
Making a sub111ission 
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 Saatchi & Saatchi 
of an organisation, please name that 
organisation here: 

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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Subinission 
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 X No 

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

Saatchi & Saatchi is in total support of the Sale and Supply of Alcohol Act 2012 and 
its intentions. However, we are strongly opposed to any further restrictions being 
placed on alcohol advertising, as we believe they will not advance the objectives of 
the Act. 

The Act came into effect on 18 December 2013. We believe it is premature in the 
extreme to conclude that, after such a short time, the legislation is not delivering on 
its objectives and that further measures should be introduced. The Act should be 
given time to demonstrate its effectiveness. 

Alcohol Advertising & Sponsorship Forum -Submission Form 2 



From the point of view of Saatchi & Saatchi, there are five compelling reasons why there 
should be no further restrictions to alcohol advertising: 

1. Advertising in a mature market does not increase overall consumption. Brand 
advertising in a mature market works to increase brand market share not overall 
market growth 

2. Evidence in favour of current regulation. Evidence that both the current 
government regulation and industry self-regulation is working effectively 

3. Lack of empirical evidence to support further changes to current regulation. The 
balance of evidence does not support a direct causal relationship between alcohol 
advertising spend and an increase in consumption 

4. Advertising bans in other countries have not led to a reduction in harmful alcohol 
consumption 

s. Advertising is one of many factors that influence consumer attitudes with many 
international studies showing that the principal influences on youth drinking 
behaviour are parents and peers 
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1. Brand advertising in a mature market works to increase brand market 
share not overall market growth 

The main purpose of advertising in a mature market is to protect and build brands 
market share. 

Rather than attempting to expand a general product category (for example, total 
market for beer, wine, and/or spirits), it focuses specifically on market share growth 
for individual brands. 
In most mature markets, there is a general leveling off in overall demand for 
beverage alcohol, indicating a saturation of the market. Therefore, a key commercial 
goal of marketing is to maintain and increase market share for one brand over 
others. 

According to Ehrenberg/Sharp, a brand's share is determined by the number of 
users it has. To grow, it must get more users; it can't grow by enticing existing users 
to use more. Nowhere do they (Ehrenberg/Sharp) find brands with greater loyalty 
than their competitors. Their deduction is that 'more from existing users' an oft
stated marketing strategy, never works. 

Sources: Broadbent, T. (2008). Does advertising grow markets? More evidence from the United 
Kingdom. International Journal of Advertising, 27(5), 745-770. 
Professor Byron Sharp 'How brands grow: what marketers don't know.', OUP (2010) 
Nelson, J.P. (1999). Broadcast advertising and U.S. de:f!!and for_ilkQ@.li~beve~Jl. Southern 
Economic Journal, 65(4), 774-790. 
Commissie Gedistelleerd (Commission for Distilled Spirits). (2005). World drink trends 2005. 

Henley-on-Thames, U.K.: NTC Publications. 
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2. Evidence that the current Government regulation and industry self
regulation is working effectively 

Saatchi & Saatchi believes that, in the case of alcohol products, the newly established co
regulatory alcohol advertising regime, including the Sale & Supply of Alcohol Act and 
supported by the Advertising Standards Authority's Codes and industry pre-vetting 
provide a framework which protects consumers through the imposition of sensible codes 
of practice supported by a complaints process, while allowing alcohol advertisers to 
communicate responsibly to consumers. 

In terms of advertising, the evidence shows that the self-regulatory advertising regime 
concerning the sale, supply, and consumption of alcohol is being undertaken safely and 
responsibly, and there is no compelling empirical evidence to suggest that a ban on 
alcohol advertising would minimise the harm caused by the excessive or inappropriate 
consumption of alcohol. 

Complaints to the ASA relating to alcohol advertising have reduced since 2010 as the 
following chart demonstrates. 

ASA ALCOHOl ADVERTISING COMPLAINTS 2010 2013 

SETILm, NOT UPrB.D, '•\I!THCRA'IHN, RESQl-VED, ADJOURNEC, JURlSDrCTICf'" NO GROUNDS TO PROClEED 

UPHELD 

2010 2011 2012 2013 
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International evidence on self-regulation 

According to some international Government regulators, self-regulation and compliance 
with self-regulatory codes by producers are effective alternatives to Government 
regulation: 
"A well-constructed self-regulatory regime has advantages over Government regulation. 
It conserves limited government resources and is more prompt and flexible than 
Government regulation, given the substantial time required to complete an investigation 
or to adopt and enforce a regulation. The (U.S. Federal Trade) Commission continues to 
believe that alcohol industry self-regulation must play a prominent role in addressing 
concerns about alcohol marketing and youth." 

Government regulation and industry self-regulation are not mutually exclusive but 
intended to work in tandem; self-regulation is always set within a broader framework of 
Government regulation. 

Source: U.S. Federal Trade Commission. (2008). Sfli-rJWJJl.cttis:m inJbiiJMQ_Qhol inJi!L~J:z:y,_Rfp_grt o£the 
Federal Trade Commission. Washington, DC. 
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Saatchi & Saatchi strongly supports a self-regulatory framework and believes 
in taking a leadership role in any further improvements that will reduce 
alcohol related harm 

Saatchi & Saatchi is an active member of the ASA and strongly supports the ASA's Code of 
Advertising and Promotion of Alcohol. 

Alcohol advertising and promotions shall observe a high standard of social responsibility. 
The Code gives clear guidelines as to what is meant by social responsibility. 
It includes: 

• No linkages with daring, aggressive, unruly, irresponsible or antisocial behaviour, or to 
tobacco, illicit drugs or substances such as glue, petrol, explosives and weapons. 

• While advertising can be part of a friendly social environment, it cannot be depicted as 
essential to a better more attractive lifestyle. 

• It cannot suggest that alcohol consumption will lead to sexual, social, sporting or 
business success or popularity. 

• Advertising cannot suggest alcohol relaxes or has therapeutic benefits. 
• Alcohol advertising and promotions should be consistent with the need for 

responsibility and moderation in consumption. 
• Alcohol advertising placement and content should not be directed at minors nor have 

strong or evident appeal to minors in particular. 
• Sponsorship should focus on the individual, team, activity or event being sponsored -

not on the sponsoring organisation. 
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3· The balance of evidence does not support a direct causal relationship 
between alcohol advertising spend and an increase in consumption 

There is no causal relationship between alcohol advertising spend and consumption in 
New Zealand. 
Over the past 27 years both advertising spend and consumption have varied 
widely but independently of each other- indeed 1998 was the year of the 
highest advertising spend and lowest consumption. 

This is one of the key conclusions from an annual analysis of alcohol advertising spend 
and consumption in New Zealand undertaken by the Foundation for Advertising 
Research. The data goes back 27 years to 1987 and records Nielsen alcohol advertising 
spend and NZ Statistics per capita consumption of persons 15+. Prior to 1 February 1992 
there was a de facto ban on radio and television advertising. 

• In 1987 per capita consumption for persons 15+ was 10.33 litres 

• In 2013 it was 9.8% less at 9.183litres 

• The low point was 1998 when only 8.672 litres was consumed -the year of the 
greatest advertising spend 

• From 1998 to 2006 consumption gradually increased but at the same time 
advertising spend decreased. 

NEW ZEALAND ANNUAL LIQUOR ADVERTISING SPEND (2013 DOLLAR VALUE) 
WITH PER CAPITA CONSUMPTION 15 YEARS + 

CONSUMPTION Ltrs 15 years + 

TOTAL LIQUOR ADVERTISING SPEND 2013 I)Q!J..ARS 

We believe that this rebuts the argument that alcohol advertising increases consumption. 
To argue otherwise is simply not supported by the New Zealand specific data. 
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Internationally there is little or no conclusive evidence of a causal 
relationship between alcohol advertising and harmful consumption 

According to the U.S. National Institute on Alcohol Abuse and Alcoholism, "When all of 
the studies are considered, the results of research on the effects of alcohol advertising are 
mixed and not conclusive." 

