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About the Foundation for Alcohol Researeamd Education

The Foundation for Alcohol Research aBducation (FARE) is an independent, -footprofit
organisation working to stop the harm caused by alcohol.

Alcohol harm in Australia is significaNearly 6,000 lives are lost every year and more than 144,000
people are hospitalised making alcohol on€ofizNJ y I G A2y Qa 3INBIFGSad LINBOSyi

For more thara decade, FARE has been working with communities, governments, health professionals
and police across the country to stop alcohol harm by supporting weading research, raising public
awareness and advocating for changes to alcohol policy.
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of alcoholfor stopping alcohol harm through populatidrased strategies, problem directed policies,
and direct interventions.
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info@fare.org.au
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Introduction

Digital platforms have disruptechews, entertainment and social networks, bringirgpth
opportunities and challengeS€urrent regulatory structures have not kept pace widthnology, and
many traditional aims of regulation, such as the protection of vulnerable consumers, are being
undermined by inadequate regulatory structures. In this environmenthstralian Competition and

| 2y adzy SNJ / ZACETInduiryAirdoydigtal platformsis anopportunity to create a regulatory
framework that works for consumers, industry and society as a whole.

The Foundation for Alcohol Research and Education (FARE) thanks the Commission for the opportunity
to provide this submission tdhe inquiry.We welcome the comprehensive nature of this report and

the inclusion ofinterrelated elements, particularly consumer protections. We strésat the
consumer must have equal standing in the final reparsegmented approacthat does not place

priority on the consumer will lead to poor policy outcomes.

Commercial marketing of unhealthy commodities such as alcohol incgeassumption Marketing

Ad y2¢6 GdzmAljdzAi §2dzas NB LIS G A G *AESNVotd yHBalthDiBahizaffo# NOS R |
(WHO) has identified bans or comprehensive restrictions on exposure to alcohol advertising across
multiple types of media as one @6 recommendedi 6 S & (i ¢ iGtelz@rtidéns judged to be most

effectivein reducingalcohol harm?

C! w9 Qa & dzo ers théidsaey raise@ ahd red@mmendations made in the Preliminary Report
in the context of unhealthy commodity marketing, specifically alco®blparticular concern is the
protection of vulnerable consumers, such as children, depahdrinkers and thosein emotionally
vulnerable situations, from exploitative practiceBhere is clear and robust evidence that some
population groups, such as children, aspeciallyulnerable both to the effects of alcohol and alcohol
advertising*

FARE welcomes the AQTacknowledgementhat the issues it has been tasked with cannot be
examined without consideration of the effect on consumeérhis s essential when examining the
issue of advertising regulation, where the regulatory structures eb@h to ensure thatthe
commercial players are on a level fielthd to protect consumers. This has traditionally included
protection from dangerousand unhealthy marketing, such as tobacco adveinig and
acknowledgement that people have a reasonable expectation of privacy

Ly GKS 2@SNWASs (2 GKS LINBfAYAYFNE NBLRNIZ (KS
responsibility [digital platforms] should hold as gateways to information and business, and the extent

G2 6KAOK G(GKSe& &aKz2dZ R 0S FABD ggdegsind sudgésts that Nigital K S A NJ
LI F GF2NXVaQ FrEAEdzNE (G2 LINPGSOG O2yadzyYSNERX SalLISOA
indicates that they will not take sufficient responsibility voluntarifovernments must ensue
accountability throuf regulation.

In this submission FARE will first outline gemeralcase for the regulation of alcohol marketing, and
RN} 6 GKS |/ 2YYRA & iahe paytiCutar condein®fyalcdhd@ yharkitidg through digital
platforms and to vulnerable consumeBARE will then address directiglevantrecommendations
within the preliminary report.
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Recommendations

The Foundation for Alcohol Research and Education (FARE) recomntie&disllowing
Overarching principles

1. That the ACCRnowledge that in regulatingigital platforms consideration must be given to the
protection of children and the ability of children to safely use digital platforms.

2. That dl media formats, including digital platforms, should be regulaktedugh a strong legislative
framework that protects vulnerable groups such as childrefrom alcohol marketing.
Consideration should be given to banning alcohol advertising entirely from some media formats,
such as online.

