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Executive Summary
The Royal Australasian College of Physicians (RACP) welcomes the opportunity to comment on this
NSW inquiry into the Alcoholic Beverages Advertising Prohibition Bill 2015 (the Bill). Physicians
working in addiction clinics, emergency departments, orthopaedic wards, rehabilitation centres, liver
clinics and cancer wards know first-hand the harm alcohol can cause, including that caused by
alcohol-related violence. Therefore, the matters being considered in this inquiry and by the Bill are of
great importance to the RACP and its members. In March 2016, the RACP released its revised
Alcohol Policy 1, co-developed with the Royal Australasian College of Psychiatrists, which included a
number of recommendations drawn from an in-depth review of the evidence of policies to reduce
alcohol-related harms and from the front-line clinical expertise and experience of our members.
It is outside the remit or expertise of the RACP to provide comment on the provisions within this Bill
that would allow for the declaration of local option areas within which the purchase, sale or delivery,
or the consumption in a public place, of alcoholic beverages will be an offence. We note however
that the evidence suggests that while community-based alcohol restriction plans can be effective in
reducing alcohol-related harms, this is subject to there being broad-based community support for
such restrictions. In terms of the process outlined in the Bill, such that the Minister can consider a
request for such a declaration if it is signed by at least 10% of the people who reside in the area, it is
unclear to us whether this appropriately indicates there is adequate community support for this
declaration. It was not clear on what basis the process, and nominated 10% support, was made.
Our submission instead focuses on the aspects of the Bill that proposes prohibiting all advertising
and other promotional activities aimed at assisting the sale of alcoholic beverages.
There is clear evidence that young people in Australia are exposed to large amounts of alcohol
advertising across a range of media. There is also strong evidence that exposure to alcohol
advertising is linked with people starting drinking at an earlier age, puts young people at greater risk
of engaging in harmful and risky levels of alcohol consumption, and to them developing long term
alcohol use disorders. It must be remembered that alcohol affects the development of the brain,
which continues to form and mature during adolescence. The evidence on a broader ban is unclear.
There is therefore a compelling case for statutory restrictions on alcohol advertising when or where
this is directed at young people or where the exposure of young people to such advertising cannot
be feasibly minimised or avoided. This could encompass a ban on outdoor advertising of alcohol,
including at sporting events, and a ban on alcohol industry sponsorship of sporting events,
competitions and teams.
The evidence of harms associated with inappropriate advertising of alcohol to children is clear and
concerning, and we believe that a Bill focusing on reducing the harms to young people would be
highly effective, welcomed by the community, and more achievable than a proposal to ban all
alcohol advertising.
We note the evidence both from Australia and the rest of the world that industry self-regulation of
alcohol advertising is ineffective and does not appropriately curb the exposure of young people to
alcohol advertising. We strongly support the proposal to establish an Alcohol Advertising Prohibition
Committee and recommend that the Bill explicitly prohibits any representative with links to any
commercial interest in alcohol.
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1. The health and social costs of excessive alcohol consumption are
substantial and the public is demanding an appropriate response
The many harms of alcohol and their costs to individuals and society are both undisputed and
substantial, with alcohol consumption being a causal factor in more than 200 disease and injury
conditions. 2 Current average levels of alcohol consumption have been found to increase the risk of
liver cirrhosis, cancer, injuries and cardiovascular diseases. 3 Recent research has found that
alcohol consumption per capita was significantly and positively associated with changes in both
male and female head and neck cancer mortality, particularly among males and females aged 50
and above. 4 In NSW alone, the NSW Auditor General has estimated the cost of alcohol abuse at
$3.87 billion per year, or $1,565 per household. Of this amount, $1.029 billion a year or $416 per
household is incurred in the form of spending on additional government services to redress the
negative ‘spillover effects’ of alcohol consumption such as increased crime and morbidity. 5 In
Australia, the total social costs of alcohol have been estimated to be as high as between $15 billion
and $36 billion per year. 6
The general public is aware of the significant costs associated with alcohol, with recent polling by
the Foundation for Alcohol Research and Education (FARE) finding that roughly one third of
Australians (35%) think that alcohol is the most harmful drug, behind illegal drugs (44%) and ahead
of tobacco (11%) and pharmaceuticals and prescription drugs (6%). 7
More than three quarters (78%) of people believe that Australia has a problem with excess drinking
or alcohol abuse.

