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Abstract

Background and Aims: Alcohol and gambling industries use a range of strategies to
oppose and undermine public health policies targeting their industries. Industry associa-
tions often play a visible role in advancing alcohol and gambling industry interests, yet
there are few studies analysing who their members or partners are and the relationships
between them. Our study developed an approach to map the landscape of Australian
alcohol and gambling associations, their members and partners and the connections
between commercial actors.

Methods: We conducted our study in four phases: first, we systematically searched for
alcohol and gambling industry associations; second, we identified and classified associa-
tion members and/or partners; third, we mapped three types of relationships between
associations and members/partners (umbrella associations, co-location and joint mem-
bership/partnerships); lastly, we analysed the disclosures of the members and partners
of the Australian Hotels Associations and Clubs Associations.

Results: We identified 126 industry associations and 1486 unique companies/
organisations from multiple industry sectors that were members/partners. Only
75 (59.5%) associations provided a list of members/partners. Most companies/
organisations were partners of only one association (n = 1218), while five companies
were partners of more than 20 associations. Concerning relationships, we identified five
national clusters, 27 instances of co-location and an extensive network linking associa-
tions through shared partnerships. Finally, we assessed 658 relationships between
Hotels and Clubs Associations and their partners, of which only 91 (13.8%) were trans-
parently disclosed.

Conclusions: In Australia, many alcohol and gambling industry associations do not dis-
close their members or corporate partners and provide limited funding information.
Members and corporate partners of Australian alcohol and gambling industry associa-
tions rarely disclose their support and are diverse in focus, size, members, partners, pur-

pose and activities.
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MAPPING CORPORATE SPONSORSHIP

INTRODUCTION

The most ambitious policies to reduce the burden of chronic diseases
threaten the profits of harmful industries like tobacco and alcohol. To
protect their profits and interests, these industries (like other industry
sectors facing regulation) engage in a range of strategies to block,
delay and undermine public health policies. This includes disputing
and influencing scientific evidence, threatening and discrediting public
health advocates and acquiring and using political influence [1-4]. Yet
these overt and confrontational opposition strategies come with repu-
tational risks [5]. Partly because of this, industry associations and
lobby groups sometimes play a more active (and visible) role in chal-
lenging public health policies [1, 6].

To support public health advocates and organisations, and to pro-
tect policymaking from harmful industry opposition and advance pub-
lic health, we need to develop a deeper understanding of the
landscape of harmful industry interests, their resources and their net-
works. Mapping this diverse coalition of commercial allies aligns with
calls from scholars and practitioners of the commercial determinants
of health (CDoH) to more closely scrutinise the breadth of actors
whose interests intersect with harmful industries, but may not be con-
ceptualised as harmful industries themselves [7]. In the case of indus-
try associations, this includes the potentially diverse cohort of their
members, partners and sponsors who - through their affiliation with
the association - may indirectly support the political activities of
harmful industries. This study looks at two closely connected industry
sectors in Australia - alcohol and gambling - to pilot an approach to
systematically map the network of harmful industry interests and their
allies. Although our approach focuses on the alcohol and gambling
sectors in Australia, our methods could be applied to any industry sec-
tor or country context, and we reflect on opportunities to expand on

our study in the discussion.

Alcohol and gambling in Australia - an economic and
political powerhouse

The social and economic costs of the alcohol and gambling industries
in Australia are staggering. Australians lose around AU$25 billion
annually on gambling - dwarfing all other countries in this regard [8].
The social cost of alcohol harms was estimated to be more than AU
$66 billion in 2017-18 [9]. Moreover, these harms are concentrated
disproportionately amongst poorer, vulnerable groups, who are tar-
geted with aggressive marketing including data-driven digital cam-
paigns that can target specific and potentially vulnerable audiences,
such as high-volume consumers [10, 11]. Yet there are few public
health policies to protect communities from harm. This is not because
of a lack of ambition or effort on the part of public health advocates
[12, 13]. Rather, alcohol and gambling industries are deeply
entrenched in the Australian economy and politics, stymying efforts
for truly effective policy action.

In 2018, the alcohol industry was estimated to have contributed

more than AU$158 billion annually to the Australian economy, with
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AU$6.5 billion going directly to the government through taxation [14].
In 2022-23, gambling taxes raised around AU$9 billion dollars for the
Australian government, and a comparison with Australian Bureau of
Statistics data shows that that an average of 8% of state government
revenue came from gambling [15, 16]. In political science, these con-
tributions to the economy are often described as a source of struc-
tural power, where political decisions may favour the business
without any lobbying or direct political influence required [17, 18].
Indeed, Livingstone and Adams argue that the power of the gambling
industry in Australia is only made possible with state collusion [19].

Limited political will to regulate the alcohol and gambling indus-
tries is exacerbated by intensive lobbying and campaign financing
across all federal, state and territory governments [2, 20, 21]. In
2020-21, alcohol and gambling companies gave more than AU$2 mil-
lion to Australian political parties [22]. Between July 2014 and
December 2020, ministerial diaries in New South Wales recorded
331 meetings with gambling interests and 158 meetings with alcohol
interests [21]. A 2023 investigation found that the gambling industry
‘wined and dined’ the minister responsible for their portfolio while a
proposal to strongly regulate online gambling advertising was under
review [23].

Although alcohol and gambling companies will engage in political
activities directly, they also use third party groups to do so, such as
industry associations or professional lobby firms [24]. These groups
provide multiple benefits to companies. For regulatory threats that
target the sector broadly - such as warning labels on alcohol
products - companies can join forces and pool resources to oppose
the policy. Industry associations often have large memberships, ampli-
fying their political influence as a coalition [25]. And finally, industry
associations have been shown to be more vocal on controversial
topics, allowing individual companies to protect their reputations and
avoid public scrutiny [6, 26, 27].

Industry associations have been active in Australia since the
1800s [28]. They are variably structured and can appear as not-
for-profit organisations, research organisations, education and training
organisations or as lobby groups. In the case of the alcohol and gam-
bling sectors, some have played an active role in opposing public
health policies. For instance, in 2010, Clubs New South Wales (Clubs
NSW) successfully opposed the gambling reforms proposed by the
Gillard government, coordinating rallies and denouncing the reforms
as ‘un-Australian’. In the 2 years following the campaign, they
donated almost AU$4.5 million to major political parties [20]. Preg-
nancy warning labels on alcohol products were recommended in
2011, yet the alcohol industry delayed implementation of this public
health measure for more than a decade, launching a range of initia-
tives through the industry-funded group Drinkwise [12, 29, 30]. These
activities emphasise the need for public health advocates to develop a
better understanding of industry associations and their corporate
members, so that the public health community is better equipped to
challenge the influence of harmful industry actors.

