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Background and Objective
Government agencies use advertising campaigns 
to inform the public of their rights, responsibilities, 
and entitlements to services or products. In 
2011‑12 and 2012‑13 agencies spent at least 
$45 million on buying television, radio, print and 
online media places for their campaigns. 

Advertising campaigns can be an effective way 
for agencies to inform the public. However, 
campaigns can attract considerable public and 
political interest over their cost, and potential to be 
used to send political messages. There is a fine 
line between acceptable use of public money to 
fund government messages and the risk that these 
messages may be perceived as biased toward the 
incumbent political party. Agencies must therefore 
demonstrate high levels of transparency and 
public accountability to avoid criticism.

The Department of the Premier and Cabinet’s (DPC) 
Government Advertising and Communications 
Policy (Policy) and Independent Communications 
Review Committee (ICRC) provide direction and 
guidance to agencies. 

Our objective was to assess whether government 
funded advertising campaigns are managed in a 
way that is accountable and transparent and where 
appropriate, that the outcomes are evaluated. 

Conclusion
Campaigns generally complied with the Policy, 
with some minor exceptions. But, the Policy 
could be strengthened in the important areas of 
transparency and accountability. Specifically, we 
had concerns with the limited transparency of 
campaign expenditure and the independence of 
the ICRC. 

DPC’s evaluation of campaigns of significant 
material value and its overall assessment of 
government communications was inadequate. 
Fundamental campaign information such as 
actual costs and evidence of how they achieved 
their objectives was not given to DPC.



Office of the Auditor General  
Western Australia

Download QR Code 
Scanner app and scan code 
to access more information 
about our Office

Follow us on  
Twitter @OAG_WA

Key Findings
 y In one campaign the Director of Government 

Media participated in campaign design and 
development; and then, later as part of the 
ICRC, gave approval for the campaign to 
proceed. This is a conflict of interest that 
diminishes the independence and credibility of 
the ICRC. 

 y Changes requested by DPC a week before the 
scheduled launch date of a campaign resulted 
in the agency incurring a $133 000 cancellation 
fee (23 per cent of the approved budget).

 y All of the campaigns complied with the Policy 
requirement not to advertise during the 
caretaker period before an election.

 y Media buying for advertising campaigns 
increased in the year leading up to the 2005 
and 2013 State elections, contributing to the 
perception that government advertising may be 
promoting the incumbent government.

 y DPC did not evaluate outcomes of completed 
campaigns.

 y DPC was only aware of about 70 per cent of 
the cost incurred by agencies. 

 y Campaigns generally complied with the 
Policy but DPC did not identify or manage six 
breaches in the planning and implementation 
of campaigns. 

Recommendations
The Department of the Premier and Cabinet 
should:

 y broaden the ICRC’s voting membership 

 y consider ways to improve the transparency 
of reporting on the cost of publicly funded 
advertising campaigns 

 y update its Policy and guidelines to address the 
key issues raised in this report.
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