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Per capita alcohol consumption per drinker (2003-2005)

(high rates of abstention)
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Strangely, SABMiller's Mark Bowman 1s not mpressed with our consumption levels, He
wants to Increase this further, Bowman says that people on the African contment
(excluding South Africa) consume only § htres of commercial beer per person per vear and
he Intends to Increase this to 30 litres per person per vear over the next 20 years,

April 16, 2012
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I\/Iarket share for alcoholic beverages in South Africa, 2012 (AA)
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Building a healthy nation throughresearch

Malt beer
m Natural wine
®RTDs
W Spirits
Other

= 2.7% of household
expenditure in 2011
(3.8% for Black Africans)

Excludes commercially & non-commercially produced sorghum beer or other
Homemade or informally produced products (approx. 26% of the market) — 2/3"¥ unrecorded
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Share of alcohol adspend in total ATL adspend
(Total - R34.2 bn in 201)
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Share of types of beverages in total alcoholic beverages
advertising expenditure
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4 trends emerge:
1. Share of beer has been increasing dramatically since 2008

2. Share of spints has decreased sharply since 2008
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I Share of various media types in total alcoholic beverages .
ATL advertising expenditure (2012)

Cinema, 6.3
Direct Mail, 0.0
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Out of Home, 5.3

Source: Addymamix AC Nielsen
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> Derived guantities of pure alcohol consumed in South Africa
1960-2012 (UCT Economics)
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Building a healthy nation throughresearch

Unsafe sex | 131.5%

Interpersonal violence 19.1%

Alcohol I 7.0% * 95% CIl 6.6-7.4
Tobacco [714.0%

High BMI [12.9%
Childhood and Maternal underweight 2%
Unsafe water sanitation and hygiene 7:| 2.6%
High blood pressure ::I 2.4%

Diabetes [[116%  Alcohol accounted for 7% of all DALYs in

ron deficiency [1.4%  South Africa in 2000 (Schneider et al., 2007,
High cholesterol 7[| 1.3% SA MJ)

Low fruit and vegetable intake 7[| 1.1%
Physical inactivity [11.1%
Vitamin A 7[| 0.7%
0,
Lead [10.4% [*Rehm et al., 2009: 6.3%)}

Urban air pollution [|0.3%

Indoor smoke |0.1%

Attributable DALYs (% of 16.2 million)
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Burden attributable to alcohol use in SA in 2004 (Rehm et al.,2009)

Selected condition DALYS %
2. Intentional injuries 329 652

3. Unintentional injuries 211 012

4. Neuropsychiatric disorders 157 751 12
5. Cardiovascular diseases 91 228 7
6. Cancer 51 840 4
7. Cirrhosis liver 31 156 2
8. Other 23 511 2
Total all conditions (incl. beneficial effects) 1311 843

[ Underestimates FAS burden ]




Section 2

CONTROLS ON ALCOHOL ADVERTISING
IN SOUTH AFRICA

Building a healthy nation throughresearch
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Advertising permitted on TV, radio, in cinemas & outdoors

Subject to the Industry Association for Responsible Alcohol
Use (ARA) code

— specifies that adverts may not be transmitted in commercial

breaks immediately before/during/immediately after children’s
programmes

Code prohibits a range of activities

appeal to young people

Inclusion of youth under-25 drinking alcohol

special promotion of higher alcohol content beverages
promotion of aggressive or anti-social behaviour

promoting the alcohol strength of the beverage as the principal
subject of the label



ARA Code of Commercial Communication of Alcoholic Beverages
. -- additional media rules (for example) j

ion through research

» Advertisements will not be placed in any medium aim eadh ecific Iiy at children
« IV
— Programmes with a verifiable 30% or more viewership of persons under the age of
18 may not contain alcohol beverage advertisements

— Alcohol beverage advertisements may not be flighted between 14h00 and 17h00
on Monday to Friday

— Alcohol beverage advertisements may not be flighted before 12h00 on Saturday
and Sunday

— In the case of sporting events where the main sponsor is an alcohol beverage
company, the 70/30 rule outlined above will still apply

 Radio
— 70/30 rule will apply.

— No alcohol beverage advertisements will be broadcast between 06h00 and 09h00
and between 14h00 and 17h00 Mondays to Fridays and between 08h00 and 12h00

on weekends
e Qutdoor

— No billboards advertising an alcohol beverage brand or product will be placed within
200 meters of schools, community centres and churches
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Public Health Nutrition

Content analysis of television food advertisements aimed at

adults and children in South Africa

Zandile J Mchiza'*, Norman J Temple®, Nelia P Steyn®, Zulfa Abrahams® and

Mario Clayford'

'Chronic Diseases of Lifestyle Unit, South African Medical Research Council, PO Box 19070, Cape Town,
South Africa: “Centre for Science, Athabasca University, Athabasca, Alberta, Canada: EF‘apularian Health,

Health Systems and Innovation, Human Sciences Research Council, Cape Town, South Africa

Submitted 3 Avgust 2012 Final revision received 21 May 2013: Accepied 29 May 2013

Abstract

Objective: To determine the frequency and content of food-related television (TV)
advertisements shown on South African TV.