Industry associations are often politically influential, yet there are
few studies analysing who their specific members or partners are and

the relationships between them. This question sits at the
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intersection of public health (especially CDoH) and political science
scholarship. Public health researchers have focused more on the activ-
ities and influence of specific interest groups (often via case studies)
[2, 31, 32]. In contrast, political science scholars have analysed indus-
try associations as part of their broader focus on interest groups, with
substantial attention devoted to the question of mapping the ‘system’
of organised interests [33]. This research has predominantly occurred
in the USA and Europe, including the groundbreaking population ecol-
ogy work of Gray and Lowery [34]. In Australia, Fraussen and Hal-
pin [35] have sought to estimate the size, composition and diversity
of the national interest group community. In their study they classified
the industry sectors of the interest groups, but did not explore the
specific make-up of each group.

Our study seeks to build on previous analyses of interest groups
and interrogate their composition at a more granular level. This is
important to consider, as depending on the type of interest group,
they may have a more or less diverse membership. Peak bodies, for
instance, often represent a vast range of economic actors, whereas
industry associations often have a narrower remit. Further, some com-
panies may choose not to align themselves with industry associations
or prioritise other forms of political engagement. From a CDoH per-
spective, it is important to understand the resources and influence of
industry associations, so that more targeted campaigns to counter
their political influence can be developed [7, 36]. To this end, we were
further interested in the question of transparency and disclosure (both
from associations and from their members/partners). Considering the
sometimes aggressive strategies used by some associations, some
companies may seek to distance themselves from associations to pro-
tect their reputation [6]. We asked the following questions. What
organisations represent alcohol and/or gambling interests in
Australia? Do they disclose their members and/or partners (and vice
versa)? What are the networks connecting associations and members/
partners? Our study aims to provide insights into the breadth of com-
panies that are connected to alcohol and gambling industry

associations.

METHODS

We conducted our study in four phases: (1) identify and classify indus-
try associations; (2) identify and classify association members or part-
ners; (3) map relationships between associations and members/
partners; and (4) analyse member/partner disclosures.

Phase 1: Identify and classify associations

To identify relevant industry associations we conducted a rapid scop-
ing review, using an approach modified from that of Godin et al. [37]
for reviewing grey literature. Three sources were searched: Google
Advanced Searches, peer-reviewed databases and business databases.
Search strategies were developed based on the following key terms:

Australia, Association, Alcohol, Gambling, Racing and Venue. These

TABLE 1 Inclusion criteria for industry associations.

1 Organisation that represents the interests of an industry (or group
of industries)

2 Membership/sponsorship/partnership model

3 At least one alcohol or gambling industry member/sponsor/partner
(e.g. a manufacturer, producer or association)

4 Located in Australia

searches were performed between October 2022 and February 2023
within the bounds of a master’s research capstone project. Our search
strategies are detailed in Appendix S1.

Following the initial searches, a preliminary list of 187 associations
were identified. All associations were reviewed to: (1) confirm
whether they currently existed with a website; and (2) determine
whether they fit our inclusion criteria for being an alcohol or gambling
industry association (Table 1). Our criteria were drawn from the defi-
nition of industry associations given by Watkins et al. [38] as ‘mem-
ber-based organisations that represent the interests of a particular
industry’. Based on our initial assessment of industry associations, we
also considered groups with a sponsorship or partnership model if the
purpose of the organisation was to support the alcohol or gambling
industry. Although these models are slightly different, for readability
we use the term ‘partner’ from here onwards as this was the most
common model in our data set. We included the state and territory
racing authorities as well as their national peak bodies, as they
engaged in advocacy activities and had gambling company partners.

For each association, we searched for a website (sometimes iden-
tified in the source documents) or performed a Google search. Several
associations were found to have changed their names over time, and
earlier versions were flagged as duplicates. Associations without easily
identifiable websites (determined by reviewing the first two pages of
Google results) were flagged as inactive. To review whether the asso-
ciation represented alcohol and/or gambling industry interests, we
reviewed the ‘about us’ (or equivalent) page, partnership page and
policy page. Searches using the website search bar for the terms ‘alco-
hol’ and ‘gambling’ were also performed. During this search, we iden-
tified several additional associations that we added to our list.

For each included association, we collected information about
their attributes (if available), including: homepage URL; address, post-
code and state; date the association was formed and/or ended;
whether the association publicly disclosed their annual report;
whether they had a password-protected ‘members area’; and whether
they publicly disclosed a list of their members/sponsors/partners.
Each association was categorised into an industry category of ‘alco-
hol’, ‘gambling’, ‘both’ or ‘multiple’, depending on its declared mission

statement or the industry sector of their members/sponsors/partners.

Phase 2: Identify and classify partners

To identify the partners for each association, we searched the home

page of each association and reviewed the main search bars for terms
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including ‘sponsors’, ‘members’, ‘partners’ and ‘our people’. If avail-
able, we documented the URL where partners were listed and took a
screenshot of the webpage as a source reference. Several of the clubs
associations listed club members as well as corporate partners
(e.g. Surf Lifesavers Australia, a community club, vs Aristocrat, a gam-
bling company). In such cases, the corporate partners supporting the
association were documented rather than the individual clubs them-
selves (often numbering in the hundreds or thousands). All named
partners were documented in an Excel spreadsheet.

Many of the identified partners were the same company but
listed differently (e.g. Carlton & United Breweries; Carlton and United
Breweries; Carlton and United Breweries Premium Beverages; CUB
Premium Beverages). To match companies and simplify this list, we
used Open Al to review the list and identify the company website and
industry sector. We manually reviewed the matches and classified
partners into five groups: alcohol, gambling, both (alcohol and gam-
bling), government and other. For partners that were unclear, we clas-
sified these as other. Partners classified as alcohol included:
companies that manufactured alcohol; breweries and wineries; alcohol
retailers; hotels and bars; and alcohol associations. Partners classified
as gambling included: casinos; clubs, including Returned and Services
League of Australia (RSL) clubs; lotteries; gaming companies; gaming
technology; horse and greyhound breeders; and gambling associa-
tions. We note that many hotels and bars also have gambling facilities,
but it was beyond the scope of this study to determine which, and
thus the partners classified as ‘both’ are likely to represent an under-

estimation of the gambling sector.

Phase 3: Map relationships between associations and
partners

To explore the relationships between associations, we conducted an
exploratory analysis to identify ‘parent’ and c‘child’ relationships
between associations. This was achieved by reviewing the websites of
associations with similar names (e.g. Clubs Australia and Clubs
Queensland) or clear regional affiliations (e.g. Racing New South
Wales and Racing Australia) to confirm whether a parent organisation
or national body was identified. We were interested not in affiliated
associations (e.g. those that may collaborate on campaigns), but spe-
cifically ‘parent’ associations that had a level of strategic or organisa-
tional control or influence over the ‘child’ association. We also
reviewed the listed addresses for associations, documenting all
instances of co-location (listing the same address). We have tried our
best to identify relationships between national and state branches of
associations; however, it is possible that there are additional relation-
ships that further research could identify.

