


10. DB has a proven track record of supporting and encouraging responsible consumption 
of alcohol, both bilaterally (through initiatives such as the Enjoy Heineken Responsibly 
campaigns) and multilaterally (through initiatives such as The Tomorrow Project and 
Cheers!). The vast majority of DB's beers and ciders are in the range of 4-5% ABV and 
DB produces both the market leading low alcohol beer (Amstel Light) as well as the 
most recent low alcohol beer on the market in DB Export Citrus (2% ABV). 

11. DB is a large part of the New Zealand brewing industry which contributes a total value 
chain from grain to glass in New Zealand of around $2,200,000,000 and directly 
contributes over $700m per annum to New Zealand's GOP. The brewing industry alone 
contributes around $600million per annum in taxes (excise, HPA levy and GST on 
purchases). 

12. DB is a responsible producer that has operated in New Zealand for a long time. DB is 
under no illusions around the harms of alcohol abuse and is committed to being part of 
the solution. We do not resist further advertising restrictions out of fear for our bottom 
line; we resist them because we do not believe they will be effective in reducing harmful 
drinking. We will continue to spend a material proportion of our marketing budgets on 
encouraging responsible consumption; we will continue to build awareness for 
responsible consumption and we will continue to support initiatives that we believe 
tackle the problem head-on. 

C. SUBMISSION DETAIL 

Further restrictions are not appropriate based on the evidence. 

13. DB submits that further alcohol advertising restrictions are not appropriate as: 

(a) the evidence shows alcohol advertising is not linked to consumption, let alone 
harmful consumption; 

(b) the new advertising offences in the Sale and Supply of Alcohol Act 2012 
(SSAA) as well as the revised ASA Code of Advertising and Promotion of 
Alcohol (Advertising Code) have only recently come into effect and need time 
before they can be evaluated properly; and 

(c) further restrictions on alcohol advertising and sponsorship will not materially 
impact on harmful drinking but will materially impact the economy and 
moderate drinkers (who form a much higher proportion of society than those 
who abuse alcohol). 

Adverlising is about brand choice, not consumption. 

14. The objective of advertising and sponsorships (particularly in mature markets such as 
New Zealand) is not to drive consumption but to drive brand choice - i.e. it is not about 
getting people to drink more beer, it is about getting them to drink our beer. 

15. Statistics and experience from overseas (such as Norway) indicates that banning 
alcohol advertising does not have an impact on levels of consumption. As you can see 
from the graph below, in Norway, which has a total ad ban, consumption has been 
steadily increasing, whereas in Italy where alcohol advertising is permitted and self 
regulated, consumption has been decreasing since the 1970's. 



16. A 1999 report by the French Parliament, evaluating the effectiveness of France's 
controversial ad ban ('le Loi Evin') concluded that no effect on alcohol consumption 
could be established (Berger, G. et al., 1999). 

17. In a New Zealand context, you can see from the graph below of advertising spend and 
alcohol consumption over the last 25 years, that there is no causal relationship between 
ad-spend and consumption levels: 

New Zealand Annual Liquor Advertising Spend in 2013 dollars 
with Per Capita Consumption 15+ 
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18. What this graph does indicate is that there are many varying factors for consumption 
levels and that consumption has been relatively flat or decreasing since the early 
1990's, ironically since around the same time that the ban on brand and price 
advertising on radio and TV was lifted (1 February 1992) 1. Consumption levels have 
never gotten near these levels since. 

19. Whilst there may be various reasons for the decline in consumption, we believe this 
does indicate that once the restrictions on brand marketing were lifted, alcohol 
advertising became even more focused on creating and selling brands over price and 
volume. We submit that is exactly what will happen if further advertising restrictions are 
reintroduced - in other words, if advertisers are unable to focus on building value in 
brands, they will have no option but to compete on price and volume alone. 

1 Report of the Review Team on Liquor Advertising on Radio and Television (Wellington, 1994) at 7. 



20. Results from the Ministry of Health's 2012/2013 Annual Health Survey show that 
hazardous drinking rates among young people have actually markedly reduced (from 
35% to 25%) since 2006/2007 (http://www.health.govt.nz/publication/new-zealand
health-survey-annual-update-key-findings-2012-13). Hazardous drinking among adults 
have also come down since 2006/2007 (18% to 15.4%). 

21. Combined with the adspend and overall consumption trends shown in the graph above, 
this demonstrates that in the key period from 2010, adspend has been stable or 
increased, yet overall consumption, hazardous consumption and hazardous 
consumption among young people have all declined. 

22. Stepping away from straight advertising and into sponsorship, the other new piece of 
research since 201 0 that confirms advertising and sponsorship is not linked to 
consumption is the HPA commissioned paper entitled "The culture of alcohol promotion 
and consumption at major sports events in New Zealand" (August 2013). Whilst the 
Heineken Open was recorded as having one of the higher number of alcohol brand 
mentions and visibility, the attitude of attendees towards alcohol was the best of the four 
events surveyed. 79% of participants disagreed that they would drink more at the 
Heineken Open than on an average drinking occasion and 64% of participants 
disagreed that consuming alcohol at the Heineken Open is just what you do. Whilst 
overall we do not agree with the conclusions reached in the paper (nor that they 
necessarily follow from the limited survey data collected), this finding reinforces 
common experience that the attitude towards alcohol at a given event is dictated by the 
overall positioning and management of the event itself and not by whether it has an 
alcohol sponsor. 

23. For a more comprehensive study of the role of alcohol in sport, SPARC's August 2010 
paper 'Alcohol and Sport -What is the nature of the relationship and is there a 
problem?' concluded that: 

"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 ... Based on the actions that 
responsible clubs and sports organizations are already taking, it is evident that sports 
and sports clubs are already part of the solution to managing harmful alcohol related 
behaviors in New Zealand, and there is potential to strengthen this role in future." 

24. There have been numerous research pieces commissioned on both sides of the debate 
since 2010 that support varying viewpoints, but the underlying statistics (including from 
the Ministry of Health) prove that: 

(a) consumption is not linked to advertising; and 

(b) since 2010 (and in fact going back much earlier), harmful consumption of 
alcohol has been decreasing in New Zealand, particularly among young 
people. 

Advertising restrictions have clearly not been the reason for this improvement. DB 
submits that focusing on the drivers of this improvement (such as better public 
education campaigns, stronger enforcement of laws and addressing the role of alcohol 
in the family and the community) is what is required as opposed to introducing further 
broad-brush measures that will impact negatively on the economy and moderate 
drinkers (who constitute the vast majority of the drinking population). 

The new regulations need more time before they can be evaluated properly. 

25. DB submits that the current system of co-regulation (being the advertising offences in 
the SSAA and the Advertising Code) provides the right balance between ensuring there 



is not irresponsible, offensive or excessive advertising whilst preserving producers' 
ability to market their products and freedom of expression. 

26. Given that the new advertising offences in the SSAA only came into force in December 
2013 and the Advertising Code was revised in 2013 (including with new guidance notes 
and social media guidelines), we submit that these new regulations need more time 
before they can evaluated properly and further measures considered. 

27. DB submits that self regulation is effective as responsible companies such as DB are 
very motivated to maintain a good compliance record and do the right thing by the 
public. It is also very costly to withdraw or amend advertising if a complaint is upheld. 
That is why there is such a rigorous pre-vetting process to minimise the risk of 
breaching the Codes. In a very competitive industry, our competitors are always quick 
to highlight any potential breach so it is an effective tool for self-policing the industry. 
Self-regulation achieves all of this without adding excessive added compliance costs on 
advertisers or added costs for the taxpayer if the Government had to administer this 
system instead. 

28. The ASA's Code of Ethics and other codes (such as the Code for Comparative 
Advertising) apply to all producers (alcohol or otherwise) as does the Broadcasting 
Standards Authority (including the BSA's separate pre-vetting process, Commercial 
Approvals Bureau (CAB)). This means that from the time an advertisement is 
conceived through to its eventual broadcast or execution, it will be subject to numerous 
checks, approvals and complaints processes. Without CAB approval an advertisement 
will not be broadcast, and without LAPS approval, an advertisement that is published 
runs a much greater risk of having a complaint upheld against it. 

29. These self-regulatory checks are only one part of the compliance and enforcement 
framework, with the advertising offences in the SSAA there to ensure any serious 
breaches result in fines and suspension or even loss of an operator's liquor licence. The 
general offence in the SSAA of "doing anything that encourages people, or is likely to 
encourage people, to consume alcohol to an excessive extent" (s237(1 )(a)) as well as 
the more recent offence of "promoting or advertising alcohol in a manner aimed at, or 
that has, or is likely to have, special appeal to, minors" (s237(1 )(f)), ensure that the 
Police can step in and prosecute serious cases of abuse which may be inappropriate for 
the ASAto regulate. 

30. These offences have been supplemented by further new offences prohibiting 
advertising heavy price discounts, promoting free alcohol or promotions where you have 
to buy alcohol in order to receive or be eligible to win prizes. These new offences are 
clearly trying to target behaviour that drives consumers into a bar or store. Once the 
consumer is in the bar or store, legislators acknowledge that at that point the consumer 
is likely to purchase alcohol and the decision is solely about what product or brand. 

31. Together with the self-regulatory system, this creates a very efficient and effective 
framework for ensuring alcohol advertising is carried out responsibly with real 
consequences for breaches. The self-regulatory system is user-friendly, often self
policing between competitors and does not impose large costs or administrative burden 
on the Government. The SSAA reserves the Police's rights to step in for more serious 
breaches, particularly in the areas of excessive consumption and appeal to young 
people. The two focus areas that these new offences explicitly target (excessive/heavy 
drinking and the impact on young people) are the exact same focus areas required of 
the Forum at para 7 in the Forum's Terms of Reference. The other two new offences 
(advertising heavy price discounts and advertising promotional giveaways) are focused 
on consumption drivers. 



32. Given the Government has already expressly made prov1s1on for legal offences 
targeting the Forum's focus area in the SSAA, and has supplemented this with further 
legal offences focused on consumption drivers (both of which supplement a recently 
reviewed Advertising Code), we submit that these pieces of regulation already cover the 
focus of this Review and need more time to take effect before they can be properly 
evaluated. It is sensible to review these new measures to ascertain their effectiveness 
but the time to do that is further down the track once they have had time to take effect. 

Fwther restrictions will not reduce harmful drinking ... 

33. DB submits that further restrictions to alcohol promotion and advertising, over and 
above those already included in the SSAA and the Advertising Codes, are not needed 
to reduce alcohol related harm. We believe that they are unlikely to significantly reduce 
alcohol related harm and any impact would be hard to distinguish from the impact of the 
SSAA generally. 

34. DB actually uses its brands and sponsorships to encourage better drinking behaviours. 
Our brands are one of our most powerful tools and by role-modelling moderate drinking 
behaviour and talking to consumers through the voice of our brands, we have a great 
opportunity to engage them in positive messages that ultimately are likely to result in 
more responsible behaviour. Leveraging our sponsored properties gives us access to 
hundreds of thousands of New Zealanders to spread the word in context - be it to drink 
in moderation, to recycle or to raise money for a given cause such as the Drought Shout 
that we ran at the Tui Brewery in 2013. 

35. Other examples include providing Cheers! Water Warriors to hand out free water at 
events that we sponsor (such as the Heineken Open and the Big Day Out). In an 
environmental context we have partnered with people such as LoveNZ to bring 
recycling to events that we sponsor and promote the LoveNZ and Cheers! brands at 
these events. This gives unparalleled access to leverage their messaging and for us to 
role model and promote good behaviors alongside and through our brands. 

36. These initiatives are proven to be effective. The graph below shows month by month 
consumer tracking of the percentage of consumers that believe that Heineken (or 
another brand) promotes responsible consumption. We actively monitor this as it is of 
vital importance to us how our brands are perceived and whether our efforts to 
encourage responsible consumption are working. 

37. DB (using the Heineken brand) ran a television commercial ('Sunrise belongs to 
moderate drinkers') promoting moderate consumption during December 2013 and 
January 2014 that was followed by a social media campaign ('Dance More, Drink Slow') 
during January and February 2014. You can see the upswing in consumer cut through 
clearly evident through that time period: 
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Sceptics may doubt the genuineness of some of these initiatives but they do not doubt 
the power of our brands and sponsorships allow us to harness this power to drive 
positive behaviours. Harmful behaviour from alcohol has a negative impact on our 
society and our customers and that equally has a negative impact on DB. It is in 
everybody's interests to foster a responsible drinking culture. Even if there were short 
term gains to be made from encouraging immoderate consumption, in the long term it 
can only be damaging. DB and its shareholder Heineken are both companies with very 
long histories who intend to be around for many years to come and are 100% 
committed to being responsible producers and having a positive impact on society . 

.. but further restrictions will materially affect the economy and New Zealanders 

38. DB submits that further alcohol advertising restrictions will have a material impact on 
the New Zealand economy and New Zealanders in general (whether they drink alcohol 
or not) as: 
(a) It will lead to a reduction in support of millions of dollars across a range of 

sectors and from grass roots level through to top tier events and participants. 
This drop in funding will either challenge the continued viability of the entity or 
activity or result in a diminished offering. 

(b) Without moving to a full censorship model, it will be extremely difficult to 
implement meaningful restrictions when such a high proportion of media (print, 
broadcast and internet-based) is provided internationally. Imposing local 
controls will only prejudice New Zealanders competing with international 
media. 

Economic Impact on sponsored parties 

39. DB sponsors a range of clubs, associations and events in NZ, both at national level and 
regionally. This ranges from Heartland Cup rugby teams such as Wairarapa Bush and 
King Country through to the Hurricanes and Crusaders Super Franchises. From local 
tennis, golf and cricket clubs to the Heineken Open (New Zealand's only ATP tennis 
tournament), BMW NZ Polo Open and the BLACKCAPS. An example of the clubs and 
associations sponsored is included as Appendix A 

40. DB also sponsors a range of arts, cultural and music events including Splore, The NZ 
International Comedy Festival, the Heineken Green Room, Fieldays, numerous A&P 
shows, WOMAD, Raggamuffin and many other events. We even sponsor access to 
international sports such as the Tiger sponsorship of the Premier League Pass via 
Coliseum sports. An example of the sponsored events and festivals is included as 
Appendix B. 



41. Many of these sponsorships have long histories, with the Heineken Open, Crusaders 
and Hurricanes sponsorships all in at least their 15th years. 

42. 

43. The promotion drove huge interest in cricket as well as incentivising supporters to come 
out from behind their TVs and down to the games. The success of this campaign 
showcased the value we can provide above and beyond financial support. We always 
work closely with our sponsored partners to make sure what we provide is consistent 
with what they are trying to achieve and is appropriate for all parties. The result was 
fantastic for NZ Cricket and we believe the New Zealand public as well. Despite the 
very high profile of the promotion, there were no complaints from anyone. 

44. A recent example of promoting awareness is the NZ International Comedy Festival 
2014. In the lead up to the festival we ran a nationwide marketing campaign including 
street posters and radio to help drive ticket sales and awareness. Old Mout also ran 
promotions in store, giving the organisers access to a channel they otherwise couldn't 
reach - supermarkets, bars and liquor stores. This activity drives awareness of the 
festival to new consumers and/or reinforces it amongst consumers during their usual 
shopping experiences. Some examples of this are shown below: 

Without this support, DB submits that sponsored parties would struggle to achieve the 
same reach for their events or would require greater marketing investment to achieve 
the same exposure. 



Pourage vs sponsorship 

45. It is important to distinguish the different types of sponsorship. Most of our higher profile 
sponsorships (such as the Heineken Open or Super Rugby franchises) are brand 
sponsorships in that a given brand provides support in return for brand exposure at the 
event or with the sponsored party. However we also provide support (rebates on 
purchases or possibly contra product such as outdoor umbrellas, bar equipment or 
signage) in return for pourage at events or clubroom bars. This support is not typically 
considered sponsorship as it is no different to what we would provide a bar that pours 
our products or a store that stocks our products. If this type of support was considered 
sponsorship and prohibited or further regulated, that would not only prejudice clubroom 
bars from the type of support that any other type of bar or restaurant would be able to 
receive, but we think it would also threaten the viability of a large proportion of those 
sports clubs and events. 

46. Having personally been a Committee Member and Treasurer of a non-profit sporting 
club (Thorndon Tennis and Squash Club), I know from personal as well as professional 
experience that the income sources of these clubs (across golf, rugby, tennis squash, 
bowls, rugby league, netball, cricket and others) is extremely limited. The income from 
the club bar is vital. If support from these bars (such as access to discounted or rebated 
stock) is reduced it will threaten the viability of the whole club and/or increase those 
clubs' reliance on Gaming and Licensing Trust, Government and Regional funding 
grants. Given the sheer number of these clubs in New Zealand and the importance they 
play in the lives of many New Zealanders, this would have very wide-ranging 
consequences if a large proportion of these were forced to close. 

47. As you will see from the appendices, our support is not just focused on the high profile 
but also covers a huge variety and geographic spread of the country. Whilst the likes of 
the BLACKCAPS and Super Rugby franchises may be able to find replacement 
sponsors if alcohol companies were prohibited from sponsoring them, we believe the 
majority of the remainder would struggle. We expect sponsored parties will give you 
even greater insight into how they would be affected if this were to occur. 

48. DB submits that there would be very real economic (and enjoyment) consequences for 
New Zealand and New Zealanders (whether they drink alcohol or not) if further 
restrictions were introduced for alcohol advertising and sponsorship. We do not believe 
that further restrictions on alcohol advertising would significantly reduce alcohol-related 
harm in order to outweigh these economic consequences. 

Policing international media and international teams and events 

49. We are concerned that restrictive measures on alcohol advertising would either result 
in: 

(a) New Zealand based advertisers being unduly prejudiced against overseas 
based advertisers not subject to the same restrictions; or 

(b) effectively a form of censorship being introduced that required alcohol 
advertising originating overseas to be redacted or otherwise blocked from 
publication or broadcast in New Zealand. 

50. If further advertising or sponsorship restrictions were imposed they would need to 
carefully consider how to be effective without unduly prejudicing New Zealand 
companies. For instance, if print advertisements were banned or restricted how do you 
treat international publications sold or broadcast in New Zealand featuring alcohol 
advertisements? How do you treat international sports teams who have alcohol 
sponsors displayed on their playing kits (such as the Australian Cricket team) when they 
play in New Zealand or even when they play abroad but the games/events are 



broadcast in New Zealand? The internet has obviously also surpassed much of the 
traditional media with even less discrimination as to the origins of a piece of advertising. 

51. Alcohol advertising is by no means the only source of information around alcohol. Other 
sources include music, literature, general consumer discussion and friends and family. 
Any further controls on alcohol advertising will not stop international music videos for 
instance depicting consumption of alcohol. Without endorsing a form of censorship that 
would impinge on general freedom to information and access of the internet, we believe 
that any impact from further restrictions on alcohol advertising would be lost in a sea of 
alcohol references in pop culture and accessible international media. 

D. SUMMARY 

52. In summary, we submit that no change to the current system of co-regulation of alcohol 
advertising is required. The SSAA and the Advertising Code need time to take effect 
properly and the focus be placed on the true drivers of alcohol related harm - strong 
enforcement of laws, education and role modelling good behaviours to make it attractive 
to drink in moderation. The impact of the SSAA and the Advertising Code may, in time, 
prove to not have been effective as is hoped, but it is too early to pre-empt this without 
losing visibility on what the real driver for the change was. 

53. DB does not resist further regulation for the sake of it - we simply believe that further 
restrictions will not be effective as the evidence proves that advertising in a mature 
market does not impact consumption. We also believe that further restrictions will come 
at a material cost to the New Zealand economy and everyday New Zealanders without 
sufficient gain. 

54. We acknowledge that this submission disputes the need for further regulation in general 
terms, but this is because there is currently no clarity on what these restrictions could 
look like. It may well be that some specific changes would have a positive impact on 
New Zealand's drinking culture, and we would not dispute the need for them if they 
were proven to be effective, but in the absence of any detail we do not believe broad
brush measures will work. We assume and request that if more detailed measures are 
proposed there will be a further round of consultation to consider them on their merits. 
In the interim, we remain firmly of the view that the right balance between freedom of 
expression and the considerable economic value of alcohol advertising versus the need 
to reduce alcohol related harm, is the current system of co-regulation made up of the 
SSAA and the self-regulatory codes. 



Schedule- Question to Guide Submissions 

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 

Alcohol Advertising 

2. Do you support further restrictions on alcohol advertising (over and above the measures 
currently undertaken} to reduce alcohol-related harm? No. We support restrictions that are 
proven to reduce alcohol related harm but, in general terms, we do not believe further 
restrictions on alcohol advertising will have this effect. 

3. What reasons do you have for your view? International evidence and NZ consumption trends 
show that advertising is not linked to consumption, let alone harmful consumption. 

4. What evidence is available to support your view (please cite references if available, or provide 
supporting information}. In NZ consumption has fallen since advertising rules were relaxed 
(consumption vs advertising spend and consumption levels since 1992}, whereas advertising 
spend has increased or been stable. Ministry of Health annual health survey 2012/2013 
shows that hazardous drinking among young people and hazardous drinking in general has 
markedly decreased since 2006/2007 despite considerably higher adspend. 

5. Do you think the available evidence is strong enough for changes to be made now? Explain 
your reasons. The available evidence strongly suggests there is no case for change or at least 
that advertising restrictions (or freedoms) do not impact consumption in mature markets 
such as NZ. 

Alcohol Sponsorship 

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

No. We support restrictions that are proven to reduce alcohol related harm but, in general 
terms, we do not believe further restrictions on alcohol sponsorship will have this effect. 

7. What reasons do you have for your view? Please include details. International evidence and 
NZ consumption trends show that advertising (including sponsorship) is not linked to 
consumption, let alone harmful consumption. 

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

supporting information}. As above, key data from (and prior to) 2010 shows that 
consumption is not linked to sponsorship. A 2007 report by the then Alcohol Advisory Council 
(carried out by Research NZ) entitled "Alcohol Sponsorship: a literature review" 
summarised at page 7 that: 

"There is no research on how alcohol sponsorship affects overall alcohol consumption. 
While sponsoring may be effective at promoting individual brands, the effect of 
sponsorship on total consumption or on drinking behaviour is unclear." 

An HPA commissioned paper in August 2013 entitled "The culture of alcohol promotion and 
consumption at major sports events in NZ" showed that the event with the highest alcohol 



brand visibility (Heineken Open) actually had the most responsible drinking culture. This 
reinforces the Alcohol Advisory Council's assumption that alcohol sponsorship relates to 
brand visibility and brand choice but not consumption or harmful consumption. 

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

your reasons. The available evidence strongly suggests there is no case for change or at least 
that sponsorship restrictions (or freedoms) do not impact consumption in mature markets 
such as NZ. 

Impacts of proposals - advertising 

10. Who would be affected by your proposals to restrict alcohol advertising and how? The 
majority of New Zealanders would be affected by further restrictions including: 

a. lower investment in the economy including reduced investment and job losses in 
advertising and media industries as well as sponsored parties; 

b. moderate drinkers (who make up the vast majority of the drinking population) would 
be inconvenienced; and 

c. drinkers and non-drinkers alike from loss in support for their local clubs, associations 
and cultural events as well as loss of high profile events or reduced investment and 
offerings at events and entities across the board. 

11. How might these proposals impact on: 

• alcohol consumption, particularly among young drinkers and heavy drinkers; Evidence 
shows unlikely to be effective. 

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

young people; Unlikely to be effective- alcohol references would remain prevalent in 
non-paid media (music, television, film) as well as social and family life. 

• alcohol-related harm; Evidence shows unlikely to be effective. 
• businesses, such as the alcohol and advertising industries; Advertising industry would 

be impacted by lower investment resulting in job losses and reduced output. Alcohol 
industry would be impacted by restricting entry of new players (established brands 
would survive but difficult to launch new brands) and likely turn to competing on price 
and volume instead which in turn would drive a more harmful drinking culture. 

• the recipients of alcohol sponsorship funds; High profile teams and events may be 
relatively unaffected but support across the board and at grass roots level would be 
hard to replace resulting in either lower overall funds or clubs and associations going 
out of business. 

• different populations - e.g. youth, children, Maori, Pasifika, lower socio-economic 

populations. Generic advertising restrictions would not reduce alcohol related harm in 
any given demographic. If anything, the impact of restrictions on lower socio
economic populations would likely shift focus onto price and volume as opposed to 
building value in brands. 

Impacts of proposals -sponsorship 

12. Who would be affected by your proposals to restrict alcohol sponsorship and how? Same as 
for advertising. 



Ongoing and new challenges - advertising 

13. 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? If further restrictions are proposed they need to result in a balanced 
playing field with international media to ensure they do not unduly prejudice New Zealand 
based businesses. 

14. What action, if any, could be taken to address these matters? Further consultation if further 
restrictions are proposed to ensure all relevant matters are taken into consideration. 

Ongoing and new challenges -sponsorship 

15. 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? Same as above. 



Appendix A- (Sporting) Clubs and Associations 

Major Sporting Associations: 
Hurricanes/Wellington Rugby Football Union 
Crusaders/Canterbury Rugby Football Union 
NZ Cricket / BLACKCAPS 
ITM Cup teams- (10 year plus associations) 

Hawkes Bay 
Taranaki 
Manawatu 

Heartland Cup teams- (10 year plus associations) 
Wairarapa bush 
Whanganui 
King Country 

EasiYo Tactix (Netball Mainland) 

Major Sporting Events: 
Heineken Open 
BMW NZ Polo Open 
Rugby World Cup 2011 
World Rowing Championships 2010 
Cricket World Cup 2015 (to come) 

Sample of smaller clubs and events: 

Blaketown RFC 

Bluff RFC 

Bowls Napier 

Carterton RFC 

Central Hawkes Bay Rugby & Sports Club 

Eastbourne Sports & Services Club 

Eketahuna RFC 

Geraldine RFC 

Havelock North Rugby Football Club 

Hawera Golf Club 

Hawkes Bay Lawn Tennis & Squash Club 

Horowhenua Rugby Football Union 

Inglewood Combined Sports Club 

Island Bay Softball Club 

Kaiapoi Golf Club 

Kaierau RFC 

Kapiti Golf Club 

Lepperton Bowling Club 

Manawatu Marine Boating Club 

Maraenui Golf Club 

Marist Rugby League 

Martinborough RFC 

Napier City Rovers AFC 

Napier Old Boys Marist RFC 

New Plymouth High School Old Boy's RFC 

Ngawi Sports Fishing Club 

Nolantown Bowling Club 

Northern District Cricket 

Northern United Rugby Football Club 

Otautahi RFC 

Paraparaumu Beach Bowling Club 

Paremata-Piimmerton RFC 

Roslyn Wakari Association 

Seatoun Associated Football Club 

Southland Golf Club 

Spotswood United Rugby Football 

Taihape Golf Club 

Takaka RFC 

Takara Sports Club 

Taranaki Cricket Club 

Tararua Sports Club 

Temuka RFC 

Titahi Bay Golf Club 

Tinwald Golf Club 

Waikanae RFC 

Waikanae Golf Club 

Wainuiomata RFC 

Wakefield Bowling Club 

Wanderers RFC 

Wanganui Events Trust 

Wanganui Manwatu Sea Fishing Club Tournament 

Westport RFC 

Woodville Pahiatua Racing Club 

Poverty Bay Rugby Football Union 

Nelson Suburbs Football Club 

East Coast Rugby Football Union 



Appendix B -Cultural Events and Festivals 

Major Events: 
Splore 
NZ International Comedy Festival 2014 
Tiger Premier League Pass 
Heineken Green Room at Vector Arena 

Sample of smaller events, festivals and charitable events: 

IT Festival Amberley Pool Fundraising Balli 

The Gluepot Reunion Port Chalmers Seafood Festival 

Cold play Concert Kepler Challenge 

Tauranga King of the Ring Southern Showdown 

Whenuapai Airforce Base Kaikoura Seafest 

Northern Bass NZ Merino Shearing Championship 

Seafood Festival Rippon 

Raggamuffin Southern Wildfoods Festival 

Kaimoana Festival 

Auckland Arts Festival 

Fieldays 2013 

Central Hawkes Bay A&P Show 

La de da 

East Coast Vibes 

Church Road Summer Events 

Mission Concert 

Central Districts Field Days 

Horse of the Year 

Womad 

National Fire Golf Tournament 

Whitebait Festival 

Canterbury A & P Show 

Rakaia Hotel Speed Shear Event 

Buskers Festival 

Winton A&P Show 

Palmerston A&P Show 

Blues, Brew's & BBQs 

World Record Shearing Event 

More FM Winery Tour 

Classic Hits Winery Tour 

Wildfoods Festival 

Mayfield A&P Show 

Havelock Mussel Festival 

Young Farmers Ball 

Seaside Showdown 

Roxburgh 125th Jubilee 

Christchurch Arts Festival 
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Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
Ministry of Health 
PO Box 5013 
Wellington 6145 
NEW ZEALAND 
 

ATT: Mr Graham Lowe, Chair- Ministerial Forum on Alcohol Advertising & Sponsorship 

 

Dear Mr Lowe,  
 
Diageo values the opportunity to make a contribution to the Ministerial Forum on Alcohol Advertising 
and Sponsorship. As a member of the Distilled Spirits Association of New Zealand (DSANZ), we fully 
support the views shared by this organisation.  This submission in supplementary to the DSANZ 
submission and focuses on Diageo’s views as a global company engaging in alcohol policy processes 
in markets around the world.  

Our Business 

Diageo is the leading global producer of premium alcohol beverages with global brands such as Johnnie 
Walker® Scotch whisky, Smirnoff ® vodka and Guinness® beer. We operate in 180 markets around the 
world and distribute through Lion Nathan in New Zealand.   

As the world's leading premium drinks company, creating a positive role for alcohol in society is our 
highest priority and fundamental to our long term business interests. We use our global experience and 
resources to inform and drive best-practice industry policy and practices in New Zealand.  

Corporate Responsibility 

Diageo is one of 13 leading global producers of beer, wine, and spirits taking action on new 
commitments launched in October 2012 to reduce harmful drinking. These commitments build on long-
standing efforts by the industry, and provide a coordinated response to support member states in 
implementing the World Health Organization’s global strategy to reduce the harmful use of alcohol. 
From 2013 the CEO Commitments are being implemented over five years, and all participating 
companies will report progress annually, audited by a third party. The commitments cover the following 
five areas: 
 
- Reducing underage drinking  
- Strengthening and expanding marketing codes of practice  
- Providing consumer information and responsible product innovation  
- Reducing drinking and driving  
- Enlisting the support of retailers to reduce harmful drinking. 
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The role of marketing in NZ 

In a free market economy, the purpose of brand advertising or marketing is to encourage competition 
between brands. Diageo markets its brands for three principal reasons: (i) to maintain their integrity, 
credibility and image; (ii) to maintain the loyalty of existing customers; (iii) to gain market share by 
encouraging consumers to switch from other brands to one of ours. Our marketing is not designed to 
increase overall consumption of alcohol and, as the Australian consumption rates demonstrate, it has 
not.1  

Despite considerable research on the subject, there is insufficient evidence to support a relationship 
between advertising and either levels of drinking or patterns of drinking2.   

