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MEDIA 

MEDIA OPERATIONS 
 

In order to ensure your Club is in a position to promote itself to the wider community, and also to guarantee the 
right message is communicated by the right people, it is important to have a strong and ongoing relationship with 
the Media in your local area. 
 

Appointing a Media Officer 
In order to maintain a controlled flow of information to the Media, and ensure that the right people speak to the 
Media when approached, each Club should have a Media Officer. This is the person who all Media enquiries to 
the Club should be directed towards, and should also be the person who sends out Media releases from the Club. 
 
In smaller Clubs, this person will often be the Club President; however larger Clubs may choose to elect someone 
to specifically take on the role. Whoever takes on the role at each Club, they must write well, be a confident 
speaker and be available on-call during the season to be contacted by the Media. The Media Officer for each Club 
should endeavour to develop a good relationship with their local Media, as well as keeping in communication 
with Media/Communications staff at Surf Life Saving SA. 
 
Club Media Officers can at any time contact the Surf Life Saving SA Marketing and Partnerships Manager for 
advice on Media issues, and should always keep Surf Life Saving SA informed of sensitive issues so as to ensure 
effective management of the situation. 
 

 
Media Responsibilities 
There are Media Officers at Club, State and National levels in the surf lifesaving movement, and each has a certain 
role to play in dealing with the Media. In order to ensure the right person is conveying the right message, it is 
important all Media Officers keep to their responsibilities and don’t cross into the areas of other Media Officers. 
 
This is important not only internally, but also for the Media who will know who to contact in regards to story 
opportunities. 
 
Club Media Officers (or relevant spokespeople from the Club, e.g. Club President) should promote positive stories 
about the Club, and also comment to the Media when approached about issues of a non-threatening or non-
political situation. The Club Patrol Captain can speak to the Media about local incidents - but only after advising 
SurfCom. Clubs should not speak to the Media about major incidents such as drownings and mass rescues; this 
should be left to the Surf Life Saving SA CEO or other Surf Life Saving SA spokespersons as directed by Marketing 
and Partnerships Manager. 
 
Clubs are not to use the Media as a public forum for disputes with a member, another Club, or the State and 
National bodies. Clubs that speak to the Media are acting on behalf of Surf Life Saving, and must not bring the 
movement into disrepute. 
 
When issues or news stories involve multiple Clubs, Surf Life Saving SA Media spokespeople should take care of 
these Media opportunities. For instance, major carnivals within the State, announcement of State representative 
teams and multi-Club sponsorships at a local level should be handled by the Surf Life Saving SA Media 
spokesperson in consultation with the relevant Clubs/people. 
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MEDIA OPERATIONS 
 
Any issue which is relevant across multiple regions within the State/Country will be dealt with on a state/national 
level by the Surf Life Saving SA Marketing and Partnerships Manager or the National Communications Manager. If 
in doubt about any Media issue please contact the Surf Life Saving SA Marketing and Partnerships Manager in the 
first instance. 
 
Below is a quick guide to who should be handling Media activity for various incidents and events. Incident 
Management will be referred to later in this section. 
 
 

News Local Media Contact Media Spokespeople Also Contact 

State events, carnivals, 
announcements / 
launches, AGMs, 
sponsorships 

Surf Life Saving SA 
Marketing & Partnerships 
Manager 

Surf Life Saving SA CEO, 
State President or 
Marketing & Partnerships 
Manager 

Surf Life Saving SA 
Marketing & Partnerships 
Manager/ CEO 

Local incidents - individual/ 
small rescues, hazard 
warnings,  safety messages 

Club Media Officer, 
SurfCom 

Club Patrol Captain Surf Life Saving SA 
Marketing & Partnerships 
Manager 

Major incidents – 
drownings, mass rescues, 
critical first aids and 
associated safety messages 

SurfCom Surf Life Saving SA CEO, 
State President or Strategic 
Lifesaving Manager 

Surf Life Saving SA 
Marketing & Partnerships 
Manager 

Political issues, or issues/ 
events which are relevant 
across regions/State 

Surf Life Saving SA 
Marketing and 
Partnerships Manager 

Surf Life Saving SA CEO or 
State President 

Saving SA Marketing & 
Partnerships Manager 

 
 
SURFCOM                                                                                 13 SURF (13 7873) 
After hours (Surf Life Saving SA Duty Officer)                    13 SURF (13 7873) 
Surf Life Saving SA Media Unit 24/7                                    0429 865 468 
 