We also analysed the relationships between associations by
exploring the network of partners connected with more than one
association. We used GEPHI network analysis software (https://
gephi.org) to create a network graph of associations and partners and
measured their betweenness centrality, a measure of their relative

importance in and degree of connectedness to the network.
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Phase 4: Rates of partnership disclosure

To assess whether partners were transparent about their relationships
with alcohol and gambling associations, we analysed the disclosure
practices around two prominent and politically active association
groups: clubs and hotels associations and their state and territory
branches. We first documented the ‘level’ of each partner
(e.g. corporate partner, silver partner, gold sponsor) and the
partner website (often linked to from the associations’ list of part-
ners). If the partner’s website was not provided, we conducted a Goo-
gle search of the partner’s name and reviewed the partner’s logo
listed by the association to verify the website. For each partner’s
website, we searched the home, about and partnership pages. We
then used the website search tool to search for the ‘association
name’. Lastly, we conducted a Google search for (‘association name’
AND ‘partner name’), reviewing the first 10 results for a source origi-
nating from the partner’s webpage. Searches were conducted in
May-August 2023.

We classified partners as not disclosing, disclosing or partially dis-
closing sponsorship. Partners were classified as not disclosing if the
above searches did not yield results. A partial disclosure was where
the partner mentioned the association by name (e.g. in a blog post or
annual report), but did not explicitly refer to their partnership arrange-
ment. We considered a full disclosure when the name and/or logo of
the association was prominently displayed on the home, about or
partnership pages of the partner, often with the logo of the associa-
tion or phrase ‘partner/sponsor of’ or equivalent.

Power Bl (Microsoft, Redmond, WA, USA) and the open-source
tool SankeyMATIC (https://sankeymatic.com) were used to analyse
and visualise the data. These findings are presented below.

RESULTS

We identified 126 industry associations and 1486 unique partner
organisations. Most associations represented the alcohol industry
(62), followed by gambling (33), both (25) and those representing mul-
tiple industries (5). We identified most associations through grey liter-
ature searches, with the peer-reviewed literature only naming
13 associations, with the Australian Hotels Association (AHA) the
most frequent (cited in 12 articles, see Appendix S1). Instead, aca-
demic articles referred to associations collectively, e.g. as ‘industry
associations’ or ‘interest groups’.

Association disclosures of their partners varied across the associ-
ations, with only 75 (59.5%) providing a list of partners. All five
associations representing multiple industries had a public list of part-
ners. In contrast, only 27 (43.5%) alcohol associations and 20 (62.5%)
gambling associations disclosed their partners.

It was challenging to identify key pieces of information for associ-
ations. Fifty-nine (46.8%) associations had a portal for members,
where we assume further information about the association and its
activities would be hosted. Few associations had an annual report that

was publicly accessible, and information about revenue sources and
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FIGURE 1 Top 30 industry associations with the most partners.

expenditure were often vague generalisations, such as ‘memberships’,
‘grants’ and ‘donations’. Ninety-four (74.6%) associations listed a
contact address or PO box. Of these, 28 were in New South Wales,
22 were in Victoria, 17 in South Australia, 12 in Western Australia, six
in the Australian Capital Territory, and three each in Queensland, the
Northern Territory and Tasmania.

Of the 1486 unique partners identified, 216 (14.5%) were from
the alcohol industry, 89 (6.0%) were from the gambling industry, six
(0.4%) were from both alcohol and gambling industries, 11 (0.7%)
were government bodies and 1164 (78.3%) were from other indus-
tries not directly connected with alcohol and gambling. These included
industries such as health, finance, construction, law, entertainment
and telecommunications. The two associations with the most partners
were the Australian Chamber of Commerce and the Business Council
of Australia, although we note that these represent business interests
in general, not just alcohol and gambling.

Some associations had predominantly alcohol or gambling orga-
nisations as partners, whereas others were more mixed (Figure 1).
Two associations had only alcohol industry partners (Distilled Spirits
Industry Council of Australia and Brewers Association of Australia)
and four had only gambling industry partners (Greyhounds Austral-
asia, Racing Australia, Responsible Wagering Australia and Racing
Queensland).

Most organisations were partners of only one association
(n = 1218), whereas a smaller number of organisations were partnered
with several associations. Seventeen were partners of 10 or more asso-
ciations and five companies were partners of more than 20 associations:
Carlton and United Breweries (24), Lion (24), Tabcorp (23), Coca-Cola

NN

76
76
75
75
Al
67

52
50
50

40 60 80 100 120 140
Number of partners

(22) and Treasury Wine Estates (21) (Figure 2). In some cases, the same
company would sponsor an association twice via different business
units (e.g. Carlton and United Breweries and Carlton and United Brew-
eries Premium Beverages were listed as separate sponsors of some of
the hotels associations). If counted separately, Carlton and United
Breweries and its affiliated business entities provided significantly more
sponsorship (n = 33), followed by Coca-Cola (n = 25).

We identified three types of connections between industry asso-
ciations: national clusters, co-location and shared partnerships. First,
some associations had a national state/territory division structure,
with the national association governing or providing strategic direc-
tion to the state and territory divisions (Figure 3). Our analysis identi-
fied five clusters: AHA (11 state and territory divisions), Clubs
Australia (8), Racing Australia (8), Greyhounds Australasia (7) and
Australian Distillers Association (5).

Second, we identified 27 associations who shared an address with
one or more associations. There were five examples of national/state
divisions sharing an address: Racing Australia/Racing Victoria;
AHA/AHA Australian Capital Territory; Clubs Australia/Clubs New
South Wales; (TAA)/TAA
New South Wales; TAA Victoria/AHA Victoria. The Tasmanian Hospi-
tality Association and Clubs Tasmania also shared an address (as well

Tourism Accommodation Australia

as a website). In other cases, we could not identify a formal link
between the associations, yet they listed the same address. For exam-
ple, the Australian Distillers Association, Alcohol Beverages Australia
and Spirits and Cocktails Australia shared an address in Sydney, and
the Brewers Association of Australia shared an address in Canberra
with AHA and AHA Australian Capital Territory.
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FIGURE 2 Top 30 organisations with the most partnerships.