International examples of the effects of marketing on alcohol consumption suggest that advertising does 
not have an effect on total consumption. For instance, Sweden introduced an advertising ban in 1979 
and yet continues to have significant issues with immoderate consumption. Italy, by contrast, has far 
fewer marketing restrictions for alcohol yet does not suffer the same problems with irresponsible 
consumption as countries like Sweden.  Dr. Alain Rigaud, President of the French National Association 
for the Prevention of Addiction and Alcoholism (ANPAA), concluded in his analysis of the highly 
restrictive alcohol advertising ban – The Loi Evin, that no effect on alcohol consumption could be 
established3. In Norway, where there is also a long-standing and rigorously enforced ban on alcohol 
advertising, the National Statistics Office figures show that alcohol sales increased by 27.7% between 
2000 and 2010.4  

Any review of advertising and marketing should recognise the limited role of marketing in relation to 
irresponsible drinking and underage misuse or use.   It is the role of the advertiser to ensure that 
marketing communications are designed and promoted to those of legal purchase age only and never 
intentionally target those underage.  Moreover, alcohol marketing regulation should ensure that industry 
only delivers messages that are consistent with responsible drinking.    

With specific regard to under-age drinking, studies have shown that the principal influences on ‘youth 
drinking’ are parents and peers.  A review of the risk factors for adult initiation concluded that ‘the most 
consistent antecedent risk factors for starting to drink in adolescence were parental and peer approval 
and models for drinking.’5 

Our position on NZ alcohol advertising and sponsorship regulatory codes 
 
Diageo supports voluntary, self-regulation of advertising and marketing as the most effective and 
efficient mechanism for delivering responsible alcohol marketing.  In recent times, governments have 
favoured self-regulatory systems for alcohol marketing over more cumbersome, inflexible regulatory 
regimes.  
 
Our company supports the DSANZ position that the Advertising Codes of Practice developed and 
administered by the Advertising Standards Authority and the Broadcasting Standards Authority are 
effective and allow industry to respond to changing marketing techniques and technologies and 
community expectations.  
 

                                                            
1
 NDSHS (2010) AIHW 
2
 Industry View on Beverage Alcohol Advertising and Marketing, with Special Reference to Young People, prepared for the World Health 
Organisation by International Center for Alcohol Policies (ICAP 
3
 The ‘Loi Evin: a French exception, Dr. Alain Rigaud, President Association Nationale de Prevention en Alcoologie et Addictologie (ANPAA), 
1999

.
 

4
 Statistisk Sentralbrya – Norwegian Statistics Office, 2011 
5
 Donovan, J.E. (2004) Adolescent alcohol initiation: a review of psychosocial risk factors. Journal of Adolescent Health 35(6):529.e7‐18. 
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There is no case to further regulate marketing activity conducted by the alcohol industry. The current 
New Zealand Alcohol Advertising and Promotions Code has shown itself to be effective in setting 
appropriate standards of practice for industry.   
 
It must be noted that per capita consumption of alcohol has continued to decline in New Zealand 
despite increasing marketing activity from major alcohol producers6. New Zealand ranks 24th in the 
world in its consumption of alcohol beverages7. 
 
Furthermore, arguments that alcohol advertising drive youth consumption are further undermined with a 
continued decline in non-legal purchasing age consumption, with the proportion of 15 to 17-year-olds 
who consumed alcohol in the past year falling from 75% in 2006/07 to 59% in 2011/128. The downward 
trend in non-legal purchasing age consumers is an endorsement of the effectiveness of the existing 
regulatory system. Diageo maintains that the greatest influence on youth consumption continues to be 
friends and family and not direct marketing activity or sponsorship.   
 
Alcohol makes a positive contribution to the social fabric of New Zealand. Eighty percent of New 
Zealanders consume alcohol9. Moderate alcohol consumption is part of our community for social 
purposes and is associated with health benefits.  On this basis, adults should have access to brand and 
product information, and business should be able to compete for market share in a declining market 
without unnecessary and onerous restrictions to trade.  

Diageo and Responsible Marketing 

Responsible drinking is at the heart of our business interests. Diageo, as a global leader, aspires to the 
highest standards of alcohol marketing practice.   Any review of alcohol advertising and sponsorship 
should consider the corporate best-practice endeavours to support responsible drinking and minimise 
harms. 

Our business understands our responsibility to develop, produce, market and sell our brands 
responsibly.  We take significant action to ensure that we deliver on this responsibility, in line with 
consumer and community expectations.   

We are proud of our marketing work which is world-leading and brings to life the quality, heritage and 
uniqueness of our brands.  We invest significant resources into the marketing of our products with the 
primary intent and effect of maintaining or increasing brand share and identity. At the same time, we 
ensure that we only promote responsible enjoyment of alcohol and all our marketing materials include 
responsible drinking reminders. 

Our own Diageo Marketing Code10 covers both content and placement of advertising and marketing.  It 
governs every element of the research, development and marketing of our brands.  It guides us as we 
gather insights on adults of legal purchase age, as we develop products that appeal to these adults and 
as we package and promote all of our brands.  The Diageo Marketing Code is firmly embedded within 
our research, innovation, sales and marketing functions in all markets in which we conduct business.   

                                                            
6
 NZ Ministry of Health, 2007/8 New Zealand Alcohol and Drug Use Survey, http://www.health.govt.nz/publication/2007‐08‐new‐zealand‐
alcohol‐and‐drug‐use‐survey‐online‐data‐tables 
7
 Statistics New Zealand 
8
 Ibid. 
 
9
 HPA, ‘Eight Facts About Alcohol’ 2014 
10
 The Diageo Marketing Code is available at http://www.diageo.com/en‐row/NewsMedia/Pages/resource.aspx?resourceid=1287 
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We frequently review the Diageo Marketing Code to ensure it remains relevant and reflects the rapid 
evolution of innovative digital and social media channels. This allows us to be forefront of responsible 
marketing and effective self-regulation.   

Alongside this general Code is our Digital Code of Practice11 which takes account of the rapidly evolving 
nature of digital media and looks to set standards for marketing involving mobile phones, websites and 
social networking channels. The Digital Code of Practice governs age appropriate content on 3rd party 
sites; age affirmation tools for Diageo websites or digital assets; user-generated content moderation and 
consumer privacy. 

Our codes set out global minimum standards for the marketing of our brands.  Our marketing must also 
comply with all applicable industry codes, such as the ABAC.  Naturally where local codes or 
regulations impose more stringent or additional requirements, then these additional requirements are 
met. 

Sports Sponsorship 
 
We acknowledge that there has been significant debate about the role and appropriateness of alcohol 
sponsorship of sport and cultural events in New Zealand. However, any serious policy discussion needs 
to be based on sound evidence rather than rely on anecdotal or emotive arguments. We believe that 
alcohol sponsorship of sport delivered responsibly has an important and valuable role to play in the 
community.  Whilst there may be examples of irresponsible marketing in sport or other environments, if 
marketed responsibly, alcohol sponsorship and alcohol more broadly is appropriate in this setting. 

It is important to consider the requirements and restrictions that Diageo and other sponsors have in 
relation to sponsorship.  The Diageo Marketing Code requires the following: 

 Responsible drinking initiatives: All our sports sponsorships must incorporate a prominent 
responsible drinking initiative.  As part of our Johnnie Walker® Scotch whisky sponsorship 
agreement with Cricket Australia, Diageo partnered with other alcohol sponsors and media to 
deliver a social marketing campaign called “Know when to declare”.  Through our sponsorship 
of the Australian National Rugby League, we have been running alcohol education (DRINKiQ) 
workshops for their 18-20 year old ‘Rookies’ over the past six years.  We have also run ‘train the 
trainer’ workshops to equip NRL welfare officers to run sessions in their own clubs.  

 Responsible drinking reminders: Appropriate responsible drinking reminders are used on all 
sponsorship materials. 

 Media placement: We only place marketing or advertising in media or events where 70% or 
more of the audience can reasonably be expected to be older than legal purchase age.  We 
monitor audience composition of sports programmes in media where we advertise on a regular 
basis to ensure compliance at the highest practical level 

 Sports celebrities: We will not use any sporting or entertainment celebrity that has primary 
appeal to those under legal purchase age. 

 Sports merchandise: We will not license our brand names, logos or trademarks for use on 
children’s clothing, including replica sports merchandise, toys, games, games equipment or 
other materials intended for use primarily by children or those under legal purchase age. 

 Adult appeal: Diageo brands must not be used to sponsor sports, celebrities or events that 
appeal primarily to people younger than legal purchase age. 

 
Diageo is proud of our performance in helping to shape a voluntary codes of practice for the industry in 
New Zealand. In the past this has included working with industry to develop the Voluntary Industry Code 
for RTD’s and continued support and adherence with the Alcohol Advertising and Promotions Code.   
 
  

                                                            
11
 The Diageo DIGITAL CODE http://www.drinkiq.com/en‐row/Documents/Diageo%20Digital%2005.pdf 
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Conclusion 
 
We welcome the Ministerial Forum Review into Alcohol Advertising and Sponsorship.  We and the 
broader NZ industry have demonstrated ongoing commitment to evolving corporate and industry 
marketing practice in response to evolving community expectations and changing in marketing 
techniques and technologies.  As a global producer, we believe the current self-regulatory system and 
industry code represents best-practice industry standards. Diageo supports the DSANZ position that 
further restrictions on alcohol advertising or sponsorship are unnecessary   
 
The focus of government and industry is best placed on the small proportion of New Zealanders that 
consume harmfully, while not imposing significant and ineffective regulatory imposts on business. For 
our part, as a global producer and active corporate citizen we welcome the opportunity to share our 
learnings gained globally and contribute to ongoing NZ industry practices and programmes in this 
important area and educational programs in New Zealand. 
 
Please do not hesitate to contact me if you have any questions.    
 

Yours sincerely,  

 

 
 
Kylie McPherson 
Legal and Corporate Relations Director  
Diageo Australia 
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Introduction 
 

The Distilled Spirits Association of New Zealand (DSANZ) is the national trade organisation 

representing New Zealand’s leading producers, distributors, brand owners, importers and 

exporters of premium spirits and spirit-based drinks.  

 

DSANZ members are Bacardi New Zealand Holdings Ltd, Beam Inc, Brown-Forman, Diageo, 

Hancocks, Independent Liquor, Lion, Moet-Hennessy, and Pernod Ricard New Zealand.  In 

addition we have three associate members who are Anchor Ethanol, EuroVintage and 

Federal*Geo. 

 

Together DSANZ represents over 98% of spirit industry interests in New Zealand. 

 

DSANZ has a direct interest in the on-going debate about alcohol use in New Zealand.  We 

believe that, although the majority of us enjoy alcohol in moderation, there is still a need for a 

generational focus on the reduction in harm caused by excessive or inappropriate drinking. 

 

This focus needs to ensure that the behaviours that lead to problem drinking are identified and 

mitigated through the government-wide development and integration, with appropriate 

industry involvement, of: 

• well-evidenced and properly co-ordinated policy interventions;  

• targeted education programmes; and 

• appropriate regulation. 

 

With this context in mind we welcome the focus the Ministerial Forum on Advertising and 

Sponsorship is bringing to issues relating to harmful drinking practices and look forward to its 

recommendations.  We note here that DSANZ was a submitter to the Law Commission’s review 

of alcohol regulation that preceded the development of the Sale and Supply of Alcohol Act 2012. 

 

Please do not hesitate to contact me to discuss anything in this document in more detail. 

 

 

 
 

 

Robert Brewer 

Chief Executive  

Distilled Spirits Association of New Zealand Inc  

PO Box 10612  

Wellington 

(04) 4738054  

Email rbrewer@distillers.co.nz 

 



 

 

Contextual Comments 
 

1. DSANZ is supportive of the high level intent of government to develop measures to reduce 

the harm caused by excessive or inappropriate consumption of alcohol.  As an industry the 

alcohol sector is also committed to helping reduce such harm.1 

 

2. Our belief is that harm minimisation will only be achieved through long term evidence-

based programmes.  Such programmes would combine good policies and regulations with 

targeted educational interventions aimed at understanding and then changing harmful 

drinking behaviours on a cohort by cohort basis. 

 

3. The Forum has been tasked with assessing whether further restrictions on alcohol 

advertising and sponsorship are needed to reduce alcohol-related harm.  Although we 

understand how this focus has come about as well as its intent, we feel that to look at the 

impact of a single channel of activity in isolation is not helpful. 

 

4. In our experience this approach can lead to over-emphasis or over-examination of factors 

which may seem pivotal but are actually not as impactful when viewed against the totality 

of the issue.  This is because excessive drinking is caused by a complex array of factors that 

intermingle into a socio-cultural set of drivers including age, gender, social status, ethnicity, 

perceptions related to the impact of heavy drinking and so on.   

 

5. To illustrate the complex nature of the tension that exists between drinking for enjoyment 

and drinking to excess we briefly examine the drivers that underpin youth-related drinking 

patterns. 

 

Youth and Drinking 
 

6. Problem drinking among young people is an often cited as being of concern.  A variety of 

regulatory interventions are suggested to impact on youth drinking including increasing the 

drinking age, restricting access to alcohol through different means and so on. 

 

7. Evidence suggests that an overlapping of poor socio-emotional control2 3 4combined with 

social pressure and changing social structures5 (such as the impact of peer influence and 

parents) contribute to increases in problem drinking pattern among youth.  

 

                                                 
1
In support of this DSANZ, New Zealand Winegrowers and the Brewers’ Association of Australia and New Zealand have jointly 

developed a harm minimisation programme called Cheers! which aims to understand the drivers that lead to excessive drinking and 

its associated negative outcomes and then address these through a range of activities and programmes.  We invite the Forum to 

view Cheers! online at www.cheers.org.nz 
2
 Dahl, R (2004). Adolescent brain development: A period of vulnerabilities and opportunities. Annals of New York Academy of 

Science, 1021, 1-22. 
3
 Steinberg, L (2007). Risk taking in adolescence: New perspectives from brain and behavioural science.  Current Directions in 

Psychological Science. 16, 55-59. 
4
 Steinberg, L (2008). A social neuroscience perspective on adolescent risk-taking. Developmental Review, 28, 78-106. 

5
 Roche, A.M., Bywood, P.T., Borlagdan, J., Lunnay, B., Freeman, T., Lawton, L., Tovell, A. & Nicholas, R. (2007). Young People and 

Alcohol: The Role of Cultural Influences. National Centre for Education and Training on Addiction. Adelaide. 



 

 

8. The International Centre for Alcohol Policies6 (ICAP) has identified that one of the strongest 

single factors in predicting negative drinking patterns and consequences in youth is having 

unrealistic personal expectancies of drinking (e.g. thinking that only positive consequences 

will come from heavy drinking).  In this same review ICAP also identified factors that 

provided some protection against negative drinking patterns including: 

 

a) Family – good communication with parents and positive family support structures 

b) Religion/spirituality – appears to serve as a protective factor against problem 

drinking in high school and university 

c) Strong social network – is a positive factor against heavy drinking and drinking 

problems, especially in stressful situations 

d) Accurate perception of peer norms – young people’s perception of how their peers 

drink appears influential on their own drinking patterns 

e) Responsible drinking skills – evidence suggests that learning to moderate drinking 

behaviour through early intervention or through programmes of activities (e.g. have 

a designated driver) changes overall behaviour over time 

 

10. Additionally the Chief Medical Officers of England, Wales and Northern Ireland7 have stated 

that the establishment of family standards, rules and parental monitoring has been shown 

to be in important in delaying early adolescent alcohol consumption. And, importantly, a 

recent literature review has shown that there seems to be little evidence that early onset of 

drinking leads to problem drinking in later life8.  

 

11. This small snapshot of a heavily researched area illustrates the difficulty of looking at one 

apparent causal factor (in this case advertising and sponsorship) and assuming that by 

changing its parameters there will be a lasting generationally sustainable reduction in 

harmful drinking. 

 

12. We would therefore ask the Forum to acknowledge in its final report to government that in 

fulfilling its terms of reference it has necessarily had to restrict its view of an issue that will 

only be truly addressed through long-term, evidenced-based, co-ordinated interventions 

across government and industry that seek to understand the drivers of excessive alcohol 

consumption and move to mitigate them. 

 

  

                                                 
6 International Centre for Alcohol Policies (ICAP) Washington D.C. www.icap.org. 

7 Guidance on the consumption of alcohol by children and young people, 2009. A report by the Chief Medical officer UK 

Government. 

8 Maimaris W, et al. J Epidemiol Community Health 2014;68:268–274. doi:10.1136/jech-2013-203402 



 

 

Advertising and Sponsorship of Alcohol 
 

13. The Distilled Spirits Association believes there is no need for further restrictions to be 

placed on alcohol advertising and sponsorship.  This is because of a number of factors 

which we examine in more detail below but which generally relate to relative 

improvements in consumption and drinking initiation patterns for youth and other cohorts. 

 

14. We believe that if advertising and sponsorship were having a negative impact on consumer 

drinking behaviour then this would be evidenced in consumption patterns.  This is simply 

not the case however. 

 

15. As we highlight below, consumption of alcohol is falling in New Zealand making any 

additional restrictions the Forum might propose disproportionate because of this. There is 

also the risk of any additional restrictions having unintended consequences such as those 

that would impact a wide range of communities, sporting codes, cultural groups and 

organisations that obtain support from the alcohol sector on an on-going basis.9  

 

16. A 2010 study undertaken by the Foundation for Advertising Research10, which updated a 

similar study it carried out in 2006, found that the total quantum of alcohol sponsorship in 

New Zealand was in the order of $20.7 million11.  The study also found that removing this 

support would impact ‘grass roots’ support – particularly for sporting codes – with a slow 

diminution in both local and elite activity. 

 

17. We also believe that further restrictions would be premature given the proximity of the 

passage of the Sale and Supply of Alcohol Act 2012 which contains a significant set of 

regulations directly impacting on the alcohol industry’s ability to advertise and promote 

product.  These new regulations are largely untested and their impact unmonitored at this 

stage.12 

 

18. And lastly we believe that the Advertising Codes of Practice developed and administered by 

the Advertising Standards Authority and the LAPPS pre-vetting system administered by the 

Association of New Zealand Advertisers are working well and, as voluntary standards, are 

universally adopted, and adhered to, by DSANZ members.  Such voluntary standards are, in 

our opinion, agile enough to cope with changing advertising and commercial trends such as 

the move to digital and online marketing but require constant vigilance and industry 

commitment to do so13. 

 

  

                                                 
9
 It is not our intention to give a detailed account of this issue here as we are aware that other submitters, from sporting codes for 

example, will cover this in some detail. 
10

 The Quantum of alcohol Sponsorship in New Zealand, contained in FAR Alert 11/14, April 2014 
11

 This figure was not used by the Law Commission in its review Alcohol in our lives: Curbing the Harm which, instead, quoted a much 

more inflated figure it had been given by from Alcohol Action New Zealand 
12

 In fact the Minister of Justice has just announced that government will not be pursuing a minimum proce for alcohol – as 

recommended by the Law Commission – and cited one of the reasons for this was the yet unknown impact of the SSAA 2012. 

13 In 2005 and 2006 the time taken for complaints to the Broadcasting Standards Authority for broadcast programme complaints 

which are not self- regulated was 95 and 72 days respectively, whereas under the Advertising Standards Complaints Board voluntary 

Code it was 24 and 25 days respectively. (Foundation for Advertising Research 2006)  



 

 

19. It is our belief that a self-regulatory environment where the industry ‘self-polices’ is 

effective.  This has been recently demonstrated by DSANZ members who have successfully 

implemented a voluntary code limiting the alcoholic strength of RTDs.  The code is attached 

for the Forum’s attention as Appendix One. 

 

The Relationship between Alcohol Advertising and Consumption  
 
20. Evidence gathered by the Foundation for Advertising Research suggests there is little if any 

correlation between alcohol consumption and advertising spend (see Figure 1 below).   

 

Figure 1 

 
Source: Foundation for Advertising Research 

 

21. The figure above clearly shows that while advertising spend was at its peak, alcohol 

consumption continued to fall from 1987 levels.  Consumption did increase but continued 

to do so as advertising spend reduced to peak in 2010 and begin to fall again to present day 

levels.  

 

22. As discussed in our contextual comments we believe this supports our position that our 

drinking culture and patterns are impacted by a complex array of factors and that 

advertising and sponsorship show little representation in this regard. 

 

 

  



 

 

New Zealand-Specific Evidence Relating to Youth  
 

23. The impact of advertising and sponsorship on youth is an obvious focus for discussion.  If 

advertising and sponsorship were having a negative impact on young people’s drinking then 

we would expect to see this evidenced by an increase in consumption. 

 

24. However a review of ALAC and Ministry of Health information shows significant 

improvements in consumption patterns in key areas including: 

 

a) The age of drinking initiation  

b) The proportion of young people drinking 

c) Binge drinking by youth 

d) Hazardous drinking  

e) Frequency of drinking  

 

The age of initiation of drinking by youth 12-17 is increasing. 

 

Year Age of Initiation 

2003 13.8 years of age 

2005/6 13.9 years of age 

2006/7 13.8 years of age 

2007/8 14.1 years of age 

2008/9 14.3 years of age 

2009/10 14.6 years of age 

Source: ALAC 

 

More young people are choosing not to drink  

 

 2005/6 2006/7 2007/8 2008/9 2009/10 

Non-Drinkers (%) 47 48 48 50 68 

Drinkers (%) 53 52 52 50 32 

Source: ALAC (Youth defined as 12 – 17 years) 

 

25. The above table is supported by the more recent Ministry of Health research Hazardous 

Drinking in 2011/12 – Findings from the New Zealand Health Survey which found that youth 

drinkers aged 15-17 fell from 75% in 2006/07 to 59% in 2011/12 (see Figure 2 below).  

 

 

  



 

 

 

Figure 2 – Has consumed alcohol in the past 12 months, by age group, 2006/07 and 2011/12
14

 

         Source: Ministry of Health  

 

 

Binge Drinking by Youth is Falling15 

 

Year Percentage Binge Drinking 

2005/6 19.6 

2006/7 21.3 

2007/8 22.9 

2008/9 19.5 

2009/10 15.0 

Source: ALAC 

 

26. Again the information above is supported by the Ministry of Health’s Hazardous Drinking in 

2011/12 – Findings from the New Zealand Health Survey (see Figure 3 below).  We do note 

that there was a change in methodology between 2008/9 and 2009/10 but believe there is 

an established trend in this area. 

 

  

                                                 
14

 Note that all cohorts showed some reduction in consumption 
15

 ALAC defines binge drinking as having consumed five or more drinks on the last occasion 



 

 

Figure 3 – Hazardous drinking, among past year drinkers, by age group, 2006/07 and 2011/12
16

 

Source: Ministry of Health 

 

Frequency of Drinking by Youth is Falling 

 

Year Percentage of all youth (12-17) that 

drink more than once a week 

2005 10 

2005/6 6 

2006/7 9 

2007/8 9 

2008/9 7 

2009/10 3.5 

Source: ALAC 

 

27. In summary, the amount of alcohol being consumed by youth; the frequency of 

consumption; the amount of hazardous consumption and the onset of consumption are 

moving in directions that give a lie to the contention that advertising and sponsorship is 

negatively impacting these trends.  And interestingly these consumption patterns are also 

demonstrated internationally.  

 

28. In April 2014 a study published by Dr Michael Livingston17 from the National Drug and 

Alcohol Research Centre (NDARC) at the University of New South Wales found the 

percentage of Australian adolescents who did not drink18 increased from 33% in 2001 to 

just over 50% in 2010.   

 

                                                 
16

 Note that, except for the 25-34 cohort all other cohorts showed a fall in hazardous consumption for the period analysed. 
17

 Livingston M. Trends in non-drinking amongst Australian adolescents. Addiction, 109: doi: 10.1111/add.12524 
18

 Defined as not drinking alcohol over the past 12 months 



 

 

29. The study also found that in recent years there has been a sharp decline in teenage drinking 

in many other countries. In the United States, for example, the prevalence of alcohol use 

among 8th graders (typically aged 13 – 14 years) fell from54% in 1991 to 24% in 2012. In 

England the proportion of 10 – 15-year-olds who had consumed alcohol at least once had 

fallen from 61% in 2003 to 45% in 2010.  

 

 

Advertising and Sponsorship in a Mature Market  
 

30. The preceding discussion shows that the amount of alcohol being consumed, per capita, in 

New Zealand is currently falling.  This is consistent with other markets around the world 

which like New Zealand, are described as being ‘mature’.  In fact, New Zealand is not a high 

consumer of alcohol by relative standards – it ranks 24th in the world in its consumption of 

alcohol and 33rd in the world in its consumption of spirits (Statistics New Zealand). 

 

31. In this type of market the aim of advertising, sponsorship and promotional programmes is 

not to increase total consumption per se but to increase relative market share across 

brands.  More than this, marketing programmes are also sometimes designed to try and 

shift consumer preference from ‘lower’ brand points to so-called premium brands which 

generally accrue a higher margin on sale. 

 

32. Once again this is not about increasing the total consumption within the market – 

something which is not possible given current trends – but rather to promote brands in 

such a way that consumers will change their buying preference. 

 

33. We believe this is an important distinction Forum members need to be aware of as it is 

often stated that advertising and sponsorship programmes are specifically designed to 

increase total consumption rather than market share. 

 

 

The Current Regulatory Environment 
 

34. Forum members will be aware of the recent passage of the Sale and Supply of Alcohol Act 

2012.  The Act contains a large number sections dealing directly with advertising and 

promotion of alcohol. 

 

35. These are significant changes, the impact of which have yet to be properly evidenced. 

 

36. In parallel to new advertising and promotion regulations the Act also introduced 

regulations allowing local bodies to develop Local Alcohol Policies.  The intention was to 

vest the management of licencing and relicensing of on and off-licences back into the 

communities where their presence had the most ‘impact’. 

 

37. Although the intention was to restrict local authority powers only to licencing provisions 

and nothing more, experience is showing that, through the application of discretionary 

provisions, some local authorities are attempting to restrict other business behaviours – 

including product disposition and advertising and promotion.  Where such discretionary 



 

 

provisions are deemed anti-competitive or unlawful industry members will appeal them to 

the newly formed Alcohol Regulatory Licencing Authority. 

 

38. It is our contention that within such an uncertain, unproven environment it would be 

premature for the Forum to recommend further restrictions without, at the very, a caveat 

drawing government’s attention to the lack of case law and proven outcomes from the new 

Act. 

 

 

Evidence 
 

39. We are aware the Forum will be presented research data designed to show empirical 

evidence supporting a ban on alcohol advertising and sponsorship.  We believe that for the 

most part the plethora of research in this area remains inconclusive. 

 

40. In its July 2009 issues paper on the reform of New Zealand’s liquor laws19, the Law 

Commission drew extensively on the 2003 book Alcohol: No Ordinary Commodity.20  At the 

time the Law Commission noted that the precise link between alcohol promotion and 

consumption was complex.   

 

41. Their issues paper also observed Babor and others had noted that the results of studies 

examining the link between exposure to alcohol promotion messages and individual levels 

of consumption were mixed.21  Alcohol: No Ordinary Commodity was updated and 

republished in 2010.  Again, the authors observed that studies found that advertising bans 

had no substantial effect on total consumption.22 

 

42. We would contend that since this time international research findings provide little 

consistent support for a relationship between aggregate alcohol advertising expenditures 

or advertising restrictions and aggregate alcohol sales, consumption, or problems.  The 

most recent study we have found that aggregates and discusses the evidence associated 

with the link between consumption, harm and advertising was carried out last year by the 

Industry Association for Responsible Alcohol Use in South Africa.23  We direct the Forum to 

Chapter 5 of this report which finds that there is no conclusive evidence from the literature 

to suggest that alcohol advertising contributes to harmful consumption. 

 

43. The Foundation for Advertising research has studied 20 instances where advertising and 

promotion of alcohol was banned or partially banned.24  They note that although the 

theoretical analyses that accompanied these bans predicted that consumption would fall 

the on-the-ground evidence showed that none of the bans lowered consumption. 
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Economic Impact 
 

44. DSANZ believes that restricting advertising and, therefore the amount spent on advertising, 

can have negative economic impacts. In our view this impact would occur on two different 

levels – within the advertising industry per se (loss of jobs etc) and within the wider 

community and economy. 

 

45. We have already suggested that an unintended consequence of a reduction in sponsorship 

revenue among community, cultural and sporting groups would impact their ability to 

continue to operate and are happy that such groups will be making submissions in their 

own right in this regard.  There is some evidence showing that reduced advertising spend 

can have direct economic impacts. 

 

46. We would draw the Forum’s attention to a recent study completed by Econometrix in 

South Africa25 which found that a reduction in advertising spend would result in loss of jobs, 

a reduction in tax revenue and a reduction in GDP (among other things). 

 

47. The link between advertising spend and GDP growth is well understood.  In 2013 the 

Foundation for Advertising Research updated previous work in this area and included a 

2012 McKinsey and Company study (Advertising as an Economic-Growth Engine).  

According to FAR this study concluded "Our investigation provides robust statistical 

evidence that advertising can contribute to a country’s GDP and that digital media can 

boost advertising’s typical contribution to performance for both individual companies and 

the economy as a whole." 

 

48. The study analysed G20 countries. It found that on average 15.7% of growth in GDP over 

the past decade was due to advertising. The lowest country recorded 5% and the highest 

24.6%. 

 

 

  

                                                 
25

 Econometrix (PTY) LTD, Economic impact of an advertising ban on alcoholic beverages. March 2013 



 

 

Fringe Interventions 
 

49. We are aware that the Forum will be considering a wide variety of proposals suggesting a 

range of ‘interventions’ to reduce the perceived impact of advertising and sponsorship on 

alcohol consumption.  We believe we have demonstrated there is no such link between 

spend and consumption so do not support, in principle, what we call ‘fringe’ interventions. 

 

50. For example we would expect that some submitters will call for alcohol advertising on 

television to be made later than the current voluntary time of 8:30pm.  If this is the case we 

would point out that DSANZ members are constantly aware of the need to limit alcohol 

advertising exposure to younger audiences and ensure that not only the 8:30pm timeline is 

adhered to, but so is the 70% adult audience measure that exists, and impact, on all forms 

of advertising (for example on-line advertising is not necessarily time-based so websites 

must be chosen that meet the 70% adult guide).  

 

51. We would also point out that artificial timeframes around broadcast advertising are less 

and less relevant given how modern viewers now access programming.  DSANZ members 

therefore instruct their advertising agencies to not only take time into account but also 

audience appeal to ensure the 70% adult viewership guideline remains intact. 

 

 

Summary 
 

52. DSANZ is fully supportive of government measures to reduce the impact of harmful or 

inappropriate drinking but believes these measures must be evidenced-based and used to 

develop targeted, co-ordinated interventions to properly address the underlying drivers of 

poor drinking behaviours. 

