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: :ﬁEcomMENbAfigﬁs,j

: Qz'ihe-Commiftee reeemmends thét:3'-"

"~f-i;g”the 0ff1ce of Road Safety 1n congunct1on w1th the Austra31an

'**}8readcast1ng Trwbuna? and advert1sang xndustry representat1ves, s

_';',deveiop a comprehens1ve advert1$1ng 1ndustry code reiat1ng to
'*vﬂbsroad safety for all sect1ons ‘of ‘the medaa to be operatlonaE kR

":j wwth1n sax months of presentat1on of th1s Report (paragraph 39). 2__ S

'fZ:"1f there is. fa11ure to agree ‘on the contents of the code w1th1n
'::_fs1x months, then the cede should be fanalqsed by the fo%ce of
_-fRoad Safety, and 1ntr0duced by ‘the Austra11an Broadcast1ng S
ZZLTrwbunaT to ensure that “the. code app?xes at 1east to. the - e]ecw .
:f-legtrenrc med1a (paragraph 39) ' R R

"ew3.':the worRTeg party deve]opzng the advert151ng 1néustry code |
"_;re1at1ng to ‘road safety g1ve part1cu§ar cons1derataon to _"'
";ll:advertﬁszng which may 1nf?uence youﬁg people (paragraph 42) R

-'w_”4ii the Offxce ef Read Safety, 1n conJunct10n w1th the Austrab%an

'f-wsroadcast1ng TrTbuna1 monxtor the operat1on of . the new code O
:bbfer a perwod of . one year after its’ 1ntroduct1on and that th?S
_'ffbe the subJect of a report to the M1n15ter for TranSport
“:':(paragraph 43) ' R Lo : B

| e-S.ﬁ3the M1n15ter for Transport adv1se th1s Comm1ttee w:th1n f1fteenf

”months of the 1ntroduct1on ef the new code of has assessment of."'

. the. operat1on of the code (paragraph 43)

| ﬁwbﬁ,ffthe present Austra11an Broadcast1ng irTbuna% teIev1s1on advert—'.
:_"b151ng standards be rev1sed to. extend the ‘ban- on alcohol advert-_Vf
ﬂ':1sements between 6.00am and 8. BOem to between 6. OGam and .9.00am
_ ‘and between 4.00pm and 7. 30pm to between 3 30pm and g9, GOpm 3]}
'e'b:Monday to Saturday 1nc1u51ve (paragraph 56) : o RS




©MAJOR FINDINGS AND CONCLUSIONS

'('Road safety ié'an'important hafionaT'iséaé ahd'mast'béléiveh”' -
_ ”_]fu11 con51derataon by aT] sect1ons of the med1a An the advert—n(zif
' 1;151ng of a]] products (paragraph 38) e '

_f.Thé:Comméttee Beiiéves'that Sdme'advertising disbiays'a Jack
S 3'0f understand1ng, or perhaps of concern w1th the poss1b1y ="
'ﬁ_f';fdamag1ng effects on road safety (paragraph_s) 1""'

fﬁAdvert1sements whach contaTn unsafe draveng can have an effect_ar_:f
N Lon: vwewers part1cu1arty those - who are 1mpress1onab1e or who IR
”ﬂf(aTready have a pred1sp051t1on to behave 1rrespons1b1y on: the
road.. Peop%e may be cond1t1oned 1nto a2 sub~c0nsc1ous assessment
O .(:that unsafe dr1V1ng }s 1ess dangerous and more normal than 1t i:“'
i ;(.f51s (paragraph 8) SRR s

: '-The“Aﬁstraiian BrOadcaatfng”?ribunai dbes'hét have detailed

;(t;standards concernrng road safety concerns in advertisang, and PR
. the seIf regulat1on codes are. def1c1ent from a road safety _:~_--= :

'._fp01nt cf v1ew (paragraphs 17 and 38) R : S

. f;The Comm1ttee does not be?1eve that the present p1ecemeal approach'_'
+1n the advertzs1ng cedes %s 1n the best 1nterests of road safety '

'f(pmagmphsa)

“(.f:A natwona1 road safety code for al? products advertlsed in a11
_l_medaa shou]d be 1ntraduced by the 1ndustry as an expre3510n of x
'f:fsoc1a1 respons1b111ty (paragraph 38) '

iR




Part of the reason for the extent of the drink-driving problem
is the degree to which regular drinking has become entrenched
in our society. If the extent of drink-driving is to be
greatly reduced there must be a campaign to change social
attitudes to alcohol consumption. (paragraph 44)

- Advertising is one of the factors which acts as an
encouragement to alcohol consumption. No attempt to
change community attitudes about aicohal consumpiion
coqld ignore fhe need for further restrictions 6n
advertising. {paragraph 51} '

-~ Despife the stated target group or stated aim of alcohol
advertisements, it is unrealistic to suggest that those
advertisements do not appeal to young people who have
not started drinking and do not act as an encouragement
for the consumption of alcohol in general. {paragraph 52)

- The Committee considers it justifiable to further limit
the advertising of aicohol on television. (paragraph 56)

In some instances'thefe has beeh ] tendehcy_to_apﬁly fhe Eodes
in an excessively legalistic sense that favours the advert-
isers. {paragraph 58)

Advertisements which glamorise unsafe driving ought to be con-
sidered socially irresponsible regardless of where they may
have been filmed, and ought*not to be excused by narrow
legalistic interpretations of the codes. (paragraph 59)

The Committee suphorts the continuation of seif-regulation in
advertising provided that a comprehensive road safety code is
introduced and satisfactoriiy enforced by the industry, and
that other recommendations in this Report are also implemented
fully. ({paragraph 62)
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The Advertising Standards Council needs to be, and to be seen
to be, independent From industry deminance. Sorﬁe members of
the Council should be drawn from people w1th a more direct
Tink with consumer interest groups. The Committee is firmly
of the opinion that at least dr;e member of the ASC should
have an expertise ﬁn_koéd safety matters. (paragraph 65)

Greater efforts should be made in- future to inform the public
of the content of the codes and procedure for 1odg1ng
compiaints. (paragraph 66} '

There shoﬁ]d be an automatic explanation of the reasons for
decisions Cn'compiaénts A more comp1efe public annual
reportﬁng of the details of comp1a1nts received, outcome of,
and reasons behind ad;udecatton on comp%a1nts is a similar
necessary improvement to the seif- regu1at1on system
(parag#aph 58)

The'ﬁommittee supports the February 1881 recommendation of
the_Administrative'Review Councii; arising from its ingquiry
_'into.Austré1ian Broadcaéting_Tribunal.procédures, thaf the
Tribunal be given a wfder range af powers to_reipcnd to
breaches of broadcasting standards. (paragraph 70)




"CHA?TéR 1
INTRODUCTION

1, . The fundamental -importance of action to improve road safety

_-is beyond question. One of the most urgent néeds_in this area is to
’improve“driver attitude and behaviour. This is clearly an enormous

. ftask but one which must not only be undertaken but achieved. :As one

part of that task it is essential to avoid the promotwon of negat1ve

1nf1uence< on the attitudes of road users. : '

2. There are a number of factors which are 1mportant in 1nf1&—
encwng attitudes and behav1our _The media is one of those factors

_and it can be highly persuas1ve Advertising by its nature is
de%]berate1y intended to be persua51ve and that is an 3mportant
-distinction between it and other material presented in the media.

. -The Ccmm1ttee therefore considers it justifiable to 1ﬁvest1gate the
'ro]e of advert1s1ng in influencing dr1ver attitude and behav1our as
-a separate 1ssue from generai programm1ng materTaE

_3;: ~~ lhen one issue 1is sang]ed out from many others for examina-
tion, the criticism can aIways be made that 1ts 1mportance is belng
exaggerated. Advert1s1ng is one factor ameng many in 1nf1uenc1ng
community att1tudes. The fact that it has been selected for invest-
igation does not imply that it is the only or most significant
factor. If the road toll is to be reduced every poss1b]e contr1but~
ing factor must be addressed

4, ' Particu1ar advertisements were the subject of comp1aihts
“to the'Comméttee on the grbunds that they encouraged eéther unsa?e
.att1tade or behaviour by drwvers or passengers or. the f]tt1ng of
unsafe parts to veh1c1es The CommTttee is part1cu1&r1y concerned
at the deveTopment of road safety attztudes by the young, and the




influence that advértfsfng may have on them. Fifty per cent of road
‘deaths are pecple under twenty-five years of age. The Commitiee
resoived to examine whether advertisements could have an adverse
gffact on road safety and, if so, what steps could be takeﬁ-to' :
~ .correct that situation. The inguiry has invoived examining the
contént:of the various codes which relate to adVertising'to see
whether rcad safety tssues are given sufficient coverage and '
-prominence. As weil; the Committee has looked into the means

by which advertising is monitored and the codes enforced. .The
inquiky has been only into the print and eiectronic media, in
particu]ar_te1evision_'where-adveftésiﬁg can be most penetrating '
in its use of émagery Other forms of advert151ng, such as road-
~ side hoard1ngs, have not formed part of the 1nqu1ry :

5. A diffica?ty:for the Committee in assessing the adequacy of
advertising from.a road safety point of view arises from the fact
that many advertisements are concerned not S0 much W1th convey1ng
facts, the truth of. which may be verified or’ rafuted as w1th
selling . a product by surrouné:ng it with a desirable image. .Such
“advertising is designed to provoke a favourable emotional response
while trying to encourage suspension-of rational, critical analysis

" on the part of the target audience “The Committee believes that

some advertts1ng displays a Tack of understanding, or perhaps of
concern, w1th ‘the p0551b3y damag1ng effects on road safety

.”EFFECT OF AszgTzsiNG GN_DRIVER'ATTITUDE_AND BEHAVZO&R

6. The effect of advert?sang in any area is very d1ff?cuﬁt to

. research. It is 1mposs1b§e to say to what extent advert1sements
which show unsafe behaviour adverseTy affect drzvers att1tudes and
ultimately contribute to the road toll. The Comm1ttee heard .~
'ev1dence from severa] w1tnesses wzth an expert1se in the behavwoura%
‘sciences and advert1s%ng concern1ng this guestion. It is clear that
many factors p?ay a role in deve1op1ng, changing and re1nforc1ng




~drivers' attitudes. The media provide us with information which
may be misleading but which helps form our perceptions of what

The world is 1ike, what kind of behavicur is acceptable and whether
particular behaviour may be free of risk or not.(})

7. Sevaral.witnesses_referred to dahgerous_and irresponsible
drivéng_pcrfrayed Qn.téievision programs; and to the fact that '
these negative influences are less subject to control and probably

more harmful than advertising.(z)

Programs which originated overseas
were generally regarded as more blameworthy than those made in
‘Australia. The point Was:made that to tighten controls on advert-
ising without introducing similar controls over programs would .
have Titt1e effect on driver attitude. Despite this limitation,
‘the Committee believes this would be a move in the right direction.
A distinction can be drawn between advertising, the principal aim
-of which is to influence attitudes and behaviour, and programming
_3materia1. In ‘hoth cases, the Commﬁttee;would_urge those who
produce and present such material to adopt a‘sOcéa11y-responsible
position which takes into account the possible impact on the road
‘toll. In its May 1982 Report, Zducation, training and licensing of
drivers, the Committee recommended an inguiry by the Australian
' Broadcaéting Tribunal into the 1nfTuenée on young people of tele-
vision programs which glamorise the association of vehicles,
atcoho? and speed, The Committee understands that some pralimin-
ary steps have been taken to initiate such a study. We urge that
‘the study be given a high priority both in the aliocation of.
‘resources and in the urgency with which it is undertaken.

8. - Advertisers must consider the view of reality being
presented and the effect that this may haye, not just on the mature,
.'réasohab1e perscn, but on those who are impressicnable or who
 aEready have a pre-disposition to behave irrespensibly an the road.
Such people may be conditioned by displays of fast driving or
manceuverabitity or exciting stunts into a sub-conscious assessment




that that kind of activity is less dangerous and more novmal than
it is.(3) Dr Rossiter, a marketing expert who gave evidence at
the request of the Advertising Federation of Australia, although
stating that he believad only a small percentage of the population
might be so influenced to drive irresponsibly, volunteered that

" "even most advertisers would have to admit that in some commer-
cials they are working on the fringe of depfcting potentially
dangerous behaviour®, (4 | -

9. Evidence given by some industry representatives and those
invalved in the self-regulatory system implied a belfef that if -
reasonable, mature people would be unlikely to be adversely '
influenced by behaviour in the advertisement, then there should

) 1his ignoras the possible impact ﬁpon the

be no objection.
immature or impressionable who are pretise]y'thosé of most concern
in road safety. The car is a potéhtia]ly fethal weapon. “Many wit-
nesses felt that if this image caqu be strassed it may halp
counter the 'fun’' concept of a car which encourages socially

irresponsible attitudes in some young people.

Evidence, p3sl.
Evidence, p524.
Evidence, p383.
Evidence, p493.
Evidence, pp346, 415, 419,

U fs W po
+ e s 4.