Diesign: Four national TV channels weme recorded between 1500 and 21.00 hours
(6h each day, for seven consecutive days, over a 4-week period) to: (i) determine
the number of food-related TV advertisements; and (ii) evaluate the content and
approach used by advertisers to market their products. The data were viewed by
two of the researchers and coded according to time slots, food categories, food
products, health claims and presentation.

Results: Of the 1512 recorded TV advertisements, 665 (44 %) were related to food.
Ofthese, 63 % were for food products, 21 % for alcohol, 2 % for multivitamins, 1%
for slimming products and 13% for supermarket and pharmacy promotions.
Neady 530 % of food advertisements appeared during family viewing time. During
foods, hot beverages, starchy foods and sweetened drinks. The majority of
the alcohol advertisements (ninety-three advertisements, 67 %) fell within the
children and family viewing periods and were endorsed by celebrities. Health
claims were made in 11% of the advertisements. The most frequently used

energy’, ‘strengthens the immune system” and ‘is nutritionally balanced'.
Conclusions: The majority of food advertisements shown to both children and
adults do not foster good health despite the health claims made. The fact that

alcohol advertisements are shown during times when children watch TV needs to
be addressed.

Keywords
Television viewing
Food-related odverts

Health claims

South African television




Section 2
CHRONOLOGY OF STATE ACTION TO IMPOSE A BAN ON
ALCOHOL ADVERTISING IN SA

Bill
presented
DoH to Cabinet
prepares (Sept)
briefing
to :
Minister of Bill
Health S: dptl)oe(l)r:t approved
proposes ban by IMC
(August)
N ~= <~
2010a 2011a 2011b 2012a 2012b 2013a 2013b
/ \ /\ DoH seeks A
2"d Biennial Control of Marketing to address | Trsasu_ry
Summit resolution of Alcoholic concerns olo ng INto
in favour of ban Beverages Bill over job aJ\?;;sailge
leaked (Aopril losses
(March) eaked (April fund Sport
& Arts




President Jacob Zuma opens 2nd Biennial Anti-Substance Abuse Summit, 15 Mar 2011

KEDEARUH
m COUNCIL

35 Resolutions

21.Immediate implementation of current laws
and regulations that permit the restriction
of the time, location and content of
advertising related to alcohol and in the
medium term banning of all advertising of
alcoholic products in public and private
media, including electronic media
The short term intervention will include
measures that will ensure that alcohol will not
be marketed at times and locations where
young people may be influenced and the
content of the advertising should not portray

alcohol as a product associated with sport, and
social and economic status

22.Banning on all sponsorship by the alcohol
Industry for sports, recreation, arts and
cultural and related events




What is government thinking?

f——  SOUTH

The Department believes that advertising leads to increased

consumption, and that people respond to alcohol ads, and not just the brand. This results in increased alcohol
consumption — and therefore increased alcohol harm.  Advertising starts people drinking at younger ages, as
adverts make the product seem attractive and glamorous. From an ethical point of view — it is wrong to allow

products to be promoted and advertised, as If they do not cause any harm - this is unethical.

. So should we allow the promotion and marketing of a
product that we know is insidious? Moreover, a select number of people will have little option but to drink to
dangerous levels due to addiction to the product. The industry will say that it is not the drink, but the drinker that is
dangerous; we think that, because of the nature of the product, it i1s bothl Alcohol i1s no ordinary commodity and

therefore needs different approaches.

Econometrix Report (2013) p. 109

The alcohol and advertising industries on the other hand would want us to ignore best practice and
evidence garnered from local and international experts and have us focus on the one area that has
Deen shown In research 10 be the least effective, that is, public education.

Public education and awareness campaigns are only successiul if accompanied by legisiative measures
such as the restriction of advertising and increasing the price of alcohol. We infend to implement al
ihese measures and not just one or fwo.

Minister of Social Development Bathabile Clamini.
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 August 2013 the Draft Control of Marketing of Alcoholic

Beverages Bill approved by Inter-ministerial Substance Abuse
Committee (comprised 12 Ministries, chaired by Social
Development)

— Government cannot ignore harms any longer (economic costs, road
deaths, crime & violence)

— Industry efforts to curb harms not working



Section 3

ACTION BY INDUSTRY AND RELATED (?)
OTHERS OPPOSING AN ALCOHOL
ADVERTISING BAN



DailyNews

Heading for a nanny state?

April 18 2012 at 08:29am

South Africans do not know what is good for them,
our health authorities believe. Having just engaged in
a protracted war on smoking, officials are now taking
on liqguor advertising, and readying for the next battle:
your diet.
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BUSINESSREPORT

Drinks makers oppose ad ban

April 17 2012 at 05:00am
By Ann Crofty

rather than trying to regulate behaviour and bludgeon enterprise.

