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Alcohol Advertising Review Board 
The Alcohol Advertising Review Board (AARB) considers and reviews complaints from the Australian 
community about alcohol advertising. The AARB was developed by the McCusker Centre for Action on 
Alcohol and Youth and the Cancer Council WA, supported by other health organisations, in response to the 
numerous weaknesses of the current self-regulatory alcohol advertising system. 

The AARB reviews complaints on the basis of the Alcohol Advertising Review Board Code (the Code), 
which sets criteria for acceptable alcohol advertising in Australia. The Code aims to ensure alcohol 
advertising (i) is socially responsible, (ii) neither conflicts nor detracts from the need for responsibility and 
moderation in liquor merchandising and consumption, and (iii) does not encourage young people to drink. 
The Code, which is primarily constructed using provisions from existing codes established by alcohol 
industry bodies from around the world, can be found at www.alcoholadreview.com.au

Our mission
To administer an independent alcohol advertising complaint review service to help protect the community 
from inappropriate alcohol advertising and encourage effective regulation of alcohol advertising.

Our aims
 » Provide an independent system of alcohol advertising review; 

 » Support the community to respond to inappropriate alcohol advertising;

 » Ensure the complaint process is easy for community members to engage in;

 » Address the content and placement of all forms of alcohol advertising. 

Our concerns
Alcohol and young people
There is substantial concern among health organisations and the community about Australia’s drinking 
patterns, with particular concern about alcohol and young people. Around 28% of Australians aged 14 
years or older put themselves at risk of an alcohol-related injury from a single drinking occasion at least 
once a month.1 Three quarters of Australians believe that Australia has a problem with excess drinking 
or alcohol abuse.2 Independent market research from Western Australia shows that 94% of adults 
are concerned about alcohol use among young people and 98% are concerned about alcohol-related 
violence.3 

There is especial cause for concern regarding young people’s drinking. Eighty per cent of alcohol 
consumed by young people aged 14 to 24 years is consumed in ways that put the drinker’s (and others’) 
health at risk of acute harm, including from falls, assault injuries, road crashes and burns.4 Many young 
people drink to get drunk; 45% of current drinkers aged 16 to 17 years report intending to get drunk 
on most or every occasion when they drink alcohol.5 Rates of alcohol-related harm in young people are 
unacceptable and have increased significantly over recent years, particularly in those aged 16 to 24 years.6
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Alcohol advertising and young people
Alcohol is one of the most heavily promoted products in the world.7 Australian children and adolescents 
are exposed to unacceptably high levels of alcohol advertising in many different forms. 

Research shows that Australian teenagers aged 13 to 17 years are exposed to alcohol advertising on 
television at approximately the same level as young adults aged 18 to 24 years.8 Half of all alcohol 
advertising aired on Australian television appears during children’s popular viewing times.9 Over 94% 
of Australian students aged 12 to 17 years report having seen alcohol advertising on television and the 
majority report having seen alcohol ads in magazines, newspapers, on the internet, on billboards/posters 
and promotional materials, and in bottleshops, bars and pubs.10

Children and young people are regularly exposed to advertising depicting alcohol consumption as 
fun, social and inexpensive.9 Research has found that young people perceive messages in alcohol 
advertisements relating to the social benefits of consuming alcohol, including that the advertised products 
would make them more sociable and outgoing, help them have a good time and fit in, and be more 
confident.11

Children and 
young people are 
regularly exposed 

to advertising 
depicting alcohol 
consumption as 
fun, social and 
inexpensive.9
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It is well established that alcohol advertising has an impact on young people. Exposure to alcohol 
advertising influences young people’s beliefs and attitudes about drinking, and increases the likelihood 
that adolescents will start to use alcohol and will drink more if they are already using alcohol.12 Research 
shows strong associations between exposure to alcohol advertising and young people’s early initiation to 
alcohol use and/or increased alcohol consumption.13, 14 Exposure to alcohol advertising contributes to the 
normalisation of alcohol use and works to reinforce the harmful drinking culture that exists in Australia.15 

Self-regulatory alcohol advertising system
Alcohol advertising in Australia is in theory self-regulated by the alcohol and advertising industries. The 
Alcohol Beverages Advertising Code (ABAC) Scheme is the alcohol-specific code of practice in the current 
self-regulatory system. There are numerous deficiencies in the ABAC Scheme and the way in which it is 
implemented, including: 

 » The ABAC Scheme is voluntary, which means non-signatories have no obligation to comply with 
decisions and therefore go unregulated; 

 » ABAC is not empowered to penalise advertisers who breach the code;

 » ABAC does not define the term ‘advertisement’;

 » ABAC only covers certain forms of direct advertising (for example it does not cover sponsorship, gift 
with purchase, or product placement);

 » ABAC only deals with the content, not the placement, of advertisements. Placement is handled in an 
incomplete and inconsistent manner under a number of other codes;

 » ABAC does not adequately regulate alcohol advertising on social media and is failing to keep pace with 
the rapidly developing technologies available to alcohol advertisers; and

 » Making a complaint is difficult and confusing, and the process moves slowly in comparison with the 
fast-moving world of advertising campaigns.

In the AARB’s view, the self-regulatory system has consistently failed to ensure alcohol is promoted 
responsibly and that young people’s exposure to alcohol advertising is minimised.

Research shows strong associations between exposure to 
alcohol advertising and young people’s early initiation to 

alcohol use and/or increased alcohol consumption.13, 14
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Introduction
There is widespread and justified community concern about alcohol use 
by children and young people, and the health and social consequences 
of harms caused by alcohol.  Yet alcohol is the most heavily promoted 
product globally. As the “Weekend in the life of a child” (pages 30-31) 
clearly shows, alcohol advertising is pervasive, and children are exposed 
to alcohol promotion across all media, including those with special 
attraction to children. 

The creativity shown by the alcohol industry in promotion of their 
products is shocking and concerning, especially in the absence of any 
serious constraints. There are too many examples of promotions that 
will appeal to children, even products that appear to be designed and 
promoted for the youthful palate, and advertisements placed where 

children are likely to be exposed. It is simply wrong that children are exposed to so much alcohol 
promotion both directly and through areas such as sport sponsorship and online promotion. 

Self-regulation of alcohol advertising has been a failure.  This is not unexpected: as a British public health 
expert, Dr Tim Lobstein, has pointed out about industry self-regulation “asking the companies to restrict 
their own marketing is like asking a burglar to fix the locks on your front door.  They will say you are 
protected, but you are not”.

In only the first year of the independent Alcohol Advertising Review Board, we have received substantially 
more complaints than the long-standing but weak alcohol industry’s self-regulatory process.  It is 
encouraging that some advertisers have acted on the basis of community concern and have followed our 
recommendations.  We want to see more advertisers recognise that alcohol is no ordinary product, can 
cause immense harm, and should not be irresponsibly advertised. 

The AARB will continue to draw attention to irresponsible alcohol advertising and promotion, and to keep 
pressing for strong, independent, legislated controls. Governments have a duty to act.

If anyone has a concern about alcohol advertising, we urge them to let us know.  Drawing attention to 
inappropriate and irresponsible alcohol advertising will help to bring strong, legislated controls closer.

Professor Fiona Stanley AC
Chair, Alcohol Advertising Review Board
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This first report from the Alcohol Advertising Review Board could not be 
more timely.  Occasional and moderate consumption of alcohol by adults 
does not appear to cause significant harm except during pregnancy.  
While some will argue that advertising aims only to influence the choice 
of product, the reality is that the whole aim of advertising products 
containing alcohol is to increase consumption.  

The health and social harms of both short and long term excess alcohol 
consumption are well known.  Fetal Alcohol Spectrum Disorder inflicts 
harm on the next generation.  Binge drinking has been adopted by too 
many of our younger people as a life style. Here alcohol is not used 
to enhance the enjoyment of food or the pleasure of a social occasion 

through its appreciation, but simply as a means of getting drunk - a route to oblivion.  On the way to 
oblivion lie the risks of poor judgement and aggression.

Too many of these consequences fill our weekend newspapers or even our nightly news bulletins.  How 
sad it is for those whose lives are damaged forever.  The Australian Medical Association (AMA) has been 
concerned about the promotion of alcohol to children and young people for some time.  The monograph, 
Alcohol Marketing and Young People: Time for a new policy agenda documents the cynical use of social 
media, promotions and advertising or association with glamour events such as concerts or sport to 
promote alcohol consumption to children and young people.

This first annual report shows beyond doubt that the current voluntary self-regulation of advertising and 
promotions by the multi-national alcohol industry is failing.  It seems clear that only mandatory controls 
can protect our children and young people against the assault of alcohol advertising to which they are 
exposed.  This is cynically targeted at changing their behaviours, and it has.

