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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: Angela Dalton Chair 

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

Manurewa Local Board  

Address/email: rex.hewitt@aucklandcouncil.govt.nz 

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

Manurewa Local Board members are directly elected by the people of 
Manurewa Local Board area. The Local Board is a part of the Governance of 
Auckland Council. 

 
There are two ways you can make a submission. 

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

Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
Ministry of Health 
PO Box 5013 
Wellington 6145 

• Electronically complete the submission form available at the back of this document, add your 
comments and email to: 

alcoholadvertisingforum@moh.govt.nz 

• Please put ‘Forum Submission’ in the subject line. 
 
Your submission may be requested under the Official Information Act 1982. If this happens, it will 
normally be released to the person who requested it. However, if you are submitting as an 
individual (rather than representing an organisation), your personal details  will be removed from 
the submission if you check the following boxes: 
 

 I do not give permission for my personal details to be released under the Official 
Information Act 1982. 

 I do not give permission for my name to be listed in the published summary of 
submissions. 
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Questions to guide your 
submission 
1. Did you/your group/your organisation make a submission on the 2010 Law Commission 

report Alcohol in our Lives: Curbing the Harm and/or to the Justice and Electoral select 
committee, on alcohol advertising and sponsorship issues?  Yes or No. If yes, please 
specify whether you submitted to the Law Commission and/or Select Committee. 
 

No.  
Manurewa Local Board was constituted as a part of Auckland Council after this work 
of 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   

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

 
Community members repeatedly tell Manurewa Local Board that reducing the 
harmful impact alcohol and other drugs is a priority. Young people in Manurewa are 
particularly affected. On this basis, Manurewa Local Board submits that there is a 
clear and pressing need for greater regulations governing alcohol advertising. 
  
The Board advocates tightening the regulations further as leaving the decisions 
about advertising in the hands of the industry is not seen to be reducing the harmful 
impact of alcohol abuse, particularly among young people.  The Board is repeatedly 
advised by constituents that young teenagers are being influenced through 
advertising to begin drinking at an early age and that they drink in public, to excess 
and to their own detriment.  
 
The Board advocates for a comprehensive approach to reduce the exposure of 
young people to alcohol advertising.  
i) The Board seeks restrictions on advertising on walls and windows of premises, 
prohibition of sandwich boards on streets, and restrictions on displays inside 
premises (e.g. Ready to Drink promotions).  
ii) Regarding mass media, the Board seeks Regulations which minimise the 
exposure of young people to these messages.  
iii) The Board believes this should also apply to Social Media being viewed in New 
Zealand like Facebook. 
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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. 

 

 
1. The primary evidence presented to the Board comes from Community 
Consultations. 
Individuals and community groups describe problems arising from alcohol abuse as 
one of the most common matters raised with the Board.  They frequently ask the 
Board to act and advocate at every opportunity to reduce access to alcohol and 
reduce promotion of alcohol use.  
Individuals cite advertising, sponsorship, shop locations and trading hours as 
contributing to a culture in which young people feel it is ‘adult’ to gain access to 
alcohol and to drink very heavily. 
 
2. Further evidence is available in a 2013 major review# which demonstrated: 
 
 “firstly that considerable research suggests alcohol advertising influences 
drinking behaviours, and secondly that current systems based on co-regulation 
and voluntary regulation (as is the case in Australia (and New Zealand)) are 
ineffective.” 
“Indeed, the four countries included in this review score poorly on advertising 
related alcohol control policies. Australia, Canada and the UK were given a zero out 
of three score ranking in relation to advertising, using the Alcohol Policy Index 
ranking system for measuring effectiveness of alcohol control policies, whilst New 
Zealand was given a score of one (Brand et al. 2007). The authors of the Alcohol 
Policy Index compiled extensive data on alcohol policies, and alcohol consumption 
data from the WHO, to develop their ranking system of 30 OECD countries. Each 
country was ranked out of 100 points. Countries were assessed for the effectiveness 
of their alcohol control policies across five domains that were weighted according to 
the WHO’s assessment of their effectiveness at reducing alcohol related harms: 
drink driving (34 points); physical availability (32 points), pricing (24 points); 
drinking context (8 points); and advertising (3 points). The validity of the model was 
then tested and confirmed through sensitivity analysis, and examination of the 
relationship between score and per capita alcohol consumption.” 
 
#Regulation of alcohol advertising: Policy options for Australia 
Sandra C. Jones and Ross Gordon 
Centre for Health Initiatives 
University of Wollongong 
Author contact: sandraj@uow.edu.au 
Evidence Base, issue 2, 2013, <journal.anzsog.edu.au>, ISSN 1838-9422 

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

Explain your reasons. 
 

 
Yes, the Board believes the balance of evidence is strong enough for changes to be 
made without delay. 
The Board is also aware of widespread support for further restrictions on the 
promotion and availability of alcohol.  
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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. 
 

 
Manurewa individuals, families, community groups and agencies work actively to 
reduce the harmful effects of abuse of substances such as alcohol and other drugs. 
 
Sponsorship of sporting and other activities by the alcohol industry undermines the 
impact of this work by reinforcing the message that alcohol use is a widespread 
component of adult daily life. Young people in our communities are effectively being 
encouraged to access and then to overuse alcohol with disastrous impacts.  
 
As part of community work to reduce harmful impacts of overuse, Manurewa Local 
Board members contribute to a reference group of a collaboration called Community 
Action Youth and Drugs (CAYAD). CAYAD is part of a national programme to 
reduce drug related harm among young people.  
 
The CAYAD Reference Group membership is made up of residents and stakeholders 
from the Clendon/Manurewa community who invest in proven and culturally 
appropriate early intervention programmes to address underlying social issues 
facing our young people. Clendon/Manurewa CAYAD has advised that: 
“The research says the more alcohol promotion young people see, the earlier they 
start to drink, and the more they drink.  The earlier they start to drink, the greater 
their risk of becoming a heavy drinker and the more they drink, the greater the harm 
(to them and others).” 
 
“Our community say’s ban alcohol sponsorship and restrict advertising, 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 - ban most forms of alcohol advertising in all media and ban alcohol 
sponsorship of sporting/cultural events “ 

 
Manurewa Local Board accepts this advice and advocates for a comprehensive ban 
on alcohol sponsorship similar to that in place in the tobacco industry. The Board 
believes this is an important part of an effective harm minimisation strategy. 
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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. 
 
 
 

 
 

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

Explain your reasons. 
 

Yes.  
The reasons that led the Law Commission to recommend further tightening of the 
rules around alcohol sponsorship and advertising have further intensified. 

 
 
Types of possible restrictions (if supported) 

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

 

 

Advertising is restricted to information about availability and price. 

No advertising that that could lead a young person to think that alcohol 
consumption is associated with an attractive lifestyle or with achieving social 
acceptability. 

Advertising in papers and junk mail is restricted to information about availability 
and price 

No advertising on radio, television or at cinemas at times when under eighteen year 
olds might be watching or listening.  

No alcohol advertising on social media. 

No alcohol advertising on billboards. 

No displays of alcohol products as supermarket entrance or at checkouts. 

Displays in on licence and off licence outlets are limited to availability, product 
information and price. No displays to portray alcohol consumption as associated 
with an attractive lifestyle or with achieving social acceptability. 
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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)? 
 

 
These restrictions would have a major benefit of reducing social pressure especially 
on younger people. Young people can be introduced to alcohol use through their 
families in accordance with the values of that family and their community.  

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

 

 
There is a dramatic drop in use of tobacco since the introductions of tighter control 
of advertising and sponsorship. This is particularly so in the Maori and Pacifica 
Communities. 

 
 
 

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

 
1.  Increase the price through gradually increasing taxation. 

2. Reduce the number of alcohol outlets to reduce alcohol-related harm among 

those who live nearby.  

3. Remove sale of alcohol from Dairys and Supermarkets. 

4. Increase the age at which it is lawful to buy alcohol. 

5. Limit the capacity to advertise and sell small packets of alcoholic drinks which 

are being used to take alcohol into venues inappropriately.  
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Why should these other interventions be considered?  
 

 
The community requires a comprehensive harm minimisation approach to reduce 
prevalence and impact of alcohol abuse. 

The positive associations seen between alcohol outlet density and both individual 

level binge drinking and alcohol-related problems appear to be independent of 

individual and neighbourhood socioeconomic status.*  

*Source:  J Epidemiol Community Health 2011;65:841-846 

doi:10.1136/jech.2009.104935 Research report ‘Alcohol outlet density, levels of drinking 

and alcohol-related harm in New Zealand: a national study’ 

 
 

 
14. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

Manurewa Local Board is concerned that alcohol sponsorship has become a 
significant alcohol marketing tool. 
The Board advocates for a comprehensive ban on alcohol sponsorship similar to 
that in place regarding tobacco sponsorship. Indeed the Board would like this Ban to 
extend further to include preventing ‘product placement’ of identifiable alcohol in 
movies aimed at young people or shown at times when young people might be 
watching. 
 
The Manurewa area, as part of the former Manukau City Council has an established 
history of limiting alcohol sponsorship in public areas. In 2002, Manukau City 
Council adopted a Local Alcohol Strategy. The Advertising and Sponsorship Policy 
guided development and management of advertising and sponsorship on and for 
Manukau City Council properties, assets and programmes. Manukau City Council's 
view was that no advertising activity in Manukau should compromise the visual 
amenity of the city nor the moral ground of the community. 
 
A general rule of the Policy was that the following advertising was not permitted: 
“promoting or condoning drink driving or alcoholic drinking amongst teenagers”. 
 
The scope of the Policy was Council-wide and included the following properties: (i) 
stadiums, community halls, libraries, swimming pools, arts centres and other 
Council buildings; (ii) billboards on Council-owned land and buildings; (iii) 
programmes and activities; (iv) bus shelters, flag poles, road signs, Council’s 
website, notice boards, Council air space, and publications; (v) vending 
opportunities; (vi) and other opportunities as identified from time.  
This policy has been in effect so long that community expectations and practices 
have developed which support it. Alcohol related sponsorship has proved 
unnecessary for the many community activities and events that the Manurewa Local 
Board is involved with. 
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15. How would these proposed restrictions work in practice to reduce alcohol-related harm 

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

 
The restrictions taken together will gradually create an environment in which young 
people do not begin alcohol use or abuse outside of family context or until they are 
at least at the age of purchase.  
In addition the proportion of people who drink in a way that creates harm to 
themselves or others will be reduced. 
Additional restrictions will have particular benefits for Maori and Pacifica 
communities in Manurewa. 

 
 

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

 
      

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

 
 

1. Increase the price through gradually increasing taxation. 

2. Reduce the number of alcohol outlets to reduce alcohol-related harm among 

those who live nearby. * 

3. Remove sale of alcohol from Dairys and Supermarkets. 

4. Increase the age at which it is lawful to buy alcohol. 

 

*see further: The Impacts of Liquor Outlets in Manukau City 
Summary Report - Revised 
Alcohol Advisory Council of New Zealand 
JANUARY 2012 
http://www.alcohol.org.nz/sites/default/files/research-
publications/pdfs/ManukauReportSummaryREVISED.PDF 
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18. Why should these other interventions be considered?  
 

 

Reducing the harm arising from alcohol abuse will contribute markedly to priorities 
identified by the community and highlighted in the Manurewa Local Board Plan, 
namely: 
An attractive and prosperous town centre 
People move easily around Manurewa 
Spaces and places that people use and enjoy 
All people are valued and encouraged 
A healthy local economy  
 

 
 
Impacts of proposals  

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

Young people will experience less pressure to behave in particular ways as 
highlighted in alcohol advertising. Young people will have increased opportunity to 
develop their own identities in positive and creative ways. 
Community members of all ages will feel safer and be safer in the absence of high 
levels of alcohol abuse. 
People who are not encouraged to spend extra money on buying alcohol will have 
more money for other priorities such as food and shelter. 

 
 
 
20. 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. 
 

 

Clendon/ Manurewa Community Action for Youth on Alcohol and Drugs advises 
that these measures taken together will have particularly significant beneficial 
effects for young people and in Maori and Pacifica families. 
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21. Who would be affected by your proposals to restrict alcohol sponsorship and how?  
 

 
Communities will have less detrimental effects from alcohol abuse and more 
capacity to substitute the revenues previously received from alcohol sponsorship. 

 
 
22. 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. 
 
      

Manurewa Local Board understands that banning sponsorship together with major 
reduction of adverting will gradually lead to major benefits throughout the 
community and in particular for young people and for Maori and Pacifica families. 

 
 
Ongoing and new challenges 

23. 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?  
 

      

As alcohol abuse and alcohol use amongst young people reduces, there will be a 
reduction in the amount of money coming in to businesses and into taxation. 

 
 

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

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 11 

 
25. 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?  

 

 
 

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

      

 
 
Other comments 
27. Do you have any other comments? 
 

 
The Manurewa Local Board, along with other parts of Auckland Council, organises a 
number of community events each year. These are alcohol free. There is no 
advertising, sponsorship or consumption of alcohol at these events. The result is 
that large numbers of people do come together for the purpose of celebrating or 
having fun and know that they are in a safe positive atmosphere. Children are able 
to move around freely during these events. There is almost no intoxication and no 
violence or fear of violence. This approach has been successfully in place for a 
number of years. 
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ABOUT THE MARKETING ASSOCIATION 
 

 

 
The Marketing Association (MA) was formed in 1974. It represents over 6,000 marketers and 
over 500 New Zealand organisations, including banks, insurance companies, supermarkets 
and major retailers, telecommunication and utilities and Government ministries. In particular 
relation to this submission, the members include the major breweries, major wine and spirits 
importers, retailers and New Zealand wineries. 
 

We are a member organisation of the Advertising Standards Authority (ASA) and our 
members are required to support strict codes of practice relating to marketing and the 
advertising codes of the ASA. 
 

A major part of our activities involves establishing and promoting codes of practice and best 
practice guidelines for all forms of marketing communication, including advertising and 
sponsorship. 
 

Many of the codes require an even more stringent observance of fair and responsible 
marketing than the current consumer laws. 
 

The writer chaired the pan-industry committee which developed the ASA Code for the 
Naming, Labelling and Packaging of Liquor. This code has now been incorporated into the 
ASA Code for Advertising and Promotion of Alcohol.  
 

This organisation made a submission on the Alcohol Reform Bill to the Select Committee in 
February 2011. In this submission we supported the general intent of the Alcohol Reform Bill 
which then became the Sales and Supply of Alcohol Act 2012. 
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BACKGROUND 

 

 

1. As an organisation, the Marketing Association supports the Government policy to reduce 
alcohol-related harm in our society. The MA members directly involved in the importing, 
manufacturing and sale of liquor are responsible organisations who are committed to one 
of the strongest self-regulatory regimes in the developed world. 
 
 

2. The Ministerial Forum on Alcohol Advertising and Sponsorship came about as part of a 
range of recommendations made by the Law Commission in their  2010 report “Alcohol 

in our Lives: Curbing the Harm”. The Forum will report to the Ministers of Justice and 
Health and its recommendations reported to the Cabinet Social Policy Committee by 
December 2014. 
 
 

3. The Forum has been asked to focus on the effectiveness of further restrictions on 
alcohol advertising and sponsorship.  
 
 

4. Chapter 19 of the 2010 Law Commission report deals extensively with advertising, 
sponsorship and promotion of alcohol. In this report, three stages of legislative change 
are recommended. The first stage, comprising new offences relating to irresponsible 
promotion and supply of alcohol, was largely implemented in the Sale and Supply of 
Alcohol Act 2012, which became law in December 2013. The second stage deals with 
advertising and sponsorship (covered in pp 322 – 262 of the Law Commission report).  
 
 

5. The Marketing Association wishes to take issue with some of this report’s 

recommendations dealing with advertising and sponsorship.  
 
 

6. The MA believes that updated New Zealand research substantiates the positive effect 
that the current self-regulatory environment, combined with the strengthened legislation, 
is having, particularly on youth drinking. 
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LAW COMMISSION REPORT 2010 

 
 
 

There are a number of issues which we believe should be brought to the Ministerial Forum’s 

attention in order that a balanced view can be obtained. 
 

1. There is clearly widespread concern about the effects of alcohol consumption in our 
society. This is reflected in the fact that nearly 3,000 submissions were received by the 
Law Commission, 86% of which supported banning or restricting all advertising of 
alcohol in all media. Many of these submissions contained unproven statements that 
appear to have been based on emotion rather than fact. Sheer weight of numbers does 
not necessarily reflect the facts.  
 
 

2. We ask the Ministerial Forum to concentrate on the current situation in New Zealand and 
not be overly influenced by evidence dealing with drinking habits in other parts of the 
world.  
 
 

3. In point 19.35 of the Law Commission report, it states “We are particularly concerned 

about the clearly-established link demonstrated by recent research between the 
advertising of alcohol and the earlier onset of drinking and heavier drinking by young 
people who already drink.”  Research by ALAC and the Ministry of Health clearly refutes 
this statement. Further research by The Foundation for Advertising Research (FAR) 
shows that the drinking culture amongst youth is diminishing rather than increasing. See 
CURRENT NEW ZEALAND RESEARCH on p6. 
 
 

4. Many submitters to the Law Commission urged the Commission to consider French law 
(Loi Evin 1991) which places comprehensive restrictions on the promotion of alcohol, but 
MA research has revealed that in March 2013 the French Society for Alcohol Abuse 
reported that short-term hospital admissions for binge drinking were up 30% over the 
previous three years in France. So, clearly, the advertising restrictions in that country are 
not helping reduce problem drinking. 
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5. The Foundation for Advertising Research has investigated 20 instances where 
advertising and promotion of alcohol was banned or partially banned. They note that 
although the theoretical analysis predicted that consumption would fall, evidence 
revealed that none of these bans lowered consumption.  

 

6. In point 19.136 the Law Commission states “It is our view that evidence linking drinking 

and advertising and sponsorship is compelling, particularly with regard to young people.” 

Again, research available to the MA (YOUTH RESEARCH p8) paints a different picture, 
showing that young people’s drinking is declining rather than increasing. 
 
 

7. In point 19.176 the Law Commission has recommended a broadcasting watershed hour 
of 10pm to limit its exposure to young people. Since the report has failed to indicate that 
broadcast advertising has a serious effect on alcohol consumption by young people, it 
seems illogical to propose such a limitation. The industry has already accepted the 
Advertising Standard Authority Code (clause 3f), which stipulates no advertising of 
alcohol between 6am and 8.30pm and not to exceed six minutes per hour, and that there 
shall be no more than two advertisements for alcohol in the same commercial break. 
 

3(f)   

8. Similarly, the Law Commission report recommends that no producer or retailer should be 
able to advertise or promote alcohol for sporting or cultural events where more than 10% 
of participants are under the legal purchase age. This is unrealistic and is equivalent to a 
total ban. The industry already stipulates that alcohol promotion be restricted to events 
where at least 75% of attendants are of legal age. We believe this is appropriate. 
 
 

9. The report also recommends that restrictions on Internet-based promotions should be 
considered.  This is unrealistic given that globally the Internet is recognised as ‘open 

forum’ where people can exchange ideas and views and freely conduct legitimate 
business. Any limitation on the use of the Internet for advertising would simply 
encourage even greater use of social media as an alternative. We believe this is less 
desirable given that social media is a much less controlled space. 
 
 

10. A further recommendation under 19.176 is that alcohol should not be allowed to be used 
as a prize or incentive. We point out that alcohol is already a prohibited prize under The 
Gambling Act, which covers the majority of commercial competitions and raffles. The 
recent changes to the Sale and Supply of Alcohol Act introduced in December 2013, 
make it an offence to offer free alcohol as part of a promotion or advertising campaign. 
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CURRENT NEW ZEALAND RESEARCH 
 
 
 
This section deals with researched facts about the current drinking habits in New Zealand. 
Much of this was not available to the Law Commission at the time of their report. 
 
 
1. Between 1987, when there was no broadcast advertising of alcohol, and 2013, liquor 

consumption per person 15+ has actually reduced from just under 10.5 litres per person 
p.a. to 9.2 litres per person p.a., a drop of nearly 12%. (source: Foundation for 

Advertising Research). That is, the period during which broadcast advertising of alcohol 
has been allowed has coincided with a more than 10% decline in alcohol consumption. 
 
 

2. The amount of advertising spend (based on 2013 $) has remained at a similar level for 
the last three years, yet alcohol consumption per person has continued to drop. (source: 
Foundation for Advertising Research) 
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3. Statistics New Zealand figures reveal “Beer sales have dropped from 181 litres per adult 
in 1973 to 79 litres last year. This figure marks the lowest level of beer sales since World 
War II.” 
 
 

4. As the table below shows, beer consumption also continues to drop. This is particularly 
noticeable in beers with an alcohol content of more than 5%. 
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NEW ZEALAND RESEARCH ON YOUTH DRINKING HABITS 

 

 
This section deals with the drinking habits of New Zealand youth (ages 12 – 17). 

The Ministry of Health have been rightly concerned about young people’s drinking habits, 

and in conjunction with the Alcohol Advisory Council (ALAC), have carried out significant 
research since the Law Commission’s report was published.  
 
Some of the key findings are: 

1. In 2005 – 2006, the percentage of  youth consuming some alcohol was 53%. This figure 
dropped to 32% by 2010. (source: ALAC) 
 
 

2. During the same period, the number of those in the age bracket 15 – 17 consuming 
alcohol also fell by 20%. (source: Ministry of Health) 
 
 

3. Binge drinking by youth fell by 23% from 2006 to 2010. (source: ALAC) 
 
 

4. Findings from the New Zealand Health Survey (2012) revealed a similar drop in 
hazardous drinking. (Source : Ministry of Health website) 
 
 

5. Young people are drinking less frequently. There has been a 65% drop in the percentage 
of youth that drink more than once a week. (source: ALAC) 
 
 

6. These statistics clearly show that the message about responsible use of alcohol is 
getting through to young people and refutes the assertion that advertising and 
sponsorship is encouraging young people to drink more.   
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CURRENT SELF-REGULATORY ENVIRONMENT 
 
 
 
1. Marketing Association (MA) members have a successful history of compliance with self-

regulatory codes, including those dealing with the sale and supply of alcohol. Members 
of the MA are required to comply with the ASA Codes of Practice which includes a 
comprehensive Code for Advertising and Promoting Alcohol. This Code regularly 
undergoes formal reviews under the independent Chairmanship of a High Court Judge. 
Major stakeholders such as the Ministry of Health and ALAC have been given the 
opportunity to participate in these reviews. The ASA Code has already pre-empted or 
incorporated several of the recommendations from the 2010 Law Commission report. 
 
 

2. The Advertising Standards Authority in New Zealand is recognised as a world-class 
example of self-regulation. It is particularly effective because it embodies all media and 
all advertising and promotional agencies. The ASA Board, which reviews all complaints 
(Advertising Standards Complaints Board) is independently chaired and manned by a 
majority of public representatives. 
 
 

3. In addition to the ASA Code, the Distilled Spirits Association of New Zealand (DSANZ) 
have introduced a voluntary industry code for the production and promotion of RTD 
beverages which includes reducing the maximum alcohol strength of RTDs to 7% 
alcohol by volume and with a maximum of two standard drinks per serve. 
 

 
4. The MA supports self-regulation because it provides the consumer with clear, plain 

English guidelines and provides a fast and inexpensive means of complaint. Self-
regulated Codes are able to represent current social standards and can easily be 
updated because they are not burdened by the formalities of amending legislation.  
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ADVERTISING AND SPONSORSHIP OF ALCOHOL  
IN NEW ZEALAND 
 
 

1.  There is a common misconception that advertising and sponsorship are designed to 
increase sales. This may be the case in a rising market, but the consumption of alcohol 
is falling and the clear purpose of advertising and sponsorship in these circumstances is 
to highlight individual brands rather than to drive consumption. Sponsorship in particular 
is designed to create a favourable impression of a brand or product and to encourage 
the consumer to switch to that brand or product.  
 

 
2. Sponsorship may well influence what you drink; there is no evidence to suggest it 

influences how much you drink. 
 
 

3. A Government-initiated review of alcohol advertising by a steering group comprised of 
Government officials and members of relevant organisations that commenced in 2006,   
found there was insufficient evidence to determine whether restrictions on sponsorship 
were warranted. We do not believe anything has changed. 
 
 

4. Advertising and sponsorship of alcohol is clearly not persuading New Zealanders to drink 
more. All the available evidence shows that consumption is falling, and has been falling 
during a period when broadcast advertising has been allowed after earlier prohibition. 
 
 

5. There is no doubt about the benefit sponsorship brings to thousands of sporting, cultural, 
educational, and charitable organisations. If alcohol sponsorship were prohibited, these 
organisations would be forced to find other sources of revenue, creating pressure for 
greater Government funding based on the social and public good benefits of those 
currently sponsored activities. 
 
 

6. We know that $58 million is spent on advertising alcohol products in New Zealand and 
there are estimates which show that at least twice this amount goes into sponsorship. 
There is a very real danger that if advertising and sponsorship were curtailed in any way 
that the funds saved could be diverted into price promotions, which may well entirely 
defeat the object of the ban by increasing alcohol consumption. 
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CONCLUSION 

 The Sale and Supply of Liquor Act 2012 contains Clause 237 Irresponsible 
Promotion of Alcohol. This clause only came into effect in December 2013. It is 
therefore far too early to accurately determine its effectiveness. 
 

 Research proves that alcohol consumption is dropping in New Zealand. 
 

 There is clear evidence of increasingly responsible youth drinking habits. 
 

 Advertising and sponsorship aim to promote brands to encourage consumers to 
choose one brand over another. They do not increase consumption. 
 

 Reduced sponsorship by alcohol companies could have serious social and economic 
effects. 
 

 Restricting advertising may encourage more heavy discounting leading to heavier 
consumption. 
 

 The law and voluntary codes have both been strengthened since the Law 
Commission report.  
 

Comments from the Minister of Justice’s website 24/4/2014 

“ The Government will allow time for the new alcohol reforms to bed in and to assess 

their impacts, including the development and implementation of Local Alcohol 

Policies which are likely to take up to two years to come into full effect. 

 

Ms Collins says the Government’s changes to the Sale and Supply of Alcohol Act 

aimed to strike a sensible balance to curb the harm of alcohol abuse without 

penalising moderate drinkers. ‘New Zealanders who drink responsibly and moderately 

should not be unfairly targeted’.” 

The MA therefore believes it is illogical to ban or restrict advertising and sponsorship 

at this time and recommends a review in (say) three years. 

 

The MA wishes to participate in the workshop detailed in Appendix 2: 22. 
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Submission	  to	  the	  Ministerial	  Forum	  on	  Alcohol	  Advertising	  and	  Sponsorship	  
	  
26	  April	  2014	  	  
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.	  Rather	  
than	   completing	   the	   submission	   form	   provided,	   I	   have	   decided	   to	   provide	   the	   following	   comments	   and	  
recommendations	  for	  your	  consideration	  based	  on	  the	  outcomes	  from	  a	  recent	  3-‐year	  research	  project	  that	  I	  led	  
(involving	  a	  team	  of	  10	  researchers),	  and	  other	  evidence	  on	  alcohol	  advertising.	  	  The	  research	  project	  was	  funded	  
by	   the	   Marsden	   Fund	   (administered	   by	   the	   New	   Zealand	   Royal	   Society),	   and	   investigated	   the	   role	   of	   digital	  
technologies	  and	  social	  networking	  in	  young	  adults’	  drinking	  practices	  and	  cultures	  in	  New	  Zealand.	  It	  specifically	  
explored	  Māori,	  Pasifika	  and	  Pakeha	  young	  adults	  (aged	  18-‐25),	  was	  conducted	  by	  three	  PhD	  students	  and	  seven	  
academic	   researchers,	  and	   involved	   three	  stages	  of	   in-‐depth	  data	  collection	   (friendship	   focus	  groups,	   individual	  
interviews	  involving	  sharing	  Facebook	  content,	  and	  analysis	  of	  online	  material	  on	  sites	  that	  engage	  young	  adults).	  
Our	  final	  research	  report	  (Lyons	  et	  al.,	  2014)	  was	  published	  two	  weeks	  ago,	  and	  I	  provide	  a	  copy	  of	  the	  report	  with	  
this	  letter	  (and	  am	  happy	  to	  submit	  a	  hard	  copy	  if	  it	  would	  be	  useful).	  
	  
One	   of	   our	   key	   findings	   concerned	   the	   overwhelming	   amount	   of	   alcohol	   marketing	   that	   exists	   on	   social	  
networking	  sites,	  as	  well	  as	  the	  vast	  amount	  of	  digital	  alcohol	  marketing	  more	  generally.	  Due	  to	  new	  technologies	  
(e.g.	   smartphones)	   this	   marketing	   is	   fast,	   tailored	   to	   the	   individual,	   instantaneous,	   and	   at	   times	   employs	  
geographic	  location	  that	  encourages	  young	  people	  to	  continue	  consumption	  while	  they	  are	  out	  and	  intoxicated.	  
Thus,	  it	  contributes	  to	  the	  ‘culture	  of	  intoxication’	  that	  exists	  in	  New	  Zealand	  in	  a	  way	  that	  increases	  the	  harms	  of	  
this	   culture.	   In	   addition	   to	   the	   direct	   effects	   of	   alcohol	  marketing	   on	   drinking	   and	   consumption	   practices,	   our	  
research	  highlighted	  that	  the	  sheer	  amount	  of	  alcohol-‐related	  content	  on	  social	  networking	  sites	  (much	  of	  which	  
is	  generated	  by	  the	  alcohol	   industry	  and	  others	  with	  commercial	   interests)	  normalizes	  heavy	  drinking	  practices.	  
For	  young	  adults,	  this	  material	  –	  and	  importantly	  sharing	  it	  amongst	  friend	  networks	  –	  provides	  a	  form	  of	  cultural	  
capital.	   Digital	   alcohol	   marketing	   strongly	   links	   (heavy)	   alcohol	   consumption	   to	   fun,	   pleasure,	   humour,	   and	  
everyday	  life	  in	  an	  insidious	  manner.	  	  Indeed	  digital	  alcohol	  marketing,	  via	  Facebook	  and	  other	  social	  networking	  
technologies,	   can	   be	   said	   to	   be	   the	   ‘holy	   grail’	   of	   marketing	   practices,	   taken	   up	   by	   young	   people	   and	   shared	  
through	  their	  own	  friend	  networks	  virally	  and	  rapidly.	  This	  marketing	  frequently	  employs	  multiple	  platforms	  (e.g.	  
twitter,	  television)	  to	  embed	  the	  material	  into	  everyday	  life	  (see	  Nicholls,	  2012).	  
	  
There	  are	  currently	  few	  (if	  any)	  restrictions	  on	  digital	  alcohol	  marketing	  on	  sites	  such	  as	  Facebook.	   	  By	   ‘liking’	  a	  
particular	  product	  page	  on	  Facebook	   (a	   very	   common	  practice),	   a	   young	  adult	  user	  provides	  all	   of	   their	  profile	  
information	   to	   the	  company	  owning	   the	  page.	   In	   this	  way	   the	  company	  collects	  vast	  amounts	  of	  data	  and	  uses	  
dataminers	  and	  algorithms	  to	  target	   individuals	  based	  on	  their	  profile	   information	   (e.g.	  age,	  place	  of	   residence,	  
favourite	  drink).	  This	  targeted	  marketing	  is	  concerning	  in	  a	  culture	  where	  alcohol	  is	  already	  normalized	  and	  where	  
intoxication	  is	  not	  only	  valued	  but	  frequently	  the	  aim	  of	  drinking	  practices	  (McCreanor	  et	  al.,	  2013).	  Furthermore,	  
digital	   alcohol	  marketing	   is	   largely	  unregulated	  and	   can	  easily	   attract	  underage	   young	  people	  who	   take	  part	   in	  
online	  marketing	  activities	   (Mosher,	  2012).	  While	  alcohol	  product	  pages	  have	   restrictions	   to	  enter	  by	  providing	  
date	  of	  birth	  (that	  are	  easily	  manipulated!),	  within	  Facebook	  these	  sorts	  of	  restrictions	  do	  not	  apply	  as	  any	  user	  	  

	  



2 

	  
can	  go	   to	  any	  page,	  while	  additionally	  alcohol	  marketing	  content	   is	   frequently	   shared	   through	   friend	  networks.	  
For	  marketers,	  social	  media	  are	  cheap	  and	  easy.	  They	  make	  getting	  product	  exposure	  to	  young	  people	  and	  all	  of	  
their	  friends	  quick	  and	  straightforward	  (Mart,	  2011).	  Most	  young	  people	  are	  Facebook	  users,	  and	  are	  entitled	  to	  
be	  so	  once	  they	  are	  aged	  13.	  	  Exposure	  to	  digital	  alcohol	  marketing	  in	  this	  context,	  alongside	  the	  vast	  amount	  of	  
alcohol-‐related	  content,	  reinforces	  a	  heavy	  drinking	  culture.	  Facebook	  (and	  other	  social	  media)	  are	  the	  ideal	  sites	  
for	  alcohol	  marketers	  to	  ‘groom’	  a	  new	  generation	  of	  alcohol	  drinkers.	  
	  
I	  would	  also	  like	  to	  strongly	  support	  the	  review	  that	  was	  conducted	  by	  the	  Law	  Commission	  in	  2010,	  on	  alcohol	  
laws	  in	  New	  Zealand.	  As	  this	  review	  stated,	  evidence	  demonstrates	  that	  the	  exposure	  of	  young	  people	  to	  alcohol	  
marketing	  speeds	  up	  the	  onset	  of	  drinking	  and	  increases	  the	  amount	  consumed	  by	  those	  already	  drinking.	  	  They	  
pointed	  out	  that	  “a	  self-‐regulatory	  body	  for	  alcohol	  advertising	  is	  inappropriate”	  and	  I	  fully	  agree.	  	  I	  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	  (NZ	  Law	  Commission,	  2010).	  	  
These	  are:	  	  

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

Stage	  3:	  	   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.	  	  

	  
Thus,	   I	   recommend	  a	  ban	  on	  all	   forms	  of	  alcohol	  advertising	  and	  sponsorship	   in	  all	  media,	  other	   than	  objective	  
product	   information.	   There	   is	   convincing	   evidence	   to	   support	   the	   link	   between	   alcohol	  marketing	   and	   alcohol	  
consumption	  by	  young	  people,	  and	  we	  need	  stronger	  regulation	  to	  tackle	  the	  problem	  of	  alcohol	  marketing.	  As	  
the	  Australian	  Medical	  Association	  (2012)	  has	  noted:	  	  “While	  children	  and	  adolescents	  are	  particularly	  vulnerable	  
to	  alcohol	  marketing,	  young	  people	  aged	  up	  to	  their	  mid-‐20s	  are	  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	  encompass	  all	  these	  groups	  of	  young	  people.”	  	  The	  current	  self-‐regulation	  of	  alcohol	  advertising	  
in	   New	   Zealand	   is	   inadequate	   and	   fails	   to	   protect	   our	   young	   people	   from	   continuous	   exposure	   to	   alcohol	  
marketing	  in	  all	  areas	  of	  their	  lives.	  
	  
