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The answer in NO! 
 
I have analysed retail turnover growth in the months surrounding the last seven 
federal elections.  The election dates were: 
 

• 10/11/2001 
• 3/10/1998 
• 2/3/1996 
• 13/3/1993 
• 24/3/1990 
• 11/7/1987 
• 1/12/1984 

 
The average month-to-month seasonally adjusted growth in retail turnover is shown in 
the chart.  The month labeled 0 is the month of the election, the month labeled -1 is 
the month before the election and the month labeled 1 is the month after the election 
and so on. 
 

Average Retail Turnover Growth Around Federal Elections
source: ABS 8501.0; foreseechange
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In none of the months before, during, or after the election is the average growth rate 
statistically significantly different to the overall average of 0.5%. 
 
The average growth rate of the month immediately before the election is 0.54%.  The 
average growth rate of the six months before this month is 0.47% and the average of 



foreseechange 
forecasting and futures consultants 
foreseechange pty ltd acn 094 521 614 

 

 

6 Patterson Street, Brunswick, Victoria 3056, Australia 
website: www.foreseechange.com; email: charlie.nelson@futuretoolkit.com 

area code 03; international code 613; phone 9386 4841; fax 9383 2609 

the six months immediately after the election is 0.48%.  The average growth rate of 
the month of the election is 0.72%.  But in one election year, 1987, the growth in the 
month of the election was 2.3%.  Leaving this very unusual month out of the 
calculations results in an average election month growth rate of 0.49%.  
 
Acting on the myth of a slowdown before elections can be costly.  Reducing 
advertising before an election can hand extra market share to the competition thus 
perpetuating the myth for the pessimistic advertiser. 