 
Media Contacts 
 
It is important to develop a comprehensive Media database for the areas you wish to convey your messages. In 
essence, this will mean contacting all Media outlets in your area and recording contact details to create a Media 
list. Be sure to speak to surrounding Clubs to find out any key contacts they already have in the Media. Develop 
relationships with as many Media contacts as possible to ensure the best chance of gaining regular positive 
exposure. It is important to keep your Media database ‘fresh’, therefore all old and potentially new Media 
contacts should be confirmed at the start of each season. 
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MEDIA OPERATIONS 
 

Dealing with the Media 
 
The Media can either be your friend or your worst enemy. However, if Surf Life Saving is confident in its practices 
both on and off the beach, there is no reason to fear negative publicity. In order to make sure the image of the 
movement continues to be portrayed in a positive light, it is important that Media spokespeople at all levels act 
and react in a professional manner to all Media opportunities. 
 
Essentially, we need to be open and honest with the Media, without providing information we are not able to 
discuss or that would be detrimental to the movement. For good examples of only giving the facts to the Media 
and not embellishing, take note of television news stories when comment is given from police on incidents. They 
are more often than not straight to the point, and don’t exaggerate the story nor give personal opinions. 
 

DO 
 

 Prepare 

- Know all the facts 

- Formulate a position and key messages  

- Keep it simple 

 Be honest 

 Always return calls to the Media 

 Always contact the Media if you say you are going to 

 Keep them updated even if you don’t yet have the information they want 

 Only give the Media the facts they need to know 

 
 

DO NOT 
 

 Bring the movement into disrepute 

 Speculate, exaggerate or give opinions 

 Comment on anything you are not authorised to speak on, instead refer them to the relevant body or 
spokesperson 

 Give patient’s names out 

 Criticize other agencies 
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Presentation 
 
Importantly, spokespeople should always be well-presented when fronting the Media. You will notice that if a 
senior Surf Life Saving Australia or Surf Life Saving SA Official appears on camera or for a press photograph, they 
will either be in a suit, or in an appropriate shirt with State or National branding. 
 
Similarly, Club and spokespeople should wear official Club shirts when speaking about Club issues, while full 
lifesaving attire with sponsor branding (in accordance with Surf Life Saving Australia policy) should be worn by 
Surf Lifesavers speaking about lifesaving incidents. 
 
Remember, when fronting the Media for photographic or television opportunities, these are some of the few 
occasions the sponsors of surf lifesaving at Club, State and National level get exposure which is more widespread 
than just on the sand. One of the main reasons the DHL partnership with SURF LIFE SAVING AUSTRALIA has 
extended beyond 10 years is the Media cut-through from the patrol shirt branding. Exposure in news and positive 
lifesaving stories increase this exposure which not only raises the profile of the movement, but also pleases 
current sponsors and impresses potential sponsors. 
 

Controlling the Message 
 
If Clubs don’t promote achievements like record membership, there is no positive Media exposure. If 
spokespeople don’t give opinions or exaggerate the facts, negative Media exposure is negated or limited. 
 
Even if the facts are against the movement, always just give the facts. For example, even if someone has drowned, 
the Media should be told that “as soon as lifesavers became aware” that a person was in trouble, they reacted. 
(Remember however, that Media interaction regarding major incidents should be handled by the Surf Life Saving 
SA Marketing & Partnerships Manager). 
 
Never feel pressured to provide the information until you are ready. Simply wait until you have compiled all the 
relevant information until you comment to the Media. Even then, if a journalist hits you with a question you are 
not sure of the answer to; tell them you don’t have the information to accurately answer the question at this time. 
If they push further, let them know you will get the information for them, and make sure you always return calls. 
 
In other instances, refer them onto the relative Authority that should be able to help them. For example, if the 
Media wants to know where a resuscitated patient was taken by ambulance refer them to SA Ambulance Service. 
 
 
 

Please Note:  We never comment about the operations of another Agency or Emergency Service. 
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MEDIA RELEASES 
 
A Media release is a written communication designed to inform the Media about something on which you would 
like them to report. It is the most common form or getting a message to the Media and the wider community, and 
it is certainly the easiest and the best. 
 

