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Question: The Hon Ljiijanna Ravlich asked, in relation to the reduced grants
program for the Science, Innovation and Business division, could she be provided
with a list ofwhich grants have been taken back?

Answer: The savings in the grants programs was $16.5 million not $18 million. The
savings principally came from the three main science and innovation grant programs
managed by the Department of Commerce: Innovate WA Program; Centres of
Excellence Program; and Science and Innovation Initiatives Program as well as
savings from funding to Scitech. Scitech funding was separately approved by Cabinet
outside of these three programs.

Program Project Amount
$

Innovate WA WA Science & Innovation Council 214,215

HECS program 1,634,214

Mentoring program for Science and Maths Teachers 701,364

Administration costs 183,885

Centres of Excellence CRC Deep Exploration Technologies 1,000,000

Unallocated Funds 3,300,000

Administration costs 612,253

Science and Chief Scientist Activities 181,550
Innovation Initiatives

Bio-Technology Strategy 1,006,962

ICRAR Establishment 95,192

Brilliant WA Science Priorities 468,514

Premiers' Research Fellowships 2,000,000

Desalination 2,000,000

WA Science Awards 1,263,921

Unallocated funds 664,000

Scitech Contract savings 1,200,000

Total 16,526,070
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Question: The Hon Ken Travers asked, in relation to the Royalties for Regions 
funding of the Regional Communications Program, what is the difference between 
recurrent and capital works funding under the Royalties for Regions initiative? 

Answer: The $120.3 million Royalties for Regions funding allocated to the Regional 
Communications Program in the 2010111 Budget comprises two projects: the 
Regional Radio Network Project; and the Regional Mobile Communications Project. 

$80.3 million has been allocated for the Regional Radio Network Project. This is 
classed as capital works funding as the physical assets will be owned by the State 
through Police W A and the Department of Corrective Services. 

$40 million has been allocated to the Regional Mobile Communications Project 
(mobile blackspots). This is classed as recurrent funding in the Budget as the physical 
infrastructure assets will be owned by the successful proponent awarded the 
Government tender to implement the project rather than the State Government. 
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Question: The Hon Ken Travers asked for a more detailed breakdown of funding in 
Commerce's budget for telecommunications and leT upgrades. 

Answer: Since assuming a leading role for telecommunications in late 2008, the 
Department of Commerce has developed a strategy that ensures coordination of 
telecommunication infrastructure provision within the State. The Department does 
not have a detailed breakdown of money provided across government for the 
provision oftelecommunications and ICT prior to this. 

As part of its strategy, the Department developed a Regional Communications 
Program which has two components: the Regional Mobile Communications Project; 
and the Regional Radio Network project: 

CD The allocation for the Regional Mobile Communications Project (RMCP) is $40 
million to be spent in 2010111 ($8 million), 2011112 ($17 million) and 2012113 
($15 million). 

The allocation for the Regional Radio Network (RRN) project is $80.3 million 
to be spent during the years 2010/11 ($0.3 million), 2011112 ($30 million) and 
2012/13 ($50 million). 

While the RMCP and RRN are two distinct projects, they must be implemented 
concurrently to achieve synergy and maximise benefits for Western Australia. These 
synergies will enhance the RRN through expanded coverage as a result of use of 
RMCP infrastructure on main highway routes at minimal cost. 

The funding is for replacements and upgrades to ICT infrastructure and does not 
duplicate funding that may have been made available by previous governments. 
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Question: Ms Ljiljanna Ravlich asked, with respect to the $40 million to be spent on 
mobile coverage for WA 's significant highways, can I get a breakdown of this figure 
and the basis for funding this initiative? 

Answer: The $40 million funding allocation is based on the Department of 
Commerce's preliminary estimates of the cost of addressing priority gaps in mobile 
and wireless broadband coverage identified in the 2009 Telecommunications Needs 
Assessment of Western Australia (TNA) , a commercial-in-confidence study 
conducted by an external consultant on the Department's behalf. The estimates are 
based on targeting communities and other areas lacking coverage, including along 
major roads and highways, mainly in the north of Western Australia. 

As this project is subject to public tender, the breakdown of the cost ofthe project will 
be determined by the best value-for-money response to the tender. 
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Question: The Han Ken Travers asked for the level of subsidy per visitor for Scitech, 
the Gravity Discovery Centre and any other similar programs, for which funding is 
provided, which run an extension service. 

Answer: Funding is provided to Scitech under a five year financial assistance 
agreement ending November 2013. 

Funding is provided to the Gravity Discovery Centre under a two and a half year 
financial assistance agreement ending 31 December 2010. 

The funding for both programs, provided under their respective agreements, is 
specifically to support operational and capital costs. It is not provided as a subsidy 
based on visitor numbers but is based on an analysis of operational and capital 
expenditure needs. 

The Department of Commerce does not fund any other science education facilities 
relevant to the question. 
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Question: Ms Liz Behjat asked can she get a copy of Commerce's consumer 
confidence survey? 

Answer: The Department of Commerce produced a 2008/09 Consumer Protection 
Consumer Perceptions Survey which refers to, amongst other issues, consumer 
confidence. A report on the survey was also produced in June 2009 for the 
department. 

A copy of the survey and report is provided. 

att. 



CONSUMER PROTECITON CONSUMER PERCEPTIONS SURVEY

Good morning/afternoon/evening. My name is from , an independent market research company.
We're conducting a survey about consumers' awareness of their rights and responsibilities when they buy goods
and services from businesses.
Could I please speak to the person in the household, aged 18 years or over, who is next in line for a birthday.
Would that person be available this morning/afternoon/evening?
[REPEAT INTRODUCTION, IF NECESSARY]
Would you be willing to take part in the survey? It will take about 7 minutes.

[IF NO TIME AVAILABLE, OR QUALIFIED PERSON IS NOT AT HOME, ASK WHEN WOULD THEY HAVE
TIME AND MAKE APPOINTMENT. RECORD CALLBACK ON CALLSHEET WITH NAME]

Q1 The first question is about your rights and responsibilities as a consumer - in other words, the rights and
responsibilities you have when you buy goods and services from businesses.

I'm going to read some statements to you, could you tell me which one applies to you. Generally
speaking, would you say: (Read all response choices)

SR

I am not aware of my rights and responsibilities as a consumer. 1

I am vaguely aware of my rights and responsibilities as a consumer 2

I am reasonably aware of my rights and responsibilities as a consumer 3

I am well aware of my rights and responsibilities as a consumer .4

Q1 a As a consumer, what concerns do you have about your rights and responsibilities when dealing with
businesses? (Do not prompt) (Accept Multiple Responses)

Attitude of customer service personnel 01,
Legitimacy of business 02,
After sales service (warranty, return, exchange) , 03,
Honesty / Getting what you paid for / misleading advertising 04,
No concerns 05,
Legal rights of the customer 06,
To be given a fair go/respected 07,
Telemarketing/ intrusive sales..................................................... 08,
Credit Card issues/security 09,
Being informed of purchase/product/contract 10,
Others (specify) 97,
Don't know........... . 99 ,

Q2 Information is available from various organisations about the rights and responsibilities of consumers.

Can you think of any organisations, which would provide this information? (Do not prompt - record
below and "ask any others?")

Ministry of Fair Trading / The Department of Consumer and Employment Protection /

The Department of Commerce 01

Consumer Affairs / Consumer Protection 02

Other (please specify) _

No knowledge in this area / can't say 98

99
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03 I'm going to read some statements and then ask the extent to which you agree or disagree with them. In
answering these questions use either your own experiences or what you have come to know through
other people's experiences.

Generally speaking, would you agree or disagree... .(then ask extent)
[CODE ONE ONLY]

ROTATE: Strongly Disagree Agree
Strongly N/A

Disagree Agree Can't say

A D The quality of mechanical repairs and servicing that
1 2 3 4 8

is carried out on motor vehicles is satisfactory

B D Car dealers provide accurate information about
1 2 3 4 8

warranties on motor vehicles

C D Information provided by salespeople about personal
1 2 3 4 8computers is clear, accurate and not misleading

D D Children's toys and play equipment are safe, given
1 2 3 4 8their intended use

E D The information provided by real estate agents and
1 2 3 4 8representatives is clear, accurate and not misleading

F D Advertising in the travel industry is clear, accurate
1 2 3 4 8and not misleading

D The services provided by tradespeople such as
G plumbers, electricians, fridge and washing machine 1 2 3 4 8

repairers are satisfactory

D Retail shops will exchange goods if they were faulty
H or damaged when the customer bought them 1 2 3 4 8

(assuming customer didn't know about the damage)

D When I am buying fresh foods, pre-packaged

I
grocery items, meat or fuel I feel confident that the

1 2 3 4 8instruments used for measuring weight and volume
of goods are accurate
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03a In the last 12 months, have you had any occasions when you feel that a business has dealt unfairly with
you? (Record below the type of business and way in which dealt with)

(i) TYPE OF BUSINESS

Real Estate Agents 01,
Car Dealers / Workshops 02,
Phone company 03,
Home repairs 04,
Electrical/computer repairs 05,
Furniture repairs 06,
Credit card companies 07,
Insurance agents 08,
Pest control 09,
Large retail chain 10,
Travel Agent 11,
Clothing/retail outlet 12,
Camera retail 13,
Rental company 14,
Builders 15,
Audio/stereo outlet 16,
Vet , , , 17,
Health care/medical 18,
Restaurant/Food outlet 19,
Petrol station 20,
None 96, -Skip to Q4
Others specify 97,

(ii) WAY IN WHICH DEALT WITH

Poor after sales service 01,
Product broke down quickly 02,
Poor service delivery 03,
Problems with warranty 04,
False advertising 05,
Dishonest sales person 06,
Others 97,

04 Thinking now about all different types of businesses, businesses have a responsibility to provide
consumers with accurate information about goods and services.

