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Pay TV OCC TV Foreshadowed changes 

GENERAL 
 

  

Overview of regulation  • Regulatory Bodies 
Besides the Australian Communications and Media 
Authority (ACMA), Australia has several other 
regulatory bodies that act in synergy with each other. 
The Australian Subscription Television and Radio 
Association (ASTRA) Codes of Practice for Subscription 
Broadcast Television require that advertisements 
comply with any relevant Australian Association of 
National Advertisers’ (AANA) Codes and complaints 
referred to the Advertising Standards Bureau (ASB) 
where appropriate. 

• General Principles 
The codes are designed to recognize the fundamental 
differences between the mass appeal and target of FTA 
TV and the niche nature of subscription/pay TV. A 
higher level of self-regulation is allowed for pay TV 
because the audience is narrower and viewers have 
opted in to receive the programming in the first place. 

• Specific prohibitions (such as tobacco 
advertising and advertising of certain 
interactive gambling services) apply to online 
platforms. 

• There are a number of self-regulatory codes 
and guidelines that apply to online platforms.  
Certain online content providers (both foreign 
and domestic) are members of the bodies 
administering the various codes and there 
tends to be compliance by the major local 
content platforms. 

 

Regulatory Bodies • The ACMA administers broadcasting codes of practice, 
standards and licence conditions.  

• The ASTRA administers the Subscription Broadcast 
Television Code. 

• The AANA is primarily responsible for the self-
regulatory advertising regime, providing codes and 
handling complaints through its Advertising Standards 
Bureau. 

• The AANA self-regulatory codes are also 
relevant to online advertising, and major local 
online content platforms tend to comply with 
those codes. 

 

Advertising per hour •  No restrictions. • No restrictions.  

Revenue Restrictions • 50% of pay TV operators' total revenue. • No restrictions.  

Product Placement •  No restrictions. • No restrictions.  

Foreign Commercials •  No restrictions. • No restrictions.  

Govt Levy •  No restrictions. • No restrictions.  

PSAs • No restrictions. • No restrictions.  

PRODUCT SPECIFIC     
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Alcohol • The Alcohol Beverages Advertising Code (ABAC) 
requires a responsible approach that does not 
encourage excessive or rapid consumption, abuse of 
alcohol or underage drinking. Ads must not show or 
encourage irresponsible or offensive behaviour 
associated with alcohol. Ads cannot challenge or dare 
people to consume alcohol. Ads cannot promote 
specific beverages by reference to its alcoholic strength 
or its intoxicating effect. Ads must not be appealing to 
children, and broadly are restricted from depicting an 
adult who is under 25. Ads cannot suggest that alcohol 
contributes to a change in mood or environment, or 
contributes to achievements of personal, business, 
social, sporting, sexual or other success, or otherwise 
offers any therapeutic benefit or is a necessary aid to 
relaxation. Ads cannot show any person consuming 
alcohol before or during any activity that requires a 
high degree of alertness or coordination, such as 
driving, sailing, using machinery or swimming. More 
detailed conditions are stated in the ABAC. 

• Pay TV providers are also required to take into account 
the intended audience when scheduling alcohol 
advertisements.   

• Alcohol ads may only be placed where the audience is 
reasonably expected to comprise at least 75% adults. 

 

• The ABAC Code also applies to online 
advertising.  (Almost all alcohol companies 
operating in Australia are signatories to the 
Code, and there have been several 
adjudications under the Code in respect of 
online alcohol advertising.)   

• There are restrictions on the scheduling of 
alcohol advertising to reduce children’s 
exposure. If a media platform has age 
restriction controls available, the marketer 
must use those age restriction controls to 
exclude minors from the audience. 

• Alcohol ads must not be placed with programs 
or content primarily aimed at minors. 

 

 

Pharmaceutical • Ad content for over-the-counter and complementary 
medicine must adhere to the Therapeutic Goods 
Advertising Code (No. 2) 2018 and its copy must be 
approved by the Australian Self-Medication Industry 
(ASMI). 

• Advertising (including advertising of prescription 
medicines) otherwise prohibited. 

As for pay TV, but approval of copy not required.  

Gambling • Pay TV providers required to take into account the 
intended audience when scheduling such 
advertisements. (Any gambling ad on a pay TV channel 

• Online advertising of certain interactive 
gambling services is prohibited if the website 
containing advertising is accessible by end 
users in Australia and the majority of people 

 

http://www.abac.org.au/wp-content/uploads/2019/06/ABAC-Responsible-Alcohol-Marketing-Code-21-June-2019.pdf
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dedicated to children's programming is very likely to 
run afoul of the regulations.) 

