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Hearing commenced at 1.03 pm 
 
HASTINGS, PROFESSOR GERARD 
Director, Institute for Social Marketing, University of Stirling, examined: 
 
 
The CHAIRMAN: This committee is a committee of the Assembly of the Parliament of WA. This 
hearing is a formal procedure of Parliament and therefore commands the same respect given to 
proceedings in the house. Even though the committee is not asking you to provide evidence on oath 
or affirmation, it is important that you understand that any deliberate misleading of the committee 
may be regarded as a contempt of Parliament. This is a public hearing and Hansard will be making 
a transcript of the proceedings for the public record. If you refer to any document or documents 
during your evidence, it would assist Hansard if you could provide the full title for the record. For 
this hearing, also, parliamentary staff will be testing the camera equipment in this meeting room; 
however, I suggest that this is a test only and images will not be broadcast outside of Parliament 
House.  
Before we proceed to the questions we have for you today, I need to ask you a series of questions. 
Have you completed the “Details of Witness” form? 
Professor Hastings: Yes. 
The CHAIRMAN: Do you understand the notes at the bottom of the form about giving evidence to 
a parliamentary committee?  
Professor Hastings: Yes. 
The CHAIRMAN: Did you receive and read the information for witnesses briefing sheet provided 
with the “Details of Witness” form today? 
Professor Hastings: Yes. 
The CHAIRMAN: Do you have any questions in relation to being a witness at today’s hearing? 
Professor Hastings: No; it is all very clear, thank you. 
The CHAIRMAN: Would you please state your full name and the capacity in which you appear 
before the committee today? 
Professor Hastings: My name is Professor Gerard Hastings. I am a professor at the University of 
Stirling in central Scotland and also at the Open University in England. I am director of a research 
centre that looks into social marketing and amongst other things it has looked into alcohol and the 
marketing of alcohol and it is about that that I will address you today. 
The CHAIRMAN: Thank you. In that case, Professor, if you would like to make your PowerPoint 
presentation, then when you have finished your presentation I am sure that members will have some 
questions for you. 
Professor Hastings: Thank you very much, I will do so. With my presentation I want to try to 
answer two questions: first of all, I will give you some insights into how the alcohol industry sells 
its product, particularly to young people; secondly, whether there is anything that the public health 
community can learn in its response to what are clearly enormous public health issues related to 
alcohol. The first of those questions will be based around documents from the UK alcohol industry 
that emerged from an equivalent inquiry to your own, which was just completed in the UK—that is, 
the health select committee’s inquiry into alcohol. Background documents that you might want to 
look at are both the committee’s report and our report at Stirling University that was submitted to 
them. They are both on the health select committee website and are easy to find. 
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Really, in essence what I am raising is the question: can you sell health like hooch? In theory, yes; 
social marketing is a well-established discipline and there is good evidence that marketing on both 
sides of the profit divide, as it were, influences behaviour. So if we look at how the alcohol industry 
does it, it is clear that, firstly, they put a lot of effort into it and, secondly, they do it in a very 
sophisticated and multifaceted way. As a consequence, the efforts of social marketers are pretty 
difficult to get through; they are fighting against a whirlwind pushing in the other direction, if you 
will, encouraging people to drink. So it becomes very difficult in practice for social marketers to get 
any purchase, to get any traction, with the population in an environment that is so pro-alcohol.  
Taking up our first issue: first of all, what is marketing? It is worth emphasising that we are not just 
talking about advertising here; it is a process that business uses to encourage consumption of its 
products. It is multifaceted, it is strategic and long-term and it is about influencing the behaviour not 
just of customers but of stakeholders, policymakers and competitors, even, if you think of strategic 
alliances. In essence, social marketing takes the same sorts of techniques but tries to influence not 
human behaviour but health behaviour. To put that in diagrammatic form, when we talk about 
marketing, the first thing that does spring to mind is mass media advertising, television advertising 
particularly. But we need to bear in mind that that mass media advertising is itself nested within a 
whole range of other sorts of communications, whether that be free samples, brand stretching or 
product placement. Two that I draw the committee’s particular attention to sponsorship of one sort 
or another and the internet and digital marketing, which is becoming very big. One of the points to 
emerge from the UK inquiry was just how important digital marketing is. The argument is that the 
spend on digital marketing is now exceeding that of conventional media, so it is big.  
This is what we tend to focus on, this is what we pay attention to, when we talk about marketing. A 
lot of your inquiry I am sure will be looking into this. But just to try to put a picture on what that 
means for a young person, they are being bombarded with messages of all sorts all the time both in 
real space and in virtual space, so they are really at the centre of a web that is pushing them in the 
direction that for their own health and welfare is quite a hazardous direction. Furthermore, we need 
to think not just about the individual impact of all these different media but the cumulative impact; 
they are designed by the marketer to go together and to work as a cluster bomb, rather than just as 
an individual munition. What is more, even that does not tell us the whole story of what marketers 
are about; they also put effort into ensuring that pricing is correct for their product, that it is widely 
distributed so people can get easy access to it, and that the product itself is designed in a way that 
appeals to the customer. The obvious and glaring example of that for young people in the past 
couple of decades is the advent of alcopops. Even beyond that, though, we need to look further, and 
the marketer will not just focus on their consumers but also on key people who can help make their 
job easier and make the environment in which they operate more conducive to their business—
policymakers, stakeholders and commercial partners of one sort or another. So marketing, then, is a 
complex and multifaceted phenomenon. It is very clear that it works; that has been established now 
for tobacco beyond all doubt, for energy-dense foods and for alcohol.  