AUSTRALIAN HOTELS ASSOCIATION AUSTRALIAN CAPITAL TERRITORY
AUSTRALIAN HOTELS ASSOCIATION NEW SOUTH WALES
AUSTRALIAN HOTELS ASSOCIATION SOUTH AUSTRALIA
AUSTRALIAN HOTELS ASSOCIATION VICTORIA

AUSTRALIAN AUSTRALIAN HOTELS ASSOCIATION WESTERN AUSTRALIA

HOTELS HOSPITALITY NORTHERN TERRITORY

ASSOCIATION QUEENSLAND HOTELS ASSOCIATION
TASMANIAN HOSPITALITY ASSOCIATION
TOURISM ACCOMMODATION AUSTRALIA
TOURISM ACCOMMODATION AUSTRALIA NEW SOUTH WALES
TOURISM ACCOMMODATION AUSTRALIA VICTORIA
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CLUBS CLUBS QUEENSLAND
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FIGURE 3 National and state division clusters.

Third, because many organisations partnered with more than one
association, associations were also linked via these connections.
Figure 4 presents a GEPHI network analysis of all associations and
partners in our data set. The image on the left shows the whole net-
work, whereas the image on the right is limited to the associations
and partners with the highest betweenness centrality, a measure of
their relative importance in and degree of connectedness to the
network.

Finally, we investigated how transparent partners were about
their relationships with two groups of associations: the hotels associa-
tions (including tourism accommodation divisions) and the clubs asso-
ciations. Six clubs associations disclosed their partners and 11 hotels

10
Count of partnerships

15 20

/o CANBERRA RACING CLUB
/O RACING NEW SOUTH WALES
L/Q RACING QUEENSLAND

{7_—Q RACING SOUTH AUSTRALIA
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\o RACING WESTERN AUSTRALIA

TASRACING
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RACING
AUSTRALIA

/o GREYHOUND RACING NEW SOUTH WALES
/O GREYHOUND RACING SOUTH AUSTRALIA
/ GREYHOUND RACING VICTORIA
———{) NORTHERN TERRITORY RACING COMMISSION
~( RACING AND WAGERING WESTERN AUSTRALIA
\ RACING QUEENSLAND
o

GREYHOUNDS
AUSTRALASIA

TASRACING

QUEENSLAND DISTILLERS ASSOCIATION

AUSTRALIAN SOUTH AUSTRALIAN SPIRIT PRODUCER'S ASSOCIATION
DISTILLERS SPIRITS VICTORIA ASSOCIATION
ASSOCIATION

TASMANIAN WHISKEY AND SPIRITS ASSOCIATION
'WESTERN AUSTRALIA DISTILLERS GUILD

associations disclosed theirs. Out of 699 possible relationships with
372 organisations, we were only able to assess 658 relationships, as
two organisations did not have a website and 39 were no longer listed
as a partner when we conducted our assessment.

Of the 658 relationships assessed, only 91 (13.8%) were transpar-
ently disclosed (Figure 5). There were an additional 43 partial disclo-
sures, where the partner mentioned the associations (e.g. in a blog
post or annual report) but did not explicitly refer to their partnership
arrangement. Patterns of disclosure varied by sector and individual
sponsor. Alcohol companies were the least transparent, with none of
the 127 relationships fully disclosed and with only two partly dis-
closed. Gambling companies were slightly more transparent, with
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FIGURE 4 Network analysis of associations and partners: associations = orange; alcohol interests = blue; gambling interests = pink; alcohol

+ gambling = purple; government = yellow; other sectors = grey.

Other
432

FIGURE 5 Partnership disclosures for hotels and clubs associations.

19 relationships disclosed. Several of the largest partners did not dis-
close any of their relationships with the hotels and clubs associations
(e.g. Carlton and United Breweries, Tabcorp, Coca-Cola, Foxtel, Trea-
sury Wine, Diageo, Ainsworth and Bunnings).
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DISCUSSION

This exploratory study set out to determine who represents the alco-
hol and gambling industries in Australia. To our knowledge, this is the
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first Australian study to comprehensively map the range of industry
associations active in these two sectors and the links between them.
Overall, we found poor transparency across the sectors, both from
the associations and from their partners. Many industry associations
failed to disclose their members or corporate partners and, likewise,
corporate partners rarely disclosed their support. There was limited
information about the funding models or financial resources for asso-
ciations. In the absence of clear and comprehensive information about
partnerships and funding, we can only speculate about whose inter-
ests are ultimately represented. Nonetheless, by documenting gaps in
information, this study provides a useful starting point for monitoring
industry associations as well as advocacy campaigns to improve trans-
parency and disclosure requirements.

Mapping and analysing the number and types of actors involved
in alcohol and gambling associations can help to understand the rela-
tive power and influence of an association and adds a level of granu-
larity to existing studies of the ‘system’ of organised interests
[33, 35]. Associations often make explicit the economic contribution
of their members on their websites and policy submissions [39]. Many
of the partners we identified are powerful corporations with large rev-
enue streams, market share and employee bases. By identifying the
corporate members of associations this study helps to reveal
the potential political influence that industry associations wield via
the economic power of their members.

The associations we identified were diverse in their focus, size,
members, partners, purpose and activities. Some associations were
national groups that engaged in substantial political activities, such as
Clubs Australia and the AHA [2, 20, 40]. Others were regional associa-
tions (such as many of the wine associations) who focused more on
local tourism and capacity building in the sector (e.g. agricultural
resources). Although alcohol and gambling are often portrayed as
powerful forces of opposition in the public health community, it is
important to acknowledge the diversity within the sectors. Although
some associations and their individual members/partners may play an
active role in challenging public health policies and initiatives, others
are perhaps more benign. Likewise, the interests of associations (and
their members) are sometimes competing, such as the Brewers Asso-
ciation and the Independent Brewers Association, representing the
largest and smallest beer companies in Australia, respectively. These
diverse interests highlight opportunities to potentially divide and frag-
ment the alcohol and gambling sectors, weakening the political influ-
ence of industry associations [41].

Partners were likewise diverse. In the alcohol sector, it was
unsurprising to find some of the largest companies, such as Carlton
and United Breweries (owned by Asahi) and Lion (owned by Kirin)
amongst the main partners, and likewise for Tabcorp in the gambling
sector. Alongside these market leaders we also found many small
and independent alcohol companies (especially wineries), although
this trend was less pronounced in gambling associations, the mem-
bers and sponsors of which were mainly large companies. It was also
interesting to note the companies that we might expect to find but
did not. For instance, in the alcohol sector we did not find the multi-

national beer company Heineken (despite finding several other large
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multinationals). Likewise in the gambling sector, we did not find the
Federal Group or Delaware North (that own casinos), although we
note that the association previously representing casinos (Casino
and Resorts Australasia) has ceased to exist and we could not find a
list of former members. Previous studies of industry associations
have explored how sector and market characteristics lead to compa-
nies lobbying together or alone, showing that high levels of product
competition coupled with low levels of market concentration leads
to collective lobbying [42]. Given the high levels of market concen-
tration in both the alcohol and gambling markets, this perhaps
explains why most of the large companies are members of
associations.

