
 

    

 

 

ABAC RESPONSIBLE ALCOHOL MARKETING CODE 

1 PREAMBLE 

The ABAC Responsible Alcohol Marketing Code is designed to ensure that alcohol is marketed 

in a responsible manner.  Signatories to the Code are committed to ensuring that their 

marketing complies with the Code’s spirit and intent. 

The Code complements Australian legislation, the AANA Code of Ethics and media-specific 

codes relevant to the placement of marketing.   

From time to time, the ABAC Scheme may publish best practice advice to industry.  That 

advice does not form part of the Code but complements it by assisting industry to achieve high 

levels of responsibility in the management of its marketing. 

2 APPLICATION 

(a) The Code APPLIES to all Marketing Communications in Australia generated by or within the 

reasonable control of a Marketer, except as set out in Section 2(b). This includes, but is not 

limited to: 

• brand advertising (including trade advertising) 

• competitions 

• digital communications (including in mobile and social media and user generated content) 

• product names and packaging 

• advertorials 

• alcohol brand extensions to non-alcohol beverage products 

• point of sale materials 

• retailer advertising 

• Marketing Collateral  

 

(b) The Code does NOT apply to: 

(i) Materials or activities whose sole purpose is to educate about misuse or abuse of alcohol 

beverages and which do not include a company’s product branding; 

(ii) information in company annual reports, corporate public affairs messages or internal 

company communications; 

(iii) the name or packaging of a product, including the use of a trademark on a product which 
a supplier can demonstrate, to the satisfaction of the Adjudication Panel, had been 
supplied for bona fide retail sale in the ordinary course of business in Australia prior to 31 
October 2009; 

(iv) point of sale Marketing Communications initiated by Alcohol Beverage retailers  (as 
these are regulated by liquor licensing legislation), provided that a producer or distributor 
of Alcohol Beverages has no control over the point of sale Marketing Communication;  

(v) Sponsorship; 

(vi) the placement of a Marketing Communication, except to the extent that placement may 
impact on how the Marketing Communication is understood in accordance with section 4. 



 

3 STANDARDS TO BE APPLIED 

(a) Responsible and moderate portrayal of Alcohol Beverages 

A Marketing Communication must NOT: 

(i) show (visibly, audibly or by direct implication) or encourage the excessive or rapid 
consumption of an Alcohol Beverage, misuse or abuse of alcohol or consumption 
inconsistent with the Australian Alcohol Guidelines; 

(ii) show (visibly, audibly or by direct implication) or encourage irresponsible or offensive 
behaviour that is related to the consumption or presence of an Alcohol Beverage; 

(iii) challenge or dare people to consume an Alcohol Beverage; or 

(iv) encourage the choice of a particular Alcohol Beverage by emphasising its alcohol 
strength (unless emphasis is placed on the Alcohol Beverage’s low alcohol strength 
relative to the typical strength for similar beverages) or the intoxicating effect of alcohol. 

(b) Responsibility toward Minors 

A Marketing Communication must NOT: 

(i) have Strong or Evident Appeal to Minors;  

(ii) depict a person who is or appears to be a Minor unless they are shown in an incidental 
role in a natural situation (for example, a family socialising responsibly) and where there 
is no implication they will consume or serve alcohol; or 

(iii) depict an Adult who is under 25 years of Age and appears to be an Adult unless: 

(A) they are not visually prominent; or 

(B) they are not a paid model or actor and are shown in a Marketing 

Communication that has been placed within an Age Restricted 

Environment. 

(c) Responsible depiction of the effects of alcohol 

A Marketing Communication must NOT: 

(i) suggest that the consumption or presence of an Alcohol Beverage may create or 
contribute to a significant change in mood or environment; 

(ii) show (visibly, audibly or by direct implication) the consumption or presence of an Alcohol 
Beverage as a cause of or contributing to the achievement of personal, business, social, 
sporting, sexual or other success; 

(iii) if an Alcohol Beverage is shown (visibly, audibly or by direct implication) as part of a 
celebration, imply or suggest that the Alcohol Beverage was a cause of or contributed to 
success or achievement; or 

(iv) suggest that the consumption of an Alcohol Beverage offers any therapeutic benefit or is 
a necessary aid to relaxation. 

(d) Alcohol and Safety 

A Marketing Communication must NOT show (visibly, audibly or by direct implication) the 
consumption of an Alcohol Beverage before or during any activity that, for safety reasons, 
requires a high degree of alertness or physical co-ordination, such as the control of a motor 
vehicle, boat or machinery or swimming. 

4 INTERPRETATION 

Compliance of a Marketing Communication with the Code is to be assessed in terms of the 
probable understanding of the Marketing Communication by a reasonable person to whom the 
material is likely to be communicated, and taking its content as a whole. 

Capitalised terms have the meanings set out in section 5 below. 

Headings do not expand the Code. 



 

5 DEFINITIONS 

In this Code: 

AANA Code of Ethics means the Australian Association of National Advertisers Code of 
Ethics. 

ABAC Scheme means The ABAC Scheme Limited. 

Adjudication Panel means the panel convened to adjudicate a complaint received by the 
ABAC Scheme. 

Adult means a person who is of legal purchase age in Australia. 

Age-Restricted Environment means: 

• licensed premises that do not permit entry by Minors; or 

• a non alcohol-specific age-restricted digital platform (including, for example, a social 
media website or application) which: 

o requires users to register and login to use the platform, including the provision 
of their full date of birth; and 

o is able to hide the existence of any alcohol-related pages, sites and content 
such that they are not visible other than to a user who has registered on the 
platform as being 18 years of age or over. 

Alcohol Beverage means a beverage containing at least 0.5% alcohol by volume. 

Australian Alcohol Guidelines means the electronic document ‘Australian Guidelines to 
Reduce Health Risks from Drinking Alcohol (1-2)’ published by the National Health & Medical 
Research Council (“NHMRC”) as at 1st January 2010. 

Code means this ABAC Responsible Alcohol Marketing Code. 

Marketer means a producer, distributor or retailer of Alcohol Beverages. 

Marketing Collateral means material used by a Marketer to promote a brand and support the 
sales and marketing of Alcohol Beverages, including gifts with purchase, competition prizes 
and branded merchandise. 

Marketing Communications means marketing communications in Australia generated by or 
within the reasonable control of a Marketer (apart from the exceptions listed in Section 2(b)), 
including but not limited to brand advertising (including trade advertising), competitions, digital 
communications (including in mobile and social media), product names and packaging, 
advertorials, alcohol brand extensions to non-alcohol beverage products, point of sale 
materials, retailer advertising and Marketing Collateral. 

Minor means a person who is under 18 years of age and therefore not legally permitted to 
purchase an Alcohol Beverage in Australia. 

Strong or Evident Appeal to Minors means: 

(i) likely to appeal strongly to Minors;  

(ii) specifically targeted at Minors;  

(iii) having a particular attractiveness for a Minor beyond the general attractiveness it has 

for an Adult;  

(iv) using imagery, designs, motifs, animations or cartoon characters that are likely to 

appeal strongly to Minors or that create confusion with confectionary or soft drinks; or  

(v) using brand identification, including logos, on clothing, toys or other merchandise for 
use primarily by Minors 

Sponsorship means any agreement or part of an agreement involving payment or other 
consideration in lieu of payment by a Marketer to support a sporting or cultural property, event 
or activity, in return for which the sponsored party agrees to be associated with or promote the 
sponsor’s Alcohol Beverage or outlet.  Sponsorship also includes naming rights of events or 
teams and the inclusion of a brand name and/or logo at an event venue or on uniforms of 
participants (excluding branded merchandise). 


