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New Zealand Winegrowers

New Zealand Winegrowers (NZW) is the organisation that provides strategic leadership for, and researches, promotes and 

represents the interests of, New Zealand grape growers and wine makers.  Established in 2002 as a joint venture between 

the New Zealand Grape Growers Council and Wine Institute of New Zealand, NZW has approximately 700 winery and 

over 800 independent grape grower members.  Every grape grower and wine maker in New Zealand is a member of NZW.  

Accordingly, NZW is recognised as New Zealand’s peak wine industry organisation.

NZW and its members are committed to moderate and responsible consumption of wine.  We support evidence-based 

policies and programmes that effectively address the harms associated with the misuse of alcoholic beverages, while also 

recognising the important contribution that the safe and responsible consumption of wine makes to the economy and society.  

NZW welcomes the opportunity to provide a submission for the Forum’s consideration. NZW wishes to speak to this 

submission if the opportunity is available. 

Our key messages

NZW’s submission contains the following key messages, which will be expanded on in the body of the submission:

1. The wine industry is a driver of economic growth in New Zealand, and that growth is dependent upon a supportive 

regulatory environment in the domestic market.

2. The wine industry has an important role to play in contributing to the reduction of alcohol-related harm. NZW is 

committed to working alongside government agencies and other stakeholders to achieve positive outcomes in the 

reduction of alcohol-related harm.

3. The focus of policy interventions should be on managing the harmful use of alcoholic beverages including wine, rather 

than all consumption of such products.

4. New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

5. Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take 

effect.

6. There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products 

or to sponsor events or activities will reduce alcohol-related harm. 

7. Sponsorship and advertising are integral to the business model of most wineries and provide a major benefit to national 

and regional communities. 

8. Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy. 

Executive Summary

Cover Image courtesy of Clos Henri Vineyard
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1. THE WINE INDUSTRY IS A DRIVER OF ECONOMIC GROWTH

Wine’s contribution to the economy

The wine industry is a major contributor to the New Zealand 

economy.  Growth in this sector has outstripped growth in the 

economy overall, providing strong economic benefits to New 

Zealand. Growth is underpinned by a deliberate strategy by the 

wine industry to maximise New Zealand’s competitive advantage 

in the positioning of New Zealand wine as a premium product.

Based on a recent evaluation by NZIER1 for NZW, the wine sector 

directly contributed:

•	 $1.2	billion	of	export	revenue	in	2013,	being	3%	of	total	export	

revenue 

•	 7,700	jobs	across	grape	growing,	winemaking	and	cellar	door	

sales

•	 $178	million	in	excise	tax	and	ALAC	levies

•	 $135	million	in	GST	on	domestic	wine	sales

•	 $814	million	in	spending	by	wine	tourists.

Wine is a flagship export industry for New Zealand. Wine is a 

product that is capable of expressing the unique qualities of the 

physical and social environment of our country. It carries the 

reputation of our country and its regions on more than 250 Million 

Bottles sold in more than 90 countries, and is highly sought 

after by international tourists visiting New Zealand. It is a natural 

complement to the high-quality food production for which New 

Zealand is famous, forming an essential element at any event 

where New Zealand or regional products are showcased. 

Contrary to preconceptions about the “alcohol industry”, the 

New Zealand grape and wine sector is not dominated by large 

companies	or	overseas	ownership.	90%	of	New	Zealand’s	700	

wineries and almost all of our 800+ independent grape growers 

are small, family-owned businesses.  All of our members have 

invested in New Zealand, have their families and lives in New 

Zealand communities and care deeply about the social and 

economic issues facing our country.  

The grape and wine sector stretches from Northland to 

Southland, playing a pivotal role in many of New Zealand’s 

regional economies.  For example, in Marlborough the wine 

industry	accounts	for	around	20%	of	the	Marlborough	region’s	

economy and creates around 4,000 full time equivalent jobs 

(2,500 directly and 1,500 indirectly).2

Wine is integrated into national growth strategies

Wine is an important component of many government growth 

strategies, including the Business Growth Agenda, the Wine High 

Impact Programme run by New Zealand Trade and Enterprise 

(NZTE) and the identification by Tourism New Zealand of a 

special interest sector of Food and Wine, which are outlined 

in further detail below. It is inherent to those activities that the 

responsible promotion of wine contributes to the promotion of 

New Zealand and its regions, providing indirect economic benefit 

to New Zealand by enhancing its reputation and direct economic 

benefit from international tourism spend and export growth. 

The Government has a comprehensive Business Growth Agenda 

that is intended to help build a productive and competitive 

economy to deliver more jobs and higher growth for the people 

of New Zealand. Industry in general is an important part of this 

agenda, as it is industry that creates the jobs and delivers the 

products to drive this growth. The focus on building export 

markets, as one strand of that activity, supports the growth 

ambitions	of	the	wine	industry,	which	has	just	exceeded	$1.3	

billion in export earnings for 2014. Enabling and supporting 

growth will help us to contribute to the Government’s goal of 

increasing	the	ratio	of	exports	to	GDP	to	40%	by	2025.	

New Zealand Trade and Enterprise assists New Zealand 

businesses to enter and grow international markets. It has 

invested in New Zealand’s wine industry by establishing a High 

Impact Programme for wine. Working in close collaboration 

with NZW, it has engaged with over 50 New Zealand wineries 

to deliver a programme of events, media and visits to promote 

New Zealand wine in key markets with growth potential at the 

premium end of the wine market, being China, Germany, the 

Netherlands and Sweden. NZW expects that the Prime Minister’s 

pre-budget announcement of further funding for High Impact 

Programmes will further support the growth of New Zealand’s 

wine industry. 

Food and wine is increasingly being recognised as a valuable 

contribution to New Zealand’s tourism offering. Recently Tourism 

NZ identified food and wine as a special interest sector, and 

research3 has shown that: 

•	 The	wine	sector	contributed	$814	million	in	spending	by	wine	

tourists.

•	 Winery	tourists	spend	significantly	more	than	a	typical	visitor	

during	their	trip	to	New	Zealand:	$3,700	compared	to	$2,800.

•	 The	international	wine	tourist’s	length	of	stay	is	an	average	of	

four days longer than the average tourist’s length of stay.

•	 The	most	common	accommodation	types	used	by	wine	visitors	

are hotels and motels.

•	 International	wine	visitors	tend	to	be	more	interested	than	

others in art and cultural tourism activities during their stay in 

New Zealand. 

Tourism NZ predicts that “with continued support and 

contributions from industry partners, it is anticipated that 

international tourism visitor numbers will continue to be strong, 

1 NZIER (2014) “The economic contribution of the New Zealand wine sector, 
the impact of growth since 2008”, Report to New Zealand Winegrowers 
March 2014 (available on request).

2 MBIE (2013), Regional Activity Report, MBIE, Wellington. Available at  
www.mbie.govt.nz/regions.

3 Tourism New Zealand (2014), Tourist Special Interest: Wine Tourism. 
Available at http://www.tourismnewzealand.com/markets-and-stats/
research/special-interest-and-sector-research/

4 Ibid, Page 1
5 Ibid, Figure 4, from the Statistics New Zealand International Visitor Survey, 
YE Jun 2009-YE Jun 2013 (Holiday only)
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offering significant growth opportunities for future wine tourism in New 

Zealand’4. It went on to say that Marlborough has the highest number of 

international tourists visiting wineries (43,000), followed by Auckland 

(30,000) and the Hawkes Bay (24,000)5. 

Wine depends upon a supportive regulatory environment

Growth in export markets and the economic contribution of our 

tourism offer depends squarely on a supportive domestic regulatory 

environment. 

New Zealand is one of the biggest markets for our member’s products, 

and will continue to be for the foreseeable future. It provides a stable 

economic base that enables our members to build a reputation as well 

as being the place where members can engage in the innovation and 

experimentation that has been a signature of New Zealand’s approach 

to wine production. Without the ability to differentiate their products, 

and to communicate that differentiation through advertising and 

sponsorship, new producers and innovative products will not be able to 

thrive. Instead, price competition will rule the market and the industry 

will be driven towards low-cost production and away from the added-

value that has been integral to the success of New Zealand wine.

New Zealand is also our single most important marketing asset; the 

backdrop for the story-telling on which our added-value is based 

and the place people get the complete experience of our product. 

The cornerstone of our national marketing strategy is to bring key 

influencers to New Zealand, particularly to “tent-pole” events in which 

wine promotion and sponsorship (including by NZW) plays a major 

role. Those influencers become ambassadors not only for New Zealand 

wine but for New Zealand as a whole. By way of illustration, a journalist 

brought to New Zealand for the wine industry sponsored Pinot Noir 2010 

event wrote a story on New Zealand wine tourism that covered three 

full pages of the New York Times. There are many similar examples. 

This simply would not happen without promotion and advertising from 

wineries, and New Zealand would be poorer for it.

We will expand on these points throughout this submission; the key 

message that we are seeking to convey here is that measures to further 

restrict advertising and sponsorship will have an economic impact for 

New Zealand. Unless such measures are clearly proven by scientific 

evidence to be both effective and proportionate in the New Zealand 

context, then they will result in an unjustifiable net detriment to our 

economy and our society.
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NZW is committed to working alongside government agencies 

and other stakeholders to achieve positive outcomes in the 

reduction of alcohol-related harm. Our industry has a valuable 

contribution to make to the discussion on the impact of 

advertising and sponsorship on the consumption behaviours  

of consumers.

We completely reject the notion proposed by some health 

advocates that industry should be excluded from discussions 

regarding regulatory measures to reduce harmful consumption of 

alcoholic beverage on the grounds of conflict of interest. Wine is 

a product that is can be enjoyed in a healthy way when consumed 

responsibly and in moderation. It is this type of consumption that 

the wine industry seeks to promote. The wine industry has no 

interest in harming its consumers or promoting an approach that 

prioritises price or alcohol content. The essence of our success 

is the value that has been generated in the association of “New 

Zealand”, our regions and individual brands with premium quality 

wine; this is the antithesis of a price/alcohol focus. 

Of course the wine industry has an interest in the debate. We 

have an interest in ensuring the sustainability of our industry by 

protecting the health of our customers. We have an interest in 

ensuring that customers who consume wine in moderation are 

not unnecessarily affected. We have an interest in ensuring that 

wine can be promoted in a way that does not increase harm 

without undue restriction. We have an interest in living in safe, 

healthy and vibrant communities. These are not interests that 

conflict with the objective of reducing harmful consumption.

The Government’s agenda to improve health outcomes can 

benefit from the experience of and partnership with our industry. 

As industry, we have first-hand knowledge and understanding 

of the drivers of consumer behaviour. We can and do use 

that knowledge to positively impact the social norms around 

consumption of wine and other alcoholic beverages, as 

illustrated below. 

There are a very wide number of initiatives to reduce harmful 

consumption of alcoholic beverages across the wine industry. 

NZW itself has led a number of initiatives within the industry and 

is expanding its programme in the area of social responsibility, for 

example:

•	 The	wine	industry,	together	with	producers	of	beer	and	spirits,	

is committed to support New Zealanders to strengthen social 

norms of safe and sociable consumption through the Cheers! 

initiative. Cheers! provides practical tools and advice to 

consumers, which is firmly grounded in evidence, to positively 

influence moderation in drinking behaviours. Cheers! is an 

example of our industry’s commitment to the reduction of 

alcohol-related harm through providing information and 

resources to inform consumer choices and influence positive 

drinking behaviours. 

•	 NZW	has	worked	with	the	HPA,	Police,	NZ	Institute	of	Liquor	

Licensing Inspectors and others to develop the Guidelines 

for hosting large scale wine events. The Guidelines, which are 

soon to be published, provide information for organisers on 

the use and management of wine at large events, including 

strategies and actions for alcohol management. The Guidelines 

include practical considerations for managing tastings, glass 

wear, underage patrons and staff. 

•	 New	Zealand	is	at	the	forefront	of	research	to	develop	high-

quality, naturally produced lower alcohol wines. NZW has a 

Primary Growth Partnership project to develop knowledge 

of these products that will provide consumers with new, 

high quality options to manage their alcohol consumption. A 

total	investment	of	NZ$16.97	million	will	be	made	through	a	

combination of industry and government contributions.

•	 NZW	provides	guidance	on	labelling,	advertising	and	

promotion to members. This includes a recommendation that 

members include a pregnancy health advisory statement on 

the labels of all wines sold in New Zealand. This may take the 

form of either a written message indicating that the safest 

option for pregnant women is not to drink or the pregnancy 

advisory logo. Wineries are also encouraged to use the Cheers! 

logo as a way for driving consumers towards the  

www.cheers.org.nz website for more complete information.

•	 NZW	is	a	responsible	participant	in	the	self-regulatory	

system governing alcohol advertising and sponsorship. We 

have contributed to the development of the Codes through 

providing submissions and actively engaging in the review 

processes. We also provide guidance to our members on the 

restrictions on labelling of wines to ensure they are consistent 

with the Advertising Standards Authority Code.

2. THE ROLE OF THE WINE INDUSTRY IN REDUCING ALCOHOL RELATED HARM
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3. POLICY MEASURES MUST FOCUS ON HARMFUL CONSUMPTION

Policy should focus on harmful consumption, rather than all 

consumption

The Forum is charged with considering the effectiveness of 

further restrictions on alcohol advertising and sponsorship to 

reduce alcohol-related harm. This is entirely consistent with 

national and international policies and strategies in relation to 

alcohol-related harm, which focus upon harmful consumption 

of alcoholic beverages rather than consumption per se. It is also 

consistent with the well-established scientific literature which 

demonstrates that moderate consumption of alcohol by non-

vulnerable consumers has a number or positive health benefits.6

Of particular note in terms of the relevant policy focus are:

•	 the	Sale	and	Supply	of		Alcohol	Act	2012	which	has	as	its	

objects that the sale, supply, and consumption of alcohol 

should be undertaken safely and responsibly, and that the 

harm caused by the excessive or inappropriate consumption of 

alcohol should be minimised;

•	 the	National	Drug	Policy,	which	recognises	that:	“While most 

people drink without harming themselves or others, the misuse 

of alcohol by some results in considerable health, social and 

other costs” 7

•	 The	Health	Promotion	Agency	Statement	of	Intent	which	

states that: “Taking action to change drinking behaviour from 

heavy to moderate drinking levels is … key to reducing harm 

from alcohol. … A drinking culture and drinking environments 

that support moderate drinking, and for some the choice not to 

drink at all, also contribute to people making changes that last”; 8

•	 the	WHO	Global	Strategy	to	reduce	the	harmful	use	of	alcohol	

which aims to reduce the harmful use of alcohol worldwide, 

not all alcohol consumption.

It follows from this focus that policy measures must not only 

restrict the encouragement of harmful consumption, they must 

also facilitate the promotion of healthy and responsible drinking 

behaviours. 

Policies should not seek to “de-normalise” responsible 

consumption behaviours

In this respect, the argument that alcohol advertising and 

sponsorship should be restricted because it “normalises” all 

alcohol consumption is of particular concern to us. 

New Zealand does not have a single set of negative drinking 

behaviours that needs to be “de-normalised”. Rather, there 

exists a range of behaviours that varies widely depending on 

variables such as occasion, age, economic status and ethnicity. 

While excessive drinking may be condoned by some parts of 

society in some settings (and those settings clearly need to 

be addressed), acceptance of excessive drinking is far from a 

universal cultural norm. 

Those settings that tend to strengthen a positive culture should 

be recognised and encouraged, for example the consumption 

of alcoholic beverages with food, the consumption of alcoholic 

beverages in controlled environments and positive social settings, 

the promotion of a wider consumption experience (for example 

through winery cellar door facilities), and the enforcement of 

individual consequences for harmful drinking decisions. Appropriate 

advertising and sponsorship can play a role in promoting a positive 

drinking culture by reinforcing these messages.

In terms of the architecture of a positive drinking culture, we note 

the findings of the November 2006 report by Research New 

Zealand that was commissioned and published by ALAC entitled 

A Healthy Drinking Culture: A Search and Review of International 

and New Zealand Literature (Final Report) at page 9: 

Research has shown that the cultures that are most successful 

in preventing alcohol abuse and minimising alcohol related 

harms are those that:

•	 tend	to	view	alcohol	as	a	natural	normal	part	of	life	about	

which they have no ambivalence;

•	 teach	their	young	by	example	how	to	drink	in	moderation;

•	 encourage	drinking	among	family	and	friends	rather	than	

same gender settings;

•	 discourage	heavy,	episodic	drinking;

•	 sanction	negatively	and	promptly	any	unacceptable	drinking	

behaviours;

•	 respect	the	decision	of	those	who	choose	not	to	drink	and	do	

not pressure them to drink;

•	 are	free	of	the	belief	that	alcohol	can	solve	problems,	signify	

adulthood, grant power or confirm ‘manhood’.

In summary, far from promoting healthy outcomes, the attempt 

to “de-normalise” all alcohol consumption by banning or further 

restricting advertising and sponsorship of alcoholic beverages 

could lead to negative outcomes and is outside the focus of 

national and international policies and strategies.

6 For example: United States Government (2010) Report of the Dietary Guidelines 

Advisory Committee on the Dietary Guidelines for Americans. The report concludes, 

among other things, that:  An average daily intake of one to two alcoholic beverages 

is associated with the lowest all-cause mortality and a low risk of diabetes and CHD 

among middle-aged and older adults....The J-shaped curve, with the lowest mortality 

risk for men and women at the average level of one to two drinks per day, is likely 

due to the protective effects of moderate alcohol consumption on CHD, diabetes and 

ischemic stroke. These findings are widely supported internationally. For a useful 
summary discussion, see: Thompson, P.L. (2013),  J-curve revisited: cardiovascular 

benefits of moderate alcohol use cannot be dismissed, Medical Journal of Australia 
198 (8), 420. 
7 At page 27.
8  At page 11.
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4. THE CURRENT REGULATORY SYSTEM IS COMPREHENSIVE AND EFFECTIVE 

The current legislative framework

Advertising and sponsorship of wine and other alcoholic 

beverages is already strictly regulated in New Zealand. Currently 

under New Zealand law it is an offence to:

•	 do	anything	in	business	that	encourages	people,	or	is	likely	to	

encourage people, to consume alcohol to an excessive extent 

(SSAA, s237(1)(a));

•	 advertise	or	promote	discounts	of	more	than	25%	off	the	price	

at wine alcohol is ordinarily sold, outside of licensed premises or 

catalogues (SSAA, s237(1)(b)(c));

•	 advertise	or	promote	alcohol	that	is	free	of	charge	outside	of	

licensed premises (SSAA, s237(1)(d));

•	 offer	goods	or	services	or	run	competitions	on	the	condition	

that alcohol is purchased (SSAA, s237(1)(e));

•	 advertise	or	promote	alcohol	in	a	manner	aimed	at,	or	likely	to	

have special appeal to, minors (SSAA, s237(1)(f));

•	 for	new/renewed	licences,	display,	promote	or	advertise	alcohol	

within a supermarket or grocery store at any place outside the 

alcohol area (SSAA, s114);

•	 for	new/renewed	licenses,	display,	promote,	advertise	within	the	

alcohol area of a supermarket or grocery store any product that 

is not alcohol (SSAA, s114);

•	 offer	any	alcohol	or	entitlement	to	alcohol	as	a	reward	for,	or	to	

reward a winner of, gambling (Gambling (Prohibited Property) 

Regulations 2005);

•	 make	any	health	claim	or	nutritional	content	claim	about	an	

alcoholic beverage, other than an energy or carbohydrate claim 

in the prescribed form (Food Standards Code, Standard 1.2.7);

•	 make	representations	that	an	alcoholic	beverage	is	“low	

alcohol”	or	“non-alcoholic”	unless	it	has	less	than	1.15%		or	

0.5%	alcohol	by	volume	respectively	(Food	Standards	Code,	

Standard 2.7.1);

•	 engage	in	false,	misleading	or	deceptive	conduct	in	trade,	

including advertising and sponsorship (Fair Trading Act 1986);

•	 advertise	products	in	contravention	of	the	Food	Act	or	Food	

Standards (Food Act 1981, s11).

The Code framework

In addition to this legislative framework, there are co-regulatory 

Codes and processes that govern advertising and sponsorship of 

alcoholic beverages as follows:

•	 the	Advertising	Standards	Authority	(ASA)	Code	for	

Advertising and Promotion of Alcohol;

•	 the	Association	of	New	Zealand	Advertisers	(ANZA)	pre-vetting	

system for alcohol advertisements (LAPS);

•	 the	Broadcasting	Standards	Authority	Codes	of	Practice	and	

supporting standards and guidelines regarding alcohol.

The ASA Code and the LAPS process are described in detail in the 

submissions of ASA and ANZA which NZW supports. We draw 

particular attention to the following points:

•	 the	ASA	Code	constitutes	a	very	comprehensive	set	of	

restrictions “designed to ensure that liquor advertising 

will be conducted in a manner which neither conflicts nor 

detracts from the need for responsibility and moderation in 

liquor merchandising and consumption, and which does not 

encourage consumption in minors”;

•	 while	producers	of	alcoholic	beverages	have	input	into	the	

preparation of the ASA Code, it is written by an independent 

Committee which includes representatives from the relevant 

government agencies;

•	 representatives	from	the	alcoholic	beverages	sector	do	not	sit	

on either the Advertising Standards Complaints Board or the 

Advertising Standards Complaints Appeal Board.

Compliance by wine producers

Wine producers are highly motivated to ensure that they do not 

contravene the SSAA and the ASA Code and that they comply with 

the decisions of the Complaints Board. Since the introduction of the 

new Code in 2013, there were only 4 complaints made regarding 

wine advertising and sponsorship. Only one of these was upheld, 

and the decision in the upheld complaint was complied with. 

Preparation of an advertisement or a sponsorship programme can 

be a very costly exercise, and it makes no commercial sense to 

invest in a promotion that cannot be used. Since the introduction 

of new offence provisions in the SSAA, the risk of producing 

an advertisement or sponsorship programme that encourages 

harmful consumption is even higher. But neither economics nor 

fear of prosecution is truly the major motivator of compliance; a far 

more potent motivator is the simple fact that our members want 

to do the right thing by their customers and by the communities of 

which they are a part.  

Conformity to WHO recommendations

As a means of determining the adequacy of the current regulatory 

environment for advertising and sponsorship of alcoholic 

beverages in New Zealand, it is helpful to measure this against the 

types of possible policy options and interventions mentioned in 

the WHO Global Strategy to Reduce the Harmful Use of Alcohol.  

The WHO Global Strategy refers to three sets of policy options or 

interventions in the area of the marketing of alcoholic beverages.9  

It should be noted that the WHO stresses that not all policy 

options and interventions will be appropriate for all countries, and 

emphasis is placed on the need to consider the broader societal 

context in recommending policy interventions. Nevertheless, as 

illustrated below, the New Zealand regulatory environment for 

advertising and sponsorship of alcoholic beverages includes all of 

the policy options and interventions mentioned by the WHO.

9 WHO (2010) Global Strategy to Reduce the Harmful Use of Alcohol, WHO, 

Geneva, pp15-16.
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WHO GLOBAL STRATEGY NZ REGULATORY ENVIRONMENT

(a) Setting up regulatory or co-regulatory frameworks, preferably with 
a legislative basis, and supported when appropriate by self-regulatory 
measures, for alcohol marketing by:

SSAA creates criminal sanctions for encouraging excessive consumption, 
promotion to minors etc.

ASA Code and LAPs process provide co-regulatory support.

(i) regulating the content and volume of marketing; SSAA and ASA Code extensively regulate these matters. The BSA 
provides addition controls.

(ii) regulating direct or indirect marketing in certain or all media; Advertising, promotion and “encouragement” covered by SSAA 
sanctions with no restriction specified as to media. The BSA provides 
additional controls.

(iii) regulating sponsorship activities that promote alcoholic beverages; Advertising, promotion and “encouragement” covered by SSAA 
sanctions with no restriction specified as to media.

ASA Code specifically covers sponsorship.

(iv) regulating or banning promotions in connection with activities 
targeting young people;

SSAA creates criminal sanctions for encouraging excessive consumption, 
promotion to minors etc.
 
ASA includes specific and detailed rules on promotions targeting young 
people.

(v) regulating new forms of alcohol marketing techniques, for instance 
social media;

Advertising, promotion and “encouragement” covered by SSAA 
sanctions with no restriction specified as to media.

ASA Code covers social media.

(b) development by public agencies or independent bodies of effective 
systems of surveillance of marketing of alcohol products;

SSAA offence provisions and licensing provisions enforced by Police and 
territorial authorities provide the basis for monitoring and enforcement 
supported by the ASA and BSA Codes and the LAPS process.

(c) setting up effective administrative and deterrence systems for 
infringements on marketing restrictions.

