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OVeR 550 MeMBeRs

AdMA is Australia’s principal body for information based 
marketing. formed in 1966 AdMA has become Australia’s 
pre-eminent marketing association representing more 
than 550 Member organisations. A national non-profit 
organisation based in sydney, AdMA has state branches in 
new south Wales, Queensland, south Australia, Victoria 
Western Australia and tasmania. Association members 
generally fall into one of these categories:

1) Organisations which market their products and services 
directly to consumers and businesses via telemarketing, 
mobile marketing, advertising mail and other print 
media such as catalogues and magazines, direct 
response television and radio, the internet and mobile 
marketing channels and

2) suppliers̀ which provide technical and creative support, 
goods and services. Members include financial 
institutions, publishers, catalogue and mail-order 
traders, internet-based and mobile marketers and 
service providers, airlines and travel services, charities 
and fundraisers, call centres and telecommunications 
service providers, printers, delivery services, 
advertising agencies, list and database specialists and 
many others involved in business-to business direct 
response.

ReinfORcing cOnsuMeR cOnfidence

As the self-regulatory body for the industry, AdMA is 
committed to:

• Members abiding to a code of Practice which requires 
honesty and fairness in customer dealings. the code 
was developed in consultation with industry, government 
and consumer groups and its enforcement is authorised 
against anti-competitive action by the Australian 
competition and consumer commission.

• Members utilising the ‘direct Marketing code compliant’ 
logo as a symbol of their compliance with the code.

ADMA PROFILE
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• A complaints handling service administered by an 
independent code Authority.

• the Association’s do not Mail service which enables 
people to have their names suppressed from 
marketing campaigns.

educAting And deVelOPing tAlent

Professional development of the industry is a key 
focus for the Association. for more than two decades 
AdMA’s certificate in Multi-channel direct Marketing 
has been widely recognised as a prerequisite for a 
direct marketing career. As the industry has grown so 
has the need to expand our core education offerings to 
encourage and foster home grown talent.

to follow the path of direct and digital Marketing in 
Australia, AdMA introduced a three tiered education 
platform based on foundation, certificate and diploma 
level offerings.

• the direct and digital Marketing foundation provides 
the basics of ddM planning, defining your target 
audience, capturing and using customer information, 
previewing various media options for ddM and 
unlocking the art and science of ddM creative 
techniques.

• the direct and digital Marketing certificate is 
designed to give marketing practitioners a thorough 
grounding in the latest theory and practice of direct 
and digital marketing.

• the direct and digital Marketing diploma addresses 
real issues faced by marketing managers. the course 
extends the disciplines of direct and data-driven 
marketing to the 24/7 world of websites and contact 
centres. Modules are devoted to all the major areas 
that impact bottomline business success in direct 
and digital Marketing.

• to complement this education platform a series 
of short courses and training seminars are also 
available as practical industry-led modules. 

• development of guidelines provide members with 
best practice advice across a range of industry 
sectors and issues.

• seminars, conferences and branch events featuring 
key industry speakers round out the professional 
development offering facilitated by the Association.

cOnnecting And infORMing

AdMA stages a number of events throughout the year to 
help inspire and educate multi-channel marketers and 
to provide access to the latest techniques and thought 
leadership. local and international speakers allow 
members to keep up to date with global best practice, 
as well learning from relevant detailed case studies in 
the Australian marketplace.

Regular annual events such as AdMA forum and data 
day offer valuable learnings in addition to networking 
and promotional opportunities for supplier members.

RecOgnising excellence

to salute the talents of top direct marketers, AdMA 
hosts an annual Awards night – the AdMA Awards. 
this highlights the best direct and digital marketing 
campaigns of the year, and recognises the ongoing 
effort of key individuals with the Awards for excellence. 



issues in hAnd

in this past year we have seen a shift into the digital 
landscape with the regulatory affairs arena facing new 
challenges as the government shifts its focus to online 
marketing channels. 

in 2011, AdMA focused on the development of  
self-regulatory codes, guidelines and initiatives aimed 
at introducing industry benchmarks and standards that 
protect the future availability of digital marketing channels.

Of particular note, AdMA played a leading role in the 
development of the Australian Best Practice guideline for 
Online Behavioural Advertising, launched in March 2011. 
the guideline developed in collaboration with  
other key industry associations and commercial 
organisations, introduced a best practice framework  
for organisations engaged in third Party Online Behavioural 
Advertising (OBA). this was welcomed as a successful 
self-regulatory initiative by government and regulatory 
stakeholders who had identified OBA as an area of concern. 
the guideline’s release was accompanied by a consumer 
education website www.youronlinechoices.com.au.

AdMA also continued extensive lobbying on the Privacy Act 
reforms to ensure the direct marketing community are not 
adversely affected by proposed changes or amendments to 
the Privacy Act 1988 and related legislation. 

in the coming year AdMA will continue its focus on 
protecting and representing the interests of the marketing 
community, ensuring AdMA Members can continue to 
communicate effectively with consumers and ensuring 
all marketing channels remain open and available to 
responsible marketers. 

PinnAcle eVents stRengthen

AdMA forum went from strength-to-strength, with AdMA 
forum 2010 having a stronger program and attracting 
more marketers than ever before. the event boasted 
keynote speaker Meagan Burdick, Marketing director of 
the revolutionary “Obama campaign”. 

AdMA also held a hugely successful data day event in May 
this year extending its footprint to cover both Melbourne 
and Brisbane and doubling the number of attendees in 
sydney. 

new events this year included AdMA digital day, which took 
place in november 2010 and series of half-day, focused 
seminars covering key topics facing the direct marketing 
community. 

cEO’s REPORT 
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educAtiOn gOes Online

in 2011, AdMA launched its first online education 
course - copywriting essentials - allowing the 
marketing industry to access learning materials 
anytime, from anywhere, at their convenience. this is a 
new step for AdMA and reflects its ongoing investment 
in future marketing talent. 

the AdMA certificate courses were also redeveloped 
with the AdMA certificate in Multi-channel direct 
Marketing and the AdMA certificate in digital 
Marketing both being made available in an intensive 
three-day format as well as the existing 12 week 
evening program.

to further complement its ongoing commitment to the 
education arena, AdMA launched the AdMA Mentor 
Program, pairing experienced direct marketers with 
entrants to the profession. this allows the marketers of 
tomorrow to benefit from the huge wealth of knowledge 
and experience available in the Australian Marketing 
community.

the PResent And futuRe

As the incoming ceO in June 2011, i was handed the 
reigns from Rob edwards who stepped down as ceO 
after 18 years at the helm. i would like to personally 
thank Rob for his passion and commitment to the AdMA 
brand - leading and driving the Association to become 
the largest and most respected marketing association 
in Australia. the role he has played in developing direct 
marketing in Australia and giving it a place on the 
worldwide stage has been immense.

i look forward to guiding AdMA and further raising its 
local and international profile in the direct marketing 
arena. i plan to bring a new perspective and direction to 
the AdMA in years to come - i hope you join me on this 
journey.

Jodie Sangster  
Chief Executive Officer, ADMA



finAnciAl Result

AdMA’s financial position remains highly resilient and 
this year’s financial result reflects the stability of the 
Association despite the ongoing industry wide curtailing 
of discretionary expenditure. the Association produced a 
modest operating surplus again this year, giving us a solid 
platform for continual development and enhancement of 
Member benefits and services.

the annual result was affected by extraordinary costs 
relating to the departure of Rob edwards and the 
appointment of Jodie sangster as ceO, however, these were 
one-off, abnormal expenses that are not reflective of the 
Associations normal operating performance.

the ROle Of AdMA

the marketing and communications landscape continues 
to move beyond its traditional boundaries more rapidly 
than ever. technological advances, data proliferation and 
sophisticated data tools are revolutionising how brands 
and consumers interact. direct marketing increasingly 
encompasses all aspects of marketing communications, 
aiming to deliver a tangible consumer response and 
commercial accountability.

AdMA is at the forefront of this multi-channel evolution 
and over the past year has delivered additional offerings 
positioned to support members across this broader 
agenda. AdMA has fully embraced the importance of 
digital channels and their inter-dependence with the wider 
channel mix.

the need for industry support and guidance has never been 
greater and the way forward for AdMA is clear. AdMA’s role 
is to protect, promote and progress direct marketing and to 
be a constant ally to its Members in this ever-complex and 
competitive world.

AdMA has a strong, experienced team, access to the 
world’s best marketers and the strategy and the plans to 
create a vibrant future for all our Members.

chAnges tO the BOARd

the past year has been one of significant transition at 
AdMA. Rob edwards, ceO of AdMA for the past 18 years left 
the Association at the end of June in conclusion of the year’s 
notice he gave us in June 2010.

following a wide ranging search, Jodie sangster joined 
AdMA to take over the role of ceO on 1st July 2011.  

chAIRMAN’s REPORT
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Jodie joins AdMA with extensive experience in global 
direct marketing, privacy and compliance spanning the 
us, europe and Asia Pacific. Jodie is perfectly equipped 
to take AdMA to the next successful chapter with a 
renewed vigour and vision.