Mediaregulatory framework
3. That the terms of reference for theroposedmedia regulatory framework review:

a. specifically include the regulation of advertising and marketing, in particular the
marketing of health harming products like alcohol;

b. FOly2¢6f SRIS 02y &adzyYSNJ NAIKGA FyYyR NBO23yAiasSa
regulaion of unhealthy commodity marketing;

c. acknowledge that children and other vulnerable groups have a right to use the internet
safely;

d. request recommendations on the best ways to regulate to ensure that vulnerable groups,
including children, are not exposéal alcoholmarketing; and

e. include consideration of monitoring and compliance.

4. That the ACCC make it clear that the review is not intended to delay regulatory actions taken to
protect vulnerable groups from alcohol marketing.

5. That a review into alcoholdwertising and the current setegulatory framework be undertaken
in advanceof, or concurrently with the media regulatory framework review.

Use and collection of consumer data

6. Recognising the importance of privacy to children, children should notdog&ed and their data
should not be collected and stored.

7. That onsumersshould be able to request erasure of past data, and in particular any data that
might suggest vulnerabilitiesither to marketing or unhealthy commodities.

Advertising and related bsiness oversight

8. That a regulatory authority be established and tasked with monitoring digital platforms and digital
marketing. The authority must be independent, transparent and have statutory powers.

9. That data concerning the targeting, ranking, conteexpenditure, and audience of alcohol
advertisements be submitted to the independent regulatory authority for analysis, monitoring
and compliance.
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Prohibition against unfair practices

10. That any prohibition on unfair practices encompass the unconsciomablaviour by advertisers,
digital platforms or others in targeting vulnerable consumers.

Consumeifacing ombudsman

11. That a onsumetfacing digital platforms ombudsmasiould be establisheayhose role includes
handling and investigation of consumssmplaints.

Media literacy

12. That theAustralian Communications and Media Authority (AClé\Jaskedto conduct a broad
campaign on media literacgombined with educational approaches to teach children how to
identify marketing content and its intention.
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Part OneThe case for regulation of alcohol advertising

1.1 The effects of alcohol advertising

Alcohol is one of the most heavily promoted products in the woleét it is also one of the most
harmful, contributing to more than 200 disease and injurpaiions and causing nearly 6000 deaths
in Australia every yea&r®

Alcohol is no ordinary commodity. It is one of the leading contributors to death and disability across
the country and hinderd dza G Nprogréss @ Zachieving 13 of 1f the United Nadions (UN)
Sustainable Development Goals (SDG8)Alcohol is an addictive, carcinogenic, health harming
product The marketing and sale of alcohol mi&t appropriately and effectively regulatéa mitigate

and eliminate the harm it causes

The primary purpose of alcohol advertising is to increase sales, thereby increasing the amount of
alcohol consumed either by more people or in greater amobmtsxistingdrinkers? Evidence shows

GKFG GKS 1t O02K2f Ay Rdza (i Ndt dinkers RvBhL25 peRc8ny af all algbhol dza G NI
sold being consumed by only 20 per cent of people aged 14 anatdveza (G NI £ A | Q& ®& dzLIS NJ «
Additionally, nearly half of Australians (42 per cent) diieking at risky leveld! The entire premise

of alcohol advertising is contrary to community health standards. Vulnerable groups, including
childrenand dependent drinkersare the object of direct marketing strategies to promote alcohol

Numerous international and government strategies and recommeiodatprovide evidencebased

policies designed to address the issues of alcohol marketing. These include recommendations from
the WHOand the Australian National Preventative Health Ageféit* FAREs not alone in its call

for better regulation of alcohomarketing ¢ the Australian Medical Association (AMA), the Royal
Australasian College of Physicians (RACP), the Royal Australian and New Zealand College of

Psychiatrists (RANZCB)d other public health groupgsave long been calling for better restrictien
1516

1.2 Digital platforms and alcohol advertising

The emergence and growth of digital and social media has created new and lucrative opportunities
for marketers of unhealthy commaodities such as alcohol. Digital platforms offer several advantages to
marketers As well as being cheaper than traditional media, they enable targeted marketioigote

user generated contengre harder to monitor (not everyone sees the same content and there are no
public reporting requirementsand lack the regulatorgafeguards afforded to other forms of medfa.