Preparation 
 
When deciding to put out a Media release, put yourself in a journalist’s shoes and ask yourself if you believe that 
what you’re about to put out is newsworthy. If it’s not, is there a way it can be? If it is not, then you’re wasting 
your time and that of the journalist. As well as making a judgment about newsworthiness also think about your 
target audience – State-wide, local, newspaper, online, television and/or  radio? For instance consider if it will 
interest The Advertiser, or Sunday Mail, or is better targeted at the local papers such as the Messenger? Does it 
have enough visual impact for TV, or could it get a run on radio? It all depends on the subject matter and who you 
want to reach. If it is newsworthy, you need to clearly define what the most important key message is, and list all 
the other points in decreasing importance until you have all the information you want to convey. The points 
should also be arranged so that the release can flow logically from one point to the next without being disjointed. 
 

Headline 
 
Ideally the headline should be five to eight words where possible, yet be to-the-point and informative. The 
headline in a press release does not need to be witty, funny or full of alliteration; that is up to the newspaper sub-
editor. The headline on a press release should be a straight up summary of what the whole release is about; e.g. 
“Surf patrol season kicks off this Saturday”. 
 

Structure and Content 
 
When compiling the release, use the inverted pyramid philosophy: 
 
 
 
 
 
Most important facts                                                                                                    Top of release 
 
 
 
 
 
 
 
 
Least important facts                                                                                                   Bottom of release 
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The most important part of your release is the opening sentence/paragraph. If you do not say something 
newsworthy here you are unlikely to get a journalist to read the rest of the release. Your opening paragraph 
should contain the who, what, when, where, why and how, with the rest of the release providing more depth; 
e.g. “Volunteer surf lifesavers in South Australia will mark the beginning of the 2015/16 summer season at the 
‘Launch of Summer Breakfast’ at Glenelg Beach this Friday.” After this, you can add more depth to the opening 
statement with a few more sentences on the facts behind the story. 
 
Where possible, keep your release to a page in length. Anything which is too long could be discarded. If needed, 
provide extra information in the form of a fact sheet, or refer them to a website where they can get more 
information. 
 

Finishing the Release 
 
Always include contact information at the bottom of your release, so journalists can either get more information 
from you, or stay in contact with you in the lead-up to, or at, an event. Where possible, two contact numbers 
should be made available. If you are taking up almost a full page, it is often good to centre the word “ends” in the 
middle of the page to ensure the journalist doesn’t go looking for a non-existent next page. 
 

Photography 
 
Sometimes you will have an increased chance of securing print press if you are able to provide images. Sending 
out high- resolution photographs (at least 300 dpi) will slow down a lot of computers, however if you can include 
in your press release that print-quality images are available, some organisations will take you up on the offer. 
 

Distribution and Follow Up 
 
Once you have sent the press release via email, you can follow up with a phone call to see if the Media would like 
to do an interview or require any more information. Don’t just simply ask if they have received the release. 
 
While it may seem daunting at first, as long as you are not sending out press releases every second day, 
journalists and editors will get to know you very quickly and will be honest and up front as to whether they will 
run with a story based on your release or not. Once again, this comes back to making sure the release you are 
putting out is newsworthy. This decision in the first instance will ultimately determine whether or not journalists 
will want to follow up the release with a story. 
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INCIDENT MEDIA MANAGEMENT 
 
Positive interaction with Media is important for the organisation. It is imperative however that those Media 
enquiries are directed and handled by appropriate Club and State Officers depending on the type of enquiry. This 
section refers to handling Media approaches/opportunities in relation to lifesaving incidents. All other approaches 
should be referred directly to and dealt with by Club and Media Officers. 
 
Any Media enquiry to a Surf Club Member in relation to lifesaving-related events during the volunteer surf patrol 
season should be referred directly to the on-duty Patrol Captain. After patrol hours and out-of-season enquiries 
should be referred to the Marketing & Partnerships Manager at Surf Life Saving SA. 
 
If the enquiry is of a general nature (e.g. patrol hours, surf conditions, bluebottles, etc.), the Patrol Captain is able 
to handle this. 
 
If the enquiry is about a serious incident (e.g. serious injury, mass rescue, drowning, etc.), the Patrol Captain 
should direct the Media to SurfCom and the Surf Life Saving SA Duty Officer who will liaise with the Surf Life 
Saving SA Marketing & Partnerships Manager to determine the correct spokesperson and Media strategy as per 
the Surf Life Saving SA Media Policy. 