	  
Thank	  you	  for	  you	  consideration.	  
	  

	  
	  
Associate	  Professor	  Antonia	  Lyons	  
School	  of	  Psychology,	  Massey	  University,	  Wellington	  
a.lyons@massey.ac.nz	  
04-‐8015799	  
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suMMarY
Young adults in Aotearoa/New Zealand (NZ) regularly engage 
in heavy drinking episodes with groups of friends within 
a collective culture of intoxication to ‘have fun’ and ‘be 
sociable’. this population has also rapidly increased their use 
of new social networking technologies (e.g. mobile camera/
video phones; Facebook and Youtube) and are said to be 
obsessed with identity, image and celebrity.  this research 
project explored the ways in which new technologies are 
being used by a range of young people (and others, including 
marketers) in drinking practices and drinking cultures in 
Aotearoa/NZ. It also explored how these technologies 
impact on young adults’ behaviours and identities, and how 
this varies across young adults of diverse ethnicities (Māori 
[indigenous people of NZ], Pasifika [people descended 
from the Pacific Islands] and Pākehā [people of European 
descent]), social classes and genders.

We collected data from a large and diverse sample of young 
adults aged 18-25 years employing novel and innovative 
methodologies across three data collection stages.  In total 
141 participants took part in 34 friendship focus group 
discussions (12 Pākehā, 12 Māori and 10 Pasifika groups) 
while 23 young adults showed and discussed their Facebook 
pages during an individual interview that involved screen-
capture software and video recordings. Popular online 
material regarding drinking alcohol was also collected (via 
groups, interviews, and web searches), providing a database 
of 487 links to relevant material (including websites, apps, 
and games). Critical and in-depth qualitative analyses across 
these multimodal datasets were undertaken. 

Key findings demonstrated that social technologies play a 
crucial role in young adults’ drinking cultures and processes 
of identity construction. Consuming alcohol to a point of 
intoxication was a commonplace leisure-time activity for 
most of the young adult participants, and social network 
technologies were fully integrated into their drinking cultures. 
Facebook was employed by all participants and was used 
before, during and following drinking episodes. uploading 
and sharing photos on Facebook was particularly central to 
young people’s drinking cultures and the ongoing creation of 
their identities. this involved a great deal of Facebook ‘work’ 
to ensure appropriate identity displays such as tagging (the 
addition of explanatory or identifying labels) and untagging 
photos.

Being visible online was crucial for many young adults, 
and they put significant amounts of time and energy into 
updating and maintaining Facebook pages, particularly with 
material regarding drinking practices and events. however 
this was not consistent across the sample, and our findings 
revealed nuanced and complex ways in which people from 
different ethnicities, genders and social classes engaged 
with drinking cultures and new technologies in different 
ways, reflecting their positioning within the social structure.  
Pākehā shared their drinking practices online with relatively 
little reflection, while Pasifika and Māori participants were 
more likely to discuss avoiding online displays of drinking 
and demonstrated greater reflexive self-surveillance. Females 
spoke of being more aware of normative expectations around 
gender than males, and described particular forms of online 
identity displays (e.g. moderated intake, controlled self-
determination).  Participants from upper socio-economic 
groups expressed less concern than others about both 
drinking and posting material online.   Celebrity culture 

was actively engaged with, in part at least, as a means of 
expressing what it is to be a young adult in contemporary 
society, and reinforcing the need for young people to engage 
in their own everyday practices of ‘celebritising’ themselves 
through drinking cultures online. 

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’ while simultaneously allowing young people 
to ‘create’ and ‘produce’ themselves online via the sharing of 
consumption ‘choices’, online interactions and activities. 

background
this project is situated at the intersection of three major 
contemporary social concerns: young adults’ normalised 
culture of heavy drinking; their high uptake and use of new 
social networking technologies; and the construction of 
young adults’ identities within current neoliberal society. 
Knowledge and theorising in these three areas was drawn on 
and integrated to systematically investigate contemporary 
drinking cultures across ethnicities, genders, and social 
classes in Aotearoa/NZ. 
First, many young people are involved in normalised practices 
around heavy drinking, which they view as pleasurable, 
involving having fun and being sociable (Lyons & Willott, 
2008; McCreanor, Moewaka Barnes, Gregory, Borell & Kaiwai, 
2008; szmigin et al., 2008). researchers have documented 
factors which have contributed to this development 
(Measham & Brain, 2005), including the commodification of 
pleasure (Measham, 2004) into commercialised packages 
that have been termed ‘cultures of intoxication’ (Measham, 
2006) and ‘intoxigenic environments’ (McCreanor, Moewaka 
Barnes et al., 2008). stories about drinking are told and retold 
amongst friends, playing a crucial role in identity construction 
(Giles, 1999; Griffin et al., 2009; McCreanor, Moewaka 
Barnes, Gregory, Kaiwai & Borell, 2005; McCreanor, 
Greenaway, Moewaka Barnes, Borell, & Gregory, 2005) and 
maintaining friendships (sheehan & ridge, 2001). Increasingly 
drinking stories are shared online, often using digital images 
(skinstad, 2008). In Aotearoa/NZ specific alcoholic beverages 
are consumed to signal taste and identity (Lyons & Willott, 
2008; McCreanor, Greenaway, et al., 2005; McCreanor, 
Moewaka Barnes, et al., 2005) and drinking patterns vary 
across ethnicity, class and gender (Ministry of health, 2007; 
McEwan, Campbell, Lyons & swain 2013;  Wells, Baxter, & 
schaaf, 2007). While much research has investigated youth 
drinking behaviours, relatively little academic attention has 
focused on drinking cultures, which are located within an 
increasingly technologically mediated world (McCreanor et al., 
2013; Murthy, 2008) saturated with media images of youthful 
drunken excess, including ‘drunken celebs’. Young NZ adults 
see heavy drinking as part of a national identity (Braun, 2008; 
Lyons & Willott, 2008; McCreanor, Moewaka Barnes et al, 
2005; McEwan et al., 2013). the embeddedness of drinking 
cultures in daily relationships (Niland, Lyons, Goodwin & 
hutton, 2013), identity negotiations and new technologies 
has not yet received any sustained analytic attention.   
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second, young adults have also rapidly increased their 
uptake and use of new social networking technologies (e.g., 
mobile phones and social networking sites (sNs) such 
as Facebook, Myspace, and Youtube) (Williams, 2008). 
Facebook now has over a billion users (Facebook, 2014). 
several key features distinguish sNs: 1) they blur or remove 
boundaries between public/private spaces (Papacharissi, 
2009), private identity/public spaces (Papacharissi, 2009), 
persona and user/consumer (hearn, 2008); 2) they are often 
seen as online extensions of face-to-face relationships (boyd 
& Ellison, 2008; Williams, 2008); 3) they are ‘sticky’; that is, 
users visit them frequently (hearn, 2008; rosen, 2006); and 4) 
graphic images (photographs, video) are significant (Williams, 
2008) and continuously rejuvenated (Papacharissi, 2009), 
functioning to visually privilege social connections and offline 
socialising (Livingstone, 2008). research demonstrates that 
young people “are living life online and in public via these 
sites” (subrahmanyam & Greenfield, 2008, p. 417) and they 
are integral to identity, relationships and lifestyles (boyd, 
2007; Livingstone, 2008). the multibillion dollar acquisitions 
of networking sites by global media interests, and the initial 
public offering of Facebook as the biggest in Internet history, 
highlight how social networking online is increasingly owned 
and controlled by corporate commercial interests. Innovative 
ways of turning user-bases into a ‘product’, that is a highly 
valuable commodity to be sold to third parties (like alcohol 
corporations), follows closely on the popular uptake of 
social networking services.  recent research demonstrates 
high levels of alcohol-related content on sNs (Beullens & 
schepers, 2013; Egan & Moreno, 2011) that has been linked 
to a desire to display a highly valued ‘heavy drinking’ identity 
(Griffiths & Casswell, 2010; ridout, Campbell & Ellis, 2012). 
Drinking and intoxication content on Facebook, Myspace 
and Youtube is seen as positive and funny by young people 
who share it widely (Morgan, snelson & Elison-Bowers, 
2010). such content normalises a culture of intoxication 
(Griffiths & Casswell, 2010; McCreanor et al., 2013). research 
efforts have not kept up with the use of such technologies as 
normal parts of young adults’ routine social lives. 

third, critical social theory has argued that discourses of 
individual freedom, self-expression and authenticity demand 
that we live our lives as if this was part of a biographical 
project of self-realisation in a society in which we all appear 
to have ‘free’ choice to become whoever we want to be and 
to consume whatever we want (Giddens, 1991; rose, 1999). 
this is manifest in a globalised culture of celebrity, self-
commodification and excess which has particular resonances 
for young people (Duits & van romondt Vis, 2009).  the 
obsession with identity, image and celebrity (hopkins, 2002) 
as well as constant innovation and change (hearn, 2008) 
requires that the reflexive project of the self (Giddens, 1991) 
involves continual (re)creation and maintenance, an ongoing 
cycle of self-invention. such highly stylised self construction 
can be seen across several commercially mediated cultural 
forms (including sNs platforms)  where individuals celebrate 
and celebritise the self, and in doing so, construct their 
identities (hearn, 2008). this project of endlessly (re)
crafting and performing an ‘authentic’ self is contradictory, 
particularly in a neoliberal social order in which people are 
supposed to have a stable, resilient core identity (Walkerdine, 
2003). Nevertheless these developments have been 
enthusiastically endorsed and catalysed by the discipline 
and practice of marketing. Marketing encourages subjects 
to actively engage with branded products and services in 
developing and shaping their sense of selfhood. Furthermore, 
however, campaigns have moved beyond mere niche 
targeting to developing relationships with individuals tailored 
to their co-created needs (McCreanor, Moewaka Barnes et 
al., 2005; Venkatesh, 1999; Viser, 1999).  At its apex this logic 
places identity at the very core of the marketing and branding 
process, which in turn contributes to the normalisation of 
a broader culture of self-promotion. thus it has become 
possible to speak of the self-as-brand, or the performance of 
one’s own ‘celebrity brand’, as a key part of ‘successful’ self-
creation throughout the life course (hearn, 2008).

relatively little systematic empirical research has investigated 
the ways in which ‘neo-liberalism’ impacts on people’s 
everyday lives, and how everyday life is negotiated, 
reproduced and transformed. New media technologies are 
becoming thoroughly embedded in the routines of young 
people’s lives (boyd & Ellison, 2008; Ministry of health, 2007), 
and enable individuals  to ‘celebritise the self’ by sharing 
information on the Internet about their experiences, often 
about their drinking cultures. these reflect widespread media 
accounts of drunken celebrities, reinforcing social norms 
around gender, sexuality, ethnicity and class (hesmondhalgh, 
2005; skeggs, 2005).  Commerce is quick to lead here, 
participating by providing a vast array of magazines, 
newspapers, movies, websites, promotions, competitions 
and other materials that resource, articulate and amplify 
these trends. our research sought to empirically investigate 
these issues to provide understandings and knowledge 
regarding identity negotiation, drinking practices and drinking 
cultures among young adults in Aotearoa/NZ from a diversity 
of backgrounds.
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aiMs and 
objectives
this research aimed to provide in-depth understandings of 
young adults’ drinking cultures and the roles that new media 
technologies and the current fascination with celebrity play in 
these cultures.  to achieve these overall goals, a number of 
specific objectives were developed, as follows:

1. Identify how social network technologies are implicated in 
young people’s drinking cultures.

2. Explore how versions of identity are being created, 
negotiated, and performed through drinking practices, for 
example via the circulation of drinking stories and public 
displays on sNs.

3. Gain insight into the role sNs and digital photographs 
play in drinking cultures and identify the ways in which 
images relating to drinking stories are produced and 
displayed for others to view.

4. Develop understandings of the ways in which identity 
negotiations and performances vary across ethnicity, 
gender, and social class. 

5. Gain insight into the extent of young adults’ use of new 
technologies to produce their own version of ‘everyday 
celebrity’ and how this relates to their drinking practices 
and cultures.

6. Develop new theoretical understandings of the processes 
of identity construction and negotiation through drinking 
cultures and new media technologies.

7. Extend current theoretical frameworks on subjectivity and 
self-creation and their centrality to the dominant neoliberal 
culture where fame and attention are significantly valued.

Methods
to achieve the research objectives, we employed a three-
stage data collection process which included face-to-face 
and Internet-based methods in combination with multiple 
analytic methods including thematic and discursive analysis, 
media studies approaches, kaupapa Māori methods, website 
analyses and multimodal discourse analysis.

Stage 1: Friendship group discussions
In total, 141 participants took part in 34 friendship focus 
group discussions about socializing, drinking practices, 
drinking cultures and social networking. twelve of the 
groups consisted of predominantly Pākehā participants, 
12 consisted of predominantly Māori participants, and 10 
included predominantly Pasifika participants.  these groups 
were facilitated by the three PhD students on the research 
team, namely Patricia Niland (Pākehā participants), Acushla 
Dee o’Carroll (Māori participants) and Lina samu (Pasifika 
participants) each of whom worked with groups of their own 
ethnicity.  

Group discussions, which lasted from 1-2 hours, were 
videotaped and transcribed verbatim by the PhD students.  
Participant ages ranged from 18-25 years with a mean age 
of 20.2 years (sD = 2.1).  there were 80 female participants 
(56.7%), 57 male participants (40.4%), and 4 Fa’afafine/
Fakaleiti/Aka Vaine1 (2.8%). the groups included 9 with all 
female participants, 6 with all male participants, and 19 
with both males and females.  the groups were also diverse 
in terms of location, undertaken in a range of settings, 
including large cities and smaller provincial towns throughout 
Aotearoa/NZ. Groups ranged in the socioeconomic status of 
their participants (from poor working class through to very 
wealthy), as well as occupations (including employed and 
unemployed young people, single parents, and students). 

Stage 2: Individual interviews
some of the friendship group participants from stage one 
were subsequently invited to take part in a one-on-one 
interview with the same researcher who had facilitated their 
discussion group. In total, 18 of these participants took 
part in individual interviews, and 5 new participants were 
also interviewed. Interviews were again led by the 3 PhD 
student researchers: 7 interviews were conducted with 
young Pākehā adults; 8 with young Māori adults; 8 with 
young Pasifika adults. there were 15 females, 7 males, and 
1 Fa’afafine participants interviewed. their ages ranged from 
18-25 (M= 21 yrs; sD= 2.4). the interviews were run with a 
laptop computer alongside the participant, and participants 
were asked to show and talk about their Facebook pages, 
their photos, any material related to their drinking practices 
or alcohol, and also discuss the ways in which they used 
social networking and engaged in online environments. the 
interviews were videotaped and screen capture software 
was used to provide a digital record of all activity on the 
laptop screen. the interviews were transcribed verbatim by 
the PhD researchers and transana software was employed 
to collate 3 strands of data: video recording, transcript, and 
screen recording (providing a ‘multimodal’ dataset). this 
qualitative software programme facilitates “the transcription, 
analysis and management of digital video or audio data” 
(Mavrikis & Geraniou, 2011, p.246). these strands were time-
synchonised and enabled the researchers to view what was 

1    these terms are used in Pasifika cultures for people born male but whose spirit is female
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being said (transcript), alongside hearing the talk (audio) and 
watching both the participant (visual) and the screen activity 
record simultaneously. 

Stage 3: Website and online material
the data collected in stages 1 and 2 of the project was 
replete with examples of favoured websites and online 
activity that young adults engaged with regularly. the 
investigators and research assistants also regularly shared 
relevant online material they had encountered with the team 
via an email list. this ongoing information regarding websites 
and online material was collated into a database (with links 
and screen captures) that was kept up-to-date throughout 
the project.  the final database includes 487 entries (275 from 
the friendship groups, 131 from the interviews, and 81 from 
the email list archive). Facebook was the most frequently 
mentioned website by both group and individual interview 
participants (64% and 63% respectively), followed by other 
sNs (12% and 13% respectively). 

Data management and analytic techniques
Multiple analytic techniques were used to interrogate the 
datasets. thematic analysis (Braun & Clarke, 2006) and 
discursive analyses (Willig, 2001) were undertaken with the 
transcripts of discussions and interviews. We developed 
our own analytic techniques to examine the multimodal 
data, based on previous work examining the complexity 
of web pages, websites, web users and web genres and 
simultaneous interactions across sites (Baldry & thibault, 
2006; Kress, 2010; Norris, 2004). We engaged in regular 
team discussions (face-to-face and online using scopia 
software) with named team members, PhD students, and 
other postgraduate students involved. this was essential 
in building team cohesion as we employed diverse analytic 
perspectives from a range of disciplinary backgrounds (e.g. 
psychology, media studies, cultural studies, public health, 
criminology and Māori and Pasifika research) and also 
ensured that our interpretations were culturally appropriate 
for all three ethnicity groups. 

the doctoral students carried out multiple analyses of 
data with different broad areas of focus. these have been 
published as separate research papers in collaboration with 
their supervisors, and bound into theses with contextual and 
linking materials. senior investigators have also collaborated 
in various ways to conduct multiple analyses around issues 
of importance and salience to the project objectives. some 
of these have been published and some are currently in 
process. A list of all current outputs is provided in the 
Appendix.

Findings
Below we outline the results of the in-depth analyses in terms 
of each of our specified research objectives. 

1) To identify how social network technologies are 
implicated in young people’s drinking cultures.

All analyses demonstrated that social network technologies 
were fully integrated into young people’s drinking cultures. 
Facebook was by far the most widely used social networking 
site, and all participants were members of Facebook. It 
played an important role for the majority of the participants 
before drinking (organising events, posting updates), during 
drinking (updates, photo sharing, meeting and socialising, 
interacting online), and following drinking episodes (uploading 
photos, tagging and untagging photos, commenting on 
photos). Facebook offered participants a new user-driven 
way to share drinking experiences and enact their drinking 
cultures, both via text and visually.

Facebook was routinely embedded in people’s everyday 
lives. the technological affordances of Facebook offered 
many opportunities to extend and enhance the pleasures of 
heavy social drinking especially through the pervasive activity 
of uploading photos of drinking episodes, to be shared 
and commented on across friendship networks.  Individual 
interviews demonstrated that photos posted on Facebook 
of nights out drinking were highly valued and essential to 
drinking cultures. here even ‘negative’ events (e.g. violence, 
vomiting or accidents due to intoxication) were able to be 
reframed in ‘positive’ ways and shared using humour and a 
general interpretative frame that constructed such harms as 
participants having fun with friends. however, as we discuss 
below, this feature was nuanced by ethnicity, gender and 
class.

Facebook was also widely used to receive information (via 
news feeds on smartphones) about real-time alcohol (and 
other) promotions at stores, bars and clubs (as discussed 
more fully below). In this way Facebook was able to make 
drinking cultures far more ‘visible’, enabling young people to 
embed stories and photos about drinking in their everyday 
lives which they shared with ‘friends’. this encouraged an 
online culture of heavy drinking, normalising it and making it 
routine and mundane, which is exactly how the participants 
in stages one and two described these alcohol-related 
practices.  stage 3 highlighted that Facebook content was 
saturated with commercial alcohol marketing material. In this 
way mundane Facebook use could potentially alter people’s 
perceptions of what it is to be a young adult in contemporary 
Aotearoa/NZ, with intoxigenic socialising and heavy drinking 
represented as normal and inextricably linked. 

2) To explore how versions of identity are being created, 
negotiated, and performed through drinking practices, 
for example via the circulation of drinking stories and 
public displays on social networking sites

the young adults in this research created and recreated their 
identities via their drinking practices and their subsequent 
online displays, integrating online alcohol content into their 
everyday practices of constructing their identities.  the 
continual circulation of drinking stories online, as well as the 
uploading of photos and associated practices of ongoing 
tagging and commenting, highlighted the ways in which 
drinking practices represented on Facebook contributed 
to the creation and display of edited versions of the self. 
Most of the participants described spending a large amount 
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of time and effort in tagging and untagging themselves in 
uploaded photos (their own, as well as other people’s) to 
present a particular version of the self that they are happy 
with being publicly displayed. there were tensions involved 
here as well, especially when ‘friends’ posted unflattering or 
inappropriate photos of them. Participants spent much time 
online ensuring their ‘drinking’ identity was ‘just right’; that is, 
displaying drinking and having fun, but not appearing ‘too’ 
drunk or looking unattractive. these rules, however, varied by 
social groups as for some young adults (particularly tertiary 
students), the ‘too drunk’ photos provided participants with 
cultural capital, contributing to humour and shared fun within 
their group of friends. Additionally, for some (particularly 
female) Māori and Pasifika participants, any photos which 
included them with an alcoholic drink were off-limits for 
Facebook posting due to the negative judgments that could 
potentially be made. thus the ways in which participants 
negotiated public displays of drinking varied by social group, 
and were intimately linked to careful identity constructions.

3) To gain insight into the role SNS and digital imaging 
play in drinking cultures and identify the ways in which 
images relating to drinking stories are produced and 
displayed for others to view.

the research found that photos on Facebook were crucial 
within young people’s drinking cultures and the ongoing 
presentation of (and online social interaction about) their 
drinking stories. the importance of photos cannot be 
underestimated for these young people, with perhaps the 
exception of the young adults from lower socioeconomic 
groups who were not so invested in their online identity, 
perhaps because of limited internet access and not having 
the portable new media devices that many of the other 
participants used (e.g. smartphones). there was clear 
gendered dimension to taking photos within friendship 
groups when engaging in socialising and drinking, with 
this being seen as a female activity.  however, while male 
participants did not take or upload photos to Facebook very 
frequently (in relative terms), they did describe investing 
time and energy to tagging and untagging photos of 
themselves (posted by others) following a night out, and 
paying meticulous attention to their appearance within these 
photos and in the online environment. Additionally, photos 
were always about drinking in a social environment – posting 
photos of oneself or anybody else drinking alone was strongly 
sanctioned and raised the possibility of drinking ‘problems’. 
thus particular kinds of images, photos and stories were 
created, uploaded and shared with friends online, leading 
to ongoing interactions and comments for days, weeks and 
even months following a drinking episode. 

Furthermore, the individual interviews demonstrated strongly 
that the meanings of these photos could not necessarily be 
read off the photos themselves. Instead, participants were 
able to speak at great length about what each image meant, 
and why it was on their photo page, including photos in 
which they were absent (e.g. just out of the screen shot), and 
images that reminded them of a negative experience but did 
not depict it (e.g. just before falling down the stairs or getting 
in a fight). thus the images were almost always positive, even 
when they actually referenced negative experiences, and the 
covert meanings were only available for friends who were 
‘in the know’ by being there at the time.  In this way photos 
on Facebook functioned to create in-groups with shared 
meanings about the photos, and this distinguished these 
groups from broader audiences including parents and other 
relatives. they also functioned to effectively ‘airbrush’ the 
drinking culture such that from the outside it appeared to be 

all about fun, pleasure and positive experiences with friends 
(Niland, Lyons, Goodwin & hutton, 2014).  

4. Develop understandings of the ways in which identity 
negotiations and performances vary across ethnicity, 
gender, and social class. 

the data from stages one and two are unique as they are 
derived from three different ethnicity groups, as well as male, 
female and Fa’afafine participants from a range of socio-
economic groups. Drinking practices, social networking, 
identity negotiations and performances were in some ways 
incredibly consistent across this diverse sample (e.g. in terms 
of frequency of drinking), but also starkly contrasting in other 
ways.  

Consuming alcohol to a point of intoxication was a 
commonplace leisure-time activity for most of the young 
people in the sample. this was apparent across ethnicity 
groups, and there were similarities in terms of the importance 
of alcohol to social lives. however despite similarities in 
frequencies, amounts and experiences of drinking alcohol 
in our data, there were also clear cultural differences in 
drinking practices. Pasifika participants gave a strong sense 
of drinking being highly valued within the peer-group but 
more widely understood as transgressive of their cultural 
norms. While drinking at clubs/bars, local pubs and domestic 
settings was commonplace and frequent for some Pasifika 
participants, there were a number who did not drink and 
many who hid their consumption from family and church 
in particular. Māori participants clearly valued peer-group 
drinking at commercial and private venues, but there were 
more accounts of drinking with intergenerational family 
groups. they also gave numerous accounts of taking actions 
(e.g. within sNs), to avoid publicising drinking to family, work 
and community connections. Among Pākehā participants 
there was a pervasive trope of drinking as a routine, 
necessary and valued activity within peer social events in all 
the venues referred to above. Little sense of sanction was 
attached to this status quo and the hegemonic understanding 
was that they were established drinkers in a Pākehā regime 
that was a central and valued part of adult life and identity 
in Aotearoa/NZ. In this way identity negotiations around 
drinking and social networking involved more reflexive self-
surveillance by young Māori and Pasifika adults, although 
class was relevant here and middle class Pākehā participants 
were also reflexive about their online posting.

In terms of gender, this research demonstrates that young 
women are under surveillance and subjected to normative 
expectations in different ways when drinking alcohol 
compared to their male counterparts. the young men 
were much more likely to describe the high consuming, 
extroverted, social assertiveness practice of hegemonic 
masculine drinking, while young women described needing 
to show moderated intake, controlled self-determination 
and social availability. these gendered features were most 
widely apparent in the talk of our Pākehā participants; as a 
result of social marginalisation, Māori and Pasifika women 
were already more aware of the surveillance of their lives and 
drinking practices and consequently of the requirement to 
display self-control around alcohol. this is a strong example 
of how ethnicity and gender interacted to affect identity 
negotiations and practices.

social class and employment status were also central to the 
ways in which participants engaged in drinking practices and 
subsequently shared these online. Participants from upper 
socio-economic groups appeared to feel exempt from some 
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of the concerns that others expressed about their drinking 
and postings about drinking. Participants from middle socio-
economic groups engaged in similar drinking practices, 
and sometimes considered Facebook material in terms of 
employment or future employers, whereas those from lower 
socio-economic groups frequently did not have the same 
choices in their lives and demonstrated the least engagement 
with ‘managing’ an appropriate online identity. some working 
class participants expressed a resistance to such normative 
self-monitoring instead adopting a defiant ‘in your face’ 
determination to engage in intoxication and identity displays 
with little regard for consequences. others, particularly those 
on government benefits, ensured they did not display their 
drinking practices online due to potential governmental 
surveillance of their leisure-time activities.

5) Gain insight into the extent of young adults’ use of 
new technologies to produce their own version of 
‘everyday celebrity’ and how this relates to their 
drinking practices and cultures.

Popular culture is saturated with hedonistic displays of 
drunken excess especially within online entertainment news, 
regular news, tabloid newspapers and magazines. this 
celebrity focus was significant in young adults’ everyday lives 
for their identities and negotiated processes of producing 
social distinction.  In this research we found that celebrity 
culture provided a field of resources through which young 
people explore and adopt values, tastes, and desirable 
and undesirable identities within the culture of intoxication, 
although not in straightforward ways. Drinking heavily was 
seen as a reasonable practice for some female celebrities 
(notably those who were young adults), while it was seen 
as natural and expected in most male celebrities. Many of 
our participants used social media to ‘follow’ and connect 
to celebrities in a way that assisted in crafting their online 
identity (particularly Māori and Pasifika participants) and 
served to demonstrate what it is to be a young adult in 
contemporary society. such interests and actions allowed 
and reinforced the (social) importance for young people of 
engaging in their own everyday practices of ‘celebritising’ 
themselves, practices that were primarily achieved through 
social networking. 

6) Develop new theoretical understandings of the 
processes of identity construction and negotiation 
through drinking cultures and new media 
technologies. 

From the outset the research took an innovative stance 
on young people’s alcohol consumption by moving away 
from a focus on drinking behaviours (e.g. unit based 
assessments of young people’s drinking) towards a focus 
on their local drinking cultures. some previous theorizing 
has challenged the construction of young people’s drinking 
as an individualized process (e.g. Griffin et al., 2009; Lyons 
& Willott, 2008). Young people’s drinking cultures are seen 
as embedded in a wider societal context, the intoxigenic 
environment, which is saturated with alcohol marketing and 
the tensions inherent in neo-liberalism: urging people on the 
one hand to consume and to celebrate, while on the other 
demanding they be responsible and controlled. our theorising 
has focused on these tensions and how they differentially 
affect young people’s local drinking cultures in relation to 
ethnicity, gender and class. this research demonstrates the 
importance of cultural specificities of local drinking contexts 
within Aotearoa/NZ, and these in turn can be set within the 
context of the globalizing of youth consumption practices 
(Babor et al, 2010, Gordon, heim & MacAskill, 2012). 

As noted previously, the commercial nature of new media 
technologies play a central role in young adults’ drinking 
cultures. A key finding from the research is new insight into 
the ways in which alcohol companies are using social media 
to market their products to young people, and how young 
adults are engaging with this marketing. our findings showed 
that participants did not view Facebook as a commercial 
platform despite the fact that its business model relies on 
analysis of ‘big data’ from users, employing sophisticated 
algorithms to produce consumer information for sale to third 
parties. Facebook appeared to be considered independent 
even of the Internet, with some participants commenting that 
they don’t go online but do go on Facebook. 

Multi-national alcohol corporations have been well ahead of 
the curve in employing social media, particularly Facebook 
and other sNs for marketing purposes. Participants’ 
Facebook profiles and activities demonstrated clearly that 
alcohol marketing initiatives within the online environment are 
effective. Elements of campaigns are actively appropriated by 
young people and employed within their profiles, to present 
tastes and preferences, facilitate social interaction, construct 
identities, and more generally develop cultural capital.  the 
combination of online alcohol marketing with user-generated 
content and activity means that engagement with sNs 
reinforces the idea that drinking is about fun, pleasure and 
socializing. Alcohol brands become an integral part of young 
people’s everyday lifestyles, reinforcing the widespread 
culture of intoxication.  

some participants expressed the view that only ‘sidebar’ 
advertisements on Facebook were marketing, and alcohol 
product pages (such as tui, 42 Below Vodka, or Jim Beam) 
and their promotions (such as specials, competitions and 
giveaways), while commercial in origin, were not considered 
as explicit marketing as they were shared through postings 
to friend networks. While the participants in the research 
were reasonably well educated and saw themselves as 
media savvy, many did not see themselves as direct targets 
of online alcohol marketing (despite engaging with alcohol 
brand sites and friending them on Facebook). this is 
understandable as such commercial content and activity 
mimics friend relationships on Facebook, appearing in 
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participants’ group links, Newsfeeds and status updates in 
the same manner that friends’ postings do. It also is shared 
through friend networks, and therefore it becomes very 
difficult to distinguish what is marketing and what is not. 

Alcohol companies recognise this and increasingly employ 
social media (and devote increasingly large percentages 
of their budgets) for digital marketing to young people.  
Participants also showed very little awareness of the amount 
of personal information they gave away with every ‘like’ 
or interaction with an alcohol page on Facebook.  these 
personal data are used by drinks companies to engage 
in more sophisticated and personally targeted campaigns 
that appear to turn on a diverse range of what we have 
come to think of as ‘marketing moments’. our individual 
interviews demonstrated multiple examples of points at 
which the participant actively recognises a product or offer 
and expresses an intention to purchase. Furthermore, the 
geo-location technology embedded in smartphones allows 
marketers to tailor their messaging according to the users’ 
proximity to their products.  Participants, while recognising 
such content as commercial in origin, again did not see this 
as an explicit ‘marketing’ process, but rather as an extremely 
useful service they received while out drinking within an 
urban setting (especially when notifications were from bars or 
clubs giving ‘information’ about free entry or cheap drinks).

these kinds of marketing approaches were not unique to 
Facebook.  our stage 3 data highlighted how websites and 
phone apps promote drinking as well as reinforcing and 
normalising a culture of intoxication. For example, Drinkify 
is a website which matches a person’s musical tastes to 
particular drinks. A smartphone cover has been designed 
to double as a bottle opener, which also has a free app 
that counts the number of bottles opened using the opener 
and allows the user to post this information as updates to 
their Facebook account. other phone apps allow users to 
check the price and alcohol content of drinks on offer, and 
then select the 
drink that will get 
them drunkest for 
the least amount 
of money in the 
quickest time. All 
of this new media 
material contributes 
to a culture that 
reinforces alcohol 
consumption, 
and particularly 
excessive 
consumption, 
among young 
adults, not just 
in terms of their 
behaviours and 
drinking practices, 
but also within their 
everyday processes 
of identity 
negotiations and 
constructions.  

7) Extend current theoretical frameworks on subjectivity 
and self-creation and their centrality to the dominant 
neoliberal culture where fame and attention are 
significantly valued.

the research demonstrates how crucially important being 
visible online was for our participants, whatever form this 
took. there are parallels in this respect between the creation 
of online branded selves and the broader endorsement of 
a culture of celebrity that permeates contemporary media 
and society.   Most of the participants spent large amounts 
of time and effort engaging in Facebook activities, having 
it on at least in the background 24 hours a day, receiving 
notifications whenever they were mentioned or tagged in 
a photo, repeatedly posting personal photos, commenting 
regularly and posting status updates. In this way they spent 
very large amounts of time crafting their online identities 
and publicly displaying their social activities, drinking 
practices, and social connections.  In contemporary youth 
culture, it seems that one of the greatest risks is to become 
‘invisible’, that is, to sink below a valued level of popularity 
or micro-celebrity or worst, not be seen at all.  Visibility 
online is therefore highly valued for the capital it builds, yet it 
simultaneously exposes young people to surveillance, moral 
judgment and commercial marketing by unseen audiences.  