Source: National Institute on Alcohol Abuse and Alcoholism (NIAAA). (2000 ). Tenth snecial renort to th£_ 
U.S. Congress on alcohol and health. Washington, DC: U.S. Department of Health and Human 
Services. 
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4) Advertising bans in other countries have not led to a reduction in harmful 
alcohol consumption 

We believe that the New Zealand experience clearly demonstrates that alcohol advertising 
bans have no impact on consumption. 

The Foundation for Advertising Research (FAR) studied the impact of full and partial 
alcohol advertising bans in various countries. They noted the evidence was overwhelming 
and that 20 studies found that, in practice, advertising bans had not resulted in a 
reduction in consumption.1 

Countries with either no restrictions or heavy restrictions report increases in per capita 
consumption. Those countries, like New Zealand, with largely self-regulatory regimes, 
report stable levels of per capita consumption. 

Among other things, the FAR & WHO findings show: 
• Very restrictive bans in France, Iceland, Sweden, Russia and 

Switzerland have not resulted in a decline in per capita consumption 
• Very restrictive bans in Finland and Norway and restrictive bans in 

Vietnam and Estonia have led to increases in per capita consumption 

It is also worth noting that many of the developed nations that have restrictive regimes 
also have higher per capita alcohol consumption than NZ (which had consumption at 9.12 
litres pp) based on 2005 WHO data9 e.g. France (13.66litres pp per annum); Russia 
(13.5litres pp per annum); Finland (12.52litres pp per annum); Denmark (13.37litres 
pp per annum); Belarus (15.13litres pp per annum); Estonia (15.57litres pp per annum); 
Korea (14.8 litres pp per annum), Switzerland (11.06 litres pp per annum) 

Sources: 1. Alert, the information bulletin of the Foundation for Advertising Research, 20/13,pl. 

9. WHO, Global Status Report: Alcohol Policy; "Global Status Report on Alcohol and Health", 
World Health Organization (2011) 
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Economic Impact Of An Advertising Ban On Alcoholic Beverages For Industry Association For 
Responsible Alcohol Use- Econometrix 2013 

5) Advertising is one of many factors that influence consumer attitudes with 
many international studies showing that the principal influences on youth 
drinking behaviour are parents and peers 

Marketing is one of many factors that influence consumer attitudes and drinking 
behaviors. 
The relationship between these various influences is complex and difficult to 
disaggregate; it is mediated through expectancies and intentions. 
For young people, the most important factors in shaping drinking behavior have been 
identified as parents and peers. 
Environmental factors, including alcohol marketing, play a smaller role. 

Some studies point to a correlation between particular large-volume promotions at points 
of sale and increased consumption, including extreme drinking, by young people. 
Some longitudinal research shows a modest relationship between exposure to marketing 
and drinking among young people; the strength of the association varies across studies. 

Some evidence suggests that marketing exposure (e.g. advertising or owning of 
merchandise) may have a small impact on young people's beliefs about beverage alcohol 
and their drinking intentions. 
However, drinking intentions are not always the same as actual drinking behavior, and 
factors other than marketing may influence drinking choices. 

Several other factors that influence young people's drinking include: 
• Family environment, including parent and sibling behavior 
• Peer behavior 
o Socioeconomic status 
o Personal attitudes and personal problems 
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·Sources: Grube, J. W., & Waiters, E. (2005). b.l.cohoUn_tb_ELm~dig;S::ontw.t and effects Qf.Q.J:inlsing 
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Summary 

Saatchi & Saatchi is in total support of the Sale and Supply of Alcohol Act 2012 and 
its intentions. 
However, we are strongly opposed to any further restrictions being placed on 
alcohol advertising, as we believe it will not effectively reduce alcohol related harm. 

1. Advertising does not increase consumption in a mature market such as the alcohol 
market. Rather advertising informs consumer choice and encourages brand 
switching. 

2. The Act that came into effect on 18 December 2013 is working but has not had 
enough time to take full effect. 

3. There is no causal relationship between alcohol advertising spend and alcohol 
consumption. 

4. Alcohol advertising bans in other countries have not been proven to work. 

s. Finally, but most importantly, advertising is one of many factors that influence 
consumer attitudes with many international studies showing that the principal 
influences on youth drinking behaviour are parents and peers. 

Advertising is not the problem. It is merely an easy target when the real reasons for 
alcohol related harm are much more difficult to address. 
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Submission to the MinisteriaL Forum on AlcohoL Advertising and Sponsorship 

28 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. 

l am the Safe Community Project Facilitator for the Waimakarirl District CounciL Alcohol related 

harm along with Family Violence is our top priority areas of concern in crime and personal safety in 

our district. 

I have elected not to complete the submission form provided, rather we make the following 

comments and recommendations for your consideration. 

The evidence gathered by 2010 concluded that exposure of young people to alcohol marketing 
speeds up the onset of drinking and increases the amount consumed by those already drinking. 

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

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

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

I note that Stage 1: of the Law Commission's recommendations has been implemented by the 
inclusion on a new clause making it an offence to promote the excessive consumption of alcohol in 
the Sale and Supply of Alcohol Act 2012. However, we are unaware of any test cases based on this 
new law. 

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

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. 
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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 

Alcohol in Our Lives- Curbing the Harm 2010.1 These being: 

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

Stage 3: This stage would implement restrictions including: 

a Messages and images may refer only to the qualities of products, such as origin, 

composition, means of production and patterns of consumption; 

a The banning of images of drinkers or the depletion of a drinking atmosphere; 

a 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. 

I understand that this means a ban on all forms of alcohol advertising and sponsorship in all media, 

other than objective product information. 

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

developed by public health experts. 

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". 

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

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

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

sponsorship in New Zealand is ended immediately. 

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

sponsorship activities could be limited. 

These include: 

a The establishment of an independent body to take over the management and regulation of 

alcohol advertising and sponsorship, and ending self-regulation. 

a Setting out what is alcohol advertising is allowed {i.e. objective product information only), 

and ban all other advertising. This would apply to ALL broadcast, bill-board and outdoor 

advertising, all print media, and arl website and social media content that is generated by 

New Zealand based companies/individuals. 

• New Zealand companies/individuals are prohibited for promoting or contributing to any 

overseas based promotions in New Zealand. 

'~~ A fund is established from alcohol excise tax to support alternative funding options for 

alcohol sponsorship, and this is phased out over the next 1-2 years. 

1 Law Commission (2010). Alcohol in our lives: Curbing the harm. A report on the review of the regulatory 
framework for the sole and supply of liquor. Report 114. Wellington: New Zealand. 
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Conclusion 

I believe that this matter has been discussed and reviewed enough. The evidence available is strong 

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

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

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

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

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

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

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

Signed 

Name: 

Address: 

Email:wendy 

Contact phone number: 

Note: This submission may be requested under the Official Information Act 1982. If this 

happens, it will normally be released to the person who requested it. However, your 

personal details will be removed from the submission if you check/tick the following boxes: 

G2f'1 do not give permission for my personal details to be released under the Official 

Information Act 1982. 

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

submissions. 
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TeOpeWhakaora 

SOCIAL POUCY AND 
PARUAMENTARY UNIT 

Working for tho eradication of poverty in NZ 

28 April 2014 

Mr Graham Lowe ONZM, QSM 
Chair, Ministerial Forum on Alcohol Advertising and Sponsorship 
alcoholadverti si ngforu m®moh. govt. nz 

Re: Submission to the Ministerial Forum on Alcohol Advertising and Sponsorship 

1. The Salvation Army has extensive, longstanding and current experience as 
an alcohol and other drug (AOD) treatment programme provider via our 
Addictions Service. We currently offer the provision of a wide range of AOD 
treatment interventions nationally comprising; residential, intensive day 
programmes, out-patient counselling, AOD Treatment Court, respite 
services and an intensive day programme in a prison setting. 

