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1.

Introduction

The NZ Drug Foundation calls for discontinuatioratifohol advertising on television and radio
(including programme sponsorship), the interneprint and outdoor media. Alcohol sponsorship
of sports and, increasingly, alcohol sponsorshigooicerts and forms of music that appeal to the
young are major marketing strategies. These sHmildiscontinued, as part of a comprehensive
and effective policy to reduce alcohol promotiorssages and help change New Zealand's
drinking culture.

There is now considerable international and Newafehevidence to show that alcohol

advertising influences young people under the lagalof purchase and helps recruit the next
generation of heavy drinkers. The research revidvedow updates evidence presented to the ASA
code review committee in 2003. Terms of referdocéhat review focused attention on
econometric studies, rather than research on ypaople’s responses to alcohol advertising. In
publications since 2003, several studies bridgeliide between these two bodies of research —
again demonstrating the impact of alcohol advegisin young people.

There is also evidence that restrictions on alcadekrtising (bans and partial bans) reduce levels
of alcohol related harm and underage drinking &f997; Babor et al. 2003; Saffer and Dave
2002a), and that this would a cost- effective poditrategy for this region (Chisholm et al. 2004).

To avoid displacement, a policy discontinuing bzt alcohol advertising should also prohibit
alcohol promotion via sponsorships. Alcohol spesisip, of television programmes and of sports,
may be almost as important a means of promotinghaldorands and drinking as advertising
through the media. Sponsorship of sports and namskeds alcohol messages into the lived
experience of children and young people, as wedldat drinkers. Marketing linkages between
alcohol, sports and masculinity reinforce our hedsgking culture.

Alcohol health promotion messages are contradiateundermined by constant alcohol
advertising and sponsorship messages. Governrokaep aim to reduce excessive drinking and
alcohol related harm — particularly New Zealandghtburden of alcohol related injury (Connor et
al. 2-005). Statistics New Zealand reports sir@@lshow that total alcohol available for
consumption is no longer declining. Average paragon consumption increased over the 1990s
for most age/gender groups, but for teenagers (btabgt al. 2001). ALAC expenditure on
‘culture change’ messages can never match the t&glagrand sponsorship resources of a now
globalised alcohol industry.

This data does not include the repeated exposurenfrs to alcohol brand names and logos
linked to sports through television programme spostsp by alcohol companies.

In 1992 the Broadcasting Authority, with Cabinetesggnent, permitted alcohol advertising on
television and radio in exchange for free airtimedicohol health promotion. Cabinet then
decided to allow industry ‘the opportunity to be@sgelf-regulating’ in regard to broadcast alcohol
advertising, including dealing with complaints (CAB0/92; BSA Amendment Act 1993).

The Drug Foundation recommends that this 1992 pebperiment be discontinued, in that:

» ltis inconsistent with the Alcohol Strategy objeetof reducing the exposure to alcohol
messages of children and young people, who haveléigls of television and radio use,

See separate Drug Foundation paper, Alcohol Aidieg Policy in New Zealand, May 2006.
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* Codes on ad content do not limit the associaticai@afhol with young adult lifestyles which
are highly attractive to teenagers,

» Self-regulation by industry takes this importanligoarea out of government control,

* The self-interested nature of industry decision imgikvas demonstrated when the ASA
brought forward the television start time for alob&ds by half an hour, despite strong
opposition by government agencies and despite re@that this would increase exposure of
10-17 year olds by about 20 percent.

The Drug Foundation recommends that alcohol adsiegi programme sponsorship, and
sponsorship of sports and music be prohibited gitan amendment to the Sale of Liquor Act,
alongside the current section prohibiting irresplmlespromotions by licensed premises. The
Broadcasting Act will need amendment in regarcdhsBSA’s overview and complaints role. A
wider definition of advertising is needed to encasgpnew forms of audiovisual commercial
communication, including the internet, cellphoriefgmercials and product placement.

Monitoring and compliance with restrictions onaliohol marketing and sponsorship could one of
the functions of a new Agency to overview all mairkg with implications for public health.

Influence of alcohol advertising on young peopl Reasons for concern

There is now a considerable body of research ti@ats how alcohol advertising influences
children and young people. Advertising encourggestive perceptions about alcohol, typical
drinkers, and how much other people drink. Thesegptions help shape their subsequent
drinking behaviour. Studies reviewed below shoildcbn becoming aware of alcohol brands and
influenced by alcohol advertising at a very yougg.a

Alcohol advertising and other marketing is reachéhgdren and teenagers under age 18, whether
or not this is intended by advertisers or the abtatdustry. However, a key function of marketing
must logically be to encourage and maintain nevegions of drinkers. Heavier drinking is
concentrated in the late teenage years and earlthadd, but there is natural attrition from this
market as consumption reduces among most drinkeragh life changes such as marriages and
mortgages, ageing and eventually death (Casswe#)20

New Zealand research shows that, not only do thoder 25 drink more heavily on average, they
experience disproportionate harm from their drigkiompared to older adults drinking the same
amounts (Wyllie, Millard and Zhang 1996; Habgooale?001).

Beginning to drink regularly at an early age inse=athe risk of later drinking problems (Bonomo
et al. 2004; Grant and Dawson 1997; Chou and Higké992). Eventual alcohol dependence is
four times more likely among those who start dmgkat age 14 than at age 21.

Alcohol can disrupt physical and mental developnueming adolescence. Drinking before or at
the time of puberty can affect growth and sexuaunaion. $ructural and functional reorgan-
isation of the brain occurs throughout adolescemvelopment that enables planning, judgement
and control of emotional responses is not complet# the early 20s. Brain plasticity in
adolescence means alcohmy affect neuro-development (NIAAA 2005ab).

Neurobiological changes also mean adolescentstéenel more impulsive and self-conscious than
adults and may be especially attracted to riskpdbed products that, in their view, provide
immediate gratification, thrills and/or social stat When that product is alcohol, it poses more of
a risk to developing teenagers than to adults Panlehal. 2004). The policy implication, in the
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view of these researchers, is legislation to ptatbiddren and adolescents from alcohol advertising
and promotions.
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3. Statistical studies of advertising expenditurand alcohol consumption

» Several early studies (some funded by industrypdaihat expenditure on alcohol advertising had
little measurable impact on total alcohol consupnmti These findings have been used by industry
representatives to argue that advertising doeswamase drinking; it just increases market share
for a particular brand.

* Some studies have shown no effects of annual asimgrexpenditure on total alcohol
consumption (Bourgeois and Barnes 1979; OrnstadrHamnssens 1985; Grabowski 1976),
including an analysis of four European countrieghi?1970s and 1980s (Calfee and Scherega
1994). Research that examined more disaggregatadidl show small impacts. Studies of
advertising impacts on beer, wine or spirits congtimn, using UK or US data for periods from the
mid 1950s to the early 1990s, showed small inceeaseonsumption of one (beer or wine) but not
all beverage types (McGuiness, 1980, 1983; Duf§g11 1995); displacement between wine and
spirits (Nelson and Moran 1995), or that spiritgeatising increased consumption of the brand
advertised with little benefit for other spiritsaimds (Gius 1995). A UK study, testing six methods
to analyse quarterly advertising expenditure f@83:2992 on television, radio, and print, showed a
small impact for wine and spirits but not beer (Bygd995).

