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@ Father Chris Riley's 4 

Youth Off The Streets" 
Comment by Father Chris Riley - on "The Alcohol Beverages 
Advertising (and packaging) Code. July 2007 

"You need look no further than this ad for Tooheys New to see why 
Australia has a nasty drinking problem. The ad features a street party with 
giant inflatable figures in happy bright colours and could easily be 
mistaken for a toy promotion - until the beer truck arrives."(Melissa 
Sweet, Health Reporter, 2007). 

ABAC states that advertising must not have a "strong or evident appeal 
to children and adolescents." 

The problem around alcohol. 

There is growing evidence that binge drinking is on the rise, 
There is growing evidence that drinking may be more harmful for 
the developing brain than previously thought, 
The other harm associated with drinking alcohol eg. Rapes, 
assaults, self-mutilation, accidents etc. 
The National Alcohol Strategy cites research showing that 62% of 
all alcohol is consumed at levels that risk short-term harm and that 
alcohol is involved in 62% of all police attendances and 73% of 
assaults. Young people are most likely to drink dangerously. 
Australian Institute of Health and Welfare estimates that net 
government revenue associates with alcohol was$5.1 billion in 
2004-2005. 
Alcohol kills an indigenous Australian every 38 hours, 
Alcohol killed 1 145 Indigenous Australians in the period between 
2000-2004 - and the average age of death was 35, according to the 
National Drug Research Institute in Perth (Of Substance, April, 
2007 Vol. 5. No. 2), 
More than 4000 deaths per annum in Australia are attributable to 
alcohol misuse. 
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Australian per capita consumption of alcohol is falling, perhaps because 
the population is ageing. It appears the Alcohol Industry is searching for 
new markets and hence the ever expanding range of sweet and potent 
ready mix drinks, perfectly resigned of young palates (Sweet, M. 2007). 

The issue of alcohol is increasing in community. A recent study published 
in Drug and Alcohol Review, January, 2007, which searched 93 
magazines popular with youth, two-thirds of which contained at least one 
alcohol ad and or promotion (including featuring a skateboard). 

52% of these items appeared to contravene at least one section of the 
code. Almost half were for premixed or straight spirits. 

Proposed Alcohol Beverages Advertising (and Packaging) Code: 

The Executive Summary acknowledges that packaging and advertising 
affects and influences consumers' drinking patterns and states that there 
is not any national scheme for regulating the naming and packaging of 
alcoholic beverages. 

What is of great concern is that the alcohol industry has proposed this 
document for consideration. I believe, it has done so because of the 
growing public concern about the outcomes of alcohol misuse in our 
community. In many ways, it is an attempt to show the community that it 
is doing something about the problem. 

What is most concerning is the fact that the Government are not leading 
the field in this area. It smacks of Government complicity with the 
Alcohol Industry. 

In the Executive Summary, it is stated that "Australian alcohol industry 
has identified this 'regulatory gap." 

Why has not the Federal Health Department identify this 'regulatory 
gap'? Community groups have raised major issues around alcohol misuse 
and the noise is getting louder. 

Under Section 4 of this document, it is stated on page 7 that the "ABAC 
Complaints Adjudication Panel.. . is now best described as 'quasi- 
regulatory' or 'co-regulatory' between industry and government." 
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The Alcohol Industry has maintained that the ABAC is totally 
independent and makes reasonable decisions. Their own language waters 
that claim down significantly as 'quasi-regulatory' indicates not really 
regulatory and 'co' indicates that the Alcohol Industry in the decision 
making process. 

Section 5: "Objectives of the Retailer Alert Scheme (RAS) . . .to minimise 
unsafe drinking patterns and under age drinking." 

Already banned products: (a) an alcoholic ice block, (b) a product that is 
sold in an aerosol can, (c) any milk product. 

RAS to ensure: 
- Not encourage excessive consumption or abuse of alcohol, 

encourage underage drinking or offensive behaviour. (Both of 
these are out of control and need strong action - 62% of police 
attendances involve alcohol. 

- Contributing to the achievement of personal, business, social, 
sporting;, sexual or other success. 

The association of alcohol and sport is the glaring, unchallenged 
underbelly of the real credibility of the Alcohol Industry and 
Governments. We can skate around the issues and highlight marginal 
breaches in an attempt to be seen to be busy and proactive. 

It is staggering that the Code governing the Advertising of Alcohol 
maintains that Alcohol is not able to be screen advertisements on 
television before 9 p.m. EXCEPT when it is a sporting event. Why has 
this exemption been given? Who are the stakeholders who benefit fiom 
such an arrangement? And are their interests more important than the 
needs of the under-age drinkers? 

Sport is encouraged around the nation as a way of keeping health, 
fighting obesity and maintaining a positive life-style. However, the 
message young people get from the promotion of alcohol during sport is: 
sport means alcohol is always involved with post match gatherings and 
drinking to excess is acceptable. Not only do our kids have to look at 
advertisements, logos, branding but then they see 'their heroes' celebrate 
their wins and drown their losses surrounded by excessive alcohol use. 
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Media is constantly reporting on anti-social behaviow of well-known 
sporting identities that are involved inn assaults, rapes, and breaches of 
code because of alcohol abuse. These are the people that so many of the 
young look up to and use as role models. 

In many country towns that claim extensive sporting organisations, there 
is also a culture of under-age drinking because the young see how the 
adults act after the sporting matches. 

If this document wants to be taken seriously, then the first action should 
be to demand consistency of advertising alcohol products across the 
board: no exceptions to pre-9 p.m advertising and not allowing alcohol to 
be advertised during sporting events as this is in breach of its own code 
that the Alcohol Industry suggests is so effective. 

Section 6: "Finally no producer or retailer is compelled to become a 
signatory or contribute to the finances of the scheme. However, retailers 
who are signatories are protected from legal action if they invoke the sole 
sanction within the scheme." 

At the end of the day the proposal lacks any real power to enforce 
inappropriate behaviour. 

Section 6.3.2 Public benefit. 

"..risky drinking by young people is a particular concern . . . of the 16, 756 
deaths from acute conditions due to drinking at risky levels to health 
between 1992- 2001, three-quarters were males and of these more than 
one quarter were aged 15-29 years." 

Our young people are in real trouble across the nation. We know more 
about human psychology than ever before and yet this knowledge fails to 
drive how we protect and nurture our young. Alcohol damages the young. 

While the document concludes, "It is anticipated that the proposed RAS 
will minimize unsafe drinking patterns and underage drinking that may 
result from inappropriately named or packaged alcoholic beverages" - I 
doubt that this outcome will be achieved. A much more aggressive 
campaign is needed to target our young. 
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Section 8 Conclusions. 

In many ways the Alcohol Industry has acknowledged the reasons this 
document has been prepared. 

Governments are the ones who should be driving this type of regulation. 

There is no suggestion that such looking at the way alcohol is advertised 
will solve all the problems. There are many factors that come to bear on 
the reasons young people drink. We must embrace a whole range of 
initiatives to address the needs of the young, including "social, individual, 
structured and marketing factors: (Donovan, et al). 

The following article highlights that there is advertising that targets 
under-age drinkers. We can no longer ignore such evidence and research. 

Donovan, K., Donovan, R., Howat, R., and Weller, N. "Magazine 
alcohol advertising compliance with the Australian Alcoholic 
Beverages Advertising Code, " Drug and Alcohol Review (Jan. 
2007,26, 73-81. 

Father Chris Riley 
July 2007 
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