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Alcohol Action Ireland (AAI) was established in 2003 and is the national
independent advocate for reducing alcohol harm. We campaign for the burden of
alcohol harm to be lifted from the individual, community and State, and have a
strong track record in campaigning, advocacy, research and information
provision. Our work involves providing information on alcohol-related issues,
creating awareness of alcohol-related harm and offering policy solutions with the
potential to reduce that harm, with a particular emphasis on the implementation
of the Public Health (Alcohol) Act 2018. Our overarching goal is to achieve a
reduction in consumption of alcohol and the consequent health and social harms
which alcohol causes in society. 

 
Alcohol Action Ireland 

Coleraine House
Coleraine Street

Dublin, D07 E8XF
Tel +353 1 878 0610 : admin@alcoholactionireland.ie: alcoholireland.ie

Alcohol Action Ireland CEO: Dr Sheila Gilheany; Directors: Catherine Brogan, Pat Cahill, Paddy Creedon, Michael
Foy, Prof Jo-Hannah Ivers, Marie-Claire McAleer, Prof Frank Murray (Chair); Dr Colin O’Driscoll, Dr Mary
O’Mahony, Dr Bobby Smyth.
 
Patron Prof. Geoffrey Shannon 
 
Alcohol Action Ireland is a registered Irish Charity. Registered Charity Number: 20052713 Company No: 378738.
CHY: 15342. 

 

tel:+35318780610


2
1.0 Introduction 
Alcohol is one of the most heavily marketed products in our retail environment with the
annual spend on alcohol marketing conservatively estimated at €115m in Ireland alone.  
Young people are an important market for the alcohol industry.  
Comprehensive research now clearly tells us that alcohol marketing increases the
likelihood that adolescents will start to use alcohol, and to drink more if they are already
using alcohol. 

Given that we know alcohol is no ordinary commodity but one that has been identified
as one of the four industries (tobacco, unhealthy food, fossil fuel, and alcohol)
responsible for at least a third of global deaths per year, we must protect children from
it and its predatory marketing practices. The Joint Committee on Tourism, Culture, Arts,
Sport and Media in its report on pre-legislative scrutiny of the general scheme of the
Online Safety and Media Regulation Bill 2022, recommended a ban on advertising to
children online, including, at the very minimum, advertising of junk foods, alcohol, foods
high in fat, salt or sugar, and gambling. 

It is clear from all of the available evidence that we cannot continue to allow big
business to commodify childhood by allowing young people to fall under the influence
of advertisers selling products detrimental to their health and well-being- or what
global children’s rights experts call exploitive marketing of unhealthy commodities and
“an important threat to children’s health and futures”. 

 

https://pubmed.ncbi.nlm.nih.gov/19144976/
https://www.thelancet.com/journals/lancet/article/PIIS0140-6736(23)00011-9/fulltext
https://data.oireachtas.ie/ie/oireachtas/committee/dail/33/joint_committee_on_tourism_culture_arts_sport_and_media/reports/2021/2021-11-02_report-of-the-joint-committee-on-the-pre-legislative-scrutiny-of-the-general-scheme-of-the-online-safety-and-media-regulation-bill_en.pdf
https://www.unicef.org/mexico/media/2916/file/Child%20health.pdf


32.0 Protection from predatory commercial practices
Digital advertising is far more harmful for children than any other form. Estimates
suggest that by the time a child turns 13, advertisers already hold over 72 million data
points about him/her, and the surveillance advertising industry for children is worth in
excess of $1 billion.  A recent World Health Organization report, noted that: ”Alcohol
marketing is adapting to new realities faster than current legal regulations across the
region, with industry using opportunities offered by digital platforms to sell their
products in a largely unregulated market”. It also contained a stark warning on “the
targeting of consumers including children and adolescents to promote drinking.” 

International experts on children’s health and rights have also warned that “large
companies incorporate the science of the life course approach into their marketing, to
achieve the adherence and fidelity of children to capture future consumption”. 
Advertising restrictions have been assessed as highly cost-effective because they can
influence the initiation of alcohol use and risk behaviour at the population level. 
Currently, Irish law- the Public Health Alcohol Act (section 14) prohibits the advertising
of alcohol in certain public spaces with the aim of reducing the amount of advertising
children see, but does not specify similar restrictions in the online environment. 
By allowing this gap to remain, in essence we are saying that in the real world children
must be 200 metres from alcohol ads, but in the digital world, they have it in the palm
of their hand 24/7. This is an irrational position. Furthermore, any gain made may have
been undermined by the proliferation of the marketing of zero alcohol drinks, using the
same branding as the master brand. This brand sharing is a real threat to the spirit and
intention of the PHAA and AAI has been advocating to ensure advertising alcohol
brands in areas protected by PHAA does not continue.  