To what extent would you agree or disagree with the statement - "Generally speaking, businesses
provide consumers with accurate information about the standard and availability of goods and services"?
(Read response choices 1-4)

SR

Strongly disagree 1

Disagree .2

Agree 3

Strongly agree 4

No knowledge in this area/can't say 8

05 Still thinking about different types of businesses, to what extent would you agree or disagree with the
statement - "Generally speaking, businesses act fairly in relation to consumers"?
(Read response choices 1-4)

SR

Strongly disagree 1

Disagree 2

Agree 3

Strongly agree 4

No knowledge in this area/can't say 8
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06 Thinking now about consumers 

Consumers have a responsibility to provide fair and accurate information to businesses, for example, 
when trying to obtain a refund or exchange, or when making a complaint against a business. 

To what extent would you agree or disagree with the statement. 

"Generally speaking, consumers provide fair and accurate information to businesses"? (Read response 
choices 1-4) 

SR 

Strongly disagree .................................................. 1 

Disagree ................................................................ 2 

Agree .................................................................... 3 

Strongly agree ....................................................... 4 

No knowledge in this area/Can't say .................... 8 

07 In Western Australia there are organisations which will assist consumers with any complaints or disputes 
they might have with businesses. 

I'm going to read some statements to you, could you say which one applies to you. Would you say: 
(Read response choices) 

SR 

I'm not aware that there are organisations which will assist consumers with disputes ................. 1 

I'm vaguely aware that there are organisations which will assist consumers with disputes .......... 2 

I'm reasonably aware that there are organisations which will assist consumers with disputes ..... 3 

I'm well aware that there are organisations which will assist consumers with disputes 

even if I don't know exactly who they are ...................................................................................... .4 

08 Generally speaking, if you had a dispute or complaint against a business, how confident would you feel in 
exercising your rights as a consumer to try to resolve the dispute without obtaining any assistance from 
an organisation? (Read response choices 1-4) 

SR 

Not at all confident ................................................ 1 

A little confident. .................................................... 2 

Reasonably confident ........................................... 3 

Very confident ....................................................... 4 

No knowledge in this area/Can't say .................... 8 

09 I have one final question about the laws which control how businesses can operate. 

In Western Australia there are laws which control how businesses operate so that consumers are 
protected against unfair practices. 

To what extent would you agree or disagree that these laws sufficiently protect consumers against unfair 
practices by businesses? (Read response choices 1-4) 

SR 

Strongly disagree .................................................. 1 

Disagree ................................................................ 2 

Agree .................................................................... 3 

Strongly agree ....................................................... 4 

No knowledge in this area/Can't say .................... 8 



Have you heard of Consumer Protection or the Department of Commerce?
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010

011

IF CONSUMER PROTECTION [code 2 in Q2] OR DEPARTMENT OF COMMERCE
[code 1 in Q21 NOT MENTIONED IN Q2 ASK Q10 - OTHERWISE GO TO Q11

SR
Yes 1

No 2

THAT'S ALL THE QUESTIONS FOR THE SURVEY ITSELF.
Record Gender:

SR

Male 1

Female 2

Q12 What is your combined household income before tax?
Less than $20,000 1
$20, 000 to $40,000 2
$40,000 to $60,000 3
$60,000 to $80,000 4
$80,000 to $100,000 5
$100,000+ 6
Refused 9

Q13 Do you identify as being Aboriginal or Torres Strait Islander?
Yes 1
No 2

Q14 Do you regularly speak a language other than English at home?
Yes 1 if Yes, which language? _
No 2

Q15 What is the postcode of your home address?

Thank you for your time. That completes the actual survey, but in case my supervisor needs to check my work
could I please have your name and a contact number. These details are only for our checking procedures.
Apart from the checking process, you will not be contacted again after this survey, nor will your name be
recorded on any database.

NAME _

INTERVIEWER NAME _

TELEPHONE NO _

INT NO _

I hereby certify that these interviews are accurate and complete, taken in accordance with my instructions and the
ICC / ESOMAR international code.

INTERVIEWERS SIGNATURE _ DATE _

All contents of this questionnaire remain the intellectual property of the Department of Commerce and
cannot be duplicated or copied to any other party

This questionnaire is the intellectual property of the Department of Commerce and has been developed for specific
use by Consumer Protection. This document and its content in entirety is strictly proprietary to the Department of
Commerce and may not be made available to anyone other than person(s) within the client organisation who are
designated to evaluate or otherwise make reference to the document. This questionnaire may only be made
available to other persons or organisations with the written permission of an authorised representative of the
Department of Commerce.
All rights reserved. No part of this document may be reproduced or transmitted in any form by any means,
electronic or mechanical, including photocopying and recording, or by an information storage or retrieval system
without written permission from the Department of Commerce.
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1. Executive Summary 

As a division of the Department of Commerce (Commerce), Consumer Protection promotes 

consumer protection and fair trading in Western Australia. 

Under the Commerce's 'effectiveness' KPI for annual reporting, Consumer Protection reports on 

two key measures: 

> "the extent to which consumers believe businesses generally act fairly towards 
consumers"; and 

> "the extent to which consumers believe they are well informed about their rights and 
responsibilities" . 

Consumer Protection has conducted an annual state wide telephone survey for the last eleven 

years to gather information about West Australian consumers perceptions of the marketplace in 

order to report on these two measures. 

Advantage Communications and Marketing (Advantage), an independent WA research 

consultancy, was commissioned to conduct the telephone survey on Consumer Protection's behalf 

for 2008/09. 

The questionnaire used was supplied by Consumer Protection and was the same as that used in 

previous years. 

Calling occurred over a two week period from 25th May 2009 to 9th June 2009. 

400 surveys were completed in metropolitan Perth and regional areas giving robust results with a 

maximum standard error ratio of +/-4.9% at the 95% confidence level. The response rate was 

62%. Further details on the research approach are provided in Section 2. 

Following is an overview of the results for the Key Performance Indicators. Detailed findings are 

provided in Section 3. 
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Summary of Findings

Consumer Protection 1Consumer Perceptions Survey 2008/09

Key Performance Indicators for 2008/09:

"The extent to which consumers believe businesses generally act fairly towards

consumers".

In 2008/09, over three quarters (77%) of respondents believed that businesses act fairly,

compared to 78% last year. This is above both the 70% target for annual reporting as well as the

average of 74% recorded in the previous 11 years.

"The extent to which consumers believe they are well informed about their rights and

responsibilities".

This year 64% believed they were well informed about their rights and responsibilities. Whilst this

is a decrease of 2% compared to last year's result, it is consistent with the average of 68% since

1997/98.

Consumers believe businesses generally act fairly towards customers

Consumers believe they are well informed about their rights and
responsibilities

77%

64%

78%

66%

Other Findings:

Unprompted, 44% of respondents named "Consumer Affairs or Consumer Protection" as an

organisation that provides information about the rights and responsibilities of Consumers (slightly

lower than last year 48%). 11 % mentioned the "Department of Commerce", Department of

Consumer and Employment Protection" or the "Ministry of Fair Trading", a decrease of 3% from

2007/08.
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When prompted, 9 out of 10 respondents (93%) said they had heard of Consumer Protection

or the Department of Commerce, up slightly from the 90% recorded last year.

One third (35%) of respondents indicated that they had "no concerns" about their rights and

responsibilities when dealing with businesses, compared with 17% last year.

The most frequently mentioned concerns about rights and responsibilities were with "honesty

getting what you pay for/misleading advertising" (22%) and with "after sales service" (20%).

Seven out of 10, or 72% of respondents agreed to some extent (either strongly agree or agree)

that ''the quality of mechanical repairs and servicing is satisfactory", compared with 68% last year.

48% of respondents expressed some sort of agreement with the statement that "car dealers

provide accurate information about warranties on motor vehicles", up 3% from 45% in 2007/08.

Nearly half (46%) of respondents agreed to some extent that the information provided by

salespeople about personal computers is clear, accurate and not misleading" a significant increase

from 33% reported last year.

61 % of respondents (compared with 57% last year) 'agreed' that "children's toys and play

equipment are safe, given their use".

Just over half, or 51 % of respondents disagreed to some extent that ''the information provided by

real estate agents is clear, accurate and not misleading", compared with 57% in 2007/08.

45% of respondents agreed to some extent that ''the travel industry has advertising which is clear,

accurate and not misleading" (compared to 40% who did so last year).

Nearly three quarters (73%) of respondents 'agreed' that the services provided by trades people

are satisfactory an increase of 4% compared with 2007/08.
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The majority or 88% of respondents agreed to some extent that "retail shops will exchange goods

if they were faulty or damaged when the consumer bought them" (with a result of 86% recorded

last year)

Seven out of ten or 69% of respondents 'agreed' (strongly agreed or just agreed) that they feel

confident the instruments used to measure weight and volume of goods are accurate compared

with 60% last year.

Seven out of 10, or 69% of respondents stated that they had not experienced an occasion

during the last 12 months where they felt that a business had dealt with them unfairly

(compared with 65% last year).

Where respondents felt that a business had dealt with them unfairly, the most common business

types mentioned were car dealers (5%), large retail chains (4%), clothing/retail outlets (4%), home

repair (4%) and phone companies (4%).

Of the 124 respondents who felt they had been treated unfairly, close to three out of ten mentioned

"Poor service delivery" (31 %), "Price related/over-charging/hidden charges" (32%) and "Dishonest

Sales Person" (28%).

Seven out of ten (70%) of respondents 'agreed' to some extent (either strongly agree or agree)

that businesses provide consumers with accurate information about the standard and

availability of goods and services (compared to 69% last year).

