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Summary
Background
Alcohol marketing is a very pervasive and strategic activity in our life. Alcohol producers invest a
considerable amount of money and employ a wide range of marketing tools, ranging from TV commercials to
sponsorship of cultural and sportive events and including promotional items and advertising in new media.
Monitoring the marketing practices of the economic operators working in the alcohol field is essential to
describe their promotional activities and mostly to verify their adherence to the self-regulation system and to
the statutory laws.
Getting a grip on what is happening in this field seems to be crucial especially in regards to the protection of
children and young people, since international evidence shows that exposure to alcohol marketing has a
positive influence on the likelihood that young people will start drinking and that it increases the frequency
and amount of drinking among those who already drink.
One of the AMMIE project’s objectives is to provide an overview of the complaining activity in the partners’
different national contexts against marketing practices which might be in breach of national statutory and
non-statutory regulations that aim to protect youngsters from appealing alcohol marketing strategies.
This report provides a description of the Italian complaining system and activities within the AMMIE project,
comprising details of all complains filed in 2010, the way the advertising committee evaluated them and the
main results of the youth rating panel activity, also comparing the youngsters’ opinions with those stated by
the committee. (All AMMIE reports can be found on www.eucam.info/eucam/home/ammie.html.)

Complaints 2010
In the year 2010 a total number of 26 complaints have been filed, all of them to the Institute of SelfRegulation Advertising - IAP and 18 also to the National Authority for Commercial Communication - AGCM.
Not all complains have been judged, some of the Committees opinions are still to be received. Reasons for
complaining refer to violations of both statutory and non statutory regulations, as well as to the Council
Recommendations (2001) on alcohol and young people. The main arguments used in the complains were
the association between alcohol and young people, excessive drinking, alcohol and sexual/social success,
and the misleading messages delivered through alcohol advertising. Not in all cases there was
correspondence between the response of IAP and those of AGCM.
AGCM adjudications received until today considered all marketing practices to be in line with the existing
regulations. Seven complaints have been upheld by IAP, meaning that the Committee has ordered the
advertiser to withdraw the ad. Three other complaints have been partially upheld, meaning that the
Committee has contacted the advertiser for raising awareness on the issue and urging for more attention on
the ad’s content. Consequently, the ad’s contents have been modified in 2 cases. Finally, in one case when
the Committee urged the advertiser, the response was that the website in which the questionable ad was
included was not active anymore. All IAP responses are available on their website.
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Many questionable ads use references to minors, as well as styles and elements associated with the youth
culture. For this kind of complaints the Council Recommendations (2001) were quoted, since these elements
are not included in the national statutory and non statutory regulations. The result is that none of these
complaints have been upheld.

Conclusions
In general, the complaining procedure needs to be improved, both in terms of simplification and duration of
the adjudication procedure. Since some of the complaints received no response, it means that filing a
complaint is not a guarantee of the ad consideration. Furthermore, content restrictions regarding the use of
styles and elements associated with the youth culture, as recommended in the 2001 Council
Recommendations, are completely missing.
Based on the youth rating panel findings, the use of cartoons is very attractive for youngsters (Hello Kitty
Wines, Forst Beer, Ceres Beer), even if the Committees answer that it is not specific of youth culture. In
many cases, youngsters notice that other elements of the ads (sex, irony, originality) are more visible than
the product itself, and these elements are used to make the message more attractive. Youngsters are aware
that a message about the low alcohol content and the benefits of alcohol beverages on health, can be
misleading. The majority of the ads in the rating panel are attractive or very attractive (including those ads
with minors and/or young people consuming alcohol), according to youngsters. In general terms, ads that
show people drinking in social contexts or parties get high scores in terms of attractiveness, therefore there
is a clear need to include young people in the adjudication process when it comes to judge the attractiveness
of the alcohol marketing strategies Finally, the issue of encouraging alcohol consumption has been
recognised by youngsters in about one third of the alcohol ads.

Recommendations
Alcohol advertisements should be evaluated according to young peoples’ interpretation and not according to
the intention of the advertiser. Therefore, it would be necessary to include young people in the adjudication
procedure.
In regards to the protection of young people, regulations should be completed with important elements like
restrictions regarding the use of styles and elements associated with the youth culture. Regulations should
address not only traditional marketing strategies but also new media, which are currently a central challenge
in alcohol marketing advertising and constantly evolving.
The evaluation process of alcohol marketing regulations would be improved by an adjudication committee
independent from economic interests.
Exposure to alcohol marketing that young people find appealing increases adolescents’ intention of
consuming alcohol and affects the actual drinking behaviour of youngsters (Casswell & Zhang, 1998; Chen
et al., 2005). Consequently, limiting exposure to attractive advertisements can be an important alcohol
marketing restriction. However, to be affective, content restrictions should:
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1. address all elements that have shown to be appealing to young people ( for example, lifestyle
images, humour);
2. limit advertisements that young people find appealing even if these are not specifically
targeting minors or are specifically appealing to minors only, but to adults as well.
Alcohol marketing practices concentrate not solely on showing the product itself but also on portraying
drinking in different social and cultural contexts. To avoid ambiguous restrictions that are often open to
interpretation, content restrictions should address what is allowed to be used in alcohol advertisements
instead of what it is not permitted. An example is the French Loi Evin, which only allows product information
in alcohol advertisements.
In order to get insight of alcohol marketing practises, systematic and routine monitoring is crucial. This
should be the responsibility of an independent body or a government agency which should guarantee the
inclusion of sales and trade promotion, points of sales activities and viral marketing. Such systematic
monitoring activity needs, of course, appropriate resources that government should allocate.
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Introduction