1. Recent trends in alcohol advertising
Alcohol advertising can be presented through a variety of media, including print media, broadcast
(including television and radio), digital media (including SMS text messaging, websites and social
media platforms such as Facebook, YouTube and Twitter), merchandising, sponsorship of sporting
and cultural events and product placement. Figure 1 below provides a breakdown, based on data
collected from a media monitoring company of the share of expenditure on alcohol advertising
across the different media channels. It is estimated that total alcohol advertising expenditure in 2011
(the most recent year for which a comprehensive estimate is available) was approximately $222
million. 8
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Figure 1: Share of alcohol advertising expenditure across different media channels
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Broadcast media’s share of alcohol advertising revenue was approximately 50% in 1997 but
declined to 19% in 2011. By contrast, newspapers and outdoor advertising have increased their
shares of the alcohol advertising spend (newspapers from 28% to 41% over the 1997-2011 period
and outdoor advertising from 3% to 13%).
While the social media share of alcohol advertising is still small at about 2%, the top twenty alcohol
brands in Australia have more than 2.5 million followers and post four items of content per week,
according to 2014 research. 10 While there are no published estimates on the total expenditure for
alcohol industry sponsorship of sport, it is estimated that some sports may receive around 25 per
cent of their income from alcohol beverage sponsorship agreements or associated income. 11
Of these different media channels, the one that is most directly within the power of State
governments to regulate is outdoor advertising. NSW government owned property which can be
used for outdoor advertising includes buses, trains, bus shelters, train stations and sports stadiums.
This media is regularly and directly exposing alcohol advertising to children and adolescents,
particularly when it is displayed on or near public transport and shopping areas.

2. Alcohol advertising clearly makes a difference in increasing alcohol
consumption but this impact is more significant and well established
for young people
The significant expenditure on advertising in Australia demonstrates that alcohol companies clearly
recognise its influence in driving sales. A recent systematic review has found conclusive evidence of
positive associations between exposure to alcohol sports sponsorship and self-reported alcohol
consumption. More recent indirect evidence of this relationship for older adults can be found in a
recent study which examined the association between alcohol advertising restrictions and the
prevalence of hazardous drinking (defined based on a measure used by the World Health
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Organization) among people aged 50-64 in 16 European countries. 12 European countries in this
study were divided into three groups – those with ‘no restrictions’ on alcohol advertising, those with
some restrictions and those with the greatest restrictions. The study found that the rate of hazardous
drinking was 30.6% in countries with no restrictions, 20.3% in countries with some restrictions and
14.4% in those with greatest restrictions. Even after adjusting for confounding factors the study
found a positive association between alcohol advertising and hazardous drinking rates among this
older age group.
Overall whilst the recent evidence on the relationship between advertising and levels of alcohol
consumption among adults is particularly strong for young people, it is more mixed for the general
population. For example, a recent Cochrane review was unable to find any solid evidence for (or
against) recommending the implementation of alcohol advertising restrictions. 13 A recent study
which reviewed all alcohol control policies in European countries from the 1960s to the 2000s found
a significant decrease in consumption following advertisement restrictions in France but not in five
other countries where similar restrictions were implemented during the study period. 14 This study
concluded that the best means of reducing alcohol related harm was through policies affecting
alcohol availability (including by affecting the price of alcohol).
However there is a wealth of evidence that exposure of young people to alcohol advertising
encourages early initiation into alcohol use 15. It also puts young people at greater risk of engaging
in harmful and risky levels of alcohol consumption 16 and of developing long term alcohol use
disorders. 17 The most recent estimate of the impact of alcohol advertising on increasing drinking
using Australian data found that for every increase of 1000 Targeted Rating Points (a measure of
television advertising exposure) the odds of an adolescent drinking in the past month increased by
approximately 10%, while the odds of an adolescent engaging in past-week risky drinking increased
by 16%. 18

3. Industry self-regulation is clearly not working
Current Australian regulations at the national level on alcohol advertising rely heavily on selfregulation in respect of both content and placement of advertising, and there is a lack of legally
enforceable sanctions for instances when regulation breaches occur.
At the national level, alcohol advertising content is predominantly regulated through the Alcohol
Beverages Advertising (and Packaging) Code (ABAC). This code is operated by a management
committee that comprises members of the alcohol industry, together with a government
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representative, but has no representation from the medical or public health sectors. As it is a
voluntary scheme, it is not underpinned by legislation and therefore there are no statutory penalties
for infringing the ABAC.
Regulation of the placements of alcohol advertising (i.e. when and where such advertising is placed)
on free to air television is done primarily through the Children’s Television Standards of the
Australian Communications and Media Authority (ACMA) and the Commercial Television Industry
Code of Practice (CTICP), a co-regulatory industry code registered by ACMA. The broadcasting of
alcohol advertising is restricted at certain times to ensure that children and adolescents are not
exposed to alcohol advertising, however, incomprehensibly, there is a loophole that allows alcohol
adverts to be broadcast during sports programs in children’s viewing hours at the weekends and
public holidays. It is a serious concern that the ACMA further relaxed these restrictions recently,
widening their scope from sports broadcasts to sports programs.