2. We submit that the Law Commission existing work in this space is 
comprehensive and should be supported. We contend that the provisions 
within the Law Commission's Report Alcohol in Our Lives: Curbing the Harm 
around alcohol advertising and sponsorship should form the foundation of 
any government and community action in response to these alcohol related 
harm issues. 

3. On this occasion, The Salvation Army has elected not to complete the 
submission form provided. Rather we make the following comments and 
recommendations for your consideration through this letter. 

4. This letter has been prepared by Salvation Army Addictions Services staff 
members, with some assistance from The Salvation Army's Social Policy and 
Parliamentary Unit (SPPU). Therefore, the views expressed here reflect the 
views and approaches of key parts of The Salvation Army working with 
alcohol related harm in our nation. This letter has been submitted by SPPU 
on behalf of The Salvation Army. 

5. The evidence gathered in 2010 concluded that exposure of young people to 
alcohol marketing speeds up the onset of drinking and increases the amount 
consumed by those already drinking. Also in 2010 following its review of our 
alcohol laws, the Law Commission concluded that having considered the 
recent research linking the advertising of alcohol and increased alcohol 
consumption by young people, and having heard the views of submitters 
and those consulted, greater controls are needed on advertising, 
sponsorship and other promotion of alcohol. These controls are in terms of 
the content of advertising, the levels of exposure to advertising and 



sponsorship messages, and inappropriate sales promotions. There is a 
strong argument that a self-regulatory body for alcohol advertising is 
inappropriate. 

6. We note that 2,281 out of 2, 939 submissions to the Law Commission 
commented on the range of policy options presented on alcohol advertising 
and marketing. Of the 2,281 submissions 86% supported banning or 
restricting all advertising of all alcohol in all media. We believe that more 
recent evidence that will be presented to you during the course of this 
review that will only add weight to the Law Commission's findings and 
recommendations. 

7. We also note that Stage 1 of the Law Commission's recommendations has 
already been implemented by the inclusion of a new clause making it an 
offence to promote the excessive consumption of alcohol in the Sale and 
Supply of Alcohol Act 2012. However, we are unaware of any test cases 
based on this new law. We recommend that the Review Forum consider 
mechanisms to monitor the impact and effect of this legislation. 

8. It has now been four years since the Law Commission's recommendations 
were made. In this time New Zealanders young and old have been 
continuously exposed to the harmful effects of alcohol advertising and 
sponsorship. This is no time for further review; rather it is time to act. We 
recommend that the Review Forum support the immediate implementation 
of Stage 2 and 3 of the Law Commission recommendations on alcohol 
advertising and sponsorship as set out in their report Alcohol in Our Lives -
Curbing the Harm 2010. 1 These being: 

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

• Stage 3: This stage would implement restrictions including: 
o Messages and images may refer only to the qualities of 

products, such as origin, composition, means of production 
and patterns of consumption; 

o The banning of images of drinkers or the depiction of a 
drinking atmosphere; 

o Only allowing advertising in press with a majority readership 
over 20 years of age; 

o No alcohol-related sponsorship of any cultural or sports 
events or activities. We understand that this means a ban on 
all forms of alcohol advertising and sponsorship in all media, 
other than objective product information. 

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. 



9. We recommend that any permitted alcohol advertising is a.ccompanied by 
health advisory messages developed by public health experts. At the recent 
Global Alcohol Policy Conference in Seoul Korea, internationally renowned 
alcohol policy researcher Professor Thomas Babor told delegates that self
regulation of advertising by those with a vested interest has shown to be 
"spectacularly ineffective". 

We wholeheartedly agree. It serves no purpose but to maintain the 
unacceptable status quo and delay effective measures to curb the harm 
alcohol-advertising is shown to contribute to. 

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

10. We consider that there are practical ways in which much of the existing 
alcohol advertising and sponsorship activities could be limited. These 
include: 

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

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

• New Zealand companies/individuals are prohibited for promoting or 
contributing to any overseas based promotions in New Zealand. 

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

11. We acknowledge that this Forum is ideally seeking new evidence that has 
emerged in recent years. We submit that many groups will offer a plethora 
of research projects and reports in response to this. However, as 
aforementioned, we submit it is critical to enact and embrace the good 
work that has already been done by the Law Commission and ensure any 
future actions are in line with the Commission's recommendations. 

12. The Salvation Army has an on-going relationship and MOU with Otago 
University. We are now undertaking a joint project where Otago University 
is reviewing all components of our Addictions Services across the country. 
This project is in its very early stages and so we have opted to not include 
any findings around alcohol advertising in this letter to the Forum. But we 
believe that in the future, this research project will greatly benefit The 
Salvation Army's addictions work, and also inform debate, discussion and 
action around alcohol law reform. 



13. In conclusion,. we humbly submit that this matter has been discussed and 
reviewed thoroughly already. The evidence available is strong enough to 
warrant immediate action, and there is strong public support for reducing 
the exposure of all New Zealanders to alcohol advertising in all of its forms. 

We strongly urge the Forum to recommend an action plan which will 
implement the Law Commission's recommendations as put forward in their 
report in 201 0. In particular our children and young people need to be 
protected from the negative impacts that alcohol advertising and 
sponsorship have on their lives. Your role must be one of creating an 
environment that promotes healthy choices, and not one where choices are 
influenced by the needs of the alcohol industry. 

For more information, please contact Rhonda Robertson: 
• Rhonda Robertson I National Consumer Advisor 
• The Salvation Army I Addiction & Supportive Accommodation Services 

• Level 1, 691 A Mount Albert Road, Royal Oak, Auckland 1023 
• PO Box 24073, Royal Oak, Auckland 1345 
• P: +64 9 6391129 I M: + IF: +64 9 624 0379 
• E: rhonda robertson®nzf.salvationarmy.org 

Please note that we wish to appear before the Forum if any public submissions are 
permitted. Thank you for the opportunity to respond to this review. 
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Questions to guide your 

submission 

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

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

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

Yes or No. If yes, please specify whether you submitted to the Law Commission 

and/or Select Committee. 

 

Yes 

Law Commission – provided a proof copy of Alcohol No Ordinary Commodity, Oxford University Press, 
2010 (of which I am a co-author) and met with Panel members 

Select Committee – made a submission  

 

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] 

X Yes  

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

Alcohol advertising has been shown to affect recruitment of young people to drink earlier and to drink larger 
quantities. This research evidence is extensive and convincing. In addition there is less research but some 
evidence to suggest alcohol marketing may have adverse effects on those attempting to cut down or stop 
drinking as a result of experiencing problems. 

Extensive and growing use of the social media provide extensive opportunities for the dissemination of 
alcohol marketing products and is likely to amplify the effects of marketing already demonstrated in 
research on the traditional media. Social media case studies of a selection of alcohol brands by RAND 
Europe in 2012 showed that these all have considerable online media presence featuring both marketer-
generated and user generated content.  

