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applications, and why this is important for 
communities
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Our AHW Team

ALCOHOL 
HEALTHWATCH

• Pro m o t e  a n d  p ro vid e  e vid e n ce  
b a se d  in fo rm a t io n

• En g a g e  a n d  m o b ilise  
co m m u n it ie s

• Ra ise  a w a re n e ss

Who are



New Zealand’s most harmful 
d ru g ; a cu t e  a n d  ch ron ic  

h a rm s t o  d rin ke r a n d  o t h e rs

In e q u it ie s in  h a rm  a n d  
e xp osu re , in c lu d in g  m ore  
a lcoh o l st o re s in  d e p rive d  

com m u n it ie s

Off-lice n ce s se ll t h e  m ost  a n d  
ch e a p e st  a lcoh o l; 48%  o f a ll 

a lcoh o l in  NZ is con su m e d  in  
b in g e  d rin kin g  se ssion s

La rg e st  ca u se  o f d e a t h  a n d  
d isa b ilit ie s in  NZe rs a g e d  15-

49  ye a rs

• 1 in  6  NZe rs a re  h a za rd o u s 
d rin ke rs; yo u n g  p e o p le  m o re  so

• No rm a lise d , g la m o u rise d , 
u b iq u it o u s

• Co m m u n it ie s d o n ’t  fe e l 
p ro t e c t e d  b y o u r re g u la t io n

• Co st s so c ie t y o ve r $7.8 5 b illio n  
p e r ye a r

ALCOHOL  
IN NZ



Normalises & 
w orks 

su b lim in a lly

ADVERTISING
Alcohol A ca u se  o f 

you t h  d rin kin g

You n g  p e op le  
a n d  ch ild re n  

a t  g re a t e r risk

In e q u it ie s

Re p e a t e d  
e xp osu re

Difficu lt  fo r 
vu ln e ra b le  

g rou p s

Presenter
Presentation Notes
Underpinned by a heavy industry influence- Industry influence includes through lobbying, education in schools, prolific advertising, sponsorship (sports but also mental health initiatives etc)Children exposed 4.5x a day to alcohol advertising - Māori and Pacific children 5x and 3x more frequently





ADVERTISING 
AT OFF-

LICENCES
Kid s Ca m  = 30 %  o f 

e xp o s u re s  fro m  
s h o p  fro n t a g e

Alco h o l o u t le t s  h a rm fu l 
a d ve rt is in g  ‘h o t s p o t s ’ 
fo r ch ild re n , w o rs e  fo r 

lo w  SES ch ild re n

Co m m o n  n e a r 
Au ck la n d  s ch o o ls  - 75%  

fro m  s h o p  fro n t a g e

In t e rn a t io n a lly, 
a s s o c ia t e d  w it h  yo u t h  

in t e n t io n  t o  u s e  a lco h o l, 
b in g e  d rin k in g , 

in c re a s e d  vio le n t  c rim e

In cre a s e s  ch a n ce  
o f c rim e  a n d  

ro b b e ry

Presenter
Presentation Notes
Research from Aotearoa New Zealand has proven the pervasiveness of alcohol advertising at off-licences, and how often children are exposed. 56% of schools had alcohol advertising within 500 metres. 75% of these exposures were from nearby on or off licences.International evidence has proven further links with a range of negative associations.



CO MMUN ITY 
VO ICE
In 2021, Alcohol Healthwatch supported the Auckland 
com m u n it y t o  h a ve  t h e ir sa y on  o ff-lice n ce  sig n a g e . We  
h a d  ove r 8 0 0 + su b m ission s from  t h e  com m u n it y.

"I live in St Heliers and work in Glen 
Innes. The difference in the areas is 

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

normalised alcohol acceptance. 
Liquor advertising is often bright, in 
your face and attractive to youth. 

Promoting inequity in the way 
certain areas bombard our youth 

with the wrong messaging."

"My children unfortunately have grown up 
watching vulnerable adults waiting 

outside an alcohol shop on Line Road in 
Glen Innes before their school starts in 
the morning. They see people standing 
outside a shop with alcohol images and 
logos. This is not a healthy environment, 

in short its disgusting."

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

be painted up like a 
playground.”