 

53. We do not believe advertising and sponsorship, as carried out responsibly by DSANZ 

members, has an undue negative impact on consumer drinking behaviour and, as a result, 

do not believe additional restrictions are necessary at this time.  In fact, in spite of 

advertising and sponsorship activity alcohol consumption is falling across almost every 

measured cohort – and particularly amongst youth. 

 

54. We believe that the current voluntary regime that exists to control advertising and 

sponsorship behaviour is robust and sufficiently agile to cope with changing advertising and 

commercial practices but needs constant vigilance and industry commitment to do so. 

 

55. The Sale and Supply of Alcohol Act 2012 should be allowed to be properly enacted before 

any additional restrictions are considered. 

 

56. There is little evidence to suggest that the banning of advertising and sponsorship will have 

any lasting impact on consumption patterns. 
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Voluntary Industry Code for RTDs 

 

We, the members of the Distilled Spirits Association of New Zealand, have developed the 

following Voluntary Industry Code for ready to drink beverages and have committed to abide 

by the details hereunder. 

 

Ready to drink beverages (commonly referred to as “RTDs”) have been part of the New Zealand 

beverage landscape for many decades. They offer a convenient beverage format providing 

consistent pre-measured amounts of alcohol, as measured by standard drinks. This, together 

with clear labelling information about alcohol content, can assist consumers to more accurately 

measure their alcohol intake.  

 

New Zealand’s leading producers and marketers of ready to drink beverages recognise that RTDs 

can be a beverage popular with younger consumers.  Therefore, extra special attention is 

required in the product development and marketing.  Furthermore, New Zealand’s leading 

producers and marketers of ready to drink beverages are united in implementing a voluntary set 

of steps to better ensure these beverages are enjoyed within the ‘norm’ of responsible alcohol 

consumption in New Zealand. 

 

Definition:  

For the purposes of this VIC, an RTD is defined as:  

 

i. a spirit-based alcoholic beverage mixed/diluted to an Alcohol by Volume (abv) range of 

4% up to 14% (above which products become liqueurs as per S73,75 of the Customs & 

Excise Act 1996); and 

ii. sold in a primary package intended for single serve (i.e. in a vessel with contents of 

500mls or less). 

 

The members of the DSANZ commit to do the following: 

1. Limit the production and/or distribution of RTDs to a maximum alcohol strength of 7% 

ABV and a maximum of two standard drinks per single serve container to all licensed 

premises in New Zealand. 

2. Not produce RTDs containing energy supplements with greater caffeine-equivalence 

than cola products as set out in Standard 1.3.1 “Food Additives” of the Australia New 

Zealand Food Standards Code, which limits the amount of added caffeine in these 

products to a maximum of 145 mg/L.  Nor, will we market/promote the effects of 

caffeine in any products that meet this commitment. 



 

 

3. Ensure that the number of standard drinks in each container is clearly visible and 

displayed on both primary and secondary packaging. 

4. Ensure that RTDs are marketed in accordance with the Code for the Advertising & 

Promotion of Alcohol and Section 237 of the Sale & Supply of Alcohol Act 2012 so they 

do not have specific appeal to, nor are targeted at, those below legal purchasing age 

(LPA). 

5. Advertise only in media channels or engage in sponsorship where the audience is at 

least 75% LPA and above.  

6. Pro-actively work to improve the drinking culture in New Zealand and help minimise 

harmful consumption, through industry funded initiatives, such as The Tomorrow Project 

(www.cheers.org.nz). 

7. Work with our retail customers to encourage compliance with this code taking due note 

of all relevant legal constraints (such as those defined by the Commerce Act 1986). 

 

RTDs which do not comply with the above commitments will be progressively removed from 

the manufacturing and distribution process from March 2013 with the intention that they no 

longer be supplied into the retail network from the end of September 2013 onwards. 

DSANZ Members: 

Bacardi New Zealand Holdings Ltd  

Beam Inc 

Brown-Forman 

Diageo 

Hancocks 

Independent Liquor 

Lion 

Moet-Hennessy 

Pernod Ricard New Zealand 

The Rum Company (NZ) 
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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: Jackie Edmond 

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

Family Planning 

Address/email: jackie.edmond@familyplanning.org.nz 

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

Family Planning is a registered charity providing high-quality sexual 
and reproductive health services for all New Zealanders. We run 
clinics and health promotion activities across the country, including 
working directly in schools and communities, and providing training 
for clinicians, teachers, parents, and public health and community 
workers. Family Planning is the country’s largest provider of sexual 
and reproductive health services. We have a focus on young people.  

 

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. 

 

mailto:alcoholadvertisingforum@moh.govt.nz
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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      

3. What reasons do you have for your view? Please include details. 
 
Alcohol advertising in New Zealand is currently excessive and contributes to unsafe drinking 
patterns and to an entrenched drinking culture. The placement of various types of advertising 
across a range of settings has a significant effect in normalising and glamorising the use of 
alcohol. Children and young people are particularly vulnerable to the adverse effects of alcohol 
advertising. 
 
We are concerned about this issue because many of the harms associated with alcohol misuse 
also affect sexual and reproductive health outcomes. Alcohol-related consequences for sexual 
and reproductive health include unprotected sex, unplanned pregnancy, relationship problems, 
and sexual violence and coercion, for example. 
 
Research indicates links between the misuse of alcohol and unsafe sex practices. The evidence 
also shows that alcohol use is associated with sexual assault and other forms of violence. For 
example, a 2009 study concluded that alcohol use was a factor – by perpetrators of assaults – in 
more than half of reported assaults in New Zealand (Connor, You, & Casswell, 2009). The 
findings suggest that more than 62,000 physical assaults and 10,000 sexual assaults occur 
every year in this country which involve a perpetrator who has been drinking. 
 
Family Planning is disappointed that the latest alcohol law reforms failed to fully implement the 
Law Commission’s recommendations on the advertising and sponsorship of alcohol – the law 
change only addressed the first stage. Much more is needed than simply monitoring the national 
and overseas research on the effects of exposure to advertising. The evidence base shows that 
advertising encourages greater consumption of alcohol, which is associated with multiple harms 
to individuals, communities and society. The current law is insufficient and it is time to act. 
 
We recommend that the government implement the Law Commission’s full alcohol reform 
recommendations; namely, to phase in restrictions on the promotion of alcohol, including 
sponsorship, in all media over five years. This would help to challenge the status of alcohol in 
our society and to shift social norms that support unhealthy and unsafe drinking behaviours.  
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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. 

 

Alcohol advertising is widespread in New Zealand, including in youth settings. For example, 90% 
of New Zealand children aged 5-17 years are exposed to alcohol advertising on TV every week 
(New Zealand Drug Foundation, 2013). And a study of five university newspapers found alcohol-
related advertising is pervasive in the New Zealand university student context (Cousins & Kypri, 
2008). 
 
Promotion of alcohol has escalated in the last three decades because of industry self-regulation 
(Maclennan, Kypri, Langley, & Room, 2012). Young people are now exposed to alcohol 
marketing at an unprecedented level and from multiple sources. Digital technologies have 
opened up new platforms for the marketing and promotion of alcohol, e.g. online video channels, 
mobile phones, interactive games, and social networks like Facebook and Twitter (Australian 
Medical Association, 2012). 
 
Social media is increasingly used by the alcohol industry to drive demand by communicating 
directly with young people. Other strategies like product placement, price promotions and 
targeted design of products are used by industry to deliberately target young people. 
 
Current regulatory and self-regulatory measures are insufficient to protect young people from the 
influence of alcohol advertising. Evidence demonstrates that children and adolescents are 
vulnerable to, and influenced by, the messages contained in alcohol advertising (Australian 
National Preventive Health Agency, 2014). According to the Australian Medical Association 
(2012), alcohol advertising encourages people who already drink alcohol to consume more. 
Evidence is rapidly increasing that links alcohol marketing to harmful drinking patterns among 
young people (Australian Medical Association, 2012).  
 

International and New Zealand evidence shows young people are starting to drink at younger 
ages and many drink in ways that put their health at risk (Australian Medical Association, 2012; 
Clark et al 2013). While children and adolescents are particularly vulnerable to alcohol 
marketing, young people aged up to their mid-20s are also highly susceptible and, as a prime 
target group for alcohol marketers, are at particular risk of alcohol-related harms. Stronger policy 
and regulation of alcohol marketing should take a whole-of-population approach, which would 
encompass all these groups of young people. 
  

 

 

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

Explain your reasons. 
 

Yes. The evidence for the influence of alcohol marketing on young people, in particular, is 
convincing (Australian Medical Association, 2012; Australian National Preventive Health Agency, 
2014). Regulation of alcohol advertising, marketing and promotion is seen as the second-most 
effective way to reduce alcohol-related harm – after increasing the minimum price of alcohol 
(New Zealand Drug Foundation, 2013). 
 
Further published evidence has become available since 2009 (Australian National Preventive 
Health Agency, 2014). Several recent international systematic reviews, based on longitudinal 
studies, conclude that alcohol marketing influences adolescents and increases the likelihood that 
adolescents will start to use alcohol, and will drink more if they are already using alcohol 
(Australian Medical Association, 2012; Australian National Preventive Health Agency, 2014). 
 
Also, recent New Zealand research shows there is strong public support for local government 
alcohol policies restricting the availability and promotion of alcohol (Maclennan et al., 2012). 
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6. Do you support further restrictions on alcohol sponsorship to reduce alcohol-related 

harm?  Yes or No. [Tick box]  

√ Yes       

 

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

 

Alcohol sponsorship contributes to a drinking culture where alcohol is normalised and seen as an 
everyday commodity. Alcohol-related sponsorship is widespread in sport, music and the arts in 
New Zealand. 
 
Marketing strategies are becoming more sophisticated and multi-dimensional, integrating online 
and offline promotions with the sponsorship of music and sporting events, the distribution of 
branded merchandise, and the proliferation of new alcoholic brands and flavours (Australian 
Medical Association, 2012). 

 

 

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. 

 
 
A recent New Zealand study examined the culture of alcohol promotion and consumption at well-
known sporting events. The study found that it was not possible to experience the 2011 Rugby 
World Cup without being exposed to alcohol promotion and consumption (Gee, Jackson, & Sam, 
2013). It also highlighted that promotion-driven alcohol consumption was synonymous with the 
culture of the Wellington Sevens tournament. The vast majority (91%) of participants at the 
Wellington Sevens agreed that alcohol consumption was part of the atmosphere of the event. 
The authors note an “increasingly naturalised alcohol-sport link” in major sports entertainment in 
New Zealand (Gee et al., 2013).  
 
In Australia also, evidence is accumulating that young people encounter alcohol messages, 
associations and products in a raft of everyday settings, such as alcohol-sponsored music and 
sporting events, free gift promotions, alcohol-branded merchandise and interactive competitions 
(Australian Medical Association, 2012). 
 
 

 

 

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

Explain your reasons. 

 

Yes. See above. 
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Types of possible restrictions (if supported) 

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

be done?  

 

As recommended by the Law Commission in 2010, we recommend a phased programme within 
the next five years to limit exposure to alcohol promotion and restrict the content of alcohol-
related sponsorship.  
The next stage should be to introduce legislative measures to reduce exposure to alcohol 
advertising, particularly for young people (stage 2, Law Commission).  
The final stage, as recommended by the Law Commission, is to restrict the promotion of alcohol, 
including sponsorship, in all media. As noted by the Commission, alcohol advertising should be 
prohibited in all media other than that which communicates objective product information. 

 

 

11. How would these proposed restrictions work in practice to reduce alcohol-related harm 

(e.g. crime, disorder, negative public health outcomes)? 

 

The proposed restrictions would contribute to changing social and cultural norms on alcohol, 
such as de-normalising New Zealand’s drinking culture.  
Research strongly supports a link between alcohol promotion and the consumption of alcohol, 
including increased risky drinking by young people. Alcohol consumption and related harms are 
likely to reduce if alcohol advertising and sponsorship was restricted. 

 

 

Ongoing and new challenges 

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?  

 

Emerging evidence of the impacts of drinking on women specifically, including impacts of other 
people’s drinking, is important to consider. 
Recent research by Women’s Health Action and Alcohol Healthwatch outlined gender 
differences in drinking patterns, in the contributors to and effects of harmful use of alcohol, and in 
the best strategies to reduce harm (Rankine, Gregory, Tonks, & Thompson-Evans, 2013). The 
research found that New Zealand women of all ages have increased their alcohol consumption in 
the past two decades, with the greatest increase among younger women.  
The report also highlighted a close link between alcohol and violence. Increasingly, evidence 
identifies interpersonal violence as the major alcohol-related harm experienced by women (and 
children) in New Zealand due to other people’s drinking, especially men’s drinking (Connor, 
Kypri, Bell, & Cousins, 2011). 
We recommend that gender analysis is used to inform the Forum’s consideration of further 
restrictions on alcohol advertising and sponsorship. 
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Mr Graham Lowe ONZM, QSM 

Chair 

Ministerial Forum on Alcohol Advertising and Sponsorship 

alcoholadvertisingforum@moh.govt.nz 

Thank you for the opportunity to provide comment on the Alcohol Advertising and Sponsorship 

review. 

On behalf of the Far North Midwives I have elected not to complete the submission form provided, 

rather we make the following comments and recommendations for your consideration. As midwives 

providing midwifery care to the Far North region, the effects of alcohol are evident to us on a daily 

basis. Alcohol effects men, women, children and families in our community in a negative way. The 

advertisement and availability influence people's drinking. Many women continue to drink during 

their pregnancy, which in turn has a profound and negative effect, not just on the unborn child, but 

later on the family and wider community. This is a huge issue that must be addressed as the 

continued advertising of alcohol is causing people to normalise alcohol and the many negative 

effects as part of a daily right and rituals. 

The evidence gathered by 2010 concluded that exposure of young people to alcohol marketing 

speeds up the onset of drinking and increases the amount consumed by those already drinking. 

In 2010 following its review of our alcohol laws the New Zealand Law Commission concluded that 
having considered the recent research linking the advertising of alcohol and increased alcohol 
consumption by young people, and having heard the views of submitters and consultees greater 
controls are needed on advertising, sponsorship and other promotion of alcohol. These controls are in 
terms of the content of advertising, the levels of exposure to advertising and sponsorship messages, 
and inappropriate sales promotions. There is a strong argument that a self-regulatory body for 
alcohol advertising is inappropriate. 

We note that 2,281 out of 2,939 submissions to the Law Commission commented on the range of 
policy options presented on alcohol advertising and marketing. Of the 2,281 submissions 86% 
supported banning or restricting all advertising of all alcohol in all media. 

We believe that more recent evidence that will be presented to you during the course of your review 
will only add weight to the Law Commission's findings and recommendations, and the urgency for 
action. 

We note 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 are unaware of any test cases based on this 
new law. 

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

1 



It has now been four years since the Law Commission's recommendations were made .. In this time 

New Zealanders young and old have been continuously exposed to the harmful effects of alcohol 

advertising and sponsorship. This is no time for further review; rather it is time to act. 

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 2010.1 These being: 

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

Stage 3: This stage would 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. 

We recommend that any permitted alcohol advertising is accompanied by health advisory messages 

developed by public health experts including the devastating effects on the unborn child. 

At the recent Global Alcohol Policy Conference in Seoul Korea, internationally renowned alcohol 

policy researcher Professor Thomas Babor told delegates that self-regulation of advertising by those 

with a vested interest has shown to be "spectacularly ineffective". 

We wholeheartedly agree. It serves no purpose but to maintain the unacceptable status quo and 

delay effective measures to curb the harm alcohol-advertising is shown to contribute to. 

We recommend that the Review Forum ensure that self-regulation of alcohol advertising and 

sponsorship in New Zealand is ended immediately. 

We consider that there are practical ways in which much of the existing alcohol advertising and 

sponsorship activities could be limited. 

These include: 

• 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 is 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. 

1 
Law Commission (2010). Alcohol in our lives: Curbing the harm. A report on the review of the regulatory 

framework for the sale and supply of liquor. Report 114. Wellington: New Zealand. 
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• New Zealand companies/individuals are prohibited for promoting or contributing to any 

overseas based promotions in New Zealand. 

• A fund is 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 this matter has been discussed and reviewed enough. The evidence available is 

strong enough to warrant immediate action, and there is strong public support for reducing the 

exposure of all New Zealanders to alcohol advertising in all of its forms. 

We urge the forum to recommend an action plan which will implement the Law Commission's 

recommendations as put forward in their report in 2010. In particular our children and young 

people need to be protected from the negative impacts that alcohol advertising and sponsorship 

have on their lives. Your role must be one of creating an environment that promotes healthy 

choices, and not one where choices are influenced by the needs of the alcohol industry. 

Signed 

'' ,I 

'~.: \!~,f~: :ij;_c.)l. 

Name: Naomi Waldron 

Address: Po Box 60, Kaitaia 0441 

Email: naomi@farnorthmidwives.co.nz 

Contact phone number: 

Note: This 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, 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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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: Dr Jenny Salmon 

If this submission is made on behalf 1 Fetal Alcohol Support Group (Dunedin) 
of an organisation, please name that 
organisation here: 

Address/email: 10 Cornwall St., Vauxhall, Dunedin 9013 

Please provide a brief description of 'This is a support group for families who have an individual(s) with fetal 
your organisation (if applicable): alcohol spectrum disorder 

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 BOX5013 
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: 

D 

D 

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 groupjyour organisation make a submission on the 2010 Law Commission 

reportAlcohol 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] 

XD Yes D No 

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

In order to prevent and ultimately abolish fetal alcohol spectrum disorder 
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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. 

Please refer to my works found on the web and in public libraries and university libraries 

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

Absolutely. There are pregnant women within the community who do not realize that alcohol can cause this 
devastingly disabling life-long neurodevelopmental condition. Alcohol advertising encourages young women 
to consume alcohol- it is seen to be the done thing within New Zealand. What requires to be advertised is 
that drinking alcohol when pregnant or wishing to conceive can cause fetal alcohol spectrum 
disorder. 

6. Do you support further restrictions on alcohol sponsorship to reduce alcohol-related 
harm? Yes or No. [Tick box] 

X DYes D No 
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7. What reasons do you have for your view? Please include details. 

Please refer 5 

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. 

Refer my works as stated previously 

Alcohol Advertising & Sponsorship Forum -Submission Form 4 



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

Yes- refer my previous comments and acknowledge also that there are mixed messages being given by 
research into the disability -some stating that it is ok to drink a little (refer Kelly's work in the UK). Of 
course, this is totally incorrect as no amount of consumed alcohol when pregnant has been classified as 
being ok. In fact, the NZ MoH message in 2006 was zero intake and this still holds good today. 

Types of possible restrictions (if supported) 

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

Alcohol should not be advertised on the TV especially, neither in the media or on films. 

Alcohol Advertising & Sponsorship Forum -Submission Form 5 



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

They should have a profound positive effect. 

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

Can only be established via research into the proposed field. 
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13. What other interventions could potentially be tried in future? 

Advertising against consumption of alcohol on sides of buses, pregnancy kits in women's toilets and leaflets 
in liquor stores advising of the harm that consumption of alcohol by a pregnant woman can cause to the 
fetus or embryo. 

14. Why should these other interventions be considered? 

In order to prevent the intergenerational causing of fetal alcohol spectrum disorder 
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 
be done? 

Abstinence from alcohol advertising and sponsorship and give reasons why this is occurring. 

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

As stated previously, by research. 
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17. What evidence is available that your proposal(s) would work? 

Refer 16 

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

Education of women in the disability. Pamphlets in GP surgeries 
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19. Why should these other interventions be considered? 

In order to educate women (and men) about the neurodevelopmental disability 

Impacts of proposals 

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

Women and men within community settings, hospitals, health professionals, etc because they would then 
not have to deal with the social and behavioural problems exhibited by6 individuals with the disability 
thereby saving the government thousands in dollars 
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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, Maori, Pasifika, lower socio-economic 

populations. 

See above 

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

The breweries because their sales of alcohol would be severely depleted. 
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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, Maori, Pasifika, lower socio-economic 

populations. 

See above 

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? 

See above 
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25. What action, if any, could be taken to address these matters? 

See above 

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? 

All of the above 
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27. What action, if any, could be taken to address these matters? 

See above 

Other comments 
28. Do you have any other comments? 

No 
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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: Glen Wiggs 

If this submission is made on behalf 

of an organisation, please name that 

organisation here: 

Foundation fopr Advertising Research 

Address/email: Box 6742, Wellington 6141  Email gwiggs@ffar.org 

Please provide a brief description of 

your organisation (if applicable): 

Resarch specialising in advertising regulation 

 

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. 

 

Yes – to both the Law Commission and the Select Committee 

 

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. 

 

     Please see evidence in submission – The main purpose of our submission is to supply independent 
research, data and information to the Forum rather than advocacy. This is contained in a separate 
submission. 
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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. 

 

     Please see submission 

 

 

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

Explain your reasons. 

 

     Please see submission 

 

 

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. 

 

     Please see submission 

 

 

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. 

 

     Please see submission 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

     Please see submission 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

     Pleaee see submission 
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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)? 

 

     Please see submission 

 

 

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

 

     Please see submission 
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13. What other interventions could potentially be tried in future?   

 

     Please see submission 

 

 

14. Why should these other interventions be considered?  

 

     Please see submission 
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

 

     Please see submission 

 

 

16. How would these proposed restrictions work in practice to reduce alcohol-related harm 

(e.g. crime, disorder, negative public health outcomes)? 

 

     Please se submission 
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17. What evidence is available that your proposal(s) would work?   

 

     Please see submission 

 

 

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

 

     Please see submission 
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19. Why should these other interventions be considered?  

 

     Please see submission 

 

 

Impacts of proposals  

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

Please see submission 
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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. 

 

     Please see submission 

 

 

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

 

     Please see submission 
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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. 

 

     Please see submission 

 

 

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 submission 
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25. What action, if any, could be taken to address these matters? 

 

     Please see submission 

 

 

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?  

 

     Please see submission 
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27. What action, if any, could be taken to address these matters? 

 

     Please see submission 

 

 

Other comments 

28. Do you have any other comments? 

 

     Please see submission 
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EXECUTIVE SUMMARY 
 
 
The Foundation for Advertising Research (FAR) has researched three areas 
as follows: - 
 

a) The level of alcohol sponsorship in New Zealand. 
 

b) The impact alcohol sponsorship has on the recipients of the 
sponsorship. 

 
c) A literature review of alcohol sponsorship and how it is regulated in 

various countries. 
 
Our principal findings are: - 
 

1. The amount of alcohol sponsorship in New Zealand is calculated at 
$20 million. 

 
2. The funds are allocated as follows 

Sport                    - 72% 
Arts and Culture    -  22% 
Community           -  6% 

 
3. There are two types of sponsorship - Events where a specific event 

is sponsored and Organisations where an annual amount is paid to 
the organisation usually for general purposes. 

 
4. Organisation sponsorships are usually associated with sports. The 

sport uses the elite teams to attract the sponsorship, but the funds 
are primarily used to develop the sport at the grassroots level. 

 
5. Clubs receive the most benefit from the sponsorship, which ensures 

maximum participation in the sport throughout the country. 
 

6. If alcohol sponsorship were banned sports organisations would 
maintain their elite teams, but cut back on the services to the 
grassroots and long term development of the sport. 

 
7. In the longer term the quality of the elite teams would erode making 

them less internationally competitive. 
 

8. In the shorter term grassroots activity would sharply diminish and 
there was a general consensus that many clubs, particularly rugby 
clubs, would close. 

 
9. Clubs provide an important focus in the community and perform 

valuable social services in the form of community pride and 
community activity. They are a large contributor to the creation of 
social capital. 
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10.Alcohol sponsorship is generally crucial for events. Without the 
sponsorship the event would not occur or would be in a much smaller 
form.  

 
11.Event sponsorship has resulted in 

a. considerable economic benefits  
b. increased professionalism by the event organisers 
c. national and international exposure of the event and local 

community  
d. tourism benefits 
e. creation of social capital. 

 
12.Alcohol sponsorship of arts events and organisations has enabled the 

development of innovative ideas and professional quality. 
 

13.The general consensus is that the sponsorship market is tough, small 
and competitive.  If alcohol sponsorship was banned there would be 
extreme difficulty and in most cases impossibility of replacing it with 
the same value sponsorship from elsewhere.  

 
14.We found that organisations and events went out of their way to 

minimise exposure of alcohol messages to minors and they showed a 
high level of responsibility in regard to their use and exposure to 
alcohol generally. 

 
15.Banning alcohol sponsorship would be a high-risk strategy in that it 

would see the diminution of the number of clubs and events, and the 
scale of their activities and therefore the services they provide to the 
community. This would result in the erosion of social capital and the 
consequential social consequences that brings. 

 
16.Sponsorship has seen a significant increase in importance around the 

world in the last two decades or so, as markets mature, media 
change and the ‘sponsorship game’ has become better understood by 
all types of organisations from the local rugby or surf club to the 
Olympic movement.   

 
17.It is clear from this review of the literature that the take-up of alcohol 

by adolescents and its abuse by some drinkers are multi-dimensional 
problems where the intense pressure from peers and environmental 
influences are of paramount importance.  The literature and reports 
in these areas are compelling and rigorous. 

 
18.The literature review found that the careful evidence suggests that 

alcohol sponsorship is an insignificant variable in the alcohol take-up 
or abuse equation. 

 
19.If alcohol sponsorship was removed social, economic, environmental 

and cultural capital of New Zealand communities would be eroded. 
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PART ONE – Research of Current Alcohol Sponsorship 

1. Introduction 
The Association of New Zealand Advertisers (ANZA) representing a 
consortium of interested parties requested the Foundation for Advertising 
Research (FAR) to research aspects of alcohol sponsorship in New Zealand. 
The members of the consortium are unknown to FAR.  
 
FAR were asked by the consortium to research the following aspects of 
alcohol sponsorship; 

a) A literature review of alcohol sponsorship and its impact 
b) A literature review and other research of overseas regimes and the 

regulation of alcohol sponsorship 
c) The level of alcohol sponsorship in New Zealand 
d) The impact alcohol sponsorship has on the recipients and their 

community 
 
FAR commissioned Associate Professors Debra Harker and Michael Harker of 
the Social Marketing and Advertising Research Team (SMART) at the 
University of Sunshine Coast, Queensland to conduct the literature review. 
 
Glen Wiggs, Director of FAR, undertook the interviews of the alcohol 
companies and major sports organisations. 
 
Penny Eames, a New Zealand based international consultant in the area of 
arts and community conducted the interviews of the arts and community 
organisations. 

1.1 Level of sponsorship 
The amount of alcohol sponsorship in dollar terms is not in the public 
domain. Indeed there is little known about the total sponsorship market. 
Although sponsorships, because of their nature are well known the actual 
amounts are invariably closely guarded commercial secrets. Therefore the 
methodology we adopted to ascertain the level of alcohol sponsorship in 
New Zealand was to ask the five major alcohol companies who are known 
as sponsor organisations. All amounts are confidential to FAR and the five 
have been calculated and added together to give a global figure. 
 
The five companies were: 

DB Breweries Limited 
Fosters Group New Zealand Ltd 
Lion Nathan Ltd 
Maxxium New Zealand Ltd 
Pernod Ricard New Zealand Ltd   

 
Between them the five companies represent the vast majority of major 
beer, spirits and wine brands. A senior executive from each company was 
interviewed face to face or on the telephone.  The amounts include 
sponsorships at the national, regional and local levels by these companies. 
 
It is not easy to define sponsorship. In the usual sense it is money paid or 
goods supplied by the sponsor to the recipient. In return the recipient 
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acknowledges the sponsorship in various ways such as naming rights (eg 
Montana Book Awards), signage, uniform badges, free seats, assisting with 
corporate hospitality by enabling guests to meet the cast, etc. The literature 
review refers to the definition of Meenaghan (Page 34) of “the provision of 
assistance either financial or in-kind to an activity by a commercial 
organisation for the purpose of achieving commercial objectives” 
 
In the wider sense commercial arrangements are entered into for the 
exclusive rights to sell a product at a venue. These types of arrangements 
are common in the general marketplace - for instance coffee bars will be 
supplied with coffee making machines on favourable terms by a coffee bean 
supplier in exchange for an exclusive arrangement to purchase their coffee 
beans.  Alcohol companies also enter into these types of arrangements with 
pubs and bars and also organisations that have events where there will be 
large numbers of people. These arrangements are commonly called pourage 
rights.  
 
Such arrangements can exist with or without sponsorship. However, it is 
common practice for alcohol companies to have a mix of sponsorship and 
pourage rights in one package. 
 
Therefore, in determining the amount of sponsorship for this report we have 
taken a large and liberal definition of sponsorship and included sponsorship 
in the usual sense and including pourage rights.  
 
Consequently the sponsorship amount is substantially overstated for if there 
were no sponsorship the pourage rights would remain as they are a part of 
normal commercial practice. 
 
Our survey did not include small sponsorships by local pubs of local 
activities but did include such sponsorships by alcohol companies. The pub 
sponsorships tend to be very small - say $200 and in aggregate would not 
be large nationally. However there are often local commercial arrangements 
with pubs that cannot be construed as sponsorships or pourage rights but 
rather akin to good customer arrangements. We do not estimate the size of 
these arrangements.  

Estimate of Amount of Alcohol Sponsorship 
We assess the level of alcohol sponsorship in New Zealand to be $20 
million. This includes alcohol sponsorship at national, regional and local 
levels. 
The funds are allocated as follows 

Sport                    - 72%  
Arts and Culture    - 22% 
Community            - 6% 
 

Sponsorship in the United States has a different mix. As noted on Page 36 
of the literature review section of this report only 5% of that sponsorship in 
that country goes to the arts. This compares with the 22% of alcohol 
sponsorship in New Zealand. 

 
We also asked how the level of sponsorship compared with previous years. 
No precise figures were available but there was general consensus that the 
amount is considerably less than both five and ten years ago.  
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The research team found the level of sponsorship is in steady decline. This 
is in keeping with alcohol advertising figures which show a steady and long-
term decline since 1998.  
 
We also found a wide geographic spread of sponsored organisations ranging 
from large cities such as Auckland to small rural communities such as 
Hokitika. 

2. The Practice 
2.1 Nature and type of Sponsorship 

We found two types of alcohol sponsorship currently operating in New 
Zealand. 
          Events, for example the Heineken Open - New Zealand, Tennis 
Championship and the Lindauer Winter Festival. 
 
          Organisations, for example the New Zealand Rugby Football Union 
and The Arts Foundation of New Zealand. 
 
We also observed that the alcohol companies have specific policies relating 
to the specific type of sponsorship in which they invested.  
 
For instance Heineken have a worldwide policy of only sponsoring high 
profile events. Heineken are the sponsor of the upcoming Rugby World Cup 
and are the likely sponsors of the event when it is held in New Zealand.   
 
Throughout the research the interviewers examined the impact of both 
types of sponsorship on the recipients.  
 
In depth interviews were held with a sample range of the recipients of both 
event and organisation type sponsorships. - eight national and regional 
organisations and thirteen large and small events.  
 