Alcohol marketing is broader than alcohol advertising and includes sponsorship (branding of events and 
teams/people), branded merchandise, price promotions, competitions and more.  All aspects of marketing 
need to be subject to restriction. It is essential to focus on preventing all exposure to alcohol marketing 
rather than attempting to affect the content of advertising. The extensive peer-reviewed research on 
tobacco [1], food as well as alcohol promotion shows it is advertising per se that encourages young people 
into the market, not particular channels of advertising or types of message. In order to protect young people 
from alcohol advertising we have to reduce their exposure to any form of promotion for it; not just adjust the 
message and channel mix.   
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In New Zealand we have seen a marked increase in drinking by young people since the first introduction of 
brand advertising in the broadcast media in 1992. The reduction in the minimum purchase age in 2000 
further stimulated increased consumption, particularly in the 16 – 17 years old group [2]. We still have high 
levels of quantities being consumed by the young. In 2013 the Alcohol Policy in New Zealand (APINZ) 
survey carried out as part of the International Alcohol Control (IAC) study found one in three (35%) of those 
aged 16 – 17 years reported drinking at least eight drinks on a typical drinking occasion as did more than 
one in three (38%) of the 18 – 19 years old (unpublished data).  Such high levels of heavy quantity drinking 
(binge drinking) are predictive of later drinking problems and injury. Furthermore the earlier onset and larger 
amounts consumed contribute to lifetime consumption which is a causal factor in cancer along with other 
alcohol diseases.  

Looking from the other side of the issue, there is no reason to maintain marketing in its current largely 
unrestricted state other than to: 1. Protect the profits of the transnational corporation producers by allowing 
them to market to recruit new cohorts of young people to consumers as early as possible and to encourage 
drinking of larger amounts and/or to extend the spread of heavy drinkers in the population (eg among 
migrants from lighter drinking countries) and 2. maintain the financial interests of the advertising and media 
industries.   

A restriction of alcohol marketing similar to that adopted more than 20 years ago in relation to tobacco 
(Smoke-free Environments Act) or specific to alcohol in France (Loi Evin) will not impact in any meaningful 
way on adult consumers’ knowledge of the availability of alcohol. The decision on restriction of alcohol 
marketing therefore comes down to weighing the interests of the transnational corporations against the 
health and wellbeing of the population and in particular, given the evidence of marketing impact on children, 
young people.  

 

1. Lovato C., Watts A., Stead L. Impact of tobacco advertising and promotion on increasing 
adolescent smoking behaviours. Cochrane Database of Systematic Reviews, 2011, 
10(CD003439):doi:10.1002/14651858.CD003439.pub2. 

2. Huckle T., Pledger M., Casswell S. Increases in typical quantities consumed and alcohol-related 
problems during a decade of liberalising alcohol policy. Journal of Studies on Alcohol and Drugs, 
2012, 73(1):53-62. 
 

 

 

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. 

 

Some significant research [eg 3,4] has been published since Alcohol No Ordinary Commodity in 2010 but 
none of it undermines a conclusion that there is a need to regulate to restrict marketing; rather it 
strengthens the conclusion that marketing affects consumption of the young and therefore is an important 
contributor to the creation of alcohol related harm.  In this section we focus mainly on New Zealand 
research including some unpublished analyses.  

Building a brand relationship is a key aim of alcohol marketing and the extent to which ‘consumer 
socialisation’ has occurred can be measured in terms of awareness of brands and brand affiliation. In New 
Zealand an early study of the effects of alcohol marketing (at a time when alcohol brand advertising was 
just emerging on television and on radio) found brand affiliation at age 18 years predicted alcohol 
consumption and aggressive behaviour at age 20 years [5]. More recent research funded by the Health 
Research Council among New Zealand school children aged 13 years found brand affiliation (having a 
favourite brand of alcohol) predicted the quantities consumed (more than three drinks (15 ml, equivalent to 
a can of RTD or beer) as compared with one drink by drinkers without a brand affiliation. Thirteen years old 
non-drinkers who had a favourite brand were 73% more likely to say they would drink next year [6].  The 
follow up with this sample of young New Zealanders when they were aged 15 years showed the non- 
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drinkers who, at age 13 had been exposed to electronic marketing (looked at a web site for alcohol brands; 
downloaded cellphone or computer screen saver for alcohol brands, used social network service containing 
alcohol brands) were significantly more likely to drink larger amounts at age 15 years. Taking into account 
the amounts consumed at age 13 (and relevant demographic variables) reports of receiving free samples of 
alcohol products;  free gifts at concerts or sports events;  receiving special price offer for alcohol and mail/ 
email promoting alcohol brands and/or owning clothing with alcohol brands on them predicted higher 
quantities consumed at age 15 years.  In a separate analysis electronic marketing (looked at a web site for 
alcohol brands; downloaded cellphone or computer screen saver for alcohol brands; used social network 
service containing alcohol brands; downloaded alcohol related ringtone; entered alcohol competition via 
txt/webs/radio/etc ; played online game promoting an alcohol website; viewed alcohol brands ads on webs; 
become a fan or joined any alcohol brands via SNS; completed an alcohol-related quiz on alcohol website) 
also predicted larger quantities consumed and in both analyses having a favourite brand was significantly 
predictive of higher amounts consumed at age 15 years (data submitted for publication) 
Social media: In the analysis carried out by RAND Europe [7] Facebook, YouTube and Twitter were the 
three social media sites most used by young people. RAND analysed five alcohol brands, which all 
maintained a Facebook page, YouTube channel and Twitter account. Facebook features included profile 
pages for comments by marketers and users, and additional content such as competitions, videos, recipes 
or applications such as games, inviting users to engage with marketer content. Similarly, marketer-
generated YouTube sites contained a variety of videos related to the product, including adverts, and in one 
case comedy videos. Twitter accounts contained tweets by the marketer and others, relating to the product, 
but also tweets on a variety of other subjects including comedy, fashion and recipes. New Zealand research 
has shown the use of these SNS provide young people with the opportunity to create and share ‘intoxigenic 
social identities’ and digital spaces which further contribute to the normalisation of youth consumption of 
alcohol [8]. The response on sites such as Facebook has dramatically increased since 2012 and underage 
users can access alcohol material [9]. Transnational corporations such as Diageo and Heineken have 
commercial partnerships with these SNS allowing an integrated relationship with the brands’ fan base 
which is a new development. 

In a letter to the FTC in 2011, the attorneys general (the leading law enforcement officers) of 24 US states 
and territories warned of ‘a “brave new world” of marketing that will expose millions of American youth   to 
alcohol advertising messages on their cell phones and computers while at the same time taxing regulators’ 
capacity and understanding’. They urged the FTC not to rely solely on industry assurances of responsibility, 
but rather to gather the facts necessary for an independent assessment of what regulatory oversight is 
appropriate [cited in 9]. 

 

3. McClure A., Stoolmiller M., Tanski S., Engels R., Sargent J. Alcohol marketing receptivity, 
marketing-specific cognitions, and underage binge drinking. Alcoholism Clinical and Experimental 
Research, 2013, 37(Suppl 1):E404-13. doi: 10.1111/j.530-0277.2012.01932.x. 

4. Grenard J., Dent C., Stacy A. Exposure to alcohol advertisements and teenage alcohol-related 
problems. Pediatrics, 2013, 131(2):e369-79. . doi: 10.1542/peds.2012-1480. 

5. Casswell S., Zhang J. Impact of liking for advertising and brand allegiance on drinking and 
alcohol-related aggression: A longitudinal study. Addiction, 1998, 93(8):1209-17. 

6. Lin E.-Y., Casswell S., You R.Q., Huckle T. Engagement with alcohol marketing and early brand 
allegiance in relation to early years of drinking. Addiction Research and Theory, 2012, 20(4):329-
38. 

7. Winpenny E., Marteau T., Nolte E. Exposure of Children and Adolescents to Alcohol Marketing on 
Social Media Websites. Alcohol and Alcoholism, 2013, First published online: November 28:doi: 
10.1093/alcalc/agt174. 

8. Griffiths R., Casswell S. Intoxigenic Digital Spaces? Youth, Social Networking Sites and Alcohol 
Marketing. Drug & Alcohol Review, 2010, 29:525-30. 

