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Children and adolescent exposure
to alcohol advertising during
Bathurst 1000

Sondra L. Davoren and Craig A. Sinclair
Cancer Prevention Centre, Cancer Council Victoria

Ordinarily, alcohol advertising on free-to-air television may be
shown only during standard M (Mature), MA (Mature Audience) and
AV (Adult Violence) classification periods, 8:30 pm until 5 am.! An
exemption in the Commercial Television Industry Code of Practice
(‘the CTICP exemption’) overrides this restriction and permits
alcohol advertisements during live sports broadcasts between 5 am
and 8:30 pm on weekends and public holidays."

An analysis of alcohol advertising expenditure in Australia found
that almost half (46%) the alcohol advertisements were shown on
weekends and public holidays.? Of those advertisements, 44% were
shown outside the M, MA and AV classification periods during live
sports broadcasts — reflecting the impact of the CTICP exemption.?

Studies suggest that under-age television viewers (aged 13-17)
are equally likely to be exposed to alcohol television advertisements
as young adults (aged 18-24), and that the overall level of exposure
of underage television viewers to alcohol advertising is extremely
high.># In 2005, six of the top 50 rating programs for young people
aged 13-17 and three of the top 20 rating programs for children aged
5-12, were sporting events.’ The popularity of sport in Australia —
particularly with children — together with alcohol sponsorship of
major sporting events and the CTICP exemption, suggests that large
numbers of children and young people are being exposed to alcohol
marketing at times when ordinarily they would be protected.

To quantify the amount of alcohol advertising potentially seen
by under-age viewers, we collected data on the amount of in-break
alcohol advertising during the 2008 broadcast of the Bathurst V8 car
race and analysed footage of the race to measure the time on screen
of alcohol sponsorship (e.g. alcohol branding on track signage and
sponsored race cars).

We found that 117,000 people aged 5-17 watched the Bathurst
telecast, which is high by Australian standards (an episode of
Playschool attracts around 119,000 viewers).! In-break alcohol
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advertising started as early as 6.00 am when a large number of
children and young people were watching, potentially unsupervised.
Children and young people in Brisbane, for example, would have seen
11 alcohol ads by the time the race started at 10:30 am.

The race ran from 10:35 am until 5:05 pm. In a two-hour period
between 3:30 and 5:30 pm, there were 106 instances of visual
alcohol sponsorship, equating to just less than one per minute, and
— assuming a constant level of visual alcohol sponsorship across
the entire race broadcast — potentially 26 minutes (15%) of alcohol
sponsorship across the race broadcast. Including in-break alcohol
advertisements, children and young people who watched the whole
race were potentially exposed to 35 minutes of alcohol marketing.

Although the alcohol industry argues that it does not deliberately
set out to target under-age drinkers,® our investigation suggests that
alcohol advertising during sporting broadcasts has the potential to
reach a significant number of children and young people; and that
this exposure is facilitated by an exemption that permits alcohol
advertising before 8:30 pm.

Alcohol advertising is known to encourage early initiation of
drinking and, in the long term, higher alcohol consumption.” Efforts
to reduce young people’s exposure to alcohol advertising have the
potential to reduce the risk of alcohol-related chronic diseases later
in life, which are related to sustained heavy drinking over a lifetime.

A key policy intervention for reducing alcohol-related harm is to
limit alcohol-marketing communications.® This was recognised in
the 2009 National Preventative Health Strategy, which recommended
phasing out alcohol promotions from times and placements that have
high exposure to young people aged up to 25 years, including during
live sport broadcasts and high adolescent/child viewing times.’

Evidence on the extent of alcohol-related harm is strong; but
equally, so is the evidence for an effective preventive response. The
National Preventative Health Strategy recommendations are by no
means unachievable in the current environment. As a first step the
CTICP exemption must be removed, followed by the phasing out
of alcohol sponsorship of sporting and cultural events, particularly
those with strong appeal to children and young people. The advent
of the new National Preventative Health Agency is an opportunity
for driving these, and other, recommendations forward.

Alcohol companies are subject to few limits on their freedom
to advertise; as such, they are permitted to take a leading role in
normalising alcohol use in children and young people, often under
the guise of advertising to adults. To continue to allow regulatory
inconsistencies such as the CTICP exemption is to prioritise the
rights of the least vulnerable in our society, over the needs of the
most vulnerable.
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