There was both consistency and strength in the responses to our questions 
by the interviewees. This convinced the research team that their findings 
represented the experiences of most recipients of alcohol sponsorship in 
New Zealand. 

a) Event sponsorships 
These sponsorships are for specific events, which are usually annual. They 
can be sporting events such as the Heineken Open, Tennis Championship 
but more commonly they were arts events such as the Montana Book 
Awards.  
 
The sponsorship usually takes the form of cash and product, which 
recipients can use according to need.  Many respondents commented that 
this flexibility was important. It is common for the sponsor to work in  
partnerships with the recipient to ensure the events are carried out in a 
professional manner. Many recipients less experienced in event 
management commented that the sponsors increased their professionalism 
as a result. 
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b) Organisation sponsorships 
Alcohol companies also sponsor a number of organisations, particularly in 
sport.  
 
These sponsorships are associated with the alcohol brands, rather than the 
alcohol companies. The New Zealand Rugby Union receives sponsorship 
from Steinlager and the Hurricanes from Tui.  
 
These sponsorships usually take the form of cash. There are exceptions 
such as The New Zealand Arts Foundation who receive product to enable 
them to host various functions. Another feature is flexibility, in that the 
sponsorship is not tagged but can be used as the recipient thinks fit. In 
return the recipient acknowledges the sponsorship in an agreed manner, for 
example signage. The recipients use the money to fund their yearlong 
activities including promotional events. 
 
A recurring theme from recipients was that the money went into the general 
funds. The total funds from all sources (other sponsors, gate takings, 
broadcasting rights, etc) are used to run the sport. The elite teams such as 
the Rugby League Kiwis tend to be self-funding, but they are used as the 
focus to attract sponsorship. Thus the general funds including the 
sponsorship moneys are used to fund the development of the sport at the 
grassroots level.  
 
Another recurring theme was that the alcohol sponsorships was a significant 
part of income and if removed would put severe financial pressure on the 
recipient.  
 
In virtually every case the elite teams not only compete internationally but 
there is an international market for the players.  
 
For example if the salaries of the 162 contracted rugby players were cut by 
40% there would be an exodus of the players to overseas. They are 
professional players and will therefore work where they can be rewarded at 
the market rates. Therefore at the elite level there is no room to make 
significant savings.  
 
There was general consensus that the only area that significant savings 
could be made is at the rural and suburban levels - clubs, schools, referee 
development, coaching development, sports gear such as balls and tackle 
bags. The interviewee believed any cuts in sponsorship would have severe 
community effects and would erode the base of the sport.  
 
With the grassroots base eroded then over time the standard at the elite 
level would diminish to such an extent that our international 
competitiveness would be threatened. Additionally fewer younger people 
participating in recreational sport and fewer clubs bring their own social 
problems including obesity, erosion of social capital and crime.  

 
We have research that shows where League has made an impact the crime 
rate is lower.1 
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Alcohol sponsorship exists not only at the national level but also at the 
regional and club level in diminishing amounts. At the team level the 
amounts are very small and may be in the vicinity of $200. Clubs use 
money for the development of the club and activities around it. Many clubs 
have their own bars and generally because the club house is licensed they 
have strict rules as to when the bar is open, note serving of minors and 
regulations associated with excessive consumption.  
 
However the club is usually a main focus in the community and participation 
and performance in the sport bring community pride and the building of 
social capital.  
 
If because of lack of funds the club ceases to operate then the cost of 
replacing the social capital and the value to the community is many times 
greater than the cost of the sponsorship. Both rugby and rugby league were 
unanimous that if alcohol sponsorship were banned there would be club 
closures both in the urban and rural areas.  

c) The nature of alcohol sponsorship of sport 
The amounts of alcohol sponsorship received by sports organisations are 
usually substantially higher than other sponsorships. For example one 
organisation informed us its alcohol sponsorship was three times the size of 
the next biggest sponsorship.  
 
The Literature Review found that in the United States service organisations 
such as banks, insurance companies and airlines dominate the sponsorship 
market. This is not the case in New Zealand with the significant exceptions 
of Air New Zealand with rugby and Air Emirates with the Americas Cup 
yacht.  
 
All recipients tell of the tough sponsorship market, particularly in the past 
two years. Banks and insurance companies are not big sponsors in New 
Zealand, although some participate at lower levels eg Vero sponsor rugby 
referees.  
 
Asked why this is so the universal answer is the increasing globalisation of 
business major companies operating in New Zealand are managed from 
Sydney, Hong Kong or Singapore. When large sponsorship proposals are 
placed before senior management they cannot relate to New Zealand 
conditions and in any event are unable to personally participate in high 
profile activities. They consider sponsorship of activities closer to the 
regional office to have greater priority. Thus the number of significant 
sponsors in New Zealand is very few. 
 
There are two other factors that explain why alcohol companies are the 
leading sports sponsors. The first is the loyalty factor. A large number of 
alcohol sponsorships are over 20 years standing. They have not been fickle 
relationships but the sponsorship has remained in good times and bad. 
Alcohol companies have a reputation of long-term loyalty, which is highly 
regarded by the sports organisations.  
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The second factor is the added commercial advantage of pourage rights. 
These rights are important from prestigious international events down to 
the club bar. As already mentioned sponsorships are a mix of pure 
sponsorship and commercial pourage rights. Therefore in agreeing to 
sponsor a sport the sponsor also has access to pourage rights. This type of 
arrangement is not available to an insurance company as attendees at a 
game are not going to buy insurance while they are at the match. 
Consequently in the New Zealand situation there is a premium for alcohol 
sponsorship of sport.  
 
However we were conscious that New Zealand Soccer does not have any 
alcohol sponsorship and we interviewed them to see how they survived 
without that sponsorship and why they didn’t have it. 
 
The review team was told that the relationship between the sports 
organisations and the alcohol sponsorship is circular.  When the sport has a 
high profile and the teams are competitive they attract crowds. That 
enables the sports organisation to negotiate pourage rights and the 
associated sponsorship. 
 
Without the crowds there are no pourage rights and therefore no 
sponsorship. 
 
However the money from the pourage rights and sponsorship allows the 
development of the sport in a pyramid structure from the grassroots to the 
elite teams at the tip of the pyramid who attract the crowds. The circle then 
becomes an upward spiral. 
 
 
New Zealand Soccer does not attract large crowds and therefore does not 
have an alcohol sponsor.   It has plans to break the circle so that they can 
attract substantial funding from alcohol sponsorship, which will be spent on 
development of the sport.  
 
Therefore we conclude that banning of alcohol sponsorship is a high-risk 
strategy that could seriously hamper sports with consequential adverse 
social impacts.  
 
Many interviewees in both organisations and events mentioned a Smoke 
free style approach. There was general consensus that it was unworkable 
and some had already had negative experiences.  
 
There was a lack of loyalty by Smokefree - This meant for some there was a 
long lingering death as the sponsorship diminished.  There was also lack of 
flexibility in the Smokefree sponsorship. 

d) The rugby example 
Rugby is the icon sport in New Zealand. We are good at the game and the 
All Blacks instil national pride. Similarly the regional franchises that 
compete in the Super 14 are of world quality and attract regional pride. The 
same is true of the provincial teams.  
 
The base of the pyramid is the clubs, which run teams in a number of 
grades. Virtually all rugby players play for recreational purposes, but any 
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player in any club given the talent and the hard work can become an All 
Black. It is a simple pyramid structure that works remarkably well. 
 
There are 600 rugby clubs, 141,000 registered players, 10,000 coaches and 
2,000 referees. All of this requires a great deal of money to operate.  
 
The New Zealand Rugby Union has income of about $100 million per year 
from all sources. This year it projects it will break even and next year a loss 
of $3 million is expected.  
 
Their revenue is spent in a variety of ways. The maintenance of the All 
Blacks is a priority as high performance ensures long-term income.  The 
remainder of the expenditure is spent on the development;- women’s 
rugby, including the Black Ferns; coaching; youth development; referee 
education; provincial competitions; etc. The list is long, but any could be 
cut if there was a drop in income.  
 
It was noted as really significant that the provincial unions receive a per 
capita grant for each registered player.   Thus a small Rugby Union such as 
East Coast receives a grant from the New Zealand Rugby Union for every 
registered player and also receives assistance to compete in the Heartlands 
provincial competition. 
 
At the regional level there are Super 14 franchises that draw their teams 
from surrounding provincial unions. These five franchise teams all receive 
significant alcohol sponsorship income plus income from a variety of other 
sources. Teams like the Hurricanes draw good crowds and have in recent 
years made a profit. The profits are distributed to the contributing unions 
including East Coast. If there were any diminution of income then the 
distribution would be diminished or eliminated. 
 
Alcohol companies also sponsor provincial teams which ensure the unions 
are profitable.  
 
The unions therefore receive income from a variety of sources - national, 
regional and local. That money is spent on the development of the game 
locally with specific assistance directed at the clubs. Such assistance 
includes competitions, club coach coordinators, school rugby, gear, referee 
education and players academy.  
 
The clubs are the real engine rooms of rugby. The 600 clubs are responsible 
for the 141,000 players and their coaching and such activities as Saturday 
morning primary school rugby. Clubs are expensive to run and a 
considerable number receive small alcohol sponsorships. It is the club that 
provides the focus in the community along with community involvement 
and pride. It is where social capital is created. 
 
The rugby unions/franchises we spoke to were adamant that if alcohol 
sponsorship were banned than they would need to slash expenditure 
severely. The first priority was to maintain the franchise and provincial 
teams to maintain their competitiveness.  
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In their view it would be unthinkable to cut an All Black star from the team 
to save money, as this would have an immediate impact on performance of 
the team and adversely affect crowds, which would lead to a downward 
spiral.  
 
There was general consensus, by those interviewed associated with 
Rugby, that the inevitable result of a ban on alcohol sponsorship 
would be the collapse of clubs both urban and rural and that if this 
occurred there could be substantial adverse social consequences. 

2.2  Benefits 
a) Economic impact at event, local and national levels 

Most of the events, we examined, produced significant economic benefits 
for the communities where the events were held (eg Masterton – Golden 
Shears, Hokitika – Wild Food Festival).   
 
These economic benefits were in many cases measured through economic 
impact reports and a calculation of the multiplier effect by leading research 
firms, including McDermott Millar and Berl.   
 
Where economic impact reports were not available there was anecdotal 
evidence that the event had generated employment, sale of products and 
financial benefits for national and local levels. There was a considerable 
range in the estimated financial return coming to communities as a result of 
these sponsored events.    
 
Therefore estimates of financial gain to the community covered a wide 
range and were established through formal impact studies and anecdotal 
reports interviewees told us of: 
 a) $M28 spent in the region during Festival, established by the 

McDermott Millar for Wellington Region from the International 
Festival of the Arts2. 

 b) Each Hurricanes match in Wellington earns the region $M3. 
 c)  Vodafone X*Air at $M2. 
 d) Figures for Wild Food and Winter Festival for Hokitika and 

Queenstown ranging from $M2 to $M3 depending on the 
commentators. 

 
An equally important financial benefit worth noting was as a result of the 
Montana Book Awards for literature.  The 12 years of that sponsorship can 
be measured in the quality and number of book sales in this country and 
internationally.   
    

Did you know our Export of New Zealand books is greater than the import of 
international books.  That is just amazing – wouldn’t have happened if we 
hadn’t risen the standard so much with the awards. 

 

                                                 
2 (This study was in 2004) – a more recent study will be released in December 2006 with a 
significantly higher total. The new study was conducted by Berl)  
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While the organisations emphasised the financial benefits for their regions 
and their activities, the greatest emphasis was on what happened with the 
cash and how each organisation used that money. 
 
Interviewees constantly noted that the most important thing for them was 
getting the upfront cash.  They noted that it was cash that generated other 
sponsorships and that it was flexible.  Most of the other sponsorships were 
tied to a specific event, prize, promotion, and in one case, salaries.   
 
The money, it was emphasised, came into the pool of money and was used 
by organisations where needed.   Of particular interest was the use of 
sponsorship by the large organisations, particularly the large sports 
organisations.   The pool of income including sponsorship trickled down 
from the highest elite sports events to the local and specialist events.    
 
While examining the relationship between the alcohol sponsor and the 
organisation sponsored, it was the size of this sponsorship and its flexibility 
that mattered.   In one case the alcohol sponsorship was as much as 50% 
of the cash income of the events and for several as much as 30%.    
 
We noted that a significant number of the arts and festival events ran on a 
budget that was between $500,000 and $200,000, and the alcohol 
sponsorship part of that budget ranged from $150,000 to $50,000 - a 
significant percentage of the total amount needed to run these events. 
 
The organisations, while many had much larger budgets, the alcohol 
sponsorship was a significant size of those budgets.  
 
In some cases although only between 8 to 10% of the total gross income – 
the budgets are so tight that without this percentage the organisations 
would need to make significant cuts and this would be at the community 
level. 

 
We are in an internationally competitive business and we wouldn’t cut a Dan 
Carter. We would have to make the cuts in the development parts of the 
game – that is services to clubs.  That would inevitably lead to some club 
closures. 

 
Receiving the sponsorship has enabled the organisations and events to 
have up front cash - for forward planning and to pay salaries - before that 
event or gate take could generate any income.  
 
The planning stages for most events could be as long as a year or nine 
months and the advanced sponsorship enables this planning to be 
professional.  
 
It was noted interview after interview that without that cash advance the 
events would not happen – even those who charged significant entrance 
fees and participant fees only get that income after the event has been 
staged and only in time to pay the on site expenses, marquees, venue hire, 
on the day casual salaries – not the salaries of the organising staff.   
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We noted that for the organisations and events the sponsorship cash was 
increased when pourage income gained at the events was added.  The 
pourage, free product and cash, together made up significant parts of the 
total income for events and projects, some of a percentage of pourage cash 
was also paid in advance. 
 
Comments from sponsored organisations included the following: 

 
If we didn’t have the alcohol sponsor we wouldn’t get any other donation.  
People don’t like to make donations that they think will be spent on catering 
and alcohol, but we need the events to generate the donations – it is about 
promotion and celebration of artists. To do that we have to have events with 
food and alcohol. 
 
We need the cash.  This festival is about FOOD and DRINK.  We just couldn’t 
manage without the cash.  There would be no festival without drink. 

 
Sponsors are everything.   They enable us to administer the grants – 
promote excellence, promote and recognise excellence. 
 
We have 60 events over ten days.  Half are free events. The Alcohol money 
enables us to do the administration, the marketing and the promotion. 
 
The alcohol sponsorship is $150,000 that is half of our total budget. 

 
The Festival costs us $500,000 to run.   A lot of that [comes] from Alcohol 
Sponsorship.   We need that cash budget.   Some also comes from a 
percentage of the alcohol drunk at the festival that is another $40,000 for 
us.        
 
The alcohol sponsorship is cash and we can use it where we like.   That pool 
of money would not be replaced.  We know what can happen we have seen 
it with Smoke Free.  We get $M5 in sponsorship.  That is a lot of 
sponsorship.    A lot also has to do with organisations entertaining their 
clients.   These clients come with the sponsor who gets free tickets to the 
events they sponsor.  This is really important to all the sponsorship.   
b) Partnership support 

Alcohol organisations sponsoring events and environmental projects in 
particular, were proactive in their engagement with the organisers of events 
and organisation.  That support varied depending on the professionalism of 
the organisation involved and/or the experience in running events. 
 
The sponsors saw themselves as having a mentoring and upskilling role and 
pushed the event they sponsored to have a product that reflected a 
professional image of their company. 
 
Comments included: 

 
We don’t consider Montana as a ‘sponsor’ but more as a strategic partner as 
they work alongside us helping develop our marketing collateral and 
assisting us develop our product.   
 
In addition they [the sponsors] have worked strategically at a variety of 
levels, for example: 

a)  Hosting joint brainstorming meetings to look at the future  
opportunities for the Awards Show; & 

 
Page 14    



Foundation for Advertising Research  

b) Supporting international mini-shows promoting Tourism New  
Zealand (Australia and Singapore); & 
c) Instigating our re-branding process (2001) which enabled us to 
better protect our Intellectual Property from copycat international 
events. 

 
They help with ideas, product, and they have a different perspective than 
us. 
c) Development support 

We were conscious that there were two levels of development that were 
made possible from the alcohol sponsorship.   
 
These were 
a) development of the organisations as a whole, from high profile events to 

rural and suburban clubs   
b) development that comes from mentoring and support. 

  
The involvement by the alcohol sponsorship we noted was at many levels of 
the community, arts and sports sectors and we noted for some, particularly 
those with a voluntary or regional structure, the support was more than 
money. 
 
We heard time and time again from organisations that the sponsors had 
given advice, strengthened their relationship with other sponsors and built 
the necessary bridges with the media, the business sector generally and 
purchased tickets. 
 

Pernod Ricard have made us more professional – The relationship with the 
Alcohol companies has been great.  We then do things with other companies 
properly.    

 
The awards have strengthened the whole industry.   That excellence has 
been promoted and pushed.   New Zealand books – just lifted.  For the 
whole country.   The range has also extended.  It is wonderful what has 
happened. 
d) Flexibility of support 

As noted in above under financial issues – the sponsorship from alcohol 
companies was seen as really flexible.   It usually comes as cash in advance 
and there are no strings attached.   Organisations recorded that this 
flexibility was rare and if they lost it they would not survive as the income 
generated by their event or project was critically dependent on having a 
reasonable cash flow. 
 

The alcohol sponsorship is cash and we can use it where we like.   That pool 
of money would not be replaced. 
 
One of the nice things is the sponsorship is so flexible.  Flexible within the 
project.  Without Tui – well the community would lose.  

 
The funding has been flexible – this is a special place – The forest is 
returning.    The sponsorship has paid for pest eradication – the building of 
tracks that are not a priority for other funders. 
e) International exposure for New Zealand 

We acknowledged that many of the large alcohol sponsored events had a 
high international profile.  They had started small and then the alcohol 
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companies stepped in, supported and provided expertise.   Once this 
happened they moved to a different level in exposure to the world. 
 

This festival is 100% financed by sponsorship of which Pernod Ricard are the 
biggest.  We started really small about 33 years ago and with Montana 5 
years ago.   Since then we have grown from small to large. 
 

The most significant examples include:  Montana World of Wearable Arts™, 
the Montana Book Awards, Speights Coast to Coast, the Wild Food Festival, 
The Golden Shears, Lindauer Winter Festival and Air New Zealand Fashion 
Week, Music Awards, Vodafone X*Air Event, the Big Day Out. It also 
includes the Ellerslie Flower Show which had less sponsorship, but is still a 
significant engagement.  In sport there is also significant overseas exposure 
at elite levels of Rugby, Tennis, Rugby League and Cricket. 
 

This is an international event that brings people from throughout the world 
to compete.   There is something for every one.  It runs with respectful use 
of alcohol. It is also a total New Zealand event.  

 
It would be difficult to quantify the value of the events to the New Zealand 
economy in terms of tourist numbers or to give all the credit to the alcohol 
sponsorship, but the international exposure of these sponsored events is 
significant and certainly adds to New Zealand’s image internationally.   
 
Examples of the media exposure, both nationally and internationally by 
these events includes: 

 
The live coverage is on TV3, SKY 1, 2, 3 and internationally.    The audience 
is estimated to be over 260 million people world wide.     We have 7.5 
hours of TV Shows – three in the build-up to the Games and 4 post-games.   
These profile Wellington and profile New Zealand to the world.    They show 
that Wellington is a great place.  
f) Tourism benefits 

It is impossible to estimate the effect of these events on tourism.  What we 
do know is that they bring people to this country.  The alcohol sponsored 
events are worth attending and have extensive international media 
coverage which enhances the country on the world stage.  Many of the 
events are broadcast around the world. 
 
Certainly the events and projects like the restoration project at Mt Bruce 
attract tourists and provide positive visitor experiences, particularly for the 
“free and independent” tourist all of whom contribute to the local 
economies.   
 

The money comes from all over the world with the people who visit 400 – 
500 participates entering in events – but 10,000 to 20,000 visitors come 
from throughout the world for this event. 
 
A Korean professor brought 22 Events Managers to our event to see us and 
learn how to run an event.  We are a model of how to run an event. We 
have won a Tourism Award.  5% of our audience comes from overseas. 
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2.3 Risks 
a) Exposure to alcohol 

Throughout the research the researchers were conscious of the current 
fears by some of the public of the negative effects of alcohol particularly on 
minors, and associated with sports and music events.   What we examined 
was how alcohol was controlled by the organisations with alcohol 
sponsorship and by the people attending the events. 
 
It is acknowledged that there is a culture of drinking by young people. We 
therefore asked all those interviewed how they coped with the use of 
alcohol at their venues or events with minors attending their venues. 
 
The events currently with significant sponsorship from the alcohol industry 
were not attended by minors.   We noted that in events like Ellerslie Flower 
Show, Montana World of Wearable Arts, Montana Book Awards, Arts 
Foundation of New Zealand, Air New Zealand Fashion Week; the audience 
was predominately older adults. For the participants, this is skewed towards 
the over 50’s women who came to the event, drank wine or beer as part of 
the celebration of the arts, fashion or horticulture. 
 
The Festivals were family affairs and the organisers saw the use of alcohol 
alongside parents and family as a positive. In these community settings 
there were well established role models. 
 
For sporting events alcohol was also part of the event, but controlled by the 
sports code in a range of ways including; 
 a) limiting the brands sold 
 b) printed brochures for family events without alcohol logos or 

messages 
 c) bag searches at venues 
 d) zero tolerance of any intoxication at venues or functions 
 e) supported liquor bans outside the venues and on the streets. 
 
The Wild Food Festival noted that the total alcohol ban in the streets of 
Hokitika during the Festival Weekend resulted in any drinking ocurring in 
the Festival venue or in the bars. 
 
The Vodafone X*Air event controlled the signage for the events and limited 
its alcohol sponsorship identification to Motor Cross and not at the events 
attended by young people. 
 
The Big Day out had a strict policy of not allowing under 15 year olds to 
attend without an adult, while the Music Awards that did attract young 
people to the award ceremony, controlled the venue and the distribution of 
alcohol. 

b) Uncontrolled behaviour 
Most of the organisations interviewed were conscious of a responsibility for 
the use of alcohol by all who attended their events and some had policies to 
cope with the signage and the use of alcohol. 
 
Several commented on a close relationship with the police and in one case, 
with Maori wardens.   They knew that the reputation of their event could so 
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easily be damaged by negative publicity generated by excessive use of 
alcohol or uncontrolled behaviour.    
 
Because most of the events that were sponsored had a high media 
engagement they had to be extremely careful of image and therefore they 
worked hard at positioning alcohol as something that was “civilizing” and to 
be used to enhance “celebration” but not at excess. 
 
We found that there is zero tolerance to drunkenness and irresponsible 
behaviour.     This is done through gate checking of bags and in the case of 
misbehaviour the person is immediately ejected from the ground. 

c) Brand identification 
Extraordinary steps were taken to ensure that when the audience involved 
large number of minors both brands and alcohol generally were limited or 
completely eliminated. 
 
An example of this was the Mt Bruce Restoration Project.   Mt Bruce has 
children and even kindergarten aged visitors and yet it has a significant 
sponsorship by Tui Beer.    To meet the expectations of the Ministry of 
Education and the funding they get for the “Experiences outside of School” 
programme they have no alcohol sponsorship on their website, and in their 
displays they show the history of the brewery industry rather than 
identification with the alcohol brand. 
 
Rugby administrators are acutely aware of the need to minimize exposure 
of alcohol messages to minors. For example the Hurricanes produce 40,000 
team posters. Two-thirds of them have the Tui logo and one-third the Ford 
logo. The Tui posters are given to adults and the Ford ones to children.  
 
Although alcohol companies are principal sponsors of Rugby Unions, they do 
not, as a practice, have their name on the front of the jerseys.  In the 
recent Air New Zealand Cup only one of the 14 provincial teams had the 
alcohol sponsor name on the front of the jersey as the main sponsor.  That 
one was the Otago team and this was a one off recognition of the 125th 
anniversary of Speights. 
 
Most games are at night so attendance by children is minimized. Some 
provincial games are in the afternoon and when this occurs, the Wellington 
Rugby Union has a family day with children’s giveaways such as a free Lion 
face paint. Significantly the Tui brand logo is omitted from all advertising 
and promotion for such games.  
 
The events that attracted older women mostly saw their role as providing 
an image of the top of-the-range reserve or sparkling wines. 

2.4 Social Connectedness 
Increasingly governments are acknowledging that social capital3 is a 
resource that should be harnessed and encouraged in society generally.   
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The research team were conscious, during the interviews, how much the 
organisations and events we examined contributed to this key objective of 
the New Zealand Ministry of Social Development. 
  
Many of the events which received sponsorship provided opportunities for 
communities to come together to celebrate, have pride and be connected. 
 
Several of those interviewed acknowledged this role of being people 
together and celebrating. This was whether it was gardens, books, artists, 
sports people, fashion, the environment or with musicians the organisations 
and events were an important part of New Zealand and an important way to 
create this social connectedness that is the objective of governments who 
wish to foster and grow social capital. 
  
For this report it was therefore important that we acknowledge the outcome 
statement of the Ministry of Social Development and note that community 
events are important processes to enable this connectedness to happen. 
 
The 2006 Social Report states: 

 
Social connectedness refers to the relationships people have with others 
(Social Report 2006).  
Social connectedness is integral to wellbeing. People are defined by their 
social roles, whether as partners, parents, children, friends, caregivers, 
team-mates, staff or employers, or a myriad of other roles. Relationships 
give people support, happiness, contentment and a sense they belong and 
have a role to play in society4. They also mean people have support 
networks in place they can call on for help during hard times. 
 
Social connectedness also refers to people joining together to achieve 
shared goals that benefit each other and society as a whole – this may 
range from working together as part of a business to contributing to their 
communities through voluntary groups.  
a) Community engagement 

Whether we were talking to arts, sports or community groups, the message 
was just as strong.   They empathized that most of the events supported by 
alcohol sponsorship were community events.    
 
They involved large numbers of people and were supported by volunteers 
and community organisations – this support was either directly to the event 
or to the head office of the organisation, who fed the money down to 
community level.  
 
While many didn’t receive any financial support from their territorial local 
authorities, we noted that almost all contributed to the ability of their 
territorial local authorities to encourage social and cultural well-being in 
their districts and the events were promoted by the councils whereever 
possible as way to increase the economic well-being of their regions. 
 
The Wild Food Festival and the Speights Coast to Coast were significant 
regional community events which relied heavily on the cash from the 

                                                 
4 Spellerberg (2001) Social Report 2006 
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alcohol sponsor.  This income then enabled the community to benefit as 
they raised money for their activities. 

 
$200,000 is paid to five primary schools from Kumara to Sumner; Red 
Cross; St Johns Ambulance; Rover Scouts; Lions Clubs; Amateur radio; NZ 
Jet Boating Association; and Search and Rescue and others who assist with 
the event. 
 
This is a truly community event.   The economic value to the town is $M2 
just that week.   Then more than that it is the money for the community 
groups.   They do everything and have stalls. The Volunteer Fire Brigade 
made $30,000 from their camp site. 
 
Then the community groups and individuals pay to have a site. The Girl 
Guides had snails and they made $2000.Then there are the Punga Slugs – 
the SPCA sold them and that was enough $2000. The Worm Truffles were 
sold for $2000 profit for a community group. High School $10,000, Primary 
School $12,000.  Sports groups $17,000. Golf Club over $100,000 in 5 
years.  Imagine if you had to make that money elsewhere from fundraising.  
We call this money “Foreign Currency”.   The fundraising from people out of 
our town.  
b) Celebration and excellence 

Throughout the research we were conscious that the alcohol sponsorship 
played a significant part in creating an atmosphere.    

 
The Music Awards are a celebration. Alcohol is part of the event itself – 
opportunities for media and industry to meet, industry - artists.  It is about 
the provision of alcohol as celebration. 
 
The Flower Show pushes boundaries – we want to push those boundaries in 
Landscape design.   The Flower Show does that.   The average person is 
inspired – that is part of the celebration and the alcohol part of that.  We are 
lifting the bar on the horticulture in the country. 
 
It would be disaster for New Zealand Fashion Week not to have alcohol 
sponsorship.  We feel it’s a great way for them to align themselves and it 
helps us create an environment conducive to what’s going on in fashion 
 
The audience is 50+ and skewed towards women in that grouping.  They are 
mature drinkers.   They come for a good day out and know how to drink – 
they like to share the glass of wine with the meal or just enjoying the show.   
It is about that celebration.   This is a mature audience. 
c) Opportunity costs5 

Increasingly economists are looking at the opportunity costs associated with 
the measurement of interventions associated with social capital. 
 
These measurements look at the cost to a government or organisation of 
doing a task in a different way.  Examples are often in terms of law and 
order and social capital. 
 

                                                 
5 Opportunity cost is a term used in economics, to mean the cost of something in terms of an 
opportunity foregone or lost (and the benefits that could be received from that opportunity), 
based on the cost of the most favourable alternative way of achieving the outcome required 

 
Page 20    

 



Foundation for Advertising Research  

Eames (2006) in Cultural Wellbeing and Cultural Capital suggests that we 
can also measure opportunity costs associated with using or not using 
cultural capital. 
 
We concluded that if the alcohol sponsorship was removed from these 
sectors then the opportunity cost of achieving the same social 
connectedness and social capital would be significantly higher.  What was 
also obvious was that many of the interventions would not be so successful 
or popular if set up or run by government or local government.   
 
The community events organisers could show innovation and can use and 
harness large numbers of volunteers to work as coaches, referees, stall 
holders, marshals and event committees adding to the cost efficiency of the 
events – not to mention the profiles gained. 
 

An anecdotal example is the story of the growth and development of 
sport along with the Marae in Wainuiomata by Kara Puketapu, Ken 
Laban and the then Ministry of Maori and Island Affairs.  This was 
seen as a way to develop Pride in the community and social capital.  
Two decades later there is still a high level of social capital in that 
community demonstrated in the relationship they still have with their 
sporting heroes such as Tama Umaga and Piri Weepu. 

 
If an opportunity cost measurement had been done the cost of policing 
would be included.   

3. The Theory 
3.1 Cultural and Social Capital 

Increasingly social commentators are acknowledging that the cultural 
capital of a society is as valuable as the Social and Economic Capital. 
 
The phrase cultural capital was first used by Pierre Bourdieu and Jean-
Claude Passeron as a sociological term in 1970, in Cultural Reproduction 
and Social Reproduction. Later published in English by Bourdieu and 
Passerson 1977. (First copyright publication in French in 1970) 
 

Cultural capital: forms of knowledge; skill; education; any advantages a 
person has which give them a higher status in society, including high 
expectations. Parents provide children with cultural capital, the attitudes and 
knowledge that make the educational system a comfortable familiar place in 
which they can succeed easily. (Bourdieu 1985 in Richardson 1999  pp 241-
258) 

 
The cultural capital is made up of the value of the histories (myths), 
ideologies, values of a society and is seen through the rituals, festivals, 
sporting events and institutions of any society6.  An asset value can be 
calculated. 
 

                                                 
6 Eames, P (2006) Cultural Well-being and Cultural Capital 
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Social capital is the term used for the resources based on group 
membership, relationships, networks of influence and support. 