The AMA is delighted to see this first report from the Alcohol Advertising Review Board, but shocked by 
the findings.  It provides strong evidence that strong, independent, mandatory controls are needed.  It is 
time for government to act.

Professor Geoffrey J Dobb
Vice President, Australian Medical Association
Chair, Public Health Committee
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Complaints in 2012 – 13 
The following information covers the first year of the AARB’s 
operation, from 16 March 2012 to 15 March 2013.

Procedures
The AARB aims to make submitting complaints as easy as possible. We accept complaints via an online 
form, email, phone, fax, or post. Once a complaint is received, where a copy of the advertisement is 
accessible, the Advertiser is notified and given seven working days to respond to the complaint. The 
complaint, along with any response received from the Advertiser, is then passed on to three Panel 
members for review. Panel members have seven working days to make a determination. Further details 
on the AARB processes can be found at www.alcoholadreview.com.au 

Complaints
Table 1 summarises the status of complaints received by the AARB in the first year of operation from 16 March 
2012 to 15 March 2013.

Table 1: Status of complaints received in the first year of operation

200
175
152
145
104
32
9
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Number of complaints received        

Number of advertisements these complaints 

referred to

Number of complaints considered by the AARB Panel

Number of determinations by the AARB Panel

Number of determinations that upheld complaints

Number of determinations that upheld complaints in part

Number of determinations that dismissed complaints



Alcohol Advertising Review Board
Annual Report 2012 - 13

2

Complaints related to:

Television advertisement content

Placement of television advertisements during times children are likely to be watching, 
including during live sport broadcasts

Placement of outdoor advertisements where young people may be exposed (e.g. near 
schools and playgrounds)

Placement of advertisements on or around public transport (e.g. buses, bus shelters)

Placement of cinema advertisements

Print advertisement content

Internet advertisements, including email promotions, iPhone applications, and 
advertisements on Facebook and YouTube 

Sports and music event sponsorship

Naming and packaging of alcohol products

 » According to AARB Procedures, complaints can only be reviewed if they relate to current 
advertisements or advertisements which have ended within four weeks of the complaint being 
submitted. Several complaints received were outside this timeframe;

 » The complainant was not able to provide enough information about the advertisement to enable 
it to be identified; 

 » It was not possible to access a copy of the advertisement which was the subject of the 
complaint; or

 » The subject of the complaint was outside the scope of the AARB Code.

Some complaints were not progressed to the review stage as:
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Review Panel
A total of 103 Panel Members participated in a review during the first year of operation. Panel Members 
were drawn from a range of professions including public health, research, medicine, alcohol and other 
drug treatment services, law, education, social services, and marketing. 

Timeline for handling complaints
The AARB is committed to processing and responding to complaints as speedily as possible, with a target 
average of 20 working days for the handling of complaints.

Within the first year of operation, complaints took an average of 20 (19.9) working days for a 
determination to be reached.

Advertisers
It is AARB procedure to notify alcohol advertisers of complaints and invite advertisers to respond within 
seven working days.

Advertisers who chose to participate in the AARB process over the first year of operation and provide 
written responses to complaints regarding their products were:

The AARB commends these advertisers for participating in the AARB process.

Advertisers who declined to participate in the AARB process during the first year of operation were:

*Advertisers that feature on both lists responded to only some of the complaints regarding their products. 

 » Australian distributer of FUSIONice

 » Australian Leisure and Hospitality (ALH) Group 

 » Bacardi Lion

 » Blue Sky Brewery

 » Burch Family Wines

 » Chilli Marketing Australasia

 » Direct Wine Cellars

 » Independent Distillers 

 » Liquor Home Delivery

 » Strike Bowling Bar

 » Thirsty Camel Bottleshops

 » Vok Beverages

 » Winemakers Direct

 » Accolade Wines Australia

 » Beam Global Australia

 » Brown-Forman Australia

 » Campari Australia

 » Casella Wines

 » Coopers Brewery

 » CUB

 » Diageo Australia

 » Drinkworks

 » Independent Distillers* 

 » Lion

 » Matso’s Broome Brewery

 » Pernod Ricard Australia

 » Some Young Punks Wine

 » Suntory Australia

 » The Bottle-O ‘Luckies Liquor’

 » Vok Beverages*

 » Wesfarmers Limited

 » Woolworths Limited
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Action taken by advertisers
When a complaint is upheld, AARB notifies the advertiser and requests they modify or remove the 
advertisement.  

Below we have summarised four examples of advertisements that were removed or modified by their 
advertisers. The full determination report for each example can be viewed at www.alcoholadreview.com.au 

The AARB commends these advertisers for removing or modifying the advertisements. It is encouraging 
to see alcohol advertisers participating in the AARB process and taking action in response to complaints 
against their advertisements. The AARB encourages all advertisers to respond to AARB requests and take 
the AARB Code into consideration in the development of advertising materials.

Removal of an advertisement located near a playground
Advertisement:  An advertisement for Eristoff Vodka on a bus shelter next to a children’s playground in   
 Adelaide, South Australia.

Complaint:  The complainant was concerned about the exposure of children to alcohol    
 advertisements (ref 1/12).

Determination: Upheld. The advertisement was found to have contravened sections (4)(a)(i)(1) and (5)  
 (1) of the Content Code, and sections (1)(i) and (7) of the Placement Code.

Action:  The Advertiser, Bacardi Lion, was notified of the complaint and the advertisement was  
 removed the next day. 

Change to cinema advertising procedures 
Advertisement:  A cinema advertisement for FNQ Lager played prior to a 10am screening of the   
 children’s film ‘Brave’, rated PG, in Townsville, Queensland.

Complaint: The complainant was concerned about the placement of an alcohol advertisement   
 before a film rated PG, due to the likely exposure to children (ref 50/12).

Determination: Upheld. The advertisement was found to have contravened sections (1) and (4) of   
 the Placement Code, as it was placed prior to a film where children and young people   
 were likely to be exposed. 

Action: The cinema advertising company, Star Media Platinum, took full responsibility for the   
 placement of the advertisement. They stated it was due to human error and that new   
 procedures had been introduced to ensure the situation did not occur again.
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Modification of a print advertisement

Advertisement:  A print advertisement for MadFish Wines in the August edition of Madison magazine. 
The advertisement featured the line ‘a glass of wine solves everything’.

Complaint: The complainant was concerned about the use of the line ‘a glass of wine solves 
everything’, believing it was irresponsible and inconsistent with the Code (ref 59/12).

Determination: Upheld. The advertisement was found to have contravened sections (3)(a)(i), (3)(b), (4)
(c)(ii), and (4)(e) of the Content Code, as the phrase ‘a glass of wine solves everything’ 
did not reflect the spirit of the code, suggested wine is for relief and/or relaxation and 
attempted to establish wine as a way to escape from life’s problems.

Action: Following receipt of the determination, the Advertiser, Burch Family Wines, 
acknowledged the concerns of the AARB Panel and notified the AARB that they 
had withdrawn the reference to ‘a glass of wine solves everything’ in the print 
advertisement. 

Removal of a hotel competition advertisement 

Advertisement: An advertisement for a competition being run at the Hyde Park Hotel in North Perth, 
Western Australia. The advertisement featured the text “Eat our chicken parmigiana for 
4 & jug’o’naught by yourself in an hour & receive a t shirt & world recognition.”

Complaint: The complainant believed the contest to drink a jug of beer in one hour promoted 
excessive consumption of alcohol (ref 72/12).

Determination: Upheld. The advertisement was found to have contravened sections (4)(b)(i) and (4)(b)
(ii) of the Content Code, as it promoted excessive consumption of alcohol over a short 
timeframe. 

Action: When responding to the initial complaint, the Advertiser, ALH Group, stated the 
advertisement did not in any way encourage patrons to consume alcohol inconsistently 
with the Australian Alcohol Guidelines; but noted they had removed the advertisement 
from the Hotel premise, its website and Facebook pages.
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Alcohol Advertising Review Board media 
The AARB has attracted significant attention during the first year of 
operation. For example, the launch of the AARB on 16 March 2012 
attracted substantial national coverage across a wide range of media 
including: print, online, radio, television, and industry publications. 
The launch of the AARB received support from many health and 
other organisations around Australia. 

Six alcohol and advertising industry representative organisations 
immediately released statements or provided media comment criticising the establishment of the AARB: 
the ABAC Scheme, the Australian Association of National Advertisers (AANA), the Advertising Standards 
Bureau, the Distilled Spirits Industry Council of Australia, the Brewers Association of Australia and New 
Zealand, and the Australian Liquor Stores Association.