* These studies have been well critiqued. Aggrettel-data does not capture impacts on different
drinking patterns or by different population subgvs. Annual advertising data does not reflect the
‘pulsing’ that ad campaigns use to increase effenttss. In markets where consumption is high
and alcohol is continually advertised, what is baimeasured in these studies is the diminishing
marginal return on angdditionalexpenditure — not the whole effect (Saffer and D20@2a,

Saffer 1998, 1996, Hastings 2005). Nor does this@ach measure the lingering effect of ads or
‘cultural cultivation’ from cumulative exposuresaffer 2002; Gerbner et al. 1986). The studies do
not include non-advertising marketing (sponsorshipgct promotions) which are now half to
two-thirds of total spend (FTC 1999; Hastings 2006ly studies specifically evaluating
advertising bans (see later section) give considerto differing policy contexts.

* An econometric study investigating impacts on haather than on consumption, used quarterly
data for different regions of the USA to measureeaiising expenditure against motor vehicle
fatality data. After controlling for numerous other relevant vates, the study found advertising
levels had an impact on motor vehicle fatality twas significant (although smaller than that of
alcohol price) (Saffer 1997).

« A subsequent study looked specifically at youngptese drinking and the impact of alcohol
advertising in their local environment. It use®&9.998 data on alcohol participation, monthly
and binge drinking from two separate national yautveys (N=60,000 13, 15, 16 year olds;
N=10,000 12-16 year olds) and on alcohol advedisixpenditure for five local media. Variables
included income level and local beer price, as agltace and gender. This showed advertising
had a positive effect on annual alcohol particgratmonthly participation and binge participation,
and higher prices had a negative effect. Lowetigipation by blacks was not as well explained by
the variables as it was for whites. Price and dibieg effects were generally larger for girls
(Saffer and Dave 2003).

< All the above statistical studies were undertaketihé USA or Europe. These are mature alcohol
markets, already ‘saturated’ with both alcohol adgertising. Recent annual reports of several
global companies express an expectation that itesiketing strategies in emerging alcohol
markets in Asia and the Pacific will increase pegpita consumption.
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e See Section 7 for statistical studies that evaltheémpact of full or partial legislative bans on
alcohol advertising in different jurisdictions ole@hol related harm. The next section includes a
sub-section on statistical studies that matcheal lmicohol advertising with young people’s
responses and/or drinking behaviour.
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4. Studies of teenage responses to alcohol advsirig
Overview of this research

e There is now a considerable body of research onedgonses of children and young people to
alcohol advertising. Advertising encourages paesipierceptions about alcohol, typical drinkers,
and how much other people drink. These perceptiefsshape current and subsequent drinking
behaviour. Recent studies show children becomivage of brands and influenced by alcohol
advertising at a very young age.

» Statistical and experimental studies assume & fiammnediate response to alcohol advertising,
which they set out to measure. Other researcissisiee that the affects of advertising are likely to
be more cumulative. The gradual effect of manyfamds of exposures may be to encourage
positive views of alcohol, with consequent effamtsconsumption (Gerbner et al. 1986; Petty and
Caccioppo 1981). Researchers have therefore loaikignk impact of alcohol advertising on
perceptions about alcohol and drinking, and howeéhmositive perceptions in turn shape young
people’s drinking behaviour. It is now well estabéd that beliefs about drinking norms and
expectancies about drinking are important predsotdhboth current and future drinking by
teenagers.

e Since the 1970s, survey analysts have comparedgesnwho have been highly exposed and who
report greater awareness or more positive respaosdsohol advertisements, with those who do
not. These found links between liking for alcohdlertisements, as well as self-reported exposure
and positive beliefs, and respondents’ drinkingawedur.

« Studies with a prospective or longitudinal design follow influences, responses and drinking
behaviour of a set of teenagers over time — foramhree years, or over the whole journey to
adulthood. This is valuable for exploring the cuative influence of advertising on onset of
drinking and on the development of drinking patserfull longitudinal studies from childhood
into adulthood are extremely expensive, and rare.

* The possibility of reverse causality has been amred and dismissed (Hastings 2005). Early
work by Aitken et al. found familiarity and appration of alcohol ads increased rapidly between
ages 10 and 14, and that teenage drinkers paid attergion to ads. The researchers suggested
that the ads rewarded and reinforced their drinkfitken 1988). More recent studies using
structural equation modelling are able to teststiength and direction of relationships between
variables. These studies found no support forpmtiesis that drinking might generate positive
attitudes to alcohol advertising.

Instead, the studies provide evidence of hvpay in which teenage exposure to and liking for
ads leads to positive believes and expectationgtalvimking, an intention to drink when older and
misperceptions about drinking norms among otheplegavhich in turn shape decisions about
whether and how much they drink themselves.

« Some recent studies match young people’s resptmsésohol advertising and beliefs about
drinking to expenditure data in their local alcohdivertising market.

Advertisement experiments show limited effect oomediate drinking
« Experiments that measured drinking behaviour afeawing alcohol advertisements have shown

mixed results. The studies with more sophisticaiesigns, conducted in normal settings for
drinking and with participants unaware of the staghurpose did show heavier drinking after
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viewing the ads (Atkin 1995; McCarty and Ewing 1888ther studies of print advertisements
showed no effect on later consumption (Kohn e1284).

Male college students shown alcohol advertisingesided in television programmes they watched
in relatively natural social settings were morelikto choose alcohol rather than soft drink (Kohn
and Smart 1984) and were likely to drink more (Wigk al. 1992). These effects differed
depending on timing and the number of ads showh aanther study using a less naturalistic
situation showed no effect (Sobell et al. 1986).

Exposure increases alcohol and brand awareness agiohildren and young teenagers

Recent research in South Dakota schools testei@ladvertising penetration among 9 year olds
(N=1996) and 13 year olds (N=1,525) using maskkxitdon ads for beer. Fourteen percent of 9
year olds and 20% of 13 year olds recognized at Baut of 4 sample beer ads. Seventy-five
percent of 9 year olds and 87% of 13 year oldsgeized the Budweiser ferret ad; about one out
of three 9 year olds and more than three out af I@uyears olds could name the brand. Almost
29% of 9 year olds and 82% of 13 year olds couslt3ior more beer brands (Collins et al. 2005).

Among the 13 year olds in the above study (N=13%6@)se with greater exposure to alcohol
advertisements in magazines, at sporting and newgicts and on television had greater knowledge
than those with less exposure, as had teens wrah&dtnore TV, pay attention to beer
advertisements and knew adults who drank. Beegridement awareness was dramatically
higher among boys (content and placement sugg#ésteatls targeted a male audience), and was
linked to current drinking (Collins et al. 2003 longitudinal study as part of the same research
programme is reported in a later subsection (Ebcket al. 2005).

This research programme also included a longitliditoay. Children were tracked from age 12 to
age 14 (N=3,111) to explore the effects of exposuacohol promotion via television, in-store
displays, magazines and concession stands, aasvether variablesThe children completed
guestionnaires about drinking at ages 12 and 14badt advertising exposure at age E8r non-
drinkers at age 12, exposure to in-store beerairspgbredicted drinking onset by age 14. For 12
year old drinkers, exposure to magazines with alcatis and to beer concession stands at sports
or music events predicted frequency of drinkingge 14. Although exposure to television beer
advertising was significantly related to alcohat by those who had been non-drinkers at age 12,
it was not a significant predictor of drinking feither group in the multivariate analyses. Which
source of alcohol messages dominate depends aitbés prior experience with alcohol
(Ellickson et al. 2005).

At this young age, it appears that alcohohption that is part of direct daily experiencess a
important as or reinforces the influence of telewvisadvertising.

Exposure of New Zealand children and teenagers

In New Zealand, young children as well as minoesextposed to alcohol advertising through
television in their homes. The BSA reports thatolveng late evening television is relatively
common for children even as young as 6-7 years ¢av2®00).