2SS GSYR (G2 ¥F¥20dza 2y Lyadl3aNry o0SOFdzaS 2F o
sharing, research capabilities and media buying efficiencies. Instagram is a better
platform for our very visual marketing styléor our brands and cocktails and for the
sharing of cocktail recipes, which é&very importantbrandO2 y 4 dzY LJGA 2y f S@SN

Dave Karraker, Vice Presida@ftmarketing, Campa#
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https://digiday.com/marketing/instagram-friendly-aperol-spritz-became-drink-summer/

GhdzNJ GF NBASG RSY23INILIKAO A& 2t RSN) aAftSyyAlf:
and communicate with their friends. Although our target spends a significant portion of
0KSANI GAYS 2yt AySS ¢ 8ndBoRgfimes invast/é masketig, wey NI I f
0StASPS AY NAIKO GAYS YINYJSOAYyIAX aifttSyyAal
sourcing content gives them this voice and involves them throughout the creative process
GAGK 2dzNJ 6Nl YRZ RANBOGT & ¢

Christine Ngo, MarketinBirector, Moet & Chandd#i

Digital platforms provide opportunities for greater interactivity and engagem@riterature review
in 2016 notedhe ways alcohol brandeveragethese advantage¥’

1 interviews with celebrities
free downloads of musi@ictures and messaging accessaries
notices of parties, and competitions for tickets to enter party events

notices of events (sports, music)

=A =/ =4 =4

free downloadable apps for entertainment, games, hangover advice, alcohol intake monitoring
and local retailer loation;

9 free downloadable widgets to aid invitations to parties via smartphpnes

9 opportunities to upload messages and photos to the brand website or Facebook page

1 opportunities to purchase branded merchandise and collectables

1 opportunities to purchase abhol for direct delivery

T O2YLISGAGA2y & F2NJ dASNI3ISYSNI G6§SR GARS2azx 02071 0¢

9 GFOAG FLIINZ2GEE F2NJ dzy2FFAOALFET ONIYYRTWLINRY2(GAyY3
these) and

1 social media being used by local alcohol outlésrs and pubs to encourage clients' messaging
FYR LIK2{G2maKINARY IO

We know that theseand other forms of alcohol marketing are increasingly used online. However, a

lack of transparency and data limits research on which groups are targeted and the waysdhey
SYGAOSR® LG A& Sldzatte RAFFAOdZA G G2 adl e FoNBIlai
and advertising.

As recently stated by ACCC Chair Rod Sims,

aVirtually no media regulation applies to digital platforms and this contributées
regulatory disparity between media sectors that would appear to provide the digital
platforms with an unfair advantage in attracting advertising expenditure because
they operate under fewer regulatory constraints and have lower regulatory
compliance cetsg %

This highlights the way in which advertiselediberately chooseinregulated platforms to advertise
their products. In the case of alcohol companig®y intentionally choseéo market their addictive
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and harmful products online where they hawbetter reach, better targeting and no regulatory
2OSNBRAIKG AT @dzf ySNIo6fS INBdAzLIA I NB WAYFRGSNISY(f

Just like outdoor advertising, it is impossible to control who views content online. The advertising
industry has described odbor advertsiy 3 | & al f gl &a 2y> RStAGSNAyYy3a YS
RI &a 2onlk&andoutdoor digital content is interactive, eyatching and cannot be switched

off. The entire community is exposeidcluding children.

Some countries alregdhave bans on alcohol marketing and specifically online advertising, and others
are in the process of introducing legislation. To comply with these laws, Facebook and Google policies
now prevent alcohol advertisements targeted to Norway, Estonia, FintaadJnited Arab Emirates

and any other country prohibiting alcohol advertisemefitblany countries, including Australia, ban
tobacco advertising through any mediuithis sets a precedent for Australiafalow, andprioritise

the health and wellbeing ckustraliansy prohibiting online alcohol advertising.

