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To the Committee Secretary, 

 
Re: Privacy and Other Legislation Amendment Bill 2024 [Provisions] 
 
The Alcohol and Drug Foundation (ADF) welcomes the opportunity to contribute to the inquiry into the 
Privacy and Other Legislation Amendment Bill 2024. The ADF delivers evidence-based approaches to 
minimise alcohol and other drug harm. We recognise the power of strong communities and the 
important role they play in preventing problems occurring in the first place. A community-centric 
approach is at the heart of everything we do.  
 
Alcohol takes a significant toll on our communities, causing violence, injuries, and deaths. In 2018, 
alcohol was responsible for 4.5% of the total burden of disease and 15% of the overall burden of injury.1 
Alcohol use is linked to over 200 disease and injury conditions and causes at least seven types of 
cancer.2 The expansion of digital technologies, particularly social media platforms, has given the alcohol 
industry the opportunity to market products in highly targeted, time-relevant, and interactive ways, 
which has only amplified the negative impact of alcohol use in Australia. Algorithms developed by 
digital platforms allow the industry to target people who drink at higher levels as well as new consumers 
in a range of markets and demographics, including children and young people.3-5 While digital alcohol 
marketing poses regulatory challenges that may be difficult to address, it is a significant source of 
concern, with Australian research suggesting that young people are encountering alcohol 
advertisements on social media as often as every three minutes.6  
 
Amendments to the current Privacy Act 1988 are essential to modernise Australia’s privacy laws in 
response to emerging risks. The ADF is supportive of several of the proposed amendments in the Bill, 
including the requirement for a Children’s Online Privacy Code to address the misuse of children’s data. 
We urge the Australian Government to commit to the implementation of the second tranche of reforms 
to the Privacy Act from the Government Response to the Privacy Act Review Report to limit delays to 
implementation following the federal election. 
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Furthermore, we urge the Australian Government to consider expanding these reforms to also include a 
regulatory framework with a legislative basis that effectively protects the community from exposure to 
alcohol marketing, including on online platforms. This framework must include specific provisions which: 

• Prohibit the collection, use and disclosure of personal information for commercial marketing 
purposes unless a person has provided active, informed, voluntary and non-incentivised opt-in 
consent.  

• Prohibit the tracking, profiling, monitoring, or targeting of children for commercial purposes, 
particularly for use by companies selling harmful products. This should be done as part of the 
proposed Children’s Online Privacy Code, provisions for which are introduced in the Bill. 

• Establish mandatory compliance as well as effective administration, surveillance, and 
deterrence systems for infringements. 

 
Alcohol advertising is a key evidence-based factor in driving alcohol harms. Exposure to alcohol 
marketing has a causal effect on the trajectory of harm, particularly for young people.3, 7-9 There is clear 
evidence that alcohol advertising and marketing promotes positive thoughts and expectancies towards 
this harmful product, earlier initiation into drinking and higher levels of alcohol consumption.10-12  
 
The lack of transparency and visibility in digital marketing, particularly through social media, makes it 
difficult to gauge the full extent of its negative impact. There is no public accountability for how 
individuals’ data is used, or how it may be being used to target specific consumers, including children. 
Advertisements are ephemeral and may only be seen by those being targeted meaning that 
enforcement of existing regulation is made incredibly difficult if not impossible.13 Leaked information from 
social media corporations has shown that children have been profiled and tagged as ‘interested’ in 
harmful products including gambling and alcohol.14, 15  
 
These targeted advertisements are of significant concern as research has shown that young people's 
exposure to alcohol marketing online is linked to increased alcohol use, and that the constant flow of 
pro-alcohol messages is challenging for those trying to reduce or stop their use of unhealthy products.3,4 
A recent survey found that over 90% of participants were concerned about online marketing for 
products they are trying to reduce, and 83% felt that seeing marketing for these products makes it 
harder for them to reduce their use or consumption.5  
 
The existing regulatory system for alcohol advertising, the Alcohol Beverages Alcohol Code (ABAC), has 
proven to be ineffective in protecting the community from the negative impact of alcohol marketing. It 
was created by the alcohol industry and relies largely on voluntary, industry-managed codes and 
practices despite research showing that such an approaches is ineffective and lacks transparency.16 
When complaints are made, they are often dismissed and in rare cases where alcohol companies are 
found to have breached the code, there are no meaningful consequences.  
 
  

Cl I) I- I Alcohol 
• and Drug 

Foundation 

Privacy and Other Legislation Amendment Bill 2024 [Provisions]
Submission 8



 
 
 
 

 
 
 

adf.org.au  ABN 66 057 731 192 
 

 
PG.3 

The ADF thanks the Committee for the opportunity to contribute to this important inquiry. Please do not 
hesitate to contact us about any aspect of this letter. 
 
Sincerely, 

Dr Erin Lalor 
CEO 
- 
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