This next slide just refers to a series of reports that have emerged over the past few years from very 
authoritative sources, all of them concluding that there is very much a link between alcohol and 
marketing and alcohol consumption, plus the age of the onset of drinking and the amount 
consumed. The first is the European Court of Justice. The second is the UK government, which 
commissioned a review just a couple years ago. The science committee of the European 
Commission was a very senior group that was put together to settle this issue about which there was 
much debate, and it clearly did so. The final one is an academic reference to a systematic review 
that was published just last year.  
I also wanted to share with you some of our own research at the Institute for Social Marketing at 
Stirling and the Open University. This is a big study funded by the Medical Research Council that 
took 1 000 young people and followed them up over time so, crucially, it is longitudinal, which 
means that you can begin to tease out cause and effect relationships and see what happens at 
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time one and what effect that has at time two. There are two bits of the results that I would 
emphasise for you; one shows the astonishing ubiquity of alcohol promotion and, secondly, the 
other says something about the effects of this promotion. First of all, the ubiquity: this chart takes 
different sorts of advertising and we asked young people what they had seen in different media both 
when they were 13 and again when they were 15. There is a lot of data on it but I will just draw 
your attention to the two lines at the bottom; 96 per cent of 13-year-olds had seen alcohol 
advertising in 5.5 different channels on average, so a fantastic amount of awareness. This is 13-
year-olds and it barely could increase by the age of 15, but it managed to just creep up a bit. As far 
as the effects are concerned, after controlling very important compounding variables, which you 
always have to do—things like friends drinking, parents’ attitudes towards alcohol and so on—it is 
apparent that the awareness, appreciation and involvement of alcohol marketing at stage 1of the 
research is linked with drinking behaviour at stage 2 in the two ways that all the literature confirms 
this relationship works; with the uptake of drinking and the amount of drinks consumed. So there is 
no doubt that commercial marketing works in the case of alcohol in particular, as well as for other 
products, but it is also clear that social marketing can work. This is a review that we conducted for 
the UK government a couple of years ago and the publications are clearly listed there so you can get 
to it. It just confirms the same thing, which is hardly surprising; if it works in one direction, why 
would it not work in the other? 
Now I want to look at how the alcohol companies do their business. This is from the horse’s mouth 
because the select committee in the UK has the power to require witnesses to submit any documents 
that they feel would be helpful to their inquiry. In this case, they asked them to supply internal 
marketing planning documents of the sort listed on the slides, creative briefs, market research 
reports—all their strategising and planning documents that never see the light of day; all you see is 
the ad at the end of the day. This is the thinking behind it. These came from a selection of producers 
listed there and their communications agencies for specific brands. We were quite selective in this 
way simply for practical reasons. There is far too much; if we had asked everybody for everything, 
we would have just been engulfed by it, so we deliberately limited it. Indeed, even then, as I will 
show in a minute, we asked for more than we could handle and we had to cut it down a bit. I should 
emphasise that these companies and these brands were not picked because they are particularly bad 
or reprehensible; they are simply typical. We have just tried to keep it manageable to be able to get 
a clear view of what is going on, so they should be seen as representative rather than particularly 
bad or particularly good. It is just a glimpse; even so, we are just dipping a toe in the water. 
Promotion is very extensive. One of the companies pleaded that the documents for just one brand 
would amount to one million pages, so we limited it to a couple years for those documents. As I 
say, I would not like the committee to feel that these are particularly reprehensible companies; they 
are just typical. It gives us an idea of the strategising and thinking, as I say. There are three areas 
that I would pick up for you that emerged from the documents, all of which are controlled by our 
regulatory codes and, indeed, by your regulatory codes. You are not supposed to promote 
drunkenness, potency and excess, for example. You are not supposed to suggest that drinking 
makes you more sociable. You are not supposed to make appeals to masculinity or femininity. That 
just repeats what I have just said; that is verbatim from the codes, which are saying not to use these 
sorts of appeals.  
These are mood boards that have been created during qualitative research. Young women are 
meeting up together in focus groups, they have been supplied with the printed words, the 
handwritten words are their own and they have been supplied with some images of one sort or 
another, probably from a collection of magazines, and they have cut these out and stuck these on to 
express their feelings about what they do and where they go. It is very clear that there is an interest 
in “getting pissed” for example, which I think translates into Australian, does it? 
Mr I.C. BLAYNEY: Correct. 
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Professor Hastings: This is just another example of the same thing. So it is very clear that they 
have an interest in that area. The brand in question is called Lambrini, which you do not have here 
but I am sure you have the equivalent. A “wine wannabe” would be the best way to describe it; the 
makers know that people think it is a wine and in fact it is made of apples but they are quite happy 
for people to be confused about that. Its image and its brand are built on quick female gags based on 
sex and drunkenness and aligning itself with being naughty, rude, outrageous or badly behaved. 
