
Alcohol-related attitudes  
in 2010, 2012, and 2014

Findings from the New Zealand Health and Lifestyles Survey

December 2014



ISBN: 978-1-927303-34-4

Citation: Guiney, H., Newcombe, R., & Walton, D. (2014). Alcohol-related attitudes in 2010, 2012, and 
2014: Findings from the New Zealand Health Survey. Wellington: Health Promotion Agency Research 
and Evaluation Unit.

HEALTH PROMOTION AGENCY

PO Box 2142

Wellington 6140

New Zealand

www.hpa.org.nz

December 2014

ALCOHOL-RELATED ATTITUDES IN 2010, 2012, and 2014

ACKNOWLEDGEMENTS

The authors would like to thank Danny Tu and Kate Holland for preparing the datasets for analysis and 
Karen McBride-Henry for her peer review.



1

CONTENTS

Executive Summary ............................................................................................................................... 2

Introduction ........................................................................................................................................... 2

Method .................................................................................................................................................. 2

Results .................................................................................................................................................. 3

Conclusion ............................................................................................................................................ 3

Introduction ............................................................................................................................................. 4

Method ..................................................................................................................................................... 4

Instruments ........................................................................................................................................... 4

Data analysis ........................................................................................................................................ 5

Results..................................................................................................................................................... 6

Respondent characteristics .................................................................................................................. 6

Attitudes relating to alcohol availability ................................................................................................. 7

Attitudes and experiences relating to alcohol advertising and promotion ........................................... 11

Results summary.................................................................................................................................. 18

Conclusion ............................................................................................................................................ 19

FINDINGS FROM THE NEW ZEALAND HEALTH AND LIFESTYLES SURVEY



ALCOHOL-RELATED ATTITUDES IN 2010, 2012, and 2014

EXECUTIVE SUMMARY

INTRODUCTION

The Health and Lifestyles Survey (HLS) is a cross-sectional survey conducted every two years with a 
nationally-representative sample of New Zealand adults (aged 15 years and over). This report uses data 
from the 2010, 2012, and 2014 HLS to examine time trends in people’s attitudes and experiences relating 
to the availability and promotion of alcohol. It also uses the 2014 HLS data to assess differences in these 
alcohol-related attitudes by socio-demographic factors and drinking behaviour.

METHOD

Questionnaire

The 2010 (N = 1740), 2012 (N = 2672), and 2014 (N = 2594) HLS assessed alcohol-related attitudes and 
experiences in relation to:

1. The availability of alcohol

1.1 Support for reducing the hours when alcohol can be sold

1.2 Perceptions of alcohol outlet density

2. Alcohol advertising and promotion

2.1 Support for increasing restrictions on alcohol advertising or promotion that young people might be 
exposed to

2.2 Support for banning alcohol-related sponsorship of events young people might attend

2.3 Recent exposure to alcohol advertising and promotion 

Data analysis

Weighted proportions (according to Census data) were first calculated to estimate the frequency of a 
particular alcohol-related attitude among New Zealand adults. Differences across time and between 
socio-demographic groups were then assessed with logistic regression. Unadjusted odds ratios and 95% 
confidence intervals are reported.
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RESULTS

Alcohol availability

Overall (average across 2010, 2012, and 2014), 62% of New Zealand adults supported reducing the 
hours when alcohol can be sold. Support for this regulatory change decreased between 2010 and 2012 
but did not change further in 2014. Females, older adults, and non-drinkers were more likely to support 
this regulation.

Across 2012 and 2014 (question wording changes did not allow for inclusion of the 2010 data), 39% of 
New Zealand adults believed there were too many places where alcohol could be purchased in their local 
area. Māori and Pacific people and people living in high deprivation neighbourhoods were more likely to 
hold this view, as were females, older adults, and non-drinkers. 

Alcohol advertising and promotion

Overall, 80% of New Zealand adults supported increasing restrictions on alcohol advertising or promotion 
that is seen or heard by young people. Support for this regulatory change was consistently high across 
the three survey years, with females, older adults, and non-drinkers more likely to endorse it.

Just over two-thirds (66%) of New Zealand adults supported banning alcohol-related sponsorship of 
events that young people might attend. Support for this regulatory change increased between 2010 
and 2012, but decreased in 2014. In addition to greater support among females, older adults, and non-
drinkers, Asian people and people living in high deprivation neighbourhoods were more likely to support 
this regulatory change.

