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We are also aware of emerging data that has been shared with FSANZ, which should be taken into 

consideration in this proposal. This includes:  

• Data from the national 2022 Shape of Australia Survey which shows that more than half of 

Australians believe an alcoholic product with ‘no added sugar’ means an alcoholic product is 

better for their health and over a third of Australians would be influenced to buy an alcoholic 

product which made a ‘no added sugar’ claim.  

• Data from a nationally representative survey conducted by Alcohol Change Australia which 

shows Australians assess an alcoholic product containing a ‘low carb’ or ‘low sugar’ claim as 

healthier than an otherwise identical alcoholic product and that the use of either a ‘low carb’ 

or ‘low sugar’ claim led to a reduction in Australians assessing an alcoholic product as 

unhealthy. The data further shows that a ‘low sugar’ claim would lead a proportion of people 

to drink more of that alcoholic product.10  

The ‘health halo effect’ can also work in such way that marketing for one favourable attribute (e.g., 
low carbohydrate or low sugar), can result in consumer misperception that a product has another 
favourable, but objectively unrelated attribute (e.g., low alcohol). For example, research has found 
that foods perceived to be environmentally friendly, organic, or natural are also perceived to be 
healthier and lower in energy than alternatives despite that being untrue.8,25,26 

A recent experimental study with Australian women aged 18-35 years old  tested perceptions between 
alcohol products with marketing claims about sugar content (e.g., ‘low’, ‘zero’, ‘no added’ sugar, etc.) 
compared to products without these claims.9 The research found that participants viewing alcoholic 
products with a sugar claim not only perceived alcoholic products as healthier, less harmful to health, 
and lower in sugar, but as also containing a lower alcohol content, despite each product being labelled 
with the same standard drink content.9 Similarly, previous Australian research exploring perceptions 
of low-carbohydrate beers has found that there are misperceptions among the general community27 
and people who drink low-carbohydrate beer28 that ‘low-carbohydrate beer’ is healthier than ‘full 
strength beer’; this again disregards consideration of the alcohol content of a product.    

Nutrition content claims and other health-oriented marketing claims for alcoholic 

products are increasing. 

Alcohol companies are increasingly investing in health-oriented marketing that positions alcoholic 
products as healthier or better-for-you choices to capitalise on increasing consumer health 
consciousness; this includes marketing via label design and product innovation strategies.29 There has 
been a fast rise of alcoholic products marketed as healthier or better-for-you, both through claims 
regulated under the FSANZ Code (such as energy content, sugar content and carbohydrate claims), 
and non-regulated claims (such as claims about alcoholic products containing ‘pure’, ‘fresh’, ‘organic’ 
and ‘natural’ ingredients).30-32 

Two published studies provide insight into the use of nutrition content claims on alcoholic products. 
One study audited the website of the largest Australian liquor retailer in 2020 for health-oriented 
marketing of alcoholic products and found low sugar claims were present for 6.9% of alcohol products 
while 3.7% and 3.3% of alcohol products presented low carbohydrate and low energy claims 
respectively.33 The second study audited the labels of 850 alcoholic products sold in the largest store 
of the leading alcohol retail chain in Melbourne, Australia, in 2021 for nutrition-related information 
and found 10.1% of products audited carried nutrition content claims on the label; 5.9% of products 
carried low carbohydrate and low sugar claims, while 4.8% carrier low energy claims.34 Both studies 
found that all three claims (low sugar, carbohydrate, and energy) were most frequently displayed on 
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ready-to-drink premixed drinks (RTDs), with approximately 1 in 5 RTDs being marketed with sugar 
claims.33,34 

We are also aware of a recent study under peer-review for publication which has been shared with 

FSANZ on the use of nutrition-related claims on RTDs which shows a significant amount of products 

display a nutrition-related claim, including approximately a third of RTD alcoholic products making 

sugar content claims. This indicates that the use of these claims is increasing.    

The rise of contemporary RTDs being promoted as better-for-you alcoholic products through the use 
of nutrition content claims and other health-oriented marketing has similarly been reported in 
industry news. Alcohol companies particularly view young people as a target audience for RTDs 
marketed as better-for-you (e.g., through low sugar claims and natural ingredients), as they are 
becoming an increasingly health-conscious target audience.29,35  

The use of carbohydrate and sugar claims in conjunction with other health-oriented claims and 
marketing techniques is an important matter that should be considered in this proposal. Carbohydrate 
and sugar claims comprise two components of broader health-oriented/better-for-you marketing 
techniques that are being used to promote alcohol as a healthier choice when the public health advice 
is to limit alcohol intake. Recently published research shows that 52.7% of alcohol products use health-
oriented marketing that is not regulated as nutrition content claims. 33 While we understand that 
health-oriented marketing other than sugar and carbohydrate claims are beyond the scope of this 
proposal, it is important to consider the combined effect of this marketing to position alcoholic 
products as healthy. The currently permitted claims of energy content claims, gluten claims, and 
carbohydrate claims are commonly presented together with sugar content claims. Alongside these 
claims, are claims about alcoholic products containing ‘pure’, ‘fresh’, ‘organic’ and ‘natural’ 
ingredients. The combined effect is a product and associated marketing campaign which is positioned 
as a healthier alcohol product. The below images illustrate some of the ways in which this marketing 
is currently being displayed. 











