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HEALTH AND COMMUNITY SERVICES COMMITTEE 

Report No. 36, Motion to Take Note 
Mr KRAUSE (Beaudesert—LNP) (11.25 am): I rise to make a short contribution concerning this 

report of the Health and Community Services Committee. Firstly, I endorse the chair’s comments in 
relation to the contents of the report and the commentary about the report from certain sectors of the 
industry in subsequent weeks. The report has recommended changes to the regulation of outdoor 
advertising to effectively provide a deterrent to the one per cent of industry participants who are not 
doing the right thing. A key finding of submissions to this inquiry is that, by and large, outdoor 
advertisers are doing the right thing. The system of self-regulation of the industry is encouraging them 
to do the right thing. However, there is a minority of advertisers who will not do the right thing and 
refuse to adhere to the system of self-regulation and to the directions or recommendations of the 
ASB. There needs to be a method of reaching that one per cent who defies self-regulation. In that 
respect, the report is very significant and will go a way to dealing with the concerns in the community, 
including my own community in the Beaudesert electorate, of outdoor advertising regulation. 

Queensland is leading the way in giving the ASB a means of enforcement and deterrence 
through the Department of Justice and Attorney-General. One of the aspects the committee looked at 
was similar international systems of regulation for outdoor advertising. At the outset it should be noted 
that the codes of most countries that have codes or regulation are based on the International Code of 
Advertising Practice, which is published by the International Chamber of Commerce. It has been 
around for quite a while. It was first published in 1937, but it has been updated on a regular basis 
since that time. The basic premise of the regulation in all systems is that—this is based on the ICC—
advertising must be legal, honest, truthful, and prepared with a sense of social responsibility and 
respect for the principles of fair competition.  

To look at a couple of other jurisdictions, the United Kingdom has in place a system of 
self-regulation. In fact, its parliament looked at the issue of outdoor advertising in recent times. The 
Bailey report entitled Letting children be children, which looked at the commercialisation and 
sexualisation of childhood in the UK, noted the need to reduce the amount of on-street advertising 
containing sexualised imagery in locations where children are likely to meet. The UK system of 
self-regulation also has in place a sanction system where the UK Advertising Standards Association, 
the UKASA, can enforce the code that it has in place to deal with outdoor advertising. It can direct that 
the advertisement be withdrawn or amended.  

There are also other deterrents in place in the UK system. For example, the UKASA can issue 
alerts to its members including the media advising them to withhold certain services—for example, 
access to advertising space—and can put in place a system of prevetting for frequent offenders 
against the UK code of outdoor advertising. This is a deterrent for advertisers who are doing the 
wrong thing—the one per cent I referred to before.  
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Similarly, Canada has a system of self-regulation based on a code which is enforceable by an 
office set up under legislation, but the sanctions that can be imposed by that governing council are 
merely requests to amend or withdraw the advertisement. In the situation where an advertisement has 
gone up on a billboard and the hit for the advertisers has already been obtained, a request to 
withdraw does not really provide any deterrent whatsoever. 

This report recommends that the ASB have some teeth and through the Department of Justice 
and Attorney-General have the ability to actually impose sanctions by way of fines for advertisers that 
breach the code. This will provide a deterrent for people who do the wrong thing. We need to 
recognise that most industry participants have been doing the right thing, but we need to have some 
sort of mechanism to deal with those who continue to do the wrong thing. 
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