9. Jernigan D., Rushman A. Measuring youth exposure to alcohol marketing on social networking 
sites: Challenges and prospects. Journal of Public Health Policy, 2014, 35(1):91-104. 
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5. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

The evidence was strong in 2010 and is even stronger now.  Publications since 2010 have supported the 
importance of marketing as an influence on alcohol consumption. It is important to note the evidence will 
always, understandably, be challenged by the vested interest groups and those funded by/affiliated with 
them. This was the case with tobacco given the same conflict of interest.  

While less susceptible to scientific enquiry the likely effect of alcohol marketing on normalisation of alcohol 
also needs to be taken into account.  Normalisation makes it more difficult for health promotion/social 
marketing to affect consumption among heavy drinking social networks and for family and whanau to place 
limitations on access to alcohol by vulnerable young people. A strong move to restrict alcohol marketing will 
send a message that the New Zealand community acknowledges alcohol is no ordinary commodity and this 
will have positive benefits beyond the immediate impact of the restriction on marketing. This is a major 
reason why the alcohol industry is so concerned about change to alcohol marketing. 

The availability of web based marketing has created powerful new opportunities for the industry to market 
to younger people and provides additional urgency to take action.  

 

 

 

 

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

related harm?  Yes or No. [Tick box]  
 

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

 

Sponsorship is funding to allow for branding of positive events/experiences.  

The purpose of sponsorship is two- fold: 1. provide opportunities to promote the brand in contexts in which 
people are having positive and exciting experiences, and 2. promote the brand/corporation as a good 
corporate citizen and help ward off effective policy change (restrictions on supply, marketing and increase 
in taxation). 

Neither of these are positive reasons and alternative sources of funding can be made available.   

 

 

 

 

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 impact of sponsorship on sports people is a growing area of research with new publications since 2010 
[10-13].  Recent research from Australia has found higher levels of drinking among sportspeople in teams 
sponsored by the alcohol industry and “receipt of alcohol industry sponsorship [was] associated with 
alcohol-related aggression/antisocial behaviours in university sportspeople” [12]. 

In Thailand  a survey found that 71% of the youth audience of the 2006 soccer world cup broadcast, which 
was solely supported by ThaiBev, appreciated the support and wanted to repay the sponsor [Phoojadkarn 
Newspaper 13/10/2006] [14, p.254].  

In Australia children research with children aged 5 – 12 years found some support for the argument sports 
sponsorship can effectively reach child audiences [15]. 

 

10. Kypri K., O'Brien K., Miller P. Time for precautionary action on alcohol industry funding of sporting 
bodies. Addiction, 2009, 104:1949-50. 

11. O'Brien K., Kypri K. Alcohol industry sponsorship and hazardous drinking among sportspeople. 
Addiction, 2008, 103(12):1961-6. 

12. O'Brien K., Lynott D., Miller P. Alcohol industry sponsorship and alcohol-related harms in 
Australian university sportspeople/athletes. Drug and Alcohol Review 2013, 32(3):241-7. 

13. O'Brien K., Miller P., Kolt G., Martens M., Webber A. Alcohol industry and non-alcohol industry 
sponsorship of sportspeople and drinking. Alcohol and Alcoholism, 2011, 46(2, art. no. 
agq095):210-3. 

14. Thamarangsi T. Alcohol Policy Process in Thailand [A thesis presented in partial fulfilment of the 
requirements for the degree of Doctor of Philosophy]. Auckland: Massey University; 2008. 

15. Pettigrew S., Rosenberg M., Ferguson R., Houghton S., Wood L. Game on: do children absorb 
sports sponsorship messages? Public Health Nutrition, 2013, 16(12):2197-204. 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

Yes. The evidence is strong enough and is as strong as was the evidence on tobacco sponsorship when 
action was taken to replace this with other funding. This is a relevant comparison. While alcohol is a 
different substance and the overall goal for NZ is not an alcohol free society, as it is with tobacco, the 
contribution sponsorship makes to the harms experienced is similar and it is necessary to restrict it to 
protect young people.  
 

 

 

Types of possible restrictions (if supported) 

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

should be done?  

 
The ideal is a complete ban on alcohol marketing. This is feasible and a useful model is available in the 
Smoke-free Environments Act 1990. It has the advantage of thorough coverage of all marketing and 
sponsorship and includes internet marketing 
http://www.legislation.govt.nz/act/public/1990/0108/latest/DLM223191.html [16] 

A less restrictive model is the Loi Evin [17]. The New Zealand Law Commission [18] following a lengthy 
evidence review and consultation process made recommendations which reflect the Loi Evin and 
suggested a three stage process. 

The Loi Evin has withstood legal challenges, as has restrictive legislation in Sweden. Norway and Iceland 
also have legislation which is strong and can provide models.  

It must be noted the Loi Evin does not address internet marketing, an increasingly crucial issue and recent 
data suggest some increases in young people’s consumption in France [19].  Around the world, 
governments are trying to figure out how to regulate internet marketing. Russia has banned all alcohol 
marketing originating from sites inside Russia. Finland has recently passed legislated restrictions on alcohol 
advertising which include restrictions on alcohol marketing in social media based on contents produced or 
shared by consumers themselves or games, raffles or contests [20].  This illustrates a first attempt to deal 
with what is an increasingly important issue.  

Whichever approach is taken it is essential this is done in the form of legislation.  

An additional recommendation is for an increase in the HPA (ALAC) levy to allow for increased social 
marketing. This would have more chance of success than the current activity in an environment no longer 
dominated by commercial marketing messages. It would also serve to mitigate the effect on the advertising 
and media industries.  

 

16. Parliamentary Counsel Office. Smoke-free Environments Act 1990. New Zealand Legislation; 
2013. (18 December).  Available at: 

http://www.legislation.govt.nz/act/public/1990/0108/latest/DLM223191.html
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http://www.legislation.govt.nz/act/public/1990/0108/latest/DLM223191.html. (accessed 25 April 
2014). 

17. Rigaud A., Craplet M. The 'Loi Evin': a French exception. The Globe, 2004, Issues No 1&2:33-4. 
18. New Zealand Law Commission. Alcohol In Our Lives: Curbing the Harm. Wellington, 2010. (Law 

Commission report; no. 114). 
19. Hibell B., et al. The 2011 ESPAD Report: Substance Use Among Students in 36 European 

Countries. Stockholm, Swedish Council for Information on Alcohol and Other Drugs (CAN), 2012. 
20. Eurocare. New regulation of marketing in Finland 2013. (18 December).  Available at: 

http://www.eurocare.org/library/updates/alcohol_marketing_finland2. (accessed 24 March 2014). 
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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)? 

 

Alcohol related harm is, to a very large extent, consequential on levels of alcohol consumption. The 
evidence which shows alcohol marketing increases levels of consumption in young people implies 
reduction in marketing will reduce their levels of consumption; in turn this will reduce associated harm. This 
will happen both in the short term but also longer term since we have strong evidence that levels of high 
quantity drinking among young people have effects in later life [21-23]. 

 
21. Bonomo Y., Bowes G., Coffey C., Carlin J., Patton G. Teenage drinking and the onset of alcohol 

dependence: a cohort study over seven years. Addiction, 2004, 99:1520-8. 
22. Viner R., Taylor B. Adult outcomes of binge drinking in adolescence: findings from a UK national 

birth cohort. Journal of Epidemiology & Community Health, 2007, 61(10):902-7. 
23. Wells E., Horwood J., Fergusson D. Drinking patterns in mid-adolescence and psychological 

outcomes in late adolescence and early adulthood. Addiction, 2004, 99:1529-41. 
 

 

 

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

 
Much of the research carried out on alcohol advertising has occurred at a time of great expansion of alcohol 
marketing and very few attempts at restriction. The evaluations available are of partial restrictions or are 
methodologically flawed [24]. The Loi Evin was not subjected to evaluation but local researchers have 
stated:  

“As a consequence, since 1991 we can observe a real change in alcohol advertising: the law has modified 
the language of advertising losing most of its seductive character. It is no longer allowed to use drinkers 
and drinking atmospheres: we have observed the disappearance of the drinker from the images and the 
highlighting of the product itself” [17].  