1.3 Vulnerable groups

A 2016 literature review analysing a number of subsets of the population with a particular vulnerability,
concluded that two subgroups children and adolescents, and alcohokasl heavy drinkerg were
especially vulnerable to alcohol advertisingd alcohol harm. There was insufficient evidence to
conclude whether women at risk of an alcofeposed pregnancy, people with attentiseeking and
impulsive traits and the adult bildren of alcoholics were particularly vulnerable to alcohol
advertisements More study is needed in these aredRRegardless, itvould beunconscionable for
alcohol companies to serve these vulnerable groups advertisements designed to encourage alcohol
consumption These groups are prone to severe alcohol harm, including the risks of lifelong disability
for children exposed to alcohol befbirth.

Care must also be taken when dealing with situationally vulnerable people. People who are suffering
from adverse situations, such as loss of a loved one, financial stress, family breakup, or unemployment
are particularly vulnerable to the effectd alcohol.

In Australia suicides and sudden or unnatural deaths involving alcohol (44.8 per cent and 77.6 per cent
respectively) predominantly happen at night and in the hofidVe can surmise that alcohol
advertising delivered to people in a vulneralsiguation in their homes at these times may be of
particular concernRegulators should be concerned by the way ttigital platforms facilitate the
conversion of views and interactioimdo sales- just a few clicks and alcohol is delivered to your door
within the hour.
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Case sudy ¢ JimmyBrings Facebook

advertisement ) s

J|mmy BringS is a 3@inute home delivery Save 40% off our Vallery & Flynne Sem Sav Blanc. While stocks last
service now availablenimost states and I

territories across Australia. There is a larg A

body of evidence to show that increagithe VALLERY & FLYNNE .
availabilityc immediatedelivery at the click SEMILLON SAUVIGNON BLANC =
of a button ¢ and affordability of alcohol ¥ 5
significantly increases alcohol harff?’ WAS 816.55 é

Neither the media regulatory framework
nor the liquor regulatory framework have
been able to keep pace with emergin WWWJMMYBRINGSCOMAU

. . Delivered ice cold in 30mins Shop Now
technologies and provide next t0 NC cio seety & fresh.

protections for consumets

1.4 Children

EBARSYyOS Of SINXeée aKz2ga (GKFIG @2dzy3 LIS2LX SQ& SELR:
consumption and increases their likelihood tmmmencedrinking earlier?® 2:3° Such evidence

includes a systematic review of thirteen longitudinal studies that followed up a total of more than

38,000 young people over periods ranging from eight to 96 mqrgthd revealed a doseesponse

relationship betweenthe volume of exposurgo advertising and alcohol consumption in young

people!

There is unequivocal evidence that children are significantly influenced by marketing and that they
are increasingly targetedue to their influence on parentsg the nag factor¢ and the longterm
potential for building brand loyalt§?2 YoungAustralians are exposed #n unprecedentecamount of
alcohol advertisingYoungoeople are exposed to alcohmlarketing through traditionemedia such as
television, radio, newspapers, magazines and billboards, and also through the internet, including
social media sitesuch ag=acebook, YouTube and Twitfér.

Children and young people spend an increasing proportion of their lives opliedpominantly on

mobile devices and most commonly using social media and video platéorchapplicationsA 2016

report from the Australian Communications and Media Authority (ACMA) found that 83 per cent of
Australian teenagers are going online threemoore times a day* Despite digital platforms having

age requirements, many children under the age of 13 regularly use Facebook, Snapchat and Instagram,
and this issue is seen globatfy?®
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Case study, Alby Beers

This narketing communication for Aldgeer on Instagranwhich was removed fdeaturing a chilg
after aMay 2018 complaintdemonstrates the use of social media to grosupportive and loya]
community visible to young peopl¥.

Alby
Like This Page - March 23 - &

| spy something that begins with ‘A... #MadeByWA

o Like (D comment ¢ Share
Q4 Chronological ~
1 Share 10 Comments

View 4 more comments

0 Lisa Gadsby Ah mah

Street drinking 2

Like - Reply - 2w

‘ Jesse Varley Is that it?