That stuff in quotation marks is directly from their creative briefs. The thinking behind these is 
perhaps demonstrated by the fact that the agency in question went on to make a couple of TV ads—
one called “thong” and one called “tiptoe”. I should explain that thongs in the UK are not quite the 
same as thongs in Australia. Do I need to explain further?  
The CHAIRMAN: The G-string, do you mean? 
Professor Hastings: Yes. This is another brand sidekick, which is a shot. These little plastic 
receptacles that you can see on this slide are designed to hook onto the side of a beer glass. It just 
gives you an idea of the thinking about young people’s drinking. At 6.30pm, they get ready for a 
night out, get in the mood. At seven o’clock they start drinking at home to start the night off—
cheaper than around in the pub, reflecting the cost of the different markets in the UK. They neck a 
few shots between beers and wines. Even at seven o’clock before they have left the house, they 
have gone way over what any government would sensibly say was a limit for reducing harm from 
drinking. But that is before they have even gone out into town to a bar. At 11.30pm, they go off to a 
club, too full for pints, and turn to shots. This is clearly a product that is aimed at people who have 
already consumed excessive alcohol but can squeeze a little bit more in. The only way they could 
go further is by supplying a free round of them with each drink.  
This one is highlighting the idea of the nine o’clock switch—same point. This is for Smirnoff, a 
short; when people have had too much to drink, they cannot fit any more beer in, so they go for 
shorts. One of the MPs in our inquiry pointed out surely that nine o’clock switch is the point at 
which a responsible market would say, “This is where they should be switching to soft drinks, not 
more alcohol.” This slide really does not need any explanation at all. It sums it up. It is an irreverent 
but tragically accurate picture of what is happening with young people both here and back home.  
Sociability and success is not supposed to be linked to drinking. This is, again, the Lambrini brand. 
This slide is very packed, but you can see from some of the comments that have been made of other 
brand personalities that it is about spontaneity and it is about being glamorous, sassy, great 
company, the best way to make your night light, bubbly and full of flavour. It is accessible glamour.  
Carling is the biggest beer brand in the UK. This is a one-page insight document. To own 
sociability is to dominate the booze market. The three aspects of belonging—initiation, especially 
the moment an individual joins a group and finds a happy home in the pack—the moment of 
belonging; celebration, an expression of the sheer joy of belonging; and contagion, an expression of 
the magnetic power of the group, the power of belonging. Broadly speaking, each piece of 
communication will either celebrate “Join Us” by championing the benefits of togetherness or 
facilitate “Join Us” by providing and enhancing experiences where togetherness is the key. That is 
blatantly totally contrary to what the code said we should do. Carling celebrates, initiates and 
promotes the togetherness of the pack, their passions and their pint, because Carling understands 
that things are better together.  
Appealing to masculinity and femininity, this is the Wicked brand. There are clearly concerns here 
that it is seen as a bit feminine, a bit female, and they want to get more men interested in it. The 
importance of the advertising campaign is to communicate the maleness and personality—again, 
quite contrary to what we are supposed to be doing. These are the Carling commandments which 
have a number of fairly misogynous themes in them. The two that may be particularly interesting 
from the code’s point of view—“thou shalt never miss a round”. The code talks about not 
encouraging people to buy rounds. “Thou shalt never desert thy mates in drunken distress”. That 
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may be good advice but it is a terrible recognition that drunken distress is a fairly normal state to be 
in.  
This is an equivalent campaign aimed at women, a link-up between Lambrini and Pretty Polly, a 
hosiery manufacturer, looking for the best legs. These three areas I have touched on then are further 
influenced by two further issues that emerge from the documents—one is sponsorship, which, as in 
Australia, is not covered by the codes at all in the UK, and the other is new media. No formal 
regulation of sponsorship is a major gap, but what is clear in the codes—and this is true in Australia 
as well—is that consumption of alcohol should not be associated with sporting success or with 
culture. Yet, we have the Carling Cup. The premiership football teams compete in this football cup. 
It is very, very popular. In my own home city of Glasgow, both Glasgow Rangers and Glasgow 
Celtic are sponsored by the same beer brand. In one fell swoop they get two sections of the 
community that normally would tear each other’s throats out on side. Football and beer are perfect 
partners. Football is not the same without beer and beer is not the same without football. Together, 
let us change the word “beer” in the above sentence to “Carling”. More people are attending live 
music than ever—fact—which is great for Carling as beer and live music go hand in hand. Carling 
defines the purpose of its music sponsorship as “to build the image of the brand and recruit young 
male drinkers. Ultimately the band are the heroes at the venue and Carling should use them to 
piggyback and engage customers’ emotions.” “They”—that is, young men—“think about four 
things: we brew one and sponsor two of them.” That is a beautiful encapsulation of how young 
people become enmeshed in alcohol marketing. Similarly, this is a campaign aimed at women. In 
this case, a lovely example of at least we are getting around what are very weak codes. Does Coleen 
Rooney mean anything to anybody?  