The evidence which supports implementing restrictions is drawn from a wide variety of feasible 
methodologies (RCTs are not feasible) and provides adequate support for such a move to be taken. There 
is more evidence to suggest restrictions would work than that they would not work.  

 

17. Rigaud A., Craplet M. The 'Loi Evin': a French exception. The Globe, 2004, Issues No 1&2:33-4. 
24. Babor T., et al. Alcohol: No Ordinary Commodity Research and Public Policy, 2 ed. Oxford, Oxford 

University Press; 2010. 
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13. What other interventions could potentially be tried in future?   

 

Restriction of marketing is a crucially important intervention, particularly for young people. There are other 
effective policies but none replaces the need for this kind of restriction, and the restriction on marketing by 
aiding denormalisation will also contribute to other effective policies being implemented.  

There is likely to be little value in social marketing and other health promotion activity in what is, because of 
the marketing, a very hostile environment.  

 

 

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?  

 

Alcohol industry sponsorship should be banned in all sporting, cultural, and community activities. Funding 
should be replaced by public funds, either from the consolidated fund as was done for tobacco sponsorship, 
or by increasing the HPA (ALAC) levy to allow for buy out. The HPA has the necessary experience and 
expertise to carry out such a process.  

 

 

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

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

 

Alcohol related harm is, to a very large extent, consequential on levels of alcohol consumption. The 
evidence shows alcohol marketing, of which sponsorship is an important part, increases demand for 
alcohol. This implies reduction in marketing will reduce demand and in turn reduce consumption and 
therefore associated harm. 

The very visible buy out of alcohol sponsorship by a health promotion agency gives a powerful symbolic 
message about the need to protect our children. It provides the opportunity to leverage other messaging 
(such as related to social supply). The public debate around these measures will be of educational value in 
itself.  
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17. What evidence is available that your proposal(s) would work?   

 

As with alcohol marketing more generally we cannot, and will never be able to, look to evidence such as 
that provided by RCTs. We can, however, make some credible assumptions based on the importance of 
branding in consumer socialisation, the role of sponsorship in branding and the association with aspirational 
activities and celebrities.  There is as much reason to value a ban on alcohol sponsorship as there was on 
tobacco sponsorship.   
 

 

 

 

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?  

 

Positive effects would be felt by society as a whole over a period of time as the harm associated with 
alcohol is experienced beyond the drinker. The effects on drinkers and future drinkers would be positive.  

Importantly, New Zealand would join an increasing number of countries actively engaged in finding ways to 
curtail the harm imposed by alcohol marketing and also serve as a model in middle income countries where 
considerable marketing is taking place as the transnational corporations successfully expand their markets.  

The transnational corporations which produce most of the alcohol widely marketed in New Zealand would 
be affected adversely if consumption and consequentially their sales and profits fall. However, the New 
Zealand market is very small in global terms and a much bigger threat to the transnational producers is the 
impact of such regulation in the international community, particularly in terms of supporting and providing a 
role model for middle income emerging markets (such as South Africa where efforts to regulate marketing 
are being vigorously challenged by the Industry).  

In New Zealand the advertising and media industries would be affected in the short term but to some extent 
it could be assuaged by the expansion of social marketing.  
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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. 

 

Most of these issues are dealt with above but it is important to note it is lower socio economic populations 
who are most at risk from heavy occasion drinking (and this, of course is relevant for Maori and Pasifika to 
the extent they remain disproportionately represented among heavier consumers).  Alcohol contributes to 
the health inequalities we experience in New Zealand and restrictions on alcohol marketing will contribute 
to reducing these inequalities by: 1. removing the adverse influence of marketing, and 2. allowing a better 
chance for health promotion and social marketing to have a positive impact  

Our data from the HRC funded survey of school children carried out in 2010 showed, not only were the 
young Maori and Pasifika drinkers (aged 13 years) in the sample reporting heavier drinking compared with 
young European and Asian origin New Zealanders, but they were also  much more likely to report owning 
clothing such as  sports tops and hats with alcohol brands on them, were more likely to have seen screen 
savers featuring alcohol brands and to have seen alcohol brands on SNS sites (unpublished data)  

 

 

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

how?  

 

As above for advertising  
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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. 

 

as 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?  
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The promotion of alcohol in the social media and using new technologies. Legislation needs to written in 
such a way as to ban alcohol promotion completely in all modes or, as in the Loi Evin, to ban other than 
where specified as allowed.   

New Zealand could take an important stand internationally by investigating and implementing ways to 
restrict marketing in the social media  

 

 

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

 

      

 

 

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?  
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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 would like to ask the panel to take into account the level of public sentiment around this issue. People in 
the community, as the Law Commission and subsequently the Select Committee found in their 
consultations, have a very clear understanding of the importance of this issue for the health and well being 
of New Zealanders. They want the government to invest in their children’s future by creating an 
environment free of misleading and harmful commercial messages.  

The parallel with restrictions on marketing of tobacco is an important one. While at first many people will 
think it is not a useful parallel because the substances are different and the end game is different (there is 
no expectation alcohol will not continue to be consumed and enjoyed in New Zealand) the parallel is 
nevertheless a real one; marketing is a driver of the harm associated with alcohol use just as it is with 
tobacco use. Some 20 years ago it seemed a very big step to ban tobacco marketing, including 
sponsorship. The Smoke-free Environments Act has, however, contributed to the on-going reduction in 
tobacco related harm and the same is possible for alcohol.  

Finally I would like to address the issue of conflict of interest. I have made many previous submissions to 
government on this issue of alcohol marketing and published extensively. This is a topic which is hotly 
contested given the huge importance to the producers, advertisers and media industries. I have previously 
declined invitations to submit to reviews organised by representatives of vested interest (eg Advertising 
Standards Authority). Since this current review is being carried out by a forum established by government I 
decided to write this submission but I am acutely aware of the conflict of interest among the panel and ask 
that this be taken into account in your deliberations.  
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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: Grant Edmonds 

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

Sileni Estates Ltd 

Address/email: grante@sileni.co.nz 

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

Grapegrower and winemaker 

 

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. 

 

I made a submission on behalf of Sileni Estates Ltd to the Justice and Electoral select committee on alcohol 
advertising and sponsorship. 

 

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. 

 

Current advertising for alcoholic beverages is primarily based on historical information about brands  and/or 
generic social settings for consumption. The social settings in particular are aimed at reinforcing positive 
behaviours and attitudes with regard to alcohol consumption and do not in any way encourage increasing 
or excessive consumption. 
The only type of advertising that is negative and may merit restriction is that of heavily discounted products. 
This appears to have been addressed in recent legislation which limits discounts to no more than 25% off 
the normal retail price. 
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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. 

 

Domestic market consumption of alcohol is flat or declining, and has been for a considerable time. Some 
statistics to support this are reproduced below from NZ Winegrowers.  
Advertising is merely contributing to brand switching amongst consumers rather than increasing 
consumption. 
Wine sales in NZ: 
MAT January 2014 – Total wine sales down 1.8% on previous year 
                                - NZ wine sales down 9.1% on previous year 
MAT January 2013 – Total wine sales up 3.2% on previous year 
                                - NZ wine sales down 9.0% on previous year 
MAT January 2012 – Total wine sales down 5.1% on previous year 
                                - NZ wine sales up 1.2% on previous year 
 
Recent research from Cardiff University in Wales (as reported in Harpers UK on 23 April 2014) has shown 
a drop in alcohol related violence of 12% from 2012 to 2013 in the UK and Wales. Apart from a 7% 
increase in 2008 (coinciding with the start of the Global Financial Crisis), alcohol related violence has 
dropped every year since 2001 in the UK and Wales. This trend has also been noted in many other 
Western countries. This is thought to be due to a reduction in binge drinking and an overall reduction in 
teen drinking, possibly related to reduced disposable income and increased police, local authority and local 
community management inputs. 