Displaying drinking practices within a culture of intoxication 
was also an important feature of identity creation (and 
negotiation) on Facebook for the young adult participants. 
this also made drinking cultures far more ‘visible’, but in 
celebrating their drinking practices online young people also 
exposed their activities to broader audiences. Participants’ 
ethnicity structured the ways in which these issues played 
out, with Māori and Pasifika participants describing 
themselves as being much more wary of what is posted 
online and more aware of who may view it (e.g. whānau 
[family], employers, future employers, other people in society) 
than Pākehā participants. Differences across social class 
were also apparent here, with young people on government 
benefits being sensitive to potential surveillance, taking care 
not to post materials that could be interpreted as spending 
money on alcohol. thus, online displays of excess functioned 
to provide pleasure and reinforce friendships and group 
bonds, but played out differently for participants depending 
upon their position within the social structure, thereby 
complicating the notion that sNs are an autonomous place of 
self-expression. Indeed, they seem to (re)introduce a range of 
different power dynamics that young people must continually 
and actively negotiate.

the insights and intricacies of identity negotiation and 
(re)creation within the current neoliberal climate are not 
straightforward and require different forms of work depending 
on people’s position within society. Applied to drinking 
cultures these notions present multiple challenges to the 
pursuit of a “paradigm shift” around alcohol use in Aotearoa/
NZ (New Zealand Law Commission, 2010) and minimizing 
alcohol-related harm for young people.
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conclusions and Future research
It is clear from the research that aside from concerns over 
alcohol and health, sNs are a highly significant development 
within specific cultural groupings with major influences 
on identity, relationships, culture and practices. For Māori 
and Pasifika in particular, the opportunities and threats 
are particularly acute and can assist in explaining tensions 
between generations over cultural issues and practices. 
there is a major role for research in contributing to media 
strategies for knowledge transmission and translation for 
diasporic communities, enhancing cultural identities and 
debating development and advancement in language, arts, 
sciences, economics and self-determination. Future research 
in this area also needs to focus on securing protections 
against the threats of commercialisation and developing 
programmes and practices to optimise the potentials of new 
media.

the findings from this research also demonstrate clear 
gendered issues relating to drinking practices, drinking 
cultures, use of sNs, Facebook work, identity negotiation 
processes, and the celebritisation of the self. there are a 
number of avenues these issues raise for future research, 
some of which will be followed through using the present 
dataset and subsequent publications.  specifically these 
include 1) the gendered nature of ‘photo-work’ with females 
almost exclusively having the role of photographer (despite 
traditional links between technology and masculinity), 2) the 
role of emotions in drinking and how these are significant 
in young women’s drinking cultures, 3) ‘extreme drinking’ 
and gendered discourses such as ‘tragic girls’ which are 
apparent online, 4) the role Facebook plays in young people’s 
perceptions of gendered drinking practices cultures through 
online posting of photos and discussions of drinking events. 
Beyond this, the research suggests that discourses of 
celebrity are used in gendered and classed ways by young 
adults to produce processes of social distinction and identity 
construction, and this would be a valuable avenue for future 
research to pursue. 

this research highlights that social networking systems 
and related technologies are being widely used by both 
young people and commercial interests within drinking 
practices and drinking cultures in Aotearoa/NZ. Venturing 
into these almost uncharted domains we have encountered 
a number of interrelated issues, including the ways in which 
‘neo-liberalism’ impacts on people’s everyday lives, how 
it is negotiated, reproduced and transformed; the ways 
in which new media technologies are embedded in the 
routines of young people’s lives; how these technologies 
enable individuals to ‘celebritise the self’ by disseminating 
information on the Internet about their experiences, often 
about their drinking practices; and finally, the leading 
(but often hidden or disguised) role that commercial 
vested interest plays in all these areas.  the research has 
explored young adults’ negotiation of identities within these 
contexts, and within neoliberal discourses of individualism, 
consumerism and celebrity in contemporary society. 

the increasingly close ties between sNs, consumption, and 
identity have become a key analytical focus for our project. 
Young people appear particularly attuned to the opportunities 
social networks sites offer for publicising their tastes and 
interests through engagement with heavily branded forms 
of consumption and marketing online. this clearly enables 
them to ‘narrate’ their own sense of identity, and branded 
consumption also obviously facilitates various forms of social 
interaction they value highly. there are also clear links here 
to the broader ‘culture of celebrity’ that dominates society 
more generally and which deserves much closer scrutiny. 
Commercialised life online also raises a number of critical 
issues around the increasingly dominant role of private 
corporations in social life, particularly when it is related to 
alcohol consumption. We are interested in pursuing these 
aspects of our project much further.

A key direction for future research will be exploring the 
beginnings made here and in the international research 
setting around alcohol marketing in sNs and related new 
media. the research literature is clear on the causal links 
between marketing and consumption with young people in 
particular (Anderson, de Bruijn, Angus, Gordon, & hastings 
et al., 2009; Babor et al., 2010). our study demonstrates 
how Facebook offers multiple ‘marketing moments’ to our 
participants, specific examples of which are recorded in 
our databases. however this is very early days in terms of 
understanding such potential new threats to public health.  
Future research could beneficially interrogate all aspects of 
presence and prevalence of online marketing of alcohol, and 
adopt multiple lines of inquiry with a particular emphasis on 
informing policy responses for prevention/mitigation and 
harm reduction approaches, particularly those pitched in the 
new media environment. 
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appendiX:  research outputs
this research is continuing to generate a range of outputs, 
some led by the PhD students, some by Masters students, 
and some by the named investigators.  these include outputs 
on the nature and use of social networking technologies, 
the drinking culture within Aotearoa/NZ, drinking practices, 
marketing, and also the intersection of many of these areas.  
Below we provide a list of publications, including peer-
reviewed journal articles and theses.  Members of the team 
have also given presentations about this research at local and 
international conferences. For a full list of presentations, and 
links to publications, please see our website:  
www.drinkingcultures.info.
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 
be done? 

Not applicable. 

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

Not applicable. 
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17. What evidence is available that your proposal(s) would work? 

18. What other interventions could potentially be tried in future? 
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19. Why should these other interventions be considered? 

Impacts of proposals 

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

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

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? 

We cannot see how reducing advertising would affect how our sports club operates. 

There is very little advertising for the public to see other than the liquor clearly labelled in the bar area itself. 
Even hiding or removing that (as with cigarette displays) would not be able to hide the fact that one 
purchases alcohol in a bar. Notwithstanding the fact that of course we do have non-alcoholic beverages 
available and comply fully with the Sale of Liquor Act 2012. 
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25. What action, if .any, could be taken to address these matters? 

Not applicable. 

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? 

Alcohol sponsorship pays for many "extras' that a normal sports club cannot afford. This sponsorship 
helps provide players with uniforms, sports gear and often club furnishings. 

We already rely on other sponsors for other support for various club expenditure and would be extremely 
hard-pressed to ask them for more in the event of being denied any income form alcohol sponsorship. 
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27. What action, if any, could be taken to address these matters? 

Other comments 
28. Do you have any other comments? 

No. 
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28 April 2014 
 
 
Mr Graham Lowe 
Chair 
Ministerial Forum on Alcohol Advertising and Sponsorship 
Email: alcoholadvertisingforum@moh.govt.nz 
 
 
Dear Sir 
 
Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 
 
 
Thank you for the opportunity of making this submission to the Ministerial Forum. 
 
International experts have been assembling the scientific evidence on the impact of 
alcohol marketing over the past 40 years in a series of four WHO sponsored publications. 
The first of these, “Alcohol Control Policies in Public Health Perspective” (Bruun et al 
1975), pointed out both the paucity and complexity of research in this area. 
 
By the time of the second publication, “Alcohol Policy and the Public Good” (Edwards et al 
1994), research evidence of sufficient quality had begun to show “a small but contributory 
impact on drinking behaviour”. 
 
At the time of the Law Commission’s comprehensive review of the liquor laws which 
included the place of advertising and sponsorship, the third WHO sponsored publication 
“Alcohol: No Ordinary Commodity” (Babor et al 2003) had been published.  
 
The conclusions of the chapter “Regulating alcohol promotion” were: “Exposure to 
repeated high level alcohol promotion inculcates pro-drinking attitudes and increases the 
likelihood of heavier drinking. Research has indicated the cumulative influence of alcohol 
advertising in shaping young people’s perception of alcohol and drinking norms.”  
 
For the first time, an effectiveness rating of various alcohol policies in relation to reducing 
alcohol-related harm, based on the extant scientific literature had been developed. Despite 
the enormous complexity of this area of research, where there is a considerable gap 
between input (alcohol promotion) and output (alcohol-related harm) a signal was 
nevertheless detectable. On a four point rating scale, 0, +, ++, +++, alcohol advertising 
bans received a + rating. 
 
This international research conclusion was subsequently considered by the Law 
Commission in the context of the broad contributions made in the submission process and 
taking into account the contemporary New Zealand context, which included the positive 

National Addiction Centre 
(Aotearoa New Zealand) 
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impact of dismantling tobacco advertising and sponsorship and tobacco-related harm. The 
Law Commission reported: “It is our view that the evidence linking drinking and advertising 
and sponsorship is compelling, particularly with regard to young people”.  
 
The Law Commission subsequently recommended a phased dismantling of alcohol 
advertising and sponsorship across all media except “advertising that communicates 
objective product information” (the truth).  
 
Soon after the Law Commission submitted its final recommendations to Government, a 
second edition of “Alcohol: No Ordinary Commodity” (Babor et al 2010) was published, in 
which the evidence of harm from alcohol advertising and sponsorship had been found to 
have strengthened by new research findings from + to +/++. The conclusions included: 
“The findings of an effect of exposure to marketing put the question of controls on 
advertising high on the policy agenda.” 
 
As more research accumulates in this notoriously difficult-to-research area, the history to 
date of accumulating evidence shows it is highly likely the negative signal between 
promotion of alcohol and alcohol-related harm will become even stronger. 
 
 am not aware of any evidence of sufficient importance since the publication of  “Alcohol: 
No Ordinary Commodity” (Babor et al 2010) which would necessitate a rethinking of the 
Law Commission’s recommendations. 
 
I look forward to hearing the Forum’s recommendations to Ministers Collins and Dunne for 
the next phase in dismantling alcohol advertising and sponsorship. 
 
I wish you and fellow Forum members all the very best for the important work you are 
embarking on for the good of the New Zealand public. 
 
 
Yours sincerely 
 

 
 
Doug Sellman 
Professor of Psychiatry & Addiction Medicine 
Director, National Addiction Centre 
University of Otago, Christchurch 
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Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 
from the National Public Health Alcohol Working Group 

Introduction 

This submission is provided by the National Public Health Alcohol Working Group (NPHAWG), a 

public health sector group funded by the Ministry of Health. Our aim is to support nationally 

consistent effective public health action to reduce alcohol related harm. NPHAWGs members are 

from the four Ministry of Health regions and represent the range of discipline's working in alcohol 

public health: regulatory officers, health protections officers, Medical Officers of Health and health 

promoters. NPHAWG's role encompasses the following: 

• Make timely submissions, recommendations or promote priority alcohol public health issues 

Encourage and support national alignment of evidence based alcohol public health services 

• Provide a forum to strengthen and promote strategic collaboration and national consistency 

• Work with the Ministry of Health to support development of an outcomes focused national 

operational strategy that fosters best practice to reduce alcohol related harm 

• Identify workforce development needs and how these might best be met 

• Provide recommendations on and input to effective and regular sector workforce development 

• Share knowledge and exchange and disseminate information 

• Help identify data needs and priorities for the alcohol public health workforce 

• Provide the Ministry of Health with recommendations for the future development and delivery 

of alcohol public health services 

There are about 80 people employed in the alcohol public health sector across New Zealand whose 

role involves them in working closely with communities and Councils e.g. in development of Council 

Local Alcohol Polices. Many in our sector see first hand the harm alcohol causes. Both our sector and 

the communities we work with are deeply concerned about the impact of alcohol advertising and 

sponsorship, especially on young people who experience more harm from alcohol than do older 

people, and on Maori and Pacific peoples who have increased risk of heavier and more hazardous 

drinking. 
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Public opinion research and feedback from communities our sector works with clearly signal New 

Zealanders have had enough of the harm alcohol advertising and sponsorship causes. It is time for 

strong restrictions on advertising and a ban on sponsorship. Our recommendations are as follows: 

National Public Health Alcohol Working Group Recommendations to the Ministerial Forum 

1. Over the next one to two years, fully implement the Law Commission's recommendations 

regarding alcohol advertising and sponsorship (stages 2 and 3). This includes introducing a 

complete ban on alcohol sponsorship, including sports, music, cultural or any other events, 

activities or organisations. It also includes a ban on all types of alcohol advertising other than 

objective product information. 

2. Establish a dedicated alcohol excise tax the Government will use to buy out alcohol sponsorship 

over the next 1-2 years. 

3. Establish an independent body to take over the management and regulation of alcohol 

advertising, ending self-regulation. 

4. Any permitted alcohol advertising is accompanied by health advisory messages created by 

health experts 

NPHAWG's Responses to Selected Forum Submission Questions 

1. Yes- we submitted to the Select Committee 

2. Yes we strongly support further restrictions. These restrictions require immediate action. 

3. Reasons for our view are provided in the table below and references are provided at the 

end of the submission. 

3. Reasons for our view 

a. Current research clearly shows that the variety of alcohol marketing and sponsorship young people see 

and hear in New Zealand decreases the age at which young people first drink alcohol and increases the 

amount they drink;. 

b. Heavier drinkers have higher chances of experiencing life-changing problems such as injuries, fights, 

sexual assault, unsafe sex, violence towards others, cancer and chronic health issues, road accidents, 

alcohol poisoning and committing crimes;;. 

c. Alcohol advertising normalises alcohol, building positive beliefs in young people about alcohol brands, 

linking brands, logos and even brand colours to positive outcomes and emotions. Alcohol ads also affect 

young people's beliefs about how much their friends drinkm. 

d. Advertising and sponsorship are both important- it all adds up: Recent studies found the more types of 
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marketing 12-14 year olds and other young people were aware of, the more likely they were to be a 

drinker or to intend to drink in the next yeariv,v. Mass-media advertising is a fraction of what is spent 

promoting alcohol; these studies looked at sports sponsorship, music/event sponsorship, sponsored 

clothing, celebrity endorsements and electronic marketing (email, social networking sites, texts). 

e. Online alcohol marketing is increasing and is easily accessed by under 18s. In facebook, YouTube and 

Twitter, the controls on alcohol advertising reaching young people are very weak. The face book pages of 

alcohol brands have been found to hold posts and pictures uploaded by minors, and this input has not 

been consistently monitored and removedvi 

f. Young people see as much or more alcohol marketing than adults do: This has been found in the United 

States and Australia vii' and Australia has a similar advertising code to New Zealand. Both countries 

restrict TV advertising to after 8.30pm, but this can concentrate TV advertisements into a prime time for 

teenage viewing. Evidence also indicates the industry has targeted underage young people viii. 

g. Alcohol sponsorship places alcohol branding around our sports fields every weekend, into major music 

and cultural events, and throughout TV broadcasts. School children have been found to remember the 

alcohol brands they see both clearly and favourabll. 

h. In both Australia and New Zealand, alcohol sponsorship was found to be related to increased 

drinkingx,xi,xii. People sponsored by industries other than alcohol have been found to drink less than 

those with alcohol industry sponsorsxiii. 

i. There is a precedent in tobacco control in New Zealand to restrict alcohol marketing, including buying 

out sponsorship. The Australian government has recently provided funds to buy out alcohol sponsorship 

in community sports clubsxiv. 

j. The younger people start drinking, the more likely they are to carry on, become a heavy drinker or 

become dependent on alcoholxv. Alcohol marketing is used to recruit new drinkers as young people 

grow older. 

k. In 2012, 45% of New Zealand secondary students reported drinking alcohol, and 23% reported binge 

drinking in the last four weeksxvi. 

4. The rationale for our views outlined above are evidence based and include references. 

Our reference list is provided at the end of this submission: (please note most of this 

evidence is post 2010). 

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

Explain your reasons. 
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Yes. Scientific evidence in peer reviewed journals both pre and post 2010 makes it very clear 

that alcohol advertising and sponsorship increases the appeal of alcohol to children and young 

people, decreases the age they begin drinking and increases the likelihood they will drink 

heavily and become problem drinkers. 

The New Zealand public very strongly supports increased restrictions, with 86% of submission 

to the Law Commissions review supporting such restrictions or a ban. Public opinion research 

also demonstrates very high support with 81% of those surveyed in favour of restrictions."vii 

6. YES- we support a total ban on all alcohol sponsorship. 

7. Reasons for our view are? Please include details. 

a. Alcohol sponsorship places alcohol branding around our sports fields every weekend, into 

major music and cultural events, and throughout TV broadcasts. School children have been 

found to remember the alcohol brands they see both clearly and favourably'viii. 

b. In both Australia and New Zealand, alcohol sponsorship was found to be related to 

increased drinkingxix,xx,xxi. People sponsored by industries other than alcohol have been 

found to drink less than those with alcohol industry sponsorsxxii. 

c. Advertising and sponsorship are both important it all adds up: Recent studies found the 

more types of marketing 12-14 year olds and other young people were aware of, the more 

likely they were to be a drinker or to intend to drink in the next year'xiii,xxiv. Mass-media 

advertising is a fraction of what is spent promoting alcohol; these studies looked at sports 

sponsorship, music/event sponsorship, sponsored clothing, celebrity endorsements and 

electronic marketing (email, social networking sites, texts). 

8. What evidence is available to support your view? 

See question four for full references 

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

Yes, provided above. In addition, this is what New Zealanders want. The evidence and public 

support have been side-lined for too long. Changes need to be introduced within the next year. 

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

done? 
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Introduce stages 2 and 3 recommended by the Law Commission in Chapter 19 of their report, 

including exploration of the Loi Evin model of regulation. 

The Loi Evin model of regulation utilsied in France has been shown to be successful in reducing 

a range of alcohl-related harms in the country. As a direct result of Loi Evin France has seen the 

highest reduction in deaths linked to cirhosis of the liverxxv. 

Replace the voluntary industry code with an independent regulatory body. 

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

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

By delaying early onset of drinking, reducing heavy drinking and reducing the likelihood of 

people becoming dependent on alcohol. References provided in question 4. 

Restrictions would also reduce the normalisation of alcohol in our society, reduce its appeal to 

children and change our drinking culture where binge drinking and heavy drinking is fuelled by 

the industry's constantly positive portrayal of alcohol. 

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

Recent research indicates even very young children are being groomed by the alcohol industry 

into positive attitudes to alcohol and establishment of brand preferences (Jones S., Phillipson 

L., Lance Barrie L. (2010) Most men drink ... especially like when they play sports- alcohol 

advertising during sporting broadcasts and the potential impact on child audiences. Journal of 

Public Affairs, 10: 59-73. 

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

done? 

In the next 1- 2 years introduce a comprehensive ban on all forms of alcohol sponsorship. This 

includes events, activities, organisations, merchandise, equipment and any other form of brand 

promotion. 

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

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

Banning sponsorship would reduce the appeal of alcohol to children and it's normalisation as 

an ordinary commodity in our society. A ban will also delay age of drinking and reduce heavy 

and binge drinking, thus reducing alcohol related harm, especially to young people. 

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

Alcohol Advertising & Sponsorship Forum -Submission Form 6 



There is good scientific evidence. See reference list 

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

A ban needs to be introduced in the next 1 to 2 years. This period will enable an incremental 

process and the introduction of a government funded buy out of existing alcohol sponsorship, 

by utilising funding from a dedicated alcohol excise tax. The New Zealand government 

introduced a government funded buyout of tobacco sponsorship a number of years ago, so 

there is a precedent in this country. The Australian federal government bought out alcohol 

sponsorship of community sports over three years ago. It is time for the New Zealand 

Government to act now. Our communities have already waited four years since the 

recommendations were made by the Law Commission. 

19. Why should these other interventions be considered? 

Alcohol sponsorship places alcohol branding around our sports fields every weekend, into 

major music and cultural events, and throughout TV broadcasts. School children have been 

found to remember the alcohol brands they see both clearly and favourablyxxvi. Positive 

attitudes to alcohol advertising is linked with early age of drinking and heavier consumption. 

See also evidence provided above, especially in questions 3 and 4 

Impacts of proposals 

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

Children, young people 14-17 years, Maori, Pacific communities and others experiencing 

disparities would be positively affected by alcohol advertising restrictions as recommended by 

the Law Commission. 

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

a. The New Zealand public would be positively affected by delayed age of onset of drinking by 

young people and reduced alcohol related harm from heavy drinking 

b. The alcohol industry's profits would reduce as they would not be able to recruit the same 

numbers of underage drinkers and heavy drinkers. Current research highlights any 

reduction in consumption among the heavier drinkers will impact significantly on the sales 

and therefore the profits of the industry (Casswell C. (2014). Current status of alcohol marketing 
policy- an urgent challenge for global governance. Addiction, 107, 478-485.) 

c. Sporting, cultural, music and other sectors would not be negatively affected regarding 

funding ifthe government created a sponsorship fund utilising alcohol excise tax. The 

Australian government introduced this model over 3 years ago, and now more than a 

million Australian children each year play sport in an environment free of alcohol marketing 

and sponsorship (Australian National Preventive Health Agency, (2013). National Binge Drinking 

Alcohol Advertising & Sponsorship Forum -Submission Form 7 



Strategy [Online]. Canberra, ACT. Available: 
http://www.anpha.gov.au/internetlanpha/publishing. nsf/Content!N BDS [Accessed 18.4.14 ]) .. 

Ongoing and new challenges 

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

considering further restrictions on alcohol advertising 

a. In the contemporary media and communications setting, young people are exposed to 

alcohol marketing at unprecedented levels and from multiple sources. The introduction 

of digital technologies has opened up new platforms for marketing and promotion, with 

alcohol companies aggressively harnessing the marketing potential of online video 

channels, mobile phones, interactive games, and social networks such as Facebook and 

Twitter. Marketing efforts are increasingly sophisticated and multidimensional, 

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, etc. 

b. Research published in 2014 by the School of Psychology, Massey University xxvii shows 

that social technologies play a crucial role in young adults' drinking culture and in 

helping young people form their identities. They use social media to identify and 

'celebritise' themselves through their portrayals oftheir drinking online. Online alcohol 

marketing initiatives are being actively appropriated by young people and reproduced 

within their Facebook pages to present tastes and preferences, facilitate social 

interactions, and construct identities. Commercial activities within social networking 

systems are contributing heavily to a general culture of intoxication while 

simultaneously allowing young people to 'create' themselves online via the sharing of 

consumption choices, online interactions and activities. Social networks are rapidly 

becoming an extremely powerful and insidious form of interactive advertising and 

marketing for the alcohol industry. 

c. Findings show that attitudes and assumptions about drinking are not only shaped by 

the content of advertising, but also by the sheer volume and variety of marketing. 

Based on the weight ofthis evidence, several international, systematic reviews 

conclude that alcohol marketing increases the likelihood that adolescents will start to 

use alcohol, and will drink more if they are already using alcohol. 

d. 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. 

e. Existing policy and regulatory responses in New Zealand have proven inadequate and 

have failed to keep up with the pace and scope of change in the media and marketing 

environment. 
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f. The self-regulatory scheme for alcohol advertising in New Zealand is voluntary, limited 

in scope, unable to enforce penalties, and ultimately fails to protect young people from 

continuous exposure to alcohol marketing. There are voluntary codes of practice for 

advertising, sponsorship and promotions. There is a pre-vetting service available and 

the process relies on complaints. Even if the complaints are upheld there are no 

penalties other than the requirement to withdraw the advertisement. Clearly, inherent 

in self-regulation is an overwhelming conflict of interest, with the industry's prime 

concern being profit from the sale of alcohol, while being asked to institute voluntary 

measures to reduce the harm from alcohol advertising, which translates into reduced 

sales of alcohol and hence reduced profit. 

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

a. The Government needs to work with other countries to develop mechanisms to restrict 

alcohol marketing. Throughout the western world there is growing recognition of the need 

for governments to address the way alcohol is promoted to society through marketing, and 

to collaborate in doing so. Many governments worldwide are recognising that they have 

the responsibility to protect their people from the risks and harm associated with alcohol, 

this freely available but no ordinary commodity. 

b. The Government needs to establish an independent regulatory board to monitor and 

control alcohol advertising. The current self-regulatory framework has failed to protect 

young people from the serious impacts and harms from alcohol marketing. 

Other comments 

28. Do you have any other comments? 

NPHAWG urges the Forum to put the needs, wishes and wellbeing of New Zealanders ahead of 

the concerns of the alcohol industry regarding reduced profits. 

There is clear evidence of the harm alcohol marketing is doing to New Zealanders and 

introducing the Law Commission's recommended stages 2 and 3 will have only positively 

impacts on our communities, especially those most vulnerable. 
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Introduction: 

Most members of the College of Midwives encounter daily instances where the abuse of 

alcohol negatively influences the health and wellbeing of mothers and babies. Midwives 

experience is that the family violence they witness is, in the main, as a result of the abuse of 

alcohol. Inappropriate parental behaviours, especially in the young, are also often fuelled by 

misuse of alcohol. Alcohol and other drug abuse is often accompanied with aggressive and 

violent behaviours towards others in general and this has also led to some midwives feeling 

unsafe to practice in the community. 

The College therefore strongly supports greater restrictions on alcohol promotion/advertising 

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

start to drink, and to reduce harmful drinking. 

Alcohol sponsorship of sports, music festivals and other cultural events in particular 

normalise alcohol to young people and must end.  We have done this in New Zealand for 

tobacco, and in Australia the government has recently completed a ‘buy-out’ (replacement) of 

alcohol sponsorship in community sports clubs. 

 

Recommendations: 

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

sponsorship made by the New Zealand Law Commission in Alcohol In Our Lives 

(Chapter 19) to ensure:  

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

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

internet and so on), other than advertising of objective product information. 
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o These changes should be enforced by law through amendments to the Sale and 

Supply of Alcohol Act, 2012.  

o The new law should restrict future forms of alcohol promotion by default, with 

penalties that will effectively discourage promoters from breaking the law.  

 

Signed:     

 
 

Karen Guilliland 

Chief Executive 

  

 

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: 

 

The College gives permission for details to be released under the Official Information Act 

1982. 

The College gives permission for its 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: Lauren Whitney 

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

New Zealand Comedy Trust & NZ International Comedy Festival 

Address/email: 1/321 Queen St, Auckland 1010 

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

The New Zealand Comedy Trust was established as a charitable trust to 
champion the art of laughter. The Trust manages the annual Comedy 
Festival and works to foster the growth of comedy as a performing art in New 
Zealand. The Trust aims to provide a platform for New Zealand comedy and 
to showcase the best of international comedy to New Zealand audiences. 
The annual NZ International Comedy Festival is a highlight on the 
entertainment calendar. Its broad mainstream appeal has been 
demonstrated by consistently high audience attendance since its inception in 
1993. Held simultaneously over three weeks in Auckland and Wellington 
during April & May each year, the Festival then takes to the road with the 
Comedy Convoy, touring to regional cities across New Zealand.  

 

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      × No 

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

From the alcohol advertising we currently see in the market, the alcohol industry and advertising industry 
are already self-policing to market their products to promote responsible drinking. 
 
The current legislative framework alongside this self-regulation ensures that young people under the legal 
purchase age aren't targeted by alcohol marketing. 
 
Within our Comedy Festival marketing alongside our major sponsor, we have made sure that we are not 
targeting our messaging with any Old Mout Cider branding to a youth market. 
 
Any shows targeted specifically at youth (under 18) within the Festival have no references to our major 
alcohol sponsor. 
 
As income from sponsorship is a significant part of our annual income, if the advertising of alcohol is 
restricted further, then this would significantly impact on our ability to produce the Festival to the current 
level and subsequently impact on our ability to attract audience to the Festival. 
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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. 

 

Virtually all scientific evidence demonstrates that alcohol advertising bans have no impact on overall 
alcohol consumption. Countries that have tried alcohol advertising bans, such as Canada and Norway, 
have experienced its ineffectiveness in reducing overall alcohol consumption.  

 

 

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

Explain your reasons. 

 

No we do not think the current evidence is strong enough to restrict and ban alcohol advertising or 
sponsorship. As we'll explain later in the submission in more detail, banning alcohol advertising and 
sponsorship would have a severely negative financial impact on events and media in New Zealand, with 
many people losing significant income or substantial job loss.  

 

 

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

harm?  Yes or No. [Tick box]  
 

 Yes       No 

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 4 

 

 

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

 

Events that currently have alcohol sponsorship are already self-policing with their alcohol partner  and 
media, to promote responsible drinking..Within our Comedy Festival marketing, alongside our major 
sponsor,  we have made sure that any events specifically targeting youth have no references to Old Mout 
Cider. 
 
The effect of restrictions on alcohol sponsorship in general and specifically within the arts would have a 
massive negative impact on the industry, as with the continued reduction in public arts funding, many 
organisations now rely heavily on funds from sponsorship to be able to run and put on events.  
 
Sponsorship investment in New Zealand is already very limited and highly contested. Taking a huge 
financial contributor out of the overall pool of potential sponsors will would leave a heavily reduced total 
sponsorship revenue, and force many events to go under or receive increased government or local council 
funding.  
 
In our case, if we weren't able to secure Old Mout Cider's cash investment as a major sponsor, we may 
have been unable to continue to run the NZ International Comedy Festival. This would leave us in the 
position of requiring a significant increase in government funding to successfully continue to run the Festival 
at its current level. 
 
As the New Zealand Comedy Trust, all money we receive or earn goes into producing a high quality 
Festival and towards the development of the local comedy industry. We are the only body with a sole focus 
of supporting comedy in New Zealand. The comedy industry is playing an increasingly key part of New 
Zealand's culture and day to day media, for example, 7 Days, Jono & Ben at Ten, Best Bits, all employing 
local comedians. Over the last 7 years we have seen kiwi comedians achieve substantial international 
success which is a huge positive for New Zealand. Some examples of significant international achievement 
and recognition are Bret McKenzie, Jemaine Clement and Rhys Darby from Flight of The Conchords, The 
Boy With Tape On His Face, and Trygve Wakenshaw with Squidboy & Kraken. 
 
Without the significant financial support of an alcohol sponsor, the ramifications of the Trust not being able 
to run the Festival or invest in the professional development of its practitioners would be felt industry wide 
and have a detrimental effect long term. 
 

 

 

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. 

 

The NZ International Comedy Festival has been running for 23 years and over that time we have been 
seeking sponsorship on an annual basis. As such we have a huge experience in dealing with sponsors 
across a range of industries and have seen the ebbs and flows of sponsorship investment for events. 
 
Over the past five years the global recession has had a major impact on the level of investment in 
sponsorship in the arts, with most arts companies struggling to find major cash investors. The expectation 
of what a sponsor receives from an event has grown significantly with the new opportunities around 
technology and content and the overall level of cash investment has reduced.  
 
With the government plan to reduce funding of the arts in New Zealand in the long term, the survival and 
growth of the industry is heavily reliant on sponsorship investment, Taking Alcohol companies out of the 
pool of investors would not bring new sponsors into the pool, it would just take a massive amount of money 
out of it. 
 
Whenever we have working with an alcohol company, both we as the Trust and the sponsor have been 
very careful to work within the legislation, and over cautious not to target any marketing at anyone under 
the age of 25. All promotional activity is approved by the sponsor and their respective legal team. We work 
professionally and responsibly within legislation that is created and have not once been questioned on any 
of our activity going against that legislation. Therefore to add further restrictions when the current ones are 
working and everyone is abiding by them seems nonsensical and overly draconian.  
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

We do not think the current evidence is strong enough to restrict and ban alcohol sponsorship,  As it would 
have a severely negative financial impact on events and media in New Zealand, with many people losing 
significant income or substantial job loss. 
 
The restriction of alcohol sponsorship would have huge ramifications across the arts and sports within New 
Zealand.   
 
Without significant financial support of an alcohol sponsor, the ramifications of the Trust not being able to 
run the Festival or invest in development of its practitioners would be felt industry wide. 
 
The New Zealand Comedy Festival is an event where local comedians can hone their craft and be exposed 
to new audiences, earn revenue; all this contributes to developing their careers. It is also a chance to 
network with international comedians, managers and agents. Without the annual Comedy Festival, 
comedians would not receive these key opportunities. 

 

 

Types of possible restrictions (if supported) 

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

be done?  
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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)? 

 

      

 

 

12. What evidence is available that your proposal(s) would work?   
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13. What other interventions could potentially be tried in future?   

 

      

 

 

14. Why should these other interventions be considered?  
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

 

We don't think that any further restrictions are necessary, and will have a negative effect on events and 
businesses within New Zealand that require financial support from sponsors. 

 

 

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

(e.g. crime, disorder, negative public health outcomes)? 
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17. What evidence is available that your proposal(s) would work?   

 

      

 

 

18. What other interventions could potentially be tried in future?   
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19. Why should these other interventions be considered?  

 

      

 

 

Impacts of proposals  

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

 

 

 

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 11 

 

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. 

 

 

 

 

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

 

 

 

 

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?  

 

Limited sponsorship funds within New Zealand's economy, and not enough to support all events, sports and 
community associations. 
 
The need for continued education for adults and youth to make appropriate decisions on alcohol purchase 
and drinking responsibly. 
 
If more restrictions are put in place that reduce a responsible adult's choice of where and when to drink, 
there may be a public opinion backlash around the new legislation changes and this could become an 
ongoing challenge for the success of the continued adoption of legislation. For example a complete ban on 
alcohol for the Sevens event will significantly change that event and it's patronage. Working on ways with 
the event managers and police to educate and encourage that audience to drink responsibly rather that a 
complete ban will probably have a better effect on how they behave long term. Rather than them going, I 
can't drink so I'm not going to go, teach them that if they drink responsibly they can have a good time and 
enjoy the event. 
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25. What action, if any, could be taken to address these matters? 

 

Do not place further restrictions on an already responsible and self-policing advertising and event industry, 
limiting their abilities to provide the best quality event their audiences. 

 

 

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?  

 

We very much do support reducing harmful consumption of alcohol in New Zealand but in a manner that 
actually does target harmful consumption.  
This is why as a responsible event we are already working closely with our major sponsor Old Mout Cider 
to achieve the following with our partnership to make it beneficial for all parties: 
- educate our audiences to drink responsibility and not drink to excess 
- support industry and performer career development  
- Old Mout Cider provides the Festival with access to communicate with new audiences  
- enhance the experience of our audience at the Comedy Festival 
- work with media to responsibly promote our event 
- adhere to recent legislation changes across all communications, including all media advertising and 
promotions 
- work with our venues and bars to make sure they are promoting drinking responsibly 
 
We think bringing events like the NZ International Comedy Festival in cahoots with Old Mout Cider and 
delivering them in the responsible way we do creates real value for New Zealand and New Zealanders. 
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27. What action, if any, could be taken to address these matters? 

 

    

 

 

Other comments 

28. Do you have any other comments? 

 

-      We are working with Old Mout Cider as they have a great brand fit with the Comedy 
Festival. The cider has been produced locally in Nelson since 1965, and hard work has grown 
this brand from a small craft cider to a major cider brand in the market, without changing their 
honest approach and natural fruit product. We support this kiwi ingenuity and hard work, that 
is the same progression we encourage the comedians and practitioners we work with  to work 
hard and grow in the same way. 
 
-           The partnership with Old Mout Cider has enabled us to promote our Festival to wider 
market, with access into supermarkets through promotions.  
 