Rule of Thumb 

If you are unsure as to whether or not you should answer a question or comment on to the Media, always refer it 
to the next level. SurfCom and the Surf Life Saving SA Duty Officer should always be informed. If there’s any doubt, 
contact the Marketing & Partnerships Manager at Surf Life Saving SA. 
 
SURFCOM                                                                                 13 SURF (13 7873) 
After hours (Surf Life Saving SA Duty Officer)                    13 SURF (13 7873) 
Surf Life Saving SA Media Unit 24/7                                    0429 865 468 
 
Policies 

 Surf Life Saving SA Social Media Policy 

 Surf Life Saving SA Media Policy 

 

Media Attention 
Hearsay and speculation are not facts, so the message must continually be implanted about the need for publicity 
to deal only with factual information, for instance: 
 

 Time of incident 

 Brief description of incident 

 Description of persons involved i.e. Male, Female, Child, Adult, and Age. 

 Further information contact point – usually Police 

 At no time should a person or persons names be released. That is a fact however should be handled by the 
Police. 
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INCIDENT MEDIA MANAGEMENT  

 

The Rules Relating to Publicity 
If an incident has happened that has involved the Police and/or Ambulance service, it can be determined as 
something that is perhaps newsworthy. 
 
Make up a brief written report using the facts. Contact SurfCom with details. Any incident involving the Police or 
Ambulance Service should be reported through SurfCom. 
 
Surf Life Saving SA should be contacted if a serious accident has occurred involving Surf Life Saving SA members 
and/or equipment and Media statements must be left to authorised Surf Life Saving SA person to comment on. 
 
Coroner’s Inquest 
Should any Club or member be required to attend a Coroner’s Inquest resulting from any accident or incident 
involving Surf Life Saving SA, then such attendance should be made with Surf Life Saving SA representation. This 
therefore, explains the need for reporting of accidents, so that Surf Life Saving SA is aware and prepared for 
representation at any Coroner’s Inquest resulting from any incidents. 
 

In an Emergency Situation Which Attracts Media Attention 
If you are approached by the Media for comment on an emergency situation, please refer them in the first 
instance to call the Surf Life Saving SA Marketing and Partnerships Manager or call them yourself to obtain 
clearance and a brief. 
 
Contact: 
Sita Bacher | 24 hours | 0429 865 468 
If the Marketing and Partnerships Manager is unavailable call the Surf Life Saving SA CEO. 
Clare Harris | 24 hours | 0419 255 969 
 
If the Marketing and Partnerships Manager cannot be at the site or requires you to speak to the Media on behalf 
of Surf Life Saving SA, they will help you craft an opening statement and briefly run through some questions and 
answers that are to be expected. This is to help you find your composure, feel prepared and comfortable and to 
prevent any risks to yourself or the organisation. 
 
The only role an individual volunteer lifesaver or member will have in talking to the Media is as an individual 
witness to an emergency or speaking on behalf of their Club. 
 
If you are speaking to the Media in this role, please present only the facts without offering any opinions, 
hypotheticals or excessively emotional descriptions. Do not discuss strategic issues, business issues or political 
issues on behalf of Surf Life Saving SA or Surf Life Saving as a movement. 
 
Do not allow an on camera interview to take place in front of an active rescue, first aid treatment or crime scene. 
This is to protect the privacy of patients, loved ones and emergency workers. 
If you are asked to offer an opinion always use our safety messaging as your guideline in responding. 
 
Do not identify any patients, victim, members or staff in any interview. Be conscious that victims’ family and 
friends may see or hear the interview before they have been alerted; you may be the one telling them about the 
incident. 
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INCIDENT MEDIA MANAGEMENT  

 
If you don’t know something, don’t make it up. Simply say “I don’t know but I can find that out for you” or “I don’t 
have that information at this time”. 
 
If you don’t feel comfortable answering a question simply say “I don’t have a comment on that at this time” or 
“That’s not something I can answer for you”. 
 
Be aware that there may be Police enquiries and or legal proceedings after an emergency event and your 
comments may be held as evidence. Avoid making any statements you cannot confirm especially around the 
behaviour or actions of others. 
 
Opening Statement Do’s 

 Keep It Clinical 

 Make sure your facts are correct 

 Cover off the WHO, WHAT, WHERE and WHY 

 
Opening Statement Don’ts 

 Spice it up with emotional or graphic detail 

 Identify the victims or patients 

 Attribute blame to anyone or anything 

 

Media Performance Tips 
 
 Present yourself well, you are an ambassador for the Surf Life Saving movement in this moment, check your 

teeth for spinach, get the sand off, comb the hair if possible. 