The advertising industry provides data for viewinygl0-17 year olds. In 2003 ALAC provided
the 2003 ASA code review committee with 2002 datansng that 23.7% of 10-17 year olds were
watching television at 9.00-9.30 pm, and at 8.30-pttme new start time implemented by the ASA
against— 26% of 10.17 years olds were watching (BL2003). ALAC, the Ministry of Health and
other public health organisations advised againsgimg the start time forward for this reason.
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At that time penetration of alcohol advertisingrimors was illustrated by research on the ‘chin
heads’ ad campaign for Lion Red. The research stighat 97% of minors recalled seeing the
chin heads, 71% knew the ad was for Lion Red, 9a8dositive views about the ads and 64%
thought the chin head humour would appeal to mi{Gkg Research 2001).

Alcohol advertising, particularly television advsig that comes into the home, makes it more
difficult for heavy drinkers and those in treatmemngive up'

Exposure and liking the ads shapes beliefs and camngent drinking behaviour

Following repeated exposure to beer advertisindg@e students rated alcohol as more beneficial
and less risky than before seeing the ads (SymdeBblbod 1992), and reported more positive
assessments of the benefits of beer (Slater anceDech 1995). Such positive beliefs were
predictive of plans about future alcohol use (Slateal. 1995), although exposure of school
children to advertisements did not affect expedesnof drinking (Lipsitz et al. 1993).

In US studies, those who reported seeing the nih&rasements were more likely to see the
typical drinker as ‘fun-loving, happy and good-lamk This in turn was linked to more favourable
values about amounts, situations and benefitsiokidig (Atkin and Block 1981, 1984). A survey
of 12 -22 year olds (N=1227) found 33% of the kb were more exposed to alcohol advertising
were drinking at least 5-6 drinks per week, compaveh 16% of the less exposed (Atkin et al.
1983).

Other US andNew Zealandstudies linked positive beliefs about alcoholxpextations of future
drinking and/or current drinking behaviour (Strisktl 1982; Atkin et al. 1983; Grube and Wallack
1994; Wyllie et al. 1998). Structural equation relidg used to analyse recent surveys has
indicated a likely causal pathway between advedisind expectations of future drinking (Grube
and Wallack 1994) and positive beliefs and consignpevels (Wyllie et al. 1998).

New Zealandboys aged 10-13 said they knew more about drinkiomg watching ads (but no
alcohol ads depict risks or harm). The 10-17 ydds who recalled most alcohol ads were more
likely to think it was okay for kids their age tetgdrunk, to think their friends drank frequenthda
consequently to drink more themselves (Wyllie, Zh&Casswell 1998; Wyllie 1997) — a
pathway also shown in overseas studies.

TheDunedin Childhood Development longitudinal study, folloia group of children from birth,
found an impact of response to advertising on ked@sumption. Numbers of alcohol ads recalled
at age 15 in response to a question about theagattof alcohol in the media significantly
predicted heavier drinking among males at age bBiiGlly et al. 1994). Those who responded
positively to alcohol advertising at age 18 werauier drinkers and reported more alcohol related
aggression at age 21 (Casswell and Zhang 1998agBy6, amounts but not frequency of
drinking had declined for most of these young peoflhose who had responded most positively
to alcohol advertising at age 18 were the mostuieetidrinkers at age 26 (Casswell et al. 2002).

A recent US study also looked at whether the imp&atcohol advertising exposure on intention
to drink and actual consumption is mediated bysasps to advertising messages and positive
expectancies about alcohol use. National telepbangys were undertaken with 15-20 year olds
(under the US drinking age, N-608) and 21-29 yéds (N=612). The positive responses to
alcohol advertising and the information it provided to positive expectancies about alcohol
drinking for the teenagers but not for the aduHgifhing, Thorson, Atkins 2004).

NZ Drug Foundation 9



A recent prospective study in Los Angeles survey2gear olds (N=2998) on drinking, recall of
alcohol ads and whether they watched particulavigibn programmes, with a follow-up survey
12 months later. Popular programmes and sportsrage programmes were weighted by the
number of alcohol ads shown. The study was coresideomprehensive in the range of measures
and confounders investigated. It found that oaaddrd deviation increase in viewing of
television programmes with alcohol ads was assedtiaith an excess risk of beer use (44%),
wine/liquor use (34%), and 3-drink episodes (2686)fbllowing year. This was most consistent
for beer. (Spirits is not advertised on most Wfto-air channels.) Both opportunities for
exposure, ie. viewing either programmes with al¢alds or sports coverage which had higher
levels of alcohol advertising, predicted subseqbeet consumption (Stacy et al. 2004).

Over a quarter of all US alcohol advertising expemd, and over 80% of advertising expenditure
for spirits (including alcopops), is in magazingarticularly youth oriented ones (CAMY 2002). A
survey of 12 and 13 year olds (N=972) at six schootwo western states looked at the effects of
exposure to youth-oriented magazines on normagliefb about teenage drinking, drinking
expectancies, and drinking frequency during the¢ aslays. Two of the schools were in northern
Utah, where a dominant religious culture strongdcdurages drinking. Structural equation
modeling was used to test the simultaneous inflegidirect and indirect) of music/entertainment,
sports and men's lifestyle magazines, along witbiosity, parents’ drinking, and number of best
friends who drank. The number of friends who dreals the strongest predictor of beliefs about
the acceptability of teenage drinking, drinking esfancies, and current consumption. As
anticipated, religiosity was inversely relatedeertager drinking as a norm, positive expectancies
from drinking, and recent drinking. Music and etg@ment magazines were the type most
frequently read by these teenagers. This wasipalgilinked with belief that teenagers drink and
with drinking expectancies, but not yet with cutrdnnking. Reading sports magazines showed
no influence. This finding was unexpected, althotegearchers noted strong rules against alcohol
use by student athletes at all six schools. Fregyef reading men’s lifestyle magazines was
positively associated (both directly and indirecthgth normative beliefs that teenagers drink,
expectancies that drinking will bring positive outees, and also the number of alcohol beverages
drunk in the past 30 days (Thomsen and Rekve 2004).

As part of a 3 year study of 9-16 year olds (N=652he San Francisco Bay area, an information
processing model was used to examine how persualsiobol ads influence positive beliefs about
alcohol and drinking behaviours. It showingw young people used logical) and affect-based
processes as they internalised advertising messhgesemploy them in eventual decisions about
behavioral choices. Exposure was measured by lobtesevision viewing and programmes
including sports coverage. Although the study fbthrat how ads were interpreted was as
important as exposure, but the affect-orientederéabehaviours dominated, with both younger
and older boys and girls. Thlesirabilityof media portrayals of alcohol use predicted
identification, which predicted liking of beer bdmand positive alcohol expectancies. There was
no significant relation between skepticism aboatdls (the logic-based processing enhanced by
parental guidance and media literacy) and drinki@gildren’s desire for branded merchandise
appeared to be related to alcohol use (Austin. &046).

Young people’s responses linked to local advertisexpenditure

A study already covered in the statistical reseasaition brought together local data on alcohol
advertising expenditure with drinking by young plegigo is repeated here. It used 1996-1998 data
on alcohol participation, monthly and binge drinkiinom two national surveys of 12-16 year olds
and on alcohol advertising expenditure for fivedlomedia. Variables included local beer price, as
well as socio-economics indicators, race and gend@lee study showed advertising had a positive
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effect on annual alcohol participation, monthlytjz#pation and binge participation, and higher
prices had a negative effect (Saffer and Dave 2003)

e Survey data on beer brand awareness, attitudedrankihg behaviours among 12-17 year olds
(N=1588) at mid-western and eastern US schoolscaaslated with local alcohol advertising
data. The beer companies that spent the mostvantasihg had the highest brand awareness,
highest brand preference, highest brand use, gt brand loyalty among the adolescents.
Media and advertisements were a significant prediuft these four and also of intentions to drink
at age 21. (Gentile et al. 2001).