The release of the AARB First Quarterly Report on 2 August 2012 received national media coverage 
across online, print, and radio, and the releases of subsequent quarterly reports have also attracted 
media attention. In October 2012, the Australian Medical Association (AMA) released a media statement 
regarding concerns of the National Alliance for Action on Alcohol about the prominence of alcohol 
marketing and sponsorship at the 2012 Bathurst 1000 V8 Supercars event. It was noted in the release that 
the AARB had received complaints about alcohol sponsorship of motor racing teams. 

In February 2013, to coincide with the release of the September – November 2012 AARB Quarterly 
Report, the McCusker Centre for Action on Alcohol and Youth released a media statement that focused 
on Jim Beam Racing 
Kids Team clothing 
and called for urgent 
action by the Federal 
Government to end 
alcohol advertising targeting or using children and young people. The Jim Beam Racing children’s clothing 
received substantial media attention over a number of weeks. The managing director for Oceania for 
Beam Australia provided media comment stating that the naming rights partnership with Dick Johnson 
Racing had concluded at the end of 2012, and complied with “recognised industry guidelines around the 
marketing of alcohol”. It was also stated that the Jim Beam Racing Kids Team clothing range “carries the 
brand identities of the various team partners and relates to the Dick Johnson Racing Team, but does not 
and did not carry the Jim Beam brand”.16

The AARB was also covered by advertising and 
alcohol industry publications throughout the first year 
of operation. 

An archive of selected media coverage and AARB media releases is maintained on the AARB website at 
www.alcoholadreview.com.au/news. 

1. Mcmeekin A. Watchdog looms on booze ads. Adelaide Advertiser. 2012 Mar 17; 4.

2. Schriever J. Booze promos off beam: Children being used as ‘mobile billboards’. Sunday Herald Sun. 2013 Feb 17; 22.

3.  O’Leary C. Ten alcohol ads named and shamed as harmful. The West Australian. 2012 Mar 16; 5.

Watchdog 
looms on 
booze ads

Booze promos off beam
Children being used as ‘mobile billboards’

Ten alcohol ads named 
and shamed as harmful
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Top 10 alcohol advertising shockers of 
2012 – 13 
The following list of advertisements illustrates by way of example 
some types of alcohol advertising that causes concern in the 
community.

Exposure to young people
VB and XXXX sponsorship of State of Origin

Carlton Draught and AFL advertisements
Budweiser advertisement placed on a phone box outside a school

Jim Beam Racing Kids Team clothing

Targeting young people
Sponsorship of music festivals by Smirnoff, Carlton Dry 

Jim Beam on Campus poster

Liquor retailer advertisement
Berri Estates 5 Litre Wine Casks - 3 for $30 sold by Woolworths Liquor 

Product packaging
Skinnygirl Cocktails

Disguised alcohol advertising
VB commentary during a Test cricket match 

Promoting excessive consumption of alcohol
Thirsty Camel Vic Facebook page



Alcohol Advertising Review Board
Annual Report 2012 - 13

8

 The advertisements detailed below were the subject of complaints 
received by the AARB. 

Exposure to young people
VB and XXXX sponsorship of State of Origin (ref 40/12, 41/12)

Advertisement: State of Origin rugby league game featured sponsorship by XXXX, the official beer of 
the Queensland Maroons team, and VB, the official beer of the NSW Blues team. 

 XXXX logos were placed in three different areas on the Queensland Maroons jersey; 
on the back of the players’ shorts; and the Queensland change rooms featured XXXX 
promotions covering substantial sections of the walls. 

 VB logos were placed on the front of the NSW Blues jersey, with “The Best Cold 
Beer” written across the back; the playing field featured two VB “Victoria Bitter” logos 
painted on the grass and VB placards were placed around the field; and the NSW team 
change rooms featured VB promotions covering substantial sections of the walls. 

Complaint:  Alcohol and sport should not be associated and young people were likely to be 
exposed to the advertisements.  

Determination: XXXX advertisements: upheld in part. 

 Contravened (4)(h) of the Content Code, as there was a connection between rugby 
league and XXXX.

 VB advertisements: upheld. 

 Contravened (4)(e) of the Content Code, on the basis that the advertisements 
associate alcohol with daring, tough, and aggressive behaviour and (4)(h) as VB was 
associated with sport.

 The XXXX and VB advertisements both contravened sections (1), (2), and (9) of the 
Placement Code as the advertisements were broadcast at a time when children and 
young people are likely to be exposed and in connection with rugby league, with 
content that would appeal to young people.

Action: The AARB requested the Advertisers, Lion (XXXX) and CUB (VB), reconsider their 
sponsorship of rugby league due to its appeal to young people and the likely exposure 
of young people to alcohol advertising. As of 13 May 2013 the AARB had not received 
notification from either Advertiser regarding their sponsorship. 
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Exposure to young people
Carlton Draught and AFL advertisements (ref 13/12, 20/12, 29/12)

The AARB received numerous complaints regarding Carlton Draught sponsorship of AFL, including:

Advertisement: 1. Official AFL Tipping Competition website, sponsored by Carlton Draught.

 2. ‘Carton Draught Draught Pick’ iPhone application.

 3. Carlton Draught barrier boards at Patersons Stadium, Western Australia.

Complaints: All three complaints were in relation to the association of sport and alcohol, and the 
advertisements’ appeal to young people.

Determinations: The Official AFL Tipping Competition website, sponsored by Carlton Draught: upheld in 
part. 

 Contravened sections (4)(a)(i)(1), (4)(a)(i)(2), and (4)(a)(i)(4) of the Content Code and 
sections (1)(i), (1)(ii), and (8) of the Placement Code due to AFL’s appeal to young 
people and the likelihood young people will be exposed to the advertisement through 
the website. 

 ‘Carlton Draught Draught Pick’ iPhone application: upheld in part.

 Contravened section (4)(a)(i)(1) of the Content Code and sections (1)(i), (1)(ii), and (8) 
of the Placement Code due to AFL’s appeal to young people and the likelihood young 
people will be exposed to the advertisement through the application.

 Carlton Draught barrier boards at Patersons Stadium: upheld in part.

 Contravened section (4)(h) of the Content Code and sections (1), (2), (8), and (9) of 
the Placement Code due to the likelihood of young people being exposed to the 
advertisements.

Action: AARB requested the Advertiser, CUB, reconsider the promotion of alcohol products in 
association with AFL due to its appeal to young people. As of 13 May 2013, the AARB 
had not received notification from the Advertiser regarding their sponsorship.

Exposure to young people
Budweiser advertisement placed on a phone box outside a school (ref 95/12)

Advertisement:  A Budweiser advertisement was seen on a public telephone box outside Living 
Waters Lutheran College in Warnbro, WA. This was the fourth time an alcohol 
advertisement had been placed on the same telephone box within a 20 month period. 

Complaint: Concerned about the placement of an alcohol advertisement outside a school, as 
children and young people would be exposed to it. The complainant noted:

 “I am concerned about this advertising of alcohol outside the school as it always 
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promotes alcohol as a ‘fun’ product. All through our curriculum we try to educate 
students on the risks, both mentally and physically, alcohol as a drug can have 
on people. These sorts of ads work against what we are trying to say. They are 
unnecessary and I believe even detrimental to my students and the community at 
large. Parents are not being given the choice re their children’s exposure to such 
advertising when it is outside their own school. In effect these students are seeing 
this ad twice a day five days a week. Very good placement from an advertisers point of 
view. Same audience, no escape. Message drummed in whether they like it or not.”

Determination: Upheld. 

 Contravened sections (1)(i) and (6) of the Placement Code, as the advertisement was 
located next to a school and children and young people would be exposed to it.

Action:  The AARB requested the Advertiser, Lion, take the determination into account in 
relation to future placement of alcohol advertisements. The AARB is not aware of any 
action taken by Lion in regard to the determination.

Exposure to young people
Jim Beam Racing Kids Team clothing (ref 91/12)

Advertisement: At the time of the complaint, five items were available to purchase from the Jim Beam 
Racing Kids Team clothing line: three different children’s t-shirts, a children’s jacket and 
a children’s cap. The children’s clothing featured Jim Beam colours and branding, with 
the words “Jim Beam” replaced by “The Team”.

Complaint: The complainant believed it was highly inappropriate for children to be wearing 
alcohol company-branded clothing, and thought the clothing was directed at children 
and young people and associated Jim Beam with youth. In addition, they believed 
children would be highly exposed to the Jim Beam branding. They noted that while the 
words “Jim Beam” had been replaced with “The Team”, the clothing still featured the 
recognisable Jim Beam branding, through colours, typography, and patterns.  

Determination: Upheld in part. 

