providing our 

content online through vodcasting 

TV jumps out  of the box
clearly shows that Australians love 

to watch television this way.”

In 2007, the ABC recorded 18.6 

million video downloads. 

Programs on iView are updated 

regularly and content will be 

increasing throughout the year. 

“We are looking at additional 

channels, but first we want to get 

to understand our audiences a bit 

more,” Kim said.

With the launch of iView, Australia’s first full-screen internet 
television service, audiences now have more choices than ever.

Tony Jones,  
Presenter  
of Lateline  
and Q&A.

TV jumps out  of the b



For more Australians than ever, the digital future  is now.
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What a view
iView launched with 72 feature programs covering 40 hours 

of television across five content channels, with more to come:

•  �ABC CatchUp, showcasing key weekly programs from  

ABC1 and ABC2

•  �ABC News, the latest news and weekly current affairs 

programs

•  �ABC Kazam!, a kids’ fantasy channel offering a mix of 

action, adventure and animation

•  �ABC Docs, a selection of natural history programs, social 

documentaries and factual series

•  �ABC Arts, a specially crafted schedule that celebrates the 

arts in Australia and overseas.

There is also a sixth channel, ABC Shop, which previews 

programs that can be rented or purchased from ABC  

Shop Downloads.

It’s as easy as…
ABC Now—also invented by 

the ABC Innovation team—is a 

computer desktop application that 

makes it much easier to find what 

you’re looking for on the ABC.

Like most good things in life, ABC 

Now is free and easy to use. It’s been 

downloaded by more than 90 000 

people since it was launched at the 

end of 2007.

ABC Now allows users to gather 

television, radio and news content 

within a single application that sits 

on your computer desktop. Once 

your favourite content is bookmarked 

you can be listening or watching in 

just two clicks.

“The nice thing about ABC Now was 

that it was a bit of a surprise for 

audiences,” said Abigail Thomas, 

ABC Innovation’s Head of Strategic 

Development. “It struck a chord 

with the local radio listeners, in 

particular, because it’s a very simple 

way of finding exactly what you want 

quickly and easily.”

Abigail said it was a “signature 

project” for the Innovation team. 

“We are not simply meeting 

documented audience needs and 

trends—we’re actually creating 

something that no-one knew they 

wanted until they had it.”

  �Mark Scott  ABC Managing Director 
iView launch, 23 July 2008

“�With fast broadband on its way everywhere …      the ABC is today  where the public will be tomorrow.“

TV jumps out  of the boxTV jumps out  of the b
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Hitting new highs
Social networking helped Summer 
Heights High to reach younger 
audiences.

Summer Heights High was a favourite with 

audiences when it screened in late 2007, 

attracting an average of 1.3 million viewers.  

The final episode captured a share of almost 

half of all viewers aged 13–24—and it was one 

of the most popular vodcasts for 2007.

The program used online, mobile and social 

networking sites to help build “buzz” in the 

All mashed up
It’s not just big kids who like to mashup 

content online. On ABC Kids the 

Zimmer Twins provides the characters, 

backgrounds and tools to help kids 

create broadcast-quality animation.

Dan Fill, ABC Television’s Head of 

Multiplatform Production, said “we had 

100 000 films made by children and 

about 100 of them have so far been 

Tomorrow

For Ja’mie, Jonah, Mr G and their friends, the digital future is now.

lead up to screening. With teasers on YouTube, 

Facebook and MySpace pages (and more than 

250 000 friends), Mr G, Ja’mie and Jonah were 

everywhere.

The strategy clearly paid off, pulling in a huge 

audience in a demographic ABC Television has 

traditionally struggled to attract. 

played on ABC1 and ABC2”.

Another user-generated content 

project is RollerMache, a “make 

and do” site for kids in regional 

Australia. The site teaches kids 

how to make different types of 

animation and zines (self-published 

magazines), and their work is 

showcased in online galleries. 