A high proportion (94%) of New Zealand adults reported seeing alcohol-related advertising or promotion 
in at least one location in the previous three months. The three most common locations for being 
exposed to alcohol advertising or promotions were on television (66%), at the supermarket (65%), 
and in newspapers or magazines (53%). Males and 18 to 24-year-olds were more likely to see alcohol 
advertising on television, while people who drank alcohol in the last month were more likely to have seen 
such advertising at the supermarket and in newspapers or magazines.

CONCLUSION

The majority of New Zealand adults supported the regulatory changes described in the HLS, with the 
strongest support observed for regulations aimed at reducing young people’s exposure to alcohol 
advertising and promotion. Attitudes towards regulatory changes were relatively stable over time, except 
for some shifts in support for reducing the hours alcohol can be sold and for banning alcohol advertising 
and promotion at events. Across all measures, females, older adults, and non-drinkers tended to express 
attitudes supporting greater regulatory control over alcohol sales and promotion. Together, these findings 
provide a comprehensive overview of New Zealand adults’ attitudes and experiences in relation to the 
availability and promotion of alcohol.
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INTRODUCTION

The Health and Lifestyles Survey (HLS) is a nation-wide survey run by the Health Promotion Agency (HPA) 
every two years. The HLS assesses New Zealand adults’ attitudes and behaviours relating to a wide range 
of health and lifestyle topics, including alcohol. Several other nation-wide surveys also periodically assess 
alcohol-related attitudes and behaviour in New Zealand (eg, the New Zealand Health Survey by the Ministry 
of Health; Alcohol Behaviour and Attitudes Survey by HPA). The main contribution of the HLS is its unique 
and relatively consistent alcohol-related question set that allows monitoring of changes over time in attitudes 
towards specific policies and regulations. Data from the HLS also complement the more detailed information 
on drinking patterns and behaviours provided by the other national surveys.

This report uses data from the HLS to examine (i) attitudes and experiences relating to the availability and 
promotion of alcohol; (ii) whether those attitudes have changed between 2010 and 2014; and (iii) whether 
alcohol-related attitudes depend on socio-demographic variables. To this end, we analysed data from the 
three HLS surveys conducted between 2010 and 2014. Patterns of alcohol consumption across that time 
are also briefly reported, but they are not the main focus of this report. After detailing the questionnaire 
and methodological approach, this report describes the socio-demographic characteristics of respondents 
and the results for each of the alcohol-related attitudes assessed in all three survey years. The report 
is grouped into two sections: (i) attitudes towards alcohol availability and (ii) attitudes towards, and 
experiences of, alcohol advertising and promotion. It concludes with a brief summary of the results.

METHOD

INSTRUMENTS

This report uses data from the 2010, 2012, and 2014 HLS to examine people’s alcohol-related attitudes 
and experiences. The HLS is a biennial cross-sectional in-home survey conducted with a nationally-
representative sample of New Zealand adults aged 15 years and over. Further detail on the HLS 
methodology can be found in the methodology reports published on the HPA’s website at http://www.hpa.
org.nz/research-library/research-publications.

Questionnaire

Five alcohol-related attitude questions were collected in all three survey years. Three of the questions 
asked about support for a particular regulation by asking respondents how much they would support or 
oppose that regulation if it was intended to help reduce the problems associated with alcohol use. These 
attitudinal questions used 5-point response scales ranging from “strongly support” to “strongly oppose”. 
Another question asked people to report whether they thought the number of places where alcohol could 
be purchased is too few, about right, or too many. The final question asked people to identify (from a 
show-card) where they had seen or heard advertising or promotion for alcohol in the last three months 
(multiple responses were allowed).
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Question wording was relatively consistent across the three survey years, although there were some changes 
that could affect interpretation of the data. These wording changes are described in the body of this report 
alongside the relevant result. Caution should therefore be taken when assessing differences across time.

DATA ANALYSIS

Statistical analyses were conducted using STATA IC (version 13.1) software. To ensure that the sample 
accurately represented the New Zealand population aged 15 years and over, responses from 2010 and 
2012 were weighted according to the 2006 Census data; responses from 2014 were weighted according 
to the 2013 Census data. 

