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The Australian National Preventive Health Agency  
 
The Australian National Preventive Health Agency (the Agency) was established on 1 January 2011 
by the Australian National Preventive Health Agency Act 2010, to strengthen Australia’s investment in 
preventive health and help turn the tide on the rising prevalence of preventable chronic diseases.  
 
The Agency supports the development and implementation of evidence-based approaches to 
preventive health initiatives. Its initial focus, as requested by Health Ministers, is to target obesity 
(including physical inactivity), harmful alcohol consumption and tobacco. 
 
In partnership with the Commonwealth and the state and territory governments, the Agency is driving 
the national capacity for change and innovation around preventive health policies and programs and is 
committed to improving health outcomes for all Australians. Further information about the Agency can 
be obtained at www.anpha.gov.au  
 
The purpose of this paper is to provide an overview of alcohol advertising regulation and current 
issues in Australia and to provide stakeholders the opportunity to present their views to the Agency.  
 
How to make a submission 
 
Any interested person or organisation can make a written submission. Submissions may be long or 
short and do not have a fixed format. For example, you may wish to provide a short letter outlining 
your views on the issues paper or an in-depth document. Supporting documents may be provided as 
attachments.  
 
It is preferable that all submissions are provided as public documents. However, the Agency can 
accept confidential submissions if requested (for example: submissions containing sensitive 
information of a personal or commercially confidential nature). If you wish to make a confidential 
submission, please contact the Agency prior to sending your submission and mark it as confidential.  
 
Submissions will be placed on the Australian National Preventive Health Agency website shortly after 
receipt, unless the Agency has been informed that the submission is confidential. Submissions will 
remain on the Agency’s website indefinitely. For submissions made by individuals, all personal details 
other than your name and the state or territory in which you reside will be removed from your 
submission before it is published on the website. 
 
Where relevant, information contained within the submissions may be referred to in the final report.  
 
To participate in this consultation please provide a written submission by email (preferred) or post to: 
 

Email: alcoholadvertising@anpha.gov.au 
Post:  Australian National Preventive Health Agency 
 GPO Box 462 
 Canberra ACT 2601  Phone: (02) 6289 2879 
 
Submissions are due by 28 February 2013 
Please include the cover sheet provided on the website with your submission. 
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A. OVERVIEW 

1. There is increasing public concern within Australia and internationally about the effects of harmful 
alcohol consumption on individuals and communities, particularly young people. The effect of 
alcohol advertising and marketing on alcohol consumption, particularly among children and young 
people, is the subject of continued debate. Advertising (or marketing) is no longer confined to 
traditional media such as television, print, radio and billboards. Increasingly, marketing is occurring 
via social media, product placement, point-of-sale promotions, sponsorship of sport and public 
entertainment events and other communication techniques.  

 
2. The National Preventative Health Taskforce recommended that Australian National Preventive 

Health Agency (ANPHA) be tasked to “monitor the compliance of the alcohol industry with 
voluntary codes of practice and other commitments on responsible alcohol advertising”. 1  

 
3. Expert advice indicated that monitoring industry compliance with the Alcohol Beverages Advisory 

Code (ABAC) would not provide information on the wide range of alcohol marketing not covered by 
the code, nor other community concerns related to alcohol marketing. Following consultation with 
ANPHA’s Expert Committee on Alcohol and a number of key stakeholders, it was decided that the 
Agency’s approach to alcohol advertising should be broadened to review alcohol related 
regulations on advertising and the effectiveness of these codes in addressing community 
concerns. 

 
4. This paper seeks to provide background information on the current state of alcohol advertising and 

marketing, alcohol advertising regulation and associated current issues in Australia and provides 
stakeholders with the opportunity to present their views to the Agency. The primary focus of the 
paper is the impact of alcohol marketing on children and young people and the effectiveness of 
current regulation in addressing community concerns. The Agency recognises that there are a 
number of factors and stakeholder views that need to be considered when examining this issue.   

  

                                                   
1 Australian Government Preventative Health Taskforce (2009) Australia: The Healthiest Country by 2020. Technical Report 3, Preventing 

alcohol-related harm, a window of opportunity. Commonwealth Government of Australia 
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1. Alcohol advertising regulation in Australia 
 
5. Australia currently has a quasi-regulatory advertising system for alcohol advertising, at the centre 

of which is the Alcohol Beverages Advertising (and Packaging) Code (ABAC) Scheme. The ABAC 
is an alcohol-specific code of practice, which regulates the content of alcohol advertising in various 
media. 
 

6. In addition to the ABAC, alcohol advertisements must also be consistent with other applicable laws 
and codes which are outlined in this paper. A brief description of good practice in self regulation in 
Australia is at Box 1. 

 
 
Box 1: Good practice and cost effective self-regulation methods 
 
Self-regulation approaches in Australia are broad and cover guidelines, quality management 
systems, standards, codes, dispute resolution schemes etc. Good practice in self-regulation requires 
addressing industry specific problems and objectives while improving market outcomes for 
consumers. Although there is no one specific model, suggested elements of good practice include: 

- consultation between industry, consumers and government to help ensure that specific 
problems and social policy objectives are identified and addressed; 

- clarity in the schemes documentation to help industry understand their obligations and assist 
dispute schemes interpret legal rights; 

- consumer awareness of schemes to ensure that consumers know where to lodge complaints; 
- a good administrative body to identify issues, collect data, monitor the scheme, enhance 

credibility and ensure compliance costs are at an effective minimum level; 
- a complaints handling and dispute resolution mechanism to address breaches of standards. 
- aeviews and annual reporting to monitor the scheme and provide transparency; and 
- funding arrangements that are transparent and designed so as not to put business at a 

competitive disadvantage through excessive compliance costs. 
 
Source: Industry Self-Regulation and Consumer Markets, Chapter 6: Good practice and cost effective self-regulation 
methods. The Treasury, Australian Government http://archive.treasury.gov.au/contentitem.asp?ContentID=1131 

 

a. Alcohol Beverages Advertising Code 

 
7. The ABAC Scheme was established in 1998 by the Brewers Association of Australia and New 

Zealand Inc (BAANZ), the Distilled Spirits Industry Council of Australia Inc (DSICA), and the 
Winemakers’ Federation of Australia (WFA), with the aim of: 
 

…[ensuring] that alcohol advertising will be conducted in a manner which neither conflicts with nor 
detracts from the need for responsibility and moderation in liquor merchandising and consumption, and 
which does not encourage consumption by underage persons.

2
  

 
8. The code outlines standards for alcohol advertisements on television, radio, print and internet; and 

for the naming and packaging of alcoholic beverages (see Appendix A). Broadly the code states 
that alcohol advertising:   

                                                   
2
 The ABAC Scheme: Alcohol Beverages Advertising (and packaging) Code: 

http://www.adstandards.com.au/storage/362aafab852549229b0907cf37987935.ABAC%20Code%20(at%20November%202009).pdf 

fmartino
Highlight



4 
 

 must present a mature, balanced and responsible approach to the consumption of 
alcohol beverages; 

 must not have a strong or evident appeal to children or adolescents; 
 must not suggest that the consumption of alcohol may contribute to personal, business, 

social, sporting, sexual or other success; 
 must not depict any direct association between the consumption of alcohol beverages 

and the operation of vehicles; 
 must not challenge or dare people to consume or sample a particular alcohol beverage; 
 must not encourage consumption that is in excess of, or inconsistent with the Australian 

Alcohol Guidelines issued by the National Health and Medical Research Council; and 
 must comply with the Advertiser Code of Ethics adopted by the Australian Association 

of National Advertisers.3 
 

9. The ABAC Scheme is administered by a Management Committee and is fully funded by industry. 
The Management Committee consists of representatives from each of the peak bodies: the 
Brewers Association of Australia and New Zealand Inc, the Distilled Spirits Industry Council of 
Australia Inc, and the Winemakers’ Federation of Australia. A Commonwealth Government 
representative and a representative from the Communications Council Ltd (a national peak body 
for communications organisations) are also appointed.   

b. Alcohol Advertising Pre-Vetting Service 

 
10. The ABAC Scheme includes a pre-vetting service (The Alcohol Advertising Pre-Vetting Service 

(AAPS)). The APPS is a confidential, user-pays service that allows advertisers to have their 
proposed advertisements assessed against the ABAC scheme prior to release. 
  

11. Where an advertisement is deemed to potentially breach any part of the ABAC, the AAPS will 
recommend that the advertiser amend the advertisement before running the campaign.  Where a 
complaint arises against an advertisement that has been approved by the AAPS, a copy of the 
determination is provided to the ABAC Complaints Panel. 

c. Complaints 

 
12. Complaints about alcohol advertisements are considered by two main regulatory bodies, the 

Advertising Standards Bureau (ASB) and the ABAC Scheme.  Complaints are submitted to the 
ASB, and are copied to the ABAC Chief Adjudicator, which then triggers a parallel assessment 
process. 

