IP Awareness Foundation

IP Awareness Foundation


Fox Studios Australia

38 Driver Avenue


Moore Park NSW 2021

Phone:
+61 2 9383 4299

Fax:
+61 2 9999 2466

Email:info@ipawareness.com.au 

Web: www.ipawareness.com.au
18th February, 2009

Screen Australia
Level 4 

150 William Street

Woolloomooloo 2011

By email stage2@screenaustralia.gov.au
Dear Sir/Madam,
The Intellectual Property Awareness Foundation Limited (IPAF) welcomes the opportunity to make a submission to the Screen Australia Stage 2 Review of its industry support programs in the areas of: 

· Marketing Support and Promotion

· Research and Statistics 
Please find following our submission as well as a brief introduction to IPAF. 

This submission will be uploaded onto the IPAF website: www.ipawareness.com.au.

As mentioned in the submission we welcome further discussion on these topics and would happily discuss any questions relating to our recommendations.

Yours Sincerely
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Background on IPAF

The Intellectual Property Awareness Foundation Limited (IPAF) is a film and television industry initiative that serves to promote the value of the industry by raising awareness, understanding and appreciation of intellectual property and its role and value in society. 
IPAF’s education and awareness campaigns aim to stimulate a change in attitudes and behaviour to reduce the public demand for pirated product. 
Since 2005 the work of IPAF was run as a special project, named the IP Awareness Trust (IPAT), within the Australian Federation Against Copyright Theft (AFACT). As at 1st January, 2009 IPAF became a separate legal entity. 
Movie and TV piracy poses a real threat to our economy, jobs and the future of Australian films. Recent IPAF research shows 27% of Australians admitted to being involved in film piracy – with further questioning indicating it is even more prevalent, therefore it is an issue that cannot be ignored (Source: Sycamore 2008). 
A research study by LEK Consulting
 estimated piracy (illegal downloading, copying and bootlegging) cost the film and TV industry in Australia $233m in 2005. Like every business, the Australian film industry relies on its profits to invest in future products. The revenue lost from piracy means there is less investment money available. Less money means fewer films are financed, which means fewer jobs are created, and ultimately fewer films to screen for audiences.
IPAF's overall aim is to ultimately reduce film & TV piracy in Australia. IPAFs activity will compliment the enforcement work undertaken by AFACT and government agencies to affect change.
The IPAF research-focussed approach.

Film & TV copyright awareness, understanding and appreciation can only be achieved through the ongoing commitment to delivering consistent & relevant messaging, underpinned with research to ensure all activity is solidly grounded in fact (and reality) for maximum effectiveness.

All of IPAF’s campaigns are developed from extensive research using qualitative and quantitative data.  These campaigns have been successful in reaching a wide range of consumers and delivering an important message for the film and television industry.
Overview

This submission addresses 4 key topic areas:

1. Understanding what the audience want

2. Maximising the quantitative findings within the Screen Australia research resource

3. Optimising Research and Statistics Webpages and navigation

4. Embracing research as part of marketing activities
1. Understanding what the audience want 

In reviewing the current Screen Australia marketing programs and research material available, what quickly becomes apparent is the great level of data and historical information accessible to the industry and the public. While this data is valuable and critical to making informed decisions, it is predominantly quantitative in focus.

In our experience a combination of qualitative and quantitative sources are optimal, especially given the creative nature of the business.

The opportunity exists for Screen Australia to complement current investments and programs by adding a component to the business model devoted to getting closer to the customer – the audience. 

Why and how:

Insight can only be in part achieved via quantitative methodologies and it is our view that a qualitative approach that uncovers and defines the attitudes and behaviours of the Australian audience should be considered. This will enhance the investment in quantitative research.

If the aim is to help Australian film realise its full potential, this can be assisted by firstly knowing more about the audience who are prepared to pay to view content - what motivates them, how they behave, their likes and dislikes. Parking the statistics to one side– there is a need to understand the attitudes and behaviours of the end user.

But not for a minute would we be recommending research become a predictive modeling tool for preempting project choices or choosing the winners. Far from it! 