Three quarters (76%) of respondents agreed to some extent that consumers generally provide

fair and accurate information to businesses (an increase from 68% last year)

72% of respondents indicated they were either "well aware" or "reasonably aware" that there are

organisations in WA which assist consumers, compared with 76% who stated this in 2007/08.
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Nearly two thirds (63%) of respondents felt they were 'very confident' or 'reasonably confident' in

exercising their rights as a consumer to try to resolve a dispute without obtaining any

assistance from an organisation, compared with 72% last year.

In 2008/09 74% of respondents agreed to some extent that West Australian laws sufficiently

protect consumers against unfair practices by businesses, which is an 11% increase on the

2007/08 result.
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2. RESEARCH METHODOLOGY 

Population and Sample 

The population for the purpose of the survey was all Western Australian's aged 18 years or over. 

To ensure adequate representation of the WA population profile, survey quotas were set at 300 

metropolitan Perth interviews and 100 regional WA interviews. 

The samples for metro Perth and regional WA were taken from the White Pages and residents 

were selected at random from each area to achieve the survey quotas. Respondents in the 

household were selected using the 'birthday method' whereby the interviewer requested to speak 

to the person (aged 18 years or over) who was next in line to celebrate his or her birthday. 

Sampling was undertaken to ensure an even split of males and females. 

A total of 400 surveys were completed (a response rate of 62%) achieving a maximum standard 

error ratio of +/-4.9% at the 95% confidence level. This satisfies the requirements of the Office of 

the Auditor General for a maximum standard error ratio of +/- 5% at the 95% confidence level for 

annual reporting. 

Survey Design 

The questionnaire used was supplied by Consumer Protection and was the same as that used in 

previous years. Prior to commencement of the data collection, Advantage reviewed the question 

formats in close consultation with the Project Officer. 

A copy of the questionnaire used in the 2008/09 survey can be seen in Appendix I to this report. 
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Data Collection

Consumer Protection / Consumer Perceptions Survey 2008/09

Data was collected by telephone using the sample lists created from the White Pages. A total of

4319 dials were made between 25th May 2009 and 9th June 2009 to achieve the 400 completed

surveys. There were 245 contacts unable or unwilling to cooperate with the balance of dials being

no answer, engaged, wrong number etc. This gives a response rate of 62% overall.

The majority of residential calls were made in the late afternoon, early evening hours from around

4pm-8pm weekdays and Saturdays. Surveys were conducted in accordance with the requirements

of the Federal Privacy Act and the Australian Market & Social Research Society (AMSRS)

Professional Code of Conduct.

Following data collection, SPSS market research software was used to capture and analyse the

data collected from the surveys and to produce a statistical, tabular and graphical presentation of

responses.

The quality of data collected and the "completeness" of each survey was checked by our

supervisory staff before and after input. In addition, a minimum of 10% of all respondents were

recontacted to validate the information provided (as required by AMSRS Quality Standards).
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3. DETAILED FINDINGS

Consumer Protection / Consumer Perceptions Survey 2008/09

Following are the findings for the 2008/2009 Consumer Perceptions Survey completed with

400 Western Australian respondents.

The sample of 400 had a number of demographic sub groups (e.g. Gender, location, household

income and awareness* of Consumer Protection/Commerce), partially to ensure that the sample of

the population was representative but also to allow deeper analysis of the results to identify where

different groups may hold different opinions or behave differently. Where a statistically significant

difference between sub-groups has been found we have reported it here. Where no comment has

been made about sub-groups this means that there was no significant difference between them,

and the overall result can be considered to be relevant to any of the sub-groups.

* Due to the relatively small number or respondents who had not heard of Consumer Protection/Dept of Commerce results for these
subgroups should be viewed as indicative.

NB. It should be noted that some totals may not equal 100% due to rounding or multiple

responses being accepted for certain questions.
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Profile of Respondents

Consumer Protection / Consumer Perceptions Survey 2008/09

As outlined in the table below, female and male respondents were split fairly evenly (51 % female

vs. 49% male). 38% of respondents had a household income of less than $40,000, while 29%

lived in a household earning between $40,000 and $80,000 and a quarter (25%) had a household

income of more than $80,000 per annum.

Only 2% of respondents identified as being of Aboriginal or Torres Strait Islander origin while 11 %

of respondents were from a non English speaking background.

As per the targeted quotas, three quarters (75%) of interviewees were selected from metropolitan

Perth and a quarter (25%) from regional (country) WA.

Finally, most (93%) respondents had heard of Consumer Protection or the Department of

Commerce on prompting.

Gender

Male

Female

Household Income*

Less than $40k

$40k to $80k

More than $80k

Identify as ATSI

Yes

No

Language other than English

Yes

No

Location

Metro

Country

Aware of Department of Commerce (prompted)

Yes

49%

51%

38%

29%

25%

2%

98%

11%

89%

75%

25%

93%

No 8%

*Note, does not equal 100% as it excludes 10% ofrespondents who refused
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The Extent to Which Consumers Believe they are Aware of their Rights and
Responsibilities as a Consumer

The first question forms one of Consumer Protection's key performance indicators (KPls)

for 2008/09.

01 Firstly, I'm going to read some statements about your rights and responsibilities as a consumer
(when you buy goods and services from businesses). Generally speaking, would you say..?

I am not aware of my rights and responsibilities as a consumer

I am vaguely aware of my rights and responsibilities as a consumer

I am reasonably aware of my rights and responsibilities as a consumer

I am well aware of my rights and responsibilities as a consumer

As shown below, 46% of the respondents stated that they were "reasonably aware" of their rights

and responsibilities as a consumer while 18% indicated they were "well aware". A further 29% of

respondents said they were "vaguely aware". Only 7% of respondents felt that they were "not

aware" of their rights and responsibilities as a consumer.

Respondents from metro areas were slightly more likely to indicate that they were 'aware' (either

well aware or reasonably aware) of their rights and responsibilities as a consumer - 66% metro vs.

59% country. A larger proportion of country respondents stated they were not aware - 12%

country vs. 6% metro.

Figure 1 - Awareness of Rights and Responsibilities
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A higher proportion of respondents who had not heard of Consumer Protection or Department of

Commerce also felt they were "not aware" of their rights and responsibilities (27% of respondents

who had not heard of Consumer Protection or Department of Commerce compared with 6% who

had).

Those survey respondents from the middle income band of $40K-$80K were more likely to indicate

they were 'very aware' or 'reasonably aware' - 68% vs. 60% 'less than $40K' and 61 % '$80K plus'.

However the proportion of respondents 'not aware' was consistent across the income bands.

The figure below summarises the proportion of respondents who were either "reasonably" or "well"

aware of their rights and responsibilities as a consumer, as a combined percentage. This is the

statistic that Consumer Protection track as a KPI within the annual report.

This year's result is 64% compared to 66% in 2007/08. Although there has been a slight decrease

of 2%, the difference is not significant and the result this year is consistent with the average of

68% recorded over the previous eleven years.

Figure 2 - The extent to which consumers believe they are well informed about their rights and

responsibilities.
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Concerns Consumers Have about Their Rights and Responsibilities when
Dealing with Businesses

Q1a As a consumer, what concerns do you have about your rights and responsibilities
when dealing with businesses?

This question was unprompted and multiple responses were allowed. As shown in the table

below, just over one third (35%) of respondents indicated that they had "no concerns" about their

rights and responsibilities when dealing with businesses. (This compares with 17% who said they

had "no concerns" in 2007/08).

>3 Total Location 2008/09 Total
.... 2008/09 Metro Country 2007/08

L.,.... ~..,
,r N=400 N=300 N=100 N=400

0/0 0/0 0/0 %

No concerns 35 32 44 17

Honesty / getting what you paid for / 22 23 19
misleading advertising

After sales service 20 20 20

Being informed of purchase / product / contract 8 5 3 11

Attitude of customer service personnel 7 7 4

Being overcharged for purchases / being 6 7 3 15
charged the right price

Poor product quality 6 7 1 19

To be given a fair go / respected 6 6 8

Legal rights of the customer 4 3 5

To be listened to/taken seriously when making 3 3 3
a complaint

That businesses know their 2 2 1
rights/responsibilities

Big businesses are creating monopolies 1 1

Concerns about origin or product / labelling '1 1

Credit card issues / security 1 1

Legitimacy of business 1 1

Telemarketing / intrusive sales 1 1

Tradesmen turning up on time 1 1

Who/where to go to complain 1 1

Others .3 .3

Privacy issues .3 .3

Warranty

Don't know 3 2 5
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The most frequently mentioned concerns were with "honesty - getting what you pay for/misleading 

advertising" (22%) and with "after sales service" (20%). These concerns were also the most 

frequently mentioned in 2007/08. Concerns with "being overcharged for purchases", "attitude of 

customer service personnel" and "poor product quality" were significantly lower this year. 

In this year's survey a significantly higher proportion of country respondents had "no concerns" -

44% in country WA compared with 32% in metro areas. Those respondents who had not heard of 

Consumer Protection or Commerce were also more likely to have no concerns - 47% heard of vs. 

34% not heard of. 

On the whole, where respondents had concerns there was little significant difference between the 

proportions of each type of concern mentioned by metro and country respondents. The exception 

was "poor product quality" where a greater proportion of metro respondents were concerned with 

this compared with country respondents (7% metro vs. 1 % country). 
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Awareness of Organisations which Provide Information about the Rights and

Responsibilities of Consumers

Unprompted Awareness
Respondents were asked to specify whether they were aware of any organisations that provide

information about the rights and responsibilities of consumers.

02 Information is available from various organisations about the rights and
responsibilities of consumers. Can you think of any organisations which would
provide this information?
It should be noted that this question was an unprompted assessment and multiple responses were accepted.