 
13. The ASB considers the advertisements against the Australian Association of National Advertisers 

(AANA) Code of Ethics, as well as other relevant and related Codes, while the ABAC Complaints 
Panel considers the advertisements against the ABAC. If the complaint raises issues solely within 
the AANA Code of Ethics, such as taste and decency, or sexism and discrimination, the complaint 
is only considered by the ASB. All other complaints are examined by the ABAC adjudication 
panel.4 

 
14. Advertisers and complainants are usually consulted during the assessment process, and are 

advised of the determinations by the ASB and ABAC Complaints Panel. However, the ABAC 

                                                   
3
 Ibid 

4
 ABAC website http://www.abac.org.au/about/adjudicationpanel/ 
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Scheme has no legislative framework underpinning the system which means regulators have no 
power to issue penalties or infringements. 

 
15. The ABAC complaint management system is presented in Figure 1. 
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Source: ABAC website http://www.abac.org.au/about/  
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d. ABAC adjudication panel 

 
16. The ABAC adjudication panel is responsible for making determinations on the complaints received 

for alcohol advertisements. The current panel has five members. A minimum of three panel 
members can adjudicate on a single complaint. One of the three adjudicators must have a 
professional background related to public health. 
 

17. No person appointed to the adjudication panel may, at the time of, or during the term of his or her 
appointment to the Panel, be a current employee or member of the alcoholic beverages industry; 
or have been an employee or member of that industry in the five years prior to their appointment. 
 
ABAC adjudication decisions can be viewed at:   
http://www.abac.org.au/publications/adjudication-decisions/ 

e. Changes to the ABAC Scheme  

 
18. The ABAC initially covered television, radio and print advertising (including billboards) however, 

since its introduction, a number of amendments have been made to include internet and retail or 
point-of-sale advertisements, as well as alcohol promotions at events. In 2008, provisions were 
adopted which would extend the code to cover naming and packaging of alcohol beverages.   

 
19. An extensive review conducted by the National Committee for the Review of Alcohol Advertising in 

2003 found several weaknesses with the ABAC Scheme. These included: a lack of transparency 
and public awareness of the scheme; a failure to address public health concerns associated with 
alcohol advertising; the inability of the scheme to cover ‘new media’ advertising, such as the 
internet; and a lengthy and inaccurate reporting process.5  In 2004, as a result of this review the 
Code was expanded and both the Alcohol Advertising Pre-Vetting Service and the formal 
adjudication process for handling consumer complaints were reformed. The main changes to the 
scheme are noted below: 

 a government representative was included on the Management Committee; 
 industry coverage was expanded to allow alcohol producers who were not members of 

BAANZ, DSICA or the WFA to become signatories to the scheme; 
 the code was expanded to cover internet advertising; 
 the Advertising Standards Bureau agreed to send every complaint received in relation 

to alcohol advertising to the Chief adjudicator (this was not practice prior to the review); 
 a specialist in the public health field was added to the adjudication panel; and 
 the Management Committee members agreed to publish an annual report and make 

the code available via their websites. 
 
20. These changes, among others, were phased in over time. A summary of these developments can 

be found in the ABAC publication “The development of Australia’s Alcohol Beverages Advertising 
(and Packaging) Code.”6 

 
 

                                                   
5
 National Committee for the Review of Alcohol Advertising (2003). Review of the self-regulatory system for alcohol advertising. State 

Government of Victoria, Department of Human Services. Accessed 17 December 2012 
6
The development of Australia’s Alcohol Beverages Advertising (and Packaging) Code  

http://www.abac.org.au/files/ABACDevelopmentReport.pdf 
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2. Other relevant advertising codes 
 
21. In addition to the ABAC, other codes which alcohol advertising must comply with, or which have 

specific alcohol advertising provisions, include: 
 the Commercial Television Industry Code of Practice; 
 the Outdoor Media Association Code of Ethics; 
 the generic Code of Practice that is administered by the Advertising Standards Bureau; 
 the Australian Association of National Advertisers (AANA) Code of Ethics; 
 the Australian Subscription Television and Radio Association (ASTRA) Code of 

Practice;  
 the Commercial Radio Code of Practice; and 
 the Publishers' Advertising Advisory Bureau’s Guiding Principle for Alcohol Beverage 

Advertising. 
 

22. The Commercial Television Industry Code of Practice (CTICP) restricts the times for which alcohol 
advertisements can be shown on television to M, MA and AV classification periods (see Box 2), 
except as an accompaniment to the live broadcast of a sporting event on weekends and public 
holidays. 
 

Box 2: The Commercial Television Industry Code of Practice 
 
Section 6.7 of the code states that: 
 
A commercial which is a “direct advertisement for alcoholic drinks” may be broadcast: 
 - 6.7.1 only in M, MA or AV classification periods; or   
 - 6.7.2 as an accompaniment to the live broadcast of a sporting event on weekends and public holidays. 
 
The M classification zones are:  
 Weekdays (schooldays): 8.30pm – 5.00am 
        12.00 noon – 3.00pm 
 
 Weekdays and Weekends:  8:30pm – 5.00am     
 (school holidays)    
 
The MA classification zone is all days between 9.00pm and 5.00am. 
 
The AV classification zone is all days between 9.30pm and 5.00am. 

 
23. The Outdoor Media Association (OMA) has developed a Code of Ethics which all members must 

adhere to. This is a voluntary code of ethics that seeks to define the industry’s standards and to 
supplement current obligations under existing law. In relation to alcohol advertising, the code 
states:  

 
(The OMA) only endorse the display of advertising that adheres to the following advertising industry 
codes of practice (codes not relating to alcohol have been removed): 
 

 The Alcohol Beverages Advertising Code (ABAC). 
 Australian Association of National Advertisers (AANA) Code of Ethics. 

 
24. In addition the OMA requires members to limit the advertising of alcohol products on fixed signs 

that are within a 150m sight line of a primary of secondary school. It is worth noting that this rule 
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does not apply where the school is in the vicinity of a pub, club, bottle shop or any other venue that 
sells alcoholic products.7 

3. Alcohol Advertising Review Board 
 
25. In March 2012 the McCusker Centre for Action on Alcohol and Youth and the Cancer Council 

Western Australia launched an independent review board, the Alcohol Advertising Review Board 
(AARB), to consider consumer complaints in relation to alcohol advertising. In their media release 
the AARB stated that the new body was an ‘independent alternative’ to the current self- regulatory 
system in Australia which it believes is inadequate and ineffective.8 Like the ABAC Scheme that 
AARB does not have any legislative power to issue penalties or infringements. To date the AARB 
have released two reports on the complaints they have received.9  

 
AARB determination reports can be viewed at: 
http://www.alcoholadreview.com.au/articles/determination-reports/ 

 

B. ISSUES 

1. Young people and harmful alcohol consumption 
 
26. The misuse of alcohol by children and adolescents is an international concern. Early alcohol 

initiation (before age 15) and high levels of consumption in adolescence are associated with a 
range of negative outcomes in both the short and long-term. In the short-term, negative outcomes 
include: violence, accidents, reckless driving, physical injury, depression, school absenteeism, 
decreased academic performance, initiation of drug use, suicide, broken friendships, risky sexual 
behavior, sexual assault and unplanned pregnancies. 10,11,12,13 In the long-term, heavy alcohol 
consumption in adolescence has been linked with heavier consumption, alcohol-related harm, 
poorer mental health and poorer educational outcomes in adulthood.14 Furthermore, childhood and 
adolescence are important periods for brain development. During this time the brain is more 
susceptible to alcohol-induced damage and heavy alcohol consumption can permanently impair 
brain development.15,16 
 

27. The Australian Guidelines to Reduce Health Risks from Drinking Alcohol recommend: that for 

                                                   
7
 Outdoor Media Association Guidelines (2009). Accessed 8 May 2012 

http://www.apnoutdoor.com.au/Upload/FileStore/Master/media/Alcoholadvertisingguidelines_Mar2009.pdf 
8
 Alcohol Advertising Review Board – media release (2012). Alcohol advertising to be brought to account by new review board. 

http://www.alcoholadreview.com.au/resources/Alcohol-Advertising-Review-Board-launch---media-release.pdf accessed 12 December 2012 
9
 Alcohol Advertising Review Board (2012). First report of alcohol advertising review board. 

http://www.alcoholadreview.com.au/resources/AARB-First-report-media-release_FINAL-020812.pdf accessed 12 December 2012 and  
 Alcohol advertising report – children need protection. http://www.alcoholadreview.com.au/resources/AARB-Alcohol-Advertising-Report---
Children-need-protection-FINAL.pdf accessed 12 December 2012  
10

