





Alcohol advertising standards come under a voluntary code of practice established by the Advertising Standards Authority (ASA), an industry organisation representing the advertising industry and the newspaper, magazine, radio, television and cinema industries. The liquor industry has an adjudicator to ‘pre-vet’ ads.  Media members of ASA undertake not to broadcast or publish advertisements which the ASA’s Complaints Board decides are in breach of the code.








Responsibility for standards


A voluntary code on alcohol advertising in the print media was first introduced following the 1973 Royal Commission of Inquiry on the sale of liquor.  A Committee on Advertising Practice was set up which was the forerunner of the current ASA.  The code was revised in 1983, with input from the Alcohol Advisory Council (ALAC), also created as an outcome of the Royal Commission.


Until 1980 alcohol advertising on radio and television was regulated by statute, as the broadcast media developed under state ownership.  Legislation permitted advertising of outlets and services, but not corporate or brand advertising.  In 1980 these restrictions became voluntary in-house rules of the NZ Broadcasting Corporation, still essentially a government department.  


The rules included a ‘broad intention’ not to broadcast advertisements designed to encourage and/or promote alcohol consumption, but that clause was dropped in 1981.  Private members’ bills to ban alcohol advertising were unsuccessful.  The third Bill, which followed controversial advertising by brewery-owned off-licence chains, reached the Select Committee stage before lapsing.  


An ALAC policy document also supported legislation against alcohol advertising, but no action was taken by government.  Some media initially refused to carry alcohol health promotion advertising as their liquor industry clients were lobbying against legislative controls.


In 1987 a new television channel was approved which was entirely reliant on advertising revenue, while government funding policies put pressure on public sector broadcasters to attract advertising.


For most of the 1980s responsibility for advertising standards was shared between the Broadcasting Standards Authority, a statutory 














body, and the Advertising Standards Authority 


Inc.  In 1988 the ASA established a separate self-regulatory Complaints Board.  Unlike the ASA 


itself, this includes four representatives of the public as well as four from the relevant industries. In 1993 an amendment to the Broadcasting Act 1989 focused BSA responsibilities more clearly on programmes, although it remains responsible for alcohol ad frequency. 


The ASA gained sole jurisdiction over the content of ads.  This means that the ASA is responsible for reviewing its own Code on Advertising Liquor, although review team members are appointed from outside the industry.








Changes in the Code 


During the 1980s moves and countermoves by vested interests and public health advocates focused on radio and television advertising, in recognition of the greater power of these media to influence the behaviour of individuals.


In 1987 the major breweries began to produce television commercials ostensibly advertising the corporate body, not the product.  This de facto alcohol advertising continued into the early 1990s with sports sponsorship themes, including some aggressive imagery.


In 1990 the Broadcasting Standards Authority released a discussion document on alcohol advertising on radio and television, and in 1991 conducted a review which highlighted macho imagery and circumvention of the Code.  This led to rules on sponsorship promotion being included in the Code but also to alcohol brand advertising being permitted on television after 9 pm.  To balance liquor industry advertising, free broadcasting time was to be allocated to health promotion messages.  


Despite being voluntary rules for industry self-regulation, these proposals were taken to Cabinet for approval.  This major policy change was introduced in February 1992.  








The Potter Review


The ASA’s first review of the Liquor Advertising Code came in April 1994, after ALAC’s Consensus Development Conference at which a range of research was presented.  A large number of submissions advocated a total ban on broadcast liquor advertising, but the Potter review  recommended against this.  It added five �
new basic principles, redrafted some rules, suggested wider consultation by the liquor industry’s ‘pre-vetter’ and recommended that the complaints procedure be better promoted.  It also recommended a further review in three years time - that is, in 1998.








Industry self-regulation


At present advertising, including alcohol advertising, is regulated by the advertising and media industries themselves, through the Advertising Standards Authority and Advertising Standards Complaints Board.  One of their voluntary codes is a Code on Liquor advertising.


The ASA’s members are from organisations  representing the advertising, broadcasting, magazine and newspaper publishing, radio, television and cinema.  It aims to maintain ‘a proper and generally acceptable standard of advertising and to ensure that advertising is not misleading or deceptive’.  This is done through voluntary self regulation of advertising standards based on codes. 


A separate Complaints Board was set up in 1988, with half its members representing industry and half representing the public.  In 1994 a Complaints Appeal Board was added, again with public and industry representation.


In December 1994 a review which the ASA describes as ‘extensive and intensive’ was conducted under (the now Hon. Judge) Judith Potter, resulting in the present version of the Code on Liquor Advertising.  As recommended, the ASA is now conducted a further review, but a more limited one than in 1994.








The 1998 ASA review


In mid January the Advertising Standards Authority announced its 1998 Review. 


On 28 February, the date when submissions from the public were due, only four out of five members of the Review Team had been announced.  These were Hon. Sir Ian Barker QC, Lindsay Loates, Noel Vautier and Laurie Cameron CBE, who is chair of the ASA’s own Complaints Board.


The ASA also announced its terms of reference.  The Review Team was to use the Potter Report as a starting point and seek submissions and evidence on:


changes in societal attitudes and public policy since the Potter Report


any new evidence since the Potter Report to justify further restriction or liberalisation of broadcast advertising.





The Review Team would examine the following issues:


Whether there is new evidence to justify further restriction or liberalisation of broadcast liquor advertising.


Whether the 1995 Code needs amendment.  The Review Team would welcome suggestions or amendments to the 1995 Code.


The ASA asked those making submissions to note that matters concerning saturation and incidental advertising were matters within the jurisdiction of the Broadcasting Standards Authority, not the ASA, and would not form part of the Review.  


The BSA code defines ‘saturation’ as ‘a degree of exposure which gives the impression that liquor promotion is dominating that viewing or listening period’.  The guidelines suggest that: 





With respect to commercial breaks broadcasters will avoid creating the impression of saturation if they do not broadcast liquor advertisements consecutively.  In addition it is unlikely that an impression of saturation will be created if two liquor advertisements are broadcast in one break.





The BSA programme code also covers standards of trailers for programmes sponsored by liquor advertisers, backdrop advertising and ad lib comments by commentators, and logos and signage appearing on sports clothing and in sports venues.  There are rules about treatment of ‘identifiable heroes of the young’ who may not be associated with liquor or sales messages.  This code is not part of the 1998 review.








Major change unlikely


The 1998 review of self-regulation by the advertising industry is set up by the advertising industry itself and - as suggested by the outcome Potter review showed - is unlikely to recommend major change.  Major change is likely only if the review of policy on alcohol advertising becomes part of political agenda.  


Alcohol is already on the 1998 political agenda in the form of amendments to the Sale of Liquor Act, which are due to be introduced in Parliament around mid year.  On both advertising and sale of liquor issues, MPs will need to be interested individually, as alcohol is not a matter for party policy.  
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