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Perspectives on alcohol-related policies

Alcohol labelling
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* The majority of Australians (61%) believe that health information labels should be
placed on alcohol products.

* Support for health information labels has remained stable from previous years
(62% in 2011, 61% in 2012).

The majority of Australians (61%) believe that health information labels should be placed on
alcohol products, while 23% think they should not, and a further 16% are unsure. This remains
consistent with the 2011 and 2012 findings. The chart below provides an overview of the support
for health information labels on alcohol products between 2011 and 2013.
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Analysis of demographic results and consumption trends between 2011 and 2013 revealed that:

+  Consistent with findings from 201 and 2012, women (68%) are more likely than men (53%) to
support health information labels on alcohol products.

+ Baby boomers (65%) are more likely than Gen X (60%) and Gen Y (58%) to support the use
of health information labels on alcohol products. This trend was also found in 2012 but not in
20N, where there was no clear generational trend.

+  Non-drinkers (75%) are more likely than occasional (64%), moderate (57%) and regular
drinkers (49%) to support health information labels for alcohol products. This finding is
consistent with 2011 and 2012,
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Regulating alcohol advertising
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- 69% of Australians believe that alcohol advertising and promotions influence the
behaviour of people under 18 years.

+ 64% of Australians support a ban on alcohol advertising on weekdays and
weekends before 8.30pm.

The majority of Australians (69%) believe that alcohol advertising and promotion influences
the behaviour of people under 18 years, while 17% believe that alcohol advertising does not

influence the behaviour of young people, and 14% are unsure. This remains relatively unchanged
from 2011 (72%) and 2012 (68%).

Almost two-thirds (64%) of Australian adults support a ban on alcohol advertising before
8.30pm, seven days a week, while 21% of people are opposed to the ban, and 15% are
undecided. This is consistent with the 2012 findings (64% support), although in 201, support for
this measure was higher at 69%. The chart below provides an overview of the support for a ban
on alcohol advertising before 8.30pm, seven days a week between 201 and 2013,
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Analysis of demographic results and consumption trends between 2011 and 2013 revealed that:

+ Women (72%) are more likely than men (56%) to support a ban on alcohol advertising
before 8.30pm. This difference is greater than in 2011 and 2012. In 2012 the difference
between women and men was 68% and 59% respectively, and in 2011 the corresponding
figures were 75% and 63% respectively.

+  Baby boomers (78%) are more supportive of a ban on alcohol advertising than Gen X (62%)
and Gen Y (58%). This is consistent 2011 and 2012.

Non-drinkers (79%) are more likely than occasional drinkers (66%), moderate drinkers (58%)

and regular drinkers (55%) to support a ban on alcohol advertising before 8.30pm. This is
consistent with 2011 and 2012.

«  Baby boomers (82%) are more likely than Gen X (65%) and Gen Y (64%) to believe alcohol

advertising influences the behaviour of people under the age of 18 years. This is consistent
with 2011 and 2012.

+ Lower alcohol consumption is associated with greater agreement that alcohol advertising
influences the behaviour of young people, with 77% of non-drinkers and 73% of occasional
drinkers believing this, compared to 67% of moderate drinkers and 59% of regular drinkers.
This is consistent with 2011 and 2012
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Places people commonly encounter alcohol advertising and sponsorship
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+ Australians primarily see alcohol advertising and sponsorship on television (59%),
at sporting events (45%), in newspapers and magazines (42%), in pamphlets and
catalogues (39%), and on billboards (39%).

Australians are exposed to alcohol advertising and sponsorship in a variety of ways with
television being the most commmon source (59%). Sporting events (45%), newspapers and
magazines (42%), pamphlets and catalogues (39%) and billboards (39%) are also commonly
reported as sources of alcohol advertising or sponsorship. Television is also the main source
of exposure to alcohol advertising (33%), followed by pamphlets and catalogues (16%) and
sporting events (15%). These findings are similar to those in 2012. The table below provides an
overview of the places where people see alcohol advertising and sponsorship, as well as the
places nominated as the main source of advertising and sponsorship.