Mr P.B. WATSON: That is Wayne Rooney’s wife. 
Professor Hastings: That is right; a WAG. She actually has her own TV show called Coleen’s Real 
Women. They wanted to use Coleen in one of their adverts but she was 24 at the time. They are not 
allowed to use people under the age of 25 in alcohol ads. Instead, they simply sponsored the show. 
This is an ad from the sponsorship of the show. If that is a regulation that is having any effect, it 
escapes me.  
With new media, I think I would just limit myself to say everything else needs to be doubled. 
HyperSpace is just as heavily populated with alcohol marketing as is RealSpace. As a parent, I find 
this truly alarming. There is absolutely no control in what is going on; absolutely none. It is a major, 
major gap.  
Let me just finish off then. I have shared a lot of information with you. It is clear that commercial 
marketing influences drinking behaviour. That is established beyond all reasonable doubt. In theory, 
so can social marketing, but the problem is that we are really fighting so much against the odds. It is 
always the case that social marketers have smaller resources than commercial marketers but at the 
moment social marketing is being overwhelmed by the commercial marketing of alcohol. We do 
not have their resources, we do not have their ubiquity, we do not have their staying power—
frankly, we do not have their bloody nerve to do some of these things! Yes, social marketing can 
help us fight the problems of alcohol and the health consequences of alcohol consumption. But we 
need to level the playing field. We need to do something to reduce the amount of alcohol marketing.  
Mr P.B. WATSON: You have all these children who say they have seen these TV ads, but have 
you also asked them about cars and everything else they see on TV? Because kids are sponges, and 
they watch TV? Did you ask them if seeing that on TV affected them or made them want to drink or 
not? 
Professor Hastings: We do ask them about that. I mentioned there are other variables we need to 
take into account before you start to say that seeing the adverts has an effect on behaviour. One of 
those other things you have to take into account is that they watch more telly. Some kids are 
exposed to far more advertising of every sort, so if you ask them about car advertising, it is likely to 
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inflate the numbers. We take that into account. These are not kids who are particularly exposed to 
media we are talking about—that is allowed for. It is a good point. Researchers have been doing 
this sort of stuff for many years so that is one of the potential weaknesses that are taken into 
account.  
Mr P.B. WATSON: How are they taken into account? 
Professor Hastings: By asking them about how much TV they watch and how many ads they pay 
attention — 
Mr P.B. WATSON: Did they ask them if this advertising makes them want to drink? 
Professor Hastings: No. We do not do that. That would be naive. Social scientists are struggling to 
work this stuff out. Asking a 13-year-old what causes them to drink, I think would be too — 
Mr P.B. WATSON: They have perfect role models at home, do they not, so they do not really have 
to — 
Professor Hastings: That is another thing you have to take into account of course. When we talk 
about the relationship between advertising and drinking, we take into account what the parents 
drink; whether their brothers and sisters drink or whether their friends drink. All those things 
influence. You end up with a very complex statistical model with all these different variables. 
Statisticians do clever things and strip out all the other variables so that you can just see, even 
allowing for all those, if there is still a relationship between advertising and drinking—and there is.  
The CHAIRMAN: You have had a week in WA before coming to this hearing. Do you have any 
reason to believe that things are different here in Australia? 
Professor Hastings: No, not at all. It seems remarkably similar. From what I can establish the 
amount of promotion going on is at very similar levels—something like 150 million what I would 
call “above the line” marketing, which is the inner disc of the initial diagram I showed you. That 
comes up to something like half a billion when you add in all the things like sponsorship and so on. 
If you look at population levels, that is about the same as the equivalent expenditure in the UK. The 
amount of stuff that is going on is very similar and the sorts of appeals that are being made, 
particularly the sponsorship side of things, which is a major problem. 
The CHAIRMAN: In relation to the sponsorship, what effect do you think this is having on 
children? 
Professor Hastings: I do not think there is any doubt that it is encouraging them to drink sooner 
and to drink more. That has been well established. 
Mr P.B. WATSON: Can you tell me how that has been established? 
Professor Hastings: Exactly the way I said—a series of studies have been done, not just ours. I 
drilled down and asked if it is brand new and it has just been published in fact. Dozens of studies 
have now been done which have looked at young people—essentially they all do the same thing. 
They look at young people’s involvement with alcohol marketing—I have used the word 
“involvement” to fold in awareness of it, liking for it, the extent to which they engage with it by 
wearing branded tops or baseball caps, or whatever. And then looking at how that correlates with 
drinking behaviour. If you do one survey and you conclude that marketing awareness and drinking 
are related, then it is difficult to say which is causing which. It may be the fact that they drink X 
which makes them pay attention to the advertising rather than the advertising making them drink. 
But in the study of ISM and Open—all do this—we followed them over time. You could then show 
that at 13, awareness of alcohol advertising predicts drinking at the age of 15. 
Mr P.B. WATSON: Do you follow people who do not drink? 