CHAPTER 2

THE SELF-REGULATION SYSTEM

THE INDUSTRY STRUCTURE

10. | In order to understand how the self-reguiation systEm _
operates 1n the advert1szng industry, it is necessary tc have some
knowledge of the various industry organisations, their funct:ons and
how they re]ate'to eaéb othér. There are three main groups within
the industry - the advertisers, the advertising agéncies, and the
media. The Austra1;an Association of National Advertisers (AANA}
represents over 370 companies which advertise. (D) The Advertising
Federation of Austrai;a (AFA)} represents the interests of over 240
‘advertising agenc1es.{2’ -

11. The situation in relation to the media is more complex.

The Austra]ian_Pub1fshers' Bureau (APB) represents magazine and
newspaper pubiishers. Its membars are: The Austraiian Newspapers
Council; News Limited; Australian Accreditations Bureau; Australian
Magazine Publishers' Association; Australian Provincial Press Asso-
ciation, and Regional Dailies of Australia. ~Ald advertisements for
products which. are subject to one of the industry's codes must be
submitted to the APB for authorisatiorn before publication by APB
members., The.Federétion of Australian Radio Broadcasters {FARB)
represents all the commercial radio stations in Australia. A1}
radio commercials nre-recorded for use by more than one radic.
station have to be submitted to FARB for clearance through one of
its Commercials Approvals Offices. The Federation of Australian
Commercial Television Stations {FACTS) represents ail of the
commercial television stations. The Commercial Acceptance




Division- {CAD) of FACTS is responsibie for previewing all television
commercials which are intended for use on more than one station and
all television commercials which relate to products covered by the
industry‘s codes. ' o '

12. In the Media Council of Australia (MCA) the main elements of
commercial mass media are brought together. Its constituent member-
ship consists of FACTS, FARB, and aill the individual members of the
Australian Publishers' Bureau. Affiliate members are: The Outdoor
Advertising Association of Australia; Australian Suburban Newspapers
Association Pty Ltd; Associated Rural Press of Austra11a and the
Australian Cinema Advert151ng Council. (3) The MCA has respons1b111ty
for all the se?f~regu?atshy codes and through the Australian Med?a
Accreditation Aathor1ty, for the accreditation of advertising
agencies, Three hundred and seven advert1s1ng agencies (1982 f1g-
ures} are accred1ted to the MeA, ¢ A?] aceradited advertﬁswng
agenc1es are requ1red to adhere to the se1f regu]atory codes

3. In 1874 the MCA in asscciation with. the AFA and the AANA
established a body which is centra? to the system of self- regu1at1on
in advertjs1ng.' This is now called the_Advertis1ng Standards
Council (ASC). Its prime function, as defined by the MCA, is:
to provide direct public access for complaints against
offendéng matarial, as well as enabling public jnvolve-

ment in the amendment or the extensnon ef the var1ous '
. se1f~regu1at1on codes.{(3) e

The ASC acts as an adjudicator of cdmp]aints concerning aileged
breaches of the industry's codes. Such complaints may be made
‘directly to the ASC or on appeal against decisions‘made by:
individual media erganisationé. The ASC was .set up under- the
chairmanship of Sir Richard Kirby, the former President of the
Conciliation and Arbitration Commission.__As_devised'by: '




< Sir Richard Kirby, the ASC consists of five representatives chosen
_?rom, and by, the various branches of the industry, and five non-
industry memberé chosen by the Lhairman. The industry members are
- Mr B.A. Williams DFC {print media), Mr D. Morgan (television),Mr
L.J. Hyle (radio), Mr B.D. Cormack'(advert151ng'agencies), and Mr

S JLL. Edwérds (advértisers} The non- -industry members are Mrs M.
- - Coburn, Mrs J. Lashbrook Miss B. Cuthbert MBE, The Hon Mr dustice
 °To0se CBE, "and The Hon Sir John Rossiter: KBE. { ) Biographical :
details of these members may be found in the ASC Sixth Report 1982,
'ppll 13 Members are chosen for three year terms ) .:
1A DurTng 1982 the MCA estabiished a Codes and StandardS'
‘Authority to act as an adv1sory body on the implementation and
deveiopment of the codes. :In addition there are three advisory .
bedies which focus cn.the-advertisfng of particular products. Of
" these, ‘the Alcoholic Beverages Advertising Council (ABAC) is the
one most relevant to this inquivy. In addition to represeniatives
from the print; radio and television media - one'of whom must beé a

":member of the Codes and: Standards Author1ty - ABAC has as its

"members, representat1ves from the Bustratian Nine and Brandy Pro-
" ducers Association, the Austra]qan_Assocqated_Brewers, ‘the Federated

Wholesale Spirit Manufacturers_Assdciation, the AFA and the'AANA,(B)

THE CODES

15, : There are a humber of Commonwea1th -and Sfate Taws and reg-
“ulations which re1ate, 1n part at 1east to aspects of the advert?s-
ing industry. In the Commonwealth sphere two major pieces of Tegis-
"Tatlon are the Trade Practzces Aot 1974 and the Broadcastzng anﬁ
Te?levzsum Act 2942 '

16, The Trade Practices Commiséion which administers the Trade
“Practices Act is responsible for considering the operation of
' industry self-regulatory codes which may then be authorised if they




are in the pﬁb]ic interest. It is currently examining the operations
of the'Cemﬁercia1 Acceptance Division of FACTS. The Commission has
raised'the possibility of a broaduranging review of seif-regulation
in industry to see how codes can be improved in the interests of the
consumer, and how & general understanding of the different self-
regulation systems may_be_prbmdted £hroughout the community. This

' Committee endorses the aims of such a review, but beﬁievés that there
- are immediate 1mprovemants that shauld be made in the advertzs1ng
system to a551st road safety

17. '_?he Australian Broadéasténg Tribunal (ABT) established under
the Broadcasting and_TeTersfcn Act, has the.authorfty to determine
~standards for the broédcasting of advertfsements on the electronic
~media. Advertising in the print media is not 51m11ar1y able to be
regu1ated at a federal 1eve? The ABT, after consu]tat1on with the
industry, has set certain standards in relat1on to both broadcastzng
and telev1510n. It does not have detailed etandards concerning road
safety chéefns n advertzsang. To a large extent the ABT has relied
- upon saif- régu?atfon within the industry to set' menitor and enferce :
_ standards, and has been genera?]y satasted with thws method of

_ operat1on (2) S

_18. - . In the ABT 5 standards for broadcast1ng of advert1s1ng an
_radio, rev1sed in 1981 there is a general requirement that advertise-
ments shall comply with the laws of the Commonwea]th Advertisements
for aicoholic 11quor must comply with the Vo]untary Code of Advertas»
ing A1c0h011c ‘Beverages drawn up by ABAC Radio broadcasters are
~advised that part?cu1ar attention needs to be paid concern1ng appra-
priate times for scheduling advertisements for alcoholic beverages.

19, 'The_ABT is in the process of reviewing its televi$1on ad-
‘vertising standards. At present its television standards require’




. Advertisements . for alcoholic liquer should be directed
only to the adult audience; young people, whether
children or adolescents, must not be allowad to part-
icipate in the presentation of these advertisements.
No advertisement for alccholic liquor should be tele-
vised in proximity to programmes for children or at
‘times when the audience may be expected to include
Jdarge numbers of young peoplie. In particular such
advertisements should not be televised between 6.00am

..and ‘8_30am or between 4.00pm and 7.30pm, Monday to
Saturday inciusive, nor at any time on Sunday,
Christmas Day or Good Friday.  The foregoing provi-
sions do not prevent the sponsorship of Sporting
events televised live on Saturday. The provisions
of this sub- paragraph do not .apply to sponsorship
identification in the form of billboards or other
forms of institutional identification which dq G?t
include a sales message for a1coh011c E1quer

20, 'The_ABT has¢deye}cpéd.criter1a goncerni§g the naiure of

the audience and the percéﬂ?&gé Of cﬁi}dréh @hd:tééﬂagérs'iike1y to
be viewing, compared with the total audieﬁce'and the available.
chﬂd/teenage audience _ D'.',f'fwulty has been expemenced with the

7. 30pm to 8. 30pm ttme-slot when . Zarge nmbers -of the vwwmg qudience
are young people but the sanedulmg of' aZcohoZ advermsemenﬁs zg not
pranabzted (ll){See also Appendlx 5.) '

21, ',' By a process of consu]tation between édvertisers, agencies,
the media and various government bod1es a number of industry advert-
1szng codes have been deve]oped There 15 a genera] Advertwswng Code
"~ of Ethics, whose emphas1s is on truth and fair play in advertising.

In relation to road safety the main requzrement undar this code is
that "advert1sements must comp1y with Commonwea1th and State Taw", 2
Thera are separate codes concerning the advert1s1ng of Goods for
Theraneut1c Use, C1garettes, A?coho]1c Beverages, Hair Piece/Treat-
ment, Siimming Preparations, Treatments, Appliances, etc., Domestic
Insecticide, .and Standafds for Ma?] Order'Advertisfng "~ The code
concerning the advertising of alcoholic beverages and the exp]anatory
guidelines re]at1ﬂg to the code are set out in fu17 in Appendix 6.




22. The standards for advertising appiied by the television
industry contain specific references to motor vehicle advertise-

ments:

{1} It is essential thét.a?? drivfng regulations be observed
. by persons using vehicles being shown in commercials.

{2) Demonstrating a group of vehicles travelling abreast on a
.road may be regarded as an infringement, uniess a super-
imposition indicates the road was closed to traffic. In
NSW roads within parks and reserves are coverad by the
same regu1ations as public reoads.’ It is probable this
may also apply in other States. '

{(3; Over exuberant actions of youthfu] taient used in commer-
cials may create the impression of irresponsible actions
to a large section of viewers.: Care.needs to be given to
the depiction of such scenes.

{4) It is recognised that many light hearted scenes or scenes

' giving specaa]'demonstrat1ons may be necessary in commer-

“cials. When associated w1th mctor veh1c1es however, they
.cou]d be troublesome. :

(5)  In order to show that special care was exercised in the
B filming of such actions, as are depicted in (2), (3} and
(&), it is desirable to use a superimposition indicating
that it was undertaken under Police supervision, or under
the supervision and authority of some other responsible
organ1sat1on

(6} The shooting of act1ens an pr1vate property alsoc does not
o Justify the use of scenes which could be regarded as
1rrespons1b1e (13) .

23. JIn add1t10n, the FACTS recommended code of pract1ce in
e?at1on to advertising directed to children dea?s in part with

road safety. The following is the relevant extract:

Any situations in which c¢hildren are to be seen in fele-
vision adveriisements should be carefuily considered
“from the point of view of safety. The following codes
do not apply to advertisements designed specificaliy to-
educate children in safe practices. In particular:
{a} Children should not appear to be unattended

in street scenes unless they are orviocusly.

old enough to be respensible for their own
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~safetys should not be shown playing in the road,
unless it is clearly shown to be a play-street
‘or other safe area; should not be shown stepping
-carelessly off the pavement or crossing the road = -
without due care; in busy street scenes, shoyid: -
'be seen to use the zebra crossings when crossing
the road; and should otherwise be seen, in.
~.general), as pedestrians or cyc1is§i4to behave 1n._‘
-accOrdance w1th the Highway Code. e

24, There 15 no cude drawang togetber the dnverse aspects whach
_'affect road safety The MCA Tike- the AST, :s in the process of
~reviewing 1ts standards. Both rev1ews have been fawrly 1engthy

:processes and are not yet comp1eted ' : :

'fl.'”'Exhlbl* 1, 92

2.0 ibid. S UL S AP R PIURI S S,
3. ‘Media Council of Australla.'*Eiftéenth Annual Report, 1982, p2.
4. Exhibit 8, p5. ST s T e T o
r.5.'__Ev1d@nce, p340.

6. : [Exnibit 8, pl3.

2 7.0 Buidence, p297. RN E ) : :
8. ' ‘Media Council of Australla. Fifteenth Annual Report 1982,
. ppa, 16, 29, 7 I PRSI I AR E
g, ”EVLdence, ppsa & 51 R
10, o Exhibit 115 Attachment B. .-

11 "Bvidence;’ p45,. :
12, . Evidence, 9344
CUA3L Exhlblt 1, p44.

14, ibid.; pd7.
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 CHAPTER 3

* ADVERTISING STANDARDS

CRITICISM OF CONTENT OF CODES {OTHER THAN ALCOHOL)

: 25.f ' Comments from many w1tnesses supported the v1ew that the'- o

'[content of some - advert1sements is. of concern and that the se1f~
'regulatory ccdes are def§c1ent frcm 3 road safety po:nt of v1ew
_'Po1nts made 1nc1uded that there shou1d be a separate road safety

' code in advertwszng, the present codes shcu]d be worded mcre

~ ments on road user: behaviour.

'I:c1ear1y and prec1se1y, and that advertzsers were not suff%cxent]y:
aware of road safety 1mp11cat1ons The advert1s1ng of alcohoTzc
_beverages and the code govern1ng such advertislng attracted part-~

icular cr1t1cxsm and is dea%t with separate1y A summary of some .'

f?of the ev1dence ngen re]at1ng to other road safety aspects in
-advertlsjng fo]]ows f' ' - R SRR

_ 26, The Traffzc Authorzty of New Sauth W&Les stated that 1t

'-“had been concerned for some t1me abeut the effects of advertasen

(l)_ A pan91 had been formed by the

- Authoraty to assess recent te]ev1s10n commerc1als from a road '
-safety po1nt of: v1ew cans1st1ng of the fo11ow1ng

. an inspectcr)ofa;he New South Ha}es‘?a?ice Traffj¢
;-_Branch R A - :

.: an officer from the New South Wa]es Department of
Motor Transport s Lega] Sect1on, ‘3- ' .