Our government should ook at stricter control of liquor advertising and other measures in its arsenal,

MailGuardian

AFRICA’S BEST READ

SEEBYZ L ONNLINITY corm

Darly fndusiry news

Banned booze ads will only affect the
economy - badly

20 JUN 2013 10:09 | 5TAFF REPORTER

Curbing alcohol abuse by banning ads is
like trying to cure Aids with beetroot
By: Chris Moerdyk: @chrismoerdyk

2 comments ’,n;e BizLike
The next month or so will see media, sponsorship, advertising
and marketing companies assessing the financial impact of a ban
on alcohol advertising. The SABC has been the first to have the

courage to stand up and be counted by telling Parliament that it
will lose R400 million a year.

:

Chriz Moerdyk's profile
and articles

Advertising lessons from apartheid and the
Nazis
By: Chris Moerdyk: @chrismoerdylk

? comments ‘& BizLike

The one thing that society should have leamnt from apartheid, the
Mazis and other failed coprocracies® is that banning things is a
simple, often politically correct procedure that initially appeases
the masses but which ultimately leads to political self-
destruction. Throughout history, despotic governments have tried
to main social eguanimity by banning all sorts of things, including
books, liguor, movies and in the case of the early days of
apartheid - television.

Chriz Moerdyk's profile
and articles

Show next
~ more options



Jobs Battle Brewing As Booze Ads Ban Looms

onwald Pressly, Th

Ghe Star

(91
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Star Business Heport, 6 July 2011
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Banning alcohol advertising not the
answer - experts

South Africa | Sunday 14 July 2013 - §:14am & Hickolaus Bauer

Benefits of ban on liquor advertising dubious at best

The Times Editorial | 12 June, 2013 00:34 . .
| Aaron Motsoaledi: Nanny from hell

Dave Steward on the state's increasing intrusion into the private lives of citizens

politicswe

City Press

PRIVATE L TIES

Scientific opinion on these issues is not uniform and it creates an opportunity for both sides to be selective in
the evidence they employ to advance their positions.

This tendency is worrying if evident among those who peddle their doctrines from disarmingly respectable
academic positions. And this explains why industry critics who adopt this prohibitionist approach are opposed
to engaging with the liquor industry.




« Tshepo Matsepe,
co-owner of
advertising
company Kena
Media,
spearheaded
opposition to
adban

e He organised a
petition against
the ban garnering
over 9300
signatures to
submit to
Parliament

SundayWorld

Open Letter to

Soul City / PhuzaWise
Management

RE: PROPOSED ALCOHOL
ADVERTISING BAN

During our engagement with yourselves we noted your total disregard for the
potential loss of employment and business apportunities in the advertising sector.

Aldlow me to remind your organization that:

1.

2.

Regards
Tshepo Matsepe

The advertising sector is made up of hard working entrepreneurs who earn their
living through honest labour.

We earm owr keep, The bread on our tables is earned through the sweat of our
brows

. You, on the other hand, earn your living by adopting projects that appeal to

compassionate donors, You then go around lobbying donor funds for your advocacy
work. As career donar seekers, your work ethic is of gquestionable merit,

< You continue to vilify our industry by creating the false impression that our

industry is responsible for the high levels of alcohol abuse in parts of our society,
Your suggested solution to this challenge is a total ban on all forms of liguor
adwvertisimg. This will not go unchallenged.

- Itis an open secret that your real interest in the alcohol advertising debate is the

amount of donor funds you can secure by positioning yourselves as "the good
guys®.

- Wou can rest assured that your relentless attempts to influence government on

alcohal advertising policy will not succeed as our govermnment is able to think for
itself.

. Wou need to be avware that South Africans have decided to roll up their sleeves and

wark for their own development, In this regard, we have decided to do away with
MGEOs of your ilk that commercialise our plight by caonverting our developmental
challenges inte donor fund fodder.

. We want To run our own caompanies, to employ our brothers and sisters in our

communities but your attempt to ban liguor ads will prevent us from daing so.
I suggest you find more admirable ways of attracting donor funds instead of
vilifying the advertising imdustry.
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LIQUOR AND ADVERTISING -
WQULD A BAN HELP REDUCE ABUSE?
And’are there unintended consequences?

'{ -
ﬂl ’%*

The 2013 Econometrix £ “@‘w '



& 7% :
Selected argument from liquor industry & others agalnst a ban (1) .

Building a healthy natlon through research

No clear evidence of a link between alcohol advertising and consumption

Re youth drinking —parental education, poverty, unemployed are more
NB

Various effects of alcohol advertising ban:

— Harm to the economy (job losses, black economic empowerment):

* R4.39 bn loss to economy — with broadcasting industry, sporting bodies,
advertising agencies, printing, publishing & related manufacturing sectors (e.g.
billboard manufacturers) esp. affected

 R7.412 bn impact on GDP (0.28%)
e 11954 jobs will be lost

— Losses in personal freedoms & consumers’ ability to make informed choices
— Consumers will pay more

— Will hurt Sports (including development & transformation in sport) & also the
Arts (esp. music)

— Existing big brands will benefit (will hurt new entrants) — anti competition
— Will promote illicit liquor market
— Will not address harms



Selected argument from liquor industry & others agalnst a ban (2) .