SSAA offence provisions and licensing provisions enforced by Police and 
territorial authorities provide the basis for monitoring and enforcement 
supported by the ASA and BSA Codes and the LAPS process.

As discussed earlier in our submission, existing national and 

international policy settings are focused squarely on reducing 

harmful consumption of alcoholic beverages. New Zealand has 

a regulatory environment where promotions likely to encourage 

harmful consumption are now illegal. This new protection is 

bolstered by a comprehensive framework of additional legislation 

and co-regulation that is in line with WHO suggestions. The ASA 

system in particular has been proven effective over many years 

of operation. In these circumstances, it is very difficult to see 

what would be achieved by additional regulation of advertising or 

sponsorship of wine or other alcoholic beverages.
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5. RECENT RULE CHANGES NEED MORE TIME TO TAKE EFFECT

The Sale and Supply of Alcohol Act 2012 (SSAA) was passed in 

December 2012 came into full effect in December 2013.  The SSAA 

recognises that alcohol is a legal product which can be sold. The 

object of the SSAA, as stated in section 4 of the Act, is that the sale, 

supply and consumption of alcohol should be undertaken safely and 

responsibly and the harm caused by the excessive or inappropriate 

consumption of alcohol should be minimised.  

In promoting the responsible sale, supply and consumption of 

alcohol, the SSAA has made a number of key changes to the 

previous requirements that are still being worked through in terms 

of implementation. The requirements that are particularly relevant to 

this Forum are the offences created for irresponsible promotions (as 

described above) and the development of Local Alcohol Policies.  

The Government recently commented, in relation to an 

announcement on minimum pricing, that it will: “allow time for the 

new alcohol reforms to bed in and assess their impacts, including the 

development and implementation of Local Alcohol Policies which are 

likely to take up to two years to come into full effect”10

NZW’s supports this pragmatic recognition that the changes to 

regulations governing the sale and supply of alcohol need to be 

given time to develop and assessments made, before any further 

changes are contemplated. 

10 http://www.beehive.govt.nz/release/government-not-introducing-minimum-pricing-alcohol



 New Zealand Winegrowers  11

6. FURTHER RESTRICTIONS ARE NOT SUPPORTED BY EVIDENCE

NZW supports public policy being based on well-founded 

evidence. In the case of further regulation in respect of alcohol 

advertising and sponsorship, it must also be consistent with the 

objects of the SSAA and aligned with national and international 

policies that focus on reducing harmful consumption. 

It is to be noted that that Law Commission in its 2010 Report, 

by its own admission, was unable to find a clear causal link 

between the scientific evidence and the impact of advertising 

and promotion on the harmful consumption of alcohol.11 In 

this respect, its recommendations regarding restrictions on 

advertising and promotions are not evidence based, but rather 

based on a more speculative approach to law-making that it in 

our submission does not represent good regulatory practice and 

is not supported by the developments since the Report. 

The following considerations post-2010 are of particular 

relevance:

•	 new	and	stringent	offence	provisions	have	been	created	

governing all forms of encouragement, advertising and 

promotion;

•	 a	new	ASA	Code	has	been	created,	and	decisions	under	that	

Code are universally complied with;

•	 statistics	indicate	that	harmful	consumption	has	declined	

across the population; 

•	 no	new	evidence	has	emerged	indicating	a	link	between	

further restrictions on advertising and sponsorship and 

reduction of harmful consumption.

No new evidence to support further restrictions

The last bullet point merits some further elaboration. The 

evidence prior to 2010 does not demonstrate that further 

restrictions on advertising and sponsorship would result in a 

reduction in harmful consumption, as recognised by the Law 

Commission. This point is well canvassed in the submissions of 

both ANZA and the New Zealand Sponsorship Association, which 

we support.

We add the caution that, in assessing the evidence regarding 

the relationship between harmful consumption and advertising 

or sponsorship, it is essential to bear in mind that New Zealand 

already has a highly controlled regulatory environment. Overseas 

studies that consider forms of advertising that are prohibited or 

restricted in New Zealand are of very limited relevance.

Taking the period post-2010, which is the subject of the Forum’s 

investigations, there has not been any compelling or conclusive 

evidence that would support further restrictions on advertising or 

sponsorship in the New Zealand context. Only the contrary, recent 

literature suggests that stringent alcohol advertising regulation, 

including full bans, has little or no effect on consumption. We refer 

the Forum to the following studies listed below:

•	 Bryden	et	al	who	found	little	evidence	of	the	harmful	effects	of	

alcohol advertising.12 

•	 Nelson	who	found	that	bans	on	advertising	have	no	effect	on	

total alcohol consumption. 13 

•	 Morgenstern	et	al	–	whose	studies	on	exposure	to	alcohol	

advertising and youth drinking, while showing a link in 

recall, did not demonstrate a causative link to excessive 

consumption.14 

•	 Jones	and	Magee’s	study	which	did	not	demonstrate	a	

particular effect of advertising on teen alcohol consumption.15

11 “Links between alcohol advertising and alcohol consumption are not easy to draw in 
a conclusive manner. As discussed in other parts of this report, alcohol consumption 
is influenced by a myriad of individual and environmental factors, including alcohol’s 
affordability and availability. However drinking has been shown to be associated with 
exposure to advertising and other promotional activity.” Law Commission (2010) Alcohol 
in our Lives Curbing the Harm, Wellington, page 326, para 19.16.
12 Bryden, A., B. Roberts et al. 2012. “A systematic review of the influence on alcohol use 
of community level availability and marketing of alcohol.” Health & Place 18: 349-57.

13 Nelson, Jon P. 2010. “Alcohol advertising bans, consumption and control policies in 
seventeen OECD countries, 1975-2000.” Applied Economics 42:7, 803-23.
14 Morgenstern, M. et al. 2011. “Exposure to alcohol advertising and teen drinking.” 
Preventative Medicine 52: 146-151.
15Jones, S. and C. Magee. 2011. “Exposure to alcohol advertising and alcohol 
consumption among Australian adolescents.” Alcohol and Alcoholism 46:5, 630-7.
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7. ADVERTISING AND SPONSORSHIP ARE INTEGRAL TO THE WINE BUSINESS

Reiterating the function and importance of advertising and 

sponsorship

A number of submissions have made the point that advertising 

and sponsorship are integral to the wine business and have 

described how they work. We note in particular the submissions 

of ANZA, the New Zealand Sponsorship Association, and our 

members including Lion, Pernod Ricard and Te Mata and others 

which we support. Key points from those submissions that we 

would like to emphasise include:

•	 The	key	role	of	alcohol	advertising	and	sponsorship	in	in	New	

Zealand’s mature and highly competitive market is to create 

brand awareness.  Advertising and sponsorship can influence 

brand choices, but do not increase overall consumption in a 

mature market like New Zealand. 

•	 Brand	awareness	is	essential	to	development	of	new	products	

and establishment of new producers.

•	 Brand	advertising	supports	the	growth	of	premium	brands,	

which supports a growth in profitability without the need for 

volume increase to drive growth.  Further restrictions may 

have a material impact on the approach of the industry to 

generate profit. 

•	 Brand	sponsorship	is	an	important	contributor	to	the	diversity	

of cultural, sporting and charitable events in New Zealand, 

including grassroots programmes. Further restrictions are 

likely to materially affect these events.

•	 Advertising	and	sponsorship	is	strongly	underpinned	by	

our members’ commitment to social responsibility matters. 

For example, Lion actively utilise their brands to encourage 

responsible drinking.

•	 Given	the	involvement	of	global	interests	in	sporting	and	

other events, further restrictions in New Zealand may have 

a disproportionate and unintended impact on New Zealand 

companies and the businesses that support them.

Sponsorship in the wine sector

Given the work that has been done in the other submissions 

referred to above, we have chosen to add to and illustrate this 

with a discussion of sponsorship in the wine sector. 

A survey of NZW members in November 2013 revealed that 

sponsorship is a normal part of the way they do business. 

Over	75%	of	the	respondents	confirmed	that	they	provided	

sponsorship to an organisation, cause or event. A considerable 

number provide sponsorship for more than one activity, with 

charities and community organisations being the most common 

recipients, followed by a cultural institution or event, then a 

sports team or competition. There was a range of financial 

commitments, with the majority of respondents contributing 

under	$5000.

Our members are involved in a wide range of sponsorship 

activities	–	from	donating	wine	for	charity	auctions	to	sponsoring	

iconic, internationally recognised cultural events such as the 

World of Wearable Arts (WOW). These contributions add value 

to the community and enrich the cultural experience of New 

Zealanders’ lives. A sample of sponsorship activities across our 

membership are provided below: 

Sponsorship of cultural activities:

•	 Te	Mata	Estate:	sponsor	of	New	Zealand	Poet	Laureate;

•	 Nautilus	Estate:	sponsor	of	the	Royal	New	Zealand	Ballet;

•	 Villa	Maria:	sponsor	of	Auckland	Philharmonic	Orchestra,	

Auckland Theatre Company, Michael Hill International Violin 

Competition.

Sponsorship of lifestyle and sporting activities

•	 Akarua	Wines:	Major	Sponsor	of	Queenstown	Trails	Trust;

•	 St	Clair:	St	Clair	Vineyard	Half	Marathon;

•	 Allan	Scott:	Allan	Scott	Golf	Classic.

Sponsorship of environmental activities:

•	 Ata	Rangi:	Establishment	of	Project	Crimson	Charitable	Trust	

to regenerate pohutukawa and rata;

•	 Pernod	Ricard:	sponsors	and	supports	the	Auckland’s	

Montana Heritage Trail contributes to the Marlborough Falcon 

Trust.

Sponsorship of charitable activities:

•	 Spy	Valley	Wines:	contributions	in	kind	or	financially	to	Life	

Flight Trust, Life Education Trust, Ronald McDonald House, 

Melanoma Research Institute;

•	 Te	Mata	Estate:	Support	for	annual	Charity	Wine	Auction	

which raises funds for Cranford Hospice;

•	 C	J	Pask:	sponsors	several	social	and	charitable	events	and	

donates wine and funds to numerous community groups, 

schools, and charities including Plunket, the Cancer Society 

and Alzheimers New Zealand.

These sponsorship activities form part of the normal business 

practice of our members. They are commonly undertaken to 

support events that enrich the community and demonstrate the 

commitment of our members to the people that they live and 

work alongside.

As we have mentioned above, NZW and its members are 

committed to moderate and responsible consumption of wine.  
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NZW and our members market wine as a premium product and 

our growth strategy in both New Zealand and internationally 

is through the premiumisation of wine. Sponsorship activities 

are clearly aligned with protecting and growing this premium 

reputation. Our members take great care not to undertake 

activity that would tarnish or negatively impact on this strategy.

Sponsorship arrangements in no way encourage or promote 

the harmful consumption of alcohol. All relevant regulatory 

requirements, particularly relating to minors, are complied with. 

The Guidance on Major Wine Events, mentioned above, has been 

developed to further support this.

CASE STUDY OF WINE SPONSORSHIP IN THE MARLBOROUGH REGION

For the Forum’s information, a case study is provided below on 

the role of sponsorship by the wine industry in Marlborough, 

which receives the greatest number of wine tourism visitors. 

The Marlborough District Council and Destination Marlborough 

have contributed the information for this case study, although 

the conclusions drawn are made by NZW. 

Sponsorship from wine companies is crucial to the Marlborough 

events sector. It is almost impossible to name an event that 

occurs in Marlborough that does not have the support from at 

least one winery in some form or another. Winery sponsorship is 

an important factor in Marlborough.  

Marlborough has recently started to focus on the events sector 

and the positive impacts events can have on a region, from 

economic to social benefits, on the basis that everyone in the 

community benefits. 

The Marlborough Regional Events Strategy 2013-2016 aims to 

develop the economic contributions around events even further. 

As part of the Strategy events are broken down into categories:

•	 Major	Events:	Attracting	at	least	5000	visitors	from	a	national	

and or international visitor base. The event will generate high 

media interest nationally and internationally and will be a 

strong economic driver to the local economy.

•	 Niche	Events:	Attracting	people	with	a	specialist	or	niche	

interest. The event normally generate an interest beyond 

Marlborough and has strong local support and involvement 

from the people from the specialist interest.

•	 Regional	Events:	Attracting	up	to	5,000	visitors	from	around	

New Zealand but predominantly from the greater Marlborough 

area and neighbouring regions.

•	 Community	Events:	Attracting	local	people	to	celebrate	

an occasion appealing to certain parts of our community. 

Community events create social cohesion and have a ‘feel 

good’ factor.

Marlborough hosts two major events that are underpinned by 

contributions from Marlborough wineries: Classic Fighters and the 

Marlborough Wine & Food Festival.

CLASSIC FIGHTERS 

 
 
The Omaka Classic Fighters is held every second year with 

approximately 30,000 people attending the 3 day event. The 

event	created	27,192	visitor	nights	and	visitors	spent	$3.05	million	

dollars whilst in the region. Wither Hills is a major sponsor of 

the event due to the proximity of the winery to the event and 

its vineyards surround the airfield. They are also a long-time 

supporter along with Allan Scott Wines of the Omaka Aviation 

Heritage Centre. This is Marlborough’s most popular tourist 

attraction with around 30,000 people passing through the 

doors each year. The support that Wither Hills and Allan Scott 

provide works particularly well with reciprocal agreements. The 

companies benefit from an increased profile while contributing to 

their communities and the communities benefit from the flow on 

economic effects of the event.
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MARLBOROUGH WINE AND FOOD FESTIVAL

  

 

 

 

The Marlborough Wine and Food Festival is the longest running 

wine and food festival in New Zealand and in 2014 celebrated 

30 years. With around 8,000 people attending and 60 wineries 

pouring their wines this is one of New Zealand’s premium wine 

events. The festival is held at Brancott Vineyard and without their 

long running support the Wine and Food would not be the event 

it is today.

Niche events     

Marlborough hosts multiple niche events that all involve 

sponsorship from local wineries, which appeal to a range of 

interests and encourage a healthy lifestyle:

•	 St	Clair	Half	Marathon	–	approximately	2,500	walkers	and	

runners from mainly outside the region attend the event.

•	 Forrest	Estate	Grape	Ride	–	approximately	2,500	cyclists	from	

mainly outside the region attend the event.

•	 Yealands	Yak	–	a	new	event	started	in	2014	with	approximately	

300 attending and growing for next year.

•	 Dog	Point	/	Logan	Brown	Picnic	–	a	sell	out	each	year	for	an	

exclusive picnic with the chefs from Logan Brown.

•	 Allan	Scott	Golf	Classic	–	attracting	women’s	teams	from	

around NZ. 

•	 Jules	Taylor	Womens	Triathlon	–	local	event	with	1,000	women.

•	 Pak	n	Save	Marlborough	Marathon	–	major	sponsor	Villa	Maria	

where the event is held.

•	 Nelmac	Garden	Marlborough	–	major	sponsors	Framingham	

Wines and Spy Valley.

Impact on the promotion of regional tourism

Destination Marlborough is Marlborough’s Regional Tourism 

Organisation (RTO). It operates a series of marketing partnership 

groups to gather private sector investment to extend its local 

government funding.

One of these groups is the Food and Beverage Marketing 

Collective of nine wineries and one brewery who collectively 

contribute	$24,000.		This	amount	excludes	product	and	

investment in collaborative marketing initiatives in Australian and 

New Zealand (e.g. Taste of Auckland).

If these businesses were not able to invest because of 

restrictions on alcohol companies sponsoring events, Destination 

Marlborough	would	also	lose	the	additional	$15,000	partnership	

investment from the food producer in the group, as a key 

incentive for this company is to collaborate with local wineries 

and breweries, and the RTO, on destination marketing initiatives 

throughout New Zealand and Australia. Along with events that 

have naming rights sponsorship from wine companies, there are 

galleries and theatre productions that always have significant 

backing from a wine company to allow them to proceed. 

In short, if further restrictions on alcohol advertising and 

sponsorship were to be developed, it would have a major and 

detrimental impact on the ability of Marlborough to sustain such 

a vibrant offering of lifestyle events as well as the flow on impacts 

to the regional and international tourism offering. Tracy Johnston, 

General Manager of Destination Marlborough commented that 

“Marlborough would be a very dull place indeed if the wine 

industry were unable to support local arts, theatre, event and 

destination marketing initiatives”.

Images Courtesy of Wine Marlborough
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8.  CONSEQUENCES OF FURTHER RESTRICTIONS 

Changes to the regulatory environment for a major productive 

and export sector cannot be undrtaken without consequence. 

Below we set out a range of potential consequences from 

further restrictions on advertising and sponsorship of alcoholic 

beverages that should be taken into consideration by the Forum. 

In our view, these weigh heavily against the scant evidence 

supporting further restrictions.

Economic & community consequences

Loss to overall sponsorship pool

Sponsorship of alcoholic beverages is a significant element of 

the total pool of sponsorship funding available in New Zealand 

(around	8%).	Wine	sponsorship	is	a	key	part	of	major	international	

and national events and organisations like WOW!, the Royal 

New Zealand Ballet or the New Zealand Olympic Committee. 

Removing an important source of sponsorship funding is akin 

to removing a chair in the game of “musical chairs”. While some 

events and organisations will be able to find alternative funding, 

there will also be others who will inevitably miss out. Additionally, 

events and organisations seeking sponsorship will lose recourse 

to a group of sponsors that may be a highly appropriate “fit” for 

their activities. 

Wine sponsorship is equally integral to smaller events based 

in regional and local communities where wine is produced, 

as outlined in the Marlborough case study. The fact that the 

wine industry produces a consumer-ready good and that it is 

integrally involved in the local tourism industry means that it is 

more amenable to local sponsorship opportunities than many 

other commodity-based sectors. If wine is taken out of the 

local sponsorship pool then many events that contribute to the 

vibrancy of local communities would wither away.

Loss of contribution to events that promote NZ

More than 250 million bottles of New Zealand wine are enjoyed 

by consumers in more than 90 countries every year. Each bottle 

carries the name of our country and it regions and places them 

squarely before the eyes of consumers overseas. Very few other 

New Zealand products do that.

New Zealand wines generate thousands of column inches; create 

special sections of shelf space dedicated to New Zealand in shops 

and supermarkets; put the words “New Zealand” on the wine lists 

of restaurants across the globe; bring thousands of tourists to 

our shores seeking to experience New Zealand wine in its original 

environment. All of that is good for New Zealand. 

We achieve that by promoting our product. We bring dozens 

of journalists and other key influencers from overseas to wine-

sponsored events like the Marlborough Wine and Food Festival 

and Pinot Noir 2013. We leverage international events from 

the Rugby World Cup 2011 to the Royal Tour of 2014. We add 

an important dimension to the events we sponsor; not simply 

conviviality but a true taste of New Zealand and what makes 

it special. To lose that would be to lose an incredibly valuable 

opportunity to market New Zealand.

Loss of offshore promotional opportunities

The example from countries where a ban on advertising and 

sponsorship exists demonstrates that this can have a chilling 

effect on the promotion of wine outside the borders of the 

country where the ban is in effect. We live in a globalised media 

environment and offshore publications, broadcasts and other 

forms of promotion can easily be read or viewed in New Zealand. 

This throws up a host of complexities that are well illustrated by 

the Bacardi case under France’s Loi Evin. 16 

To give a simple illustration, most of the specialist wine 

publications in which New Zealand wine companies would want 

to advertise offshore are available for sale in New Zealand; 

from the USA’s Wine Spectator to the UK’s Decanter. The wine 

industry does not control the importation of such publications. 

Would New Zealand wine producers be forced to stop 

advertising in the UK on the grounds that the magazines might 

eventually be sold in New Zealand? Or would the magazines 

themselves be banned on the basis that they contain 

advertisements for wine? How could this even be enforced 

when people can freely download electronic copies of these 

magazines onto tablets and smartphones? The questions seem 

absurd, but these are the possible unforeseen consequences of 

restricting advertising of wine.

Loss to moderate consumers of appropriate information

Advertising and sponsorship are both valuable sources of 

information to responsible consumers about product qualities. 

Wine is a highly complex and differentiated product and a 

significant segment of wine consumers is strongly engaged 

and information-seeking in relation to their purchase decisions. 

Advertising is a significant source of such information for 

consumers. Indeed, a considerable proportion of wine advertising 

is carried out in specialist wine publications or in conjunction 

with wine columns in more general publications. The general 

tenor of such advertising is to emphasise elements such as the 

terroir in which the wine was grown, the winemaking practices 

and skill of the winemaker, the history and/or philosophy of the 

company etc. For producers, this helps to differentiate their 

product in a crowded market. For engaged consumers, this adds 

to their enjoyment of the product which extends beyond the 

16 ECJ, Case C-429/02, Bacardi France [2004] ECR I-6613.
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alcohol content or the taste to the pleasure of distinguishing the 

different qualities of grape varieties, regions and producers. In no 

sense does such advertising promote harmful consumption, and 

restriction of this information would limit access of responsible 

consumers to valuable information.

Exchanging diversity and innovation for price

Further restrictions on advertising and sponsorship would 

limit the ability of wine producers to differentiate their brands 

and products in a highly crowded market. We estimate that 

New Zealand wineries produce at least 8000 individual SKUs, 

to which must be added the imported wines that account for 

approximately	45%	of	the	domestic	market.	Advertising	and	

sponsorship allow brands to stand out, to develop customer 

recognition, to create premium positioning. A market where 

brands cannot differentiate themselves is essentially a 

commodity market where the determining factor in a purchase 

decision is price. 

New Zealand wine is not a commodity; it relies on differentiation. 

To limit the ability for wine producers to differentiate their 

products would be to limit the diversity of the wine industry, 

its ability to innovate and ultimately its economic options. Why 

start a new winery if you cannot promote it? Why invest in new 

grape varieties, new regions, new styles like lower alcohol/calorie 

wines if you cannot tell the market about them? These are serious 

questions that need to be addressed when considering further 

restrictions on advertising and sponsorship.

Bill of Rights Act concerns

We note the opinion of the Attorney General in 2009 in relation 

to the Liquor Advertising (Television and Radio) Bill, wherein 

it was considered that a total ban on advertising would be a 

limitation on freedom of expression pursuant to s24 of the 

New Zealand Bill of Rights Act 2000. In our view, given the 

potential cost and the weak evidence of potential benefits, 

further restrictions on advertising and sponsorship would not 

be a proportionate response to the problem of harmful use of 

alcoholic beverages.

International trade concerns

We further note that New Zealand is a signatory to a number 

of international trade agreements including the World Trade 

Organisation Agreement on Technical Barriers to Trade, the 

General Agreement on Tariffs and Trade and several free trade 

agreements and bilateral investment treaties. These agreements 

include obligations that regulatory measures of this nature 

are not discriminatory, are evidence-based and are no more 

restrictive than necessary to achieve a legitimate objective. 

It goes without saying that these obligations will need to be 

accounted for in any proposed measures. 
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9. CONCLUSION

In summary, we do not believe that further restrictions on 

advertising and sponsorship of alcoholic beverages are 

warranted. In our submission, we have shown that the current 

regulatory regime is comprehensive and effective and that it is in 

line with national and international policy norms. New and strict 

controls have recently been introduced, and these need time 

to take effect. We have also shown that there is little evidence 

to justify further restrictions, while the likely consequences are 

significant. 

We have sought to address the specific questions asked by the 

Forum in Annex 1; although our responses are explained more 

fully in the foregoing submission.

If you have any further questions, please do not hesitate to 

contact the writer.

Yours faithfully,

PHILIP GREGAN

CHIEF EXECUTIVE OFFICER

NEW ZEALAND WINEGROWERS
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ANNEX ONE: NZW RESPONSES TO THE MINISTRY OF HEALTH QUESTIONNAIRE

1. Did your organisation make a submission on the 2010 Law Commission report Alcohol in our Lives: Curbing the Harm and/or to 

the Justice and Electoral select committee, on alcohol advertising and sponsorship issues?

Yes.

2. Do you support further restriction on alcohol advertising (over and above the measures currently taken) to reduce alcohol-

related harm?

No.

3. What reasons do you have for your view?

Please refer to NZW’s submission for a full response.

In summary:

The wine industry is a driver of economic growth in New Zealand, and that growth is dependent upon a supportive regulatory 

environment in the domestic market.

The wine industry has an important role to play in contributing to the reduction of alcohol-related harm. NZW is committed to 

working alongside government agencies and other stakeholders to achieve positive outcomes in the reduction of alcohol-related 

harm.

The focus of policy interventions should be on managing the harmful use of alcoholic beverages including wine, rather than all 

consumption of such products.

New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take effect.

There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products or to 

sponsor events or activities will reduce alcohol-related harm. 

Sponsorship and advertising are integral to the business model of most wineries, and provide a major benefit to national and 

regional communities. 

Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy.

4. What evidence is available to support your view?

Refer to NZW’s submission for a full response, particularly

The focus of policy interventions should be on managing the harmful use of alcoholic beverages including wine, rather than all 

consumption of such products.