 Contravened section (3)(c) of the Content Code, on the basis that Jim Beam used its 
recognisable branding (design, style and colours) but displayed it in a slightly disguised 
form on the ‘Kid’s Team’ merchandise; sections (4)(a)(i)(1) and (4)(a)(i)(2) of the Content 
Code and section (1)(i) of the Placement Code, on the basis that the merchandise 
directly targeted young people, associated Jim Beam with youth, and the placement of 
the alcohol advertisement on children’s clothing meant children would be exposed to it.

Action: The AARB requested the Jim Beam Racing Kids Team merchandise line be withdrawn 
immediately, and that the Advertiser, Beam Global Australia, reconsider their 
sponsorship of V8 Supercars. As of 13 May 2013, the AARB had not been notified of 
any action by Beam Global Australia in response to the determination.
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Targeting young people
Sponsorship of music festivals by Smirnoff, Carlton Dry (ref 31/12, 42/12, 143/13)

The AARB received three complaints regarding the sponsorship of music festivals by alcohol brands, 
including: 

Advertisement: Smirnoff Vodka advertising on the official Creamfields 2012 website, a music festival 
held in Perth, Adelaide, Melbourne, Sydney, and the Gold Coast. 

 Smirnoff Vodka advertising at Groovin’ the Moo 2012, a music festival held in Bendigo, 
Townsville, Maitland, Canberra, and Bunbury.

 Carlton Dry advertising at Future Music Festival 2013, a music festival held in Brisbane, 
Perth, Sydney, Melbourne, and Adelaide.

Complaint: All three complaints were in relation to young people’s exposure to alcohol advertising, 
as alcohol advertisements were placed at music festivals that featured bands that 
appeal to young people.

Determination: Smirnoff Vodka advertising at Creamfields 2012: Upheld in part.

 Contravened sections (1) and (8) of the Placement Code, as the advertisements were 
placed on the official Creamfields website where young people were likely to be 
exposed. 

 Smirnoff Vodka advertising at Groovin’ the Moo 2012: Upheld. 

 Contravened sections (1)(i), (8), and (9) of the Placement Code, as the advertisements 
were placed at a music festival where young people are likely to be exposed and 
images of the advertisements at the event were placed on Facebook.

 Carlton Dry advertising at Future Music Festival 2013: Upheld.

 Contravened sections (1)(i) and (9) of the Placement Code, as the advertisements were 
placed at a music festival where young people were highly likely to be exposed. 

Action: In all three instances, the AARB requested the Advertisers, Diageo Australia and 
CUB, reconsider their sponsorship of music festivals that are likely to appeal to 
young people. As of 13 May 2013, the AARB had not received notification from either 
Advertiser regarding their sponsorship.

Targeting young people
Jim Beam on Campus poster (ref 6/12)

Advertisement: A poster, seen on a wall at the University of Western Australia advertising a party 
sponsored by Jim Beam on Campus1, featured a photo of young people dancing and 
the tagline ‘UNLEASH THE BEAST’.

Complaint: Advertisement breached (4)(a) of the Content Code, as it featured young people 

1 Jim Beam on Campus is an initiative by Beam Global Australia that “delivers unique events, parties and epic moments at universities across Australia” 
[www.jimbeam.com.au/jim-beam-on-campus]
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dressed in youth fashion, break dancing in a disco setting, who did not look over 25 
years of age, and was placed in a university where young people were likely to be 
exposed.

Determination:  Upheld. 

 Contravened section (4)(a) of the Content Code, as the advertisement was directed 
at and would have strong appeal to young people; associated Jim Beam with youth; 
portrayed Jim Beam in the context of breakdancing, an activity attractive primarily 
to young people; featured a character who was likely to appeal to young people; and 
featured people who did not look over 25 years of age. 

 Contravened sections (4)(b)(i) and (4)(b)(ii) as the tagline ‘Unleash the Beast’ 
encouraged irresponsible and immoderate drinking.

 Contravened section (1) of the Placement Code, as it was placed in a location where 
young people were highly likely to be exposed. 

Action:  The AARB requested the Advertiser, Beam Global Australia, withdraw Jim Beam on 
Campus promotions from all participating universities in Australia. As of 13 May 2013, 
the AARB has not received any correspondence from Beam Global Australia regarding 
the status of Jim Beam on Campus.

Liquor store advertisement
Berri Estates 5 Litre Wine Casks - 3 for $30 sold by Woolworths Liquor (ref 14/12)

Advertisement: Promotion for Berri Estates 5 Litre Casks by Woolworths Limited, offering three Berri 
Estates 5 Litre Casks for $30.

Complaint:  Advertisement was not prepared with a sense of responsibility to society due to the 
very cheap price and encouraged irresponsible and immoderate drinking, inconsistent 
with the NHMRC Australian Alcohol guidelines.

Determination: Upheld. 

 Contravened section (3)(a)(i) as the advertisement was not prepared with a sense of 
responsibility to society; section (4)(b)(i) as the volume and price per standard drink 
encouraged consumption inconsistent with the NHMRC guidelines; and section (4)(b)
(ii) as the advertisement encouraged irresponsible and immoderate drinking through 
the amount of alcohol presented and its price. 

Action: The AARB requested the Advertiser, Woolworths Limited, reconsider further price-
based promotions that advertise large quantities of alcoholic beverages at very low 
prices. As of 13 May 2013 the AARB had not received any notification from the 
Advertiser that they had ceased such promotions. The AARB received two further 
complaints regarding similar promotions on 10 January 2013 and 15 March 2013, 
indicating Woolworths Limited is continuing to promote and sell cask wine at very low 
prices. 
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Product packaging
Skinnygirl Cocktails (ref 32/12)

Advertisement: The name and packaging of Skinnygirl Cocktails. 

Complaint: Name and packaging of Skinnygirl Cocktails would have strong appeal to young people 
and is associated with youth through the name ‘Skinnygirl’ and the image used on the 
package. In addition, the name ‘Skinnygirl’ suggests that consuming the product will 
help you be skinny.

Determination:  Upheld. 

 Contravened sections (4)(a)(i)(1), (4)(a)(i)(2), (4)(a)(ii), (4)(j), and (5)(1) of the Content 
Code, as the majority of the Panel believed the name and packaging of the product 
would have strong appeal to young people and the term ‘skinny’ could be viewed as 
suggesting you will not gain weight when consuming the product. 

Action: The AARB encouraged the Advertiser, Beam Global Australia, to reconsider their use 
of imagery and design that appeal to young people. As of 13 May 2013, the AARB had 
not been notified of any action taken by Beam Global Australia.

Disguised alcohol advertising
VB commentary during a Test cricket match (ref 98/12)

Advertisement: A VB advertisement was heard during the Channel 9 coverage of the Australia v South 
Africa International Cricket Test, around 1.30pm WST on Sunday 11 November 2012. 
Two commentators were heard saying the following dialogue:

 “The original big, cold beer, Victoria Bitter, it’s back to its best. The taste that you 
love, is back, full strength, full flavour, yep, Vic Bitter’s back and as a matter of fact 
you could dig it up now. It’s back on the label, we’ve restored the iconic labelling 
over the iconic taste. We’re going back to hard earned thirst. Reward yourself with 
Vic Bitter after a hard day’s work, that’s a little later Slats, you and me.” 

 “Those famous ads. As a matter of fact, I’ve got one now.”

 “Hard earned thirst boy. Hard earned runs, at the Gabba.”

 The dialogue is heard while the camera is focused on the cricket oval and the players 
are preparing for the next over in the match. The VB jingle is played throughout the 
dialogue.

Complaint: Advertisement blurred the lines between sport and advertising alcohol and would have 
a direct influence on children watching the cricket match:

 “I was amazed when the commentator (Mark Nicholas) basically read out a VB 
ad during the cricket commentary (not in an ad break) and engaged in a clearly 
commercial ‘chat’ with a fellow commentator about how they loved VB and would 
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have one after the game. This is another step of blurring the boundaries between sport 
and advertising alcohol, via influential commentators, with very direct influence on 
many children watching.”

Determination:   Upheld. 

 Contravened section (3)(c) of the Content Code, as the Panel believed the VB 
commentary was presented in a format or style which concealed its commercial 
content. 

 Contravened section (1), (2), and (9) of the Placement Code, on the basis that 
children and young people were highly likely to be exposed to the advertisement, the 
advertisement was placed in connection with content (cricket) that would appeal to 
young people, and the advertisement was broadcast at a time when young people 
were likely to be watching.

