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Per capita alcohol consumption per drinker (2003-2005) 
(high rates of abstention) 
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Market share for alcoholic beverages in South Africa, 2012 (AA) 

57% 

14% 

8% 

19% 
2% 

Malt beer
Natural wine
RTDs
Spirits
Other

Excludes commercially & non-commercially produced sorghum beer or other 
Homemade or informally produced products (approx. 26% of the market) – 2/3rd unrecorded 

= 2.7% of household 
expenditure in 2011 

(3.8% for Black Africans) 



Share of alcohol adspend in total ATL adspend 
(Total - R34.2 bn in 201) 

7th largest  
adspend 
category 

(above food) 



Share of types of beverages in total alcoholic beverages 
advertising expenditure 



Share of various media types in total alcoholic beverages  
ATL advertising expenditure (2012) 
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Financial year 

Derived quantities of pure alcohol consumed in South Africa, 
1960-2012 (UCT Economics) 

Beer Spirits Wine
9 



Background: Drinking in SSA WHO, 2011 



Attributable DALYs (% of 16.2 million)

31.5%

9.1%

7.0%

4.0%

2.9%

2.7%

2.6%

2.4%

1.6%

1.4%

1.3%

1.1%

1.1%

0.7%

0.4%

0.3%

0.1%

Unsafe sex

Interpersonal violence

Alcohol

Tobacco

High BMI

Childhood and Maternal underweight

Unsafe water sanitation and hygiene

High blood pressure

Diabetes

Iron deficiency

High cholesterol

Low fruit and vegetable intake

Physical inactivity

Vitamin A

Lead

Urban air pollution

Indoor smoke

Alcohol accounted for 7% of all DALYs in 
South Africa in 2000 (Schneider et al., 2007, 
SAMJ) 

95% CI 6.6-7.4 

Is alcohol THAT much of a health problem in SA?  

* 

*Rehm et al., 2009: 6.3%)  



Burden attributable to alcohol use in SA in 2004 (Rehm et al.,2009)  

Selected condition DALYS % 
1. Infectious diseases (TB, HIV & AIDS) 415 693 32 
2. Intentional injuries 329 652 25 
3. Unintentional injuries 211 012 16 
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) 1 311 843 

Underestimates FAS burden 



• 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) 

• Advertisements will not be placed in any medium aimed specifically at children 

• TV 
– 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 

• Outdoor 
– No billboards advertising an alcohol beverage brand or product will be placed within 

200 meters of schools, community centres and churches  
 







Section 2 
CHRONOLOGY OF STATE ACTION TO IMPOSE A BAN ON 

ALCOHOL ADVERTISING IN SA  

2010a  2011a 2011b 2012a 2012b 2013a 2013b 

2nd Biennial 
Summit resolution 

in favour of ban 
(March) 

   
 

 

  
 

Minister of 
Health 

proposes ban 

 
 

 

 
 

 

Bill 
approved 
by IMC 

(August)  

Control of Marketing 
of Alcoholic 

Beverages Bill 
leaked (April) 

DoH 
prepares 
briefing 

to 
support 
adban 

Treasury 
looking into 
alternative 

ways to 
fund Sport 

& Arts 

DoH seeks 
to address 
concerns 
over job 
losses 

Bill 
presented 
to Cabinet 

(Sept) 



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 

35 Resolutions  



Econometrix Report (2013) p. 109 

What is government thinking? 



• 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 



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

Section 3 







20 January 2013 

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

 
• He organised a 

petition against 
the ban garnering 
over 9300 
signatures to 
submit to 
Parliament 
 



S 

The 2013 Econometrix 
Report 



Selected argument from liquor industry & others against a ban (1) 

 
• 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%) 
• 11 954 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 against a ban (2) 

• 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 
 









November 2012 • Soul City very active in 
supporting alcohol 
advertising ban – e.. through 
buying ad space in Mail & 
Guardian & hosting a Critical 
Thinking Forum   

November 2013 







Cochrane 
Review proposal 



Main issues/flaws: 
1. Commissioned by industry 
2. Deflects problems away from regulated 

to unregulated sector 
3. Tries to blame alcohol problems on 

small minority of users 
4. Claims SA is mature alcohol market & 

should not be strongly regulated 
5. Deflects view that advertising used to 

attract new drinkers 
6. 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 

7. 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 
 
 

 



Main issues/flaws: 
8. Weights studies equally regardless of 

quality, 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 
 

 



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

• Preamble: 
– Refers to §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 

• Re restrictions 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 



• 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 
 

Section 7 
Going forward - reflections 
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