
Current regulatory codes allow for alcohol 
marketing messages within live televised 
sporting events regardless of whether this  
is during the daytime and children’s peak 
viewing times, but do not generally allow 
such advertising within other TV programs. 

This project shows that children are  
exposed to alcohol-related advertising, 
particularly when watching sport TV. 
Importantly, exposure of children and  
young people to this advertising is 
associated with earlier initiation of alcohol 
consumption and more harmful behaviour  
in young adulthood. For example, boys  
like beer advertisements more when  
placed within sport TV programming,  
and this greater liking is associated with 
stronger drinking intentions and higher 
alcohol use. 

The project identified a number of  
potential opportunities to reduce exposure 
and impacts to children and young people. 

 

These included:

• Changes to the current regulations

• How regulation of alcohol industry 
sponsorships of sport may reduce 
exposure to alcohol branding and 
messages on uniforms, the ground,  
and stadium signage

• Effective regulations employed in other 
countries (e.g. France, Norway, Russia, 
Sweden, Ukraine, Kenya), and their 
suitability for Australia.   

Evidence from this project has enabled 
community groups, peak medical and  
public health bodies, and non-government 
organisations (NGOs) to advocate for and 
persuade government policy makers to 
develop stronger and more effective  
alcohol advertising policies and regulations. 
For instance, various peak health bodies 
such as the Royal Australasian College of 
Physicians; Royal Australian and New 
Zealand College of Psychiatrists;  
Foundation for Alcohol Research and 
Education (FARE) have used the project 
findings to advocate and call for stricter 
regulations from government. 

Alcohol Advertising, 
Sport & Young People

Alcohol advertising is ubiquitous in sport whether on the TV,  
or at the ground through sponsorship arrangements. 

This means children are often getting a message aimed at adults,  
and this can have serious consequences for behaviour and health.
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