





The video tape with this kit contains a selection of television advertisements for alcohol.  The aim is to present some of the trends in advertising alcohol brands on television in recent years.  This selection greatly under-represents football related alcohol advertising and sponsorship.  


Ads marked 1998 were recorded over December 1997 and January 1998.  Examples are also taken from ads broadcast in 1993-96, some of which continued to be used after 1996.


The ads are grouped by beverage and ad themes, although some include elements of more than one of these groupings.  








Content analysis


The Alcohol and Public Health Research Unit’s research contribution to the 1995 alcohol advertising review was an contents analysis of 1992-1993 television alcohol advertisements (Trotman et al. 1994).  Expert analysts from a range of disciplines and industries reviewed the ads and identified the following themes which the ads used in the marketing of alcohol: 





Link between drinking alcohol and acceptance by same sex peers


Cool, controlled macho behaviour


Aggressive macho behaviour


Other aggressive or threatening elements


Mastering the natural environment/pioneering qualities


Reference to potency of drink


Women portrayed in submissive or inferior roles in relationship to the roles of men


Women portrayed as sex objects


Shows heavy drinking


Suggestions that heavy drinking could result


Changes in perception/state of consciousness


Pride in the role of alcohol in the history of NZ


Natural/wholesome/healthy


Association between alcohol and sport/fitness


Links with heroes of the young


Encouragement to avoid excess consumption/to drink less*


Problems associated with drinking





Some of these themes, such as those associated with excessive drinking or unsociable behaviour, are contrary to the current Code on Liquor Advertising.  Others are not.  These relate either to a lifestyle or to particular constructs of masculinity with which the advertiser wishes alcohol to be associated.











This list of themes identified by media experts provides a useful starting point for considering the video in this kit.








Adjustment to advertising strategies


A new style of beer advertising has appeared on television over the 1997/98 summer.  It focuses on mateship, portraying a ‘softer’ masculinity, and its images are associated directly with the product brand, rather than with drinking in pubs.  This is an industry response to lifestyle changes and in the market for alcohol. 


There has been an increase in the number of non-drinkers, particularly among lower socio-economic and occupation groups (although drinkers in all groups are consuming more).  Industry figures for ‘alcohol available for consumption in New Zealand’ show that beer is the beverage most affected (although less so in Auckland (Wyllie et al. 1998).


Part of the industry response to the decrease in overall consumption has been to target different beer products to ‘niche markets’ (eg Ice cf. Lion Red).  This has included developing ‘a more feminine perspective’ for some beers, as an industry executive told Grocer’s Review in 1990.  


Drinking surveys have shown that about 60% of alcohol is consumed at home or in other people’s homes.  That is, most alcohol, including supermarket wine, is bought from off-licensed premises. The upward trend in typical quantities consumed at someone else’s home was strongly apparent among 14-19 year olds, despite the minimum legal age of alcohol purchase.


The liberalising of liquor licensing by the 1989 Sale of Liquor Act increased the competition from restaurants and café-bars, and prompted the two major breweries to move out of pub ownership and into chains off-licences. These handle the major spirits brands distributed by Lion and DB.  Ads which focus on the product, not the venue, and an increase in competitive advertising of spirits are logical reflections of these changes. 


The summer 1997/98 beer ads also reflect the regulatory reviews faced by the industry in 1998.  In March a review of the voluntary code on liquor advertising; at mid year a bill to amend the Sale of Liquor Act, from which the industry would like a lower drinking age, Sunday trading for all licensed premises and sales of beer and spirits in supermarket.  


The time is right for a flurry of responsible, non-macho ads for take-away alcohol and a quick campaign on low alcohol beer.


�
Beer








Mateship in the pub


‘Light, dark, natural’, Lion Red, 1998


‘Blood brothers’, Lion Red, 1995-7 


‘Return to the pub’ DB Bitter, 1996 


Inheriting a pub, DB Bitter, 1996


Dogs in Sunglasses, DB Bitter (takeaway) 1997 


Pub crawl seeking Tui, 1998





These ads portray drinking in generally working class, traditional pub-style licensed premises.  A number of these ads have attracted criticism because of the behaviour portrayed and ‘gang’ images used.  The DB rottweilers in sunnies ad has a ‘gang’ feel without portraying people or pubs. Billboards with slogans accompanied the Lion Red ads, eg. ‘Behind every good man is another waiting to be served’, ‘If you want me to spend more time in the kitchen, put more beer in the fridge’.  