 

 

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

Explain your reasons. 

 

I don’t believe changes need to be made. 

 

 

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. 
 

It is becoming increasingly difficult for amateur sports / cultural groups and individuals to raise money to 
enable them to travel or to provide the facilities and equipment that they may need. Costs continue to 
increase inexorably, but there are fewer volunteers and less money to go around. Many of the smaller local 
clubs / teams would struggle to survive without local sponsorship. 
As indicated previously, there has been no growth in alcohol consumption in New Zealand for some time, 
which confirms the view that advertising and sponsorship are having little effect on use other than brand 
switching. Most countries are experiencing a decline in consumption, probably more related to greater 
awareness of health issues than any other single factor. 
Restriction of sponsorship will do little to influence consumption trends, but will make life more difficult for 
groups looking to raise funds for a variety of reasons. We do not believe that current sponsorship 
arrangements lead to alcohol related harm.  

 

 

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. 

 

Flat or declining domestic consumption figures for wine over the last three years are tabled above in 
response to question 4, as is recent UK research on alcohol related violence. 
Sports participation in NZ has also been declining over a significant period. This is a major negative 
indicator for the long term health outcomes of New Zealanders, as physical exercise is important for 
controlling obesity, diabetes and heart disease, amongst other health problems. Sponsorship, especially at 
a local level, has an important role to play in keeping local clubs viable and encouraging grass roots 
participation by lowering entry costs. 
Time spent on sports / hobbies in NZ: 
Over the period from 1998-99 to 2009-10 there was an 11% decline in time spent on sports / hobbies as 
recorded by Statistics NZ figures (Source: Statistics NZ Time use survey 2009-10). 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

I don’t believe any changes should be made. 

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

I don’t believe that further restrictions (beyond the current restriction of no more than 25% less than normal 
retail price) are necessary. 
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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?  

 

I don’t believe further restrictions are necessary. 

 

 

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?  
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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. 

 

      

 

 

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?  

 

Low value products are those most likely to cause the greatest problems, especially with regard to binge 
consumption and consequent negative disorder, accident and health outcomes. Influencing the availability 
of those products while retaining a level commercial playing field will be a challenge. 
Digital media are changing the advertising landscape, and allow products to be targeted to specific groups 
or even individuals. This is not publicly visible and will be very difficult to control. 
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25. What action, if any, could be taken to address these matters? 

 

Minimum pricing may be the only way to control access to cheap alcohol. 

 

 

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?  

 

Restrictions on sponsorship may impact heavily on fundraising groups who have limited access to any 
other source of funds. This community support is often relied upon by the groups involved. 
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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? 

 

Moderate consumption of alcohol with food is part of the makeup of a mature, civilised society. Prohibition 
has never worked, but education and promotion of a healthy lifestyle will allow the evolution of a civilised 
attitude towards alcohol. Sensible advertising and sponsorship aimed at reinforcing moderation, personal 
responsibility, a healthy lifestyle and community values are part of the long term educational requirement.  

 

 

 



Submission to Ministerial Forum on Alcohol Advertising and Sponsorship 

April 2014  

Sileni Estates Sponsorship Activities 

Sileni Estates is a mid-sized wine producer based in Hawkes Bay, but sourcing winegrapes from both 

Hawkes Bay and Marlborough. In 2014 we crushed around 9500 tonnes of fruit in total from these 

two regions. The company employs 36 full time staff within New Zealand, and regularly uses the 

services of contract labour providers to manage its vineyards in both the North and South Islands. 

The only advertising undertaken by the company is either small scale local newspaper or tourist 

guide publications promoting the cellar door opening hours, or wine show / comparative tasting 

results in specialist wine magazines. 

Sileni is involved in two areas of sponsorship: 

a) Sports 

 - the company currently has involvement with two high profile sports in New Zealand, the 

International Triathlon series held in Auckland, and the NZ Womens Hockey Team, both as a team 

and also in broader support of the recent International Festival of Hockey held in Hastings. 

- there is a natural sporting connection with the Sileni brand through its owner, Graeme Avery, who 

for many years has supported NZ track and field athletes and competitions, as well as being the 

driving force behind the AUT Millenium Institute in Auckland, the national training and development 

venue for high performance sport in this country. His son Nigel, the Sileni International Business 

Development Manager, also represented NZ at the Commonwealth Games in Manchester in 2002, 

earning two Gold medals in weightlifting. 

b) Fundraising 

- for the last 4-5 years Sileni has been involved with fundraising for a variety of clubs / teams / school 

groups / individuals who may be looking to raise money for anything from school cultural and 

language study trips to club members of NZ teams attending international sports competitions or 

buying equipment for pre-school groups. Over the last 4 years the company has contributed over 

$1m to hundreds of these small fundraisers at an average of $800 each in low visibility grass roots 

community support. This financial benefit goes directly to those who need it rather than an umbrella 

organisation. 

Sileni Estates is a family company that has long been involved with track and field sports in New 

Zealand and the Avery family have a substantial history of generous donations in that area, not the 

least of which is the provision of the original seed funding for the AUT Millenium Institute of Sport. 

They believe strongly in family and community values and the valuable part that sport can play in 

reinforcing those values and aiding the development of a healthy lifestyle. This is reflected in the 

Sileni brand statement of “Good wine, good food, good company”.  

The association with hockey is primarily about getting more national and international exposure for 

Hawkes Bay as a region, hopefully resulting in increased visitor numbers and a bigger tourist spend 

for the province. Any improvement in the local economy will benefit the Sileni business at a 

domestic level. The link with the international triathlon series is about the connection with 

successful NZ athletes, international exposure for this country and a relationship with personal 

fitness and a healthy, balanced lifestyle. For the teams, groups and individuals, especially from 



sports clubs and schools, the company recognises the difficulty of raising money from an increasingly 

competitive fundraising space. Smaller groups and less visible sports (such as orienteering), as well 

as less popular but equally deserving applicants (such as school cultural tours to Europe or Asia), 

tend to be lower down the priority list for traditional funders. Sileni is justifiably proud of the 

contribution it has made to these groups, particularly over recent years of financial constraint when 

access to funds has been especially difficult. 

Sileni wine is served to spectators at both the triathlon and the international hockey event. It is 

always under controlled conditions through a third party caterer who must abide by local body 

licensing conditions. For fundraisers, the wine is only sold to adult members of the community for 

personal consumption at home. In both situations the Sileni brand is associated with a healthy, 

balanced lifestyle. 

 

Grant Edmonds 

Chief Winemaker 

Sileni Estates Ltd 
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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: Sarah Berger 

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

Southern PHO 

Address/email: Sarah.Berger@southernpho.health.nz 

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

The Southern PHO plans, coordinates and funds primary health care in 
Otago and Southland. We are responsible for the health needs of our local 
communities. 

 

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] 

x Yes       No 

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

We support further restrictions on alcohol advertising over and ablove the measures 
currently undertaken as means by which to further  prevent or reduce the harmful 
effects of alcohol.  
 
The phasing out of tobacco advertising has been an important factor in the great 
improvements New Zealand has made in reducing its smoking rates and this can now 
work for alcohol. 
 
Alcohol promotions are countering the intent of regulatory guidelines seeking to reduce 
consumption. Alcohol advertising supports the existing culture of drinking as the norm 
and this needs to be addressed. 
 
Alcohol marketing is cleverly targeted at certain population groups, for example at 
young women; linking it with fun, freedom and social connection. We need to prioritise 
the protection of children and young people. 
 
There is no evidence to support the effectiveness of industry self-regulation (Babor et al, 
2010).  
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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. 