’s audien ce today
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And the winner [is]…
triple j knew it was onto something 

big when it went back to high 

school in 2008. The success of 

Unearthed High and the quality of 

the winning track “Cult Romance” 

by Sydney band [is], has ensured 

the competition becomes an annual 

event. The band members (also 

featured on the cover of this report) 

Game on!
It’s by gamers for gamers: Good Game, Australia’s first crowd-sourced 

video game is proving a hit with its young audience. In this space, games 

are designed collectively online. After peer and professional review, the 

game concept is locked in and the competition begins. “Since Good Game 

became a flagship for ABC2, it has hit its niche perfectly. It has a small 

audience but they own it—it’s one of the most active communities on all of 

the ABC,” said Dan Fill, ABC Television’s Head of Multiplatform Production.

Ancient stories, new voices
Dust Echoes has been feted around the world 

for its innovative use of graphics combined with 

old-fashioned storytelling—the project won the 

Australian Interactive Media Association’s Best 

Children’s and Best Cultural, Lifestyle or Sport 

website awards. The project is a collaboration 

between ABC Innovation, Deakin University and 

the Djilpin Arts Aboriginal Corporation.

were thrilled to be in the same ABC 

studio where another high school 

band, Silverchair, recorded their 

first single. In the ABC’s biggest 

user generated success story, since 

August 2006 triplejunearthed.com 

has recorded more than 2.1 million 

downloads, 5.2 million streams and 

showcased more than 15 000 bands.

’s audien ce today
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The success of The Chaser’s  
War on Everything showed 
the power of digital media 
to extend the reach of  
ABC content.
The Chaser’s APEC stunt drew  

2.3 million viewers  to become  

the most watched comedy on  

ABC Television since people- 

It’s Sunday morning in Spain and Marisa 

is teaching her son Miguel to make 

pancakes. When she’s not cooking food 

she’s researching it—Marisa is an associate 

professor of food science at the University of 

Vigo. In her office she listens to ABC Classic 

FM on the internet. “It helps me concentrate.” 

Marisa is also a fan of ABC Radio National 

podcasts such as The Science Show and 

regularly downloads television programs like 

Catalyst and Enough Rope. 

For Marisa and Miguel, the digital future is now.

More

meters were introduced in 1991.

A preview clip on The Chaser’s 

MySpace page received close 

to 100 000 hits in the following 

week, and even the banner ads 

on Facebook attracted 125 000 

page impressions.

The series itself recorded more 

than 10 million downloads in 

ways,

2007 alone. Lisa Walsh, ABC 

Head of Audience Research, 

said that The Chaser’s success 

highlights the effect of 

cross-platform marketing and 

distribution. “Audiences are 

demanding content through a 

variety of sources,” she said.  

Chasing the audience

The stunt: The Chaser team drove a fake motorcade 

through streets of Sydney’s CBD that had been 

closed for the Asia-Pacific Economic Cooperation 

(APEC) forum in September 2007. They were 

ushered through two police cordons as they 

entered the restricted “red” zone. The joke showed 

up the massive security effort but police did not 

see the funny side and charged 11 crew members, 

among them Chas Licciardello dressed as Osama 

Bin Laden, for breaching APEC security.

people, more
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Video content that was previously 

only available on DVD can now 

be previewed, bought or rented 

directly from ABC Shop Online. 

The ABC Shops Download service 

was launched in June 2008 with 

a catalogue of 250 hours of video 

including iconic programs such as 

Best seat in the house
ABC2 is fast becoming the home of live 
performing arts on Australian television.

At several regional cinemas across Australia the free 

screenings of Graeme Murphy’s Swan Lake were 

standing room only events, with audiences filling 

the aisles, foyers and backstage areas to watch the 

ballet screened live from the Sydney Opera House. 

ABC2 Live Presents Swan Lake was a collaboration 

between ABC Television, the Australian Ballet, the 

Australia Council for the Arts and the Australian  

Film Commission (through its Regional Digital  

Screen Network).

It was the first in a series of live events planned for 

ABC2 during 2008. Sophia Zachariou, Executive 

Producer ABC Television, said “we’re making the 

performing arts accessible”. 