New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take effect.

There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products or to 

sponsor events or activities will reduce alcohol-related harm. 

Sponsorship and advertising are integral to the business model of most wineries, and provide a major benefit to national and 

regional communities. 

Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy.
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5. Do you think the available evidence is strong enough for changes to be made now? Explain your reasons.

No. Refer to NZW’s submission for a full response, particularly:

New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take effect.

There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products or to 

sponsor events or activities will reduce alcohol-related harm. 

Sponsorship and advertising are integral to the business model of most wineries, and provide a major benefit to national and 

regional communities. 

Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy.

Refer to 

6. Do you support further restrictions on alcohol sponsorship to reduce alcohol related harm?

No 

7. What reasons do you have for your view?

Refer to NZW’s submission for a full response, particularly

The focus of policy interventions should be on managing the harmful use of alcoholic beverages including wine, rather than all 

consumption of such products.

New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take effect.

There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products or to 

sponsor events or activities will reduce alcohol-related harm. 

Sponsorship and advertising are integral to the business model of most wineries, and provide a major benefit to national and 

regional communities. 

Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy.

8. What evidence is available to support your view?

Refer to NZW’s submission for a full response, particularly

New Zealand’s current regulatory arrangements for alcohol advertising and sponsorship are comprehensive and effective. 

Recent changes to advertising and promotion under the Sale and Supply of Alcohol Act 2012 need more time to take effect.

There is insufficient evidence to demonstrate that further restrictions on the ability of wineries to advertise their products or to 

sponsor events or activities will reduce alcohol-related harm. 

Sponsorship and advertising are integral to the business model of most wineries, and provide a major benefit to national and 

regional communities. 

Further restrictions on the ability of wineries to advertise or provide sponsorship will have negative consequences for New 

Zealand communities and its economy.

9. Do you think the available evidence is strong enough for changes to be made now? Explain your reasons.

No. 

Questions 10 to 27

NZW offers no comment on these questions and refers to the full NZW submission.
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1. Background 

The Ministerial Forum on Alcohol Advertising & Sponsorship has been convened to consider whether 
further restrictions on alcohol advertising and sponsorship would reduce alcohol-related harm. It will 
report to the Minister of Justice and the Associate Minister of Health with evidence-based advice and 
recommendations later this year.  

 
The Newspaper Publishers’ Association represents New Zealand’s paid daily and Sunday newspapers. 
The NPA’s members span New Zealand’s major metropolitan newspapers through to smaller regional 
newspapers nationwide and consequently provide a significant number of jobs to local communities.  
 
The newspaper industry has been severely impacted by falling revenue over the last three years – last 
advertising revenue was down 8.5% on 2012; continuing a trend from the previous year. Alcohol 
advertising contributes a significant amount to the advertising revenue generated by this industry; in 
2013 it contributed $10.9 million (source: AC Nielsen – see table below). 
 
2013 total alcohol advertising figures  
 

2013 Grand Total 

Total $55,945,149 

TV $26,841,249 

Radio $3,431,435 

Newspaper $10,964,805 

Magazine $4,756,919 

Other $9,950,741 
Source: Nielsen Fusion 2013, based on rate card expenditure of Beer, Stout & Cider, Liquor Retail, Spirits & Liqueurs, and Wines advertising 
 

The total media alcohol spend in 2013 was $55.9 million. TV had the largest share with $26 million. 
 Print had $15.7 million of which $10.9 million went to newspapers. 
 
 
There is no denying alcohol abuse is of concern in our country and attitudes to drunkenness 
need challenging. It is to the Minister’s credit that this issue has been put under such vigorous 
investigation. However it is our contention that alcohol in moderation has many positive 
features. Any further restrictions on alcohol advertising and sponsorship has the potential to negatively 
impact on our members and put the sustainability of their business models under further threat. As an 
industry we therefore cannot support any further restrictions on alcohol advertising. 
 
Social: most adults like to relax with a beer or glass of wine and many social events and gatherings are 

built around this. 

 

Business: from a business stand-point there is also enormous investment and employment in 

alcohol related products- from vineyards and breweries to restaurants and bars, advertising and 

marketing to printing and sales- that would cause social upheaval and significant financial loss 

should they be placed at undue risk. 

 
Freedom of speech and social liberty: there are also important rights to protect in our liberal, 

democratic society, not least freedom of speech. 

 
 
 



  

  

  

 
It is our contention the advertising and media industries are socially responsible and have a well 

established and highly effective self regulatory system, funded at their own expense in the form of 

the ASA (see separate submission from the ASA). 

 

The challenge is to find a balance between the many and varied positive attributes of alcohol and 

its related industries consistent with current social mores and legislation, and any alleged negative 

impacts. 

 

  

The Self Regulatory Process 
 
The ASA aspires to have a self-regulatory regime for the regulation of alcohol advertising and marketing 
that meets world’s best practice standards. A particular feature of the ASA regime is the close 
relationship with Government, Government agencies and Government regulators. To the best of our 
knowledge no other regime has such close coordination. As a consequence the regulation of all 
advertising and marketing is comprehensive, dynamic and flexible. 
 
In 1993 the ASA made a formal agreement with Government that it should meet certain standards and 
also agreed to have its performance monitored by Government. Since that time the ASA has not only 
met those standards but also exceeded them. 
 
When measured against the global ten best practice advertising self regulation principles the ASA meets 
all requirements.   
     
Additionally when measured against the 33 requirements of best practice alcohol advertising code the 
ASA code meets all requirements. 
 
The NPA is opposed to any changes to ban liquor advertising or to consider banning price 

advertising. There is no evidence such a move would be effective. 

 
 
 
 
 
 



 

 
 
 
 
 

Information about the NPA 
 
 

The Newspaper Publishers' Association of New Zealand Incorporated (NPA) is the trade association 

of the New Zealand newspaper industry. All paid daily and Sunday newspapers are members of the 

association. (See Appendix 1) 

 
The NPA advises members and co-ordinates their interests in areas such as Government 

affairs, advertising standards and self-regulation, industry training and sponsorship. 

 
The association liaises with a wide variety of other organisations and institutions which impact 

upon the newspaper industry. 

 
NPA is the umbrella organisation for commonly owned newspaper industry service providers 

(including News Works, New Zealand Press Association and the Print Media Copyright 

Agency). 

 
The NPA also represents the industry generally to the public. 



  

 

 Supporting Arguments 
 
 

The total media alcohol advertising spend in 2013 was $55.9m. TV had the largest share 

with $26,841,249 million. 10.9 million Went to newspapers. These are substantial 

direct revenues which the media industry is anxious to protect. Advertising agencies also 

stand to be adversely affected. These figures are sourced from ACNielsen and are 

recorded as rate card. This does not take into account discount for individual customers. 

 
The media does accept the need for best practice standards and does discourage, 

and on occasion turn away, advertising that does not meet those standards. 

 
The ASA, supported by pre-vetting by ANZA, has been successful because all the 

diverse industry players support and resource the self regulatory regime. 

 
 

The codes and complaints systems are robust, with a high level of transparency. All 

decisions are published, are widely reported in the media and are invariably complied 

with. 

 
The ASA - and the newspaper industry - have regularly reviewed liquor advertising 

and co-operated closely with reviews in 1994, 1998, 2003 and 2010. 

 
None of these reviews have identified major concerns with the media's handling of 

liquor advertising and steady improvements have been made. 

 
There is no evidence the NPA is aware of- and the commission has not 

advanced any- that price advertising bans are effective. 

 
They may alter market share but raise a myriad of issues and problems. 

 
 

 compliance and policing 

 Reduction in competition 

 Conflict with the Bill of Rights 

 Impact on business and employment 

 Demand for extension to other categories. 

 Problem of definitions. What is a price advertisement? Is a shelf price sticker a 

price ad? 

 
Consumers expect and are entitled, to know the costs of products before they buy, 

or before they decide which outlet to visit. 



 

 

 

Conclusion 
 
 

1. The media industry has a proven track record in effectively self-regulating liquor 

advertising. 

2. Any move to further limit such advertising is in breach of freedom of expression 

3. Any move to further limit alcohol advertising could result in a negative impact on our 

members, many of whom have survived the Global Financial Crisis but are now at tipping 

points in terms of maintaining sustainable business models. 

4. It is therefore our contention that any further reduction in advertising revenue would 

have a severely negative impact. 

 
 
 
  



 

 

Appendix I:    NPA Members 
 
 
The New Zealand Herald 
The Dominion Post 
The Press 
Otago Daily Times 
Ashburton Guardian 
Bay of Plenty Times 
The Taranaki Daily News 
The Daily Post 
Manawatu Standard 
The Gisborne Herald 
The Greymouth Evening Star 
Hawke’s Bay Today 
The Daily Chronicle 
The Marlborough Express 
The Nelson Mail 
The Northern Advocate 
The Oamaru Mail 
The Southland Times 
The Timaru Herald 
Waikato Times 
Wairarapa Times-Age 
Wanganui Chronicle 
The Westport News 
The Wairoa Star 
Whakatane Beacon 
Sunday Star-Times 
Sunday News 
Herald on Sunday 
New Zealand Press Association  
Newspaper Publishers Association  
Magazine Publishers’ Association 
Television Broadcasters’ Council 
TVNZ 
TV3 
Radio Broadcasters’ Association 
Radio New Zealand 
The Radio Network 













 

PUBLIC & POPULATION HEALTH, Dairy House, Porowini Ave, P O Box 9742, Whangarei 
 Ph: 09 4304101 Fax:  09 4304498   www.northlanddhb.org.nz 
 Dr Clair Mills, Medical Officer of Health,  021461039  clair.mills@northlanddhb.org.nz 
  
 

 

SUBMISSION TO THE MINISTERIAL FORUM ON ALCOHOL ADVERTISING 

 AND SPONSORSHIP 

 
To:  Mr Graham LOWE ONZM, QSM 

Chair 
Ministerial Forum on Alcohol Advertising and Sponsorship 
alcoholadvertisingforum@moh.govt.nz 

 
  26 April 2014 
 
From:  Medical Officer of Health 
  Public and Population Health Unit 
  Northland DHB 
  Private Bag 9742 
  Whangarei 0148 
 
Thank you for the opportunity to provide a submission to the Ministerial Forum on Alcohol 
Advertising and Sponsorship. 
 
The submission is from the Medical Officer of Health, Public and Population Health Unit, 
Northland District Health Board (DHB), Whangarei.  The Medical Officer of Health is a public 
health physician who provides independent specialist advice on matters that relate to 
population health, and has an overall statutory role to improve, promote and protect the 
health of Northlanders. 
 
The Northland DHB Public and Population Health Unit, one of 12 in New Zealand, is the 
only provider of integrated, regional public health services in Northland.  The Unit employs 
Medical Officers of Health and Health Protection Officers who carry out regulatory activities 
under the Sale and Supply of Alcohol Act 2012. 
 
Contact details: 
 
 Dr Clair Mills, Medical Officer of Health 
 Marion Bartrum, Service Manager 
 
 Public and Population Health Unit, Northland DHB 
 Private Bag 9742, Whangarei 0148 
 Ph: 09 430 4100 Fax: 09 430 4492 
 
 clair.mills@northlanddhb.org.nz 
 marion.bartrum@northlanddhb.org.nz 
 
 

mailto:alcoholadvertisingforum@moh.govt.nz
mailto:clair.mills@northlanddhb.org.nz
mailto:marion.bartrum@northlanddhb.org.nz


 

PUBLIC & POPULATION HEALTH, Dairy House, Porowini Ave, P O Box 9742, Whangarei 
 Ph: 09 4304101 Fax:  09 4304498   www.northlanddhb.org.nz 
 Dr Clair Mills, Medical Officer of Health,  021461039  clair.mills@northlanddhb.org.nz 
  
 

 

OUR SUBMISSION: 

 
We support measures that will place greater controls on the advertising and marketing of 
alcohol, and the sponsorship and other promotion of alcohol. We believe the evidence to 
support greater regulation of advertising and sponsorship as an important measure in 
reducing alcohol harm in our community was available by 2010, and that research since 
only adds to this evidence base. 
 
Specifically, we support: 

 The immediate implementation of Stages 2 and 3 of the Law Commission’s 
recommendations on alcohol advertising and sponsorship as set out in their report 
Alcohol in Our Lives – Curbing the Harm 2010.1 

 All alcohol advertising, other than that communicating objective product information, 
being restricted in all media in New Zealand, including alcohol promotion on social 
networking sites. These restrictions could be based on the French law known as Loi 
Evin.  

 All permitted alcohol advertising to be accompanied by health advisory statements.  

 The phasing out of alcohol sponsorship of sporting and cultural events as soon as 
possible, with a portion of the government alcohol excise tax ring-fenced to provide 
alternative sponsorship for sport and cultural activities.  

 An end to alcohol industry self-regulation of alcohol marketing, and the 
establishment of an independent body to manage this process and monitor and 
enforce restrictions. Regulation should be independent of alcohol and advertising 
industries to ensure its integrity and effectiveness.  

 
 

BACKGROUND 

 

1: Alcohol Harm in Northland 

In July 2013 the Northland District Health Board adopted a Position Statement on Alcohol 
Harm.2 The Position Statement recognises that ‘although alcohol can provide social benefits 
to our community, it is a legalised drug with the potential to cause serious harm.’  It also 
notes that excessive alcohol consumption is a major risk factor contributing to physical, 
mental and social ill-health in our community, and to Maori:non-Maori health inequities in 
Northland. The position statement supports the national recommendations outlined in the 
2010 Law Commission Report, including greater regulation of alcohol advertising and 
sponsorship 
 
New Zealand Health Survey data (2011/12) shows that people aged 18-24 years had the 
highest rate of hazardous drinking and that Māori and Pacific people were at a higher risk of 
having hazardous drinking patterns, as were adults living in more deprived areas.3 
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In Northland, data collected from primary care (general practice) screening during the three 
year period in Northland for 2010-2012 showed that 18% of patients screened (during 32% 
of total patient visits) were at risk of excessive alcohol consumption. This is supported by 
New Zealand Health Survey data for Northland (2011/2013) which indicates that 18% of 
those surveyed reported drinking at levels hazardous to their health.4 
 

Excessive alcohol consumption is the leading contributing factor to fatal crashes and crash 
injuries on Northland roads.  Alcohol was a factor in 41% of fatal and serious crashes and 
26% of injury crashes in the region between 2006 and 2010.5 Over a third of offenders 
arrested in Northland have alcohol as a factor related to their arrest and Northland has 
some of the highest rates of alcohol-related family violence incidents in the country.6  
 

2: Alcohol and youth in Northland 
The Youth 2007 survey showed that Northland participants drank more frequently and more 
heavily than those from the rest of New Zealand.  Nearly a third of Northland participants 
said they had been driven by someone who had consumed alcohol compared with 23% 
nationally.7,8  Northland youth consulted in 2010 said that alcohol was a major concern for 
the Northland community; and nearly 36% of participants (compared with 27% nationally) 
mentioned alcohol as a “big issue”.  Participants also highlighted the harm they had seen in 
their family and friends due to drug and alcohol abuse.9  A Northland DHB-led study into the 
patterns of self-reported substance use amongst young people in Northland in 2010 found 
that alcohol was reportedly consumed in a binge pattern, 1-3 times a week by 80% of 16 
year olds and 47% of 13-14 year olds.10   
Northland has a high teenage pregnancy rate;11 excessive alcohol consumption in young 
people is also a risk factor for adverse pregnancy outcomes including Foetal Alcohol 
Spectrum Disorders (FASD), SUDI and poor infant health. 
 
3: Evidence to support greater controls on advertising and sponsorship since 2012: 

 
By 2010, there was already good research evidence concluding that exposure of young 
people to alcohol marketing speeds up the onset of drinking and increases the amount 
consumed by those already drinking.12 Since then, international research indicates 
significant associations between exposure/awareness of, and involvement with, alcohol 
marketing and drinking behaviour and intentions to drink in the next year; and associations 
between brand allegiance at age 13-14 and drinking patterns (including consuming larger 
quantities).13 A number of studies in New Zealand, Australia, USA and elsewhere have also 
examined alcohol-related promotion during popular sports events, and repeated earlier 
findings that show a relationship between alcohol-sponsored sportspeople and higher rates 
of hazardous drinking.   
 
There is also evidence that greater restrictions on advertising and promotion (particularly 
that which increases exposure to children and young people), are supported by the majority 
of the community. In the Health Sponsorship Council’s 2010 Health and Lifestyle survey: 



 

PUBLIC & POPULATION HEALTH, Dairy House, Porowini Ave, P O Box 9742, Whangarei 
 Ph: 09 4304101 Fax:  09 4304498   www.northlanddhb.org.nz 
 Dr Clair Mills, Medical Officer of Health,  021461039  clair.mills@northlanddhb.org.nz 
  
 

 

Alcohol Related Attitudes report, 81.9% of participants either supported or strongly 
supported increasing the restrictions on alcohol advertising or promotion that is seen and 
heard by children and young people.14  
 
Although Stage 1 of the New Zealand Law Commission’s recommendations concerning 
advertising and sponsorship has essentially been implemented with the inclusion of clause 
237 in the Sale and Supply of Alcohol Act 2012 (making it an offence to promote the 
excessive consumption of alcohol) there has been no action relating to the proposed Stages 
2 and 3.  These are: 
 Stage 2: An interdepartmental committee to consider adopting legislative measures 

designed to reduce exposure, particularly of young people. 

 Stage 3: Implementation of advertising restrictions including:  

 Messages and images may refer only to the qualities of products, such as origin, 
composition, means of production and patterns of consumption; 

 The banning of images of drinkers or the depiction of a drinking atmosphere; 
 Only allowing advertising in press with a majority readership over 20 years of 

age; 
 No alcohol-related sponsorship of any cultural or sports events or activities.  

 
In summary, given the high levels of alcohol harm we see in our communities in Northland 
we strongly support greater controls on advertising and sponsorship as proposed by the 
Law Commission and as outlined above. We also support more robust, independent 
monitoring of alcohol advertising and promotion. 
 
 
Yours sincerely 

 
Dr Clair Mills  
Medical Officer of Health 
Northland DHB 
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Northland Rugby Union 
50 Kioreroa Road 
Whangarei 0110 
 
 
28th April 2014 
 
Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
Ministry of Health 
PO Box 5013 
Wellington 6145 
 
Dear Sir, 
 
Ministerial Forum on Alcohol Advertising and Sponsorship 
 
Background 
The Northland Rugby Union (NRU) is pleased to make the following submission to the Ministerial 
Forum on Alcohol Advertising and Sponsorship concerning whether further alcohol advertising and 
sponsorship restrictions are necessary in addition to Section 237 of the Sale and Supply of Alcohol 
Act 2012.   
 
Submission 
The NRU submission specifically relates to advertising and sponsorship in sport.  
The NRU encourages efforts to promote responsible drinking and tackle the issue of binge drinking 
especially among young people in New Zealand and supports the appropriate regulation of the sale, 
supply and consumption of alcohol.  
 
Along with the Northland Rugby Union, the NZ Rugby Union are committed to ensuring current 
advertising and sponsorship associated with our game adheres to the stringent laws already in 
place. 
 
The NRU also works closely within our Provincial Union and other stakeholders to identify ways in 
which rugby can play a role in educational and community initiatives to promote responsible 
drinking.  
 
In addressing question 2 of ‘Questions to guide your submission’, the NRU does not support further 
restrictions on alcohol advertising or sponsorship (over and above the measures currently 
undertaken) to reduce alcohol-related harm, particularly where changes could be detrimental to the 
viability of the wider rugby community. 
As with many other sports and events in New Zealand, sponsorship by alcohol brands provides 
valuable funding streams at all levels of the game, whether direct through the alcohol industry or 
local community bars, restaurants or clubs. This in turn allows those organisations to provide 
significant benefits back to the communities they are located in.  
Our Union also notes the finding of Sport New Zealand’s 2010 study, ‘Alcohol and Sport’ which says 
‘hard evidence is limited and insufficient to describe the full extent and nature of the problem in sport in 



 
 
   

 

New Zealand. Research to date does not provide evidence that sports have more of a problem with the 
misuse of alcohol than New Zealand society in general. Feedback from this study suggests that what 
happens in sport, particularly in relation to harmful alcohol behaviours, is a reflection of what is 
happening in New Zealand society and reflects trends in how New Zealanders are drinking generally’.  
 
Community Rugby 
Clubs fulfilling the needs of communities is a key priority in our Community Rugby Strategy. In many 
New Zealand towns and cities, the rugby club is the social hub of the community, providing sport and 
socialisation for young and old. Commercially strong and community-centric clubs are fundamental 
to keeping the game and the local community connected and fulfilling the needs of those involved. 
 
Our Union would be gravely concerned should any proposed changes affect the viability of these 
clubs by stripping them of essential investment.  
Lion Red has had a long association with the clubs of Northland and our province and without their 
support, we and clubs would be disadvantaged. 
 
Opportunities for positive messaging 
Sporting stars, including rugby personalities are important influencers, particularly to young people. 
It would be concerning if any additional restrictions to advertising and sponsorship removed the 
opportunity to engage sports people in promotions that encouraged a responsible approach to 
alcohol consumption.    
 
Conclusion 
In conclusion, rugby provides significant benefits to New Zealand on an international and 
community level. The NRU would be concerned about the impact on the future of our game should 
restrictions remove an important funding stream.  
 
Sport New Zealand’s Alcohol and Sport study concludes that ‘based on the actions that responsible 
clubs and sports organisations are already taking, it is evident that sports and sports clubs are already 
part of the solution to managing harmful alcohol behaviours in New Zealand, and there is potential to 
strengthen this role in future’. 
 
Rather than interventions which will disadvantage sport, the NRU welcomes solutions that target 
and address the particular harms caused by alcohol in society. The NRU remains committed to 
playing its part in initiatives that promote responsible drinking across the community. 
 
 
Yours sincerely, 
 
 
 
 
 
Jeremy Parkinson 
Chief Executive Officer 
Northland Rugby Union  
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Making a submission 

Submissions close on Monday 28 April 2014 at 5pm. 

 

 If you would like further information during the submission period please email 

alcoholadvertisingforum@moh.govt.nz and put ‘Forum information’ in the subject line. 

 

Please detach and return. 

 

Name: Richard Kinley 

If this submission is made on behalf 
of an organisation, please name that 
organisation here: 

Otago Rugby Football Union 

Address/email: richard.kinley@orfu.co.nz 

Please provide a brief description of 
your organisation (if applicable): 

Governing body responsible for the delivery of rugby in the province of 
Otago 

 

There are two ways you can make a submission. 

 Forward your comments, with the detachable submission form at the back of this document, to: 

Nick Goodwin 

Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 

Ministry of Health 

PO Box 5013 

Wellington 6145 

 Electronically complete the submission form available at the back of this document, add your 

comments and email to: 

alcoholadvertisingforum@moh.govt.nz 

 Please put ‘Forum Submission’ in the subject line. 

 

Your submission may be requested under the Official Information Act 1982. If this happens, it will 

normally be released to the person who requested it. However, if you are submitting as an 

individual (rather than representing an organisation), your personal details  will be removed from 

the submission if you check the following boxes: 

 

 I do not give permission for my personal details to be released under the Official 

Information Act 1982. 

 I do not give permission for my name to be listed in the published summary of 

submissions. 
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Questions to guide your 

submission 

1. Did you/your group/your organisation make a submission on the 2010 Law Commission 

report Alcohol in our Lives: Curbing the Harm and/or to the Justice and Electoral select 

committee, on alcohol advertising and sponsorship issues?  Yes or No. If yes, please 

specify whether you submitted to the Law Commission and/or Select Committee. 

 

No 

 

2. Do you support further restrictions on alcohol advertising (over and above the 

measures currently undertaken) to reduce alcohol-related harm?  Yes or No. [Tick box] 

 Yes       No 

3. What reasons do you have for your view? Please include details. 

 

See question 26 

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 3 

4. What evidence is available to support your view (please cite references if available, or 

provide supporting information). Please focus on evidence since 2010 if this is available. 

 

N/A 

 

 

5. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

N/A 

 

 

6. Do you support further restrictions on alcohol sponsorship to reduce alcohol-related 

harm?  Yes or No. [Tick box]  
 

 Yes       No 
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7. What reasons do you have for your view?  Please include details. 
 

See question 26 

 

 

8. What evidence is available to support your view (please cite references if available, or 

provide supporting information). Please focus on evidence since 2010 if this is available. 

 

N/A 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

N/A 

 

 

Types of possible restrictions (if supported) 

10. If further restrictions to alcohol advertising are necessary, what do you think should 

be done?  

 

N/A 
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11. How would these proposed restrictions work in practice to reduce alcohol-related harm 
(e.g. crime, disorder, negative public health outcomes)? 

