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Liquor (Responsible Promotion of Liquor) Guidelines 2022 (No 1)
Notifiable instrument NI2022–573
made under the  
Liquor Act 2010, s 223 (Liquor Guidelines)


1	Name of instrument
This instrument is the Liquor (Responsible Promotion of Liquor) Guidelines 2022 
(No 1).

2	Commencement 
This instrument commences on the day after it is notified. 

3	Notification
I make the Responsible Promotion of Liquor Guidelines set out in Schedule 1.

4	Revocation
This instrument revokes NI2012-127.



Derise Cubin
Commissioner for Fair Trading
10 November 2022
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P: 13 22 81
W: https://www.accesscanberra.act.gov.au/app/home
Published November 2022


 Introduction	3
Guidelines Purpose	4
The Law	5
How do I know what is acceptable?	5
 Principles	7
The advertising or promotion of liquor must not target a class or group of people. The promotion of liquor must not portray people or depict material in a way that discriminates against, vilifies, or is demeaning to any person or section of the community on account of race, ethnicity, nationality, sex, age, sexual preference, religion, disability, or political belief.	7
Responsible consumption/harm-minimisation of liquor	8
1.	The advertising or promotion of liquor must not encourage the consumption of liquor in excess of quantity and/or speed or reward such drinking behaviour.	8
2.	Advertisements or promotions involving discounted or free alcoholic beverages must not go beyond reasonable limits.	9
3.	The advertising or promotion of liquor must not employ the use of non-standard measures of liquor in container/ vessels that encourage rapid consumption.	10
Uphold Community Standards	11
4.	The advertising or promotion of liquor must not target a class or group of people.	11
5.	The advertising or promotion of liquor must not depict activities that are violent, risky or dangerous.	12
6.	The advertising or promotion of liquor must not include imagery that is directly or indirectly sexual, sexually degrading or sexually discriminatory.	12
7.	The advertising or promotion of liquor must not depict people younger than 18 years who are not clearly depicted as adults, unless there is absolutely no suggestion of them consuming liquor at any time.	13
8.	Using images, symbols, designs, names or characters that have special appeal to children or young people.	14
9.	The advertising or promotion of liquor must not in any way encourage or accept breaking any territory or federal law.	15
 Online Sales and Promotions	15
 Final Considerations to Minimise Risk	16
Further Advice	16
Related Resources	17
Definitions	18



[bookmark: _Toc118973132] Introduction
[bookmark: _Hlk112683370]Liquor promotions and activities can influence patrons, the way they consume alcohol and how they behave.
Poorly managed promotions can encourage the excessive and irresponsible consumption of alcohol, which in turn contributes to anti-social behaviour, alcohol-related violence and disorder, and adverse health effects.
Other types of promotions are out of step with community standards and can place the safety of patrons and the broader Canberra Community at risk.
[bookmark: _Hlk112687204]ACT Liquor Licence and Permit holders have clear obligations under the Liquor Act 2010 (the Act) to serve alcohol responsibly. Responsible advertising and promotion of liquor plays an important part in minimising harm to customers and to the broader community.
[bookmark: _Hlk112687175]Under section 223 of the Liquor Act 2010 (the Act), the Commissioner for Fair Trading (the Commissioner) may make liquor guidelines consistent with the objects of the Act and the principles of harm minimisation and community safety. These guidelines are published by the Commissioner to assist those involved in advertising liquor to understand what is appropriate in relation to the promotion of liquor.


[bookmark: _Toc118973133]Guidelines Purpose
[bookmark: _Hlk112683394]These guidelines set clear expectations for the conduct of licensees in relation to responsible advertising and promotions.
The guidelines:

Describe the standards that underpin good practice, and
Provide examples to illustrate the types of activities that may be deemed unacceptable.
In reading these guidelines, consideration must also be given to the underpinning objectives of the Act which are to regulate the sale, supply and promotion of liquor.
The Objectives of the Act are:
To minimise the harm associated with the consumption of liquor;
To facilitate the responsible development of the liquor and hospitality industries in a way that takes into account community safety; and
To encourage and support liquor consumers to take responsibility for:
their consumption; and
their behaviour if it is affected by the consumption of liquor.
Harm Minimisation
Community Safety
Support Controls

Liquor promotions can differ across licence types (ON, OFF or Permits), it is the responsibility of all licensees and permit holders to understand the relevant licence conditions and ensure key principles around: 
Responsible consumption/harm minimisation of liquor; and 
Uphold community standards.
are apply accordingly with relation to promotional activities and supply of liquor.