Proportions were first calculated using the delete-a-group jackknife method1 to estimate the frequency 
of a particular alcohol-related attitude or behaviour in the sample. Differences across time and between 
demographic groups were then assessed with logistic regression. Unadjusted odds ratios and 95% 
confidence intervals are reported.

Response transformations

Respondents who refused to answer a particular question, or could not form an opinion, were excluded 
from analysis (<5% of respondents in all cases). For the questions using a 5-point response scale, “strongly 
support” and “support” responses were combined to indicate the number of people supporting a particular 
regulation; “strongly oppose” and “oppose” responses were combined to indicate the number of people 
opposing a particular regulation. Neutral responses (neither support nor oppose) were not further transformed.

Assessing changes over time

Logistic regression was used to assess changes in support over time, with survey year (2010, 2012, or 2014) 
entered as the independent variable. For questions about regulatory changes, the dependent variable was 
whether or not the respondent supported that change. For the question about perceptions of alcohol outlet 
density, the dependent variable was whether or not the respondent thought there were “too many” outlets. For 
the question about recent exposure to alcohol advertising and promotion, the dependent variable was whether 
or not the person recalled seeing such advertising in a particular location in the past three months.

Assessing differences by respondent characteristics

Using the 2014 data, logistic regression was used to assess between-group differences in alcohol-related 
attitudes and experiences with the following independent variables: age (15-17/18-24/25-44/45-64/ 65+ 
years), gender (males/females), ethnicity (Māori/Pacific/Asian/Other), socioeconomic deprivation (NZ 
Deprivation Index 1-3/4-7/8-10), last month drinking (drank alcohol in last month/did not), and last month 
risky drinking (had more than 5/6 drinks on one occasion in the last month/did not). The dependent 
variables were the same as those for the analyses assessing changes in responses over time. 

1  Kott, P.S. (1998). Using the delete-a-group jackknife variance estimator in NASS surveys. National 
Agricultural Statistics Service: Virginia. Available at: http://www.amstat.org/sections/srms/proceedings/
papers/1998_130.pdf.



2010 2012 2014
Gender

Male 48% 48% 48%
Female 52% 52% 52%

Ethnicity
Māori 12% 12% 12%
Pacific 5% 4% 5%
Asian 8% 5% 11%
Other 75% 80% 71%

Age (years)
15-17 5% 4% 4%
18-24 13% 14% 13%
25-44 34% 33% 32%
45-64 32% 31% 30%
65+ 16% 18% 20%

Deprivation
Low (1-3) 34% 27% 33%
Med (4-7) 37% 43% 43%
High (8-10 ) 29% 29% 24%

Drinking behaviour
Drank alcohol in last year 85% 75% 76%
Drank alcohol in last month - 68% 67%
Risky drinking1 in last month (of last month drinkers) - 42% 38%
Risky drinking in last month (of total sample) - 30% 26%
Very risky drinking2 in last month (of last month drinkers) - 20% 21%
Very risky drinking in last month (of total sample) - 14% 14%

- Question was not asked in that year
1 Defined as having more than five (for females) or six (for males) alcoholic 
 drinks on one occasion
2 Defined as having more than nine (for females) or eleven (for males) alcoholic 
 drinks on one occasion

ALCOHOL-RELATED ATTITUDES IN 2010, 2012, and 2014
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RESULTS

RESPONDENT CHARACTERISTICS

Table 1 shows the socio-demographic characteristics and alcohol consumption behaviours of respondents 
in the 2010 (N = 1740), 2012 (N = 2672), and 2014 (N = 2594) HLS surveys. 

Table 1. Characteristics of respondents in the 2010, 2012, and 2014 HLS 
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ATTITUDES RELATING TO ALCOHOL AVAILABILITY

To assess perceptions of alcohol availability, respondents were asked to indicate: (i) how much they 
supported, or opposed, reducing the hours when alcohol can be sold and (ii) whether they think the 
number of places where alcohol can be purchased is too few, too many, or about right.

Alcohol sale hours

The survey question that examined reducing alcohol sale hours changed between 2010 and 2014. While 
the 2010 and 2012 surveys asked about “reducing the hours when alcohol can be sold”, the 2014 survey 
asked about “reducing the hours when alcohol can be sold in my community where I live”.