* A US study interviewed 15-26 year olds four timeerol999-2001, randomly sampled within
households and households within 24 media markbpe( wave=1872, 1173, 787, 588). Self-
reported drinking and alcohol advertising exposarie previous month was matched against
local alcohol advertising expenditure on televisi@uio, billboards and newspapers. Those who
saw more alcohol advertisements on average dran& miche number of drinks increased by 1%
for each additional ad reported. Those in mankétts greater alcohol advertising expenditures
drank more. Drinks increased by 3% for each aaltfitii dollar spent per capita. Separate analysis
of those under the legal drinking age (21) alsawstban impact of alcohol advertisement exposure
and expenditure on drinking. Young people in merkégth more alcohol advertisements showed
higher levels of drinking levels into their lates2@ut drinking plateaued in the early 20s for ¢hos
in markets with less advertising. Variables ineldédge, gender, ethnicity, education and alcohol
sales (Snyder et al. 2006).

Brand images and ‘lifestyle’ marketing attractive tyoung

< Alcohol marketing, both local and international\wnfocuses on brands targeting particular markets
(by age, gender, ethnicity, leisure interest, ineplifiestyle). Brands have ‘personalities’ that a
particular group of consumers can identify withd fmand image advertising focuses on the
lifestyle of the user of the product rather tharttmmintrinsic characteristics of the product itsel

« In theDunedin Childhood development study, those who had estaddis: relationship with a beer
brand by age 18 were heavier drinkers and reponta@ alcohol-related aggressive behaviour at
21 (Casswell and Zhang 1998).

« Teenagers aged 13, 14 and 16 (N=1058) from thneenemities in the north-eastern USA were
asked about drinking and to compare matches sgtsaofuct’ and ‘ image’ print ads for beer,
wine and scotch. These were for low saturationdisanot targeting a young market and carefully
selected for equal visual attractiveness. A séeen questionnaire was completed for each pair,
and responses matched with the drinking questiomn&inage advertisements were, on average,
preferred by participants over product advertiseméor all pairs presented. For each pair,
respondents ranked the image ad as the one to wiagtwould pay more attention, the one they
liked better, the one they considered to be moreuyasive, and the one they believed their friends
would prefer. Two questions required a preferaatiag, between 4, the strongest possible
preference for the product ad, and 24, the stranessible preference for the image ad. Mean
scores for preference were compared with the stigd@mtention to drink’ response. Overall, the
teenagers reacted more favourably to the imageaadsthose who intended to drink in the future
tended to prefer image ads. The image ads were appealing to males and females at all grade
levels, with males showing a stronger preferenaa females, particularly among the 12 year olds
(Kelly and Edwards 1998).

» Advertisement videos, questionnaires, and groupudsons with 253 Californian 10-17 years olds
were used to explore what makes alcohol ads attesitt teenagers. Specific ad elements
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contributed to liking and this was strongly likedad effectiveness indicated by intention to
purchase the product and brand. Humour and sterg vated more highly than appreciation of
music, animals or people depicted, yet the threst flawoured ads used animal characters as
leading actors. Ads focused primarily on produgliies (as under French law) or referring to
legal drinking age were rated less favourably (Céteal. 2005).

Recent marketing has an active interaction withtlyaulture— internet, direct promotions at
venues and events, sponsorship of concerts, D3s¢iams, free music. These target young
drinkers in ways that are relatively invisible fder segments of the population. This includes
sweet ‘starter’ drinks (alcopops) that are markatddw profile ways to reduce policy attention as
well as costs (Casswell 2004)lew Zealandresearch shows that alcohol brand images and
lifestyle marketing are providing young people witmmercialised identities to take up, along
with the alcoholic products (McCreanor et al. 2005)
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5. Alcohol marketing through sponsorships

Alcohol sports sponsorship

Little New Zealand or international research isilabde on alcohol sponsorship, and tends to be
descriptive documentation, rather than evaluatfdmpacts. Internationally, most industry and
company codes on alcohol marketing no not covensmship, despite its increasing importance in
promoting alcohol brands.

By the early 1990s, world wide, more than half lbadvertising expenditure was spent on other
forms of promotion, such as sponsorships and dinacketing (Stewart and Rice 1995). In 1999 it
was estimated that the US industry's total alcommiketing expenditure may be three or more
times its expenditures for measured media advegtigtTC 1999, Appx.B).

Alcohol brand websites and corporate reports stavalcohol sponsorship of sports, music and
other events is a major strategy, both nationaity iaternationally. Alcohol sponsorship deals
include event and team naming rights, at both natiand international level, pourage rights at
sports grounds, and sponsorship of local clubse Bdnefits of sponsorship of major events is
‘leveraged’ with media advertising and point ofesatomotions, as part of integrated package to
promote the brand (Rekve 1998). For example, Bamiss football sponsorship of EURO 2004 in
Portugal grew the brand by about 6% that year; 3afes increased 25%, and 54% in Portugal.

Alcohol sports sponsorship helps embed brands sodtlipts in the everyday lived experience of
drinkers and future drinkers, making alcohol ‘inrgs®ns’ on many people well below the drinking
age. These help form attitudes and preferencadatescence that are carried into later life
(Buchanan and Lev 1989; Kelder etE)94).

In the late 1990s a time sample of sponsored $glextision clips showed thatew Zealand’stwo
main breweries were between them sponsoring mdst sparts (Hill 1999). In contrast to
women’s sports, many men’s sports clubs have bedmpendent on alcohol sales and alcohol
sponsorship. Large licensed sports clubs have dbeseribed by licensing police as ‘virtual
taverns’ (Hill & Stewart 1996). As well as alcolsagjnage, merchandise and sales outlets, alcohol
ads are screened on large screen during brealtglat games (NZTBC 2003).

In 2003 Sport and Recreatidlew Zealandreported that alcohol companies sponsored spdrt an
recreation organisations to the tune of $34 milkoyear. It noted that sport sponsorship was a
growing area of investment as sports organisaboiglst to maximise the commercial potential of
their sport (SRNZ 2003). Sponsorship of clubsagously in the form of funds, discounted prices,
product, and branded merchandise. However, sogtepnofile clubs have found other corporate
sponsors, eg. In the shift to the 21st centuryDBeNarriors became the Vodafone Warriors.

A study of sponsorships (N=640) in théllington region and nationally via internet information
found that the top eight sports for 5-17-year-alése dominated by ‘unhealth’ sponsorships:
gambling, alcohol or foods high in fat and sugéhe marketing principle behind sponsorship is to
ensure a good ‘fit’ between the sponsorship argetanarket. Over 11% of all sponsors for all
sports were bars or beer companies, with signitiganore alcohol sponsorship of rugby and other
top male sports. (NB: Gaming machine trusts aeelil to also local licensed premises and
national alcohol companies.) Methodological limidas mean these results are probably an
underestimation (Maher et al. 2006).

Recent fieldwork research on alcohol brands andtityeformation among younijew Zealanders
by SHORE and Whariki researchers documented nuraencamples of alcohol sponsorship for
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teenage sportspeople, sponsored events, brandedandise and small branded giveaway items.
As noted earlier, US research links young teenagensership of alcohol branded merchandise
with onset of drinking (McClure 2006).