One explanation for these missing companies is that they are part
of industry associations, but that this information is not made public
(as about 40% of the associations analysed did not disclose their part-
ners). It could also be that these companies might not support associa-
tions, but instead use different strategies to influence governments.
We have previously analysed the use of professional lobbyists by
alcohol and gambling companies in Australia and found that both the
Federal Group and Delaware North hired lobby firms (the former in
Tasmania and the latter in all eight jurisdictions with a lobbyist regis-
ter) [24]. The Federal Group has also made campaign contributions to
the Liberal and Labor parties, albeit a relatively small amount com-
pared with the amount given by the hotels and clubs associations [40].
Analysis of US trade associations found that although trade associa-
tions invested in campaign contributions and lobbying, most of their
spending was on advertising and promotion [6]. Although we did not
interrogate the political activities of the associations in our study, this
highlights the potential division of labour between companies and
associations and the factors that may motivate companies to join
(or not join) associations.

Finally, the numerous partners from sectors other than alcohol
and gambling raises questions as to their understanding of the political
activities of some of the industry associations. Whereas some rela-
tionships between industry associations and their non-alcohol/
gambling partners are easily explained (e.g. Hostplus is an industry
superfund that was founded by the AHA), others are less straightfor-
ward. In the case of associations with a history of political opposition
to public health policies, such as the opposition of clubs and hotels
associations to gambling reform [20], this raises the question of
whether partners are aware of or concerned about those activities.
Do these corporate partners have conflict of interest polices (or might
the partnerships be viewed as risks)? Are the policy positions of the
associations or their other partners known and/or taken into consid-
eration when companies initially enter into partnership agreements?
Future studies could explore these questions.

There are several limitations to our study. We were unable to col-
lect data for associations without a public website, and our sample is
likely an under-representation of the real footprint of alcohol and
gambling industry associations (and their partners/members). Our
study also represents a snapshot in time because of the dynamic
nature of associations and their sponsors. Industry associations regu-

larly merge or change their public identity. This was evidenced during
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data collection when the public website for the Distilled Spirits Indus-
try Council of Australia became defunct and was no longer accessible.

There are also opportunities to build on our study. In our forthcom-
ing research programme, we will link these data with lobbying and politi-
cal donation data. Such data linkages allow for a deeper understanding
of the patterns of political activity within and across industry sectors.
Future studies could also take a longitudinal approach and analyse the
emergence and decline of associations (and shifting members or part-
ners) in response to policy threats. The not-for-profit InfluenceMap is
an excellent example of tracking industry lobbying of global climate pol-
icy [27, 43]. A similar approach could analyse industry opposition to
public health policy. For example, the Alliance of Australian Retailers
was a front group financed by the tobacco industry to oppose plain
packaging legislation when it was introduced in Australia, and they have
since ceased their activity [44]. Qualitative case studies of specific asso-
ciations could help to understand their political influence and the role of
their partners and sponsors in shaping the direction of the organisation.

Although this study did not investigate the political activities of indus-
try associations or their sponsors, future studies could compare the activi-
ties of associations and members. Research in tobacco and fossil fuel
space has shown that companies use industry associations to camouflage
their political influence, especially when engaging in more controversial or
oppositional strategies [6, 45]. The low level of sponsor disclosures for the
clubs and hotels associations suggests that organisations may seek to dis-
tance themselves from these associations. Further, in the case of clubs
associations, our study analysed corporate sponsors and partners rather
than community club members; however, their relationship with clubs
associations (and views on partners) is worthy of further investigation [46].

Finally, future studies could seek to understand whether mem-
bers/partners have satisfactory knowledge of what each industry
association represents and whether this aligns with their own inter-
ests and goals. This could be modelled on or incorporated into existing
research about commercial conflicts of interest. One such approach
that might provide a useful template is the draft World Health Organi-
zation (WHO) tool for preventing conflicts of interest in nutrition pol-
icy [47, 48]. There is also potential opportunity to educate sponsors
about the political practices of these associations, so they can make
informed decisions on which associations they affiliate to and
whether to divest from harmful interests. This in turn could help to

weaken some of the structural power afforded to the associations.

CONCLUSION

This study presents a deeper understanding of the associations repre-
senting two harmful industries in Australia: alcohol and gambling. Our
analysis highlights the diversity of organisations and interests that ally
with alcohol and gambling associations. It also demonstrates the low
transparency of these associations - both in their disclosure of part-
ners and in their partners’ lack of reciprocal disclosure. Internationally,
some countries have developed systems to require greater transpar-
ency from industry associations about the extent and nature of their

political activities, such as the European Union’s transparency register

or Ireland’s lobbyist register. Finally, our study shows the value and
possibility of developing a comprehensive database of industry associ-
ations, an important step towards efforts to systematically monitor

commercial determinants of health [36, 49].

AUTHOR CONTRIBUTIONS

Cara Platts: Formal analysis; investigation; methodology; writing -
original draft; writing - review and editing. Jennifer Lacy-Nichols:
Conceptualization; formal analysis; investigation; methodology; pro-
ject administration; supervision; visualization; writing - original draft;

writing - review and editing.

ACKNOWLEDGEMENTS

We would like to thank the generous input from Charles Livingstone,
Samantha Thomas, the Foundation for Alcohol Research and Educa-
tion and the Alliance for Gambling Reform to help create and refine
our list of industry associations. Thank you also to the creators of the
political donations data sets, which helped seed our list: Inga Ting,
Anna Freeland, Michael Workman and Nathanael Scott (ABC); the
Greens’ Democracy for Sale project; and Maggie Johnson and Charles
Livingstone (Monash). This article is based on Cara Platt’s capstone
research project for the Master of Public Health (MPH), and we are
grateful to the support of the MPH team at the University of Mel-
bourne. Open access publishing facilitated by The University of Mel-
bourne, as part of the Wiley - The University of Melbourne

agreement via the Council of Australian University Librarians.

DECLARATION OF INTERESTS
CP is the recipient of a St. Vincent’s Research Endowment Fund Grant.
JLN is the recipient of a fellowship to research the commercial determi-

nants of health from the Victorian Health Promotion Foundation.

ETHICS APPROVAL
Not applicable.

DATA AVAILABILITY STATEMENT
The data sets are available from the corresponding author, upon rea-

sonable request.