On average across the 2010, 2012, and 2014 surveys, 62% of respondents supported reducing the hours 
when alcohol can be sold. Another 20% opposed the change, while 18% gave a neutral response. There 
was a decrease in support for reducing alcohol sale hours between 2010 and 2012 (ref 2010; OR = 0.74, 
95% CI [0.61, 0.90]), and a slight (non-significant) increase in 2014 (ref 2012; p = .065) (see Figure 1). 

Figure 1. Support in 2010, 2012, and 2014 for reducing the hours when alcohol can be sold

Support for reducing the hours when alcohol can be sold varied with gender, age, and drinking behaviour 
(see Table 2). Support was higher among females, adults aged 25 years and over. Those who had not 
drunk alcohol in the last month and those who had not engaged in risky drinking in the last month were 
also more likely to support this regulation.
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Table 2. Group differences in 2014 in support for reducing the hours when alcohol can be sold 

Independent variable Variable categories
Gender Male Female
% support 57% 67%

OR (95% CI) Ref 1.53*
(1.17, 2.00)

Age 15-17 18-24 25-44 45-64 65+
% support 55% 43% 59% 68% 74%

OR (95% CI) 1.68
(0.73, 3.88) Ref 1.92*

(1.03, 3.57)
2.87*
(1.57, 5.26)

3.83*
(2.05, 7.13)

Ethnicity Asian Pacific Māori Other
% support 68% 72% 62% 61%

OR (95% CI) 1.35
(0.70, 2.58)

1.67
(0.94, 2.98)

1.04
(0.77, 1.40) Ref

Deprivation Low Medium High
% support 59% 62% 67%

OR (95% CI) Ref 1.11
(0.81, 1.52)

1.36
(0.95, 1.99)

Drank in last month Yes No
% support 56% 74%

OR (95% CI) Ref 2.26*
(1.58, 3.22)

Risky drinking in last month Yes No
% support 43% 69%

OR (95% CI) Ref 2.94*
(2.11, 4.09)

Note: Significant differences are marked with an asterisk and shown in bold. 
Unadjusted odds ratios are reported.

Alcohol outlet density

The survey question that explored opinions about the density of alcohol outlets changed across the three 
survey years. In 2010 respondents were asked about alcohol outlets “overall in New Zealand”; in 2012 the 
question focused on outlets “in your local area”, and in 2014 about outlets “in the community where you 
live”. Given that the survey focused on a different location in the 2010 survey than in the 2012 and 2014 
surveys, the 2010 data are not reported here.

On average across 2012 and 2014, 39% of respondents believed there were too many places where 
alcohol could be purchased. Another 58% believed the number was “about right” and 3% believed 
there were too few. While there was a small reduction between 2012 and 2014 in the number of people 
believing there were too many places, this difference was not statistically significant (ref 2012; p = .054) 
(see Figure 2). 
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In 2014, the perception there are too many alcohol outlets varied with gender, age, ethnicity, deprivation, 
and drinking behaviour (see Table 3). This perception was more common among females, adults aged 25 
years and over, Māori and Pacific people, and people living in high deprivation areas. Those who had not 
drunk alcohol in the last month and those who had not engaged in risky drinking in the last month were 
also more likely to hold this view.

Figure 2. Perceptions of alcohol outlet density in 2012 and 2014
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Table 3. Group differences in 2014 in perception there are too many places where alcohol can be purchased 

Independent variable Variable categories
Gender Male Female
% “too many” 33% 39%

OR (95% CI) Ref 1.29*
(1.02, 1.64)

Age 15-17 18-24 25-44 45-64 65+
% “too many” 19% 21% 33% 42% 48%

OR (95% CI) 0.89
(0.34, 2.36) Ref 1.85*

(1.09, 3.14)
2.79*
(1.65, 4.73)

3.46*
(2.06, 5.81)

Ethnicity Asian Pacific Māori Other
% “too many” 40% 59% 43% 33%

OR (95% CI) 1.34
(0.82, 2.20)

2.86*
(1.86, 4.40)

1.55*
(1.14, 2.12) Ref

Deprivation Low Medium High
% “too many” 29% 35% 50%

OR (95% CI) Ref 1.34
(0.90, 2.00)

2.48*
(1.62, 3.80)

Drank in last month Yes No
% “too many” 32% 46%

OR (95% CI) Ref 1.81*
(1.39, 2.37)