 

N/A 

 

 

12. What evidence is available that your proposal(s) would work?   

 

N/A 
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13. What other interventions could potentially be tried in future?   

 

N/A 

 

 

14. Why should these other interventions be considered?  

 

N/A 
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

 

The Otago Rugby Football Union submits that further restrictions to alcohol sponsorship are not necessary 
– further information and explanation is included later in this submission form.  

 

 

16. How would these proposed restrictions work in practice to reduce alcohol-related harm 
(e.g. crime, disorder, negative public health outcomes)? 

 

N/A 
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17. What evidence is available that your proposal(s) would work?   

 

N/A 

 

 

18. What other interventions could potentially be tried in future?   

 

N/A 
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19. Why should these other interventions be considered?  

 

N/A 

 

 

Impacts of proposals  

20. Who would be affected by your proposals to restrict alcohol advertising and how?  

 

N/A 
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21. How might these proposals impact on: 

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

 the perception of alcohol as an everyday commodity, particularly among children 

and young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

 different populations – e.g. youth, children, Māori, Pasifika, lower socio-economic 
populations. 

 

N/A 

 

 

22. Who would be affected by your proposals to restrict alcohol sponsorship and how?  

 

No further restriction is required. 
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23. How might these proposals impact on: 

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

 the perception of alcohol as an everyday commodity, particularly among children and 

young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

 different populations – e.g. youth, children, Māori, Pasifika, lower socio-economic 

populations. 
 

N/A 

 

 

Ongoing and new challenges 

24. What ongoing and emerging challenges does the Forum need to take into account when 

considering whether further restrictions on alcohol advertising are necessary to 

reduce alcohol-related harm?  

 

Please see question 26. 
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25. What action, if any, could be taken to address these matters? 

 

N/A 

 

 

26. What ongoing and emerging challenges does the Forum need to take into account when 

considering whether further restrictions on alcohol sponsorship (e.g. of sporting, 

cultural and other events) are necessary to reduce alcohol-related harm?  
 
Sponsorship revenue is critical to the future of New Zealand sport.  Without it, sport at a community level, 
as we currently know it, will cease to operate.  Alcohol sponsorship plays a key role in ensuring the game of 
rugby is accessible and affordable to players of all ages and economic backgrounds.  Any reduction in 
revenue for sport will ultimately be passed onto members, potentially putting the game of rugby out of reach 
for a high number of families and will reduce participation.  
 
This is a concern, particularly when considering the high number of children that play rugby and also when 
looking at the demographics they represent.  The Otago Rugby Football Union believes that one of the key 
factors contributing to New Zealand’s high level of success in a number of sports, including rugby, is the 
high number of participants involved in sport at the grassroots level. 
 
Sport also plays an important role in other aspects of the community.  Alongside skill acquisition, sport 
teaches a range of life skills that are applicable outside the sporting environment.  Self-confidence, 
communication and leadership are examples.  Research also shows that involving children in sport from a 
young age increases the likelihood that they will continue to be active as they get older.  This has a major 
effect on their health and reduces the risk of health problems and associated costs later in life. 
      
It is important to stress that a number of sports also obtain funding from various trusts to support their junior 
players by lowering costs.  Unfortunately the pool of available funds for sports organisations and clubs 
continues to shrink, while the number of applications being submitted continues to rise.  The Otago Rugby 
Football Union believes, when consulting with their members, that it is inevitable the cost of playing rugby 
will have to increase and any major reduction in alcohol sponsorship will exacerbate the situation.  It is also 
important to note that due to the current economic climate, commercial sponsorship at a provincial and 
community level is increasingly difficult to secure, hence the critical role alcohol sponsorship continues to 
play.  
 
Another point to highlight are the recent comments in the media that the withdrawal of tobacco sponsorship 
in sport following the Smoke Free Environments Act 1990 didn’t have a major impact and sport has 
continued largely unchanged.  Gaming machines were legalised in New Zealand in 1991 and largely filled 
the void following the withdrawal of tobacco sponsorship.  If alcohol sponsorship of sport is reduced or even 
terminated, what will take its place to continue to make sport accessible and affordable?    
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27. What action, if any, could be taken to address these matters? 

 

No change to the current situation in regards to alcohol sponsorship.  Investigation into options to more 
effectively utilise regional sporting organisations and clubs as a vehicle to provide education and guidance 
for safe alcohol consumption.     

 

 

Other comments 

28. Do you have any other comments? 

 

The Otago Rugby Football Union believes that alcohol will continue to be part of New Zealand society 
regardless of advertising and/or sponsorship.  Sport and sports clubs play an integral role in all 
communities throughout the country and are ideally positioned to provide the platform to introduce and 
support alcohol-related harm prevention programmes and initiatives to all their members.  Without this 
available avenue it may prove extremely difficult and more costly to deliver alcohol education messages 
directly to communities.    
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Submission to the Ministerial Forum on  
Alcohol Advertising and Sponsorship 
April 2014 
 
 
Summary 
 
The Ōtara-Papatoetoe Local Board welcomes the opportunity to make this submission 
to the Ministerial Forum on Alcohol Advertising and Sponsorship and would be pleased 
to take up any further opportunity to speak to the Forum.  
 
The Ōtara-Papatoetoe Local Board is one of 21 local boards within the Auckland Council 
governance structure. It represents the Ōtara-Papatoetoe geographic area and a 
community that suffers great harm from alcohol. A key advocacy area for the Board is 
alcohol harm minimisation. 
 
In our view, it is a significant concern that a legalised drug is allowed to be heavily 
advertised and promoted in our communities, including to our most vulnerable 
teenagers and young people. Alcohol advertising has glamorised and normalised the 
consumption of alcohol. It has acted as a powerful recruiter of young drinkers from our 
community.  
 
While the Board recognises that alcohol advertising is placed in a wide variety of media, 
as a local body, the Board has focused its submission on issues it has a strong interest in: 
 

• irresponsible promotions,  
• advertising on billboards, 
• advertising on street frontages outside off-licence premises, 
• advertising or promotion inside supermarkets, and  
• sponsorship and advertising on Council property.  

 
It is our submission that: 
 

• the Forum should support the immediate implementation of Stages 2 and 3 of 
the Law Commission recommendations on alcohol advertising and sponsorship 
as set out in their report Alcohol in Our Lives – Curbing the Harm 2010 

 
• we welcome guidelines on ‘irresponsible promotions’ so that our communities 

can understand more clearly what is and isn’t allowed, 
 

• legislation be passed to clearly allow local authorities to prohibit or regulate 
billboard content that advertises alcohol, and signs advertising alcohol 
(including sandwich boards), and that 

 
• sections 112 to 115 of the Sale and Supply of Alcohol Act be strengthened to 

properly limit the exposure of shoppers in supermarkets to displays, 
promotions and advertisements for alcohol. 
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In addition, we will be encouraging the Governing Body of Auckland Council to better 
understand the conflict between the Auckland Council Alcohol Harm Reduction Strategy 
and the advertising and sponsorship of alcohol on Council property and at its events. We 
wish to ensure, at a minimum, that alcohol advertising be prohibited where an event or 
audience aimed at includes children or young people.  
 
 
Terms of Reference of the Ministerial Forum 
 
Despite most submitters to the Alcohol Reform Bill wanting the legislation that became 
the Sale and Supply of Alcohol Act (‘SSAA’) to address advertising and sponsorship of 
alcohol, it largely did not do so.  
 
Instead, the Ministerial Forum on Alcohol Advertising and Sponsorship (the ‘Forum’) 
has been established to consider the effectiveness of further restrictions on alcohol 
advertising and sponsorship to reduce alcohol-related harm. The Forum will report to 
the Ministers of Justice and Health by 1 October 2014. 
 
By way of background the Forum noted that in 2010 the Law Commission presented its 
report ‘Alcohol in our Lives: Curbing the Harm’ recommending a three stage programme 
of advertising interventions which would be in place within five years: 
 

• Stage 1: Immediate implementation of a new offence relating to irresponsible 
promotion of supply and consumption of alcohol (section 237 of the SSAA) 
 

• Stage 2: Introduction of legislative measures aimed at reducing exposure to 
advertising, particularly for young people 
 

• Stage 3:  Introduction of measures that aim to restrict the promotion of alcohol, 
including sponsorship, in all media (to only that which communicates objective 
product information, such as the characteristics of the beverage, the manner of 
its production and price).    

 
The Forum is now seeking submissions from affected stakeholders and the public. The 
Forum also has a focus on populations that suffer greater harm from alcohol (including 
Māori, Pacific and young people) and says it would be particularly interested in 
submissions from or relating to these groups. 
 
 
Ōtara-Papatoetoe Local Board 
 
The Ōtara-Papatoetoe Local Board is one of 21 local boards within the Auckland Council 
governance structure. It represents the Ōtara-Papatoetoe geographic area.  
 
In 2006, the local population was over represented in younger age groups, with 28 per 
cent aged less than 15 years, compared with 22 per cent regionally. The median age 
was 28.7 years, considerably younger than the regional median of 33.9 years. Ōtara-
Papatoetoe is ethnically diverse, and is one of the few local board areas that are home 
to a large Pacific community (46%). Under half (43%) of local residents were born 
overseas, and of that group, 50 per cent had been in New Zealand for ten years or 
more. The largest number of overseas-born were born in Samoa, Tonga and Fiji. 
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Around one in ten residents (12%) had been living overseas at the previous census in 
2001.1 
 
Research prepared by Auckland Council for the Ōtara-Papatoetoe Local Board clearly 
shows that alcohol has a profound effect on communities in Ōtara-Papatoetoe (Auckland 
Council Local Alcohol Research Project).  

• The proportion of alcohol-related crashes on local roads was higher in the Urban 
South area (which includes the Ōtara-Papatoetoe Local Board area) than it was 
for the Auckland region as a whole 

• The proportion of the offender count for drink driving offences is above average 
in the Ōtara-Papatoetoe Local Board station areas. This combined with the data 
for crashes suggests that drink driving is an issue for the Ōtara-Papatoetoe Local 
Board station area. 

• Respondents to a Nielsen Survey undertaken on behalf of Auckland Council in 
the Ōtara-Papatoetoe Local Board area were significantly more likely to agree or 
strongly agree that: drunk people urinating in public, vomiting or being loud is 
common; and that negative or extremely negative impacts of drinking occur in 
their suburb in particular.  

In addition, analysis and research with community stakeholders confirm that the issue 
of the impact of alcohol sales from off-licence premises is a focus of concern among 
communities in New Zealand. In Manukau City, off-licence liquor outlets tend to be 
located in areas of high social deprivation and high population density, while on-licence 
liquor outlets tend to be located in main centres and areas of high amenity value. Higher 
off-licence density is associated with lower alcohol prices and longer opening hours. The 
density of both off-licence and on- licence liquor outlets is associated with a range of 
social harms, including various police events and motor vehicle accidents.2 
 
The Ōtara-Papatoetoe Local Board Plan 2011 (page 19) notes that: “Alcohol abuse in our 
area causes many negative medical conditions and injuries leading to death. Heavy 
drinkers cause considerable collateral damage that can be observed at the local 
emergency department, a visit to Women’s Refuge or to an addiction clinic.” The Plan also 
notes the Board’s “communities have told us very clearly that we should be an advocate 
and leader, particularly on our significant social and economic issues” and states that the 
Board will “have input on liquor” (pages 20 and 21). The 2014/15 draft Ōtara -
Papatotetoe Local Board Agreement states that a key advocacy area for 2014/2015 will 
be: “alcohol harm minimisation through reducing proliferation of off-licenses and liquor 
licence processes under the recent legislation. The board will champion ‘sinking lid’ policies 
for alcohol off-licence premises, to reduce their proliferation and limit negative impacts 
associated with these outlets”. 
 

 

 

 

 

1 Ōtara-Papatoetoe Local Board 2012 Demographic Report Card. See 
http://stateofauckland.aucklandcouncil.govt.nz/demographic-report-card/otara-papatoetoe-local-board/ 
2 The Impacts of Liquor Outlets in Manukau City Summary Report – Revised. Alcohol Advisory Council of New Zealand 
(January 2012) 
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Advertising, Sponsorship and Promotion 

Various estimates suggest the alcohol industry in New Zealand spends hundreds of 
millions of dollars every year on alcohol advertising, sponsorship and promotion.3  
 
The Board agrees with the view expressed by the Law Commission that the promotion 
of alcohol is an enormously well-funded, ingenious and pervasive aspect of modern life. 
“Alcohol advertising predisposes minors to drinking well before the legal age of 
purchase. Marketing strategies, such as alcohol sports sponsorships, embed images and 
messages about alcohol into young people’s everyday lives. The climate created by 
sophisticated alcohol marketing has facilitated the recruitment of new cohorts of young 
people to the ranks of heavier drinkers and has worked against health promotion 
messages”. 4 
 
The Board also agrees that alcohol sponsorship has become more important to alcohol 
marketing. “Alcohol sponsorship deals for sports events, teams and clubs now routinely 
involve naming rights, and mentions in sports commentaries; signage on clothing, sports 
grounds and products retailed to fans; and opportunities for direct marketing through 
product donations and exclusive pourage rights. Packages worth millions of dollars are 
concluded between sports federations and alcohol corporates  … Sponsorship money is 
the price of entry to an event and its marketing opportunities, but high ‘leverage’ 
spending on related media and retail promotions ensures maximum exposure and 
maximum sales.” 5 
 
In our view, it is a significant concern that we have allowed a legalised drug to be heavily 
advertised and promoted in our communities, including to our most vulnerable 
teenagers and young people. Alcohol advertising has glamorised and normalised the 
consumption of alcohol. It has acted as a powerful recruiter of young drinkers from our 
community. It has linked the ‘rites of passage’ for young people to the consumption of 
alcohol and created significant peer pressure to drink. Promotion is so prevalent that 90 
percent of children are exposed to alcohol advertising on television every week. With 
alcohol being openly sold in all our supermarkets, children of all ages are growing up 
with the impression that the consumption of alcohol is normal. 
 
The Board does not believe we will reduce our binge drinking culture if we allow the 
current level of advertising and sponsorship to continue. We understand that the 
alcohol industry is second only to the gambling industry in the sums it spends on 
advertising. Many people and groups from our community have advocated a tobacco-
style prohibition of all alcohol advertising across all media and a phasing out of alcohol 
advertising or sponsorship of all sporting and cultural events.  
 
Local Alcohol Advertising and Sponsorship 
 
While the Board recognises that alcohol advertising is placed in a wide variety of old and 
new media, including print, broadcast, and the internet, as a local body, the Board has 
decided to focus this part of our submission on issues we have a strong interest in: 
 

• irresponsible promotions,  
• advertising on billboards 
• advertising on street frontages outside off-licence premises, 

3 Law Commission. 2010. Alcohol in our Lives: Curbing the Harm, para 19.1 to 19.15 
4 Law Commission. 2010. Alcohol in our Lives: Curbing the Harm, para 19.18 
5 Law Commission. 2010. Alcohol in our Lives: Curbing the Harm, para 19.25 
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• advertising or promotion inside supermarkets, and  
• sponsorship and advertising on Council property.  

 
Irresponsible promotions 
 
As noted above, section 237 of the SSAA introduced a new offence relating to 
irresponsible promotion of supply and consumption of alcohol. We understand it is now 
generally an offence to: (i) encourage excessive consumption of alcohol; (ii) have 
promotions involving discounts, or to advertise discounts, on alcohol of 25% or more (if 
they can be seen from outside premises); (iii) promote or advertise free alcohol (if it can 
be seen from outside premises – but this does not apply to product tasting); (iv) offer 
goods, services, or prizes on condition that alcohol is bought; or to (v) promote alcohol 
with special appeal to minors.  
 
We welcome new national guidelines being drafted on ‘irresponsible promotions’ so 
that our communities can understand more clearly what is and isn’t allowed. In 
particular, we are interested in there being greater clarity about whether the promotion 
of ‘single sales’ of beer, RTDs or miniature spirits are an ‘irresponsible promotion’.  
 
Billboards 
 
While we expect the regulation of billboard advertising of alcohol should remain under 
the control of local authorities, we believe consideration of this issue comes within the 
terms of reference of the Forum. 
 
In our view, billboards advertising or promoting alcohol are a very prominent form of 
promotion. The ‘Tui – Yeah Right’ billboard advertising campaign is but one example. 
Often billboards are located on motorways, at major traffic intersections or near public 
places through which many people (including children) pass on a daily basis. They are a 
significant medium through which alcohol is advertised, sponsored and promoted, and 
have a negative impact on our communities, similar, we suggest, to the impacts from 
other media (such as print and broadcast media). 
 
See the photograph of the ‘Corona’ advertisement on the billboard of south-western 
motorway north of Mangere, below, by way of example. 
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While we could find few studies of the specific impact of billboard advertising of alcohol 
in New Zealand,6 we located several references to international studies via the internet.7 
They suggested that the alcohol industry is a leading advertiser on billboards. 8 
 
Billboards are typically regulated either through a local authority’s district plan or 
bylaws (or both). By way of example, in Manukau (including the area of the Local 
Board), billboards are regulated through the legacy Manukau City Council District Plan.9 
While the District Plan regulates the size, etc of billboards, it generally does not regulate 
the content of billboards. In particular, it does not differentiate between billboards 
advertising alcohol products or other products. 
 
In Auckland, it is planned that billboards will in future be regulated through the 
Auckland Unitary Plan. Again, the Unitary Plan does not generally intend to regulate the 
content of billboards or differentiate between billboard advertising alcohol products 
and other products.10 
 
Because of the nature of the regulatory power by which local authorities regulate 
billboards, we have a question whether this is sufficient to allow them to regulate or 
differentiate between types of content. Our sense is that a clear legislative mandate may 
be required. Nonetheless, we note that some cities overseas have passed bylaws 
prohibiting alcohol advertising on billboards near schools, residential areas, and 
community facilities.11 In some cases these have been legally challenged on grounds 
they restrict freedom of speech, but have been upheld. It has also been reported that 
alcohol advertising on billboards has been prohibited in some countries (e.g. Kenya and 
Israel).12  
 
In our view, billboards advertising or promoting alcohol must be treated as one of 
important media being considered by the Forum as it considers the introduction of 
legislative measures aimed at reducing exposure to advertising, particularly for young 
people, and the introduction of measures to restrict the promotion of alcohol, including 
sponsorship, in all media. Perhaps legislation needs to be passed clearly allowing local 
authorities to prohibit or regulate billboard content advertising alcohol. 
 
Frontages outside off-licence premises 
 
Again, while we expect the regulation of signage advertising alcohol on street frontages 
outside off-licence premises (including sandwich boards) should remain under the 
control of local authorities, we also believe this issue comes within the terms of 
reference of the Forum.  
 
In our view, signage (including sandwich boards) advertising alcohol outside off-licence 
premises in our local board area can be very prominent. This is an important medium 
through which alcohol is advertised (particularly from individual ‘neighbourhood bottle 
stores’). It has a negative impact on our communities. 

6 See, however, Alcohol Healthwatch, ‘Alcohol Marketing – An Update’ (July 2005) 
7 See http://www.scenic.org/billboards-a-sign-control/tools-for-action/109-alcohol-advertising-on-billboards 
8 See http://www.scenic.org/billboards-a-sign-control/tools-for-action/109-alcohol-advertising-on-billboards 
9 See Manukau City Council District Plan (Chapter 5.14) and the Manukau City Consolidated Bylaw 2008 (Temporary Signs 
Bylaw). 
10 See Proposed Auckland Unitary Plan, Part 2, Chapter C, 7.4 Signs; and Part 3, Chapter H, 6.3 Signs. 
11 See, for example, http://www.scenic.org/billboards-a-sign-control/tools-for-action/109-alcohol-advertising-on-
billboards (which states that such ordinances have been passed in Baltimore, Oakland and San Diego). See also Richmond 
City in San Francisco (http://www.sfgate.com/bayarea/article/Richmond-City-Council-bans-alcohol-ads-on-
4908304.php)  
12 http://news.bbc.co.uk/2/hi/africa/4080074.stm; http://www.ynetnews.com/articles/0,7340,L-4253294,00.html;  
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There are many examples of bottle stores (especially ‘neighbourhood bottle stores’) in 
our community whose alcohol advertising covers the entire front wall and windows of 
the premises (or certainly much more than 50%). See the photograph below of 
Cavendish Liquor, in Manukau, by way of example.  
 

 
 
Many of these also have one or more sandwich boards on footpaths advertising brands, 
products and ‘cut-prices’ (in many cases intended to attract passing vehicle traffic). See 
the photograph below, from Otara, by way of example. 
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Currently signage is again regulated either through a local authority’s district plan or 
bylaws (or both). By way of example, in Manukau (including the area of the Board), 
signage regarding off-licence premises is regulated both through the legacy Manukau 
City Council District Plan and the Manukau City Temporary Signs Bylaw.13 Like 
billboards, however, neither the District Plan nor the Bylaw generally regulate the 
content of signs. 
 
Auckland Council has developed a ‘Local Alcohol Preferred Position Paper’, which has 
indicated that issues regarding alcohol signage advertising will be addressed through a 
signs bylaw (along with all other types of advertising). The signage bylaw is currently 
being developed and will restrict advertising at a general level by regulating the number 
and size of signs permitted at retail outlets. “This bylaw will regulate the number, 
location and size of signs for all types of retail, including off-licences” (Pages 21-22). 
Again, it seems that the proposed ‘Signs Bylaw’ will not regulate ‘content’ by 
differentiating between signage advertising alcohol or other products.14 

We note that other councils, such as Hamilton City Council, have expressed doubts about 
whether councils may lawfully impose signage restrictions: “Council decided not to 
implement any further signage controls as while they were considered to have a 
desirable effect, there were questions about the legality and enforceability of this.”15  
Other councils, such as Taupo District Council, have sought to use the licensing process 
to impose requirements regarding frontage advertising, particularly on outside walls 
and windows.16  

Like billboards, because of the nature of the regulatory power, we have a question 
whether this is sufficient to allow councils to regulate or differentiate between types of 
content. Our sense is that a clear legislative mandate may be required. Nonetheless, we 
note that some cities overseas have passed bylaws prohibiting the placement of free-
standing outdoor advertising for alcoholic beverages in areas where children are likely 
to walk to school or play.17  

In addition, improving the visibility into the premises from outside reduces the risk for 
robbery. People walking by should see as much of the premises’ interior as possible. 
CPTED Guidelines state that there should be at least 50% transparency in the front of 
the premises so there is good visibility to and from the premises and the street. 
Reducing the number of advertising signs on windows and keeping windows clear of 
shelving and displays increases visibility.18  

In our view, signs advertising alcohol must be treated as one of media being considered 
by the Forum. It appears legislation needs to be passed to clearly allow local authorities 
to prohibit or regulate signs advertising alcohol (including sandwich boards).  

13 See Manukau City Council District Plan (Chapter 5.14); Manukau City Bylaw 2008 (Temporary Signs Bylaw). 
14 See Proposed Auckland Unitary Plan, Part 2, Chapter C, 7.4 Signs; and Part 3, Chapter H, 6.3 Signs. 
15 See Hamilton City Council, Local Alcohol Policy - Summary of Information and Statement of Proposal, page 5. 
16 http://www.taupodc.govt.nz/our-services/Health-Liquor-and-Food/liquor/liquor-licensing/Documents/Application-
for-new-OFF-Licence.pdf 
17 See, for example, J.A Coon, ‘Municipal Control of Signs’, New York State Department of State (2011), page 11 (which 
states that such ordinances have been upheld in the City of Baltimore)  
18 See ‘Guidelines for Crime Prevention through Environmental Design (CPTED) for licensed premises’ (June 2012). See 
http://www.alcohol.org.nz/sites/default/files/useruploads/Resourcepdfs/02859_CPTED_Guidelines_reduced.pdf 
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Advertising in Supermarkets 
 
As noted by the Law Commission, the placement strategies of supermarkets seek to 
ensure that alcohol is highly visible. “This increases the likelihood of casual impulse 
purchases of alcohol … and places unhealthy pressure on vulnerable groups such as 
children and young people, and those with alcohol dependency problems”. 19 
 
We note that sections 112 to 114 of the SSAA set out new compulsory conditions 
relating to display and promotion of alcohol in single areas in supermarkets and grocery 
stores. While the drafting of the sections is a little complex, the overall intent is clear. 
The purpose of these sections “is to limit (so far as is reasonably practicable) the exposure 
of shoppers in supermarkets and grocery stores to displays and promotions of alcohol, and 
advertisements for alcohol.” 
 
Of some importance is the identification of the ‘alcohol area’ of the supermarket. Section 
113 provides that the premises must be arranged so that the ‘alcohol area’ does not 
contain any area of the premises “through which the most direct pedestrian route 
between any entrance to the premises and the main body of the premises passes” or 
“through which the most direct pedestrian route between the main body of the premises 
and any general point of sale passes”. In addition, section 114 provides that “no display 
or promotion of, or advertisement for, alcohol [may] occurs on the premises at any place 
outside the alcohol area.” 
 