Action: The AARB expressed concern about the promotion of alcohol during sports 
commentary and encouraged the Advertiser, CUB, to reconsider their placement of 
alcohol advertisements during events that are likely to appeal to young people, such 
as cricket, due to the likely exposure to young people.  This matter was referred to 
the Australian Media and Communications Authority (AMCA); the AARB received 
communication on 8 May 2013 from ACMA stating the VB commentary did not breach 
the Commercial Television Industry Code of Practice. 

Promoting excessive consumption of alcohol
Thirsty Camel Vic Facebook page (ref 62/12)

Advertisement: Images uploaded by Thirsty Camel on the Thirsty Camel Victoria Facebook page. The 
images included statements such as “I wish I could trade in my heart for another liver. 
Then I could drink more and care less”, “Someone slipped a hangover into my drink last 
night” and “Alcohol doesn’t answer any problems, it just helps you forget the question”.

Complaint: The simple humour and cartoon-style images would appeal to young people, and the 
images promoted excessive consumption of alcohol, depicted feelings and effects of 
excessive alcohol consumption, and referred to alcohol as being able to help you forget 
your problems.

Determination: Upheld. 

 Contravened section (4)(a)(i)(1) of the Content Code, as the Panel believed the 
images would appeal to children and young people through the use of a cartoon 
camel character, the bright colours and the use of humour. The Panel also found the 
advertisement contravened sections (3)(a)(i), (4)(a)(i)(1), (4)(b)(i), (4)(b)(ii) and (4)(c)(ii)(3) 
of the Content Code. 

Action: The AARB requested the Advertiser, Thirsty Camel Bottleshops, remove the images 
from the Thirsty Camel Victoria Facebook page. As of13 May 2013, the images had not 
been removed.
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Analysis of complaints   
The following figures provide an analysis of the 200 complaints 
received by the AARB in the first year of operation. 

Type of Product
Graph 1: Type of alcohol products to which complaints related.

1. Note: the total is over 200 as several advertisements promoted both a spirit and a ready to drink product. 

Total =2031

During the first year of operation, complaints were most likely to relate to advertisements for beer 
products (72 complaints), followed by spirit products (48 complaints) and liquor retailers (27 complaints). 
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Graph 2: Form of advertisement to which complaints related.

2. The total is over 200 as some complaints related to promotions that covered more than one form, e.g. television and sponsorship.

Total =2352

Online alcohol advertisements, including social media (e.g. Facebook and YouTube), email content 
and iPhone applications, were the most likely to receive complaints (51 complaints).  Other forms of 
advertisements which received a substantial number of complaints were television advertisements (40 
complaints) and sponsorship of sport, music and cultural events (36 complaints). 
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Digital Composition : Work by SCA Student

Advertisers
Table 2: Number of complaints received by Advertiser.

Advertiser Number of complaints

Lion 36
CUB 32
Beam Global Australia 18
Diageo 16
Woolworths Limited 16
Suntory Australia 11
Wesfarmers Limited 9
Campari Australia 6
Independent Distillers 6
Brown-Forman Australia 3
Pernod Ricard Australia 3
Thirsty Camel Bottleshops 3
Accolade Wines 2
ALH Group 2
Australian Liquor Marketers 2
Burch Family Wines 2
Chilli Marketing Australasia 2
Liquor Home Delivery 2
Matso’s Broome Brewery 2
Vok Beverages 2
Bacardi Lion 1
Bacchus Distillery 1
Blue Sky Brewery 1
Casella Wines 1
Cellarbrations Carlisle 1
Coopers Brewery 1
Direct Wine Cellars 1
Drinkworks 1
Liquor Marketing Group 1
Australian distributer of FUSIONice Vodka 1
Some Young Punks 1
Strike Bowling Bar 1
The Bottle-O Luckies Liquor 1
The Oxford Hotel 1
Winemakers Direct 1
Outside AARB Scope 10
Total 200
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Determinations
The 200 complaints received by the AARB in the first year resulted in 145 determinations. Table 3 
outlines how many of the determinations made by the AARB Panel upheld, upheld in part or dismissed 
complaints. 

Table 3: Number of determinations that upheld, upheld in part or dismissed complaints  

Panel decision Number of determinations 
Upheld 104
Upheld in part 32
Dismissed 9
Total 145

Content and Placement provisions
As demonstrated in table 4, of the 136 AARB Panel determinations that upheld complaints in full or in 
part:

 » 43 determinations found the alcohol advertisement in question breached both Content and Placement 
provisions;

 » 34 determinations found the alcohol advertisement in question breached Content provisions only; and

 » 59 determinations found the alcohol advertisement in question breached Placement provisions only.

Table 4: Number of determinations that found breaches of Content or Placement provisions    

Code breached Number of  determinations 
Content and Placement  43
Content only 34
Placement only 59
Total 136
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Young people content provision – Section (4)(a)
The AARB is committed to providing an independent system of alcohol advertising review to help protect 
the community, especially young people, from inappropriate alcohol advertising. The AARB Code aims to 
ensure alcohol advertising does not encourage young people to drink. Section (4)(a) of the Content Code 
states: 

4. Alcohol-specific provisions:

 a.   Young people

  i.   Alcohol Advertisements shall not:

   1.  be directed at, or have a strong or evident appeal to, Young People;

   2.  associate any Product with youth or youth symbols, 

   3.  portray Product in the context of, or in relation to, an activity attractive   
        primarily to Young People; or

   4.  include a person or character whose example is likely to be followed by Young  
        People or who has strong appeal to Young People.

  ii.   Adults appearing in Alcohol Advertisements must be over 25 years of age and be   
       clearly depicted as adults of this age.

Of the 136 determinations that upheld complaints in full or in part, 29% (39 advertisements) were found 
to have breached at least one section of (4)(a) of the Content Code.

Table 5: Number of upheld (in full or in part) determinations that found the alcohol advertisement 

in question breached section (4)(a) of the Content Code   

Advertisement breached (4)(a) Number of determinations

Breached (4)(a) 39
Did not breach 97
Total 136
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Provision Number of determinations 

(1)(i) General 98
Alcohol advertisements should not be placed in places or at broadcast    
times where Young People are exposed or are likely to be exposed. 
(1)(ii) General 51
Alcohol advertisements should not be placed in connection with    
content that appeals to Young People. 
(2). TV 20
Alcohol Advertisements shall not be broadcast between 5am and 9pm. 
(3). Radio 1
Alcohol Advertisements shall not be broadcast between 5am and 9pm. 
(4). Cinema 6
Alcohol Advertisements may only be shown during R18+ films. 
(5). Publications 0
Alcohol Advertisements are not permitted in publications that appeal 
or are likely to appeal to young people.
This provision does not apply to alcohol industry publications.
(6). Outdoor 5
Alcohol Advertisements are not permitted within 500m of schools
This provision does not apply to Alcohol Advertisements that are on 
premises licensed to sell Alcoholic Beverages. 
(7). Transport 27
No Alcohol Advertisements shall be placed on any means of public    
transport. No Alcohol Advertisements shall be placed at any train,    
tram, bus or ferry stops. 
(8). Internet 28
Alcohol Advertisements shall not appear online in connection with    
content that appeals or is likely to appeal to Young People.  
(9). Sponsorship 16
Alcohol Advertisements shall not appear at cultural or sporting events     
that appeal or are likely to appeal to Young People.  

Placement provisions
The AARB Placement Code features provisions that the AARB believes would reasonably reduce young 
people’s exposure to alcohol advertising. Of the 102 determinations that found the advertisement in 
question breached at least one provision of the Placement Code, table 6 outlines the number of times 
each provision of the Placement Code was breached: 

Table 6: Number of Placement provision breaches 
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From the Alcohol Advertising Review Board 
Panel   
Below are comments from the perspective of a variety of AARB Panel 
members. A total of 103 Panel members, representing all jurisdictions 
of Australia, participated in reviews in the first year of operation.

“Young people are exposed to alcohol advertising as a regular part of their everyday activities – when 
watching sport, when riding the bus, when logging in to Facebook, even when going to class at university. 
Public health messages are simply lost in the sea of alcohol marketing that tells young people that not 
only is alcohol completely safe, but an essential ingredient for a happy, successful and fun life.”

Medical school academic

“Alcohol abuse presents a major burden to Australian society. Advertising that targets or is likely to 
appeal to young people presents a prime means of perpetuating our culture of promoting alcohol use. 
I am pleased to have the opportunity to contribute to a slow but determined changing of that culture 
through the Alcohol Advertising Review Board, with potentially significant benefits for public health in this 
country.”

Law school Professor

“Most of the advertisements I have reviewed contravene the Code.  Many are targeting young people.”  