Professor Hastings: Yes, absolutely. It is a random sample of — 
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Mr P.B. WATSON: I am not having a crack at you, I am just trying to understand. Benson and 
Hedges had been doing the cricket for years in Australia—it never made me want to smoke. I am a 
sportsperson, I watch it all the time. Benson and Hedges was just another name; the same as the 
Carling League. I follow the soccer very closely but it does not make me want to drink Carling beer, 
even though you cannot get it in Australia. The Swan brewery used to promote sport but never 
made me want to drink. This is where I get a bit concerned. I think you have to take all the other 
pressures in, like peer pressure, parents and opportunity.    
[1.30 pm]  
Professor Hastings: All this is correct, and those are allowed for in the studies. With respect, you 
are not a 13-year-old, and you are not — 
Mr P.B. WATSON: But I was, funnily enough. You might not believe it, but I was. 
Professor Hastings: Again, with respect, I think it is very difficult for any of us to say “This is why 
I do what I do.” I do not think that is why we do not ask the question. 
Mr P.B. WATSON: I have seen my children come through, and they do not drink or take drugs. 
Professor Hastings: That is why we do not ask the questions, “Does advertising make you smoke?” 
or “Does advertising make you drink?” Indeed, back in the 1980s the tobacco industry was pilloried 
for doing exactly that. And, lo and behold, when children said that it is not the advertising that 
makes them smoke, they said “No problem!” You cannot do it like that. None of us is that good at 
describing and explaining our own behaviour. You have to look scientifically and objectively at 
what happens, and when you strip everything else out, if they are exposed to advertising, the more 
exposed to it the more familiar with it and the more engaged with it they are, the more likely they 
are to assume the problem. It is not just alcohol that has been established with. This was not an 
aberrant study against all of this. It is not; it is part of massive studies in alcohol, which in turn had 
a subset of studies on food and on tobacco. 
Mr P. ABETZ: I was going to start a different tack of questioning. In terms of trying to reduce the 
excessive consumption of alcohol, are you aware of any methods or approaches that have worked 
well in other jurisdictions—that is, regulating it more? What are some of the things that have 
worked, say, in Europe, that you are aware of that might be helpful for us? 
The CHAIRMAN: Adding on to that, maybe you could describe what you think about the French 
laws. And, as Peter said, how can you protect children from exposure? What is working well? 
Professor Hastings: It is a difficult and complex issue and it needs a complex and multifaceted 
solution, so I am not going to come up with a rabbit out of the hat and say, “Right, that’s it, I’ve 
solved your problems.” You need to do a number of things. Essentially, it takes us back to 
marketing and to promotion. Starting with the last one, the promotion, you have got to reduce the 
amount of promotion that is going on. At the moment, the regulations simply deal with the content. 
If you as a parent are watching the tellie on Saturday night, and an ad comes on for “Bloggins Beer” 
that says “Bloggins Beer makes you sexy,” you can ring up and say, “Hang on, Bloggins Beer is 
saying”. They will listen to your complaint and they might act. If you are a parent sitting there on 
Saturday night, 10 o’clock, and it is the sixth Bloggins Beer advert that has come on in the last hour 
and you have a problem with that because your kids are just being bombarded with this stuff, there 
is nowhere you can go. There is no regulation about the amount. You need to think very carefully 
about the amount of promotion that is going on. There is no question here. If you have established 
that promotion is having this effect on young people, then taking it away will stop the effect. 
Mr P.B. WATSON: So you want a total ban? 
Professor Hastings: Ideally, yes. I would go for a complete ban above the line and below the line 
on the promotion of alcohol. People are already drinking far more than we would like them to, so 
why are we encouraging them to continue doing it? 
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Mr P.B. WATSON: What about food, then? 
Professor Hastings: Food is a very different matter because it is not food, it is which sort of food. 
And, yes, I would have issues about that. If you look at what food is promoted to children, the vast 
majority of the dollars promoting food go into high-energy, energy-dense, sugary, fatty and savoury 
snacks—the usual suspects. That is an issue. We should be asking questions about it. I do not think 
it is our concern today, but we should be questioning it. Children have a right to grow — 
Mr P.B. WATSON: Where do you stop? 
Professor Hastings: I think I would put it the other way round. Rather than focusing on that side of 
the equation, think of the children for a minute. I think children have a right to grow up in an 
environment that helps them to make positive, healthy decisions. 
Mr P.B. WATSON: Where is your parent? 
Professor Hastings: The parents are a big part of that. If you talk to a mother who takes a child in a 
buggy around Coles, already at the age of three that child is already reaching for the coke bottle. We 
have to help parents. We cannot just say, “It’s your problem.” To come back to alcohol, exactly the 
same applies. I am a parent. I think of my kids being bombarded with all this stuff encouraging 
them to drink, and I try to say to them sensible parental things like, “You shouldn’t drink too 
much.” I know I am a bit of a voice in the wilderness when they go out on Saturday night. They are 
crowded in by the stuff.  
The CHAIRMAN: I was not quite sure what you meant when you said stop it “above the line and 
below the line”, and also you have said that the UK codes are working. We also have voluntary 
codes. What advice would you give on what needs to be done to the codes? 