We have also seen a number of directors retire from the 
Board. i would like to sincerely thank tess doughty, lee 
hill, kate langford, stephen Mildred, sarah Richardson, 
Zoe senior, Alexander Van der lan and timothy Quinn 
for the valuable time and insights they have given to the 
work of the Board and the contribution that work has 
also represented to Members of the Association.

this year i have also introduced an initiative to ensure 
greater transparency in the appointment of AdMA Board 
members, to be headed by AdMA’s past chair each 
year. the Board Appointments committee will oversee 
the whole process as laid out in the Association’s 
Articles, as well as help with the process for proposing 
board directors for roles on the executive committee, 
and review the awards for Young direct Marketer and 
direct Marketer of the Year. this year, as immediate 
past chair, douglas nichol has taken on the role of 
chairing this group, comprised of a group of key folks 
from the industry, with his usual thoroughness and 
professionalism.

the WORk Of the secRetARiAt

i extend my thanks to the staff of AdMA for their 
continued commitment, especially during a year which 
has inevitably been more turbulent than is the norm. 
We have a strong experienced team at AdMA and our 
continued results and market position is a credit to their 
hard work.

i would also like to extend my thanks to Rob edwards for 
his leadership of AdMA over the last 18 years as ceO. 
Rob’s contribution has been immense and the great 
financial shape of the Association is a testament to his 
management. Rob is an industry statesman and will be 
warmly remembered by those with whom he worked 
over those many years.

i am very excited to welcome Jodie sangster to the 
role of ceO. We are already the largest marketing 
Association in Australia by some margin and with 
Jodie at the helm we look forward to completing our 
repositioning to ensure our continued relevance to 
Members. the increasing value of what we offer across 

all aspects of our membership, in the world of data 
driven businesses, will provide for a great platform for 
further growth.

lastly, i will end my period as chair this year but will 
remain on the Board and executive committee as Past 
chair for the tenure of the next year. My time as chair 
was extended to oversee the completion of the transition 
we have undertaken and to ensure stability for our 
new ceO and Board. this also allowed us to further 
cement the progress we have made in the last three 
years developing the Association’s offering and market 
position, which was originally agreed by the Board at the 
beginning of my tenure.

Personally i have enjoyed the challenge of the role, 
been honoured to work with a Board comprised of such 
diversity, talent and experience, and take pride in all we 
have achieved together for the benefit of our Members 
as we continue to grow world class effective and 
accountable marketing practice.

i thank you warmly for your ongoing support and 
commitment to AdMA.

Tony Davis 
Chairman of the ADMA Board of Directors



AdMA membership delivers AdVOcAcY, knOWledge 
and cOMMunitY benefits to over 550 corporate members 
across the B2B and B2c industry sectors through: 

• Regulatory influence & industry guidance

• information & intelligence

• education & professional development

• networking & business development

AdVOcAcY

AdMA ensures members’ opinions are heard. Representing 
member views to key federal and state government policy 
makers and regulators ensures members can continue to 
conduct business effectively through all channels, seek 
new customers and build relationships with existing ones, 
without unnecessary bureaucratic hurdles. since forming, 
we have been instrumental in protecting member interests 
through our active involvement in such areas as privacy, 
fair trading and telephone marketing. Privacy AdMA has 
been at the forefront of Australia’s privacy debate for over 
two decades. this year, amendments to the Privacy Act will 
be introduced, including the new direct Marketing Privacy 
Principle, which will directly affect members. some of the 
less businessfriendly elements of changes have already 
been rejected as a result of work by AdMA, but there’s 
still a long way to go. As the government continues to 
review the second tranche of the Australian law Reform 
commission’s recommendations, AdMA will continue to 
vigorously protect member interests.

2010-11 YEAR IN REvIEw
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telePhOne MARketing

AdMA has been instrumental in ensuring the do 
not call Register, introduced in 2006, is workable 
and that the regulator is evenhanded in its dealings 
with industry. in 2009 the government announced its 
intention to extend the do not call Register to include 
business, government, fax and emergency service 
numbers. AdMA actively lobbied to make them aware 
of the significant economic consequences that would 
result. the government is currently consolidating 
different state and territory fair trading laws into 
a single Australian consumer law. AdMA is at the 
forefront of consultation with the federal Productivity 
commission and the nation’s Minister for consumer 
Affairs to remove regulatory burdens on business and 
ensure that the new legislation does not unnecessarily 
restrict the marketing industry. 

industRY guidAnce

AdMA is committed to informing Members of 
legislation that impacts their business and providing 
them with the necessary tools to comply and achieve 
industry best practice. AdMA keeps Members up-to-
date with proposed changes to regulations affecting 
the marketing practices through regular, memberonly 
bulletins and expert guidance from our director of 
corporate and Regulatory Affairs.

AdMA Members can access compliance webinars at 
no charge, for an overview of legislation regulating the 
industry. Other special webinars on changes to Privacy, 
fair trading and do not call Register legislation, plus 
one day compliance courses are also offered codes of 
Practice and guidelines

AdMA requires its Members be honest and fair in 
their customer dealings. to assist, AdMA developed 
an industry code of Practice and established an 
independent code Authority to monitor compliance with 
this code. this is also dedicated to helping Members 
achieve best practice. AdMA provide Members with 
free access to comprehensive guidelines for marketing 
channels and have also taken a proactive stand in 
protecting the Australian environment by creating the 
industry’s first set of environmental Best Practice 
guidelines. 

knOWledge 

EDuCATiOn

the one constant in marketing is change. new tools, 
technology, regulations and techniques emerge all 
the time. to keep up and get ahead, marketers need 
access to the latest thinking and information on new 
developments. the AdMA education program has an 
unrivalled reputation for this professional development. 
developed and delivered by leading practitioners in the 
industry, AdMA courses combine robust course content 
with cutting-edge case studies and practical exercises, 
as well as the opportunity to share experiences with 
others in class.  

CErTifiCATES

the certificate courses are recognised as the 
benchmark qualification for Australian marketers.

the certificate in Multi-channel direct Marketing 
enjoys the reputation of being the best and most 
thorough direct Marketing course in Australia. it is 
widely recognised by marketing employers as the best 
foundation for a career in the industry, with its blend of 
core principles, the latest tools and hands-on practical 
application. the certificate in digital Marketing has 
seen tremendous growth in enrolments over the past 
few years, reflecting the critical importance of digital 
media in the marketing mix. this course is regularly 
updated with new techniques and the most up-to-date 
case studies, to keep pace with the rapid evolution of 
digital marketing.



 ShOrT COurSES

AdMA short courses are designed to pack as much 
valuable and interactive learning into as short a time 
as possible. An extensive program of one and two day 
courses are on offer, covering: 

Core Principles

• dM – the essential toolkit

• dM compliance

• turning B2B leads into Profit

• effective channel integration

Creative Development

• dM copywriting - the essentials

• dM copywriting - Advanced

• digital copywriting

• Winning creative

• creative digital Marketing 

• dM creative school

Digital Training

• digital direct Marketing

• digital Marketing update 2010 – new course for 2010

• Mobile Marketing

• social Media Marketing

• search engine Marketing

in-house Training

All of the short course and certificate programmes can 
be customised to meet individual and company’s needs 
and can be designed and delivered with organisations 
involvement, ensuring that every element covered is 
100% relevant to the business.

cOMMunitY

EvEnTS

A twelve month schedule of educational and issue-
based events provides marketers with unique learning, 
speaking and sponsorship opportunities. half day 
seminars, workshops, breakfast briefings, luncheons, 
after-five networking events and webinars are just 
some of the many and varied events held throughout 
the year. AdMA members save 35% when registering 
for any of our events.

ADMA fOruM

the annual two day conference and exhibition updates 
forward thinking marketers on the latest opportunities, 
trends and resources. local and international experts 
share their insights, proven strategies and case 
studies, while innovative suppliers demonstrate 
the latest marketing tools and solutions in the expo 
hall. Over 1,660 marketers attend the event, creating 
powerful and highly targeted opportunities for relevant 
suppliers. 

DATA DAy

data day is held annually with specialist speakers, 
detailed practical case studies and innovative exhibitors 
keeping marketers up-to-the- minute on the latest 
tools and techniques to boost data driven marketing 
results.

DigiTAl DAy

the annual digital day event showcases the latest 
innovations in integrated digital marketing with a 
programme of influential speakers and world leading 
digital suppliers to provide marketers with the skills 
they need to improve marketing effectiveness.

ADMA AwArDS

the AdMA Awards are in their 32nd year of showcasing 
the best of the best marketing campaigns. AdMA 
Awards are highly coveted and the Awards night is a 
must attend event for the marketing industry.
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BrAnChES AnD COunCilS

state branches in Victoria, tasmania, new south 
Wales, south Australia, West Australia and Queensland 
provide members with a wide range of grassroots 
networking opportunities. notable events include 
the Victorian branch guru Breakfast series, Western 
Australia’s digital day, south Australia’s Marketing 
Week (in conjunction with Australia Post) and the 
new south Wales golf day. the branches act as a 
two-way communication channel between members 
and the Board bringing to the attention of the Board 
or national secretariat any social, environmental, 
economic, political or other issues that may adversely 
impact on the business of members, and to make 
recommendations about such matters. Branches assist 
AdMA in meeting its strategic, financial, education, 
membership and marketing objectives within each 
state.

AdMA councils offer a unique opportunity for members’ 
employees to network with their peers, share 
knowledge and develop industry best practice and are 
a free member benefit. AdMA councils organise free 
events with outstanding speakers and thought leaders 
including international and home grown talent.

AdMA’s councils include:

• Agency

• contact centre

• data & Analytics

• digital Marketing

• Mail Marketing

• Multi-channel Acquisition

• Relationship Marketing & customer Management

COrPOrATE MEMBErShiP

AdMA Member company’s and all its employees benefit 
from the advocacy, knowledge and community that 
only Australia’s largest marketing industry association 
can provide. Members truly have a say in the future 
of the industry, be safeguarded from unreasonable 
changes to legislation and have access to all the tools 
and information needed to protect Member business 
activities. Members have access to the best education 
program available to Australian marketers, allowing 
them to up-skill with new thinking and techniques or 

train staff in core principles of multichannel marketing. 
Members can participate in councils, branches and 
events which bring together marketing peers and help 
promote business. in addition to these exclusive free 
services and savings across all paid products and 
services, there are many other benefits to Members 
including:

• Who’s Who – a directory of all Members, available 
in both hard-copy and on the AdMA website as a 
searchable database. it attracts 40,000+hits a year – 
great publicity for members and a great membership 
benefit at no extra cost.

