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Turning Point is Australia’s leading addiction, research, and education centre. We
welcome the opportunity to contribute to the Australian Communications and Media
Authority’s (ACMA) review into alcohol advertising restrictions in the Commercial
Television Industry Code of Practice 2015 (Free TV Code).

Regulating how alcohol is advertised on free-to-air TV is essential to the public
health of all Australians. This is because alcohol is a harmful, cancer-causing
product’ that plays a causal role in several chronic diseases,? and contributes to and
exacerbates domestic, family, and sexual violence.? People drinking at risky levels,
or at risk of/currently experiencing alcohol dependence, are especially vulnerable to
alcohol advertising, which can trigger a desire to drink,* and increase cravings.®

Children and young people are frequently exposed to harmful alcohol advertising. It
is estimated that in a single year, children are subject to more than 50 million alcohol
advertising exposures during free-to-air sports broadcasts.®

Exposing children to alcohol advertising has a strong effect on their alcohol use
patterns.” Twelve to seventeen year-olds who see daily TV alcohol ads are twice as
likely to already be drinking, and among those who witness daily alcohol advertising
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during televised sport, this group is 2.4 times more likely to be drinking.®
Adolescents’ recent exposure to alcohol advertising on TV is also associated with
earlier initiation of alcohol use and a higher prevalence of heavy and binge drinking.®
This is concerning, as early onset of alcohol use disrupts brain development'® and
increases the likelihood of higher risk drinking and alcohol-related harms later in life.

Under the current regulation, alcohol advertising is permitted from 6.00pm Friday to
midnight Sunday during sports programming,'" as well as from 8.30pm - 5.00am
every day of the week, and between 12.00pm - 3.00pm Monday to Friday on school
days.'? These are times when children are very likely to be watching.™

The Free TV Code does not capture other types of alcohol related marketing,
including low- or no-alcohol products (<1.15% alcohol by volume), which can appear
unrestricted on free-to-air TV. Young people's exposure to low- or no-alcohol product
advertising is associated with increased intentions to consume alcohol from the
parent brand,' with companies often using identical branding to full-strength alcohol
and promoting their products as healthy recovery drinks or ‘sports beers’."®

The Free TV Code also excludes program sponsorship from the definition of a
commercial for alcohol drinks.'® Among young Australians aged 18-30, exposure to
alcohol sports sponsorship is associated with acute, binge, and hazardous alcohol
consumption,'” as well as higher likelihood of alcohol consumption among children
as young as 13."8

Finally, the Free TV code excludes broadcast video-on-demand or free-to-air catch
up services (e.g. 7Plus, 9Now, 10Play), used by 47% of children aged 0-14.'° Since
2020, there have been several community complaints regarding the advertising of
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alcohol during video-on-demand viewing of programs that appeal to children,
including Lego Masters and Carols in the Domain.?°

Given the harms outlined here, Turning Point endorses Alcohol Change Victoria’s
submission to this inquiry and likewise recommends ACMA develop and implement a

program standard for commercial free-to-air broadcasters to replace the Free TV
Code, that:

1. Ensures all forms of alcohol advertising are covered by the standard,
including low and no-alcohol products, as well as alcohol promoted through
sponsorships or when shown on sports players’ jerseys and sports stadiums;

2. Limits alcohol advertising to late night times when children are less likely to be
watching (e.g. 10.00pm to 5.00am);

3. Prohibits alcohol advertising during all forms of sports programming, including
but not limited to live broadcasts, replays, and talk shows; and

4. Includes broadcast video-on-demand services in its remit.

Kind regards,

N fh

Professor Dan Lubman AM
Executive Clinical Director, Turning Point
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