 Best, D., Manning, V., Gossop, M., Gross, S., Strang, J. (2006). Excessive drinking and other problem behaviours among 14-16 year old 
children. Addict Behav. 31: 1424-1435. 
11

 Anderson, P., Kochanek, K., and Murphy, R. (2009). Impact of alcohol advertising and other media exposure on adolescent alcohol use: a 
systematic review of longitudinal studies. Alcohol and Alcoholism. 44(3): 229-243 
12

 Australian Medical Association (2012). Alcohol Marketing and Young People: Time for a new policy agenda. Canberra, Australia 
13

 Bonomo, Y., Coffey, C., Wolfe, R., et al.(2001). Adverse outcomes of alcohol use in adolescents. Addiction 96: 1485 – 1496. 
14

 Jefferis, B., Power, C., and Manor, O. (2005) ‘Adolescent drinking level and adult binge drinking in a national birth cohort.’ Addiction 100, 
pp. 543-549. 
15

 Hickie, I. (2009). Alcohol and the Teenage Brain: Safest to keep them apart. Brain & Mind Research Institute, University of Sydney, 
Australia. 
16

 Spear L. (2002) Adolescent brain and the college drinker: Biological basis of propensity to use and misuse alcohol. J Stud Alcohol Suppl 
14:71–81. 
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children and young people under 18 years of age, not drinking alcohol is the safest option.17 They 
further note that: 

 Parents and carers should be advised that children under 15 years of age are at the 
greatest risk of harm from drinking and that for this age group, not drinking alcohol is 
especially important.  

 For young people aged 15−17 years, the safest option is to delay the initiation of 
drinking for as long as possible. 

 
28. According to the results of a recent survey18, approximately three in every four Australian 

secondary students aged between 12 and 17 years had tried alcohol at some time in their lives 
and 51 per cent had consumed alcohol in the preceding year. The proportion of current drinkers 
(reporting alcohol consumption in the seven days prior to the survey) increased with age from 8 
per cent of 13-year-olds to 37 per cent of 17-year-olds.  The proportion of students aged between 
12 and 17 years reporting drinking in 2011 was lower than the levels found in the 2008 and 2005 
surveys.19 

2. Alcohol marketing 
 
29. The marketing of alcoholic beverages is sophisticated, strategic and multifaceted, with products 

being marketed through a wide range of traditional media: television, radio and print; and new 
media: internet advertising, sponsorship of sport and music events, social media, product 
placement and point-of-sale promotions. The World Health Organization Global Alcohol Strategy 
considers alcohol marketing and promotion to be:  

 
…any form of commercial communication or message that is designed to increase, or has the effect of 
increasing, the recognition, appeal and/or consumption or particular products and services. It could 
comprise anything that acts to advertise or otherwise promote a product or service (p 15)20 

 
30. The alcoholic beverages industry is increasingly globalised, with a few large, multinational 

companies dominant in the market.21 These companies have access to significant resources and 
large budgets to assist in marketing their products. In 2007, the estimated total alcohol advertising 
expenditure in Australia was $128 million;22 however, this figure is likely to be conservative as 
expenditure on new media, such as sponsorship and point-of-sales promotions, may not have 
been captured.23,24 Anderson et al (2009) noted that in the United Kingdom, estimated alcohol 
advertising expenditure in the mass media (broadcast and print) is £202.2 million; however 
expenditure on promotion more generally is thought to be closer to £800 million.25  
 

31. The marketing of products is essential for any profit based enterprise and this is no different for the 
alcohol industry; however, for many years there has been ongoing community debate about the 
impact of alcohol marketing on children and young people. In particular, there is increasing 

                                                   
17

 National Health and Medical Research (2009).  Alcohol guidelines: reducing the health risks. Accessed 8 December 2012 from 
http://www.nhmrc.gov.au/your-health/alcohol-guidelines 
18 White, V., Bariola, E. (2012). Australian secondary school students’ use of tobacco, alcohol, and over-the counter and illicit substances in 
2011. Centre for Behavioural Research in Cancer. The Cancer Council Victoria 
19 Ibid 
20

 World Health Organization (2010) Global strategy to reduce the harmful use of alcohol, WHO  press, Switzerland 
21

 Jernigan, D.H. (2009). The global alcohol industry: an overview. Addiction. 104: (Suppl.1), 6-12. 
22

 Australian Government Preventative Health Taskforce (2009) Australia: The Healthiest Country by 2020. Technical Report 3, Preventing 
alcohol-related harm, a window of opportunity. Commonwealth Government of Australia. 
23

 Foundation for Alcohol Research and Education (2012). Alcohol Advertising (webpage): http://www.fare.org.au/research-
development/community-polling/annual-alcohol-poll-2012/alcohol-advertising/ accessed 10 December 2012 
24

 de Bruijn, A. (2012). The impact of alcohol marketing, in Alcohol in the European Union: Consumption, harm and policy approaches. World 
Health Organization. 
25

 Anderson, P., Kochanek, K., and Murphy, R. (2009). Impact of alcohol advertising and other media exposure on adolescent alcohol use: a 
systematic review of longitudinal studies. Alcohol and Alcoholism. 44(3): 229-243 
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concern about the proliferation of alcohol marketing into new media and the promotion of alcohol 
consumption as a part of everyday life.26,27,28,29 Furthermore, the ability of current regulatory 
structures to manage this change in the marketing landscape has been questioned.30,31,32  

3. The impact of alcohol marketing on consumption 
 
32. There is disagreement among stakeholders as to whether alcohol marketing influences alcohol 

consumption, age of alcohol initiation and risky drinking among youth. Historically, research into 
the effects of alcohol advertising on consumption has taken two main forms: econometric studies 
(which examine the relationship between overall levels of consumption and marketing expenditure) 
and consumer studies (which examine drinking knowledge, attitudes and behaviour).33 More 
recently several longitudinal studies have been carried out to examine the links between alcohol 
marketing and consumption among young people.34,35 All study types have their strengths and 
weaknesses.  

a. Econometric studies 

 
33. Econometric studies generally consider the relationship between alcohol advertising expenditure 

and total alcohol sales or per capita alcohol consumption. In these studies alcohol advertising 
expenditure is used as an approximate measure of the effectiveness of alcohol marketing.36 The 
results from these studies are mixed; however, in general they demonstrate that alcohol 
advertising has little or no effect on consumption.37 For example, one 1989 study found that the 
effect of advertising was ‘barely measurable’ when compared to the influence of income.38  In 
contrast, a 2006 study by Saffer and Dave, examining alcohol advertising expenditure in the 
United States, found that advertising expenditure had a modest effect on the number of 
adolescents drinking and binge drinking monthly.39 A meta-analysis of 132 studies (Gallet 2007) 
found a small, but significant, positive association between alcohol advertising and alcohol 
consumption. This finding, however, was only observed for spirits.40  

 

                                                   
26

 Babor T, Caetano R, Casswell S, Edwards G, Giesbrecht N, Graham, K, Grube J, Hill L, Holder H, Homel R, Livingston M, Osterberg E, 
Rehm J, Room R & Ingeborg R (2010). Alcohol: No Ordinary Commodity in Research and Public Policy, 2nd Edition, UK: Oxford University 
Press. 
27

 Nicholls, J. (2012). Everyday, Everywhere: Alcohol Marketing and Social Media – Current Trends Alcohol and Alcoholism) 47 (4): 486-493. 
28

 Alcohol Concern (2011). New media, new problem? Alcohol, young people and the internet. 
http://www.alcoholconcern.org.uk/assets/files/Wales%20factsheets/New%20%20media,%20new%20problem.pdf accessed 8 December 
2012 
29

 Mart, S. (2011). Alcohol Marketing in the 21
st
 Century: New Methods, Old Problems. Substance Use & Misuse, 46: 889-892  

30
 Australian Medical Association (2012). Alcohol Marketing and Young People: Time for a new policy agenda. Canberra, Australia 

31
 Alcohol Policy Coalition (2011). Position Statement: Marketing and Promotion of alcohol. 

http://alcoholpolicycoalition.org.au/http://alcoholpolicycoalition.org.au/wp-content/uploads/2009/11/Marketing-and-Promotion-of-
Alcohol_FINAL_210611.pdf accessed 12 December 2012 
32

 Australian Government Preventative Health Taskforce (2009) Australia: The Healthiest Country by 2020. Technical Report 3, Preventing 
alcohol-related harm, a window of opportunity. Commonwealth Government of Australia. 
33

 Hastings, G., Anderson, S., Cooke, E. and Gordon, R. (2005). Alcohol Marketing and Young People’s Drinking: A Review of the Research. 
Journal of Public Health Policy. 26: 296-311. 
34

