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The political/media environment today

• Soft support for mainstream political parties

• Proliferation of media channels 

• Activism and populism self-reinforcing

• Self-absorbed voters

• Generational divide on social & economic issues

• Crashing trust in experts and institutions
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What about Australia ?
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Trust deficit – especially for business
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Disengaged voters tune out
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Disengaged voters decide late
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Hollow parties
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True blue – or red – no longer
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The tourism sector (+69)

Renewables, such as wind and solar (+67)

The agriculture sector (+62)

Gas (+27)

The mining and resources sector (+16)

The energy sector (+9)

Oil (+7)

Coal (-3)

The political class (-6)

Oil and gas companies in general (-7)

The financial services sector, including banking (-12)

Sentiment towards oil and gas industry

Favourable Neutral/Unknown Unfavourable



Some issues close to home

• 75% support domestic gas reservation       

• 25% support banning coal seam gas operations on farm land 

• 64% believe big business doesn’t pay enough tax

• 60% believe making multinationals pay more tax would be 
good for the economy – only 13% disagree

• 55% believe it is harder than ever for governments to control 
the influence of multinational corporations
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What should we do ?

• Continue with the traditional model

– Influence policy makers in traditional ways through data, analysis and 
advocacy

AND 

– Bypass the politicians and hostile media through new channels

– Mobilise third party supporters

– Change our business practices to align with community expectations 

– Stress shared values as well as economic benefits

– Emphasise the points where we connect with people 
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One view of advocacy
A successful advocacy campaign doesn’t make friends

It makes enemies

It points the finger, 

Names names and starts a fight

It tells us who is responsible and how to fight back

It tells us which side we’re on

- Public Media Centre 
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