AANA NEWS

AANA LAUNCHES WAGERING ADVERTISING & MARKETING COMMUNICATION CODE

Friday 6 May 2016 - The Australian Association of National Advertisers (AANA), the peak body for advertising and
marketing communication, is today launching a new self-regulatory code specifically covering advertising for the
wagering sector.

The AANA Wagering Advertising & Marketing Communication Code (the Code) provides a robust self-regulatory
framework for advertising and marketing communication using any medium by Australian licensed providers of
wagering services, including thoroughbred, harness and greyhound racing, sporting events and betting on other events.
It allows the industry to ensure that the content of advertising and marketing activities is delivered in a responsible
manner with particular consideration given to the potential impact on young people and those Australians who may
find it difficult to gamble responsibly.

The Code was developed following an open public consultation process and drawing on input from the wagering
sector, governmental organisations and regulators, media and academics. The Code is designed to complement the
existing legislative, regulatory and industry self-regulatory framework, including the overarching AANA Code of Ethics.
The aim is to help ensure that advertisers and marketers continue to develop and maintain a high standard of social
responsibility in the advertising and marketing of wagering products in Australia.

“A core purpose of the AANA is to ensure self-regulation evolves so that it continues to deliver responsible marketing
and advertising. The over-arching AANA Code of Ethics underpins the system of self-regulation and, where necessary,
the AANA develops industry specific codes. The new code responds to community expectations that are specific to
the content of wagering advertising and provides the public with a transparent and easily accessible complaints
procedure via the single point of the Advertising Standards Bureau (ASB),” Matt Tapper, Chair of the AANA, said.

Simone Brandon, Director of Policy and Regulatory Affairs at the AANA, stressed the importance of a robust self-
regulatory system for advertising. “Responsible, respected and innovative marketing is at the heart of what the AANA
stands for and the new wagering code builds on a self-regulatory system which helps ensure that advertisers are aware
of their commitment to the community and accountable to the community for how they communicate their products and
services,” Brandon said.

The Code will take effect from 1 July 2016 and all advertising and marketing communication, using any medium, by
licensed providers of wagering services will be covered by the regulations. The Code and accompanying Practice Note
are available from the AANA website at http://aana.com.au/self-regulation/codes/.

ENDS

About the AANA: For over 85 years the AANA has represented Australia’s largest and well-known brands across FMCG,
automotive, finance and insurance, travel, health and beauty, media and communications. The AANA works to protect the interests
of these businesses who contribute to an estimated advertising spend of more than $14 billion a year. On behalf of our members the

AANA’s mandate is to maintain and evolve the advertising codes which underpin the system of self-regulation in Australia; and
safeguarding the rights of its members to commercial free speech and protecting consumers by ensuring advertising and marketing
communications are conducted responsibly.
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