Medical school Professor 

“The need for a total community response to both the provision of and access to alcohol by young people 
is imperative.  It is clear that over the course of the past year, members of the community have found 
their voice through the proactive work of the Centre – parents need to be reassured that as a community, 
advertising and promotion of alcohol to young people is not acceptable and that as a united community, 
we can tackle these issues.”

Education director 

“The amount of complaints about online alcohol advertising is surprising, and the self-regulatory alcohol 
advertising system doesn’t have clear guidelines on this area.”

Non-government organisation employee 

“Whilst some of the advertisements submitted for review have involved cleverly disguised techniques 
to promote alcohol to children and teenagers, I am surprised by the amount of submitted material that 
overtly and unashamedly targets young people.  Clearly the ethic of social responsibility within the 
industry is weak and self-regulation is failing to protect children and teenagers from intense efforts to 
market alcoholic beverages to them.  The failure of self-regulation underlines that the creation of an 
independent Alcohol Advertising Review Board has been long overdue.” 

Medical school Professor 
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“As a parent of a teenager and also my work in the health sector I am very aware of the cumulative 
pressure placed on young people to drink alcohol when socialising. Alcohol adverting which specifically 
targets young people is irresponsible and contrary to all campaigns which serve to protect them from 
alcohol related harm.” 

Local government officer 

“Being a part of the panel has raised my awareness not just about the issues of alcohol advertising but 
about its varied forms and proliferation. I appreciate how the industry seeks to inhibit the definition of 
advertising and young people for their own controllable ends and how we need to push back and question 
such actions.” 

Consumer advocate

“As a Panel member for the Alcohol Advertising Review Board (AARB), I have been appalled at the 
brazenness of each of the advertisements I have been asked to review. Putting Dracula in charge of the 
blood bank could never work of course. I am delighted that there is now an independent voice on this 
issue which continues to accumulate evidence of the ineffectiveness of industry self-regulation.” 

Medical school Associate Professor

“It is clear from the ads that I have reviewed that alcohol advertising is carefully and clearly targeting 
young people, the design, content and location of advertising is clearly aimed at young people. The ads 
link alcohol with a good time and encourage further drinking. There needs to be stronger controls on the 
content of ads, the location and timing of alcohol advertisements.”

Federal Senator 

“Being a panel member has reinforced my concerns about the sophistication of the advertising industry 
to reach its target market. Constant vigilance and a robust challenge of the industry’s marketing strategies 
is still very necessary.” 

Non-government organisation CEO 

“I am particularly concerned about alcohol advertising as I see the problem of alcohol intoxication in the 
young and chronic diseases in the older populations increasing, with so much associated family suffering.  
It saddens me when I see how successful this country has been in limiting smoking through education 
and Government regulation but how we have essentially turned a blind eye to the issue around alcohol 
education and regulation including advertising.”  

Medical Professor 

“Complaints about outdoor advertisements and online campaign in particular demonstrate failure of the 
current system to protect young people from exposure to messages that consuming alcohol is fun and 
exciting, and will make you popular and attractive. Alcohol and its advertising has become commonplace 
in everyday Australian society. Reducing young people’s exposure to alcohol marketing is one important 
action that needs to be taken to reduce the health and social burden of alcohol.”

Non-government organisation employee 
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“My greatest concern is the unabashed targeting of youth through alcohol companies utilising youth-
preferred mechanisms of daily communication and that is social media. There has also been a rising 
frequency of utilising ideas of beauty and slimness, sophistication and glamour - these surely do not 
target men but rather target young girls and young women?”

Paediatrician and child health researcher 

“Alcohol advertisements placed near schools or on school bus routes with messages that are 
meaningful to young people and “cool” are the most worrying I think…  Youth is a time when the brain 
is formed physically and habits are formed socially; in both of these excessive and irresponsible alcohol 
consumption is simply dangerous and detrimental.”

Non-government organisation director 

“It has been interesting to note the high levels of discontent among those lodging complaints with the 
AARB. There appeared to have been considerable pent up demand for an independent body to whom 
consumers can submit their complaints about alcohol advertising. As such, the advent of the AARB has 
been timely and very well received. In a rapidly changing media environment, there is a great need for a 
comprehensive alcohol advertising code that addresses the limitations of the pre-social-media era ABAC. 
Fortunately, the AARB is here to fill the void.”

Business school Professor

“The pervasive nature of alcohol in Australia is clear and problematic. While advertising is a key part of 
young people’s exposure to alcohol, it is only part of the picture. The presence of alcohol, and expectation 
that alcohol is part of the experience of so many events and venues serves to exacerbate the problem. 
Music festivals and live sporting events are two important cultural experiences for Australian families yet it 
is impossible for parents to take their children to the football without exposing them to alcohol advertising 
and consumption…. Breaking the pattern of acceptance and of widespread alcohol advertising may be a 
critical first step in changing this social norm.”

Public health researcher 

“In 2012 the National Summit on Alcohol Marketing to Young People highlighted the context for alcohol 
advertising for young people, 

“Today’s media environment is radically different to when the current policy responses in Australia 
regarding alcohol advertising were put in place, with increasing take up of Pay TV, more free to air 
channels, the explosion of social media and the shift to online content.”

As a member of the AARB, not only is this a worrying feature of many of the complaints reviewed, but 
even more alarming is the attitude of the alcohol industry, who attempts to downplay the impact of 
alcohol advertising on alcohol use. So young people, family and peers are not influenced by advertising?  
Then the industry should stop wasting its money on advertising alcohol!”

Public health professional
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“The AARB has made a significant impact in challenging the behaviour and leadership of the alcohol 
industry (which includes retailers and providers) in them not exercising more thought on the impact that 
their advertising has on many in our community. I have seen firsthand the deliberate and subtle intent of 
the alcohol industry to attract and cultivate our youth thorough social media initiatives to influence them to 
alcohol.”

Non-government organisation director

“It’s great to be part of a process that responds to a wide variety of media including alcohol 
advertisements on public transport infrastructure and online.”

Public policy and health promotion professional

“I am particularly worried about the often strong link between sporting codes and alcohol. With many 
young people having regular involvement in and connection to sport, it is worrying that alcohol advertising 
is so pervasive in theses spaces.

I am however very concerned that the alcohol industry has shown little interest in responding to concerns 
raised, with most complaints not having any response from the companies involved.”

Youth sector organisation CEO

“As someone who works in advertising, I regret to acknowledge that our industry’s self-regulation 
measures are clearly not working when it comes to Alcohol. I have been genuinely surprised at some of 
the communication tactics that seem to pass as acceptable practice.”

Advertising professional

“In its first year of operation, the Alcohol Advertising Review Board (AARB) has further exposed the 
continued failings of the voluntary, industry led Alcohol Beverages Advertising Code (ABAC), and 
demonstrated the need for an effective and impartial regulatory watch dog that can hold the alcohol 
industry to account … The steady volume of complaints being received by the Alcohol Advertising Review 
Board and judged to be in breach of relevant advertising codes is further indication that Australians have 
lost faith in the ability of ABAC to judge their advertising complaints in a fair and impartial manner.”

Non-government organisation director 

“A recent survey in Australia reported that a majority believe Australia has a problem with excess drinking 
and that more needs to be done to reduce the harm done by alcohol. Of the people in the survey who 
drank alcohol, 2 in 5 said that that they drink alcohol to get drunk with over half pre-loading before going 
to pubs and clubs. It is therefore imperative that we delay the initiation of early drinking and prevent risky 
consumption of alcohol through intervening to restrict unacceptable alcohol advertising to young people.”

Child health researcher 
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There is considerable community concern regarding young people’s exposure to alcohol advertising and 
sponsorship. Independent market research shows that 94% of Western Australian adults are concerned 
about alcohol use among young people, and 71% support legal controls to reduce young people’s 
exposure to alcohol advertising (only 6% oppose).3 

Sixty-nine per cent of Australians believe that alcohol advertising and promotions influence the behaviour 
of people under 18 years.2 Research shows exposure to alcohol advertising influences young people’s 
beliefs and attitudes about drinking,12 contributes to the normalisation of alcohol use15 and works to 
reinforce the harmful drinking culture that exists in Australia. 

Currently, the placement of alcohol advertising is not effectively regulated by the voluntary alcohol 
advertising codes. Several forms of alcohol advertising and promotion which have high exposure to young 
people are discussed below.

Online alcohol advertising
Online advertisements were the most common 
form of advertisement complained about in 
the first year of operation. There is growing 
concern regarding the promotion of alcohol 
using social media and digital technologies due 
to the rapid expansion of digital communication 
and the extent to which young people have 
taken up such forms of communication.15 This 
concern is reflected in the substantial number 
of complaints received by the AARB relating to 
online advertisements, including: 

 » Ads on popular iPhone apps;

 » Status updates and photos on Facebook pages set up by alcohol companies;

 » Email marketing content;

 » Ads on online news websites; and 

 » Ads placed before popular YouTube videos.