• AdMA Research – complimentary executive 
summaries of research reports commissioned by 
AdMA are provided to Members.

• complimentary Regulatory Affairs advice – the 
Privacy Act, sPAM Act, eMarketing code of Practice 
and the do not call Register can be tricky to 
interpret. AdMA can give compliance advice as it 
applies to campaigns. it’s not a legal service, but an 
informed opinion on what should and should not be 
done, based on extensive regulatory experience.

• extensive webinar program – covering a wide variety 
of topics and speakers and including compliance 
webinars, these provide members with an overview 
of new and existing legislation regulating marketing 
campaigns and data management practices.

• Job classifieds – a job classifieds service is listings 
for AdMA Members. non-members pay $110 per 
listing.

• news – AdMA keeps Members informed of regulatory 
developments, training programmes and events 
through regular Member bulletins. 



this year has seen a significant focus on digital marketing 
with the government establishing a number of inquiries 
affecting the digital marketing landscape including an 
inquiry into online privacy and cyber-safety. AdMA has 
responded to this through continued focus on lobbying and 
ensuring the interests of the direct marketing community 
are understood and considered in the government policy 
development process. in addition, AdMA has implemented 
positive self regulatory frameworks aimed at introducing 
industry standards and benchmarks that protect the future 
of marketing in Australia. 

AdMA was also pleased to have Minister for Privacy, the 
hon. Brendan O’connor MP speak about cloud computing 
and the introduction of the Australian Best Practice 
guideline for Online Behavioural Advertising at an AdMA 
breakfast on 1 April 2011. 

to assist Members understanding of marketing-related 
legislation, AdMA has also increased production and 
availability of compliance tools, resources and materials 
designed to assist Members in their compliance activities. 
these Member resources were made available to 
Members through the redesigned AdMA website. these 
resources, along with a free Members only regulatory 
guidance service has been well utilised by Members during 
the year helping to prevent compliance issues and adverse 
regulatory scrutiny.

in addition, in the past year AdMA has run six direct 
marketing compliance courses that include up-to-
the-minute, practical compliance training on all direct 
marketing related legislation. the course is consistently 
updated to reflect recent changes to legislation. 

Webinars have also been provided to Members throughout 
the year to update them on changes to the legislation.

finally AdMA continues to engage with the broader 
community by providing information about the industry 
and helping concerned individuals understand their rights. 
Part of this includes answering consumer enquiries, 
dealing with complaints under the AdMA code of Practice 
and providing the AdMA do not Mail service (including a 
service that registers deceased individuals).

REgULATORY AFFAIRs
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AustRAliAn Best PRActice guideline 
fOR Online BehAViOuRAl AdVeRtising

in what is one of the most significant and broad 
collaborations within the marketing industry to date, 
AdMA as part of the Australian digital Advertising 
Alliance released the Australian Best Practice 
guideline for Online Behavioural Advertising on 21 
March 2011.

the guideline was developed to set out a best practice 
framework for organisations engaged in third Party 
Online Behavioural Advertising (OBA) in recognition of 
the fact that OBA is a relatively new type of advertising 
and that some consumers were not aware that OBA 
occurs.

the guideline’s release was accompanied by a 
consumer education website www.youronlinechoices.
com.au that includes a range of resources to help 
consumers explore and understand what OBA is and 
what it isn’t.

the initiative has been well received by key government 
and regulatory stakeholders. AdMA and the Australian 
digital Advertising Alliance continues its work to 
develop this scheme and to promote consumer 
awareness of OBA.

intROductiOn Of the AustRAliAn 
cOnsuMeR lAW

A number of sweeping changes to the trade Practices 
Act were made in 2010 and 2011. 

even the name of the law itself was changed to the 
competition and consumer Act 2010 effective January 
2011.

On 1st January 2011, the second tranche of Australian 
consumer law introduced changes with unsolicited 
sales, implied consumer guarantees, national product 
safety regime and residual but important reforms 
including the definition of a consumer.

from a direct marketing perspective, of particular 
interest are the changes to the unsolicited selling 
provisions as the Australian consumer law replaced 
17 different state and territory fair trading laws. the 
rationalisation into a single law meant that permitted 
telephone calling times are now solely dealt with 
under the do not call Register regime and remains 
unchanged.

All other sales caught by the unsolicited selling 
provisions (including door to door sales) are now 
subject to new calling times which have been reduced 
to Monday to friday 9am to 6pm and 9am to 5pm on 
saturdays and not at all on sundays or public holidays.

More generic obligations include the requirement to 
provide agreement documents to consumers for sales 
made over the phone within 5 business days were also 
introduced.

Most significant though is the extension of the cooling 
off period to 10 business days. Previously the cooling off 
period varied according to state somewhere between 
no cooling off period, to 5 clear days or 10 days – so the 
10 business days is significant.

ReVieW Of the PRiVAcY Act

the review of the Privacy Act commenced in 2006 and is 
finally nearing its final phase. 

the first and arguably most important exposure draft of 
the new Australian Privacy Principles was released in 
June 2010. three other exposure drafts were expected 
to be released by March 2011 with the final senate 
committee Report on all the exposure drafts expected 
by July 2011. 

Overall the new proposed Australian Privacy Principles 
reflect the considered and careful manner in which the 
review of the Privacy Act has been conducted. AdMA 
has however identified some key areas that could 
profoundly and negatively impact our industry.

AdMA is actively engaging with the government on this 
matter to ensure that the legislation properly caters for 
the needs of our industry.



ReVieW Of the dO nOt cAll RegisteR 
teleMARketing industRY stAndARds

AdMA has also been working with the Australian 
communications and Media Authority (AcMA) on the 
review of the do not call Register telemarketing 
industry standards. 

this is an important piece of regulation because the 
telemarketing industry standards deal with:

a)	 Permitted	calling	hours

b)	 Information	that	needs	to	be	provided	on	a	
telemarketing	call

c)	 Presentation	of	a	calling	line	identifier

d)	 Termination	of	calls

the key risk to telemarketers is that telemarketing 
hours and other related provisions are not 
unnecessarily changed in a way that disadvantages our 
industry.

the outcomes of AcMA’s considerations are due later in 
2011.

incReAses in AustRAliA POst PRices 
cOntinue

in the face of continued decline in postal volumes, 
Australia Post sought and obtained approval from the 
Australian competition and consumer commission 
to increase business mail letter services prices.  this 
price increase came into effect on 4 July 2011.

the decision to approve the price increase, despite 
consistent industry opposition, was made on the basis 
that the Australia Post service would make a loss if a 
price increase was not approved.

the main concerns voiced by AdMA in relation to the 
price increase would only result in a permanent and 
irreversible move away from Presort products as 
businesses continue to move away from postal mail 
marketing and increase their take up of non-mail 
channels.
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councils have continued to grow and we have had an 
amazingly productive year with councils remaining an 
important touch point for many hundreds of marketers. 
involvement with AdMA councils continues to grow and 
deliver high quality experiences for Members.

consistent with council objectives, the seven council groups 
provide an informal and engaging environment for marketers 
to get together and look at key industry and policy issues. 
councils oversee a range of disciplines and channels relevant 
to the direct marketing field including agency, analytics 
and data, contact centre, digital, mail marketing, multi-
channel acquisition and relationship management/customer 
marketing. the number of AdMA general council Members 
currently sits at 800, with 123 executive committee and sub-
committee council Members.

there were a number of key initiatives launched and events 
held over the past year. these have included:

The Agency Council: Mentoring Scheme

the Agency councils Mentoring scheme commenced in March 
with 23 mentors and mentees from the agency arena taking 
part in the program. the program will run until August – to 
date the feedback has been very positive and is due to run 
again in 2012.

cOUNcILs



Data and Analytics Council Quarterly 
networking

the data & Analytics council has held quarterly full 
council networking meetings over the past 12 months 
with growing attendance at each event. these have 
included presentations from RdA Research.

Multi-Channel Acquisition lunch Series

in April, the McA executive committee held its first 
client side McA lunch hosted by AMP in sydney. 
Attended by 15 senior marketers the group shared its 
use of multiple channels, leveraging data analytics 
capabilities, reporting and measurement, competitive 
strategy, planning and integration. 

A second McA was hosted by nAB in Melbourne in May 
and included more than 12 senior client side Victorian 
based marketers.

Digital Council

the digital council continued to provide insights into 
the latest email and mobile marketing trends from 
around the world and included presentations from 
dealsta, linkedin and Alterian who all enlightened the 
audience with the latest industry buzz words. 

 

All councils fulfilled their brief by providing thought 
provoking insights into the full range of direct 
marketing disciplines via webinars, white papers and 
regular presentation and networking events.
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cOnfeRence

AdMA forum took place in sydney from Monday 26 July until 
thursday 29 July 2010. the annual conference and exhibition 
provides an opportunity for marketing professionals to be 
inspired by local and international thought leaders and keep 
up to date with new technologies and services to improve their 
marketing effectiveness. 

Attended by over 550 conference delegates and 1720 exhibition 
visitors, AdMA forum is the largest event of its kind in 
Australia. 

the restructured program included pre and post conference 
workshops in addition to the two day conference and 
exhibition. delegates tuned into over 80 speakers who 
provided demonstrations of best practice and marketing 
innovation from around the globe. the conference program 
focused on integrated multi-channel marketing with the tag 
line “learn the science of Marketing”.