 Anderson, P., Kochanek, K., and Murphy, R. (2009). Impact of alcohol advertising and other media exposure on adolescent alcohol use: a 
systematic review of longitudinal studies. Alcohol and Alcoholism. 44(3): 229-243 
35

 Smith, L.A and Foxcroft, D, R. (2009). The effect of alcohol advertising, marketing and portrayal on drinking behaviour in young people: 
systematic review of prospective cohort studies. BMC Public Health,9:51 
36

 de Bruijn, A. (2012). The impact of alcohol marketing, in Alcohol in the European Union: Consumption, harm and policy approaches. World 
Health Organization. 
37

 Hastings, G., Anderson, S., Cooke, E. and Gordon, R. (2005). Alcohol Marketing and Young People’s Drinking: A Review of the Research. 
Journal of Public Health Policy. 26: 296-311 
38

 ibid 
39

 Saffer, H., Dave,D. (2006). Alcohol advertising and alcohol consumption by adolescents. Health Economics, 15: 617-637 
40

 Gallet, C.A. (2007). The demand for alcohol: a meta-analysis of elasticities. The Australian Journal of Agricultural and Resource 
Economics. 51: 121 – 135. 
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34. Several issues have been noted with the methodology of econometric studies.41,42 One concerns 
the accuracy and inclusiveness of data. For example, expenditure data may include traditional 
media spending, such as television and print, but exclude expenditure on more general promotion, 
such as point-of-sale advertising or social media marketing.43 This exclusion of more general 
expenditure may result in an underestimation of the marketing effort.44 Econometric studies have 
examined the purchasing population, but to date, have not analysed the behaviour of sub groups 
(e.g. young people) within the total alcohol market.45 It has also been suggested that the results of 
econometric studies (those showing little impact on consumption) may reflect “the diminishing 
marginal effect of additional advertising expenditure in markets already saturated with both alcohol 
products and marketing”; and that results may be different in emerging markets. 46  

b. Cross-sectional studies 

 
35. Cross-sectional consumer studies take a snapshot of advertising exposure and levels of drinking. 

A number of cross-sectional studies have been conducted, with results generally finding a strong 
positive correlation between alcohol advertising and alcohol consumption in young people.47 For 
example, a recent Australian study of 1113 adolescents aged 12 to 17 found that exposure to 
alcohol advertising across a variety of media was strongly associated with drinking patterns 
(frequency of alcohol consumption in the previous year and recent alcohol consumption).48 A New 
Zealand study of 2538 adolescents aged 13 to 14 years found that exposure to alcohol marketing 
was associated with drinking by young people. 49 Notably, this study found that the more active the 
engagement was with marketing, such as owning branded merchandise, the greater the 
association with drinking and drinking patterns (drinking frequency and amount, and future drinking 
intentions).50  

 
36. While cross-sectional studies tend to demonstrate an association between alcohol advertising and 

consumption, it is important to note that the causality cannot necessarily be determined from these 
studies. That is, it is difficult to determine if advertising precedes drinking uptake or if young people 
who drink may be more likely to take an interest in advertising.51 

c. Longitudinal studies 

 
37. More recently, several longitudinal studies have been carried out to examine the links between 

alcohol marketing and consumption among young people. Findings from some of these studies 
are summarised in Box 3.  
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Box 3: Examples from longitudinal studies of long-term effects of exposure to alcohol marketing on 
drinking behaviour among young people 
 
- Exposure to alcohol marketing increases positive beliefs about alcohol and affects young peoples’ perceptions 

of how much alcohol their peers are drinking.52 
 

- Hurtz et al (2007) found “…clear evidence of an association of adolescent drinking with weekly exposure to 
alcohol advertising in stores and with ownership of alcohol promotional items.”53 
 

- Snyder et al (2006) found that for those aged 21 years or less, each additional alcohol advertisement seen 
increased the number of drinks consumed in the previous month by 1 per cent. In addition it was found that 
each additional dollar spent (per capita) on alcohol advertising increased the number of drinks by 3 per cent. 
Additionally, youth in markets with high advertising rates demonstrated increases in drinking levels into their 
late twenties, while for drinkers in markets with fewer advertisements drinking stabalises in their early twenties.

 

54   
 

- Stacy et al (2004) found that for young people (12 to 13 years old) each one standard deviation increase in 
alcohol exposure, was associated with a 44 per cent increased likelihood of beer drinking; a 34 per cent 
increased likelihood of wine/liquor drinking and a 26 per cent increase in the likelihood of drinking three or 
more drinks on one occasion during the previous 30 days.

55
 

 
- Brand recognition, brand recall and high receptivity to alcohol marketing predict initiation of alcohol use.56 

 
- Research suggests that young people (including 10 to 12 year olds) interpret the messages, images and 

targeting of alcohol advertising in the same way as adults.
57

 
 

- For young people who have not started to drink alcohol, expectations about drinking are influenced by 
normative assumptions as well as the observation of drinking by parents, peers and models in the mass media. 
Research has linked exposure to portrayals of alcohol use in the mass media with the development of positive 
drinking expectancies by children and adolescence58. 

 
38. Longitudinal studies are generally considered to be the most effective means of examining alcohol 

marketing exposure and consumption in young people.59  These studies tend to demonstrate that 
alcohol marketing does influence alcohol consumption, age of alcohol initiation and risky drinking 
among youth. Furthermore, two systematic reviews of longitudinal studies concluded that alcohol 
marketing does have an impact on young people.  

 
 Anderson et al (2009) conducted a systematic review of 13 longitudinal studies that 

followed over 38,000 young people. The authors concluded that: “…alcohol advertising and 
promotion increases the likelihood that adolescents will start to use alcohol, and to drink 
more if they are already using alcohol.”60  
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 A review of 7 cohort studies, following 13,000 young people by Smith and Foxcroft (2009) 

concluded that: “…there is an association between exposure to alcohol advertising or 
promotional activity and subsequent alcohol consumption in young people.”61  

 
39. In contrast to the evidence presented above, a 2006 Victorian Parliamentary Drugs and Crime 

Prevention Committee inquiry into Strategies to Reduce Harmful Alcohol Consumption concluded 
that “…the Committee believes any firm links between alcohol advertising and increased or 
harmful alcohol consumption (particularly among young people) remain inconclusive.”62 This is 
similar to a finding in the 10th Special Report to the U.S. Congress on Alcohol and Health which 
stated: “Taken as a whole, the survey studies provide some evidence that alcohol advertising may 
influence drinking beliefs and behaviors among children and adolescents. This evidence, however, 
is far from conclusive (p.422).”63 

 
40. The alcohol industry has also argued that the evidence linking alcohol promotion and consumption 

remains inconclusive and that alcohol advertising is not intended to target youth or increase 
alcohol consumption. The Distilled Spirits Industry Council of Australia (DSICA) argue that alcohol 
manufacturers advertise not to increase consumption, but to a) increase market share of their 
product, and b) move consumers onto higher quality products with higher returns.64 In addition, it is 
argued that despite continued increases in spending on alcohol promotion, consumption has 
remained stable.   

 
41. It is difficult to determine whether alcohol marketing specifically causes people to drink. There is a 

complex combination of factors that have the potential to influence an individual’s drinking. These 
include a person’s upbringing, the drinking behaviours of their parents and peers and pricing and 
availability issues.65 This issue has been highlighted by the International Center for Alcohol Policy 
(ICAP).  

The most powerful factors in shaping beliefs and attitudes about drinking are parental and peer 
influence. Alcohol advertising, on the other hand, plays only a small role. In fact, there is no 
compelling evidence of a correlation between advertising and either drinking patterns among 
young people, or rates of abuse. It is likely that other forces, especially parental and peer 
influences, play a more significant role and that drinking patterns among young people are much 
more likely to be influenced by the prevailing culture around alcohol, than by advertising.66 

 
42. However, in 2012 the House of Commons Health Committee in the United Kingdom stated: 
 

The Committee is concerned that those speaking on behalf of the alcohol industry often appear 
to argue that advertising messages have no effect on public attitudes to alcohol or on 
consumption. We believe this argument is implausible. [The industry] …must acknowledge the 
power of its advertising messages and accept responsibility for their consequences.67 
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43. Evidence reviews have concluded  that alcohol advertising does have an impact on youth. This is 

reflected in a 2009 report by the Science Group of the European Alcohol and Health Forum which 
concluded: 

 
“Based on the consistency of findings across the studies, the confounders controlled for, the 
dose response relationships, as well as the theoretical plausibility and experimental findings 
regarding the impact of media exposure and commercial communications, it can be concluded 
from the studies reviewed that alcohol marketing increases the likelihood that adolescents will 
start to use alcohol, and to drink more if they are already using alcohol.”68 

4. Alcohol marketing in ‘new’ (below-the-line) media 
 
44. The studies discussed above predominantly focus on advertising in the traditional (or above-the-

line) media, advertising expenditure and promotional material. However, alcohol marketing is no 
longer confined to traditional media such as television, print, radio and billboards. Increasingly, 
marketing is occurring via social media, product placement, point-of-sale promotions, sponsorship 
of sport and public entertainment events and other communication techniques69,70,71 It is now 
estimated that the majority of alcohol marketing is carried out via below-the-line media.72  Evidence 
for the increasingly broad range of marketing activities was highlighted in the United States 
recently when a Federal Trade Commission inquiry into alcohol advertising asked alcohol 
companies to provide marketing expenditure in twenty-two separate categories.73 These 
categories ranged from television, outdoor and transit advertising, to internet and other digital 
advertising.  

