Appendix C.

Media Content is Influenced by Ownership

Media companies are not solely a means to earn income. They are frequently also a vehicle for furthering the
interests of their owners. Expression of an owner’s political interests is rarely as overt as it was in 1995 when
Kerry Packer appeared on his own Nine Network and declared that John Howard, then leader of the LiberalNational Party Opposition, would make a good Prime Minister. It usually occurs in subtle ways, through the
appointment of senior management and, in turn, the selection of stories and the way in which information is
presented to the public.
The public is frequently unaware of information that should but does not come to its attention. For example,
back when Nine promoted itself as the major television news network and was owned by the Packer family,
which also had strong financial interests in casinos, it was highly unlikely that Nine would have screened
weighty content on serious social problems that have resulted from the proliferation and promotion of legal
gambling.
The editorial position of News Corporation’s newspapers around the world in support of the 2003 US-led
invasion of Iraq is one example of homogeneity of perspective on a crucial matter of public interest.1
Undertakings given by media companies bidding for AFL rights to support and promote the sport rather than
‘bag’ or ‘demonise’ it provide another one.2
In his recently published book, ‘Rupert Murdoch - An investigation of political power’, David McKnight
(Associate Professor and a Senior Research Fellow at the Journalism and Media Research Centre at the
University of NSW) has described Rupert Murdoch's use of his media empire to further his political agenda
over decades.3
There has been widespread speculation by media and business analysts and commentators that shareholdings
which Gina Rinehart (mining magnate and Australia’s richest person) has recently acquired – in the Ten
Network last year, and recently in Fairfax - are in pursuit of influence for her mining interests, not investment
potential.4
Productivity Commission Findings
Theoretically, there is not necessarily a connection between diversity of media ownership and diversity of
media views. A single media company may establish common or closely aligned newsrooms, with reporters
working across radio, TV and newspapers, leading to a reduction in the variety of views. Alternatively, a single
proprietor could maintain separate newsrooms for each of their media outlets.
However, whereas media ownership is readily monitored and regulated, it is not possible to do the same with
regard to determining whether or not a cross-media company's editorial policies across different outlets are
diverse and truly separate from those of its owner. Concepts such as 'diversity of views' are difficult to measure.
The influence of a media proprietor on the output of editorial staff is in most instances impossible to regulate.
The Productivity Commission Broadcasting Inquiry found that “the likelihood that a proprietor's business and
editorial interests will influence the content and opinion of their media outlets is of major significance. The
public interest in ensuring diversity of information and opinion, and in encouraging freedom of expression in
Australian media, leads to a strong preference for more media proprietors rather than fewer. This is particularly
important given the wide business interests of some media proprietors” (p.314). The Commission also noted
that it was not necessary for proprietors to be heavy-handed about editorial direction, as self-censorship by
journalists may achieve similar outcomes.5
Even if it was theoretically possible to regulate commercial media so that it did not act contrary to the public
interest, which is unlikely, the strong trend away from government regulation at the micro-level makes it
unlikely the political will would exist to adequately resource a body to regulate the operations of powerful
media companies.
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Appendix D.

Need for Media Diversity not Diminished by
New Media

The fact that a vast range of information is now available online is frequently touted as the answer to media
diversity. But all forms of media are not equal. They differ in their capacity to gather and investigate news,
in their influence, and in their audience reach.
Blogging (or 'citizenship journalism' as it is sometimes called), has an important role to play. But, like
talkback radio, it is not an alternative to the serious journalism of the mainstream media. There is little
original reporting on these sites which operate on limited budgets. Without professional journalism in the
mainstream media, blog sites would have little to discuss.
The platforms used by Australians to access news
New media access is still well below the near universal household penetration of free-to-air television and
radio.
FABC has been unable to readily locate current research on the extent to which the Australian public, and
different groups within the community are accessing different media platforms for news, so is presently relying
on information which, in some instances, is several years old. It may be that the Committee has access to
more recent, reliable research.
Based on the information that FABC has available to it:
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.

“The largest proportion of Australians’ media time is still spent watching TV” 1

.

TV, radio and newspapers remain the most important sources of news and information in Australia.
The growth of online and mobile media is supplementing established media forms in important ways
but it is not occurring in ways that substantially diminish the importance of the need for diversity in
those platforms.2

.

The most popular online news sites for Australians in 2007-08 were those owned by existing
traditional media outlets.3

.

“When Australians go Online for News their main sources are Fairfax or News Ltd., the two giants of
print media in Australia,” 4

.

Much of the news content in new media comprises reformatted versions supplied by existing
established media operators, or, in the case of pay TV, overseas channels.5 Even though it may take
time for all of Australia's existing prominent media players to maximise their use of online, their huge
opportunities and resources to promote and cross-promote their own services means there is little
chance that online is likely to deliver any significant increase in Australian media ownership diversity.
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