With the daily themes “enhancing customer experience and 
ROi through digital engagement” and “driving innovation 
through insights and strategy” delegates were full of praise 
and rated the conference content very highly.

stan Rapp kicked off the first day telling 400 delegates 
that “direct is digital” and “digital is direct” and that the 
fundamentals of good direct marketing equally apply to 
emerging digital channels.

day two featured the highest rating speaker of the conference 
Meghan Burdick, direct Marketing director, Obama for 
America who shared her marketing experiences from the coal 
face of the successful 2008 President campaign. With standing 
room only Meaghan had the entire audience hanging on her 
every word. 

the pre and post conference workshop program was very 
successful with workshops on “Building a digital strategy”, 
“inbound campaign Management” and “Achieving ROi through 
social Media”. delegates enjoyed highly engaging sessions 
that explored each topic in detail.

ADMA FORUM 



exhiBitiOn

the two day exhibition was a sell out with 56 of the 
industries most influential suppliers demonstrating the 
tools, technologies and techniques that will shape the 
future of successful marketing. the floor was bristling 
with delegates and visitors as soon as the doors opened 
each morning. exhibitors took advantage of the hours 
of face to face contact with conference delegates and 
left hall six with a long list of new contacts to follow up 
after the show.

the free seminar pavilion delivered two days of 
thought provoking presentations and case studies 
from marketing leaders. topics ranged from the 
fundamentals of data driven marketing, to new digital 
developments.

the judging of the Best stand Awards was a difficult 
task. the independent judging panel consisted of 
representatives from the sydney convention & 
exhibition centre, exhibition and event Association 
of Australia and clemenger BBdO Melbourne. the 
winners were announced at the Welcome cocktail Party 
at the end of day one. congratulations go to: Best stand 
under 18sqm Winner – impress dM 

Best stand under 18sqm  
Runner up – letterbow deals

Best stand 18sqm or over  
Winner – geOn

Best stand 18sqm or over 
Runner up – Open up to Mail

Best Creative Stand  
Winner – Mccannnetworking Opportunities

netWORking OPPORtunities

the Welcome cocktail party was relocated to within the 
sydney exhibition and convention centre which gave 
over 360 guests the first opportunity to let down their 
hair and relax. PMP limited sponsored the event for the 
seventh year that saw a delegates mix and mingle while 
enjoying fine food and wine.

day two of the exhibition featured the Agency vs Agency 
pitch and networking event. Over 200 attendees enjoyed 
drinks while Mccann Worldgroup and Rapp sydney 
battled it out in a light-hearted pitch that asked them 
to build a campaign to support the roll out of poker 
machines in schools.

sPOnsORs

AdMA would like to sincerely thank all the sponsors 
who supported this important industry event, and in 
particular long-standing Platinum sponsor Australia 
Post. Other sponsors that played a significant role 
in the success of AdMA forum 2010 were the print 
sponsor geon, paper sponsor impress dM and creative 
and production partners Mccann Worldgroup. 
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the lARgest in the histORY Of AWARds!

With the largest AdMA Awards night on record, the 2010 
Awards produced 154 finalists – the most in the history of 
the AdMA Awards. this year AdMA saw a 10% increase on 
2009 in revenue from the call for entries and there was a 15% 
increase in the number of entrants this year, many of whom 
entered for the first time.

Both figures are strong indicators of the continued relevance 
of the AdMA Awards to one of our key target markets – 
Agencies.

WinneRs
in addition to the nine gold awards presented, tony davis, 
AdMA chair awarded the grand Prix to liz fulcher, clemenger 
BBdO Proximity for guide dogs Australia reflecting the high 
standard of industry expectations.

in many categories there were a number of bronze and silver 
awards without the judges deciding that any entry was worthy 
of the coveted gold. in all, 89 bronzes and 33 silver were 
awarded this year - a trophy haul which comes off the back of 
strong entry growth and the biggest list of finalists ever for 
the AdMA Awards.

in his address during the awards presentation, creative chair 
and creative director of Mark sydney, hamish stewart, said in 
choosing this year’s winners, the juries this year approached 
the task with sincerity, debated the work fairly, and ultimately 
came to what he believed was the right decisions. “direct 
marketing continues to be redefined. the most interesting 
work now blurs the ‘line’ completely, incorporating anything 
from direct marketing techniques, branding, product 
development, online and live experiences,” he said.

if this year’s Awards are an indication, it is apparent that what 
is entered and what wins in the AdMA Awards is constantly 
evolving. Judging panels used to spend a lot of time ruling out 
swathes of work on the basis that it’d been ‘done before’, but 
there is almost no debate of that nature anymore – it appears 
the industry is far too engaged in staying ahead, creatively and 
technically, to spend time looking back.

2010 has been a big year for campaigns that creatively leveraged 
social media, mobile and other digital avenues in unexpected 
ways. At the same time traditional channels are being used more 
selectively and cleverly as part of an integrated approach, much 
of which boils down to better use of insights from data.

karen ganschow, chair of the effectiveness awards, made 
the point that collaboration with the customer is this year’s 
defining theme. “it’s very different to marketing of times gone 

ADMA AwARDs 



by where the marketer would affectively jump on a 
soap box, hope the box was located where the target 
audience hung out and that they would listen and like 
what they hear.

the new approach is to create the product and the 
campaign together, with marketers now asking the 
customers into the conversation and encouraging them 
to sit at the table in a way that is quite public”.

AdMA is grateful to its AWARds sponsors Australia 
Post, OgilvyOne, Wunderman and guthy-Renker 
Australia.

AWARds fOR excellence

Awards night also provided an opportunity to salute 
individual excellence and honour those who make a 
valuable personal contribution to the industry in 2010. 
the annual Awards for excellence are considered the 
highest accolade a direct marketer can achieve with 
all the candidates nominated by people in the industry, 
even in some cases by their competitors.

securing the Young direct Marketer of the Year 
was sydney’s sharee Morrison, Manager, Partner 
Marketing, frequent flyer – Qantas Airways. After 
starting her career in a regional online marketing 
company, sharee was given an early introduction into 
direct marketing as the collator of a regional weekly 
business e-newsletter, getting a taste for innovation by 
lending a hand to setting up several early generation 
online communities.

sharee is highly passionate about direct marketing and 
credits Qantas loyalty’s commitment to segmented 
marketing for this and for giving her a thorough 
grounding in the use of insights to develop effective 
marketing campaigns. she is now enjoying the 
opportunity to teach her team the direct marketing 
principles that have been the driving force behind her 
success.

the direct Marketer of the Year was awarded to Mike 
chuter, founding Partner of cuBed communications 
based in Melbourne. Beginning his career in the uk, 
Mike joined Ogilvy & Mather direct in 1997. he held 
various roles. Rose to become Operations director of 
Ogilvy interactive where staff grew from 50 to 160 and 
revenue by 400% during his tenure.

Moving to Australia from 2002 – 2005 he was head 

of direct & digital at M&c saatchi Melbourne where 
he led the agency to multiple award wins including 
Australia Post Winged Messenger Awards and 
numerous other AdMA, cannes lions and dMA echo 
Awards.

in 2005 he and partner kim Mcdonell co-founded 
cuBed communications in Melbourne, focusing on 
getting better results for clients through data analysis, 
smart strategy and strong creative. this positioning 
has delivered for the agency’s clients and as a result 
the business has grown consistently. the market has 
recognized cuBed too selecting them as an emerging 
Agency of the Year and direct Agency of the Year 
finalists for B&t and Adnews. cuBed was named as 
one of BRW’s fast 100 companies for 2010.

throughout his career Mike has companioned 
breakthrough work and has always been a keen 
contributor to the industry, having been on the AdMA 
Victorian committee, a guest lecturer and event chair.

Mike is a great example of a successful local 
entrepreneur in direct and also possesses the driving 
passion for the direct industry.
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AdMA has been the leading provider of digital and direct 
marketing training to Australian marketers since the late-
1980’s and continues to extend its range of courses to help 
marketing professionals keep pace with the rapidly-changing 
landscape. its courses are practical and easy to apply in the 
workplace, and its certificate courses are still widely regarded 
as the benchmark for digital marketing and direct marketing 
education.

Business enViROnMent

training is back on the agenda after the cutbacks in spending 
which affected us in 2009. Revenue and enrolments increased 
year on year overall, but the surge in interest in digital 
marketing has ushered in a crop of new competitors with good 
credentials and competitive offerings. Our own offerings in the 
growth area – digital marketing – has continued to grow and 
our range of courses has expanded to meet market demands.

EDUcATION



PROducts

creative digital core

strategic
digital Marketing strategy

social Media strategy

Retention Marketing

B2B Marketing strategy

Marketing Automation

Advanced/niche Advanced copywriting
digital Marketing Masterclass

B2B social Media Mktg
testing for success

essentials

copywriting essentials

digital copywriting

social Media consumer Mktg

search Marketing

seO for Marketers

creative digital Marketing

Web Analytics for Marketers

Mobile Marketing

digital Marketing essentials

Multi-channel toolkit

Maximising Mail Response

compliance for Marketers

Multi-channel direct Marketing certificate

digital Marketing certificate
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significAnt eVents And deVelOPMents

One of the major developments this year has been 
the change in the range and level of short courses 
on offer. customers can now select courses in 
three different categories: creative, digital and core 
principles and at three different levels: essentials, 
advanced (or niche) and strategic.

this range gives customers more choice and 
addresses the perception that AdMA offers only basic 
level training. the premium-priced strategic level 
courses have been very successful generating over 
20% of all short course revenue in their first year.

the number of enrolments rose by 30% across 
certificate courses and short courses overall during 
the year with 70% of these coming from digital 
courses, demonstrating the degree to which the 
market has swung towards digital.

in-house continued to be a strong part of the 
business. clients who used our services in this way 
included flight centre, synergy, sA tourism, Morgan 
stanley, Macquarie Bank, sBs, Medibank Private, 
cumberland newspapers and Red cross Blood 
service. the type of training increased in variety from 
a customised off the shelf course such as copywriting 
to customised consulting projects.