Television
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MNote that people were able to select more than one response; therefore the total may exceed 100%

Analysis of demographic results and consumption trends between 2012 and 2013 revealed that:

Women are more likely than men to come across alcohol advertising or sponsorship at
cultural events (29% compared to 24%), on billboards (42% compared to 36%) and in
pamphlets or catalogues (44% compared to 33%). Men are more likely than women to
come across alcohol advertising or sponsorship on the radio (23% compared to 18%). This
represents a change from 2012 where men were significantly more likely than women

to come across alcohol advertising or sponsorship at sporting events, whereas women
were significantly more likely to come across it through pamphlets and catalogues. These
differences were observed in 2013, although they were not significant.

Baby boomers are more likely than Gen X and Gen Y to come across alcchol advertising or
sponsorship in newspapers or magazines (54% compared to 40% and 33% respectively), on
the radio (26% compared to 19% and 18% respectively), and in pamphlets or catalogues (52%
compared to 37% and 28% respectively). This is similar to 2012,

Gen Y are more likely than Gen X and baby boomers to come across alcohol advertising
or sponsorship at cultural events (30% compared to 25% and 24%) but less likely to come
across it on television (51% compared to 64% and 63% respectively). In 2012, this was true
for cultural events but not for television, where no significant differences were observed.
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Alcohol advertising on social media
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« 14% of Australians have noticed alcohol advertising or promotions on social media.

+ Gen Y (20%) are more likely than Gen X (13%) and baby boomers (8%) to have
noticed alcohol advertising or promotions on social media.

« Of those who had noticed alcohol advertising on social media, 44% have interacted
with an alcohol brand.

For the first time in 2013, Australians were asked whether they had ever noticed alcohol
advertising or promotions on social media sites such as Facebook. A total of 14% of Australians
indicated that they had noticed alcohol advertising or promotions on social media, 65% had not
and 21% were unsure.

Of those who had noticed alcohol advertising on social media, 44% had interacted (e.g. responding
to a question on Twitter, ‘liking’ a Facebook page or ‘checking in” at an alcohol brand’s bar at an
event) with the alcohol brand, 51% had not interacted with an alcohol brand and 6% were unsure.

Analysis of demographic results and consumption trends in 2013 revealed that:

+  People who drink to get drunk (18%) are more likely than those who do not (13%) to have
noticed alcohol advertising on a social media website.

«  People who drink to get drunk (57%) are also more likely than those who do not (40%) to
have interacted with an alcohol brand.

« GenY (20%) are more likely than Gen X (13%) and baby boomers (8%) to have noticed
alcohol advertising or promoctions on social media.

« Of those who had noticed alcohol advertising on social media, 45% of Gen Y have interacted
with an alcohol brand

Increasing tax to pay for health, education and treatment of alcohol problems
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* 41% of Australians support increasing the tax on alcohol to pay for health,
education, and the treatment of alcohol-related problems.

Support for increasing tax on alcohol to pay for health, education and the treatment of alcohol
related problems has remained stable at 41%, with 46% of people that are not supportive, and
13% who are undecided. The chart below provides an overview of support for increasing the tax
of alcohol to pay for health, education and treatment of alcohol problems between 2011 and 2013

Support for increasing tax to pay for health, education and treatment of alcohol problems
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Analysis of demographic results and consumption trends in 2013 revealed that:

+ Women (45%) are more likely than men (37%) to support an increase in alcohol taxation. A
similar trend was observed in 2011 and 2012.

* Non-drinkers are significantly more likely to support an increase in tax on alcohol (70%) than
occasional (45%), moderate (30%) and regular (19%) drinkers. This trend was also observed
in 2011 and 2012,

Closing time for pubs, clubs and bars

* Most (80%) Australians believe that pubs, clubs and bars should close at 3am
or earlier.

For the first time in 2013, Australians were asked what time they think pubs, clubs and bars
should close. Over a quarter (27%) of people nominated a closing time of midnight, 15% chose
1Ipm, 14% chose lam, 12% chose 2am, 12% chose 3am, 8% believe that they should stay open for
24 hours and 12% are unsure.

Analysis of demographic results and consumption trends in 2013 revealed that:

+ Baby boomers (54%) are more likely than Gen X (40%) and Gen Y (30%) to believe that pubs,
clubs and bars should close at midnight or earlier. Conversely, Gen Y (19%) are more likely
than Gen X (11%) and baby boomers (5%) to believe that these venues should close at 3am.

