
Dear Senator Moore 

Tliuil; you lix your leiier dated 1') Februar) 2008 regarding the Aicoho! 7'011 
Kcduelion Bill 2007. 

111 rcsponse to tlic aims of the hicohol Toll Reduciioii Bill 2007, 1 submit h e  
following Scr considerdtion by the Senate C'omniun~ty Afihirs Committee: 

Require health information labels on all alcohol products. 

'The potential benefits of placing heaith messages 011 aicohoiic beverage labcis has 
hcen rccugniscd recently by two iixrjor inquiries into aicohoi issues -~ the NSM' 
Alcohol Snmmit and the Ilousc of Rcprcscntativcs 111quirf inlo Siibslance Abuse in 
Australian Cornii~~inirics -and bvarrants consideration at the national Ievel. 

There is a11 evidencc base from ovcrseas,dc111o11striliing that ilie priwision o r  hcaltll 
messages on alcohol conlaincrs miscs aicolml co~isumrrs' awareness ol' thosc issues. 
However. therc are limited evaiuations that den~onstrate u.arning labels lcad l o  a 
change in drinking behaviour. 'The current standard drink labelling is particuiarly 
weak because 01' its size. C;i\w the success of' health warning iabcis (111 tobacco 
products, t ime is i t  case h i .  ihaving inore research done in the arcn and Sor such a 
s t rateg to be supported. 

1% is ' . rccognised that in ordcr io he eSSecii\:e. such an initiatiw siiouid not he cond~ictcd 

in isolarion and health messagcs placed on alcohol contaiiicrs must he pari of' a 
.. . . 

coiiiprciicnsi~~e pilckage 01 init~aiivcs. 



.E l  Restrict iele\ ision and radio alcohol advertising to nfder- 9pm and before 
5am, do utop alcohol being marketed to young people. 

Aicohol advcrtising can iniluencc perceptions of what. is viewed as 'normal' drinicing 
heliaviour and suppc'rts attitudes that contribute to risky alcolml LW and related . , 
prob!cms. Ihen. is a strong case ibr restric~ions on alcohol advertising and the 
imp1cme1ltatioi-1 of' a legislated rcgrulatory kamework. It is recomrnel~dcd that any 
dclinitio~i of aicolml advertising needs to include sponsorship and other Somis oi' 
promotion. 

3.0 Require all alcohol a rtlscmenls to be preappro1.e b) a gobernmcnl 
body eonrprising an e r t  fi-om the medical profession, al 
support sector, accid raurna support seclor a~ad the ale 

I'herc is evidence that sclf regulatiori of the \duiita:y code is not eli'cctive. For 
exampic. 2007 rescarch associated with 93 magaziiles popuiar wit11 18-30 year olds 
hund that: 
r 2f.3 contained a1 !cast o m  nlcohoi advertisement or pr-omoiion with 132 unique 

items identi iiccl; and 
e 52 percent failed to comply with a1 least onc section oi' the Alcohol Revcrages 

Advertising Code. 'The two major apparcnt breaches related to the iteiils having :r 
strong appeal to adolesce~iis and promoting positive social. s e x ~ ~ a l  and 
psychological cspeclancies oi' cons~~rnprion (Section B and Scction C o f  the code 
rcspectivcly). I 

The ahovc findings, along with many othcr consistent sttidics highlight the need ti1 

~irove auzy from ha\,ing advertisements approved by industry. aild the nccd Jbr a 
properly legislatccl code \?.hi& should be deveiuped and regulated by government 
with the assistance oi' expen advice. 

4.0 a n  alcohol ;~dvertisements which arc aimed at children or which Link 
rinking to personal, business, socrittl, sporting, scsuel and ot 

'I'ilis item is ~ilrcady part oi'thc voiuntary code and the need lo include i t  within the 
Alcohol Toil lieduction Hill rellccts the inaclequaey 01' the currcnt sclf regulator! 
syslem. 

It is of' note that while aicoliol advertiscmenrs ma)l not biatantiy target chiidi-ci?. the!. 
still hm~c ail impacf upon the perceptions and hellaviours of  childrcii and young 
people. For exmipie: rescareii has found that adolcsce~its who have grtxitcr exposure 
to alcohol advertising. and also enjoy thc ad\~e;?iscmcn!s. arc morc iiltely to driiili at 
harmful 1e.icis than young adults:. 



?.he zenei.al exposure of children to aicohol advertising and the non?dlsarion of 
alcohol consumption and other related impacts is or  c o i ~ e r n  and is recommcndcd for 
consideration as part of the Inquiry. 

Changes to alcohol advcrtisi!lg requiremenls are wclcomcd. Ell'eclive rcylation is 
required to stop inappropriate advertising and otlicr niaskcting practices. 

Yours sincerely 