.'_an off1cer from the erartment of Mator Transport $
Mechan1ca1 Eng1neer1ng Sect1on,, :

. a DVOJect offzcer of ‘the New Scuth Wales Hea?th
Commission's Drug &. A]coho] 1nformat1on Unit;
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a senior lecturer in Mass Communicaticn at Macguarie "~
University, and ' ' o

three behavioura? saientﬁsts from the Cemmunicatidns
Research Sect10n of the TraffTC AuthOFTty of New South
‘Wales Traff1c Acc1dent Research Un1t ' '

Thlrty six advert1sements were v1ewed wh1ch covered ma1n1y motor
vehxcies “but also Some other consumer products - The panel reported
f'101 separate breaches of the FACTS codes. Only 4 of the 36 commer-

cigls were passed as entirely acceptable. 2? The Traffic Authority's
75ubm1ss¢on to both the Trade Practices. CommISS?on and to this Com~
mittee was that there are def3c1enc1es in the FACTS rules and gu1de-

Tines and. that those ru]es and gu1de11nes are not be1ng proper?y
: enforced(3}The Auth0r1ty emphas1sed that:

" The potentially lethal rdad'envehohmeﬁt‘demdnds:Hfgﬁ'”

.skills, ‘responsibility, prudence and caution. "This

shoa?d a?ways be depicted in teTev1s1on commerc1a1s(4}

_ The necessary road safety effort 1nc1udes media -
“responsibility in setting good examples whenever’ por~
~Iraying driving and traffic-related situations. . 1In
‘television commercials there should be no cohteni

portraying illegal or irresponsible actions. There
shouid be no challenge to viewers to undertake excit-
© :ing feats where the risk of accident might be increased.
.. There shouid be no sequences where expert drivers,
specially prepared vehicles or spec1a1 audio and
visual effects could convey.a false impression of -
security regarding the capability of normal drivers

—-and-normal vehicles. . This applies’ equall%sgo 'factuaT‘
fun and fantasy sequences in. commercza1s

27, ‘As ‘the Traffic Authority expressed 1t,.the FACTS ru?es need
to be more plainiy stated obgectﬁve uncend1t1onaﬁ and unambﬁguous.
in add?tzon, all advertwsements wh1ch depict road or motor vehicle
use, regardTess of the type of product or serV1ce be1ng aévert1sed
shou]d be subgect to road safety re1es and these ru1es should apply
to all med1a not Just to teieVIS?on Inc]uded in'the Traffic
_Author:ty S ev1dence were suggested revisions of the se?f regu]atory

13




- vert1s1ng, particularly of motor veh1c1es”,

codes conceraing Motor Vehicles and Accessories, AlcoheTic Beverages,
Therapeut1c Goods, Advert1sang d1rected at Children, and Other. Goods
and Serv¢ces (7
3t1on5 and quoted from them later in this Chapter {See pZO 1 The
ZSUggested rev1sed codes have been subm1tted to the Media Council of
'Austra11a for consideration in 1ts present revwew The Traffic
e'Author1ty has 1ndzcated that if, in its 0p1n1on, the self- regu]atory
wprocess cont1nues to be unsat;sfactory, then 1t w1?1 seek to inter-

”_vene dlrect1y )

~The Comm1ttee has. endorsed many of these recommenda-

28, witnessas from the Office of Road Saféty (ORS), while stat-
~ing that “con57derab1e responSTbl?Ity &ppears to ba exerc1sed in-ad-
@ )were of- the op;ﬁ1on
‘that undeszrab?e advert151ng did appear from time to t1me ' The wit-
nesses felt that perhaps one in four teiev1s1on advert1sements con-
~ tained unsat1sfactory aspects (10
people preoaring the advert1sements were not suff1c1entiy aware of

(ll) The codes themse?ves were seen to -

They altso were concerned that

-the ‘road safety 1mp3acatzohs
'be def1czent }n that they did not necessar11y proh1b1t aspects of
f,advert:s?ng Wh?Ch the Off?ce of Road Safety found' obJectTOnable (12
Four categor1es of advert1sements were 1dent1f1ed wh1ch 1mp1nged on
'-_road safety These were ' SR '

-~ the advertwsxng of products which, if f1tted to.
'ivehtcles, cou1d resu]t in: unsafe or 111ega1 operat1on,'
. the advert1s:ng of products wh1ch may not be of su1tab]e

'equa11ty, because of ‘poor durab1?1ty, o R

”_advertlsements wh:ch showed unsafe dr1ver passenger or-

. pedestrian pract1ces, and L , .
'_._advertTSements forproducts, such as a?cohol or. drugs
which affect the physiology of road users.

'12§:’: }".The advertxs1ng and supp?y of unsafe rep1acement parts for
veh1c?es prompted the Austra11an Transport Adv1sory Counc11 to :

14




- des1rab1e

. westablish a task force to examine how.to prevent the sa?e-of such

parts, (13

~-action but this is an untested area. Difficulties are a]so created by

The Trade Practices Act may provzde means for taking

‘the lack of camplete standards for 1nd1v1dua1 companent - parts -and the

':expense of demonstratTng whether parts meet the. standards (14) .
;30. R The 0ff1ce of Road Safety fe]t that e ”road safety advert1s-
: 1ng code for good pract1ce”, drawn up by road safety experts may. be

15y A pr]nc1p1e po1nt in such a code shou1d address the

“problem of driving styles, including excess#ve speed whlch could be
;fdangerous if emulated by ]ess expert drivers.  The preferred afm.
-:should be to eliminate negat;ve modelling from advert1sements,
aithough there cou]d be d1ff1cu%t1es i ach1ev1ng th1s completeiy

'31.'  _f: Other w1tnesses and submlss1ons supperted the deve¥opment cf
_stahdards for a?ﬁ advert1sements te take account df road safety -These
1ﬂcluded the Road Saféty Gounczl of . the AC”(16 and the Vietorian Gov~
h.ernment who suggested that, road safety organ1sat10ns shou]d be 1nvo1ved
in the deve]opment of advert1s1ng standards and in ma1nta1n1ng them. {17}
Mp Yeaman the Execut1ve D1rect0r of the Road Safety Councxl of the ACT,
made referenCes to stunt dr1v1ng d1sp1ays by. motor cyc11sts in-advert-
f1sements,{18)the use of speed as a se111ng po1nt for motor veh1cies,{;9)
and advertwsEments For products such as sterep headsets showsng people
riding bicycles while wearing them,(QO)as dndications that better ad-
) vertising. Standards were required' - The Road Safety Council. of the ACT
_ca11ed for a greater role for the fo1ce of. Road: Safety w1th power to
suspend pub%1cat10n Qe broadcast of offendmng advertwsements {21)
32. - Further examp]es of advert1sements which were fe?t to be
contrary to road safety interests were brought to the Commlttee s
'attentTon by the Road Sa ety Counczz of the Northern Terrdtory, M
'R. Smith from Victoria and Mr M. Arnett from New South Wales.. The
Road Safety Councwl of the Northern Terr1t0ry had brought a number of
advert1semeﬁts ‘to the attent1on of the Advert?s1ng Standards Counc11

(22) Mr Sm1»h referred t0 the need for

with vary1ng degrees of success
" inore detailed gu1de]§nes and some centra] author1ty where adVEPtTSEFS

'could cbta1n advice about road safety aspects, (23) He wWas particularly
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:rconeerhed about a particular motor vehicie advertisement :shown on

: te1evision-whieh'inye]ved a bank robbery gef-aWay vehicle in a'cer

" chase ‘through city streets. 2% Mr Smith also spoke about the need

. for advertisers to consider the positive influence they could have.
For example, some television adVertiseﬁehte have shown, in an incid-
'--enta1 way, children- r1d1ng bicycles on the road. These advert1sements
'rcouid he1p eommun1ty att1tudes 3f the ch11dren were wearwng he1mets (25)

1:33. .e;_Mr.Arnett‘s,evidence concerned_a-newspaper advertisement for

-:a certain:brand:of tyre.'HThe_advertisementeetated that the particular

wide radial tyres could be fitted to a range of vehicles without the

" need for a change of whee? - Mr Arnett ergued that to do as the ad-

: vertzsement suggested for some. vehicles could cause a-dangerous dis-
'tort1on of the tyre and poss1b1e co]?apse while being drwven 626)

_ The Comm1ttee referred th1s particuiar advert1sement to the 0Ffice of

r'Road Safety for 1nvest1gat10n by the Austra11an Transport AdV1sory
Council. It had also ‘been brought 1o the attentwon of ‘the Trade

"Pract1ces Comm1551on. R

.34. S The Australtan rederabzon of Coneumer Organzsatzans (AFGO),
rr'the peak counc11 of the Australian consumer movement ment1oned sev-
era].spec1f1c def1c1enc1es.rn-the ex1st1ng_standard5-f0r advertising
‘motor vehicies. "These ﬁnc?uded .a need to eiimihéte unnecessary
-emphasis on speed in advert1sements and:a-prohibition. on the usée .of
:aéo1escent role mode]s, such as sporting or-‘pop’ starts in -advert-
“isements in which .vehicles are driven at speed or w1th unusual sk1]T
ar darlng- (27) However, -AFCO conszdered that the problem lay more .
with mon1tor1ng and enforcement, and that re-wr1t1ng of the codes
-would not be. the h1ghest prior1ty Deta11ed suggestions -for improve-
ﬁents to the system of se1f regu?at1on were prov1ded These,are,_
cons1dered in Chapter 5 of this Report o

;35." The subm1ss1oﬂ from the ?oyal Automobele Cluo of V«crorta
KFACV) expressed the op1n1on that the codes themse]ves were qu1te _
: adequately and respens1b1y framed Any . d1ff1cu1t1es arose as a
Ematter of the1r operat1on and 1nterpretat1on in pract1ce _The
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'quest1on of the means ef 1mp1ement1ng the codes is exam1ned in more

deta11 Tater in this Report.  However, two types of advert1s1ng tech-

U nigues were said to be of concern from a read safety v1ewp01nt _The
_3f1rst was zmage_advert1s1ng - selling: goods and servwces through
.images rather than verifiable facts. ‘The second was. ’mode¥11ng
the use of role mode]s, from whom others Tearn part1cu?ar responses
or forms of benaviour. Both of these can affect the attitudes and

":behav1our of the more 1mpre551onab1e The RACY felt that those : .'
'5fjnvo1ved in mek1ng advert1sements which ‘could have road safety impli-

”'cat10ns sheu]d seek the advice of road safety experts when the ad-

;Tvert1sements are bewng produCeé (28}

| :TupquRv ATTETQDES

':;h36,_ﬂ: ' The genera] pos1t10n taken by w1tnesses From w1th1n the

af'zndustry and by those 1nv01ved 1n the se]f regu]at1on bodqes was that _ -

the ex15t1ng codes were adequate and there was no need for a separate
“road safety coee {29} These w1tee$ses po1nted to the sma11 number of.
fcemp1a1nts rece1ved in recent years by the Advert1s1ng Standards
*Counc1? about road safety matters - two out of ‘a total ef 198 in
1982. (30 Gn1y one 5ubm15510n that referred to road safety was
freceaved by the Med1a Counc11 of Austra11a in: the current review of
51ts codes.: £31): It was argued that since there were few comp1a1nts
-“advertﬁsements be1ng used must be sat1sfactory from a road safety "
}_ pownt of. v1ew If there were prob1ems with some advert1sements the
i zndustry expressed’ zts w1211ngness to c0nsu1t and ce eperate wtth
‘road safety ‘bodies about them, {32) My D Mergen, the Genera% Manager

: h:ef FACTS, stated that neather FACTS nor the MCA. be]aeved the codes

'ffwere {mmUtabie Some were quite outdated and the current MCA revwew
was 1ntended to reform them (33) ' IR

: 37. It was also c1a1med that ca115 for. a road safety advert1s~

"-_ing code are based on an exaggerated assassment of the poss1b1e L

(34}

g '1mpact ef advertzsements The use of creet1v1ty and fantasy

-__}7....:.




“in advertfs1ng was defended &S an essent1a1 e1ement in advert1s1ngi
"_One wztness regected the not1on that advertisers should be -
'encouraged 1o 1nc1ude pos1t?ve road safety aspects.-in advert1se— L
ments on the groands that it is gnreasonab?e to expect them to

- take on the task of social reformers., o)

NAT:ONAﬁ”ROADdsAFEIYf:qDEf__"7

- 38. Road safety is an 1mportant nat1ona1 1ssue and must be g1ven
1_f§21 cons;deratlon by all sect1ons of the med1a in the advertwswng
of all products. At present as descrwbed in Chapter 2, road safety
~is dealt with spec1f1ca71y in the codes covering advert1s1ng of '
-motor,veh1c1es on television, as parts of the FACTS code concerning
'advértisihg djrectédiat éhfidfen,-and as part of fhé média wide :
aicoholic beverages'advértising'cbde Road safety is not dealt
'_WTth speC1f1ca11y in other fdrms of advert1s1ng and is on%y ccvered
"rby the clause in the generai code of eth1cs that “advert1sements must
comp]y with Cemmonwea]th and State Taw". The COmmzttee doas. noy -
believe that this pzecemeal approach is in the best interests of
- road saf@ty Nor does it ensure that those ?nterests w111 be S
:brought to the forefront of cons:deration by advert15ers Advert-
isers whenever poss1b1e shou1d promote’ pos1t1ve rcad safety images_
_rather than merely av01d b1atant negat1ve ones. The Committee

- . believes that a nat1ona1 ‘road safety code for al] prcducts advertj

ised in a?? med;a sheuld be 1ntroduced as an expresszcn of soc1a?
_respons1b111ty by the. 1ndustry ' Lo

:39- The Comm1ttee cons1ders that the low number of comp1a1nts
:-rece1ved by the ASC or by the ABT, is. not necessar11y an ‘indica-
tion tbat there 1s no prob?em Percept1on by tﬁe pub11c of

' ’negat1ve 1mages 1n advert1szng is not ‘the best cr1ter10n for. judg-
-'.;31ng the extent of the prob?em The often subt1e conthxonTng of

attitudes in the commuﬂzty or. the re1nforcement of . undesirable or
1rrespons1b1e att1tudes is what is of concern. There is a belief
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ameng road’éafefy experts.that the present situation should be
_ improved. . One way of doing -this is-to deveiop a better rcad
. safety code. The Comm?ttee recommends that

THE OFFTCE OF ROAD SAFETY 1 CONJUNCTIDN WITH THE
* AUSTRALIAN BROADCASTING TRIBUNAL 'AND ADVERTISING
"INDUSTRY REPRESENTATIVES, DEVELOP A COMPREHENSIVE
ADVERTISING INDUSTRY CODE RELATING TO ROAD SAFETY

" FOR ALL SECTIONS OF THE MEDIA TO BE OPERATIONAL
” __NITHIN srx MONTHS OF PRESENTATION GF THIS REPGRT

- oIF THERE IS FAILURE TO AGREE ON THE CONTENTS OF __. 
THE CODE WITHIN SIX MONTHS, THEN THE CODE SHOULD
 8£ FINALISED BY THE OFFICE OF ROAD SAFETY, AND

?_-ZNTROBUCED BY THE. AUSTRALIAN BROADCAS?ING TREBUNAL
.70 ENSURE THAT THE CODE APPLEES AT LEAST 1O THE
EiECTRONIC MEDIA.