Heavy drinking and intoxicated behaviour amongedliéw Zealandsportspeople is well
documented by the media as well as other sourc&sié@ et al. 2005; Oliver 2005). ‘Heroes of
the young’ may not be used in alcohol advertisemetcording to industry voluntary rules, but
are seen by young people on alcohol sponsoreddile\programmes.

This situation contrasts with Norway where spolihs and ngos have worked together to make
sports clubs family-friendly alcohol free zonesne®lorth Shore rugby club that tried this
approach was successful in increasing its memlgeestd match attendance among past players
and their families.

The European Charter on Alcohol recommends that Witétber states ‘implement strict
controls, recognizing existing limitations or bansome countries, on direct and indirect
advertising of alcoholic beverages and ensurentbdorm of advertisings specifically addressed
to young people, for instance, through the linkifiglcohol to sports.”

Alcohol sports sponsorship on New Zealand telewvisio

This is an important form of marketing via teleaisin New Zealand An important function of it

for the alcohol industry is that it circumvents tiree restriction on alcohol advertisement on
television to protect children and young peoplerfrexposure . Alcohol brand name and logos can
appear at any time of day on sponsored programmes.

In 2003 Television NZ received $517,437.56 in pamgme sponsorship from alcohol companies.
This included some contribution towards making sgoad programmes (corres. Vautier to NZDF,
14.2.2003).

Sponsored programmes included dramas and cookigggmmes, but are typically these are
sports coverage programmes and sports ‘magaziogigammes (eg Lion Red Café). These are
viewed by many children and young people undedtirking age. Alcohol sponsorship of sports
is one of the ways that television takes alcohaisages into the homes of millions of future
drinkers, and perpetuate heavy drinking as pamalé sports culture.

When sponsored programmes are sports coverageldlyeng of brand advertising on sports field
signage and clothing increases the number of ‘isgioas’. The BSA Programme Code no longer
requires broadcasters to minimise such incidemtahption of alcohol, as long as it does not
‘dominate’ programmes.

From 1981 to 1992 ads for alcohol brands were ootated oNew Zealandtelevision but
corporate or sports sponsorship were, as wereoaddfflicensed outlets. A sample of New
Zealand boys aged between 9 and 14 years resppnodiidely to sports sponsorship ads that
carrying an alcohol company logo; 81% said thé@mids would take notice of this form of
marketing, and 36% said beer or alcohol was beilvgréised, rather than the team or company
(Wyllie et al. 1989).

US research shows that watching sports programsreesniajor source of exposure for children and
young people (Stacy et al. 2004; Austin et al. 20Q&vels of exposure to televised sports
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programmes containing alcohol ads at age 13 pestiaitohol consumption at age 14 (Stacey
2004).

Televised beer advertisements with sports congealsb consistently preferred by male teenagers
in the USA. Liking for these ads was linked toreat drinking and future drinking intentions
(Slater et al. 1997, 1996).

Alcohol band names and logos on sponsored spartggnmes are likely to have the same effect
on young teenagers as in the above research orniadwgents. There is now considerable
similarity between alcohol sponsored programmegictiag attractive sporting lives and heroes of
the young with alcohol logos at each end of prognansegments, and many recent alcohol brand
advertisements. Many of these emphasise young lédstyles or humorous depictures of
masculinity that are likely to be attractive orardsting to young teenagers — perhaps just a last
image ‘pack shot’ or brand logo at the end.

Alcohol marketing through music and music sponsoiph

A review of brand and corporate websites for glabdebhol brands shows alcohol being plugged
into youth culture through sponsorship of musicrés@nd musicians. In North America, concerts
organised by Molson Coors keeps the focus on thedoloy not reveal the line-up of top bands.
There are ‘be a rockstar’ competitions to attereddbncerts and meeting the bands. Budweiser
organises free music events, concerts with invit@snusic stations and liquor outlets and talent
quests.

In the USA alcohol target young people, particblack young people, via rap music. In the late
1990s Seagrams acquired Universal (MCA) and Potygmad linked Seagrams brands to rap
artists. These relationship continued after Seagfarands were divided between Diageo and
Pernod Ricard (who now dominate spirits and wineenship in New Zealand). In 2002 Heineken
(co-owner of DB), Coors and Remy Martin sponsor&irp artists and promoted brands through
rap music celebrity parties. From 1979 to 1993 lyacs referring to alcohol increased from 8"%
to 47% of all rap songs released. There was dfisigmt increase in positive references, with
alcohol signifying glamour and wealth, and to usahgphol with drugs. By 1994-97, 71% of
songs included references to alcohol brands. Ahymedium for expression has been transformed
into a vehicle for alcohol promotion (Herd 2005; sher 2005).

Alcohol brands sold ilNew Zealandare increasing being marketing via music and music
sponsorships, as well as sports. For example,foBsored the NZ Music Awards and
Found@Thirsta dance music competition that tours 30 countriés world prominent DJs, the
Big Day Out, and the Export Gold Battle of the Bsinth 2006 Lion Red took over Big Day Out
sponsorship, accompanied by a Amp it Up promotimth@n-pack competition with music prizes
including scanner radios, Philips MP3 Stereos, mwusuchers. Big Day Out tickets and the
chance to go backstage, could be won with Lion [Redhases at either on- or off-license outlets.
The promotion included the chance to have Noiser@bfines paid up to$250 so “the party can
continue.” Lion’s marketing is made interactiveitsymany competitions, some involving quite
mad behaviour.
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6. Poor record of industry self-regulation

This section reviews the available research litgeabn alcohol industry self-regulation of
advertising, while the next section reviews theeffeness of legislative restrictions on alcohol
advertising in reducing underage drinking and attoblated harm.

A separate paper reviews alcohol advertising pgian other countries. Many countries have
legislation restricting alcohol advertising. Evarthe deregulatory climate of the 1990s, the trend
has been towards tighter controls whether throeghlation or industry self-regulation (Montonen
1996), and this trend has continued in recent yegarticularly in Europe. In the USA continual
efforts by politicians at state and federal lewetdgulate alcohol advertising have foundered on
constitutional arguments (Starek 1997). Legal iopis, including one from the Attorney General
show that this argument has less relevandéein Zealandand other countries with parliamentary
sovereignty.

The alcohol industry is active, both nationally amigrnationally, in pursuing and/or preserving
self regulation of alcohol advertising as polidgdustry voices warn that ‘irresponsible marketing
of alcohol is producing a regulatory backlash’ {@dl Dolmecq website, s.7.7.05; Inbev website,
s.18.8.05; World Whiskies Conference, 2006, wwwi-flrinks.com, s.28.4.06). In 2005 a number
of global alcohol corporations published respotigjtinarketing policies as part of their corporate
social responsibility package, as well as endorsaignal industry codes.

Research on a wide range of industries shows thantary codes are vulnerable to collapse
following infringement by some companies. The maeg/ers involved in an industry, the more
difficult it is to maintain voluntarism. Voluntagode development and compliance typically
reflect the likelihood of regulation by governméAyres & Braithwaite 1992). A review of
industry self-regulation in Australian concludedttkioluntary codes and complaints systems had
the capacity to represent a triumph of businegsrgerest over public interest (Field 2000).

It should be noted that the studies reviewed abstvawing how alcohol ads influence the alcohol
beliefs and drinking behaviour of young people,lzsed on current, code-compliant
advertisements, not rogue examples.