-       We have made sure that no youth (under 18) targeted events have any Old Mout Cider 
branding associated with them.  We also ensured that our models within our marketing 
campaign were all aged over 25 years old. 
 
-          We work with our venues and bars to have codes of behaviour and meet all licensing 
requirements to ensure the responsible service, consumption and promotion of alcohol during 
the Festival. 
 

 

 

 



New Zealand Cricket Inc. 
Support Services Office 
Level 3, 8 Nugent Street, Grafton, Auckland 1023 
PO Box 8353, Symonds Street, Auckland 1150 
New Zealand 
Telephone +64 9 972 0605 
Facsimile +64 9 972 0606 
www.blackcaps.co.nz 
 
 
 
 
Submission 
 
New Zealand Cricket Inc. (NZ Cricket) welcomes the opportunity to make this submission in relation to the 
Ministerial Forum: Alcohol Advertising and Sponsorship.  
 
Recommendation 
 
That National Sports Organisations such as NZ Cricket continue to gain sponsorship from alcohol 
manufacturers and distributors.  
 
Background 
 

 NZ Cricket plays a key role as a leading national sporting organisation in facilitating and 
increasing participation in sport at regional and community levels. National sports organisations 
are key partners with Sport New Zealand in helping achieve the aims of making New Zealand the 
world’s most active nation and having teams and athletes winning consistently on the world stage. 

 In 2010 Sport NZ commissioned research titled “Alcohol and Sport scoping study”. This study 
concluded that while there was a strong and complex relationship between alcohol and some 
sports (including some significant levels of alcohol sponsorship and revenue from alcohol sales), 
research did not provide evidence that sport had more of a problem around alcohol than New 
Zealand society in general. 

Focus of this submission 
 

 Reduced funding to NZC from alcohol manufacturers / distributors would impact negatively on NZ 
Cricket’s ability to support grassroots cricket (at school and junior levels) across NZ. 

 Reduced funding to NZ sporting organisations overall from alcohol manufacturers / distributors 
would impact on sports ability to be a major force for social and economic good and community 
wellbeing.  

 NZ Cricket supports all meaningful efforts to reduce harm resulting directly or indirectly from 
alcohol consumption, advertising, sponsorship etc.  

 Much of this submission takes the view of all sports across NZ, many of whom are sponsored by 
alcohol manufacturers and distributors 

NZ Cricket’s views on the consumption of alcohol 
 

 NZ Cricket acknowledges the social hazard of alcohol and that harm sometimes results directly 
from its consumption, and indirectly from its advertising and promotion. 

 NZ Cricket is fully prepared to promote more strongly the responsible drinking of alcohol at its 
events. 

 NZ Cricket encourages all efforts to promote responsible drinking and address 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.  

 NZ Cricket, along with our commercial partners, are committed to ensuring current advertising and 
sponsorship associated with our game adheres to the stringent laws already in place and 



furthermore works with sporting associations and other stakeholders to identify ways in which 
cricket can play a role in educational and community initiatives to promote responsible drinking.  

 However, concerning question 2 of ‘Questions to guide your submission’, NZ Cricket 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 cricket community, which includes 6 Major Associations, 22 
District Associations and over 350 clubs nationally. 

NZ Cricket Sponsorship 
 

 NZ Cricket currently receives sponsorship funding from 2 alcohol companies: Dominion Breweries 
and Pinot Ricard. 

International and Domestic Cricket Events 
 

 NZ Cricket events (international cricket matches) are enhanced through having a sponsor who 
can activate effectively and can add to the entertainment and quality of the event. Our current 
alcohol sponsor (DB and Tui) clearly provides this value add as evidenced by the “Catch a Million” 
campaign over the recent West Indies and India tours to NZ where spectators were paid $100,000 
if they caught a six hit one-handed, and if wearing a Tui orange T-shirt and lanyard. This added to 
the excitement of the event.  

 NZ Cricket recognises that New Zealanders have always enjoyed a drink when watching or 
attending cricket 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.  

 The appropriate and responsible use of alcohol sponsorship and advertising is essential to New 
Zealand’s ability to stage domestic or international cricket events by providing a valuable revenue 
source to offset the costs of hosting such events. 

 
Sport is a major force for social and economic good and community wellbeing. 
 

 Sport binds our communities and enriches our national pride. 
 Sport in general (including cricket)  improves the quality of life of communities by providing social 

capital that enhances physical and mental wellbeing, draws families and communities together, 
and provides important recreational and social infrastructure and resources for the benefit of the 
community.  

 These real community benefits flow through to the local, regional and national economy in the 
form of improved workplace productivity and decreased reliance on health and social services, 
providing a significant tangible and intangible contribution to communities.  

 “… what is not debatable is the fact that if New Zealanders can increase participation in sport then 
we have the capacity to significantly improve their lives. The results, in terms of healthier, fitter 
people, who are less of a cost on our health system, are obvious. Less visible is the improvement 
in our attitudes, our spirit, and our culture that an increased engagement in sport can bring.”   

 Rt. Hon. John Key 
 Over 35,000 people work in the sport and recreation sector, which contributes an estimated $5.0 

billion to GDP and is estimated to generate over $1.0 billion in tax revenue to government. 
 Sports clubs and facilities provide vital community infrastructure in every town and suburb up and 

down the country, with a wide range of amenities and activities, promoting greater social cohesion 
and encouraging volunteering and community involvement. 

 There are more than 15,000 sport and recreation clubs in New Zealand, supported by over 
750,000 volunteers contributing over 50 million hours a year, and attracting participation by nine 
out of ten young people and eight out of ten adults.  

Reducing sponsorship revenues will undermine long-term planning and reduce the ability to 
implement nationally consistent community sport. 
 



 The current economic climate makes securing funding from alternative sources difficult at best, 
and the medium term outlook provides little reassurance.  Participants in sport will pay the price 
for changes to funding should alcohol sponsorship be removed.  

 With most NSOs and their respective regional bodies and clubs facing higher costs and more 
barriers to entry for prospective players, lower participation will result from reduced sponsorship 
which will impact overall health and wellbeing. 

 To provide a sense of scale to community sport participation, and of the extent of those who may 
be harmed by reduced sponsorship from alcohol manufacturers / distributors, some examples are: 

 Cricket: 110,000 registered participants in 2013/14, including over 60,000 boys and girls 
in the primary and intermediate sector. 

 Rugby Union: around 130,000 men and 15,000 women were registered to play rugby in 
2013, including almost 75,000 boys and girls under 12 years of age. 

 Rugby League: around 50,000 men and women, including 25,000 boys and girls under 
the age of 12 

 Rowing: around 4,000 rowers from 140 schools and 61 clubs actively participate in 
rowing. 

 Athletics: around 20,000 registered members of athletics clubs and over 110,000 people 
take part in running and walking events. 

 Triathlon: over 115,000 participants in triathlon, duathlon, aquathon and off-road triathlon. 
 Bike: over 10,000 licenced competitive cyclists and over 100,000 people take part in 

cycling events. 
 Bowls: around 92,000 notified participants from over 600 bowling clubs. 
 Netball: over 145,000 participants from 91 netball centres. 
 Football: 105,000 registered club players, including 20,000 women and 55,000 aged 4-12 

years, from 500 football clubs, plus 5,000 registered futsal (indoor football) players. 

Conclusions 
 

 NZ Cricket believes sponsorship from alcohol companies should remain in its current form. 
 NZ Cricket believes that if sponsorship from alcohol companies is removed then this will cause 

damage to many sporting organisations, including their ability to fund grassroots sport and stage 
successful public events such as international cricket matches. 

 NZ Cricket believes that if sponsorship from alcohol companies is removed this will also result in 
higher participation costs and reduced access to participation in amateur community sport, 
damaging community health and wellbeing. 

 Cricket provides significant benefits to New Zealand on an international and community level. NZ 
Cricket would be concerned about the impact on the future of our game should restrictions 
remove an important funding stream.  

 Rather than targeting sport, NZ Cricket welcomes solutions that target and address the particular 
harms caused by alcohol and remains committed to playing its part in this regard.  

 NZ Cricket would support sensible measures to better educate New Zealanders on the harm that 
alcohol abuse can cause. 

 
 
 
 
Craig Presland 
COO, NZ Cricket Inc. 
17th April 2014. 



  

New Zealand Drug Foundation – Te Tūāpapa Tarukino o Aotearoa 
Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 

Page 1 

 
 

28 April 2014  

Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
Ministry of Health 
PO Box 5013 
Wellington 6145 

Submission to the Ministerial Forum on Alcohol 

Advertising and Sponsorship 

The New Zealand Drug Foundation is pleased to have the opportunity to submit to the 
Ministerial Forum on Alcohol Advertising and Sponsorship.  

Where possible we have sought to answer the questions asked in your template, but have 
not adhered strictly to it. Rather than treating advertising and sponsorship as separate 
issues, we wanted to discuss them within the wider context of alcohol promotion and 
highlight the need to develop a more comprehensive approach.  

Overall, we believe that current restrictions on alcohol advertising and sponsorship are 
insufficient to protect and promote the health and wellbeing of New Zealanders – 
particularly young people. Alcohol is all too often a harmful substance in New Zealand, but 
there are actions we can take to reduce those harms. 

We would draw the Forum’s attention to examples where New Zealand has agreed that 
greater marketing controls are required over certain products. The first, of course, is our 
long history of controls over tobacco marketing, which has helped reduce smoking rates 
from around 27 to 17 percent.1 The second more recent example are the total advertising 
restrictions introduced over so called “legal highs” under the Psychoactive Substances Act 
2013. Both these examples should inform your thinking, particularly the latter which 
completely bans advertising of products that are likely to present much lower risk of harm 
than alcohol. 

Your review is an important one. You are well placed to inform a shift in interventions 
which are more preventative in focus and precautionary in principle. By themselves tighter 
controls over alcohol marketing and sponsorship are not a silver bullet, but will greatly add 
to the impact of other measures taken to reduce alcohol related harm and improve health 
and social outcomes. The World Health Organisation lists enforcing bans on alcohol 
advertising as one of the ten ‘best buys’ for “lives saved, diseases prevented and heavy costs 

                                                
1 Prevalence rates for 1990 from Ministry of Health (2006). Tobacco Trends 2006: Monitoring tobacco use in 
New Zealand. Wellington: Ministry of Health. Pg 3. Current prevalence rates from Ministry of Health (2012). 
The Health of New Zealand Adults 2011/12: Key findings of the New Zealand Health Survey. Wellington:  
Ministry of Health. Pg. 23. As the methodology for data collection varies between the reports, what we have 
provided is a ballpark percentage.  
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avoided” and advises it is undertaken immediately.2 The recommendations made by the 
Law Commission also have significant public backing and we believe they continue to 
represent the best way forward.  

While the Sale and Supply of Liquor Act 2012 implemented many of the Law 
Commission’s recommendations, the sections governing promotion, particularly to young 
people, remain unclear (e.g. ‘special appeal’ is undefined). While the Codes overseen by the 
Advertising Standards Authority have some strengths they rely on reactive complaints. This 
means that any breeches are only identified after exposure has already occurred and only if 
someone understands the codes well enough to notify the Authority.  

The evidence is also clear that self-regulation does not protect young people from exposure 
to any form of promotion in any country. We believe that New Zealand’s current 
regulatory regime is insufficient to protect young people from alcohol promotion via 
traditional media, let alone promotion through less visible and emerging communication 
channels. 

Summary  

The New Zealand Drug Foundation believes that current restrictions on alcohol 
advertising and sponsorship are insufficient to protect and promote public health– 
particularly among young people.  

 “Ultimately we need…increased penetration – more light users that we can move up 

the consumption scale rather than being increasingly reliant on a reducing number of 

very heavy users.” – Lambrini PR Campaign Brief3 

Rates of hazardous drinking are already high – particularly among young people. One in 
eight 15-17 year olds and one in three 18 – 24 year olds are drinking at levels that meet the 
definition for substance abuse. 

 “How should the brand communicate? … The brand should talk at the level of the 

target audience – young people”. – Creative brief for WKD (vodka based alcopop)4 

Young people are “developmentally susceptible to the content of advertising and alcohol 
advertising specifically.”5 They are also being targeted by the industry. 

                                                
2 World Health Organisation (2011). Global status report on non-communicable diseases 2010. World Health 

Organisation: Geneva. 
3 Cited in Hastings G (2009) pg. 22 
4 Hastings, G (2009). “They’ll drink bucket loads of the stuff”: an analysis of internal alcohol industry 
advertising documents. The Alcohol Education and Research Council. Pg. 14 
5 Smith KC, Cukier S and Jernigan D (2013). Regulating Alcohol Advertising: Content Analysis of the 
Adequacy of Federal and Self-Regulation of Magazine Advertisements, 2008-2010. American Journal of 
Public Health, online version: e1-e11. Pg e1. 
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 “It’s one of the few drinks where you don't necessarily know you're drinking alcohol 

and that's a conscious effort to make (alcopops) more appealing to young people.” – 

Mat Baxter, marketing executive behind vodka based alcopop Absolut Cut.6 

The evidence is clear that a system of self-regulation does not protect young people from 
exposure to any form of promotion in any country. Content restrictions are frequently seen 
by the industry as something to work around rather than work within. 

“Alcohol advertising and promotion increases the likelihood that adolescents will start to 
use alcohol, and to drink more if they are already using alcohol.”7 

New Zealand’s current restrictions focus largely on the content and have different rules for 
advertising and sponsorship. The evidence suggests that volume is equally important and 
that policy measures need to address alcohol marketing in all of its forms.   

This is particularly true given the rise in digital alcohol marketing including the use of social 
media. Digital promotion is largely unregulated and the potential for messages to go ‘viral’ 
further highlights the inadequacy of current restrictions.  

 Alcohol brands had the third highest consumer engagement rate on Facebook after 

automobiles and retail.8 

Exposure to online marketing has been found to have an impact on young people’s 
expectations about drinking and increase the likelihood that they (start to) drink.9        

 “They (young men) think about 4 things, we brew 1 and sponsor 2 of them”. –  

Carling (beer) executive.10 

Exposure to alcohol-branded sports sponsorship has been found to predict positive 
expectancies about alcohol consumption and increase the frequency of drinking in 
adolescents. 11  

 “As a parent I struggle with the fact that I don't have the freedom to sit down and 

watch cricket… and have my kids watch it and for them - I don't have the choice as to 

                                                
6 Stark J (2007). Insider tells of young drinkers being targeted. The Age. 6 August, pg. 3 
7 Anderson et al (2009). Impact of Alcohol Advertising and Media Exposure on Adolescent Alcohol Use: A 
Systematic Review of Longitudinal Studies. Alcohol & Alcoholism 44(3): 229–243 
8 Nicholls J (2012). Everyday, Everywhere: Alcohol Marketing and Social Media – Current Trends. Alcohol 
and Alcoholism 47(4): 486 - 493 
9 de Bruijn A et al. (2012) Report on the impact of European alcohol marketing exposure on youth alcohol 
expectancies and youth drinking. Deliverable 2.3 and 3.7, Work Package 4. Alcohol Measures for Public 
Health Research Alliance (AMPHORA) 
10 Cited in Hastings G (2009) pg. 32 
11 de Bruijn A et al. (2012) Report on the impact of European alcohol marketing exposure on youth alcohol 
expectancies and youth drinking. Deliverable 2.3 and 3.7, Work Package 4. Alcohol Measures for Public 
Health Research Alliance (AMPHORA) 
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whether they're going to be exposed to alcohol advertising or not. That really 

bothers me”12 

While involvement in sports tends to reduce the risk of tobacco and illegal drug use, the 
same is not the case with alcohol. Members of sports clubs in Australia have higher rates of 
consumption than the general population. 13  

New Zealand based research found that athletes receiving alcohol sponsorship had AUDIT 
scores 2.4 times higher than those who did not.14   

Summary of Recommendations 

1. The creation of an interdepartmental committee to plan and implement a phased 
programme: 
 - Limiting exposure of alcohol promotion and, 
 - Restricting both the content and volume of all promotional messaging (including 
sponsorship).  

2. The introduction of legislative measures aimed at reducing exposure to advertising, 
particularly for young people. 

3. The introduction of measures that aim to restrict the promotion of alcohol, including 
sponsorship, in all media.  

4. That a ‘Be the Influence’ model of sponsorship be introduced to replace alcohol 
sponsorship and funded through an increase in the excise tax on alcohol. 

In the interim we recommend: 

5. That the term ‘special appeal’ is defined in the Sale and Supply of Liquor Act 2012. 

6. That a recognisable, accountable, surveillance and enforcement agency be 
established/nominated to ensure compliance with sections 237 and 400 of the Sale and 
Supply of Liquor Act. This agency could also provide pre-screening services for the 
industry. 

7. The introduction of the Good Sports programme into New Zealand. 

8. That health officials talk to international colleagues to cooperate on global actions to 
control alcohol marketing via digital and social media.  

                                                
12 Respondent in Fogarty AS and Chapman S (2013). What should be done about policy on alcohol pricing 
and promotions? Australian experts’ views of policy priorities: a qualitative interview study. BMC Public 
Health 13:610 pg. 5 
13 Rowland B, Allen F and Toumborou J (2012b) Impact of Alcohol Harm Reduction Strategies in 
Community Sports Clubs: Pilot Evaluation of the Good Sports Program 31(3): 323 - 333 
14 O’Brien KS and Kypri K (2008). Alcohol industry sponsorship of sportspeople and drinking. Addiction 
103: 1961 - 6 
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Why are greater restrictions necessary? 

There is no denying that New Zealand has a problem with alcohol. Basing its survey15 on 
an AUDIT questionnaire (which is framed around the criteria for substance use disorders), 
the Ministry of Health found that one in five past year drinkers (between the ages of 16 and 
64) had hazardous drinking patterns. For Māori and Pacific drinkers, the rate was one in 
three. Those living in areas with higher rates of deprivation drank less overall, but were 
more likely to be hazardous drinkers. 

The same survey found that 20 percent of 15-17 year old past year drinkers and 35 percent 
of 18-24 year old past year drinkers had hazardous drinking patterns. Taking both drinkers 
and non-drinkers into account, that’s about one in eight 15-17 year olds and around one in 
three 18-24 year olds who are drinking at levels that meet the definition for substance 
abuse. In fact, among the total population of New Zealanders over the age of 15, 
hazardous drinking was most common among 18-24 year olds.  

In a 2012 survey of secondary school students (largely between the ages of 13 and 17), 45 
percent were current drinkers, with 23 percent engaging in binge drinking in the past four 
weeks.16 One in five respondents said that alcohol was a substance that it was OK for 
people their age to use regularly.17  

The evidence disagrees. What we know is that the earlier someone starts drinking, the more 
likely they are to go on to be hazardous drinkers.18 A recent systematic review found 
“consistent evidence that higher alcohol consumption in late adolescence continues into 
adulthood and is also associated with alcohol problems including dependence.”19 The New 
Zealand-based longitudinal study included in this review also found that alcohol 
consumption at the age of 16 predicted both the number of sexual partners and violent 
offences, even after controlling for confounders.20 

While the factors which lead to hazardous consumption of any substance are complex and 
interrelated, it is globally understood that the methods and messaging used to promote a 
product have the potential to affect people’s thinking, decision-making and behaviour. 
Companies wouldn’t spend so much money on marketing if this wasn’t the case. At last 
count, alcohol companies were spending an (under)estimated $33 million per year on 
alcohol advertising through traditional media in New Zealand.21 The literature suggests that 
we could expect expenditure on ‘below the line’ advertising (including sponsorship) to be 

                                                
15 Ministry of Health (2013). Hazardous Drinking in 2011/12: Findings from the New Zealand Health 
Survey. Ministry of Health: Wellington 
16 Adolescence Health Research Group (2013). The Health and Wellbeing of New Zealand Secondary School 
Students in 2012: Youth’12 Overview. Uniservices: University of Auckland. Pg. 2 
17 Adolescence Health Research Group (2013). The Health and Wellbeing of New Zealand Secondary School 
Students in 2012: Youth’12 Prevalence Tables Report. Uniservices: University of Auckland. Pg. 100 
18 See, for example Hingson RW, Heeren T and Winter MR (2006). Age at drinking onset and alcohol 
dependence: age at onset, duration and severity. Archives of Pediatrics and Adolescent Medicine 160:739-746 
19 McCambridge J., McAlaney J. and Rowe R (2011). Adult Consequences of Late Adolescent Alcohol 
Consumption: A Systematic Review of Cohort Studies. PloS Med 8(2): e1000413 
20 Wells JE, Horwood LJ and Fergusson DM (2004). Drinking patterns in mid-adolescence and psychosocial 
outcomes in late adolescence and early adulthood. Addiction, 99: 1529–154 
21 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. Wellington: New Zealand pg. 325 
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another two to four times that.22 For example, around $150 million per year is spent on 
advertising around sports and music events.23 One of the concerns with below-the-line 
marketing is that it tends to be less visible to regulators.  

As the Australian Media Association argues, while traditional media such as radio, print and 
television are still important channels for alcohol marketing, “changes to the media and 
communications landscape have dramatically transformed the nature and reach of the 
(alcohol) industry. Today, alcohol companies are promoting their products across social 
networks, mobile phones and online games. Marketing efforts are increasingly sophisticated 
and multidimensional, integrating online and offline marketing with the sponsorship of 
music and sporting events, the distribution of branded merchandise, and the proliferation 
of new alcoholic brands and flavours.”24  

While advertising can have an effect on anyone, there are some people that are particularly 
vulnerable to its influence. These include those with reduced cognitive abilities and those 
for whom alcohol is already problematic. Young people are also of key concern given that 
they are “developmentally susceptible to the content of advertising and alcohol advertising 
specifically.”25  

What does the evidence say? 

There is a growing body of evidence highlighting the effects of alcohol promotion across 
all mediums, particularly on young people. The weight of current evidence suggests that 
promotional efforts are having an impact and that the consequences of promotion go 
beyond increasing a product’s market share. While the restrictions currently in place tend to 
be focussed on ensuring that individual attempts to promote alcohol meet certain 
standards, the evidence suggests that the effect of alcohol marketing is likely to be 
cumulative. Volume is just as important as content. As exposure to marketing messages 
increase, consumption tends to follow suit. For those who don’t drink, exposure to alcohol 
marketing increases the likelihood that people will start.26  

There is also substantial evidence that young people are being exposed to an increasing 
array of advertising and promotion despite measures in place to prevent this.27 Globally, 
self-regulation, including time restrictions on televised advertising, are proving incapable of 
limiting exposure, with a number of studies highlighting that youth exposure to alcohol 

                                                
22 Anderson et al. (2009) Impact of alcohol advertising and media exposure on adolescent alcohol use: A 
systematic review of longitudinal studies. Alcohol and Alcoholism 44: 229 - 43 
23 Law Commission (2010) pg. 325 
24 Australian Medical Association (2012). Alcohol Marketing and Young People: Time for a New Policy 
Agenda. Kingston: Australia. pg. 4 
25 Smith KC, Cukier S and Jernigan D (2013). Regulating Alcohol Advertising: Content Analysis of the 
Adequacy of Federal and Self-Regulation of Magazine Advertisements, 2008-2010. American Journal of 
Public Health, online version: e1-e11. Pg e1. 
26 Babor et al. (eds) (2010) Alcohol: No Ordinary Commodity. Research and public policy (2nd ed.) Oxford 
University Press: Oxford pg. 189 and Australian Medical Association (2012). Alcohol Marketing and Young 
People: Time for a new policy agenda. Kingston: Australia. 
27 See for example, Jernigan DH (2010). The extent of global alcohol marketing and its impact on youth. 
Contemporary Drug Problems 37: 57 - 89 
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marketing equals, and in some cases even exceeds, that experienced by adult audiences.28 
Industry data reveals that alcohol products and marketing campaigns are often designed 
with young people (including those who are underage) in mind and that content restrictions 
are frequently seen by the industry as something to work around rather than work within.29  

Although less well researched, those recovering from problematic drinking also report that 
alcohol advertising makes it harder to maintain abstinence.30 There has also been limited 
research on the concentration of alcohol messaging within certain communities. Focussing 
on outdoor advertising in New York, Wilson and Till31 found that alcohol advertising was 
most prevalent within African American and Hispanic neighbourhoods, with Hispanic 
neighbourhoods exposed to “more influential advertising appeals such as celebrity 
endorsements, affiliation and status appeals.” 

There are limitations with this evidence: there have been mixed results among studies, 
research tends to rely on self-report, and some studies often have a higher than preferable 
drop-out rate. In regards to the systematic reviews, one criticism is that they are subject to 
publication bias. It should also be noted that studies have frequently found differences in 
effect based on gender and that peer-drinking and family drinking are also repeatedly found 
to influence youth consumption (although these tend to be controlled for). There is also far 
less evidence available on sponsorship (particularly sponsorship of other events than sport) 
and digital marketing (particularly the use of social media).  

Key evidence: Advertising 

As part of the UK government’s investigation into the alcohol industry unprecedented 
access was gained to communications between the alcohol industry and their ad agencies. 
What these showed is that the next generation of drinkers is a key target for alcohol 
advertising, with companies using market research data on 15 and 16 year olds to guide 
product and marketing strategy development. Although some companies were attempting 
to stay within responsible advertising guidelines, others were deliberately setting out to 
incorporate prohibited themes and messages (including harmful consumption) and felt the 
challenge was how to do so in a way that does not explicitly break the rules.32 This aligns 
with comments made by an Australian industry insider that alco-pops were designed to 
allow “people to get drunk quickly” and there had been a “conscious effort to make those 
drinks more appealing to young people”.33 

                                                
28 See for example, Winpenny E et al. (2012). Assessment of Young People’s Exposure to alcohol marketing 
in audiovisual and online media. Rand Europe and Ross CR, de Bruijn A and Jernigan D (2013). Do time 
restrictions on alcohol advertising reduce youth exposure? Journal of Public Affairs 13 (3): 123 - 129 
29 Hastings, G (2009). “They’ll drink bucket loads of the stuff”: an analysis of internal alcohol industry 
advertising documents. The Alcohol Education and Research Council. 
30 Treise DM, Taylor RE and Wells LG (1995). How Recovering Alcoholics Interpret Alcoholic-Beverage 
Advertising. Health Marketing Quarterly 12(2): 125 - 139 
31 Wilson RT and Till BD (2012). Targeting of Alcohol Advertising: A Study Across Ethnic and Income 
Groups. Journal of Current Issues and Research in Advertising 33: 267-281. 
32 Hastings, G (2009). “They’ll drink bucket loads of the stuff”: an analysis of internal alcohol industry 
advertising documents. The Alcohol Education and Research Council. 
33 Cited in Australian Medical Association (2012) pg. 27-28 



  

New Zealand Drug Foundation – Te Tūāpapa Tarukino o Aotearoa 
Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 

Page 8 

 
 

Snyder et al.34 surveyed a random sample of 15 to 26 year olds from 24 media markets in 
the US four times over 21 months. Industry data on alcohol advertising expenditure was 
compared to self-reported exposure to alcohol advertising and alcohol use. The survey 
found that as advertising expenditure increased in a market there were increases in the 
levels of youth drinking and steeper increases in drinking over time. This was also true for 
those who were underage at the time of the survey. Each additional average advertisement 
exposure was associated with an increase of 1 percent in drinks consumed in the past 
month. For each additional dollar spent per capita, the number of drinks consumed 
increased by 3 percent.  

Smith and Foxcroft35 reviewed seven cohort studies totalling 13,000 people aged 10 to 26. 
They found that there was some evidence of an association between alcohol advertising 
and marketing exposure and drinking behaviour (including onset of drinking) in young 
people.  

Anderson et al.36 reviewed 13 longitudinal studies which reported on a total of 38,000 
young people. Follow up ranged from 8 to 96 months. They concluded that “based on the 
strength of this association, the consistency of findings across numerous observational 
studies, temporality of exposure and drinking behaviours observed, dose-response 
relationships, as well as the theoretical plausibility regarding the impact of media exposure 
and commercial communications, we conclude that alcohol advertising and promotion 
increases the likelihood that adolescents will start to use alcohol, and to drink more if they 
are already using alcohol.” 

Since the Law Commission review there have been a number of studies looking to improve 
our understanding of the effect of alcohol promotion – particularly on young people. More 
recent research has tended to have a greater focus on new media than pre-2010 work. 
Much of this research has involved cross-sectional surveys, which continue to highlight the 
association between alcohol advertising and alcohol perceptions and practice among young 
people.  

Morgenstern et al.37 conducted a cross-sectional survey of 3415 German sixth to eighth 
graders (mean age 12.5 years) from 29 schools in 3 German states. Students were provided 
with masked images of different advertisements (both alcohol and non-alcohol) with all 
branding digitally removed. Students were asked how often they had seen the ad and to 
identify the brand being advertised. Adjusting for cofounders, results were compared with 
their answers to questions about alcohol use, binge drinking, intention to use, intention to 
refuse and expectancies of use. For those already drinking there was an association between 
alcohol ad exposure and binge drinking. For those that didn’t drink, there was an 
association between alcohol ad exposure and both intention to drink and favourable 
alcohol-related attitudes.  

                                                
34 Snyder LB, Milici FF, Slater M, Sun H and Strizhakova Y (2006). Effects of Alcohol Advertising Exposure 
on Drinking Among Youth. Archives of Pediatrics and Adolescent Medicine. 160(1): 18-24 
35 Smith LA and Foxcroft DR (2009). The effect of alcohol advertising, marketing and portrayal on drinking 
behaviour in young people: systematic review of prospective cohort studies. BMC Public Health 9:51 
36 Anderson et al. (2009). Impact of Alcohol Advertising and Media Exposure on Adolescent Alcohol Use: A 
Systematic Review of Longitudinal Studies. Alcohol & Alcoholism 44(3): 229–243 
37 Morgenstern M et al. (2010). Exposure to alcohol advertising and teen drinking. Preventative Medicine 52: 
146-151 
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Using cross-sectional data from 920 second year pupils in Scotland and focussing on both 
traditional and non-traditional media exposure, Gordon et al.38 found significant 
associations between awareness of and involvement with alcohol marketing and intentions 
to drink alcohol in the next year. Being aware of more marketing channels and liking 
alcohol advertisements increased the odds of being a drinker by 12 percent and 31 percent 
respectively. The authors noted that there were limitations of their research, including an 
inability to prove causality. However they concluded that while the current regulatory 
system focussed on content, their findings conclude that exposure is the pertinent issue. 
They note that the regulation of alcohol marketing, especially through new media, requires 
serious focus. 

Lin et al.39 also conducted a cross sectional survey of 2538 New Zealanders aged between 
13 and 14. They found that having brand allegiance at this age was related to drinking, 
future drinking intentions and drinking patterns – including consuming larger quantities. 
Engagement with web-based marketing was a better predictor of alcohol consumption than 
engagement with traditional media.  

Bryden et al.40 conducted a systematic review of 26 studies looking at community level 
availability and marketing of alcohol. In regards to the research on alcohol advertising the 
authors found that “there was some indication that greater exposure to advertising in a 
community may be associated with higher levels of drinking and, in particular, the 
likelihood that adolescents have ever tried alcohol.” They note that their findings are in 
keeping with previous attempts to review the evidence: that “studies show mixed results 
but strongly indicate that greater exposure to alcohol advertising is associated with higher 
levels of alcohol use.” 

Grenard et al.41 surveyed a total of 3890 students once a year for four years from grades 4 
to 7 (Standard 3/Year 5 to Form 3/Year 9 in New Zealand). Survey measures included 
questions around alcohol advertising exposure, alcohol use, problems relating to alcohol 
use and those around covariates such as age and drinking by peers and close adults. The 
authors found that measures of exposure reported in grade 4 were associated with the 
increasing use of alcohol over time and the development of alcohol related problems by 
grade 9. They note that comprehensive policies were needed to prevent youth exposure to 
alcohol advertising across the spectrum of media. 

Key evidence: Digital and social media 

Although there has been less research into the effects of exposure to alcohol promotion 
through digital and particularly social media, there is a growing body of research 
highlighting the potential for even greater consequences of exposure to that of traditional 
advertising but noting greater difficulty in regulating it. Far more so than traditional 

                                                
38 Gordon R et al. (2011). Assessing the cumulative impact of alcohol marketing on young people’s drinking: 
Cross-sectional data findings. Addiction Research and Theory 19(1): 66-75 
39 Lin E et al. (2012) Engagement with alcohol marketing and early bran allegiance in relation to early years of 
drinking. Addiction Research and Theory, August 20(4): 329 - 338 
40 Bryden A et al. (2012) A systematic review of the influence on alcohol use of community level availability 
and marketing of alcohol. Health and Place 18: 349 - 357 
41 Grenard JL, Dent CW and Stacy AW (2013). Exposure to Alcohol Advertisements and Teenage Alcohol-
Related Problems. Pediatrics 131: e369 – e379 
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advertising, Jernigan and O’Hara42 assert that digital marketing strategies “have the 
potential to embed brands in the lives and lifestyles of consumers, creating an intimate 
relationship and sense of kinship between the brand and user.”  

There is significant evidence that alcohol companies are shifting their marketing strategies 
towards the digital space. In 2011, online marketing became the largest advertising channel 
in the UK, overtaking television marketing for the first time.43 That same year, Bacardi 
announced that it was moving up to 90 percent of its digital spend to Facebook away from 
websites, and Diageo announced they were stepping up their partnership with Facebook as 
their reach on the platform had grown considerably. By September 2011, alcohol brands 
had the third highest consumer engagement rate on Facebook after automobiles and 
retail.44 Given that social media in particular is disproportionately used by young people, 
there is cause for concern.45 

It is not surprising that alcohol companies would shift their focus to the online world. 
Where traditional advertising is limited to the channel it appears in, digital advertising can 
‘go viral’, disseminating itself rapidly without any further investment on the part of the 
company. With the rise of social media, customers become promoters of the product 
among their own social networks, often generating their own content. Brodmerkel and 
Carah46 argue that “brands are successful when the social and aesthetic relationships that 
have been established around them help consumers in constructing and performing desired 
identities. Brands then derive value in the form of cultural capital by being embedded and 
reproduced in the consumer’s life world. The more consumers appropriate the brand for 
their own productive practices, the more valuable cultural material (social relations, trends, 
styles, subcultural codes and meanings) they are likely to produce for the brand to 
appropriate.” They note that Facebook is a prime example of such a platform. 

Examining the online presence of the top three UK alcohol brands at the time, Nicholls 
highlighted that the distinction between user generated material and brand promotion is 
often blurred as fan photos from real life brand events mix with official images. He notes 
clear patterns in brand strategies across social media: real world tie-ins such as sponsored 
events, interactive games, sponsored online events and invitations to drink. He argues that 
while there have been some efforts to apply existing regulations to the online environment, 
these regulations (particularly reactive self-regulation) already struggle to keep up with 
traditional advertising and the dynamic nature of digital marketing requires a new approach. 