ORCID
Cara Platts

Jennifer Lacy-Nichols

https://orcid.org/0000-0002-4266-7810
https://orcid.org/0000-0002-5157-2098

REFERENCES

1. McCambridge J, Mitchell G, Lesch M, Filippou A, Golder S, Garry J,
et al. The emperor has no clothes: a synthesis of findings from the
transformative research on the alcohol industry. Policy Sci Res Progr
Add. 2023;118(3):558-66. https://doi.org/10.1111/add.16058

2. Kypri K, McCambridge J, Robertson N, Martino F, Daube M,
Adams P, et al. 'If someone donates $1000, they support you. If they
donate $100 000, they have bought you'. Mixed methods study of
tobacco, alcohol and gambling industry donations to Australian politi-
cal parties. Drug Alcohol Rev. 2019;38(3):226-33. https://doi.org/
10.1111/dar.12878


https://orcid.org/0000-0002-4266-7810
https://orcid.org/0000-0002-4266-7810
https://orcid.org/0000-0002-5157-2098
https://orcid.org/0000-0002-5157-2098
https://doi.org/10.1111/add.16058
https://doi.org/10.1111/dar.12878
https://doi.org/10.1111/dar.12878

MAPPING CORPORATE SPONSORSHIP

10.

11.

12.

13.

14.
15.

16.

17.

18.

19.

20.

Legg T, Hatchard J, Gilmore AB. The science for profit model—how
and why corporations influence science and the use of science in
policy and practice. PLoS ONE. 2021;16(6):e0253272. https://doi.
org/10.1371/journal.pone.0253272

Matthes BK, Zatonski M, Alebshehy R, Carballo M, Gilmore AB. 'To
be honest, I'm really scared’: perceptions and experiences of intimi-
dation in the LMIC-based tobacco control community. Tob Control.
2024;33(1):38-44. https://doi.org/10.1136/tc-2022-057271
Lacy-Nichols J, Williams O. “Part of the solution:” food corporation
strategies for regulatory capture and legitimacy. Int J Health Policy
Manag. 2021;10Special Issue on Political Economy of Food Systems:
845-56.

Brulle R, Downie C. Following the money: trade associations, political
activity and climate change. Clim Change. 2022;175(3):11. https://
doi.org/10.1007/510584-022-03466-0

Lacy-Nichols J, Nandi S, Mialon M, McCambridge J, Lee K, Jones A,
et al. Conceptualising commercial entities in public health: beyond
unhealthy commodities and transnational corporations. Lancet.
2023;401(10383):1214-28.  https://doi.org/10.1016/S0140-6736
(23)00012-0

Australian Institute of Health and Welfare. Gambling in Australia
2023 15 August 2024. Available from: https://www.aihw.gov.au/
reports/australias-welfare/gambling

Australian institute of health and welfare. Alcohol, tobacco & other
drugs in Australia2024 15 August 2024. Available from: https://
www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-
australia/contents/impacts/economic-impacts

Markham F, Young M. “Big gambling™: the rise of the global industry-
state gambling complex. Addict Res Theory. 2015;23(1):1-4. https://
doi.org/10.3109/16066359.2014.929118

Carah N, Brodmerkel S. Alcohol marketing in the era of digital media
platforms. J Stud Alcohol Drugs. 2021;82(1):18-27. https://doi.org/
10.15288/jsad.2021.82.18

Heenan M, Shanthosh J, Cullerton K, Jan S. Influencing and imple-
menting mandatory alcohol pregnancy warning labels in Australia
and New Zealand. Health Promot Int. 2023;38(3):daac022. https://
doi.org/10.1093/heapro/daac022

David JL, Thomas SL, Randle M, Daube M, Balandin S. The role of
public health advocacy in preventing and reducing gambling related
harm: challenges, facilitators, and opportunities for change. Addict
Res Theory. 2019;27(3):210-9. https://doi.org/10.1080/16066359.
2018.1490410

Alcohol Beverages Australia Alcohol Industry Contribution. 2018.
Queensland Government Statistician’s Office. Australian gam-
bling statistics, 39th edition, 1997-98 to 2022-232024
26 November 2024. Available from: https://www.qgso.qld.gov.
au/issues/2646/australian-gambling-statistics-39th-edn-1997-
98-2022-23.pdf

Australian bureau of statistics. Taxation Revenue, Australia ABS
[Internet] 2022-23 26 November 2024. Available from: https://
www.abs.gov.au/statistics/economy/government/taxation-revenue-
australia/latest-release

Nye J. Soft power: the origins and political progress of a concept.
Palgrave Commun. 2017;3(1):17008. https://doi.org/10.1057/
palcomms.2017.8

Woll C. Corporate power beyond lobbying. American Affairs. 2019;
3(3):38-55.

Livingstone C, Adams PJ. Harm promotion: observations on the symbi-
osis between government and private industries in Australasia for the
development of highly accessible gambling markets. Addiction. 2011;
106(1):3-8. https://doi.org/10.1111/j.1360-0443.2010.03137.x
Johnson M, Livingstone C. Measuring influence: an analysis of
Australian gambling industry political donations and policy decisions.
Addict Res Theory. 2021;29(3):196-204. https://doi.org/10.1080/
16066359.2020.1766449

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

SSA 1165

Lacy-Nichols J, Cullerton K. A proposal for systematic monitoring of the
commercial determinants of health: a pilot study assessing the feasibil-
ity of monitoring lobbying and political donations in Australia. Global
Health. 2023;19(1):2. https://doi.org/10.1186/s12992-022-00900-x
Foundation for Alcohol Research and Education. Gambling and alco-
hol lobby plough $2.165 million into political parties, up 40% from
previous year2023 1 November 2023. Available from: https://fare.
org.au/gambling-and-alcohol-lobby-plough-2-165-million-into-
political-parties-up-40-from-previous-year/

Basford Canales S, Remeikis A. Calls for crackdown amid report gam-
bling lobbyists ‘wined and dined’ minister Michelle Rowland The
Guardian [Internet]; 2023 17 November 2023. Available from:
https://www.theguardian.com/australia-news/2023/nov/13/
michelle-rowland-gambling-lobbyists-society-restaurant-lunch-
crackdown-calls-monique-ryan-guidelines

Lacy-Nichols J, Christie S, Cullerton K. Lobbying by omission: what is
known and unknown about harmful industry lobbyists in Australia.
Health Promot Int. 2023;38(5):daad134. https://doi.org/10.1093/
heapro/daad134

Sabatier PA. An advocacy coalition framework of policy change and
the role of policy-oriented learning therein. Pol Sci. 1988;21(2):129-
68. https://doi.org/10.1007/BF00136406

Nixon L, Mejia P, Cheyne A, Wilking C, Dorfman L, Daynard R.
“We're part of the solution”: evolution of the food and beverage
Industry’s framing of obesity concerns between 2000 and 2012.
Am J Public Health. 2015;105(11):2228-36. https://doi.org/10.
2105/AJPH.2015.302819