 

 Know your purpose. Prepare two or three essential points that you want to get across during the interview, 
preferably linking them to a Surf Life Saving Safety Message. 

 

 There is no substitute for preparation. Make sure you are comfortable, go to the toilet, have a drink, put a 
jacket on if you are cold and wet, take a deep breath, plant your feet on the ground and put your hands behind 
your back if you are a nervous fidgeter etc. 

 

 Don't feel obligated to accept unfamiliar facts or figures. Use them to set the record straight or present facts. 
You might say, "This is a common misperception. Here's why..." 

 

 Deflect questions you do not wish to answer by introducing something else of interest. In this way, you may 
redirect the interview to the subject you wish to convey. 

 

 Use short words and simple, declarative sentences.  Avoid scientific terminology or Surf Life Saving 
terminology without explaining what it means. Be descriptive, using images that the listener can picture. 
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Social Media 
News services and Commercial Media trawl social networks for leads and will use them to contact you if you are a 
person of interest in a news story. We want you to be proud of your role in Surf Life Saving and to share it via 
social media however we also want to protect you and the movement’s reputation. 
 
Incident Social Media Dos 

 Tell positive stories and share behind the scenes images about your achievements and actions that show Surf 
Life Saving in a positive light 

 Send pictures to the Marketing and Partnerships Manager to go up on Surf Life Saving SA’s social Media sites. 

 
Incident Social Media Don’ts 

 Post graphic or identifiable images or stories about incidents, victims or patients. 

 Vent online – look for support within the Surf Life Saving Structure to deal with issues privately 

 Post anything that may tarnish the reputation of Surf Life Saving, even if it is a joke 

PHOTOGRAPHY AND DIGITAL RECORDING 
 

Overview 
 
Images of people and activities on Australian beaches, including surf lifesavers and their patrolling and 
competitive activities, are part of Australia’s cultural history and identity. However, the increasing amount and 
convenience of digital photo and video recording devices has led to concerns about the moral, ethical and legal 
obligations with regard to photography, video recording and the role of Surf Life Saving SA members. This policy 
outlines the circumstances under which photography may be restricted or not permitted, and provides guidelines 
for Surf Life Saving SA members when carrying out their duties. 
 

Surf Life Saving SA’s role 
 
Surf Life Saving SA is also currently responsible for a number of major surf sports carnivals including State 
Championships events and other public events. Surf Life Saving Clubs are also responsible for many other events. 
Together, these events are important and established parts of Australian culture and present a variety of issues 
for organisers when considering photography and recording. 
 
Surf Life Saving SA therefore considers it has an interest in articulating this policy for the following reasons: 
 

 The growth of photographic and digital technology 

 Protection of Surf Life Saving SA members, particularly minors 

 Protection of Surf Life Saving SA official and accredited photographers 

 Clarifying the status of amateur and professional photographers in public places for Surf Life Saving Australia 
members 

 Providing general information for spectators and other members of the public 
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Laws and Restrictions 
 
 
The Privacy Act 
 
Under the Privacy Act if an individual’s identity is apparent, or can reasonably be ascertained, from a photograph 
or other image, then the collection, use and disclosure of that image is covered by the Privacy Act. This extends to 
video and digital images as well as photographs. 
 
As with other forms of personal information, the coverage of images is limited by the scope of the Privacy Act. For 
example, an image is not covered by the Privacy Act if it was taken by an individual who is acting in their private 
capacity. The image is also not covered if the image was taken by someone acting on behalf of a small business. 
Similarly, images taken by a person acting on behalf of a state or territory agency may not be covered by the 
Privacy Act, but rather covered by a state or territory law. 
 
Where an event is held on private property, such as a surf life saving Club, other privately owned land, a school or 
council owned facilities (but not, for example, a council road or park), the  owners  of  private property or venues 
are able to restrict or ban photography (e.g. some council owned facilities will not allow mobile phones or 
cameras in change rooms or toilets). Surf Life Saving SA members need to be aware that a person may still be able 
to photograph or record from outside the property boundary (unless taken for indecent or improper purposes). 
 
Where Surf Life Saving SA members take photographs, or film or digital images or recordings for the purposes of, 
or as part of, their role as a Surf Life Saving SA member, the taking of the image and the image itself is covered by 
this policy. 
 