A number of researchers have argued that alcohol messaging in the digital domain is 
particularly problematic given what we know about the effect of peer influence on youth 
substance use. Drawing on the information found on the Bebo profiles of 150 people aged 
16-18, Griffiths and Casswell47 argued that “some New Zealand teenagers are openly 

                                                
42 Cited in Nicholls J (2012). Everyday, Everywhere: Alcohol Marketing and Social Media – Current Trends. 
Alcohol and Alcoholism 47(4): 486 – 493. Pg. 490 
43 Cited in Winpenny EM et al. (2014). Exposure of Children and Adolescents to Alcohol Marketing on 
Social Media Websites. Alcohol and Alcoholism 49(2):154 – 159. 
44 Nicholls J (2012). Everyday, Everywhere: Alcohol Marketing and Social Media – Current Trends. Alcohol 
and Alcoholism 47(4): 486 - 493 
45 Hastings G and Sheron N (2013). Alcohol marketing: grooming the next generation. BMJ 2013;346:f1227  
46 Brodmerkel S and Carah N (2013). Alcohol brands on Facebook: The challenges of regulating brands on 
social media. Journal of Public Affairs 13(3): 272-281 
47 See pg. 115 of McCreanor et al. (2013). Youth drinking cultures, social networking and alcohol marketing: 
implications for public health. Critical Public Health 23(1): 110-120 for a summary 
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presenting themselves as able to consume significant amounts of alcohol, wish to see 
themselves as ‘drunks’ or be seen by their peers as having a connection with specific 
alcohol brands.” Young people were creating ‘intoxigenic social identities’ and contributing 
to the creation of an ‘intoxigenic social space’ which was likely to normalise drinking 
among their peers. Their conclusion is supported by the findings of a number of other 
researchers. 

De Bruijn et al.48 conducted a longitudinal study of 9032 12 to 15 year olds in four 
countries to measure the relationship between alcohol perceptions and practices and 
exposure to online alcohol marketing. They concluded that more frequent exposure to 
online alcohol marketing influenced adolescents alcohol expectancies as well as their 
drinking behaviour, increasing positive perceptions about alcohol use, increasing the 
likelihood that they (start to) drink. This remained true even when hours spent using the 
internet and demographic factors were controlled for.  

Key evidence: Sponsorship 

Sponsorship is not as well researched as other forms of alcohol promotion, with most of 
the published literature providing more commentary than data and a greater focus on 
sports sponsorship than sponsorship of other events and activities. According to internal 
industry documents, sports sponsorship was more highly prized by the tobacco industry 
than some forms of media advertising.49  

It has been noted that alcohol promotion through sports sponsorship often circumvents 
the time restrictions placed on alcohol advertising more generally and increases youth 
exposure to alcohol messaging. Using data from Australia, King et al.50 found that despite 
restrictions, young people aged 13 to 17 were exposed to only slightly less televised alcohol 
advertising than those aged 18 to 29, with a significant amount of youth exposure due to 
young people watching sporting events.  

De Bruijn et al.’s51 longitudinal study of 9032 adolescents in four European countries to 
investigate the relationship between alcohol sponsorship of sport and alcohol related 
perceptions and practices of young people. They found that exposure to alcohol-branded 
sports sponsorship predicted positive expectancies about alcohol consumption, increased 
the likelihood that young people would start to drink and increased the frequency of 
drinking. The authors concluded that the impact of alcohol-branded sports sponsorship is 
“no different from the impact of exposure to other types of marketing” and therefore that 

                                                
48 de Bruijn A et al. (2012) Report on the impact of European alcohol marketing exposure on youth alcohol 
expectancies and youth drinking. Deliverable 2.3 and 3.7, Work Package 4. Alcohol Measures for Public 
Health Research Alliance (AMPHORA) 
49 Anderson, SJ, Dewhirst T and Ling PM (2006). Every document and picture tells a story: Using internal 
corporate document reviews, semiotics, and content analysis to assess tobacco advertising. Tobacco Control, 
15: 254–261. 
50 King E et al. (2005) Australian Alcohol Beverage Advertising in Mainstream Australian Media 2003 to 
2005: Expenditure, Exposure and Related Issues. Research and Marketing Group: Department of Health and 
Ageing 
51 de Bruijn A et al. (2012) Report on the impact of European alcohol marketing exposure on youth alcohol 
expectancies and youth drinking. Deliverable 2.3 and 3.7, Work Package 4. Alcohol Measures for Public 
Health Research Alliance (AMPHORA) 
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policy initiatives must be comprehensive and “address alcohol marketing in all of its 
forms.” 

In a New Zealand based study, Gee et al.52 analysed the levels of exposure of alcohol 
promotion and consumption during both the live and televised experience of four major 
alcohol sponsored events. This was followed up with interviews of 154 people who had 
attended one of three events. The authors found evidence of “an increasingly naturalised 
alcohol-sport link in the entertainment experience of major sports events in New Zealand.” 
90 percent of those attending the Wellington Sevens and 65 percent of those attending one 
of the two cricket events agreed that these sports events “created the expectation that one 
should consume alcohol.” For those watching on television, alcohol imagery was visible for 
virtually every minute of the broadcast and alcohol consumption by the crowd accounted 
for between 0.4 percent and 29 percent of broadcast time.  

Australian research conducted by Pettigrew53 highlights that children as young as five are 
already likely to be subconsciously absorbing alcohol sponsorship messages through 
exposure to sport. Without explaining why, the researchers asked 228 children between the 
ages of five and twelve to place magnets with brands on them next to whichever magnets 
with sports teams on them they wanted to and to identify which of the teams and brands 
were their favourites. Brands included both alcohol and non-alcohol brands and health 
promotions. Three-quarters of the children aligned at least one correct sponsor with the 
relevant team, a result almost identical to an earlier study conducted by the authors. Those 
children who nominated that team as one of their favourites were more likely to correctly 
identify the sponsor. On a positive note, two of the positive health messages were 
identified as favourites 

While playing sports is a well-established protective factor against youth tobacco and illicit 
drug use, those engaged in sports (particularly team sports) tend to have increased rather 
than decreased rates of alcohol consumption compared to their peers.  Davies54 surveyed 
322 schoolchildren in Wales about their involvement with sport, drinking behaviours, 
attitudes and intentions around alcohol and perceptions and awareness of sports 
sponsorship. Using regression analysis involvement in sport increased the likelihood that 
boys would drink and get drunk and awareness of sponsorship increased this likelihood. 
However girls involved in sport were more likely to have negative perceptions of alcohol. 

Based on a survey of 1279 athletes across various sports O’Brien and Kypri55 found that 
almost half (47.8 percent) had received alcohol related sponsorship. Of these, almost half 
(47 percent) reported receiving free or discounted alcohol products. Using the AUDIT test 
to measure harmful drinking, the authors found that those receiving alcohol sponsorship 
had AUDIT scores 2.4 times higher than those who did not.  

                                                
52 Gee S, Jackson SJ and Sam M (2013). The culture of alcohol promotion and 
consumption at major sports events in New Zealand: Research report commissioned by the 
Health Promotion Agency. Wellington: Health Promotion Agency.  
53 Pettigrew S, Ferguson R and Rosenberg M (2013). Children’s assimilation of sports sponsorship messages. 
Health Promotion Evaluation Unit, School of Sport Science, Exercise and Health, The University of Western 
Australia: Perth. 
54 Cited in Jones SC and Gordon R (2013). Regulation of alcohol advertising: Policy options for Australia. 
Evidence Base 2: 1-37. Pg. 12 
55 O’Brien KS and Kypri K (2008). Alcohol industry sponsorship of sportspeople and drinking. Addiction 
103: 1961 - 6 
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What works?  

Like New Zealand, most countries have focussed primarily on alcohol advertising in 
traditional media and rely heavily on a model of self-regulation in regards to alcohol 
promotion. However there are a number (like Norway, France and Sweden) taking a more 
restrictive approach to alcohol promotion and others who have had greater restrictions on 
some products in place but have lifted them. However there is very little evidence of the 
effectiveness of these interventions and attempts to quantify their impacts have been 
mixed.56  

The consensus seems to be that there are methodological issues in attempting to gain a 
robust understanding of the impact of what tend to be a diverse range of restrictions (some 
only on certain products) in only a few countries, especially when the factors shaping 
alcohol use tend to be so complex and interrelated. However it does appear that bans are 
likely to contribute to the effects of other restrictions aimed at curbing alcohol related 
harm.  

However as Babor et al.57 point out, the evidence for the effectiveness of greater 
restrictions on tobacco products is much easier to quantify given that restrictions are more 
widely in place around the world. Although again the evidence is not consistent, the weight 
of it shows that comprehensive bans are more effective than limited policies in reducing 
consumption and that bans appear to be second only to taxation in encouraging smoking 
cessation.  Tobacco bans in New Zealand incorporate both advertising and sponsorship. 

Given that alcohol sponsorship is both under researched and under regulated around the 
world, we are not surprised to find no research on the effects of restrictions on alcohol 
related sponsorship. However we do note that there are two approaches in Australia that 
are promising. 

The first is the Good Sports programme run by the Australian Drug Foundation. About 
4.5 million Australians are engaged with community sports clubs. The Good Sports 
programme aims to support these clubs to progressively change their culture and reduce 
hazardous drinking. This is done by offering a well-supported, three stage accreditation 
process which increases the clubs capacity to serve alcohol responsibly, diversify their 
revenue streams, reduce alcohol related harms and ultimately shift their focus from alcohol 
consumption to young people, families and participation in sport. Clubs are expected to 
communicate with their members regularly throughout the accreditation process to help 
promote the new direction. The accreditation stages are explained below: 

 
Level 1: 
   Liquor license 
   Bar management strategies 
   Responsible Service of Alcohol (RSA) training 
   Smoke-free environment 
Level 2: 
   Maintain Level 1 standards 

                                                
56 See Babor et al (2010) pp 194 – 196 for a summary. 
57 Babor et al. (eds) (2010) pg. 196 
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   Enhanced bar management (RSA training, etc.) 
   Food and drink options (low and non-alcoholic) 
   Safe transport policy 
   Diverse revenue generation 
Level 3: 
   Maintain Level 1 & 2 standards 
   Alcohol management policy 
 
Over 6500 sports clubs are currently engaged in the Good Sports programme and the three 
evaluations conducted to date have shown positive results. Rowland et al.58 compared non-
Good Sports clubs with those at the various levels and found that risky consumption of 
alcohol was highest in non-Good Sports clubs and lowest in Level 3 clubs (non: 46 
percent, L1: 41 percent, L2: 38 percent and L3: 31 percent). For each six month period the 
club had been engaged in the programme the odds of an individual driving from the club 
while over the legal limit decreased by 8 percent. 

Rowland et al.59 examined alcohol rates in 113 clubs (n=1968 participants) to investigate 
whether being in the Good Sports programme reduced alcohol consumption among club 
members. While the consumption level of all club members was higher than that of the 
general community, the longer a club had been involved with the Good Sports programme, 
the less likely members were to be either short or long-term risky drinkers.  

Looking at drinking levels between Good Sports accredited clubs and non-accredited clubs 
(n= 92 clubs, 1924 individuals) Rowland et al.60 found that higher accreditation stage (none, 
1, 2, 3) was associated with a 0.79 reduction in the odds of risky consumption on the 
playing day (when drinking at all clubs was highest); a 0.85 reduction in the odds for short-
term risky drinking and a 0.86 reduction in long-term risky drinking. 

The second programme is the ‘Be the Influence’ strategy run by the Australian National 
Preventative Health Agency and is funded by a ring-fenced portion of the tax on alcopops. 
This money is used to provide sponsorship for a range of national sporting organisations 
(including the Australian Football Federation, Surfing Australia, Skateboarding Australia) 
providing them with an alternative to alcohol sponsorship. The sponsorship agreements 
not only ensure ‘Be the Influence’ rather than alcohol branding is highly visible at major 
sporting events but key athletes from these codes are also engaged in promotional work for 
the campaign.  

‘Be the Influence’ has a particular focus on young people and also sponsors youth 
appealing events, providing branded ‘Re-Charge and Refresh zones’ at concerts such as the 
Big Day Out and Splendour in the Grass and sporting events such as the Australian 
Boardriders battle. While there have been no published evaluations of this strategy that we 
are aware of, the Australian National Preventative Health Agency has the following 
information on its Be the Influence website: 

                                                
58 Rowland B, Toumbourou J and Allen F (2012a). Drink-driving in community sports clubs: Adopting the 
Good Sports alcohol management program. Accident Analysis and Prevention 48: 264 - 270 
59 Rowland B, Allen F and Toumborou J (2012b) Impact of Alcohol Harm Reduction Strategies in 
Community Sports Clubs: Pilot Evaluation of the Good Sports Program 31(3): 323 - 333 
60 Rowland B, Allen F and Toumborou J (2012c). Association of risky alcohol consumption and accreditation 
in the ‘Good Sports’ alcohol management programme. J Epidemiol Community Health 66: 684 - 690 
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 From June 2012 to December 2013, Be the Influence - Tackling Binge Drinking 
messaging had been seen at over 1330 sporting events, reaching over 2.7 million 
spectators. 

 A survey conducted at festivals saw that 64% of the young people who entered the 
Be the Influence Re-charge and Refresh Zone said that they would monitor their 
own drinking habits and consider the short-term harms as a result of visiting the 
zone. 

 At the most recent Big Day Out festivals approximately 6,500 young people visited 
the Be the Influence Re-charge and Refresh Zone. The use of social and digital 
content during and after the event saw 175,180 people reached via the Be the 
Influence social media platforms, where they were exposed to additional 
information about the issue of binge drinking.61 

Given the fact that alcohol promotion across digital mediums is such a recent 
phenomenon, it is unsurprising that there is no evidence about effective regulation. 
Facebook has a policy of restricting access to those under the age of consumption based on 
the identifying information given when signing up for an account (e.g. date of birth and 
country of residence). This is probably more robust than the age of entry requirements 
used by some, but not all alcohol brand websites (e.g. we could access the Woodstock 
Bourbon page without having to enter a date of birth) however it is easily circumvented. 
Additionally the same policies are not in place in for other digital platforms such as Twitter 
and Youtube. 

Recommendations 

The New Zealand Drug Foundation firmly believes that the evidence, although imperfect, 
is sufficient to warrant increased restrictions on the promotion of alcohol through 
advertising and sponsorship. We believe that these efforts need to not only focus on the 
content of individual attempts at promotion but must also address the cumulative effects 
of alcohol messaging overall, particularly among young people. Current regulations, 
particularly the self-regulation model overseen by the Advertising Standards Authority, are 
insufficient to curb these effects, particularly with the increased use by alcohol companies 
of digital and social media marketing strategies.  

We maintain our support for the Law Commission’s recommendation around the creation 
of an interdepartmental committee, overseen by the Ministers of Health and Justice, which 
would plan and implement a phased programme to limit exposure to alcohol promotion 
and restrict the volume and content of alcohol marketing messaging including alcohol-
related sponsorship. 

                                                
61 http://www.anpha.gov.au/internet/anpha/publishing.nsf/Content/bti-tbd-home accessed on the 21st of 
April, 2014.  

http://www.anpha.gov.au/internet/anpha/publishing.nsf/Content/bti-tbd-home
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While stage one of the Law Commission’s recommendations have been implemented in 
the Sale and Supply of Liquor Act 2012, we believe that some tweaking needs to happen 
for this to be effective. 

In sections 400 and 237 of the Act, ‘special appeal’ needs to be defined. If alcopops, which 
the industry itself has admitted are designed to target young people, aren’t meeting the 
definition of a product which has ‘special appeal to young people’ (under s. 400 a (i)) then 
it’s currently even more of a grey area for marketing messages. Young people are a diverse 
group comprising children, adolescents and young adults and that what appeals to those in 
the older section of that age range is likely to have more in common with those over the 
alcohol purchase age than those who are very young. While it is important to protect 
children from alcohol messaging, those in early and late adolescence also need to be made a 
priority. 

There also needs to be a recognisable, accountable and well-resourced surveillance and 
enforcement agency overseeing this aspect of the act.  Such an agency could also provide 
independent promotional pre-screening services for the industry to ensure compliance. 

We also support the implementation of Stages 2 and 3 of the Law Commission’s 
recommendations and agree that a phased approach is appropriate.  

We believe that the ‘Be the Influence’ model of sponsorship to replace alcohol sponsorship 
is likely to be successful in New Zealand and would help to promote health messages at 
sporting and cultural events. This could be funded through an increased excise tax on 
alcohol products (as per the Law Commission’s recommendation).  

We also strongly recommend the introduction of the Good Sports programme into New 
Zealand. This programme is proving to be effective in Australia and we believe it is also 
likely to be successful here. One of the benefits of this programme is that it supports clubs 
to diversify their revenue and this will help local clubs to be better prepared for an eventual 
ban on alcohol sponsorship, should this go ahead.  

We also recommend that health officials work with international colleagues to develop 
shared strategies for managing alcohol marketing via digital and social media. This is a 
global issue requiring global cooperation. 
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Thank you for the opportunity to submit to this forum, and we would welcome any 
opportunity to present an oral submission.  Please contact us if you require additional 
information or clarification on points raised in our submission. 

Yours sincerely 

Ross Bell 
Executive Director 
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About the Drug Foundation 

The New Zealand Drug Foundation was established in 1989. It is an independent trust 
with a national focus on minimising drug—related harm. This includes social and health 
harms caused by legal drugs, such as tobacco and alcohol, as well as illegal drugs, such as 
cannabis.  

The Drug Foundation advocates evidence—based policy on these issues, and provides 
reliable and credible information to organisations and individuals. We take a lead role in 
networking and cooperation within the alcohol and drug sector.  

The Drug Foundation recognises that drugs, legal and illegal, are a part of everyday life 
experience. Drugs, and their use, impact on many of us, and on the people we care about. 
Harms to individuals and families include injury, disease, social, personal and financial 
problems and a reduced quality of life. Harms to society include unsafe communities, 
increased need for law enforcement, and high health and economic costs. For these 
reasons, the Drug Foundation is committed to reducing drug use and its harmful 
consequences.  

This commitment to reducing harm includes ensuring that any illicit drugs, if used, are used 
safely. Our focus is on advocating for policies that build a healthy society where there is the 
least possible harm from drug use. All efforts to control or reduce the harm from drugs 
must be evidence based, socially just and maintain the rights of individuals and the 
aspirations of communities.  

The Drug Foundation provides leadership and representation for our nationwide 
membership of organisations and individuals working on alcohol and drug issues. The 
Drug Foundation is a member of the International Harm Reduction Association, the 
Global Alcohol Policy Alliance, the Vienna NGO Committee on Narcotic Drugs and the 
International Drug Policy Consortium.  
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Questions to guide your 

submission 

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

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

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

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

 

NO 

 

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

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

 Yes       √ No 

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

 

SEE ATTACHED 

 

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. 
 

SEE ATTACHED 

 

 

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

Explain your reasons. 

 

NO - SEE ATTACHED  

 

 

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

harm?  Yes or No. [Tick box]  
 

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

 

SEE ATTACHED 

 

 

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. 

 

SEE ATTACHED 

 

 

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

Explain your reasons. 

 

NO - SEE ATTACHED 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

FURTHER RESTRICTIONS ARE NOT NECESSARY 

 

 

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

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

 

N/A 

 

 

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

 

N/A 

 

 

 

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

 

N/A 

 

 

14. Why should these other interventions be considered?  

 

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

be done?  

 

FURTHER RESTRICTIONS ARE NOT NECESSARY 

 

 

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

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

 

N/A 

 

 

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

 

N/A 

 

 

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

 

N/A 

 

 

19. Why should these other interventions be considered?  

 

N/A 

 

 

Impacts of proposals  

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

 

N/A 

 

 

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. 

 

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

 

SEE ATTACHED 

 

 

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. 

 

SEE ATTACHED 

 

 

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 ATTACHED 

 

 

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

 

SEE ATTACHED 

 

 

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?  

 

N/A 
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27. What action, if any, could be taken to address these matters? 

 

N/A 

 

 

Other comments 

28. Do you have any other comments? 

 

SEE ATTACHED 
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ALCOHOL ADVERTISING AND SPONSORSHIP 
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The New Zealand Food & Grocery Council (the “NZFGC”) welcomes the opportunity to make 
a submission to the Ministerial Forum on Alcohol Advertising and Sponsorship. 
 
New Zealand Food & Grocery Council 
 
The NZFGC represents the major manufacturers and suppliers of food, beverage and grocery 
products in New Zealand. Collectively this sector generates $28.7 billion in the New Zealand 
domestic retail food, beverage and grocery products market and $26.3 billion in export revenue 
from exports to 183 countries. Food and grocery manufacturing is the largest manufacturing 
sector in New Zealand representing 46% of total manufacturing income and 34% of all 
manufacturing salaries and wages. 
 
Food and grocery production and wholesaling in New Zealand directly employs 
104,160 people (5% total employment) and, when taking the wider food and beverage value 
chain (including farming and food retailing/foodservice) into account, employment soars to 
344,820 in 85,252 enterprises. This represents around one in five people employed in our 
country. 
 
No matter how you look at it, the New Zealand food, beverage and grocery sector makes a 
substantial contribution to the New Zealand domestic economy, to our exports and to the 
general economic well-being of the country. 
 
The Forum’s Request for Submissions 
 
FGC understands that the Ministerial Forum has been established to consider the 
effectiveness of further restrictions on alcohol advertising and sponsorship to reduce alcohol-
related harm. The Forum is then to advise the Ministers for Justice and Health on whether 
further restrictions on alcohol advertising are desirable. 
 
We note that the Sale and Supply of Alcohol Act 2012 did several things in relation to promoting 
the responsible sale, supply and consumption of alcohol and to minimise alcohol-related harm. 
This included expanding existing offence provisions relating to the promotion and 
advertisement of alcohol in several areas. These relate to type of advertisement (such as not 
to be aimed at or have special appeal to minors) and offer goods or services on condition 
alcohol is bought. 
 
Overarching Comments 
 
The NZFGC is strongly supportive of encouraging healthy lifestyles and reducing harm in the 
community.  
 
The NZFGC supports all current laws and regulations relating to the sale, supply and 
consumption of alcohol noting that these laws and regulations are extensive and have recently 
been updated and expanded with the enactment of the Sale and Supply of Alcohol Act 2012. 
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This last Act has been in operation in New Zealand for just over 12 months. The New Zealand 
government through the work of the Health Promotion Agency uses an alcohol levy very 
effectively as the primary means for funding alcohol related health messaging in order to 
minimise the harm of alcohol consumption.  
 
NZFGC considers that the measures currently in place, particularly following the recent 
tightening of New Zealand laws and their enforcement, address the need to reduce 
alcohol-related harm and that additional restrictions to advertising and/or sponsorship would 
not significantly reduce alcohol-related harm. 
 
Specific Comments  
 
The Law Commission report, Alcohol in our lives: Curbing the harm (2010) made 
recommendations that related to updating and expanding offences relating to the promotion 
and supply of alcohol. These have in large part been reflected in the Sale and Supply of Alcohol 
Act 2012. They have been in operation for just over 12 months and in that time there has, as 
well, been new advertisements developed and placed in the media by the Health Promotion 
Agency (the most recent airing on national television in April 2014). 
 
The Law Commission proposed a third stage of actions which would comprise the introduction 
of measures aimed at restricting the promotion of alcohol, including sponsorship, in all media. 
Under these measures, the Law Commission envisaged that no alcohol advertising would be 
allowed in any media other than advertising that communicates objective product information 
including the characteristics of the beverage, the manner of its production and price.  
 
We note that the Forum’s stated focus is on receiving new evidence and expert advice 
particularly in relation to what has changed in the last four years since the alcohol law reform 
work was completed. 
 
While advertising allows competition between brands and assists consumers choose between 
one brand and another, we have seen no evidence that such activity increases volumes 
consumed. The most recent analysis (19 March 2014) of the amount spent of alcohol 
advertising and the consumption of alcohol shows there is no correlation between the two.  
 
The Foundation for Advertising Research has been tracking adspend on alcohol (Nielsen) and 
per capita consumption of alcohol of persons 15+ (New Zealand Statistics) for 27 years. The 
adspend has been inflation adjusted over that period to better reflect the actual volume of 
advertising and recorded the fluctuating market shares of the competing media. The most 
significant conclusion from this most recent analysis is that over the past 27 years both 
adspend and consumption have varied widely but independently of each other. For example, 
the year of the highest adspend over that period (1998) recorded the lowest consumption.  
A copy of the Foundation’s graph on the next page clearly reflects this. 
 
This evidence shows that changes on advertising spend that might result from restrictions 
would have no impact on alcohol consumption. It is also worth noting that a prohibition on 
advertising alcohol on broadcast media was in place until 1992 and had no impact on 
minimising overall consumption which continued to decline beyond 1992. 
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Complaints about advertising are considered by the Advertising Standards Authority ASA). 
The founding agreement between the Government and the self-regulatory ASA included 
specific provisions regarding alcohol advertising. A requirement of the agreement is that the 
ASA conducts regular reviews of the Alcohol Code by an independent panel that includes 
Government health representatives. Key provisions are liaison and reporting to Government 
on a regular basis.  
 
To ensure effective regulatory measures, an ASA Code for the Advertising and Promotion of 
Alcohol was developed at the outset. The Code was comprehensive in its scope, and included 
packaging, point of sale material, branded merchandise, sampling, user-generated content 
and sponsorship. The Code contained a prohibition on advertising before 8.30pm for both 
Free-To-Air and Pay TV. All media were signatories to the ASA Code thus ensuring 
compliance. In 2009, the ASA published a new Code: Code for the Naming, Labelling, 
Packaging and Promotion of Liquor. The purpose of this Code is “to ensure that liquor naming, 
labelling, packaging and promotions will be conducted in a manner that is not inconsistent with 
the need for responsibility, moderation, minimisation of harm, and minimisation of appeal and 
exposure to minors”.  
 
Complaints can be made to the ASA where they are heard by an independent panel. 
Appointments to the panel are made pursuant to procedures in the 1993 agreement. This 
involves conferring with Government Ministers. 
 
The ASA system has been extremely effective in ensuring regulatory standards are met and 
voluntarily imposed restrictions are adhered to. It’s a prime example of how self regulation can 
be a success. The establishment of the ASA was part of removing red tape in the early 1990s 
and is a model that has operated effectively for over two decades. 
 
We disagreed with the Law Commission Report that reflected on the current ASA system as 
being “inherently unlikely that a self-regulatory regime will result in sufficient restrictions of 
either advertising content or placement to achieve the government’s stated goals” (p335 
Alcohol in our lives: Curbing the harm). In FGC’s view this was a preconceived view that was 
not supported by evidence. NZFGC believes that the success of advertising self-regulation in 
New Zealand is a model for other countries to emulate. 
 



5 
 

 

The Law Commission Report also critiques the complaints process, codes generally and the 
New Zealand Code in particular. NZFGC suggests that concerns about the interpretation of 
the ASA Code might be raised with the ASA where evidence of diversion is available. As with 
legislative requirements, interpretation can and does often identify areas where improvement 
can be made.  
 
In relation to sponsorship, our comments are the same as those for advertising. The ASA Code 
dictates the approach that must be taken. Sponsorship is a vital part of community fabric from 
whatever the source and further restrictions on alcohol related sponsorship could well have 
unintended consequences on efforts to ‘get the community moving’ and address the imbalance 
of energy consumption and health. 
 
In addition to the over $50 million contributed by the alcohol industry to the Health Promotion 
Agency (and previous incarnation ALAC) to communicate responsible drinking to the New 
Zealand public in the last 5 years, the alcohol industry launched its !Cheers! programme in 
2013. This has been to particularly focus on educating the public about standard drinks. Over 
this same period, the alcohol manufacturing industry in New Zealand has been implementing 
voluntary advisory information on alcohol of the importance of avoiding alcohol when pregnant. 
The Ministry for Primary Industries is currently assessing the extent of this uptake. 
 
Conclusion 
 
In summary, the NZFGC believes the measures put in place by the Sale and Supply of Alcohol 
Act 2012 coupled with the existing ASA Code for the Naming, Labelling, Packaging and 
Promotion of Liquor, the activities of the Health Promotion Agency and initiatives by the alcohol 
industry to alert the public to responsible alcohol consumption all ensure that there is a socially 
responsible and effective approach to communicating responsible drinking in the New Zealand 
community and that no further legislative measures are necessary. 
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individual (rather than representing an organisation), your personal details will be removed from 
the submission !f you check the following boxes: 

X I do not give permission for my personal details to be released under the Official 
Information Act 1982. 

X I do not give permission for my name to be listed in the published summary of 
submissions. 
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Ministerial Forum on Alcohol Advertising and Sponsorship 

Background 

New Zealand Football (NZF) wishes 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 

New Zealand Football's submission relates to advertising and sponsorship in sport. 

NZF encourages efforts to promote responsible drinking and tackle the issue of binge drinking especially 
among young peop1e in New Zealand and supports the appropriate regulation of the sale, ·supply and 
consumption of alcohol. 

In addressing question 2 of 'Questions to guide your submission', NZF·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 rigths of the wider football 
community, which includes 371clubs and 7 regional federations. 

At a grassroots level sponsorship by alcohol brands provides valuable funding through local community 
bars, restaurants or clubs. This in turn allows those organisations to provide services and support back to 
the communities they are located in. 

NZF 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'. 

National and international events 

NZF recognises New Zealanders have always enjoyed a drink when. watching or attending football and 
many other sports. Providing a safe and responsible environment for alcohol consumption is a priority and 
we work closely with stadium partners to provide a wider degree of beverage and food choice, while also 
adhering to strict licensing laws. 



Community Football 

Clubs fulfilling the needs of communities is a key priority for NZF. In many New Zealand towns and cities, 
football clubs are social cornerstones of the community, providing sport and socialisation for young and 
old. Commercially strong and community-centric clubs are fundamental to keeping the game and the local 
community connected and fulfilling the needs of those involved. 

NZF would be gravely concerned should any proposed changes affect the viability of these clubs by 
stripping them ofadditional investment. 

Opportunities for positive messaging 

Elite athletes, including football 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. 

International experience 

NZF is aware of a small number of international examples where advertising and sponsorship restrictions 
have been put in place in relation to alcohol in a sporting environment, however we have seen no evidence 
that such restrictions have had the desired effect of reducing problem drinking, but instead pu~ significant 
costs onto the tax payer to replace the funding stream. 

Conclusion 

In conclusion, football provides significant benefits to New Zealand on an international and community 
level. NZF 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, NZF welcomes solutions that target and address 
the particular harms caused by alcohol in society. 

Yours sincerely, 

New Zealand Football 
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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: Kenny Halliday (National Community Golf Manager) 

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

New Zealand Golf Inc. 

Address/email: kenny.halliday@nzgolf.org.nz 

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

New Zealand Golf is the governing body for golf in New Zealand and is responsible 

for fostering and developing the game.  We provide a wide range of services 

associated with growing and supporting the game including the national 

handicapping system, building golf sector capability, managing the New Zealand 

Golf representative teams, delivering 20 elite golf tournaments and much more. 

The success of the industry as a whole is now a priority and we continue to nurture 

our relationships within the game. 

Value of Golf:  ‘Golf Provides Unique And Lifelong Enrichment’ 

Vision: ‘Golf is New Zealand’s Favourite Pastime’ 

Mission: ‘To Grow The Love Of Golf’ 

 

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       No 

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

Portions of New Zealand society have issues with their behaviour relating to alcohol.  Sport and sport clubs are a 
reflection of their community and therefore society.  Consequently, some people are likely to have issues regarding 
their relationship with alcohol inside and outside the sports club environment. 
 
However, it is extremely short sighted to regulate all sport and all sport clubs without further sport specific research.  
There cannot be an assumption that an issue exists or that golf clubs share the same issues as league clubs, football 
clubs or netball clubs.  Much like society, there are also lot of people who display very healthy behaviours and these 
people are also members of sports clubs. 
 
Additionally, a high number of golf clubs are feeling the pressure of the struggling economy and are faced with 
difficult financial challenges. Sport clubs provide substantial social capital directly to their community. Further 
regulation of alcohol advertising in golf clubs means they are likely to face reduced revenue and increased 
compliance costs.  Consequently this reduces impact within their community and could potentially increase 
undesirable behaviours within those communities. 
 
Therefore decisions on further regulations must be based on solid research in order to ensure that any assumed 
benefits are not offset by reductions in the clubs ability to deliver their sport and therefore the social cohesion they 
provide. 

 

 

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 3 

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

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

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

Explain your reasons. 

 

1) Currently, there is insufficient research to suggest a direct correlation between sport clubs and harmful alcohol behaviours. 
 
SPARC – Alcohol and Sport: What Is The Nature Of The Relationship And Is There A Problem August 2010 
 

 “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 NZ Society in  
general.” 

  “In the ten year period 2000 – 2010 there have been just 14 enforcement actions by the Liquor Licensing Authority against sports  
clubs in relation to the total of 1107.” The equivalent of 1.26% 

 
2) This forum has noted they wish to “target the key drivers of harm, with a focus on reducing heavy drinking and the impact on young  

people;” Ministerial Forum on Alcohol Advertising and Sponsorship – Terms of Reference. 

International research states that sport in isolation is not a determinant of problem alcohol use by adolescents but “sport in combination with 
other activities.”  Sports Participation and Problem Alcohol Use: A Multi-Wave National Sample of Adolescents-(MAYS D

1
, DEPADILLA L, 

THOMPSON NJ, KUSHNER HI, WINDLE M.) 2010 American Journal of Preventive Medicine.  

3) Sport clubs provide social capital, social cohesion and community health benefits 

Chapter 5 - The Economic and Social Value of Sport and Recreation to New Zealand An Overview October 2011.  
 

 “There is international evidence… that participants in sport and recreation are on average more productive in employment and enjoy  
better health outcomes.” 

 “A recent Australian study estimates that the overall average labour productivity loss caused by physical inactivity corresponds to a  
direct loss of 1.8 working days per worker per year. Assuming 240 working days per annum, this implies that the work productivity of a 
physically inactive person is 0.75 per cent lower than that of a physically active person. The 2007/08 Active New Zealand Survey 
reports that 20 per cent of the adult population are counted as physically active because of their participation in sport and recreation. 
if 20 per cent of the New Zealand labour force had been less productive by 0.75 per cent because they were inactive rather than 
actively engaged in sport and recreation, then the overall loss to GDP in 2008/09 would have been $281 million.” 