5 CONTENT“OF-THE coas.;“-u-a- SE

40, S In draw1ng up the new road safety code the work1ng party '
should 1ncorporate the fo]iow1ng concepts : :

"L;;there should'be a'c]earer and'more déta?ied'étatément-
. of the need for advert1sers of any, “product to take '
"account of the poss:b]e Empact on the most 1mpress1on~ :
"able v1ewers of the use of motor veh1cies or. b1cyc?es _—
'11n the1r advert1sements, SRR

cons1derab?e care shou?é be taken that advert15ements
" do not emphas1se the speed of . veh1c1es, and with the
_ 1nterspers1ng cf f1?m of - rac1ng track or other off-
_ _froad ]ocatwons, show1ng tight manoeuver1ng or high
' : speed wlth on roaﬁ sequences, and '
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) : advertxs1ng for sale, parts for motor veh1c1@s which it ;}
3{15 i1legal to f1t or use. 1n motor vehzc]es shou]d be ™
mvmmtm R R

_ 0, The new code should nct be JUSt an ama1gamat1on of: all

: __present references o road safety Jn cther codes . The code must _
:_be strong’ from a road safety po1nt of v1ew and unamb1guous ~ The

- Committee endorses many of the recommendatsons for changes to the

-'3.ex15t1ng codes suggested by the Traffvc Authothy of New South _
 ;Wa]eS and recommends that these be conszdered by the workzng party
':developzng the new code The Comm1ttee partacularly recommends

conszderat1on be g1Ven to the foTTow1ng ruTes relatung to motor

vehzcie advertas1ng ' : B S '

L -except for educat?ona1 purposes, it is. essent?al that
s all road users and vehicle operators clear1y observe.j
, traff1c regu1atxons, _'_e' o '

. _'over exuberant act1ons of road users and veh1c1e o
:_aperatars.may creete the_1mpress1on.of.1rrespensvb?e'_-_"
_actions to a large section of the audience. Such

o actfons-shou]d th befassoc1ated3wﬁth yehitlesecfzfoad
.'1t 15 recogn1sed that ?1ghthearted s7tuat1ons or.
-:scenes giving. Spec1aT demonstrat1ons may be usefu] in.
;. sqme“aevert1sements when assoc1ated w1th veh1c1e or
road use,’ such content shou?d not present act1ons which
: ;m%ght be dangerous 1f emu]ated or wh1ch conf11ct w1th any
R of - the above ru1es, and ' '

: the representat1on of actions on pr1vate property does net .
1'Just1fy the use of scenes wﬁ1ch confT}ct w1th the gther

rules in the code or which cou1d be regarded as

' _-1rrespoas1b1e 36}}

" The Traffic Author‘i_ty of New South Wales also suggested the




f0110w1ng additions to the code, and the Commzttee recommends that
the workﬁng party consider these when deve?op1ng the new cade

. the code should apply to all advertisements which
iaciudé'bicy¢1es,'mctor:VehicTes (1hc1uding motor
'Cyt]es) 'traffic;'or road use (1nc?ud1ng pedestrians),

"and a1so Lo assoc1ated accessor1es, parts, and

-servzces B

the code shou1d app1y both when the products or
:serv:ces cencerned are be1ng premated and when used
1nc1denta1}y as props or as settTngs, '

. . except for educatxonal purposes a1c0hoi must not be
'-assoc1ated, exp11c3t1y or by 1mp1:cat1on w1th
_ veh1c1es or wwtn road use; '

“actions and demonstrations should not require any
Specia1 ski11 and éhou1d be within the performance

' 1eve1 of any drlver or rider ]1censed to operate
-the veh1c1e presented and :

in addition to the requwrement that motor cyc11sts and
"pedal CyC]TStS comp]y with trafflc regu]at1ons, they
shoulid be shown to use sturdy footwear and make “them-
Se1ves consp1cuous through the use of bright: clothing.
Pedal cyclists shouid wear approved he]mets and use

'safety f]ags A37),

INFLUENCE ON YOUNG PEOPLE

42.: . Special care needs to be taken in advertisements which may
influence young'people,:partﬁcularTy those directed at, or which
“include .children. When developing the new code consideration
shouTd be given to inclusion of an expanded version of rule 10(a)
of the FACTS code relating to advektis?ng directed at children.
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The expanded rule sh0u1d 1nciude encouragement of the wear1ng of
- helmets and sturdy footwear when r?dwng b?C/cles The Comm1ttee_
. recemmends that: ' ' '

THE NORKING PARTY SEVELOPING THE ADVERTISING INDUSTRY
'eCGDE RELATING - 0 ‘ROAD SAFETY GIVE PARTICULAR CONSIDn
.“ RATION TO ADVERTISING NHICH MAY INFLUENCE YOUNG
PEOPLE

| MONITORING”THE'EGDE e

43, " The Comm1ttee con51ders 1t essent1a1 to closer monltor

 the ear]y period of operat1on of - ‘the new code to .ensure itdis
:workeeg effectively.” Two aspects will need to be examined: whather
“the content of the code proves ta. be sat1sfactory, and whether the

© . code s be1ng 1mp1emented in sp1r1t The Comm1ttee recommends that:

CTHE OFFICE OF ROAD SAFETY, IN CONJUNCTION WITH THE
AUSTRALIAN BROADCASTING TRIBUNAL, MONITOR THE =
OPERATION OF THE NEW CODE FOR A PERIOD OF ONE YEAR

_AFTER ITS INTRODUCTION AND THAT THIS BE THE SUBJECT'
0F A REPORT TO' THE MINISTER FOR TRANSPORT. -

. '_'?HE MINISTER FOR TRANSPORT ADVISE THIS COMMITTEE
:;NITHIN FIFTEEN MONTHS OF THE INTRODUCTION OF THE
“NEW CODE OF HIS ASSESSMENT OF THE OPERATION eF THE
' CODE.

. The Committee gives notice that, if the new code i3 not having the

oesired effect, its content may_need_to be further strengfhened, or
‘more direct enforcement of the code may need to be ﬁntroduced.
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- CHAPTER 4.

ADVERTISING OF ALCOHOLIC BEVERAGES

44, 'The consumption of alcoholic beverages is a wideSpreéd and
accepted part of dur'society;"There are’a muititude of social
pressures encouraging the young to start drinking as a regular
.practfce}5andféntduréging those who already drink to continue to
. do s0.° The“hea%fh;pfdb}gms:cfiexceéséve drink are hot Withih ihis
“ Committee's terhé of'refé?énce' but we are strongly concerned with
the re?atmnshw between alcohoTl: consumptmn, dr‘1nk-dr1vmg and the
'hwgh road to11. ‘Alcohol s a factor in 50% of crashes 1nvo1v1ng a

o fataT1ty,(l)and -50% of road- fata11t1es are peopie under 25 years of

‘age, 12) The Comm%ttee ‘believes that part of the reason for the

:-extent of the drink- dr1v1ng ‘problem is the degree 1o wh1ch regular
_drxnk1ng ‘has. become entrenched in our socrety If the extent of '
drink- -driving is to be greatly reduced there must be a campazgn te :

' change social att1tudes to a]eeho] consumpt1cn ' -

45, There Was criticism from witnesses about some advertisements
"which appearad to g]amarqse a]coho?lc beverages because of the
possible 1ﬂf?uence on young peop1e One advert1sement for g new
higher strength beer was ment1oned as promoting- a mascu11ne image
in a way likely to appea] to young- men 3) Some w1tnesses objected
to advertisements wh;ch used roTe mode?s such as sportspersons Tikely
- to appeal to young peopTe on the grounds that they wevre. outside the
spirit of the Alcoholic Beverages Advert1s1ng Code. (4)_ The Abor1g1na1
Developmerit Commission called for & new code to be drawn up by a
 Government appo;nted body. - The new code, among other things, would
Further Timit “Tifestyle advertising' and the use of famous personalu

s ities to promote alcoholic beverages. 3]
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46, ?h'e_ Comm_f_ttee is ;oneerned wi’th .thée p'é_'ir‘_‘.c's of the code

'which reiate to the associatioh‘ef a1coho1 cohéumption with

_ compamonsh?p ‘and scc;aT success or d1stmct10n Und'er' the
eﬁndustry code, gt is. qu1te ieg1t1mate for advert1sements to .

”re1nforce the p1easure of. compan10nsh1p and soc1a1 commun1cat1en,

: _assoc1eted with alcoholzc beverages censumptzon“ - Even w1th the _;'

:;.prov:se that such consempt%on “shou?d ref]ect peop%e dr1nk1ng :
':~responsqb1y in natura% S1tuat1ons" advert1sements wh1ch attempt -
Cto do that cannot help but be an encouragement for the consumptxon
Cof a}coho] The Cemm1ttee is a!so coﬂcerned that most venues _
?eshown are ones to whach peop?e usua]?y drive.. RuTe 6 of the code _
. states that “advert1sements shouid not. 1mp}y that success or
-;secwai dzstznct1on is due to drznk%ng“ (See Appendqx 6 ) N
' This does not seem to have outlawed advert15ements wh1ch show _
;_peOp?e who have or who appear to have ach1eved success or dus— i
_t1nct1on engcywng part1cu1ar dr1nks Such advert}sements cannot

'_ aveid 1mp]y1ng that if ene w1shes to emuiate the success or - dqs- s
h”t1nct10n of such peop?e or 1dent1fy w1th them, then one shoqu B

'_fdr1nk alcohel Indeed, Af advertisers. d1d not believe th1s, they
_:wou1d not 1nv1te ce]ebr3t1es to- sponsor the?r prodacts ‘As }

'-f}stated 1n one - subm1ss1on to the Commzttee

' The difference between a. causat1ve 11nk' and an L
: ‘'association® ‘between drinking and the success,
S adventure, soph1st1cat1on and ‘achievement shown
- in advertisements, can aften be a very fine dis-
¢ tinction and one . whuch may not be perceived by .
“the young. “Indeed it could be .argued ‘that the
. finer this. d15t1nct1on the ‘greater the success .
" “of advertising in promoting ?hcreased consumpt1en
' ---of a]cehoT among the young { _

_';47;*_f It would not be rea11st1c to expect the code to be amended
1o totaiiy proh1b1t the use of seccessfu? peop1e 1n a}cohoi advert-
,1sements Such a proh1b1t1on could be eas1]y overcome in effect
by us1ng unknown actors to portray successfuI ro1e model types _

._:The Commfttee be11eves that the 3mp11cat1on that success or soc1a1
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.;d1st1nct10n is due to dr1nk1ng wou%d remain no matter what
frev1seons are made to the _code, S S L

© 48, - In reiat1on to ane aspect of the code an 1mprovement is

"-.needed and coqu be 1mp1emented w1th success The Traffic

; Aethor1ty of New South wa1es clajmed that some advert1sements

"1nc1uded dep1ctzons of botb a1coho§ and motor veh1c?es
“together, and called for a change to Ruie 9 of the Code .to bae

':any such assoc1at70n in advert1sements for a?? products _7%.'

As Tndacated in Chapter 3 of th1s Report the Comm1ttee recommends.-

that this bo¢nt be taken up in the new road safety advert1s1ng

i“code

| f 49s The Commzttee 1s encouraged by the already w1despread
' communﬁty concern about drlnk drav;ng and advertis1ng of a]coho]
A number of w1tnesses ca11ed for a tota1 ban on te1ev1s1on advert*
: 1sements for- alcoho] The Comm1ss1oners of the Abor1g1nal :
.1:DeveTogment CommTSS?On recommended ae Austra}Tan Government ban on:

‘. the advertss:ng of aIcohoI1c beverages, whether .
" by way of corporate advertis1ng or by exhibiting - * "
. brand names of such beverages..in‘a planned fashion,
. on te?evws1on and 1n areas under dwrect Commonwea1th
_‘;ccntro1 : :

:The Austra11an Federatlon of Consumer OrganTSatsons favoured a totaT o

'ban on’ advert1s1ng of a1c0h011c beverages ( The Road Safety

o Council of the ACT: ca13ed for the tota1 abo}1t1on of telev1s1on o

: -advert151ng of a]coho1 ?he Counc11 recommended that a ban remawn

“in force for a per;od of not ?ess than four years and that a road

'.fsafety authority be comm1351oned to eva1uate any corre]at1on between

fthe ban and road crashes (;0) The Counc11 has’ been supported 4n its

ca?? for 4 ban by var1ous communzty groups 1nc1ud:ng Lions C?ubs and
7tbe Nat10na1 Counc11 of wOmen Other thnesses ca131ng for a total
ban of te}ev1s1on advert1sements for aEcohoT 1nc1uded the Queens%and
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1

'Temperance League{ b and we]fare off1cers from two V1ctor1an commun—_.