We tested online learning by setting up a learning 
Management system and delivering one course – 
copywriting essentials. sales were minimal but 
it allowed us to gauge the technical and people 
resources necessary to run such a service and we 
have carried these learnings through to fY2012 when 
online learning is forecast to be a major development 
for us.



COrPOrATE SPOnSOrS

sponsors enhance many of AdMA’s industry activities. the 
Association gratefully acknowledges the continuing and 
valuable support of Australia Post across many of AdMA’s 
activities and the generous contributions of the following 
over the past year.

• Acxiom

• Australia Post

• direct Mail services

• hudson

• incnet

• kwik kopy

• MMW

• Premiere global services

• simplicity

• Virgin Wines

ADMA sPONsORs
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AdMA fORuM sPOnsORs 2010

PlATinuM SPOnSOrS

• Mccann Worldgroup: strategic and Production Partner/
creative Agency

• Open up to Mail: Major sponsor

• Alterian: Major sponsor

• PMP limited: Major sponsor

• ReA group (realestate.com.au): digital Partner

• Acxiom: day 1 keynote sponsor

• digital Alchemy: day 2 keynote sponsor

• geOn: Print sponsor

gOlD SPOnSOrS

• Veda Advantage: conference stream sponsor

• Portrait: conference stream sponsor

• Mail Marketing Works: Mail fulfillment sponsor

SilvEr SPOnSOrS

• epsilon: free seminar Programme sponsor

• Prografica: the clinic sponsor

• Whirlwind Print: delegate documentation Print sponsor

• catfish: Video Production sponsor

• Adnews: Breakfast Briefing sponsor

• incnet: Principal list supplier

• RedBalloon: Rewards sponsor

• impress dM: Paper sponsor

• Wigg & son: envelope sponsor

• Pureprofile: Research sponsor

BrOnzE SPOnSOrS

• silverpop: café silverpop sponsor

• loaded creative: Website Production support

• intrepid travel: conference early Bird Prize sponsor

• 3dinteractive: Rehydration sponsor

• Brandworx: conference Merchandise sponsor

• katnook estate: speaker gift sponsor

• the Banner lady: signage sponsor

• computershare: c-level networking Breakfast 
sponsor

• Buzznumbers: social Media Workshop sponsor

• cnet direct: Bronze sponsor

MEDiA PArTnErS

• Adnews

• direct Magazine

• digital Ministry

ADMA AwArDS

• Australia Post

• guthy-Renker Australia

• Wunderman

• OgilvyOne Worldwide

• BMf

• Mail Marketing Works

• fujixerox
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FINANcIAL REPORT



32

FINANcIAL REPORT  
FOR ThE YEAR ENDED 30 JUNE 2011 

diRectORs’ RePORt

Your directors present the report of the Australian 
direct Marketing Association for the financial year 
ended 30 June 2011.

the names of the directors in office at any time during, 
or since the end of the year, are:

Tony Davis
Director  -  Chairman
Board Meetings Attended 4/4

tony davis is a Partner of Australia’s leading data 
analytics and marketing strategy firm Quantium.  
he works with a wide range of clients across data 
rich industries, advising of all aspects of marketing 
and direct communications.  he has held Marketing 
director roles with blue chip brands in the uk and 
Australia, across financial services, publishing and 
other consumer industries.  he is a regular contributor 
to industry thinking on marketing measurement and 
accountability.

Karen ganschow
vice Chairman
Board Meetings Attended 4/4

karen ganschow has held senior marketing and sales 
roles across a range of information technology and 
telecommunications organisations. she is currently the 
general Manager, customer Relationship Marketing for 
Westpac. 

karen has a Bachelor of electrical engineering and 
holds a Master in Business Administration. she is also 
a part-time lecturer in cRM and consumer Behaviour 
at the Macquarie graduate school of Management.

Peter Anson
Treasurer 
Board Meetings Attended 2/4

since 2008 Peter Anson has been the chief Operating 
Officer (cOO) of salmat limited, Australia’s leading 
provider of one-to-one communications.

Prior to this role, Peter held the position of group 
general Manager at salmat Businessforce. 

Peter joined salmat in 1991 and has held senior 
management roles since 1994.

Douglas nicol 
Past Chairman  4/4

douglas nicol has 21 years experience in direct and 
digital marketing. he has a degree in economics and 
philosophy from trinity college dublin and the dMA 
certificate in direct marketing. he arrived in Australia 
in 1991 to develop the direct marketing business at 
george Patterson.

douglas was awarded Australian direct Marketer of 
the Year in 2000 and today is Partner in the Works, an 
independent agency based in sydney. douglas has a 
regular marketing podcast at mongrelmarketing.com.au 
and writes regularly in publications like Adnews and 
Marketing Magazine. douglas was AdMA Board chair 
2006-2008.

Jodie Sangster
CEO/Company Secretary 
Appointed 1/7/2011

Jodie sangster was appointed ceO on July 1, 2011 after 
relocating from the direct Marketing Association in 
new York.

Originally from the uk, Jodie worked with the uk 
direct Marketing Association having responsibility 
for both uk and european regulatory affairs. she 
moved to Australia in 2001 as AdMA’s director - legal 
& Regulatory Affairs, playing a pivotal role in the 
development of key legislation such as the spam Act, 
do not call Register Act and APec Privacy Principles.

Jodie joined Acxiom as chief Privacy and compliance 
Officer and moved with them to the us in 2007 before 
joining the dMA in new York in 2009 as senior Vice 
President of education & global development. 

Emily Amos
Appointed 26/11/2010
Board Meetings Attended 3/3

emily is the head of everyday Rewards at Woolworths 
limited, responsible for the strategic direction and 
operation of the everyday Rewards Program across the 
Woolworths group. she has held this role for nearly 
four years and been involved with the program since its 
inception.

Prior to joining Woolworths, emily had more than 15 
years’ experience in the retail industry and has held a 
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number of corporate strategy, finance and marketing 
roles at Woolworths, david Jones and sainsbury’s 
supermarkets in the uk.

she holds an honours degree in economics, a Master of 
Business in finance and Accounting and is a fellow of 
the financial services institute of Australia. 

Sassoon grigorian
Board Meetings Attended 4/4

sassoon grigorian was senior adviser to a former nsW 
Premier and worked in the nsW government for nearly 
a decade. sassoon worked for the sydney Olympic 
Organising committee for the Olympic games (sOcOg) 
in the lead up to the sydney 2000 Olympic games, and 
was senior consultant for Australia’s largest public 
affairs firm.

sassoon is a Board Member and was a speaker at the 
lowy institute’s 2009 new Voices conference. 

greg hankin
Appointed 1/5/2011
Board Meetings Attended 0/1

greg is general Manager Member services, the Royal 
Automobile club of tasmania. he has over 30 years’ 
experience in sales and marketing roles at the RAct 
as well as representing RAct in various national and 
international Automobile Association forums. greg was 
a founding member of the tasmanian branch of AdMA 
and previously served as secretary before assuming 
the role of chair in february 2011.

Abramo ierardo
Appointed 26/11/2010
Board Meetings Attended 2/3

Abramo has over 11 years in the industry and has 
previously worked for a number of media organisations 
including channel 10 and Austereo, and with a variety 
of clients from retail to wholesale, automotive and 
financial to leisure, for whom generating a response 
from campaigns was “make or break”. he then moved 
to loyalty marketing and oversaw the implementation of 
a number of cRM strategies.

Abramo is currently part of the executive committee for 
AdMA’s data & Analytics council as well as being a member 
of the digital council. he also produces “the list Report”, a 
weekly email bulletin for the direct marketing industry. 

nick Mercer
Board Meetings Attended 3/4

nick spent his formative years in london working 
as a successful tanker shipbroker for six years. he 
migrated to sydney in 1989 and worked with BRW 
Magazines before becoming an Account Manager for 
k&d Bond direct. he was then part of the team to start 
up JWt direct before moving to M&c saatchi direct and 
becoming general Manager. 

in March 1999 together with david Bell he set up a 
new direct marketing agency, MercerBell. today they 
are one of the largest independent specialist direct & 
digital agencies in Australia.

Andrew Murrell
Appointed 26/11/2010
Board Meetings Attended 3/3

Andrew has been at commonwealth Bank for over 10 
years in various senior marketing roles.

As general Manger, channel Marketing, his current 
responsibilities include developing the marketing 
capability of the commonwealth Bank’s digital 
channels, including commbank.com.au, netBank, 
AtMs, Mobile and digital Merchandising. Andrew’s 
team also provides direct and digital marketing 
expertise to the Bank’s marketing and business teams 
and manages media planning and buying.

Andrew holds a Bachelor of Arts (Politics) from 
Victoria university Wellington and diplomas in direct 
Marketing and Public Relations from AdMA and PRinZ 
respectively.

Jason neave
Board Meetings Attended 3/4

Jason neave is an experienced direct marketer, with a 
background in traditional media with publishers news 
limited and Pacific before spending the better part of 
the last decade in digital.

currently the Managing director of Adelaide digital 
agency, Via Media, Jason has served on AdMA’s mobile 
marketing council, chairs the sA branch committee, 
tutors the digital Marketing certificate course and 
joined the Board in february 2009.
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Phillip Offer
Appointed 26/11/2010
Board Meetings Attended 3/3

Phil has worked in the telco industry for the last 14 
years, twelve of those with Optus. Originally from 
the uk he moved out to Australia for a two year 
secondment and in a familiar story is yet to find the 
return ticket home.