 
45. Marketing via new media does not necessarily seek to increase consumption of alcohol beverages 

initially, rather it may seek to ‘normalise’ alcohol and drinking as part of everyday life.74 Jernigan 
and O’Hara (in Nicholls 2012) argue that digital marketing strategies “have the potential to embed 
brands in the lives and lifestyles of consumers, creating an intimate relationship and sense of 
kinship between the brand and the user.”75 Furthermore, promoting the idea of alcohol as part of 
everyday life, the acceptability of more restrictive policies and practices may be affected.76 New 
media also allows a marketing campaign to be spread across a variety of platforms. A television 
advertisement may be supported by a website, Facebook page and mobile application (app). This 
increases the opportunities for individuals, particularly young people, to view, share (potentially to 
go viral) and interact with the campaign. The wide reach of alcohol marketing in new media is 
demonstrated in the examples in Box 4. 
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Box 4: Alcohol marketing in new media 
 
- As of 30 April 2012 alcohol brands were among the highest engaging77 industries on Facebook, second only to 

automobiles.
78

 
 
- In 2011, Diageo reported that their Facebook fan base had increased from three and a half million to twelve 

million in the preceding year.
79

 
 
- In January 2011, Bacardi announced that ‘it would shift up to 90% of its digital spend to Facebook as it no 

longer deems dotcom sites relevant.’ Between March and September 2011 ‘likes’ for the global Bacardi 
Facebook page increased by 289% to 1,889,789.

80
 

 
- A Diageo advertisement placed on YouTube.com generated 3 million viewings. A follow-up advertisement has 

also been viewed 3 million times.
81

   

a. Sponsorship of sporting and cultural events 

 
46. Sponsorship of sporting events and teams by alcohol companies is commonplace in Australia, 

from the grassroots to the elite level, with an estimated $300 million spent by industry every year.82 
The benefits for companies include: naming rights of events and teams, which raise awareness of 
the brand; signage on clothing and sports grounds; promotional products and pourage rights. 
Furthermore, sponsorship of live sport enables companies to take advantage of exemptions that 
allow alcohol advertising to be shown during televised sporting events.83  
 

47. Alcohol sponsorship is successful in developing and growing brand awareness. For example, the 
sponsorship of the EURO 2004 football championship by Carlsberg reportedly grew the brand by 
about 6 per cent worldwide.84 Alcohol sponsorship of sport may not only influence the consumption 
of spectators. A 2008 study of examining the effects of alcohol sponsorship on sportspeople 
conducted in Australia found that hazardous drinking was more common among those receiving 
alcohol-related sponsorship than those who reported no alcohol sponsorship.85 
 

48. Alcohol sponsorship is not restricted to sport, with music and cultural events also receiving 
sponsorship. For example, in Australia, the ‘Big Day Out’ music festival has received sponsorship 
from a number of alcohol companies.86 Hastings (2009) noted that when companies seek 
sponsorship opportunities, they look for events that are reflective of their target audience. 87 Music 
festivals and sporting events generally attract a large number of young people. The sponsorship of 
sport and cultural events allows alcohol companies to associate their brand with an already 
engaging event or celebrity. This association with sporting or cultural events may create positive 
associations and emotional connections with the brand. 88,89 Babor et al 2010 noted that “alcohol 
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sponsorship of sports, music and cultural events is a marketing strategy that inserts alcohol brands 
and products directly into people’s enjoyment of leisure activities.” 90 

b. Point-of-sale promotions 

 
49. Marketing at the point-of-sale has become increasingly widespread with the expansion of alcohol 

sales into more retail outlets. Examples of point-of-sale promotions include free gifts with 
purchase, prominent signage, competitions, price discounts for bulk purchases (e.g. 3 for the price 
of 2), and sale prices. 91,92 Point-of-sale marketing also occurs in pubs and clubs, often in the form 
of ‘happy hours’ or free merchandise with drink purchases. One recent Australian study found that 
point-of-sale promotions are almost exclusively related to Ready-to-Drink products.93 

c. Company and brand websites 

 
50. The internet is one of the fastest growing marketing communication channels.94 Most alcohol 

companies and brands have a dedicated website. Along with general product information these 
sites often provide additional features such as interactive games, downloads (e.g. branded 
screensavers), sport and music sections, forums and competitions.95 These sites are not only 
appealing to young people but are readily accessible, with online searches for games, 
competitions, screen savers and free give-aways providing links to alcohol websites.96 Most sites 
have low-level security measures to block under-age persons from accessing their site. A common 
approach is for the person to enter their date of birth and only those who are over 18 years are 
granted access.   

d. Product placement and integration 

 
51. Product placement or integration involves embedding a product, brand name or service within a 

medium such as film, television, music lyrics and videos or videogames.97,98 McCarty and Lowrey 
(in Shrum (Ed.) 2012) consider product integration to be a continuum from product placement, 
where a product or brand is seen or mentioned; to product immersion, where a product is an 
integral part of a storyline.99 McCarty and Lowrey note that the presence of a product in a movie or 
television show alone does not constitute product integration, as there must be an arrangement 
between the brand owner and media vehicle, to place the product for promotional consideration or 
payment.100 This is an important difference, as products do appear in movies and television shows 
when no such arrangements have been made.101 
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52. Product integration can range from a casual mention in a scene to a brand being a major presence 
in a movie supported by joint advertising and promotional activities.102 For example, an estimated 
$45 million was spent by Heineken in the latest James Bond film ‘Skyfall’. It was reported that this 
amount covered almost one third of the film's budget and that the sponsorship was necessary for 
the film's production and release.103  

 
53. Studies from the United States have found that product integration is widespread in films and 

music. A recent study found that the average adolescent in the United States is exposed to 34 
alcohol references in popular music daily.104 While content analyses of over 500 films from the 
United States found that 83 per cent depicted alcohol use, with 52 per cent referring to specific 
brands. Of those movies depicting alcohol use, 57 per cent were G or PG rated.105  

 
54. Attitudes towards product placement seem to be less negative and more tolerant of the practice.106 

The non-commercial and somewhat hidden, secondary nature of product placement makes it 
inherently different from traditional advertising and this suggests that viewers may process the 
message differently.  Various consumer groups have requested explicit alerts to viewers such as 
text scrawls at the bottom of screens indicating the paid promotional nature of an appearance of a 
brand. 107 

 
e. Social media sites   

 

55. The emergence of platforms such as such as Facebook, Twitter and You Tube have fundamentally 
changed the nature of digital marketing.108,109,110 Facebook offers ad space that companies can 
purchase to advertise products, sponsored events and brand-related content, while  also offering 
opportunities to interact with people directly through  fan pages, competitions and games; all of 
which are free and easy to use. Many of the alcohol-related fan, event and group pages on 
Facebook are accessible to users of any age.111,112 Advertising guidelines for Facebook state that: 

 
…ads that promote or reference alcohol must: (i) Comply with all applicable local laws, 
required or recommended industry codes, guidelines, licenses and approvals and (ii) 
apply age and country targeting criteria consistent with Facebook’s targeting guidelines 
and applicable local laws. Where a user’s age or country cannot be determined, the ad 
must not be displayed to the user.113  

 
It has been suggested however, that while these guidelines exist, ‘age-gating’ techniques to restrict 
underage users, are neither enforced nor monitored.114 Furthermore, as Facebook pages can be 
created by both alcohol companies and third parties (including individuals) it may be difficult to enforce 
these guidelines.  
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56. Like Facebook, YouTube allows alcohol companies to develop their own pages; however unlike 
Facebook there are seemingly no age restrictions on viewers.115 You Tube provides a platform for 
companies to display recent and previous television advertisements, this may include older 
advertisements that do not satisfy current broadcasting codes.116 

 
57. The regulation of alcohol advertising on social media sites represents a new challenge for both 

advertisers and regulators. The internet crosses international boundaries, making the responsibility 
for advertising placement, content and regulation unclear. In 2012, the Advertising Standards 
Bureau upheld a complaint against Carlton United Breweries for user comments posted on its VB 
Facebook page (see Box 5).  