Only the first and last ads were shown over the 1997/98 summer before the ASA review.


The ‘Blood Brothers’ ad was included in a qualitative study in 1994 of children and young people’s responses to television advertising. In interviews, children and young people enjoyed this ad, and thought it showed that the beer was a vehicle for group acceptance.  They thought behaviour showed characters had already been drinking and would be very drunk later (Holibar et al 1994).








Mateship with takeaways


‘Export yourself’ flatmates, DB Export Gold 1988


‘Export yourself’ OE prize, DB Export Gold, 1998





These ads are new this summer.  They show takeaway alcohol purchased at off-licensed premises. 


Only around 40% of alcohol is drunk on licensed premises, and the major breweries have moved out of pub ownership and into off-licence chains.  In the 1990s the quantities consumed by the young have increased and location in which more drinking has occurred is people’s homes.  This means that the alcohol was purchased from an off-licence or supermarket. 


The characters in these ads are both male and female flatmates in their 20s, who share brand loyalty as well as a house.  The second ad offers an overseas trip as an incentive to buy more Export Gold.








Sensitive New Age Beer Drinkers?


What it means to be a man/rock climber, Lion Red, 1998


What it means to be a father, Lion Red, 1998





These ads are also new this summer.  Again they are for takeaway alcohol to be drunk in your own home or someone else’s.  


The ads shows nice ‘90s guys, not yobos.  No beer or drinking is shown, just the Lion Red logo on black at the end, like an sponsorship ad.  Rockclimbing is a new, more upmarket sport; the second shows a steelworker being a good Dad. These ‘new masculinity’ images attract approval from supportive women of all ages.








Man alone


Lion Ice, ca.1995


Beer and Bear, Lion Ice, current 


‘Extreme brewed’, Flame, ca.1995, 1997


Can’t be bought by rich woman, Heineken, 1998 


Pulsing through market to Leopard Black Label, 1998 





As well as ads organised around mateship, another set draws on a different stereotype of the NZ male, epitomised in a 1950s novel - rugged, socially isolated.  A single Pakeha male, in his 30s or older, in an empty landscape, who takes his beer very seriously.  The Ice and Flame ads both suggest the beer is high quality and strong.


The Heineken character is ‘his own man’, although this (European) ad also has strongly competitive elements. 


The man in the last ad is not isolated, but the single-minded Leopard drinker will bypass any sheila to get to the beer. 








Rural men are real men


‘The strong taste of real beer’, Waikato Draught, 1998


Last can of Speights, 1998


Draught horses story (NZ dream), rugby t-shirts, DB Draught, 1997 





Yet another angle on NZ male identity.  The competitive attitude to townies in the first ad is common in ads directed at rural males, which may not be shown to Auckland audiences. Speights is a South Island brand. In an earlier ad one of these characters turned down marriage to an Auckland woman with a box at Eden Park rugby stadium because she didn’t drink Speights. 


Research has shown high drink-driving among older rural males (Blyth et al. 1996), prompting the health promotion ads about ‘country folk dying on country roads.’


The DB ad is part of an ongoing story featuring draught horses and belongs to a genre of ads using the NZ rural dream and pioneering spirit to sell to city dwellers.  This episode crosses categories to make the rugby/beer link.








Romance and sex


 ‘Go with your natural instincts’, Natural DB, 


‘Kiss the Kilkenny’, 1998





In the 1990 liquor industry niche marketing has included ‘a more feminine perspective’ on beer.  The result was gendered beers like Fire and Natural.  