InfluenceMap. Big Oil's Real Agenda on Climate Change2019
17 December 2021. Available from: https://influencemap.org/
report/How-Big-Oil-Continues-to-Oppose-the-Paris-Agreement-
38212275958aa21196dae3b76220bddc

Australian Hotels Association The Beginning Canberra2016 [Avail-
able from: https://aha.org.au/the-beginning/

Brennan E, Dunstone K, Vittiglia A, Mancuso S, Durkin S, Slater MD,
et al. Testing the effectiveness of alcohol health warning label for-
mats: an online experimental study with Australian adult drinkers.
PLoS ONE. 2022;17(12):€0276189. https://doi.org/10.1371/journal.
pone.0276189

Coomber K, Martino F, Barbour IR, Mayshak R, Miller PG. Do con-
sumers 'Get the facts'? A survey of alcohol warning label recognition
in Australia. BMC Public Health. 2015;15(1):816. https://doi.org/10.
1186/512889-015-2160-0

Anaf J, Baum F, Fisher M, Haigh F, Miller E, Gesesew H, et al. Asses-
sing the health impacts of transnational corporations: a case study of
Carlton and United breweries in Australia. Global Health. 2022;18(1):
80. https://doi.org/10.1186/s12992-022-00870-0

Pettigrew S, Biagioni N, Daube M, Stafford J, Jones SC, Chikritzhs T.
Reverse engineering a ‘responsible drinking’ campaign to assess stra-
tegic intent. Addiction. 2016;111(6):1107-13. https://doi.org/10.
1111/add.13296

Halpin D, Jordan G. The scale of interest organization in democratic
politics: data and research methods New Work: Palgrave Macmillan;
2012. https://doi.org/10.1057/9780230359239

Gray V, Lowery D. The population ecology of interest representa-
tion: lobbying communities in the American states Ann Arbor: Uni-
versity of Michigan Press; 2000.

Fraussen B, Halpin D. Assessing the composition and diversity of the
Australian interest group system. Aust J Public Adm. 2016;75(4):
476-91. https://doi.org/10.1111/1467-8500.12188

Lee K, Freudenberg N, Zenone M, Smith J, Mialon M, Marten R, et al.
Measuring the commercial determinants of health and disease: a pro-
posed framework. Int J Health Serv. 2022;52(1):115-28. https://doi.
org/10.1177/00207314211044992

Godin K, Stapleton J, Kirkpatrick SI, Hanning RM, Leatherdale ST.
Applying systematic review search methods to the grey literature: a


https://doi.org/10.1371/journal.pone.0253272
https://doi.org/10.1371/journal.pone.0253272
https://doi.org/10.1136/tc-2022-057271
https://doi.org/10.1007/s10584-022-03466-0
https://doi.org/10.1007/s10584-022-03466-0
https://doi.org/10.1016/S0140-6736(23)00012-0
https://doi.org/10.1016/S0140-6736(23)00012-0
https://www.aihw.gov.au/reports/australias-welfare/gambling
https://www.aihw.gov.au/reports/australias-welfare/gambling
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-australia/contents/impacts/economic-impacts
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-australia/contents/impacts/economic-impacts
https://www.aihw.gov.au/reports/alcohol/alcohol-tobacco-other-drugs-australia/contents/impacts/economic-impacts
https://doi.org/10.3109/16066359.2014.929118
https://doi.org/10.3109/16066359.2014.929118
https://doi.org/10.15288/jsad.2021.82.18
https://doi.org/10.15288/jsad.2021.82.18
https://doi.org/10.1093/heapro/daac022
https://doi.org/10.1093/heapro/daac022
https://doi.org/10.1080/16066359.2018.1490410
https://doi.org/10.1080/16066359.2018.1490410
https://www.qgso.qld.gov.au/issues/2646/australian-gambling-statistics-39th-edn-1997-98-2022-23.pdf
https://www.qgso.qld.gov.au/issues/2646/australian-gambling-statistics-39th-edn-1997-98-2022-23.pdf
https://www.qgso.qld.gov.au/issues/2646/australian-gambling-statistics-39th-edn-1997-98-2022-23.pdf
https://www.abs.gov.au/statistics/economy/government/taxation-revenue-australia/latest-release
https://www.abs.gov.au/statistics/economy/government/taxation-revenue-australia/latest-release
https://www.abs.gov.au/statistics/economy/government/taxation-revenue-australia/latest-release
https://doi.org/10.1057/palcomms.2017.8
https://doi.org/10.1057/palcomms.2017.8
https://doi.org/10.1111/j.1360-0443.2010.03137.x
https://doi.org/10.1080/16066359.2020.1766449
https://doi.org/10.1080/16066359.2020.1766449
https://doi.org/10.1186/s12992-022-00900-x
https://fare.org.au/gambling-and-alcohol-lobby-plough-2-165-million-into-political-parties-up-40-from-previous-year/
https://fare.org.au/gambling-and-alcohol-lobby-plough-2-165-million-into-political-parties-up-40-from-previous-year/
https://fare.org.au/gambling-and-alcohol-lobby-plough-2-165-million-into-political-parties-up-40-from-previous-year/
https://www.theguardian.com/australia-news/2023/nov/13/michelle-rowland-gambling-lobbyists-society-restaurant-lunch-crackdown-calls-monique-ryan-guidelines
https://www.theguardian.com/australia-news/2023/nov/13/michelle-rowland-gambling-lobbyists-society-restaurant-lunch-crackdown-calls-monique-ryan-guidelines
https://www.theguardian.com/australia-news/2023/nov/13/michelle-rowland-gambling-lobbyists-society-restaurant-lunch-crackdown-calls-monique-ryan-guidelines
https://doi.org/10.1093/heapro/daad134
https://doi.org/10.1093/heapro/daad134
https://doi.org/10.1007/BF00136406
https://doi.org/10.2105/AJPH.2015.302819
https://doi.org/10.2105/AJPH.2015.302819
https://influencemap.org/report/How-Big-Oil-Continues-to-Oppose-the-Paris-Agreement-38212275958aa21196dae3b76220bddc
https://influencemap.org/report/How-Big-Oil-Continues-to-Oppose-the-Paris-Agreement-38212275958aa21196dae3b76220bddc
https://influencemap.org/report/How-Big-Oil-Continues-to-Oppose-the-Paris-Agreement-38212275958aa21196dae3b76220bddc
https://aha.org.au/the-beginning/
https://doi.org/10.1371/journal.pone.0276189
https://doi.org/10.1371/journal.pone.0276189
https://doi.org/10.1186/s12889-015-2160-0
https://doi.org/10.1186/s12889-015-2160-0
https://doi.org/10.1186/s12992-022-00870-0
https://doi.org/10.1111/add.13296
https://doi.org/10.1111/add.13296
https://doi.org/10.1057/9780230359239
https://doi.org/10.1111/1467-8500.12188
https://doi.org/10.1177/00207314211044992
https://doi.org/10.1177/00207314211044992

1166 |

38.