19 Law Commission. 2010. Alcohol in our Lives: Curbing the Harm, paras 8.87 and 8.88. See also paras 8.79 to 8.98. 
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Our concern is that, following enactment of the SSAA, some supermarkets have 
rearranged their ‘alcohol areas’ in a manner that is, in our view, contrary to the overall 
purpose of these sections, while perhaps seemingly complying with the letter of them.  
 
We have observed that some supermarkets have rearranged their alcohol area so that it 
is adjacent to the main entrance to the premises. They no doubt would argue that these 
areas are no longer ones through which customers must walk between the entrance to 
the premises and the main body of the premises. However, our view is that this section 
should be interpreted broadly to include situations where customers must walk 
‘through’ by walking alongside these ‘alcohol areas’ as they enter premises. Certainly 
such an interpretation would fit more comfortably with the overall intent expressed in 
section 112. 
 
We are further concerned that some supermarkets have created ‘stacks of beer’ or other 
advertising and promotions (including special ‘cut price’ signage and complimentary 
tastings) on the edge of or just within these ‘alcohol areas’ that can be clearly seen from 
outside the ‘alcohol area’. These ‘alcohol areas’ are typically colourful and brightly lit. 
They are often adjacent to the fruit and vegetable area - which almost everyone who 
enters a supermarket uses and circulates through selecting various items. Again in our 
view, this all seems contrary to the spirit of, if not the letter of, section 114 (which 
provides that no display or promotion of, or advertisement for, alcohol may occur on the 
premises at any place outside the alcohol area). 
 
See the photograph below at Countdown, Manukau, by way of example. 
 

 
 
We expect those supermarkets who are operating in this manner believe they are acting 
within the new legal requirements (while we have our doubts). If it is the case that these 
practices are lawful, then it is our submission to the Forum that these sections of the 
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SSAA must be strengthened so that the purpose of limiting (so far as is reasonably 
practicable) the exposure of shoppers in supermarkets and grocery stores to displays 
and promotions of alcohol, and advertisements for alcohol is achieved. 
 
Certainly the Law Commission was clear that “there should be no displays of alcohol 
products at the supermarket’s entrance or at checkouts, as these positions seem to be 
areas of particular vulnerability for supermarket patrons.” 20  
 
Alcohol Advertising and Sponsorship on Council Property 
 
As noted earlier, the Board is also concerned that alcohol sponsorship has become a 
significant alcohol marketing tool. 
 
In 2002, Manukau City Council adopted a Local Alcohol Strategy. Tool Five of the 
Strategy concerned ‘Advertising and Sponsorship on Council Property’ (page 25). It 
noted that Manukau City Council had an Advertising and Sponsorship Policy whose 
purpose was to guide development and management of advertising and sponsorship on 
and for Manukau City Council properties, assets and programmes. Manukau City 
Council's view was that no advertising activity in Manukau should compromise the 
visual amenity of the city nor the moral ground of the community. 
 
A general rule of the Policy was that the following advertising was not permitted: 
“promoting or condoning drink driving or alcoholic drinking amongst teenagers”. 
 
The scope of the Policy was Council-wide and included the following properties: (i) 
stadiums, community halls, libraries, swimming pools, arts centres and other Council 
buildings; (ii) billboards on Council-owned land and buildings; (iii) programmes and 
activities; (iv) bus shelters, flag poles, road signs, Council’s website, notice boards, 
Council air space, and publications; (v) vending opportunities; (vi) and other 
opportunities as identified from time.  
 
By way of other examples in the Auckland region, the former Franklin District Council 
‘Franklin District Local Alcohol Policy’ provided: “There will be no Liquor Advertising in 
Council owned and operated premises used by minors” (page 11). 
 
Auckland Council has also more recently adopted an Alcohol Harm Reduction Strategy 
2012. The Strategy recognises a conflict in the strategy’s direction with advertising and 
sponsorship of alcohol (page 26).  
 
“Auckland Council events are sometimes sponsored by alcohol companies and currently 
the alcohol industry can (and does) advertise on buses, at events and in parks and 
council facilities. Currently the space on most buses/public transport is not owned by 
council and therefore, at this time, Auckland Council does not have authority to prohibit 
alcohol advertising on buses and public transport.” (Page 26) 
 
“Auckland Council in principle will commit to prohibiting alcohol advertising where the 
event or audience is aimed at children or young people. Many events are currently 
sponsored by the alcohol industry therefore it would not be appropriate to prohibit the 
use of all alcohol advertising and sponsorship. Auckland Council supports responsible 
use of alcohol and understands the need to ensure there is balance between adding 
value to the social and economic environment of Auckland and minimising alcohol-
related harm in communities.” (Page 26) 

20 Law Commission. 2010. Alcohol in our Lives: Curbing the Harm, para 8.98. 
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In this regard, we will be encouraging the Governing Body of Auckland Council to better 
understand the conflict in the direction of the Alcohol Harm Reduction Strategy with 
advertising and sponsorship of alcohol, with a view of ensuring at a minimum that 
alcohol advertising be prohibited where the event or audience is aimed at children or 
young people.  
 
 
Conclusions 
 
The Ōtara-Papatoetoe Local Board welcomes the opportunity to make this submission 
to the Ministerial Forum on Alcohol Advertising and Sponsorship. We would be pleased 
to take up any further opportunity to speak to the Forum. 
 
 

 
 
 

 

        
For and on behalf of the Ōtara-Papatoetoe Local Board  
 
 
Efeso Collins 
Chair 
Ōtara-Papatoetoe Local Board  
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Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 

 

Introduction 

The Palmerston North Women’s Health Collective is a community health group providing 
free women’s health information, support, referral assistance and some personal health 
services.  Our client base is predominantly low income women and younger women including 
a high proportion of Māori and Pasifika women. We are active in community development 
initiatives and in bringing consumer and community perspectives, particularly in the health 
sector.  

We are aware of the extensive risks associated with alcohol use/abuse and support greater 
restrictions to alcohol advertising and sponsorship, and the development of a strengthened 
public health approach to the management of alcohol.  

 

In 2010 following its review of our alcohol laws the New Zealand Law Commission 
concluded that greater controls are needed on advertising, sponsorship and other promotion of 
alcohol. It was recognised that these controls needed to incorporate the content of advertising, 
the levels of exposure to advertising and sponsorship messages, and inappropriate sales 
promotions.  

We have noted that Stage 1 of the Law Commission’s recommendations has been 
implemented by the inclusion on a new clause making it an offence to promote the excessive 
consumption of alcohol in the Sale and Supply of Alcohol Act 2012.  However, we understand 
that there has not yet been any test cases based on this new law. 

53 Waldegrave Street 

P.O. Box 4253 

PALMERSTON NORTH 4442 

 

Phone: (06) 357 0314 

pnwhc@xtra.co.nz 
 

mailto:alcoholadvertisingforum@moh.govt.nz


 

1. We recommend that the Review Forum consider mechanisms to monitor the impact and 
effect of this legislation. 

 

2. We recommend that the Review Forum support the immediate implementation of Stage 2 
and 3 of the Law Commission recommendations on alcohol advertising and sponsorship as set 
out in their report Alcohol in Our Lives – Curbing the Harm 2010: 

Stage 2: An interdepartmental committee to consider adopting legislated measures designed 
to reduce exposure, particularly of young people. 

Stage 3: To implement restrictions including:  

 Messages and images may refer only to the qualities of products, such as origin, 
composition, means of production and patterns of consumption; 

 The banning of images of drinkers or the depiction of a drinking atmosphere; 
 Only allowing advertising in press with a majority readership over 20 years of age; 
 No alcohol-related sponsorship of any cultural or sports events or activities.  
 

We understand that this means a ban on all forms of alcohol advertising and sponsorship in all 
media, other than objective product information.  

 

3. We recommend that any permitted alcohol advertising is accompanied by health advisory 
messages developed by public health experts. 

 

4. We recommend that the Review Forum ensure that self-regulation of alcohol advertising 
and sponsorship in New Zealand is ended immediately.    

There are practical ways in which much of the existing alcohol advertising and sponsorship 
activities could be limited.    

We support: 

 The establishment of an independent body to take over the management and regulation 
of alcohol advertising and sponsorship, and ending self-regulation. 

 Setting out what alcohol advertising is allowed (i.e. objective product information 
only), and ban all other advertising.  This would apply to ALL broadcast, bill-board 
and outdoor advertising, all print media, and all website and social media content that 
is generated by New Zealand based companies/individuals. 

 New Zealand companies/individuals being prohibited from promoting or contributing 
to any overseas based promotions in New Zealand. 

 A fund being established from alcohol excise tax to support alternative funding 
options for alcohol sponsorship, and this is phased out over the next 1-2 years.    

 
 
 



Conclusion 
 

We believe that the evidence available is strong enough to warrant immediate action and 
support reducing the exposure of all New Zealanders to alcohol advertising/sponsorship in all 
of its forms. A strengthened public health approach is needed. 

We urge the Ministerial Forum to recommend the implementation of the Law Commission’s 
recommendations as put forward in their report in 2010.  Children and young people 
particularly need to be protected from the negative impacts that alcohol advertising and 
sponsorship have on their lives.  The Ministerial Forum’s role needs to be one of creating an 
environment that promotes healthy choices, not one where choices are influenced by the 
alcohol industry. 

 
 
 
 
 

(Dr) Jean Hera 
on behalf of the Palmerston North Women’s Health Collective 



Protect our young people 

Increase restrictions on alcohol advertising & 

sponsorship 

The research says: 

o The more alcohol promotion young people see, the earlier they start to 

drink, and the more they drink 

o The earlier they start to drink, the greater their risk of becoming a heavy 

drinker 

o The more they drink, the greater the harm (to them and others) 

Our communities say: 

Ban alcohol sponsorship and restrict advertising* 

Our health agencies say: 

Implement the Law Commission's recommendations to restrict alcohol 

advertising and sponsorship 

• Step 1- introduce laws to restrict young people's exposure to alcohol 

advertising 

• Step 2 

o ban most forms of alcohol advertising in all media 

o ban alcohol sponsorship of sporting/cultural events 

What do you say? 

* View of most New Zealanders submitting to our alcohol law reform process Alcohol in Our Lives: Curbing the Harm. 

Law Commission, (2010). 
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Submission io the Ministerial Forum on Alcohol Advertising and Sponsorship 

Post to: Nick Goodwin, Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship, PO Box 5013, Wellington 6145 

Name: 

Parents Centre New Zealand Incorporated 

Address/ email: 

PO Box 54128, Mana, Porirua 5247 

Submission: 

Introduction: 

Parents Centre has the largest parenting based infrastructure and network to support parents and their 
children in the 0-6 year's age range. Childbirth education and practical parenting programmes are the 
primary services of our organisation with a comprehensive network of on-going support for all parents in 
New Zealand. 

Parents Centre believes that parenting is everything and great parents grow great children. We deliver 
parenting programmes into 17 prisons across the country and into a large number of communities 
targeting all parents in New Zealand. This work is supported by our SO Centres and 3,500 volunteers 
nationwide. 

We have a membership of over 10,000 families and are the largest provider of childbirth education classes 
in New Zealand, with over 90 contracted childbirth educators currently active. Parents Centre also has one 
ofthe largest volunteer networks in the country. 

Parents Centres New Zealand Inc. is the major provider of pregnancy and parenting programmes, 
delivering information for New Zealand families for over 60 years. We target all demographics of parenting 
and all family compositions. 

Parent Centre NZ Inc. strongly support greater restrictions on alcohol promotion/advertising and 

sponsorship to delay the age at which young people start to drink, to help de-normalise alcohol, and to 

reduce harmful drinking. 

Alcohol sponsorship of sports, music festivals and other cultural events normalise alcohol to young people 

and must end. We have done this in New Zealand for tobacco, and in Australia the government has 

recently completed a 'buy-out' (replacement) of alcohol sponsorship in community sports clubs. 

Recommendations: 

1. The Government should fully implement the recommendations on advertising and sponsorship 

made by the New Zealand Law Commission in Alcohol In Our Lives (Chapter 19) to ensure: 

o no alcohol-related sponsorship of any cultural or sports events or activities 

o no alcohol advertising or alcohol sponsorship in any media (television, radio, internet and so 

on), other than advertising of objective product information. 

2. These changes should be enforced by law through amendments to the Sale and Supply of Alcohol 

Act, 2012. 



3. The new law should restrict future forms of alcohol promotion by default, with penalties that will 

effectively discourage promoters from breaking the law. 

Signed, Date: zs'" April 2014 

Note: This suo miSSion may be requested under tne Ottlcial u1tormation Act 1982. If this happens, it will 

normally be released to the person who requested it. However, your personal details will be removed from 

the submission if you check/tick the following boxes: 

D I do not give permission for my personal details to be released under the Official Information Act 

1982. 

D I do not give permission for my name to be listed in the published summary of submissions. 
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Executive Summary 

• Pernod Ricard Winemakers is a significant New Zealand wine producer and, as a part of 
the Pernod Ricard group, the world's co-leader in premium wine and spirits, we have 
considerable experience in the regulation of alcohol advertising and marketing globally. 

• Advertising and marketing is a normal commercial activity. Building "brand value" 
through premiumisation is a key part of Pernod Ricard Winemakers' business strategy as 
we aim to maximise the value of the products we sell. 

• In a mature market such as New Zealand the role of such promotion is to create brand 
loyalty in order to maintain or increase price and/and or market share. Over the past four 
year's Pernod Ricard Winemakers' high level of brand promotion in New Zealand has 
helped us to raise prices and profitability in a highly competitive and declining market. 

• Figures from the Foundation for Advertising Research show that over the also show no 
correlation between annual alcohol advertising expenditure and per capita consumption 
in New Zealand. Over the last four year's expenditure has declined and over the past 27 
years both items have varied widely, but independently of each other 

• The New Zealand market also provides an important test bed for the development of our 
advertising and marketing campaigns for export markets. These campaigns are socially 
responsible and do not encourage the hazardous consumption of our products. In 
addition to compliance with the NZ advertising and marketing codes, we adhere to a 
strict, internal Pernod Ricard Code for all advertising and promotion of our products. 

• We do not believe the further regulation of alcohol advertising and marketing in 
New Zealand is necessary as it is already subject to strict legislative and voluntary 
requirements which provide significant checks and balances. 

• The regulatory environment for alcohol advertising and promotion has also changed 
significantly recently with the introduction of the Sale and Supply of Alcohol Act. This has 
imposed significant costs and uncertainty on producers and more time is required for 
these changes to bed in and be assessed. 

• In addition, the existing self-regulatory system of voluntary industry and company codes 
is very robust and significantly cheaper and more flexible than legislative change or legal 
precedent. It also contains strong incentives for industry compliance. 

• Pernod Ricard operates in over 70 countries around the world, which are at different 
stages of development and regulation. In all countries large producers such as Pernod 
Ricard are at the forefront of promoting the responsible sale and marketing of alcoholic 
beverages. 

• In developed countries, there is no clear relationship between alcohol advertising and 
marketing regulation and the consumption of alcohol, hazardous or otherwise. 
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• The Law Commission cited La Loi Evin as a template for further advertising restrictions 
in New Zealand. However, there are no comprehensive or recent studies of the impact 
of La Loi Evin on alcohol consumption in France. 

• The evidence that does exist indicates that the law has not been effective in reducing 
harmful consumption. Alcohol consumption was falling in France well prior to the 
introduction of La Loi Evin and has continued to fall. However, "le binge drinking" is on 
the rise among French teenagers. 

• There is some evidence that certain types of advertising can influence the consumption 
of alcohol by youth, though the link with harmful use is not established. To prevent such 
a risk, we believe that particular care must be taken to ensure that advertising does not 
appeal to minors. No further regulatory action is required as this is currently an offence 
in New Zealand, under the Sale and Supply of Alcohol Act. 

• Studies also show that both total youth alcohol consumption and harmful consumption by 
youth is declining in New Zealand. This does not support the contention that there is a 
negative relationship with alcohol advertising in New Zealand. 

• Similarly, in international studies the balance of the evidence does not support a direct 
causal relationship between overall alcohol marketing and harmful drinking patterns by 
youth. 

• Sponsorship is another means of promoting brand awareness. When it works well it is of 
mutual benefit to both the sponsor and sponsored property and is an important tool to 
drive brand loyalty. 

• Pernod Ricard Winemakers has a long and proud history of cultural sponsorships- these 
include such diverse activities as the Book Awards, World of WearableArts Awards and 
Buskers Festival. 

• We have also undertaken a number of sports sponsorships including the Rugby World 
Cup, Heineken Open and Volvo Ocean Race. Such events are not intrinsically linked to 
increased hazardous alcohol consumption. 

• Pernod Ricard Winemakers sponsorships are not limited to sports and culture - we also 
undertake many environmental and smaller cultural community sponsorships. These 
could be negatively affected by further restrictions on sponsorship. 

• We also promote moderation through our support of the Tomorrow Project and Cheers! 
initiative and through branded initiatives. Such activity could be affected by further 
restrictions on advertising and sponsorship. 

• New media is trans-national and rapidly evolving and hence better suited to self
regulation than government regulation. 
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Introduction 

1. Pernod Ricard Winemakers welcomes the opportunity to submit to the Ministerial Forum 
on Advertising and Sponsorship. As New Zealand's largest domestic wine company and 
a major New Zealand exporter, we have considerable expertise to contribute. We have 
2,000 employees, spanning five continents, and six priority brands. 

2. In New Zealand we have over 500 permanent employees and our key brands include 
Montana, Brancott Estate, Stoneleigh and Church Road. Our market company, Pernod 
Ricard New Zealand manages domestic sales and marketing of all of Pernod Ricard's 
premium wine and spirits in New Zealand. 

3. As the premium wine division of Pernod Ricard (the Group), we also have significant 
experience in the drivers, operation and outcomes of alcohol regulation around the 
world. The Group is the world's co-leader in spirits and wine, manufacturing and 
distributing high quality, high value premium products. It employs over 19,000 people 
globally in five brand companies and seventy distribution companies. 

4. Harmful alcohol consumption is a complex issue, and heavily influenced by socio-cultural 
drivers. Pernod Ricard Winemakers supports responsible global and local policies on 
alcohol. We recommend that our products be enjoyed in moderation, and actively 
discourage their harmful consumption. We believe that regulation is necessary to protect 
consumers and to support a vibrant competitive market. However, all regulation should 
be based on a careful assessment of the full costs and benefits to individuals, society 
and the economy. It also needs to be part of broader government strategy and 
supported by targeted, evidence based measures. 

5. Industry and producers like ourselves can and should assist in reducing alcohol-related 
harm. Pernod Ricard Winemakers has a strong corporate commitment to the 
responsible marketing of our products. Our internal advertising and marketing guidelines 
exceed legislated requirements and voluntary industry standards. We require our service 
providers to comply with these standards and we take any complaints from consumers, 
industry and government regulatory authorities very seriously. 

6. We also take an active interest in alcohol regulatory issues and previously made a 
submission to the Justice and Electoral Select Committee on the draft Alcohol Law 
Reform Bill in February 2011. In line with the Ministerial Forum's mandate, we have 
restricted our comments in this submission to evidence since 2010. 

Alcohol Advertising and Marketing in New Zealand 

7. Advertising and marketing or brand building is the skill of associating a product name or 
image with certain qualities, and is practiced by governments and not-for-profits as well 
as the commercial sector. Its main purpose is to create brand loyalty and preference 
among consumers. 

4 



8. It is sometimes alleged that alcohol producers' key objective is to sell greater alcohol 
volumes at the lowest possible cost, regardless of social consequences. This bears no 
relationship to the commercial reality. To be a viable and sustainable business, we have 
no interest in harming our consumers, nor do we support a 'race to the bottom', indeed 
our shareholders would strongly prefer we maximise the value of our products. 

9. For this reason Pernod Ricard Winemakers strategy is based on creating value through 
a systematic policy of "premiumisation" or upscaling our brands. This value strategy is 
part of a long-term vision based on strong and on-going investment in the support of the 
group's brands. 

10. Our New Zealand advertising and promotion figures are significant. This is necessary to 
support our brands. In New Zealand there are over 690 domestic wineries, as well as a 
plethora of imported wine brands. In such a crowded market place, advertising and 
promotion is essential to make our brands stand out. Indeed, it is an industry maxim that 
most purchase decisions are made in the last three feet to the shelf, so the aim of most 
advertising is to create brand awareness and loyalty so the consumer has our wine 
brands top of mind when they enter the wine category of their local retail store where 
he/she is literally confronted with hundreds of competing brands. 

11. In most mature markets there is general leveling off in overall demand for alcohol 
indicating a saturation of the market. Therefore a key commercial goal is to maintain and 
increase market share of one brand over others. Pernod Ricard Winemakers previously 
had a 40% share of the domestic New Zealand wine market. In 2010 we divested some 
non-strategic New Zealand brands. This reduced our market share to 28%. Since then, 
we have continued to increase our strategic advertising and promotion investment 
behind our brands in order to increase prices or "premiumise", at the expense of market 
share. 

12. Over the same time period, domestic alcohol consumption has declined. Figures from 
New Zealand Winegrowers 1 show that the total market for wine in New Zealand was 91.6 
million litres in December 2013, down 4% from 95.4 million litres in December 2010. The 
same data shows that New Zealand wine sales in the New Zealand market were 
estimated to be 52.1 million litres in December 2013 down 20% from the record estimate 
of 62.6 million litres in December 2010. Our investment in advertising and marketing has 
therefore helped Pernod Ricard Winemakers raise price points and profitability at 
detriment of market share in a declining New Zealand market. It is not, however, 
correlated with an increase in total wine consumption2

. 

13. Figures produced by the Foundation for Advertising Research3 show a similar 
relationship for all alcohol advertising and consumption over the period. These show 
that per capita alcohol consumption for all consumers 15 plus declined between 201 0 
and 2013 while alcohol advertising rose between 2010 and 2011 and remained constant 
for the next two years. Furthermore, the Foundation's time-series analysis shows no 

1 New Zealand Winegrowers, New Zealand Domestic Market Report December 2013 & December 2011 
2 Note cider is included as part of the wine category. 
3 Foundation for Advertising Research, Alert 7114, March 9 2014 
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correlation between annual alcohol advertising and per capita consumption in New 
Zealand. Over the past 27 years both items have varied widely, but independently of 
each other (see Figure 1 below). 
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14. Even if per capita alcohol consumption had risen over the period, this would not 
necessarily have been a negative as alcohol can be enjoyed safely in moderation and 
can also have some health benefits. A rise in consumption would only have been of 
concern ifthere had been an increase in the harmful use of alcohol. However, data from 
the New Zealand Ministry of Health4 shows that between 2006/07 and 2011/12: 

• Alcohol consumed in the last 12 months decreased across all age group 

• Hazardous drinking has fallen across all age groups, except 25-34 year olds. 

15. The domestic market is also an important test bed for the development of our advertising 
and marketing strategies. The key campaigns developed and piloted in New Zealand 
recently include the: 
• Brancott Estate Flight Low Alcohol Wine, "Lighter by Nature" campaign. This 

promoted our naturally lower alcohol Sauvignon Blanc. 

• Brancott Estate Pioneers campaign. This focussed on the pioneering people who 
developed the first Marlborough Sauvignon Blanc and other pioneering locals, and 

• Stoneleigh Wonder of Nature. This celebrates both the sun stones that help ripen 
the Stoneleigh grapes and the wonder of New Zealand's natural environment. 

4 Ministry of Health (2013)Hazardous Drinking in 2011112- Findings from the New Zealand Health Survey 
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16. All these campaigns have been or are in the process of being rolled out to our key global 
markets, including Australia, the UK and US. In addition, this year we have made a 
substantial investment in piloting the Jacob's Creek Blend Campaign in New Zealand. 
This involved developing the specialised blending equipment, the relocatable Blend Bar 
and marketing collateral and website. The Blend Experience was based on providing 
consumers with an opportunity to understand and appreciate the finer technical aspects 
of wine by blending their unique wine in the state of the art mobile blending unit 
(container), or creating a virtual blend on line. 

17. Following the results of the Blend Experience and the virtual blends created by 
consumers, we launched New Zealand's favourite Jacob's Creek red and white blends in 
New Zealand retail outlets in April. On the back of this promotional activity we were able 
to raise the average shelf price of Jacob's Creek from $7.99 to $8.99 in January 2014 
and we are selling the new Jacob's Creek New Zealand's favourite blends at $9.99- an 
increased price of 25% per bottle, as result of our investment in marketing. 

18. We are happy to share further details of these and other significant New Zealand 
developed brand executions with the Forum. We are proud of these recent campaigns, 
which we believe will help increase sales of New Zealand wine world-wide relative to 
brands from other countries, and which also educate people on the qualities, history and 
production of wine. We believe that such advertising is responsible and does not 
encourage the harmful consumption of alcohol. 