Phil initially trained as a chartered Accountant and 
then moved into the telco industry working for cable 
& Wireless Plc. he seized the opportunity to work 
for Optus in 1999 and in 2002 switched to marketing, 
becoming the acquisition manager for consumer plans.

in 2008, he became the Marketing director for Optus 
small & Medium Business and has since driven B2B 
digital marketing and developed business grade 
products and services. he also relaunched the online 
site and has been working to lift the uptake of small 
businesses using social media and online to drive lead 
generation.

Phil is respected as a strong leader who develops and 
coaches his team for mutual benefit. he is passionate 
about getting teams engaged and working well 
together. Outside of work, Phil has participated as a 
mentor to Year 10 students in the Australian Business 
and community network and is on the AdviceBank 
program run by Australian Business Arts foundation.

nick Pritchard
Appointed 26/11/2010
Board Meetings Attended 2/3

nick Pritchard is creative director of decoder.

he has over 15 years experience in direct marketing 
and has worked at agencies including Mccann 
erickson, APB campaigns, BcM Partnership, Publicis 
dialog and euro Rscg. he is now owner of dM 
specialist agency decoder. he has judged the AdMA 
Awards previously and was a caples judge in 2010.

nick has had a number of speaking engagements in 
the dM industry and has been awarded at the AdMA 
Awards, Bad, Mobius, AiM, star and caples.

Phillip Smith
Appointed 26/11/2010
Board Meetings Attended 3/3

Over the past 20 years, Phil has been at the forefront 
of marketing communication services – both client 
and agency side – building direct and digital marketing 
businesses that have become market leaders and 
innovators in their field.

starting his career client side in the financial services 
industry in Adelaide, Phil experienced the breadth 
of marketing roles before finding a natural fit in the 
measurable and accountable world of direct marketing.

Agency roles in Melbourne led to a planned “short 
stint” in sydney that has resulted in a now ten-year 
residency. initially as Managing director of the direct 
and digital arms of singleton Ogilvy & Mather group, 
where Phil oversaw consistent growth and was 
appointed to OgilvyOne’s Asia Pacific Regional council 
and global management team.

now Managing director and Partner of independent 
start-up agency Apparent, Phil is continuing his work 
in strategy-led customer management activities. A 
recognised and accredited speaker, facilitator and 
trainer, Phil has spoken on topics and run programs 
covering a broad spectrum of digital and direct 
marketing, strategic communications, leadership 
management, sales and customer service.

richard umbers
Board Meetings Attended 4/4

Richard umbers has held a range of senior and general 
management positions in fMcg retailing organisations 
in a career spanning over sixteen years. until recently 
he was Australia Post’s executive general Manager 
for eservices, and is currently their executive general 
Manager for Parcel services.

Richard was formerly Managing director of 
supermarket chain Progressive enterprises ltd. in new 
Zealand, and Managing director (nW uk and Republic 
of ireland) for supermarket discounter Aldi. Richard 
has an honours degree in geology and geography from 
exeter university and a Masters in finance from the 
university of leicester.
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Simon van wyk
Appointed 26/11/2010
Board Meetings Attended 3/3

simon van Wyk has been in the interactive 
communications business for 17 years and is the 
founder of hothouse, OurPatch and Zazoo. 

Born in south Africa, simon completed an 
undergraduate science degree and completed two 
years’ compulsory army service. After this, he moved 
to Australia where he became Marketing Manager of 
hunter douglas. simon produced the first interactive 
cd-ROM in Australia and went on to co-found Brilliant 
interactive ideas which later became Brilliant digital 
entertainment.

simon has since been involved with web consulting and 
strategy for many of Australia’s biggest organisations. 
he orchestrated Mcdonalds and coca-cola’s first 
websites in Australia and engineered Austrade’s 
internet debut. he has also led the team that built 
telstra BigPond, and has worked on the toyota internet 
strategy since 1999.

simon’s been a vocal exponent of the concepts and 
technologies of Web 2.0 and is a regular contributor 
to B&t, Marketing Magazine and Online Banking 
Review on the subject. he has written a column on 
e-commerce for the sMh and has had articles on the 
digital future published in the Australian.

Patrick ward
Board Meetings Attended 3/4

Patrick has over 20 year’s experience as a general 
Manager in the digital printing business.

he is currently the general Manger of the expo group 
who has eight locations within Perth offering an unique 
digital printing solution.

Prior to joining expo, Patrick had over 20 year’s 
experience in the Business Process Outsourcing 
industry holding a number of senior management roles 
at salmat across over three states.

Patrick has been actively involved in AdMA since 
1988 and has been a guest tutor at AdMA courses in 
Melbourne and Perth over the last 20 years.

Mark willson
Appointed 26/11/20110
Board Meetings Attended 3/3

Mark Willson is currently the director of Marketing & 
communications for iBM Australia and new Zealand. 
in this role, he is responsible for all marketing and 
communications activities across the organisation.

Prior to his current position Mark was the director 
of Marketing, systems & technology group, iBM Asia 
Pacific based in shanghai, china. in this role, Mark was 
responsible for marketing within the hardware division 
of iBM for all operations across the Asia Pacific region.

Mark holds a bachelor’s degree in economics from 
sydney university and has earned a diploma in direct 
Marketing from the AdMA.

directors have been in office since the start of the 
financial year to the date of this report unless otherwise 
stated.

ResignAtiOns/ RetiReMents

the following director’s retired since the start of the 
financial year to the date of this report:- 

Board 
Meetings 
Attended

tess doughty 26/11/10 1/2

lee hill 26/11/10 1/2

kate langford 26/11/10 1/2

stephen Mildred 26/11/10 2/2

sarah Richardson 26/11/10 0/2

Zoe senior 26/11/10 1/2

Alexander Van der lan 26/11/10 1/2

timothy Quinn 1/05/11 1/3

Rob edwards 1/07/11 3/4
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finAnciAl suMMARY

the company made a satisfactory operating profit 
of $108,760. income for the year increased from 
$4,957,292 to $5,396,455. however, the annual result 
was affected by abnormal costs relating to the 
retirement of Rob edwards and the appointment of 
Jodie sangster as ceO and by costs incurred in the 
development of digital marketing strategy.

taking these abnormal costs into account, the loss after 
providing for income tax for the financial year amounted 
to $ 294,112 and reduced the company’s retained 
earnings to $491,765.

no significant changes in the company’s state of affairs 
occurred during the financial year.

the principal activities of the company are the 
promotion and protection of the status of direct 
marketing, the provision of technical advice and training 
services to members and the operation of the AdMA 
forum and exhibition.

no significant change in the nature of these activities 
occurred during the year.

no matters or circumstances have arisen since the end 
of the financial year which significantly affected or may 
significantly affect the operations of the company, the 
results of those operations, or the state of affairs of the 
company in future financial years.

likely developments in the operations of the company 
and the expected results of those operations in future 
financial years have not been included in this report as 
the inclusion of such information is likely to result in 
unreasonable prejudice to the economic entity.

the company’s operations are not regulated by any 
significant environmental regulation under a law of the 
commonwealth or of a state or territory.

the company is prohibited by its Memorandum and 
Articles of Association from paying dividends and 
accordingly the directors do not recommend payment 
of a dividend.

no indemnities have been given or insurance premiums 
paid, during or since the end of the financial year, for 
any person who is or has been an officer or auditor of 
the company.

no person has applied for leave of court to bring 

proceedings on behalf of the company or intervene in 
any proceedings to which the company is a party for 
the purpose of taking responsibility on behalf of the 
company for all or any part of those proceedings.

the company was not a party to any such proceedings 
during the year.

AuditOR’s indePendence declARAtiOn

A copy of the auditor’s independence declaration as 
required under section 307c of the corporations Act 
2001 is set out below.

signed in accordance with a resolution of directors:

Director 
Jodie Sangster 
 
Director 
T Davis 
 
AuDiTOr’S inDEPEnDEnCE DEClArATiOn unDEr 
SECTiOn 307C Of ThE COrPOrATiOnS ACT 2001 TO 
ThE DirECTOrS Of AuSTrAliAn DirECT MArKETing 
ASSOCiATiOn liMiTED

i declare that, to the best of my knowledge and belief, 
during the year ended 30 June 2011 there have been:

-   no contraventions of the auditor independence 
requirements as set out in the corporations Act 2001 
in relation to the audit; and

-   no contraventions of any applicable code of 
professional conduct in relation to the audit.

william Buck
chartered Accountants

l.E. Tutt
Partner sydney, 
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stAteMent Of cOMPRehensiVe incOMe fOR the YeAR ended

30 June 2011

nOTE 2011 2010

$ $

Revenue 2 5,307,845 4,884,156

Other income 2 88,610 73,136

5,396,455 4,957,292

employee benefits expense (2,544,971) (2,061,375)

Occupancy expenses ( 221,684) (225,164)

depreciation,  amortisation and impairment losses (99,539) (63,032)

education costs (925,143) (791,294)

events costs (930,590) (754,965)

Other expenses (968,640) (1,028,252)

Profit before income tax (294,112) 33,210

income tax expense - -

Profit for year (294,112) 33,210

     Other comprehensive income for the year, net of tax.   - -

     total comprehensive income for the year      (294,112)    33,210

     Profit attributable to members of the entity       (294,112)                  33,210

     total comprehensive income attributable to members of the entity.  (294,112)    33,210

the accompanying notes form part of these financial statements.
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stAteMent Of finAnciAl POsitiOn As At 30 June 2011
nOTE 2011 2010