Building a healthy natlon through research

People buy drugs yet there is no overt advert advertising

Some countries (e.g. Canada, Denmark, New Zealand) have recently
recinded their ad bans

In some countries (e.g. New Zealand) alcohol advertising is increasing yet
consumption is declining

60% of South Africans don’t drink despite advertising, so advertising can’t
be that powerful (Adrian Botha, ARA)

Cannot learn from tobacco advertising ban — in particular, no burgeoning
cell phone industry to take up the space adspace

“Proven approaches [to addressing alcohol problems] include improved
education, good enforcement and strong self-regulation” (Adrian Botha,
ARA)

SAB believes focus should be only on drinking patterns associated with
harm [individual focus]

Intervention will not stop with tobacco & alcohol, will be a slippery slope
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‘No quick ﬁx to alcohol abuse

Advertlsmg ban simply not ennugh to combat the scourge of alcohol abuse in the country, as stats show

IFULLY acknowledge that slcohol misuse and
| abuse is a problem in South Africa and my
industry has for more than 24 years striven

| toreduce aleohol-related harm by combating
' abuse and promoting coly the responsibie nse
of alenhol beverages by those whe chuose (o

Analysis
ADRIAN BOTHA

Aldeobol abuze iz a multifaceted problem to
which there is no “silver bullet” solution amwd
it iz not helpful to propagate the idea that «
simple advertising ban will solve the problem.

Firstly, the World Health Organisation's

i the S-mth Afraean gmra-n-
ment would be out of step with the WHO I it
chooses this option,

Secondly, there is e anymentiondy the
m

wbly Li’waae bludl.'E'-S are 1gmﬁ:d hv["LH.l.itlL they
don't fit in with certain objectives,

Thirdl;,-, there is an admission that sbeten-
¢ tion in South Africa is high (the WHO Bgure
I have is 65.2% lifetime abstainers) and [ have

, tJn ask th@ ﬁlmph* questlm m

fully” restricted advertising are often provided
aned [ find thiz ironkc as Scandinavia is widely
regarded &s an area of mhlematw dnnli
mgimnhyWHﬂ}md 1 3

Fourthly, the examples of France, Norway 0
+ and Sweden as countries that have “success- patterns.

I addition, on May 31 last year, the Euro-
pean School Project on Aleohol and Other
Drugs (ESPADY released the 2011 ESPAD
report on substance use among shudents in 36
Buropean countries.

Of particular interest are the following
quotes from the study which certainly appear
to confirm the lack of impact of the Loi Evin:
“An inerease in the proportion of students who
had consumed alechel at least 20 times dur-

ing the past 12 months was reported between M : oS

ucts kmown and eompletely Glling the gap,

This is no longer the case and, for example,
Jricket SA was recently unable to find spen-
sors for two of the game’s formats and the
conragesis men's bockey team who fought so
hard to qualify for the Olympies struggled to
ﬁnd Supp rt. -

A00T and 2011; Cyprus (from 16% to 20%),
Franne{fmmzﬂ‘#.tu 24%) and Monaco (from
12% to 24%)."

“At the same time, however, an increase
in consumpticon was reporded by students in
Cyprus, France, Hungary and
bmre,m EGD'F am:l 2011 o

Qunlnmme and quarmta.tl'-'e research
pwed that pelicy efforts to reduce per capita
aleohol consumption levels by means of regu-
lating or banning liquor advertising mey prove
ineffective, and should this course of action be
pursued, the results could be a severe negative
Impact on the seonomy.

Claims are also made by certain govern-
mmert ministers that, after the tobacco han,
Jjob losses did not materialise and that employ-
ment and sponsorships would therefore not be
impacted should a similar course be followed
i almhn-]m beverages T]J.e fam:s arp, }m?,ver

The government and industry should ragher

& ﬁh.wt,a rlﬁ
improvement in public health.
Adrian Botha director of the fndustry Assoria-

mmm" Cperators o Hperutﬂt.crgetthﬁr prod- tuewe for Responsifle Alcohol Uke
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National

Alcohol ban will hurt economy, says
Sacci

26 AUG 2013 18:14 1 SAPA
FRecommend - &0 W Tweet 60 J* Share 0
Restricting marketing of liquor will have a negative effect on the

industry and the economy, says the South African Chamber of
Commerce and Industry.

News24.com Home Blogs

' fin24 8
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Booze ad ban: SA will lose out on R5.7bn

Recommend - 63 0

Cape Town - A proposed ban on alcohol advertising will
result in a loss of R4.3bn for sports development and cost
the broadcast media R1.4bn, said the Industry
Association for Responsible Alcohol Use.

1O news

oL Home Crime & Courts Politics South Africa  Afrit

BusinessDay

BDlive

Opinion & Analysis / Columnists

Throw off our nappies and rein in all those nannies

B LEON LOUW, 11 SEFTEMBER 2013, 05:30

Booze ad ban could backfire

Algust 21 2013 at 0Z2:46pm
By Fred Jacobs
Related Stories

Booze ad misconception
Capn backs down on booze by-law
Nhere smoking went, booze will follow’
In dealing with liquor, it is necessary to learn

from the mistakes made in the war on smoking,
says Fred Jacobs.




