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Cancer Council is the peak, non-Government cancer control organisation in Australia. As the national 
body in a federation of eight state and territory member organisations, Cancer Council Australia works 

to make a lasting impact on cancer outcomes by:   

• shaping and influencing policy and practice across the cancer control continuum;   

• developing and disseminating evidence-based cancer information;   

• convening and collaborating with cross sectorial stakeholders and consumers to set priorities; 

and   

• speaking as a trusted voice on cancer control in Australia.   
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Cancer Council’s response to the Commercial TV Industry Code of Practice public consultation  

Cancer Council is Australia’s leading non-government cancer control organisation committed to 

protecting the community from cancer risk factors including alcohol. We take the opportunity of the 
current public consultation on the Commercial TV Industry Code of Conduct to simultaneously provide 

feedback to both Free TV Australia and the Australian Communications and Media Authority (ACMA). It 

is Cancer Council’s strong view that ACMA should play a more active role in the regulation of alcohol 

advertising.  

  

Alcohol is a cause of seven types of cancer    

Alcohol is a toxic, psychoactive, and dependence-producing substance and classified as a Group 1 

carcinogen (the highest risk group) by the International Agency for Research on Cancer.1 Alcohol 

consumption is causally linked to seven types of cancer including common cancers such as breast, bowel 
and liver, and has been identified as having a role in at least five others.2 There is no ‘safe’ level of alcohol 

use, and  it is well established that even drinking small amounts of alcohol increases the risks of 

developing cancer.3 4 It is estimated that 3,500 cases of cancer are due to alcohol use in Australia each 

year.5  

Evidence-based measures that protect the community from cancer and other negative outcomes due to 

alcohol consumption are vital.  

 

Stronger community safeguards are needed for alcohol advertising   

There is a wealth of research which shows that the extensive amount of alcohol marketing our children, 
and the wider community are exposed to is causing harm. Alcohol is more heavily advertised than the 

average product, resulting in widespread marketing that is impossible to avoid.6 7 It is marketed and 

promoted in many settings, including across traditional channels such as broadcast, print and out-of-

home media, at point of sale through price promotions and in-store placements, and at sporting and 
cultural events through sponsorship. Many alcohol ads use themes that appeal to young people, such as 

humour and friendship, and many young Australians are regularly exposed to multiple forms of alcohol 

advertising in their daily lives.8 9 For instance, half of all alcohol advertising on Australian television 

appears during popular children’s viewing times, which are not limited to times when child classification 

programs are broadcast.   

We encourage ACMA to consider this extensive body of evidence in addition to the submissions received 

during the current review process. We would be happy to provide further evidence and information 

related to this if required.  

A substantial body of research has examined the effectiveness of the current industry-managed system 
of alcohol advertising regulation in Australia. This research has consistently concluded that the current 

industry-managed approach does not effectively protect children and young people from exposure to 

alcohol marketing. 10 11 

 

Concerns about Free TV Australia writing its own rules and conducting its own consultation to review 

the Code   

We acknowledge Free TV Australia as the peak industry body representing commercial television 

broadcasters. Free TV Australia makes it clear on its website that advocacy to progress the interests of 
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Free TV broadcasters is one of its key functions.12 Given the evidence that the current industry-managed 
approach to regulating alcohol advertising has been shown not to be effective in protecting children and 

young people, and that it is the responsibility of FreeTV Australia as the peak industry body to prioritise 

the interests of its members, we consider that independent regulation is more appropriate for alcohol 

advertising. Cancer Council considers it inappropriate and inadequate for any industry body to be writing 
and reviewing its own rules, particularly regarding the advertising of products known to cause significant 

harm, such as alcohol.   

Free TV Australia’s primary role in representing the interests of commercial television broadcasters is not 

compatible with pursuing the necessary community safeguards for alcohol advertising.   

Free TV Australia’s approach to the current review only underscores the conflicts of interest that prevent 

them from providing appropriate community safeguards for alcohol advertising.    

We urge ACMA to step away from reliance on codes developed by industry bodies, and to put community 

health and wellbeing above the profits of the broadcast and alcohol industries. This would better serve 

the requirements in the Broadcasting Services Act 1992 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).    

There is an urgent need to reform alcohol marketing controls in Australia. In the absence of a national 

regulatory framework with a legislative basis, pressing issues regarding the content of the Free TV Code 

are outlined below.   

