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Funded by:

RTMis the marketing body for Regional Free TV. 

http://www.regionaltvmarketing.com.au/regional-tv/home


ÅDemonstrate effectiveness and ROI from RTV

ÅRegional consumer research and insights

ÅHelp brands develop regional growth opportunities

ÅSupport agencies and MFA with training and research

RTM objective is to raise profile and increase ad 

revenue share of regional TV



Training agenda

ÅMarket structure

ÅDemographics & social outlook

ÅSpending and economic outlook

ÅMedia consumption and outlook

ÅEffectiveness studies
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Regional Eyeballsé

http://www.regionaltvmarketing.com.au/regional-tv/about-us/why-regional-tv


Regional TV Markets



Regional TV provides three main networks and FTA 

multi channels to all areas outside 5 caps cities
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Regional is 36% of Australian population
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Regional TV markets do not follow state lines or 

expected òregional and ruraló profile

ÅRural markets

QLD 

NNSW 

SNSW 

TAS 

VIC 

REG.SA,                                     

MILDURA, GRIFFITH

REG. WA

SATELLITE



Major regional markets are know as òAggregated 

marketsó

ÅRural markets
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Aggregated markets can be split to òsub-marketsó

ÅRural markets
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Aggregated Markets

QLD NNSW SNSW VIC TAS

Sub markets

Cairns Northern Rivers Canberra Albury Hobart

Townsville Tamworth/Taree Orange/Dubbo/

Wagga

Bendigo Launceston

Mackay Newcastle Wollongong Shepparton

Rockhampton Gippsland

Maryborough Ballarat

Toowoomba



Aggregated Markets

QLD NNSW SNSW VIC TAS

Sub markets

Cairns Northern Rivers Canberra Albury Hobart

Townsville Tamworth/Taree Orange/Dubbo/

Wagga

Bendigo Launceston

Mackay Newcastle Wollongong Shepparton

Rockhampton Gippsland

Maryborough Ballarat

Toowoomba

Further non-surveyed 

signal splits available:
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Rural markets ðaka òdiary marketsó

Regional WA
GWN (7)

WIN (9,10)

Port Pirie/ 

Broken Hill
GTS/BKN (7)

STHN X 10 (10)

Satellite
IMPARJA (9)

SEVEN CENTRAL (7)

Griffith
WIN (9), WIN (7)

Mildura
WIN (9), PRIME (7)

Darwin
NINE/NTD-8 (9)

STHN X DARWIN (10)

DARWIN DIGITAL TV

These markets have two FTA stations, except Darwin 

and Mildurawhich have 3. 

Loxton /Mt 

Gambier
RTS/SES (10)

WIN SA(7)



Satellite broadcasts into 5 states and territories  

PORT PIRIE & 

BROKEN HILL

Pop: 137,000
GTS/BKN (7)

STHN X 10 (10)

NT

Pop: 94,136

22% of SATELLITE

IMPARJA (9)

7CEN (7)

Rural QLD

Pop: 173,381

41% of SATELLITE

Rural NSW

Pop: 80,366

19% of SATELLITE

Rural VIC

Pop:  33,813

8% of SATELLITE

Rural SA

Pop:  42,481

10% of SATELLITE

Loxton/Mt Gambier

Pop: 126,000
WIN SA (7)

RTSSES (9)

Source: Nielsen Media Research Regional TV Diary Markets



Population Increase: 2001 vs. 2011

Source:  ATR & OZTAM 2011

Australian population is shifting to regional  

ðNorth and to the coast
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Gold Coast

Cairns

Townsville

Mackay

Sunshine Coast
Toowoomba

Newcastle

Wollongong

Central Coast

Bendigo

> 500,000

> 250,000

> 100,000

> 50,000

Population:

Bundaberg

Rockhampton

Tweed/Byron

Ballarat

Launceston

Hobart

Albury/Wodonga

Mandurah

Bunbury

Canberra

80% Urbanised



www.regionaltvmarketing.com.au

RTV Google maps API

http://www.regionaltvmarketing.com.au/regional-tv/map.aspx


RTV Google maps API: Submarket level



Gippsland Wikipedia link  



WORKSHOP - in pairs

match markets to map



Sub-markets & rural markets

1. Maryborough

2. Northern Rivers

3. Canberra

4. Bendigo

5. Cairns

6. Newcastle

7. Wollongong

8. Albury

9. Tamworth/Taree

10.Launceston

11.Toowoomba

12.Gippsland

13.Hobart

14. Rockhampton

15. Ballarat

16. Orange / Dubbo / Wagga

17. Mackay

18. Shepparton

19. Townsville

20.Satellite

21.Pt. Pirie/Broken Hill

22.Loxton/Mt. Gambier

23.Griffith

24.Darwin

25.Regional WA

26.Mildura



1

3

2

5

4

6

7
8

9

10

11

12

13

2326
21

22
15

14

20

17

16

19

24

M

25

18

P P

A

B

S



Demographics



Regional Australia represents 36% of 

all people é..

Women18-39

32
%

of GBôs +    

kids 5-12

38
%

of Baby 

boomers

40
%

Women14-24

34%



Urbanisationand Seachange are 

changing the demographic profile of 

regional Australia

Å80% of regional population live 

an urbanisedlifestyle 

ÅLess than 4% in farming

ÅSea Changers 

ÅLower cost of living and lifestyle 

are main attractions



Two kinds of Seachange...