Section 3

SUPPORT FOR AN ALLCOHOL
ADVERTISING BAN FROM CIVIL
SOCIETY

N

ﬂ The South African Health News Service
h eairn-e M mﬂﬁ
i A s U Home Cancer & Tobacco Control  OurHealth | VRAVIRDIEVOLLE ot =}

Geniet Verantwoordelik. Nie te Koop aan Persone Jongm as 16 Nie.
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SAB forced to pull beer ad

mlﬂﬂﬁ “'lf‘"vr' I

7

Health-E ' Alcohol, Tobacco & Drugs, Public Health & Health Systems

1@l news

Ly AT s el South Africa

Western Cape Gauteng Mpumalanga Limpopo Eastern Cape Maorth Wes

ASA accepts SAB withdrawal of billboard ad

June 21 2010 at 03:04pm
By Lyse Comins
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Building a healthy natlon through research

Soul Clt_y very active in November 2012
supporting alcohol

advertising ban — e.. through
buying ad space in Mail & leoho | '
Guardian & hosting a Critical Advertlsmg | : |
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A total ban on alcoholadvel'tlsmg
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Phuza Wize

Supplement o the Mail & Guardian July 29 to August 4 2011 3
e

Sponsored feature

Advertising fuels consumption

Joanne Corrigall

tis a facet of human nature that if

We recogmize a problem and wish

to change it, we wish to do o in

4 manner that requires as little

change and as few sacrifices as
possible,

The smoker who starts having
trouble breathing, wishes to cut-
down rather than stop smoking
entirely, the man with a heart attack
wants to eat less pies rather than
none at all or the new mother who
wants both time with her child yet
alzo her independence.

The degree to which change with-
out sacrifice is possible depends
entirely upon the problem at hand.

I suggest that we consider where
on this spectrum of sacrifice-for-
change, aleohol advertising falls,

Alcohol advertising is effective
First off, we need to acknowledge
that alcohol advertising does indeed
increase drinking. Multi-billion dol-
lar companies would not be spending
tindreds of milligns of rands adver-
tising alcohol if it was ineffective. To
think otherwise is simply naive,

Indeed, a research review of all Ton-
gitudinal studies between 1990 and
2008 assessed the impact of adver-
tising on more than 38000 young
people and found that out 0f 13 stud-
1es, 12 demonstrated that exposure
to alcohol advertising is associated
with higher initiation of drinking as
well as heavier drinking in a dose-
response type relationship (risks
proportional to the amount of adver-
tizsing seen). .

But does this mean we should ban
alcohol advertising?

The trade-off

Until South Africans recognize that
alcohol abuse is an important prob-
lem in need of urgent change, the
need for making any type of trade-off
to address this will not be accepted.
Do most of us know, for example,
that South Africans rank amongst
the top 5 heaviest drinkers in the
world? Or that we have the highest
rates of alcohol-related harm in the
world; 10 fold the global average of
male violence, double the global aver-
age of road deaths and amongst the
highest rates of HIV, TB and Fetal
Alecohol Syndrome in the world?
Weekend binge drinkers cause most
of the harm, not aleoholics, In a coun-
Ly where aleohol is one of the top 3
leading causes of death and disability
what good reasons are there for us to
be promoting drinking so heavily?

Many in the advertising industry
suggest we should continue toadver-
tise aleohol to save jobs in the media
industry, but sheuld we promote Jjobs
at any cost? One of the most admira-
ble features of humanity is that we
do not knowingly support industries
that are harmful. This is why we test

consumer products for safety, such

as medieations or motor vehicles and
is why we do not promote tobaceo,
cocaine or child labour,

Alcohol is & dangerous product,
calising the loss of approximately 130
lives per day in South Africa. Ts saving
130 lives a day worth the estimated
B3 billion projected loss in advertis-
ing (Moerdyk, 2011)? How does this
balanee with the further B28 Eillion
annual cost of aleohol to our econony
incurre d through alcohol-related
violence, crime, HIV, absentesism,

lew productivity, and incarceration,
for example? A recent economic
study has indicated very clearly that
the economic benefits of the alcohol
industry, which tend to accrue to the
wealthier sectors of society, are more
or less equally matched by the eco-
nomic costs of aleohol abuse, which
tend to accrue to the poorest sectors
of society.

Alcohol advertising limits our
freedom of choice

Why do South Africans not know these
things about aleohol? Why do so many
Sauth Africans falsely believe that it
is only harmiful to drink excessively if
¥ou are driving or pregnant?