 

Population level protective factors for alcohol harm have been shown to include 
restrictions on marketing (Babor et al., 2010). 
 
Positive messages about alcohol significantly influences youth drinking behaviour 
(Siegel et al, 2014). 
 
Restrictions on alcohol marketing have already been effective in reducing consumption 
and problems overseas (Toomey at al, 2007). 
 
Evidence shows that young people’s exposure to alcohol marketing speeds up the 
onset of drinking, increases the likelihood they will drink and increases the amounts 
consumed by those already drinking. 
 

Siegel, M.., Chen, K., DeJong, W., Naimi, T.S., Ostroff, J., Ross, C.S.& Jernigan, D.H. (2014). Differences 
in alcohol brand consumption between underage youth and adults – United States, 2012. Substance 
Abuse. Doi: 10.1080/08897077.2014.883344.   
Toomey, T.L., Lenk, K.M., & Wagenaar, A.C. (2007). Environmental policies to reduce college drinking: An 
update of research findings. Journal of Studies on Alcohol & Drugs, 68(2), 208-219. 
 

 

 

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

Explain your reasons. 
 

Yes, we need to take action now and focus on the pervasive messages around alcohol. 
 
The alcohol causes includes short and long term physical and social harms and places 
a huge burden on the health, social service and justice systems. We need to act now to 
start to tackle statistics like these below: 
 

• Between 600 and 800 deaths each year occur as a result of alcohol-related 
causes.  

• In New Zealand, 52% of alcohol related deaths in males and 25% in females are 
estimated to be due to injuries. 

• 60-70% of all admissions to A&E at the weekend, between 18 & 35% at other 
times due to alcohol. 

• More than 17, 000 years of life lost per year each year through alcohol. 
• Nearly 1/5 of all deaths for males and 1/10 for females aged between 20-24 are 

attributable to alcohol use.  
• Approx 23, 000 people are treated in the publicly funded health system each 

year for alcohol or other drug addictions. 
(Source: HPA) 
 
Alcohol related harm is ruining the lives of individuals, breaking up families and 
damaging our communities. 
 
86% of the submissions made to the Law Commission supported banning or restricting 
all advertising of all alcohol in the media. 
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6. Do you support further restrictions on alcohol sponsorship to reduce alcohol-related 

harm?  Yes or No. [Tick box]  
 

X Yes       No 

 

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

Sponsorship has become an important vehicle for alcohol marketing. It is a significant 
factor contributing to the prevalence of, and casual attitude towards drinking and 
alcohol-related harm. 
 
For example, the alcohol industry uses the appeal and excitement of sports events to 
increase their brand awareness and can readily target a particular available audience.  
Sports sponsorship is used to build brand and fan allegiances and sports events have 
become synonymous with drinking.  
 
Alcohol marketing and advertising increasingly sophisticated and multi-dimensional and 
thus exposes young people and the general population to marketing at an 
unprecedented level. 
                                                                                       
 

 

 

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. 

 

Alcohol sponsorship of sports events creates a drinking culture that naturalises the 
relationship between sport and alcohol. For example, 90%  of participants at the 
Wellington Sevens and 65% at the T20 and ODI cricket agreed that these sports events 
created the expectation that one should consume alcohol (Gee et al, 2013). 
 
Pettigrew et al (2013) have demonstrated how children as young as five are likely to be 
sub-consciously absorbing sports sponsorship messages and can align sponsors with 
the relevant sport. This is concerning due to the significant extent of alcohol 
sponsorship 
 
Alcohol sponsorship of sport has the potential to influence underage consumers to drink 
at an early age (Casswell & Zhng, 1998). 
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9. Do you think the available evidence is strong enough for changes to be made now?  

Explain your reasons. 

 

Yes. This matter has already been discussed and reviewed enough. The evidence 
available is strong enough to warrant immediate action, and there is strong public 
support for reducing the exposure of all New Zealanders to alcohol advertising and 
sponsorship in all of its forms.  

 

 

Types of possible restrictions (if supported) 

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

be done?  

 

 
 All alcohol advertising, other than that communicating objective product information, 

should be restricted in all media in New Zealand, including alcohol promotion on social 
networking sites. These restrictions could be based on the French law known as Loi Evin.  
 

 That all permitted alcohol advertising be accompanied by health advisory statements.  
 

 That industry self-regulation of alcohol marketing ends and an independent body is 
established to manage this process and monitor and enforce restrictions  
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11. What evidence is available that your proposal(s) would work?   

 

Evaluation of alcohol marketing regulations in other countries has found that the most 
effective were those of Norway and France. In Norway all alcohol marketing is 
prohibited and in France the Loi Evin bans the promotion of alcohol on TV and cinemas, 
as well as alcohol sponsorship of cultural and sports events.  (Eurocare, 2010) 
 
The Framework Convention on Tobacco Control has been found both feasible and 
valuable in controlling tobacco marketing. This is an appropriate model to control 
alcohol marketing. 

 



 

 

 April 11, 2014 

 

To: Ministry of Health 

From: Splore Dynamics Limited 

 

FORUM SUBMISSION RE ALCOHOL ADVERTISING AND SPONSORSHIP 

 

The Splore Music and Arts Festival is a three-day live festival held at Auckland 
Council’s Tapapakanga Park one hour SE of Auckland City. 

The festival has been held in council parks since 2002. And has operated  a 
supervised special liquor license during that time. 

Splore attracts approximately 7,000 people including around 600 children. 

The family-friendly festival features music, interactive artworks, workshops, 
children’s activities and theatre performance. The event has a strong community 
and sustainability policy with nil tolerance to anti-social behaviour and 
progressive waste minimization practices ie “Love this land – leave no trace”. 

With five stages plus roving performances Splore is an expensive event to run. 

Splore Music and Arts Festival is run by a private company of which I am the 
majority shareholder. The February 2014 event received no government or 
council funding. 

The festival has tried to secure non-liquor sponsorship over the last 15 years 
with limited success. This is mainly due to the boutique nature of the event. 

Any profit the festival makes is from bar sales. These sales subsidise an already 
high ticket price ($255). 

Without the sale of liquor and associated liquor sponsorship the Splore Music 
and Arts Festival would not be able to survive. 

We take a very proactive approach to host responsibility and employ 
professional bar managers and special security to oversee the smooth running of 



our licensed areas. A full range of non-alcoholic drinks are offered in all bars and 
the festival features over 30 exotic food outlets. 

 

Papakura police teams plus the Manukau Police Licensing inspector attended 
Splore 2014 and were impressed with the friendliness and good behaviour of the 
festival attendees. 

Splore proves that in the right conditions New Zealand festival goers can enjoy a 
party atmosphere responsibly and with maturity. What we often refer to as a 
“European” approach to public alcohol consumption can be achieved in New 
Zealand and festival goers appreciate an environment where there are no 
“lurching drunken hoons” spoiling a celebratory atmosphere. 

Splore has developed a long  and fruitful relationship with key liquor sponsors 
like DB, Jagermeister, Yealands Wines and The Redwood Cider Company. On site 
promotions and activations are always carried out with an aesthetic that is 
complementary to Splore’s non-commercial style. This includes funding of  
“cutting edge” structures. All drinks are sold at full retail price. 

Sponsor products like Tiger beer and Jagermeister  appeal to our target audience 
as these brands have strongly associated themselves with the arts and “cool” 
music events worldwide (as does non-alcoholic sponsors like Red Bull). They can 
be seen as “aspirational” brands in the context of modern culture. 

Alcohol sponsors have enabled Splore to promote the event extensively through 
their existing extensive networks including the media. Please find below a 
collage of images from the latest Splore. 

 

John Minty 

SPLORE DIRECTOR 

(john@splore.net) 

 

 

 

   



SPLORE 2014
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