"I find the advertising 
coverage on outlets 

aesthetically awful and 
depressing to see; it is 
cheap and nasty and 

makes shopping areas 
look run down."

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



Sig n s  Byla w /s

• Unenforced
• 97-100% non -compliance

Advertising Standards Authority: 
Alcohol code

• Self regulated
• “Ineffective, meaningless, 

inequitable”

CURRENT 
PROTECTIONS

Section 237 Irresponsible 
Promotion

• Mostly around discounting
• Not particularly strong, or tested

Local Alcohol Policies

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

Presenter
Presentation Notes
Most Territorial Authorities that have a LAP have included conditions to address the harm from signage and advertising, and most of those LAPs that include reference to signage/advertising have a discretionary condition that no more than 30% of the exterior of the premises shall be permitted to have alcohol marketing and signs, and at least 50% of the store front glazing should be transparent – but also noting that Auckland practice note goes further than this. S237 may be tested more in future – currently, Police have submitted a complaint against every New World except one in the South Island re: continual breaches of s. 237 (discounting more than 25%) in January. Also the testing through Police of BEE lemonade and promoting excessive consumption through sponsoring 280 beverages to students. 



Co n d it io n s  o n  lice n ce s

Can be wide -ra n g in g  a n d  a p p ly t o  
se n sit ive  sit e s, e .g . sch oo ls, 
h osp it a ls, re lig iou s sit e s

P ra c t ice  n o t e s

Re le a se d  t o  g u id e  a  Com m it t e e ’s 
a p p roa ch  t o  re n e w in g  a n d  
g ra n t in g  lice n ce s.

W AYS  DLCS  
CAN REDUCE 

EXP O S URE

Presenter
Presentation Notes
Having controls on signage is one way to address amenity and good order and the object of the Act.Alongside choosing to give effect to LAPs signage conditions.Practice note: fairness approach, and maintain consistency.



AUCKLAND 
PRACTICE 
NOTE

Case Study:
0 1

Pra c t ice  No t e  
• No external advertising of prices
• No sandwich boards, bollard 

covers, or flags
• No “alcohol -related lifestyle or 

branding images” exceeding 25% 
of façade

02 Project
With the help of a 
Population Health student, 
we looked at the façades of 
11 off -licences with the new 
practice note

03 Findings
High compliance - 10 of the 
11 were fully compliant. 

Presenter
Presentation Notes
DLC has found the overall response to be positive – applicant has to agree to the conditions but most see the sense and are on board. The 25% allows them to keep the bits of advertising they make money from whilst minimising the overall effect. The DLC’s goal here was to clean up windows and sandwich boards, and pricing advertising.



BEFORE & 
AFTER # 1

An off -lice n ce  in  Mt . Alb e rt



BEFORE & 
AFTER # 2

An off -lice n ce  in  Wa ira u  Pa rk



BEFORE & 
AFTER # 3

An off -lice n ce  in  Ōt a ra



BEFORE & 
AFTER # 4

An off -lice n ce  in  Ea st  Ta m a ki



O TH E R  
E XAMP LE S
Trends towards more subdued shop fronts in many 
a re a s.

Presenter
Presentation Notes
Ability to do it locally - don't have to wait for ARLA. 



O VE R ALL
Solutions exist to minimise the harm from alcohol ads 
a t  sh op  fron t s.

P r a c t ic e  n o t e s  o r  
c o n d it io n s  o n  l ic e n c e s  a r e  

o n e  t o o l  t o  a d d r e s s

Co m m u n it ie s  d is l ik e  a n d  it  
p r e s e n t s  p a r t ic u la r  h a r m s  

t o  c h ild r e n

In c r e a s in g  im p o r t a n c e  o f  
m e a s u r e s  t h a t  DLCs  c a n  

t a k e

O ff-l ic e n c e  a lc o h o l s ig n a g e  
is  a  p r o b le m

Presenter
Presentation Notes
Ability to do it locally - don't have to wait for ARLA. 
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a n d re w @a h w .o rg .n z

w w w .a h w .o rg .n z

THANK YOU
For further information, evidence or research, 
o r sp e c ia lise d su p p o rt , p le a se  d on ’t  h e sit a t e  

t o  re a ch  ou t .

w w w .a c t io n p o in t .o rg .n z

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