Most of the messaging we get about
aleohol is from the aleohol industry
that has a vested interest in selling
mote aleohol. What gives the liquor
industry the right to constantly bam-
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ISSUES IN PUBLIC HEALTH
A total ban on alcohol advertising: Presenting the public
health case

Charles Parry, Nadine Harker Burnhams, Leslic London

Evidence from burden of disease and economic costing studies

amply indicale that the public health burden [rom hazardous and
harmiul use of alcohol in South Africa warrants drastic action.
Evidence that banning alcohol advertising is likely to be an
effective infervention is reflected in WHO stralegy documenls on
non-communicable diseases and harmful use of alcohol. Studies
on young people furthermore supporlt arguments refuting the
claim thal advertising only influences brand choice. Given the
weakness of relying on industry self-regulation, the government
is considering legislation to ban alcohol advertising, resulting
in healed debate. Tobacco control and studies investigating the

effect of alcohol advertising bans on consumption and alcohol-
related deaths point o the effectiveness of such action — ideally
supplemented by other policy interventions. Arguments against
an advertising ban include possible communication sector job
losses, bul these are hikely (o have been exapgperaled. Banning
alcohol advertising will necessitate greater scrutiny of digital
media, satellite television and merchandising to reduce the
likelihood of subverting the ban.

5 Afr Med J 2012;102(7):602-604.
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OPINION: Good case for a total ban on alcohol advertising

BY CHARLES PARRY, NADINE HARKER BURNHAMS AND LESLIE LONDON, AUGUST 08 2012, 08:34
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Ban booze adverts and reduce harm
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who drink excol at problem drinking - wo position not 10 consume alcohal, but o tobacen sdvertising lews, and those 1he public maks n; wp its mind on e
are among those countries with the highest young people whose e decisi jons can sdvertising companies relocated to baxis of evidenc
per capita consumption per drinker per yeer,  still be influenced by 1ole models, peers other product advertising. = Londen i pluk!ﬁu and head of the Scheol of
and fully a third of our drinkers do and public sdvertising For that resson elone, Morecwer, we know now that the Public Hesith and Famiy Medicne at the Universiy
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Main issues/flaws:

Commissioned by industry

Deflects problems away from regulated
to unregulated sector

Tries to blame alcohol problems on
small minority of users

Claims SA is mature alcohol market &
should not be strongly regulated

Deflects view that advertising used to
attract new drinkers

Admits that a ban on alcohol
advertising will not result in zero rand
advertising expenditure, but then
assume ATL & BTL adspend on alcohol
will be zero if there is a total ban, &
uses this in calculation of job losses

Cites old references to support view
that there is inconclusive evidence for
an effect of advertising on alcohol
consumption - more recent studies
point to a consistent association

Alcohol ad report ‘flawed
and industry funded'

(CHARLES PARRY AND LESLIE LONDON

N INORDINATE amount of space
A has been given in the media to the

Econometrix report released in
June on the economic impact of a ban on
aleohol advertising. To date, it has largely
been unquestioned. Indeed, it hagdbesn wel
comed by those in the industr¥ who com-
missioned the study, the Industry-Associa.
tion for Responsible Aleohol Use,

The article “Aleohol advert ‘ban pros,
cons” (The Star, August 6) quotes from the
report without questioning its claims

However, given the approval by the
Inter-ministerial Committes on Substance
Abuse of the Health Minister's plan to han
aloohol advertising, one must understand
the report and the attention it has been
given in the context of the liquer indus-
try's strategy to counter the government's
plans to reduce harmful uss of alcohol.

Far from concerns about the ineffective-
ness of banning advertising, industry’s
prime concern is likely to be aboiit reduced
sales and profits. This report can, and
shaiild, he shallenged on several grounds.

First, it tries to deflect the problems
associated with the regulated sale of alco-
hol to the unregulated sector when the evi-
dence shows all outlets are responsible,

Second, it tries to pin the major cost of
abuse on the use patterns of & relatively
small percentage of the population who
drink to excess on oceasions and/or on &
regular basis. This is a claim that runs
counter to published evidence, In fact, a
third to & quarter of drinkers in South
Africs drink at problematic levels By
Econametrix's own statistics, over 10 per-
cent of adulis are binge drinkers and 7 et
cent drink at hazardous rates.

This translates to about 4 million and
2 5 million adults respectively, hardly an

The Stes | Thuudey 1S™ Ay
§ o, 1 e

inconsequential number. Further, the
pepart claims that South Africa 1s a matire
aleohol market and should not be strongly
regulated in terms of alcohol advertising.

This iz not so, as the report's own data
shows substantially less than 50 percent of
adults drink, so there's much profit to be
made by expanding the market.

Tha report also works hard to deflect
the view that advertising is used to attract
new drinkers. World Health Organisation
{WHO) reports acknowledge growing
evidence from youth studies that points to
the impact of alcohol marketing on initia:
tion of youth drinking and riskier patterns
of youth drinking. Studies show that aleo-
hol advertising influences young people’s
behaviour, normalises drinking and brings
abaut positive beliefs about drinking.