As last year, "Consumer Affairs or Consumer Protection" received the most unprompted mentions

- 44% of respondents naming them as organisations which would provide information about the

rights and responsibilities of consumers. 11 % either mentioned the "Department of Commerce" or

one of it old names i.e. "Department of Consumer and Employment Protection/DOCEP" or the

"Ministry of Fair Trading". "Choice Magazine" was mentioned by 11 % of respondents, the

"Ombudsman by 8% and the "Citizens Advice Bureau" by 7%. Several other organisations were

mentioned by 5% of respondents or less (see Table below).

27%, or one in four respondents indicated that they have "no knowledge in this area" and could not

name unprompted any organisations that provide information about rights and responsibilities of

consumers.

Table 4 Total Location 2008/09 Total

VI_

.~ ~?-?~~~~~ri;~i,~{;~~mt:n
2008/09 Metro Country 2007/08

N 400 N 300 N 100
0/0 0/0 0/0

Consumer Affairs / Consumer Protection 44 44 43 48

Choice Magazine 11 11 9 9

Commerce/ Fair Trading / DOCEP 11 10 11 14

Ombudsman 8 7 11 12

Citizens Advice Bureau 7 8 2 4

ACCC 5 6 3 4

Large retail chains/retailers 3 1 2

Lawyer / solicitor 2 2 3 2

Small Claims Tribunal 1 1 0 1

Local member of Parliament 1 1 1 2

Insurance companies (e.g. RAe) .3 .3

Consumer advocacy groups .3 .3 1

Other 5 5 4 13

No knowledge in this area / can't say 27 25 30 26
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Respondents in metro Perth and country areas were equally likely to name "Consumer Protection/ 

Consumer Affairs" unprompted. 

Prompted Awareness 

Towards the end of the questionnaire, all respondents were asked whether they had heard of 

Consumer Protection or the Department of Commerce. 

010 Have you heard of Consumer Protection or the Department of Commerce? 

The majority (93%) of respondents had heard of Consumer Protection or the Department of 

Commerce when prompted with the name. This percentage is slightly higher than reported in the 

two previous surveys of (see table below). 

Figure 3- Have you heard of Consumer Protection or the Department of Commerce? 
(2005/06 n=400, 2006/07 n=400, 2007/08=400, 2008/09=400) 

TOTAL Male Female Metro Country 

100%~--------------------------------------------------------------------~ 
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0% 
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05/06 06/07 07/08 08/09 05/06 06/07 07/08 08/09 05/06 06/07 07/08 08/09 05/06 06/07 07/08 08/09 05/06 06/07 07/08 08/09 

As last year, the level of awareness across gender and location was broadly the same (see chart 

above) while the higher the income band the more likely the respondent was to have heard of 

Consumer Protection and Consumer Protection/Commerce - 95% of those respondents with a 

household income of more than $80K compared to 93% of those respondents with a household 

income of $40K - $80K and 89% where household income was less than $40K. 
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Consumer Perceptions of Different types of Businesses/Services

In order to assess respondents' attitudes to the integrity of a number of different types of

businesses and services, each respondent was read a number of statements (in rotated order in

order to reduce order bias) and asked to specify the extent to which they agreed or disagreed with

that statement.

03 I'm going to read a series of statements and then ask the extent to which you agree or disagree
with them. In answering these questions, use either your own experiences or what you have
come to know through other people's experiences.
Generally speaking, would you agree or disagree with the following ....(then ask extent Le. if
say "agree" then ask; is that "strongly agree" or "agree")

Results in relation to these statements (for 2005/06, 2006/07, 2007/08 and the current survey

2008/09) are summarised in Figure 4a below and in Figure 4b overleaf.

As seen in the previous three annual surveys, the statement "retail shops will exchange goods if

they were faulty or damaged when the consumer bought them (assuming the customer didn't know

about the damage)" received the highest net agreement rating, with 88% this year (see Figure 4b).

This was followed by "services provided by trades people are satisfactory" and "the quality of

mechanical repairs and servicing that is carried on motor vehicles is satisfactory", receiving 73%

and 72% respectively.

Figure 4a To what extent do you agree or disagree with each of the following statements...?
(2005/06 N=400, 2006/07 N=400, 2007/08 N=400, 2008/09 N=400)
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The statement receiving the highest net disagreement was "Advertising in the travel industry is

clear, accurate and not misleading" with 46%. 40% of respondents "disagreed" to some extent

with the statement that "Car dealers provide accurate information about warranties on motor

vehicles" and another 40% "disagreed" with "The information provided by real estate agents and

representatives is clear, accurate and not misleading" (although significantly less than last year).

Approximately one third of all respondents also disagreed that "Information provided by

salespeople about personal computers is clear, accurate and not misleading" (34%).

All statements have shown increases in levels of "agreement" from last year. The most significant

increases in agreement were seen for 'The information provided by real estate agents and

representatives is clear, accurate and not misleading" (up 19%) and "Information provided by

salespeople about personal computers is clear, accurate and not misleading" (up 13%).

Figure 4b To what extent do you agree or disagree with each of the following statements...?
(le.B N=410, 2006/07 N=400,2007/08 N=400, 2008/09 N=400)
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Statement A "the quality of mechanical repairs and servicing that is carried on motor 

vehicles is satisfactory" 

As summarised in Table 5 below, seven out of 10 or 72% of respondents agreed to some extent 

that the quality of mechanical repairs and servicing is satisfactory - 3% "strongly agreed" and 68% 

"agreed" with this statement. Male and country respondents were more likely to 'agree' (either 

agree or strongly agree) with this statement to some extent. 

Table 5 The quality of Total Total Gender Location 
mechanical repairs 

Male Female Metro Country and servicing that is ! 

carried out on motor 
2009 2008 

vehicles is N=400 N=400 N=195 N=205 N=300 N=100 
satisfactory 0/0 % 0/0 0/0 0/0 0/0 

Strongly disagree 3 7 1 4 3 2 

Disagree 21 21 21 22 23 16 

t~EI'DfSAGRE~· •••• ·" .•...... } .••.•. . ,'," 
"1~2_ 28 I~.G~~~·~~) ~. 1'~26 .••.•• .I.~·<~~i~~~.~; . 

:.e. .... ,Yc'. 

Agree 68 58 71 66 65 78 

Strongly agree 3 10 3 3 4 1 

NET AGREE '.' 72 .•.. 68 I J 74< IX 69 . !.' 69 ... •· 79···· 
'. . '.:.: ''..::.c .2. ~ 

I .:.::. ',' 

N/ A / can't say 5 5 5 5 5 3 

Figure 5- The quality of mechanical repairs and servicing that is carried out on motor vehicles is 

satisfactory 

Q) 
0"> 
2 
c 

~ 
Q) 
Q.. 

o 
Strongly disagree Disagree Agree Strongly agree 

182005106 1112006/07 02007/08 1!l2008/091 

20 

N/A Can't 
say 



ADVANTAGE 
COMMUNICATIONS AND MARKETING Consumer Protection / Consumer Perceptions Survey 2008/09 

A larger proportion of respondents who were "not aware" of Consumer Protection or Commerce 

agreed to some extent (either strongly agree or agree) that the quality of mechanical repairs 

carried out on motor vehicles is satisfactory - 80% of those not aware of Consumer Protection / 

Commerce compared with 71 % aware of Consumer Protection/Commerce). 25% of 'aware' 

respondents disagreed compared with 13% of those respondents not aware of Consumer 

Protection/Com merce. 

Households with higher incomes were more likely to 'agree' that the quality of mechanical repairs 

and servicing is satisfactory ("net agree" results: more than $80K - 76%, $40 to $80K - 75% and 

less than $40K- 67%). However, levels of disagreement were consistent across the income 

bands, the difference being a high level of "can't say" amongst the less than $40k band (10% 

compared to 1 % or less for the other two income bands). 
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Statement B "car dealers provide accurate information about warranties on motor vehicles"

Close to half, or 48% of respondents expressed some sort of agreement with the statement that

car dealers provide accurate information about warranties on motor vehicles (compared with 45%

in 2007/08). These "net agree" responses were split between 2% "strongly agree" and 46%

"agree". 40% disagreed to some extent with this statement, 5% stating they strongly disagree and

35% just disagree.

Levels of net agreement/disagreement were fairly consistent across gender and location although

a slightly higher proportion of country compared to metro respondents 'disagreed' to some degree.

Figure 6- Car dealers provide accurate information about warranties on motor vehicles
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As last year, a larger proportion of respondents who had heard of Consumer Protection/Commerce 

indicated that they disagreed with the statement that car dealers provide accurate information 

about warranties on motor vehicles - 40% of those aware of Consumer Protection/Commerce 

versus 33% of those not aware of Consumer Protection/Commerce. 

Respondents from households in the higher household income brackets of $40-$80K and more 

than $80K per annum were more likely to disagree to some extent that car dealers provide 

accurate information about the warranties on motor vehicles - 43% among those earning $40 to 

$80K and 42% among those earning more than $80K compared with 35% earning less than $40K 

per annum. 
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Statement C "Information provided by salespeople about personal computers is clear, 

accurate and not misleading" 

As shown below, there was a large proportion of not applicable or can't say responses in relation 

to this statement (20%) although this was significantly less than the 32% recorded last year. This 

proportion was higher amongst country respondents. 

Just under half (46%) of respondents agreed to some extent with the statement, whilst a third 

(34%) disagreed (compared with 33% and 36% respectively reported last year). The level of 

agreement was slightly higher among male and metro Perth respondents. 