We consider that the draft revised Code does not provide appropriate safeguards around alcohol 

advertising, and that the draft Code is not in line with community attitudes and expectations. We 

strongly oppose the changes to the Code that increase broadcast alcohol advertising. Any changes to the 

Code should be focused on reducing exposure to alcohol advertising, not increasing it.    

  

Remove exemptions for alcohol advertising in association with sport   

Children should be able to be free to watch sports without being relentlessly exposed to advertisements 

for harmful products such as alcohol. However, the Code currently permits alcohol advertising to be 
broadcast as an accompaniment to a Sports Program on a weekend or a public holiday and as an 

accompaniment to the broadcast of a Live Sporting Event. This means that alcohol advertisers are 

reaching Australian children through most major sport events broadcast on TV, which has resulted in 

children being exposed to as much alcohol advertising as adults when viewing televised sport.13 14An 

analysis of Nielsen data of alcohol advertising during sport on free to air television in Australia over a 12-
month period in 2018 to 2019 found that the top 10 alcohol advertisers placed 66,298 alcohol ads, of 

which 10,660 were during sport broadcasts.15 Alcohol advertisers broadcast an average of 201 alcohol 

ads per week during sport with an average duration of 75 minutes of alcohol advertising each week. It’s 

clear that children and young people are bombarded with alcohol advertising during sport broadcasts 

that they cannot escape.   

The Code is not in line with community attitudes toward alcohol advertising during sport. A 2023 study 

found 77% of Australians support restricting alcohol advertising on television during times when children 

are likely to be watching, including during live sport broadcasts, with only 6% opposed. 16   

We urge Free TV Australia and ACMA to remove the loopholes that permit alcohol advertising to be 

broadcast as an accompaniment to a sports program on a weekend or public holiday and as an 

accompaniment to the broadcast of a live sporting event. This change is essential in safeguarding 

children and young people from alcohol marketing and ensuring the safeguards within the Code are in 

line with community attitudes.    
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Changes to M classification zone times and subsequent impact on alcohol advertising must be 

reconsidered   

Changes proposed by Free TV Australia will permit M classified content over longer periods of the day 

(including weekends, public holidays, and school holidays), and will extend the times during which alcohol 

advertising is permitted. Cancer Council shares ACMA’s view that there are significant community 

concerns about the proposed extension to times when alcohol advertising is permitted.17 

Evidence has clearly established the need to protect, not further expose, children to alcohol advertising. 

Research has developed to the extent that we now know that exposure to alcohol advertising is a cause 

of drinking among young people.18 The more children and young people are exposed to alcohol 

marketing, the more likely they are to start using alcohol and to drink more if they are already using 

alcohol.19  

The proposed extension to times when alcohol advertising is permitted is not in line with the objective of 

the National Alcohol Strategy to minimise promotion of risky drinking behaviours and other 

inappropriate marketing. This includes action to implement measures to reduce alcohol advertising 
exposure to young people, including online and at sporting events. It is also not in line with community 

standards and attitudes, nor best practice advice by the World Health Organization, which recommends 

governments enact and enforce comprehensive restrictions on exposure to alcohol advertising across 

multiple types of media as one of the three ‘best buys’ to prevent harm from alcohol.20 

  

Ensure that alcohol ads cannot be broadcast during streamed family programs   

Alcohol ads are regularly broadcast during popular streamed family friendly television shows such as 

Lego Masters, The Voice and MasterChef. Between 2020 and June 2024, there were 28 complaints to the 

Alcohol Beverages Advertising Code (ABAC) Scheme about alcohol ads during streamed family shows; all 
28 complaints were dismissed by the industry-led system.21 As ACMA has pointed out, viewers 

increasingly do not distinguish between broadcast and online TV content. We agree with ACMA’s 

assessment that viewers “expect comparable safeguards irrespective of viewing platform”.22 

The Australian community is strongly supportive of stronger restrictions on streaming platforms; 75% 
support restricting alcohol advertising television streaming services such as SBS On Demand, 10 Play, 9 

Now and 7 Seven Plus during times when children are likely to be watching.23 

We recognise, as outlined in ACMA’s views on Free TV Code review, that there may be a legislative barrier 

regarding ACMA’s code registration powers that prevents the Code from applying to TV programs 

delivered over the internet.24 Similarly to ACMA, in the absence of legislative change to extend ACMA’s 
code registration powers and regulatory remit to extend to online services, we urge Free TV Australia to 

encourage broadcasters to commit to voluntarily extend the broadcast television safeguards to all 

television content provided online.    

