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Free TV Australia 
Suite 1, Level 2 
76 Berry Street, 
North Sydney NSW 2060  
codereview@freetv.com.au  
 
7 November 2024 
 
 
Dear Free TV Australia,  
 
Re: ATODA response to the public consultation on the draft ‘Commercial Television Industry Code of Practice’ (the 
Code).  
 
The Alcohol, Tobacco and Other Drug Association ACT (ATODA) represents the alcohol, tobacco and other drug 
(ATOD) sector in the ACT. Members include specialist alcohol and other drug treatment and harm reduction 
organisations, including the peer-based organisation for people with lived experience of drug use in the ACT; 
distinguished drug experts with knowledge of the criminal justice system and population health; and allied sectors.  
 
ATODA’s purpose is to lead and influence positive outcomes in policy, practice and research, as the peak body for the 
ATOD sector in the ACT. These outcomes flow from initiatives in prevention, early intervention, harm reduction, 
treatment, peer services, and continuing care. As such, we are concerned with the way in which alcohol is marketed 
in Australia and how alcohol industry advertisements impact population health now and in the future.  
 
Australians should have the opportunity to be healthy, safe and free from the many ways that alcohol causes harm 
to people, families and communities. Yet, Australia is currently experiencing the highest rates of alcohol-induced 
deaths in over 20 years.1 Alcohol marketing, including broadcast advertising, influences people’s preferences, 
attitudes, social norms and use of alcohol products, which subsequently impacts on community health, safety and 
wellbeing.  
 
Health impacts of alcohol include hospitalisation and deaths from injury and other acute and chronic diseases, like 
cancer and mental ill-health. Alcohol is a Group 1 carcinogen, causing at least seven types of cancer, including 
mouth, throat, oesophagus, liver, breast and bowel cancer.2 Alcohol also causes alcohol-related brain injury and 
Foetal Alcohol Spectrum Disorder (FASD). There is low public awareness of long-term alcohol-related health harms, 
and there is an identified discrepancy in the number of current alcohol harm reduction advertisements compared to 
numbers of alcohol industry advertisements.3 Therefore, there is a risk of increasing harms by expanding the times in 
which alcohol can be advertised, particularly to young people.  
 
Alcohol is also a significant factor in family and domestic violence.4 There are several studies that show that violence 
involving alcohol increases at the time of football grand finals and the State of Origin.5, 6 The link is so strong that the 
Rapid Review of Prevention Approaches for family and domestic violence recommended that “alcohol advertising be 
restricted during sporting events”.7 They based this recommendation on “the statistical increase in DFSV incidents 
during football grand finals, as well as the high number of children who watch sport on television and mobile apps”.  
Considering this recommendation, and the evidence showing that when children are exposed to alcohol advertising, 
they are more likely to start drinking early and to drink at higher risk levels,8, 9 broadcast alcohol advertising should 
be reduced, not increased.  
 
Children are frequently exposed to harmful alcohol advertising.10-12  Yet the draft Code proposes extending the hours 
that alcohol advertising can be shown to children by over 800 hours per year. Even more concerning is the proposal 
that these ads be shown during the daytime on school holidays, weekends and public holidays, when children are 
more likely to be watching television and exposed to alcohol advertising. Weekends and public holidays are also 
times when alcohol harms are more likely to occur.13 

mailto:codereview@freetv.com.au


 

2 
 

Recommendation 1. Ensure that any changes to the Commercial Television Industry Code of Practice (including 
to the ‘M’ classification zone in Section 2.2.2), do not extend the hours when alcohol advertising is permitted to 
be broadcast.  

This is in addition to the existing loophole where restrictions on alcohol advertising do not apply during the 
broadcast of sports programs on public holidays and weekends. This loophole increases alcohol advertising at higher 
risk times – such as during sporting events, which are associated with increases in family and domestic violence.14, 15 
Companies tie these events into their branding during these events to maximise sales and profits during times that 
are most harmful. They even boast about the increase in sales during these times.16 This alcohol advertising takes 
advantage of the fact that 36 percent of alcohol is sold to 5 percent of people, whereby industry profits from alcohol 
dependent individuals, who report a stronger urge to drink alcohol when confronted with alcohol-related cues.17, 18 

Recommendation 2. Remove the exemption in Section 6.2 that allows alcohol advertising during sports 
broadcasts.  

Recommendation 3. Remove the exemption in Section 8 of ‘program sponsorship’ from alcohol advertising, that 
allows the promotion of alcohol companies during program broadcasts.  

It is important to acknowledge the commercial imperative that is evident between the alcohol industry and its TV 
advertisements. The industry plays a significant role in the regulation of its advertisements through the Alcohol 
Beverages Advertising Code (ABAC), where the ABAC has been created and regulated by the alcohol industry itself. 
Despite the self-assured reliability of the industry, it is concerning that they consistently deny or downplay the harms 
of alcohol in contradiction to the scientific literature.19, 20 The ABAC rarely finds breaches to its own code,21 likely due 
to the vested commercial interest in the sale of their alcoholic products. Alcohol is one of the most harmful 
psychoactive substances with much weaker controls on marketing than any other psychoactive product.18 For these 
reasons, it is recommended that Free TV Australia reconsiders the code such that the alcohol industry is prevented 
from further exacerbating alcohol-related population health and social safety harms.  

ATODA strongly opposes the proposed changes to the M Classification zone in Code. We believe that these changes 
and the existing sports broadcast loopholes, breach the requirements in the Broadcasting Services Act 1992. These 
state that “broadcasting services place a high priority on the protection of children from exposure to program 
material which may be harmful to them” (s3), and that industry codes “provide appropriate community safeguards” 
(s123, 125, 130).22  
 
Alcohol advertising should be shown less, not more and the sports loophole should be closed – not expanded.  
 
Adequate policy measures to prevent the exacerbation of alcohol-related harms, such as a reduction in alcohol 
industry marketing, should be a high priority consideration in this consultation process. Due to alcohol being the 
primary drug of concern in ATOD treatment services,23 there should not be an expansion of the times in which 
alcohol advertising can be shown.  
 
We have made the above recommendations as we understand the current serious impacts of alcohol on the ACT 
community and urge Free TV Australia to consider the public health evidence in your consultation process.  
 
Yours sincerely, 
 
 
 
 
Anita Mills 
CEO 
Alcohol, Tobacco and Other Drug Association ACT (ATODA) 
e: info@atoda.org.au p: (02) 6249 6358  
PO Box 7009 Kaleen, ACT 2617  
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