Creative merit comes from an individual’s script and vision. Without an audience who are excited or interested or willing to pay to view it, the success of the idea will be limited and the vision will not be fully realised. Research can be used to give those creating content the information that will help them develop, refine or market their ideas. It can provide them with rich insight that is a resource for creative development.
Qualitative research which explores the attitudes and behaviours of the end user are not currently referenced on the Screen Australia website. In 2008 FFC commissioned Bergent to conduct attitudinal research to understand all issues at play in Australian audiences’ minds. It is this type of qualitatively led research that we recommend be conducted on a more regular basis and made readily available to the industry by Screen Australia.
2. Maximising the quantitative findings within the Screen Australia research resource

The richness of qualitative data comes into its own when talking about a creative topic. Allowing debate, exploring ideas and exchanging opinions would be useful for content discussion, policy formation and marketing communication

As most of the current Screen Australia data is quantitative in nature, how have the questionnaires that were devised been compiled? Furthermore, there is little commentary on or analysis of the data provided. The user of the research is therefore provided with some information on what is happening and little reference to why. For those unused to reading detailed quantitative research findings this can restrict the usefulness of the resource and limit the potential audience for this data. 
Much of the Screen Australia data is derived from the Australian Bureau of Statistics or other quantitative sources. The introduction of qualitative data would not only improve the research resource in its own right, but also would form a basis of relevant and recent insight, expressed in consumer terminology and further enhance any future quantitative studies
As an example of the potential of a more qualitative driven approach, in August 2008, IPAF commissioned Sycamore Research and Marketing to conduct a qualitative and quantitative study on consumers’ attitudes to piracy in addition to the effectiveness of the current anti-piracy communications campaign. Sycamore identified some groups to be attitudinally predisposed to accessing content illegally. This research helped us to segment our audience, explore their activity and motivations in regards to piracy, and identify potential triggers for changing attitudes – critical information when developing and delivering effective communication on a limited budget. It also provides tangible evidence for all stakeholders to ensure their ongoing support.

Given attitudes define behavior, understanding and measuring and ideally segmenting consumer attitudes to film content would be helpful for the targeting of marketing activities and pinpointing the most likely audience for a particular creative approach. 

We recommend that the quantitative findings within Screen Australia research be accompanied by qualitative research to expand the utility and value of the quantitative findings and to increase the audience for this material.

Analysis of the data with commentary or recommendation along the lines of GET THE PICTURE would be advantageous.

3. Optimising Research and Statistics Webpages

The Research and Statistics component of the Screen Australia website is thorough and impressive. The navigation of this information is however difficult. It is not user friendly to new users unaware of the information available to them.  

Who are the users of this information and what is their use for the data? Is the information relevant to their needs and for what purpose is it used?

Ideally Screen Australia needs to thoroughly understand the typical users of the Research and Statistics component of their site and to ascertain their level of satisfaction and expectation. The results of such a project may find that the users are specific to government personnel and policy formation and that a broader audience is not being accessed. The section may be better re-positioned as “INDUSTRY DATA” and given a more user-friendly navigation/layout. This may reduce the pressure on the Screen Australia information service.

We recommend that Screen Australia undertake a survey of users of these web pages to understand the profile of users and any potential to increase the categories of the users.

Furthermore, Screen Australia should consider reviewing the headings and layouts of the marketing and research sections of the current site. They could be presented in a more user-friendly design with consumer language. For example, include three new headings as set out below and reposition the relevant content/data within these sections.

· INDUSTRY DATA – 

Move research and statistics data under this banner with simplified navigation
· MARKETING YOUR IDEA –

Include all current support and add footage/content from Marketing Workshops. Change the tone of the section to discuss the marketing of a script/ideas from inception rather than on completion.

· CONNECTING WITH AUDIENCES – 

Include all research conducted by Screen Australia focusing on the attitudes and behaviours of Australian audiences to film with links to other relevant research and sites.
4. Embracing research as part of marketing activities

How is marketing defined by Screen Australia? 