• Promotion of betting odds during a live broadcast of a 
sporting event is restricted. (The restrictions are 
prescriptive.) 

• During a live sporting event, broadcasters must ensure 
that anyone who represents a gambling organisation is 
clearly identified, not part of the commentary team, 
and not at the venue.  

• Advertising of certain interactive gambling services 
prohibited. An AANA Code of Practice regulating the 
content of gambling advertising has come into force. It 
relates to socially responsible gambling advertising, but 
does not place any new restrictions on placement or 
scheduling.  

accessing the website are physically present in 
Australia. 

• Most providers that stream live sports content 
must abide by the Online Content Service 
Provider Rules 2018, which differ slightly from 
the rules applicable to TV broadcasters. 

• Providers must not promote any gambling 
content that is socially irresponsible, e.g. 
targeting children, exaggerating the likelihood 
of a gambler's success, or connecting gambling 
with alcohol.  

• An AANA Code of Practice relates to socially 
responsible gambling advertising, but does not 
place any new restrictions on placement or 
scheduling. 

• For the OCC provider that is streaming a 
sporting event outside Australia, that provider 
must follow the Australian rules if it targets 
people who are in Australia or any of the 
content is likely to appeal to the public in 
Australia.  

• Certain regulations depend on the timing of the 
advertisement. The applicable time zone is that 
of the person using the streaming service in 
Australia (as opposed to the time the live sports 
event is taking place). Accordingly streaming 
service providers must consider the time zone 
of all potential viewers across Australia. 

• If an online service streams identical content at 
the same time as a live broadcast (i.e. 
simulcasts) the broadcast rules must be 
followed. 

 

Claims • Misleading claims prohibited. • Misleading claims prohibited.  

Food & Beverages • Numerous self-regulatory codes address food and 
beverage advertising to adults and children in Australia, 

• As for pay TV.  
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including the AANA Food and Beverages Advertising 
and Marketing Communications Code. 

• Must not undermine the importance of healthy or 
active lifestyles nor the promotion of healthy balanced 
diets, or encourage excess consumption. 

• Claims cannot be misleading and must be able to be 
substantiated; in particular, any health or nutrition 
claims must be supported by scientific evidence 
meeting the requirements of the Australian and New 
Zealand Food Standards Code. 

Personal hygiene/ Sanitary 
(including Condoms) 

• Under the Therapeutic Goods Advertising Code (No. 2) 
2018, condom and tampon advertisements must not be 
directed primarily to children under the age of 12. 

• No restrictions.  

Tobacco • Prohibited. • Prohibited.  

Children • Should not seek to exploit children's innate credulity, 
loyalty and sense of fair play. 

• The AANA Code for Advertising & Marketing 
Communications to Children requires children’s 
advertising to be clearly distinguishable from 
programming; in particular, must not use popular 
personalities or celebrities (live or animated) to 
advertise or market products or premiums in a manner 
that obscures the distinction between commercial 
promotions and program or editorial content. 

• The AANA Code also requires that advertisers not 
depict unsafe uses of products or unsafe situations, 
portray distressing events, demean a minority group or 
undermine parental authority. 

• Regarding F&B, similar to general F&B regulations. 

• As for pay TV with respect to the AANA Code 
for Advertising & Marketing Communications 
to Children. 

 

Women • No regulations exist, other than general rule in AANA 
Code of Ethics against discrimination on the basis of 
gender, amongst other things. 

• As for pay TV.  

Property • No regulations exist. • No regulations exist.  

COUNTRY-SPECIFIC 
INFORMATION 

•  Legislation is comprehensive and allows for self-
regulation.  

  

http://aana.com.au/content/uploads/2018/11/AANA_FB-Code_2019-1.pdf
http://aana.com.au/content/uploads/2018/11/AANA_FB-Code_2019-1.pdf
https://www.legislation.gov.au/Details/F2019C00618
https://www.legislation.gov.au/Details/F2019C00618
https://aana.com.au/content/uploads/2014/05/AANA-Code-For-Marketing-Advertising-Communications-To-Children.pdf
https://aana.com.au/content/uploads/2014/05/AANA-Code-For-Marketing-Advertising-Communications-To-Children.pdf
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• Other self-regulatory codes include AANA 
Environmental Claims in Advertising and Marketing 
Code, Federal Chamber of Automotive Industries Motor 
Vehicle Code, Australian Food & Grocery Council 
Responsible Children’s Marketing Initiative and Quick 
Service Restaurant Industry Initiative, and the Weight 
Management Industry Code of Practice. 

Useful Links    

 