$ $

ASSETS
current Assets

cash and cash equivalents 3 1,201,813 2,036,069

trade and other 
receivables

4 1,450,707 1,303,464

Other current assets 5 440,835 508,515

Total Current Assets 3,093,355 3,848,048

non-current Assets

Property, plant and 
equipment

6 246,223 141,074

intangible asset 7 439,040 424,840

total non-current Assets 685,263 565,914

TOTAl ASSETS 3,778,618 4,413,962

liABiliTiES
current liabilities

trade and other payables 8 2,865,627 3,155,005

short-term borrowings 9 0 41,845

short-term provisions 10 418,656 369,799

Total Current liabilities 3,284,283 3,566,649

non-current liabilities

long-term borrowings 9 0 58,034

long-term provisions 10 2,570 3,402

Total non-Current 
liabilities

2,570

61,436

TOTAl liABiliTiES 3,286,853 3,628,085

net Assets 491,765

785,877

EQuiTy
Retained earnings 491,765 785,877

TOTAl EQuiTy 491,765 785,877

the accompanying notes form part of these financial statements.
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stAteMent Of chAnges in eQuitY fOR YeAR ended 30 June 2011

2011 2010

$ $

total equity at the beginning of the year 785,877 752,667

Profit for year (294,112) 33,210

Total equity at the end of the year 491,765 785,877

the accompanying notes form part of these financial statements.

 stAteMent Of cAsh flOW fOR the YeAR ended 30 June 2011
nOTE 2011 2010

$ $

Cash flow from Operating Activities

Receipts from customers 5,111,297 4,734,395

Payments to suppliers and employees (5,715,396) (4,445,207)

interest received 88,610 73,136

net cash provided by (used in) operating activities (515,489) 362,324

Cash flow from investing Activities  (218,888) (14,519)

Purchase of property, plant and equipment, 
intangible assets

net cash provided by (used in) investing activities          (218,888)  (14,519)

Cash flow from financing Activities

Repayment of borrowings (99,879) (34,137)

net cash provided by (used in) financing activities (99,879) (34,137)

net increase in cash held (834,256) 313,668

cash at beginning of year 2,036,069 1,722,401

cash at end of year 1,201,813 2,036,069

the accompanying notes form part of these financial statements.



40

nOte 1: stAteMent Of significAnt 
AccOunting POlicies

the financial report is a special purpose financial 
report prepared to satisfy the financial report 
preparation requirements of the corporations Act 2001. 
the directors have determined that the company is not 
a reporting entity.

Australian direct Marketing Association limited is 
a company limited by guarantee, incorporated and 
domiciled in Australia.

BASiS Of PrEPArATiOn

the financial statements have been prepared in 
accordance with the mandatory Australian Accounting 
standards applicable to entities reporting, under the 
corporations Act 2001 and the significant accounting 
policies disclosed below, which the directors have 
determined are appropriate to meet the needs of 
Members. such accounting policies are consistent with 
the previous period unless stated otherwise.

rEPOrTing BASiS AnD COnvEnTiOnS

the financial report has been prepared on an accruals 
basis and is based on historical costs modified (where 
required), by the revaluation of selected non-current 
assets, and financial assets and financial liabilities 
for which the fair value basis of accounting has been 
applied.

AccOunting POlicies

inCOME TAx

no provision for income tax has been raised as the 
company is exempt from income tax under div 50 of the 
income tax Assessment Act 1997.

rEvEnuE
education fees and membership subscriptions in 
respect of the year 2012 have been invoiced prior to 
30 June 2011 and recorded as deferred income in the 
financial statements. this policy is consistent with that 
adopted in previous years.
Revenue from the rendering of a service is recognised 
upon the delivery of the service to the customers.
interest revenue is recognised on a proportional basis 
taking into account the interest rates applicable to the 
financial assets.

All revenue is stated net of the amount of goods and 
services tax (gst).

PlAnT AnD EQuiPMEnT

each class of plant and equipment is carried at cost 
or fair value less, where applicable, any accumulated 
depreciation.

the carrying amount of plant and equipment is 
reviewed annually by directors to ensure it is not in 
excess of the recoverable amount from these assets. 
the recoverable amount is assessed on the basis of 
the expected net cash flows that will be received from 
the asset’s employment and subsequent disposal. the 
expected net cash flows have been discounted to their 
present values in determining recoverable amounts.

DEPrECiATiOn

the depreciable amount of all fixed assets, excluding 
freehold land, is depreciated on a straight-line basis 
over their useful lives to the company commencing 
from the time the asset is held ready for use.

the depreciation rates used for each class of 
depreciable assets are:

Class	of	Fixed	Asset	 	 Depreciation	Rate

Plant and equipment  20%

leased plant and equipment 21%

the assets’ residual values and useful lives are 
reviewed, and adjusted if appropriate, at each reporting 
date.

An asset’s carrying amount is written down 
immediately to its recoverable amount if the asset’s 
carrying amount is greater than its estimated 
recoverable amount.

gains and losses on disposals are determined by 
comparing proceeds with the carrying amount. these 
gains or losses are included in the statement of 
comprehensive income.
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lEASES

leases of fixed assets where substantially all the risks 
and benefits incidental to the ownership of the asset, 
but not the legal ownership that are transferred to the 
company are classified as finance leases.

finance leases are capitalised by recording an asset 
and a liability at the lower of the amounts equal to 
the fair value of the leased property or the present 
value of the minimum lease payments, including any 
guaranteed residual values.  lease payments are 
allocated between the reduction of the lease liability 
and the lease interest expense for the period.

leased assets are depreciated on a straight-line basis 
over the shorter of their estimated useful lives or the 
lease term.

lease payments for operating leases, where 
substantially all the risks and benefits remain with the 
lessor, are charged as expenses in the periods in which 
they are incurred.

finAnCiAl ASSETS rECOgniTiOn

financial assets are initially measured at cost on 
trade date, which includes transaction costs, when the 
related contractual rights or obligations exist.

gOODwill

goodwill is initially recorded at the amount by which 
the purchase price for a business exceeds the fair 
value attributed to its net assets at date of acquisition. 
goodwill is tested annually for impairment and carried 
at cost less accumulated impairment losses.

EMPlOyEE BEnEfiTS

Provision is made for the company’s liability for 
employee benefits arising from services rendered by 
employees to reporting date. employee benefits that 
are expected to be settled within one year have been 
measured at the amounts expected to be paid when 
the liability is settled, plus related on-costs. employee 
benefits payable later than one year have been 
measured at the present value of the estimated future 
cash outflows to be made for those benefits.

PrOviSiOnS

Provisions are recognised when the company has a 
legal or constructive obligation, as a result of past 
events, for which it is probable that an outflow of 
economic benefits will result and that outflow can be 
reliably measured.

CASh AnD CASh EQuivAlEnTS

cash and cash equivalents includes cash on hand, 
deposits held at call with banks and other short-term 
highly liquid investments with original maturities of 
three months or less.

gOODS AnD SErviCES TAx (gST)

Revenues, expenses and assets are recognised net of 
the amount of gst, except where the amount of gst 
incurred is not recoverable from the Australian tax 
Office. in these circumstances the gst is recognised as 
part of the cost of acquisition of the asset or as part of 
an item of the expense. Receivables and payables in the 
statement of financial Position are shown inclusive of 
gst.

cash flows are presented in the cash flow statement 
on a gross basis, except for the gst component of 
investing and financing activities, which are disclosed 
as operating cash flows.

COMPArATivE figurES

comparative figures have been adjusted to conform to 
changes in presentation for the current financial year 
where required by accounting standards or as a result 
of changes in accounting policy.

CriTiCAl ACCOunTing ESTiMATES AnD 
JuDgMEnTS

the directors evaluate estimates and judgments 
incorporated into the financial report based on 
historical knowledge and best available current 
information. estimates assume a reasonable 
expectation of future events and are based on current 
trends and economic data, obtained both externally and 
within the company.



42

Key	esTImATes	—	VAluATIon	oF	GooDwIll

no impairment loss has been recognised in respect 
of goodwill for the year ended 30 June 2011 as the 
company believes that the goodwill is supported by 
forecasts indicating profitability in the next financial 
year.

ADOPTiOn Of nEw AnD rEviSED 
ACCOunTing STAnDArDS

during the current year the company adopted all of 
the new and revised Australian Accounting standards 
and interpretations applicable to its operations which 
became mandatory.

the adoption of these standards has impacted the 
recognition, measurement and disclosure of certain 
transactions. the following is an explanation of 
the impact the adoption of these standards and 
interpretations has had on the financial statements of 
Australian direct Marketing Association.

AASB 101: PrESEnTATiOn Of finAnCiAl 
STATEMEnTS

in september 2007 the Australian Accounting 
standards Board revised AAsB 101 and as a result, 
there have been changes to the presentation and 
disclosure of certain information within the financial 
statements. Below is an overview of the key changes 
and the impact on the company’s financial statements.

DIsClosuRe	ImPACT

terminology changes - the revised version of AAsB 101 
contains a number of terminology changes, including 
the amendment of the names of the primary financial 
statements.

Reporting changes in equity - the revised AAsB 101 
requires all changes in equity arising from transactions 
with owners, in their capacity as owners, to be 
presented separately from non-owner changes in 
equity. Owner changes in equity are to be presented 
in the statement of changes in equity, with non-owner 
changes in equity presented in the statement of 
comprehensive income.

the previous version of AAsB 101 required that owner 
changes in equity and other comprehensive income be 
presented in the statement of changes in equity.

statement of comprehensive income - the revised 
AAsB 101 requires all income and expenses to be 
presented in either one statement, the statement of 
comprehensive income, or two statements, a separate 
income statement and a statement of comprehensive 
income. the previous version of AAsB 101 required only 
the presentation of a single income statement.

the company’s financial statements now contain a 
statement of comprehensive income.