1ty heaith centres

750.~~7 The Road Trauma Comm1ttee of the Roya] Austra]asaan Coi1ege
_;of Surgeons, a]though recommending a totai ban in 1978, now cons1ders
_gother actwon to be more effect1ve in reducwng a]cohoI consampt1on

S Our view has been recent1y mod7f1ed and at th1s stage
in Australian.cultural development, it seems to: us :
Loomore” appropr1ate at least in the first 1nstance to
. seek ‘improved. commun1ty understanding of . the health
.+ -hazards of excessive alcohol consumpt1on 1nc1ud1ng
~these re%ated to road safety (123 N

_The Road Trauma Commzttee favoured the restrict1on of a]cohoT advert-
isements to adult v1ew1ng t1mes, ané suggested Eater than 9. OOpm
"daziy .The. Australlan Consemers Assoc1at1on although supportzng

S tota] ban,: cons1dered 1t “unrea11st1c for ‘such & change to come
jabout 1n the short term and as “an. 1nter1m measure'}. recommended
ethat no. advert1sements for aIcoh01 be. 'screened before 9. OOpm" 33,
_fA nymber. of surveys have 1nd1cated consxderab?e communTty support
:for bannang a?coho} advert1sements A recent 3urvey by the ABT

h.:;1nd1cated that 33A of those surveyed supported a tota] ban w1th a.
'f further 45%: in favour of restr1cted 1tems {14) The Austra1:an

fAdvert1s1ng Industry Counca] commass1oned -a survey of pub11c att1~

o tudes in-1980 in wh1ch 36% of respondents agreed that the advert1s—

.ing of a]coho]zc dr1nks on te1ev1saon ”shou]d be totaTTy banned

'1_~¥rom 7. BOpm to: m7dn1ght” (1)

fBl. g A number of arguments are put by those who oppose greater
f-11m1ts on the: t1mes during which advertTSements for. a]coho?1c S
beverages may be shown on te]ev1s1on The pr1nc1pa1 argument is __3h
'lfthat there is. not suff1c1ent ev1dence to conc1ude that advert1s1ng
.haaffects the per cap1ta 1eve1 of alcohol consumptlon or, the incidence

(1)~

' .of drtnk dr1v1ng A number of overseas studles were referred

- 1o, some of whwch purported to demonstrate that thehe Was no

evidence of a 11nh_and_others which claimed the opposqte @y
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.The_poinf_was_made tnat gnewth‘in pen-capica'cdneumntien of.alcoho1
.in Austra]ia sioded down mankedly {n the ‘mid- 19705 and, consumption
has remained steady since 1977, desp1te increases in the amount -
=spent on. advert151ng - $5.7m-in.1970, $10. 2m in 1975, 525, lm in
~1980. 28} The Commattee does not accept th7s as proof that =
advert1swng has no effeet on consamptwon 1evels It is hzghly
_ 1ikely that advert1sang p]ays a role 1n ma1nta1n1ng the Jevel. of -
:_con3umpt10n in what may temporar1%y be ‘a saturated market It s
-'clear that advert1szng 1s one of the factors WhTCh acts as an -

:';;encouragement to a?coho! consumpt1on what 15 not c¥ear is the'

__“extent of :ts zmpact However, no’ attempt to cnange commun1ty attw-
'_~ udes about a]conol consumpt1on cou}d ?gnore the need for further '
restr1ct10ns on advertaszng : : S

52,5 The'c1a1m of the a1c0h011c beVerageé 1ndustry 15’that"

' advert1s1ng is dzrected at peop?e who a]ready drink; and its

;purpose Js-to encourage those people to- change thEIP kind -or brand

of dr1nk Therefore “the 1ndustry argues, they are ne1ther O

'encouraQTng the young to start dr1nk1ng nor encourag1ng consumpt10n

of a1cohol per se among ex1st1ng drinkers.’ Desp1te the stated O

target group or stated aimof a]coho? advertTSements it 15 unrea?1st1c

2to suggest that’ those advert1sements Jdo’ not appeaT to young peopIe'd'
"who have ‘not started drank1ng and do not act 2§ an encouragement fcr

o the consumpt?on of a]coho? qn. genera] R R s

53. An add1t1ona1 argument presented is- that programm1ng mater1a1
Cise a far greater eegatwve 1nfTuence than advert1sang and. further '
'.11m1ts 01 advertaszng w113 st111 leave ch11dren exposed ‘to programs

o Th1s argument po;nts out tbat pregrams occupy far more t1me dhan:;

advert1sements and standards re1at1ng to them are far more Een1ent
_ 'The Comm1ttee accepts that te1ev1saon programs may present roIe ,Tl.
'-._mode1s which cou]d encourage 1ncreased consumption of aTcohc] That
S in 1tse1fvns‘not,an,argument for hot attempt1ng_to.fnrther_contro]
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;the negative 1nf?uences of advertising, It is, however " an
1nd1cat1on that there are ‘many - sources of negatwve 1nf1uences R
-and ‘that.easy or quick solutions’ cannot be expected As
“3ment1oned earlier in this Report, an- 1nqu1ry ‘to be 1n7t1ated by
jthe ABT w111 address these ?Ssues ERE

-_.54. One subm1551on ca11ed upon the Austra]wan Government to
'deveﬁop a comprehens1ve po11cy to dea1 with aWcohoW abuse 1nc1ud~
“ing “tne object1ve of br1ng1ng about an overall reduction. in the

_ consumptuon of alcohol. and- assoc1ated prob1ems (19} The ,__j;

'_.Comm1ttee favours ‘the deve1opment by the Government of. a compre-

~: hensive policy to deal with, all the prob]ems of alcohol abuse..

=These prob]ems are revea?ed in many ways other than drink-driving.
' ‘The Committee be11eves, as- stated ear17er that the abuse of _f:f

- alcoho] qs a ref1ect1on of socxai att1tudes 1o a]coho% consumptwon.

To change those attitudes w112 require Government action:in
' severa] areas outswde the terms of. reference of th1s Commattee

,555 The Comm%ttee accepts that advert1sements for a1cohol dou
.’not d]rect1y encourage dr1nk dr}v1ng Current a1coho1 advertise—f
Tments do not. dlrect1y assoc1ate drznk1ng w1th dr1v1ng, nor do they'
:spec1fzca]1y encourage dr1nk1ng to excess The Comm1ttee is alsol

'.waware that the aTcoho] 1ndustry has, made a szgn1f7cant effort to..
make these advert1sements more soc1a?]y respons1b]e in recent ..
. years. However, the Comm1ttee is concerned w1th tne more funda-

'+ mental prob]em of the re?atwonsh1p between a1coho? consumpt1on R

and drTnk dr1v1ng The Commtttee be17eves aIcoho] ‘advertisements
tead-to: increased consumptxon of a]cohoi Wh?Ch is Tikely 'to =
-:aggrevate an altready sernous.drmnk drwvsng-probiemf " The Commmttee'
does»not be1ieve:that-a'tightenﬁng—up-ofﬁthe:Alcdho]jc‘Beverages“~
Code:will-provide an adequate-solution»to;this probiems . It s i

'EnECeSsany to Yimit the: exposure‘of'yoeng'peop1e'to'a1coho§ advert-
.'_zs1ng particularly on television if: socza1 attetudes to: a]coho]
consumpt?on are to be changed.

29




T R Accord1ng +0 ev1deace provided by the ABT an average of

. over 50% of peopie in the 5- 17 age group - -in Sydney and Melbourne

are watchxng telev1s1on at 7 OOpm on Monday to Fr1day n1ghts __That
frgure drogs to 45% at 8 OGpm, 25% at 9.00pm, and JUSu below 15% at
) 3Gpm' (See Appendxx 5. } The Commitiee be11eves that advert1s1ng
fnfluences the deve?opment gf soc1a1 va?ues reTat:ng to 1ifesty1e
'part1cu]ar1y in the young, and cons1ders 1t Just1f1ab1e to further
17m1t the advertzs?ng of a1coho? on te?ev251on The above fhgures

_ demonstrate ‘that there are Zavge numbers of young people v'.',ewmg :

' televzsw;{e in _sa—ca'ZZed czduZt vwwmg Zimes. - The AD c]asm f1cat?on
begins at 8.30pm. The present ABT standards, described in Chapter
L2, prov1de that advert1sements for a?coholfc beverages shou?d not be
televised ‘in prox1m1ty to programs for ch11dren or at t1mes when
“the aud7ence may be expected to 1nc1ude Iarge numbers’ of: young peop?e
: In partscu?ar, such advert1sements should not be telev1sed between
“-6.00am’ and 8. 303m or between 4, OOpm and 7. SOpm, Monday to Saturday
'1nc1us1ve nor .at. any t1me on Sunday, Chr1stmas Day or Good Friday.

o Sponsorshup of sport}ng events teieVTSed 13ve on Saturday is per-.
‘. _ m1tted (QD)The Code also prov1des that advert1sements fdr a]coho]xc

:-beverages shall be darected on?y to adu]t aud?ences The Comm;ttee

- rec0mmends that

' THE ?RESENT AUSTRALIAN BRGADCASTING TRIBUNAL TELE-
VISION ADVERTISING STANDARDS BE REVISED T0 EXTEND
THE BAN oN ALCOHOL ADVERTISEMENTS BETWEEN 6. DOAM
. AND 8.30AM. T0. BszEEN 6. OGAM AND 9.00AM ARD BETWEEN
. 4.00PM AND 7. SOPM 0 BETNEEN 3.30PM AND 9. OOPM -
o MONDAY TO SATURDAY INCLUSIVE

57, .It has. been argued that further restr1ct%ng the hours dur~
-1ng which alcohol advertwsements may be shown on te]ev1s1on ignores
_the s1de effect that there will: be a heav1er concentratTOn of

"-such advert1sements dur1ng the rema?ﬁ1n§ hours If such an-effect

were to occur, 1t may be necessary to further regu1ate the number
.of_m1nutes per hour a?1dwab1e for such advertisements.

30 -




S0

HouSe of Representatives Standing Committee
= on Road Safety Report; May 1880, pl{ix),.
‘Australian Bureau of Statistics, Canbkexra,

Catalogue ‘No. 9405.0 Sept & Dec Quarters 1982, p13

Evidence, pp29-31.

Evidence, ppliz, 147 & 28

| Exhibit 10, D36,
Evidence, p374.

Ev;dence,_ppzl2; 240 & 241

“TExhibit’ 10, p35.
-Evidence, pl24.

Evidence, ppl38-9,
Zxhibit 12, 92._

;..General Evidence, 9729.

Evidence, p285,

L UExhibit 14, Attachment B 94.'
~ibid. ’

Ev;dence, p629

Evidence, pp3S0-1 and Bxhlbat iO 98

Exhibit ‘9, pl0.
Exhlblt 19, pi5,

Z‘Exhlblt 11, Attachment B, p2

31




CHAPTER 5
MONITORING AND ENFORCEMENT
INTERPRE'TATION"OIF CODES

58._. Many of the comp1a1nts presented to the Ccmm1ttee concernw
ing def1czenc%es in the codes relate a]so te perce1ved fa111ngs in
their 1nterpretat10n The app11cat1on of the codes, which are '
often worded in fair}y general terms, to spec1f1c advert1sements
requ1res subject1ve judgements : The Commzttee belaeves vkat zn_

| some instances there has been a tendency to apply tke codes @n an

' -excesszve&y legalistic sense that j&vours the adver+asere There

- may well be other 1nstances in wh1ch advert1sers could claim the
code has been app11ed too str1ct1y against them and very expens1ve1y
produced advert1sements have never been allowed to appear vadence
to that effect was. not presented '

_--59; v': Examples were brought before the CommTttee of 3 dec151on by
. the ASC on certaqn complaints by the Road Saiezy Counczl of the

= The comp1a1nts wara d1sm1ssed an the bas1s

Northern Terrzbory
that the comp?a?nant had not proved that the part1cular advert1se-
ments were filmed on a pub11c road. w1thout makzng a judgement on
_ the mer1ts of these partzcu?ar comp%a1nts the Commwttee 13 concerned
' 1_at where the onus of proof should Tie in such cases. When the
'object1on to part!cular edvert?sements is that they 111ustrate
undesirable pract1ces from a road safety. po1nt of view, the defence
© that the sequances were not_f11med on public roads should not be .
“allowed if the location is not immediately obvious. Even if the off-

=.rcad 1ocat1on is clear]y apparent that should not provwde an_
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. automati; defehpe to a complaint that the advertisement ié dndeéir¢ 1'

able. 'Advertisementé which glamorise unsafe'dhiving dught to be

' cons1dered SOCTaTEy 1rrespon31b§e, regardiess of where they may have

'-been fwlmed and eught net to be excused by narrow Iegalwstwc ":
ﬁinterpretat1ons of the codes 'The ABT referr@d to ancther advert-
ZTSement which showed - motor bikes be1ng used by .riders w1thout

-: helmets.  FACTS (CAD) author1sed the advert1sement on' the grounde
'fthat it was.filmed on private pruperty where 7t is not 1T]ega? to:'-

t'r1de w1thout he1mets and that there was - 1o dangerous r1d1ng The .
iABT uphe]d the dec1s¢on by FACTS 2) The 1nterpretat1on of the"
Lt code may be correct 1n 2 1egalwst1c sense w1thout serv1ng the
1tnterest of. premotwng rsad safety . B :

60,70 Mr Morgah from FAC?S referred 10 a receht'teTevﬁeion:ad?t--"

- ;vertisement which showed a Earge eumber of young- peop]e be1ng

,p?aced in the back of a stat1on ‘wagon. A comp%a1nt Was iodged

) _that tha advert1sement was undes1rabie from a road safety vxewpo1nt
- The ASC d1am1ssed the compTa1nt on the apparent bas1s that the car
“wWas cTear]y stat1onary and the demonstrat1on Was a 11ghthearted
'way of emphas1s1ng the room 1nszde the vehtc]e {3 The Comm1ttee

;accepts that the advert1sement was not 1ntended as_an 1nducement

- for peop}e ta overioad veh1c1es or to a1}ow thear ch11dren to. r1de :
odn the back of stat]on wagons w:thout seat be1ts Hdwever such

B :.dangerous pract1ces do oceur and to 111ustrate them 1n a }aght~

fhearted way as a premotxon techanue does not eﬁcourage socxally

'-'_respons1b]e attitudes The adopt1on of a ccmprehen51ve road safety
* _code shou?d ensure that advert1sers and the bod1es wh1ch mon1tor and en-

'force the system Gf se1f regu1at1on p1ace greater weTth on the road
.safety 1mpT1cat1ons of the1r work ' ‘

"25] The genera] op1nlon among w1tnesses was that prov1ded self-
':regu]at10n could be made to work proper?y, it was the best means of

'.dgovern1ng the act1v1t1es of the advertzs1ng 1ndustry The pr1nc1pa1

fd1ssent1ng w1tness on th1s pcwnt was Mr Asher ‘of the ﬂuSTPaZLam
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: 'h-safety matters

'Coﬁeuﬁers Assocpatzon The vzew of the Australﬁan Consumers ‘Asso-
cxat1on was that self- regu]at?on served ma1n1y 0 def1ect Criticism
“‘that - ought propeﬂy to be leveliled at advertisers, (4) - The Associa-
 tion had: monitored aT1 commerc1ais screened on- Sydney television -
-'_stat10hs for & week and claimed that there were 134 breaches of . the
various codes (5 'Mr Asher was critical of the Austrahan Broad-
cast1ng Tr1buna1 as we11 ‘as the mon1tor1ng and enforcement bodies of
the industry 1tse§f (6} -He c1azmed that s1nce there was:a failure.
hof regu?atory bodzes o take act;on for. breaches of the law the
“Australian . Consumers “Association . in ‘the prev10us 18 months had -
7 -.The:-V*
" breaches refervred to by Mr Asher d1d not necessar1§y 1nvoive road
(8) L . .