 “Keeping New Zealanders active through sport and recreation helps prevent more than 1,126 premature deaths per year” 

 “It makes us healthier and more productive (that’s worth $1b a year)” 

 
4) Clubs are struggling financially  
 
Facing Up To The Critical Financial Issues Facing Grass Roots Sport Clubs – Dr Carolyn Cordery 
 

 “42% of golf clubs reported declining revenue”  

 “50% of clubs have declining membership” 

 “Low diversification of revenue is an indicator of poor financial conditions” – removing another stream will leave clubs in a critical  
condition 

 “Growing casualisation of sport … and increasing costs lead to poor financial conditions” 
 
Cash, Sinkholes and Sources – How are Community Sport and Recreation Organisations Funded and What are the Implications for Their Future 

Viability? 
 

 “Financial vulnerability is a very real issue in all sports.” 

 “A number of clubs are technically insolvent.”  
 
SPARC – Alcohol and Sport: What Is The Nature Of The Relationship And Is There A Problem August 2010 
 

 Ability to advertise will directly affect the sale of alcohol. The  sale of alcohol is a key source of revenue for many licenced clubs – “17 %  
or 324 of golf clubs licensed to sell” 

 “Among the licensed sports clubs surveyed, it is estimated that, on average, around 34% of clubs income is received from the sale of  
alcohol.” 

 
Summary 

 

 There is insufficient evidence to directly correlate sport or sports clubs to harmful alcohol behaviour  

 Not all sports or sport clubs represent the same portions of society 

 Sport clubs provide a considerable amount of social capital 

 Golf clubs are facing tough financial times 

 Further regulation is likely to reduce income and increase compliance costs 

 The likely flow on effect of this is a reduced capacity (or complete inability) of clubs to deliver their sport 

 This will in turn reduce the positive social impact our clubs have on their community 

http://www.ncbi.nlm.nih.gov/pubmed?term=Mays%20D%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Depadilla%20L%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Thompson%20NJ%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Kushner%20HI%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Windle%20M%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
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No. 

 

As noted above, there is insufficient evidence to assume; 

 

 Any direct correlation between harmful alcohol behaviour and sport 

 All sports and their clubs present the same type of alcohol behaviours 

 

 

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. 

 
Portions of New Zealand society have issues with their behaviour relating to alcohol.  Sport and sport clubs are a 
reflection of their community and therefore society.  Consequently, some people are likely to have issues regarding 
their relationship with alcohol inside and outside the sports club environment. 
 
However, it is extremely short sighted to regulate all sport and all sport clubs without further sport specific research.  
There cannot be an assumption that an issue exists or that golf clubs share the same issues as league clubs, football 
clubs or netball clubs.  Much like society, there are also lot of people who display very healthy behaviours and these 
people are also members of sports clubs. 
 
Additionally, a high number of golf clubs are feeling the pressure of the struggling economy and are faced with 
difficult financial challenges. Sport clubs provide substantial social capital directly to their community. Further 
regulation of alcohol advertising in golf clubs means they are likely to face reduced revenue and increased 
compliance costs.  Consequently this reduces impact within their community and could potentially increase 
undesirable behaviours within those communities. 
 
Therefore decisions on further regulations must be based on solid research in order to ensure that any assumed 
benefits are not offset by reductions in the clubs ability to deliver their sport and therefore the social cohesion they 
provide. 
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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. 

 
 

 
5) Currently, there is insufficient research to suggest a direct correlation between sport clubs and harmful alcohol behaviours. 
 
SPARC – Alcohol and Sport: What Is The Nature Of The Relationship And Is There A Problem August 2010 
 

 “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 NZ Society in  
general.” 

 “In the ten year period 2000 – 2010 there have been just 14 enforcement actions by the Liquor Licensing Authority against sports  
clubs in relation to the total of 1107.” The equivalent of 1.26% 

 
6) This forum has noted they wish to “target the key drivers of harm, with a focus on reducing heavy drinking and the impact on young  

people;” Ministerial Forum on Alcohol Advertising and Sponsorship – Terms of Reference. 

International research states that sport in isolation is not a determinant of problem alcohol use by adolescents but “sport in combination with 
other activities.”  Sports Participation and Problem Alcohol Use: A Multi-Wave National Sample of Adolescents-(MAYS D

1
, DEPADILLA L, 

THOMPSON NJ, KUSHNER HI, WINDLE M.) 2010 American Journal of Preventive Medicine.  

7) Sport clubs provide social capital, social cohesion and community health benefits 

Chapter 5 - The Economic and Social Value of Sport and Recreation to New Zealand An Overview October 2011.  
 

 “There is international evidence… that participants in sport and recreation are on average more productive in employment and enjoy  
better health outcomes.” 

  “A recent Australian study estimates that the overall average labour productivity loss caused by physical inactivity corresponds to a  
direct loss of 1.8 working days per worker per year. Assuming 240 working days per annum, this implies that the work productivity of a 
physically inactive person is 0.75 per cent lower than that of a physically active person. The 2007/08 Active New Zealand Survey 
reports that 20 per cent of the adult population are counted as physically active because of their participation in sport and recreation. 
if 20 per cent of the New Zealand labour force had been less productive by 0.75 per cent because they were inactive rather than 
actively engaged in sport and recreation, then the overall loss to GDP in 2008/09 would have been $281 million.” 

  “Keeping New Zealanders active through sport and recreation helps prevent more than 1,126 premature deaths per year” 

  “It makes us healthier and more productive (that’s worth $1b a year)” 

 
8) Clubs are struggling financially  
 
Facing Up To The Critical Financial Issues Facing Grass Roots Sport Clubs – Dr Carolyn Cordery 
 

 “42% of golf clubs reported declining revenue”  

 “50% of clubs have declining membership” 

 “Low diversification of revenue is an indicator of poor financial conditions” – removing another stream will leave clubs in a critical  
condition 

 “Growing casualisation of sport … and increasing costs lead to poor financial conditions” 
 
Cash, Sinkholes and Sources – How are Community Sport and Recreation Organisations Funded and What are the Implications for Their Future 

Viability? 
 

 “Financial vulnerability is a very real issue in all sports.” 

 “A number of clubs are technically insolvent.”  
 
SPARC – Alcohol and Sport: What Is The Nature Of The Relationship And Is There A Problem August 2010 
 

 Ability to advertise will directly affect the sale of alcohol. The  sale of alcohol is a key source of revenue for many licenced clubs – “17 %  
or 324 of golf clubs licensed to sell” 

 “Among the licensed sports clubs surveyed, it is estimated that, on average, around 34% of clubs income is received from the sale of  
alcohol.” 

 
Summary 

 

 There is insufficient evidence to directly correlate sport or sports clubs to harmful alcohol behaviour  

 Not all sports or sport clubs represent the same portions of society 

 Sport clubs provide a considerable amount of social capital 

 Golf clubs are facing tough financial times 

 Further regulation is likely to reduce income and increase compliance costs 

 The likely flow on effect of this is a reduced capacity (or complete inability) of clubs to deliver their sport 

 This will in turn reduce the positive social impact our clubs have on their community 

http://www.ncbi.nlm.nih.gov/pubmed?term=Mays%20D%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Depadilla%20L%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Thompson%20NJ%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Kushner%20HI%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
http://www.ncbi.nlm.nih.gov/pubmed?term=Windle%20M%5BAuthor%5D&cauthor=true&cauthor_uid=20409498
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

No. 

 

As noted above, there is insufficient evidence to assume; 

 

 Any direct correlation between harmful alcohol behaviour and sport 

 All sports and their clubs present the same type of alcohol behaviours 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 
Initially, specific research is required to draw a direct correlation between sport and the perceived issues to give a 

reasonable platform for change.  Following this, a rigorous investigation in to the financial impact and subsequent 

social impact on communities must be completed.  

 

If subsequent restrictions are suggested, there must be sport specific evidence acquired so that sports clubs are not 

unfairly targeted due to a “lowest common denominator” approach.  Much like the differing ACC levies in relation to 

higher risk industries, it is only fair to treat each sport on its merits.  
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11. How would these proposed restrictions work in practice to reduce alcohol-related harm 

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

 

N/A 

 

 

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

 

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

 

N/A 

 

 

14. Why should these other interventions be considered?  

 

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

be done?  

 
Initially, specific research is required to draw a direct correlation between sport and the perceived issues to give a 

reasonable platform for change.  Following this, a rigorous investigation in to the financial impact and subsequent 

social impact on communities must be completed.  

 

If subsequent restrictions are suggested, there must be sport specific evidence acquired so that sports clubs are not 

unfairly targeted due to a “lowest common denominator” approach. Much like the differing ACC levies in relation to 

higher risk industries, it is only fair to treat each sport on its merits.  

 

 

 

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

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

 

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

 

N/A 

 

 

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

 

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

 

N/A 

 

 

Impacts of proposals  

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

 

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

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

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

and young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

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

populations. 

 

N/A 

 

 

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

 

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

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

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

young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

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

populations. 

 

N/A 

 

 

Ongoing and new challenges 

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

considering whether further restrictions on alcohol advertising are necessary to 

reduce alcohol-related harm?  

 
 There is insufficient evidence to directly correlate sport or sports clubs to harmful alcohol behaviour  

 Not all sports or sport clubs represent the same portions of society 

 Sport clubs provide a considerable amount of social capital 

 Golf clubs are facing tough financial times 

 Further regulation is likely to reduce income and increase compliance costs 

 The likely flow on effect of this is a reduced capacity (or complete inability) of clubs to deliver their sport 

 This will in turn reduce the positive social impact clubs have on their community 
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25. What action, if any, could be taken to address these matters? 

 
Initially, specific research is required to draw a direct correlation between sport and the perceived issues to give a 

reasonable platform for change.  Following this, a rigorous investigation in to the financial impact and subsequent 

social impact on communities must be completed.  

 

If subsequent restrictions are suggested, there must be sport specific evidence acquired so that sports clubs are not 

unfairly targeted due to a “lowest common denominator” approach. Much like the differing ACC levies in relation to 

higher risk industries, it is only fair to treat each sport on its merits.  

 

 

 

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?  

 
 There is insufficient evidence to directly correlate sport or sports clubs to harmful alcohol behaviour  

 Not all sports or sport clubs represent the same portions of society 

 Sport clubs provide a considerable amount of social capital 

 Golf clubs are facing tough financial times 

 Further regulation is likely to reduce income and increase compliance costs 

 The likely flow on effect of this is a reduced capacity (or complete inability) of clubs to deliver their sport 

 This will in turn reduce the positive social impact clubs have on their community 
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27. What action, if any, could be taken to address these matters? 

 
Initially, specific research is required to draw a direct correlation between sport and the perceived issues to give a 

reasonable platform for change.  Following this, a rigorous investigation in to the financial impact and subsequent 

social impact on communities must be completed.  

 

If subsequent restrictions are suggested, there must be sport specific evidence acquired so that sports clubs are not 

unfairly targeted due to a “lowest common denominator” approach. Much like the differing ACC levies in relation to 

higher risk industries, it is only fair to treat each sport on its merits.  

 

 

 

Other comments 

28. Do you have any other comments? 

 
Alcohol advertising and sponsorship play a vital role in the success of golf clubs throughout New Zealand.  These key 
partnerships enable our clubs to deliver their sport more effectively and have a positive community impact.  
Currently, clubs are in a pivotal stage of change where diversification of revenue is a key driver for the long term 
sustainability of the sport.  It is the belief of New Zealand Golf Inc. that restrictions to alcohol advertising and 
sponsorship rights are likely to result in reduced revenue and or/increased compliance costs for our clubs.  
Subsequently, this will put substantial financial pressure on the clubs having implications for the delivery of activities 
to their community.  
 
It is likely that the positive impact our clubs have as a community hub will be significantly reduced lowering the social 
capital we know is associated to sport.  
 

It is the strong opinion of New Zealand Golf Inc. that further research is required regarding the correlations between 

sport and harmful alcohol behaviour to further understand the issue before attempting to regulate advertising and 

sponsorship.  A ‘one size fits all’ approach is not encouraged.  Restrictions on advertising and sponsorship of alcohol 

should not be considered ahead of targeted programmes or approaches by sports clubs to reduce problem 

behaviours related to alcohol. 

 

 

 

 



Making a subinission 
Submissions close on Monday 28 April 2014 at spm. 

• 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 Mark Peterson, Chair, NZMA 

If this submission is made on behalf New Zealand Medical Association 
of an organisation, please name that 

_o_~_a_n_is_a_tio_n_h_e_re_: __________ __J ________________________________________________ __ 
Address/email: j nzma@nzma.org.nz 

Please provide a brief description of I The NZMA is the country's largest voluntary pan-professional medical 
your organisation (if applicable}: 1 organisation with approximately 5,000 members. Our members come from 

. all disciplines within the medical profession and include general 
I practitioners, doctors-in-training, specialists, and medical students. 

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 \-vill be removed from 
the submission if you check the following boxes: 

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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28 April 2014 

Nick Goodwin 
Secretariat for Ministerial Forum on Alcohol Advertising & Sponsorship 
Ministry of Health 
PO Box 5013 
Wellington 6145 

By email: alcoholadvertisingforum@moh.govt.nz 

Ministerial Forum on Alcohol Advertising and Sponsorship 

"Generally, there is a dose-response relationship between young people's exposure to 
alcohol marketing and the likelihood that they will start to drink or drink more. The greater 
the exposure, the greater the impact. The evidence thus suggests that limiting the kind and 
amount of alcohol marketing would reduce drinking initiation and heavy drinking among 
young people"- WH0 1 

Dear Nick 

The New Zealand Medical Association (NZMA) welcomes the opportunity to make a 
submission to the Ministerial Forum on Alcohol Advertising and Sponsorship. 

The NZMA is the country's largest voluntary pan-professional medical organisation with 
approximately 5,000 members. Our members come from all disciplines within the medical 
profession and include general practitioners, doctors-in-training, specialists, and medical 
students. The NZMA aims to provide leadership of the medical profession, and promote 
professional unity and values, and the health ofNew Zealanders. 

The NZMA has previously submitted on the 2010 Law Commission report 'Alcohol in our 
Lives: Curbing the Harm' and on the Alcohol Reform Bill, and has conveyed our support for 
further restrictions on alcohol advertising and sponsorship to reduce alcohol-related harms. 

1 World Health Organization (WHO). Evidence for the effectiveness and cost-effectiveness of interventions to reduce 
alcohol-related harm. 2009. WHO Regional Office for Europe: Copenhagen. Available from 
http://www.euro.who.int/ data/assets/pdf file/0020/43319/E92823.pdf 

--------------------------------~Jir- Doctors in health 

Level13, Greenock House. 39 The Terrace. PO Box 156, Wellington 6140 I Tel: (04) 472 4741 I Fax: (04) 471 0838 I Email: nzma@nzma.org.nz I www.nzma.org.nz 



We were disappointed that, with the exception of new provisions limiting promotions, the. 
recent reform process did not include the further measures that were recommended by the 
Law Commission to reduce exposure to alcohol advertising, particularly for young people. 
Instead, we note that the approach taken was to 'monitor the research around alcohol 
advertising and sponsorship and to periodically undertake further reviews'. 

While the relationship between alcohol marketing and consumption is complex, there is 
compelling evidence from several systematic reviews of longitudinal studies that alcohol 
marketing has a powerful effect on young people.2 Alcohol marketing has been found to 
influence the age at which drinking commences, the volume and frequency of drinking, and 
alcohol-related beliefs and attitudes. Further, these effects have been found to be cumulative, 
becoming more pronounced as the volume of advertising and promotions increases. The 
NZMA contends that if we are to change New Zealand's drinking culture, then we need to 
address the environment in which our young people are continually bombarded by 
sophisticated marketing messages that blatantly associate alcohol with social, sporting and 
sexual success. 

While the Ministerial Forum has specifically requested evidence available post-2010 to guide 
its deliberations, we believe that the evidence base prior to 2010 is more than sufficient to 
support greater restrictions on alcohol marketing, particularly to toung people. Recently 
published research generally appears to confirm earlier findings. Our counterpart associations 
in Australia and the United Kingdom- the Australian Medical Association and the British 
Medical Association- have both called for greater restrictions on alcohol marketing, 
including sponsorships, as well as a shift away from self-regulation towards independent 
statutory regulation of alcohol advertising.4 

The NZMA reiterates its previous position in support of a ban on all alcohol advertising on 
television or radio before I O:OOpm. However, we recognise that much advertising now occurs 
via social media and other digital platforms. Accordingly, we suggest that clear and 
transparent rules around the content of alcohol advertisements be developed and applied to all 
media, including digital media. We submit that the restrictions recommended by the Law 
Commission- advertising that communicates objective product information only, including 
the characteristics of the beverage, the manner of its production and price - be adopted. We 
also believe that restrictions on the content and quantity of alcohol advertising need to be 
supported by statutory regulation rather than self-regulation, which we consider has been 
largely ineffective. 

2 Anderson P, et al. Impact of alcohol advertising and media exposure on adolescent alcohol use: a systematic review of 
longitudinal studies. Alcohol Alcohol. 2009 May-Jun;44(3):229-43; Smith LA & Foxcroft DR. The effect of alcohol 
advertising, marketing and portrayal on drinking behaviour in young people: systematic review of prospective cohort 
studies. BMC Public Health. 2009 Feb 6;9:51; Booth A, et al. Independent review of the effects of alcohol pricing and 
promotion. Part A: systematic reviews. 2008. School of Health and Related Research: Sheffield. Available from 
http://www.shef.ac.uk/polopoly fs/1.95617!/file/PartA.pdf 
3 Grenard JL et al. Exposure to alcohol advertisements and teenage alcohol-related problems. Pediatrics. 2013 
Feb;l31(2):e369-79; Jones SC & Magee CA. Exposure to alcohol advertising and alcohol consumption among Australian 
adolescents. Alcohol Alcohol. 2011 Sep-Oct;46(5):630-7; Line, et al. Engagement with alcohol marketing and early brand 
allegiance in relation to early years of drinking. Addict Res Theory 2012; 20(4):329-38 
4 British Medical Association. Under the influence: the damaging effect of alcohol marketing on young people. September 
2009. Available from http://www.alcohollearningcentre.org.uk/_library/undertheinfluence_tcm41-1900621.pdf; 
Australian Medical Association. Alcohol marketing and young people: time for a new policy agenda. 2012. Available from 
https://ama.com.au/system/files/alcohol marketing young people.pdf 



The NZMA takes the view that there should be an end to alcohol sponsorship of sporting and 
youth cultural events. Ending alcohol sponsorship of our sporting icons is particularly 
important if we are to see a shift in the culture of drinking in New Zealand. Sponsorship of 
concerts, DJs, musicians and free music festivals target young drinkers in ways that are 
relatively invisible to older segments of the population. New Zealand research shows that 
alcohol brand images and lifestyle marketing are providing young people with 
commercialised identities to take up, along with the alcoholic products.5 

The transition away from dependency on alcohol sponsorship could be a gradual one that is 
done in an incremental manner. We suggest that a proportion of the revenue from the tax from 
alcohol could be used towards sponsorship until alternative sponsors can be found. We 
believe that there are important lessons to be learned from the cessation of tobacco 
sponsorship. Contrary to predictions at the time, the Benson and Hedges Cricket series and 
the Rothmans rally did not collapse following the ending of tobacco sponsorship. Given the 
popularity of the All Blacks, it is difficult to envisage a scenario in which a replacement 
sponsor to the well known alcohol brand that sponsors the team could not be found. 

We are also aware that the marketing of alcohol is increasing transnational in nature, 
particularly with the shift to online content. The infrastructure which supports and allows 
alcohol marketing is global in nature and requires a global response.6 Accordingly, the NZMA 
supports calls by the World Medical Association for the consideration of a Framework 
Convention on Alcohol that would facilitate a more effective global response to reducing 
alcohol harms.7 Finally, we reiterate that greater restrictions on the marketing of alcohol are 
just one of several measures that are necessary to reduce the harms from alcohol. Among the 
key other measures that we would like to see is an end to the availability of extremely cheap 
alcohol, often sold as ready-to-drink products, ideally by way of taxation and/or a minimum 
pricing scheme. 

We hope our feedback to the Ministerial Forum on Alcohol Advertising and Sponsorship is 
helpful and look forward to learning of the outcomes arising from this round of consultations. 

Yours sincerely 

5 McCreanor T, et al. Consuming identities: Alcohol marketing and the commodification of youth experience. Add Res 
Theory 2005;13(6):579-90 
6 Casswell S. Current status of alcohol marketing policy- an urgent challenge for global governance. Addiction 
2012;107:478-85 
7 WMA Statement on Reducing the Global Impact of Alcohol on Health and Society. Available from 
http://www.wma.net/en/30publications/10policies/a22/ 
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About the New Zealand Nurses Organisation  
                                                                                                                                           
NZNO is the leading professional nursing association and union for 
nurses in Aotearoa New Zealand.  NZNO represents over 46,000 nurses, 
midwives, students, kaimahi hauora and health workers on professional 
and employment related matters.  NZNO is affiliated to the International 
Council of Nurses and the New Zealand Council of Trade Unions. 
 
NZNO promotes and advocates for professional excellence in nursing by 
providing leadership, research and education to inspire and progress the 
profession of nursing.  NZNO represents members on employment and 
industrial matters and negotiates collective employment agreements.  
 
NZNO embraces Te Tiriti o Waitangi and contributes to the improvement 
of the health status and outcomes of all peoples of Aotearoa New 
Zealand through influencing health, employment and social policy 
development enabling quality nursing care provision.   NZNO’s vision is 
Freed to care, Proud to nurse.                                               
 

 

EXECUTIVE SUMMARY 

1. The New Zealand Nurses Organisation (NZNO) welcomes the 
opportunity to make a submission to the Ministerial  
Forum on Alcohol Advertising and Sponsorship.   

2. This submission is informed by the comprehensive body of evidence 
and feedback from our members, who are expert and experienced in 
dealing with health harm from alcohol, underpinning previous  
submissions on alcohol law reform. 

3. NZNO has consistently advocated for strict controls on advertising and 
sponsorship of alcohol, particularly to protect young people, and 
reduce the costs of preventable physical, mental and social harm from 
the misuse of alcohol.  

4. We believe the health benefits of alcohol have been overstated and 
that the health risks, particularly with cancer have been understated.  

5. NZNO was disappointed with the weak legislative response to the New 
Zealand  Law Commission's recommendations in its review "Alcohol in 
Our Lives - Curbing the harm (2010) and the continued vacillation and 
reluctance to implement effective regulation for the safe use alcohol.  

6.  We challenge the forum to ensure the government delivers on its 
commitment to evidence-based policy, protecting vulnerable children, 
and enabling communities to exercise some control over the 
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environment in which they and their whānau live, by supporting the 
recommendations discussed below.   

7. This submission will be publicly available on NZNO's website and we 
have no objection to it being made available.  

 DISCUSSION 

8. There is overwhelming  evidence that exposure of young people to 
alcohol marketing speeds up the onset of drinking and increases the 
amount consumed by those already drinking.   

9. The New Zealand Law Commission, having considered research 
linking the advertising of alcohol and increased alcohol consumption by 
young people, and having heard the views of a large number of New 
Zealanders, concluded that  greater controls are needed on 
advertising, sponsorship and other promotion of alcohol.  

10. It  recommended controls on the content of advertising, the levels of 
exposure to advertising and sponsorship messages, and inappropriate 
sales promotions, including supermarkets using cut price alcohol as a 
'loss leader' to attract customers.  

11. A self-regulatory body for alcohol advertising is inappropriate.  

12. 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. 

13. Although the first stage 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, this has not been tested. 

14. NZNO recommends that the Review Forum consider mechanisms to 
monitor the impact and effect of this legislation. 

15. 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. 

16. NZNO recommends that the Review Forum support the immediate 
implementation of Stage 2 and 3 of the Law Commission's  
recommendations on alcohol advertising and sponsorship, namely: 
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 establishing an interdepartmental committee to consider adopting 
legislated measures designed to reduce exposure, particularly of 
young people (stage 2); and  

 implementing restrictions that ensure that: 

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

• banning of images of drinkers or the depiction of a 
drinking atmosphere; 

• print advertising is allowed only with a majority 
readership over 20 years of age; and  

• n o alcohol-related sponsorship of any cultural or sports 
events or activities is allowed.  

17. In brief, this means a ban on all forms of alcohol advertising and 
sponsorship in all media, other than objective product information.  

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

19. 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”.  

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

21. We suggest much of the existing alcohol advertising and sponsorship 
activities could be limited by:    

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

 Specifying  that objective product information is acceptable; 

 Being explicit that no alcohol advertising is allowed and that 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. 

 Prohibiting New Zealand companies/individuals or promoting or 
contributing to any overseas-based promotions in New Zealand. 
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22. NZN0 supports an hypothecated tax for alcohol to address alcohol 
harm; we do not think it appropriate that excise tax from alcohol should 
be used to replace alcohol sponsorship of activities for young people.   

23. We believe that the government should sponsor healthy activities like 
sport and assist with seeking alternative funding options as alcohol 
sponsorship is phased over the next 1-2 years.   

CONCLUSION 

24. In conclusion NZNO believes that appropriate  regulation for the safe 
use of  alcohol  has been discussed and reviewed enough. The 
evidence available warrants immediate action, and there is strong 
public support for reducing the exposure of all New Zealanders to 
alcohol advertising in all of its forms.  

25. 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.   

26. In particular our children and young people need to be protected from 
the negative impacts that alcohol advertising and sponsorship have on 
their lives.   

27. 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. 

Marilyn Head 

Senior Policy Analyst 
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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: Terry Daly 

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

New Zealand Olympic Committee 

Address/email: terry@olympic.org.nz 

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

The New Zealand Olympic Committee represents both the Olympic and 
Commonwealth Games Movements in New Zealand. 

The organisation’s aim is to inspire excellence and pride in New Zealanders 
and enable New Zealand’s elite athletes to achieve on the world’s stage 

 

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       No 

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

 

The New Zealand Olympic Committee is responsible for delivering inspiration to New Zealanders. 
Celebration is a significant part of these inspirational moments. We have been delivering these moments of 
national importance for 103 years. At every moment we celebrate the success that these phenomenal New 
Zealanders have delivered to our country on the world’s biggest stage. From these celebrations we are able 
to inspire more New Zealanders to participate in sport and be the next generation of coaches, athletes and 
supporters for the New Zealand Olympic and Commonwealth teams of the future. We believe that it is the 
right of the individual to choose how they would like to celebrate and within our (New Zealand) community it 
is acceptable to have alcohol as part of that celebration. 
 
The New Zealand Olympic and Commonwealth Games Teams are proud of the relationship we have with 
our Alcohol partners (Moa Brewing Company and Mt Difficulty). It is because of these partnerships that we 
are able to host 204 nations at New Zealand House during the Olympic Games. It is because of these 
relationships that we are able to build stronger partnerships with significant members of the global 
economy. But most importantly it is because of these partnerships that we are able to interact with the 
wider New Zealand market. Our Alcohol Partners are a significant part of who we are. 
 
The New Zealand Olympic Committee is a commercially funded organisation with just 8% of our funding 
coming from the New Zealand Government.     
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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. 

 

2012 – 6800 attendees at Kiwi House London (60% NZ, 40% Rest of the world) 
2012 – 4.2 million New Zealanders watched the Summer Olympic games  
2014 – 2.6 million New Zealanders watched the Winter Olympic Games 
2012 – 154,000 people interacted with the New Zealand Olympic team through Social media 

 

 

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

Explain your reasons. 

 

This is a leading question and extremely badly worded. I do not think there is any evidence (strong or weak) 
that supports Alcohol Sponsorship causing Alcohol related harm. 
 
  

 

 

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. 

 

As per question 5. There is no evidence that Alcohol sponsorship is causing alcohol related harm. The 
actual question you are looking to answer is “how do we minimise alcohol related harm?” 
 
To answer this you are going to have to work much harder than just picking on the thing that is most visible 
(e.g. alcohol sponsorship) in the market. You are going to have to look at the many communities that make 
up New Zealand and their individual relationships with Alcohol, you are going to have to understand the 
binge culture that 6 O’clock closing (a Government initiative) created within New Zealand and you will need 
to formulate a multifaceted strategy to respond to the answers you get (by the way one of those facets I 
would suggest would be working with Alcohol companies and their sporting partners to communicate most 
effectively with the market).  
 
In short you are going to have to work much harder than producing this poorly conceived, naively thought 
out, line of questioning.    

 

 

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. 

 

I believe it is your responsibility to provide the research. But please refer to my answer to question 7. 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

Again an extremely poorly worded question. Because you have now used this structure twice you are 
skewing the data that you will receive from this “survey”.  Please refer to Question 5.  

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

Please refer to question 5.  
 
NOTE: As a research/submission document this is now worthless. You have manipulated the answers to 
this request by such an extent that it can no longer be considered viable in any way. 
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11. How would these proposed restrictions work in practice to reduce alcohol-related harm 

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

 

N/A 

 

 

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

 

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

 

N/A 

 

 

14. Why should these other interventions be considered?  

 

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

be done?  

 

N/A 

 

 

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

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

 

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

 

N/A 

 

 

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

 

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

 

N/A 

 

 

Impacts of proposals  

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

 

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

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

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

and young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

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

populations. 

 

N/A 

 

 

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

 

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

 alcohol consumption, particularly among young drinkers and heavy drinkers; 

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

young people; 

 alcohol-related harm;  

 businesses, such as the alcohol and advertising industries;  

 the recipients of alcohol sponsorship funds; and 

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

populations. 

 

N/A 

 

 

Ongoing and new challenges 

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

considering whether further restrictions on alcohol advertising are necessary to 

reduce alcohol-related harm?  

 

Please refer to Question  3, 4, 5 and specifically 7 



 Alcohol Advertising & Sponsorship Forum –Submission Form 13 

 

 

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

 

N/A 

 

 

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

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

cultural and other events) are necessary to reduce alcohol-related harm?  

 

The “forum” needs to understand the value of sponsorship, if you truly want to reduce alcohol harm work 
with the Alcohol companies and their sponsorship properties so you can engage at a meaningful, 
passionate level.  
 
While the process you have undertaken here is fundamentally floored and you have created a process that 
can only deliver a negative, fractious set of data, your challenge is to look beyond the obvious and actually 
understand the market you are trying to effect change within, then identify the organisations that have the 
strongest connection to that audience and work with (understand the definition of with) them.     
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27. What action, if any, could be taken to address these matters? 

 

      

 

 

Other comments 

28. Do you have any other comments? 

 

I have significant concerns about how you have structured the questions in this process. I feel that any 
response you receive can only be biased because of your poorly thought out and overly emotional process. 
Please find someone else who can create these systems for you. 

 

 

 



Submission to the Alcohol Advertising and Sponsorship Forum 

Contact: Althea Hanna 
Mobile:--

Email: altheahanna@adventist.org.nz 

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

Introduction 

The Seventh-day Adventist Church (the Church) is a Christian Church that has operated in 
New Zealand for over 100 years. The Church provides an extensive range of services in 
New Zealand from a number of sites and facilities. On a national basis, the Church: 

a. Has approximately 105 Church sites and 156 Church congregations throughout New 
Zealand; 

b. Operates an aged care facility; 

c. Operates 16 schools; 

d. Operates 3 camping facilities; 

e. Operates a Christian bookstore; 

f. Operates two food manufacturing factories; 

g. Operates various service organisations that support the mission of the Seventh-day 
Adventist Church; 

h. Employs in excess of 500 people, in addition to the contributions made by a very 
large number of volunteers. 

The Church has become a well known, respected and trusted religious denomination in New 
Zealand. It runs a number of enterprises and activities which benefit both its members and 
the greater community. In New Zealand Church official membership at the close of 2013 was 
recorded at approximately 12,150. 

The Church has a long history of promoting healthy living and healthy food. An example of 
this is its establishment of Sanitarium Health and Wellbeing (Sanitarium) in 1898. 
Sanitarium is proudly 100% New Zealand owned, and has developed a reputation for 
manufacturing quality health and vegetarian food products. 

The Church promotes complete abstinence from all intoxicating substances, including 
alcohol, however, we recognize that everyone has the right to exercise freedom of choice in 
these matters. 
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Unfortunately I am unable to provide an in-depth submission at this point as I am travelling to 
Cambodia as an ADRA (Adventist Development & Relief Agency) volunteer on the 27 March 
2014, returning 15 April 2014, however, I would appreciate the opportunity to provide further 
input into this process at a later stage. 

The Church supports the recommendations that the Law Commission included in the report 
on their comprehensive review of the alcohol laws in 20101

. These included: 

Stage 1: Strengthening of section 154A of the Sale of Liquor Act 1989 which makes it an 
offence to promote the excessive consumption of alcohol and extending it to other forms of 
unacceptable promotion. We note that this has been achieved through new clauses in the 
Sale and Supply of Alcohol Act 2012. 

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 to 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 urge the Ministerial Forum to take action on those recommendations above that have not 
been implemented yet as recommended by the Law Commission. 

The Law Commission's report included substantial evidence for why these changes are 
required. We believe that the research findings between 2010 and 2014 have further 
strengthened the urgency for restrictions on alcohol advertising and sponsorship. These 
include, but are not limited to: 

In 2013, researchers at the University of Western Australia demonstrated for the first time 
that children are likely to be subconsciously absorbing sports sponsorship messages. More 
than 160 children aged from 5-12 years of age were invited to take 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. They concluded that 'while 
sponsors may argue that they are not unintentionally targeting children, it is clear their efforts 
are producing this 'unintended' consequence and that as a result they should come under 
closer scrutiny2. 

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. 
2 University of Western Australia (2013). Study proves kids influenced by ads. Accessed from 
http://sciencealert.com.au/news/20132101-23978.html?utm source=ADF+Master+Li ... on 24/01/2013. 



• Research published in the online journal BMJ Open, found that young teenagers who 
watch a lot of movies featuring alcohol are twice as likely to start drinking, compared 
to peers who watch relatively few such films. The study also showed that these 
teenagers were significantly more likely to progress to binge drinking3

. 

Sponsorship 

• A commentary published in a 2011 edition of Addiction journal discussed the 
complex relationship between sport participation and substance use in young 
people4

· The author cited that the majority of research in young people showed that 
participation in sport, if not exercise, is associated with lower use of cigarettes, 
marijuana and other illicit substances, but greater use of alcohol, particularly in team 
sports. They went on to discuss that the majority of alcohol industry advertising and 
sponsorship is in sports advertising and, because sport is typically charged with 
strong emotional valence and social identification that is not present in other 
activities, products presented within sporting contexts are more likely to be liked and 
chosen. 

• Studies that have examined exposure to direct alcohol industry sponsorship and 
drinking in sports participants show more hazardous drinking in those receiving 
alcohol sponsorship5

. 