Professor Hastings: There are two responses: first of all, you can say that this is just so difficult to 
do anything nuanced with; or you get rid of it. And by “above the line and below the line” I am 
simply drawing a distinction between television and mass media advertising and sponsorship, which 
should be referred to as below the line. 
The CHAIRMAN: So get rid of both. 
Professor Hastings: If that is too hard or too big a step, the intermediate step is recognising first 
and foremost that you are only going to make progress in this area if you reduce the quantity of 
advertising promotion that is going on. At the moment, all we do is mess around with deckchairs. 
Indeed, we do not even count the deckchairs, we just legislate that there can only be red deckchairs 
and blue deckchairs, not black deckchairs. There has to be some recognition that you reduce the 
quantity of promotion that is going on to reduce the pressure for people to move in this direction 
and to be less inclined to move in that direction. For me, the Alice in Wonderland example here is 
sport sponsorship and music sponsorship. Given that we have codes that we cannot associate 
drinking with sporting success, how can we justify a beer sponsoring Rangers and Celtic football 
clubs? Given that you are not supposed to exploiting this culture, how could you have “T in the 
Park” a big, big music festival for young people, primarily, in Scotland that is sponsored by 
Tennent’s beer? How can you do it? And when you ask that question—it was asked in a 
parliamentary inquiry in the UK—there was just silence. There is no response to that, other than it 
is hard because lots of money is being poured into sport and sport is saying, “Help, you can’t take 
this away from us!” But I would remind you that we have been here before. In the 1980s exactly the 
same was said about tobacco. The sky did not fall in when tobacco sponsorship was removed; other 
people moved in and sponsored in their place. 
Mr I.C. BLAYNEY: You were talking about web-based advertising. What sort of advertising do 
they do on the web? 
Professor Hastings: A whole raft of different sorts of advertising from viral campaigns where nice 
little film clips are released that young people pick up. 
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Mr P.B. WATSON: Pop-ups? 
Professor Hastings: Pop-ups, yes. One of the areas that is particularly challenging is the so-called 
user-generated content, which is the idea that the public starts putting together things and uploading 
it. A classic example is the Lambrini brand. Lambrini ran a TV campaign for many years. 
Eventually this was stopped. It was decided that it was not acceptable, but it ran for eight years 
before the regulators decided that it was not acceptable. It was based on the song that was popular a 
few years ago, and it was Do the Lambrini. Doing the Lambrini involved doing a dance—a sort of 
disco dance called the Lambrini. It was kind of an echo of Do the Locomotion, if you remember. 
They had a campaign there that encouraged young people to do the dance themselves, film it and 
upload it. The website for Lambrini was littered with—I have got images, if you are interested—
these uploaded videos of kids who were patently not 18. Many of them, I think, would have 
struggled to make 13. The power of new media is that, on the one hand, it is a challenge and you 
have got to get people engaged and interested; but, once you have them engaged and interested, 
they become your sales voice. 
The CHAIRMAN: Minimum pricing has been brought up as a problem here in that we have some 
liquor outlets selling cleanskins for $1 and $2. I believe that minimum pricing has been an issue in 
the UK. I wonder if you could not only talk about minimum pricing but also explain what is in the 
French legislation—again looking at advertising—that is not in the UK legislation that may, in fact, 
help us. 
Professor Hastings: Minimum pricing, first of all: you are quite right it is a big and very current 
issue in the UK. There is a lot of debate about it, not least because Scotland and England have been 
slightly at variance on this. The National Party government in Scotland has been a very enthusiastic 
proponent of minimum pricing. There is a very good evidence base to suggest this would reduce 
consumption. Interestingly, as well, from an industry perspective one of the other major proponents 
of minimum pricing in Scotland is the Scottish Licensed Trade Association—the pubs—because 
they see this as something that will help their members, not hinder them. In the UK—much as you 
were saying in Australia—another problem in pricing is that supermarkets are selling booze at 
incredibly cheap rates. You can buy beer in a supermarket for a third or a quarter of the price that 
you pay in a pub for it. The incentive there is to go and buy slabs of beer and drink them at home. 
Remember that slide of starting off necking a few at home because it is much cheaper than doing it 
in a pub. 
The CHAIRMAN: Cheaper or below cost? 
Professor Hastings: In the UK, all the major supermarket chains have now admitted that they have 
sold below cost. That is a major problem, not least because the way it can work is that they still 
make money out of it, even though they are selling it below cost because when they sell it below 
cost it becomes a promotion and not a sale and therefore they can claim back the VAT—the value 
added tax. 
Mr I.C. BLAYNEY: They do not pay any VAT on that? 
[1.40 pm] 
Professor Hastings: If it is a promotion, they are not selling it. I am not a lawyer but apparently 
that is how the world works. Minimum pricing is an obvious step that would not only help public 
health but also actually help more responsible elements of the drinks industry. It has a lot to 
recommend it.  