 
Box 5: Advertising Standards Bureau – Case Report 0271/12 
 
In July 2012, the Advertising Standards Board (the Board) upheld a complaint against Carlton United Breweries 
for user comments posted on its VB Facebook page related to sexual references and coarse language.  
 
In the case report, The Board outlined that:  
 
Under the code, advertising and/or marketing communication means “any material which is published or 
broadcast using any Medium or any activity which is undertaken by, or on behalf of an advertiser or marketer, 
and over which the advertiser or marketer has a reasonable degree of control, and that draws the attention of 
the public in a manner calculated to promote or oppose directly or indirectly a product, service, person, 
organisation or line of conduct”. 
 
The Board determined that as a Facebook page can be used to engage customers, the Code applies to the 
content generated by the page creator as well as materials and comments posted by users or friends. 
 
Following the determination, the advertiser reported removing the comments that were the source of the 
complaint and explained that they had ‘slipped through’ the monitoring process. As a result of the complaint the 
advertiser advised that they had revisited their guidelines and made a number of changes. It was also noted that 
work was underway to develop a more tailored approach to social media in relation to the Alcohol Beverages 
Advertising Code (ABAC) 
 
Source: Advertising Standards Bureau, Case report 0271/12 http://122.99.94.111/cases/0271-12.pdf 

 
58. Overseas advertising regulators have responded to these changes with the UK Committee on 

Advertising Practice extending its regulations to cover digital communications. Similarly in the US, 
the American spirits industry self-regulator (Distilled Spirits Council of the United States - DISCUS) 
released an updated code of practice for digital marketing in 2011. The ABAC reported that in 
2011 there was a large increase in determinations relating to internet advertisements, including 
those in social media. The ABAC considers that the Code has remained relevant as advertising 
techniques evolve.117 

5. The impact of ‘new media’ marketing on children and young people 
 
59. To date there has been little research into the impact of advertising in areas such as sports 

sponsorship, social media and product placement on consumers. It has been suggested that this 
may be because the public health field has struggled to keep up with the speed and extent of 
changes in alcohol marketing.118 Most of the past research on alcohol marketing has focused on 
the more traditional channels such as advertising in print and broadcast media. However, the fast 
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expanding digital media, which have been less well investigated to date, has been shown to have 
a strong association with drinking status of young people.119 Some of the research that has been 
carried out is summarised below. 

 
 A recent survey conducted in the United Kingdom found that a large number of young 

people do not recognise sponsorship, product merchandise or advertising on social 
networking sites as alcohol marketing. 51.4 per cent did not recognise official alcohol 
product Facebook groups as marketing while 49.6 per cent did not recognise alcohol 
sponsorship on football team shirts as marketing.120 Recent research suggest that 
portraying oneself as a drinker is considered to be a socially desirable component of ones 
identity in the social networking environment, perpetrating an online culture that normalizes 
binge drinking.121 

 Several studies have found a link between the ownership of alcohol-branded promotional 
items and drinking among young people.122,123,124  

 

60. A number of distinct marketing methods are deployed by alcohol brands when using social media 
and these raise questions regarding the efficacy of reactive regulatory frameworks. 125 Further 
research into alcohol advertising and social media is required. 

6. Regulation of alcohol advertising and marketing 
 
61. Globally, countries use a wide range of policies to control alcohol advertising and marketing.126 

Unlike tobacco, there is no international or regional agreement to restrict alcohol marketing. 
Methods of regulation include: advertising bans, advertising restrictions, statutory regulations, 
industry self-regulation and co-regulation. Self-regulation or co-regulation, in which the primary 
responsibility for regulation lies with the alcoholic beverage industry itself, is the most common 
form of regulation. Few countries have a complete ban on alcohol advertising and promotion; 
however there are a number of jurisdictions in which legislation restricts advertising in specific 
media and/or of particular beverages.127 Of 132 countries reporting to the World Health 
Organization in 2008, 72 reported some restriction on alcohol advertising, with 60 reporting no 
restrictions. The greatest restrictions were in Eastern Mediterranean, Nordic and South-East Asian 
countries. 128   

 
62. A commonly cited example of effective alcohol marketing regulation is France’s legislation, the Loi 

Évin (see Box 6). The Loi Évin, passed in 1991, restricts alcohol advertising to billboards, some 
radio and print media for adults. Furthermore, the advertisements must only contain information 
about the product, such as its strength and place of production.129  There is a complete ban on 
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sponsorship, television and cinema advertisements. While the Loi Évin is highlighted as successful 
regulation, the impact of the restrictions on reducing alcohol consumption and alcohol-related 
harm is difficult to assess.  

 

Box 6: The Loi Évin 
 
The articles relating to the Loi Evin can by summarised as follows:130 
 
A clear definition of alcoholic drinks is given: 
- all drinks over 1.2 per cent alcohol by volume are considered as alcoholic beverages. Places and media where 
advertising is authorised are defined: 
- no advertising should be targeted at young people; 
- no advertising is allowed on television or in cinemas; 
- no sponsorship of cultural or sport events is permitted; 
- advertising is permitted only in the press for adults, on billboards

*
, on radio channels (under precise conditions), 

at special events or places such as wine fairs, wine museums.  
 
When advertising is permitted its content is controlled: 
- messages and images should refer only to the qualities of the products such as degree, origin, composition, 
means of production, patterns of consumption; 
- a health message must be included on each advertisement to the effect that “l’abus d’alcool est dangereux 
pour la santé” : alcohol abuse is dangerous for health. 
 
* The text limited billboard advertising to the places of production and selling. Later, another law permitted billboard advertising anywhere 
that alcohol is sold or served. 

 
63. In New Zealand, as part of the Alcohol Reform Bill, the Law Commission has recommended a 

three-stage plan over five years to control alcohol promotion, advertising and sponsorship. 131The 
three stages are: 

 
Stage one: Makes it an offence to promote any event or activity that encourages excessive 
alcohol consumption. Promotions specifically targeting young drinkers will also become an 
offence. 
 
Stage two: Creates a joint committee run by the Ministers of Health and Justice. This will 
oversee a programme to reduce exposure to alcohol advertising and increase control of 
advertising content. 
 
Stage three: Restricts the advertising and promotion of alcohol in all media. Eventually, no 
alcohol advertising will be allowed, except if it gives factual product information. 

 
64. The New Zealand Government has accepted stage one of the Law Commission’s 

recommendations132 and are establishing an expert forum on alcohol advertising and 
sponsorship.133  . 
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7. The effectiveness of current regulatory codes in restricting alcohol 
marketing exposure to children and young people  

 
65. As previously discussed, there are a number of regulatory codes in Australia relating to advertising 

to children and/or advertising of alcoholic beverages.  Together these codes aim to limit the 
exposure to, and/or the impact of, alcohol advertising on children and young people. The codes 
primarily seek to achieve this goal by limiting the times at which alcohol advertisements can be 
broadcast (e.g. the CTICP), or regulating the content of alcohol advertisements (e.g. the ABAC). 
Although these codes perform an important function, there is debate as to whether they are 
effective in achieving their goals and sufficient to prevent children and young people from being 
exposed to all forms of alcohol marketing. Concerns that have been raised by a variety of 
stakeholders include: 

 the level of exposure to alcohol advertising among children and young people;  
o the CTICP exemption allowing alcohol advertisements to appear during live sport; 

 the limited scope of current regulations, 
o inability to cover new media marketing 
o focus on content rather than placement of advertisements 
o lack of regulation associated with sponsorship of sporting and cultural events 
o disagreement on adjudication decisions 

 the voluntary nature of the ABAC Scheme; and 
 the inability of ABAC to penalise advertisers for breaches of the code.134,135,136,137 

a. Exposure to alcohol advertising among children and young people in Australia 

 
66. The available evidence suggests that young people in Australia are exposed to a significant 

amount of alcohol advertising despite the current regulations in place. Some of this evidence is 
summarised below. 
 

 In a survey of 1113 adolescents aged 12-17 the majority indicated that they had been 
exposed to alcohol advertising via a range of media.138 Nearly all participants reported 
seeing alcohol advertising on television (94.2 per cent), followed by advertisements in 
bottle shops (79 per cent), magazines (74.7 per cent), billboards (60.7 per cent) and the 
Internet (55.4 per cent).139  

 A qualitative study with grade 5 and 6 primary school students conducted by Jones et al 
(2010) found that “young people have a high awareness of the alcohol sponsors and 
alcohol brands advertised during [sport telecasts].”140 Similar brand awareness was found 
in a recent United Kingdom study of 10 and 11 year old children. The study found that 
“…children as young as 10 are familiar with, and can readily identify alcohol company 
brands and logos as well as characters from alcohol television adverts.”141 
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 A study (Fielder et al 2009) found that the 30 most exposed alcohol advertisements on 
television (November 2005 - October 2006) contained at least one element known to 
appeal to children, such as animals, pop music or slapstick humour.142 

 As previously discussed children and young people are increasingly exposed to alcohol 
advertising via a range of new media such as sponsorship, social media and product 
placement.  While a number of studies and reports have highlighted the extent of this 
exposure,143,144,145 there are few studies examining the effect of new media marketing on 
consumption patterns in children and young people.  