Generally speaking marketing is a philosophy or approach that makes the customer, and the satisfaction of his or her needs, the focal point of all business activities. It puts the person/team responsible for the marketing plan in charge of understanding the customer in intimate detail to agree product, communication, price, positioning and distribution in line with customer expectations.  For Screen Australia it would appear that marketing is skewed to the selling or promotion of the finished product. 

Assuming this is the case, the marketing component can be strengthened by the previously discussed research recommendations. Introduce the research findings earlier into the process. It does not define the script/concept but aids to refine the business plan in line with consumer insights.

The skills development workshops for film practitioners – Marketing Workshops – are an obvious forum to expand the marketing and research knowledge base. Teaching the role of research in developing a strategy or plan could enhance these workshops. Screen Australia should ensure that the ongoing attitudinal research is presented within these workshops. The workshops should include discussion on the fine balance that exists between research and creativity. Filming these workshops and making the footage available on the Screen Australia site for viewing and downloading would be of great benefit.
Furthermore we recommend a bi-annual “CONNECTING WITH AUDIENCES” forum with industry bodies focused on research/taking a research-based approach. The aim would to share findings from commissioned research and other relevant data in the endeavour to balance an increase in box office takings and audiences, without compromising the telling of Australian stories.

IPAF welcomes further discussion on these recommendations and is happy to answer any questions Screen Australia may have.

APPENDIX

IPAF approach.

Film & TV copyright awareness, understanding and appreciation can only be achieved through the ongoing commitment to delivering consistent & relevant messaging, underpinned with research to ensure all activity is solidly grounded in fact (and reality) for maximum effectiveness.

Previous Work of IPAT 

From 2005 to 31st December, 2008 IPAT funded, developed and delivered anti-piracy communication with the ultimate aim of reducing the increasing trend of film & tv piracy. Funding was obtained from the Australian film & TV industry and allocated across 3 stages. Stages 1 & 2 primarily included consumer research (2005 Bergent report), which explored Australian attitudes to piracy, and then the commissioning of an Advertising Agency (M&C Saatchi) to develop a strategy and a new anti-piracy advertising campaign (based on research finding). Stage 3 involved the development and implementation of a 2-year Communications Plan (2007 – 2008). This plan delivered the following activity:

· Education audience

· Launch of two (national) schools copyright educational resources: 

1. ‘All Right to Copy?’ developed for 9-15 year olds. A CD Rom which covers the fundamentals of copyright in regards to film and TV, as well as music, images and literature. Feb08

2. ‘Nothing Beats the Real Thing!” developed for 12-16 year olds. A resource containing activities and interactive units focusing on the value of film & TV copyright in society. Aug08

· Consumer campaign

· Launch of a fully integrated anti piracy campaign ‘What are you really burning?’. Campaign material including trailers (3 executions), point of sale material (posters, brochures), online banner ads (on partner sites eg Video Ezy, Hoyts), press and magazine advertisements.  Aug/Oct07

· Achieving a 20% increase in awareness levels (of anti piracy campaigns) year on year (Aug07 prior to the campaign launch, to Aug08) and identifying an increase in teen understanding of piracy consequences (trending upwards in the degree to which they say a campaign changed their views).

August 2008 –

IPAT commissioned further attitudinal research.

Sycamore is an Australian research and marketing company commissioned by IPAT in Aug08 to conduct attitudinal research on consumer attitudes to piracy including benchmarking the 2005 research conducted by Bergent, and to explore the effectiveness of the  ‘What are you really burning?’ campaign. Consisting of both qualitative (focus groups) and quantitative (Newspoll Omnibus) research. The research was infield Sept08 and reported to IPAT in Oct08. 

Ongoing

IPAT conducts tracking to measure the awareness levels of anti piracy campaign year on year. NRG conducts this tracking on behalf of IPAT.
� LEK Consulting is an international strategy consulting firm who conducted a worldwide study in 2005 on film & TV piracy, covering 20,600 movie consumers in 22 countries. Australia was one of the 22 countries directly research.   
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