 
Criminal Law 
 
Criminal laws with regards to unauthorised photography or digital recording are based on state legislation and 
differ between the States. 
 
There is no privacy law in South Australia that covers State Government, Local Government or South Australian 
Universities. 
 
The only privacy law that operates in South Australia is the Commonwealth Privacy Act, 1988. The 
Commonwealth Privacy Act, 1988, protects the privacy of an individual’s information where it relates to 
Commonwealth agencies, and private businesses (including not-for-profit organisations) with a turnover of more 
than $3 million. 
 
Privacy enquiries about the Commonwealth Privacy Act, 1988, should be directed to the Office of the Australian 
Information Commissioner on 1300 363 992 or via their website. 
 
In South Australia State specific laws pertaining to photography and filming are listed in the Summary of Offences 
Act 1953 Part 5A Filming Offences. 
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Criminal Law Continued 
 
 
These existing criminal laws are in regard to the taking and use of unauthorised images and recordings.  
 
Some of these are as follows: 
 

 Humiliating or degrading filming 

 Distribution of invasive image 

 Indecent filming 

 The use of surveillance devices to record a ‘private activity’ without consent 

 Committing indecent or offensive acts in a public place 

 "Up-skirting” 

 Using a telecommunications network or carriage service to facilitate certain offences 

 
The majority of these laws involve elements of private activity. Activity carried out in a public environment, or an 
activity in a place where privacy may not be entirely expected, such as swimming, beach activities, and so on, may 
not be covered by the particular offence. 
 
In South Australia it may also be an offence to intentionally distribute images without a person’s consent or 
against a person’s wishes; irrespective of whether the image is offensive in nature. 
 
 
Images of Minors 
Consensual photos of a minor (including one’s own child) may also contravene criminal laws and censorship laws 
if the child is photographed in a provocative or offensive manner. 
 
Some of the laws with regard to children are as follows: 
 

 Making an image of a minor engaged in a private act for prurient purposes; 

 Making indecent visual images of a minor under the age of 16; and 

 Other child pornography offences. 

 
Certain criminal offences may not cover images of minors that are not explicit in nature, but that may be used for 
offensive purposes. This is relevant to Surf Life Saving SA insofar as images of people on the beach are concerned. 
 
 
Local Council Restrictions 
Certain Local Council authorities have prohibited photography on beaches and other council controlled areas. Surf 
Life Saving SA advises photographers to check with the relevant Local Council whether there are restrictions on 
photography. 
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Photography or Recording on Surf Life Saving SA Patrolled Beaches or Surf Life Saving SA Events 
Surf Life Saving SA members are not entitled or empowered to confiscate, or attempt to confiscate a person’s 
camera or digital recording device. 
 
Photographs or digital recordings of people in public places may be taken without permission for a variety of 
innocuous reasons: parents taking photographs of their children in a group; amateur or professional 
photographers shooting a crowd scene; or tourists photographing a beach. Some people may consider such 
photography or recording of themselves or others on a beach as ‘unwarranted or obtrusive,’ however there is no 
generally recognised right to privacy in these situations. 
 
First, if an individual does not wish to be photographed or recorded, they should approach the photographer and 
make it clear to them. Continued filming or recording may be reported to a patrolling Surf Life Saving SA member 
or the Police. 
 
Second, if a Surf Life Saving SA member (including a patrolling member) becomes aware of any person who 
appears to be taking photographs or digitally recording competitors, bathers or minors, and that Surf Life Saving 
SA member believes that the photographs or digital recording might be considered ‘unwarranted or obtrusive’, 
that member should approach the person to enquire what they are doing and why they are taking the 
photographs or recording. 
 
Third, if the Surf Life Saving SA member is unable or unwilling in the circumstances to ask the person, or 
otherwise believes that the photographer is taking inappropriate images, he or she should seek to notify Police or 
other relevant security (for example council inspectors or rangers). Members should record the incident and take 
reasonable steps to remember and record the person’s attire and appearance, including any other identifiable 
characteristic (for example, car registration if possible in the circumstances). 
 
If concerned that the person being photographed or recorded is unaware of the activity, a Surf Life Saving SA 
member may advise the person. At all times Surf Life Saving SA members should act calmly and reasonably in such 
situations. 
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Photography at Official Surf Life Saving SA Surf Sports events 
 
Media Accreditation 
Surf Life Saving SA is responsible for a number of major surf sports carnivals, including State Championships and 
Carnivals. 
 