Alcohol Advertising and Marketing in New Zealand 

19. We believe that the current regulation of alcohol advertising and marketing (both 
voluntary and legislated) in New Zealand already provides appropriate protection for 
consumers and producers. It balances the business imperative to communicate 
commercial information to customers, with consumers' need to receive fair and accurate 
information on product quality and appropriate use. 

20. Alcohol advertising and marketing is not unfettered, but is already a highly regulated 
activity in New Zealand. Key pieces of legislation companies must comply with are the 
Fair Trading Act 1986, the Sale and Supply of Alcohol Act 2012 and the Gambling Act 
2003. 

21. The Sale and Supply of Alcohol Act only came into force in December 2013 and 
represents a significant redesign of the alcohol regulatory landscape. Section 238 in 
particular makes substantial alterations to the manner alcohol can be advertised and 
promoted both on and off premise. While the changes are still bedding in, and have yet 
to be tested in Court, we estimate ensuring compliance with the new law has increased 
our internal costs of developing advertisements and promotions by - 20%. These costs 
stem from the increased time required to design and review campaigns in order meet the 
still uncertain parameters of the law. They will reduce only once sufficient precedents 
have been established, therefore it is important that the new legislation is allowed 
sufficient time to bed in before imposing further changes on industry. 

7 



22. Indeed, since it is already illegal to promote harmful consumption, any further restrictions 
will by definition target promotions that do not promote harmful consumption. This would 
have the counterproductive effect of restricting promotions that model responsible 
consumption behaviours. 

23. Further time also needs to elapse in order to determine the effectiveness of the new Act. 
While there are some initial indications that new law is having a positive impact on 
hazardous consumption5 it is noteworthy that the improvements observed so far, do not 
relate to Section 238 but to changes in licensing hours. In part this may be due to the 
nature of brand development, as there is a significant lead time between the 
development and the execution of campaigns. More importantly however, as discussed 
below, there is no established relationship between alcohol advertising and hazardous 
consumption. It would therefore be prudent to wait and assess what, if any, impact of on 
consumption can be attributed to recent advertising reforms, before implementing further 
reform. 

24. In addition, Local Councils throughout New Zealand are also in the process of 
developing their Local Alcohol Plans under the Act. While these are focused on 
licensing issues, they are also likely to affect the way alcohol products can be promoted 
in their jurisdiction, imposing further costs on industry. 

25. There is also a strong self-regulatory system in New Zealand that complements and 
reinforces government legislation. Pernod Ricard Winemakers is a member of the 
Association of New Zealand Advertisers. All our marketing and promotional materials are 
approved or pre-vetted by the Liquor Advertising Pre-vetting System and/or specially 
trained and authorised company representatives to ensure compliance with the 
Advertising Codes of Practice administered by the Advertising Standards Authority 
(ASA). 

26. ASA Codes are rigorous and comprehensive. They act as a very effective deterrent to 
poor advertising and marketing behaviour as responding to complaints submitted by 
members of the public to the ASA Complaints Board can be very costly and time 
consuming, and any detrimental findings would adversely affect our reputation as a 
responsible producer, which we value highly. We are proud to note that, despite our 
significant advertising investment, in the past 4 years we have had no ASA complaints 
upheld against our brands. 

27. The ASA codes are supplemented by Guidelines that provide practical advice as to the 
Codes implementation and interpretation. Unlike legislation or legal precedence, the ASA 
guidelines can be updated quickly and cheaply to respond to new and emerging issues 
in alcohol advertising. 

5 Figures released by Police Minister Ann Tolley on April 23, 2014 show that in the ten weeks following the Act 

coming into force there was a 22 per cent reduction in assaults causing injury, and public place violence and 
disorder offences between 8pm and Sam than for the same period in the previous year. There was also a 24 per 
cent fall in alcohol-related offences between 4am and 6am during the ten-week timeframe, with 91 fewer crimes 
compared to the previous year. 
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28. Pernod Ricard Winemakers also adheres to the Group's very comprehensive internal 
Code of Corporate Communications. This 48 page document imposes very high 
standards on all our advertising and other corporate communications. The Group also 
has one of the strongest digital marketing codes in the industry. Please see Appendix 2 
for more details on our internal code. 

Advertising and Marketing in Other Markets 

29. As noted earlier, Pernod Ricard operates in more than 70 countries around the world. 
We operate in highly restricted markets (where no advertising is allowed), moderately 
regulated and lightly regulated markets. Despite these vastly different regulatory 
environments there is no clear relationship between the regulation of alcohol advertising 
and per capita consumption in the markets we operate. 

30. In developing markets industry is playing a major role in promoting the responsible 
consumption of alcohol, including through the introduction of minimum purchase ages, 
stronger restrictions on drink driving, the formation of industry self-regulatory bodies and 
strong codes relating to marketing, especially to youth. In line with our Global 
Commitments6

, in markets such as India, Thailand and Vietnam Pernod Ricard is at the 
forefront of such discussions with regulatory authorities. 

31. Meanwhile, in developed countries, analyses of data from 17 OECD countries, 1975 -
2000, suggested advertising bans did not reduce alcohol consumption7 and revealed 
statistically insignificant or contrary effects of advertising bans on alcohol consumption 8

. 

Two studies of US adolescents found that advertising effects were largely neutralized by 
parental and peer influence (Kinard & Webster, 201 0). 

32. Wilcox eta/. 9 examined the relationship between distilled spirits advertising expenditures 
and consumption in the United States from 1971 to 2008. During this period, the spirits 
industry ended a voluntary ban of advertising on electronic media. The study found that, 
despite the increased number of liquor advertisements, alcohol consumption in the 
United States has remained relatively constant. However, increased advertising affected 
the consumption of alcohol at the brand level and resulted in a shift in market share. On 
the other hand, a study of 16 European Countries found that people aged 50-64 drank 
less in countries with greater restrictions on advertising. 

6 http://www. producerscommitments. org/ 
7 

Nelson, J. P. (2010a). Alcohol advertising bans, consumption and control policies in seventeen OECD 
countries, 1975-2000. Applied Economics, 42, 803-823. 

8 (Nelson, J. P. (2010b). Alcohol, unemployment rates and advertising bans: international panel evidence, 1975-
2000. Journal of Public Affairs. Journal of Public Affairs, 10, 75-87 
9 Bosque-Prous, M., Espelt, A, Guitart, A M., Bartroli, M., Villalbi, J. R., & Brugal, M. T. (2014). Association 

between stricter alcohol advertising regulations and lower hazardous drinking across European countries. 
Addiction. 
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La Loi Evin 

33. The Law Commission report10 made considerable mention of Ia Loi Evin. To assist the 
Forum, we have appended a list of the key parts of Ia Loi Evin that relate to alcohol. In 
general, La Loi Evin restricts the content of advertising significantly more than the New 
Zealand Sale and Supply of Alcohol Act. 

34. There has, however, been limited analysis of the effectiveness of the law. An interim 
analysis was carried out over a decade ago by the French government 11

. This showed 
no impact on consumption and criticized the measure for being ineffective and poorly 
applied. 

35. Part of the difficulty in evaluating the Loi Evin, is that there have been various 
amendments and changes in the law over the years, which makes it hard to establish a 
base line. This is why Pernod Ricard Winemakers urges caution in introducing further 
advertising regulatory changes in New Zealand without first evaluating those recently 
introduced in the Sale and Supply of Alcohol Act 

36. Nevertheless, data from the Global Health Observatory of the World Health Organisation 
shows that adult consumption of alcohol in France has been dropping since well before 
La Loi's introduction in 1991 and has continued to decline (see Figure 2 below). At the 
same time, it is rising in Russia and Norway which also have restricted advertising 
environments, yet falling in countries such as Greece that have voluntary regulation. 
This underscores the earlier point that there is no definite correlation between advertising 
regulation and consumption. 
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Figure 2. Recorded adult per capita consumption, by country 
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10 New Zealand Law Commission Report 114 (2010) A/coho/In Our Lives: Curbing the Harm 

11 Rigaud, Alain, Craplet, Michel "The 'Loi Evin': a French exception", 
http:/ I eurocare. sydesy. com/contenU download/2506/ 12395/version/ 1 /fi I e/ri gaud crap I et. pdf 
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37. Similar trends were noted in WHO/EU report on alcohol in the EU 12
: although European 

per capita alcohol consumption has remained nearly constant over the past decade, this 
hides two opposing trends: Nordic countries and Eastern Europe have seen an increase 
in adult per capita consumption whereas western and southern Europe have seen a 
decrease. However, very little advertising is permitted in Norway, Iceland, Sweden and 
Finland, whereas in Southern Countries such as Cyprus, Greece, Italy, Malta, Portugal 
and Spain have relatively light regulation of alcohol advertising. 

Advertising and Youth 

38. The consumption of alcohol by young people is an issue of considerable concern around 
the world. For this reason, Pernod Ricard Winemakers believes it is important to have 
strict guidelines around marketing to ensure such advertisements do not have particular 
appeal to minor, and are predominantly viewed by adult audiences. This is already 
covered in detail by our code of commercial communications, the ASA Code and the 
Sale and Supply of Alcohol Act which makes it an offence to advertise alcohol in a 
manner that appeals to minors. 

39. As an advertiser we go to considerable lengths to ensure our beverages and their 
marketing do not appeal to minors. We strictly evaluate all our marketing for youth 
appeal (e.g., music and logos), target audience, types of media, age of models, 
placement of advertisements. However, while advertising (in particular inappropriate 
advertising) may influence children's drinking behaviour, it is important not to over
emphasize the relationship. Studies consistently show that parents and peers are the 
biggest influence on minors' propensity to drink.13 Research on US adolescents also 
found that advertising effects were largely neutralized by parental and peer influence 14 

40. Studies also show that youth alcohol consumption is declining globally and hazardous 
drinking by youth has also reduced. Between 2003 and 2011 15 average alcohol 
consumption (measured during the past 12 months) by 15-16-year-olds across 
European countries declined over the period 2003 to 2011. 

41. The evidence on youth alcohol consumption in France is, however, equivocal since the 
introduction of La Loi Evin in 1991. Data from the WHO Healthy Behaviour in School 
Age Children Surveys from 1993/94 to 2009/10 16 shows that young people's drinking in 

12 Anderson, M0ller and Galea (2012) Alcohol in the European Union: Consumption, harm and policy 
Approaches" WHO Regional Office for Europe 
13 ICAP Issues Briefing: Alcohol Marketing and Young People, June 2012 
14 Kinard, B. R., & Webster, C. (2010). The effects of advertising, social influences, and self-efficacy on 
adolescent tobacco use and alcohol consumption. Journal of Consumer Affairs, 44, 24-43 
15 Hibell, B., Guttormsson, U., Ahlstrom, S., Balakireva, 0., Bjamason, T., Kokkevi, A, & Kraus, L. (2012). The 
2011 ESP AD report: Substance use among students in 36 European countries. The Swedish 
Council for Information on Alcohol and Other Drugs (CAN). Stockholm, Sweden. 
16 King A, Wold B, Tudor-Smith C & Hare! Y (1996) The Health of Youth: A cross-national survey. WHO Regional 

Publications, European Series No. 69 

Currie C, Hurrelmann K, Settertobulte W, Smith R & Todd J (eds.) (2000) Health and health behaviour among 
young people (Health Policy for Children and Adolescents, No.1). WHO Regional Office for Europe, 
Copenhagen. 
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France declined between 1993/94 and 2000/01 but increased until 2005/06 before 
leveling off. This is illustrated in Table 3, below: 

'*' 

Figure 3: French Young People Who Drink Any Alcoholic Beverage Weekly(%) 

50 

40 

30 

20 

10 

0 

1993/94 1997/98 

11-year-old boys 

11-year-old girls 

2000/01 

13-year-old boys 

13-year-old girls 

2005/06 2009/10 

15-year-old boys 

15-year-old girls 

42. However, the same surveys provide some evidence that binge drinking is increasing 
among French youth, despite the restrictive advertising environment. 

Figure 4. French Young People Who Have Been Drunk Two or More Times(%) 

35 

30 

25 

20 

'*' 15 

10 

5 

0 
1993/94 1997/98 

11-year-old boys 

11-year-old girls 

2000/01 

13-year-old boys 

13-year-old girls 

2005/06 2009/10 

15-year-old boys 

15-year-old girls 

Currie C et al (eds.) (2004) Young People's Health in Context: international report from the HBSC 2001102 
survey, (Health Policy for Children and Adolescents, No.4). WHO Regional Office for Europe, Copenhagen. 

Currie C, Nic Gabhainn S, Godeau E, Roberts C, Smith R, Currie D, Pickett W, Richter M, Morgan A & 
Barnekow V (eds.) (2008) Inequalities in young people's health: HBSC international report from the 2005106 
Survey. Health Policy for Children and Adolescents, No. 5, WHO Regional Office for Europe, Copenhagen, 
Denmark. 

Currie C et al. eds. (2012) Social determinants of health and well-being among young people. Health Behaviour 
in School-aged Children (HBSC) study: international report from the 200912010 survey. Copenhagen, WHO 
Regional Office for Europe(Health Policy for Children and Adolescents, No. 6). 
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Sponsorship in New Zealand 

43. Sponsorship is a cash and/or in-kind fee paid to a property (typically in sports, arts, 
entertainment or causes) in return for access to the commercial benefit that may be 
derived from being associated with that property. Like advertising, sponsorship can 
deliver increased awareness, brand building and propensity to purchase. However, 
unlike advertising, sponsorship does not communicate specific product attributes, nor 
does it stand alone- it requires support elements or "activations". 

44. Sponsorship is a two way street. In our experience, sponsorships work best where there 
is a clear brand fit between the property and the sponsor, and where the relationship 
involves an exchange of expertise and ideas. 

45. In its 2010 report the Law Commission considered a limited range of events and 
evidence. It also acknowledged that there was not a lot of research on sponsorship and 
the use of new media to market alcohol17

. It recommended a three stage approach to 
advertising and sponsorship culminating in no alcohol-related sponsorship of any cultural 
or sporting events. In doing so it expressed particular concern about the appeal to youth 
of such sporting and cultural events. 

46. We have therefore set out the detail below of Pernod Ricard Winemaker's highest profile 
and most recent sponsorships, so the Forum may make an assessment of what 
contribution, if any these are likely to have made to alcohol-related harm, and whether 
they had particular appeal to youth. These sponsorship activities, like our advertising and 
marketing, are strictly guided by both our internal and the ASA codes. 

Cultural Sponsorships 

47. Pernod Ricard Winemakers is proud to have had a long history of sponsorship in New 
Zealand. As Montana Wines, we had significant investment in cultural sponsorships. 
We sponsored the "Montana New Zealand Book Awards"- New Zealand's premier book 
awards for fifteen years- and also Montana Sunday Theatre for many years. 

48. We have also sponsored the World of WearableArts (WOW) since 1996, firstly through 
our Montana brand, and latterly through our Brancott Estate brand. This is our longest 
running sponsorship relationship and is highly valued. Over that time, WOW has grown 
from a relatively small local event into an international phenomenon. 

49. We have worked closely with WOW on its brand development over the years. We have 
invested heavily in promoting the event through our advertising and marketing, including 
producing limited edition 'WOW' branded wine bottles. We also supported WOW's recent 
successful application to the Government's Major Events show to develop a touring 
exhibition as WOW's key target markets of Australia, UK, USA and Northern Europe are 
also the most significant for Pernod Ricard Winemaker's New Zealand brands. 

17 New Zealand Law Commission Report 114 (2010) A/coho/In Our Lives: Curbing the Harm 
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50. Our Stoneleigh brand is heavily involved in supporting cultural events. Current and 
recent Stoneleigh arts sponsorships include the: 

• Auckland Arts Festival (2011 and 2013): This leading international arts festival, 
celebrates Auckland's people and cultures and promoting the social, cultural and 
economic wellbeing of Auckland; 

• New Zealand Festival (2012 and 2014): Biennial arts festival presenting local and 
international artistic events with theatre, 
opera, music, dance, literature and other performing and visual arts. 

• Wellington Jazz Festival (12 years): A boutique, quintessentially Wellington 
event that embodies the hip and humble spirit of the capital's thriving Cuba 
Quarter. 

• Christchurch Buskers Festival (2011-13): The largest outdoor festival in New 
Zealand, and one of the biggest street performance festivals in the world. 

Sporting Sponsorships 

51. Our Brancott Estate brand was both the official wine sponsor, and only major New 
Zealand-based sponsor of the Rugby World Cup 2011 event. We invested heavily in the 
event because we believed it was an opportunity to showcase our New Zealand brands 
responsibly in the context of one of the finest global sporting events New Zealand has 
ever hosted. To support our sponsorship we ran many consumer promotions offering 
both domestic and international consumers and suppliers the opportunity to attend the 
Rugby World Cup and enjoy our New Zealand hospitality. These promotions not only 
built awareness of our Brancott Estate brand, but they also helped increase the 
international profile of the Marlborough region, New Zealand and of New Zealand wines. 
We also ran a specific anti-drink driving campaign as part of this sponsorship. 

52. Through our Jacob's Creek brand, Pernod Ricard Winemakers has also sponsored the 
Heineken Open in New Zealand, and the Australian Open in Australia. We provide our 
beverages and branding to the events, and invest in advertising and promotional activity 
to support it. These high quality tennis events have a reputation for excellent crowd 
behaviour. 

53. In addition, we have undertaken a number of yachting sponsorships through our 
Stoneleigh wine brand. We were the Auckland port sponsor of the Volvo Yacht race in 
2012. We also sponsored the 2014 A Class Catamaran World Championship at 
Takapuna Beach recently. 

54. As a co-sponsor of events that are strongly supported by local and national government, 
our contribution is valued for the fact that it offers an expression of New Zealand that is 
highly valued by visitors to New Zealand. Indeed, we note that Tourism New Zealand 
has recently developed a specific focus on wine tourism. 
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Environmental Sponsorships 

55. We note that the Law Commission is silent on environmental sponsorship. Pernod 
Ricard Winemakers has a strong commitment to ensuring the sustainable use of our 
environment. Through our Montana brand we are currently midway through a fifteen year 
sponsorship agreement with the Auckland Council for naming rights and maintenance of 
the 'Montana Heritage Trail' an 8km forest walk through Auckland's Waitakere ranges. 
This contains some of Auckland's finest remaining Kauri stands and links to our heritage 
as Montana was founded in West Auckland. 

56. Pernod Ricard Winemakers also donates $1 from every bottle of Brancott Estate Living 
Land Wine sold to the Living Land Fund. This supports the efforts of the Marlborough 
Falcon Trust to preserve the endangered New Zealand Falcon. This funding has 
supported conservation and education programs and the construction of a new aviary. 

Other Sponsorships 

57. We are approached almost daily for sponsorship by worthy community groups. Such 
requests are usually more of a philanthropic nature. Some recent examples of 
community events that we have sponsored are : 

• Montana Triples at the Blenheim Bowling Club 
• Arc in the Park fundraisers for the conservation of the Waitakere Ranges 

• French New Zealand Chamber of Commerce and Industry's Annual Petanque 
Function; and 

• Auckland Communities Foundation Donor Fundraiser 

Audience Composition Limits 

58. The Law Commission was particularly concerned about the percentage of young people 
who might be exposed to marketing at such events. It recommended confining alcohol 
sponsorship to events where the 10% or more of participants are under the legal 
purchase age. We believe, however, that the current NZ standard of 25% is appropriate. 

59. The New Zealand threshold is higher than the global industry standard of 30%, and 
represents a workable limit. This is because, many events are likely to appeal to mixed 
audiences and while alcohol sales can easily be limited to adults, it is harder to restrict 
marketing and branding. 

Industry Responsibility Activities 

60. As part of our company's commitment to social responsibility we also support the 
Tomorrow Project, a social change initiative of the beer, wine and spirits industry, and its 
consumer brand Cheers! We carry the Cheers! URL on all advertising and packaging. 
We are incorporating Cheers! Activations, such as providing free Cheers! branded water 
at our events to raise awareness of the scheme. 
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61. We have also mounted a number of specific campaigns to raise consumer awareness of 
alcohol related issues. These include the "Get the Team Home Safely" billboard 
campaign during the Rugby World Cup mentioned earlier, and the "Drinking Pitch" 
responsible marketing campaign whereby students were encouraged to design 
campaigns that encourage their fellow students to drink responsibly. The winning 
campaign was then executed on campus 

New Media 

62. Finally, we note that the Law Commission put considerable emphasis on an enhanced 
TV and radio watershed of 1 Opm. In an age when "time shifting" and "format shifting" are 
common, putting rigid guidelines on timing and delivery are largely obsolete. The 
primary test should be whether the intended viewing audience is over the 75% age 
threshold. 

63. Youth of today are high consumers of internet and social media. Such media are not 
only rapidly evolving, they are transnational and therefore best suited to self-regulation. 
Key media providers such as Twitter and Google have their own comprehensive rules 
around alcohol advertising and in addition, industry bodies and major producers such as 
Pernod Ricard, have developed their own digital guidelines 
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Appendix 1 : La Loi Evin 

Covers tobacco and alcohol. 

Article L 1: 

The regulations apply to all alcohol beverages with greater than 1.2% ABV. 5 groups of beverages 
are defined: 

1. Non-alcoholic with ABV below 1.2%; 
2. Fermented and undistilled beverages: wine, beer, cider, "poin§," mead, natural sweet wines, 

creme de cassis and fermented fruit or vegetable juices between 1.2 and 3% ABV; 
3. Natural sweet wines other than those listed in group 2, fortified wines, wine-based aperitifs 

and liqueurs made from strawberry, raspberry, cassis or cherry, not exceeding 18% ABV; 
4. Rum, sugarcane spirits, alcohols derived through the distillation of wine, cider, poire and fruit, 

but without additives except for sugar, glucose or honey; 
5. All other alcohol beverages. 

Article L 17: 

Alcohol advertising is permitted: 

• In print media except in those outlets aimed at young people; 
• Through broadcast by media outlets and during hours determined by the Conseil d'Etat; 
• In announcements, signage, placards in places of production, on labels and objects within 

specialized retail outlets, according to specific guidelines defined by the Conseil d'Etat; 
• In mailings by producers and manufacturers, importers, retailers, commercial circulars, 

catalogues, and brochures; 
• Signage I inscriptions on vehicles used in formal delivery of beverages, provided the 

inscription includes only the name and address of the producer, agents I distributors, and no 
other indication; 

• At traditional celebrations and fairs dedicated to local alcohol beverages, and only on 
premises of such, as defined by decree; 

• Museums, universities, societies or oenological initiations of traditional nature, including 
through presentations and tastings, as defined by decree. 

All forms of sponsorship with purpose of advertising and publicity, direct or indirect, for alcohol 
beverages is prohibited. 

Article L17-1: 

All advertising or publicity for any organization, service, activity, product or article other than an 
alcoholic beverage, but which, through its depiction, presentation, utilization of name, brand, emblem 
or other distinctive signage reminiscent of an alcohol beverage is considered to be advertising or 
publicity. (i.e., no surrogate advertising) 

Article L 18: 

Permitted advertising for alcohol beverages is limited to the indication of alcohol content by volume, 
origin, denomination, composition of the product, name and address of the producer, agents and 
warehousers, as well as the mode of production, terms of sale, and manner of consumption of the 
product. Such advertising may make reference to "terroir" of production and to awards received. 

All advertising for alcohol beverages, with the exception of commercial circulars intended for those 
acting in a professional capacity, must include a public health message indicating that alcohol abuse 
is dangerous to health. 

Article L21: 

Specifies punitive measures and fines. 
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Article L49-1-2: 

The sale and distribution of alcohol beverages as defined in Article 1 is prohibited within stadiums, 
venues for physical education, gymnasiums, and, generally, in any establishment used for physical or 
sports activities. Exemptions may apply for certain hotels or restaurants for tourism. Temporary 
exemption is possible for sporting, agricultural or tourist events. 

Article 68: 

On- and off-premise sale, whether by glass or by bottle, on credit is prohibited for all beverages listed 
in groups 2, 3, 4 and 4. On-premise sale, whether by glass or by bottle, on credit of all beverages 
listed in groups 2.0ff-premise sale of alcohol beverages at petrol stations is prohibited between the 
hours of 1 Opm and 6am.ln-kind payment using alcohol beverages is prohibited. 

Article L80: 

Offering free alcohol beverages to minors under the age of 16 in any serving establishments, retail 
outlets or public spaces is prohibited, either for on- or off-premise consumption. 

Article L85: 

Access to serving establishments by minors below 16 years of age who are not accompanied by their 
mother, father, guardian or other person over the age of 18 years as chaperone is prohibited. 
However, minors older than 13 years of age, even those who are unaccompanied, are permitted in 
serving establishments with a license to serve group 1 beverages. 