  

 All submissions should be made publicly available and independently assessed by ACMA    

To assist with transparency and confidence in the Code review, we encourage Free TV Australia and 

ACMA to ensure that all submissions to this public consultation are made publicly available. In addition, 

we strongly encourage ACMA to independently review all submissions and conduct its own assessment as 

to whether the revised Code proposed by Free TV Australia meets community attitudes and 

expectations.    

 

 

 



6 

 

 

 

 

 

 

 

 

  



7 

 

References 

 
1  International Agency for Research on Cancer, World Health Organization https://www.iarc.who.int/wp-

content/uploads/2018/07/WCR_2014_Chapter_2-3.pdf   

2 Bagnardi, V., Rota, M., Botteri, E., Tramacere, I., Islami, F., Fedirko, V., Scotti, L., Jenab, M., Turati, F., 

Pasquali, E., Pelucchi, C., Galeone, C., Bellocco, R., Negri, E., Corrao, G., Boffetta, P., & La Vecchia, C. 

(2015). Alcohol consumption and site-specific cancer risk: a comprehensive dose-response meta-

analysis. British journal of cancer, 112(3), 580–593. https://doi.org/10.1038/bjc.2014.579     

3 Anderson BO, Berdzuli N, Ilbawi A, Kestel D, Kluge HP, Krech R, et al. Health and cancer risks associated 

with low levels of alcohol consumption. The Lancet Public Health. 2023 8(1). doi:10.1016/s2468-

2667(22)00317-6     

4 https://www.thelancet.com/journals/lanpub/article/PIIS2468-2667(22)00317-

6/fulltext; https://www.who.int/europe/news/item/04-01-2023-no-level-of-alcohol-consumption-is-

safe-for-our-health     

5 Wilson LF, Antonsson A, Green AC, Jordan SJ, Kendall BJ, Nagle CM, et al. How many cancer cases and 

deaths are potentially preventable? estimates for Australia in 2013. International Journal of Cancer. 

2017;142(4):691–701.  

 

7  Alcohol Focus Scotland. Realising our rights: How to protect people from alcohol marketing. A report by 

the Alcohol Marketing Expert Network. June 2020. Available from: https://www.alcohol-focus-

scotland.org.uk/media/440172/alcoholmarketingreport2806.pdf      

8 Aiken A, Lam T, Gilmore W et al. Youth perceptions of alcohol advertising: are current advertising 
regulations working? Aust NZ J Public Health. 2018;42:234-9. Available 

from https://pubmed.ncbi.nlm.nih.gov/29697872/       

9 Pettigrew S, Roberts M, Pescud M, et al. The extent and nature of alcohol advertising on Australian 

television. Drug and Alcohol Rev. 2012;31(6):797-802. Available 

from https://pubmed.ncbi.nlm.nih.gov/22452292/      

10 Reeve B. Regulation of alcohol advertising in Australia: Does the ABAC Scheme adequately protect 

young people from marketing of alcoholic beverages? QUT Law Review. 2018;18(1):96-123.   

11 VicHealth (2020), Under the radar: Harmful industries’ digital marketing to Australian children. A 

report prepared by the Victorian Health Promotion Foundation, Melbourne. 

https://doi.org/10.37309/2020.CI910   

12 Free TV Australia. What we do: advocacy. Available from: https://www.freetv.com.au/what-we-

do/#advocacy    

13 Carr S, O’Brien K, Ferris J, et al. Child and adolescent exposure to alcohol advertising in Australia’s major 

televised sports. Drug and Alcohol Review. 2015.DOI: 10.1111/dar.12326     

14 Martino F, Ananthapavan J, Moodie M, Sacks G. Potential financial impact on television networks of a 

ban on alcohol advertising during sports broadcasts in Australia. Australian and New Zealand Journal 

of Public Health. 2022; 46(4): 463-468. Available from: https://doi.org/10.1111/1753-6405.13223     

15 Australian Communications and Media Authority (ACMA), Australian Government. ACMA views on Free 
TV code review. October 2024. Available from: https://www.acma.gov.au/sites/default/files/2024-