Write a comment OB e 3
[I,_\) Like O Comment 2> Share . @ Write a comment e F

Recommendatios

1. That the ACCC acknowledge that in regulating digital platforms consideration must be given to
the protection of children and the ability of children to safely use digital platfos.

2. That all media formats, including digital platforms, should be regulated through a strong
legislative framework that protects vulnerable groups such as children from alcohol marketing.
Consideration should be given to banning alcohol advertising eryifeom some media formats,
such as online.
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http://www.abac.org.au/wp-content/uploads/2018/05/51-18-Determination-Alby-Beer-7-May-2018.pdf

Part Two: Responses to specific proposals

2.1 Media regulatory frameworks revie&wCCCecommendation6)

C!lw9 ¢St02YSa GKS !/ // Qa NBO2YYSyYyRIFGA2y GKFG K¢
review todesign a media regulatory framework that is comprehensive, promotes competition and
protects consumers. The framing and terms of refeee will be critical to ensurinifpat the review

delivers relevant and workable solutiarihis cannot be done in a segmted fashion.

FARE makes the following suggestions for the review:

Specifically include the regulation of advertising and marketing in the terms of reference
Theregulatory disparitiescross media formatgutlined in thePreliminary Reportapply equdly to
marketing regulationYet, of the 21 government reviews and reports conducted into media laws and
regulation in the past 15 years, only two have taken a focus on advertising (Appendix B of Preliminary
Report). This is despite its primary importande the business model of digital platforms and
traditional media, the immense impact it has on consun@erd the increasingly blurred line between
content and advertising.

The current regulatory disparitgcross media formats can be seen in relatiomltmhol advertising,

which isregulated through a coand selfregulatory systemWith some exceptions, this system

prohibitsl £ O2 K2f | ROSNIA&AY I RdzNAYy3I OKA {3RHBeye® ie FA SGHA Y
rules are different forsubscriptiontelevision and there is no regulatory framework thag¢stricts

marketing on digital platforms or online

The ACMAIn its submission to the Digital Platforms Inquiry Issues Paper highlighted that consumers
expectthe same media regulation tapply to We-® 2 y (i Sfgf @&x@mple that television content
(including marketing) delivered via websites of television broadcasters will comply with the same
regulatory standardthat apply totraditional television broadcast*® The disparities in theegulatory
framework that fail to protect consumers must be addressed as a matter of pridgtguch we urge

the ACCC to specifically request their inclusion in any review.

Focus on the protection of consumer rights and interests, including the rights of cmidiretmer
vulnerable groups to use the internet safely

Alcohol advertising is regulated because it is recognisathagerous. kohol advertising is no less
damaging when consumed in an online environmémdeed the concernutlinedin Part One of this
submissionsuggest that alcohol advertising delivered through digital platforms may be more
dangerous to certain vulnerable groups.

As outlined abovecertain groups are particularly vulnerable to alcohol advertising, including those

with addiction issues and young people. Article 17 of theQ@dXvention on the Rights of the Child

discusses theémpact2 ¥ a Yl 84 YSRAFE FyR SyO2dz2NI3Sa 3I23FSNJ
appropriate guidelines for the protection of the child from informatiamd material injurious to his

or her weltd S A 4 Batedting children from alcohol marketing, in order to reduce the risks and

harms of alcohol usés a matter of child right$142

Consumers have a legitimate interest in a safe and healthy environméithwncludes their use of
digital platforms. The review should be tasked with finding the optimal regulatory settings to protect
consumers.
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Ensure attention to onitoring and compliance

In order for regulation to work effectively, governance and enforeatmust be independent, well
funded, and authoritative Additionally, the scope of the regulation must be comprehessiwhen
regulating advertisingare must be taken to avoithe exclusion of certain media formats, content
types and placement method# framework with limited scope undermines the effectiveness and
purpose of the legislation thereby preventing proper and effective enforcement and compliance.

Sanctions for breaches of the rules must be consistently and fairly applied, and penaltiea ated

where compliance is incentivised. Most importantly, compliance must be actively monitored and
reported. FARE has made some recommendations to improve both complaints resolution and data
gatheringat Section 2.2 and 2.5.