For these events, and with agreement with local authorities, Surf Life Saving  SA has control of certain sections of 
the beach for the duration of the event. Events will follow these guidelines: 
 
All appointed photographers seeking access to Surf Life Saving SA events must be officially accredited. 
 
This requires the submission of a Media accreditation form (Appendix C), which is available on request in advance 
of each event. Such accreditation may require the photographer to provide proof of any relevant ‘working with 
children’ accreditation including a current police clearance. 
 
Accreditation will be granted on the following conditions: 
 

 That any photograph/film/imagery taken of competitors during or in connection with any of these events may 
only be used for editorial and nonadvertising purposes 

 Any commercial reproduction of photographs (including onselling of images or forwarding to external 
organisations) must receive prior written approval by Surf Life Saving SA 

 Accreditation passes are nontransferable 

 
Only Surf Life Saving SA accredited photographers are allowed onto any “controlled” competition areas at any 
Surf Life Saving SA event. Any other photographers shall be asked to leave. If a photographer cannot produce 
accreditation, or they do not leave the controlled area, they should be escorted from the relevant area by official 
security or the police. 
 
Nonaccredited photographers are able to take photographs from all publicly accessible areas, for example, 
grandstands, footpaths or boardwalks. 
 
Club Media Personnel 
Clubs are able to request, using the application below, members to act as Media personnel each season. Only 
registered members with a current police clearance will be approved. Clubs can request a maximum of 6 
members to act as Media personnel, however only 2 members are permitted in the carnival arena at any one 
time. 
 
All applicants must be familiar with and abide by the Surf Life Saving SA Photography Policy (Policy 6.21) and have 
a current National Police Clearance. 
Please complete the form below and return to Surf Life Saving SA. People will not be allowed on the beach unless 
this form has been lodged, accepted and acknowledged by Surf Life Saving SA. The Chief Marshal will have a list of 
approved personnel. 
 
 
 

Please Note: People from previous years will not remain registered. Those interested in continuing to be 
Media personnel must also fill out the application form. 

  



 
 
 
 
Application Form: Club Media Personnel Season 2016/2017 
 

 
 
Please send applications to: 
Post:     Email:   
Attention Surf Sports Manager surfsports@surflifesavingsa.com.au  
Surf Life Saving SA 
PO Box 117 West Beach SA 5024 
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Protection of Surf Life Saving SA Imagery 
 
Use of red and yellow imagery for promotional purposes 
No Surf Life Saving Australia or Surf Life Saving SA Intellectual Property shall be used to sell, promote, endorse or 
approve any product or service without prior written authorisation from Surf Life Saving Australia or Surf Life 
Saving SA. Surf Life Saving Australia shall actively monitor and administer this position. 
 
Restrictions on the use of the Intellectual Property owned by Surf Life Saving Australia and Surf Life Saving SA, in 
particular, the red and yellow imagery associated with surf lifesaving flags, caps, uniforms and equipment against 
ambush marketing and  unauthorised  use, both  within  surf lifesaving and  by external parties for commercial 
gain, are set out in Surf Life Saving Australia Policy 6.1 Intellectual Property. 
 
 
Use of images of Surf Life Saving Australia members for promotional purposes 
From time to time, Surf Life Saving Australia, its state centres, branches or Clubs carry out photography of Surf 
Life Saving Australia members for promotional purposes in accordance with Policy 6.1 Intellectual Property. 
 
In all such situations, wherever an individual’s image is to be used, consent must be obtained [Appendix A]. 
Consent forms should be kept for as long as the image is displayed. 
 
In some instances (e.g. major surf sports events) it is not practical to obtain consent in all situations, in which case, 
either a disclaimer [Appendix B] should be displayed in prominent positions around the site. Further, general 
disclaimers should be part of all event entry criteria. 
 
Surf Life Saving Australia, its state centres, branches or Clubs may also disclose these images  to  third parties 
(sponsors, government departments etc.) for promotional or commercial purposes. Surf Life Saving Australia, its 
state centres, branches or Clubs shall only pass on these images where consent has been obtained. These images 
shall not be used to sell, promote, endorse or approve any product or service without prior written authorisation 
from Surf Life Saving Australia. 
 
 
Copyright of photographic images 
Copyright protects a range of materials, including photographs. A photograph is protected by copyright 
automatically from the moment it is taken. For photographs, unless there is an agreement to the contrary, the 
general rule is that the photographer is the first owner of copyright. There are, however, a number of exceptions 
to this general rule, such as photographs taken in the course of employment and other commissioned 
photographs. 
 