10/ACMA-views-on-Free-TV-code-review.pdf   

 

https://www.iarc.who.int/wp-content/uploads/2018/07/WCR_2014_Chapter_2-3.pdf
https://www.iarc.who.int/wp-content/uploads/2018/07/WCR_2014_Chapter_2-3.pdf
https://doi.org/10.1038/bjc.2014.579
https://www.who.int/europe/news/item/04-01-2023-no-level-of-alcohol-consumption-is-safe-for-our-health
https://www.who.int/europe/news/item/04-01-2023-no-level-of-alcohol-consumption-is-safe-for-our-health
https://www.alcohol-focus-scotland.org.uk/media/440172/alcoholmarketingreport2806.pdf
https://www.alcohol-focus-scotland.org.uk/media/440172/alcoholmarketingreport2806.pdf
https://pubmed.ncbi.nlm.nih.gov/29697872/
https://pubmed.ncbi.nlm.nih.gov/22452292/
https://doi.org/10.37309/2020.CI910
https://www.freetv.com.au/what-we-do/#advocacy
https://www.freetv.com.au/what-we-do/#advocacy
https://doi.org/10.1111/1753-6405.13223
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf


8 

 

16 Alcohol Change Australia. Public opinion on alcohol in Australia: Knowledge, attitudes, and support for 

change. November 2023. Available from: https://alcoholchangeaus.org.au/public-opinion-on-alcohol-

in-australia/    

17 ACMA’s views on Free TV code review. https://www.acma.gov.au/sites/default/files/2024-10/ACMA-

views-on-Free-TV-code-review.pdf   

18 Sargent JD, Babor TF. The relationship between exposure to alcohol marketing and underage drinking is 

causal. Journal of Studies on Alcohol and Drugs. 2020; s19, 113-124.   

19 Jernigan D, Noel J, Landon J, Thornton N, Lobstein T. Alcohol marketing and youth alcohol consumption: 

a systematic review of longitudinal studies published since 2008. 2016. Addiction; 112 (Suppl. 1): 7-20.  

20 World Health Organization. Tackling NCDs: ‘Best buys’ and other recommended interventions for the 

prevention and control of noncommunicable diseases. WHO; 2017. Available 

from: https://www.emro.who.int/noncommunicable-diseases/publications/factsheets.html   

21 Middleton K. Beer advertisements shown to kids during streamed TV programs like Lego Masters. The 
Guardian. 2024 Jun 30. Available from: https://www.theguardian.com/australia-

news/article/2024/jun/30/beer-advertisements-shown-to-kids-during-streamed-tv-programs-like-

lego-masters    

22 Australian Communications and Media Authority (ACMA), Australian Government. ACMA views on Free 

TV code review. October 2024. Available from: https://www.acma.gov.au/sites/default/files/2024-

10/ACMA-views-on-Free-TV-code-review.pdf   

23 Alcohol Change Australia. Public opinion on alcohol in Australia: Knowledge, attitudes, and support for 

change. November 2023. Available from: https://alcoholchangeaus.org.au/public-opinion-on-alcohol-

in-australia/    

24 Australian Communications and Media Authority (ACMA), Australian Government. ACMA views on Free 

TV code review. October 2024. Available from: https://www.acma.gov.au/sites/default/files/2024-

10/ACMA-views-on-Free-TV-code-review.pdf    

https://alcoholchangeaus.org.au/public-opinion-on-alcohol-in-australia/
https://alcoholchangeaus.org.au/public-opinion-on-alcohol-in-australia/
https://www.emro.who.int/noncommunicable-diseases/publications/factsheets.html
https://www.theguardian.com/australia-news/article/2024/jun/30/beer-advertisements-shown-to-kids-during-streamed-tv-programs-like-lego-masters
https://www.theguardian.com/australia-news/article/2024/jun/30/beer-advertisements-shown-to-kids-during-streamed-tv-programs-like-lego-masters
https://www.theguardian.com/australia-news/article/2024/jun/30/beer-advertisements-shown-to-kids-during-streamed-tv-programs-like-lego-masters
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf
https://alcoholchangeaus.org.au/public-opinion-on-alcohol-in-australia/
https://alcoholchangeaus.org.au/public-opinion-on-alcohol-in-australia/
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf
https://www.acma.gov.au/sites/default/files/2024-10/ACMA-views-on-Free-TV-code-review.pdf