 
67. The impact of the CTICP exemption, which allows alcohol advertising to be broadcast on free-to-

air television at any time during a live sporting event, has been highlighted as a key factor in 
children and young people’s exposure to alcohol advertising. 

 
 In 2007, 44 per cent of alcohol advertisements shown on weekends and weekday public 

holidays (in the five metropolitan markets of Adelaide, Brisbane, Sydney, Melbourne and 
Perth) were shown during the day (5.01am – 8.29pm),146 reflecting the impact of the CTICP 
exemption. Furthermore, it was noted that this was an increase compared to 2004 – 2005 
(44 per cent vs. 38 per cent).  

 Donovan and Sinclair examined exposure to alcohol advertisements during the 2008 
Bathurst 1000. They found that 117,000 people aged 5-17 watched the telecast, during 
which time they were exposed to up to 35 minutes of alcohol advertising (visual 
sponsorship and in-break alcohol advertisements).147  

b. The scope and function of current regulations 

 
68. Current regulations, both in Australia and internationally, have been criticised for being inadequate 

and too narrow in their scope.148,149,150 Specific concerns that have been raised include: the 
inability of current codes to cover new media marketing; a focus on content rather than placement 
of advertisements; lack of regulation associated with sponsorship of sporting and cultural events; 
and community disagreement on adjudication decisions.  

 
69. The proliferation of alcohol marketing into new media presents a challenge for current regulatory 

codes. Existing codes have been developed with a focus on traditional media and as such they are 
not well equipped to respond to new marketing methods. This issue was raised by the ABAC 
Scheme Chief Adjudicator in the ABAC Scheme Annual Report of 2011: 

 
From time-to-time policy issues arise where a complaint raises issues or concerns a marketing activity 
that falls outside from the type and style of alcohol beverage advertising to which the Code was 
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originally directed, namely: that the advertisement is transmitted by a ‘traditional’ medium of television, 
radio, print, billboard or via the Internet through a dedicated product website or a banner advertisement 
on a third party website.151 
 
The ABAC Scheme does not purport to apply to all forms of marketing activity undertaken by alcohol 
beverage producers and suppliers, but rather only extends to advertising.152 

 

Box 7: The ABAC Scheme and new media  
 
As outlined in the 2011 ABAC Scheme Annual Report, the ABAC Adjudication Panel was asked to consider the 
issue of product placement; specifically the placement of Midori within a music film clip of an American pop band 
that was available, and widely viewed, through the internet file sharing site YouTube . The panel concluded that:  
 
“[the] product placement was not an ‘ad’ within the meaning of the ABAC Scheme and hence the Panel could  
not make a substantive decision as to whether the clip’s portrayal of the use of the alcohol product was 
consistent with ABAC Standards (p.7).” 153 
 
This example demonstrates the limitations of the current scheme. The ABAC Chief Adjudicator noted product 
placement is an important issue and “worthy of serious consideration as to whether a regulatory approach 
should be adopted to control the practice in Australia.” 154 

 
70. There is limited evidence relating to regulation and alcohol marketing in new media. An audit of 

alcohol brand websites conducted by Gordon (2011), found that some website content would be in 
breach of current regulatory codes (those that cover traditional alcohol marketing).155 Similar 
findings were made by Carroll et al (2005) when reviewing the 2004 changes to the ABAC 
Scheme. Carroll et al reported that “the evidence from this preliminary study suggests that there is 
currently content on alcohol beverage websites which appears inconsistent with the content and 
spirit of the revised ABAC.” 156  
 

71. In addition to the concerns noted above, Nicholls (2012) argues that the limited scope of existing 
regulation allows social media marketing to embed brand awareness and encourage normalisation 
of drinking as part of everyday life, without violating regulatory codes.157 This is because marketing 
campaigns can develop a brand through discussions and conversations which do not explicitly 
reference drinking.158 

c. Content vs. placement of advertisements 

 
72. Voluntary codes on alcohol advertising generally focus on advertising content rather than the 

volume and/or placement of advertising.159,160 Children and young people are exposed to a 
significant amount of alcohol marketing, the effect of which has been shown to be cumulative.161 
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Thus, the volume of advertising is an important consideration when considering the effectiveness 
of regulation. 
 

73. In Australia, there are some restrictions on the placement of alcohol advertisements in certain 
media. For example, the Outdoor Media Association (OMA) requires members to limit the 
advertising of alcohol products on fixed signs that are within a 150m sight line of a primary of 
secondary school; while the CTICP restricts the times for which alcohol advertisements can be 
shown on television. However, the CTICP exemption allowing alcohol advertising during live sport 
and a failure of the OMA to always address breaches of their code162 undermine the effectiveness 
of these regulations.  

 
74. There is currently no regulation that restricts the volume or placement of alcohol advertisements 

on the Internet.  Given the increasing use of the Internet as a marketing medium this is an area 
that requires further examination. This lack of regulation can result in advertisements for alcoholic 
beverages appearing on internet sites that are readily accessible and frequently used by children 
and young people. 

 
75. The ABAC Panel has referred this issue to the Management Committee, questioning whether the 

placement of alcohol advertisements on the Internet should be covered by the ABAC Scheme.163 

d. Sponsorship of sporting and cultural events 

 
76. Sponsorship of sporting event, sporting teams, cultural and music events by alcohol companies is 

commonplace in Australia. The ABAC Scheme currently contains standards for the promotion of 
alcohol at events (see Appendix A); however, it does not specifically address sponsorship of sport 
and cultural events. The lack of regulation relating to sport and event sponsorship and the 
associated exemption for alcohol advertising during live sport is frequently raised as an area of 
concern when considering the effect of alcohol advertising on children and young people. 
164,165,166,167 

 
77. The ABAC Scheme Chief Adjudicator noted this issue in the 2011 ABAC Annual Report. The 

report highlighted that a number of complaints raised the issue of sponsorship; however, it 
considered that while sponsorship activity is a ‘legitimate question of public policy’, it is the place of 
industry, health advocates, the community and government to address.168  

e. Community concerns and expectations 

 
78. The Australian Association of National Advertisers (AANA) Code for Advertising & Marketing 

Communications to Children states that “advertising or marketing communications to children must 
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not contravene prevailing community standards”.169 While this statement does not expressly relate 
to alcohol advertisements it is important to ascertain if the current regulatory standards for alcohol 
advertising are meeting community expectations.     

 
79. Previously, Free TV Australia and the Advertising Standards Bureau have highlighted that there 

are a low number of complaints received in relation to alcohol advertising.170 It should be noted, 
however, that Free TV Australia only accepts complaints in relation to the CTICP. There is some 
evidence that knowledge of the ABAC Scheme among the general population is low and that this 
may contribute to a lack of complaints;171 however, public awareness of the Advertising Standards 
Bureau is reasonably high172 and the ABAC complaints process can be found easily online. 

 
80. A recent poll exploring Australian attitudes and behaviours related to alcohol, reported that 68per 

cent of respondents believed alcohol advertising and promotion influenced the behaviour of people 
under the age of 18. In regards to alcohol advertising on television, 64 per cent supported a ban 
on alcohol advertising before 8.30pm and 4 per cent identified the Advertising Standard Bureau as 
the organisation to direct their complaints to.173 

 
81. Concern has been raised in relation to the ABAC Scheme being voluntary in nature and the fact it 

is unable to penalise advertisers for breaches of the code. It is worth noting that all BAANZ, WFA 
and DSICA members abide by the Scheme – which represents nearly all advertisers. ABAC is 
unable to penalise the advertisements of non-signatories.  
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C. QUESTIONS ARISING 

These are some of the themes and issues on which the Agency seeks feedback: 
 
Effectiveness  Examples of where alcohol advertising regulation works effectively 

or otherwise. 
 

 How effective is current alcohol advertising regulation in Australia in 
reducing the exposure of alcohol advertising / marketing to children 
and young people? 

 

Scope  
 

 Are there areas in which the scope of alcohol related advertising 
regulations should be broadened?  

 
 What are the practicalities involved in whether a more expanded 

scheme can self-regulate effectively? 
 

Management 
 

 Are the current management arrangements appropriate for 
managing a code and associated regulations for an issue of 
significant social concern? Please explain why or why not. 
 

 Are the public health inputs and considerations sufficient? Please 
explain why or why not. 

 

Other  What other aspects of the alcohol advertising regulations in Australia 

are critical to consider? 