 

 
 
14 :: SUBMISSION TO FSANZ PROPOSAL P1049 - CARBOHYDRATE AND SUGAR CLAIMS ON ALCOHOLIC BEVERAGES 

References 

1. Lensvelt E, Gilmore W, Liang W, Sherk A, T. C. Estimated alcohol-attributable deaths and 
hospitalisations in Australia 2004 to 2015. Perth: National Drug Research Institute, Curtin 
University; 2018. Available from: 
http://ndri.curtin.edu.au/NDRI/media/documents/naip/naip016.pdf 

2. Australian Bureau of Statistics. Causes of death, Australia. 2022 Oct 19. Available from: 
https://www.abs.gov.au/statistics/health/causes-death/causes-death-australia/2021 

3. Australian Institute of Health and Welfare. Alcohol, tobacco & other drugs in Australia. 
Canberra: AIHW; 2023 [updated 2023 Jun 30]. Available from: 
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-
australia/contents/drug-types/alcohol 

4. Australian Institute of Health and Welfare. Alcohol and other drug treatment services in 
Australia annual report. 2023 [updated 2023 Jun 21]. Available from: 
https://pp.aihw.gov.au/reports/alcohol-other-drug-treatment-services/alcohol-other-drug-
treatment-services-australia/contents/drugs-of-concern/alcohol 

5. Rehm J, Gmel GE, Gmel G, Hasan OSM, Imtiaz S, Popova S, et al. The relationship between 
different dimensions of alcohol use and the burden of disease—An update. Addiction 
2017;112(6):968-1001. 

6. Food Standards Australia New Zealand. Calls for submissions - Proposal P1049. Point 5.1, p. 
20. 2023. Available from: 
https://www.foodstandards.gov.au/code/proposals/Documents/P1049%20-
%20CFS%20final.pdf  

7. White C, Oliffe JL, Bottorff JL. The marketing of better-for-you health products in the emergent 
issue of men’s obesity. Health Sociology Review 2014;23(2):113-24. 

8. Plasek B, Lakner Z, Temesi Á. Factors that Influence the Perceived Healthiness of Food—
Review. Nutrients 2020;12(6):1881. 

9. Cao S, Tang C, Carboon I, Hayward C, Capes H, Chen YJM, et al. The health halo effect of ‘low 
sugar’ and related claims on alcoholic drinks: an online experiment with young women. 
Alcohol and Alcoholism 2023;58(1):93-9. 

10. Alcohol Change Australia. Unpublished survey data. 
11. Food Standards Australia New Zealand. Calls for submissions - Proposal P1049. Executive 

Summary, p. 6. 2023. Available from: 
https://www.foodstandards.gov.au/code/proposals/Documents/P1049%20-
%20CFS%20final.pdf 

12. Food Standards Australia New Zealand. Calls for submissions - Proposal P1049. Point 5.4.1.1, 
p. 23. 2023. Available from: 
https://www.foodstandards.gov.au/code/proposals/Documents/P1049%20-
%20CFS%20final.pdf 

13. Whetton S, Tait RJ, Gilm  ,  , dul Halim S, McEntee A, et al. Examining the social 
and economic costs of alcohol use in Australia: 2017/18. Perth, WA: National Drug Research 
Institute, Curtin University; 2021. Available from: 
https://ndri.curtin.edu.au/ndri/media/documents/publications/T302.pdf 

14. Australian Institute of Health and Welfare. Australian Burden of Disease Study. Impact and 
causes of illness and death in Australia 2018. Canberra: AIHW; 2021. Available from: 
https://www.aihw.gov.au/reports/burden-of-disease/abds-impact-and-causes-of-illness-
and-death-in-aus/summary 

15. Australian Institute of Health and Welfare. National Drug Strategy Household Survey 2019. 
Drug statistics series no. 32. PHE 270. Canberra: AIHW; 2020. Available from: 
https://www.aihw.gov.au/reports/illicit-use-of-drugs/national-drug-strategy-household-
survey-2019/contents/summary 



 

 
 
15 :: SUBMISSION TO FSANZ PROPOSAL P1049 - CARBOHYDRATE AND SUGAR CLAIMS ON ALCOHOLIC BEVERAGES 

16. Abrams KM, Evans C, Duff BR. Ignorance is bliss. How parents of preschool children make 
sense of front-of-package visuals and claims on food. Appetite 2015;87:20-9. 