Table 7 Information Total Total Gender Location 
provided by 

2009 2008 Male Female Metro Country salespeople about 
personal N=400 N=400 N=195 N=205 N=300 N=100 computers is 

0/0 % 0/0 0/0 0/0 0/0 clear, accurate 
and not 
misleading 

Strongly disagree 5 7 6 3 5 5 

Disagree 29 29 26 32 30 27 

NE.TDISAGREE 
':", ;'.' Ic}34;;;~ 36 1<,;;'('32'~';~~ 1<·;;.~5·.·'; I.X~4· I ;<:3~;, 

' .,.'; .,' 
Agree 43 31 47 40 45 39 

Strongly agree 3 2 2 3 2 4 

I;~ETAGREE/ '49<.'··' •• 1.,<.·43.· .•• ·· I> '43 
' ",' 

.:. 

~6 33 47 .. , . ." 

Q) 

OJ 
19 
c 
Q) 

2 
Q) 
Cl.. 

N/ A / can't say 20 32 19 22 19 25 

Figure 7-lnformation provided by salespeople about personal computers is clear, accurate and not 

misleading 

Strongly disagree Disagree Agree Strongly agree N/A Can't say 

1_2005/06 lil2006/07 02007/08 lil2008/09 1 
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Respondents who had heard of Consumer Protection/Commerce were more likely to agree with 

the statement "Information provided by salespeople about personal computers is clear, accurate 

and not misleading" - 47% among those aware versus 37% among those not aware of Consumer 

Protection/Commerce ). 

There was a larger proportion of not applicable/can't say responses within lower income 

households (less than $40K - 31% compared with $40K to $80K - 13% and more than $80K - 9%). 

Respondents from the higher household incomes of $40K-$80K and more than $80K per annum 

were more likely to disagree to some extent with the statement - 43% among those earning $40 to 

$80K and 44% among those earning more than $80K compared with 23% earning less than 

$40K. 

25 



ADVANTAGE 
COMMUNICATIONS AND MARKETING Consumer Protection / Consumer Perceptions Survey 2008/09 

Statement D "Children's toys and play equipment are safe, given their intended use" 

61 % of respondents (4% more than last year) 'agreed' that "children's toys and play equipment are 

safe, given their use" (4% "strongly agreed" and 57% just "agreed"). 

A slightly higher percentage of women and metro residents disagreed. The proportion of men who 

"couldn't say" was significantly higher than for women (22% compared to 9%). 

Table8 Children's toys Total Total Gender Location 
and play 

2009 2008 Male Female Metro Country equipment are 
safe, given their N=400 N=400 N=195 N=205 N=300 N=100 intended use % % % % % % 

Strongly disagree 2 4 - 4 2 2 

Disagree 22 27 19 24 25 13 

1<~Ei>DIS~GREE.. ..•.. . '.' 
, ;, 

.' .i4t 31 '>$.~~; ~;~. ····<'?:~,.t L:i5'~J .':, ; p ~c.:: -"-
Agree 57 55 55 58 55 62 

Strongly agree 4 2 4 4 5 2 
.. .;. > . 59' .. . .... 

NET AGREE. . 61 57 . 62 .•... . ... 60 64 

N/ A / can't say 15 12 22 9 13 21 

Figure 8- Children's toys and play equipment are safe, given their intended use 
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There were no significant differences between sub groups of respondents based on awareness of 

Consumer Protection/Commerce. 

Respondents earning higher incomes were more likely to agree that children's toys and play 

equipment are safe, given their intended use - 66% of those earning $40 to $80K and 69% of 

those earning more than $80K compared with 53% of those earning less than $40K. A larger 

proportion of the lower income group "couldn't say" - 19% compared to 11 % $40 to $80K and 9% 

$80k+. 
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Statement E "The information provided by real estate agents and representatives is clear,

accurate and not misleading"

40% of respondents disagreed to some extent (either strongly disagreed or disagreed) that the

information provided by real estate agents is clear, accurate and not misleading. However, this is

significantly less than the 57% who disagreed in 2008. A further 51 % 'agreed' (strongly agreed or

agreed), a significant increase from 32% last year. Country respondents were significantly less

likely to "disagree" with this statement whilst male and country respondents were slightly more

likely to agree. A higher proportion (16%) of country respondents "couldn't say".

Figure 9- The information provided by real estate agents and representatives is clear, accurate

and not misleading
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A larger proportion of respondents who were not aware of Consumer Protection/Commerce 

indicated that they agreed with the statement that the information provided by real estate agents 

and representatives is clear, accurate and not misleading - 63% of those respondents not aware 

of Consumer Protection/Commerce compared with 50% aware of Consumer 

Protection/Com merce. 

There was no significant difference between sub groups of respondents based on income when it 

came to agreement or disagreement with this statement. 
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Statement F "Advertising in the travel industry is clear, accurate and not misleading".

45% of respondents agreed to some extent that the travel industry has advertising which is clear,

accurate and not misleading (compared to 40% who did so last year). These responses were split

between 43% of respondents who "agreed" and 2% who "strongly agreed".

However, 46% of respondents disagreed with this statement (compared with 47% last year) - split

41 % who disagreed and 5% who strongly disagreed. As shown below, there were no marked

differences based on gender or location sub-groups. However, metro respondents were slightly

more likely to disagree than country respondents.

Strongly disagree

Figure10- Advertising in the travel industry is clear, accurate and not misleading
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Respondents who had heard of Consumer Protection/Commerce were more likely to disagree with 

this statement (46% among those aware of Consumer Protection/Commerce versus 33% among 

those not aware of Consumer Protection/Commerce). 

A larger proportion of those respondents in households earning over $80K indicated that they 

disagreed that advertising in the travel industry is clear, accurate and not misleading (more than 

$80K - 51 %, $40 to $80K - 45% and less than $40K - 42%). However, levels of agreement 

across the income band sub groups were fairly consistent. Respondents whose household 

income is less than $80K were more likely to respond "can't say" than the upper income band -

13% less than $40k, 11 % $40-$80k and 5% $80k+. 
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Statement G "The services provided by trades people such as plumbers, electricians, fridge 

and washing machine repairers are satisfactory". 

Nearly three quarters, (73%), of respondents 'agreed' (either strongly agreed or agreed) that the 

services provided by trades people are satisfactory, (compared with 69% in 2007/08). These 

responses were split between 5% strongly agree and 67% agree. Country respondents were more 

likely than metro respondents to agree with this statement. 

Table 11 The services Total Total Gender Location 
provided by trades 

2009 2008 Male Female Metro Country people such as 
plumbers, 

N=400 N=400 N=19S N=20S N=300 N=100 electricians, fridge 
& washing machine % % % 0/0 % 0/0 

repairers are 
satisfactory 

Strongly disagree 3 6 3 3 4 2 

Disagree 21 21 19 23 22 19 

'NEiDiS~GREE ..... ··.cc .•... .. '< ...................... 1'~~!)Lii I.. ....~ 27 I~~~/?~·f·· • I~;ji~'l •••• · ·'~~··i;· 1< .... ii: .... · . 
Agree 67 66 68 66 65 74 

Strongly agree 5 3 6 4 6 4 

I·NE'f .6.(iREE ... 
.. .. 73 ..•.. <74 

.. " ..... .. ····78 .... . .... . . < . 69 ··0 .. 71 71 

N/ A / can't say 3 4 4 2 4 1 

Figure 11 - The services provided by trades people such as plumbers, electricians, fridge & 

washing machine repairers are satisfactory 
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There were no significant differences between sub groups of respondents based on awareness of 

Consumer Protection/Commerce or household income when it came to agreement or 

disagreement with this statement. 
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Statement H "retail shops will exchange goods if they were faulty or damaged when the

customer bought them (assuming the customer didn't know about the damage)".

The majority or 88% of respondents agreed to some extent with this statement (compared to 86%

last year) - 12% indicated they 'strongly agreed' and 77% said they 'agreed'. As shown in the

table below, a significantly larger proportion of males agreed with this statement compared with

female respondents (12% more).

Figure 12 - Retail shops will exchange goods if they were faulty or damaged when the customer bought
them
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A larger proportion of respondents who had heard of Consumer Protection/Commerce indicated 

that they agreed with this statement - 89% aware vs. 73% not aware. 

Respondents from households in the higher household income bracket of more than $80K per 

annum were more likely to agree to some extent that retail shops will exchange goods - 93% 

among those earning more than $80K compared with 86% of those earning $40 to $80K and 85% 

earning less than $40K. 
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Statement I "When I am buying fresh foods, pre-packaged grocery items, meat or fuel I feel

confident that the instruments used for measuring weight and volume of goods are

accurate."

Seven out ten survey respondents (69%) agreed (either strongly agreed or just agreed) that they

feel confident that the instruments used to measure weight and volume of goods are accurate

(compared with 60% last year). This level of net agreement breaks down as 4% "strongly agree"

and 66% "agree". As last year, higher proportions of men and country respondents expressed

agreement with this statement.

Figure 13 - When I am buying fresh foods, grocery, meat or fuel I feel confident that weighing
instruments are accurate
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There were no significant differences between sub groups of respondents based on awareness of

Consumer Protection/Commerce or household income.
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Occasions in Last 12 Months when Businesses Have Dealt Unfairly with 
Respondents, as a Consumer 

Q3i In the last 12 months, have you had any occasions when you feel that a business has 
dealt unfairly with you? 
Q3ia. What type of business was it? 
Q3ib. and in what way do you feel you were dealt with unfairly? 
Ask; "Were there any other occasions in the last 12 months?" Multiple responses allowed 

Seven out of 10 or 69% of respondents stated that they had not experienced an occasion during 

the last 12 months where they felt that a business had dealt with them unfairly (compared with 

65% last year). 