[bookmark: _Toc118973134]The Law
It is an offence under Section 137 of the Act to conduct a prohibited promotional activity.

Section 29 of the Liquor Regulation 2010 (the Regulation) prescribes those advertising and promotional practices that are prohibited.
Section 144 of the Act gives the Commissioner the power to direct a licensee or permit holder to remove or discontinue a promotion that is considered to be a prohibited promotional activity.

[bookmark: _Toc118973135]How do I know what is acceptable?
ACT Liquor licensees and permit holders are encouraged to apply these guidelines in conjunction with the Access Canberra Accountability Commitment policies Access Canberra Accountability Commitment, the Commissioner Intoxication Guidelines, and any specific requirements applicable to individual licences, such as harm minimisation clauses in Risk Assessment Management Plans (RAMP).

In all instances, liquor advertising and promotions must emphasise that responsible service of alcohol will be followed, and that intoxicated people will not be served alcohol at the premises.
As part of the harm minimisation and community safety principles, section 10(a) of the Act states that advertising and promotion of liquor should encourage “responsible attitudes and practices towards the sale, supply, promotion and consumption of liquor”. The general principles apply to both ON and OFF liquor licence types, however, in some circumstances they will only apply to a promotion that occurs in a ON liquor licence venue.
Responsible service and general elements to consider when running promotions:
Type and strength of liquor – avoid promoting high strength liquor products, as this may lead to an increased risk of excessive intoxication in a short period when compared to lower strength alternatives.

Price – particularly in the case of ON-licence, limit promotion of discounted liquor and avoid excessive price reductions.

Duration – the duration of a promotion should not encourage irresponsible consumption in an ON-licence venue (for example, ‘happy hour’ should not be more than ‘2 hours of happiness in a day’).
Frequency – limit the number of promotions during a single trading period.
Timing/timeframe – avoid promotions in an ON-licence venue at high-risk times such as late in the evening when intoxication risks are greater.
Type of activity – careful consideration of the potential risks associated with the nature of promotion to discourage excessive or irresponsible drinking. For example, competitions, games, dares or challenges that create incentives for patrons to drink more in an ON-licence venue.
It is the responsibility of all licensees and permit holders to ensure that all promotional activities surrounding the sale and supply of liquor are run responsibly, to minimise harm.

Consistent with the harm minimisation and community safety principles of the Act, the following provides guidance on what constitutes unacceptable advertising or promotional activity by licensees or permit-holders.


[bookmark: _Toc118973136] Principles
The following principles and examples of unacceptable practices are designed to prevent promotional activities that are not consistent with the legislation and community safety principles, and to minimise potential harm to individual consumers and groups. Supplementary notes and case study examples follow each principle to provide further context and information.
	Principle
	Responsible consumption/harm-minimisation of liquor
	Examples

	1
	The advertising or promotion of liquor must not encourage the consumption of liquor in excess of quantity and/or speed or reward such drinking behaviour.
	Unacceptable excess practices

	2
	Advertisements or promotions involving discounted or free alcoholic beverages must not go beyond reasonable limits.
Selling Liquor for consumption at the premises at half or less than half the usual price.
	Unacceptable discount practices

	3
	The advertising or promotion of liquor must not employ the use of non-standard measures of liquor in container/vessels that encourage rapid consumption.
	Unacceptable non-standard measures

	Principle
	Uphold community standards
	Examples

	4
	[bookmark: _Toc118973137]The advertising or promotion of liquor must not target a class or group of people. The promotion of liquor must not portray people or depict material in a way that discriminates against, vilifies, or is demeaning to any person or section of the community on account of race, ethnicity, nationality, sex, age, sexual preference, religion, disability, or political belief.
	Unacceptable practices

	5
	The advertising or promotion of liquor must not depict activities that are violent, risky or dangerous.
	Unacceptable dangerous practices

	6
	The advertising or promotion of liquor must not include imagery that is directly or indirectly sexual, sexually degrading or sexually discriminatory.
	Unacceptable sexualisation practices

	7
	The advertising or promotion of liquor must not depict people younger than 18 years who are not clearly depicted as adults, unless there is absolutely no suggestion of them consuming liquor at any time.
	Unacceptable depiction practices

	8
	Using images, symbols, designs, names, or characters that have special appeal to children or young people.
	Unacceptable use of images/ symbols

	9
	The advertising or promotion of liquor must not in any way encourage or accept breaking any territory or federal law.
	Unacceptable practices