òTypicaló Seachanger

Ryan, 36.  Wollongong NSW

Made the seachangefrom the 

òShireó to the òGongó is SME 

owner in building trade

Above average income & 

primary focus is kids and 

lifestyle. Loves footy , cars and 

teaching kids surfing.

www.thatsmylife.com.au



Lower housing cost is key factor in maintaining 

regional spending and attracting new arrivals

Sydney Melbourne Brisbane Adelaide Perth

6.4 6.3 4.6 4.6 4.6

NNSW SNSW Victoria Queensland Tasmania Diary

4.6 3.7 3.2 4.0 3.9 2.9

House price vs. income multiple

Source:  Residexmedian house price Jul - Sep 2010 & Roy Morgan Single Source 12 mthsto Jun 2010



Regional people start their 

family life younger than in 

the capital cities

Source:  Roy Morgan Single Source (12mths to September 2010)

Women 18 -24 Metro Regional

Employed full/parttime 61% 61%

Married/De facto 20% 29%

Childrenin the household 29% 39%

HHI $100k+ 13% 15%

Personalincome $50 + 7% 8%



Regional Mumõs spend 

more on groceries due 

to more kids

Source:  Roy Morgan Single Source (12mths to Sep 2010)

GBs with Kids Met Reg

$200 or more spenton grocery P/Wk 46% 51%

Have favourite brands and tend to stick to them 67% 65%

Quality is more important than price 68% 70%

Have 3 or more kids 19% 22%



Regional youth audience share 

attitudes with cities and are 

high spenders 

Source:  Roy Morgan Single Source (12mths to Sep 2010)

People 14-24 Metro Reg

Bought clothing (P4W) 49% 57%

Have favourite brands for most things I buy 67% 70%

Own an iPodor MP3 player 72% 74%

Own / use mobile phone / iPhone 85% 88%

Employed Full Time 19% 22%

EmployedPart Time 31% 29%

Own a digital radio 25% 31%
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David Chalkesocial researcheré.

http://www.regionaltvmarketing.com.au/regional-tv/planning/demographics


Spending and economics



2010 was good year for 

Regionalé



ÅRegional won the election!

Å Infrastructure - public and private ðalready 

online 

ÅRegional consumer spending power solid 

through and post GFC

2010 was good year for 

Regionalé



Highest income growth has been in regional ð

shift to white collar + resources

Markets Sep 2010 Sep 2004 % Change

Regional aggregate 

markets
$93,560 $66,100 42%

Rural markets $99,280 $67,730 47%

Metro markets $105,750 $79,090 34%

Average Household Income 2010 vs. 2004 for P25-54

Roy Morgan Single Source 12 mthsto Sep 2010 & Sep 2004



Regional consumersõ willingnessto spend remained very 

steady through GFC compared to metro volatility
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Willingness to save at record levels showing consumer 

caution and reflecting lower interest rates
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Half of all Australians say they are able to spend on 

discretionary items ... no significant change YOY

%
 o

f 
P

o
p
.

No Worries 

òFew financial concerns being 

able to both save and buy what I 

wantó

Comfortable

òAfford to spend on the extras 

that make life worthwhileó

Getting By

òManage to meet expenses but 

nothing left overó

Broke

òNever seem to have enough 

moneyó 

Source:  foreseechangeJune 2010 & October 2010



Regional spending in key categories 

in line or above metros

Source:  Roy Morgan Single Source (12 months to September 2010)

P25-54 Bought Past 12 Month Metro Regional

Digital Camera$150+ 15% 15%

White Goods 23% 26%

Property 9% 9%

Car (new/used) 19% 22%

PlasmaTV 27% 28%

Holiday Travel 61% 62%



Why has regional spending been 

more stable and the outlook positive?

ÅAveragehouseholdincome only 10% 

below capital cities ðand growing faster

ÅMedian regional house price upto 50% 

below capital city

ÅLess debt& higher growth in local 

economies

ÅGovernment focus on regional 

infrastructure



MEDIA



Media landscape in regional markets is 

broadly similar to capital cities

People 25-54 Metro Reg

Watch 2hrs+TV per day 50% 58%

Listenedto any commercial radio weekday 69% 63%

Accessed the internet 86% 82%

Watch daytime TV 33% 36%

Own digital TV at home 68% 71%

Whether subscribe to Pay TV 29% 28%

Source: Roy Morgan Single Source 12 months to June 2010, *AGB NMR Panorama 12 mths to July 2010



Å News & current affairs

Å Local TV ads

Å Promotions 

Å Community sponsorships

Å Lifestyle shows

TV plays a greater role in regional 

lifeéitõs part of the community



www.regionaltvmarketing.com.au

Local content reelé

http://www.regionaltvmarketing.com.au/regional-tv/about-us/why-regional-tv


Total commercial regional TV viewing 

was up in 2010 é.  

Comm. FTA RTV share of all people 

+6.9%

Source: RegTamsurvey 10.



Digital channels have arrested the long term 

decline in regional FTV viewing
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New digital FTA now have higher share 

of viewing than pay TV 

STV share of all 

people 

13.3%
Digital FTA TV share 

of all people 

14.3%

Source: RegTamsurvey 10.



Digital switch over starting in major regional 

markets this year!

2011 2012 2013

Regional QLD 

AM -A

Regional 

NNSW AM -B
Sydney

Regional VIC 

AM -D

Regional 

SNSW AM -C
Melbourne

Griffith Brisbane

Adelaide

Perth

Regional TAS 

Regional WA



Reg. TV CPM (cost per thousand) is 40% below 

national TV average ðproportional investment 23% of 

national TV budget to reach 36% of audience
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Source:  Regional TV Agency Survey 2010
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FTA TV market cost efficiency indexé.

National average P18+ = 100



Å Local TV news, advertising and content is what people 

want regardless of delivery platform

Å Regional digital media communities will be built via 

FTA TV

Å Cross media regional talent and content development

Å National Broadband Network coming to regional first

Regional free to air TV has a 

particularly healthy future   



Proving effectiveness

& òROIó of Regional TV 