Given the absence of a statutory ‘bite’ and despite CTICP having provisions around the timing of
alcohol advertising on television, it is not surprising but very concerning that young people, including
adolescents, are exposed to almost the same level of alcohol advertising as the rest of the
population. 19 For instance, a study of 2,810 alcohol advertisements aired on Australian television
over two months found that 50 per cent appeared during viewing times when children were regularly
watching. 20 While a more recent study of Australian adolescents’ exposure to television alcohol
advertisements found that their exposure has fallen over between 1999 and 2011, it is theorised that
this reduction may simply reflect the greater use of other advertising channels given the reduction in
the use of television in alcohol advertising, as discussed previously. For instance, compared with
2016, there is an increase in the proportion of parents and guardians who believed their children
under 18 were exposed to alcohol advertising while outside on the street (from 37% to 45%), at a
licensed venue (from 35% to 42%) and on social media/internet (from 26% to 34%). 21
More than three quarters of parents and guardians (77%) believe that their child under 18 years of
age has been exposed to alcohol advertising; an increase from 2016 (71%). Given that the other
codes of practices regarding placement for other media channels such as pay TV, radio and online
media are also industry-based and voluntary, it should be expected that they would suffer from the
same shortcomings as the CTICP. Moreover, given this proliferation of codes, it is an issue that
there is no single body responsible for the content and placement of alcohol advertising.
At the State level, the Liquor Promotion Guidelines were written to fulfil the requirement under
section 102 of the Liquor Act 2007, detailing the types of promotions or activities that may be
restricted or prohibited and subject to notice by the Director General. However in practice the
current Liquor Promotion Guidelines are ineffective because of their limited scope. They are
predominately focused on promotions that may take place at an on-licence premises (e.g. a bar, pub
or hotel) and fail to appropriately regulate promotions through other forms of advertising.
The inadequacy of industry self-regulation of alcohol advertising is not a shortcoming peculiar to
Australia. A recent systematic review of international approaches to industry self-regulation of
alcohol concluded that violations of the content guidelines within these codes were highly
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prevalent. 22 The credibility and effectiveness of sanctions embedded in these industry codes is also
highly questionable. A study of the effectiveness of compliance and complaint procedures in
industry self-regulation codes in the UK, Europe, US, Canada and Australia concluded that current
alcohol industry marketing complaint processes were ineffective at removing potentially harmful
content. 23 For instance, this is reflected by the fact that 939 complaints were received by the Alcohol
Advertising Review Board (the only independent advertising review body established in Australia so
far, though also one that lacks statutory authority) over the five years of its operation since 2012. 24 A
third of these complaints related to sport, indicating there is significant community concern around
the link between alcohol and sport. There is a clear failure by both industry and parliaments in
Australia to regulate alcohol advertising to the extent that would be regarded as satisfactory by the
general public.

4. Conclusions and recommendations
Based on the evidence reviewed in the previous section, industry self-regulation of alcohol
advertising clearly is not working and a statutory approach is required. Insofar as such an approach
is lacking at the national level it may be up to the states and territories to enact their own legislation
to reduce the alcohol-related harms promoted by unrestricted alcohol advertising.
We would therefore endorse statutory restrictions that prevent exposure of young people to direct
and indirect alcohol advertising, including recognisable symbols of alcohol products (such as logos
and products) and extending to content and placement across the range of media commonly
accessed by young people. We believe that a Bill that focused on this objective is strongly indicated
and supported by the evidence base, is more achievable, and would likely be welcomed by the
community.
Key to these restrictions should be a ban on all outdoor advertising of alcohol, including outdoor
advertising using NSW government property. This would support the principle of preventing the
exposure of young people to direct and indirect alcohol advertising due to its recognised harmful
impact. We note that this is one of the few media channels for alcohol advertising which is directly
within the control of state governments.
We also support legislative measures to ban alcohol advertising at sporting events and to progress
the phasing out of alcohol sponsorship of sporting events, competitions and teams. This is again a
form of advertising and one that strongly associates children’s sporting heroes and teams with
alcohol brands.
Finally we endorse the establishment of an Alcohol Advertising Prohibition Committee to be
appointed by the Minister and recommend that the Bill explicitly prohibits industry having
representation on the Committee. Currently under the Bill, one of five members of the Committee
can be nominated by the CEO of the Outdoor Media Association of Australia. We believe that no
one with any commercial interest in alcohol advertising should be represented in the Committee.
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