18 



Pernod Ricard SEPTEMBRE 2013 

..• 

niC.AHU has adopted this provision as our own internal code which will 
apply to all our advertising around the world. 

All marketing must comply with this Code of Conduct. At the 
same time, individual affiliates must ensure that our advertising is also in 
compliance with the relevant national laws or codes. 

Alcoholic Beverages have been consumed and enjoyed around the world for 
centuries. Production of these beverages, consumption patterns and drinking 
habits differ widely from one country or region to another, and particularly 
with regard to the different categories of Beverages. These products, when 
responsibly consumed, are compatible with a balanced and healthy lifestyle 
and are enjoyed in a responsible way by the vast majority of consumers. 
Those products are of major societal, cultural and economic importance 
throughout the world. 

It is recognized that excessive or irresponsible consumption of Beverages 
may have personal, social or health consequences. The purpose of this Code 
is to ensure that commercial communications do not encourage or condone 
excessive consumption or misuse of any kind. 

Pernod lUmmi- 121 place des Etats-Unis - 75783 Paris cedex 16 - France 
+ 33 1 41 00 41 00- www.pernod-ricard.com 



Pernod Ricard SEPTEllfBRE 2013 

Commercial Communications are defined herein as: "All brand advertising or 
marketing communications to consumers regardless of the medium used 
(e.g. print, broadcast media, labeling, packaging, internet, new technologies 
and sponsorship) and including consumer and trade promotion, 
merchandising and point of sale material." 

Communications do not include: 

non-advertising materials or statements to the media, government 
agencies or the public about issues of societal concern such as the 
risks or benefits related to the consumption of Beverages and 
educational messages about responsible drinking or the role of 
alcohol in society. 

Commercial Communications should: 

be legal, decent, honest and truthful and conform to accepted 
principles of fair competition and good business practice ; 

be prepared with a due sense of social responsibility and be based on 
principles of fairness and good faith ; 

not in any circumstances be unethical or otherwise impugn human 
dignity and integrity. 

1. MISUSe 

Commercial Communications should not encourage or condone 
excessive or irresponsible consumption, nor present abstinence or 
moderation in any negative way. 

Commercial Communications should not show people who appear to 
be drunk or in any way imply that drunkenness is acceptable. 

Commercial Communications should not suggest any association with 
violent, aggressive, illegal, dangerous or antisocial behavior. 

Pernod Ricard - 12, place des Etats-Unis - 75783 Paris cedex 16 - France 
+ 33 1 41 00 41 00- www.pernod-ricard.com 
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Commercial Communications should avoid any association with, 
acceptance of, or allusion to drug culture or illicit drugs. 

For all print, TV, cinema and digital advertisements a responsible 
drinking message (RDM) shall be included. The RDM must be clearly 
legible and noticeable on the advertisement. For digital media, the 
application of this rule is discussed further in the annexed digital 
guidelines. Unless technically not feasible, to ensure legibility and 
visibility the RDM shall 

" be prominent, horizontal and affixed in a clearly visible place 
" be in a font and/or colour which clearly contrasts with the 

background, 
" be of a height of letters equal to 1/100 of the overall sum of 

height and width of the advertisement if no other stricter 
minimum size is required by the industry or any law regulation. 
If the RDM consists of or include a logo, it should be of an 
appropriate size to ensure legibility. 

The responsible drinking message should be expressed in the language 
most easily understood by the target audience and adapted to local 
situations. In the EU, all print local advertisements and POS materials 
will also include the website address of the self regulation website for 
consumer information (e.g www.drinkaware.uk www.disfruta-de-un
consumo-responsible. es or http://www. responsibledrin king .eu 
http://www.wineinmoderation.eu). If this web address is self speaking 
an additional responsible drinking message remains possible but is not 
mandatory on the advertisement. 

Commercial Communications should not be aimed at minors nor show 
minors consuming Beverages. 

Commercial Communications should only promote Beverages in print 
and broadcast media for which at least 70% of the audience are 
reasonably expected to be adults 18 years or older. They should not 
promote Beverages in print and broadcast media, or events for which 
more than 30% of the audience is known or reasonably expected to be 
minors. 

1 Minors can be defined for this Code as: "Young people below 18; or higher when national 
legal purchase age requires". 

Pernod Ricard - 12, place des Etats-Unis - 75783 Paris cedex 16 - France 
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2.3 Commercial Communications should not use models and actors who 
are not at least 25 years of age. 

Commercial Communications should not use objects, images, styles, 
symbols, colors, music and characters (either real or fictitious, 
including cartoon figures or celebrities such as sporting heroes) of 
primary appeal to children or adolescents. 

Commercial Communications should not use brand identification such 
as names, logos, games, game equipment or other items of primary 
appeal to minors. 

Drinking and Driving 

Commercial Communications should not suggest that the consumption 
of Beverages is acceptable before or whilst driving motor vehicles of 
any kind, including speed boats, jet-skis, snow-mobiles and airplanes. 

Any association of our brands with motor sports must be managed 

carefully. In particular will refrain from any alcohol brand 
advertising on circuits, cars or pilots in action. 

Commercial Communications should not suggest that the consumption of 
Beverages is acceptable before or whilst operating potentially dangerous 
machinery, or with undertaking any potentially hazardous recreational or 
work- related activity. 

Health Aspects 

Commercial Communications should not claim that Beverages may 
have therapeutic properties and that their consumption may help 
preventing, treating or curing any human disease. 

Pernod Ricard - 12, place des Etats-Unis 75783 Paris cedex 16 - France 
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5.2 Where permitted by law, Commercial Communications using truthful 
and accurate factual statements about carbohydrate, calories or other 
nutrient content may be appropriate in some circumstances. 

6.1 Commercial Communication should not show pregnant women drinking 
or aim at women who are pregnant. 

1. 

Within the EU all bottles will include the pregnancy logo 
currently used in France (except if another prescribed and mandatory 
message is required). 

Commercial Communications should not create any confusion as to the 
nature and strength of Beverages. 

Commercial Communications may present information for consumers 
on alcoholic strength but should not emphasize high alcoholic strength 
as a dominant theme in any brand communications materials. On the 
other hand, messages may not imply that consuming Beverages of low 
alcohol content will avoid abuse. 

Commercial Communications should not create the impression that 
consumption of beverages enhances mental ability or physical performance 
or has an energizing effect, e.g. when engaging in activities requiring 
concentration in order to be safely executed. 

Commercial Communications should not suggest that the consumption of 
Beverages is a requirement for social acceptance or success. 

Pernod Ricard - 12, place des Etats-Unis - 75783 Paris cedex 16 France 
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10.Sexua1Success 

Under no circumstances should Commercial Communications be 
unethical, offend against generally prevailing standards of taste and 
decency or otherwise impugn human dignity and integrity. 

Commercial Communications should not suggest that the consumption 
of Beverages enhances sexual capabilities, attractiveness or leads to 
sexual relations. 

Any use of an image of a nude man or woman must be in good taste 
and appropriate for the brand message being conveyed. Commercial 
Communications should avoid the use of graphic, lewd or gratuitous 
nudity. 

For all Brands, special care must be taken with new products and related 
marketing activities. 

"New products" includes entirely new to market as well as existing 
products which a substantial change in labeling, packaging, or flavor is 
proposed. 

New products and their related marketing activities should not be 
directed at or primarily appeal to underage persons. New products 
and their related marketing activities should not be associated with the 
use of codes, terms, symbols or words associated with the youth 
culture. 

New products and related marketing activities should not imply that 
they are intended to be consumed excessively. 

New products and their related marketing activities should not lead to 
confusion with non-alcoholic beverages. The alcohol content should be 
indicated in a clear visible place and of an appropriate size to ensure 
legibility. 

Pernod Ricard - 12, place des Etats-Unis - 75783 Paris cedex 16 - France 
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11.5 Pernod Ricard should not produce any beverage alcohol product that 
contains excessive amounts of added stimulants (1) and should not 
market any beverage alcohol product or promote any beverage alcohol 
combination as delivering energizing or stimulating effects. 

As far as compliance with Pernod Ricard Code of commercial 
communications is concerned, the Internal Approval Panel will review 
any new product. Such review should be supported by any marketing 
brief that describes the manner in which the new product is planned to 
be marketed and promoted (the consumer insight, target group ... ) 

(1) According to the research review made for ICAP (Neil Ward consulting 
ltd) , doses of caffeine are considered as low to moderate under 
200mg/l and have no reverse effects on health. Pernod Ricard advises 
to stay in those limits. 

If further advice is required on the understanding or interpretation of the 

provision of this Code, employees should contact members of 
the Internal Approval Panel for Commercial Communications. 

All Commercial Communications must be in keeping with both the letter and 
the spirit of all national applicable laws, regulations and self-regulatory codes 
of practice. 

Marketing Executives should ensure that external consultants 
such as advertising, marketing, public relations and sponsoring agencies, are 
aware of the Code of Conduct and this guidance in particular. 
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The Code is further clarified and explained in the attached Annexes that 
include specific guidance : 

For Internet brand activities lAnnex1J 

Sales promotions lAnnex 

SponsorshiP Ulnnex 31 
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Digital activity is a channel within overall communications. As 
such it is included within the Code for Commercial communications. However, 
there are a number of areas where the nature of the medium requires clearer 
guidance, which is why these guidelines have been developed. 

It should be noted that some issues (such as taste and decency) are fully 
covered by the and are 
therefore not specifically covered here. Compliance with this code remains 
mandatory. 

There are a variety of guidelines available within the spirits industry 
regarding digital communications activity (for example, Discus, EFRD, 
Portman Group). These tend to be geographically delineated but have a 
strong degree of overlap. 

A lot of work on the internet is intended to be global in nature and even work 
intended for one particular market can usually be viewed elsewhere. 

The guidelines represent an attempt to distill the different 
guidelines into a common standard to be used by all companies 
across all markets. Nonetheless those responsible for digital communications 
need to work with local markets to ensure that they comply with all relevant 
legal restrictions and regulatory guidelines. If there are any apparent 
contradictions between local regulations and these guidelines please check 
with Armand Hennon or Rick Connor for clarification. 

There are three major areas where guidelines prevail and, for ease of 
reference and quicker initial delivery, each of these will be the subject of a 
separate guidelines paper. 

Ensuring a responsible approach is taken, particularly towards those 
below the legal drinking age 

Ensuring that email communications respect privacy and that all 
commercial communications are readily identifiable as such. 

Ensuring proper control of the Intellectual property issues connected with 
our use of digital media 
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The International Centre for Alcohol policies has a useful list of age 
regulations by country. 
It can be found at :..=!~==~~=.:.=~~=-:,;"""'~=~'-'-"'-'~"'-· 
Their main site is :..=J=.;...=~=~= 

The Discus guidelines (USA) can be found at 

The Portman Group (UK) guidelines can be found at 
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PR digital guidelines paper 1: Ensuring a responsible approach is taken, 
particularly towards those below the legal drinking age 

All websites operated by with the exception of those pertaining 
to corporate financial issues, must carry an age affirmation page (sometimes 
referred to as LDA or LPA or AVP page). Precise details of what such a page 
includes can be seen in appendix A. 

All websites and other brand owned or sponsored sites ( eg Facebook pages, 
Twitter Feeds, Apps etc) should contain a Responsible Drinking Message 
(RDM). Detailed requirements for the RDM are shown in Appendix 1F. Please 
note that from May 2012 the RDM needs to be shown on both the AAP and 
the Home page of all brand websites. 

Paid for space and produced editorial or commentary can only 
appear on sites where at least 70% of the audience is aged 18 or above. In 
countries where the legal purchase age of alcohol is above this (e.g. in the 
USA it is 21) then that is the age at which the 70% figure applies. Appendix 
B gives details of the process used to determine whether or not a site meets 
the required age profile. (Elsewhere in this document this rule is referred to 
as "the 70% rule"). 

Please note that for the UK the rule is 75% of the audience should be 18 or 
above. In the USA, the rule is 71.6% of the audience should be aged 21 or 
above. These strictures apply to all aspects of the "70% rule" in these 
Guidelines. 

Paid for advertising which has a significant interactive content (e.g. rich 
media banners with a game element) are likely to require an age affirmation 
device. This should be discussed on an individual basis with PR Holding (Rick 
Conner/Armand Hennon). 

Any material designed for sharing, irrespective of where it is placed, must 
carry an appropriate warning that it should not be shared with anyone under 
the age at which it is legally permitted to purchase alcohol in the country of 
viewing. This will be referred to throughout this document as a "download 
advice notice". 
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All video footage that can be shared or downloaded must carry a beginning 
frame that carries an age warning "this material relates to the promotion of 
alcohol and should not be viewed by anyone below the legal age of alcohol 
purchase in the country of viewing" (please note that whenever TV 
commercials are put onto sites they should carry this frame irrespective of 
whether it is intended that they should be downloaded). 

Groups or channels that are run by on third party websites (for 
example a Facebook Page or a YouTube channel) should wherever possible 
ensure that all members are aged over LDA. No group or channel should be 
run by or its agents unless the site meets the 70% rule 

regarding audience profile. Nor should engage with any group 
or channel that does not meet the 70% rule. Where it is not clear that 100% 
of the viewers are aged over LDA then a notice must be posted that the 
material shown is only intended for those over legal drinking age. Specific 
guidelines for some of the main channels are shown in appendix C 

User Generated Content may not be directly uploaded to any 
owned or controlled website (or page) but must be reviewed before it 
appears (pre-moderated) and be in line with the guidelines given in appendix 
D. In a small number of cases it may be acceptable for User Generated 
Content to be post moderated (i.e. reviewed within a short period after it has 
been posted). In these circumstances there must be minimal risk of 
inappropriate posting and a significant disadvantage to pre-moderation. This 
must be reviewed and agreed by Rick Connor or Armand Hennon in advance. 

All models or actors appearing on any PR controlled site or part thereof must 
be (and appear to be) over the age of 25. 

No images, including any User Generated Content, of anyone who is or 
appears to be below the age of 18 and involved in drinking alcohol may be 
shown on any site (or part thereof) within control. (In some 
markets there are stricter local controls in place. Please see the three 
paragraphs below. If there are stricter rules pertaining in your market please 
follow them. If you are in any doubt please refer to Rick Connor or Armand 
Hennon). 

For sites which are designed to appeal to a predominantly USA audience, no 
images, including user generated content, may show anyone (whether or not 
involved with drinking alcohol) who is or appears to be below the age of 21. 
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For sites which are designed to appeal to a predominantly UK audience, no 
images, including User Generated Content, may show anyone involved with 
drinking alcohol who is or appears to be below the age of 25. 

In the preceding two paragraphs, a site will be considered as 
"predominantly" intended for a specific country if 50% or more of the traffic 
comes from that particular country. 
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Appendix 1 A- Age Affirmation page details 

All first-time visitors to the brand site (or other location where an AAP is 
required) should be required to navigate an Age Affirmation Page (AAP) 
unless they are being referred from a website which itself is age-protected to 
a similarly rigorous standard. This includes traffic generated from pay per 
click search engines, natural search campaigns and display advertising 
campaigns. 

The method of age affirmation should require the visitor actively to input 
their date of birth including day, month and year. These should not be 
prefilled with example dates. 

Users should be asked to select their country of location from a drop down 
list. Alternatively they may be asked to tick a box to confirm their country of 
location based on their IP address. 

Access must then be blocked to any visitor below the age of 18. In countries 
where the legal purchase age of alcohol is above 18 (eg in the USA it is 21) 
then visitors below this age must be blocked. Blocked visitors should be 
given an appropriate message and/or directed to an appropriate alternative 
site (e.g. drinkaware.co.uk, acceptresponsibility.org, centurycouncil.org). If 
they are not directed elsewhere they should not be able to easily back click 
and re-enter a different date of birth. 

Visitors may be invited to set-up a "Remember me" option to facilitate easier 
access to the site in future but this invitation should be accompanied by a 
reminder to the visitor to consider the appropriateness of this option if the 
computer is shared with someone aged under legal purchase age. 

Direct electronic communications to registered members only may contain a 
link allowing direct entry to the site (i.e. by-passing the AAP). 

Where possible AAPs should carry a Nanny Tag. This is a hidden label, known 
as meta data, that described the site's content in a format that software like 
NetNanny can understand. This software is used by parents to control web 
browsing activity of their children. More information can be obtained from the 
Family Online Safety Institute \2'2-'=~~~,~~, 
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AAP pages, like all website pages should carry Terms and Conditions and a 
Privacy policy. 

All AAP pages must carry a prominent responsible drinking message and a 
link to a consumer information website on responsible drinking where 
available (in Europe this should be www.responsibledrinking.eu and in the 
USA www .discus.org/responsibility). Further requirements regarding the RDM 
can be found in Appendix 1F 

Visitors to the AAP may be below legal purchase age and thus they may not 
be shown marketing messages. A minimal reference to the brand (for 
example a small product shot or logo is permitted. 

Corporate websites, intended to communicate company information rather 
than to promote a particular brand(sL do not need to feature an age 
affirmation page. However if there are sections within these sites dedicated 
solely to brands then these sections should have an AAP. 
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Appendix 1 B - Checking site profiles 

In determining whether a particular third-party website is a suitable vehicle 
for alcohol marketing, companies should refer to the following sources, in 
order of reliability: 

Syndicated data source - This should generally be seen as the most 
reliable evidence of a website's audience profile. The most appropriate 
indicator is the most recent three months site average of available 
audience data of unique visitors (where seasonal fluctuations are evident 
the previous year's data should also be taken into account, if available). 
Companies should be aware, however, that some syndicated sources do 
not cover all ages (for example, some suppliers' data currently does not 
include individuals aged under-15). These sources should therefore be 
used with caution and allowance made for unrecorded visitors aged 
under-18. 

Independent demographic survey - If a website is not measured by a 
syndicated data source, or the source does not provide convincing 
evidence of whether or not the 70% threshold has been met, companies 
should ask the website publisher to provide evidence of the age profile 
measured through an independent demographic survey. 

"Registered user" database - If neither of the above sources are 
available, or these data do not clearly demonstrate whether or not the 
70% over-18s threshold has been met, but the website publisher 
operates a "registered user" database incorporating an age confirmation 
element, companies should use this as evidence of the likely age profile 
of overall visitors. 

If a site does not meet the 70% threshold but it operates a registered user 
database and has the ability to target users demographically with 
advertisements based on the date of birth they gave when registering, a 
company may place an advertisement as long as it is seen only by those 
registered as over 18. 
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In the event that none of the above is available, for example because it is a 
non-permanent (e.g. event-specific) website, a company should place 
marketing content only if either the website is age-protected to at least a 
similar standard as that expected of alcohol brand websites or it is entirely 
satisfied that the website unquestionably is targeting an adult audience and 
runs no risk of attracting a significant proportion of under-18 visitors 
following a review of: 

the (proposed) content of the website; 

comparable websites; 

data provided by the publisher regarding the target audience; 

any other relevant factor. 
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Appendix 1 C - Detailed guidelines for some specific communication 
vehicles 

Where there is an age requirement included in the service ( eg !Tunes has a 
17+ option) the application must only be available in 21+ or closest to that. 
If there is no age requirement specified by the service or it is below 21 + then 
there must be an additional notice stating that the application should only be 
downloaded by those of 21 years or over. 

Where access to an application is limited to a specific country then the age 
requirement may be the higher of LPA or 18 years. 

If the service can prevent users who do not meet the age criteria from 
downloading the application then this should be enacted. 

Applications must have an age affirmation in the app itself that shows the 
first time it is used. It does not need to be repeated each time the app is 
used. 

Applications must have a responsible drinking message visible "above the 
fold" on either the Welcome screen or the Home Screen. Detailed 
requirements can be found in Appendix 1F 

All PR blogs should be located on a site that has an AAP. 

PR or its agents should only make comments on blogs where there is a 
reasonable expectation that at least 70% of the audience is aged over 18 (21 
if the blog is of US origin). 

All PR blogs should carry a Responsible Drinking Message within the blog 
introduction. Detailed guidelines can be found in Appendix 1F 
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Blue Tooth messaging should link directly to an AAP unless it is being only 
used in areas where the audience is restricted to those of legal drinking age 
(e.g. Clubs and bars). 

PR and its agents may only Instant Message to recipients who are registered 
users of a specific club or group (eg Glenlivet guardians) and have already 
affirmed their age as a part of that registration. 

Advertising on Twitter is subject to the 70% rule. 

Branded Twitter Feeds should be age gated. This is possible using the Vitrue 
system. 
Branded Twitter feeds should carry a responsible drinking message within 
their introductions. This should be in the same font, colour and size as the 
rest of the introductory text. 

Twitter Feeds must contain a notice on their home page saying that the 
content is only intended for viewing by those over the legal age of purchase 
in their country of residence or viewing (whichever is older). 

Please note there is a checklist outlining the key elements necessary in 
developing a Twitter feed prepared by the Holding and Brand Company legal 
teams. 

Third party mobile sites which are used for advertising must meet the 70% 
rule. 

Marketing material (e.g. sweepstakes) which is accessed via a mobile phone 
must carry an age affirmation page. 
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Direct messaging to mobile devices may only be undertaken to recipients 
who are confirmed that they are over the legal age of alcohol purchase (for 
example they may be part of a registered club). Phone (device) registration 
data is not considered acceptable as in many cases a minor's phone is 
registered to their parent. 

Advertising within third party games can only be run if the audience to the 
game can reasonably be shown to be within the 70% rule or sales of the 
game are restricted to 18+ (21+ in the USA). If you are intending to 
undertake this type of activity please speak to PR Holding first (Rick 
Connor/Armand Hennon). 

"Advergames" are permissible but the distribution of these games must be 
through websites that have AAP's and they must also contain a warning that 
they are intended only for those of LPA or above. 

should avoid sponsoring specific groups on Flickr and other 
similar sites if they do not have the ability to premoderate the content or 
guarantee to remove inappropriate content within a 24 hour window. 

Hl~ftllln and their agents may submit photos to photosites provided that 
they can establish that the site meets the 70% rule and that the photo is in 
keeping with the guidelines on social responsibility (see Appendix D). 

Branded Flickr streams should carry a responsible drinking message. Detailed 
requirements can be found in Appendix 1F 

Branded Pinterest channels are acceptable without age gates but 
any linking from the site should be to a location that is age gated. 
Additionally branded Pinterest pages should contain both a responsibility 
message and a note that material is intended for people over legal drinking 
age. 
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Podcasts should carry a download advice notice and only be located on sites 
which have an age affirmation page. 

(Quick response codes are two dimensional bar codes that when scanned or 
photographed link to a particular website). 

Unless they are situated in age restricted areas (eg clubs or bars) or are 
accessed via an age affirmed website, QR codes should wherever possible 
link to material which carries an age affirmation page. QR codes should be 
accompanied by a notification that the content to be found is intended for 
those over LPA only. 

Should have age affirmation page unless they are in an area that is restricted 
to LPA (eg Clubs or bars) or controlled by a person. If controlled by a person 
they must ensure that anyone using the system is over the legal drinking 
age. 

Relationship marketing is the subject of a separate set of guidelines. 
However, concerning age issues, relationship marketing can only be 
undertaken by registered users who in registering have affirmed that they 
are over LPA. 

Really Simple Syndication feeds allow content to be taken into the users 
aggregator (or reader). The link back to the content requires that the user 
goes through the original site's Age Affirmation Page (although the site may 
utilise a remember me feature). 
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Search Engine links (eg Keywords) must direct users to the age affirmation 
page of the appropriate website. 

Facebook 

Facebook pages should be set up to only be available to anyone over legal 
purchase age. This can be achieved by selecting the "Alcohol Related" Age 
restriction in the Facebook page administration panel under the "Manage 
permissions" category. Additionally they should have a message on the page 
outlining that this page should not be read or accessed by anyone under 
legal purchase age. (Technically this should be unnecessary as the page will 
only be visible to Facebook users over the appropriate age, however the 
message will make it clear to regulators that we are taking a responsible 
attitude to underage drinking). 

and its agents must not directly send material to individuals (of 
any age) to use on a blog or social media page that is directly related to a 
specific Brand (for example a Facebook user Group entitled 
"Chivas Regal lovers". as this may make us liable for other content that 
appears on that page or blog. It is permissible for to put 
material on a publicly available website (subject to age affirmation) that can 
be downloaded and reused on such blogs or social media pages provided that 
such material is accompanied by the appropriate download notices. 

It is permissible for and its agents to send material to bloggers 
and writers for use on more general sites (eg "World of Whisky") where there 
is no risk of confusion that such a site or blog may be belong to, or be wholly 
sponsored by, 

and its agents may only communicate with other Facebook 
groups or individuals if they have good reason to believe that the audience to 
that site meets the 70% rule. 
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All user comments should be checked within one business day and 
inappropriate material (see Appendix 1D) removed forthwith. 