Those who made complaints about online alcohol ads 
expressed concerns about the exposure of young people. One 
complainant noted:

“The advertisement was placed on the homepage of YouTube, 
a very popular website that many young people would visit. 
The advertisement was visible as soon as the YouTube 

Young people’s exposure to alcohol 
advertising



Alcohol Advertising Review Board
Annual Report 2012 - 13

26

homepage loaded (I was not signed into YouTube at the 
time), and I believe young people are highly likely to be 
exposed to the advertisement.” (ref 133/13)

One in five young people aged 18 to 34 report having 
noticed alcohol advertising or promotions on social media; 
45% of those subsequently interact with an alcohol brand 
online.2 Currently, there does not appear to be any effective 
means of ensuring minors cannot access online alcohol 
promotions or preventing them from being inadvertently 
exposed to alcohol advertising. The regulation of alcohol 
advertising on the internet, including via social media, needs 
to be addressed urgently.

Public transport alcohol advertising
The AARB received a considerable number of complaints regarding the placement of alcohol ads on 
public transport and transit stops, including buses and bus stops. Children and young people represent 
a substantial proportion of public transport users; around half of secondary school students use public 
transport to travel to and from school at least once a week.17 Young people aged 18 to 24 years are more 
likely than older people to use public transport.18 Outdoor advertising cannot be switched off, avoided, 
or ignored, and is highly visible to those driving and walking past as well as those using public transport. 
Children and young people can be expected to be heavily exposed to public transport advertising. 

The AARB received complaints regarding alcohol advertisements placed on bus stops in locations that 
would be expected to have high exposure to young people, including:

 » Adjacent to a children’s playground (ref 1/12);

 » Outside universities (refs 61/12, 90/12, 114/12, 115/12, 140/13, 141/13);

 » Next to a playing field used by a local sporting club (ref 116/12); and 

 » Close to a Police-Citizens Youth Club (ref 118/12). 

Those who made complaints about alcohol ads on public transport expressed concerns over young 
people’s exposure. One complainant noted:

“Bus shelters present a convenient location for the promotion of inappropriate products for school 
aged children such as alcohol. They are frequently exposed to advertising messages in this medium 
given many use public transport to and from school.” (ref 80/12)

Outdoor advertising cannot be switched off, avoided, or 
ignored, and is highly visible to those driving and walking 

past as well as those using public transport.
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An audit of bus stop advertisements in Perth, Western 
Australia found 172 of 744 advertisements identified were 
for alcohol products. The audit found that almost a quarter 
of bus stop advertisements in an Australian capital city 
promoted alcohol, and alcohol was the dominant product 
category.19 It is impossible to control who views alcohol 
advertisements placed on public transport. Phasing out 
the placement of alcohol advertising on public transport 
and transit stops is an important step to ensure young 
people’s exposure to alcohol advertising is minimised. 

Sponsorship
Alcohol sponsorship of sporting, music, and cultural organisations and events is a key way by which young 
people are exposed to alcohol promotion. Research shows children absorb sports sponsorship messages; 
76% of children aged 5 to 12 are able to correctly match at least one sport with its relevant sponsor.20 

Provision 9 of the AARB Placement Code states:

“Alcohol Advertisements shall not appear at cultural or sporting events that appeal or are likely to 
appeal to Young People.”

This is consistent with the expert recommendation of the National Preventative Health Taskforce:

“In a staged approach, phase out alcohol promotions from times and placements which have high 
exposure to young people aged up to 25 years including sponsorship of sport and cultural events”.21

The AARB received 36 complaints regarding alcohol sponsorship of events in its first year of operation, 
which suggests that sponsorship is an area of significant concern. 

Sports sponsorship
Sports sponsorship by alcohol companies sends 
conflicting messages to the community. Research 
shows elite athletes are receptive to supporting health 
promotion through sport and nearly three quarters 
disagree that athletes should promote unhealthy foods 
and alcohol.22 

The AARB received 33 complaints regarding alcohol 
sponsorship of sport, which ranged from sponsorship of 
local sporting clubs to Australia’s major sporting codes. 

Alcohol and AFL, NRL, and cricket
The AARB received a substantial number of complaints 
regarding alcohol sponsorship of Australia’s three major 
sporting codes (AFL, NRL ,and cricket), including the 
placement of alcohol advertising around sporting ovals, 
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on players’ uniforms, in change rooms, and within match 
commentary.

The AARB received numerous complaints about alcohol 
advertisements broadcast during televised sport, including 
cricket and AFL. While the AARB Placement Code states that 
alcohol advertisements shall not be broadcast on television 
between 5am and 9pm, the Commercial Television Industry 
Code of Practice allows alcohol promotion during live sports 
broadcasts on weekends and public holidays.23 This is of 
considerable concern given children and young people are 
likely to make up a significant proportion of the audience of 
sporting broadcasts, particularly on weekends and public 
holidays.

At a time when there are growing concerns about alcohol use among young people, alcohol sponsorship 
of major sporting codes sends conflicting messages to the community about sports and the acceptability 
of alcohol. 

In June 2012, the Australian Government announced that twelve 
of Australia’s national sporting organisations would receive funding 
through the Australian National Preventive Health Agency (ANPHA) 
to provide an alternative to alcohol sponsorship in sport and promote 
the Australian Government’s ‘Be the Influence – Tackling Binge 
Drinking’ initiative. An additional three sporting organisations have 
since signed up. It is disappointing that Australia’s three major 
sporting codes (cricket, AFL and NRL) still have not signed up to the 
initiative. The AARB encourages sports organisations such as Cricket 
Australia, the Australian Football League, the National Rugby League, 
and the Australian Rugby Union to seek alternatives to alcohol 
industry sponsorship. 

Alcohol and water sports
The AARB received six complaints regarding alcohol promotion in association with water sports:

 » Two complaints relating to VB sponsorship of Surfing Australia;

 » Two complaints relating to Jim Beam Surftag;

 » Carlton Dry sponsorship of the 2013 Quiksilver Pro; and

 » Hahn Super Dry sponsorship of the 2013 Rottnest Channel Swim.

Consumption of alcohol in, on, or around the water significantly increases a person’s risk of drowning. 
Twenty per cent of all drowning deaths in 15 to 19 year olds in Australia are known to involve alcohol.24 
Promotions that associate alcohol products and water sports are irresponsible and of serious concern to 
the community.

The AARB welcomed the news that Surfing Australia would partner with ANPHA to replace alcohol 

AFL is a popular sport among 
Australian children and young people
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sponsorship with the Australian Government’s ‘Be the Influence – Tackling Binge Drinking’ initiative. The 
AARB encourages other sporting associations to phase out alcohol sponsorship to reduce young people’s 
exposure to alcohol advertising.

Alcohol and motor racing
The AARB received five complaints regarding alcohol promotion and motor racing:

 » Jack Daniels sponsorship of V8 Supercars;

 » Three complaints regarding Jim Beam sponsorship of V8 Supercars;

 » Name and packaging of Coopers Mild Ale Cans – Mount Panorama Commemorative Edition, 
celebrating 50 years of the Bathurst 1000 motor racing event. 

Over a quarter of fatal crashes in Australia involve a driver over the legal blood alcohol limit.25   The AARB 
believes it is inappropriate to associate alcohol with motor racing or with driving in general, as this sends 
mixed messages in regard to the risks of drinking and driving. This view is consistent with that of the 
AMA:

“The alcohol industry is being allowed to reach vulnerable young people and send them messages 
that alcohol is associated with all that is best in sport and that alcohol is closely linked to driving fast 
cars. This alcohol marketing fuels pro-drinking attitudes in children and young people.  It persuades 
them that alcohol products and brands are attractive, glamorous and risk-free.  It perpetuates 
the dangerous myth that motor sports and alcohol go together. Doctors see the horrific injuries 
– and deaths - that result from motor accidents involving young drivers speeding while under the 
influence of alcohol. These dangerous messages have to stop.”26 

Professor Geoff Dobb, AMA Vice President

Music festival sponsorship
The sponsorship of popular music festivals by alcohol companies is another area of concern. The AARB 
received complaints relating to alcohol sponsorship of three Australian music festivals: 

 » Carlton Dry sponsorship of Future Music Festival 2013;

 » Smirnoff sponsorship of Groovin’ the Moo Festival 2012; and

 » Smirnoff sponsorship of Creamfields Festival 2012.