Risky drinking in last month Yes No
% “too many” 24% 41%

OR (95% CI) Ref 2.21*
(1.60, 3.03)

Note: Significant differences are marked with an asterisk and shown in bold.
Unadjusted odds ratios are reported.
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ATTITUDES AND EXPERIENCES RELATING TO ALCOHOL ADVERTISING  
AND PROMOTION

To assess attitudes and experiences relating to alcohol advertising and promotion, respondents were 
asked to indicate whether they supported or opposed: (i) increasing restrictions on alcohol advertising 
or promotion that is seen or heard by young people; and (ii) banning alcohol sponsorship of events that 
young people might attend. Respondents were also asked to report where they had seen or heard any 
alcohol advertising or promotion in the past three months. 

As previously stated, the question wording altered over the three survey years. In 2010, young people 
were described as “children and young people” while in 2012 and 2014 they were described as “people 
under 18 years of age”. This has an impact on how the following results should be interpreted.

Alcohol advertising and promotion that is seen or heard by young people

On average across 2010, 2012, and 2014, 80% of respondents said that they supported increasing 
restrictions on alcohol advertising or promotion that is seen or heard by young people. Another 12% 
opposed the change, while 7% gave a neutral response. There was no change in support for this 
regulation over time (p > .226 in all cases), as demonstrated in Figure 3.

Figure 3. Support in 2010, 2012, and 2014 for increasing restrictions on alcohol advertising or promotion 
that is seen or heard by young people

Support in 2014 for increasing the restrictions on alcohol advertising or promotion that young people might 
see varied according to gender, age, and drinking behaviour. Support for enhanced restrictions was higher 
among females and adults aged 45 years and over. Those who had not drunk alcohol in the last month 
and those who had not engaged in risky drinking in the last month also supported tighter restrictions.
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Independent variable Variable categories
Gender Male Female
% support 75% 83%

OR (95% CI) Ref 1.70*
(1.20, 2.42)

Age 15-17 18-24 25-44 45-64 65+
% support 57% 73% 77% 83% 84%

OR (95% CI) 0.49
(0.21, 1.13) Ref 1.25

(0.71, 2.21)
1.82*
(1.03, 3.22)

1.98*
(1.05, 3.75)

Ethnicity Asian Pacific Māori Other
% support 84% 84% 73% 79%

OR (95% CI) 1.39
(0.75, 2.55)

1.43
(0.82, 2.48)

0.70
(0.47, 1.04) Ref

Deprivation Low Medium High
% support 79% 78% 82%

OR (95% CI) Ref 0.93
(0.57, 1.52)

1.24
(0.72, 2.12)

Drank in last month Yes No
% support 75% 87%

OR (95% CI) Ref 2.26*
(1.58, 3.23)

Risky drinking in last month Yes No
% support 67% 83%

OR (95% CI) Ref 2.47*
(1.63, 3.73)

Note: Significant differences are marked with an asterisk and shown in bold.
Unadjusted odds ratios are reported.
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Table 4. Group differences in 2014 in support for increasing restrictions on alcohol advertising or promotion 
that is seen or heard by young people
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Alcohol-related sponsorship of events that young people might attend

On average across 2010, 2012, and 2014, 66% of respondents supported banning alcohol-related 
sponsorship of events that young people might attend; another 18% opposed the change and 17% gave 
a neutral response. Support for this regulation increased from 2010 to 2012 (ref 2010; OR = 1.95, 95% CI 
[1.57, 2.41]), but reduced in 2014 (ref 2012; OR = 0.66, 95% CI [0.54, 0.81]) (see Figure 4).

In 2014, support for banning alcohol-related sponsorship of events that young people might attend varied 
with gender, age, ethnicity, deprivation, and drinking behaviour. Those more likely to support this regulation 
included females, adults aged 25 years and over, Asian people, and those living in high deprivation areas. In 
addition, those who had not drunk alcohol in the last month and those who had not engaged in risky drinking 
in the last month supported banning sponsorship of such events (refer to Table 5).