Recommendation
3. That the erms of reference for the proposed media regulatory framework review:

a. specifically include the regulation of advertising and marketing, in particular the
marketing of health harming products like alcohol;

b. acknowledge consumer rights and recognis€s2 Y a dzZY SNE Q € SIAGA Y S A
regulation of unhealthy commodity marketing;

c. acknowledge that children and other vulnerable groups have a right to use the internet
safely;

d. request recommendations on the best ways to regulate to ensure that vulneeabl
groups, including children, are not exposed to alcohol marketing; and

e. include consideration of monitoring and compliance.
Timing and duration of the review

FAREcknowledgsthat a comprehensive media regulatory frameworks review will take considerable
time and cover issues beyond the exposure of children to alcohol marketing. However, given the
currentunregulated environment and potential for harm, it is paramount that this review not halt any
progress on additional regulatory protections.

A protraced and lengthy reviewonverts to thousands of alcohol advertisements @K A f RQ&a f A FS ¢
review must notposea barrier to urgent government action to improve the health of Australian
children.

Recommendation

4. That the ACCC make it clear that the rewi is not intended to delay regulatory actions taken to
protect vulnerable groups from alcohol marketing.

Conduct amadditional review into alcohol marketing and the current setegulatory
framework

The regulation of alcohol advertising in Australia isix of ce and selfregulatory systems, more
notable for its exceptions than its consistenci€®rtain rules relating to content and placement of
alcohol advertisements fall under the se#fgulatory Alcohol Beverages Advertising (and Packaging)
Code (BAC). This sefégulatory system has been found to be ineffective, largely due to narrowly
worded provisions, the exclusion of important forms of marketing, the lack of independence with the
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adjudicator heavily represented by the alcohol industry, and tbkintary nature of the systerf¥.
Compliance, monitoring and enforcement are ongoing issues.

Australiaisnot unigue in facing a system where already weak-safulatory systems are failing in the

face of new technologylhe emergence of new marketing derminesexisting regulatory frameworks

across the globg* The current system cannot keep up with the pace of change, from new
technologies and innovations through to the exdranging policies of the platformSo fay Australia

has seemed powerless to, or uninterested in, stopping large platforms imposipgropriatedefault

global policies on its Australian consuntershyS NB OSy (i &G dzRé O2y Of dzZRSR (¢
consistently violate the content guidelines alcond Y I NJ SGAy 3 &ASt FnuNBIdzA | 421
themes that could be considered inappropriate for children, adolescents and other vulnerable

LJ2 LJdzf G A 2y a dé

Case study, Instagram Influencer marketing

The emergence of Influencer marketing, convertingraitional celebrity endorsement into

modern day contendriven marketing campaign, is presenting a number of emerging cons
concerns including disclosure and identifying paid promotions from regular contervtgatine
controls are also ineffectivevith a number of Instagram posts featuring under-y@&sarold

Influencers promoting alcohol (current codes prevent the depiction of a person that is or af
to be under 25). The first image a» undisclosed sponsored post, which was removed aff]
Caner Council Victoria complaint to ABAROctober 201&n the grounds that the influencer w4
under 25 years ol The second image features the same un@Brinfluencer and has not beg
removed from Instagrari

@ mitch.cox « Follow

mitch.cox Starting to plan our next van
adventure, anyone selling in Europe? ©
Load more comments

meg.niblettl @josh_perryyy
danielgleza28 @karibalde

dirtyl01 @canadianbacon_84 fuck y'all van
people

canadianbacon_84 @dirty101 it's the best,
quy

mike_reider Now that a view

thefaerieden @atlantean_alchemist
ivyblacker @sidneyblacker very good very
nice

perryw_ @harli_d

mandogadvantures @theindieprojects are
selling their T4 3)

heachraravan @3

Q@ a W

7,551 likes
ecenen 27 2017
§58ss cleocohen « Follow

cleocohen For those of you who don’t know
- we are currently working on our third
home! We still have our first after four good
years of exploring Aus - and the other took
us only 5 crazy days to convert when we
landed in the US % &

| wonder what van number three will look
like 0 @ &5

Load more comments

youngbutter__ @_reneejl how about this van
tho

_reneejl @youngbutter__ waaaaaaaat %» &
vovow
californiadreamvans o

davoodab751 It's not so important how long
you have the van..the most important event
is how much lovely days pass in it.