Relevantly for Surf Life Saving Australia, its State centres, branches and Clubs are the exceptions in relation to 
commissioned photographs. 
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Specific  provisions  set  out  the  general  rules  on ownership  of  copyright  where  a  person  who  is  not the 
photographer’s employer (a client) pays a photographer to take a photograph: 
 

 For photographs taken before 1 May 1969, the person who paid for the photograph to be taken owns the 
copyright, unless the photographer and client agreed otherwise 

 For photographs taken on or after 1 May 1969 and before 30 July 1998, the first owner of copyright in a 
commissioned photograph is the commissioning client, unless the photographer and client agreed otherwise 

 For photographs taken on or after 30 July 1998, the general rule on ownership depends on the purpose for 
which the photographs were taken 

 If the photographs were taken for “private or domestic purposes” (such as family portraits, or wedding 
photographs), the first owner of copyright is the client, unless the photographer and client agree otherwise 

 However if they were taken for any other purpose (e.g. commercial shots), the photographer will be the first 
owner of copyright, unless the photographer and client agree otherwise 

 
For more detailed information on copyright, see www.copyright.org.au 
 
 

Displaying images of minors 
From time to time, Surf Life Saving Australia, its state centres, branches or Clubs, seek to promote surf lifesaving 
activities in magazines, website etc. 
 
The Australian Sports Commission has produced guidelines in these instances. Surf Life Saving SA supports and 
follows the ASC guidelines as follows: 
 

 Where possible, Surf Life Saving SA shall obtain permission from the minor’s parent/guardian prior to taking 
the images of the minor 

 Unless unavoidable, if an image of a minor is to be used, Surf Life Saving SA will avoid naming the child 

 Surf Life Saving SA will not display information about a minor's hobbies, likes/dislikes, school, etc. as this 
information has the potential to be used as grooming tools 

 Surf Life Saving SA shall only use appropriate images of the minor, relevant to sport or activity, and ensures 
that the minor is suitably attired. Images of athletes participating in sports or activities that involve minimal 
clothing (e.g. swimming) or unusual body positions/poses have the potential to be misused 

 Where possible, Surf Life Saving SA will reduce the ability for direct copying of pictures from a website to 
another source (i.e. disable the ‘right mouse click’ function) 

 Surf Life Saving SA shall clearly outline in its written contracts with photographers who will retain the images 
taken, include arrangements made for negatives, digital file and proofs and outline any restrictions for use and 
sale 

 Surf Life Saving SA will consider using models for promotional / advertising purposes 

 Surf Life Saving SA will not allow photographers to be unsupervised or with individual access to children 

 Surf Life Saving SA will provide details for parents or other persons on who to contact if they have concerns or 
complaints around the use of inappropriate images or inappropriate behaviour in obtaining images 
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Best Practice Checklist for Clubs and Photographers 
 Has your Club received image release forms from its members? 

 Is there anyone you know of participating that is under a protective custody order or a ward of the State and 
may not be photographed? 

 Have you alerted event organisers that you have a child under a protective custody order or a ward of the 
State that may not be photographed? 

 Where possible start each photographic session with a quick snapshot of a sign which identifies what the 
group is e.g. take a shot of an age manager’s shirt so that you know the group is Under 8’s. That way if 
someone lets you know after the event that Under 8’s has a child that does not consent to image use you can 
easily go back and delete them. 

 Always delete, remove or stop taking pictures of a person if they or their guardians someone asks you to for 
any reason. 

 

Breaches of the Code of Conduct 
Surf Life Saving SA expects all within the workplace to observe and adhere to the standards set out in this Code of 
Conduct. All people within the Surf Life Saving SA workplace are accountable for their actions, and a range of 
penalties for breaches of this Code apply. 
 
A breach of this Code will be investigated and will be subject to disciplinary action. Disciplinary action will vary 
according to the seriousness of the breach and implications of the breach as outlined within the Surf Life Saving 
SA Disciplinary Procedure and Surf Life Saving SA Complaints and Grievance Procedure. 
 

More Information 
Guidance for Clubs, concerns or complaints can be addressed to Surf Life Saving SA by contacting: 
 
Sita Bacher | Marketing and Partnerships Manager 
Ph: 8354 6916 | M: 0429 865 468 | E: sita.bacher@surflifesavingsa.com.au 


