


How does New Zealand’s policy rate, compared to other countries?  It’s at the less restrictive end of the spectrum.


A few countries ban all alcohol advertising on television or radio; some just on state owned channels.  Others ban ads for spirits, or for alcohol beverages above a certain strength.  Some allow television ads after a certain time in the evening, and one country requires moderation messages in some ads.


These rules are set through a mixture of state legislation and industry self-regulation.  Most countries control the content of ads through a voluntary code.  Laws are most likely to relate to alcohol advertising on radio and television. 





France


A legal ban has been in place since 1987 on advertisements on television for alcohol over 1% alcohol by volume, and on advertising in publications for young people and in places where sports events are held.  In other media, all alcohol advertisements must advise moderation in consumption.  Ads must be pre-approved. 





Greece


There are no specific restrictions other than limitations on the number of advertisements per day for each brand on television and radio.





Italy


Alcohol advertisements on television may be shown only after 8 pm.  A voluntary code similar to that in Britain governs content. 





Spain


A ban on television and radio advertising of spirits and alcohol over 23% alcohol by volume.  Other alcohol advertisements may be shown only after 9.30 pm.  A ban on all television spirits advertising in the Basque country.





Portugal


No alcohol advertising on television before 10 pm and advertisements must not show alcohol being consumed.





Britain


The BBC does not have advertising.  Alcohol advertising on other television and radio stations is the responsibility of statutory bodies, the Independent Broadcasting Authority and the Cable Authority, whose codes of practice include alcohol advertising.  A 1965 voluntary agreement between manufacturers and TV 





companies not to advertise spirits was abandoned in 1995.  


Alcohol advertising in other media comes under a voluntary code, the British Code of Advertising Practice, which also covers sales promotions and the way alcohol or people drinking is presented in ads for other products. 


Under all codes, advertisements should not encourage excessive drinking, market to audiences under 18 or depict drinkers under 25, characters likely to appeal to those under 18, activities or location where alcohol would be unsafe, or suggest alcohol enhances mental, physical, sexual capabilities, popularity, masculinity, femininity or sporting achievement.


In 1996 complaints about ‘alcopops’, containing 5% alcohol and being marketed to young people along side soft drinks, led the Portman Group to promote its own limited industry code.  This averted a  proposed ban on the words ‘lemonade’ or ‘cola’ on mixed drink containers.





Ireland


A legal ban on spirits advertising on television and radio, and alcohol advertisements may not be shown before sports programmes.  The same advertisement may not appear more than twice per night on any one channel.  In other media a voluntary code is in operation.





Netherlands


In 1987, a bill to prohibit all alcohol advertising on broadcast media was defeated.  Since 1990 the liquor industry, including retail, follows a voluntary code developed by the Stichting Zelfregulering Alcoholbranche.  Its complaints committee can fine up to 50.000 guilders. Ads can be for individual brands but no corporate ads; sports sponsorship is limited.  A moderation message must be included in 40% of audio-visual ads.  Ads should not encourage minors to drink. 





Belgium


No commercial advertising on state television, and a legal ban on spirits advertising on commercial television.  No alcohol advertising on radio.  In other media, voluntary guidelines prohibit the encouragement of 'drinking to excess' and advertisements targeted at the under 21s.





Luxembourg


Television and radio advertisements must not show alcohol being consumed ‘in excess or feature young people, or sportsmen or drivers consuming alcohol.’  Otherwise no restrictions.


Germany


By voluntary agreement most spirits are not advertised on television. On other media, a voluntary code is in operation similar to that in Britain.





Austria


Legal ban on spirits advertising on radio, otherwise voluntary code as above.





Denmark


Television and radio advertisements are not permitted for alcohol over 2.25% alcohol by volume (that is, low alcohol beer may be advertised).  Other media must not aim alcohol advertisements at minors.





Finland


Formerly there was a legal ban on alcohol advertising.  Now, advertising is permitted of beer and wine up to 22% alcohol by volume.





Norway


The advertising of alcoholic beverages or alcoholic beverage products is prohibited, including in advertisements for other goods and services.  This has limited alcohol marketing opportunities on sport grounds and on sports team clothing.  Visiting international teams have been required to comply with this.





Sweden


Since July 1979, there has been a ban on advertising strong beer, wine and spirits.  Other beer may be advertised in the print media subject to guidelines agreed to by the government and the breweries.





Switzerland


Law prohibits comparing or publishing alcohol prices and restricts advertising, especially at sports meetings or events for young people.  Alcohol ads are restricted to information and descriptions directly related to the product.  But this policy is undermined by ads, particularly on television, coming from neighbouring countries.





United States


Despite past campaigns for legislative bans, beer and wine ads are permitted on radio and television, with industry codes for each beverage.  In California it is illegal to offer inducements to encourage drinking, such as give-aways currently offered in Budweiser ads.


Ads for spirits have been kept off radio since 1936 and television since 1948 under a voluntary industry code of the Distilled Spirits Council of the US.  This was broken in 1996 by 


Seagrams on a Texas television station and DISCUS lifted the code, stating it allowed other beverages ‘unfair’ advantage.  Spirits ads now appear on local and cable channels, but only one national channel, Black Entertainment Television.  In 1996 sales of spirits went up 2.5%.  Advertising expenditure on spirits increased 150% increase but was still only 1.5% of all broadcast advertising on alcohol. 


Grassroots and House of Representative efforts to restrict these spirits ads have led to a Federal Communications Commission inquiry into their likely effects.


The influential Mothers-against-Drink- Driving has drawn up an model alcohol advertising code for the alcohol industry (http://www.ndsn.org/APRIL95/MADD.html).


In April 1997 the Supreme Court refused to hear arguments against a 1994 ban passed by Baltimore city on signs and other advertising alcohol and tobacco in public locations.  This cleared the way for other jurisdictions to impose similar bans.  Chicago and Los Angeles County have done so, and over 30 other localities are considering it. 





South Africa


An Advertising Standards Authority of South Africa code of conduct governs advertising of alcohol.  All forms of alcohol may be advertised freely on radio, television and in print.  Sports sponsorship by the alcohol industry is very high, especially for cricket, rugby and soccer.


In 1997, however, the Department of Health established a committee to look at counter-advertising and warning labels, and another to looking at possible restrictions on broadcast advertising and sports sponsorships. 





Australia


Australia is moving towards full industry self-regulation but this is currently in a state of flux. The old system was abolished when the Competition and Consumers Commission revoked authorisations to the Media Council of Australia.  The Australian Association of National Advertisers (AANA) has set up an Advertising Standards Board and an Advertising Claims, and established a code of ethics.  It has no powers of enforcement however, relying on ‘the willingness of advertisers to adhere voluntarily to ethical standards’.  


But the alcohol industry is exempt from this code and at the moment is covered only by the more general Commercial Television Industry Code of Practice.  They are currently working on their own code and on establishing some sort of council.  
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