Alcohol brands are steadily spending more of their advertising budgets on digital
marketing, likely because there’s a younger audience and very little in the way of
regulation. This makes keeping pace with the ever-evolving digital marketplace
capturing the influence of our children even more urgent.  Currently there is a
Children’s Commercial Communications Code which was devised by the Broadcasting
Authority of Ireland. It is of note that the Statutory Report of the effect of this Code
found that Diageo was the number four broadcast advertiser to children in Ireland. This
is clearly highly unsatisfactory and illustrates that despite protestations from alcohol
producers that they do not target children for their advertising, none the less children
are seeing and absorbing their marketing. 
It is essential that any new codes which are developed by Coimisiún na Meán must
ensure that children are not targeted by alcohol advertisers either in online or
traditional broadcast marketing. 

 

https://www.wionews.com/science/facebook-still-harvesting-teen-data-to-fuel-ads-warns-research-429863
https://www.drugsandalcohol.ie/32341/
https://www.unicef.org/mexico/media/2916/file/Child%20health.pdf
https://www.who.int/publications/i/item/9789240045002
https://alcoholireland.ie/wp-content/uploads/filebase/reports/alcohol_marketing/Zero-alcohol-policy-briefing-1.pdf
https://www.tandfonline.com/doi/full/10.1080/10826084.2018.1482345
https://www.bai.ie/en/download/130364/
https://www.bai.ie/en/download/135734/


4

AAI recommends that the commission develops Codes that protect children
and the general public from harmful commercial practices of the alcohol
industry - including advertising to children (in spaces they inhabit), sponsorship
and product placement.  
The onus should be on alcohol producers and advertisers to provide evidence
that their advertisements are not reaching children. 
There should be an easily accessed facility which allows individuals to set
controls so that they do not see alcohol advertisements if that is their choice. 
Alcohol brands (including zero alcohol products) should not be allowed to
sponsor programmes that are before 9pm and might be seen by children. 
Alcohol brands should not be allowed to use sponsored content campaigns to
reach young people across digital platforms and mediums, allowing them to
normalise the visibility of a harmful product and drive consumption of alcohol. 
The United Nations Committee on the Rights of the Child (UNCRC), new General
Comment pertaining to the rights of the child in relation to the digital
environment states that “States parties should prohibit by law the profiling or
targeting of children of any age for commercial purposes on the basis of a
digital record of their actual or inferred characteristics, including group or
collective data, targeting by association or affinity”. Alcohol brands must be
prohibited from collecting data on young people and must provide evidence
that they are not tracking and profiling young people. 

The main priority and objective of the first binding Online Safety Code should be
the protection of children and young people online. The UN Committee on the
Rights of the Child are clear that ‘the rights of every child must be respected,
protected and fulfilled in the digital environment.’ Further they recommend that ‘in
all actions regarding the provision, regulation, design, management and use of the
digital environment, the best interests of every child is a primary consideration. It
follows then that the wellbeing of children must be given primacy over the
commercial interests of the alcohol industry. 

1.

2.

3.

4.

5.
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3.0 recommendations

 

https://www.ohchr.org/en/documents/general-comments-and-recommendations/general-comment-no-25-2021-childrens-rights-relation
https://www.ohchr.org/en/documents/general-comments-and-recommendations/general-comment-no-25-2021-childrens-rights-relation#:~:text=In%20this%20general%20comment%2C%20the,the%20Optional%20Protocols%20thereto%20in
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7. AAI welcomes the establishment of a Youth Advisory Committee to advise the
Commission on its online safety work and in conducting research on online harms.
The World Health Organisation in a 2021 report on digital marketing of alcohol have
called for research to include children and young people’s exposure to and
engagement with digital marketing of alcohol. The impact of alcohol on children’s
lives has emerged as a consistent theme throughout consultations with them through
the structure of the Comhairle na nÓg over the years. Additionally, the 2016, Children
Seen and Heard report, younger children (8–12 years) mentioned alcohol abuse in the
top four categories of things they disliked about Ireland. AAI’s believes that by
consulting with young people, we can better understand what needs to be achieved
to fulfil children’s rights obligations and protect children from alcohol harm and the
predatory commercial practices of the alcohol industry. 

https://apps.who.int/iris/handle/10665/350186
https://hubnanog.ie/participant/children-seen-and-heard-1916-2016-report-of-consultations-with-children-and-young-people-on-their-vision-of-ireland-and-on-remembering-the-children-who-died-in-1916/