Social Media 

The increased popularity and ability of technology platforms such as the internet and social 
media has changed the landscape for alcohol marketing in recent years. Global alcohol 
companies have responded to the rise of social media by repositioning their marketing focus 
and are now channelling most of their marketing spends into this platform. In January 2011, 
Bacardi announced it would shift up to 90% of its digital spend to Facebook as it no longer 
deems dotcom sites relevant. Alcohol companies are also now partnering with social media 
companies with Diageo engaging in a multi-million dollar partnership with Facebook. By 
September 2011, alcohol brands had the third highest consumer 'engagement rate' on 
Facebook after automobiles and retail. By 2012 indications were that Alcohol had the highest 
industry engagement rate overtaking industries such as automotive, FMCG, airlines, finance 
and electronics6

. 

New Zealand research has shown that alcohol is a key component of University student's 
identity on Facebook7

. It also suggests that alcohol brands are embedded within everyday 
Facebook practices and act like 'friend' relationships. Research carried out in Thailand has 

3 
The Globe. (2012). Movies encourage teenage drinking. Issue 2. Institute of Alcohol Studies for the Global 

Alcohol Policy Alliance. London: England.doi: 10.1136/bmjpen-2011-000543. 
4 

The Author (2011). Commentary on Terry-McEirath & O'Malley: Bad sport- exorcising harmful substances 
and other problems. Addiction, 106, pp. 1866-1867. 
5 

O'Brien, K.S., Miller P.G., Kolt, G.S., Martens, M.P. & Webber, A. (2011). Alcohol industry and non-alcohol 
industry sponsorship of sports people and drinking. Alcohol2011; 46: 210-213. 
6 Carranza, A. (2012). Alcohol and automotive industries create the most engagement on Facebook. Accessed 
from http://www.examiner.com/article/alcohol-and-automotive-industries-create-the-most-engagement-on
facebook. Accessed on 13/12/12. 
7 Lyons, A. (2013). The Culture of Intoxication: Young Adults, Social Networking and Alcohol Marketing. 
Personal Communications: The Perils of Alcohol Marketing: Alcohol Action New Zealand Conference, 7th 
March, 2013. Wellington: Te Papa. 



found that alcohol compani.es are using their consumers to also act as promoters of their 
product and have labelled this phenomenon as 'prosumer'8 . 

Self-regulation 

International evidence has shown the inadequacies of the self regulation of alcohol-related 
advertising and sponsorship. Studies in the USA, European Union, Brazil, Canada, Ireland, 
United Kingdom and Australia have all found that self-regulatory systems are dysfunctional 
and systematically violated. Professor Thomas Babor has labelled self-regulation as 
"spectacularly ineffective"9

. 

We hope that this process is reviewed during this Ministerial Forum also. 

Solutions 

There are a number of countries around the world that have restricted or banned various 
forms of advertising and sponsorship. Such countries include South Africa, France, Sweden 
and Norway. We ask you to evaluate these models when assessing which solution fits best 
for New Zealand. 

In terms of sponsorship, we are also aware of the successful local Health Sponsorship 
Council model that was implemented when the changes to Smokefree sponsorship laws 
were made. We believe that something similar to this model could also be used effectively 
for alcohol. 

Conclusion 

In conclusion, we welcome the opportunity to provide more input into this process at a later 
stage. 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. Our children and 
young people need to be protected from the negative impacts that alcohol advertising and 
sponsorship have on their lives. 

8 
Sthapitanonda, P. (2012). The Role of Social Media in promoting alcohol consumption: Issues and Solutions. 

Personal Communication. Global Alcohol Policy Conference. Bangkok. Thailand. 13-15 February, 2012. 
9 

Babor, T. (2013). Plenary Session: Global Responses to the Global Alcohol Strategy. Personal Communication: 
Global Alcohol Policy Conference. Seoul, South Korea, 6-8 October, 2013. 
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Introduction 

The New Zealand Psychological Society (NZPsS) supports further reductions on 

alcohol advertising and sponsorship (over and above those currently in place) to 

reduce alcohol-related harm.  The Society is aware that for many people alcohol 

plays an important and enjoyable part in their socialising and leisure time when it is 

consumed in moderation.  We are aware however that alcohol is a toxic substance 

which can result in acute and chronic physical damage, psychomotor impairment 

and emotional and behavioural changes.  Alcohol can impair judgement and 

increase the risk of harm to the consumer and to others including unborn children 

(e.g. foetal alcohol spectrum disorder).  Many psychologists work with individuals 

and families who on a daily basis cope with the results of the consumption and 

misuse of alcohol.   We represent their views gained from a breadth of experience in 

working with individuals and families who have suffered from the effects of alcohol. 

Supporting further restrictions on alcohol advertising    

The NZPsS supports further restrictions on alcohol advertising because in our view 

there is sufficient evidence that advertising not only encourages consumption of 

alcohol but also transmits cultural messages in which alcohol is viewed as “a rite of 

passage” particularly among young people.   

We are concerned about the many psychosocial harms related to alcohol.  Of 

particular concern are 

 The risks of drinking during pregnancy which may result in the birth of children 

with foetal alcohol spectrum disorder 

 Child abuse and neglect resulting from caregiver intoxication 

 Domestic violence which is exacerbated by the intoxication of male partners in 

particular 

 Physical and sexual violence 

 Aggravation of existing mental health disorders 

 Lost educational and occupational potential 

 Alcohol dependency 

We note also that as well as the psychosocial, physical and financial burden of 

alcohol consumption, there is also a burden of mortality.  Between 600 and 800 
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people in New Zealand have been estimated to die each year from alcohol-related 

causes (Berl 2009; Connor et al).1 

Evidence to support our view 

We acknowledge that some research has failed to find a link between alcohol 

marketing and patterns of consumption.  However there is a large body of research 

that does support this link and we (and presumably advertisers, sponsors and 

marketing agents) find this evidence persuasive.  We quote from a number of these 

studies below.  

Impact on younger people 

“Evidence shows that exposure of young people to alcohol marketing speeds up the 
onset of drinking and increases the amount consumed by those already drinking. 
The extent of research available is considerable and shows effects consistently with 
young people. Marketing contributes undoubtedly to the ongoing recruitment of 
young people to replace older drinkers and to expand the drinking population in 
emerging markets”. 
Alcohol and Public Policy Group (2010).  Alcohol: No Ordinary Commodity – a 
summary of the second edition,9Addiction, 105, 769–779  
 
“This review identified thirteen longitudinal studies that have investigated the 
relationship between adolescent exposure to alcohol advertising and promotion and 
drinking.  Twelve of the thirteen studies found evidence that such exposure predicts 
both the onset of drinking amongst non-drinkers and increased consumption 
amongst existing drinkers”. 
Myers, B. and Parry, C.  (2013). Re-examining  the evidence for a total ban on alcohol 
advertising in South Africa, South African Journal of Psychology, 43 (4) 402-405  
 
“... exposure to some of these types of alcohol advertisements  [advertisements on 
television, in newspapers, billboards, posters etc] was associated with increased 
alcohol consumption, with differences by age and gender.  The results are consistent 
with studies from other countries and suggest that exposure to alcohol 
advertisements among Australian adolescents is strongly associated with drinking 
patterns”. 
Jones, S. and Magee, C.  (2011). Exposure of alcohol advertising  and alcohol 
consumption among Australian adolescents, Alcohol and Alcholism, Vol 46 (5) 630-
637 
 
“Among youth, alcohol advertising ‘has been found to promote and reinforce 
perceptions of drinking as positive, glamorous, and relatively risk free’, all of which 
encourage a higher consumption of alcohol, often well before the legal age of 
purchase”. 

                                                           
1  Report to: Ministry of Health and ACC costs of harmful alcohol and other drug use- Final Report 
Prepared by Adrian Slack et al July 2009  
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Heung, C. et al. (2012).  Strengthening the Canadian Alcohol Advertising Regulatory 
System, Canadian Journal of Public Health, 263-266 
 
 
“Longitudinal studies and recent systematic reviews now contribute considerable 
support for causal links, and have been instrumental in generating a growing 
scientific consensus that advertising in the traditional media influences drinking 
initiation, levels of consumption and drinking patterns in young people.  This is an 
important step in refuting arguments that marketing influences brand share but not 
total consumption”. 
Meir, P. (2010). Alcohol marketing research: the need for a new agenda, Addiction, 106 
466-471  
 
“Longitudinal studies consistently suggest that exposure to media and commercial 
communications on alcohol is associated with the likelihood that adolescents will 
start to drink alcohol, and with increased drinking amongst baseline drinkers. Based 
on the strength of this association, the consistency of findings across numerous 
observational studies, temporality of exposure and drinking behaviours observed, 
dose-response relationships, as well as the theoretical plausibility regarding the 
impact of media exposure and commercial communications, we conclude that 
alcohol advertising and promotion increases the likelihood that adolescents will start 
to use alcohol, and to drink more if they are already using alcohol”. 
Anderson, P. et al. (2009). Impact of alcohol advertising and media exposure on 
adolescent alcohol use: a systematic review of longitudinal studies, Alcohol,  
44(3):229-43 
 
 
Impact of alcohol advertising on constructions of masculinity 
 
“Messages that promote a hegemonic masculinity associated with traditional macho 
male values that marginalize and objectify women and others are problematic for the 
prevention of domestic violence. 
  
There are concerning  indications that contemporary marketing techniques are being 
employed to embed problematic masculinities in social practices through the use of 
humour, fun events and through the internet using social networking sites”. 
Towns, A. et al. (2011). Constructions of masculinity in alcohol advertising: 
Implications for the prevention of domestic violence, Addiction Research  and Theory, 
20 (5): 389-401 
 
Alcohol availablity and target advertising 
 
Research suggests that alcohol availability and advertising are disproportionately 
concentrated in racial/ethnic minority communities. Alcohol outlets use storefronts 
and the interiors of outlets to advertise alcohol products which impact on the number 
of alcohol related problems in minority communities.2  
 

                                                           
2 Alinz, M. (1998). Alcohol Availability and Targeted Advertising in Racial/Ethnic Minority 
Communities, Alcohol Health & Research World Vol 22 (4)  
 

http://www.ncbi.nlm.nih.gov/pubmed?term=Anderson%20P%5BAuthor%5D&cauthor=true&cauthor_uid=19144976
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Do you think that the available evidence is strong enough for changes to be 
made now? 
 
We are in no doubt that the research evidence from reputable journals (some of 

which is cited above) is strong enough to inform policy.  This evidence clearly points 

to the link between advertising and consumption patterns.  

 

Sponsorship 
We support further restrictions on alcohol sponsorship to reduce alcohol related 

harm. 

 
What reasons do you have for your view? 
 
Commercial sponsorship typically involves the payment of a fee or the provision of 

goods or services in return for access to commercial exposure.  Sponsorship is a 

form of marketing which takes advantage of courtesy status (i.e. the status that is 

derived by having a product associated with a highly valued activity, e.g. sport and/or 

high status individuals or groups).  This form of advertising frequently takes 

advantage of exposure and access to particular market segments e.g. promoting 

alcohol products to younger people.   

 

As sponsorship is a form of marketing albeit less direct than other forms and we 

believe that many of the research findings associated with direct marketing have 

relevance for sponsorship. 

 
Below are some direct quotes from research which has found a relationship between 

alcohol sponsorship and the increased consumption of alcohol. 

 
“The primary finding [of this research] that receipt of alcohol industry sponsorship 
is associated with increased drinking in Australian sports people is important 
because it supports initial findings from New Zealand (O’Brien and Kypri, 2008), and 
conflicts with the claim by the alcohol industry and sports marketers that this form of 
sponsorship was unique to New Zealand” (Glendinning, 2008). 
 
(The authors note in terms of confounders that...” we cannot completely discount the 
possibility that heavier drinkers sought out alcohol sponsorship” but suggest that 
governmental regulation of alcohol industry sponsorship and advertising 
in sport may be warranted.) 
O’Brien, K.  (2011). Alcohol Industry and Non-Alcohol Industry Sponsorship of 
Sportspeople and Drinking  Alcohol and Alcoholism, Vol. 46, No. 2: 210–213 
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“The present work is the first to examine associations between receipt of alcohol 
industry sponsorship in sports people/athletes and alcohol-related aggressive and 
antisocial behaviour. Alcohol industry sponsorship was associated with increased 
rates of receiving aggression, but AUDIT-C scores [an alcohol screening instrument] 
and the gender of the sports people were more important factors in most of the other 
aggressive and antisocial behaviours examined here”. 
Kerry, S. et al. (2012). Alcohol industry sponsorship and alcohol-related harms in 
Australian university sportspeople/athletes, Drug and Alcohol Review doi: 
10.1093/alcalc/agq095 \ : 1-4 
 

 
“Service of alcohol to intoxicated people, happy hour promotions (where alcohol is 
provided at a discounted rate for a defined period of time) and alcohol-only awards 
or prizes were found to be associated with club members being more than twice as 
likely to consume alcohol to excess. These findings confirm the need and the 
opportunity for the development and implementation of alcohol harm reduction 
interventions in these settings”.  
Kingsland, M. et al. (2013) Alcohol consumption and sport: a cross-sectional study of 
alcohol management practices associated with at-risk alcohol consumption at 
community football clubs, BMC Public Health, Vol 13:762 

 

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

Yes, we think that the available evidence is strong enough for changes to be made 

now.  Even if the evidence for a connection between alcohol advertising/sponsorship 

and alcohol related harm in some research is equivocal, there is a reputable body of 

research which points to a harmful connection between advertising/sponsorship and 

alcohol consumption. 

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

ASA Code for Advertising Liquor 

The current Advertising Standards Authority Code for Advertising Liquor fails in our 

view to take into account the ways in which alcohol marketing and sponsorship can 

indirectly influence perceptions and behaviours whilst appearing to adhere to the 

code.  For example young people seeing logos of brands of alcohol on the shirts of 

rugby players they admire are being exposed to advertising.  This in our view is 

contrary to Principle 4 (3) of the Code “Liquor advertisements shall not use or refer to 

identifiable heroes or heroines of the young”.   The Code needs to reflect the 

http://www.biomedcentral.com/1471-2458/13/762
http://www.biomedcentral.com/1471-2458/13/762
http://www.biomedcentral.com/1471-2458/13/762
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pervasiveness, subtly and complexity of alcohol advertising and the rapid changes 

occurring in social media and communication technology.   

In summary we recommend that the Code be urgently updated and that those 

developing the new Code access research on the psychology of marketing to ensure 

that the Code reflects the reality of the impact of marketing on the public.  This will 

no doubt be the same or similar research to that which informs marketers’ decisions 

aimed at influencing consumer choice and consumption of alcohol products. 

The phasing out of sponsorship 

In our view advertising of products needs to emphasise the promotion of health, 

physical activity, personal wellbeing and healthy relationships.  

We believe that sponsorship of sport by alcohol companies is inconsistent with the 

above and should be phased out, with sporting and recreational organisations/clubs 

being encouraged and assisted to source socially responsible sponsorship and 

alternative funding (i.e. sponsorship which promotes health and wellbeing). 

Marketing 

Given the harm caused by alcohol the NZPsS believes that sanctions similar to 

those applied to cigarette marketing needs to apply to alcohol. Based on the 

evidence presented above, the volume of marketing and promotion of alcohol needs 

to be limited particularly in situations where children and young people are exposed 

to this marketing.  The content of marketing also needs to be vetted for messages 

which promote a construction of masculinity which marginalize and objectify women 

and others.  Promoting alcohol to young men as a “rite of passage” also needs to 

cease. Continuing research into the extent and impact of online and digital 

marketing, and the effectiveness of different regulatory approaches to marketing 

(and sponsorship) needs to occur. 

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

The research above is clear on the outcomes of marketing of alcohol and the 

restrictions outlined above will assist to address these issues.  Research and 
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evaluation needs to occur to look at how best to curb marketing and sponsorship to 

assist in addressing excessive consumption. 

 
What evidence is available that your proposal will work? 
 
As we have shown in our submission there is substantial evidence that the 

marketing/sponsorship of alcohol contributes to problematic consumption.  It is 

reasonable to assume on the basis of this evidence that the suggestions we put 

forward will have a positive impact.   Policy and legislation have been very effective 

in reducing cigarette smoking particularly amongst young people and is likely to have 

a similar effect in relation to alcohol.     

 

What other interventions could potentially be tried in the future? 

Research is required to determine the different ways in which marketing and 

sponsorship of alcohol impact on Māori, Pasifika, Asian, Pakeha, European and 

other cultural groups in New Zealand.  The diverse, harmful impacts of marketing 

and sponsorship in relation to alcohol need to be well understood and responded to. 

We agree with following statement  

“The lack of understanding of how different population groups respond to marketing 
and to market restrictions prevents us from devising target interventions and 
hampers scientists’ ability to inform policy decision-making”.  
Meir, P. (2010). Alcohol marketing research: the need for a new agenda, Addiction  
106, 466-471 

Why should these other interventions be considered? 
The issues raised above are contextual and we need to acknowledge this by 

generating New Zealand evidence. 

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

Those that produce, market and sell alcohol will be financially affected by restrictions 

on marketing. It is hoped that those who consume alcohol and those who are 

negatively impacted by the wide ranging repercussions of excessive alcohol 

consumption, will experience an amelioration of these impacts. Taxpayers who fund 

the many health, justice, welfare and other costs of excessive alcohol consumption 
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will overtime benefit from a reduction in such costs. Those relying on sponsorship 

money from alcohol companies will need to be assisted and supported to find 

alternative forms of income as note above. The Government will receive less excise 

tax from alcohol but this we suggest would be offset by a reduction in health, justice 

and welfare costs. 

What ongoing and emerging challenges does the Forum need to take into 
account when considering whether further restrictions on alcohol advertising 
and sponsorship (e.g. sporting, cultural and other events) are necessary to 
reduce alcohol-related harm? 
 

The Government is likely to come under considerable pressure from alcohol 

producers, importers and retailers and those in the hospitality industry not to further 

restrict alcohol advertising and sponsorship.  The Forum also needs to take into 

account the likely impacts on this issue of the Trans-Pacific Partnership should this 

come into effect.   There is also likely to be resistance to a total ban on marketing 

and a call for voluntary self-regulation from a number of quarters.  This latter option 

should be resisted.  As noted below 

“Although the evidence is limited by the relative lack of research, it is likely that a 
total ban on the full range of marketing practices could affect drinking by young 
people, particularly if diversion of the promotional spending to other channels were 
blocked. There is no evidence that the alcohol industry’s favoured alternative to 
marketing restrictions—voluntary self-regulation—protects vulnerable populations 
from exposure to alcohol advertising and other marketing practices”. 
Alcohol and Public Policy Group.  (2010). Alcohol: No Ordinary Commodity – a 
summary of the second edition, .Addiction, 105, 769–77977 
 
92010 
What action if any, could be taken to address these matters? 

The action that needs to be taken is clear.  The Society would like to see policy 

makers and legislators acknowledge that marketing and sponsorship contribute to 

the harm that alcohol is causing (as cited in the evidence presented above).  There 

is an urgent need to ensure that children and young people in particular are 

protected from the marketing of a product that negatively impacts on their wellbeing.  

Young people need to be protected from marketing/sponsorship which normalizes an 

excessive drinking culture which promises social acceptance and a sense of 

belonging.   Policy makers and legislators need to be aware that this marketing is 

becoming increasingly pervasive – e.g. through the use of social media, and that it is 
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widely embedded in a range of media and entertainment which are favoured by 

young people e.g. music videos.  Most importantly we believe that policy makers 

need to recognise that the marketing of alcohol like other addictive substances 

needs to be properly regulated in the interests of all New Zealanders. 

Background to the New Zealand Psychological Society 

The New Zealand Psychological Society (NZPsS) is the largest professional 

association for psychologists in New Zealand.  It has over 1500 members and 

subscribers and aims to improve individual and community wellbeing by 

representing, promoting and advancing the scientific discipline and practice of 

psychology.  For more information on the NZPsS go to www.psychology.org.nz. 
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Submissions close on Monday 28 April 2014 at 5pm. 
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Please detach and return. 
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If this submission is made on behalf 

of an organisation, please name that 

organisation here: 

     New Zealand Retailers Association 

           

Address/email:      PO Box 12086, WELLINGTON 

           levans@retail.org.nz 

           bhellberg@retail.org.nz 

Please provide a brief description of 

your organisation (if applicable): 

The NZRA is the most significant body in the country representing the 

interests of retailers. We represent an industry that has annual sales of $72 

billion and which employs 327,000 people (approx 20% of the New Zealand 

workforce) in more than 44,000 outlets throughout New Zealand. 

Across all store types and areas we have some 5,700 members and they in 

turn operate some 14,000 store fronts. These stores range from the majority 

of large national retailers to thousands of owner operators. 

Our membership accounts for 60-70% of total retail expenditure (excluding 

the motor vehicle sector). 

In the liquor area we represent a wide range of members for whom liquor 

may be a significant or smaller part of their product offering and who hold off 

licences ( including liquor, speciality food and convenience/grocery stores, 

supermarkets and department stores ), or on licences ( including cafes and 

restaurants. 

 

There are two ways you can make a submission. 

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

 



 Alcohol Advertising & Sponsorship Forum –Submission Form 3 

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. 

 

The New Zealand Retailers Association presented submissions to both the Law Commission in October 
2009 and the Justice and Electoral Select committee in February 2011 on alcohol advertising and 
sponsorship. 

In our 2009 submission to the Law Commission report we stated: 

“We do not support restrictions being introduced that would treat advertisements for price and discounts on 
a different basis to other forms of advertising. 

We note that the LLA have grounds to suspend or cancel a particular licence if the licensee acts or 
engages in irresponsible promotional practices. 

However, we are unaware of any evidence to substantiate the need for such controls and recommend that 
this specific suggestion not be pursed any further. 

We also note that the Commission favours leaving the bulk of general self regulatory controls to the 
Advertising Standards Authority which currently self regulates alcohol advertising and has recently 
developed a new Code for promotional advertising, We support this approach. 

In our 2011 submission to the Justice and Electoral select Committee we stated: 

“The Association supports the Government’s decision to continue with the current self regulatory approach 
to advertising and we encourage our members to comply with both the Code of Liquor Advertising and the 
Code for Liquor Promotion.” 

This continues to be our position. 

 

 

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. 
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We believe that further restrictions are unnecessary given that: 

- The Advertising Standards Authority very successfully operates a Voluntary Code for Advertising 
and Promotion of Alcohol which was revised and reissued in January 2013. 

- The Health Promotion Agency’s National Guidance on alcohol promotions for on and off licences 
which were issued as interim documents in December 2013 and confirmed in April 2014. 

 

Additionally: 

-  there are the regulatory controls that are contained in section 237 of the Sale and Supply of Alcohol Act 
2012 (SSAA) dealing with irresponsible promotion of alcohol; 

- the additional requirements affecting supermarkets and grocery stores  which requires all advertising, 
display and promotion of alcohol to take place within a single area once that is in place pursuant to the 
SSAA; and 

- the more general provisions contained in Section’s 9 and 13 the Fair Trading Act 1986 dealing with 
misleading and deceptive conduct and false or misleading representations. 

 

 

 

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. 

 

The voluntary and regulatory controls outlined above have only been in place for a relatively short period of 
time and as a consequence we doubt there is sufficient evidence available that would support more 
regulatory or legislative change as far as advertising or promotions are concerned. 

 

 

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

Explain your reasons. 
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No, for the reasons outlined in 4 above. 

 

 

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. 
 

Once again, our reasons are set out in 4 above. However, we see this as more a manufacturers or supplier 
rather than a retail issue. 

 

 

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. 

 

Once again our views are set out in 4 above. 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

No 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

The only area in which we see further work is required is that relating to online sales which have attracted 
recent media attention. Our view is that both the promotional codes and the legislative controls should 
relate to both bricks and mortar sales as well as on line sales but some reports indicate some ignorance 
amongst on line sellers of what their legal responsibilities are as far as liquor promotion and advertising is 
concerned. 
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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)? 

 

We think that any further mandatory restrictions on promotion and advertising would have a minimal effect 
upon alcohol related harm as the majority of liquor purchased from off licences is for “delayed” rather than 
for “immediate’ consumption which mainly covers purchases from on licences. We would argue that the 
majority of consumers who purchase alcohol from off licences are responsible in their consumption habits 
and they would look to advertising and promotion for the range and brands that on offer as much the price 
at which the products are promoted. 

 

 

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

 

There have been very few successful prosecutions of off licence holders to date which in our view 
substantiates that the current voluntary and regulatory controls are effective even although some of them 
have been in force for a relatively short period of time. 
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13. What other interventions could potentially be tried in future?   

 

We have no suggestions to make. 

 

 

14. Why should these other interventions be considered?  

 

Our view is set out in section 12 above. 
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15. If further restrictions to alcohol sponsorship are necessary, what do you think should 

be done?  

 

We do not consider there is a need to further restrict alcohol sponsorship. However we see this is more an 
issue that affect manufacturers and suppliers rather than retailers. 

 

 

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

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

 

Our comments are set out in section 15 above. 
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17. What evidence is available that your proposal(s) would work?   

 

Our comments are set out in section 15 above. 

 

 

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

 

Our comments are set out in section 15 above 
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19. Why should these other interventions be considered?  

 

Our comments are set out in section 15 above 

 

 

Impacts of proposals  

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

 

We primarily see the consumer would be disadvantaged as he/she would no longer have the choice to 
compare brands, prices and availability should advertising be more restricted so than what it is currently. 
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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. 

 

From a retail perspective any further restrictions would ultimately take way the benefits of market 
competition which ultimately benefits the consumer. 

 

 

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

 

We see this as primarily a manufacturer and supplier issue rather than a retail issue and as such we do not 
wish to comment in any detail. 
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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. 

 

Our views are set out in section 22 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?  

 

If the Forum believes that further restrictions on advertising or promotions are warranted then we would 
argue that quantitative and qualitative research needs to be commissioned to evaluate the recent changes 
evident in the market place since the new voluntary and mandatory controls came into effect. Our view is 
that it is too early however to commission such research and we accordingly consider it not appropriate for 
the Forum to seriously consider any changes to the current legislation. 
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25. What action, if any, could be taken to address these matters? 

 

Our comments are set out in Section 24 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?  

 

Our comments are set out in Section 24 above. 
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27. What action, if any, could be taken to address these matters? 

 

Our comments are set out in section 24 above. 

 

 

Other comments 

28. Do you have any other comments? 

 

No 
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Ministerial Forum on Alcohol Advertising and Sponsorship 
 
 
Sunday, 27 April 2014 
 
 
 
To whom it may concern 
 
New Zealand Rugby (NZR) 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.   
 
This submission is further to NZR’s submission to the Alcohol Reform Bill in 
February 2011. 
 
Submission 
 
New Zealand Rugby’s submission specifically relates to advertising and sponsorship 
in sport.  
 
NZR 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 our partners, NZR is committed to ensuring current advertising and 
sponsorship associated with our game adheres to the stringent laws already in 
place. 
 
NZR also works closely with Provincial Unions, sporting associations and other 
stakeholders to identify ways in which rugby can play a role in educational and 
community initiatives to promote responsible drinking, whether this is on a 
national or local level.  
 
In addressing question 2 of ‘Questions to guide your submission’, NZR 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 26 Provincial Unions and 560 community rugby clubs. 
 
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 
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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.  
 
NZR 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’.  
 
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. 
 
NZR 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 Health Promotion Agency, NZ Police and others to encourage good 
player and team cultures and responsible management of sports clubs and 
facilities. 
 
Community Rugby 
 
Clubs fulfilling the needs of communities is a key priority in NZR’s Community 
Rugby Strategy. In many New Zealand towns and cities, the rugby club is the social 
hub of the community, providing sport and socialisation for young and old. 
Commercially strong and community-centric clubs are fundamental to keeping the 
game and the local community connected and fulfilling the needs of those 
involved. 
 
NZR would be gravely concerned should any proposed changes affect the viability 
of these clubs by stripping them of essential investment.  
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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.    
 
International experience 
 
NZR is aware of a small number of international examples where advertising and 
sponsorship restrictions have been put in place in relation to alcohol in a sporting 
environment, however we have seen no evidence that such restrictions have had 
the desired effect of reducing problem drinking.  
 
Conclusion 
 
In conclusion, rugby provides significant benefits to New Zealand on an 
international and community level. NZR 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, New Zealand Rugby 
welcomes solutions that target and address the particular harms caused by alcohol 
in society. NZR remains committed to playing its part in initiatives that promote 
responsible drinking across the community. 
 
 
Yours sincerely, 
 

 

 
 
Steve Tew 
Chief Executive Officer 
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1. Executive Summary 

1.1 The New Zealand Sponsorship association (NZSA) is a trade body representing 

 major brand sponsors across a variety of industries. NZSA is aligned with and 

 supports the objectives and principles of the European Sponsorship Association 

 (ESA), the peak global organisation on sponsorship. 

1.2 Sport, music and cultural events in New Zealand make a significant contribution to 

 the country’s vibrant and diverse culture as well as having important economic and 

 social impact. Funding also delivers essential support allowing investment in 

 grassroots programmes nationwide. Alcohol brand sponsorship of such events is an 

 important contributor to the diversity of these activities throughout the country. 

1.3 There is no compelling evidence that demonstrates a causal link between alcohol 

 sponsorship and alcohol related harm. Rather the Forum should recognise that 

 alcohol related harm is multi-faceted. Amongst the potential influences on alcohol 

 misuse or early take-up by young people, alcohol sponsorship is an insignificant 

 variable. 

1.4 The alcohol industry is committed to promoting its products in a socially responsible 

 manner and only to those over 18. The alcohol industry does not sponsor 

 organisations, teams or events, to promote its products to children or young 

 people. Sponsorship provides a legitimate means of targeting adult consumers to 

 encourage the choice of one brand over another in a competitive, mature market 

 where overall consumption of alcohol is declining. 

1.5 The Advertising Standards Authority’s Code for Advertising and Promotion of 

 Alcohol is unique amongst the ASA Codes in specifically setting standards for 

 sponsorship and advertising of such sponsorships. The ASA Code is supported 

 throughout the industry, including producers, importers, wholesalers, retailers and 

 trade associations. 

1.6 Benchmarking the ASA Code against best international practice, for example the UK 

 Portman’s Group Code for Sponsorship, which came into effect in 2014, shows that 

 the ASA Code provides an appropriate level of control, protecting the interests of 

 the community, while allowing alcohol brand owners to communicate to adult 

 consumers. 
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1.7 NZSA contends that further restriction on alcohol sponsorship would materially 

 affect sports and cultural events at all levels, from major events through to national, 

 regional, club and community based activities across sport, popular music, fashion, 

 theatre, the arts and specialist events.  

1.8 Funding for such events and programmes is difficult to secure and a ban would 

 ultimately do the greatest harm to lower-tier sports, clubs and grass-roots 

 community events, damaging the social capital of communities nationwide. The 

 experience from the end of tobacco sponsorship shows that once the three-year 

 replacement funding from Government ended, many sports and events were 

 unable to replace that funding or if so, only to a lesser value, materially impacting 

 on those events. There is nothing to suggest that a ban on alcohol sponsorship 

 would see that funding in aggregate replaced by other commercial organisations. 

1.9 It should also be recognised that a ban on alcohol sponsorship in New Zealand 

 would not result in the absence of alcohol brand sponsorship, particularly in sport, 

 as the involvement of global alcohol brands in a wide range of sporting and other 

 events internationally which have significant public viewership in this country would 

 continue on broadcast television, online and in print coverage of such events. The 

 ban would economically harm local brands (and media organisations) at the 

 expense of global brands. 

1.10 Given the absence of evidence linking sponsorship as a marketing tool with alcohol 

 related harm, any recommendation to further restrict alcohol brand sponsorship 

 would be both disproportionate and ineffectual. The NZSA therefore strongly 

 recommends to the Forum that no further regulatory restriction be placed on 

 sponsorship by alcohol brands. 
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2. Introduction 

2.1 The New Zealand Sponsorship association (NZSA) is a trade body representing 

 major brand sponsors across a variety of industries including food and beverages, 

 telecommunications, oil, retail, banking and finance and health products well as 

 leading alcohol brands.  

2.2 NZSA is aligned with and supports the objectives and principles of the European 

 Sponsorship Association (ESA), the peak global organisation on sponsorship best 

 practice whose members include sport governing bodies, art companies, sports 

 clubs, sponsorship consultancies and suppliers as well as sponsors. 

2.3 NZSA seeks to unify, strengthen and advance the business of sponsorship by 

 building understanding, value and demand for sponsorship. 

 Aligning with ESA, our mission is to: 

- Set standards, identifying and promoting responsible best practice and  

self-regulation 

- Advance sponsorship competencies, practice and knowledge 

- Promote the importance, value and ethics of sponsorship 

- Act as an advocate on key policy issues regarding sponsorship 

- Encourage the role of sponsorship to make a contribution to society 

2.4 This submission focuses specifically on sponsorship by alcohol brands and addresses 

 the question of whether further restrictions on sponsorship by such brands would 

 impact on alcohol-related harm, together with other impacts such restrictions could 

 be expected to generate. 

2.5 NZSA is an associate of the Association of New Zealand Advertisers (ANZA). 

2.6 NZSA would welcome the opportunity to meet with the Forum to discuss these 

issues further. 

  

 Lindsay Mouat 

 Chairman 

 New Zealand Sponsorship Association 

 (09) 488 7455 
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3. Sporting, Cultural and Community Sponsorship 

 

3.1 Sport, music and cultural events in New Zealand make a significant contribution to 

 the country’s vibrant and diverse culture as well as having important economic and 

 social impact. Sponsorship of such events is an important contributor to the 

 diversity of activity throughout the country, and the alcohol industry is a 

 contributor to that. Funding also delivers essential support allowing investment in 

 grassroots programmes nationwide. 

 

3.2 Sponsorship is for many organisations, sporting and cultural, vital for their ongoing 

viability and enabling growth of those organisations that may not otherwise be 

realised. 

3.3 There are two primary forms of sponsorship: 

i)   Event sponsorship, where a specific event or series is sponsored and  

ii) Organisation sponsorship, where an annual amount is paid to an organisation 

usually for general purpose. 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. 

3.4 Sponsorship is generally crucial for events. Without the sponsorship the event 

would not occur or would be in a much smaller form. Sponsorship of sporting 

events has enabled events to take place that would otherwise be unaffordable in 

this country at both the national or regional level. Sponsorship of arts events and 

organisations has enabled the development of innovative ideas and professional 

quality.  

