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|IAS Whowe are,what we do

G ¢ K&e aim of the Institute is to serve
the public interest on public policy issues
linkedto alcohol,by advocatingfor the use
of scientific evidencein policymakingto
reducealcohotrelatedharme

A Independentcharity
A Supportedby board of scientificadvisors

A Stronglinksto NGOnetworksand policy
makersin UK,Europeandglobally
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Presentation outline

A Who are the global alco
A How do they engage in

nol producers?

oublic health policy?

A What impact does this have?
A Managing conflicts of interegtnext steps
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Global alcohol producers
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Market dominance: Beer

Share of Global Beer Production, 2014
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Breweries, 6%

Source: BarttHaas Group, The Barth Report 2015
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Mergers & Acquisitionsenss

Major global brewersubstantiallyshaped byrecentmergers
and acquisitions

A 1999: SABMiller est. = Soufrican Breweries bought
Miller Brewing Company (YS

A 2004:ABInBe= merger AnheuseBusch (US) &Bev(=
Belgianinterbrew+ BraziliarAmBey
A 2015ABInBeagreedE71bn takeover oSABMiller =
i ¢ 2 Nlaige€3tbeer company.
I biggestever deal in the alcohol industry,
I 3rdlargest acquisition in corporat@story
|

I Thenewly created firm will account for arour80% of the
global beermarket
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Globalisation& Emerging Markets

Diageo Sales by Region
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Source: Diageo Annual Reports
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Emerging markets & new consumers

G¢CKS oFO102yS 2F {!.aAiff§
IS to ensure the affordability of our beers so that local, *
low income consumers move from drinking poor
guality, and potentially lethal, alcohol to enjoying our
high quality beers made with local ingrediests.
Independent Nov 18 2015
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http://www.independent.co.uk/news/world/africa/ab-inbev-and-sabmiller-beer-manufacturer-merger-poses-major-threat-to-global-health-a6738376.html

Alcohol industry corporate political activity

Strategy

Access/ Information

Constituency building

Constituency fragmentation

Policy Substitution

Financial

Legal actions

Tactics

Campaign contributions

Direct and indirect lobbying (meetings aodrrespondence)
Shaping the evidendease

Partnership/collaboration

Formingalliances

Creation of SAPROs

Corporateimageadvertising

Advocacyadvertising (press releases, publicity campaigns)

Neutralizing or weakening (e.discrediting)opposingindividuals or organizations

Develop/ promote selfegulation

Develop/ promote alternative regulatory policy

Develop/ promote voluntary activities

Contributions to political party

Hiring, or offering future employment to people with political connections
Otherfinancial enticement (gifts, travel)

Preemption
Litigation (or threat of litigation)

Adaptedfrom Hillman andHitt (1999) andsavelkt al. (2015)

aCorporateA Y+ 3S F RASNI A aAy3
bAdvocacyadvertising is defined as an advertisement or public communication that attempts to influence public

opinion on a specific issue.
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Information & Messaging
YOU WOULDN'T SDBER

YOU SHOULDN'T DRUNK > =5t 'Fiw

thywdmn.pu?

Try to make every third drink a soft one
Find cut moce, text GOODTIMES 2o 87078

fae the facts... drinkaware.co.uk
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