The report's authors also choose to cite
an ald (2000 raport by the Nativnal st
tute of Aleoholism and Alcohol Abuse as
the basls for a claim that there is only
inconclusive evidence of the effects of
aleohol advertising on consumption. More
recent studies polnt to a consistent associ-
ation. These studies are the basis for the
increasing recognition by WHO of the
need to address alcohol advertising as a
key preventive strategy

Furthermore, the Econometrix study
by looking at local trend data on adspend
and consumption over a seven- to eight-
year peried, claims there i no link
between advertising and consumption of
branded aleohol and home brew: This is &
simplistic analysis that lgmores the com-
plexities likely to exist in such a relation-
ship (such as differences by age and soclo:
ecanmmnic status).

By thatr own sdmission, adspend and
consumption rose together for three years
(30034 to 2006/8) but then consumption
dropped over the next five years while

{u & o3

adspend Inereased, It would be important
to know what other factors might have con-
tributed to the drop and one should also
consider whether it would not have heen
greater without the significant adspend.

It should alsa be noted that information
from industry sources (relessed in the
publication SA Wine Industry Statistics
(SAWIS) Number 37, 2013), in contrast to
the WHO figures, has indicated a small
increase in per caplta consumption of
aleohol from 5.05 litres per capita {in 20049)
to 5,14 litres (last year) with an increase In
each year since 2009. This suggests
Econnmetrix woiild have come up with dif-
ferent findings had they used SAWIS data

‘The repert argues that banning aleohol
adverts will have a R7.4 billion impact on
the GDP This is open to question as spend-
ing will occur elsewhere,

Finally the solutions to addressing aleo-
hol abuse in the report are those shown to
be ineffective - such as increasing con-
sumers’ education and limiting alcohol
adverts on radio and TV until after Spm.

The liguor industry has been able to use
their support for these weak interventions
in preterende to KROWT effective mussurs
to deflect criticisms that they are not con-
cerned about the health problems assocl:
ated with harmful use of aleohol

Based on the best global evidence, WHO,
in its Global Status Report on Noncommu-
nicable Diseases, rates enforeing bans on
alcohol advertising amoeng the top 10 best
buvs for addressing non-communicable
fiseases - evidence that the Econometrix
repart cannot easily wish away

® Professor Chorles Parry is director of
the Aleohol and Drug Abuse Research Unit
at the South Africen Medical Research
Couneil and Professor Leslie London (s with
the School of Public Health and Family
Medicine at the University of Cape Toton.



Main issues/flaws:

8. Weights studies equally regardless of
qguality, size or scope

9. By looking at local trend data on adspend
& consumption (from WHO data) over 7-8
year period claims there is no link
between the two (ignoring complexities
that are likely to exist: e.g. differences by
age/SES)

10. Possibly would have come up with
different findings had they used the
SAWIS data

11. Argue that banning alcohol advertising
will have a R7.4 billion impact on GDP
(?able as spending will occur elsewhere)

12. Solutions to addressing alcohol abuse
(e.g. increasing the education of
consumers and limiting alcohol
advertising on radio/TV till after 9pm) -
ineffective or weak

cohol ad report ‘flawed

and industry funded’

CHARLES PARRY AND LESLIE LONDON

N INORDINATE amount of space
A has been given in the media to the

Econometrix report released in
June on the economie impact of a ban on
aleohol advertising. To date, it has largely
been unguestioned. Indeed, it hagbeen wel-
comed by those in the industr¥ who com-
missioned the study, thg Industry-Pssocia.
tion for Responsible Alcohal Use.

The article “Alcohol advert ban pros,
cons” (The Star, August 6) quotes from the
report without questioning its claims

However, given the approval by the
Inter-ministerial Committes on Substance
Abuse of the Health Minister's plan to ban
alcohol advertising, one must understand
the report and the attention it has been
given in the context of the liquor indus-
try's strategy to counter the government's
plans to reduce harmful use of alcohol.

Far from coneerns ahout the ineffective-
ness of banning advertising, industry's
prime concern is likely to be about reduced
sales and profits. This report can, and
ghontld, he challenged on several grounds.

First, it tries to deflect the problems
associated with the regulated sale of alco-
hol to the unregulated sector when the evi-
dence shows all outlets are responsible,

Second, it tries to pin the major cost of
abuse on the use patterns of & relatively
small percentage of the population who
drink to excess on occasions and/or on a
regular basis. This is & claim that runs
counter to published evidence. In fact, a
third to a quarter of drinkers in South
Africa drink at problematic levels. By
Econometrix’s own statistics, over 10 per-
cent of adults are binge drinkers and 7 pér
cent drink at hazardotes rates.

This translates to about 4 million and
5 & million adults respectively, hardly an
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inconsequential number Further, the
report claims that South Afriea 1s a matare
aleohol market and should not be strongly
regulated in terms of alcohol advertising.

This is not 50, as the report's own data
shows substantially less than 50 percent of
adults drink, so there's much profit to be
made by expanding the market.

The report also works hard to deflect
the view that advertising is used to attract
new drinkers. World Health Organisation
(WHO) reports acknowledge growing
gvidence from youth studies that points fo
the impact of alcohel marketing on initia-
tion of youth drinking and riskier patterns
of youth drinking. Studies show that aleo-
hal advertising influences young people's
behaviour, normalises drinking and brings
about positive beliefs about drinking.