United States

In the USA, a voluntary industry ban against adsig spirits on television and radio collapsed
after it was breeched by Canadian-based Seagrab®®6 (This US ban dated back to
discussions with industry around the time Prohibitivas repealed. Similar voluntary rules in the
UK, Germany and Austria against advertising spoiigelevision were also abandoned. Public
concern in the US has kept ‘hard liquor’ ads offstrfoee-to-air network channels, but it is
accepted by US cable channels which have high gptiea levels. Beer is widely advertised in
all media, with widespread controversy over useasfoon characters and billboards close to
schools.

The US beer, wine, spirits and outdoor advertignolgistries all have their own voluntary codes on
alcohol advertising. Continual infringements af4h industry codes, particularly ads attractive to
children, caused public concern and efforts to leegyCSPI 1998). In 1998-9 the Federal Trade
Commission investigated eight of the largest bedrspirits companies and found that half were in
violation of their self-regulatory industry codesdawo were targeting underage drinkers (<21) in
a quarter of their ads. The FTC called for thelatd industry to improve its practices to limit
underage exposure to alcohol advertising (FTC 198@)spite industry assurances, improvement
has been slow.
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US research continues to show high levels of brandgnition for Budweiser frogs and ferrets
among children and young teenagers (Gentile 200lLn€ et al. 2005) and disproportionate
targeting of alcohol advertising to young audiences2001, around 26% of all US advertising for
alcohol beverages was in magazines. Nearly halats were in 24 magazines with more than
16% of their readers were aged under 20 (CAMY 26022. above the proportion of 12-20 year
olds in the US population. Spirits brands spearlye83% of their advertising dollars on
magazines, and spirits ads accounted for 82% dhyalaohol advertising impressions in
magazines (CAMY, 2005).

A review of advertisements data for 35 of 48 m&j& magazines 1997-2001 compared
differences in alcohol advertising with level ofugb readership. Magazine advertising by the beer
and liguor industries (but not the wine industrygsmassociated with adolescent readership. After
adjusting for other magazine characteristics, theage ratio was 1.6 times more for beer and liquor
for every additional million adolescent readersrf@ et al. 2003). Nelson (2005) critiques
Garfield’s methodology and provides an analysisttow that the beer and spirits industry are
advertising in magazines that have a high readeeshiong young adults. The key point of
difference is whether disproportionate youth auckemeans (Nelson) disproportionate in the
magazine’s readership or (Garfield) disproportiertatyouth in the population. Were large
numbers of underage people being exposed to thas@hpromotion message? Yes.

From September 2003 — the time of the second Heliemde Commission report — the beer
industry and spirits industry advertising standamides lowered the maximum youth proportion of
audiences from 50% to 30%, to match the wine ingluside — about twice the proportion of 2-20
year olds in the US population. This has beenr@dhi® on free-to-air television, but not on cable.
Between 2001 and 2004, cable advertising increbgé&2% overall, but alcohol ads increased by
138% and spirits ads by 5,687%, from 645 to 37 &&8in 2004. Although only 13.4% of these
alcohol ads were shown on cable channels with algptionately young audiences, this expansion
meant the actual number of alcohol ads shown teetlgeung audiences doubled (CAMY 2004a).

Analysis of alcohol advertising in US magazinegrfrd001 to2004 showed a 31% decline in
underage exposure although the number of ads diapug 10% and adults exposure dropped
17%. Only 3% of alcohol ads and less than 2%aitadl advertising dollars in 2004 were spent in
magazines exceeding the alcohol industry’s volymtastriction of alcohol advertising to
audiences with less than a 30% proportion of u@er This shows some response to the
recommendations of the FTC’s second report. A% maximum is double the rate of 12-20s
in the US population, however, underage readers sl exposed to 15% more beer ads, 10%
more distilled spirits ads and 33% more ads foo@dpsper capita than adults age 21 and over. In
2004, 42% of ads and 48% of spending were in magaawvith larger youth audiences than the
proportion in the population. More than half oLyt exposure came from 22 brands which
accounted for around a third of all alcohol adwang spending in magazines (CAMY 2006b)

A study using FTC methodology for television adign targeting children showed children and
teenagers aged 2 to 20 saw almost 33% more aladBabn television in 2004 than they did in
2001, with a steady increase in exposure acrose tyears. For 2-11 year olds, the increase was
27.5%, to 123.2 ads a year; for 12 to 20, the as®ean alcohol ads seen was 31.7%: from 209.3
ads per youth per year to almost 275.6 ads pehymityear (CAMY 2006a). US teens aged 12-
17 listen to radio more than they watch televisgnf the internet or read magazines, and more
than all other age group. In 2003, teenagers 482D heard more advertising on average than
adults in 92 out of 1004 US radio markets and nioaie adults aged 21-34 in 29 markets. Four
radio music formats accounted for 73% of all teenexposure, with eight brands marketed most
heavily (CAMY 2004d).
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* A Chicago study evaluated the effectiveness ofdb&loor Advertising Association of America’'s
voluntary code restricting the placement of billimsafor age-restricted products. The code states
that products not to be sold to minors would noatieertised on billboards within 500 feet of a
school, playground or place of worship, and billlalsain these locations would be marked
accordingly. There would also be voluntary lindtsthe number of alcohol and tobacco billboards
in an area. The alcohol industry also has coggsgtthat beer, wine and spirits will not be
advertised where audiences are disproportionatelgiuage. The researchers geocoded the
location of billboards (N=4,278) and schools, paakd playlots. Churches were omitted because
of lack of information on ‘storefront’ as well astablished churches. In African American
majority wards, 15.0% of alcohol billboards werehin the 500-foot zone; 13.7% in Hispanic
majority wards; 3.3% in no ethnic majority wardegda.6% in the white majority wards. Forty-
nine percent 49% of all billboards advertising alalovere within 1000 feet. Numbers of alcohol
billboards appeared to target poor black neighbmanlk (Hachbarth et al 2001).

« A 2001 study showed US student campuses were despgoportionately targeted with alcohol
advertising and promotions, including cut pricebndst three quarters of on-licensed premises
offered specials on weekends, and more than 60¥eaiff-licensed. The availability of large
volumes of alcohol (24- and 30-can cases, keg9, ke sale prices and frequent promotions and
advertisements for on and off sales were associgtachigher binge drinking rates on the college
campuses. An overall measure of on- and off-premstablishments was positively associated
with the total number of drinks consumed (Kuo 2003)

* Anheuser-Busch (Budweiser) recently secured atdesdvertise alcohol to a million subscribers
to a cellphone tv service — 18 ads a minutes a@@shannels. Public health organizations say
this targets users under age 21. MobiTV has nodgbut says most of its users are between 18
and 40. Advertising industry data shows 81% ofdl81 year olds have cellphones, as have 68%
of 16 to 17 year olds and 49% of 13 to 15 year.oldsllphone users aged 13- to 17-year-old
cellphone users are far more likely to use thear@s to participate in TV or radio polls, purchase
ringtones, play games and send text messages tiemusersAdvertising Age.4.06).

Australia

« In Australia, a voluntary code of standards onladt@dvertising collapsed in 1996, following
public criticism about lack of compliance. It was years before a new code was established.
During that time the only restriction or standardatcohol advertising was a television industry
restriction of alcohol ads to adult programmingdsén Research on non-compliance and self-
regulation under the 1998 code led to a reviewdmgroonwealth, state and territorial
governments. Its report prompted a new and imgr@egle in 2004, under threat of regulation,
with deadline.