 
In contrast, [to Putnam 2000, on social capital] the Maori concept of family 
(whanau) moves seamlessly from the immediate family to the wider family 
network (hapu) and the tribe (iwi), where the (extended) family becomes 
community and the community is made up of the (extended) family.  Social 
capital is created through networks and relationships that are within all 
these expressions of “family” (or community).  Thus, in the Maori context 
the distinction between cultural and social capital disappears.  Cultural 
capital is an important aspect of social capital and social capital is an 
expression of cultural capital in practice.  Social capital is based on and 
grows from the norms, values, networks and ways of operating that are the 
core of cultural capital. Robinson & Williams 2001 p 55) 

 
What became obvious in this examination of events was that alcohol 
sponsorship gave the flexibility to enable the organisers to produce uniquely 
New Zealand events.  These unique events (eg World of Wearable Arts™; 
The Golden Shear; the Wild Food Festival had come about through a mix of 
passion and enthusiasm on the behalf of those setting them up and this 
passion and enthusiasm had been rewarded by voluntary input and 
creativity, but also by alcohol sponsorship.    
 
This creative drive and cultural capital was as much in evidence when we 
examined the sporting events – The Crusaders, Hurricanes and The All 
Black, New Zealand Cricket and Speights Coast to Coast and X*Air. 
 
These events are only possible we would suggest, because of our own 
cultural capital in New Zealand.  
 
What had happened in many of the events was independent of government 
funding - so could be innovative and bold.    
 
The constraints of public funding would cause controversy and stop 
innovation and if government was seen to be funding some of these 
activities – particularly in their formative stages they would not be so 
innovative.  Yet as we have seen, these activities have economic, cultural, 
environmental and social outcome as desired by government.  
 
The funding of “innovation” and celebration of creativity come primarily with 
outside independent support. 
 
Social Capital is important for social connectedness.  Commentators 
observing the days after the Tsunami comment on the success of the 
networks (social capital) in enabling the communities in Asia to respond 
quickly to that disaster.  They also note that in New Orleans, where there 
had been a breakdown of community networks (social capital) there was an 
initial slow and inadequate response to the hurricane catastrophe. 

4. Other Findings 
4.1 The size of the events 

What was surprising was the sheer size of some of the festivals and events 
and where they gained their audiences. 
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The mix of people coming from various parts of New Zealand and from 
overseas showed that New Zealanders were travelling within our country 
and that events were attracting international exposure. 
 
The following comments were of particular interest and should be noted 
when considering any withdrawal of alcohol sponsorship. 
 

Our audience is 60% international, 35,000 visitors – only 40% domestic.    
 
We have had 150,000 people in Wellington and less before that in Hamilton.    
That is a lot of people, more than to an All Black Test.   
 
This festival has such an importance.   In our region there are usually 
20,000 people – then at the festival there are 70,000 people involved.   
12,000 at the opening alone – 15,500 at the Mardi Gras. 
 
100 media arrive in New Zealand for the festival and 40,000 visitors 

 
10% of the audience is local, 5% foreign and 60% from Christchurch.  The 
rest from the rest of New Zealand.    Nelson and Blenheim contribute a lot. 
 
The money comes from all over the world with the people who visit 400 – 
500 participates entering in events – but 10,000 to 20,000 visits come from 
throughout the world for the event. This is an international event that brings 
people from throughout the world to compete. 
 

4.2  The International Environment  
Satellite television has revolutionised sport. It was noted that we are in an 
era of professional sport where New Zealand teams compete internationally 
to a television audience of millions.  
 
Rugby has the Super 14 competition where five New Zealand teams 
compete with nine other teams from Australia and South Africa. 
Consequently New Zealand rugby followers can view six or seven games 
every week played in Australia, South Africa and New Zealand.  
 
If alcohol sponsorship was banned in New Zealand then New Zealanders 
would still be subject to alcohol sponsorship messages along with alcohol 
signage from overseas games. Some overseas teams have alcohol sponsors 
names on their jerseys and it would be politically difficult to ban overseas 
teams from wearing them in New Zealand. 
 
The same issues apply to rugby and rugby league test matches. Additionally 
the New Zealand Warriors compete in the Australian NRL competition with a 
number of Australian teams where the same issues apply. However the 
principal sponsor of the NRL is CUB (the Fosters group) and their signage is 
painted on the ground of every NRL game. If this was banned in New 
Zealand it is possible that the Warriors could not play in New Zealand, as 
they would be in breach of their contract. 
 
Of particular importance is the Rugby World Cup for which Heineken is a 
major sponsor. A ban would undoubtedly be in breach of the undertaking 
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Government have given to the International Rugby Board for when the 
tournament is held in New Zealand. 
 
Another factor the research revealed is that there was general consensus 
that a ban would have an immediate effect at the grassroots level and 
would consequently over time undermine the quality of elite teams. If this 
occurred and New Zealand teams became less competitive then public 
disapproval would have political repercussions. 
 
Additional to the sport in which New Zealand teams compete there are 
other sports which have a television audience. There are four dedicated 
sports channels that broadcast 24 hours a day. All of these channels carry 
sport with alcohol signage, alcohol sponsored teams and athletes and 
sometimes alcohol advertisements.  
 
We live in a global village and in a democracy it is not possible to 
isolate ourselves from the rest of the world. 
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PART TWO - A Review of Relevant Literature 

Alcohol Sponsorship and the Effect on Consumption 
Behaviour  

1. Introduction 

Alcohol is consumed by over 2 billion people around the world where it is enjoyed by 

many and abused by some consumers (World Health Organisation (WHO) 2004).  The 

marketing of alcoholic products encompasses activities that ‘inform, persuade and remind’ 

consumers of the products on offer (Kotler and Keller 2006).  Sponsorship is a marketing 

activity that aims to generate ‘goodwill’ for the sponsoring organisation and remind 

consumers of the sponsor’s product (Hoek, Gendall and West 1990). The controversy in 

alcohol sponsorship stems from the potential health and social concerns related to alcohol 

adoption and consumption by adolescents, and its abuse by the drinking population 

(McDaniel, Kinney and Chalip 2001).  

 

The purpose of this literature review is to assess the extent to which sponsorship influences 

the take-up, consumption or abuse of alcoholic products. The review was undertaken by 

interrogating key data bases for the past two decades of articles and reports that have ‘peer 

reviewed’ credibility. 

 

The review commences with an exploration of alcoholic consumption and trends from 

around the world, next the factors that influence alcohol consumption are reviewed; this is 

followed by a review of sponsorship theory and practice and finally the regulation of 

alcohol marketing around the world is considered before concluding comments. 

2. Alcohol Consumption  

There are approximately 2 billion consumers of alcoholic beverages around the world 

(WHO 2004).  In developed countries alcohol consumption is declining.  In New Zealand, 

approximately 85% of the population drink alcohol, compared to 88% in the United 

Kingdom and 97% in Denmark (WHO 2004).  Consumption in New Zealand is currently 

around 9.8 litres of pure alcohol equivalent, per capita/per year, compared to almost 13.5 
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litres in 1978, much less than Luxembourg and Ireland.  In Australia the numbers are 9.2 

litres now compared to 13 litres in 1978 and Canada, nearly 11 litres declining to 8.3 (see 

Table 1). 

 

Table 1: Total Recorded Alcohol Per Capita Consumption (15 yrs+), in Litres of Pure 

Alcohol – A Selection of High-Consuming Nations 2003 

 

Country Total 

Consumption

Luxembourg 17.54

Ireland 14.45

France 13.54

Germany 12.89

Croatia 12.66

Spain 12.25

Denmark 11.93

Hungary 11.92

United Kingdom 10.39

New Zealand 9.79

Australia 9.19

United States of America 8.51

Canada 8.26

(Developed from WHO 2004) 

In terms of beverage preferences, generally speaking, beer and spirit consumptions are 

decreasing, whilst the consumption of wine is increasing (WHO 2004).  Table 2 displays 

the top ten countries with the highest beverage-specific adult per capita consumption of 

different preferences. 
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Table 2: Top 10 Countries, Highest Beverage-Specific Adult per Capital Consumption 

of Beer, Wines and Spirits 

Beer Wine Spirits 

No. Country APC Country APC Country APC 

1 Czech Rep. 9.43 Luxembourg 9.43 Moldova 10.94

2 Ireland 9.24 France 8.38 Reunion 8.67

3 Swaziland 7.49 Portugal 7.16 Russia 7.64

4 Germany 7.26 Italy 6.99 Saint Lucia 7.27

5 Austria 6.42 Croatia 6.42 Dominica 7.20

6 Luxembourg 6.16 Switzerland 6.23 Thailand 7.13

7 Uganda 6.14 Argentina 5.63 Bahamas 7.05

8 Denmark 6.02 Spain 5.07 Latvia 6.62

9 U. Kingdom 5.97 Bermuda 4.95 Haiti 6.46

10 Belgium 5.90 Greece 4.78 Belarus 6.34

(Developed from WHO 2004) 

 

Neither New Zealand, nor Australia, consumes sufficient quantities of these beverages to 

be included in table 2.  Total alcohol consumed in New Zealand has been falling since 

the early 1980s.  In recent years total beer consumption has been declining, although 

higher-strength brands have been selling well.  Wine consumption has been increasing, as 

has spirits, particularly in the form of premixed spirits based drinks, also known as ‘alco-

pops’ (Habgood, Casswell, Pledger and Bhatta 2001).  Beer consumption by Australians is 

5.2 litres per capita, per year, with a world ranking of 14.  In terms of wine and spirits, 

Australian consumption does not rank inside the top 20 countries and information on New 

Zealand is not available in this form (WHO 2004). 

When considering consumption of alcohol, it is also useful to examine abstinence among 

developed nations to provide a clearer picture of the situation.  Table 3 depicts the top 

abstaining nations7 and shows how the rates of abstinence vary considerably across 

countries. 

 

                                                 
7 That is, those countries with a total abstinence of 15% or less. 
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Table 3: Lowest Alcohol Abstaining Nations, Various Years 

Country Year Total (%) Male (%) Female (%) 

New Zealand 2000 15.0 12.0 17.0 

Czech Rep. 2002 14.6 9.1 20.0 

Japan 2001 13.5 7.4 19.7 

Moldova 1995 13.5 9.0 18.0 

U. Kingdom 2000 12.0 9.0 14.0 

Iceland 2003 11.8 11.4 12.2 

Sweden 2002 11.3 8.0 14.7 

Austria 1993 11.0 5.8 16.1 

Cyprus 1995 8.0 1.0 15.0 

Greece 1995 8.0 1.0 15.0 

Slovakia 2000/1 7.7 3.6 10.4 

Finland 2000 7.4 7.1 7.7 

France 1999 6.7 4.3 8.9 

Norway 1999 6.0 5.8 6.2 

Germany 2000 5.1 4.3 5.9 

Belarus 1995 3.0 2.0 4.0 

Denmark 1997/8 3.0 2.0 4.0 

Luxembourg 1995 2.5 1.0 4.0 

(Developed from WHO 2004) 

Interesting omissions from this table of top abstainers is Australia, which has 17.5% of its 

population classified as abstainers (14.1% male, 20.8% female) and the United States of 

America with more than one-third (33.9%) abstaining; 29.3% male and 38.2% female 

(WHO 2004). 

Heavy drinkers in most countries are men in the 18-24 years age group and the average 

annual consumption by males in New Zealand is 16 litres of pure alcohol equivalent.  One 

in seven men consumes more than 20 litres per annum, and 10% of heavy drinkers imbibe 

50% of the alcohol consumed in New Zealand.  There is some evidence of an increase in 
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heavy drinking amongst young men below the age of twenty, for example Australia 9.6%, 

Canada 26.3%, UK 30%.  In New Zealand an increase in consumption by youths of 16 and 

17 years of age has been recorded as has consumption in the younger cohort of 14 to 19 

year olds.  More significant has been the rate of increase of consumption by young women, 

for example Australia, 11.8%, UK 27% and Denmark 54% (WHO 2004, Group Against 

Liquor Advertising (GALA) 2006).  (See Table 48.)  In New Zealand 28% of women in the 

15-17 year old age group drank 4 or more drinks at least once per week (APHRU 2001). 

Table 4: Heavy Episodic Drinkers Among Youths (WHO 2004, p. 33) 

Country Year Total (%) Male (%) Female (%) Age Group

Australia (a) 2001 10.7 9.6 11.8 14-19 

Bulgaria (b) 1999 11.0 15.0 6.0 15-16 

Canada (c) 2000/1 15.3 26.3 5.2 15-19 

China (d) 2000/1 1.3 2.5 0 15-19 

Denmark (e) 2002 NA 62.0 54.0 11-15 

Finland (b) 1999 18.0 21.0 15.0 15-16 

France (b) 1999 12.0 16.0 7.0 15-16 

Greece (b) 1999 9.0 13.0 5.0 15-16 

Hungary (f) 2003 27.5 39.2 22.2 15-16 

Iceland (b) 1999 17.0 18.0 15.0 15-16 

Ireland (b) 1999 31.0 32.0 32.0 15-16 

Lithuania (b) 1999 9.0 12.0 18.0 15-16 

Nigeria (d) 2000/1 1.2 1.0 1.3 15-19 

Norway (b) 2003 15.0 17.0 14.0 15-16 

Poland (b) 1999 31.0 41.0 23.0 15-16 

Sweden (b) 1999 17.0 22.0 13.0 15-16 

Turkey (d) 2000/1 1.4 0.5 1.1 15-19 

UK (b) 1999 30.0 33.0 27.0 15-16 

USA (f) 2002 10.7 11.4 9.9 12-17 

 

                                                 
8 However, these results are not comparable due to different definitions, for example, Denmark – 5 drinks 
in one day in the last month. UK 5 or more drinks three times in last month. 
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(a) Consumption of 7 or more standard drinks on any one drinking occasion for males 
and 5 or more standard drinks on any one drinking occasion for females (at least 
weekly). 

(b) Consumption of 5 or more drinks in a row 3 times or more in the last 30 days. 
(c) Consumption of 5 or more drinks on one occasion, 12 or more times in the last year 

(among drinkers only). 
(d) At least once a week consumption of 6 or more standard drinks in one sitting. 
(e) Consumption of 5 or more standard drinks in one day at least once in the last 

month. 
(f) Consumption of 5 or more drinks on one occasion at least once in the past month. 

3. Factors Influencing Alcohol Consumption  

Alcohol is frequently used by the majority of populations of the developed economies 

(WHO 2004).  The reasons for the adoption and use of alcohol are many and varied, 

including parent and peer influences, the personal benefits felt by young people of alcohol 

consumption, adverse childhood experiences, income and price levels, and the advertising 

and promotion of alcohol products (Donovan 2004; Dorsett and Dickerson 2004). 

Parental influence and peer pressure have been found to be significant influences in 

adolescent drinking behaviour (Donovan 2004; Hayes, Smart, Toumbourou and Sanson 

2004; O’Hara 2006).  The report by Hayes et al. (2004): 

‘explodes a popular myth that parents have little impact in this area – adolescent abuse of 

alcohol - by showing that they can and do influence their offspring’s alcohol use 

 (Professor Alan Hayes, Director, Australian Institute of Family Studies) 

Peer and adult influences, and social bonding were also related to adolescent ‘alcohol 

outcome expectancies’ among drinkers and non drinkers but a relationship between alcohol 

advertising and alcohol expectancies was found only amongst the drinkers (Martino, 

Collins, Ellickson, Schell and McCaffrey 2006).  Young people also have been found to 

imbibe because of individual benefits, for example it is fun and provides a window into the 

adult world; for benefits that alcohol provides in the social scene, for example increasing 

confidence and enjoyment in a social setting; and because of social norms deriving from 

the behaviour (Luik 2006).  Witness this statement from a young New Zealand male: 

‘Alcohol is one of the most trendy personal … things for teenagers possible.  You start a 

conversation about alcohol and everyone gets in on the conversation ... their own personal 

types and experiences.  What’s good, what’s bad.  And a lot of time people influence 

others.’ (Centre for Social and Health Research and Evaluation (SHORE) 2005) 
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Other studies have shown that prices and rising consumer incomes have a statistically 

significant impact on alcohol consumption (Calfee and Scheraga 1994).  Consumption of 

alcohol by 18-24 year olds has been found to be correlated with on-trade promotions and an 

increasing trend for in-home drinking.  Consumption by older consumers over 25 years is 

related to price issues and the relative price of alcohol.  This study found that no statistical 

relationship existed between alcohol advertising and consumption for either age group 

(Dorsett and Dickerson 2004). 

 

Further, adverse childhood experiences, such as a dysfunctional or alcoholic family, 

childhood neglect and abuse, were found to be related to the adoption and early adoption of 

alcohol by adolescents (Dube, Miller, Brown, Giles, Felitii, Dong, and Anda 2006). The 

authors advise most strongly that any efforts to delay the age of onset of drinking must 

recognise the contribution of multiple stressful experiences to alcohol seeking behaviour by 

adolescents. 

4. Alcohol Consumption and Promotion 

The commercial promotion of alcoholic products by manufacturers and distributors has 

also been suggested as a driver to alcohol consumption.  There have been a number of 

impressive econometric studies, for example, that have explored the relationship between 

alcoholic consumption and advertising expenditure and proof of the connection between 

the two has proved to be significantly elusive.  The empirical evidence on the influence of 

advertising and alcohol take up and consumption has been assessed in two important 

studies that reviewed all the literature in this area (Smart 1988; Fisher 1993).  Both studies 

found that there were no reliable correlations between advertising expenditures and 

alcoholic consumption and also that experimental studies showed no effect of advertising 

on actual consumption.  Smart concluded that ‘the evidence indicates that advertising bans 

do not reduce alcohol sales’ (1988, p. 126) and evidence from New Zealand suggests that 

consumers have become increasingly indifferent to advertising (APHRU 2001). 

 

Another insightful perspective on the advertising issue was provided by Saffer (2002) who 

suggested, based on a theoretical model, that advertising can increase alcohol consumption 

at low levels of advertising, and that the marginal effect of advertising diminishes at high 
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levels.  On this reasoning, Saffer concluded that increased alcohol counter advertising, 

rather than new advertising bans, was the best public policy option to address the problem 

of adolescent alcohol use. 

 

Alcohol is classified as a drug in New Zealand and a number of other drugs have been used 

increasingly in New Zealand as reported by Wilkins, Casswell, Bhatta and Pledger (2002).  

Drug use by Canadian young people was monitored in a study of over 4,000 students in 

grades seven, nine eleven and thirteen over a twenty-two year period.  What the study 

found was a remarkably similar pattern of use across all drugs, including alcohol and 

tobacco (Figure 1). 

Figure 1: Rates of Use of Alcohol, Tobacco, Cannabis and Aggregate Drugs (‘sum’) by 
Ontario High-School Students 1977-1999 (Luik 2004) 

 

 
 
All drug use declined throughout the nineteen eighties, only to rise again in the nineteen 

nineties.  Interestingly, only tobacco and alcohol were the advertised and sponsored 

products.  Logically, advertising could only be a causal factor in the consumption of 

tobacco and alcohol if it was a factor in the use of all the other drugs, which clearly it was 

not.  Advertising does not appear to be a key factor in alcohol adoption and use and the 
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same reasoning would apply to sponsorship, and the other causal factors must come to the 

fore when considering remedial action against alcohol abuse (Luik 2004). 

4.1 Sponsorship and Alcohol Consumption 
The market for alcohol is a mature market in developed economies as the WHO statistics 

show.  In a mature market situation alcohol companies are unable to build primary demand 

for their products, hence they compete for market share (Saffer 2002).  In the battle for 

market share companies attempt to ‘inform’, ‘remind’ and ‘persuade’ consumers through 

the marketing communications mix (Kotler and Keller 2006).  There are six accepted 

elements of the marketing communications mix, with the following brief definitions: 

 Personal selling: person-to-person, dyadic communication whereby sales people 

inform, educate and persuade prospective buyers to purchase the company’s 

products or services (Shimp 2003). 

 Advertising: is either mass or direct communication.  Both forms are paid for 

messages by an identified sponsor (Shimp 2003). 

 Sales Promotion: consists of all marketing activities that attempt to stimulate quick 

buyer action or immediate sales of a product (Shimp 2003). 

 Publicity: non-personal, non-paid-for communication to a mass audience (Shimp 

2003). 

 Point-of-Purchase Communications: any materials at the POP that are used to 

influence the purchase decision (Shimp 2003). 

 Sponsorship Marketing: the provision of assistance, either financial or in-kind, to 

an activity by a commercial organisation for the purpose of achieving commercial 

objectives (Meenaghan 1983, p. 9). 

 

Sponsorship marketing, the focus of this review, has two main activities (Cornwell and 

Maignan 1998): 

1. An exchange between a sponsor and sponsoree whereby the latter receives a fee and 

the former obtains the rights to associate itself with the activity sponsored, and 

2. the marketing of the association by the sponsor. 

 

For the arrangement to be commercially meaningful, both activities are necessary. 
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In order to differentiate sponsorship marketing from other elements of the marketing 

communications mix, in particular advertising, it is useful to consider the audiences.  

Advertising targets viewers, whereas sponsorship targets active participants, spectators, and 

media followers (Hastings 1984, p. 173) but this delineation does not hold true for outdoor 

advertising as it can also target participants, spectators, and media followers when used at 

an event (Cornwell and Maignan 1998).  Meenaghan (1983) suggests that the content of the 

message is also a differentiator between these two elements.  For example, advertising uses 

creative aspects in the message, whilst sponsorship is a non-verbal medium, and this is 

perhaps why advertising and sponsorship are so often mixed closely together in an IMC to 

promote an event or cause. 

 

There is also confusion in the literature surrounding the differences between sponsorship 

marketing and event marketing and between sponsorship marketing and Cause Related 

Marketing.  Both of these discussions are beyond the remit of this review but are 

mentioned to highlight the lack of research in this area.  The topic is still in its early stages 

of development and this is perhaps why researchers have not moved in any significant way 

from descriptive to explanatory analyses (Cornwell and Maignan 1998). 

4.2 Defining Sponsorship 
Sponsorship is ‘the provision of assistance either financial or in-kind to an activity by a 

commercial organization for the purpose of achieving commercial objectives’ Meenaghan 

(1983, p. 9, cited in Rifon et al. 2004).  Cornwell et al. (2005) defined sponsorship as ‘the 

orchestration and implementation of marketing activities for the purpose of building and 

communicating an association to a sponsorship.’ 

 

There are two types of sponsorship: 

1. direct or functional based (sponsored brand is actually used by the participants 

during the event), and  

2. indirect or image-based (image of the event is related to the image of the brand 

outlined by Gwinner and Eaton 1999). 

 

Also sponsorship can be either: 
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 ‘on site’ or field sponsorship (placement of a logo on sports equipment or billboards 

at the scene of the event), and  

 televised broadcast sponsorship (name associated with a specific TV program or its 

promotion (Lardinoit and Derbaix 2001). 

4.4 Sponsorship Scale 

In mature markets like the market for alcohol, as the effectiveness of advertising declines, 

companies move marketing investments to ‘below the line’ on such activities as sales 

promotions, public relations, and sponsorship in their attempt to win market share. The 

reasons for the increase in sponsorship expenditure are: 

 Increase in media outlets (pay TV, radio stations, specialist magazines) has 

increased the advertising clutter. 

 Increased cost of TV advertising, and increased proliferation of channels. 

 Technology allows change of channels in advertising breaks as well as DVD/video 

recorder fast forward over commercials.  

 Pay TV provides more opportunities for events to be televised. 

 The banning of certain types of direct TV advertising, e.g. tobacco, alcohol. 

 Sponsorship has become an effective medium to use to communicate with discrete 

market segments, and difficult to reach target markets. 

 Increases in costs for staging festivals and events (Shilbury et al. 2003). 

Attempts have been made to restrict the marketing of alcoholic products by various public 

health bodies, but Luik (2004) has expressed the view that alcohol is a legal product 

marketed to adults, so alcohol companies should have the same right to use the marketing 

techniques applied by other industries.  Brewers, in their defence, have stated that they do 

not support excessive consumption or under-age drinking and often run pro-social 

advertising (McDaniel and Mason 1999; Luik 2004).  

Over US$24.6 billion is spent on sponsorship worldwide (IEG network 2001, cited in 

Dolphin 2003). In the United Kingdom, sponsorship expenditures increased from US$4 

million in 1970 to US$107.5 million in 1997.  In North America, during 2005 sponsorship 

spending was expected to reach $12.1 billion, with 69% going to sports, 10% to 
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entertainment tours and attractions, 5% to the arts, 4% to festivals, fairs and annual events, 

3% to associations and membership organizations and 9%, or about $1.15 billion, to social 

causes (Bloom et al. 2006; Mason 2005). There is fierce competition in the United States 

for the right to sponsor an event and alcohol companies must compete with the large banks, 

insurance companies and other service companies which use sponsored events to develop 

relationships with large potential, and existing, clients. 

 

According to recent sponsorship industry reports, alcohol sponsorships make up about 11% 

of all sponsorship expenditures (Ukman 1995, cited in McDaniel 1999). Some sport 

governing bodies differentiate between seemingly similar product categories. For example, 

the International Olympic Committee (IOC) accepts beer sponsorship while contending 

that alcohol sponsorship would be inconsistent with Olympic values. This differentiation 

between two seemingly similar products may be explained through the financial 

dependence on the stream of revenue from the brewing industry by sporting and 

community institutions (McDaniel and Mason 1999). 

 

 In New Zealand, an internet survey has shown that sports sponsorships associated with 

‘unhealthy’ products (fatty foods, alcohol, gambling) were twice as common as 

sponsorships associated with ‘healthy’ products (not specified) for young peoples’ sports in 

the Wellington area. There were significantly more alcohol sponsors for rugby for male 

youngsters in the 5 years and 17 years age group.  Gambling was the most common form of 

sponsorship (18%) followed by alcohol (11%), (Maher, Wilson, Signal and Thomson 

2005). 

 

Performance Research (2001, cited in Dolphin 2003) report that over one half of those with 

an interest in the arts indicated that they would almost always buy a product sponsoring 

cultural events; they also revealed that they would be inclined to eschew affiliations with 

alcohol and tobacco companies (Dolphin 2003). 

4.5 Sponsorship Processes 
Sponsorship is a marketing investment, and in the case of alcohol, it is an investment in a 

mature market.  Companies seek a return on marketing investments and a managerial 
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approach to seeking, mounting and evaluating sponsorship activities is recommended 

(Kotler and Keller 2006). 

 

The first step in the management of the sponsorship process is the setting of sponsorship 

objectives.  A study of 19 New Zealand companies has found that the companies set the 

following objectives for their sponsorship activities, ranked in order of importance: 

1. Improving goodwill 

2. Enhancing image 

3. Increased awareness 

4. Improving profit 

5. Management interest 

6. Staff recruitment  

 

An unexpected finding from this study was the way in which the companies set the budgets 

for the sponsorship activities.  The approach was found to be ‘ad hoc’ reflecting historic 

philanthropic ideas about sponsorship (Hoek et al. 1990). 

 

Another study has shown that sponsorship marketing programs are designed to achieve 

objectives such as improving overall corporate reputation, differentiating a brand, attracting 

the interest of targeted consumers, stimulating brand preference and loyalty, attracting loyal 

employees and, ultimately, increasing profits and stock prices. Whether companies are 

achieving these objectives is only beginning to be understood.  There is evidence that 

sports and entertainment sponsorships can be successful, but the empirical research on this 

topic is limited (Bloom et al. 2006). 

 

Given the limited research on the way in which these objectives are achieved, we must rely 

on the literature to provide us with theoretical models that provide some insight into the 

processes involved (Figure 2, Allen et al. 2005). 

 

The sponsored event engages consumers indirectly during the activity in which they have 

an intense emotional response.  If they enjoy the event, the positive feelings towards the 

event are transferred to the sponsor in the form of goodwill.  In turn the goodwill felt by the 
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consumers influences their attitude and behaviour towards the brand.  This process is 

known as brand transfer and it is this goodwill that really makes sponsorship different from 

advertising. While advertising changes a consumer's perception of a specific product, 

sponsorship changes the perception of a specific sponsor which will rub off on the brands 

(Mason 2005; Allen et al. 2005; Speed and Thompson 2000). 

 

Figure 2: The Sponsorship Effects Process 

 
(Allen et al. 2005, p. 241) 

The phenomenon of brand transfer is further explained through classical conditioning 

theory.  Classical conditioning occurs when the consumer uses the relationship between 

two stimuli to learn about one, through what is known about the other.  This is dependent 

on the respondent’s attitude toward the event (unconditioned stimulus), consumer’s prior 

attitude toward the sponsor/brand (conditioned stimulus), and respondent’s perception of 

congruence between unconditioned (event) and conditioned (sponsor) stimulus.  It can be 

argued that positive attitudes toward the event will be associated with a positive response 

toward the sponsor. The positive attitudes towards the sponsor are affected by the 

perceived sincerity of the sponsor (motivated by philanthropy, as opposed to improving 

bottom line), and the congruence, or fit, between the conditioned and unconditioned 

stimuli.  Studies have shown that when sponsors or products are viewed as being closely 

related to the event, that is the lifestyle and/or image attributes associated with a particular 

sport or event are in line with the sponsor's target markets, the likelihood of brand transfer 
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is enhanced (Speed and Thompson 2000; Mason 2005; Gwinner and Eaton 1999; Trimble 

and Rifon 2006; Cornwell et al. 2005). 

4.6 Sponsorship Effectiveness 
Sponsorship is a marketing investment and from a managerial perspective it is important to 

establish the return on this investment and understand how sponsorship works.  However, 

organisations have been slow to appraise their sponsorship campaigns and researchers have 

been reluctant to take up the challenge of assessing sponsorship effectiveness (Cornwell 

and Maignan 1998; Meenaghan 1998). 

 

Allen and colleagues’ (2005) model (Figure 2) provides some insight into the effectiveness 

of sponsorship in the way that the consumer moves from sponsor awareness through to 

purchase of the sponsor’s brand.  But proof of the linkages between awareness, attitudes 

and behaviour has proved elusive in the research domain.  Similarly, Shilbury and 

colleagues (2003) identified four levels of measuring sponsorship as the consumer is 

‘tracked’ through exposure, attention, cognition and consumer behaviour. 

 

Exposure is the broadest measure as it simply measures how many times in seconds on 

television, or number of columns and photographs in print media, an organisation or brand 

is observed.  Attention is how much attention people pay to a brand or an organisation; it 

is measured in terms of changes in recall or recognition by individual target market 

members.  Cognition is how the target market associates the sponsor to the sponsoree, for 

example perceptions of the quality or goodwill.  Finally, the consumer behaviour 

measure, which is the direct effect on consumer attitudes towards buying the product; for 

example, greater market share, impact on sales and share/stock prices (Shilbury et al. 2003; 

Dolphin 2003; Mason 2005). 