* Non-drinkers (28%) are more likely than occasional (13%), moderate (9%) and regular (10%)
drinkers to believe that venues should close at 11pm. Regular (12%) and moderate (11%)
drinkers are more likely than occasional (6%) and non-drinkers (3%) to believe that they
should be open for 24 hours.
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Perceptions on alcohol by voting intentions

Attitudes towards alcohol in Australia
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« Coalition (51%) and ALP (46%) voters are most likely to believe that illicit
substances are the most harmful drug, while Green voters (39%) are most likely to
perceive alcohol as the most harmful drug.

« A majority of all voters believe that Australia has a problem with excess drinking or
alcohol abuse (Green 83%, ALP 78% and Coalition 72%), and that alcohol-related
problems will remain the same or get worse in the next five to ten years (Coalition
80%, Green 79% and ALP 75%).

This year, perceptions about alcohol have been analysed by political party support. This has
particular relevance in 2013 given that there will be a Federal Election in September.

Attitudes towards alcohol in Australia
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Coalition (51%) and ALP (46%) voters believe illicit substances are the most harmful drug, while
Green voters believe that alcohol (39%) is the most harmful drug. This trend was also cbserved
in 2012. The table below provides an overview of voter perceptions of the most harmful drug.

Illicit drugs 47
Alcohol 31 31 28 39
Tobacco 18 20 18 27

Don’t know 4 3 S 1

Voters are divided on what they perceive to be the biggest health threat to Australians. ALP voters
selected all four risk factors, alcohol (23%), tobacco (23%), poor diet (25%) and lack of physical
exercise (25%) in almost equal proportions. Coalition voters are more likely to select poor diet
(35%) over all other risk factors and Green voters are more likely to choose tobacco (28%) and poor
diet (29%). The table below provides an overview of voter perceptions of the biggest health threat.
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A majority of all voters believe that Australia has a problem with excess drinking or alcohol
abuse (Green 83%, ALP 78% and Coalition 72%). A majority of all voters also believe that
alcohol-related problems will remain the same or get worse in the next five to 10 years (Coalition
80%, Green 79% and ALP 75%). The table below provides an overview of the alcohol-related
problems that people are most concerned about.

Harm to unborn babies
from exposure to
alcohol in utero

Crime 57 58 60 51

Lost productivity 31 34 33 21

Excessive noise around 26 31 27 19
pubs and clubs

None of the above 4 4 3 2

Note that people were able to select more than one response; therefore the total may exceed 100%.

A majority of all voters believe that more needs to be done in Australia to reduce the harm
caused by alcohol (ALP 77%, Green 76% and Coalition 73%). A majority of all voters also believe
that Governments are not doing enough to address alcohol misuse in Australia (Green 59%,
Coalition 56% and ALP 55%). A majority also believe that alcohol companies are not doing
enough (Green 81%, ALP 67% and Coalition 67%), and that pubs and clubs are not doing enough
(Green 73%, ALP 67%, Coalition 65%).

Perspectives on alcohol-related polices
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+ A majority of Green (66%), ALP (64%) and Coalition (57%) voters support health
information labels for alcohol products.

+ A majority of ALP (69%), Green (66%) and Coalition (59%) voters support a ban of
alcohol advertising before 8.30pm.

* A majority of Green voters (52%) support an increase in alcohol tax to pay for
health, education and treatment of alcohol problems, while 43% of ALP voters and
37% of Coalition voters support this.

When asked about support for a range of policy measures including health information labels,
advertising restrictions, increases in taxation, and trading hours, the following was identified:

« A majority of Green (66%), ALP (64%) and Coalition (57%) voters support health information
labels for alcohol products.

« A majority of ALP (73%), Coalition (70%) and Green (70%) voters believe that alcohol
advertising influences the behaviour of young people under the age of 18 years.
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« A majority of ALP (69%), Green (66%) and Coalition (59%) voters support a ban of alcohol
advertising before 8.30pm.

A majority of Green voters (52%) support an increase in alcohol tax to pay for health,
education and treatment of alcohol problems, while 43% of ALP voters and 37% of Coalition
voters support this.

A majority of Coalition (82%), ALP (80%) and Green (75%) voters believe that pubs and clubs
should close at 3am or earlier. A majority of Coalition and ALP voters (both 57%) believe that
pubs and clubs should close at lam or earlier (with 46% of Green voters supporting this).

The table below provides an overview of Australians’ support for various alcohol policies by
party support.

Ban alcohol advertising on
television before 8.30pm

Health information labels
should be placed on
alcohol products

Increase tax to pay for
health, education and
treatment of alcohol
problems
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