« In 2002 the Centre for Youth Drug Studies had daenited alcohol ads in all media that
contravening the code. In particular, alcohol picid were often associated with sexual, social and
sporting success. Alcohol ads in magazines hagbs@xagery and features likely to appeal to
young people (Roberts 2002). Ads were appearingusrshelters, public transport and billboards,
seen by large numbers of young people. Many alasbbsites had features likely to appeal to
young people (games, slang, videos, music), andeig particularly youth oriented. More
detailed study of these concluded the internetidemlvan opportunity to target underage customers
and the sites would have been in breech of the, ¢wdkit applied to them (Carroll and Donovan
2002).
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There was also criticism of the self-regulatory ptaints system. A study of this asked eight
marketing academics to judge whether ads breadigeal¢ohol advertising code or advertising
code of ethics, without knowing what the Advertgsfatandard Board's rulings had been. The
same ads were similarly assessed by a group ohde@ar advertising students. A majority of the
expert judges perceived breaches for seven ofitleeadvertisements. A majority of the university
students felt that all nine ads were in breachnef or more of code rules (Jones and Donovan
2002). Age groups of high school and universitdents (N=44, 43) completed questionnaires
similarly assessing three current ads for a voadised premised alcohol drink. They rated the ads
as suggesting that it would ‘contribute to socra aexual success’ and ‘a significant change in
mood’ (stress reduction/relaxation). Observatibalcohol ads suggested that contravention of the
alcohol advertising code was more widespread tbamptaint numbers would indicate (Jones and
Donovan 2001).

Fosters recently ran ridiculing the alcohol adwanyy standards rules and intimidating a (hopefully
imaginary) complainant: “You have been warned'.isTdd breaches Foster's own code of practice
as well as the Australia-wide Alcohol Beverages éxtiging Code.

Europe

In Europe, where many European countries restidgohal advertising at least partially, codes of
industry self-regulation for permitted ads reflecbuild on rules in Article 15 of the EU
Television Without Frontiers directive. Most oele have parallels in New Zealand’s voluntary
code. The public health umbrella group Eurocays saese rules are not working well in the
current marketing environment. For example, degpié rule against implying that alcohol
contributes to social and sexual success, sexestossell drinks much more than it used to bg. It
reports documented ads that infringed codes agettd young people and failure to apply letter
and spirit of voluntary codes (Eurocare 2005, 2@dtherford 2003).

In the Netherlands, the National Foundation forohlal Prevention monitored and documented
alcohol advertising in 2002 and 2003. They conetuthat self-regulation was not effective
because alcohol advertising reached many peo@edtie was violated regularly, the code’s
wording was vague and open to interpretation awngibas by the code committee were slow and
failed to have an impact (NFAP/STAP 2003). Theyehalso documented the growing use of
‘hidden advertising’ in television programming.

Ireland’s voluntary code on alcohol advertisingngi@ds and self-regulatory system is similar to
New Zealand'’s but includes the power to imposeriona sanctions for infringement.

Nevertheless, a study of the impact of alcohol gdieg on teenagers in Ireland found that the
majority of those surveyed identified alcohol adisements as their favourites and most believed
that the majority of alcohol ads targeted youngpbpedecause the ads depicted scenes — dancing,
clubbing, lively music, wild activities - identifiewith young people. They interpreted alcohol
advertisements as suggesting governing alcoholrising, that alcohol is a gateway to social and
sexual success and as having mood altering anapdwatic properties. Their perceptions
suggested that advertisements were infringing tldke en a number of ways: by linking alcohol use
with social or sexual success, depiction of immatkedrinking, use of characters that appear under
25, implying that alcohol has therapeutic effeetgnproves physical performance, and the
targeting of young people (Hope and Dring 2001).

In Europe a review of sports sponsorship by mdmwtenl brands provides many examples that

would be contrary to the letter or spirits of naibvoluntary codes on alcohol promotion. There
are examples of sponsoring alcohol companies daliélg circumventing national rules or
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pressuring countries to change policies or ledaidor an international match that provides a
marketing opportunity (Rekve 1998).

The UK Institute of Alcohol Studies has pointed the parallels between alcohol industry
arguments about advertising and those once ruhéatobacco companies (IAS 2005). The Centre
for Tobacco Control Research at University of Btiflanalysed internal documents from the
tobacco industry’s main UK advertising agenciebeil analysis concluded that:

* “The aim [of the advertising] was to increase cangtion as well as brand share. Individual
brands gain from market expansion and thereforibetele plans were made to encourage it.

e Other industry strategies included undermining gorent policy and evading regulation -
for example, resisting and circumventing restritcsion advertising and tax increases on
tobacco products.

« Voluntary, self-regulatory codes were treated cgihjc the advertising agencies playing cat
and mouse with the regulatory body, pushing tdithitgs and avoiding the rules whenever
possible.

* The young were a key target, and the imagery usétki advertising was designed to attract
them, although for public consumption, care wasmakiways to refer to the young adult
market. The lifestyles, motivations and aspiratiohyoung people were continuously
assessed. It was concluded that young people shfiokemotional reasons and that the
branding could meet their needs by adding aspiratioolness and “street cred' to the
products. This in itself was counter to the retpriacode which stipulated that cigarette ads
should not suggest that smoking was associatedsedial success or play on the
susceptibilities of the emotionally vulnerable, esplly the young.

« The issue was marketing, not just advertising alétieaspects of marketing such as price,
distribution and other commercial communicationshsas point of sale material and direct
mail were brought into play to maximise the uptakd continuance of smoking and thus
to increase sales.” (Hasting and McFadyen 20@@ ait IAS 2000)

French law (Loi Evin) both restricts the media ihigh alcohol may be advertised and regulates
the content of alcohol advertising. This law wassponse to flagrant breeches of standards while
previous law that discriminated against non-Frgmrdulucts was being challenged in the EU
courts. The new law prohibited alcohol advertingtttargets young people, advertising on
television and in cinemas, and alcohol sponsorshgports or cultural events. Alcohol advertising
permitted in print media and on radio and billbganthy only use messages and images related to
product qualities. The quantitative effect of i is difficult to assess as it has both contiout

to and been swamped by a decrease in per capisaroption from 30 litres pure alcohol per

capita in 1060 to 13 litres in 2004 (cf NZ 2005 Btres per person 15+). Great importance is
attributed to the qualitative and symbolic impauftthe law, and successive governments have
chosen to defend it against challenge in both Fremc European courts. As advertisement
content is regulated in law, infringements havenberforced through local courts, with marked
success. Researchers note that French nationattanaational sport did not die without alcohol
sponsorship (Rigaud and Craplet 2004). Switzerleagivery similar policy.

The EU is currently reviewing the Television Withdtrontiers directive. In consultations on
Article 14, the Commission has proposed a new digfimof audiovisual commercial
communications that would, as well as conventi@ulkrtisements, included promotional
sponsorship slogans and logos, tele-shopping (iefoias), split screens, interactive advertising
and product placement. There is concern that néeg should ensure complete transparency for
viewers that a communication is in fact a commémmamotional message (Eurocare 2005).
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New Zealand

* No other example needs be given of the failuradfistry self-regulation to meet government
public health goals than the 20% increase in exgosichildren and young people to alcohol
television advertising when the ASA brought stametwas brought forward to 8.30 pm, against
recommendations of government agencies. Industfyegulation means loss of government
control over policy to improve public health. Sesparate paper on policy history.
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7. Effectiveness of prohibiting alcohol advertisig

All Western countries, to a greater or lesser @xfg@ace constraints on alcohol advertising, using
mixture of state legislation and industry self-riegjon. As in New Zealand, the outcomes reflect
policy strugglesind decisions continue to be contested (Hill & @G&$s2001). See separate paper
for a review of other countries’ policies.