Figure 4. Support in 2010, 2012, and 2014 for banning alcohol-related sponsorship of events that young 
people might attend



ALCOHOL-RELATED ATTITUDES IN 2010, 2012, and 2014

Independent variable Variable categories
Gender Male Female
% support 59% 70%

OR (95% CI) Ref 1.64*
(1.20, 2.24)

Age 15-17 18-24 25-44 45-64 65+
% support 48% 51% 66% 70% 67%

OR (95% CI) 0.89
(0.39, 2.03) Ref 1.87*

(1.18, 2.98)
2.21*
(1.36, 3.58)

1.94*
(1.16, 3.23)

Ethnicity Asian Pacific Māori Other
% support 73% 71% 65% 63%

OR (95% CI) 1.58*
(1.03, 2.44)

1.46
(0.77, 1.54)

1.10
(0.78, 1.54) Ref

Deprivation Low Medium High
% support 59% 63% 74%

OR (95% CI) Ref 1.22
(0.84, 1.76)

2.04*
(1.39, 2.99)

Drank in last month Yes No
% support 59% 77%

OR (95% CI) Ref 2.43*
(1.77, 3.34)

Risky drinking in last month Yes No
% support 48% 70%

OR (95% CI) Ref 2.57*
(1.82, 3.65)

Note: Significant differences are shown in bold and marked with an asterisk.
Unadjusted odds ratios are reported.
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Table 5. Group differences in 2014 in support for banning alcohol-related sponsorship of events that young 
people might attend 
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Location 2010 2012 2014
Supermarket 76% 54% 64%
Television 70% 66% 61%
Newspapers or magazines 71% 42% 46%
Letterbox junk mail (leaflets/brochures) 52% 45% 44%
Cafes, restaurants, bars, pubs, clubs 57% 35% 44%
Outdoor billboards 63% 36% 41%
Sporting, musical, or cultural event 31% 17% 26%
Side of a truck - 19% 25%
Internet 20% 12% 24%
Shopping mall/shops 32% 22% 23%
Radio 30% 17% 19%
Email junk mail/spam 10% 6% 7%
On buses or trains 13% 7% 7%
At bus stops or train stations 11% 4% 6%

Note: Only those locations reported by 5% or more of respondents in 
the 2014 survey are shown.
Unadjusted odds ratios are reported.
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Exposure to alcohol advertising or promotion

The percentage of respondents who recalled seeing alcohol advertising or promotion at particular 
locations in the last three months is described in Table 6. Only a small number of respondents reported 
that they had not seen any advertising or promotion for alcohol in the past three months (4% in 2010; 8% 
in 2012; and 7% in 2014). Overall, respondents most commonly recalled seeing alcohol being advertised 
or promoted in the supermarket, on television, and in newspapers or magazines. 

Table 6. Recalled exposure in 2010, 2012, and 2014 to alcohol-related advertising or promotion

Given the large number of possible locations for exposure to alcohol advertising or promotion, we 
focused our analysis on the three most common locations cited by respondents (supermarkets, TV, 
and newspapers or magazines).  We analysed these locations according to gender, age and drinking 
behaviour. The results demonstrate that those more likely to have seen alcohol advertising or promotion 
on television were males and those aged 18 to 24-years. Those who drank alcohol in the last month were 
more likely to recall seeing advertising or promotion at the supermarket or in newspapers or magazines. 
Refer to Tables 7a, b and c for more detail.  
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Independent variable Variable categories
Gender Male Female
% 64% 58%

OR (95% CI) Ref 0.77*
(0.61, 0.97)

Age 15-17 18-24 25-44 45-64 65+
% 75% 74% 62% 60% 50%

OR (95% CI) 1.03
(0.42, 2.51) Ref 0.56*

(0.33, 0.93)
0.52*
(0.29, 0.94)

0.35*
(0.20, 0.62)

Drank in last month Yes No
% 63% 57%

OR (95% CI) 1.27
(0.97, 1.66) Ref

Note: Significant differences are shown in bold and marked with an asterisk.
Unadjusted odds ratios are reported.