Ads for DB Natural initially featured scenery,  ‘green’, healthy imagery.  This ad from around 1995 uses sex to sell to women (Code 1(f)).  It contrasts with a new overseas ad for Kilkenny beer.  This uses romance, but in a non-sexist way.  It does not suggest sexual success  but rather confidences among friends shared over a drink.  A visual pun is made between a first kiss and a sip of Kilkenny beer. 


The code bans an emphasis on romance or promises of sexual success to sell alcohol.  The ads suggest that this is generally a misreading of alcohol (or NZ?) culture.  In most ads, there are no women; masculinity is constructed through a direct link with the alcohol.  In others, good looking women admire, confirming the drinker’s sexual attractiveness, but he prefers the relationship with alcohol (eg Leopard Black Label, ‘It’s not Jim Beam’).  Success is so much easier.








Nationalism


‘My kind of country, my kind of beer’ DB series


‘Waikato Man’, Waikato draught (Lion) 1995


‘NZ at its finest’ to America’s Cup, DB, 1995


 ‘Superbowl’ Steinlager, 1998





Nationalism is a strong feature of NZ advertising, as in ads for Toyota and banks bought up by Australians.  Steinlager specialises in this approach but the marketing link between alcohol and sports in a sports-focused culture means that nationalism is a strong feature of many ads.  The ‘NZ at its finest’ music is Olde Lang Syne, evoking nostalgia as well as mateship.


The Steinlager ‘superbowl’ ad takes a jokey approach.  What age buyer might this attract?





Sports and sponsorship


‘Paint it black’ Steinlager, 1998


Murphy Su’a, sports profile series, DB mid 1990s 


First ad as Auckland ‘Warriors’, DB Bitter 


Cricket sponsorship, DB1996


League event sponsorship, Lion Red, 1996


Boxing event sponsorship, DB Bitter, 1996





Before the policy change of 1992 allowing brands to be advertising, alcohol was advertised through corporate and sponsorship ads.  This was not altered by the 1992 policy change.  Sponsorship ads for sports events and television coverage continue to be a major marketing vehicle.  DB and Lion compete for loyalty via different codes.


The Code contains specific rules on sports and programme sponsorship which differ from alcohol brand advertising rules.  Identifiable heroes of the young may not be featured in brand ads but sports profiles (eg Su’a) with a logo but no product or sales message are okay.  They may not be included in programmes directed at minors, but of course minors watch sports programmes directed at all ages.  








Light beer


‘Exercise your brain’, Lion light Ice, 1998


‘A night to remember’, Lion light Ice, 1998





In recent years low alcohol beer has not been promoted in NZ as it has in Australia.  The 1995 national survey of drinking showed the older men were more likely to drink low alcohol beer, but the trend over Auckland surveys since 1993 is for declining consumption among low alcohol beer drinkers, particularly older and higher income men. 


These are two of a set of new industry ads which appeared this summer promoting low alcohol beer.  The ads appear likely to appeal to young people. 








Wine








Lincoln wines, ca 1995 


Nederberg wines c 1995





There is little wine advertising on television, which is dominated by ads for beer and spirits brands belonging to the two major liquor companies.  





Advertising on television is often for products with markets limited to a few large players.  The NZ


wine industry is spread through a greater number of smaller players, although DB owns Corbans.


These low-key ads show vineyards, upmarket lifestyles, and wining and dining.  The angle appears to be class, rather than gender.  A very similar style of ad for brandy emphasised having the time for relaxed socialising.








Spirits








Male competitiveness


‘This ain’t Jim Beam’, DB, early version


Dog eats keys, Jim Beam and cola, DB, 1998





Though the main spirits brands are handled by Lion and DB, ads are more likely to be made in the US than NZ, and do not portray a distinctively Australasian masculinity.  One theme is competition between males (cf the Heineken ad and some rural ads). All Jim Beam ads use the same plot on inter-generational competition between males - older man does down a young Jim Beam drinker who turns the tables on him, while good-looking (but disregarded) woman looks on.  


A steamier version of the ‘This ain’t Jim Beam’ ad is still being shown.  In interviews children and young people perceived Jim Beam as a ‘real man’s drink’ with a special flavour and strong sexual connotations (Holibar et al. 1994).


