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ALCOHOL
HEALTHWATCH

* Promote and provide evidence
based inform ation

* Engage and mobilise
communities

e Raise awareness Our AHW Team



ALCOHOL
IN NZ

e 1in 6 NZers are hazardous

drinkers;young people more so

* Norm alised, glam ourised,
ubiquitous

* Communities don’t feel
protected by ourregulation

* Costs societyover $7.85 billion
per year
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New Zealand’s most harmful
drug;acute and chronic

harmsto drinker and others

[Largest cause ofdeath and
disabilities in NZers aged 15-
49 years

Inequities in harm and
exposure,including m ore
alcohol stores in deprived

communities

Oft-licences sellthe most and
cheapest alcohol;48% ofall
alcoholin NZ 1s consum ed 1n

binge drinking sessions
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ADVERTISING

A cause of

youth drinking

~

e

Difficult for
vulnerable
groups

i <& O

Normalises &
works

sublim inally

L§

Young people

and children
at greater risk
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Repeated

exposure

Inequities


Presenter
Presentation Notes
Underpinned by a heavy industry influence- Industry influence includes through lobbying, education in schools, prolific advertising, sponsorship (sports but also mental health initiatives etc)

Children exposed 4.5x a day to alcohol advertising - Māori and Pacific children 5x and 3x more frequently




Alcohol named NZ’s most harmful
drug I}}, Lniversity I‘EbEElTEh Paper
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ADVERTISING
AT OFF-

KidsCam =30% of Increases chance Common near
I I‘ E ‘\‘ ‘ E S exposures from ofcrime and Auckland schools - 75%
shop frontage robbery from shop frontage
ﬁﬁumﬁ S 1
_OFQ
SHOP

-
OPEN
/ .

Alcoholoutlets harm ful
advertising hotspots’

"BEQT POT FOR
YOUR FAVOURITE DROP*

SHOT BRO

Internationally,
associated with youth

iIntention to use alcohol,

i L for children rse for : S
grical., TGRS ool or children, worse fo binge drinking,

low SES children increased violent crime
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Presentation Notes
Research from Aotearoa New Zealand has proven the pervasiveness of alcohol advertising at off-licences, and how often children are exposed. 56% of schools had alcohol advertising within 500 metres. 75% of these exposures were from nearby on or off licences.

International evidence has proven further links with a range of negative associations.


COMMUNITY
VOICE

In 2021, Alcohol Healthwatch supported the Auckland
community to have theirsay on off-licence signage. We
had over 800+submissions from the community.

N\ /
'My children unfortunately have grown up

watching vulnerable adults waiting
outside an alcohol shop on Line Road in

the morning. They see people standing
outside a shop with alcohol images and
logos. This is not a healthy environment,

In short its disgusting.”

“Liquor stores are not
kindergartens. Don't let them

Glen Innes before their school starts in | be painted up like a
playground.”

N

Ae in St Heliers and work in Glen
Innes. The difference in the areas is

so dramatic ... Why should Glen Innes
children be exposed to this

| normalised alcohol acceptance.

Liquor advertising is often bright, in
your face and attractive to youth.
Promoting inequity in the way
certain areas bombard our youth
with the wrong messaging." /

/7

\\
ﬂfind the advertising \~~

coverage on outlets
aesthetically awful and
depressing to see; it is

cheap and nasty and

makes shopping areas
/ look run down." //

Iy
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Presentation Notes
General community comments were around: discontent about the temptation it poses and the normalisation, how it glamourises the product and poses harm to children (especially near schools), how it’s triggering for people trying to stay sober, how ugly it makes neighbourhoods look and feel, and how it makes people worry about the future of their neighbourhoods and intergenerational impacts.


