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Disclaimer: Every effort has been made to ensure the information in this 

document is accurate and up-to-date, however unexpected errors may occur.
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During the 2012 NRL State of Origin 
series, there were a total of

The numbers are sobering
A 2011 survey of 1,113 
Australian adolescents 
aged 12-17 found that 

26.9 

198.88 

50.9 
million

Within one year, AFL, NRL and 
Cricket broadcasts draw a 
cumulative viewing audience of During this time, these children 

will be exposed to 

instances of 
alcohol 
advertising.

80%

4062

76%

of alcohol advertising broadcast between 6am and 8.29pm 
(peak viewing time for children and adolescents) is shown 
during sports programs.

87%

million 
children

6am-8.29pm

of Australian children aged 5-12 can 
correctly match at least one sport with its 
relevant sponsor.
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had been 
exposed 
to alcohol 
advertising 
on 
television.

a year spent on sponsorship of major 
Australian sporting events by the 
alcohol industry, 

$50 million

Of an estimated

is invested by 
3 alcohol companies: 

XXXX James Boag That’s

$

different sporting codes

In addition, it owns other brands that hold sporting sponsorships:

Fosters, Lion and Diageo

Lion sponsors

This included promotion of 8 different alcohol 
products in 10 on-field and 11 off-field 
locations. 

episodes of alcohol 
marketing across the 

3 games

 270,000
320,000

… totalling a duration of 

minutes

alcohol
sponsorships.

A total of

15 
young people aged 5-17 
watched these games.
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