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∗ Australian children and 
adolescents are exposed to 
large amounts of alcohol 
advertising. 

∗ The effect of this promotion 
may be cumulative. 

∗ Interventions that reduce 
exposure of children and young 
people to alcohol promotion 
have potential to change 
behaviour and reduce alcohol 
related disease. 

2 

Role of Alcohol Advertising and 
Promotion 

발표자
프레젠테이션 노트
Australian children and teenagers are exposed to large amounts of alcohol advertising, on television, at festivals and sporting events through sponsorships, in print , online and outdoor billboards.

The evidence also suggest that the effects of exposure may be cumulative; in markets with greater availability of alcohol advertising, young people were more likely to continue to increase their drinking as they moved into their mid-twenties, while drinking declined earlier in those who were less exposed.

The best evidence of a cause and effect of alcohol advertising and harm is around the effect on children and young people.  For example, studies into the effect of alcohol marketing have found an association with the uptake of alcohol use; while studies on the long-term impact of adolescent alcohol use consistently show that early and frequent use of alcohol approximately doubles the risk of alcohol-related problems later in life, including an increased risk of a range of chronic diseases.




For this area policy options and interventions include: 
a) setting up regulatory or co-regulatory frameworks, preferably 

with a legislative basis, and supported when appropriate by 
self-regulatory measures, for alcohol marketing by: 

i. regulating the content and the volume of marketing; 
ii. regulating direct or indirect marketing in certain or all media; 
iii. regulating sponsorship activities that promote alcoholic 

beverages; 
iv. restricting or banning promotions in connection with activities 

targeting young people; 
v. regulating new forms of alcohol marketing techniques, for instance 

social media; 
…… 

WHO GLOBAL STRATEGY 
Alcohol advertising 



Alcohol advertising:  
key advocacy areas 

∗ Key advocacy areas 
∗ Ban all alcohol advertising, sponsorship and promotion 

at times and in places that have high exposure to 
children and young people 

∗ Set up an independent alcohol advertising regulator 
with strong enforcement powers 

∗ Highlight inadequacies of current self-regulatory 
framework  

 



Promotion of alcohol and sport 
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Promotion of Alcohol in Sport 

∗ Alcohol advertising is largely 
self-regulated by the 
industry 

∗ Alcohol advertisements are 
prohibited on Free to Air TV 
prior to 8.30pm 

∗ However, an exemption 
applies to live sporting 
events broadcast on TV 
before 8.30pm 

 

발표자
프레젠테이션 노트
Alcohol companies constantly argue against the implementation of regulatory approaches that have a strong evidence base for effectiveness , including controls on advertising and promotion.
 
Instead industry emphasise the value of voluntary regulation, the importance of educational approaches, and an emphasis on personal responsibility – and increasingly, parental responsibility
 
However, research consistently shows that voluntary advertising codes of practice do not protect young people from exposure to alcohol and unhealthy food advertising (in particular, responsible drinking messages are strategically ambiguous); and that the emphasis on personal responsibility fails to properly acknowledge the effect of environmental and economic factors on people’s decisions. 
 
There is high public support for some interventions such as stricter regulation of alcohol and junk food advertising to children Nonetheless, despite evidence base and public opinion, industry arguments and strategies are often effective in deterring governments.  
 
Industry and industry-supported groups lobby against effective strategies and for ineffective strategies and fund research to instil doubt about non-industry-based research—primarily through misrepresentation and critique of data and methods.




Ad Shame 
Digital Advocacy Platform  

∗ Develop an online community of concern around marketing of 
alcohol - and junk food - to children and young people, 
particularly through sport. 

∗ Create a digital platform where the community can name and 
shame particular promotions for alcohol products targeting 
young people 

∗ Expose the extent of the problem in an ongoing way, 
cumulative body of examples 

∗ Use these to lobby on behalf of the community for regulatory 
reform  
 
 

 

발표자
프레젠테이션 노트
Adshame is a new online advocacy destination where Australian consumers can name and shame advertisements promoting unhealthy food/eating habits and alcohol consumption to children and teenagers.  A particular focus of the site is the sponsorship and promotion that occurs through sport. 
 
The aim of the new website is to empower Australian parents and ensure their voices are heard loudly and clearly. We want to hear from them about misleading and unhealthy advertising so we can lobby and advocate for changes to laws and industry behaviour on their behalf.  
 
Adshame will showcase all ad submissions of unhealthy food and alcohol advertisements targeting children and adolescents. By exposing the sheer extent of the problem, the site will demonstrate that the food industry’s self-regulatory scheme has seriously failed to protect children and adolescents from the harm of unhealthy food and alcohol advertising. 
 
The AdShame website is supported by  a number of partners who believe that legislation is urgently needed in Australia to protect children from the detrimental effects of unhealthy food and alcohol advertising.:




Campaign Launch  

 Develop a viral video that highlights the loophole allowing alcohol 
advertising being shown on TV prior to 8.30pm 
 

 Call to action to post an Infographic, share a link to the video 
 
 Use #AdShame on Twitter and Facebook 
 
 Blogger strategy to encourage commentary  
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Viral Video 
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Sport 
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Interventions  

Alcohol and obesity 

∗ Outlet density  
  

∗ Planning laws  
  
 
 

Alcohol 

∗ Minimum purchase age 
 

∗ Licensing legislation 
 

Affordability Availability Promotion 



∗ Further launch of elements of AdShame – including 
unhealthy food marketing  

∗ Exposure of the failure of self-regulation to address 
exposure of young people to alcohol marketing 

∗ Dossier of examples outlining the breadth and depth 
of marketing young people  

∗ Understanding in the community around the volume 
of marketing 

∗ Empowerment of parents to take action on the issue 
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Outcomes 
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THE END 
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