o Qb N
13,606 likes

Log in to like or comment
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The limitations of a selfegulatorysystemreliantonindividualconsumerseporting inappropriate and
dangerous contenbecome more evidenn a digital environment. Unlike broadcast television, where
everyone sees the same advertisements that are generally grouped together and recagisabl
advertising, digital platforms deliver personalised content to individuals in which the lines between
what is advertising and what is usgenerated content is often blurredVhile there are rules in place,

for example that sponsored content must kb#entified as such, there is nexternalmonitoring to
ensure compliancélith the current paucity of datassuch monitoring would be challenging at best.
Even if an advertisement is identifiable, consun2r® (i Sy R ek o ditegt their complaint.

A % 4 A x

QYL FTAYda RANBOGSR (G2 GKS LI FGF2N¥aA 2b€lanwglyf I2 AT
the face of thesheer volume of content created every daydividual complaintslo notmake a dent

in advertising content, much of wth is transient odeleted by the time a determination is made.

FARE has made recommendations to improve both data and monitoring and the ability for consumers

to raise their concern#n Sectiors 2.2 and 2.5But this on its own will be insufficient to solve the

problem.

Cae study: Used Sy SNJ G SR ozyu S)/l] 2y [AGGES CI
In 2018 Cancer Counci :

Victoria complained to ABA( | e o
about inappropriate alcohol Lo
content and promotions on
Cl O0So0221 WHhey
complaints were dismissec
because the page§ K| @S
been gnerated by an alcohol
marketer and accordingly it is, . P
not open to the Panel to make
a determination on the
ddzoaidal yoS 27

. Shaun Robert Divall Emma Coppock

thought this was u for a sec then
remembered a oom of lamb wouid kill

S irep

It is unclear what involvement o
the alcohol company has with this page, although it is clear that they have takeep®tsthave
it removed, indicating tacit support of its use of social networks to encourage consumption
alcohol. The current framework does not consider ugenerated content as advertising, yet tl
content is integral to many companies marketstgategies.

Raise your hand if you have been personally
victimized by vedka. Little Fat Lamb
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There is strong community support for restrictions on alcohol advertisements, especially in order to
protect children 71 percent2 ¥ ! dzA G N} £ Ay | Rdzf G & adzZlJL}2 NI dzaAy 3
exposure ¢ alcohol promotion, wittonly sixper centopposed:*®

C!'w9 y2GSa GKIG GKS YSRAI NB3IdzZ I G2NE FNI YSH2N] &
for selfregulation and ceNB 3 dzf | A2y éd LYy GKS FIFO0S 2F Yz2dzyGAy3
incapable of dealing witthe conflict of interest where its profitdepend on unhealthy consumpti

it is clear that selfegulation is not appropriaté’ These issues are too wide to be solely considered in

the media frameworks review.

FARE urges that a review of the current setjulatory system and whether it is fit for purpose be
undertaken beforeor in conjunction with the proposed media regulatory frameworks review, in
order toinform thereviewand to avoid a segmented approach.

Recommendation

5. That a review into alcohahdvertising and the current selfegulatory framework be undertaken
in advance of, or concurrently with, the media regulatory framework review.

2.2 Use and collection abnsumer datdACCCecommendation8)

Targeted marketing to vulnerable consumers

FARE agrees with the issues set out in Chapter 5 oPtiediminary ReportThere is a serious lack of
regulatory protections for consumers interacting with digital platfotmsupportthe introduction of
measures to better protect consumers online.