[bookmark: _Toc118973138]Responsible consumption/harm-minimisation of liquor
[bookmark: _Examples_of_unacceptable][bookmark: _Toc118973139]The advertising or promotion of liquor must not encourage the consumption of liquor in excess of quantity and/or speed or reward such drinking behaviour.
Section 29 (1) (a) of the Regulation
Examples of unacceptable excess consumption practices
· Drinking games in ON-licence venue such as “boat races” or other challenges or dares that involve rapid consumption of liquor. 
· Offering free products with purchases of liquor in ON-licence venues to encourage greater volume of purchases and/or consumption.
· Awarding prizes in the form of large amounts of liquor, that the winner is expected to consume on the day.
· Promotions that reward the purchase of bulk amounts of liquor in a single transaction.
· All you can drink in an ON-licence venue for a set price without emphasising the service of food or responsible service of alcohol responsibilities.
· Promotions that use emotive language to describe binge drinking and excessive consumption of alcohol e.g., slammers, laybacks, shooters.
· Events associated with rapid or excessive consumption and/ or binge drinking e.g., “Mad Monday” or “Schoolie’s week”.

Supplementary notes
The promotion of liquor may differ for ON and OFF licences due to the divergent harm/risk factors of these settings. 
When running promotions licensees should always consider how the various principles apply to their operating environment, as well as what actions they can take to minimise any risk of harm.

It is mandatory for those working in the liquor industry to undertake Responsible Service of Alcohol (RSA) training. The Act requires that licensees (except influential persons of a corporation not involved in the supply of liquor), employees who supply liquor, and crowd controllers working at a licensed premise must undertake approved RSA training and obtain an RSA certificate. 
	Case study
ABC pub/nightclub promoted on its Facebook page a midnight ‘shot’ challenge, encouraging patrons to compete to consume the most shots within a 10-minute window starting at midnight. 
This type of promotion would be a breach of section 29 (1) (a) of the Regulation because it would be encouraging the consumption of liquor in excess of quantity and/or speed.



[bookmark: _Toc118973140]Advertisements or promotions involving discounted or free alcoholic beverages must not go beyond reasonable limits.
Selling Liquor for consumption ON the premises at half or less than half the usual price.
Section 29 (1) (g) and (h) of the Regulation
[bookmark: _Examples_of_unacceptable_1]Examples of unacceptable discount practices that apply in an ON licence venue.
· Discounts of 50% or more off the retail price if the liquor is to be consumed at the premises.
· Excessive periods of free drinks for a cover charge, such as “bottomless drinks packages” 
· Promotions such as loyalty cards, drink cards or vouchers which by design or through potential exploitation incentivise patrons to irresponsibly consume alcohol e.g., loyalty cards with 2 for 1 discount, multiple free drinks.
· Selling discounted “Happy Hour’ alcohol for more than 2 hours a day such as cheaper beverages all day, every Thursday.

Supplementary notes
Licensees must avoid promotions that create incentives for patrons to consume liquor more rapidly than they otherwise might by providing free drinks, extreme discounts, or discounts with a very short duration.

Where limits are placed on the discounting of liquor or free liquor is advertised or promoted, this should not be the primary focus of the advertisement or promotion. Licensees and permit holders are encouraged to focus promotional activities on food, entertainment, community events, accommodation, or other purpose of the venue.
Whilst this principal in generally more applicable to On-licence premises, all licensees (On and Off premise) are encouraged to exercise a considered approach when it comes to running liquor promotions and activities.

[bookmark: _Toc118973141]The advertising or promotion of liquor must not employ the use of non-standard measures of liquor in container/ vessels that encourage rapid consumption.
Section 29 (1) (d) of the Regulation
[bookmark: _Examples_of_unacceptable_2]Examples of unacceptable non-standard measures practices that apply in an ON-licence venue.
· Yard glasses, giant martini glasses etc.
· Pouring liquor straight into patrons’ mouths (for example, pouring liquor directly from a bottle or shooting liquor from a water pistol).
· In a container larger than maximum glass size (570ml) if the liquor is intended to be consumers directly from the container as prescribed in the regulation

Supplementary notes
A standard measure is the level of alcohol used to work out safe drinking levels. Serving liquor in vessels that are not well recognised (e.g., wine glass) is likely to impact a patron’s ability to judge how much alcohol they are consuming. 