taken successfuT 1ega1 actwon 1tse1f on 14 occas1oas

| 62. . The Comm1ttee supports the cont1nuat10n of se?f regu]at1on

o dn advert151ng provvded that a comprehens1ve road safety code is

'1ﬁtroduced and sat1sfactor11y enforced by the Andustry, and that '
other recommendat1ons in th1s Report are a1so 1mp1emented fui]y

| ROLEfQ?]hoAD.sAFETY ANU‘PUBLinéNt;REST“GROa?sf

_:53;'”'” Tae Boad Saféty counczz of the AGT suggested that the o

- Office of Road Safety Ought to have a ro]e as the peak body on road
"safety advert1s1ng, in 11a1son with a med1a ar advert1s1ng body, and
'subgect to appea? to the courts They suggested that the Offlce ef
‘Road Safety ought 1o have the power to “suspend publ1cat10n or-
broadcast of an advert1sement deemed to offend road safety
_-staﬁdar‘ds" {9) . Both. the Royal Automobzle C'Zub of‘ Vw+oma (_1O)and

-hathe Ofbace of Road Saféty 1) saw mer1t in advert1sers be1ng able to

' ﬁhseek advzce or. cTearance frcm a road safety authority before f%na215~

- ing advertasements which may affect road safety The Traf 3@_; o

.Authorztg af Hew Sauth Hales favoured the estabﬁ}shment cf .2 number
' of comm%tiees to advzse the zhdustry regu1atory bod:es .These
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: comm1ttees wou?d have Federa] and State Government representatives
as we1? as consumer/commun1ty and 1ndustry representat1ves ( 2) R
'The Auetraban Fedemmon of C‘onsumer Or'aczmea*wne argaed that =~

_eom1nees from outs1de 1ndustry preferab]y from the consumer -

. 'movement, should part1c1pate in the bodies whzch menitor advert—

'“1sements or else d1rect regu]at1on wou1d become the on]y o
1-a1ternat1ve 13), 1t was stated that ‘nominees . from the organﬁsed

-consumer movement shou]d be 1nv01ved at the second stage of - mon1tor~

'.g?ﬂg - that is, on the body wh1ch rev1ewed the more dnff1cu?t

”.dec151ons Invo1vement at the bas1c cIearance stage should not
be necessary s;nce most advert1sements wou1d be unobaect1onab1e
. The' Australian Consumers' Aesoczatzon ca]Ted for strong consumer
"organzsat1on and government representat1on on . the Med1a CounC1T
-_1tse1f 14) The po1nt was made that a system of 1ed2v1dua1s chosen
-:rfrom the pub11c, as public representataves who did not have the _
' backwng of organ1sed commun1ty or consumer groups, was not an T__:
"oacceptab1e subst1tute ' ' AN

_-54;:: The pr1nc1pa] obJect1on ra1sed 1o representat1on of road

'}safety and other groups on - the bod1es wh1ch enforce the codes was

,the pract1ca§ dszzcu!ty of dec1d1ng wh1ch organ1sations should " be

'?f1nc1uded and which shou?d not “The regu1atory bodies could become

' quite- unw1e1dy as a resu]t A further consederatTon was that peoole
.:;should be free to present the1r own vzews and not. constra1ned by . the

“need to account to particular ootsede groups {15) Mr Long, the '
":FederaT D1rector of AANA assured the Comm?ttee that the 1ndu5try
members on the ASC. were regarded as nominees from, rather than
'representat1ves of, the1r respect1ve organ1sat1ohs <16) "The
'e1ndustry expressed 1ts w1111ngness to consult w1th road safety
:'experts on an -on- go:ng bas1s and to g1ve fu11 con51derat1on to

the1r suggestﬁons for 1mprovements {17) .

"ES.*_;..Reoommendations_are set oot'inVCheeterfa_concer#fﬁg'the_{'
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ro]e of the foace of Road Safety in help1ng to draft a new road
fsafety code and in. mon1tor1ng its operat10ns, partzcu?ar?y for

-~ the first twelve manths. . The Commzttee also believes that the -

i QIASC ngeds to be, and to be seen to be, zndépendeﬂt f?om zndﬁst}@

idomznance, otherwtse Lts zntegraty may too easily be called into .

'-_3queetaon W1thcut tmplywng cr1t1c1sm of the present non- 1ndustry L

. members -of. the ASC the Lommittee be]1eves zt would be better sf f.”
5'fsome members, 1n future were drawn from peop?e wwth a more dIiECt
‘ 1znk w1th consumer 3nterest groups : ~ for example, the Austra11an :
._?Fedevat1on of Consumer 0?g&n1sat10ns The Comm1ttee is f1rm3y of_:
"H:the 0p1n1on that one member “at 1east of the ASC,_should have an
“expertzse in road safety matters -j'-' ' ' o

; '_IN?QRM'ATI'QN‘ FoR 'TH_E_'PUBLI_C_

o 66.':' The comp?ex7ty of the regu]at7on system was c1a1med to _J'
~be a d1s:ncent1ve to those who wanted to comp?aqn about advertzsmul
-1ng The ‘need. for a better 1nformat1on f1ow to the pub11c about _L
the content of the codes and the way ‘the . comp?aznts system worked y
"was zn61cated by a number of organvsat7ons, 7nc?ud1ng the Royal _e

G Automobzie Club of Victorta,F_?) the Offzce of Road Saféty,(l?}_
Vﬂfand the Ausﬁralzan Federatmoﬁ of Consumer Organzsattore 20) “One

'e’suggest1on Was. for ‘the varwous bod1es 1nv01ved in se]f regu1at1on .

 i to produce a comprehens1ve and 1ndexed gu1de to advertISTng codes_

_wh1ch would indicate the approprtate body to comp3a1n to. 1n gach _x"

:case and the obligatzons of. recxp1ents of comp1a1ets to refer :._g
'=fthose on %o other.. bodwes within the se1f regu]at1on system (21} '
_The Committee is aware of the two pub]zcatzons prodaced by the _

'- 7nduStry - SerLHeauZataon in Australiom Aavertzazwg and The o
Structure and Drocedures of Advertzsamg Self%ReguZavzon "= which.-
are- attempts to prov1de much of: that- 1nformat10n ~“There has aiso.
been:a recent pub11c1ty campaign through the med1a 22} from the_x
| evxdence the Comm7ttee be]meves the' pub17c is not aware of the .
'seEf regu?ation system. but the 1ndustry does’ not fully- appreC1ate.

".'thqs,, The Committee believes that greater-efforts should be made-
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in future to bring that information to thE'pub1€c.

67 Reiated to the flow of ;nformatzon to the pubi1c is the
reportxng of the outcome of comp1a1nts The ﬁhazrman of the :
.Advﬁrtzcﬁng S»andbrds Counetl acknow1edged that comp1a1nants do
':'object sometﬁmes when decwsxons are handed down wwthout reascns {23)
"-Gne part1cu1ar examp%e brought to the Camm1ttee 3 attent10n was a
'compTa1nt by ‘the Road Safbty Gounczl of . the ACT about the hwgh speed
of a veh1c3e be1ng used as a se]]1ng pOTﬂt wn a te]ev3510n advert1se~
‘ment. The comp}afnt was regected by the_ASC w1thout an epranat1on
_of the bas:s for the deteranatlon {24 At present the ASC does not _'
35 a matter of course prov1de reasons for 1ts dec1s1ons, but w111
'.c0n53der giving reasons if it is asked to do so before zt has }
undertaken its deszerat1on§ (2%) Co ' a

58. : Members of the AANA have themse1ves asked fcr reasons for
dec:s10ns by the ASC to be given as a matter ‘of course, and this

. s bezng cons7dered (26) It was sa;d durzng the inguiry ‘that se]f-

:regu1at1on should not be secret regu]atwon It should be automatic
for exp1anatxons of decwswons to be g1ven ‘This WDuid shéd Iigﬁt

on the sp1r}t with which the codes are be1ng 1nterpreted in practice
_and assist in keep1ng the 1néustry u1t1mate1y and open]y acccuatab?e
- to the pub]?C for its actsv1t1es A more compliete pub11c annua]
'report1ng of the deta1Ts of comp§a1nts received, outcome of ‘and
reasons hehind, ad;adicat1on on comp%atnts is a szm%Tarly necnssary '
1mprovement to the se]f regu]at1en system '

ROLE OF THE ABT

69. -~ - The Committee's recommendations for the development of a.
comprehensive set of advertising standards relating specifically to
road safety and a twelve month period of mbnitq?ﬁng-theienforcement
of that standard imply increased activity by the ABT. . It is for -

that organisation to assess whether'aéditioha! resources will be

- needed as a result. The Committee wouZa sxpport the a]locat1on
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~of whatever increase in resources may be necessary for the ABT to
carry out this program proper?y '

- 70. ' :- The Commztvee Supports the. February 1981 recommendatJOn
of the Adm1n1strat1ve Rev1ew Counc11, ar151ng from its 1nqu1ry 1ntc
- ABT procedures, that the Trabuna] be gTven ”a w1der range of powers
T to respond o breaches of broadcastlng standards,_1nc1ud1ng power 1'.
10 reprwmand or admonxsh and to d1rect the pub11cat10n by the '
'\11censee concerned of such a reprTmand ar admonztvon and power to '
_'1mpose temporary restr1ct1ons on advert1s1ng“ The Commztﬁee :
supports any necessary 1eg1sTat1ve changes to provgde the AB? '
with the power to 1mpose fings for breaches of broadcast1ng
standards, or the 1mpos1tzon of a 9ena1ty hav%ng a. monetary effect
in Heu of a3 f1ne c ' '

E.E. DARLING |

CHAIRPERSON -

17 November.1983 .
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CAPPENDIX 1 - -
CONDUCT OF THE INQUIRY

Dn 6 Ju1y 1983 the Comm1ttee reso1ved to . 1nqu1re 1nta and-
_ repcrt on the adequacy of exrstxng advertising staﬂdards as they '
relate to road safety, the means of setting and enforc1ng such
'--standards, and poss7b1e Tmprovements in the content of those

. standards ' ' o

e The Commttee advertised the ‘mquwy natmnaﬂy in maJor
_ metrop011tan newspapers in conjunction w1th pubiic hearzngs being
'held on other road safety issues. In addition umbrella organisa-

f'tions‘for national advertisers, advertising agencies, media outlets,
consumer groups,_Commqnwealth State and.Territbry Government depart-

ments ahd authorities, academics, research bodies and other associam
tions with an interest in the subJect matter of the 1nqu1ry were
-_approached d1rect1y and invited to. make subm1ssxons

“The inquiry was conducted simu1taneous1y with one into more

".geherai road'saféty issues. Witnesses giang'erdente on the wider

issues.were also asked to provide comment for the Advertising
.Enquﬁny The Committee WA thus able to 0bta1n the advice and

' opinions of members of the pab§1c those with a general experiise

: En_road safety.matters and advert1s1ng specialists. Appendix 2

- lists those witnessés appearing in relation to the Advertising
Standards Inguiry only, and Appendix 3 1ists those witnesses who,
gave evidence on more general issues.

Commenczng on 6 Ju1y 1983 the Committee held 6 public hear-
1ngs on the Advertzswng Inquiry in wh1ch 704 pages of evidence
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_ _lerary of Australza.

and 12 exhibits were takgn.

A Iis#\of exhibits is given at Appendix :
o4

Evidence taken at hub1ic hearings is available for 1hspectioh at
. the Commxttee Office of the House of Representattves and the Natlonai

i
|
H
i
1
{
i
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APPENDIX 2

.fT'WiTNESSESf:.

2 .La.st of w1tnesses 1nclud:.ng date of . appearance before the Advertls—
ing Standaxds Inqulry and transcr:.pt reference number . :

*}:-ARNETT, m,s.'3 o
I R - NSW, (15 August 2983) pp431 454

.{..Pub11c Affairs Manager, Australian Consumers
";Assac1at1on, Ch1ppenda1e NSw (26 July 1983},
-_pp271 =297, o _

_ Execut1ve D1rector, Med1a Counc11 of :
CAustralia, Sydney, NSN {15 August 3983)
. pp334-379. "

. BRAITHWAITE, Or J.B. =

ASHER, A.J.

AULD, P

BUDD, R.A.
" CORMACK, 8.D.
CELLIOTT, B.J.
“HALL, Dr R.M.
(JONES, D.AT.

'_KEITH,'F.C.

-fKIRBY STP Richard

.' iLONG P,

_5_M51A¢HLAN; Rév-Fr-p[

Manager “Max Arnett lyre WOrEd Hornsby,

'D1rect0r Austra11an Federat1on of Consumer :
__0rgan1sat10ns, Canberra, ACT (6 Ju?y 1983), .
ppl01-134. . Lo

"'Ass7stant Secretary, fovce of Road Safety,

Department of Tranqurt Canberra, ACT (

duly 1983); pp4=36.

'EFederai Director and Ch1ef Execut1ve fozcer,
. Advertising Federation of Australia, North
Sydney, NSW, {1 September 1683), pp456 476.
- ‘Principal, B.J. Elliott & Associates, North
‘Sydney, NSW, (1 September 1983), pp509-525.

Behavioural. Scwéntist'"42'GdifeFS”Pérade,.'

o Pymble, NSW, {15 August 1983), pp38C- ~397.

~ Chairman, Austra11an Brcadcast1ng Tr?bunai
' Sydney, NSW, {6 Ju?y 1983), pp37-67.

- Acting First Assistant Secretary, Gf71ce of
- Road Safety,Department of Transport,
" Canberra, ACT {6 Ju?y 1983), pp4- 36.

'Cha$rman, Advertis1ng Standards Counc11
- Sydney, NSW, (26_Ju]y_1983) pp29z- 315

" Federal Director, Australian Assoc1at1on_of |
‘National Advert1sers, Sydney, NSN (26
-~ July 7983} pp316-332, -

;Directcr, Catholic Media Off1ce, Brisbane,
.Q1d (25 July 1983), pp154 -171.
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MORGAN; D.

MULCAHY, R.J.

PERKINS, C.N.

POPE, M.

“RICHARD, G.P.

RCSSITER, Dr J.

SAFFRON, Dr D.G.

‘SMITH, R.C.

SPRAGG, E.B.