I turn to the “loi evin”, which is an interesting French law. In the 1950s and 1960s, the French had a 
real problem with alcohol. A lot of wine, in particular, was being drunk, not quite the patterns that 
we are seeing now of bingeing and getting drunk, just drinking all the time. They would have it with 
their lunch, dinner and tea. As a consequence, it caused real issues of cirrhosis. It is a really 
interesting law. They set about doing something about that, kind of recognising that you cannot do 
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it overnight. You are talking about cultural change. They put a series of measures in place, one of 
which was the so-called “loi evin”. Evin was a politician who sponsored this law. Essentially, it 
said, “You can advertise drink but we’re not going to tell you what you can’t do; we’re simply 
going to tell you what you can do. You advertise drink and you can tell the consumer factual things 
about that drink, nothing more, none of this imagery, none of this clever association, none of that. 
Simply, it is the beer, it is made with hops and it tastes nice. That’s as far as you can go.” Certainly, 
sponsorship is immediately out the window. If Glasgow Celtic play in Paris, they have to cover up 
their shirts because they will not accept it. The difficulty with “loi evin” has never been evaluated in 
the way I was explaining our research has been done but it is clear that those rates of consumption 
that were so high in the 1950s and 1960s have gradually come down in subsequent decades.  
The CHAIRMAN: Was that introduced in the 1960s?  
Professor Hastings: No, the “loi evin” ban came in in 1991, the early 1990s. Their concerns were 
starting to emerge in the 1970s and early 1980s. There was a head of steam to do something about 
it. It is a good model because they did not sit around saying, “I’m not sure what works. I don’t 
know whether we need to prove whether this works.” They just said, “We’ve got to do something.” 
The Swiss had a similar problem with HIV in the 1980s. Believe it or not, it is a little 
counterintuitive. Switzerland was the European capital of HIV. It had real, real problems. It called 
together the greats and said, “We’ve just got to do something about this.” Nobody really knew what 
to do but they just got going and started campaigns, started making sure condoms were readily 
available, doing a whole series of things and monitoring as they went. Lo and behold, the rates 
came down. This is not a game in which we can say we are going to design our smart intervention 
that will start on Tuesday and finish on Friday and that is us sorted. It is much more about 
recognising that we have veered off course here. I think the rot set in when alcopops emerged on the 
market. Nobody had the guts to stand up and say that selling kiddie drinks with alcohol in them is 
bad; stop it. We did not. We let that run and all the other stuff has come alongside that. Now we 
have to reverse that. It will take as long to reverse as it took to get it going in the first place. We 
need to make a start.  
Mr P. ABETZ: What is your view on the drinking age—the age at which you are allowed to drink 
and go to a pub? There seems to be some evidence in the United States that those states that have 
bumped it back up to 21 years of age have made huge reductions in their road toll and so on. What 
is your knowledge of that and what is your experience?  
Professor Hastings: I kind of repeat what I said at the outset. You need to do a whole raft of things 
to change things around. It is culture change and therefore lots of different things are necessary. 
That would be a coherent part of a multi-cluster strategy. We need to look seriously at what age 
people can get hold of drink and how easily they can get hold of drink. I think it makes sense. To do 
it on its own, I do not think it will make much difference. In combination with these other measures, 
it would be sensible.  
The CHAIRMAN: When you say “easily”, would you like to expand on that in terms of the effect 
that output density has?  
Professor Hastings: I would. It is quite an interesting one in UK policy terms and it might interest 
the committee. Scotland and England have gone in slightly different directions on this as well. They 
have both introduced new licensing acts in the past few years. The English one simply talked about 
the commercial side of the industry. The Scottish one deliberately had a public health clause in the 
licensing act. You could appeal against a licence on the grounds of public health, not just 
economics. That is a really enlightened move. We should be thinking about those sorts of things. 
Outlet density is a real problem. Richer cities are now chock-a-block with what they call vertical 
drinking establishments. They do not have seats in them; people just go in and they drink. It is all 
about turnover. It touches on another issue that we have not really talked about. In the UK there are 
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some unfortunate economic drivers of the industry that often provide incentives for publicans and 
outlets to sell quantity rather than quality.  
Mr P.B. WATSON: If the drinking adverts work well through publicity and on TV, why do the 
anti-drinking ones not work?  
Professor Hastings: Because we are spitting into the wind. There is just too much pushing it in the 
other direction. I am not sure I am fully anti-drink. The budget for healthy drinking is way, way 
below that. As I explained, a vast array of different mechanisms are being used. Public health is 
really struggling to get to grips with user-generated content. That does not play well with the doctor 
who is used to telling people what to do. They are health experts.  
Mr P.B. WATSON: I still think we should be educating the kids in the schools.  
Professor Hastings: I absolutely agree. You would be crazy not to do that. But we must also 
recognise that just doing that is worse than useless because then you just fall for the oldest trap in 
the world with kids of “do as I say, not as I do”. It is fatal.  
Mr I.C. BLAYNEY: I never used to think much of the UK as having a big drinking culture. Maybe 
I was wrong. In the past few years they have started to admit that they have a real problem. Have 
the rates of consumption increased a lot? Do you have any idea of the comparative rates in the UK 
versus Australia and the increases over that time?  
Professor Hastings: Not Australia. I do have within Europe. Yes, the UK rates have been going 
through the roof. European rates have gone much more steadily, if anything, in the other direction. 
Italy, for example, is reducing its consumption dramatically.  