 
 
 

 
 

 
 



28 
 

Appendix A 
 

The Alcohol Beverages Advertising Code 

Part 1—Standards to be applied to advertisements for alcohol beverages. 

Advertisements for alcohol beverages must: 

a) Present a mature, balanced and responsible approach to the consumption of alcohol beverages 
and, accordingly: 

i) must not encourage excessive consumption or abuse of alcohol 

ii) must not encourage underage drinking 

iii) must not promote offensive behaviour, or the excessive consumption, misuse or abuse of 
alcohol beverages 

iv) must only depict the responsible and moderate consumption of alcohol beverages. 

b) Not have a strong or evident appeal to children or adolescents and, accordingly: 

i) adults appearing in advertisements must be over 25 years of age and be clearly depicted as 
adults 

ii) children and adolescents may only appear in advertisements in natural situations (e.g. 
family barbecue, licensed family restaurant) and where there is no implication that the 
depicted children and adolescents will consume or serve alcohol beverages 

iii) adults under the age of 25 years may only appear as part of a natural crowd or background 
scene. 

c) Not suggest that the consumption or presence of alcohol beverages may create or contribute to a 
significant change in mood or environment and,  

accordingly: 

i) must not depict the consumption or presence of alcohol beverages as a cause of or 
contributing to the achievement of personal, business, social, sporting, sexual or other success 

ii)  if alcohol beverages are depicted as part of a celebration, must not imply or suggest that 
the beverage was a cause of or contributed to success or achievement 

iii) must not suggest that the consumption of alcohol beverages offers any therapeutic benefit 
or is a necessary aid to relaxation. 

d) Not depict any direct association between the consumption of alcohol beverages, other than low 
alcohol beverages, and the operation of a motor vehicle, boat or aircraft or the engagement in any 
sport (including swimming and water sports) or potentially hazardous activity and, accordingly: 

i) any depiction of the consumption of alcohol beverages in connection with the above activities must 
not be represented as having taken place before or during engagement of the activity in question and 
must in all cases portray safe practices and  

ii) any claim concerning safe consumption of low alcohol beverages must be demonstrably accurate. 
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e) Not challenge or dare people to drink or sample a particular alcohol beverage, other than low 
alcohol beverages, and must not contain any inducement to prefer an alcohol beverage because of its 
higher alcohol content 

f) Comply with the Advertiser Code of Ethics adopted by the Australian Association of National 
Advertisers. 

g) Not encourage consumption that is in excess of, or inconsistent with the Australian Alcohol 
Guidelines issued by the NHMRC. 

h) Not refer to the ABAC Scheme, in whole or in part, in a manner which may bring the scheme into 
disrepute. 
 
Internet advertisements 
The required standard for advertisements outlined in (1)(a) to (h) above applies to internet sites 
primarily intended for advertising developed by or for producers or importers of alcohol products 
available in Australia or that are reasonably expected to be made available in Australia, and to banner 
advertising of such products on third party sites. 
 
Retail advertisements 
Advertisements which contain the name of a retailer or retailers offering alcohol beverages for sale, 
contain information about the price or prices at which those beverages are offered for sale, and which 
contain no other material relating to or concerning the attributes or virtues of alcohol beverages 
except: 
 
i) the brand name or names of alcohol beverages offered for sale 

ii) the type and / or style of the alcohol beverages offered for sale 

iii) a photographic or other reproduction of any container or containers (or part thereof, including any 
label) in which the alcohol beverages offered for sale are packaged 

iv) the location and / or times at which the alcohol beverages are offered for sale and 

v)  such other matter as is reasonably necessary to enable potential purchasers to identify the retailer 
or retailers on whose behalf the advertisement is published must comply with the spirit and intent of 
the code but are not subject to any process of prior clearance. 
 
Promotion of alcohol at events 
Alcohol beverage companies play a valuable role in supporting many community events and activities. 
It is acknowledged that they have the right to promote their products at events together with the 
right to promote their association with events and event participation. However, combined with these 
rights comes a range of responsibilities. Alcohol beverage companies do not seek to promote their 
products at events which are designed to clearly target people under the legal drinking age. 
 
This protocol commits participating alcohol beverage companies to endeavour to ensure that: 

● all promotional advertising in support of events does not clearly target underage persons 
and as such is consistent with the ABAC standard 
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● alcohol beverages served at such events are served in keeping with guidelines, and where 
applicable legal requirements, for responsible serving of alcohol (which preclude the serving of 
alcohol to underage persons) 

● promotional staff at events do not promote consumption patterns that are inconsistent with 
responsible consumption, as defined in the NHMRC Guidelines 

● promotional staff do not misstate the nature or alcohol content of a product 

● promotional staff at events are of legal drinking age 

● promotional materials distributed at events do not clearly target underage persons 

● promotional materials given away at or in association with events do not connect the 
consumption of alcohol with the achievement of sexual success 

● promotional materials given away at or in association with events do not link the 
consumption of alcohol with sporting, financial, professional or personal success 

● promotional materials given away at events do not encourage consumption patterns that 
are inconsistent with responsible consumption, as defined in the NHMRC Guidelines 

● A condition of entry into giveaways promoted by alcohol companies at or in association with 
events is that participants must be over the legal drinking age; and prizes given away in 
promotions associated with alcohol beverage companies will only be awarded to winners who 
are over the legal drinking age. 

 
Third parties 
At many events alcohol companies limit their promotional commitments to specified activities. This 
protocol only applies to such conduct, activities or materials associated with events that are also 
associated with alcohol beverage companies. 
Alcohol beverage companies will use every reasonable endeavour to ensure that where other parties 
control and / or undertake events, including activities surrounding those events, they comply with this 
protocol. However non-compliance by third parties will not place alcohol beverage companies in 
breach of this protocol.  
 
Public education 
This protocol does not apply to or seek to restrict alcohol beverage companies from being associated 
with conduct, activity or materials that educate the public, including underage persons, about the 
consequences of alcohol consumption and the possible consequences of excessive or underage 
consumption.  
 
Part 2—Standards to be applied to the naming and packaging of alcohol beverages 
1 The naming or packaging of alcohol beverages (which is also referred to within these standards as 
“product material”) must: 

a) present a mature, balanced and responsible approach to the consumption of alcohol beverages 
and, accordingly: 

i) must not encourage excessive consumption or abuse of alcohol 
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ii) must not encourage under-age drinking 

iii) must not promote offensive behaviour, or the excessive consumption, misuse or abuse of 
alcohol beverages 

iv) must only depict the responsible and moderate consumption of alcohol beverages 

b) not have a strong or evident appeal to children or adolescents and, accordingly 

i) adults appearing in product material must be over 25 years of age and be clearly depicted as 
adults 

ii) children and adolescents may only appear in product material in natural situations (e.g. 
family barbecue, licensed family restaurant) and where there is no implication that the 
depicted children and adolescents will consume or serve alcohol beverages 

iii) adults under the age of 25 years may only appear as part of a natural crowd or background 
scene 

c) not suggest that the consumption or presence of alcohol beverages may create or contribute to a 
significant change in mood or environment and, accordingly: 

i) must not depict the consumption or presence of alcohol beverages as a cause of or 
contributing to the achievement of personal, business, social, sporting, sexual or other success 

ii) if alcohol beverages are depicted as part of a celebration, must not imply or suggest that the 
beverage was a cause of or contributed to success or achievement 

iii) must not suggest that the consumption of alcohol beverages offers any therapeutic benefit 
or is a necessary aid to relaxation 

d) not depict any direct association between the consumption of alcohol beverages, other than low 
alcohol beverages, and the operation of a motor vehicle, boat or aircraft or the engagement in any 
sport (including swimming and water sports) or potentially hazardous activity and, accordingly: 

i) any depiction of the consumption of alcohol beverages in connection with the above 
activities must not be represented as having taken place before or during engagement of the 
activity in question and must in all cases portray safe practices 

ii) any claim concerning safe consumption of low alcohol beverages must be demonstrably 
accurate 

e) not challenge or dare people to drink or sample a particular alcohol beverage, other than low 
alcohol beverages, and must not contain any inducement to prefer an alcohol beverage because of its 
higher alcohol content 

f) not encourage consumption that is in excess of, or inconsistent with the Australian Alcohol 
Guidelines issued by the NHMRC. 

g) not refer to the ABAC Scheme, in whole or in part, in a manner which may bring the scheme into 
disrepute. 
 
2 These standards, (Part 2 (1) (a)–(g)), apply to the naming and packaging of all alcohol beverages 
supplied in Australia, with the exception of the name of any product or a trademark which the 
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supplier can demonstrate, to the satisfaction of the Adjudication Panel, had been supplied for bona 
fide retail sale in the ordinary course of business in a state or territory of Australia prior to 31 
October 2009. 

 