17. Dean M, Lahteenmaki L, Shepherd R. Nutrition communication: consumer perceptions and 
predicting intentions. Proc Nutr Soc 2011;70(1):19-25. 

18. Williams P. Consumer understanding and use of health claims for foods. Nutrition Reviews 
2005;63(7):256-64. 

19. Gorton D, Mhurchu CN, Bramley D, Dixon R. Interpretation of two nutrition content claims: a 
New Zealand survey. Australian and New Zealand Journal of Public Health 2010;34(1):57-62. 

20. Oostenbach LH, Slits E, Robinson E, Sacks G. Systematic review of the impact of nutrition 
claims related to fat, sugar and energy content on food choices and energy intake. BMC Public 
Health 2019;19(1):1296. 

21. Brownbill AL. Marketing and consumer perceptions of sugar-containing beverages positioned 
as healthy or having health-related benefits.  Adelaide: The University of Adelaide; 2020. 

22. Kaur A, Scarborough P, Rayner M. A systematic review, and meta-analyses, of the impact of 
health-related claims on dietary choices. International Journal of Behavioral Nutrition and 
Physical Activity 2017;14(1):93-110. 

23. Brownbill AL, Braunack-Mayer AJ, Miller CL. What makes a beverage healthy? A qualitative 
study of young adults’ conceptualisation of sugar-containing beverage healthfulness. Appetite 
2020;150:104675. 

24. Cancer Council Victoria. Shape of Australia 2021, Research Memorandum. 2022 Aug 5. 
Available from: https://www.cancervic.org.au/about/media-releases/2022-media-
releases/august/call-for-improved-alcohol-labelling-as-study-reveals-claims-may-mislead-
consumers.html 

25. Lazzarini GA, Zimmermann J, Visschers VHM, Siegrist M. Does environmental friendliness 
equal healthiness? Swiss consumers’ perception of protein products. Appetite 2016;105:663-
73. 

26. Besson T, Lalot F, Bochard N, Flaudias V, Zerhouni O. The calories underestimation of “organic” 
food: Exploring the impact of implicit evaluations. Appetite 2019;137:134-44. 

27. Cancer Council Victoria. Is 'low carb' beer really better for you? 2018 [cited 2021 Oct 18]. 
Available from: https://www.cancervic.org.au/about/media-releases/2018-media-
releases/april-2018/is-low-carb-beer-really-better-for-you-new-analysis-shows-its-a-big-fat-
myth.html 

28. Victorian Health Promotion Foundation. VicHealth National Community Attitudes Survey: 
Awareness and behaviours of low carb beer 701 drinkers. 2010. Available from: 
https://www.vichealth.vic.gov.au/-
/media/ResourceCentre/PublicationsandResources/alcohol-misuse/K-013_Low-carb-
beer_FactSheet_FINAL.pdf?la=en&hash=2187CC0D6F138B55C7A87817C9A609CA038BE08A 

29. Kneebone S. The biggest alcohol trends for 2020. PLAY Market Research; 2020 [cited 2021 Oct 
10]. Available from: https://www.playmr.com.au/blog/the-biggest-alcohol-trends-for-
2020?hsCtaTracking=1971762d-21d8-4ff6-984f-3489d4c926bb%7Cdce2c7e8-9b2a-4932-
8b54-45fbb6a5f917 

30. Public Health Advocacy Institute of WA. The 'Instagrammability' of pink drinks. How alcohol is 
marketed to women in Australia. In: Public Health Advocacy Institute of WA, Cancer Council 
WA, Alcohol Advertising Review Board; 2019.   

31. Keric D, Stafford J. Proliferation of ‘healthy’ alcohol products in Australia: implications for 
policy. Public Health Research & Practice 2019;29(3). 

32. Keric D, Myers G, Stafford J. Health halo or genuine product development: Are better-for-you 
alcohol products actually healthier? Health Promotion Journal of Australia 2021;33(3):782-7. 

33. Haynes A, Chen YJM, Dixon H, Krattli SN, Gu L, Wakefield M. Health-oriented marketing on 
alcoholic drinks: an online audit and comparison of nutrition content of Australian products. 
Journal of Studies on Alcohol and Drugs 2022. 



 

 
 
16 :: SUBMISSION TO FSANZ PROPOSAL P1049 - CARBOHYDRATE AND SUGAR CLAIMS ON ALCOHOLIC BEVERAGES 

34. Barons KP, Mann D, Orellana L, Miller M, Pettigrew S, Sacks G. Nutrition-related information 
on alcoholic beverages in Victoria, Australia, 2021. International Journal of Environmental 
Research and Public Health 2022;19(8):4609. 

35. Young A. Key new consumer trends emerging in alcohol industry. The Shout. 2020 Sept 16. 
Available from: https://theshout.com.au/key-new-consumer-trends-emerging-in-alcohol-
industry/ 






