
CONFERENCE REPORTS

1 Bureau of T ranspo r t an d  Co m m un ica tio n s  Economics: Co m m un ica tio n s  Research 
Forum , Canberra  30-31 A ug u st  1993.

This forum  w as the first to  be held by 
the Bureau o f Transport and Com m uni
cations Econom ics (BTCE) and w as in
spired by the su ccess o f a  sim ilar forum  
in transport econ om ics. A m ix o f policy  
m akers, academ ics, finance industry, and  
broadcasting and telecom m unications 
industry representatives attended. The 
forum  provided an  opportunity for re
searchers and policy m akers to  present 
their w ork and to  get an  overview  of 
w here research  in the tw o fields is going.

In the opening address by the M inister 
for Com m unications, the H on. David 
Beddall announced the BTCE’s ‘Com m u
nications Futures Project’ w hich w ill look  
into the investm ent decisions driving 
service con vergen ce and the im plica
tions for consum ers and governm ent that 
flow  from  them . BTCE’s R esearch m an
ager, Chris Cheah later presented an

outline o f how  the project will p roceed .
T he link betw een research  and public 

policy w as draw n by the BTCE’s M aurice 
H addad and H enry Ergas. Sessions on  
tw o key aspects o f the current telecom 
m unications reform s (m arket liberalisa
tion and efficient pricing) provided a  lead  
up to  the review  scheduled before the 
end o f the carrier duopoly in mid 1997. 
The m arket structure and the need  for 
pricing controls w ill both be central is
sues for that reform . Sessions o n  telecom 
m unications and broadcasting con ver
gen ce then set the tone for the second  
day on  broadcasting.

Papers on  m edia com petition in the 
Australian con text and m edia deregula
tion in the UK w ere included in the 
broadcasting day as w ell as the session  
on  allocation, w ith tw o papers on  auction  
system s. The ABA and Austel then pre

sented p apers on  research  from  the regu
lators perspective.

The papers illustrated the exten t and  
high quality o f w ork in these fields of 
econ om ics. Com ing into a  decade of 
rapid structural ch ange, this type o f re
search  w ill be a  critical asp ect o f the 
policy p rocess. The challenge is how  the 
w ork in both fields can  be inform ed as 
the tw o industries m ove closer.

The structure o f the telecom m unica
tions industry w ill have an  im pact on  
broadcasting and it is clear that m any 
policy m akers are keen  to  anticipate 
these ch anges rather than react once they 
have occu rred . A related  research  issue is 
how  the social and cultural objectives in  
broadcasting and telecom m unications can  
be harm onised w ithin tw o converging  
industries.

2 Consumer  K ids Conference
Mo tes  from  a  conference on 'Consumer  K ids ', Septem ber  2 &  3, 1993, Syd n ey  Boulevard  

Ho t e l .

Representatives from  the ABA attended  
this tw o day conference w hich featured  
discussion and case studies from  repre
sentatives o f com panies such as Sega- 
O zisoft, Reebok, Peters Foods and Pepsi
Cola. The con feren ce w as organised for 
m arketing and m edia executives as w ell 
as for representatives from  advertising, 
m arket research  and public relations or
ganisations.

A ccording to speakers at the con fer
en ce, Australia’s ‘consum er kids’ contrib
uted to  m ore than $3 billion in sales last 
year. Children w ere presented as being

know ledgeable consum ers w ho are m e
dia literate and w ho have definite brand  
preferences. Children o f all ages w ere 
said to  have a critical im pact on  the 
m arketplace through their influence on  
parental spending, especially on clothes, 
fast foods and w hat videos the fam ily will 
w atch. It w as suggested that children are 
increasingly independent shoppers w ho  
m ake their ow n decisions at an early age. 
Suzanne D ouglas from  Peters Foods said  
that by the age o f seven children are  
m aking m ost o f their ow n ice cream  
purchase choices.

Dina B row ne from  the Seven N etw ork 
reported  that an  Australian child is e x 
p osed  to  about 22 00 0  com m ercials each  
year and that television advertising exerts 
a  pow erful influence on  children’s prod
u ct p references. Ms B row ne concluded  
by stating that advertisers could consider 
including p ro social m essages in com 
m ercials and that the ethical im plications 
o f advertising to a young audience need  
to  be understood.

This con feren ce attracted  substantial 
m edia interest and provided an opportu
nity to consider prevailing attitudes on  
the ‘consum er kids’ d ebate.
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