In Australia a ‘standard drink measure’ contains 10 grams of pure alcohol. 
Non-standard measures denote anything beyond the meaning of ‘standard drink’ parameters. Licensees are encouraged to refer to the RSA teachings. More information can be found in the Australian Government’s standard drinks guide:
https://www.health.gov.au/health-topics/alcohol/about-alcohol/standard-drinks-guide


[bookmark: _Toc118973142]Uphold Community Standards
[bookmark: _Toc118973143]The advertising or promotion of liquor must not target a class or group of people.
[bookmark: _Toc106112554][bookmark: _Toc106113270][bookmark: _Toc106113898]The promotion of liquor must not portray people or depict material in a way that discriminates against, vilifies, or is demeaning to any person or section of the community on account of race, ethnicity, nationality, sex, age, sexual preference, religion, disability, or political belief.
Section 29 (1) (c) (vii) of the Regulation
[bookmark: _Examples_of_unacceptable_3]Examples of unacceptable target practices
· Discounted drinks for groups/members, where membership is not available to all patrons.
· Advertising or promotions that use stereotyping to highlight racial differences.
· Advertising or promotions that make fun of personal characteristics such as disability.
· Advertising that reflects negatively on a person’s sexuality (for example, “are you man enough to drink...”

Supplementary notes
Under this principle, the promotion of liquor should not involve treating someone unfairly or unfavourably because of personal characteristics of the individual. Within this context, to vilify, means behaviour that incites or encourages hatred, displaying serious contempt, revulsion or severe ridicule against another person or group of people, because of certain characteristics. To demean others means to degrade or humiliate. 
This principal applies to ON and OFF licensees. Licensees should take care to ensure that the content and messages used in liquor advertising, or the conduct of promotions do not give rise to inappropriate treatment of individuals in line with this principle.



[bookmark: _Toc118973144]The advertising or promotion of liquor must not depict activities that are violent, risky or dangerous.
Section 29 (1) (c) (iii) of the Regulation
[bookmark: _Examples_of_unacceptable_4]Examples of unacceptable dangerous practices
· Creating or suggesting a positive association between liquor and any form of antisocial, violence or reckless behaviour.
· The use of images or messages directly associating the consumption of liquor with risky or dangerous activities for example, sky diving, motor racing, drink driving, speed boating, swimming and water sports, driving a car, operating a boat/plane etc.
· The association of liquor with activities that encourage aggressive behaviour towards others (for example, competitions or challenges that pit patrons against each other such as arm wrestling.

Supplementary notes
This principal applies to ON and OFF licensees. The advertising or promotion of liquor must not suggest any association with risk taking, violent, aggressive, dangerous, or anti-social behaviour.


[bookmark: _Toc118973145]The advertising or promotion of liquor must not include imagery that is directly or indirectly sexual, sexually degrading or sexually discriminatory.
The advertising or promotion of liquor must not associate the consumption of liquor with success in the pursuit of sexual gratification.
Section 29 (1) (c) (i) and (ii) of the Regulation
[bookmark: _Examples_of_unacceptable_5]Examples of unacceptable sexualisation practices
· Suggestions that the consumption of an alcoholic beverage will lead to greater sexual success or desirability.
· Wet T-shirt contests, prizes for engaging in challenges, contests or activities of a sexually suggestive, degrading, discriminatory or explicit nature.
· Using sexual images that depict gratuitous use of nudity to promote the supply of liquor or the conduct of licensed premises.


· Using images or language displaying or implying sexual activity.
· Using inappropriate and exploitative sexual imagery of both men and women.

Supplementary notes

This principal applies to ON and OFF licensees.

[bookmark: _Toc118973146]The advertising or promotion of liquor must not depict people younger than 18 years who are not clearly depicted as adults, unless there is absolutely no suggestion of them consuming liquor at any time.
Section 29 (1) (e) of the Regulation
[bookmark: _Examples_of_unacceptable_7]Examples of unacceptable depiction practices
· People in situations that are typical of young people, such as schools or youth-oriented activities.
· Depicting models in settings primarily used by young people, even where the individuals used in the advertising or promotion are over 18 (for example, schools, youth clubs).
· Depicting models in school uniform or other clothing that is typically worn by young people.
· Using models in liquor advertising or promotions who are, or who appear to look under 18 years of age.

Supplementary notes
This principal applies to ON and OFF licensees .Care should be taken with the use of children/minor or people who look under 18 in any advertising or promotion of liquor.

Advertising or promotions must not depict young people consuming or about to consume liquor. It is however, acceptable to use children and young people in advertising or promotions of licensed venues where they are depicted in a family setting and where the consumption of liquor is not the primary focus (for example, advertising or promotions involving family meals in restaurants).