As outlinedin Part One of this submissiosgme consumers, such as young peopla] dependent

and heavy drinkers, are particularly vulnerable to alcohol advertising. FARE is concerned that, as the
Preliminary Repomotes,& ¢ KS S E G Sy a A @ Dlletted Byddigital pRtrmKmay Include

RFGF GKFEGO ARSYGAFTASAE 02N AYFSNEO |y AYRAGARZ f Q
GAGK AYlFLILINBPEINAREFGS LINRRdzOG & ¢

It is unconscionable to target vulnerable groups in order to push an adseliethd dangerous
commodity. Brgeting alcoholdvertising athose who frequently buy alcohol at risky levels or who
are going through a relationship breakdownja losss unconscionable conduct, and against societal
norms. While FARE does not imply teath targeting is currently occurring, FARE is concerned about
the lack of legislative protections to stop alcohol companies directly targeting vulnerable people
through digital platforms, or digital platforms deliberately or inadvertently targeting valnie
people. An example of inadvertent targeting may be when someone who buys a lot of alcohol
(because they are dependent drinken) is served more and more alcohol ads because the algorithms
have rightly identified the person as interested in that carite

We note that the digital platforms have policies in regards to advertising alcohol and other
problematic substances. 2 4 SOSNJ G KSaS L2t AOASA Ol-nflatedGds @ré I dzS a {
Ffft26SR AT (KSe& YSSi GKS s.knf targsk & coanfies2tatareR 2 y Q (i
SELX AOAGE @ |t 206 3MRisireleadoR groadtifelgrng Ko2nprehénshlyié is

enforced A brand may be restricted from directly targeting 16 year olds, but it is unclear if they could

target fansof k-pop or DanTDMor other interests that have a large following of young people.
Suggestions to improve transparency and data are discussgectibpn 2.3 below
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Case study, Spotify ad complaint®®*

Spotify users are seeking assistance on the Spotify Community Fomamdae or blockalcohol
I ROSNIA&ASYSyGa RANBOGSR G2 GKSY RdzS G2
issue has not gathedSy' 2 dzZ3 K W{ dzR2 4 Q 2 NJuiess ofyh2 platfarm ahGdt @
time they are not providing support to block alcohol ads.

How can | block alcohol ads from =
showing up?

e Nocterum / Newbie / 2017-07-0310:56 PM

| am a recovering addict and do not want to see alcohol related ads. Is there any way | can choose what

ads | see or to at least get the alcohol related ones blocked please?

Everyone's tags (1): Ads

oa

Replies

@ MauriceMV / Rock Star7 / 2017-07-04 01:31 PM

Hey @Nocterum,

Unfortunately, at the moment, its not possible to block certain ads from appearing. There was an idea
thread up a while ago, which can be found here. The only real option that you have now is getting
premium and removing ads all together. | know it kinda sucks looking at your situation but Im afraid you
cant do anything other than that. You could however, try to report the ads to the staff directly using the

online contact form (cant guarantee that action will be taken).

If you get an automated email reply back directing you to the community or help pages, you need to
reply directly to that email (even if its from no-reply) and one of the customer services agents will get

back to you as soon as possible. Please note that it can take up to 48 hours to get a reply.

Opt-in targeted advertising

la adGdFiSR Ay GKS tNBEAYAYIFINE wSLRNISZ a¢KS SEAAGA
use and disclosure of useath and personal information does not effectively deter certain data

practices that exploit the information asymmetries and bargaining power imbalances between digital

LX FGF2NYa FyR O2yadzySNA®E ¢KS a02 LIS ydirfiteddétd & LINE 0
available on exactly how and when people are targeted and who holds what data.

It is for this reason thaARE is supportive of an eptsystem for targeted advertising. This is a system
that could be enacted immediately and provide consuswith greater authority over the use of their
data. To be effectivat needs to cover the range of targeted advertising, giving consumers the ability
to opt-in to different uses of data, such as location data, data from tracking cookies or personal
information.

This would put the control back in the hands of the consumer and increase transparency. Current
digitalplatform settings allow you to hide ad topics such as alcdhdgl|,consumers are often unaware

of these optout tools and they are of questnable efficacyAdditionally, as highlighted ithe
following case studyi KA a R2Sa y2d 3dz2r NFyiSS GKIFIG &@2dz 62y Qi
or other related topics.
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