31 % or 124 of the 400 respondents felt that a business had dealt unfairly with them in the last 12 

months. Where respondents felt that a business had dealt with them unfairly, a broad range of 

types of business were involved (see table below), with car dealers/workshops, clothing/retail 

outlets, home repairs, large retail chains and phone companies receiving the most mentions. 
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-
~"~'r~~j'l

Total Total Total Total.
2008/09* 2007/08* 2006/07* 2005/06

r ••

:'~.. ~: I:~ N=400 N=400 N=400

equals
0/0 0/0 0/0

"less.

Car dealers / workshops 5

Clothing / retail outlet 4

Home repairs 4

Large retail chain 4

Phone company 4

Builders 2 5 0 3

Electrical/computer repairs 2 2 3

Real estate agents 2 1 2 3

Audio/stereo outlet 1 0

Banks/financial institutions 1

Furniture repairs 1 0

Internet Service Provider 1 -
Restaurant / food outlet 1

Travel agent 1 1

Credit card companies 0 0

Healthcare/medical 0

Insurance agents 0

Hardware shop -
Pest control - 0

Petrol station - 1 1

Others 3

No such occasions 69

Both female and metro Perth respondents were more likely to have experienced a problem in the

last 12 months - 34% female vs. 28% male and 35% metro vs. 20% country. A larger proportion

of respondents who had heard of Consumer Protection/Commerce had also experienced problems

(32% vs. 23%).
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Respondents who felt they had been treated unfairly by a business during the last 12

months were asked in what way they felt they had been treated unfairly.

'Poor selVice delivery" and "Price related/over-charging/hidden charges" were each mentioned by

three out of ten respondents who felt they had been treated unfairly (31 % and 32% respectively).

A further 28% also mentioned a "Dishonest sales person" and 22% that "the product broke down

quickly'~

As shown in the table below, where respondents mentioned that "the product broke down quickly",

car dealers/workshops received the most mentions. Phone companies received a higher

percentage of "poor service delivery" complaints and a greater proportion of complaints about a

"dishonest sales person" and "over charging" were about home repair companies

Electrical/computer repairs 15 15 5 20 5 3

Car dealers / workshops 11 26 10 13 15 26

Internet Service Provider 7 4 5 5 6

Phone company 7 7 20 7 8 17

Large retail chain 22 11 10 20 11

Home repairs 7 7 15 7 23 6

Insurance agents 3 6

Real estate agents 4 2 7 5 11

Clothing / retail outlet 11 4 5 13 5 6 6

Travel agent 5 3 3

Builders 4 4 15 6

Credit card companies 3

Furniture repairs 4 2 3

Restaurant / food outlet 7 2 3 3 6

Hardware shop

Banks/financial institutions 7 5

Healthcare/medical 2 3 6

Audio/stereo outlet 4 4 2 7 2 3

Others 11 7 5 5 3 6
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Level of Agreement that Businesses Generally Provide Consumers with
Accurate information about the Standard and Availability of Goods and
Services

04. Thinking now about all different types of businesses, businesses have a responsibility
to provide consumers with accurate information about goods and services.

To what extent would you agree or disagree with the statement - "Generally speaking,
businesses provide consumers with accurate information about the standard and
availability of goods and services". Would you say you..? Strongly disagree, disagree, agree, Strongly agree

70% of respondents 'agreed' to some extent (either strongly agree or agree) that businesses

provide consumers with accurate information about the standard and availability of goods and

services (slightly higher than last year, 69%). These levels of agreement were split between

'strongly agree' (2%) and 'agree' (68%).

28% of respondents disagreed to some extent with this statement (compared with 26% last year) 

25% just "disagreed" while 3% "strongly disagreed". A further 2% of respondents indicated that

they had no knowledge in this area or couldn't say.

Figure 14 Businesses provide consumers with accurate information about the standard and
availability of goods and services
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Figure 15 Businesses provide consumers with accurate information about the standard and
availability of goods and services (Net 'Agreement')
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A slightly larger proportion of respondents from country areas indicated that they agreed to some

extent that businesses provide consumers with accurate information about goods and services 

74% of country respondents compared with 69% of metro respondents. Male respondents were

also more likely to agree (74%) compared with females (66%).

Respondents "not aware" of Consumer Protection/Commerce even after prompting were more

likely to agree - 77% vs. 70%. There were no evident differences in opinion between the other

subgroup of household income.
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level of Agreement that Businesses Generally Act Fairly to Consumers

This question forms one of Consumer Protection's key performance indicators (KPls) for

2008/09

05 Still thinking about different types of businesses.
To what extent would you agree or disagree with the statement - "Generally
speaking, businesses act fairly in relation to consumers" . Would you say you ..? Strongly
disagree, disagree, agree, Strongly agree

This second KPI is the extent to which consumers believe that businesses act fairly toward

consumers. This year 77% of respondents stated that they agreed to some extent with this

statement (78% in 2007/08) - 3% of respondents "strongly agreed" and 75% "agreed".

Overall, 21 % of respondents disagreed with this statement (compared to 19% last year). These

responses were split 20% "disagree" and 1% "strongly disagree". A further 2% of respondents

indicated that they had no knowledge in this area or couldn't say.

Figure 16- Businesses act fairly in relation to consumers
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There were no evident differences in opinion between subgroups of gender and location.
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A larger proportion of respondents who had heard of Consumer Protection/Commerce agreed with

this - 78% vs. 70% not aware. Respondents from the highest and lowest income brackets were

more likely to agree that businesses act fairly in relation to consumers compared with middle

income households (more than $80K - 80%, less than $40K - 77% compared with 70% $40 to

$80K).

As shown below, the level of agreement of 77% recorded this year is consistent with the last two

years results and remains above the target of 70%.

Figure 17 & 18- Businesses act fairly in relation to consumers (Net 'Agreement')
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Level of Agreement that Consumers Generally Provide Accurate Information
to Businesses

Q6 Thinking now about consumers.

Consumers have a responsibility to provide fair and accurate information to businesses, for
example, when trying to obtain a refund or exchange, or when making a complaint against a
business. To what extent would you agree or disagree with the statement:

"Generally speaking, consumers provide fair and accurate information to businesses"?
Would you say you..? Strongly disagree, disagree, agree, Strongly agree

Three quarters (76%) of respondents agreed to some extent that consumers generally provide fair

and accurate information to businesses (significantly higher than the 68% last year) -72% "agreed"

and 4% "strongly agreed" with this statement.

However, 21 % of respondents disagreed to some extent - a fifth (19%) said they disagreed and

2% strongly disagreed. A further 4% of respondents indicated that they had no knowledge in this

area or couldn't say.

Figure 19 Consumers provide fair and accurate information to businesses
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Figure 20 Consumers provide fair and accurate information to businesses
(Net 'Agreement')
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There were no evident differences in opinion between the subgroups of gender, location, income

and awareness of Consumer Protection/Commerce.
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Level of Awareness that there are Organisations in WA who Will Assist
Consumers with Disputes

Q7 In Western Australia there are organisations, which will assist consumers with any complaints
or disputes, they might have with businesses.

I'm going to read a series of statements to you and ask you to say which one applies
to you? Would you say..?

I'm not aware that there are organisations which will assist consumers with disputes
I'm vaguely aware that there are organisations which will assist consumers with disputes

I'm reasonably aware that there are organisations which will assist consumers with disputes
I'm well aware that there are organisations, which will assist consumers with disputes even

if I don't know exactly who they are

38% of respondents indicated they were "well aware" that there are organisations in WA which

assist consumers with disputes (compared with 43% last year), while 35% indicated they were

"reasonably aware" (33% last year). A further 22% were only "vaguely" aware and 6% stated they

were "not aware" that there are organisations which will assist consumers with disputes (compared

with 20% and 4% respectively in 07/08).

As can be seen in the figure below, the "well aware" proportion is slightly lower than in 2007/08 but

"not aware" is largely consistent.

Figure 21 Awareness of organisations which assist consumers with
disputes
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Respondents from metro Perth areas were more likely to be well aware (39% of metro

respondents vs. 32% of country respondents), as were male respondents (41 % of male

respondents vs. 35% of female respondents).

Perhaps not surprisingly a significantly larger proportion of respondents who had not heard of

Consumer Protection/Commerce indicated that they were not aware of organisations which assist

consumers (40% among those not aware of Consumer Protection/Commerce versus 7% among

those aware of Consumer Protection/Commerce).

Figure 22 Awareness of organisations which assist consumers with disputes
(Net 'Awareness')
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0.3

Level of Confidence in Ability to Exercise Rights as a Consumer to Try and
Resolve Complaints without obtaining Assistance

08 Generally speaking, if you had a dispute or complaint against a business, how
confident would you feel in exercising your rights as a consumer to try to resolve the
dispute without obtaining any assistance from an organisation?
Not at all confident, a little confident, reasonably confident, very confident

16% of respondents felt they were 'very confident' in exercising their rights as a consumer to try to

resolve a dispute without obtaining any assistance, compared to 22% last year. In addition, just

under half (47%) were reasonably confident and 23% were a little confident. Only 14% of

respondents indicated they were not at all confident in exercising their rights as a consumer

without obtaining assistance from an organisation. One respondent indicated they "had no

knowledge in this area. As can be seen in the figure below, the proportion of respondents who

were "reasonably" or "very" confident has decreased compared to last year. However the

proportion of respondents "not at all confident" is consistent with previous years.

Figure 23 Confidence in exercising rights as a consumer to resolve disputes without obtaining
any assistance from an organisation
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A higher proportion of females and metro respondents indicated they were not at all confident

(17% female vs. 10% male and 18% metro vs. 12% country). However, a higher proportion of

males were "very confident" - 19% compared to 13% females.

Respondents who had heard of Consumer Protection/Commerce were more likely to be "very

confident" or "reasonably confident" in their ability to exercise their rights as a consumer without

assistance from any organisation (65% of respondents who had heard of Consumer

Protection/Commerce versus 33% who were not aware).