[bookmark: _Toc118973147]Using images, symbols, designs, names or characters that have special appeal to children or young people.
Section 29 (1) (c) (v) of the Regulation
[bookmark: _Examples_of_unacceptable_6]Examples of unacceptable use of images/symbols
· Advertising liquor with cartoon characters that would appeal to children/young people.
· Using characters, imagery, designs, motifs, interactive games, merchandise or media that are likely to appeal to young people.
· Using role models, celebrities or other testimonials that primarily appeal to young people.
· Locating advertising close to a primary or secondary school or other places primarily used by young people.

Supplementary notes
Off-licence holders should carefully consider the placement and location of advertising material to avoid settings that are primarily used by young people, particularly those located nearby schools and/or those frequented by school children. 
This principal applies to ON and OFF licensees. All licensees are encouraged to exercise extra caution when running any promotions in environments where young people/young people are more likely to be present.

All licensees are encouraged to understand their licence obligations, conditions, RSA training as well as existing advertising standards when running liquor promotions and activities. If in doubt, licensee can contact Liquor Licensing Team for further advice or clarification.

	Case study: Little fat Lamb Fantasy Packaging
A complaint lodged with the Alcohol Beverages Advertising Code board concerned that the product’s packaging was likely to appeal strongly to young people because: 
· It uses imagery, designs and cartoon characters that are likely to appeal strongly to young people; and 
· It could easily be confused with a soft drink.
The Complaint was upheld. *


*ABAC Final determination - Little Fat Lamb Fantasy - 16 October 2019.docx (abac.org.au)


[bookmark: _Toc118973148]The advertising or promotion of liquor must not in any way encourage or accept breaking any territory or federal law.
Section 29 (1) (c) (iv) of the Regulation
[bookmark: _Examples_of_unacceptable_8]Examples of unacceptable practices
· Encouraging driving under the influence of liquor.
· Any association with, or allusion to, engagement in the use of a controlled substance.
· Consumption of liquor while not of legal drinking age.
· Using images, text or language that allude to drug taking behaviour.
· Using props, settings or scenarios that link the promotion of liquor to illicit drugs.

Supplementary notes

This principal applies to ON and OFF licensees.

[bookmark: _Toc118973149] Online Sales and Promotions
Under the Regulation, it is an offence to advertise the supply of liquor on the internet without a statement, clearly displayed so it can be seen and read easily by a person viewing the advertisement.
It is also recommended that the statement below applies to all online sales and venue promotions. 
Requirement to display – A licensee who advertises liquor and/or sells liquor through the online platform or internet site must ensure that at least the following statement is prominently displayed on their site:

IT IS AN OFFENCE TO SUPPLY ALCOHOL TO A PERSON 
UNDER THE AGE OF 18 YEARS
PENALTIES APPLY


[bookmark: _Toc118973150] Final Considerations to Minimise Risk 
There are a range of good decisions that licensees can make about promotions they conduct in OFF venues or in ON licensed venues to ensure that liquor is consumed responsibly and allows their patrons to enjoy a safer night out. This approach is good for your business and reduces the potential for a liquor law breach.
· Apply common-sense in discounting liquor.
· Discounts on alcohol designed for rapid consumption on the premise may pose a risk of irresponsible drinking.
· Adopt harm minimisation measures in your venues.
· Make sure your staff are aware of these measures and if applicable those contained within your Risk Assessment Management Plan (RAMP).
· Incorporate responsible drinking messages into any advertising or promotion.
· Place firm controls over any third-party promoters engaged to promote your venue.

Further Advice

For more information about liquor promotions please contact the Access Canberra, Liquor Licensing Team. 
On phone
 (02) 6207 3000 
Or via email
 liquor@act.gov.au


[bookmark: _Toc118973152]Related Resources
This publication should be used as a supplementary guide and conjunction with other relevant resources such as:
Legislation
· Liquor Act 2010
· Liquor Regulation 2010
· Liquor (Intoxication) Guidelines 2017 (No 1)
Publications
· Guide to completing a risk assessment management plan (RAMP) 
· Offence for under 18 to purchase, possess or consume liquor sign 
· Offence to consume within 50 metres sign 
· Offence to sell liquor to under 18 sign 
· Quick guide on Risk Assessment Management Plan
· Quick guide on Responsible Service of Alcohol (RSA)
·  Access Canberra Accountability Commitment  – Access Canberra Accountability Commitment 
· Liquor licensing compliance framework.pdf (act.gov.au)
Other resources
· https://www.acma.gov.au/ - Australian Communications and Media Authority
· https://adstandards.com.au/ - Ad Standards
· www.alcohol.gov.au – Department of Health
· http://www.abac.org.au/ – Alcohol Beverages Advertising Code Scheme
· http://www.retaildrinks.org.au/ – Retail Drinks Australia
· http://www.mga.asn.au/ - MGA Independent Retailers
· www.naapa.org.au - NSW/ACT Alcohol Policy Alliance
· https://fare.org.au/ - Foundation for Alcohol Research & Education
· https://drinkwise.org.au/ – DrinkWise
· https://actaha.org.au/ - Australian Hotels Association (ACT)
· https://clubsact.com.au/ - Clubs ACT