CURRENT
PROTECTIONS

- WHISKEY

THAT GAVE WHISKEY :

AREPUTATION. h

Local Alcohol Policies

« Often include reference to signage
* LAPs only cover 35% of the population

Signs Bylaw /s

* Unenforced
* 97-100% non -compliance

Advertising Standards Authority:
Alcohol code

» Self regulated
 “Ineffective, meaningless,
inequitable”

Section 237 Irresponsible
Promotion

* Mostly around discounting
* Not particularly strong, or tested
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Presentation Notes
Most Territorial Authorities that have a LAP have included conditions to address the harm from signage and advertising, and most of those LAPs that include reference to signage/advertising have a discretionary condition that no more than 30% of the exterior of the premises shall be permitted to have alcohol marketing and signs, and at least 50% of the store front glazing should be transparent – but also noting that Auckland practice note goes further than this. 

S237 may be tested more in future – currently, Police have submitted a complaint against every New World except one in the South Island re: continual breaches of s. 237 (discounting more than 25%) in January. Also the testing through Police of BEE lemonade and promoting excessive consumption through sponsoring 280 beverages to students. 
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Conditions on licences

QV A I S DL( S Can be wide -ranging and apply to

sensitive sites,e.g.schools,

CAN REDUCE
EXP O S URE Practice notes

Released to guide a Comm ittee’s
approach torenewing and
granting licences.

Forexample, in a licensing decision (NZ ARLA 123, 2021) for a bottle store within 500m of two schools, the following
conditions were imposed:

(i) Signage shall be limited to displaying the store name and logo on the existing roof display;

(i) No bright colours shall be used in the external decoration of the premises;

(iii) No specific product or price specials shall be displayed externally; and

(iv) No external advertising shall be displayed by way of flags or sandwich boards outside the store.
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Presentation Notes
Having controls on signage is one way to address amenity and good order and the object of the Act.
Alongside choosing to give effect to LAPs signage conditions.

Practice note: fairness approach, and maintain consistency.


Case Study.

AUCKLAND
PRACTICE
NOTE



Presenter
Presentation Notes
DLC has found the overall response to be positive – applicant has to agree to the conditions but most see the sense and are on board. The 25% allows them to keep the bits of advertising they make money from whilst minimising the overall effect. The DLC’s goal here was to clean up windows and sandwich boards, and pricing advertising.
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An off -licence in Mt. Albert
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B E F O RE & -' -_ Target Road's boifie store with someihing more -

An off -licence in Wairau Park
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e, BOURBOS COLA

: : BOURBOX COLA

y

BEFORE &
AFTER # 3

An off -licence in Otara

OPENING HOURS
NOMDRY (1B

TUESDAY 10m
WEDNESDAY
THURSDAY
FRIDAY 1
SATURDAY 10 -
SUNDRY “am a8
{ FOR ALL YOUR BEER, WikT
I A SPRITE SUPPLES

| | PH: 092743344
BUSINESS ACCOUNTS
WELCOME
PARTY SUPPLIES |

Firstingenice




BEFORE &
AFTER #4

Wholesaje

» -
Catering S

HALAL

Butchery 100%

! / o 2 M\ NE O -."I,:"__-_
092747878
| LIQSJOR CENTRE™™™ 2.
www. Mediterraneanhyp, €o.nz
PH 095002341 '
— i T — e —

. KERWYN AVENUE

An off -licence in East Tam aki

1 !.-['Ji“'




EXAMPLE

Trends towards more subdued shop fronts in many
arcas.
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Presentation Notes
Ability to do it locally - don't have to wait for ARLA. 
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OVERALL

Solutions exist to minimise the harm from alcohol ads
at shop fronts. Off-licence alcohol signage
is a problem
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Presentation Notes
Ability to do it locally - don't have to wait for ARLA. 


THANK YOU

For further information, evidence or research,
or specialised support,please don’t hesitate
to reach out.

N
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0212447610

andrew @ahw.org.nz

www.ahw.org.nz

wWWwWw.actionpoint.org.nz
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http://www.ahw.org.nz/
http://www.ahw.org.nz/
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