 

Unfortunately, studies that have been undertaken to ‘track’ the consumer from exposure  to 

purchase show that sponsorship engenders small or ambiguous effects and research 

findings on the effects of sponsorship are ambiguous and often contradictory (Cornwell and 

Maignan 1998;  Hoek 1999).  Further, comprehensive research activity by one of the 

leading sponsorship researchers in the Southern Hemisphere has led him to the conclusion 

that: 
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‘The relationship between sales volume and sponsorship activity remains both tenuous and 

contentious.’   (Pope 1998, p. 124) 

5. The Regulation of Alcohol Marketing and Sponsorship 

The regulation of alcohol marketing in general, and the imposition of bans on alcohol 

promotion in particular, receives scant attention in the literature and the findings are 

inconclusive. 

One study by Saffer (1991) showed that OECD countries that had bans in the nineteen 

seventies had 16% lower alcohol consumption than countries with no bans. Saffer had to 

concede however that the results of his study may have been influenced by more general 

social changes that were taking place in these societies at that time. A more rigorous study, 

that attempted to control for extraneous factors, considered the two Canadian provinces of 

Saskatchewan and New Brunswick.  Bans in Saskatchewan that had been in place for 58 

years were lifted while New Brunswick continued its bans.  The overall level of sales 

remained the same in both provinces between 1981 and 1987, leading the authors to 

conclude that there was little support for the contention that alcohol promotion contributed 

to alcohol consumption (Makowsky and Whitehead 1991). 

The regulation of alcohol sponsorship in Sports Events and Youth Events in WHO 

countries is shown in Table 5.  Of the 118 countries, 1 in 4 had some statutory controls in 

place (WHO 2004). The countries (1 in 8) with complete bans on sponsorships include: 

Algeria, Costa Rica, Eritrea, Guatemala, Indonesia, India (southern states), Iran, Jordon, 

Mauritius, Nepal, Norway and the Russian Federation. In addition sports event sponsorship 

is banned in 1 in 10 countries namely, Algeria, Costa Rica, Eritrea, Guatemala, Indonesia, 

India, Iran, Jordon, Mauritius, Nepal, Norway, and the  Russian Federation. For the wine 

and spirits industries, sponsorship is also banned in Bosnia, Herzegovina, Finland, Gambia, 

Poland and Switzerland (WHO 2004).  Muslim countries and developing nations are well 

represented in these lists. 

Some of the most highly regulated countries, are still beset with the highest levels of 

alcohol abuse (McDaniel et al 2004; WHO 2004); for example the Russian Federation, 

which has complete ban of alcohol sponsorship is rated in the top twenty countries for 
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alcohol consumption per capita in liters out of the 118 members of the WHO, additionally 

2.4% of the population (more than 4 million people) are considered heavy drinkers (WHO 

2004). 
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Table 5: Sponsorship Restrictions of WHO Members (WHO 2004) 
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Table 5: Sponsorship Restrictions of WHO Members (Continued) (WHO 2004) 
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Table 5: Sponsorship Restrictions of WHO Members (Continued) (WHO 2004) 
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Of the developed nations, with little growth in the alcohol market, only Norway and the 

Russian Federation impose total sponsorship bans.  It is also revealing that Canada, with 

significant experience of the imposition of bans, and a long history of research into alcohol 

abuse, has no sponsorship bans in place for sports events and only partial bans for youth 

events (WHO 2004). 

6. Literature Review Conclusions  
It is clear from this review of the literature that the take-up of alcohol by adolescents and its 

abuse by some drinkers are multi-dimensional problems where the intense pressure from 

peers and environmental influences are of paramount importance.  The literature and 

reports in these areas are compelling and rigorous. 

 

Sponsorship has seen a significant increase in importance around the world in the last two 

decades or so, as markets mature, media change and the ‘sponsorship game’ has become 

better understood by all types of organisations from the local rugby or surf club to the 

Olympic movement.  What is clear from the literature, is that the causal link between 

sponsorship and alcohol take-up and abuse has been difficult to establish.  Commonsense, 

rather than the literature, would suggest that, on the balance of probabilities, some young 

males will start drinking at the local rugby club whether the club is sponsored by a brewery 

or not. 

 

But sound literature reviews, like good public policy, are not the product of conjecture. 

Good public policy is based on ‘objective, substantial and careful evidence, is reasoned, 

coherent and consistent and designed to achieve its stated goals’ (Luik 2004, p. 2).  It is 

clear from this literature review that the careful evidence suggests that alcohol sponsorship 

is an insignificant variable in the alcohol take-up or abuse equation. 
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Appendix I – Interviews included the following 
organisation 

 
(Several interviewees wished to remain anonymous – in several occasions 
organisations agreed to be identified, but the actual person interviewed wished 
to remain anonymous) 
 
 
Sector Organisation interviewed  
  
Environment/ Community Pukaha - Mt Bruce Wild Life Centre –Forest

Regeneration Project 
 The Ellerslie Flower Show 
 The Golden Shears  
  
Arts Arts Foundation of New Zealand 
 Montana World of Wearable Art 
 Montana Book Awards 
 Air New Zealand Fashion Week 
 Music Industry Commission (Music Awards) 
  
  
Festivals Lindauer Winter Festival 
 The Wild Food Festival     
 Vodafone X*Air Event 
 The Big Day Out 
 (One Festival interviewed wished to remain

Anonymous) 
  
Sports Speights Coast to Coast 
 New Zealand Rugby Football Union 
 New Zealand Rugby League 
 Canterbury Rugby Football Union/ Crusaders
 Wellington Rugby Football Union/ Hurricanes
 New Zealand Cricket 
 New Zealand Soccer  

Auckland Tennis - Heineken Open 
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 Appendix II - Research Methodology 
 
The Liquor industry was interviewed and asked to identify organisation where 
they sponsored events in art, sport and community. 
 
These organisations were interviewed by telephone alongside a simple 
unstructured participatory research methodology. 

 
The interviews, which were conducted during October 2006, lasted between 20 
– 45 minutes each and were with the person in the organisation who had a 
senior person responsibility for sponsorship or the Chief Executive. 
 
The questions were as follows: 

1. What does your Alcohol sponsorship mean to your organisation? 
2. If you did not have this sponsorship what would happen to you? 
3. Could you get a substitute company to cover this sponsorship? 
4. What has this sponsorship enabled your organisation to do that you 

wouldn’t have done otherwise? 
a. For your organisation 
b. For your sport/ arts/ festival 
c. For your community 

5. Who is your audience? 
6. Any other comments? 

 
Most of the interviews were free wheeling and there was repetition. 
 
Several of the interviewees rang back or emailed with extra information that 
was added to the notes from the interviews. 
 
The extensive Literature Review in Part two was conducted through academic 
and peer research and supports Part one, the interviews with organisations.  
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THE QUANTUM OF ALCOHOL 
SPONSORSHIP IN NEW ZEALAND 

 
Background 
 
In October 2006 the Foundation for Advertising Research (FAR) produced a 
research report entitled “Alcohol Sponsorship in New Zealand”. The report 
had three parts; 
 
- A review of relevant literature on alcohol sponsorship and the effect on 
consumption behaviour 
 
- The then current level of alcohol sponsorship of sport, arts, culture and 
community activities 
 
- The use made by sports, arts, cultural and community organisations of 
sponsorship funding and the impact of any withdrawal of the funding. 
 
We assessed the quantum of sponsorship funding to be $20 million. 
 
Since 2006 there have been many changes. The alcohol market has 
undergone significant change with restructuring in the industry. This has 
resulted in fragmentation and a number of new companies involved in 
sponsorship funding. Additionally there has been a major recession.  
 
The Law Commission has conducted a major inquiry into the regulatory 
framework for the sale and supply of liquor. (Alcohol In Our Lives: Curbing 
the Harm). On the question of alcohol sponsorship the Commission 
commented, 
  
“Although it seems clear that alcohol-related sponsorship is becoming 
increasingly important in New Zealand, the amounts involved are difficult to 
quantify from readily available public information. 
 



 2 

Alcohol Action New Zealand estimates about $200,000 is spent each day 
promoting alcohol. That figure equates to $73 million per year, a portion of 
which would be in sponsorship. However, the New Zealand Events Update 
newsletter, commenting on the review of advertising announced in 2006, 
noted $150 million a year is spent on advertising around sport and music 
events. Dominion Breweries advised us it has committed $100 million in 
sponsorship over 10 years.” (paras 19.13 and 19.14) 
 
In subsequent correspondence with the Commission we queried why the FAR 
$20 million figure had not been mentioned in the report, as it was included in 
submissions to the Commission. It appears to have been inadvertently 
overlooked and the Commission conceded, “It probably should have been 
included”. 
 
Therefore in order to ascertain the correct current sponsorship figure the 
Distilled Spirits Association of New Zealand (DSA) requested FAR to establish 
by research the current quantum of alcohol sponsorship. 
 
Methodology 
 
Apart from the FAR October 2006 report there is no publicly available data 
available on the level of alcohol sponsorship. Individual companies regard 
such information as commercially sensitive and do not generally release it 
publicly.  
 
We adopted the same methodology as in 2006 by asking the alcohol 
companies directly on the basis that the individual information would be 
accorded the utmost confidentiality and would be known only to me 
personally - it would not even be divulged to FAR colleagues or employees. 
The individual figures were then totalled to arrive at an industry total. In 
almost every case the figures were for the immediate past financial year June 
2010. 
 
We asked 11 companies involved in sponsorship, and all readily supplied the 
information. They were: 
Barcardi Ltd 
Beam Global New Zealand 
Coca-Cola (Alcohol Division) 
DB Breweries Ltd 
Fosters Group New Zealand Ltd 
Hancocks Wine & Spirit Merchants Ltd 
Independent Liquor (NZ) Ltd 
Lion Nathan Ltd 
Moet-Hennessey 
Pernod Ricard New Zealand Ltd 
Villa Maria Estate Ltd 
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Quantum 
 
We calculate the level of alcohol sponsorship to be $20.7 million. This 
includes sponsorship at national, regional and local level.  
 
Comment 
 
The figure of $20.7 million is much the same as the 2006 figure of $20 
million. Inflation over the four-year period June 2006 - June 2010 according 
to the Statistics New Zealand CPI index has been 10%. Thus in real terms 
there has been a slight reduction in the level of alcohol sponsorship.  
 
We did not specifically measure the allocation between sport, arts and culture 
and community but many companies supplied the breakdown. We estimate 
that the allocation would be similar to the 2006 figure of sport 72%, arts and 
culture 22% and community 6%. The major sports, and in particular rugby, 
receive most of the sport allocation. The arts and culture share is well spread 
among the various arts forms with both orchestral and modern music being 
significant. The community funds were well spread ranging from fashion to 
bird sanctuaries. 
 
In the 2006 report we came to several conclusions regarding alcohol 
sponsorship as follow: 
 
“3. There are two types of sponsorship - Events where a specific event is 
sponsored and Organisations where an annual amount is paid to the 
organisation usually for general purposes  
 
4.  Organisation sponsorships are usually associated with sports. The sport 
uses the elite teams to attract the sponsorship, but the funds are primarily 
used to develop the sport at the grassroots level. 
 
5.  Clubs receive the most benefit from the sponsorship, which ensures 
maximum participation in the sport throughout the country. 
  
6.  If alcohol sponsorship were banned sports organisations would maintain 
their elite teams, but cut back on the services to the grassroots and long 
term development of the sport.  
 
7.  In the longer term the quality of the elite teams would erode making 
them less internationally competitive.  
 
8.  In the shorter term grassroots activity would sharply diminish and there 
was a general consensus that many clubs, particularly rugby clubs, would 
close. 
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9.  Clubs provide an important focus in the community and perform valuable 
social services in the form of community pride and community activity. They 
are a large contributor to the creation of social capital.  
 
10. Alcohol sponsorship is generally crucial for events. Without the 
sponsorship the event would not occur or would be in a much smaller form.  
 
11. Event sponsorship has resulted in  

a. considerable economic benefits  
b. increased professionalism by the event organisers  
c. national and international exposure of the event and local 

community  
d. tourism benefits  
e. creation of social capital 
 

12. Alcohol sponsorship of arts events and organisations has enabled the 
development of innovative ideas and professional quality. 

 
13. The general consensus is that the sponsorship market is tough, small and 

competitive. If alcohol sponsorship was banned there would be extreme 
difficulty and in most cases impossibility of replacing it with the same 
value sponsorship from elsewhere. 

 
14. We found that organisations and events went out of their way to 

minimise exposure of alcohol messages to minors and they showed a 
high level of responsibility in regard to their use and exposure to 
alcohol generally.  

 
15. Banning alcohol sponsorship would be a high-risk strategy in that it 

would see the diminution of the number of clubs and events, and the 
scale of their activities and therefore the services they provide to the 
community. This would result in the erosion of social capital and the 
consequential social consequences that brings. 

  
16. Sponsorship has seen a significant increase in importance around the 

world in the last two decades or so, as markets mature, media change 
and the ‘sponsorship game’ has become better understood by all types 
of organisations from the local rugby or surf club to the Olympic 
movement 

.  
17. It is clear from this review of the literature that the take-up of alcohol 

by adolescents and its abuse by some drinkers are multi-dimensional 
problems where the intense pressure from peers and environmental 
influences are of paramount importance. The literature and reports in 
these areas are compelling and rigorous. 

 
 18.The literature review found that the careful evidence suggests that 

alcohol sponsorship is an insignificant variable in the alcohol take-up or 
abuse equation. 
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19. If alcohol sponsorship was removed social, economic, environmental 

and cultural capital of New Zealand communities would be eroded.” 
 
We are of the firm view that those conclusions are still valid in 2010. 
 
Glen Wiggs 
 
Director 
Foundation for Advertising Research 
 
Adjunct Professor of Advertising Research 
University of the Sunshine Coast, Queensland 
 
12 August 2010 
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1 Introduction 
 
1.1. This submission is made by the Foundation for Advertising Research (FAR). We 
wish to be heard by the Forum if it hears submitters.  
 
1.2. FAR is an independent organisation operating in New Zealand, Australia and 
elsewhere in the Asia-Pacific region. FAR provides research, information, advice and 
expertise on matters of concern relating to advertising and other marketing issues, 
with the objective of assisting policy-makers make evidenced based decisions and 
policy. 
 
1.3. FAR’s major area of expertise is advertising regulation. The Director of FAR, 
Glen Wiggs, was previously the Executive Director of the Advertising Standards 
Authority for 14 years. He is currently an Adjunct Professor of Advertising Regulation 
at the University of the Sunshine Coast, Queensland. 
 
1.4. This submission primarily supplies research and information to the Forum that 
may assist with its deliberations. Much of the research is trend data that we have 
been tracking for nearly a decade. 
 
2. Evidence on Youth 
 
2.1. Before it was absorbed into the Health Promotion Agency (HPA) ALAC published 
a Monitor that recorded various trends. The last Monitor was published in 2011. We 
have constructed various Trend Tables using the data from the 2011 Monitor and 
previous Monitors. The Monitors are available on the HPA website. 
 
2.2. The age of initiation of drinking by youth 12-17  
  
2003      -   13.8 years of age 
2005/6  -    13.9 years of age 
2006/7 -   13.8 years of age 
2007/8 -          14.1 years of age 
2008/9 -          14.3 years of age  
2009/10 -        14.6 years of age 
 
Source: ALAC Monitor 
 
Comment - There has been a steady change in the age of initiation with youth 
delaying commencing drinking. This is particularly so with younger persons. In 
2006/7 20% of drinkers 12 and younger had achieved initiation. In 2009/10 it was 
5%. 
  
2.3. Youth Drinkers and Non-Drinkers 
 
In 2009/10 32% of youth 12-17 were drinkers and 68% were non-drinkers. 
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        2005/6   2006/7      2007/8   2008/9  2009/10 
    %   %           %    %       % 
Non-Drinkers  47  48          48   50           68 
Drinkers  53  52          52   50           32 
 
Source: ALAC Monitor 
 
Comment - There has been a dramatic change. Over the first four years there was 
little change in the number of non-drinkers. However in the 2009/10 year the 
number of drinkers reduced from one-half of youth to less than a third. 
 
Ministry of Health (MOH) research ‘Hazardous Drinking in 2011/12 – Findings from 
the New Zealand Health Survey’ came to a similar conclusion. The research is 
available on the MOH website. It reported that youth drinkers 15-17 fell from 75% in 
2006/07 to 59% in 2011/12. The report has a graph that shows a reduction in the 
number of drinkers in all ages, which we reproduce. You will note that the largest 
reduction was youth 15-17. 
 

 
 
 2.4. Binge Drinking by Youth 
 
Percentage of all youth 12-17 that consumed 5 drinks or more on the last occasion 
(the ALAC definition of binge drinking)  
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2005/6 - 19.6% 
2006/7 - 21.3% 
2007/8 - 22.9% 
2008/9 -  19.5% 
2009/10 -  15.0% 
 
Source: ALAC Monitor 
 
Comment - The MOH 2011/12 Hazardous Drinking report noted a similar trend. 
Using the data in the report we calculate that hazardous drinking by youth 15-17 fell 
from 19.5% in 2007/17 to 12.2% in 2011/12. 
  
The report contains a graph showing the trends of the proportion of drinkers that are 
hazardous drinkers. We reproduce the graph. Note that only one age group (25-34) 
had an increase. For the age group 18-24 the proportion of drinkers who were 
hazardous drinkers reduced significantly from 49% in 2006/07 to 36% in 2011/12. 
 

 
 
2.5 Frequency of Drinking by Youth 
 
Percentage of all youth 12-17 that drink more than once a week. 
 
2005/6 -   5.8% 
2006/7 -   9.4% 
2007/8 -    8.8% 
2008/9 -    7.0% 
2009/10 -   3.5% 
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Source: ALAC Monitor 
 
Comment - Youth are drinking less frequently but the increased number of non-
drinkers in 2009/10 may influence this figure. 
 
2.6. Consumption by Youth 
 
Average number of drinks consumed by youth 12-17 that drink, on last occasion.  
2003  - 3.5 drink 
2005  - 3.8 drinks 
2005/6 - 5.4 drinks 
2006/7 - 6.1 drinks 
2007/8 -  5.6 drinks 
2008/9 - 6.5 drinks 
2009/10 –      7.3 drinks 
 
Source: ALAC Monitor 
 
Comment - The trend shows an increasing volume but the increasing number of non-
drinkers who previously drank moderately may influence the 2009/10 figure. 
 
2.7. Product Preference by Youth  
 
(i) Product consumed by youth drinkers 12-17 on last occasion. 
  Beer  Wine  Spirits  RTDs 
2003  44%  17%  32%  19% 
2005/6 40%  13%  19%  27% 
2006/7 34%  14%  13%  36% 
2007/8 37%  12%  13%  35%  
2008/9 34%  8%  14%  43%   
2009/10 36%  8%  17%  36% 
                                                                                     
Note: Figures exceed 100% as multiple choices of drink made. 
 
(ii) Product consumed by moderate drinkers 12-17 on last occasion  
  Beer  Wine   Spirits  RTDs 
2005/6 47%  17%  13%  20% 
2006/7 40%  22%  8%  25% 
2007/8 43%  19%  11%  20% 
2008/9 42%  12%  10%  34% 
2009/10 47%  13%  13%  23% 
 
Comment - Beer is the preferred drink by moderate drinkers 
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 (iii) Product consumed by binge drinkers 12-17 on last occasion  
  Beer  Wine  Spirits  RTDs 
2005/6 28%  7%  28%  36% 
2006/7 27%  4%  18%  50% 
2007/8 30%  4%  15%  51% 
2008/9 26%  4%  18%  51% 
2009/10 24%  2%  22%  51% 
 
Source: ALAC Monitor 
 
Comment - RTDs is the preferred drink by binge drinkers  
 
2.8. Recorded Offences – Minor Drink/Consume Liquor in a Public Place 
 
1994 – 1,338 
1998 – 2,786 
2000 -    465 
2004 -      84 
2008 -      60 
2009 -      79 
2010 -      74 
2011 -      81 
2012 -      44 
2013 -      21 
 
Source: NZ Stats (Crime) 
 
Comment – There has been a steep decline in recent years. 
 
2.9. Road Deaths 
 
Fatal road accidents by youth 15-19 involving alcohol/ drug affected driver. 
 
1986 -  58 deaths 
1989 -  55 deaths 
1996 -  26 deaths 
2000 -           20 deaths 
2001 -  24 deaths 
2002 -  14 deaths 
2003 -  24 deaths 
2004 -  21 deaths 
2005 -  17 deaths 
2006 -  19 deaths 
2007 -  19 deaths 
2008 -  16 deaths 
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2009 -  22 deaths 
2010 -  22 deaths 
2011 -  13 deaths 
2012 -     9 deaths 
 
Source: Ministry of Transport website 
 
Comment - There is a significant reduction in the past two years. 
 
3. Adspend and Consumption 
 
3.1 For several years we have been tracking alcohol advertising expenditure 
(adspend) and alcohol consumption. The adspend data is sourced from Nielsen, 
which is a leading research house on adspend data. Nielsen records the ‘rate card’ 
value of expenditure. In reality the actual rate charged taking into account discounts 
and bonus spots varies depending on the current economy, size of the advertiser and 
media. Television is known to grant larger discounts than other media. However the 
Nielsen data is an industry standard globally and has been a consistent standard 
over a period of years. It is the best available source of adspend. 
 
The consumption data is from the NZ Statistics website. 
 
3.2 The following graph shows the per capita consumption for people 15+ and 
adspend, inflation adjusted to 2013 dollars, for the 27-year period 1987 – 2013. 
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3.3 Consumption has fluctuated considerably as shown on the graph. In 1987 per 
capita consumption for persons 15+ was 10.33 litres. In 2013 it was 9.8% less at 
9.183 litres. The low point was 1998 when only 8.672 litres was consumed – the 
year of the greatest adspend. 
  
The long-term trend in consumption is remarkable.  In 1990 the per capita 
consumption was 10.316 litres. This was followed by a steep decline over the 
following eight years to 1998 when it reached the low point. It was during this same 
period adspend increased substantially. From 1998 to 2006 consumption gradually 
increased but at the same time adspend decreased. Since that time adspend has 
gradually increased while consumption has fluctuated up and down. 
  
It can be argued there is a tendency towards an inverse correlation – indeed using 
correlation methodology there has been a correlation coefficient of -0.66 over the 
past few years. However a more conservative approach is that the graph reveals no 
correlation.  
 
4. Media Share of Adspend 
 
4.1 Over the 27-year period we have also been tracking the media share of adspend 
using the Nielsen data. There have been large shifts in market share – particularly 
between television and newspapers. 
 
Prior to 1 February 1992 there was a de facto ban on radio and television 
advertising. Although broadcast advertising was technically permitted the ads could 
not mention brand or price. Most advertising was therefore for sponsorship ads. The 
graph (inflation adjusted to 2013 $) on the following page shows that in the years 
prior to 1992 the print media captured virtually all adspend. For the latter part of the 
1990s until 2003 TV had over 50% market share. In 2002 it peaked at 76.5%. In 
2013 it was 47.9%. 
 
Although online has captured a market share of 20.7% of total advertising adspend 
(NZ Advertising Industry Turnover data on the ASA website) this has not occurred 
with alcohol advertising. In 2013 online alcohol advertising was $1.9 million – 3.4% 
of total alcohol adspend. 
 
4.2 In 2013 total alcohol adspend was $56 million – about the same as the previous 
two years. In 1998 it was $47.8 million but when this is inflation adjusted it was the 
equivalent of $75.9 million. In all but one year from 1993 to 2003 adspend exceeded 
$60 million when calculated in 1993 dollars. 
 
Adspend has fluctuated wildly. 2006 was the low point with $28.4 million – about 
half of the 2013 adspend. 
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5. Sponsorship  
 
6.1 In 2006 FAR conducted major research on sponsorship in New Zealand. There 
was follow-up research in 2010. Both reports accompany this submission as separate 
documents. 
 
Three areas were researched in 2006 -  
 
a) The level of alcohol sponsorship in New Zealand – the major alcohol companies 
were interviewed  
b) The impact alcohol sponsorship has on the recipients of the sponsorship – 21 
recipients were interviewed. 
c) A literature review.  
 
Our principal findings were: -  
 
“1. The amount of alcohol sponsorship in New Zealand is calculated at $20 million. 
 
2. The funds are allocated as follows  
 
 Sport - 72%  
 Arts and Culture - 22%  
 Community - 6% 
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3. There are two types of sponsorship - Events where a specific event is sponsored 
and Organisations where an annual amount is paid to the organisation usually for 
general purposes. 
  
4. Organisation sponsorships are usually associated with sports. The sport uses the 
elite teams to attract the sponsorship, but the funds are primarily used to develop 
the sport at the grassroots level. 
  
5. Clubs receive the most benefit from the sponsorship, which ensures maximum 
participation in the sport throughout the country. 
  
6. If alcohol sponsorship were banned sports organisations would maintain their elite 
teams, but cut back on the services to the grassroots and long term development of 
the sport. 
  
7. In the longer term the quality of the elite teams would erode making them less 
internationally competitive. 
 
8. In the shorter term grassroots activity would sharply diminish and there was a 
general consensus that many clubs, particularly rugby clubs, would close. 
 
9. Clubs provide an important focus in the community and perform valuable social 
services in the form of community pride and community activity. They are a large 
contributor to the creation of social capital.  
 
10.Alcohol sponsorship is generally crucial for events. Without the sponsorship the 
event would not occur or would be in a much smaller form.  
 
11.Event sponsorship has resulted in 
  
a. considerable economic benefits  
b. increased professionalism by the event organisers  
c. national and international exposure of the event and local community  
d. tourism benefits 
e. creation of social capital.  
 
12. Alcohol sponsorship of arts events and organisations has enabled the 
development of innovative ideas and professional quality. 
 
13. The general consensus is that the sponsorship market is tough, small and 
competitive. If alcohol sponsorship was banned there would be extreme difficulty and 
in most cases impossibility of replacing it with the same value sponsorship from 
elsewhere. 
 
14. We found that organisations and events went out of their way to minimise 
exposure of alcohol messages to minors and they showed a high level of 



 11 

responsibility in regard to their use and exposure to alcohol generally.  
 
15. Banning alcohol sponsorship would be a high-risk strategy in that it would see 
the diminution of the number of clubs and events, and the scale of their activities 
and therefore the services they provide to the community. This would result in the 
erosion of social capital and the consequential social consequences that brings. 
 
16. Sponsorship has seen a significant increase in importance around the world in 
the last two decades or so, as markets mature, media change and the ‘sponsorship 
game’ has become better understood by all types of organisations from the local 
rugby or surf club to the Olympic movement. 
 
17. It is clear from this review of the literature that the take-up of alcohol by 
adolescents and its abuse by some drinkers are multi-dimensional problems where 
the intense pressure from peers and environmental influences are of paramount 
importance. The literature and reports in these areas are compelling and rigorous. 
 
18. The literature review found that the careful evidence suggests that alcohol 
sponsorship is an insignificant variable in the alcohol take-up or abuse equation.  
 
19. If alcohol sponsorship were removed social, economic, environmental and 
cultural capital of New Zealand communities would be eroded.”  

 
5.2 In August 2010 we repeated the quantum research. We assessed the amount of 
alcohol sponsorship as $20.7 million – slightly more than in 2006. However during 
the period 2006-2010 there had been 10% inflation thus in real terms the quantum 
of sponsorship had reduced slightly.  
 
Although we did not specifically measure the allocation between sport, arts and 
culture and community many companies supplied the breakdown. Consequently we 
estimated that the allocation would be similar to the 2006 figure of sport 72%, arts 
and culture 22% and community 6%. The major sports, and in particular rugby, 
receive most of the sport allocation. The arts and culture share was well spread 
among the various arts forms with both orchestral and modern music being 
significant. The community funds were well spread ranging from fashion to bird 
sanctuaries. 
 
We were also of the view that the conclusions to the 2006 report were still valid, 
 
5.3 On page 325 of the Law Commission report states “Although it seems clear that 
alcohol-related sponsorship is becoming increasingly important in New Zealand, the 
amounts involved are difficult to quantify from readily available public information. 
Alcohol Action New Zealand estimates about $200,000 is spent each day promoting 
alcohol. That figure equates to $73 million per year, a portion of which would be in 
sponsorship. However, the New Zealand Events Update newsletter, commenting on 
the review of advertising announced in 2006, noted $150 million a year is spent on 
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advertising around sport and music events. Dominion Breweries advised us it has 
committed $100 million in sponsorship over 10 years.” (paras 19.13 and 19.14) 
 
We therefore queried the Law Commission as to why the figure in the 2006 report 
(which we had submitted in evidence) was not used. It had been inadvertently 
overlooked and the Commission conceded, “It probably should have been included”.  
Thus both our 2006 and 2010 reports can be considered new evidence but for 
different reasons. The 2006 report was ‘overlooked’ by the Commission and the 2010 
report is after the Commission report. 
 
5.4 Two academics Kypros Kypri and Kerry O’Brien researched alcohol sponsorship of 
sport in New Zealand.  
 
An article by O’Brien and Kypri  (‘Alcohol Industry Sponsorship and Hazardous 
Drinking Among Sportspeople’ (2008) 103 Addiction 1967) surveyed 1279 
sportspeople in Auckland, Canterbury and Otago. Nearly half had received free or 
discounted alcohol or financial assistance. Those who received free or discounted 
alcohol reported higher levels of consumption than those who received the 
sponsorship in another form such as free uniforms or received no sponsorship. The 
results were not surprising as an offer of free or discounted alcohol after a match is 
likely to be accepted. This research was considered by the Law Commission (page 
328). 
 
It should be noted that the type of sponsorship that caused concern was free or 
discounted alcohol. This is not the usual type of sponsorship where a sum of money 
is given to a sports or cultural organisation for an event or ongoing support and 
development. Sponsorship in the form of free or discounted alcohol by a local pub to 
a sports team is likely to be in breach of Section 237 of the Sale and Supply of 
Alcohol Act 2012 as it comes within the definition of irresponsible promotion. If the 
practice of free or discounted alcohol still exists then the Forum may wish to 
recommend and amendment to the Section to make such practices with the scope of 
irresponsible promotion. 
 
5.5 The HPA sponsored a study on alcohol sponsorship and advertising at four 
different events – The Rugby World Cup, Heineken Tennis Open, Wellington Rugby 
7s and Twenty20 and One Day cricket series. The report, ‘The Culture of Alcohol 
Promotion and Consumption at Major Sports Events in New Zealand,’ published in 
October 2013, is available at 
http://www.hpa.org.nz/research-library/research-publications 
 
The central conclusion of the Report is – 
“…there is an entrenched, naturalised culture of alcohol promotion and consumption 
at some sports events, most strongly exhibited in the results from the Wellington 
Sevens.” 
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There may be an entrenched and naturalised culture of alcohol consumption at some 
sports events but whether this is due to alcohol promotion and sponsorship is 
contestable. 
 
5.6 Guideline 3(e) of the ASA Code for Advertising and Promotion of Alcohol states, 
“Broadcasters shall avoid the impression that alcohol promotion is dominating the 
viewing or listening period when broadcasting alcohol advertisements, including 
alcohol sponsorship advertisements taking into account the nature of the 
programme”. This Guideline has now been in effect for about 12 years and a search 
of the ASA database since that time does not reveal any complaints being received.  
 