Some statistical studies have compared countriediich advertising bans or partial bans have
been implemented with countries which have noigtgins. Differences between findings led to
considerable debate critiquing and refining methaghy Key points have been the importance of
using disaggregated data (quarterly or local exipered consumption by beverage or age) to pick
up the marginal benefits of increased expenditaradyertising alcohol in a saturated market.

Earlier studies, mainly within single countriesattfound no effect of partial and short term bans
on alcohol consumption Smart and Cutler 1976; Maltgwand Whitehead 1991; Schweitzer et al.
1983; Ogborne and Smart 1980). A US study usimgiaindata found a positive but small effect of
advertising on beverage consumption, mostly relaiedne advertising and not to (heavily
advertised) beer (Nelson and Moran 1995).

A 17 country comparison using time series dataHerperiod 1970-1983 showed that alcohol
advertising impacted on both consumption and magbicle fatalities. The countries with a ban
on spirits advertising had 16% lower consumptiod 0% lower motor vehicle fatalities than
countries with no such ban. Countries that baredhing of beer and wine as well as spirits about
11% lower alcohol consumption and about 23% lowetomvehicle fatality rates than countries
with bans only on spirits advertising (Saffer 199I0his study linked alcohol consumption to
advertising policy and to alcohol price. Liverrbinsis mortality rates was related to price. Motor
vehicle fatality rates are related to advertisiotiqy and less clearly to price.

Another study of 1977-1995 annual data from coastwith complete bans and bans of spirits
advertising found no reduction over the study pkioper capita alcohol consumption or abuse
compared to countries which did not prohibit adgery (Nelson and Young 2001). The countries
with complete bans had lower current rates of conion and cirrhosis and a more marked
decrease in alcohol-related road fatalities, wisizhld be also to restrictive policies in areas othe
than alcohol advertising.

A US study investigated the relationship betweealltevels of alcohol advertising expenditure
and road fatalities (rather than consumption), gismarket-specific rates in different metropolitan
areas for television, radio, newspaper and billb@atvertising, as well as national network and
cable television, radio and magazine advertisiAdce, income and a range of regional
demographic variables were also considered indgeession analyses. Alcohol advertising was
found to be a contributing factor to the high leskmotor fatalities in the US, although smaller
than alcohol price. The data was then used toidensvo policy options. If the voluntary
television ban on spirits advertising at that thvees extended to beer and wine, allowing for likely
substitution to other media, it was estimated #@00 to 3,000 lives a year would be saved. If the
tax deductibility of alcohol advertising was remdythe reduced advertising from current
expenditure would reduce fatalities by about 1,800 raise about $300 million a year in
government revenue (Saffer 1997).

An update of Saffer’'s 1991 study pooled time sewsfedata from 20 countries over 26 years to
measure the effect of partial bans on alcohol dibineg. Policy variations around partial bans
were addressed by counting separate bans forselayradio or print covering beer/wine or spirits
(Although policies vary between countries, crossamal differences in response to advertising are
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small.) The study concluded that one more baneam bnd wine or on spirits would reduce
consumption by about 5%, and one more ban onalhal advertising in a media would reduce
consumption by about 8%. This study addressedlégtgon and Young study by showing that
alcohol advertising bans were more likely to bepeld in countries with rising alcohol
consumption — as at present in New Zealand - asgllilecly where drinking was declining (Saffer
and Dave 2002b).

Saffer and Dave’s statistical study of alcohol atising and young people (see Section 3)
developed a variable based on local advertisingdipure data (television, radio, billboards,
magazine and newspaper), which was about onedhati alcohol advertising. (There was no
local variation in national level advertising tltaiuld be measured to show effects.) Alcohol
advertising was shown to have a positive and sagnif impact on drinking alcohol in the past 12
months, on drinking alcohol in the past month, andbinge drinking participation in the past two
weeks. Applying this finding preventatively, a bamall alcohol advertising would reduce
underage monthly alcohol participation as much 480%6 increase in alcohol prices and would
reduce participation in binge drinking by about 4(Baffer and Dave 2003).

This research shows that more forms of advertiaitdypromotion that are discontinued, the more
effective the policy will be. Advertising banssome but not all media — say, television and radio
- may not reduce the total advertising spend, bliteduce the effectiveness of advertising in
substitute media. This is not only because telavis the most powerful medium but because in
each medium advertising is subject to diminishiraggimal product, i.e. diminishing response.
Partial restrictions (by time, just spirits or juskevision) will be less effective (Saffer and Bav
2002Db, 2003) or will shift sales to other beverggees (Nelson 2003; Tremblay and Okuyama
2001). Alcohol companies may increase marketingthgr techniques, such as point of sale and
direct promotions. Sports and music sponsorsta@bieady major strategies for alcohol
promotion and could be included in a comprehenisare

A recent US study estimated the effect of publialtheinterventions to decrease harmful drinking
among young people, as shown by US research, audifestable methods to estimate alcohol
attributable years of life lost by age 80 amongdbieort of around 4 million aged 20 in 2000.
Using national survey data on transitions in dmigkihabits by age, the impact of various
interventions on alcohol-attributable mortality wasdeled. The study found that a tax increase
and an advertising ban were the most effectivevatdions. With no intervention there would be
555,259 alcohol-attributable deaths over the hietiof the cohort. A tax-based 17% increase in
the price of alcohol, of US$1 per six pack of beeuyld reduce deaths by 1,490. A complete ban
on alcohol advertising would reduce deaths fronmtfialrdrinking by 7,609 and result in a 16.4%
decrease in alcohol related life-years lost. Aigbadvertising ban, for youth oriented media only
would result in 4% reduction (Hollingworth et aD05).

In the 1980s, alcohol advertising in the USA gdse to considerable public criticism and a series
of political initiatives and congressional hearimgmut possible legislation. In this context,
spending on for alcoholic-beverage advertisingnilation-adjusted dollars, declined 46.5% in
Between 1986 and 1993. Expenditure in the measueetia (television, radio, print, outdoor)
dropped from a high of US$1,511 million in 19865808 million in 1993 (inflation-adjusted).

Beer ad expenditure dropped 40%; liquor advertigit®, wine advertising 54% and advertising
for wine coolers (early alcopops) dropped 88%.r dapita alcohol consumption declined 10%, to
a 26-year low in 1992. . Alcohol involvement indlacrashes for drivers aged 16-20 decreased
from 36.5% in 1986 to 24.6% in 1993, and for thB$e24 from 47.3% to 39.4%. Reported binge
drinking (5+ drinks) among high-school seniors @tliby a quarter to 27.5% in 1993, and college
binge drinking also declined (Hacker and Stuart5}99
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CHOICE, a World Health Organization work programmédentify cost-effective public health
interventions, modelled the cost effectivenessayfikterventions to reduce alcohol related harm in
WHO regions with differing patterns of epidemiologyd hazardous alcohol use. Scenarios over
100 years compared the impact and cost of eactvantgon over 10 years (expressed in Disability
Adjusted Life Years averted) with taking no actiorhe policies evaluated were alcohol tax, drink-
driving legislation and random breath-testing, malhours of sale, a comprehensive advertising
ban and brief advice intervention in primary healihe. In six subregions with high prevalence of
heavy drinkers (including Western Pacific A), tagatwas most cost effective; advertising bans
were more effective at less cost than restrictadshof trading; random breath testing had the
highest cost per DALY averted, and brief interventior half all hazardous drinkers would be also
effective but at high cost. Taking into accourdgtsalready carried by existing policies, the lawes
cost per DALY averted to be achieved in New Zeawnelion would be from a 50% increase in
alcohol tax and an advertising ban (Chisholm e2@04).
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