YEAMAN, 1.D.

General Manager and Deputy Federal Directer,
Federation of Australian Commercial Televi-
sion Stations, Sydnesy, NSW, (15 August 1983),
pp398-430.

Deputy Director, Advertising Federafioh of
Australia Ltd, Sydney, NSW, {6 duly 1983),
pp68-100. I :

Chairman, Aborég@na? Deve?opment'éommzss1on,

- PO Box %200 Canberra, ACT, (8 September

1983}, p568 615.

: ‘Personal Assastant Aboriginal Development
“Commission, PO Box 1200, Canberra, ACT

{8 September 1983) pp568 ~615.

- Behavioural Scientist, Traffic Accident

Research Unit, Traff:c Authority of New
South Wa]es,_Rosebery, NSW, (26 July 1983),

ppt75-270.

Principal Lecturér Marketing, New South

- Wales Institute of Technology, Sydney, NSW,

{1 September 1983) ppd77-494,

Przncwpal Research Scientist, Traffic Acci-
dent Research Unit, Traffic Autherity of

- New South Wales, Rosebery, NSW, (26 July
-1983), pp175-27C.

“Lot 2, Range Ropad, 0linda, V1ctor1a, &1

September 1983), pp¢95 508.

Administrator, Traffic Accident Research
Unit, Traffic Authority of New South Wales,

‘Rosebery, NSW, (26 July 1983}, ppl75-270.

Executive Director, Road Safety Council of
- ~the Australian Capital Territory Inc.,

Canberra, (6 Ju]y 1983), ppl35-151.
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APPENDIX 3.

;-WITNESSES

. List of witnesses including date of appearance before the Commz.‘_tee
.and transcra.pt reference number :

'ASPINALL, P.J.

BAILEY, J.0.

BEARD, D.
BENSON, C..
CUBEST, K.

BUROW, P.K.

- BURTON, C.R.B. ~

'SURTON, M.B.

BYRNE, J.P.

. CAMPBELL, R.W.

CHAMBERS, T.F.

- CHAPMAN, P.C.

CLARKSON, D.W.

' Youth-and Eduéatien Officer, Anglican
‘Dioccese of Tasmania, Hobart, (2
. September 1983) pp1167 1175.

President, Northern Territory Motorcycle

Association Inc, Barwnn, (20 Ju?y 1983),
pplé6-189, . - '

*f-Cha1rman, Road Safety CounC11 of South

Australia,. WarraﬁdaTe SA, (ZT Ju]y 1983),

- pp349-369.

;Ch1ef Superwntendent Officer-in- Charge,
“Traffic Region, Thebarteon, SA, (21 July
'1983), pp226-251. _ -

"Consultat1on Officer, Youth Affa1rs

Counc11 of South Australia, Adela1de,_

- 5A, (21 July 1983}, pp304- 3?4

. Shire Clerk, Cardwell Shire COUﬁC11
 Tu11y ANd, (18 July 1983}, pp45-57.

Secretary, . Institute of Dr1v1ng Instruc-
“tion Inc., Welshpool, WA, (16 September
1983), pp1288 ]300

35 Winns - Road, Coromandel Valley, SA

(21 July 1983) pp389-403.
Chairman, Cardwell Shire Ceouncil, Tully,

Q1d, (18 July 1983}, pp45-57.

1 McLend Street, Mareeba, Qid, {18 July
1983}, pp74-79.

Road Safety Instruction Centre, Road
Safety Council of South Australia,

‘Parkhoime, SA, (21 July 1983), pp349-369.

Senior Project Officer, Division of Road

- Safety and Motor Transport, Adelaide,

(21 July 1983), pp226-251.

President, South East Queens1and Driver

dugation Centre, Gympie, Q1d, (25 Jul
rg453° O gSanErs. Gymp Qld, { y

44




COLEMAN, Y.
CRAPPA, E.F.

* DANIELS, L.W.

- DONNELLY, R.P.

~ ELLINGSEN, B.D.

- FLINT, A.G.
CFIRMIN, C.C.

- FOREMAN, A.W.

" FOSTER, D.L.
FRASER, F.J.

GALTOS, B.J.

CGEORGE, Or J.

CGILL, WP
L GILL, KM

_ GREGSON, L.H.

GRIEVE, Dr R.

13 Geneff Street, Innaloo, WA, (16
September 1983), ppl218-1221.

Australian Ra11ways Union, Ca1rns, Q1d,
{18 Ju?y 1983}, pp2B-44. .

52 Hunter Street Greens]opes, Br1sbane,

Qld, (25 July 1983) pp530-539,

.28 Walter Street, Claremont, WA, (16
_September 1983) pp]280 1287 '

. ‘Co-ordinator, Bend190 Drink Drivers Course,
" Kangaroo Flat, V1c, (31 August ]983)
Cpp879-997. .-

ﬁ'D1rector Division of Road Safety and Motor
Transport, Ade1a1de, SA, (21 JuTy 3983)
CooppeZe-251.

Chairman, Road Safety Counc11 of the Northern

“Territory, Darwin, NT, (20 July 1983)

pp84-165,202-223.
Lead1ng Hand Df1ver, Commonwealth Car Poo]

©Brisbane, Qid, (25 July 1983), 9514 -529,

“Pubiic Relations Consultant, Liguor Industry
Road Safety Association of Western Australia,
‘Perth, WA, (16 Sep tember 1983), pp1334-1348.

Officer in Charge, No 3 Region, Traffic Opera-

tion Group, Xangarqo Flat, ¥ic, (31 Auguat

+1983), pp998-1024.

Pres1dent Queens%and Council of Parents and

Lo Citizens ASSDCTat?ORS, A]bzon, Q]d (25 Ju]y
f§983) ppb07- 513 '

Medical Superintendent, Alcohol and Drug
© Dependency Service, John Edis Hospital, New
- Town, Tas, {2 September 1983), ppil76~- 1182

. Manager, Porta@ress Services Pty Ltd,
1: Wo01l0ongabba Q1d, (25 July 1983), péOY 482

Main. Street, Sebast1an, vic, {31 August 1983),
pp1041- -105%. -

2 1/5 Turnbull Crescant, Rosetta, Tas, (2
'September 1983), ppl1195-1210.

Director of Ch11é Study Centre and Senior

. Lecturer in Psychology, University of Western
Australia, Ned?ands, WA, (16 September 1983),
.pp1312 1325
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GROVE, N. -

HARRIS, M.J.

 HOMEL, R.J.
HUBBARD; v,

'_HURLE J:F.

.-QHYDE F

~JOHNSTON, H.

JONES, M.K.

KELLY, T.0.

“.{KENNEDY R. v

KIRKHAM, Dr R.

COHEWITT, J.V.

 HIGGINS, B.G.

'HILL-QEBBER, B.J.

IRVINE, R.D.A. . .

© JADHAY, Dr R.

.Regional Officer, Victoria State Emergency
“Service, Bendigo, Vic, {31 August 1983),
. ppl025- 7040 : : .

P0 Box 545, Sandy Bay, Tas, (2 September

. 1983), p1]14 1136.

- Director of Land Transport Department of
. Transport and Works, Darwin, (20 July ]983)
= p84 -165, .202-223.

B C/ Brisbane Adm1nistrat1ve Centre Br1sbane,
(25 uly 1983), pp502-506.

 Vice- PreSTdent ‘Institute of Advanced Motor-
L 1sts, Rocheda1e Q]d (25 Ju1y 7983), pp577f
600, _ S

Senicr Lecturer, Schoo? of Behavzourai

. Science, Macquarie University, North Ryde,

NSW, {26 July 1983), pp662-694.

“President, Australian Federated Union of
- Locomotive Enginemen, Railways Department,
- Cairns, Qid,. {18 July 1983), pp28-44,

.5 Sharps Road, ‘Lenah Valley, Tas, (2 Sep-
ﬁ:_tember ¥983), pp]ZTi -1216. : S

_'-'Record1ng Secretary, Women's Christ1an
. Temperance Union. of South Australia, .
. Adelaide, {21 JuTy 1983} pp340-348, 370—

:375. - : :

1

Consu1tant Aud1t0r/Accountant L.iguar

- Industry Road Safety Association of Western

Australia,. Leederv%]]e WA, {15 September

1983), ppl334-1348,

__}Super1ntendent Driver Assessment C11n1c,
. Alcohol and Drug Addicts Treatment Board,
Parkside, SA, {21 July 1983), pp376-388.

) Secretary, Cyc11sts Action Group, Cottes!oe
- WA, {16 September 1983) pp1379-~1412,

) _Eng1neer Cardwe11 Shire Council, Tu]]y, Q]d
(18 July 1983)5 ppd5-57.

-: D1rector of Road Safety Transport Transport
" Department, Hobart Tas (2 September 1983},

pp3084 1099

" Director, . Drug Arm,8r1sbane, (25 Ju]y ]983),
' pp601 =623, ool .

Senior Lecturer, Department of Psychology,
University of Western Australia, Nedlands,

WA, (16 September 1983}, pp1326-1333.
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KRAUZE-PORAY, B,

~LAIDELY, P.

- LANDAUER, Dr A.

LENEGAN, J.A.
LUCAS, K.6.
MALCOLM, V.
MARSHALL, E.J.

"MATTHEWSON, J.

MAY, H.A.
MEAGHER, .

MINSON, Dr D.
MOLLY, N.J.

McADIE, N.A.J.

McLEAN, Dr A.J.

‘Manager-Director, Biorhythm Research and
“Information Centre, Rochedale, (ld, {25

July 1983), pp624-637.

Director, Portapress Services, Woolloongabba,
Gld, (25 July 1983}, ppd57-482.

Senior Lecturer, University of Westarn
Australia, Nedlands, WA, (16 September 1983)

.pp]222 1279.

Pres1dent “Western Austra]1an Institute of

~ Advanced Motor1ng, National Safety Council,
. : Mount Lawley, WA {]6 September 1983}, pp
- 1301-1311, ; ' '

410 Swann’ Road St LuCIa, QTd (25 Ju?y 1983}

pp562-576.° .
'Secretary, Austra]1an Federated Union of

Locomotive Enginemen, Union Committee,
Cairns, Q1d, {18 July 1983}, pp28-44.

~ Member, InstﬁtUtelbf Driving Instruction Inc.
WA, Welshpool, WA, {16 September 1983}, pp

1288~ 1300

8 Elms Road, Sandy Bay, Tas, (z.septembek'

1983), pp?]OO 1113.

Field Off1cer, women s Chr1st1an Temperance
Union of South Australia, Adelaide, SA {21
July 1983}, 'pp340-348, 3?0 375.

President, women s Christian ?emperance Union

~-of South Australia, Adelaide, SA, (21 July
11983), pp340-348, 370-375. '

President, Sebast1an School Louncil, Sebastian

" State Schoo? Vic, (31 August 1983), ppl041-

1051.

President, BitycTé Institute of Queens?ahd}
St Lucia, Q]d' (25 July 1983), pp540-561.

'_lManager Class Driving, Adelaide, (2] July

1983), pp252-293.

- Execut1ve Off1cer (LeglsEat1on), Department
- of Transport and Works, Darwin, NT, (20 .
S aduly 1983), 9984 -165, '

National Health and Medical Research Counc1],

" Road Accident Research Unit, University of
. Adelaide, Adelaide, SA, (21 July 1983), pp
315327, - ' R
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NASSAN, M.

-NCBLE, d,

0'NEILL, D.
OWEN, J.C.

PALMER, L.A.

PARKINSON, R,

PEARSE,_Iﬁspector_R.H[

* PLCKHORTH, J.

CPLEW, B.J.

Member, Bicycle Institute of Queenstand,
St Lucia, Q1d, (25 July 1983), pp540-561.

'State President, Australian Hotels Asso-

ciation, Hobart, Tas, (2 September 1983},

ppl137-1156.

President, Liguor Industry Road Safety
Asscciation of Western Australia,
Leederville, WA, {16 September 1983),

' pp1334 1348.

‘ -'Management Group Member South Austra]1an

Youth Forum, :Youth Affairs Council of
South Australia, Adelaide, SA, (21 July

1983), pp304-314.

“Sebastian Community, Sebastian, Vic,
(31 August 1983), ppl041-1051.

Convenor, Road Safety Committee, and State

Membership Secretary, Australian Democrats,

" Western Australfan Divisicn, Perth, WA,

(16 September 1983), ppl1349-1378.

.Officer-in-Charge, No 1 Division, Police
" Base, Bendigo, V1c, {3 August 3983)
 pp998-1024.

" Executive Dxrector, Western Austra1?an
;.w_Hoteis Association, Leederville, WA, .
. {16’ September 1983), ppl1334- 1348

Executsve Offwcer ‘Road Safety Council of

. the Northern Terr1tory, Darwin, NT, (20

7 uly 1983), pp84-1655 202-223.
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;__}pp1183 1154
. Metal Workers De]egate of the Railways,

Cairns, Qic (15 July 1983), pp28-44.

Prasident, Cyclists Action Group, Cottesloe,
WA,}{]E September.1983), ppl1379-14312.

" Superintendent-Secretary, Central Victorian
- District Ambulance Service, Bendigo, Vic,
"'(3T:August 3983); pp951-971.

Station Officer, Contral Room, Central

Victorian District Ambulance Service,

Bendigo, Vic, (31 August 1983}, pp951-971.
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Instructor,lclass Briving, 100 Currie Street,
Adelaide, SA, (21 July 1983), pp252-293.

MLA, Wynnum, Q1d, (25 July 1983}, pp483-500.

“Project Officer, Northern Territory Drug and

Alcohol Bureau, Department of Health, Darwin,

~NT, (20 Ju]y 1983), ppEQO -223.
12 Eariwood Crescent, Rardwell Pari, MSW,

(26 July 1983), pp695 702,
Director, Traff1c and Technical Services

Directorate, Northern Territory Police.

Barwin, NT, {20 July 1983}, pp8d-165, 202-223.

Road. Safety Officer, Motorcycle Riders Assa-

ciation of South Australia, Adelaide, SA,
{21 Ju?y 1983}, ppl28-339.

Vice-President, L1qu0r Industry Road Safety
Assocfation of Western Australia, Leederville,

WA, (16 Septenber 1983), pp1334-1348.