All brand pages should include a RDM on the cover photo. A 
Responsibility tab that includes a "Responsible Drinking Pact" that sets out 
responsible behaviours to be followed by Facebook users when posting 
content (comment, photos/ videos etc.) shall be added within the first 4 tabs 

(ie immediately visible) to all brand pages of 

A Responsible Drinking Pact template for is attached hereto as 
Appendix 1E. It is recommended to use this template. This template and the 
name of the document may nevertheless be adapted by brand companies 
and market companies in accordance with local customs and considerations. 

Please note there is a checklist outlining the key elements necessary in 
developing a Facebook page prepared by the Holding and Brand Company 
legal teams. 

The principles behind the Facebook regulations should be applied to other 
social network sites wherever possible. 

Advertising on social network sites is subject to the 70% rule. 

Additionally, where it is possible to limit advertising to those over the age of 
18 (or LPA if higher than 18) then this should be done. 

Any sponsored locations should carry a message that this material is for 
viewing only by those of legal purchase age. All sponsored locations should 
carry a responsible drinking message. (see Appendix 1F for detailed 
requirements) 

Any downloadable material should carry a download advice notice. 

When someone passes directly from one of our sites with an age affirmation 
page to another of our sites, they may bypass the age affirmation page on 
the second site. 
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All video material placed on this type of site should have an age warning at 
the beginning irrespective of whether or not it is intended to be downloaded. 

and its agents should only upload material to sites which meet 
the 70% rule. 

Wherever possible branded video channels should be age gated or restricted 
to registered viewers of legal drinking age. 

If a channel cannot be age gated it must not solicit UGC or contain 
applications for downloads. 

All branded video channels should contain a responsibility message within 
their introduction of the same font colour and size as the rest of the 
introductory text. (see Appendix lF for detailed requirements) 

Please note there is a checklist outlining the key elements necessary in 
developing a Youtube channel prepared by the Holding and Brand Company 
legal teams. 

Branded materials may only be used within virtual worlds which meet the 
70% rule. 

Attention should be paid to how branded materials might be utilised (nb taste 
and decency issues) by users of the virtual world. All proposed activity in 
virtual worlds must be discussed and agreed in advance with Armand Hennon 
or Rick Connor. 

""'""'"'"'"'should only participate in Wiki's which meet the 70% rule. 
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Appendix 1 D- Standards user generated content 

We ensure all our marketing communications are socially responsible and in 
line with industry codes of practice. This means that all content posted by 
users of this site must comply with the following rules: 

,. It must not glorify the alcohol strength, relatively high alcohol content or 
intoxicating effect of a drink; 

It must not associate a drink with bravado or with violent, aggressive, 
dangerous or anti-social behaviour; 

It must not suggest any association with, acceptance of or allusion to, 
illicit drugs; 

It must not associate a drink with sexual success; 

It must not suggest that drinking can lead to social success or popularity; 

It must not encourage illegal, irresponsible or immoderate drinking; 

It must not encourage "down-in-one" consumption; 

It must not have a particular appeal to those under legal purchase age; 

It must not suggest that a drink can enhance mental or physical 
performance; 
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Appendix 1 E- Responsible Drinking Pact 

ESPOf\JSI LE R NKII\JG PACT 

[Brand company or Market company] and all companies within the Pernod 
Ricard group carry on a long-standing tradition of dedication to responsible 
drinking. 

Through a broad range of initiatives, often in partnership with a wide range 
of organizations, including industry associations, regulators and public 
authorities' representatives, Pernod Ricard and its affiliates are deeply 
committed to promoting responsible drinking and discouraging misuse of our 
products. 

As a consequence of our commitment to promoting responsible drinking, we 
hope you understand that we expect that fans will not post any comments, 
photos, videos and other type of content ("Post") which: 

features any people who are or appear to be under the legal drinking 
age, including featuring any people who are associated with drinking, 
who are not, or who do not look, over legal drinking age [25 years old for 
sites designed to a predominant UK audience]; 

is made by someone under the legal drinking age; 

encourages underage purchase or drinking of alcoholic beverages or 
illegal, irresponsible or immoderate drinking; 

promotes over-consumption or condemns or criticizes in any way anyone 
who chooses not to drink alcohol; 

portrays irresponsible drinking in a positive light or associates drinking 
with driving, operating any kind of machinery or engaging any kind of 
dangerous activity; 

implies alcoholic beverages have any physical, psychological, intellectual 
benefits or contributes to sexual success; 
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implies alcoholic beverages gives confidence or helps to overcome 
individual or social problems; 

glorifies the alcohol strength, relatively high alcohol content or 
intoxicating effect of a drink; 

mentions drinking alcohol in relation to any kind of illegal, antisocial, 
dangerous, aggressive or violent behavior. 

Should your Post be not compliant with the here above, you understand that 
we will remove it. 

We believe responsible drinking is consistent with the maintenance of a 
balanced and positive lifestyle for most adults who choose to drink. 

For more information on our commitment for responsible drinking, please 
visit [any URL of the Group dedicated to responsible drinking and/or 
www.responsibledrinking.eu and/or www.discus.orgjresponsibility and/or 
local page dedicated to responsible consumption]. To provide feedback on 
how we can improve these efforts, do feel free to leave your comments here 
below! 
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Appendix 1 f- Responsible Drinking Message 

All Pernod Ricard marketing communications (e.g. websites, advertisements, 
apps should contain a responsible drinking message. The precise text of the 
message may be varied but should advocate responsible drinking. The 
message can use the brand name but should not use the brand logo. 

On brand websites the RDM must appear on both the AAP and the Home 
page. On applications it must appear on either the Welcome screen or the 
Home page. The RDM should always appear "above the fold" (i.e. visible 
without the need for the page to be scrolled) on an average sized laptop) 

On Facebook pages, the RDM must be shown on the Cover photo. In addition 
there must be a "Responsible Pact" tab (it does not need to be named Pact 
must it must clearly relate to responsibility). This tab must be one of the first 
four tabs and therefore immediately visible on the page 

The message can appear in two different forms. On advertisements and 
websites it appears as a line of copy. The letter height is subject to a specific 
formula (outlined below) and the text should be in a contrasting colour to the 
background to ensure good visibility. 

letter Height 

As a general rule the height of the letters should be 1/100 the addition of the 
width and the height of the communication size. (rounded to the nearest 
whole pixel) For example on the cover photo of a Facebook page, the cover 
photo is 851 x 315 pixels. The letter height of the RDM should therefore be 
12 pixels (851+315)/100. 

However in some instances this gives an RDM that is too small to be legible. 
The table below therefore gives the required sizes in pixels for standard IAB 
ad units: 
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Ad size Required Size (pixels) 

88 X 31 Button - no RDM 

120 X 60 No RDM if click through 

160 X 600 10 
300 X 600 10 
180 X 150 10 
180 X 160 10 
728 X 90 12 
970 X 90 12 
300 X 250 13 
550 X 480 13 
970 X 250 13 
300 X 1050 14 
850 X 550 14 

All sizes shown in Pixels 

On sites where there is no opportunity to add a line of copy then the 
responsible drinking message should be included in the introductory text. In 
these instances the text should be in the same size, colour and font as the 
rest of the introduction. Examples of sites where the RDM should take this 
form includes (but is not limited to) Twitter, YouTube and FlickR Examples 
are shown below. 
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A 

The nature of Digital media is that there is a very fast pace of change so 
even if there are not specific instructions regarding particular sites please 
ensure that a responsible drinking message is included in all your digital 
marketing comunications in line with the principles above. If you are in any 
doubt about how to achieve this please speak to Armand Hennon or Rick 
Connor. 
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PR Digital guidelines paper 2: Ensuring that eman communications respect 
privacv and that an commercial communications readilv identifiahl 

such. 

The following rules a to the collection nd use of email addresses: 

Email addresses can only be collected if the addressee has clearly been given 
the opportunity to consent to being placed on an email list. This should take 
the form of a box which should be ticked to OPT - IN. The box must be 
actively ticked, so the default should be that the box is left blank. 

All marketing emails must be sent from a functioning email address that can 
accept replies 

All marketing emails must contain the following information: 

Instructions on opting -out from receiving future messages 

Accurate origin/routing information 

The brand or company name and a physical postal address 

If a marketing email has not been given prior consent (ie the recipient has 
not agreed to accept it, by, for example, signing up for a newsletter) then 
that message must be clearly identifiable from its subject heading that it is 
an advertisement or solicitation. 

All requests for opt-outs must be honoured within ten working days after 
receipt. 

a 

As with all material that can be downloaded or forwarded, there should be a 
notice explaining that the recipients of anything forwarded must be of legal 
purchase age in the country in which they are resident. 
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Any email that is designed to be forwarded should contain a message noting 
that persons receiving the message should be of legal purchase age in their 
country of residence. 

Emails designed to be forwarded should take the recipient through an AVP 
before they receive the bulk of the message. Thus for example a forwarded 
message can contain a statement such as "look at this great new film from 
Malibu", but then link to the film via an age verification page. 

If we pay (in cash or in kind) for any material or messages to appear on a 
blog, twitterfeed, Facebook site, website or similar then it must be made 
clear to the reader that that is the case. This is equally true if the payment is 
made via a third party company (such as GoViral or ebuzzing). 

This does not prevent the company or their PR agents sending material for 
review to established bloggers in a comparable manner to press journalists. 

Please also note that the 70/30 age rule applies to blogs where PR or their 
agents are seeding content. 

If a ~~il!!1iKiuii employee or agent makes any form of comment that 

relates to alcohol or any sponsored or funded event then they 
must clearly state that they are an employee or agent of the company. This 
includes comments made on any personal sites. Equally if an employee refers 

to events or uses products, brands or pictures on 
a personal blog, forum or social network, this should be done with a due 
sense of responsibility. 
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PR Digital guidelines paper 3: Ensuring proper control of the Intellectual 
property issues connected with our digital media 

five of 

Only use material which you have the rights to use. As with conventional 
advertising you need to have rights to use all materials this includes such 
things as models/voiceover, music (lyrics, musical arrangement), look and 
feel, background (other people, other brands, household names, books), and 
cinematographers rights. By way of example, please note that photographs 
taken at events need the written consent of all those who are visible within 
them. Two consents from the subjects are required to being photographed, 
recorded or filmed AND to the subsequent exploiting or making public that 
material. Additionally a consent is required from the photographer who owns 
the copyright. 

If you have a time limit to your rights to use something then ensure that it is 
taken down as soon as those rights have ended. 

Ensure that Users are informed that they may only post material to which 
they have the appropriate copyrights. In some instances, for example 
Facebook, this is covered by the terms and conditions of the site you are 
using. 

Ensure that in posting any material that Users give you the right to use it. 
Again, for some sites (such as Facebook) this is included in the terms and 
conditions already. 

Ensure that you have a facility in place whereby people can contact you if 
they feel that you have posted something which contravenes their copyright 
or any other IP right. 

The opportunities offered by digital are increasingly exposing us to IP issues. 
Whenever you are involved with digital content please ensure that you have 
involved your legal team. 
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ANNEX 2- GUIDELINES FOR RESPONSIBlE PROMOTIONS 

These Guidelines for Responsible Promotions are an integral part of the Code 
of Conduct for Commercial Communications. They apply in addition to the 
Common Standards and should therefore be read in conjunction. 

recognizes that promotions are an appropriate and valuable 
marketing tool to: 

enhance customer awareness of a product/brand; 
showcase a new product/brand. 

As with all commercial commun should 

be developed, implemented and managed responsibly; 

never be aimed at underage drinkers; 

never encourage violent, aggressive, dangerous, anti social or illegal 
behavior, drink driving or alcohol misuse; 

never be demeaning to any group in society or otherwise offend 
accepted standards of taste and decency; 

be in full compliance with the prevailing laws, regulations and self
regulatory codes. 

Given the complexity and structure of the beverage alcohol industry and the 
restaurant, retail, bar and hospitality business throughout Europe, the 
manufacturer whose product(s) is/are part of a promotional activity may not 
always be involved in or even aware of that particular activity. This of course 
affects the degree of control - if any the manufacturer can exert over the 
content and tone of such activities. The operator and/or owner of the venue 
where the promotional activity takes place are important parties for the 
implementation of promotional activities. 
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This said, recognizes that it is in its interest and in the interest 
of the society as a whole that beverage alcohol products (hereafter referred 

to as Beverages) are promoted responsibly. therefore commits 
itself to working with the relevant organizations helping to ensure that these 
Guidelines are fully understood and communicated widely in sectors such as: 

retail 
hotels I restaurants I cafes I bars I nightclubs I discotheques 
tourism boards 
educational bodies and institutes from the HORECA industry 
promotion agencies and promotion suppliers 
events producers and organizers 

Promotional activities of Beverages can take place broadly in the following 
types of settings: 

in store (small shops, supermarkets, hypermarkets) 

on-premise (licensed establishments) 

third party events 

in-house (e.g. production facility tours) 

own events in non-traditional locations (e.g. brand-owner sports 
event ; brand's music or dance festivals, train stations, on the beach, 
old industrial sites, spontaneous gatherings/events organized via 
sms) 

private homes of consumers 

As circumstances and settings greatly vary, there is not one rule for 
everyone. These Guidelines, based on the provisions of the Code of Conduct, 
aim to provide practical tips on a number of aspects concerning promotional 
activities: 

setting 
content 
tone 
approach 
audience (age) profile. 
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These Guidelines cover both the actual activity and the supporting materials. 

Basic Principles 

be legal, decent, honest and truthful and conform to accepted principles 
of fair competition and good business practice; 

be prepared with a due sense of social responsibility and be based on 
principles of fairness and good faith; 

not in any circumstances be unethical or otherwise impugn human 
dignity and integrity. 

There should be no form of discrimination of participation on the 
grounds of race, sexual orientation, religion, political inclination etc. 

b. Avoid images, messages or activities which are likely to be considered 
gratuitously offensive or demeaning. 

Ensure that the price for the Beverage(s) is/are known to all 
consumers. 

d. Ensure that the alcoholic nature 1 alcohol content of the promoted 
Beverage(s) is/are known to consumers when the promotional activity 
is being started. 

Commercial Communications should not encourage or condone 
excessive or irresponsible consumption, nor present abstinence or 
moderation in any negative way. 

Commercial Communications should not show people who appear to be 
drunk or in any way imply that drunkenness is acceptable. 

Commercial Communications should not suggest any association with 
violent, aggressive, illegal, dangerous or antisocial behavior. 
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1.4 Commercial Communications should avoid any association with, 
acceptance of, or allusion to drug culture or illicit drugs. 

a. Never encourage irresponsible and excessive consumption of Beverages. 

b. Do not use any "drinking games" that may encourage excessive or 
irresponsible consumption, such as activities which involve either "speed 
incentives" or drinking an excessive amount of Beverages within a short 
period of time. 

Do not serve consumers who are or appear to be uncontrollably excited, 
drunk, aggressive or engage in anti-social behavior. Ensure your staff is 
fully briefed on how to manage consumers who appear drunk, 
aggressive or anti-social. 

d. Do not exercise any pressure on people not willing to participate. 

Do not act negatively towards people who are not interested in the 
promotion. 

f. It is good practice to display a clearly visible and appropriate 
responsible drinking message. 

Ensure none of the aspects of the activity encourages excessive or 
irresponsible consumption (content, language, behavior of promotional 
teams, price/timing etc). 

h. If a promotion or incentive includes a multi-purchase, consumers are 
not encouraged to drink over the national recommendation for sensible 
drinking. 

i. Promotional activities and messages should never encourage 
consumers to engage in risky or potentially dangerous activities or 
behavior. 

2 Minors can be defined for this Code as: "Young people below 18; or higher when 
national legal purchase age requires". 
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Commercial Communications should not be specifically aimed at 
minors nor show minors consuming Beverages. 

2.2 Commercial Communications should only promote Beverages in print 
and broadcast media for which at least 70% of the audience are 
reasonably expected to be adults 18 years or older. It should not 
promote Beverages in print and broadcast media or events for which 
more than 30% of the audience is known or reasonable expected to be 
minors. 

Commercial Communications should not use models and actors who 
are not at least 25 years of age. 

2.4 Commercial Communications should not use objects, images, styles, 
symbols, colors, music and characters (either real or fictitious, 
including cartoon figures or celebrities such as sporting heroes) of 
primary appeal to children or adolescents. 

Commercial Communications should not use brand identification such 
as names, logos, games, game equipment or other items of primary 
appeal to minors. 

a. Never engage in promotional activities inviting people under the legal 
purchase age to participate. 

b. Do not allow people below the legal drinking age to participate. 

Do not carry out the promotion at all if it is reasonably expected that 
more than 30% of the public will consist of people under the legal 
drinking age. In case of doubt, do not go ahead with the activity 
(please check percentages as they may vary from country to country). 

d. Consider using displays to inform consumers that Beverages should 
only be consumed by people over the legal purchase age (please see 
also point f under point 1 Misuse). 

In case of doubt about the legality of the age, ask for proof of age, 
when appropriate (be aware of national laws and regulations regarding 
identity I proof of age requests). 

f. Ensure that none of the aspects of the activity primarily appeal to 
people under the legal drinking age (content, language, cartoons, 
music, celebrities etc). 
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g. Alcohol brands should not feature on children's/adolescent size 
clothing. 

3. Drinking and Driving 

Commercial Communications should not suggest that the consumption of 
Beverages is acceptable before or whilst driving motor vehicles of any kind, 
including speed boats, jet-skis, snow-mobiles and airplanes. 

a. Be particularly vigilant about the participation of consumers who may 
drive following participation, e.g. in a supermarket tasting. 

Consider displaying a "don't drink and drive" message. 

c. Be careful with promotions in venues closely linked with driving (e.g. 
highway stores/restaurants). 

d. While motor vehicles can be used as prizes, great care must be taken 
at the awards ceremony to ensure the vehicle cannot be driven by 
anyone who has consumed Beverages (e.g. vehicle keys can be 
handed over the day after the award ceremony). 

& 

Commercial Communications should not suggest that the consumption of 
Beverages is acceptable before or whilst operating potentially dangerous 
machinery, or with undertaking any potentially hazardous recreational or 
work-related activity. 

Ensure that the promotion does not include or encourage a hazardous 
activity. 

Commercial Communications should not claim that Beverages may have 
therapeutic properties and that their consumption may help preventing, 
treating or curing any human disease. 
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5.2 Where permitted by law, Commercial Communications using truthful 
and accurate factual statements about carbohydrate, calories or other 
nutrient content may be appropriate in some circumstances. 

Ensure that no aspects of the activity imply that the Beverage has any 
properties of preventing, treating or curing a human disease. 

Commercial Communication should not show pregnant women drinking or 
specifically aim at women who are pregnant. 

Commercial Communications should not create any confusion as to the 
nature and strength of Beverages. 

1.2 Commercial Communications may present information for consumers on 
alcoholic strength but should not emphasize high alcoholic strength as a 
dominant theme in any brand communications materials. On the other 
hand, messages may not imply that consuming Beverages of low alcohol 
content will avoid abuse. 

Ensure that participants in the promotion know that alcohol is involved. 

b. Do not use drink-delivery methods I gimmicks which might confuse or 
mislead the consumer as to the amount of alcohol they are consuming 
(e.g. alcohol sprays. vaporizers). 

Performance 

Commercial Communications should not create the impression that 
consumption of beverages enhances mental ability or physical performance 
or has an energizing effect, e.g. when engaging in activities requiring 
concentration in order to be safely executed. 

a. Do not encourage or promote drinking prior to engaging in sports. 
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b. NEW: Do not initiate joint promotions with energy drinks and marketed 
as such. 

Social Success 

Commercial Communications should not suggest that the consumption of 
Beverages is a requirement for social acceptance or success. 

Under no circumstances should Commercial Communications be 
unethical, offend against generally prevailing standards of taste and 
decency or otherwise impugn human dignity and integrity. 

Commercial Communications should not suggest that the consumption 
of Beverages enhances sexual capabilities, attractiveness or leads to 
sexual relations. 

No sampling of Beverages should be offered to minors; it is allowed at 
licensed or private premises, trade fairs or occasions in accordance with local 
regulations. 

It should be noted that the provisions of the Code and the guidance given in 
this guidelines for promotions also apply to sampling, i.e. informing the 
consumer about what they are to sample, alcohol strength, not sampling 
someone who is drunk, where people are potentially participating in risky or 
dangerous activity or where they potentially engage in anti social behavior 
etc. 

I 

Promotions involving drinking vessels, gimmicks, sprays or other 
drink dispensing mechanisms which either 

3 Sampling includes tasting 
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Encourage excessive drinking 

And/or mean that consumers cannot readily tell how much alcohol 
they are consuming (e.g. squirt guns, AWOL machines). 

And/or mean that consumers do not have control on the amount of 
alcohol they are consuming, or the speed of delivery (free-pour 
luges, 'dentist chairs'). 

Drinking vessels, gimmicks or drink-dispensing mechanisms with 
medical or pharmaceutical connotations, e.g. syringes, test tubes. 

Promotions which involve religious or other symbols and references 
which could cause offence in the context of an alcohol beverage 
promotion. 

Sweets or children's confectionary: no confectionary/treats that are 
primarily associated with children; adult confectionary is acceptable, 
liqueur chocolates, dark chocolate, if in doubt sales data should be 
looked at to ensure adult audience. 

Prize giveaways and games primarily appealing to underage. 

Drinking games and/or games that can encourage irresponsible 
consumption. 

Seduction games with a sexual content or connotation. 

Inflatable e.g. doughnuts, lilos, inflatable beds/pillows, chairs, etc 
likely to be used in the water should not be primarily appealing to 
underage. 

Clothes in children's sizes or any reference thereto, 

Sex toys 

Branded condoms 

Hangover cures 
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a- ISIRSHIP IIIIRIIES 

l 

treats sponsorship with the same due diligence and great 
respect for maintenance of the high standards of responsibility that they 
apply to all other marketing disciplines. 

Sponsorship for the purpose of these guidelines means any commercial 
agreement by which a sponsor, for the mutual benefit of the sponsor and 
sponsored party, contractually provides financing or other support in 
order to establish an association between the sponsor's brands or 
products and a sponsorship property in return for rights to promote this 
association and/or for the granting of certain agreed direct or indirect 
benefits. 

The Code of Conduct along with these complementary guidelines apply 
to the overall sponsorship agreement, including any sponsored event 
material carrying the sponsor's logo or trademark for the duration of 
the sponsorship agreement. 

PB:I~IIIOID nlltitnlu should not engage in sponsorship agreements unless at 
least 70% of the audience for the event (meaning those attending the 
event and the audience for broadcast media coverage of the event) 
are reasonably expected to be 18 years of age or older. It is the 
sponsor's responsibility to demonstrate that this requirement has been 
met. 
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Sponsorship by to assist programs encouraging social 
responsibility or discourage underage drinking is covered by the Code 
of Conduct and this guidance and shall not be in breach thereof. 

Sponsorship in any field may be accompanied by an activity or 
message promoting responsible drinking behavior. 

shall require sports sponsored parties not to feature 
alcohol branding on children's size replica sports items, but instead to 
offer such items without alcohol beverage branding. 

No branded merchandise associated with a sponsorship should be 
aimed at those under legal purchase age or have a particular appeal to 
them beyond the appeal the merchandise has for the adult public. 

will not sponsor junior sports teams, junior sports 
leagues or junior cultural events, such as musical/talent contests or 
awards primarily for people under 18 years old (the term 'junior' 
meaning those under 18 years of age or under legal purchase age 
where this may be higher than 18). However, an adult oriented 
cultural or sports event meeting the 70% over-18 threshold (e.g., city 
orchestra or opera) may be sponsored even if it should turn out that a 
small number of the performers are under 18 years old. 

With respect to sponsored sports or activities that could be considered 
dangerous, there should be no suggestion that players/performers 
consume alcohol before or while performing, or that alcohol 
consumption enhances their performance in any way. 
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Internal control of commercial communications' procedure Pernod Ricard 

Mandatory for the 18 
strategic brands & 

18 key local brands 

The control's scope: 

ADVERTISING 

INTERNET 

SPONSORSHIP 

NEW PRODUCTS 

Recommended if any 
doubt: 

PROMOTIONS 

Green assessment 

approved without 
any restriction 

Design of the campaigns by the marketing 
teams and the communications agencies. 

Campaigns submitted to the Internal 
Approval Panel by the brand companies 
and the market companies. 

~ 
Deliberations of the Panel given within 
maximum 7 days. 

The panel assessment is formalized: Summary 
form filled in for every commercial campaign 

assessment: 

approved subject to 
modifications 

Red assessment: 

rejected + must be re
submitted 

I l I 

« copy advice » submission 

Confidential advice 

Reporting :A monthly report of the campaigns controlled is submitted to the Com ex 

Yearly eXternal audit 
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