Respondents in the higher household income bracket of more than $80K per annum were more

likely to be "very confident" or "reasonably confident" (55%) compared with $40-$80k (46%) and

less than $40k (42%) income bands. The lower income bracket of less than $40k were more likely

to say "not at all confident" compared with the other income groups (17% compared to 12% $40

$80k and 10% more than $80K.

Figure 24 Confidence in exercising rights as a consumer to resolve disputes without obtaining
any assistance from an organisation (Net 'Confidence')
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Level of Agreement that WA Laws Sufficiently Protect Consumers Against
Unfair Practices by Businesses

09. Finally, in Western Australia there are laws, which control how businesses
operate so that consumers are protected against unfair practices.

To what extent would you agree or disagree that these laws sUfficiently
protect consumers against unfair practices by businesses? Would you say..?
Strongly disagree, disagree, agree, Strongly agree

In 2008/09, 74% of respondents agreed to some extent that West Australian laws sufficiently

protect consumers against unfair practices by businesses, which is an 11 % increase on the

2007/08 result. These responses were split between 71% who said "agree" and 3% who "strongly

agreed".

Just under a fifth (18%) of respondents disagreed with this statement (17% of respondents

"disagreed" and 2% "strongly disagreed") while the remainder (8%) indicated that they had no

knowledge in this area.

Figure 25 West Australian laws protect consumers against unfair practices by businesses
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Figure 26 West Australian laws protect consumers against unfair practices by businesses (Net
'Agreement')
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Males were slightly more likely to agree with this (76%) compared with females (71 %). There were

no significant differences based on location.

A larger proportion of respondents who had heard of Consumer Protection/Commerce agreed

(70% aware vs. 60% not aware). Respondents not aware of Consumer Protection/Commerce

were more likely to have "no knowledge" in this area (30% not aware vs. 7% who were aware).

It appears that respondents in the highest and lowest household incomes brackets were more

likely to agree to some extent that West Australian laws protect consumers against unfair practices

by businesses (more than $80K - 77% and less than $40K - 76% compared with $40 to $80K 

67%).
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LEGISLATIVE COUNCIL ESTIMATES AND FINANCIAL OPERATIONS 
COMMITTEE 

Date of Hearing: Monday 21 June 2010 

Supplementary Information No: A7 

Division: 72 Department of Commerce 

Transcript page no: 14 

Question: Mr Ken Travers asked for further information about shifts in the 
assessment of Consumer Protection regulatory compliance. 

Answer: The extent to which traders comply with regulatory requirements is 
monitored by the findings of proactive inspections undertaken each year by the 
Consumer Protection Division of the Department of Commerce. In preparation for 
2010/11 Consumer Protection undertook a review of the areas inspected which 
resulted in the total number of inspections increasing from an estimated actual figure 
of 17,000 to 22,000 and expected compliance rates dropping slightly from 95% to 
90%. 

The key changes which occurred were: 
• the removal of 1,000 inspections with an estimated compliance rate of 97% 

undertaken by the Trading Standards Branch (due to the transfer ofthe Branch's 
functions to the Commonwealth); 

• the removal of 500 inspections with an estimated compliance rate of 98% 
undertaken by the Petroleum Products Pricing Unit (due to anticipated 
regulation changes); 

• the addition of 600 inspections across two areas monitored by the Motor 
Vehicles Branch for which average compliance rates of 88% are expected; 

• the addition of 3,500 inspections across two areas monitored by the Real Estate 
Branch for which average compliance rates of 77% are expected; and 

• the addition of 2,000 inspections across seven areas monitored by the Retail and 
Services Industries Branch for which average compliance rates of 88% are 
expected. 

Inspections have been added to the indicator in an effort to increase the focus on areas 
where it is felt a higher level of risk exists for consumers. 



LEGISLATIVE COUNCIL ESTIMATES AND FINANCIAL OPERATIONS
COMMITTEE

Date ofHearing: Monday 21 June 2010

Supplementary Information No: A8

Division: 72 Department of Commerce

Transcript page no: 15

Question: Mr Ken Travers asked, in relation to the department's explanation of the
total cost of services for Science, Innovation and Business in 2011/12 and 2012/13,
why is there not a greater decline for 2013/14?

Answer: - The budgeted estimate of cost of each service for 2010/11 is based on the
expected salary and wages costs, and other costs, including grants, in providing those
services in 2010/11.

For the purposes of projections into the Forward Estimate years, the total cost of all
services in the outyears is then allocated to each service on the same percentage of
total budgeted costs in 2010/11.



LEGISLATIVE COUNCIL ESTIMATES AND FINANCIAL OPERATIONS
COMMITTEE

Date ofHearing: Monday 21 June 2010

Supplementary Information No: A9

Division: 72 Department of Commerce

Transcript page no: 16

Question: Mr Ken Travers asked ifhe could have a more detailed explanation ofwhy
the department's total cost ofservices is decreasing but the total number ofFTEs is
growing.

Answer: The total budgeted FTE for 2010/11 has been adjusted to 1,028 for the
following reasons:

• In the years leading up to 200911 0 a number of structural changes and program
changes had occurred within the department impacting on the number ofFTEs.
Whilst the budgetary values of those changes were properly recorded in the
Budget papers in the appropriate years, the impact on FTEs recorded in the
Budget papers were not. Given the renewed emphasis on monitoring the number
ofFTEs in the public sector, The Economic and Expenditure Reform
Committee, through this year's Budget process, approved a correction of the
FTE numbers recorded against the department to 986 FTEs. This more
accurately reflects the number of departmental FTEs after those structural and
program changes. There was no further expenditure or funding adjustments
associated with that FTE correction.

Additionally, in March 2010, the Department of Treasury and Finance (DTF)
issued a circular to all departments detailing how the 2010111 FTE ceiling was
to be calculated. The new method of calculation differed from the method used
previously. The most significant changes for this department was the FTE
count is to include FTEs engaged in capital projects (when previously it was
only FTEs engaged in providing recurrent services), as well as FTEs engaged by
Boards administered by the department.

As a result of that directive, the department approached DTF to amend the
department's FTE count from 986 to 1028. A copy of the DTF direction on
counting FTEs is provided at Supplementary information A12. The
department's reconciliation ofthe adjusted FTE figure to reflect the new DTF
guidelines is provided.
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COMMITTEE

Date ofHearing: Monday 21 June 2010

Supplementary Information No: A10

Division: 72 Department of Commerce

Transcript page no: 17

Question: Ms Ljiljanna Ravlich asked for a list of all the current addresses of the
Department of Commerce's metropolitan sites and an indication ofwhat will happen
to those sites when they are vacated.

Answer: - the Department of Commerce is located in nine sites across the
metropolitan area plus regional centres. A list of metropolitan addresses is provided
below. The department has not been advised about the future use for any of the sites
once they are vacated.

Consumer Protection

Consumer Protection
(Motor Vehicles Branch)

Labour Relations

WorkSafe

EnergySafery

Ground floor, Level 6 &7, Forrest Centre
219 St. Georges Terrace, PERTH WA 6000

321 Selby Street
OSBORNE PARK WA 6017

Level 2 & 3, Dumas House
2 Havelock Street, WEST PERTH WA 6005

4-6th floors, Westcentre,
1260 Hay Street, WEST PERTH WA 6005

Levell, Mason Bird Building,
303 Sevenoaks Street, CANNINGTON WA 6107

Science, Innovation and Business 7th Floor,
1 Adelaide Terrace, EAST PERTH WA 6004

Building Commission

Office of the Director General,
Consumer Protection &
Corporate Services

Corporate Services (HR & IT)

Levell, 31 Troode Street
WEST PERTH WA 6005

Level 4,5,6 & 14, Forrest Centre
221 St Georges Terrace, PERTH WA 6000

Floors 2 & 10
172 St Georges Terrace, PERTH WA 6000
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Supplementary Information No: All
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Transcript page no: 18

Question: Ms Ljiljanna Ravlich asked for details of Commerce's summary of the
Value for Money audit to identifY the areas from which savings can be harvested and
how much ofa saving each ofthe initiatives will deliver to government.

Answer: The Department of Commerce will achieve savings by colocation of the
department's nine metropolitan sites into one building in Stirling.

Leasing savings

At present annual total rent (for all metropolitan sites) is $12 million for 22,000 sq.
metres. An expected reduction in FTEs will mean floor space will be reduced to
18,000 sq. metres.
CD Ifrent is finalised @ $400 per sq. metre, total rent will be $7.2 million; or
CII Ifrent is finalised @ $450 per sq. metre, total rent will be $8.1 million,

representing a saving of $4-5 million.

Infrastructure savings

With collocation, the opportunity will allow:
CII Corporate Information and Executive support to be centrally located;
• Information Technology costs confined to one location;
• Greater efficiencies in Communications, including media, events coordination,

website management;
CII Removal of duplication by combining Policy, legal and Library services.

Overall savings from these initiatives are difficult to estimate at this stage as the
department is yet to bring into scope changes expected from the Builders Registration
Board and the Plumbers Licensing Board joining the department.
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Supplementary Information No: A12
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Question: Ms Ljiljanna Ravlich asked is she could be provided with a copy of the
written instructions from Treasury on the new way to count FTEs.

Answer: The Department of Treasury and Finance wrote to all government agencies
on 15 March 2010 advising of new requirements for FTE reporting. A copy of the
letter and Attachment A, which provides guidance on calculating FTEs in 2010/11 is
provided.

att.



Government of Western Australia
Department of Treasury and Finance

OUf ref 7051633

BUDGET PAPER NO.2 PROCESS

I am writing to provide you with information relating to the 2010-11 full time
equivalent (FTE) ceiling and the process for the publication of Budget Paper NO.2
(BP2).

