


All liquor advertising shall adhere to the basic principles and rules set out in this Code.


The Code is designed to ensure that liquor advertising will be conducted in a manner which neither conflicts with the principle of moderation of liquor consumption nor promotes irresponsible liquor consumption.


In interpreting the Code emphasis will be placed on the basic principles and the spirit and intention of the Code.  An advertisement which adheres to the letter of a particular rule nevertheless may be in breach of the Code, if it does not also comply with the basic principles and respect the spirit and intention of the Code.








Definitions


‘Identifiable heroes and heroines of the young’ means individuals or groups of people who have achieved particular celebrity status with minors.


‘Liquor’ as defined in the Sale of Liquor Act 1989 means any beverage containing a minimum of 1.15% alcohol by volume.  ‘Low alcohol’ product means liquor containing less than 1.7% alcohol by volume.


‘Liquor advertisement’ means an advertisement promoting liquor by product, brand or outlet where payment is made or received by any party but does not include sponsorship advertisements.


A ‘liquor advertiser’ is an advertiser which markets or sells liquor and uses its name or other identifying features in a broadcast to promote liquor in some way.


‘Liquor packaging’ means a clearly recognisable representation of a liquor bottle, can, cask or other pack.  A specific element of a label or a logo is not deemed to be liquor packaging.


‘Minors’ means people who are under the age at which they are legally entitled to purchase liquor products.


A ‘programme sponsorship credit’ is an acknowledgement during a broadcast programme of a liquor advertiser's sponsorship of the content or broadcast of that programme.


‘Sponsorship advertisement’ means any advertisement which contains a statement of sponsorship by or on behalf of an advertiser (product, brand or outlet) of a person, competition, activity or event (sporting, cultural or social) provided always that such an advertisement does not contain any sales message pertaining to liquor and does not depict liquor products, liquor packaging or the 








consumption of liquor.  References to a sponsor 


may contain the sponsor's name and/or logo provided that they contain no other reference to liquor or a sales message.


A ‘trailer’ (also known as a ‘promo’) is a broadcast advising viewers and listeners of a forthcoming sponsored programme.








Basic principles [2-5 added 1 April 1995]


1.  Advertisements shall neither be inconsistent with the principle of moderation nor reflect immoderate consumption.


2.	Advertisements shall not depict or imply offensive, aggressive or unduly masculine themes or behaviour.


3.	Advertisements shall not associate liquor with vehicles, boats or hazardous activities.


4.	Liquor advertisements shall not be directed at minors nor have strong or evident appeal to minors in particular.


5.	Sponsorship advertisements shall primarily promote the sponsored activity.  The sponsor, the sponsorship and items of and incidental to them may be featured only in a subordinate manner.








Rules


1 .   This rule applies to liquor advertisements.  They:


a)	Shall not, by use of illustration, copy or image, directly or by innuendo, contain any description, claim or comparison which is misleading about the product advertised, or about any other product, or suggest some special quality or property which cannot be sustained.


b)	Shall be directed to adult audiences and shall not be placed in publications or broadcast in programmes which are intended particularly for minors.  On television, liquor advertisements shall not be shown between the hours of 6.00 am and 9.00 pm.


c)	Anyone portrayed in liquor advertisements as drinking liquor or visually prominent shall be at least 25 years of age with their behaviour and appearance clearly appropriate for people of that age or older.  Minors may appear only in situations where they would naturally be found (eg a family barbecue), provided there is no direct or implied suggestion that they will serve or consume liquor.


d)	Shall not use or refer to identifiable heroes or heroines of the young.�
e)	Shall not depict or imply offensive behaviour or imply immoderate consumption or the misuse of liquor.  Boisterous group scenes involving irresponsible frivolity, careless freedom and abandon, or scenes exaggerating the pleasure of companionship associated with the consumption of liquor, are not acceptable.


f)	[Added April 1995] May depict the consumption of liquor as incidental to a friendly and happy social environment.  However, it is unaccept-able to suggest or imply that the consumption or presence of liquor will create a significant change in mood or environment.  In particular, liquor advertisements shall not imply that liquor noticeably contributes to or is a reward for success or achievement, including personal, business, social, sporting or sexual success. 


g)	Shall not suggest a relationship between liquor and sex by placing immoderate or immodest emphasis on romantic situations or by using illustrations or poses which are provocative or suggestive.


h)	Liquor advertisements shall not associate liquor or imply such association with motor vehicles, boating or participation in swimming, water sports, or other potentially hazardous activities.  Any consumption depicted shall clearly be after the relevant activity and shall not involve any unsafe practices.  Liquor advertisements shall not offer motor vehicles or boats as prizes in any competition. [Last sentence added 1995]


i)	Shall not emphasise a product's alcoholic strength unless the product advertised is a low alcohol product or is of significantly lower than usual alcoholic strength.


j)	Shall not encourage immoderate consumption of liquor by the use of such phrases as ‘all you can drink for $X’, etc.  [Added April 1995]





2.  This rule applies to liquor and sponsorship advertisements.  They shall not:


a)	employ aggressive themes; or


b)	portray competitive behaviour or masculine images in an overly dramatic manner.





In particular, advertisements which feature sport, including contact sports, shall emphasise scenes typical of the sport and players complying with the rules of the sport rather than the aggression of the participants.





3. This rule applies to sponsorship advertise-ments.  They:


a)	Shall primarily promote the team, competition, event, or activity being sponsored.


b)	Shall contain words to the effect of ‘sponsored by’, ‘brought to you by’, ‘proud sponsors of.’


c)	Shall not contain a sales message.


d)	Shall not show a product or liquor packaging.


e)	Shall not portray consumption of liquor.


f)	Shall not imitate or use any parts of liquor advertisements from any medium.


g)	May only briefly and in a subordinate way mention or portray the sponsor's name and/or brand name and/or logo orally and/or visually in the advertisement.


h)	May feature participants in the sponsored activity wearing the sponsor's logo on competition and practice apparel but the logos must be reasonably sized, discreetly portrayed and be in accordance with international and national rules of the activity.


i)	May mention or portray, but not focus upon individual heroes and heroines of the young participating in or engaged in conduct related to the sponsored person, competition, activity or event. [words ‘but not focus on individual’ added 1995]


j)	Where sport is featured, particularly contact sport, shall emphasise scenes typical of the sport and players complying with the rules of the sport rather than the aggression of the participants. [added 1995]


k)	May be broadcast at any time except during programmes directed at minors.





4.  Programme sponsorship credits (including credits in trailers), identifying liquor advertisers are subject to Rules 2 and 3 with the exception of Rule 3(b). [added 1995]








Broadcasting Standards Authority responsibilities


The Broadcasting Standards Authority has a code on how alcohol and alcohol advertisements may appear in programmes (including in association with sports sponsorship) which is not being reviewed at this time.  It is the Broadcasting Standards Authority which is responsible for ‘saturation’ issues - such as, how many alcohol ads appear in an evening or how many in each commercial break .
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