With cameras positioned in the front row, wings 

and back stage viewers get unparalleled access to 

performers. “We like to think of it as giving people 

the best seat in the house,” Sophia said.

For these future stars, and thousands of other ballet lovers around Australia, 

                                                                                the digital future is now.

more often

The Chaser’s War on Everything, 

Summer Heights High, Enough 

Rope, Bananas in Pyjamas and  

The Cook and the Chef.

The service’s free media player, 

developed in Australia, provides 

customers with state-of-the-art 

picture quality across different 

platforms in just a few clicks.

“The Shop Downloads service 

significantly extends the product 

offering of the ABC Shop Online, 

which is already one of Australia’s 

leading commercial sites,” said 

Lynley Marshall, Director of ABC 

Commercial. “Audiences now have 

an easy and convenient digital 

option to purchase our content.”

ABC Shop Downloads

ways,
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News never  

At every stage of news making, the digital future is now.

Newsrooms across the country 
are being transformed as the ABC 
develops its Continuous News 
Centre (CNC).
Australians are turning to the ABC for news 

and current affairs in record numbers—on 

radio, television and online. As a result, a 

new media management system is being 

installed in ABC newsrooms.

The ABC’s Head of News Coverage, 

Craig McMurtrie, said the digital roll-

out represents a major shift in the ABC’s 

approach to news gathering and delivery.

“As soon as a crew gets back from the 

field, footage can be downloaded pretty 

much instantly and made available 

to every reporter and producer in the 

newsroom, whether they’re filing for 

radio, television or online,” Craig said.

For audiences it means a faster, more 

comprehensive service on existing and 

developing continuous news platforms.

“In the news business it changes 

everything—how we deliver the news 

and how Australians receive the news.”

The CNC will ultimately provide 

continuous streams of news, 24-hours-

a-day, to every outlet of the ABC—

ABC1, ABC2, ABC Online, Australia 

Network and across ABC Radio.

When the ABC’s new breakfast news 

program—from 6–10 am weekdays—

starts later this year on ABC2, it will 

operate out of a new automated studio 

in Melbourne. The live program will 

include breaking news and video feeds 

of interviews from ABC Radio studios.

The centre of news
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“Fast-paced and exciting” is how 

Kirsty Heenan describes her job 

as an online producer/presenter. 

By the end of her afternoon shift 

she will have written, presented 

and edited up to six video news 

updates along with several 

stand-alone sports, weather and 

business bulletins for ABC News 

Online. The 22-year-old graduate 

from the Queensland University 

of Technology thrives on the pace. 

“It’s a very dynamic environment 

and we all enjoy the buzz of new 

stories coming in,” Kirsty said. 

The multiskilled team use digital 

workstations for editing and 

publishing and an automated 

news system to operate their own 

autocue in the studio.

Zooming in
Digital news gathering and technology 

also enables the delivery of more relevant 

content to local and regional areas.

The ABC extended its role as the modern day 

“town square” for local communities when 

it launched 60 new ABC Local sites in 2007.

The multimedia portals provide a gateway to 

ABC Online and support a range of features 

that create a rich online experience. These 

include webcams, photo galleries, video 

stories, maps and podcasts.

Let the debate begin
Unleashed was a real hit in the ABC’s 2007 online 
election coverage.

ABC Online’s opinion site Unleashed was launched just before 

the election was called to capitalise on the excess of punditry 

and hot air that abounds during a poll. But it lived on as a place 

where considered opinions on almost any topic have been 

published and debated by ABC readers.

“It should be very vigorous and lively and an uninhibited 

space,” said Bruce Belsham, Editor, abc.net.au. 

In its first week, the site received more than 700 responses 

to the opinion pieces on issues ranging from the drought to 

drugs, women in politics, musings on the possible election date 

and of course, the likely outcome.

“On other sites you kind of know the range of opinions you are 

going to get—they will be either left or right or centrist,” Bruce 

said. “What we are trying to do is to provide a kind of rugged 

range of views, without that sense that there is a house bias.”