Other comprehensive income - the revised version 
of AAsB 101 introduces the concept of ‘other 
comprehensive income’ which compromises of income 
and expenses that are not recognised in profit or loss 
as required by other Australian Accounting standards. 
items of other comprehensive income are to be 
disclosed in the statement of comprehensive income. 
entitles are required to disclose the income tax relating 
to each component of other comprehensive income. 
the previous version of AAsB 101 did not contain an 
equivalent concept.
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nOte 2: PROfit fROM ORdinARY ActiVities
2011 2010

$ $

a. Expenses

depreciation and amortisation of property, plant and equipment 99,539 63,032

Remuneration of auditor:

audit or review 17,000 17,000

taxation services 2,650 2,740

19,650 19,740

salaries 1,839,479 1,665,909

superannuation 229,938 243,535

176,098 164,401

Rental expense on operating leases:

— minimum lease payments 205,248       200,977

b. Significant revenues

the following significant revenue items are relevant in explaining the financial performance:

Membership and sponsorship 1,843,268 1,874,418

conference and exhibition 862,356 680,122

education 1,647,492 1,568,714

Other events 480,289 208,901

Awards 271,539 308,255

Branches 187,377 222,012

sundry 15,524 21,734

interest 88,610 73,136

5,396,455 4,957,292
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nOte 3: cAsh And cAsh eQuiVAlents
2011 2010

$ $

CurrEnT

cash at bank 319,988 210,074

cash in hand 500 500

short-term bank deposits 881,325 1,825,495

1,201,813 2,036,069

the effective interest rate on short-term bank deposits was 5.72% (2010: 5.33 %); these deposits are at call, 3 and 6 
months notice.

nOt e 4: tRAde And OtheR ReceiVABles
2011 2010

$ $

CurrEnT

trade receivables 1,366,362 1,210,764

Provision for impairment of receivables (7,235) -

1,359,127 1,210,764

Other Receivables 91,580 92,700

1,450,707 1,303,464

nOte 5: OtheR cuRRent Assets
2011 2010

$ $

CurrEnT

Prepayments 440,835 508,515

440,835 508,515
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nOte 6: PlAnt And eQuiPMent
2011 2010

$ $

 leasehold improvements

At cost 66,035 66,035

Accumulated depreciation (66,035)   (60,701)

0 5,334

Plant and equipment:

At cost 334,578 263,316

Accumulated depreciation (236,480) (208,927)

98,098 54,389

leased plant and equipment:

capitalised leased assets – At cost 130,326 130,326

Accumulated depreciation (63,326) (48,975)

67,000 81,351

Website costs:

At cost 113,576 0

Accumulated depreciation (32,451) 0

81,125 0

total plant and equipment 246,223 141,074

nOte 7: intAngiBle Assets
2011 2010

$ $

education course Writing costs

cost 34,050 297,264

Accumulated impairment losses (19,850) (297,264)

net carrying value 14,200 -

goodwill

cost 472,840 472,840

Accumulated impairment losses (48,000) (48,000)

net carrying value 424,840 424,840

total intangible assets 439,040 424,840
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nOte 8: tRAde  And OtheR PAYABles
2011 2010

$ $

CurrEnT

trade payables 151,785 129,029

sundry payables and accrued expenses 734,934 606,055

deferred income education 245,527 192,644

events 194,346 638,937

Membership fees in advance 1,539,035 1,588,340

2,865,627 3,155,005

nOte 9: BORROWings
2011 2010

$ $

CurrEnT

lease liability 0 41,845

nOn-CurrEnT

lease liability 0 58,034

0 99,879

nOte 10: PROVisiOns
2011 2010

$ $

CurrEnT

employee benefits 418,656 369,799

nOn-CurrEnT

employee benefits 2,570 3,402

421,226 373,201
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nOte 11: cAPitAl And leAsing cOMMitMents
2011 2010

$ $

finance lease Commitments

Payable — minimum lease payments

not later than 12 months 0 47,847

between 12 months and 5 years 58,354

greater than 5 years - -

Minimum lease payments 0 106,201

less future finance charges 0 6,422

Present value of minimum lease payments 0 99,779

Operating lease Commitments

non-cancellable operating leases contracted but not yet capitalised in the financial statements.

Payable - minimum lease payments

not later than 12 months 215,760 208,392

 between 12 and 5 years 741,168 916,217

greater than 5 years - -

956,928 1,124,609

nOte 12: cAsh flOW infORMAtiOn
2011 2010

$ $

reconciliation of Cash flow from Operations with Profit

 (loss) after income Tax

Profit (loss) after income tax (294,112) 33,210

non-cash flows in profit:

depreciation and amortisation 99,539 63,032

changes in assets and liabilities:

(increase)/decrease in trade and other receivables (147,243) (283,707]

(increase)/decrease  in other assets 67,680 160,271

increase in payables    (289,378) 335,787

increase/ (decrease) in provisions 48,025 53,731

(515,489) 362,324
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nOte 13: eVents AfteR the RePORting 
dAte

since the end of the financial year, there has not arisen 
any item, transaction or event of a material nature 
that is likely to significantly affect the operations of the 
company, the results of its operations, or the state of its 
affairs in future financial years

nOte 14: cOntingent liABilities

there are no known material contingent liabilities as at 
30 June 2011.

nOte 15: ecOnOMic dePendence

AdMA is a Member driven organisation with continuing 
proceeds from membership services an integral part 
of the association. in addition, high quality education 
programs and the annual conference and exhibition are 
very important to the ongoing financial viability of the 
company.

nOte 16: liMited BY guARAntee

the liability of the Members of the Association is limited 
by guarantee.

this liability under the guarantee is limited to $100 per 
member. the number of Members was 472  (2010 : 436)

nOte 17: cOMPAnY detAils

the registered office and principal place of business of 
the company is:

Australian direct Marketing Association
level 6, 50 carrington street
sydney nsW 2000
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diRectORs’ declARAtiOn

the directors have determined that the company is not 
a reporting entity and that this special purpose financial 
report should be prepared in accordance with the 
accounting policies described in note 1 to the financial 
statements.

the directors of the company declare that:

1) the financial statements and notes, as set out on 
pages 13 to 29 are in accordance with the corporations 
Act 2001 and:

a) comply with Accounting standards as described 
in note 1 to the financial statements and the 
corporations Regulations 2001; and

b) give a true and fair view of the company’s financial 
position as at 30 June 2011 and of its performance 
for the year ended on that date in accordance with 
the accounting policies described in note 1 to the 
financial statements.

2) in the directors’ opinion there are reasonable grounds 
to believe that the company will be able to pay its debts 
as and when they become due and payable.

this declaration is made in accordance with a resolution 
of the Board of directors.

Director 
Jodie Sangster
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indePendent AuditOR’s RePORt tO 
the MeMBeRs Of AustRAliAn diRect 
MARketing AssOciAtiOn liMited

report on the financial report

We have audited the accompanying financial report, 
being a special purpose financial report of Australian 
direct Marketing Association limited, which comprises 
the statement of financial position as at 30 June 2011, 
statement of comprehensive income, statement of 
changes in equity and statement of cash flows for 
the year ended on that date, a summary of significant 
accounting policies and other explanatory notes and the 
directors’ declaration.

Directors’ responsibility for the financial report

the directors of the company are responsible for the 
preparation and fair presentation of the financial report 
and have determined that the accounting policies 
described in note 1 to the financial statements, which 
form part of the financial report, are appropriate to 
meet the requirements of the corporations Act 2001 
and are appropriate to meet the needs of the members.  
the directors’ responsibility also includes establishing 
and maintaining internal controls relevant to the 
preparation and fair presentation of the financial report 
that is free from material misstatement, whether due 
to fraud or error; selecting and applying appropriate 
accounting policies; and making accounting estimates 
that are reasonable in the circumstances.

Auditor’s responsibility

Our responsibility is to express an opinion on the 
financial report based on our audit.  We conducted our 
audit in accordance with Australian Auditing standards.  
these Auditing standards require that we comply 
with relevant ethical requirements relating to audit 
engagements and plan and perform the audit to obtain 
reasonable assurance whether the financial report is 
free from material misstatement.

An audit involves performing procedures to obtain 
audit evidence about the amounts and disclosures 
in the financial report.  the procedures selected 
depend on the auditor’s judgement, including the 
assessment of the risks of material misstatement of 
the financial report, whether due to fraud or error.  in 
making those risk assessments, the auditor considers 
internal control relevant to the entity’s preparation 
and fair presentation of the financial report in order 
to design audit procedures that are appropriate in the 
circumstances, but not for the purpose of expressing 
an opinion on the effectiveness of the entity’s internal 
control.  An audit also includes evaluating the 
appropriateness of accounting policies used and the 
reasonableness of accounting estimates made by the 
directors, as well as evaluating the overall presentation 
of the financial report.

the financial report has been prepared for distribution 
to members for the purpose of fulfilling the directors’ 
financial reporting obligations under the corporations 
Act 2001.  We disclaim any assumption of responsibility 
for any reliance on this report or on the financial 
report to which it relates to any person other than the 
members, or for any purpose other than that for which 
it was prepared.

We believe that the audit evidence we have obtained 
is sufficient and appropriate to provide a basis for our 
audit opinion.
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independence

in conducting our audit, we have complied with the 
independence requirements of the corporations Act 
2001.

Auditor’s Opinion

in our opinion the financial report of Australian direct 
Marketing Association limited is in accordance with the 
corporations Act 2001, including:

a. giving a true and fair view of the company’s financial 
position as at 30 June 2011 and of its performance for 
the year ended on that date; and

a. complying with Australian Accounting standards 
(including the Australian Accounting interpretations) 
and the corporations Regulations 2001.

 william Buck Chartered Accountants  
l.E. Tutt 
Partner 
Sydney
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