Mr I.C. BLAYNEY: Germany is going up, is it not?  
Professor Hastings: They vary slightly. The UK is going up a lot faster than anywhere else.  
Mr I.C. BLAYNEY: Is it just the advertising thing or are other things driving that?  
Professor Hastings: There are a range of things. I have tried to emphasise that numerous times. 
This is not a one-club game. You have to do lots of things. In many ways the advertising is the tip 
of the iceberg of what is going on. It is a very visible tip.  
Mr I.C. BLAYNEY: What are some of the other drivers?  
Professor Hastings: All the marketing I talked about, so the availability. It is much more available 
than it used to be. It is much cheaper than it used to be. I will correct that. It is not cheaper; it is 
affordable. There is a difference. Basically, people can buy booze for far less of their disposable 
income than they could 30 years ago. Also the products themselves—alcopops, shooters, shots and 
things like lemon meringue – flavoured drinks and chocolate vodka.  
Mr P.B. WATSON: Lemon meringue? I will be in that! 
Professor Hastings: Thirty years ago, if you put down what is on the market now in front of any 
intelligent citizen, they would have said, “Don’t be silly. Nobody would be stupid enough to drink 
that.”  
Mr P.B. WATSON: I have never had a lemon meringue hangover. It would taste nice, if nothing 
else.  
Professor Hastings: There are a raft of things. If there is a country that is worse than the UK in 
drinking terms in Europe, it is Ireland. Ireland has a phenomenal rate of consumption. I was in a 
debate on Irish radio, which included a psychiatrist working in Dublin who has a lot of patients with 
alcohol problems. Somebody made that point—that the Irish drink. He said, “The Irish do drink but 
I just wish the industry would stop throwing fuel on the fire.” I think that is the point. There is a 
culture of drinking in the UK. Northern Europe does have that.  
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Mr P.B. WATSON: They go out to the pub and drink more. They go down to the pub, play darts 
and have a drink. That has been there for 100 years. Are you saying it is much worse now? 
Professor Hastings: It is changing. Pubs are struggling. Paradoxically, amidst this wash of drink, 
pubs in the UK are struggling.  
Mr P.B. WATSON: Taking smoking out of the pubs would affect that.  
Professor Hastings: There is no evidence for that at all. It is an often-repeated canard. There are 
certain vested interests who are wont to repeat that. It is misleading. There is no evidence at all for 
that. If anything, it is the reverse.  
Mr P.B. WATSON: My son works over there and he reckons less and less people are coming into 
the pubs now because they say they cannot smoke.  
Professor Hastings: It is very interesting how perceptions impact on this. We did a study of exactly 
that after the pubs went smoke free. My colleague was talking to publicans. That was his part of the 
research. He went around and chatted to them rather than measuring them. This particular publican 
said to him, “This smoking ban has ruined my business.” He was so angry about it, he took his 
books, his figures, and he threw them at Douglas and said, “See for yourself.” Douglas, being a 
quick-witted soul, jotted down the figures. He did not have time to study them. He went home and 
looked at them and found that his takings had gone up. He was so convinced that they had gone 
down because he had been fixated on the thought that this would be a problem because the tobacco 
industry ran a massive campaign to convince them that it would be a problem. There is another 
phenomenon that creates that impression. Whereas his bar was packed before, quite a lot of his 
punters are outside smoking. They are still buying a drink. I have a colleague who has a little 
business of his own auditing pubs. He checks the books for the small independent pubs. He had 10 
clients on his books at that time. One of them, his takings had gone down, and with the other nine, 
they went up. The one that went down was in Gallowgate in Glasgow, a very poor, working-class 
area of the city, one of the old places where old men went in and sat with a half pint and a half of 
whiskey all day long, nursing it.  
Mr P.B. WATSON: Responsible drinking. Responsible Scottish drinking.  
Professor Hastings: Well, no, because half and half would be your limit.  
The CHAIRMAN: Professor Hastings, unfortunately, I have to draw this to an end because we 
start back in the chamber at two o’clock. It has been wonderful hearing from you and hearing about 
the work that has been done by the House of Commons with your support. We will accept your 
PowerPoint presentation as a supplementary submission to the committee. We will probably follow 
up further with you. We need to see whether we have the powers that the English Parliament has. 
We have just come back from a trip in the Kimberley where we were told that the till turnover in 
some hotels is $25 000 an hour. We have a big problem in the Kimberley. It is like a Third World 
country. We have problems with Aboriginal and non-Aboriginal drinking. We need to find out more 
about what powers we might have as a committee to be able to address those issues. 
We would like to thank you for your evidence before the committee today. A transcript of this 
hearing will be forwarded to you for correction of minor errors. Any such corrections must be made 
and the transcript returned within 10 days from the date of the letter attached to the transcript. If the 
transcript is not returned within this period, it will be deemed to be correct. New material cannot be 
added via these corrections and the sense of your evidence cannot be altered. Should you, however, 
wish to provide additional information or elaborate on particular points, please include a 
supplementary submission for the committee’s consideration when you return your corrected 
transcript of evidence. Thank you.  

Hearing concluded at 1.56 pm 