109 Collins Avenue, Cairns, Q1d, (18 July
1983), pp64-73.

23 Clifford Street Moonah, Tas, (2
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1 we117ngton Street, Woollahra, NSW, (26
July 1983), pp656-661.

Trénsport Driver,-Department of Administrative
Services, Cannon Hill, Q1d, (25 July 1983},
pp514-529, :

'Co-ordznator, Bendigo Drink Drivers Course,
~Eagiehawk, Vwc, (3% August 1983), pp972-

997.

Chal?man, tacham Sh?TE Council, Malanda, Qld,
{18 July 1983), pp58-63.

Research Officer, Child Stucdy Centre, Depart-
ment of Psychology, University of Western
Australia, Medlands, WA, (16 September 1983},
pp1312-1325. -

'15'Scdtﬁa Street, West Croydon, SA, (2}

Ju1y_1983),_pp294f303.
Senior Education Officer, Technical and

© Further Education, Department of bducation,

Darwin, NT, (20 July 1983), pp84-165, 202-223.

.Honofary Chairmah,.Ca?rns Far Northern Branch,

Queensiand Road Safety Councii, Cairns, (Qid,
(18 July 1983}, pp5-27.
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o : Association, Darwin, NT, (20 July 1983),
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WRIGHT, T. " Chairman, Motorcycle Council of New South
: : . Males, Sydney, NSW, {26 July 1983), pp703-
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YEARSLEY, J.H. _ Member of Youth Synod Cammittae, Anglican
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' APPENDIX -4
EXHIBITS |

1. “Advertising Federation of Australia Ltd: Self-Regulation in
. Augtralian Advertising: How the Advertising Industry cpplies
“self-imposed vestraints and guidelines. “Australian Advertising
Industiry Council, 3rd edn, May 1982. T

2. Road Safety Council of the ACT:

{a} Correspondence as follows: - '

S "Mr Yeaman to General Motors Helden dated 26 August 1982.
Mr Yeaman to the Advertising Standards Inqutry dated 27
August 1982.

The Advertising Standards Coun211 to My Yeaman dated 2
- Sentember 1982 and 1 November 1982.
Director, Commercial Acceptance 01v1s1on of FACTS to Mr
Yeaman dated 3 September 1982. - :

(b} Television Broadcasting of Alcohol. Advert1swng ' The Road
-Safety Counc;i of the ACT pos1t1on :
'_f3. .Government of the Northern Terr1tory

' Correspondence plus attachments from the Chairman of the Road
Safety Council of the Northern Territory to the Committed
relating to the Advertising Standards Inguiry.

4. . ‘Advertising Standards Counc11 Advertising Standards Council
: ©~ Sixzth Report 1982 o E

5. Australian Advertes1ng Industry Council: Advertising - The
: People have their Say: Repora Fo. 2, &une 1983, :

36. Mr M. Arnett: ' .

-~ Advertisement p.21, Daily Mirror, Monday, 14 March, 1983.

7. Advertising Federation of Australia: .
- Summary of Evidence given by Bruce D. Cormack.

8. Advertising Federation of Australia: The Structure and Proced-
- - upes of Advertising Self-Regulation. ({Prepared by the
- Australian Advertising Industry Council, August 1983.)

9. . Advertising Federation of Australia: 4lcohol and Advertising:

The reascned approach. (Published by the Alcoholic Beverages
Advertising Council.) o '
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10.

11,

12,

Aberiginal Deve1opmeht Commission: Views of the Commissionere
on Aleohol Related Problems and the Adverttszng of Aleoholic

. Beverages .

Austrai1an Broadcastzng Tr1buna1 Attachments to Submission.

_ Queensiand Temperance ieague Subm1ss10n to the Austra¥1an

Broadcasting Tribunal eon Alcohol Aévertislng on Telev1szon
13 October 1982.
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APPENLIX 5

- VIEWING PATTERN 3-17 YEAR OLDS
- SYDNEY/MELBOURNE AYERAGE  MONDAY-FRIDAY
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'TETAPPENDIX:G i

- ADVER'_?.ISING':"OE f_ALcQ_B_OLI_c BEVERAGES E _'CQDE_' AND :_GUID'EL_IIIN_.E'_S | _:.f _-

i ?he advert1sxng Gf a?coho?1c beverages 1s subJect to a code and::'
'a set of: expianatory quidelinés drawn up by the Alcoholic Beverages
-;:Advert1szng Council, .The- foT10w1ng code and guidelines are contain-’

Cled atpages 14-17.dn the ‘Council's booklet: “dicohol and. Advertzszng '.:

'.The reasoned approach”,'wh1ch is: Exh1b1t 9 for th1s 1nqu1ry

CODE

ﬂAdvertlsements for alcoholzc beveragee shall be dlrected a
Lonly . to adult audlences.g: : : i
“"Children should not be shown in advertisements for alco—'f'“
'?hollc beverages except wheze lt Would be natural for them'
Sto appear {e.g.in femzly scenes ek 1n background crowds}_

but then only when ‘they: are not drlnklng alcohollc bever— K L

i ages, ‘nor ig’ At 1nferred that they are. :
;Anyone shown drlnk;ng in: any alCOnOliC beveragee advertlse~
iment ‘ghall be onvlcusly above 21 years of age. :
_;Advertxsemente 'should be d;rected to effect’an: anrease 1n' P
cthe brand share of the separate beex, w1ne and Splrlts : : e
‘markets and/or. commodlty shares of the total liguor market._f' '
17edvertmsements may reinforce the ‘pleasure of companionship .
'5;and ‘social communication, associated with alcoholic bever- -~ .
‘ages consumptlon but ‘ghould: reflect people drlﬂklng reeponsi S
1 ibly’in natural situations. : Sl
RS i X - leg;tlmate “toshow people drznklng, enjoylng or . pre— C
fferxlng a particular kind of brand of alcoholic beverage,
- but advertlsements shoeld not 1mply that success .or. socmal

distinction is ‘due.to drlnkleg

}ﬂ:Advertlsements should ‘not claim. or suggest that drmnklng
j.alcohollc beverages can’ contrlbute towards sexual ‘success. ..
.ﬂAdvertlsements should net euggest that consumptlon of alcou o
“holic! beverages wifers any therapeutlc beneflt or: is an '_ o
_*'essentlal prerequ151te $0. relaxatlon.;:- T : :
s;Advertlsements may:take ‘into” account responsxble reglonal

_ _1'11festyles but should not show people consuming’ &leoholic o R
'-;:beverages ln work ‘sitvations;: lmmedlately before oL whllst S
“driving ‘motor vehlcles, lmmedlately before O whllst ‘boat-
_lng,_lmmedlately before or whilst sw1mm1ng, or lmmedlately

. before or whllst engaging . in other act;vxtles ln whlch such

':Tﬂdrlnklng is potentxally dangerous.,; S S
'-'Advertlsements should ‘not . 'dare people to try a partxcular

--ezfxdzlnk to lmply that they w111 prove‘ themselvee in some .
“.'qway lf the] accept the Chal enge ofeered by the drlnk




= GuIDELINES

'11._'Inducements to prefer spec1f1c brands of alcohollc bev— e

' g'erages because of thelr hlgher alconol content shall
R “‘not be used.;_ : = : S
: ~ﬂ12.f;No advertlsement for an alcohollc beverage should en—-3 LT
: -3courage over 1ndulgence - - : R

._The explanatory notes whlch follow are 1ntended to assrst those

-:f:people 1nvolved in creatlng advertlsements to properly observe
“Uboth the Rules and Splrlt ‘of the Code.. These notes should be g

“oread in conjunctlon with'the Code Rules.' The numbers shown
"corresPond with the Rule numbers..Liﬂ; ' : :

fIt should be noted that no Ccde Rule should be seen to be in rso»_.”

'3_'latlon.3__L__-

al._”Advertlslng should not ‘in- any way encourage under age drlnk-.:°"'
o Uing of alcohollc beverages : Spec1a1 care,_thereFore, must '
L her taken not to. address advertlsements £o minors even’ when
:::there 15 o9 suggestlon ‘that:the: product advertised ‘ig ifor
. -theixr consumptlon Advertlsements should be constructed in
Jooociisuch a cway ‘that. they ‘address adults. Thzs Rule is” relnforc?
v ed by other Rules, partlcularly Rule 3y whieh’ stlpulates
” i'tnat people shown drlnklng ln advertrsements must obv1ously
" be at least 21 years. of age o ST -
'.'gg'.lt is permLSSLble RN use orowd scenes but the appearance of.f‘
'_fﬁchlldren must be Ln01dental to any scene: and “they musm not.ﬁ'
" “be. shown” drlnklng alcoholzc beverages i Partlcular cate- must
. be. taken to ensure that there is.ng mlsunderstandlng, e, g
“should chlldren be’ handllng drlnks, ‘those drinks must: be L
_"clearly ldentlflable as! nonwalcohollc ~Care’ should also be_ :
. _taken when chlldren ‘are part of qroups (such as, restauzants)gj'f

3fthat the. table or: other settangs do not suggest they may use RRTEILa

'V'alcohollc beverages . o o : -
.-3[3 ThlS Rule agaln reFlects concern about under age: drznklng and L
~“the lmpressron created by people appearlng to be’ indexr 21 in . '

“advertlsements.‘ Use of the word- obvzously :An Rule 3ds -

'ﬂilntended o ‘remove: -any: doubt as to: its, compllance “Advert-
'illsements must ensure that’ partrczpants gannot. be: mlstaken by
- ‘reasonable. people to be under 2L-years ofage. As the .0

'f:apparent age . of talent can- Qiffer from: actual age. for naturall'ZV:

i or artificial. {ey g makenup, etg.) reaeons, anyone appearlng :
Cootkolbe) drlnkrng in vrsual advertlsements ehould he over: 25
years Of age' [ : : . T . &_ .. . _. .. L .
':”4.;Advertlslng should be dlrected only at 1ncrea51ng oompetltlve_ :

' ~brand or, beverage shares of ex15t1ng markets, and ‘not towards;v o
; 1ncrea51ng the: consumptlon of alcohol._ Therefore,:spec1al
-care must be taken not to permlt advertlsements to suggest _:[




) exaggerated purchase or. consumptlon ' Volume campalgns _
Cbased on' price and 1ndustry pIOthanS are acceptable,-:'

- put “should ‘not. encourage exce551va consumptlon Refer*_
ences. to_-cheap hooze' grog or; 51mllar expre531ons
_should he used. ‘with the utmost care, S0-as. not to en- RN
‘courage over-lndulgence. ISR
7;B01sterous group scenes anolv1ng general ferOllty, _ :
~_carelass freedom and abandon, exaggeratlnq the pleasures a ';H-
Tof companlonshlp and ‘social: communlcatlon assocmated b
LwWithe alcohollc b@verages consumptlon, Wthh Ccreate’
-uxmpre551ons of over- lndulgence, should be avo;deé

'The use of suocessful people enjoylng a soc1al drlnk 15 '_:nf'
Cnot precluded but ‘any suggestion: that such’success 'is :" i
"due to drlnklng ‘or the drinking. of a partlcular brand
ffor type of ‘drink 'is to be’ av01ded “'The uge.of well- i
known | sportlng personalxtles in natural ‘and responSLble.t'
7f31tuatlons is: acoeptable._ Sltuatlons should: not:.: ‘be . por--
'ftrayed sucn as to _encourage. emulatlon by manors._'

f:Scenes suggestlve of sexual yarm1351vaness or: abandonment
" and/or ‘overt sexual deplctlons snould not be used.’ ;
“Cameras: focuszng closely on parts of tha body solely o
. greate sexual allurement: or adeption of - deliberate sensual
“'technlques for ‘their own sake are’ unacceptable.:.. o
. ‘Advertisements | should not lmply that consumptlon of. alco—tf“
Loholie! beverages is ‘in’any way. a nec9551ty to! health Ad—
t_vert;saments algo’ should not lmply that consumptlon of wo
;‘alcohoi is a direct cause of:or'a prereanSLte to. relaxa—'
Cotiong however, people can be shown ‘enjoying aicohol inca
freiaxed ‘sitvation.’ Scenes of over exhilaration or DVer= o
_=exuberance should ha: avoldad. Clalms for any therapautlc_ '
-;baneflt are prohlblt@d.:;jl ok : : : o

'~fThe substance ‘of ‘this ‘Rule ooncerns safety ln worklng and
o leisure puxsalts._ Other than when' de51gned o’ educate

o 'consumers, a&vertlsements shouid not show persons consumwT.
i ing: l;quor whllst working, drlvang ‘or ‘engaging . in other

"actlvatles in whlch drlnklng is potentlally qangerous.

. sueh -advertisements should show that'refreshment. taken" is

“after the event ‘and not before:it.or dur:.ng a pauae “The

L words‘"lmmedaately befora or whlist boatlng -do-not pre-

- clude persons being ‘shown drinking in.a responsible manner_3.=7”

on: board substantlal vessels, prov1ded it ‘is: obv1ous that -

: *.they are not respon51ble £for or part;CLPatxng in. the manage-,:

ment. of the’ vessel and tha c1rcumstances are safe

“The substance af thlS Rula concerns the ancouragemant of
.responsible. attltudes .and ‘the ‘avoidance of:inferences of .

".;rrespon31ble or. larrikin attltudes._ AdvertlsementS'-“.ﬁ

_shedld not lmply that: non-drlnkers are :in any way xnferxor

'”3:to drlnkers or. that they in any way suffer by comparason.-_'

5
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;Tth does not preclude the use cf factual statements of PR
_alcahollc ‘content ‘'of -the product belng advertlsed but does
-.preclude lmp1101t or expllClt comparatxve statements_

indicating hlgher strength clalms. 

fIllustratlons ‘and 1mpre5510ns lndlcatlng over lndulgence,f. iﬂ
“individually or in ‘groups, must ‘not be used. The uge” ln'-"

"'advertlsements of severai qalck~changlng scenes in-which

Tiquoriis’ regeatedly shown, and which give the accumulated' o

_;gzlmpre551on of - an excessive’ amount of alcohol be1ng
-flnvolved, should ‘be avo;ded : S
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