3.5 In this respect, sponsorship by alcohol brands adds considerably to the vibrancy of 

the community. In addition, event sponsorship has resulted in considerable 

economic benefits: 

 Increased professionalism by the event organizers, e.g. Tennis Auckland and 

the Heineken Open 

 National and international exposure of the event and local community, e.g. 

the Speights Coast-to-Coast 

 Tourism benefits, e.g. the World of Wearable Art (WOW), with whom 

Montana, now Brancott Estate, have been a significant partner 

 Creation of social capital 
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3.6 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. At the community level it is recognised 

 that Clubs receive significant benefit from sponsorship, which is used to encourage 

 maximum participation in the sport and cultural activities throughout the country. 

3.7 It should also be recognised that the hospitality industry play an important role in 

 sponsorship, at grassroots level, through funding of uniforms, team travel, 

 equipment etc. as well as, for some Clubs, providing a safe and moderated venue 

 for teams to socialize, with food and drink, after events.  

3.8 The general consensus is that the sponsorship market is tough, small and 

 competitive. Brand owners are approached for sponsorship almost daily and there 

 is a significant gap between what the private sector is asked for support through 

 corporate sponsorship and what it is able to provide.  

3.9 The Forum must understand that If alcohol sponsorship was removed there would 

 be extreme difficulty and in most cases impossibility of replacing that funding with 

 the same value sponsorship from elsewhere. This would lead directly to a reduction 

 in community events and assets. The social, economic and cultural capital of New 

 Zealand communities would be eroded. 
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4. The Role of Sponsorship 

 

4.1  Sponsorship, like advertising, is an important avenue for both brand promotion and 

brand differentiation. Sponsorship has seen a significant increase in importance 

relative to other marketing techniques around the world in the last two decades or 

so for all manner of marketers – food and beverage companies, 

telecommunications and automotive brands for example. 

4.2 The development of sponsorship as a marketing mechanism has been a 

consequence of a number of factors – the maturing of categories in many 

developed countries; changes in media; and in particular how the public have 

moved from traditional media channels to new media, making traditional 

advertising less effective. At the same time there has been increased recognition of 

the economic benefits to sponsored organisations of relevant brand association as 

the mechanics of sponsorship are better understood by all types of organisations 

from the local rugby or surf club to the Olympic movement. 

4.3  While sponsorship forms part of companies’ corporate social investment 

programmes, the deployed capital must nonetheless carry realistic prospective 

returns to justify the sponsor’s involvement, as sponsorship decisions are 

increasingly being targeted at a strategic level within companies’ marketing 

functions. 

4.4 The alcohol industry is no different to other commercial sponsors, in that alcohol 

brands seek to translate their sponsorship investment into economic return through 

growth in brand awareness, brand preference and ultimately market share. In that 

sense, it is not surprising that the alcohol industry, a highly competitive industry 

with declining overall consumption per capita in developed countries, has been one 

of the strongest users of sponsorship.  
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5. Sponsorship in New Zealand by Alcohol Brands 

5.1  Quantifying the financial extent of sponsorship in New Zealand is problematic. As 

the Law Commission noted in its inquiry into the regulatory framework for the sale 

and supply of liquor, “Alcohol in Our Lives: Curbing the Harm”, on the question of 

the extent of alcohol sponsorship, “the amounts involved are difficult to quantify 

from readily available public information”. There is very little publicly available data 

available on the level of alcohol sponsorship. Individual companies and sponsored 

organisations regard such information as commercially sensitive and do not 

generally release it. 

5.2  However in 2010 the Foundation for Advertising Research (FAR) conducted a survey 

of eleven leading alcohol companies on their expenditure on sponsorship at 

national, regional and local level.  This calculated the level of alcohol sponsorship to 

be $20.7 million per annum. To put this in some context, AIG’s sponsorship of the 

All Blacks has been publically reported at an estimated at $15m per annum. 

 The FAR estimate was similar to that calculated ($20 million) in an earlier survey 

(2006). Inflation over the same four-year period June 2006 - June 2010 according to 

the Statistics New Zealand CPI index was 10%. Thus in real terms there has been a 

slight reduction in the level of alcohol sponsorship. That would not be a surprise 

given the 2008 global financial crisis, and is consistent with trends seen in 

advertising expenditure.  It is unlikely this figure would have markedly increased 

subsequently. 

 It was regrettable that the Commission did not make use of this data, when it was 

included in submissions to the Commission. It appears to have been inadvertently 

overlooked and the Commission conceded to FAR, “It probably should have been 

included”. 

5.3  While FAR did not set out to specifically measure the allocation between sport, arts 

and culture and community, many participating companies supplied the 

breakdown. From that FAR estimated that the allocation would be sport 72%, arts 

and culture 22% and community 6%. They commented “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”. 
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6. Self-Regulation of Sponsorship 

6.1  Sponsorship between an alcohol producer and another entity, sport or otherwise, is 

a commercial arrangement between those parties.  

6.2  The alcoholic drinks industry is committed to promoting its products in a socially 

responsible manner and only to those over 18. Responsible self-regulation of 

alcohol brand sponsorship is commonplace at all levels and amongst all sectors of 

the industry.  

6.3  We submit that it is now widely understood and accepted by both rights holders 

and sponsors in New Zealand that both have an obligation to promote responsible 

attitudes toward alcohol and its consumption and those bodies are typically 

responsible in the handling of this issue, as they are in other countries (European 

Sponsorship Association, 2009).  This should not be a surprise since the major 

producers in New Zealand are part of international companies who are intent on 

applying publically declared standards for responsible advertising and sponsorship. 

6.4  Here in New Zealand the Advertising Standards Authority (ASA) has specifically 

addressed sponsorship within its Code for Advertising and Promotion of Alcohol. We 

note that the Alcohol Code is the only ASA Code to do so. The ASA Code, which is 

developed through a public consultation process, most recently reviewed by a panel 

headed by retired High Court Judge, Sir Bruce Robertson in 2012.  

6.5  The ASA Code covers both sponsorship by alcohol brands and advertisements 

promoting that sponsorship, which are defined as: 

 “Sponsorship” means any agreement or part of an agreement involving 

payment or other consideration in lieu of payment by a liquor producer, 

distributor or retailer to support a sporting or cultural property, event or 

activity, in return for which the sponsored party agrees to be associated 

with or promote the sponsor's drink(s) or outlet. The Code applies to the 

overall sponsorship agreement, including any material bearing the sponsor's 

logo or trademark. It does not apply to any use to which that material might 

subsequently be put, or to the behaviour or activities of sponsored parties, if 

that is not required or specifically permitted by the sponsorship agreement. 

 

 “Sponsorship advertisement” means an advertisement which clearly 

indicates that the advertiser is sponsoring a person, competition, activity or 

event. Any advertisement referring to a sponsorship that does not comply 
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with Guidelines 4(a) to 4(e) of Principle 4 is deemed to be an alcohol 

advertisement.  

6.6  In addition to the principles in the Code regarding not showing inappropriate 

behaviour, age groups or messages, Principle 4 of the ASA Code specifically states 

that: “Sponsorship advertisements shall clearly and primarily promote the sponsored 

activity, team or individual. The sponsor, the sponsorship and items incidental to 

them, may be featured only in a subordinate manner”. Further, in the supporting 

guidelines to Principle 4, sponsorship advertisements:  

 Shall not contain a sales message 

 Shall not show a product or product packaging 

 Shall not imitate or use any parts of product advertisements from any media  

 Shall not portray consumption of alcohol  

 Shall only briefly and in a subordinate way mention or portray the sponsor’s 

name and/or brand name and/or logo orally and/or visually 

 May be broadcast at any time except during programmes intended 

particularly for minors 

 Alcohol producers, distributors or retailers should not engage in sponsorship 

where  those under 18 years of age are likely to comprise more than 25% of 

the participants, or spectators 

 Sponsors shall not require or permit sponsored parties to feature alcohol 

branding on children's size replica sports kit or on any promotional material 

distributed to minors 

 

6.7  The ASA, through its Complaints Board (the ASCB) accepts and considers public 

complaints regarding alcohol sponsorship by the same process it does for all 

advertising. 

6.8  The Code is supported throughout the industry, including producers, importers, 

wholesalers, retailers and trade associations and, we submit, provides appropriate 

and considered protection against inappropriate sponsorship communication, 

whilst allowing sponsored organisations to establish effective relationships with 

alcohol producers within the limitations of the Code. 

6.9  Nonetheless, it is always useful to test the ASA Codes of Practice in New Zealand 

with international best practice. The most recent Code to be developed is the new 

UK’s Portman Group Alcohol Sponsorship Code which brings together drinks 
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producers, leading sports, music and venue organisations to promote responsible 

drinking through sponsorships.  

 The Portman Group Code was actively developed in partnership with major sports, 

music and venue rights holders, who have also formally endorsed it including the 

Association of Independent Festivals, British Horseracing, DF Concerts, England and 

Wales Cricket Board, European Sponsorship Association, Football Association, 

Rugby Football Union, Rugby Football League, Lawn Tennis Association, Premier 

League, Scottish Golf Union, Scottish Rugby, and the Sport and Recreation Alliance 

and came into effect in 2014.  

 The Portman Group Code formalises much of the activity which was already central 

to the alcohol industries’ sponsorship agreements. Furthermore, it establishes a 

new ‘positive commitment’ for alcohol producers to promote responsible drinking 

as a part of the deals they sign. 

6.10  An assessment of the Portman Code’s Rules for Responsible Alcohol Sponsorship 

(refer Appendix 1) shows only one significant variance with the current ASA Code.  

 Rule 1 of the Portman Code states that “As an integral part of each new alcohol 

sponsorship agreement, drinks companies must ensure there is recognisable 

commitment to promoting responsible drinking and/or supporting diversionary 

activities: taking into account the size , scale, reach and length of sponsorship. 

 NZSA believes this approach is worthy of consideration in New Zealand, being 

consistent with the responsible drinking messages appearing in a variety of media 

channels. Examples of how this already occurs in New Zealand include alcohol 

sponsors providing free water for spectators at events, such as the Auckland League 

9s and donating sponsorship media time to responsible drinking messages at events 

and during broadcasts. Such initiatives support industry-funded responsible drinking 

initiatives such as The Tomorrow Project and Cheers! 

6.11  We note that the Portman Group have established an independent Complaints 

Panel to hear complaints regarding breaches of the rules. NZSA submits that public 

and regulator confidence in the ASA’s Complaints Board (ASCB) is such that the 

ASCB remains best placed to act as the public complaints adjudicator. Setting up a 

specific panel for complaints regarding sponsorship would be unnecessary, costly 

and, we believe, confusing to complainants. 
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7. Sponsorship and Alcohol related Harm 

 

7.1  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 why the single-minded focus of this review, we do not believe that 

looking at the impact of advertising and sponsorship in isolation of other 

behavioural drivers is helpful or warranted. 

 

7.2  As the Ministry of Justice (2007) explained, there are multiple pathways to drinking 

behaviour and alcohol involvement progresses according to a complex bio-psycho-

social process that involves the larger socio-cultural system; the individual's age, life 

stage, and social role within that system; the demands and opportunities of the 

individual's more immediate social environment; and the individual's unique 

pattern of neurobiological vulnerability and protection. 

 

7.3  Specifically with regard to sporting environments, SPARC’s study (2010) 

reflected that sport, with its high levels of engagement both as participants and 

spectators, encompasses most of society and so the behaviours associated with 

sport inevitably reflect behaviours of society as a whole, rather than a specific 

causal relationship between sport and alcohol. 

 

i) Is there a link between sponsorship and excessive consumption? 

 

7.4  The report 'Alcohol in Europe' by Anderson and Baumberg (2006), from the Institute 

of Alcohol Studies (London), examined the increase in alcohol consumption in 

Europe, the existence of so-called 'binge drinking culture', the resultant health 

problems and the possible reasons for the change in social behaviour over the last 

50 years. 

 In addition, the two authors provide conclusions and recommendations in the final 

chapter of the report. Amongst these recommendations are several specific to 

advertising and sponsorship, not dissimilar to those made by the Law Commission. 

An "incremental, long-term development" was proposed, so as to result eventually 

in (a) a ban on advertising of alcohol products on television and at the cinema, (b) a 

limitation on the messages and images used in marketing and labelling so that only 

the quality of the product is referred to and (c) a ban on sponsorship. 
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7.5  NZSA notes that the views expressed in the Alcohol in Europe report are those of 

the report's authors rather than the views of the European Commission. NZSA fully 

supports the over-riding intention behind the reports, namely addressing alcohol 

misuse and other problems associated with alcohol. However, we believe that the 

recommendation of a ban on sponsorships is ill-conceived and disproportionate. It 

would, if followed, be highly damaging for sports, for cultural bodies and for other 

areas that rely on sponsorship support. 

 The Alcohol in Europe report itself acknowledges that "research on the effects of 

sponsorship is limited, and much more is needed" (p277). NZSA agrees and is 

extremely concerned that the report proposes a complete ban on alcohol 

sponsorship based on the findings in two limited pieces of US research.  

 The research papers cited do not relate specifically to sponsorship but to exposure 

to beer concessions in sporting venues and to attendance at family entertainment 

venues associated with sporting events. It should be noted also that the social 

context and attitude to drinking in the USA is very different to the position in New 

Zealand. Accordingly, research findings in the US may have little or no relevance to 

this country. 

7.6  NZSA notes the report by Gee et al (2013), The Culture of Alcohol Promotion and 

Consumption at Major Sports Events in New Zealand. The report, which considered 

alcohol promotion at a range of New Zealand sporting events is, in our opinion, little 

more than an intellectual discourse and flawed on a number of levels: 

 The event of the greatest concern to the authors was the Wellington Rugby 

7s. Sponsorship of that event has been dominated in recent years by the 

financial sector, rental car hirers and the Wellington City Council. The 

authors even noted that the event had the lowest incidental promotion of 

alcohol sponsorship or promotion of the events reviewed. We must 

conclude that alcohol-related harm at or around this event is not then the 

result of alcohol sponsorship but more to do with public behavioural 

traditions associated with the event that have developed over a number of 

years. 

 

 Our thesis is supported by the behaviour exhibited at the inaugural Auckland 

9s Rugby League event, which did have an alcohol brand sponsor, and has 

been widely reported as an exceptional event and largely trouble-free. 
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 No evidence of alcohol-related harm from the Heineken Tennis Open is  

 evidenced in the report, and we are certainly not aware of any, despite this 

event having the highest level of alcohol brand visibility at the event of those 

reported. 

 

 The report includes the observation from a survey associated with the report 

of 154 attendees of the Heineken Tennis, cricket matches and Rugby 7s that 

alcohol consumption added to the entertainment value and to the 

atmosphere of the events. That should be of no surprise since alcohol 

consumption may add to the enjoyment of many functions and events, from 

weddings to attending theatre or music events to social gatherings.  

 

 It is therefore an extremely long bow to be  drawn by the authors  that sponsorship 

and associated promotion is to blame for “an entrenched, naturalised culture of 

alcohol promotion and consumption at some sports events”. Is it wrong to have a 

naturalised environment for alcohol consumption if that consumption is not leading 

to harm? Surely it is the harmful use of alcohol that is the issue, hence the 

difference between the Heineken Open and the Wellington 7s. If it is considered 

that New Zealand has an entrenched and naturalised culture toward alcohol, that is 

not due to alcohol sponsorship, but far deeper elements of society. 

 

ii) Sponsorship and young people 

 

7.7  It is widely understood 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 social environmental influences are of paramount importance. Amongst 

the potential influences on alcohol take-up or alcohol abuse by young people, 

alcohol sponsorship is an insignificant variable. This was made clear by Davies 

(2009) who found that, “a ban on alcohol sports sponsorship would have little effect 

on youth alcohol consumption”. 

7.8  The alcohol industry does not sponsor organisations, teams or events, to promote 

its products to children or youth under purchase age.  

7.9  The reality is that organisations and events typically go out of their way to minimise 

exposure of alcohol messages to minors and they show a high level of responsibility 

in regard to their use and exposure to alcohol generally. This is particularly so as 

event organisers have become more professional in approach. 
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7.10  By way of example, the Jim Beam sponsored Homegrown music event, monitors 

audience age to ensure the event complies with the ASA Code that an alcohol 

sponsored event should have an audience of no more than 25% under 18 years of 

age. In response to a complaint to the ASA Complaints Board in 2010, the event 

promoter demonstrated that the under-18 audience at the most recent event was 

15.5%, and the average of under-18s attending the events from 2007-2010 was 

10.9%.  

7.11  Sponsorship of sport in particular is often criticised as a means of targeting young 

people. The reality is that sports sponsorship by, for example, a beer brand, is used 

because the vast majority who watch sport, either at the ground or on television, 

are adult males. The vast majority of beer drinkers are adult males. Sports 

sponsorship is therefore an effective means to reach the beer industry’s target 

audience, adult males, and encourage them to choose one brand over another. 

7.12  Other alcohol brand sponsorship may be channeled elsewhere, for example the 

World of Wearable Arts (Brancott Estate) or New Zealand Comedy Festival (Old 

Mout Cider), to focus on a different adult target market, appropriate for that 

sponsor, again to build brand preference ahead of competitors. 

7.13  In the case of club sport environment, many clubs report changing patterns of 

drinking by members, such as younger members spending less time at clubs and 

preferring to do their drinking elsewhere, outside of a responsible club environment 

and often in an uncontrolled environment (SPARC, 2010).  

7.14  Nonetheless both national sports organisations and clubs remain committed to 

creating safer and more responsible drinking environments for their players and 

members, in which younger people can learn responsible behaviours. Managing 

alcohol in these environments is a key step toward clubs enhancing their integration 

within the community, creating family-friendly environments. 
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8. Economic Impact of a Ban on Alcohol Sponsorship 

8.1  Successful involvement in sponsorship shows that a company and its brand are part 

of a wide beneficial involvement in society, of which the consumer is a participating 

member. The alcohol industry’s sponsorship of sport, culture and events is 

therefore a direct function of the potential returns to deployed capital and 

marketing effort. The impact to individual sponsored organisations is best made by 

those organisations to the Forum; nonetheless NZSA makes the following 

observations: 

8.2  The most comprehensive review of the economic impact of sponsorship bans has 

been made by Econometrix (2013). They note that when considering a possible ban 

on sports sponsorship, there will be an impact not simply on the sports bodies 

themselves, but on the sportsmen and women, on sport development, on stadium 

owners, and on the general public who might not be able to view sports on 

broadcast media (as broadcasters will not be able to raise the sponsorship 

required). 

8.3  The alcohol industry’s direct financial contribution to the domestic sponsorship 

market has contributed significantly to the development of sports and its associated 

peripheral industries. This has aided New Zealand’s capability to host major sports 

events, such as the IRB Rugby World Cup and next year’s Cricket World Cup, which 

result in immense direct and indirect socio-economic benefits.  

8.4 New Zealand’s population size and geographic location means we face significant 

hurdles to host vibrant international sports events. As a country we could do more 

within the Ministry of Business, Innovation and Employment’s Major Events 

Strategy, but these events require significant external funding from corporate 

partners to be financially sustainable. A weakened corporate sports sponsorship 

environment could impede on New Zealand’s value proposition and ability to host 

these major sporting events. 

8.5  Banning alcohol sponsorship would be a high-risk recommendation 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. 

8.6  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 
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the sport. If an alcohol company sponsors a major sports team, a certain portion of 

the money is also allocated to development and filters through to the grassroots 

sports level. 

8.7  The potential loss of sponsorship funds could therefore impact adversely on 

domestic sports development structures and objectives. This could have a negative 

impact on the performance of national sports teams in the longer run. Poor sporting 

performance at the national level could detract other corporate sports sponsorship 

outside of the alcohol industry. The pressure on development programmes (if 

sponsorships are banned) will compromise transformation efforts in sports. In the 

longer term the quality of the elite teams would erode making them less 

internationally competitive.  

8.8  A further risk from a potential alcohol sponsorship ban on domestic sports 

development is likely to be concentrated on peripheral sporting codes benefiting 

from alcohol industry sponsorship. While these may not carry the financial clout of 

the major sporting codes, given the relatively lower inherent return on such 

sponsorship investment, there is a risk of total collapse in the structures within 

these peripheral sporting codes. Equally larger codes will target sponsors of 2nd and 

3rd tier codes to replace sponsorship lost as a result of a ban.  

8.9  By way of example, we can look to New Zealand experience with tobacco 

sponsorship. While NZSA does not represent any tobacco companies, nonetheless 

we can look to the experience of sponsored organisations when tobacco 

sponsorship was banned. Initially any existing tobacco sponsorship was replaced by 

sponsorship from Smokefree for a period of three years, to allow organisations the 

opportunity to transition to alternative funding sources. The reality is that many 

were not successful or not successful to the level previously enjoyed.  

8.10  This was particularly so for secondary sports, such as motor racing, softball, rallying 

etc, resulting in the loss or scaling back of previously significant national or 

international events. Others, such as tennis, saw their flagship event, formerly the 

Benson & Hedges Open, sustained (in part thanks to alcohol sponsorship), but 

second tier events lost as funding had to be concentrated. Those sports have 

generally not recovered from that situation.  

8.11  Peripheral sporting codes supported by the alcohol industry are likely to endure 

similar financial distress and sustainability risks if the potential ban on alcohol 

advertising, which will bring with it a loss in sponsorship funding, is implemented. 

There is not the corporate sponsorship to replace that provided by alcohol brands.  
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8.12  Large companies are already daily receiving and rejecting applications for 

sponsorship from national, regional and local teams, associations and events. At the 

same time available funding from gaming trusts is reducing, creating a bleak picture 

for many sports and community events. 

8.13  And these issues are not just about sport. A ban is likely to have a significant 

impact on music, arts and cultural festivals and events. Funding of the arts has 

shifted out of corporate relations budgets and into marketing. A significant 

percentage of monies go to the genre of music. There is no doubt that a ban on 

alcohol sponsorship would have a direct impact on the support of arts (in particular 

music events) and would limit the viability of a local music circuit in this country. 

8.14  Finally, we should also note that the sale of alcohol is a key source of revenue for 

many licensed clubs. SPARC (201) noted that at that time sports clubs held around 

13% of the country’s liquor licenses and that of clubs surveyed around 34% of club 

income is received from the sale of alcohol. An inability to sponsor, and to promote 

the sponsorship of such clubs, by suppliers would directly impact on club revenues, 

with 43% of clubs surveyed considering a ban on alcohol-related sponsorship would 

have a “large to very large” impact on their clubs. 
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9. Unintended Consequences of a Ban on Alcohol Sponsorship 

9.1  Apart from the negative economic impact on New Zealand based events, the Forum 

should note that restrictions on sponsorship in New Zealand would not eliminate 

sponsorship of sport by alcohol brands. In fact any restriction creates a number of 

anomalies. 

9.2  A cursory look at international sports events broadcast into New Zealand shows a 

number of commercial partnerships that would continue to be visible on broadcast, 

online and in print coverage of such events, despite any local restriction on 

sponsorship. For example: 

 FIFA World Cup - Budweiser 

 IRB Rugby World Cup – Heineken 

 UEFA Champions League – Heineken (as well as individual team sponsors) 

 UEFA European Championship - Carlsberg 

 Formula 1 – Team sponsors include Johnnie Walker, Bacardi, Kingfisher etc 

 NRL Rugby League – Lion Red, VB, XXXX etc 

 ARL Rugby League State of Origin – VB and XXXX 

 Australian V8 Supercars – Team sponsors include Jack Daniels, Jim Beam,  

 Bottle-O etc 

 NASCAR – Coors Light and individual team sponsors 

 Indycar – Fuzzy’s Vodka 

 English Premier League – Team sponsors include Carlsberg, Chang etc 

 FA Cup - Budweiser 

 Test Cricket – VB (Australia), Castle Lager (South Africa), Veuve Clicquot, 

Marstons and Weston’s Cider (England) 

9.3  Where international events include New Zealand-based events, such as the V8 

Supercars round at Pukekohe, a ban on advertising and promotion of these team 

sponsors at the New Zealand event would place that event in jeopardy. 

Alternatively, if the sponsors were given dispensation to show their livery in New 

Zealand at that event, this would provide a significant marketing advantage to those 

brands and would encourage New Zealand brands to invest into Australian-based 

events to maintain a sponsorship presence. 

9.4 In events where New Zealand is an equal partner, it would result in an anomaly such 

as the Australian Wallabies, sponsored by Hahn Super Dry and the Springboks by 

Castle Lager competing in the Rugby Championship with the All Blacks. 
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 An even more confusing situation would arise with New Zealand teams, e.g. the 

New Zealand Warriors or Rugby Super15 teams playing in competitions overseas. 

They could potentially carry jersey sponsorship when playing in Australia but not in 

New Zealand. All that would do would be to create an economic burden for those 

franchises. 

9.5  Aside from these anomalies, there would be additional unintended consequences 

associated with further restrictions on alcohol sponsorship. As this submission has 

explained, the purpose of alcohol sponsorship is not to increase overall 

consumption but to increase a brand’s competitive position in the market place 

relative to other brands through a positive relationship. Removal of the opportunity 

to use sponsorship as a marketing mechanism would force brand owners to 

increase price discounting, an outcome at odds with the objectives of the Sale & 

Supply of Alcohol Act 2012. 
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10.   Conclusions 

10.1  Commercial sponsorship plays a critical role in sustaining the sporting, cultural and 

community events landscape in this country. 

10.2  There is no compelling evidence that demonstrates a causal link between alcohol 

sponsorship and alcohol related harm. Rather the Forum should recognise that 

alcohol related harm is multi-faceted. Amongst the potential influences on alcohol 

misuse or early take-up by young people, alcohol sponsorship is an insignificant 

variable. 

10.3  The alcohol industry does not sponsor organisations, teams or events, to promote 

its products to children or young people. Sponsorship provides a legitimate means 

of targeting adult consumers to encourage the choice of one brand over another in 

a competitive, mature market where overall consumption of alcohol is declining. 

10.4  Further restriction on alcohol sponsorship would materially affect sports and 

cultural events at all levels, from major events through to national, regional, club 

and community based activities across sport, popular music, fashion, theatre, the 

arts and specialist events. Funding for such events and programmes is very difficult 

to secure and a ban would ultimately do greatest harm to lower-tier sports, clubs 

and grass-roots community events, damaging the social capital of communities 

nationwide. 

10.5  A ban on alcohol sponsorship in New Zealand would not realise the blanket 

elimination of the presence of alcohol brands given the involvement of alcohol 

brands in a wide range of sporting and other events globally which have significant 

public viewership in this country. The ban would simply harm local brands at the 

expense of global brands. 

10.6  Consequently, any recommendation to further restrict alcohol brand sponsorship 

would be both disproportionate and ineffectual in outcome. 

10.7  NZSA believes that the self-regulatory framework for sponsorship by alcohol brands 

in place, under the auspices of the Advertising Standards Authority’s Codes of 

Practice provides an appropriate level of control that protect the interests of the 

community, while allowing alcohol brand owners to communicate to adult 

audiences. 

10.8  This is reinforced by testing the ASA Code standards against best international 

practice, most recently the UK Portman’s Group Code for sponsorship. 
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10.9  The NZSA strongly recommends to the Forum that no further regulatory restriction 

be placed on sponsorship by alcohol brands.  
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Appendix 1 

Portman Group Code of Practice on Alcohol Sponsorship- Rules for Responsible Alcohol 

Sponsorship 

 1. As an integral part of each new alcohol sponsorship agreement, drinks companies must 

ensure there is a recognisable commitment to promoting responsible drinking and/or 

supporting diversionary /community activities; taking into account the size, scale, reach, 

and length of the sponsorship. 

2. Drinks companies must not sponsor or support individuals under the age of 18. Though 

companies may sponsor a team, band or group which includes a player or member who is 

under-18 years of age provided that at least 75% of the overall participants are aged over 

18. Any under-18 participants should not be used individually in any promotional material 

or activity. 

3. Drinks companies must not sponsor individuals, activities, teams, events, tournaments, 

competitions, bands or celebrities which have a particular appeal to, or are primarily aimed 

at, under-18s. 

4. Drinks companies must not allow the placement of their brand names, logo or trademark 

(including the non-alcoholic version of the alcohol brand) on merchandise which has a 

particular appeal to/intended for use primarily by under-18s. 

5. Prior to sponsoring an event, team or activity, drinks companies must use their 

reasonable endeavours to obtain data on the expected participants, audience or spectator 

profile to ensure that at least the aggregate of 75% are aged over 18.  

 

6. Sponsorship at events or tournaments which do not meet the 75% threshold are 

permitted but only if restricted to defined areas to which at least 75% of attendees are 

aged over 18. In such cases, the drinks company must not be the main sponsor but may be 

one of a number of sponsors. The drinks company may be the main sponsor of an age-

restricted area. 

 

7. There must be no implication that bravado, aggressive, violent, dangerous or anti-social 

behavior is advocated or condoned by a drinks company or brand. 

8. Drinks companies must not sponsor individuals, groups or events associated with sexual 

activity or sexual success. 
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9. Drinks companies must not sponsor individuals, groups or events which encourage 

illegal, irresponsible or immoderate consumption. 

10. Anyone carrying out sampling must comply with current licensing legislation.  

11. Sampling must not encourage illegal, irresponsible or immoderate consumption such as 

binge-drinking, drunkenness or drink driving and should not have a particular appeal to 

under-18s. 

12. Drinks companies must not use images of people who are, or look as if they are, under 

twenty-five years of age, where there is any suggestion that they are drinking alcohol or 

they are featured in a significant role. Images may be shown where people appear only in 

an incidental context. 

13. Sponsorship must not imply it is acceptable to consume alcohol before or while playing 

sport or suggest alcohol enhances sporting performance or social success. 

 

 

 

 

 



Making a subntission 
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: 

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

Address/email: 

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

Professional Rugby League club competing in the National Rugby League 
Premiership competition 

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 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 
subntission 
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] 

D Yes y" No 

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

The advertising of alcohol is already heavily restricted to a satisfactory standard by the Advertising 
Standards Authority. The significant restrictions in place around the targeting and messaging of any 
advertising are in line with the National Drug Policy objectives "to prevent and delay the uptake of tobacco, 
alcohol, illegal and other drug use, particularly in Maori, Pacific peoples and young people" and "to reduce 
harm to individuals, families and communities from the risky consumption of alcohol". 
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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. 

N/A 

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

No, in our opinion research to date has been inconclusive linking alcohol advertising and consumption. 

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

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

As with alcohol advertising, alcohol sponsorship and the leverage of such sponsorships is already well 
regulated. Leverage of a alcohol sponsorship is limited to venues which are R18- i.e on-premise (pubs & 
bars) or off-premise (liquor stores, bottle shops) and centred around brand choice as opposed to an 
increase in consumption therefore once again align with objectives of the National Drug Policy. 

Any issues with consumption would remain whether or not there is sponsorship in place as consumers 
would still have access to alcohol either at the event or at home. The issue is not in the sponsorship of 
sport but in the habits and behaviour of consumers towards alcohol in New Zealand. 

From a rights holder perspective, further restrictions on alcohol sponsorship would be detrimental to the 
commercial health of many sporting organisations throughout the country. Where would the additional 
funding come from to support these organisations? 

Specifically as a club, alcohol sponsorship provides significant funding to support over 1 00+ contracted 
football staff from NRL through to development levels. 

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. 

'The culture of alcohol promotion and consumption at major sports events in New Zealand' research report 
commissioned by the Health Promotion Agency (August 2013) found that across the four events studied 
(RWC2011, Heineken Open, Wellington Sevens and T20 cricket) participants were largely neutral when 
asked whether "alcohol sponsor materials such as billboards, promotions and products added to, or 
otherwise shaped, the atmosphere at the events". In the case of T20 cricket, often seen as the most 
'alcohol-friendly' format of cricket, more participants disagreed with the statement (44%) than agreed 
(26%). 

In contrast, 82% of participants agreed that 'drinking alcohol was part of the atmosphere' of the event 
indicating that it is the culture not the sponsorship which is driving consumption. 

When managing consumption and promotion towards the youth at the event, over half of the participants 
had heard or seen messages about moderating alcohol consumption while 47% of respondents were not 
concerned with the exposure of alcohol messages to youth at the event (compared to 27% who were 
concerned). 
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g. Do you think the available evidence is strong enough for changes to be made now? 
Explain your reasons. 

No, to date research has been inconclusive linking alcohol sponsorship and consumption. 

Types of possible restrictions (if supported) 

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

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

N/A 

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

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

N/A 

14. Why should these other interventions be considered? 

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

N/A 

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

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

N/A 

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

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

N/A 

Impacts of proposals 

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

N/A 
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21. How might these proposals impact on: 
• alcohol consumption, particularly among young drinkers and heavy drinkers; 
• the perception of alcohol as an everyday commodity, particularly among children 

and young people; 
• alcohol-related harm; 
• businesses, such as the alcohol and advertising industries; 
• the recipients of alcohol sponsorship funds; and 
• different populations - e.g. youth, children, Maori, Pasifika, lower socio-economic 

populations. 

N/A 

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

N/A 
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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. 

N/A 

Ongoing and new challenges 

24. What ongoing and emerging challenges does the Forum need to take into account when 
considering whether further restrictions on alcohol advertising are necessary to 
reduce alcohol-related harm? 

N/A 
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25. What action, if any, could be taken to address these matters? 

N/A 

26. What ongoing and emerging challenges does the Forum need to take into account when 
considering whether further restrictions on alcohol sponsorship (e.g. of sporting, 
cultural and other events) are necessary to reduce alcohol-related harm? 

It is clear that more is needed to educate around the excess consumption of alcohol and underage drinking, 
however alcohol companies and sponsorships shouldn't be held responsible for the actions and choices of 
the minority. 

Should any further restrictions be implemented, the key challenge for the Forum will be the management of 
the financial impact on sporting organisations. 
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27. What action, if any, could be taken to address these matters? 

To address the financial impact of any further restriction on alcohol sponsorship, a support programme 
similar to Australia's "Be the Difference" campaign could be implemented to assist financially. 

Other comments 
28. Do you have any other comments? 

N/A 

Alcohol Advertising & Sponsorship Forum -Submission Form 14 


	Manurewa Local Board
	Making a submission
	Questions to guide your submission

	Marketing Associaton
	Massey University
	Massey University Report.pdf

	Napier Pirate Rugby and Sports Club Inc.
	National Addiction Centre
	National Public Health Alcohol Working Group
	New Zealand College of Midwives
	New Zealand Comedy Trust
	New Zealand Cricket
	New Zealand Drug Foundation
	New Zealand Food & Grocery Council
	New Zealand Food & Grocery Council

	New Zealand Football
	New Zealand Golf
	New Zealand Medical Association
	New Zealand Nurses Association
	New Zealand Olympic Committee
	New Zealand Pacific Union Conference of the Seventh-day Adventist Church
	New Zealand Psychological Society
	New Zealand Retailiers Association
	New Zealand Rugby League
	New Zealand Rugby
	New Zealand Sponsorship Assoc
	New Zealand Warriors Ltd