39.

40.

41.
42.

43.

44,

45.

PLATTS and LACY-NICHOLS

SSA

case study examining guidelines for school-based breakfast programs
in Canada. Syst Rev. 2015;4(1):1-10. https://doi.org/10.1186/
s13643-015-0125-0

Watkins A, Papaioannou T, Mugwagwa J, Kale D. National innova-
tion systems and the intermediary role of industry associations in
building institutional capacities for innovation in developing coun-
tries: a critical review of the literature. Res pol. 2015;44(8):1407-18.
https://doi.org/10.1016/j.respol.2015.05.004

Brewers Association of Australia. Aims & Objectives2024 21 August
2024. Available from: https://www.brewers.org.au/about/aims-
objectives/

Ting |, et al. Under the influence. ABC News [Internet] 2021
25 October 2022. Available from: https://www.abc.net.au/news/
2021-11-23/how-gambling-industrys-biggest-political-donors-
influence-votes/100592068

Falkner R. Business power and conflict in international environmen-
tal politics London: Palgrave Macmillan; 2008. https://doi.org/10.
1057/9780230277892

Bombardini M, Trebbi F. Competition and political organization:
together or alone in lobbying for trade policy? J Int Econ. 2012;87(1):
18-26. https://doi.org/10.1016/j.jinteco.2011.11.011

Influence Map. The Battle for ambitious EV policy in the UK2021 6
November 2022. Available from: https://influencemap.org/report/
Automotive-Lobbyists-Split-on-UK-Climate-Regulation-
4dabbabccd026cabaf?f15a7ce22a622

Chapman S, Freeman B. Removing the emperor’s clothes: Australia
and tobacco plain packaging Sydney: Sydney University Press; 2014.
https://doi.org/10.30722/sup.9781743323977

Apollonio DE, Bero LA. The creation of industry front groups: the
tobacco industry and “get government off our Back”. Am J Public
Health. 2007;97(3):419-27. https://doi.org/10.2105/AJPH.2005.
081117

46.

47.

48.

49.

Adams PJ. Moral jeopardy: risks of accepting money from the alco-
hol, tobacco and gambling industries Cambridge: Cambridge Univer-
sity Press; 2016. https://doi.org/10.1017/CB0O9781316118689
PAHO. Preventing and Managing Conflicts of Interest in Country-
level Nutrition Programs: A Roadmap for Implementing the World
Health Organization’s Draft Approach in the Americas 2021. Avail-
able from: https://iris.paho.org/handle/10665.2/55055

Ralston R, Hil SE, da Silva Gomes F, Collin J. Towards preventing and
managing conflict of interest in nutrition policy? An analysis of sub-
missions to a consultation on a draft WHO tool. Int J Health Policy
Manag. 2021;10(5):255-65. https://doi.org/10.34172/ijhpm.
2020.52

World Health Organization. Commercial Determinants of Health:
Measuring what matters to inform action 2022 11 October 2022.
Available  from: https://www.who.int/news-room/events/detail/
2022/09/06/default-calendar/commercial-determinants-of-health-
measuring-what-matters-to-inform-action

SUPPORTING INFORMATION
Additional supporting information can be found online in the Support-

ing Information section at the end of this article.

How to cite this article: Platts C, Lacy-Nichols J. Mapping
corporate sponsorship of alcohol and gambling associations:
An Australian pilot study. Addiction. 2025;120(6):1156-66.
https://doi.org/10.1111/add.16775



https://doi.org/10.1186/s13643-015-0125-0
https://doi.org/10.1186/s13643-015-0125-0
https://doi.org/10.1016/j.respol.2015.05.004
https://www.brewers.org.au/about/aims-objectives/
https://www.brewers.org.au/about/aims-objectives/
https://www.abc.net.au/news/2021-11-23/how-gambling-industrys-biggest-political-donors-influence-votes/100592068
https://www.abc.net.au/news/2021-11-23/how-gambling-industrys-biggest-political-donors-influence-votes/100592068
https://www.abc.net.au/news/2021-11-23/how-gambling-industrys-biggest-political-donors-influence-votes/100592068
https://doi.org/10.1057/9780230277892
https://doi.org/10.1057/9780230277892
https://doi.org/10.1016/j.jinteco.2011.11.011
https://influencemap.org/report/Automotive-Lobbyists-Split-on-UK-Climate-Regulation-4dab6abccd026ca6af9f15a7ce22a622
https://influencemap.org/report/Automotive-Lobbyists-Split-on-UK-Climate-Regulation-4dab6abccd026ca6af9f15a7ce22a622
https://influencemap.org/report/Automotive-Lobbyists-Split-on-UK-Climate-Regulation-4dab6abccd026ca6af9f15a7ce22a622
https://doi.org/10.30722/sup.9781743323977
https://doi.org/10.2105/AJPH.2005.081117
https://doi.org/10.2105/AJPH.2005.081117
https://doi.org/10.1017/CBO9781316118689
https://iris.paho.org/handle/10665.2/55055
https://doi.org/10.34172/ijhpm.2020.52
https://doi.org/10.34172/ijhpm.2020.52
https://www.who.int/news-room/events/detail/2022/09/06/default-calendar/commercial-determinants-of-health-measuring-what-matters-to-inform-action
https://www.who.int/news-room/events/detail/2022/09/06/default-calendar/commercial-determinants-of-health-measuring-what-matters-to-inform-action
https://www.who.int/news-room/events/detail/2022/09/06/default-calendar/commercial-determinants-of-health-measuring-what-matters-to-inform-action
https://doi.org/10.1111/add.16775

	Mapping corporate sponsorship of alcohol and gambling associations: An Australian pilot study
	Abstract
	INTRODUCTION
	Alcohol and gambling in Australia – an economic and political powerhouse

	METHODS
	Phase 1: Identify and classify associations
	Phase 2: Identify and classify partners
	Phase 3: Map relationships between associations and partners
	Phase 4: Rates of partnership disclosure

	RESULTS
	DISCUSSION
	CONCLUSION
	AUTHOR CONTRIBUTIONS
	ACKNOWLEDGEMENTS
	DECLARATION OF INTERESTS
	ETHICS APPROVAL
	DATA AVAILABILITY STATEMENT
	ORCID
	REFERENCES
	SUPPORTING INFORMATION