These three music festivals featured a series of rock or 
electronic music concerts staged around Australia. Each 
music festival starred a range of popular music artists that 
were highly likely to appeal to young people. It can be 
expected that many young people would attend the festivals 
and be exposed to alcohol sponsorship. Photos from the 
events are subsequently uploaded to social media sites such 
as Facebook and music industry websites, providing further 
opportunity to promote the alcohol brand in association with 
music festivals.
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Weekend in the life of a child    

Watch music videos on television. Alcohol product placement within music videos (ref  110/12 – 
Absolut Vodka in Swedish House Mafia Greyhound music video).

Visit YouTube to check out your favourite songs. Banner ad for an alcohol product on the 
homepage (ref 133/13 – Corona ad on the YouTube homepage) and an alcohol ad plays before the 

YouTube video of your favourite song (ref 128/13 – Sol Beer ad before Olly Murs feat. Flo Rider 
Troublemaker music video). 

Accompany mum to the shops for the weekly grocery shop. See two alcohol ads on billboards 
in the car park (ref 112/12, 113/12 – Jim Beam Devil’s Cut ad and a Diageo promotion in a 
shopping centre car park), then another alcohol ad inside the shopping centre (ref 16/12 – 
Skinnygirl Cocktails ad in a shopping centre). After shopping at the supermarket, take the 

receipt and see a ‘buy two get one free’ wine deal on the bottom of the docket (ref 94/12 – 
Liquorland Docket Deals).

On the way home from the shops, pass an alcohol ad on a highway billboard (ref 55/12 – Queens 
Tavern outdoor advertisement). Listening to the radio in the car, use the Shazaam iPhone 

application to identify a song and see an alcohol ad (ref 78/12 – XXXX ad on Shazaam iPhone app).

Visit the official AFL Tipping website to check tips for the weekend and see alcohol ads (ref 13/12 
– Carlton Draught ads on the AFL Tipping website).

Watch your favourite AFL team play live at a sports stadium and see alcohol ads around the field 
(ref 29/12 – Carlton Draught barrier boards at AFL game). 

In the car on the way home from the game, turn on the radio and hear an alcohol ad (ref 18/12 – 
Wild Turkey 10 competition).

Watch the State of Origin NRL game on TV. See alcohol brand logos on uniforms, painted on and 
placed around the field, and covering the walls of the change rooms (ref 40/12, 41/12 – XXXX and 

VB sponsorship of State of Origin).

It is inevitable that children and young people will be exposed to 
alcohol advertising in their everyday lives given the amount of 
advertising and promotion present in the community. 

The following timeline is a hypothetical example of how many times an average 15 year old Australian child 
could be exposed to alcohol advertising over one weekend, based on complaints received by the AARB.

Saturday 

9am

 
10am  

11am 

12pm 

1pm  

2pm 

4.40pm 

7.30pm 
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Sunday 

9am

 
10am  

12pm 

 2pm 

3pm 

6pm 

8pm

Log on to Facebook – see unofficial alcohol brand pages with no age filters (ref 33/12 – 
Woodstock Calendar Babes and unofficial Woodstock Bourbon and Cola Facebook page).

Catch the bus to the local school to meet some friends to play basketball. The same alcohol 
ad is on the bus stop, on the side of the bus and on the phone booth outside the school (ref 

106/12, 17/12, 95/12 – Budweiser bus stop ad, Budweiser bus ad, Budweiser phone booth ad 
outside a primary school). 

Head home and watch cricket on TV. See an alcohol ad during the ad breaks (ref 103/12 – VB 
TV ad during Test cricket) and hear the commentators talking about a beer product during the 

match (ref 98/12 – VB commentary during a Test cricket match).

Check the newspaper to find out cinema times and see an alcohol ad (ref 60/12 – Thirsty 
Camel Bottleshops print advertisement). 

Go to the cinema to see an M-rated movie and see an alcohol ad during the previews (ref 
53/12 – Bulleit Bourbon ad prior to a screening of The Dark Knight Rises).

Watch 6pm news on TV and the sports update begins with an alcohol ad (ref 135/13 – VB ad 
during the Channel 9 6pm news).

Check out the weekend AFL results on an online news site and see an alcohol ad (ref 145/13 
– James Boag’s Premium Lager online ad on the WAToday homepage).
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The AARB was developed in response to the numerous weaknesses of the current self-regulatory alcohol 
advertising system, the ABAC Scheme. The AARB provides independent review of alcohol advertising, 
free of the alcohol and advertising industries. This is in comparison to the ABAC Scheme: a system run 
under the auspices of the alcohol and advertising industries.27

Table 7 demonstrates a comparison of the number of complaints received, determinations and decisions 
made by the AARB and the ABAC over a one year period.

Table 7: AARB in one year compared to the ABAC Scheme in one year 

  AARB 2012 - 13 ABAC 20111  ABAC 20122  
Number of complaints received 200 119 98
 Number of advertisements these 175 74 Not
 complaints referred to   Available
Number of complaints considered by the Panel 152 63 47
Number of determinations by the Panel 145 45 36
 Number of determinations that upheld 136 15 7
 complaints (at least in part)
 Number of determinations that 9 303 293

 dismissed complaints

Comparison of activity by the Alcohol 
Advertising Review Board and Alcohol 
Beverages Advertising Code Scheme

1. 2011 information is from the ABAC Annual Report 2011, the most recent annual report available on the ABAC Scheme website.

2. 2012 information is from the ABAC Scheme submission to the ANPHA issues paper Alcohol Advertising: the effectiveness of current regulatory 
codes in addressing community concerns.

3. This category was not specifically stated in the ABAC Annual Report 2011 or the ABAC Scheme submission to the ANPHA issues paper, but was 
inferred from information within the report, submission, and information on the ABAC Scheme website.
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It is evident from complaints received and reviewed by the AARB that there is an urgent need to ensure 
stronger action to control irresponsible alcohol advertising and promotion, and to prevent the exposure of 
young people to promotion for a product which they should not consume, and which can cause so much 
harm.

The self-regulatory alcohol advertising system in Australia has, in our view, consistently failed to prevent 
the exposure of children and young people to alcohol promotion and to ensure that all forms of alcohol 
advertising and promotion are socially responsible.  We believe it makes no sense to leave regulation to 
an industry that not only seeks to sell as much of its product as possible, but opposes any significant 
constraints on its promotional activity and has a long record locally and internationally of supporting 
ineffective voluntary self-regulation.  

The Director General of the World Health Organization (WHO), Dr Margaret Chan, has also recently 
confirmed that the WHO Global Strategy to Reduce the Harmful Use of Alcohol “...restricts the actions 
of “economic operators” in alcohol production and trade to their core roles as “developers, producers, 
distributors, marketers, and sellers” of alcohol. It stipulates that member states have a primary 
responsibility for formulating, implementing, monitoring, and evaluating public policies to reduce harmful 
use of alcohol. The development of alcohol policies is the sole prerogative of national authorities. In 
WHO’s view, the alcohol industry has no role in formulating policies, which must be protected from 
distortion by commercial or vested interests”.28

The Alcohol Advertising Review Board supports 
the recommendations made by the National 
Preventative Health Taskforce21 and the AMA 
report Alcohol Marketing and Young People: Time 
for a new policy agenda15.  In line with these 
recommendations, we urge that alcohol promotion 
should be phased out from times and placements 
which have high exposure to young people up to 
the age of 25.  This includes removing the loophole 
from the Commercial Television Industry Code of 
Practice that allows alcohol promotion during live 
sports broadcasts.

The complaints reviewed in this report cover many 
forms of alcohol promotion that give cause for 
concern.  Particularly noteworthy are those that 
encourage children and young people to associate 
their sporting and other heroes with alcohol, 
placement of alcohol advertisements where young 
people are likely to be heavily exposed, and the 
exposure of children and young people to alcohol 
promotion through the internet, including social 
media.

Conclusions
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The AARB has made a considerable impact in the first year of operation and has demonstrated that it 
can provide an efficient complaint review process in an area of significant community concern. Even in 
the first year, the number of determinations made by the AARB clearly exceeds those made through 
the alcohol industry’s voluntary processes in a similar time frame. This is likely to reflect both the level 
of community concern about alcohol advertising and support for an independent system of alcohol 
advertising review.  

If alcohol advertising did not work, the alcohol industry would not invest so heavily in it or oppose the 
curbs recommended by health and law enforcement authorities with such determination.  Constraints on 
alcohol advertising and promotion are an essential part of a comprehensive approach to preventing harm 
from alcohol.  The AARB will continue to provide the community with an avenue to voice their concerns 
about alcohol advertising and to advocate for strong, independent, legislated controls on all forms of 
alcohol advertising and promotion.

Constraints on alcohol advertising and promotion are an 
essential part of a comprehensive approach to preventing 

harm from alcohol. 
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