The report's authors also choose to cite
an ald (2000 report by the Natjval st
tute of Aleoholism and Alcohol Abuse as
the basis for a claim that there is only
inconelusive evidence of the effects of
alcohol advertising on consumption. More
recent studies point to a consistent assocl-
ation. These studies are the basis for the
increasing recognition by WHO of the
need to address alcohol advertising as &
key preventive strategy

Furthermore, the Econometriz study,
by looking at local trend data on adspend
and consumption over a seven- to eight-
vear peried, claims thers is no link
between advertising and consumption of
branded aleohol and home brew. This is a
simplistic analysis that ignores the com-
plexities likely to exist in such 4 relation-
ship (such as differences by age and soclo-
economic status).

By thair own sdmission, adspend and
consumption rose together for three years
(20064 to 2006/8) but then consumption
dropped over the next five years while

adspend increased, It would be important
to know what other factors might have con-
tributed to the drop and one should also
consider whether it would not have been
greater without the significant adspend.

Tt should also be noted that information
from industry sources (relessed in the
publication A Wine Industry Statistics
(SAWIS) Number 37, 2013), in contrast to
the WHO figures, has indicated a small
increase in per capita consumption of
aleohol from 5.05 litres per capita (in 2004)
o 5,14 litres (last year) with an increase In
each year since 2009. This suggests
Econometrix would have come up with dif-
ferent findings had they used SAWIS data

The report argues that banning aleohol
adverts will have a R7.4 billion impact on
the GDE This is open to question as spend-
ing will occur elsewhere,

Finally, the solutions to addressing aleo-
hol abuse in the report are those shown to
be ineffective — such as Increasing con-
sumers’ education and limiting alcohol
adverts on radio and TV until after 8pm.

The liqguor industry has been able touse
their support for these weak interventions
In preference to KROWR effective missu s
to deflect eriticisms that they are not con-
cerned about the health problems associ-
ated with harmful use of aleohol

Based on the best global evidence, WHO,
in its Global Status Repart on Noncommu-
ble Diseases, rates enforcing bans on
aleohol advertising among the top 10 best
buvs for addressing non-communicable
diseases - evidence that the Econometrix
repart cannot easily wish away

@ Professor Charles Parry is director of
the Aleohol and Drug Abuse Research Unit
af the South African Medical Research
Counetl and Professor Lestie London (s with
the School of Public Health and Family
Medicine at the Unipersity of Cape Toton.




Section 6
Control of Marketing of Alcoholic Beverages Bill
- as approved by Cabinet 18 September 2013 (1)

e Preamble:

— Refers to 8§27 of Constitution: “State is to take reasonable legislative &
other measures to protect health/wellbeing of population”
 Objectives
— to contribute to reduction of alcohol related harm & protection of public
health & community well-being by limiting the exposure of public to
alcohol marketing by—
» restricting the advertisement of alcoholic beverages;
« prohibiting any sponsorship associated with alcoholic beverages; &
» prohibiting any promotion of alcohol beverages

e Rerestrictions on advertisement bill allows for:

— Notices describing the price, brand name, type, strength, origin and
composition of the product

— Must not be visible from outside premises
— Must be accompanied by prescribed health warning




o Section 7
VDL Going forward - reflections
COUNCIL

Govt realises that banning alcohol advertising
alone won’t be sufficient -- also looking at
decreasing allowable BAC levels in drivers,
raising drinking age, and licensing shebeens

Big battle ahead: MRC & others to testify in
Parliament in support of ban (& refuting
Industry’s arguments)

Gov’t recognises need to compensate sporting
bodies in some way for sports sponsorships

Plans to establish a Health Promotion
Foundation (HPDNet) which among other things
promotes alternative messaging about alcohol

MRC is completing Cochrane Review looking at
the effectiveness of ad bans in decreasing
consumption & harm — evidence not that strong
— will be recommending proper evaluation of
SA ad ban (interupted time series analysis) so
that we can strengthen evidence base for
policy-making in this area

=

ISSUES IN MEDICINE

Establishing a Health Promotion and Development
Foundation in South Africa

A Maker, D Mokonoto, N Morojele, P Naidoo, C Parry, K Rendall-Mkosi, Y Saloojee

=) The Cochrane Collaboration
K_-;/ Warking together ta provide the best evidence for health care



SOUTH ;
AFRICAN 5 =

MEDICAL
RESEARCH
COUNCIL

Addiction

EDITORIAL

dot:10111/adl 12155

Why South Africa’s proposed advertising ban matters
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SABMiller plans $2,5bn investment in Africa
BY TISETS0 MOTSOENENG AND TEBOGO MAHLAELA, AUGUST 08 2012, 08:26 @
W Tweet l{ + nFacebuuk ﬁLinL‘edln k| Kindle F'interest @Eumments Email | | &=l READ LATER

LONDON - SABMiller plans to invest up to §2,5hn in Africa over the next five years to build and
revamp breweries, its regional head said on Monday, as it looks to slake rising demand for beer in the
fast-growing continent,

Also Asia
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