With 230 different writers to date and more than 70 000 

comments published, Unleashed has helped ABC Online 

become the host for a new style of debate, one that is both 

initiated and conducted exclusively by ABC audiences.

stopsNews never  
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Late morning: My day normally starts somewhere between 

11 and 12 o’clock, when I’ll go online for the latest news. I 

can be called on to do an interview at almost any time, so 

it’s important to have a broad understanding of where the 

news cycle has moved since the program went to air.

Midday: A chat with the program’s Executive Producer, 

John Beeston, about plans and priorities for the show.

Afternoon: Some down time in the afternoon. Depending 

on events, I could do a pre-recorded interview.

5 pm: I start gearing up again, checking for the latest 

developments. I’ll watch international services like BBC 

World and CNN to see what they’re running.

7 pm: Head into the NewsHour office at the ABC in 

Melbourne. If I’ve done a pre-record, there’ll be some  

post-production work.

8.30 pm: Through the evening we’ll review the line-up  

with the Executive Producer. Given the time difference, 

stories tend to resolve themselves late. There are titles to  

be recorded, interview briefs to prepare, interviews to  

do and introductions for stories to edit.

Midnight: In the studio to present the program.

1 am: Off-air and, after a quick debrief, home to bed.

Podcasting English 
Radio Australia has reinvented itself through 
digital distribution.

The demand for English-language learning in Asia is driving 

substantial increases in the ABC’s online traffic.

Programs from Radio Australia, the ABC’s international 

radio and online service, account for 20% of the 41 million 

ABC podcasts downloaded in the last year, with English 

lessons in China drawing the biggest audience.

Radio Australia’s programs are unique in a crowded 

market: free, bilingual (explanations in Indonesian, Khmer, 

Mandarin and Vietnamese and conversation in English) with 

study notes and audio transcripts.

The challenge, according to Hanh Tran, Radio Australia’s 

Chief Executive, is how to get these English lessons to 

new Asian audiences. “The way this rapidly emerging 

aspirational audience accesses information is vastly 

different to that used by generations before them,” he said.

Asia Pacific
		       Behind NewsHour
		       It’s midnight and Australia Network’s  

		  current affairs program NewsHour is 

live-to-air. In the Asia time-zone, it’s prime-time: 10 pm in 

Hong Kong, 9 pm in Indonesia and Singapore. Presenter Jim 

Middleton gives us a snapshot of his day.
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Tania Nugent and Clement Paligaru are 

the presenters of Pacific Pulse, a new 

weekly program to air on Australia 

Network—the ABC’s international 

satellite television service. They decided 

that as they travelled around the region 

gathering material for the show, they 

Digital technology is helping the ABC to meet the demand  
for quality news and current affairs.

In Asia and the Pacific there’s no such thing as a slow news day—and so that the 

ABC can capture this dynamic news environment, it is establishing the largest news 

centre covering the region for the international market.

“The Asia Pacific News Centre will create a news operation that is unrivalled in the 

region,” said Kate Torney, Head of Asia Pacific News. The Centre will bring together 

the news and current affairs operations of Australia Network and Radio Australia. 

Most of the 60-strong team of journalists and producers will work from the 

Centre’s newsroom in Melbourne, with specialist reporters based around Australia 

and the region.

“We’ve been able to explore a range of new approaches to news production 

through the use of the latest digital broadcast technology,” Kate said.

would blog about their experiences.

The My Pacific Story blog gives audiences 

a preview of the rich and vibrant stories 

waiting to be told across the region. 

“There’s nothing out there currently that 

just looks at the Pacific,” Tania said.

As the face of the Network’s education 

conversations

For many communities around the Pacific,
                                         the digital future is now.

Making news in the region

Finger on the pulse
programs Nexus and English Bites, Tania 

is getting used to approaches from 

viewers. “I was surprised to find out first-

hand just how popular the services and 

English-language vodcasts are,” she said. 

Approximately 400 000 English Bites 

vodcasts were downloaded in 2007.

Asia Pacific