The Report makes no reference to the ASA code, to Guideline 3(e) or the other 
sponsorship provisions in the code. Nor does it refer to the history and the earlier 
jurisdiction of the Broadcasting Standards Authority (BSA). Indeed it implies there is 
no regulation – “…the links between sport and alcohol at events and how these are 
ultimately broadcast should not be overlooked by policy-makers and regulatory 
agencies.” As a consequence it recommends, “A comprehensive review of the 
responsibility of broadcasters with respect to the production and representation of 
alcohol sponsorship and also, as this study has highlighted, alcohol consumption by 
spectators who are increasingly part of the entertainment production of the events.”  
 
5.7 The history is highly relevant. Until 1 February 1992 alcohol advertising on radio 
and TV could not mention price or brand – It was a virtual ban but it did not apply to 
print and outdoor advertising. As sponsorship advertising was permitted brand 
advertisers were heavy sponsorship advertisers. Generous financial support was 
given to sports clubs to improve bar facilities in clubrooms. The ban made it difficult 
to develop brands so volume sales of beer in flagons and jugs predominated 
 
There was often saturation sponsorship advertising at sports events and strategically 
placed to ensure full TV coverage – players ran through large curtains with the 
sponsors message when entering the field of play, the size of logos on players shirts 
were sometimes very large and restricted only by the size of the player, large alcohol 
signs encircled the ground with little other advertising.  
 
An extensive review by the BSA in 1991 recommended that alcohol price and brand 
advertising should be permitted on strict conditions, which were incorporated in the 
ASA Code. One of the conditions of the BSA review in 1991 was that incidental 
advertising of alcohol at televised sports should be minimized. On one occasion a 
one-day cricket international at the Basin Reserve was late starting as the volume of 
alcohol signage had to be reduced before the broadcaster would permit TV coverage.  
 
This recommendation is a re-run of the 1991 BSA review. But bearing in mind that 
there have been no complaints received by the ASA for the past 12 years it can be 
questioned whether it is an issue. 
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5.8 Much is made in the report of the percentage of TV broadcast time where 
billboards, logos on clothing, other alcohol promotions and crowd depictions of 
drinking are visible. They are summarized as follows -  
 
Event    Billboard     Drinking    Clothing     Event   Other        TOTAL  
             Logo 
 
Cricket T20     26%   29%       40%      Nil         0.3%          95.3% 
 
Cricket ODI     24%   23%            35%      Nil          Nil         82% 
 
Heineken Tennis 53%     9%             0.9%      7%          0.8%          70.7% 
 
Rugby World Cup 30%    0.4%             Nil       Nil          0.8%           31.2% 
 
Rugby 7s       9%      5%              Nil       Nil          0.1%           14.1% 
 
In the cricket T20 game the TV coverage depicted incidental promotion in the form of 
background billboards, clothing logos or people in the crowd drinking 95.3% of the 
time. The reason for the high clothing figure is that the South African players had a 
Castle Lager logo on their clothing. This product is not available in New Zealand. 
 
The lowest incidental promotion or depictions of consumption of alcohol was at the 
Rugby 7s. But it was this event that was of most concern to the authors of the 
Report. The main conclusion is  – “…there is an entrenched, naturalised culture of 
alcohol promotion and consumption at some sports events, most strongly exhibited 
in the results from the Wellington Sevens.” 
 
It is interesting to note that the principal sponsors of both cricket games and the 
Rugby 7s were not alcohol companies – The National Bank sponsored the cricket and 
Hertz sponsored the Rugby 7s. 
 
I have been a regular attendee at the Rugby 7s over the years and can attest that 
the event is a ‘carnival’ as concluded by the Report but in my view that is not related 
to the sponsorship but to the tradition that has built up over the years. Historically 
the catalyst for this has been the army of artists and that are part of the event as 
entertainers. As part of arts-based research we have made head counts at various 
tournaments and generally the number of artists exceeds the number of rugby 
players – a factor that has been applauded by the Chairman of Creative New 
Zealand.  
 
Sponsorship of the Rugby 7s in recent years has been dominated by the financial 
sector – mainly banks and insurance companies. The world is still recovering from 
the GFC, which was caused by irresponsible behavior by the financial industry. 
Following the logic of the conclusions of the Report such sponsorship should be 
regulated or banned.  
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5.8 The Report contains results of a survey of 154 participants at the Heineken 
Tennis, the cricket games and the Rugby 7s.  The results included the observation 
that alcohol consumption added to the entertainment value and to the atmosphere of 
the events. This is undoubtedly true just as alcohol consumption adds to the 
enjoyment and atmosphere of dining out or attending a function. However it is a 
rather long bow to conclude that alcohol sponsorship or promotion is to blame for  
“an entrenched, naturalised culture of alcohol promotion and consumption at some 
sports events” 
 
It could equally be claimed “There is an entrenched, naturalised culture of alcohol 
consumption when dining at restaurants” or that “There is an entrenched, 
naturalised culture of alcohol consumption at arts and cultural events”. However the 
‘entrenched and naturalised culture’ is not due to alcohol sponsorship or promotion 
but to the way society is. It is also not of undue concern – what is a concern is the 
abuse of alcohol, which the Report fails to distinguish.  
 
5.9 Interestingly the Report makes no mention of the quantum of sponsorship 
advertising – $20.7 million in our 2010 research report. 
 
6. Alcohol Advertising and Sponsorship Bans 
 
6.1 The South African Parliament is considering an ad ban of both alcohol and 
sponsorship advertising. The industry group Industry Association for Responsible 
Alcohol Use commissioned the economic consultancy Econometrix to undertake an 
economic impact study.  
 
The analysis of the economic impact of an alcohol and sponsorship ban found a 
number of adverse consequences. Key points are: 
 
- 548,000 people are employed directly or indirectly in the alcohol industry - 4.5% of 
total employment 
 
- 4.5% of the country's GDP comes from the alcohol industry 
 
- 6.7% of tax revenue is generated by the alcohol industry 
 
- Adspend would reduce by 5.5% 
 
- Alcohol sponsorship with leverage is R7 billion (US$696 million) and would cease 
 
- Sport receives 79.6% of sponsorship funds with rugby, soccer and cricket being the 
largest recipients 
 
- A ban would result in loss of 11,954 jobs and 0.28% reduction in GDP. 
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The adverse consequences are serious – particularly the loss of jobs and reduction in 
GDP. Additionally South Africa is a proud sporting nation and the report notes that 
rugby, cricket and soccer will affected (page 119).  
 
The 175-page report has detailed information and is included as a separate 
document.  
 
6.2 The academic research on alcohol ad bans is in two basic categories – theoretical 
studies using econometric models and studies of the impact of actual ad bans. There 
have been numerous full and partial ad bans in various jurisdictions. This has 
provided a fertile field for researchers. The theoretical studies generally conclude 
that an ad ban would reduce consumption. The actual ad ban studies generally find 
that ad bans would not reduce consumption. Appendix 1 contains a schedule of 20 of 
these studies – all of which conclude that ad bans do not reduce consumption. 
Indeed is some cases consumption increased.  
 
The Econometrix study contained a literature review of ad ban studies. It comes to a 
similar conclusion to us – that the overwhelming majority studies of actual ad bans 
conclude that ad bans do not reduce consumption. There is a schedule of studies on 
page 74 of the report. 
 
6.3 There has been a partial ad ban in New Zealand that provides an excellent case 
study of the effect of ad bans. Until 1 February 1992 alcohol ads on radio and 
television could not mention brand or price. All that was left were generic ads and 
sponsorship ads. Following the BSA review in 1990/1 the partial ad ban was revoked. 
 
At that time beer was commonly sold in jugs and half-gallon flagons and as can be 
seen from the graph on page 7 consumption was high during the 5-year period 1987 
- 1991. There was little development of brands therefore alcohol was commoditized.  
 
Brands have a constellation of attributes but a key attribute is quality. When a 
product is commoditized quality is difficult to distinguish and price can become a key 
determinate. Advertising is required to promote brand and over time brand equity 
increases. As a consequence consumers become more brand aware and that 
awareness extends to the quality attributes of brands. There is a subtle shift in 
drinking habits from quantity to quality and price becomes less relevant. The 
consequence if this is reduced consumption. This is clearly indicated by the graph 
with consumption during the 1987 – 1991 being higher than any year since. 
 
7. Responsive Regulation 
  
7.1 Regulating advertising is challenging for policymakers. Advertising regulation 
globally has a unique structure being a mix of Government Regulation and Self-
Regulation and is often referred to as Responsive Regulation. Therefore in designing 
a regulatory system it is necessary to take into account the desired regulatory result 
of the policymaker, the global nature of advertising and the regulation of it. This 
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section examines how Government Regulation and Self-Regulation can be combined 
to meet best practice standards and fulfil the requirements of Responsive Regulation.  
 
The objective of Responsive Regulation is for the Regulator to achieve the required 
response from those who are regulated. For instance passing a law against theft 
does not result in nil thefts. Other mechanisms are needed in order to reduce the 
rate of theft. For advertising a range of regulatory systems are available and it 
requires a deft mix of those systems to achieve successful Responsive Regulation. 
 
7.2 The seminal work on Responsive Regulation is the book Responsive Regulation - 
Transcending the Deregulation Debate by Ayres and Braithwaite (1992, Oxford 
University Press). Ian Ayres is a Professor of Law at Yale University and John 
Braithwaite a Professor of Law at Australian National University and a leading 
authority on regulation.  
 
In essence Responsive Regulation is the philosophical underpinning of advertising 
regulation. In explaining Responsive Regulation Ayres and Braithwaite state (page 
4): 
“Responsive regulation is distinguished (from other strategies of market governance) 
both in what triggers a regulatory response and what the regulatory response will be. 
We suggest that regulation be responsive to industry structure in that different 
structures will be conducive to different degrees and forms of regulation. 
Government should also be attuned to the differing motivations of regulated actors. 
Efficacious regulation should speak to the diverse objectives of regulated firms, 
industry associations, and individuals within them. Regulations themselves can affect 
structure (e.g., the number of firms in the industry) and can affect motivations of the 
regulated.  
 
We also conceive that regulation should respond to industry conduct, to how 
effectively industry is making private regulation work. The very behaviour of an 
industry or the firms therein should channel the regulatory strategy to greater or 
lesser degrees of government intervention.” 
 
7.3 It therefore follows that in designing a regulatory regime that the following 
should be taken into account:  
  
- Members of the advertising industry are highly motivated to self-regulate in a 
responsible manner. 
  
- Governments should be cautious to ensure that any intervention does not 
undermine the motivation of the various industry members to responsibly self-
regulate. 
  
- The behaviour of the industry as reflected by the Self-Regulatory regimes in 
various countries of the world is of a high standard thus any Government 
intervention should be on a lesser scale. 
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7.4 Ayres and Braithwaite developed the regulatory pyramid, which has been 
adopted, copied and amended by academics and policymakers globally. 

 
At the peak of the pyramid is ‘Command Regulation with Nondiscretionary 
Punishment’. Governments use it for serious crime such as murder where minimum 
punishments such as life imprisonment are mandated.  
 
Most law for crime and general offences is contained within the second tier – 
‘Command Regulation with Discretionary Punishment’. Criminal law sets out various 
offences such as forgery or assault and then mandates maximum sentences. The 
judge has discretion as to what sentence will be imposed and whether it is jail, fine 
or other punishment. This tier can also contain legislation regarding advertising. 
Misleading advertising is an offence in most countries and the advertiser upon 
conviction can be fined and/or have the court order corrective advertising at the 
offender’s cost. However Regulators have found that there is huge cost in 
administering a prosecution system for advertising. Therefore it is used only for 
serious cases. 
 
The Self-Regulation tier is the most common model for advertising globally. The 
advertising industry set codes by which all advertisers should abide. In short the 
codes require advertisements to be legal, decent, honest, truthful and socially 
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responsible. However compliance also extends to advertising agencies that create 
the advertisements and the media who publish or broadcast them. There is also a 
complaints system where members of the public can complain to an independent 
complaints adjudication board or jury about breaches of the codes. If a complaint is 
upheld then the advertiser is required to withdraw the offending advertisement. 
There is usually near 100% compliance. As industry funds the regime there is no 
cost to Government. 
 
The tier of ‘Enforced Self-Regulation’ requires close cooperation between the 
Regulator and the Self-Regulatory regime. Industry operates the Self-Regulation 
model but the State will assist with enforcement. In the UK the Self-Regulatory 
Advertising Standards Authority (ASA) has a formal arrangement with the Fair 
Trading Regulator to provide a legal ‘backstop’. If a maverick advertiser refuses to 
withdraw an offending advertisement the Regulator will enforce the Decision of the 
ASA. In practice this is rarely used because compliance is near 100%, but the threat 
remains. This model provides benefit to the Government, as the costs are minimal. 
 
There are variations of Enforced Self-Regulation that are termed Co-Regulation. The 
Government and industry combine to form and administer a joint system of 
regulation. Co-Regulatory systems take many forms depending on the 
responsibilities taken by each of the partners. For instance it may be a Self-
Regulatory system with the Government having a formal monitoring role. In such 
regimes it is common for the Government to be represented on the governing body. 
 
7.5 There are certain features relating to every level of the pyramid. 
 

- Those regulatory options higher up the pyramid incur greater costs. Also the 
punishments are greater. 

 
- The regulatory options higher up the pyramid are slower than Self-Regulation. 

Advertising Self-Regulatory systems usually take about 6 weeks to resolve a 
complaint but Command Regulation takes months or years. The current 
average for the ASA is 18 working days. 

 
- At the lower end of the pyramid the required burden of proof is the civil 

standard of the ‘balance of probabilities’, which is much stricter than the 
criminal standard of ’beyond reasonable doubt’ used in the Command 
Regulation model. 

 
- A consequence of the problems of cost, slowness and higher burden of proof 

is that under a Command Regulation regime the number of complaints that 
result in prosecution is substantially less than those considered under Self-
Regulation. 

 
7.6 Ayres and Braithwaite expand on their views on page 19 and state:  
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“1. To understand regulation, we need to aggregate firms into industry associations 
and disaggregate firms into corporate subunits, subunits into individual corporate 
actors, and individual corporate actors, and individuals into multiple selves. 
Regulatory agencies advance their objectives in games at each of these levels of 
aggregation by moves in games at other levels of aggregation. 
 
2. Some corporate actors will only comply with the law if it is economically rational 
for them to do so; most corporate actors will comply with the law most of the time 
simply because it is the law; all corporate actors are bundles of contradictory 
commitments to values about economic rationality, law abidingness and business 
responsibility. Business executives have profit maximizing selves and law-abiding 
selves, at different moments, in different contexts, the different selves prevail. 
 
3. A strategy based totally on persuasion and self-regulation will be exploited when 
actors are motivated by economic rationality. 
 
4. A strategy based mostly on punishment will undermine the good will of actors 
when they are motivated by a sense of responsibility. 
  
5. Punishment is expensive; persuasion is cheap. A strategy based mostly on 
punishment wastes resources on litigation that would be better spent on monitoring 
and persuasion. (A highly punitive mining inspectorate will spend more time in court 
than in mines) 
 
6. A strategy based mostly on punishment fosters an organised business subculture 
of resistance to regulation wherein methods of legal resistance and counterattack are 
incorporated into industry socialization (Bardach and Kagan, 1982*). Punitive 
enforcement engenders a game of regulatory cat-and-mouse whereby firms defy the 
spirit of the law by exploiting loopholes, and the state writes more and more specific 
rules to cover the loopholes. 
*”Going by the Book: The Problem of Regulatory Unreasonableness” (1982)” 
               
7.7 Almost all developed countries have a sophisticated network of Self-Regulatory 
structures that are in keeping with the policy of Responsive Regulation as outlined by 
Ayres and Braithwaite. The following features are worth highlighting: 
 
- There is an economic imperative to operate a successful Self-Regulatory regime. 
The media rely on income from advertising to sustain their businesses. If consumers 
are misled or offended by a particular medium or consider it is publishing or 
broadcasting advertisements which are socially irresponsible then they will no longer 
support that medium. Circulation, viewership or listenership will fall as consumers 
lose trust in the medium. The inevitable consequence is a loss of advertising revenue 
as advertisers place their advertisements elsewhere. In order to sustain revenue in 
the longer term the media rely on a high level of trust by consumers. 
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It is therefore in their self-interest to have codes and a complaints system that 
genuinely protects consumers and reflects prevailing community standards. It is also 
why media, on a daily basis, will not accept advertisements that do not meet the 
standards set out in the self-regulatory codes. 
 
- The same arguments apply to advertisers and advertising agencies for they also 
will lose revenue in the longer term if they mislead or offend consumers or act in a 
socially irresponsible manner. 
 
- Self-Regulatory organizations and the wider Self-Regulatory systems make 
extensive use of persuasion. It is a key reason why it has very high compliance to its 
requests to withdraw advertisements found in breach of the Codes. 
 
- Instead of a culture of resistance and regulatory cat-and-mouse the Self-
Regulatory organizations and the wider Self-Regulatory regimes have established a 
culture of respect for not only the provisions of the Codes but also the spirit and 
intent of the Codes. 
 
- If there were a Government Command regulatory regime with a punishment 
system such as fines then it is likely to lose the goodwill of the industry players, 
foster a sub-culture of resistance and encourage regulatory cat and mouse. 
Exploitation of loopholes and vastly increased expenditure would develop. It would 
be self-defeating. 
 
- Self-Regulation includes social responsibility. The concept of social responsibility is 
included in Self-Regulatory codes. This is a key advantage of Self-Regulation as black 
letter law cannot have such a concept but must spell out in detail the specific 
disallowable behaviors. This is very restricting and even a junior creative can find 
ways to design an advertisement that would comply with the law but still be socially 
irresponsible. 
 
7.8 Government Regulation is essential for successful Responsive Regulation. Areas 
that affect health and wealth should have strong regulation. Medicines need to be 
registered to ensure they are safe and effective. The legislation should also provide 
that claims concerning the efficacy of medicines are truthful and accurate. The 
legislation should relate to the labelling and also the advertising and marketing. The 
role of Self-Regulation is to complement the legislation and to ensure the advertising 
is socially responsible. Best practice principles require close cooperation between the 
Regulator and Self-Regulator. The same applies to other therapeutic products and 
services. 
 
Financial products require similar treatment with legislation covering all aspects 
including advertising. The same also applies to Fair Trading. Again to meet best 
practice principles there also needs to be Self-Regulatory codes to complement the 
activities of the Regulator along with close cooperation. In jurisdictions where this is 
adopted interesting patterns have developed. The Regulator deals with serious 
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matters and a limited number of prosecutions. The Self-Regulator processes a large 
number of complaints but less serious matters.  
 
In summary the Regulator operates at the second tier of the pyramid and deals 
mainly with illegal practices or breaches of the legislation by criminals or unethical 
traders and the Self-Regulator operates at the bottom tier and primarily deals with 
breaches of the Codes by otherwise ethical traders. 
 
7.9 With the introduction of the Sale and Supply of Alcohol Act 2012 there is now a 
regulatory framework for alcohol promotion. Section 237 defines a number of 
behaviors that are irresponsible promotion and subject to prosecution. The ASA Code 
for Advertising and Promotion of Alcohol complements Section 237 and goes further 
in accordance with Responsive Regulation principles. The ASA has a long history of 
close cooperation with Government regulators and no doubt this will continue alcohol 
advertising and promotion. In addition the Ministry of Culture and Heritage monitors 
the ASA in accordance with an agreement made with Government in 1993. 
 
Best practice Responsive Regulation requires both Government Regulation and Self-
Regulation. They are not mutually exclusive but complementary. It follows that both 
regulatory regimes need to cooperate with each other to achieve the best result and 
to avoid double jeopardy.  
 
The secret of success of best practice Responsive Regulation is in the design. Careful 
design will result in a comprehensive regulatory system at moderate cost, which 
benefits consumers, Government, advertisers, advertising agencies and media. With 
the current legislation and ASA Self-Regulatory system New Zealand has a best 
practice Responsive Regulation model. 
 
8. Conclusion 
 
8.1 US researcher Dr David Hanson said the “subject of alcohol advertising 
effectiveness tends to be dominated by strong beliefs and emotions instead of 
scientific evidence”. The Forum has a challenging task to distinguish strong beliefs 
from factual evidence. This submission attempts to provide the Forum with evidence 
on a number of issues to assist in sorting out strongly argued beliefs, from all sides 
of the debate, from reliable evidence. 
 
If we can assist the Forum on any matter we will be pleased to assist. 
 
Glen Wiggs 
 
Director 
Foundation for Advertising Research 
 
Adjunct Professor of Advertising Regulation 
University of the Sunshine Coast, Queensland 
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APPENDIX 1 

 
 

Schedule of Research on Case Studies 
On the Effectiveness of Ad Bans  

 
ACTUAL AD BANS 
 
1. Examined 14-month ban of all alcohol advertising in all media in British Columbia in 1971 and 
compared consumption with Ontario, which did not have a ban. The authors found that the ban 
had no effect and concluded, “…both the yearly and monthly analysis of beer, wine or liquor 
consumption show no substantial effect of the ban.”  
Smart, R.G., Cutler, R.E., 1976. The alcohol advertising ban in British Columbia: Problems and 
effects on beverage consumption. British Journal of Addiction 71, 13-21.  
 
2. Examined the impact on consumption of an ad ban of all beer advertising in the print and 
electronic media imposed in Manitoba in 1974. A comparison from 1970 - 1978 was made with 
Alberta, which did not have a ban. The study found that the ban had no impact on beer 
consumption compared with Alberta and consumption actually increased after the imposition of 
the ban.  
Ogborne, A.C., Smart, R.G., 1980. Will restrictions on alcohol advertising reduce alcohol 
consumption? British Journal of Addiction 75, 293-296.  
 
3. Examined 51 US states and classified them into 3 groups regarding restrictions on the content 
and placement of alcohol ads in newspapers and magazines. The groups were - least restrictive, 
moderately restrictive and most restrictive. The study found that “advertising restrictions were 
unrelated to per capita beer, wine or spirit consumption, to total per capita consumption or to 
alcoholism rate.” The authors concluded, “Such restrictions should be given a low priority among 
the possible solutions to problems of restraining per capita alcohol consumption.” 
Ogborne, A.C., Smart, R.G., 1980. Will restrictions on alcohol advertising reduce alcohol 
consumption? British Journal of Addiction 75, 293-296.  
 
4. Examined the effect of ad bans using a cross-section of 35 US states. Concluded “…a 
prohibition on advertising for alcoholic beverages leads not to a general reduction in alcoholic 
beverage consumption but rather a shift from beer consumption to spirits consumption”. 
Schweitzer, S.O., Intriligator, M.D., Salehi, H., 1983. Alcoholism: An econometric model of its 
causes, its effect and its control, in: Grant, M., Plant, M., Williams, A. (Eds.), Economics and 
Alcohol: Consumption and Controls. Harwood, New York, pp. 107-127.  
 
5. Examined per capita consumption of spirits over a 25-year period using a cross-section of 48 
US states and the various ad bans for billboards, exterior signs and price advertising. Concluded 
that ad bans “…have been almost totally ineffective as a deterrent on alcohol consumption . . . 
[and] the most anomalous result comes with restrictions on billboard advertising, where results 
showed a consistent and fairly large effect in the wrong direction”. 
Hoadley, J.F., Fuchs, B.C., Holder, H.D., 1984. The effect of alcohol beverage restrictions on  
consumption: A 25-year longitudinal analysis. American Journal of Drug and Alcohol Abuse 10, 
375-401.   
 
6. Examined a cross-section of 50 US states from 1974-78 and the effect of ad bans for 
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billboards, print price and billboard price on spirits and beer consumption. Found that allowing 
billboard advertising decreased spirits consumption, allowing price advertising increased spirits 
consumption, no effect on beer consumption but allowing price ads increased consumption 
slightly. The authors concluded that “. . . control laws affecting price have the greatest impact on 
consumption . . . [but] the influence of control measures is small relative to that of 
sociodemographic and economic variables that affect consumers’ overall attitudes toward 
drinking”  
Ornstein, S.O., Hanssens, D.M., 1985. Alcohol control laws and the consumption of distilled 
spirits and beer. Journal of Consumer Research 12, 200-213.  
 
7. Examined the relationships between alcohol consumption, ad bans and road fatalities in 48 US 
states for 1976-1979. Found that ad bans for billboards and periodicals had insignificant effects 
on demand and that ad price bans had a negative effect on consumption. Concluded that “…. the 
direct effects of regulation on alcohol sales are relatively small. Regulatory restrictions have their 
largest effect via their impact on the number of outlets”  
Wilkinson, J.T., 1985. Alcohol and Accidents: An Economic Approach to Drunken Driving. 
Unpublished  Ph.D. dissertation, Department of Economics, Vanderbilt University.  
Wilkinson, J.T., 1987. The effects of regulation on the demand for alcohol. Unpublished paper, 
Department of Economics, University of Missouri.  
 
8. Examined the effect of ad bans on per capita consumption of beer, wine and spirits in a cross-
section of 48 US states. Found that ad bans were not a significant determinate of consumption but 
that prices, income, tourism, number of outlets and legal purchase age were significant variables. 
Concluded, “…there is no effect on consumption of advertising bans.” 
Nelson, J.P., 1990a. State monopolies and alcoholic beverage consumption. Journal of 
Regulatory Economics 2, 83-98.  
Nelson, J.P., 1990b. Effect of regulation on alcoholic beverage consumption: Regression 
diagnostics and influential data,  in: Watson, R.R. (Ed.), Drug and Alcohol Abuse Reviews: 
Prevention. Humana Press, Clifton, NJ, pp. 223-243.  
 
9. Examined the effect of the termination in 1983 of a 58-year-old ad ban of all alcohol in all 
media in Saskatchewan. The ban continued for spirits ads on radio and television. The study 
found that the termination resulted in increased beer sales, reduced spirits sales and no effect on 
wine. There was no effect on total alcohol consumption. The authors concluded that there was 
“This research found evidence of an impact of the change in legislation regarding alcohol 
advertising in terms of a substitution effect of beer sales for spirits sales. Advertising does not, 
however, affect total consumption”  
Makowsky, C.R., Whitehead, P.C., 1991. Advertising and alcohol sales: A legal impact study. 
Journal of Studies on Alcohol 52, 555-567.  
 
10. Examined ad bans of broadcast alcohol advertising in OECD countries. The study found that 
a ban on spirits advertising resulted in higher beer consumption and a ban of all advertising 
resulted in higher spirits consumption. Wine consumption was unaffected by a total ban and 
negatively affected by a spirits ban. Bans tend to lead to beverage substitution. Concluded that the 
“…the relationships between advertising bans and consumption of specific types of alcoholic 
beverages are largely inconsistent with the notion that bans reduce consumption”. 
Young, D.J., 1993. Alcohol advertising bans and alcohol abuse: Comment. Journal of Health 
Economics 12, 213-228.  
 
11. Examined alcohol ad expenditure and consumption in France, Germany, Netherlands, Sweden 
and UK from 1970 to 1990. Sweden banned all alcohol advertising in 1979. Found that 
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consumption reduced in all countries during the period and the four countries without bans were 
not appreciably different from Sweden. The authors concluded “…. social forces other than prices 
and income were bringing about a strong reduction in demand for alcoholic beverages, and 
advertising did nothing to ward off this trend towards reduced consumption” 
Calfee, J.E., Scheraga, C., 1994. The influence of advertising on alcohol consumption: A 
literature review and an econometric analysis of four European nations. International Journal of 
Advertising 13, 287-310.  
 
12. Examined the effect of price ad bans in 16 US states between 1982-1987 on the malt 
beverages market. The study found “Our empirical results suggest that local price advertising 
plays an important role in the competitive process. Where all sellers are prohibited from 
conveying price information to consumers in an efficient fashion, larger firms tend to gain market 
share at the expense of smaller competitors, resulting in an increase in market concentration.” 
Sass, T.R., Saurman, D.S., 1995. Advertising restrictions and concentration: the case of malt 
beverages. The Review of Economics and Statistics, 77, 1, 66-81 
 
13. This US study examined relationship between consumption and domestic violence toward 
children with different variables including billboard bans, window display bans and price ad bans. 
Found that there were no measurable effects of advertising on violence, including billboard bans 
and window display bans. It concludes, ”Finally, laws restricting advertising of beer are shown to 
be ineffective in reducing violence.” 
Markowitz, S., Grossman, M., 1998. Alcohol regulation and domestic violence towards children. 
Contemporary Economic Policy 16, 309-320.  
 
14. Examined the effect of the removal of an ad ban on alcohol price advertising on prices in 
Rhode Island when found illegal by the Courts. Prices in the adjoining State of Massachusetts 
were used as controls. The study found that while the prices of advertised goods were reduced 
other prices did not change. The article concluded, “we find that Rhode Island prices decline 
insignificantly, relative to Massachusetts prices, after Rhode Island’s ban on liquor price 
advertising is lifted.” 
Milyo, J., Waldfogel, J., 1999. The Effect of Price Advertising on Prices: Evidence in the Wake 
of 44 Liquormart. The American Economic Review; 89,5. 
 
15. Examined broadcast ad bans in 17 OECD countries. Found that bans on the advertising of 
spirits lead to increased alcohol consumption and higher motor vehicle fatalities. Wider bans of 
additional media and beverages were not consistently related to consumption or abuse. Price was 
found to be an important determinant of consumption. Concluded that broadcast bans can lead to 
price reductions due to reduced product differentiation and lower costs, and might therefore 
increase price competition among producers of more homogeneous goods.  Hence, banning 
advertising could have the perverse effect of increasing alcohol consumption. 
Nelson, J.P., Young, D.J., 2001. Do advertising bans work? An international comparison. 
International Journal of Advertising 20, 270-294.  
 