Jim Beam and cola is an ‘alcopop’ put on the market in 1997.








Women


Gordons Gin, DB, pre-1995


Ron Bacardi, DB, pre 1995


Bottles in handbags, Kahlua and milk, Lion 1998


(‘Adjust your mindset’, Midori - see below)





Many spirits ads are not as strongly gendered as beer ads.  Many do not show people; a few include women, and some recent ones appear to be part of the new ‘feminisation’ of brand market.  


In interviews with children and young people, Gordons was seen as an upmarket drink that would help you ‘score the chicks’ (Holibar et al. 1994).


Ron Bacardi is featured in a his-and-hers set of ads with a play on the French word for rum.  His ad is classic man-alone-on-blasted-heath; hers feature one, then two sexy, active women.


The Kahlua ad depicts a young and a very old woman, implying both drinkers are daring.  But the bottle in the handbag is stereotyped female alcoholic behaviour.  








Party


Bottle dances, Coruba, DB, ca 1994


Drink on loudspeaker, Southern Comfort, 1998


Jamaican beach party, Coruba, ca. 1995


‘What do you do this weekend?’ Coruba, 1998





These ads associate drinking spirits with partying.  Coruba is ‘the party drink’, children and young people said in 1994 about this ad, featuring an animated dancing rum bottle.  They felt its target market was young teens to early 20s.  The Southern Comfort ad is a more simply produced version of the same idea.


The second Coruba ad shows footage of partying in Jamaica, the kind of party that the young people had associated with the animated bottle ad.  


The current ad translates this for the young Pakeha male: Coruba will magically transform his grey life, making him the centre of a week-end-long party.








Mind altering 


‘Adjust your mind set’, Midori, 1998


Oceanliner, Smirnoff Vodka, ca.95 


‘Music for your mouth’, Kahlua, 1998


‘Liquid silk’, Bailey’s, 1998





The imagery used in spirits ads tends to support the public health sector categorisation of alcohol with ‘other drugs’.  They focus on the consciousness-changing effects of drinking, rather than drinker identity, and are likely to appeal to women.  Increasing depiction of mind-altering and transforming experiences and use of psychedelic imagery (eg Kahlua) is likely to attract a younger buyer than, say, whisky ads about distilling traditions.


The Smirnov ad shows literally the mind-altering effects of seeing your world through a bottle.  The swirly gliding effects in the Bailey’s ad are often used for spirits ads not marketed specifically to men.  Bailey’s advertising campaign was estimated at over $1m in 1997, the highest spirits item (Hunter 1997).


Statistics NZ reports that spirits available for consumption in NZ increased by 28.7% in 1997 (NZ Herald 26.2.98).





Alcopops


Vault alcoholic sodas, Lion, 1996


Shooters, 1998


(Jim Beam and cola, since 1997, see above)


Royal Crown Draught Cola, 1998





In Britain, Australia and elsewhere there has been public concern about the marketing of pre-mixed drinks to young people, using drug imagery, cartoon on containers etc.  


Such drinks have begun to appear on the NZ market in the last few years.  A member of the Licensing Authority and former Children’s Court judge expressed concern and in response the industry proposed that alcopop marketing was included in the Code.  This is not included in the ASA terms of reference for the review.


DB off-licence chain Robbie Burns says high-alcohol, ready-to-drink beverages are a favourite with younger drinkers.  “You can’t taste the alcohol at all, just the splitters - an hour later you’re falling over in the gutter.” (NZ Herald 26.2.98)








Prizes as Incentives








Robbie Burns (DB), KFC vouchers


‘Everyday is Xmas’, Liquorland (DB)


Half million in whitewear, Superliquor (Lion) 


‘Export Yourself, DB, trip overseas





These ads were all shown over December /January 1997/8, and appear to indicate an escalation both in competition between off-licence chains and in ‘gaming’ culture.


In April 1995 a rule was added against encouraging ‘immoderate consumption of liquor by the use of such phrases as ‘all you can drink for $X’, etc.’  It would be a small step to add ‘or by offering prizes’.


In both California and Ontario, prizes as an inducement to drink are not permitted. 
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