[bookmark: _Toc118973153]Definitions
	Advertise programs
	The promotion of liquor/alcoholic beverages through a variety of media.

	Children and young people
	Child means a person who is under 12 years old.
Young person means a person who is 12 years old or older, but not yet an adult.

	Discount period
	Promotion, sale or supply of beverage at the period during which the discount/reduction applies.

	Excess of quantity
	Excessive nature and quantity consistent with the responsible sale, supply and service of alcohol.

	Liquor
	A substance that is capable of being ingested and contains more than 1.15% by volume of ethanol.

	Licensed times/ normal trading hours
	As per condition on the licence and (as applicable) any information stated in the RAMP, the licensed times when—
(i) liquor to be consumed at the licensed premises may be sold (if any); and
(ii) liquor to be consumed off the licensed premises may be sold (if any).

	Non-standard measures
	Meaning of a ‘standard drink’ is a drink containing 10 grams of pure alcohol regardless of the containers size or type of alcohol.
Non-standard drink/measures denote anything beyond the meaning of ‘standard drink’ parameters.

	OFF liquor licence
	Means a licence that authorises the licensee to sell liquor—
a) at a single licensed premises; and
b) in sealed containers for consumption off the premises; and
c) at the licensed times.
Examples— OFF licences
Bottle shop
Online liquor retail outlet

	ON liquor licence
	Means a licence that authorises the licensee to sell liquor—
a) at a single licensed premises; and
b) in open containers for consumption at the premises; and
c) at the licensed times.
Examples— ON licences
Bar licence
Nightclub licence
Restaurant and cafe licence

	Club liquor licence
General liquor licence
Special liquor licence
Catering licence
	Refer to the requirements for both OFF and ON liquor licence obligations

	Promotion
	Promotion or advertisement that-
a) appears in the printed or electronic media, or
b) is conducted on or in the vicinity of the licensed premises or appears inside or in the vicinity of the licensed premises, or
c) is made available for the public to participate in or view.

	Rapid consumption
	Ingestion of rapid intoxicating drink - A rapid intoxication drink is one that is designed to be consumed rapidly or contains a high percentage of alcohol.

	Rapid intoxication drinks
	As per RSA training program material – rapid intoxication drinks are classified as:
· a drink served in a small glass or container, such as shooters, shots, bombs, test tubes, jelly shots and other similar drinks;
· a drink prepared on the premises that contains more than 45ml of spirits or liquor;
· a pre-mixed alcoholic drink containing more than 5% of ethyl alcohol (ethanol) or containing more ethanol than 2 standard drinks. A pre-mixed drink must fall within both the 5% alcohol by volume threshold and the 2 standard drinks threshold to be served after midnight. It does not include brewed or fermented alcoholic drinks (for example, beer and wine).

	Reasonable limits
	Per Australian Guidelines - healthy men and women should drink no more than 10 standard drinks a week and no more than 4 standard drinks on any one day.

	Standard measures
	Same as a standard drink – a standard drink means the amount of beverage/any drink containing 10 grams of alcohol, regardless of size or alcohol type.

	Supply practices
	Procedures, practices, and arrangements for conducting the business of selling liquor. This can include responsible attitudes and practices towards the sale, supply, promotion, and consumption of liquor (harm minimisation and community safety principles), as well as details in Risk Assessment Management Plan (RAMP) for licensed premises or permitted premises.







Disclaimer
This publication is intended as a guide only, the Commissioner suggests licensees seek professional advice where necessary.
Information about the law may have been summarised or expressed in general statements. This information should not be relied upon as a substitute for professional legal advice or reference to the actual legislation.
This guideline is designed to provide information about the subject matter covered. It is the licensee’s responsibility to be familiar with the legislation. Failure to comply with the requirements of the Act and Regulations could result in financial penalties or occupational discipline.
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