16. Examined the literature concerning alcohol ad bans. Found that there was no statistically or 
material effect of alcohol ad bans, including selective bans of outdoor media and comprehensive 
bans of broadcast media and other print media. Concluded, “At the beverage level, the results are 
mixed and suggest that substitution among beverages is a possible effect of a ban.  However, the 
null hypothesis that advertising bans reduce alcohol consumption (or abuse) must be rejected.  
Conceivably, a total ban of all alcohol advertising and promotion might have some effect on 
behavior, although anecdotal evidence for the Soviet Union and the US Prohibition-era argue 
against even this extreme result.”  
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Nelson J.P. 2001, Alcohol Advertising and Advertising bans: A Survey of Research Methods, 
Results, and Policy Implications. Chapter 11, Advances in Applied Microeconomics, Volume 10: 
Advertising and Differentiated Products 2001 
 
17. Examined restrictive alcohol control policies, including ad bans, in 45 US states for the period 
1982-1997. Found “A restrictive law that applies to only one beverage (or one form of 
advertising) can result in substitution toward other beverages (or other forms of advertising). 
Allowing for substitution means that the net effect on total alcohol consumption is uncertain, and 
must be ascertained empirically. The study found that monopoly control of retail sales of spirits 
reduces consumption of spirits and increases consumption of wine. The effect on beer is positive, 
but not statistically significant.” Concluded that billboard bans “…increase the consumption of 
spirits and wine, and reduce the demand for beer. The net effect on total alcohol demand is 
positive prior to 1989, and zero thereafter.”  With regard to price ad bans the study concluded  
“The empirical findings for restrictive alcohol laws indicate that, first, a ban of price advertising 
reduces consumption of spirits and wine, and increases beer consumption. The net effect of price 
bans on total alcohol is very small in magnitude.” 
Nelson J.P., 2003, Advertising bans, Monopoly, and Alcohol Demand: testing for Substitution 
Effects using State Panel Data. Review of Industrial Organization, 22, 1-25 
  
18. A meta-analysis of empirical studies that examine the effect of actual advertising bans. 
Broadcast ad bans were found to be ineffective - “In summary, the cumulative evidence from 
cross-national studies indicates that broadcast advertising bans do not reduce consumption. The 
meta-analysis of cross-national bans of broadcast advertising provides point estimates of about -
1% for either a partial or a total ban. The effects are small in magnitude, and neither cumulative 
estimate is significantly different from zero.” Billboard ad bans were also ineffective and slightly 
increased consumption. “A state billboard ban increased total alcohol consumption by about 
3.8%.” However it also “increases spirits consumption by about 12.5%.” It comments, “This 
result is highly significant and generally contrary to expectations.” 
Nelson, J.P., Young D. J., 2003, Meta-Analysis of Alcohol bans: Cumulative Econometric 
Estimates of Regulatory Effects. Unpublished, ------
www.montana.edu/econ/djyoung/papers/meta_alcohol5.pdf         
   
19. A literature review of studies that examine actual case studies of alcohol ad bans. Seven 
econometric studies estimate the relationship between billboard bans and alcohol consumption in 
the US. “None of the studies obtained a statistically significant reduction in total alcohol 
consumption due to bans of billboards. In several studies, billboard bans increased spirits 
consumption significantly.” There were four studies on broadcast advertising bans. “The results 
indicated that bans of broadcast advertising had no effect on alcohol consumption relative to 
countries that did not ban broadcast advertising.” 
Nelson, J.P., 2004, Advertising Bans in the United States. EH.Net Encyclopaedia,  
http://eh.net/encyclopedia/article/Nelson.AdBans  
  
20. Examined ad bans in 17 OECD countries from 1975-2000. The study found that alcohol ad 
bans do not reduce market demand for alcohol. Over 40-year period have been reasonably stable 
but there have been dramatic changes in consumption levels and beverage shares. There has been 
a general decline in consumption over the period but the decline has been greater in countries 
with fewer restrictions on alcohol advertising, marketing and distribution. Concluded, 
“Instrumental variable models support the conclusion that advertising bans do not decrease 
alcohol demand.” and “Finally, it should be noted that bans of advertising have existed for many 
years in some countries, and vary across countries.  Many individuals begin drinking alcohol at 
an early age.  If advertising influences this participation decision, it is difficult to see why this 
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behaviour is not reflected in the empirical results for long-standing advertising bans.” 
Nelson J.P.,2010, Alcohol Advertising Bans, Consumption, and Control Policies in Seventeen 
OECD Countries. 1975-2000, Applied Economics, 42: 7, 803-823 
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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: Papatuanuku Nahi 

If this submission is made on behalf 

of an organisation, please name that 

organisation here: 

Hapai Te Hauora 

Address/email: papa@hapai.co.nz 

Please provide a brief description of 

your organisation (if applicable): 

Established in 1996, Hapai Te Hauora is a Máori Public Health organisation 

that supports Máori communities to build healthy environments for 

themselves. More specifically we work to prevent harm in the areas of 

alcohol and drugs, tobacco, maternal and infant health, physical activity and 

nutrition and gambling.  

 

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: 
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 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. 

 

Hapai Te Hauora (Hapai) made a submission on the Law Commission report. Hapai submitted to 
the Law Commission. 

 

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. 
 



 Alcohol Advertising & Sponsorship Forum –Submission Form 3 

First and foremost alcohol consumption is not part of tikanga Máori of our tupuna. Alcohol in 
Máori society is a part of the process of colonisation that Máori were and continue to be 
subjected to. Since first contact with British settlers Máori have expressed concerns about 
alcohol harm and drinking behaviours. These concerns made up the many that Máori had about 
British settlement that led to the development of He Whakaputanga in 1835 and later Te Tiriti o 
Waitangi.  These concerns continued through the 1900s and Māori leaders such as Princess Te 
Puia led marae initiatives to reduce harm from alcohol. Despite this, to this day Máori do not 
enjoy the same level of health as non-Máori that was guaranteed in Te Tiriti o 
Waitangi. Regardless, Máori have a right to live, work and play in health endorsing 
environments. Environments free of exposure to alcohol advertising, sponsorship and alcohol 
harm. 

 

For these reasons Hapai supports further restrictions on alcohol advertising. We know the 
burden of alcohol harm falls disproportionately and inequitably on indigenous populations, the 
young, and those who experience disparities. Children see thousands of images of alcohol 
before they are old enough to drink. Alcohol advertising and sponsorship encourages children 
to start drinking earlier and to consume more. This means they are more likely to be victims of 
crime, have unprotected sex and under perform at school. Exposure to marketing increases the 
likelihood of regular and harmful patterns of drinking and makes it more difficult for those 
individuals wishing to quit or cut back their drinking, and for health promotion messages to be 
effective. 

 

 

 

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. 
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In 2012 Hapai and the Whánau Whanui Máori Public Health Collective conducted video 
interviews at Auckland event ‘Atamira Máori in the City’. The event attracted 90,000 people. 
Video interviews were conducted with approximately 100 Máori, primarily rangatahi, on their 
perspectives of alcohol and drinking. The following statement was expressed;   

 

“If they’re [rangatahi] seeing it around in public places, they’re going to think it’s 
an alright thing to do. I think it’s unacceptable”. 

(Young Máori Male, 30, Auckland). 

 

A review of the evidence concludes that exposure to alcohol marketing reduces the age at 
which young people start to drink, increases the likelihood they will drink and increases the 
amount of alcohol they will consume once they have started to drink. Gordon et al (2011) 
examined the cumulative impact of alcohol marketing on alcohol initiation and drinking 
behaviour among Scottish youth 12-14 years. Significant associations were found between 
awareness of, and involvement with, alcohol marketing and drinking behaviour and intentions 
to drink in the next year. The researchers concluded that given the associations, alcohol policy 
needed to be revised to limit youth exposure to the seemingly pervasive marketing 
communications. Cross sectional studies also find a positive effect of alcohol marketing on the 
drinking behaviour of young people. Lin et al (2012), found that exposure to all forms of alcohol 
marketing is associated with drinking by young people. They also found that having established 
a brand allegiance at age 13-14, was related to drinking patterns including consuming larger 
quantities.  Another cross sectional study found that exposure to alcohol advertisements 
among Australian adolescents is strongly associated with drinking patterns. Siegfried et al 
(2013), made reference to the evidence for an effect of alcohol advertising on underage 
drinkers and that exposure to television, music videos and billboards which contain alcohol 
advertising predict onset of youth drinking and increased drinking. Further, Siegel et al’s (2012) 
research showed several brands of alcohol were disproportionately consumed by youth 
suggesting youth are not simply mimicking brand choices of adults but that alcohol advertising 
may be impacting on their particular brand choices. Other recent research has identified social 
technologies as playing a crucial role in young adults drinking cultures and processes of identity 
construction. Lyons et al (2014) state, “Alcohol companies employed social media to market 
their products to young people in sophisticated ways that meant the campaigns and actions 
were rarely perceived as marketing.  Online alcohol marketing initiatives were actively 
appropriated by young people and reproduced within their Facebook pages to present tastes 
and preferences, facilitate social interaction, construct identities, and more generally develop 
cultural capital.  These commercial activities within the commercial platforms that constitute 
social networking systems contribute heavily to a general ‘culture of intoxication’”.  

 

 

 

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

Explain your reasons. 
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It is urgent. With the onset of social media, its influence on youth behaviour and its ability to 
amplify the reach and longevity of alcohol advertising and sponsorship, Hapai recommends 
implementation of changes as soon as possible. The evidence available is strong enough to 
warrant immediate action, and there is strong public support for reducing the exposure of all 
New Zealanders to alcohol advertising in all of its forms.  

 

 

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. 

 

Sports play a central role as a marketing tool for alcohol sales. At the same time, Máori are avid 
spectators of sports. Any sponsorship by alcohol companies of sports is exposing vast audiences 
of all ages including tamariki Máori, rangatahi Máori and whole Máori whánau to alcohol 
advertising. This is unacceptable. Alcohol sponsorship through sports, cultural activities and any 
other activities normalises to tamariki Máori, rangatahi Máori and whole whánau the role of 
drinking and alcohol in whánau life and mistakenly associates that with healthy living and their 
sporting role models. It is not just the spectator behaviour at sporting events that is an issue, it 
is the long-term impact of role modelling and normalisation of this type of behaviour amongst 
whánau Máori that has a resounding impact.  

 

 

 

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. 
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Alignment of alcohol with sport is paradoxical as sport is an important component of healthy 
living whereas alcohol consumption is unhealthy. This alignment has perplexed rangatahi and 
their perspective of health and alcohol. One rangatahi stated to Huakina Development Trust in 
the weeks preceding this submission, “I don’t drink much but advertising is massive. It’s 
everywhere radio, tv, through music, on movies. It does influence people to drink….. Even sports 
especially rugby and that’s confusing because you need to look after your body…”. (Máori male 
20 yr old). Research shows heavy binge drinking is particularly harmful and is more common 
among adults who play or watch sport, where it is also associated with other risky behaviours, 
such as drink-driving, unprotected sex and violence. Hapai video interviews with rangatahi 
Máori at Atamira Máori in the City 2013 touched on drinking environments and the impact on 
tamariki Máori; 

“To have alcohol around kids, I think it’s very unacceptable. It can lead to other bad 
things. People can get a bit haurangi [drunk]. Our kids are going to see that side of 
them” (Máori Male, 26). 

Pettigrew et al (2013) demonstrated for the first time in an Australian study that children are 
likely to be subconsciously absorbing multi-million dollar sports sponsorship messages. More 
than 160 children aged between five and twelve took part in an activity that assessed their 
conscious and subconscious associations between sporting teams and a range of sponsors. The 
researchers found that more than three-quarters of the children aligned at least one correct 
sponsor with the relevant sport. The researchers concluded that this was a concern given the 
current extent of sponsorship of alcohol and fast food companies and recommended limiting 
children’s exposure to sponsorship messages of companies promoting unhealthy food and 
drinks is an important element of public policy efforts. A number of studies in New Zealand 
have examined alcohol-related promotion during popular sports events. Gee et al (2013) 
analysed the alcohol-related promotion and consumption of both the live experience and the 
SKY Sport television broadcast of the Rugby World Cup 2011, Heineken Open Men’s’ Tennis 
Tournament 2012, The Wellington Sevens and the 2012 New Zealand International Twenty20 
and One Day international cricket matches. Their findings suggested once again that there is an 
increasingly naturalised alcohol-sport link in the entertainment experience of major sports 
events in New Zealand. 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

It is urgent. With the onset of social media and its influence on youth behaviour, and its ability 
to amplify further the reach and longevity of advertising and sponsorship, Hapai recommends 
implementation of changes as soon as possible. The evidence available is strong enough to 
warrant immediate action, and there is strong public support for reducing the exposure of all 
New Zealanders to alcohol advertising and sponsorship in all of its forms.  

 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

 All alcohol advertising to be restricted in Aotearoa New Zealand. 

 No advertising should be targeted at young people. 

 No advertising is allowed on television or in cinemas. 

 A health message must be included on products to the effect that “alcohol abuse is 
dangerous for health”. 

 Only objective product information is to be included on alcohol displays conveying the 

characteristics of the beverage, the manner of its production and price. 

 No advertising on social networking sites. 

 No advertising on billboards. 

 No advertising on liquor stores particularly in areas of high Máori population. 

 No advertising on and in supermarkets. 

 That industry self-regulation of alcohol marketing ends and an independent body is 

established to manage this process and monitor and enforce restrictions. 

 The Whánau Ora Health Impact Assessment Tool is used in the development of 

appropriate interventions. 
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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)? 

 

Cessation of alcohol advertising across all platforms mentioned above will denormalise alcohol 

and the perception of it as an everyday harmless part of the culture and environments of 

whánau, rangatahi and tamariki. One example of the normalisation of alcohol is exposure of 

tamariki Máori and rangatahi Máori to the ‘in-your-face’ advertising of alcohol products across 

off-licenses in neighbourhoods where Máori reside and where tamariki Máori walk to and from 

school every day. A decrease in alcohol advertising will likely impact on the exposure to and 

uptake of alcohol amongst young people. It will have a flow on effect of a reduction in excessive 

consumption, disorder and associated crime amongst all age groups. A reduction in advertising 

will likely coincide with a reduction in consumption and negative health consequences on the 

body.   

 

 

 

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

 

Please refer to responses to questions 4 and 8 for this question.  

 

Young NZ adults see heavy drinking as part of a national identity (McEwan et al., 2013). 
Restrictions on advertising and sponsorship will change that perception.  
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13. What other interventions could potentially be tried in future?   

 

 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 are prohibited for promoting or contributing to any 

overseas based promotions in New Zealand. 

 A fund is established from alcohol excise tax to support alternative funding options for 

alcohol sponsorship, and this is phased out over the next 1-2 years.   

 The Whánau Ora Health Impact Assessment Tool is used in the development of 

appropriate interventions. 

Hapai urge the forum to recommend an action plan which will implement the Law 

Commission’s recommendations as put forward in their report in 2010.  Te Tiriti o Waitangi 

guaranteed to Máori protection. Tamariki Máori, rangatahi Máori and whánau Máori need to 

be protected from the negative impacts that alcohol advertising and sponsorship have on their 

lives.  Your role must be one of creating an environment that promotes healthy choices, and 

not one where choices are influenced by the needs of the alcohol industry. 

 

 

 

14. Why should these other interventions be considered?  

 

It has now been four years since the Law Commission’s recommendations were made.  In this 

time New Zealanders young and old including Máori have been continuously exposed to the 

harmful effects of alcohol advertising and sponsorship.  This is no time for further review; 

rather it is time to act. 
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

 

No alcohol sponsorship of cultural or sport events should be allowed. 

That a portion of the government alcohol excise tax be ring-fenced to provide alternative 

sponsorship for sport and cultural activities.   

 

 

16. How would these proposed restrictions work in practice to reduce alcohol-related harm 

(e.g. crime, disorder, negative public health outcomes)? 

 

A decrease in alcohol sponsorship across all platforms mentioned above will denormalise 
alcohol and the perception of it as an everyday harmless part of the culture and environments 
of whánau, rangatahi and tamariki. One example of the normalisation of alcohol is exposure of 
tamariki Máori and rangatahi Máori to the ‘in-your-face’ advertising of alcohol products across 
off-licenses in neighbourhoods where Máori reside and where tamariki Máori walk to and from 
school every day.  A decrease in alcohol advertising will likely impact on the exposure to and 
uptake of alcohol amongst young people. It will have a flow on effect of a reduction in excessive 
consumption, disorder and associated crime amongst all age groups. A reduction in advertising 
will likely coincide with a reduction in consumption and negative health consequences on the 
body.   
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17. What evidence is available that your proposal(s) would work?   

 

Please refer to responses to questions 4 and 8 for this question.  

Young NZ adults see heavy drinking as part of a national identity (McEwan et al., 2013). 
Restrictions on advertising and sponsorship will change that perception.  

 

 

18. What other interventions could potentially be tried in future?   
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 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 is 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 are prohibited for promoting or contributing to any 

overseas based promotions in New Zealand. 

 A fund is established from alcohol excise tax to support alternative funding options for 

alcohol sponsorship, and this is phased out over the next 1-2 years.   

 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.  

Hapai urge the forum to recommend an action plan which will implement the Law 

Commission’s recommendations as put forward in their report in 2010.  In particular our 

children and young people need to be protected from the negative impacts that alcohol 

advertising and sponsorship have on their lives.  Your role must be one of creating an 

environment that promotes healthy choices, and not one where choices are influenced by the 

needs of the alcohol industry. 
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19. Why should these other interventions be considered?  

 

It has now been four years since the Law Commission’s recommendations were made.  In this 

time New Zealanders young and old including Máori have been continuously exposed to the 

harmful effects of alcohol advertising and sponsorship.  This is no time for further review; 

rather it is time to act. 

 

 

 

Impacts of proposals  

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

 

Tamariki Máori, rangatahi Máori, whole whánau and communities of Aotearoa New Zealand 
will have less exposure to alcohol advertising and less exposure to the promotion of alcohol as 
an everyday harmless product.  
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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. 

 

The intervention will likely improve Máori health outcomes and reduce health inequities 
between Máori and non-Máori. The proposed interventions will reduce alcohol consumption 
among young drinkers and heavy drinkers. It will reduce and prevent the perception of alcohol 
as an everyday commodity, particularly among children and young people. The interventions 
will reduce and prevent alcohol-related harm. 

 

 

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

 

Tamariki Máori, rangatahi Máori, whole whánau and communities of Aotearoa New Zealand 
will have less exposure to alcohol advertising and less exposure to the promotion of alcohol as 
an everyday harmless product. It will improve Máori health outcomes, reduce health inequities 
and reduce alcohol-related harm for Máori.  
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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. 

 

The intervention will likely improve Máori health outcomes and reduce health inequities 
between Máori and non-Máori. The proposed interventions will reduce alcohol consumption 
among young drinkers and heavy drinkers. It will reduce and prevent the perception of alcohol 
as an everyday commodity, particularly among children and young people. The interventions 
will reduce and prevent alcohol-related harm.  

 

 

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?  

 

New forms of alcohol advertising, online forms of advertising and multiple forms of advertising 
will likely have a combined impact on the uptake and consumption of alcohol consumption 
among rangatahi Máori. Further restrictions must take into account these emerging forms of 
alcohol advertising and their potential for harm. Please refer to responses given to questions 3 
and 4.  
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25. What action, if any, could be taken to address these matters? 

 

Alcohol industry must prove that their advertising and sponsorship has no impact or influence 
on alcohol uptake among tamariki Máori, rangatahi Máori and whánau Máori.  

 

 

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?  

 

New forms of alcohol advertising, online forms of advertising and multiple forms of advertising 
will have a combined impact on the uptake and increase of alcohol consumption among 
rangatahi Máori. With the onset of social media and its influence on youth behaviour, and its 
ability to amplify further the reach and longevity of advertising and sponsorship, Hapai 
recommends implementation of changes as soon as possible. Please refer to responses given to 
questions 7 and 8 for further support for this question. 
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27. What action, if any, could be taken to address these matters? 

 

Please refer to the response given to question 10.  

 

 

Other comments 

28. Do you have any other comments? 
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Máori have a right to live, work and play in health endorsing environments. Environments free 
of exposure to alcohol advertising, sponsorship and alcohol harm. We need to stop the 
insidious nature of alcohol advertising and sponsorship and its role in normalising excessive 
drinking in our society and among communities where Máori live, work and play. Māori 
concerns for managing drinking behaviours have been strong since the first point of contact 
with British Settlers. A number of Māori leaders throughout history led initiatives to reduce 
harm from alcohol for Māori. Today Máori communities including rangatahi continue this call; 
“The government just needs to work harder to come on equal terms with us rangatahi. Literally 
they need to come down to listening to us. We all have a voice, have a say, we’re part of the 
community”.  

(Máori male, 30 years old). (Statement expressed when interviewed about alcohol by Hapai at 
the event ‘Atamira Máori in the City’ September, 2013).  
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Forum Submission 
Mike Bishop to alcoholadvertisingforum@moh.govt.nz 

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 

23/04/2014 04:07 p.m. 

The Hawke's Bay Rugby Union (HBRU) 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 

Hawke's Bay Rugby's submission specifically relates to advertising and sponsorship in sport. 

HBRU encourages and fully supports efforts to promote responsible drinking and tackle the issue of 
binge drinking especially among young people and supports the appropriate regulation of the sale, 
supply and consumption of alcohol. 

Along with our fellow Provincial Unions and the New Zealand Rugby Union, the HBRU is committed 
to ensuring current advertising and sponsorship associated with our game adheres to the stringent 
laws already in place. 

HBRU also works closely with other Provincial Unions and the NZRU, other local sporting 
associations such as Sport HB and other stakeholders such as HBRU affiliated rugby clubs to identify 
ways in which rugby can play a role in educational and community initiatives to promote 
responsible drinking at a local level. 

In addressing question 2 of 'Questions to guide your submission', HBRU 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, which includes 21 affiliated community rugby clubs in the 
Hawke's Bay region. 

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. 

HBRU 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' . By way of 
example, since returning to the top level of domestic rugby in 2005, the HBRU has hosted regular 
rugby fixtures on an annual basis that attract crowds in excess of 10,000 and there has never been 
any major instances of alcohol related incidents at those fixtures. 

National and international events 

New Zealand must remain competitive and attractive as a host destination to international sporting 
events. The appropriate and responsible use of alcohol sponsorship and advertising is essential to 
New Zealand's ability to stage domestic or international rugby events by providing a valuable 
revenue source to offset the costs of hosting international events. 

HBRU recognises New Zealanders have always enjoyed a drink when watching or attending rugby 
and many other sports. Providing a safe and responsible environment for alcohol consumption is a 
priority and we work closely with our partners to provide a wider degree of beverage and food 
choice, while also adhering to strict licensing laws. We have also worked closely with partners, 
including the local authorities, NZ Police and others to encourage good player and team cultures 
and responsible management of our affiliated sports clubs and facilities. 

Community Rugby 

Clubs fulfilling the needs of communities is a key priority for the HBRU. The rugby club is very much 
a social hub of the various communities in the Hawke's Bay region, 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. 

HBRU would be gravely concerned should any proposed changes affect the viability of these clubs 
by stripping them of essential investment. 

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. HBRU 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 in our region, the Hawke's Bay Rugby Union 
welcomes solutions that target and address the particular harms caused by alcohol in society. HBRU 
remains committed to playing its part in initiatives that promote responsible drinking across the 
community. 

Yours sincerely, 

Mike Bishop 
Chief Executive 
001:. 06 834 3770 

E: mike.Disnopc(:v.nbrugby.co.nz 

HAWKE'S BAY RUGBY UNION 
P 0 BOX 201, NA.PIER, New Zt:::aland 
Latham St. !\~apier 
F'h 06 835~76"17 Fax: 06 835-4630 

www.hbmagpies.co.nz 

CAUTION: The information contained in this e-mail is confidential and may be legally privileged. If the reader of this message is not the 
intended recipient you are hereby notified that any use, dissemination, distribution, or reproduction of this message is strictly prohibited. 
Hawke's Bay Rugby is not liable for any subsequent changes to or for the interception of the contents. Opinions and information that do 
not relate to the business of Hawke's Bay Rugby are not endorsed by Hawke's Bay Rugby. If you are an unintended recipient please inform 
us immediately and delete the email and any attachments. Hawke's Bay Rugby does not warrant that the message is free of viruses. It is 
the responsibility of the receiver to scan the document for viruses. 

This email has been filtered by SMX. For more information visit smxemail.com 



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 

* Represents the 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 to 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: 
Organisation: Health Action Trust, Nelson 
Email: ~ -.l..~--- ---- --7 

Address: 

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. 

Submission: 

Introduction: 

Our organisation strongly supports greater restrictions on alcohol promotion/advertising and sponsorship 

to: 

• delay the age at which young people start to drink 

• help de-normalise the use of alcohol 

• 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 NZ Government should fully implement the recommendations on advertising and sponsorship 

made by the New Zealand Law Commission in A/coho/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. 
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Conclusion 

We believe that this matter has been discussed and reviewed enough. The evidence available is 

strong enough to warrant immediate action, and there is strong public support for reducing the 

exposure of all New Zealanders to alcohol advertising in all of its forms. 

We urge the forum to recommend an action plan which will implement the Law Commission's 

recommendations as put forward in their report in 2010. In particular our children and young 

people need to be protected from the negative impacts that alcohol advertising and sponsorship 

have on their lives. Your role must be one of creating an environment that promotes healthy 

choices, and not one where choices are influenced by the needs of the alcohol industry. 

Signed 

t;.J, ~~~ 
Name: Karen Hicks 

Address: Health Promotion Forum, Levell, 25 Broadway, Newmarket, Auckland 

E ma ii:Karen@ hauora.co.nz 

Contact phone number: 09 531 5502 

Note: This 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, 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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~ .. \J•~·~ HIKURANGI RUGBY FOOTBALL CLUB 
EST 1894 

Box 9- Hikurangi - Northland - New Zealand 

23 April 2014 

Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
alcoholadvertisingforum@moh.govt.nz 
241h April 2014 

Ministerial Forum on Alcohol Advertising and Sponsorship 

Background 
Hikurangi Rugby Club 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 Hikurangi Rugby Club submission specifically relates to advertising and sponsorship in sport. 
The Hikurangi Rugby Club 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 and NZ Rugby we are committed to ensuring current advertising and sponsorship 
associated with our game adheres to the stringent laws already in place. 

The Hikurangi Rugby Club also works closely within the 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 Hikurangi Rugby Club 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 club 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-<:entric clubs are fundamental to keeping the game and the local community connected and fulfilling 
the needs of those involved. 



Our Club 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 without their support the 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 Hikurangi 
Rugby Club 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 sporls clubs are already parl 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 Hikurangi Rugby Club welcomes solutions that target and 
address the particular harms caused by alcohol in society. The Hikurangi Rugby Club remains committed to playing its part in 
initiatives that promote responsible drinking across the community. 

u 1cial 
urangi Rugby Club 



 Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 
 
 
Introduction 
Hospitality New Zealand represents over 2,400 hospitality businesses, including both on and off-
premise licensees.  Alcohol advertising and sponsorship impacts upon all of our members to a 
greater or lesser extent. 
 
Key issues for our members are the ability to legitimately market their business to consumers, 
support their community and have some relief from the pressures that the supermarket duopoly 
exercise over price. 
 
Changes in the drinking environment 
Alcohol laws and intervention has been much debated over the last five years based on the premise 
that alcohol harm is increasing, largely driven by the notion that as a nation the tendency to binge 
drink has and is increasing. 
 
It is Hospitality New Zealand’s view that Parliament, in their reform through the Sale and Supply of 
Alcohol Act, has neglected two key components to address the culture of binge drinking. 
 
The first is outside the brief of the Ministerial Forum but for the record is worth noting.  That is, the 
absence of any measures to encourage individual responsibility.  The focus of the Sale and Supply of 
Alcohol Act was to put more controls on the number, location and behaviour of licenced premises.  
With now over 75% of alcohol being consumed away from licenced premises then it is completely 
unrealistic to expect tighter controls on the sale and supply of alcohol will have any impact on the 
culture of binge drinking.  Hospitality New Zealand proposed that it again become an offence to be 
drunk in a public place which would have at least sent a signal to the New Zealand population that 
getting drunk is not cool and unacceptable in New Zealand society today. 
 
The second issue which Parliament did not address, but could be addressed through the Ministerial 
forum, is the impact that price has had on the binge drinking culture.  Since supermarkets began 
selling alcoholic products the price differential between on and off premise pricing has got 
significantly wider.  A decade ago you could source a dozen beers at the supermarket for around $1 
a bottle while that same bottle would have retailed in a bar or a restaurant for around $2.50.  Today 
on special it is still possible to find a dozen beer selling for $1 a bottle at a supermarket, while that 
same bottle in a bar or restaurant is likely to be $6 or $7 per bottle. 
 
The widening gap in pricing between on and off premise has naturally seen a significant shift in 
where New Zealanders are drinking.  When supermarkets first entered the market around 40% of 
alcohol was consumed on licensed premises with 60% consumed at home or in an otherwise 
unsupervised environment.  Today the percentage consumed on licensed premises has dropped 
below 25%. 
 
Hospitality New Zealand believe that the shift in consumption and the rise in binge drinking has been 
significantly driven by aggressive pricing by supermarkets using alcohol as a loss leader. 
 
In our submissions to Parliament Hospitality New Zealand proposed a simple minimum pricing 
arrangement.  Sadly this was not picked up by Parliament. 
 
There is an alternative which could be considered by the Ministerial Forum.  That is imposing a ban 
on advertising the price at which alcohol products are being sold.  This would remove the incentive 
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to use alcohol as a loss leader and Hospitality New Zealand believe that as a consequence the off-
premise retail price of alcohol products will rise.  For those with a tendency to binge drink it’s all 
about how much alcohol can be purchased with the dollars available.  It is expected therefore that 
with retailers competing for market share on the basis of the experience or brand value instead of 
price, prices will rise and the incidences of binge drinking will decline, particularly among young 
people whose discretionary income is less, which is a significant factor in how they consume alcohol. 
 
Legitimate Marketing 
Hospitality New Zealand supports the continued ability for alcoholic products to be marketed to 
consumers.  It should be noted that following the liberalisation on the number of liquor licenses in 
the ‘90s and the liberalisation of electronic advertising of alcohol products that per head 
consumption of alcohol did not increase.  Over this period the number of alcohol outlets tripled.  
Hospitality New Zealand believes that the industry should be able to compete for market share 
based on brand value.  Brand value is what is promoted through advertising and sponsorship.  
Indeed the higher the brand value the higher the product price which can be extracted from the 
market.  Enhancing the brand value and price are both positive outcomes if the objective is to 
reduce binge drinking. 
 
Within the Sale and Supply of Alcohol Act and the Advertising Code there exists already protection 
against targeting young people and irresponsible promotions that could lead to excessive 
consumption of alcohol.   There is no evidence to suggest that further intervention or restrictions are 
warranted or indeed will make any difference in terms of reducing alcohol harm. 
 
Sponsorship 
Since the beginning of time hospitality venues have been part of their local community and involved 
in supporting that community through sponsorship.  This sponsorship takes many guises, whether it 
be money, promotional support, catering or accommodation.  Hospitality New Zealand believe it is 
entirely appropriate that licenced premises continue to be able to use the sponsorship, however it is 
defined, to support the communities they operate in, both as a legitimate business tool and as part 
of their responsibility as operating a business within their community. 
 
Similarly Hospitality New Zealand supports alcohol manufacturers being able to use sponsorship to 
promote and add value to their brands as both a means of increasing market share and delivering 
corporate responsibility to the community. 
 
Conclusion 
It is early days determining what, if any, impact the Sale and Supply of Alcohol Act will have on 
reducing alcohol harm.  Hospitality New Zealand believes that in terms of reducing binge drinking it 
will have little impact.  The Ministerial Forum as the opportunity through this review to address the 
one issue which might make a difference and that is price.  Hospitality New Zealand urges the 
Ministerial Forum to seriously consider recommending a ban on advertising the price of alcohol 
product. 
 
 
Bruce Robertson 
Chief Executive 
Hospitality New Zealand 
www.hospitalitynz.org.nz 
bruce.roberston@hospitalitynz.org.nz 
 
28 April 2014 

http://www.hospitalitynz.org.nz/
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