2010-11 FTE Ceiling

The Department of Treasury and Finance (DTF) and the Public Sector Commission
(PSG) have jointly developed a scope for agency FTE reporting that is consistent
across agencies and enables comparisons to be drawn between FTE reporting in
BP2 and the PSC's Human Resources Minimum Obligatory Information
Requirements (HR MOIR). This is important as the FTE figure reported in the
BUdget Statements will form the basis of your agency's FTE ceiling for 2010-11.

Your agency's 2010-11 FTE estimate (for Budget Paper purposes) should reflect
your agency's employment and operating intent for the 2010-11 financial year. To
ensure transparent and comparable information capture, the FTE count should
represent funded FTEs consistent with your agency's approved budget and
incorporate all normal paid FTEs paid through your agency's payroll, regardless of
the funding source. Attachment A provIdes further detail.

As part of the process for submitting your agency's BUdget Statements (see below),
you are requested to submit your FTE data to DTF by 20 April 2010. I would
encourage your Payroll and Finance areas to work together to ensure a consistent
understanding of the FTE situation within your agency,

Publication of BP2

As part of the annual Budget process, agencies are required to submit Budget
Statements to the DTF for review and inclusion in BP2. These Budget Statements
should reflect the Government's service delivery objectives and the approved
financial parameters for your agency (which will be endorsed by Cabinet in
April 2010).

To assist agency staff with the steps reqUired throughout the process, a flowchart,
which includes key deadlines and responsibilities, is prOVided at Attachment B.

197 Sf Georges Terrace, Perth, Western Australia 6000
Telephone (08) 9222 9222 Facsimile (08) 9321 0266

www.dlf.wa.gov.au
wa.gov.au
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The deadline for submission of Budget Statements into the Budget Collection 
Module (BCM) of the Treasury Information Management System (TIMS) is 
20 April 2010. Please note that prior to submission into the BCM, it is the 
responsibility of the agency to ensure that they liaise with their Ministerial Office to 
gain 'in principle' agreement from the Minister for the content of the Budget 
Statements. 

By 23 April 2010, agencies are requested to email their DTF analyst advising that 
the Budget Statements have been Ministerially endorsed. It is essential that the 
Minister endorses each agency's Budget Statements before BP2 is printed and to 
ensure that the Minister is formally aware of the content before the commencement 
of the Estimates Committee hearings. 

The flowchart at Attachment B is intended to assist agency staff to plan what date 
the Budget Statements need to be provided to the Ministerial Office and to prevent 
any confusion surrounding the BP2 process. 

Your assistance with meeting the deadlines is greatly appreciated to ensure that 
BP2 runs smoothly and printing deadlines are met. 

For your information, the Guidelines to the 2010"11 Budget Statements are included 
at Attachment C. These guidelines have been developed to assist agencies in 
providing information for inclusion in BP2, and specifically Chapter 3. It should be 
noted that there has been minimal change to the format of BP2 from last year. The 
guidelines can also be viewed online within the BCM. 

For any further guidance on any matters related to the budget process, please 
contact your DTF analyst for assistance. 

/~~ 
Michael Barnes 
DEPUTY UNDER TREASURER 

15 March 2010 

Encs. 



ATTACHMENT A
CALCULATION OF THE 2010/11 FTE CEILING

Your proposed FTE Ceiling should:
• reflect your agency's employment and operating intent and be based on your

workforce profile, planning and management for the upcoming financial year;
• reflect what can be funded from within your existing approved budget allocation and be

consistent with funded FTE based on salaries expense and capital appropriated FTEs;
and

It align with HR MOIR data, with reasons for variations clearly explained according to the
"Scope Considerations" list, found below.

For the purposes of the 2010/11 FTE Ceiling, an FTE is defined as the amount of time an
employee is paid for (excluding overtime) as a proportion of the agency's standard award
hours.

ego A person who is paid for the standard hours in a given time period represents 1.0
FTE while a person working half time represents 0.5 FTE.

It Reflecting the Avg Paid FTE data calculated from HR MOIR, your FTE count should
reflect ALL normal paid FTEs paid through your agency's payroll, regardless of the
funding source, and:

o include:
II Paid leave.

o exclude:
.. Overtime;
.. Unpaid leave and flexi-time; and
II Extended leave paid in advance.

Reasonableness tests

DTF analysts will use a number of reasonableness checks when assessing your agency's
proposed 2010/11 FTE figure, including:

• Consistency with approved existing bUdget (capital and expensed)
• Historical and current Average Paid FTE + acceptable variances according to attached

"Considerations" list
o The Paid FTE reference periods used for the current Avg Paid FTE will be the

last pay period in March, June, September and December 2009.
It 2009/10 FTE Ceiling



SCOPE CONSIDERATIONS FOR 2010/11 FTE CEILING

Your agency's 2010/11 FTE figure may differ from the Average Paid FTE as a result of the
below items, which you might like to consider in the determination of your proposed FTE
figure.

Considerations that may impact your FTE count:

• Government approved policy decisions affecting FTEs since the last FTE update,
including:

o A change in FTEs, either through Commonwealth or State initiatives, which has
been approved in the latter reference periods and hence the latest Avg Paid
FTE does not accurately depict the total FTE requirement;

o Annual growth funding provided for service provision, which may involve
increases/decreases in FTEs;

o Approved decisions with an incremental/staged implementation;
o Changes to outsourcing arrangements for efficiency reasons;
o Amalgamation or separation of staffing levels resulting in amalgamations or

separations of Departments.
• Vacant but funded positions where you can substantiate an intention to fill the positions

within a reasonable period of time.
• Seasonal variations which are proven to significantly distort the Average Paid FTE

(over a 4 quarter reporting period).
• Externally sourced funding received:

o FTEs funded through an increase in Fees and Charges
o FTEs funded by an industry levy

• Voluntary severances.
• Temporary staff.
• Contractors and consultants filling operational positions that would otherwise be filled

by an agency employee.
• Secondments whereby an Agency X employee has been seconded out to Agency Z,

and Agency Z is paying the employee's wages. Agency Z should report the FTE.
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LEGISLATIVE COUNCIL ESTIMATES AND FINANCIAL OPERATIONS
COMMITTEE

Date ofHearing: Monday 21 June 2010

Supplementary Information No: Al3

Division: 72 Department of Commerce

Transcript page no: 19

Question: Ms Ljiljanna Ravlich and Mr Ken Travers asked if they could receive a list
ofall boards and committees that are going to be abolished and reconstituted, and the
amount the department expects to save from each ofthese abolitions.

Answer:
Existing Board/Committee Proposal

Charitable Collections Advisory Committee Retain Charitable Collections Advisory
Committee may be reviewed as part of a
National Harmonisation of Fundraising COAG
initiative

Consumer Products Safety Advisory Committee To be abolished - will not be required under
Australian Consumer Law

Hairdressers Registration Board To be abolished - Act being repealed
Land Valuers Licensing Board
Real Estate and Business Agents Supervisory Three Boards to be replaced by a single Property
Board Industry Advisory Committee
Settlement Agents Supervisory Board
Motor Vehicle Industry Board To be replaced by a Motor Vehicle Industry

Advisory Committee
Retail Shops Advisory Committee Proposed that Committee requirement be

removed. Consultation undertaken directly with
stakeholders, Committee has not met for several
years.

Building Disputes Tribunal To be abolished - The complaints handling and
conciliation role will be handled by the Building
Commission while the dispute resolution process
will be replaced with the State Administrative
Tribunal

Painters' Registration Board
To be replaced with a Building Industry BoardBuilders' Registration Board

Building Surveyors Qualifications Committee

As consultations are ongoing with stakeholder groups about the above
board/committee structures and regulatory arrangements, at this stage the level of
savings are unknown.

Premier's Science and Innovation Council An Interim Council for Science and Innovation
operated between December 2009 and June 2010.
Future advice on science and innovation matters
will be provided by a new Council.

Replacement of the above will be achieved on a cost neutral basis.



LEGISLATIVE COUNCIL ESTIMATES AND FINANCIAL OPERATIONS
COMMITTEE

Date ofHearing: Monday 21 June 2010

Supplementary Information No: A14

Division: 72 Department of Commerce

Transcript page no: 22

Question: Mr Ken Travers asked ifhe could be provided with an indication of trends
ofthe department's overall engagement with the public.

Answer: The 2010/11 Budget papers reports on the Average Cost per Client Contact
to provide Information and Advice for both the Consumer Protection Service and the
Safety and Employment Protection Service. The results shown in the Budget papers
are for 2008/09 and the Estimated Actual for 2009/10:

Service: Consumer Protection

Average cost per client contact to provide information and advice
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Figure 1: For tlte Consumer Protection Service - Average cost per client contact to provide information and
advice - based on 2010-11 Budget Paper - 2008-09 result (recast) and 2009-10 Estimated Actual compared to
2009-10 Budget Target.



Service: Safety and Employment Protection

Average cost per client contact to provide information and advice
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Figure 2: For the Safety and Employment Protection Service - Average cost per client contact to
provide information and advice - based on 2010-11 Budget Paper - 2008-09 result (recast) and
2009-10 Estimated Actual compared to 2009-10 Budget Target.

Further past years results are unavailable to show a trend. This is because the costing
methodology used in the 2010/11 Budget papers varied from past years due to:

CD in 2009/10 the department's structure changing, with the inclusion of the
Building Industry Development Group transferring from the Department of
Treasury and Finance into the Department of Commerce; and

CD in 2008/09 the department acquiring the Science, Innovation and Business (SIB)
division from the former Department of Industry and Resources and transferring
the Resources Safety division (RSD) to the Department ofMines and
Petroleum.