Independent variable Variable categories
Gender Male Female
% 61% 66%

OR (95% CI) Ref 1.25
(0.99, 1.57)

Age 15-17 18-24 25-44 45-64 65+
% 55% 67% 67% 65% 57%

OR (95% CI) 0.59
(0.21, 1.62) Ref 0.99

(0.56, 1.74)
0.91
(0.53, 1.56)

0.63
(0.36, 1.10)

Drank in last month Yes No
% 68% 56%

OR (95% CI) 1.68*
(1.29, 2.20) Ref

Note: Significant differences are shown in bold and marked with an asterisk.
Unadjusted odds ratios are reported.
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Table 7a. Group differences in 2014 in exposure to alcohol advertising or promotion at the supermarket

Table 7b. Group differences in 2014 in exposure to alcohol advertising or promotion on television
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Independent variable Variable categories
Gender Male Female
% 47% 46%

OR (95% CI) Ref 0.98
(0.75, 1.28)

Age 15-17 18-24 25-44 45-64 65+
% 31% 43% 48% 52% 42%

OR (95% CI) 0.58
(0.27, 1.27) Ref 1.22

(0.78, 1.92)
1.41
(0.88, 2.26)

0.94
(0.58, 1.52)

Drank in last month Yes No
% 51% 38%

OR (95% CI) 1.73*
(1.33, 2.24) Ref

Note: Significant differences are shown in bold and marked with an asterisk.
Unadjusted odds ratios are reported.
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Table 7c. Group differences in 2014 in exposure to alcohol advertising or promotion in newspapers 
or magazines
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RESULTS SUMMARY

Table 8 provides an overview of the results presented in this report.

Table 8. Factors associated with alcohol-related attitudes

Support for 
reducing the 
hours when 
alcohol can 
be sold

Perception 
there are too 
many places 
where 
alcohol 
can be 
purchased

Support for 
increasing 
restrictions 
on alcohol 
advertising 
or 
promotion 
that is seen 
or heard 
by young 
people

Support for 
banning 
alcohol-
related 
sponsorship 
of events 
that young 
people 
might attend

Saw alcohol 
advertising 
at the 
supermarket

Saw alcohol 
advertising 
on television

Saw alcohol 
advertising 
in 
newspapers 
or 
magazines

Mean %1 62% 39%2 80% 66% 65% 66% 53%
Time 2010 > 2012 ns ns 2010 < 2012 

> 2014
Not 
examined

Not 
examined

Not 
examined

Gender Females > 
Males

Females > 
Males

Females > 
Males

Females > 
Males

ns Males > 
Females

ns

Age Aged 25+ 
years > 
18 to 24 

Aged 25+ 
years > 
18 to 24 

Aged 45+ 
years > 
18 to 24 

Aged 25+ 
years > 
18 to 24 

ns Aged 18 to 
24 years > 
25+ 

ns

Ethnicity ns Pacific > 
European/
Other
Māori > 
European/
Other

ns Asian > 
European/
Other

Not 
examined

Not 
examined

Not 
examined

Deprivation ns High > Low ns High > Low Not 
examined

Not 
examined

Not 
examined

Drank in 
last month

No > Yes No > Yes No > Yes No > Yes Yes > No ns Yes > No

Risky 
drinking in 
last month

No > Yes No > Yes No > Yes No > Yes Not 
examined

Not 
examined

Not 
examined

Notes: 1Across the three survey years; 2Across 2012 and 2014 only; ns indicates a result was not 
significant; > < symbols indicate direction of effect

ALCOHOL-RELATED ATTITUDES IN 2010, 2012, and 2014



CONCLUSION

The purpose of this report was to use data from the 2010, 2012, and 2014 HLS to examine New Zealand 
adults’ attitudes and experiences relating to the availability and promotion of alcohol. We assessed 
whether those attitudes changed across the three survey years, and whether they depended on socio-
demographic variables. The results, which are summarised in Table 8, show that the majority of New 
Zealand adults supported each of the regulatory changes described in the HLS. The strongest support 
was for increasing restrictions on alcohol advertising or promotion that is seen or heard by young people. 

Attitudes towards regulatory changes were relatively stable over time, although there were some 
shifts in support for reducing the hours when alcohol can be sold and for banning alcohol advertising 
and promotion at events that young people might attend. Regarding the effects of socio-demographic 
variables, females, older adults, and non-drinkers tended to express attitudes supporting greater 
regulatory control over alcohol sales and promotion. Ethnicity and neighbourhood deprivation also played 
a role in people’s views on alcohol outlet density and alcohol-related sponsorship of events. Together, 
these findings provide a comprehensive overview of New Zealand adults’ attitudes and experiences in 
relation to the availability and promotion of alcohol.
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