Europe is the heaviest drinking region in the work (WHO, 2004) and in most European member states; binge
drinking (consuming more than 4 units of alcohol) has increased among young people over the last 10 years.
Over 1 in 8, 15 till 16 year old European youngsters have been drunk more than 20 times in their lives and
more than 1 in 6 have been binge drinking during the previous month. The EU young people tend to start
drinking alcohol earlier in their lives (Anderson & Baumberg, 2006) and exposure to alcohol advertisings is
suggested to be one of the causes.
Impact of alcohol advertising
The effects of alcohol advertising and marketing on drinking behaviour of young people have been
extensively studied over the past few years. The influence of alcohol advertising on the drinking behaviour of
youngsters is clear. In a review study by Anderson et al. (2009) published in the scientific journal Alcohol &
Alcoholism, 13 longitudinal studies on the effect of alcohol advertising and media on youth drinking
behaviour were analyzed. In these 13 studies, a total of more than 38.000 young people were followed for a
longer period of time. Twelve out of thirteen studies show an effect of exposure to alcohol marketing on
drinking behaviour of young people: the more youngsters were exposed to alcohol advertising, the earlier
they started to drink alcohol. Also, a higher exposure was related to a higher consumption in the already
drinkers. The only study that did not find a direct relationship with drinking behaviour did find an increased
intention amongst youngsters to start drinking in the future. Intention has proven to be the strongest predictor
of behaviour (Ajzen, 1991).
Research shows that especially exposure to large volumes of alcohol advertising has an impact on the
drinking behaviour of young people. A more extensive description of this impact and the exposure of young
people to alcohol adverting on TV in Italy or in Europe, one can read the AMMIE Volume Report Italy
(www.eucam.info/eucam/home/ammie-volume.html). Besides the exposure to large quantities of alcohol
adverting, also exposure to appealing adverting is found to have a undesirable impact on the drinking
behaviour of young people.
Effect of youth exposure to appealing alcohol adverting
Usually, alcohol marketing practices do not solely show the promoted product itself, but portray this product
in a certain context. Advanced branding strategies concentrate on linking the product to attractive lifestyles
and activities in hopes of targeting the desired audience.
Alcohol marketing is found to influence consumption indirectly by an affective response to the exposure to
advertising practices (Austin, Chen, & Grube, 2006). Desirable images showed in alcohol adverting is related
positively to the wish to imitate the portrayed (Austin, et al., 2006; Austin & Knaus, 2000) and is exposure to
alcohol marketing practices that are perceived as appealing associated with an increased alcohol
consumption among young people (Casswell & Zhang, 1998). Adolescents intention to purchase alcohol can
be predicted by how appealing they find the advertisement (Casswell & Zhang, 1998). The level of appeal
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can be increased by the use of humour, celebrities and animals, while advertisements only showing the
product itself are linked with a lower intention to purchase alcohol (Chen, Grube, Bersamin, Waiters, &
Keefe, 2005).
Children from quite a young age are capable of understanding the persuasive intent of advertising practices
(Moses & Baldwin, 2005) but until reaching adulthood, young people are very susceptible to adverting due to
a late maturing of the brain system (Pechmann, Levine, Loughlin, & Leslie, 2005). The impulsivity and selfconsciousness of youngsters make them more vulnerable for advertising, more eager to purchase heavily
promoted products and to choose products which are associated with a desired image (Pechmann, et al.,
2005). By promoting alcohol as an appealing product that provides immediate satisfaction and/or is
associated with a desired lifestyle, adolescents are tempted to purchase this product (Kelly & Edwards,
1998; Pechmann, et al., 2005).
Protecting young people against appealing elements
One way to protect young people against the harmful appealing content of alcohol advertising, is to restrict
all elements that have found to be appealing for young people (STAP, 2010). Hawkes (Hawkes, 2005)
recommends restriction on the use of celebrities and cartoon. Jernigan (2001) underlines this advice in a
WHO report and recommends the restriction of the use of activities, images and languages associated with
youth culture in alcohol advertisements. In the European Council Recommendation, that aims to protect
young people against appealing advertisements, most of these elements are included. Other elements, like
humour and sex that have found to be appealing for young people (Geuens & De Pelsmacker, 1998;
Waiters, Treno, & Grube, 2001), are however not included in most alcohol marketing regulations (STAP,
2007). Geuens and De Pelsmacker (1998) show that the level of humour and warmth used in alcohol
advertisements is associated with a positive attitude towards the advertisement as well as the brand.
Content restrictions that are included in most self-regulatory codes, but also in the Audio Visual Media
Services Directive (European Parliament & the Council, 2010) limit their restrictions tot elements that are
specifically appealing for young people. Because elements that are appealing for adolescents are also
appealing for adults, the Federal Trade Commission in the US recommends that advertising codes should
restrict ads “with substantial appeal to underage consumers, even if they also appeal to adults, or by only
targeting ads to persons 25 and older” (FTC, 2008).
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1. National alcohol advertising codes

National regulations on alcohol advertising include statutory and non statutory regulations. As far as statutory
regulations are concerned, they are quite complicated, especially for the complaining process, included in
different laws on advertising in general and/or focused only one medium (for ex. Television) and/or targeting
the protection of minors. The Law on Alcohol and Alcohol Related problems n. 125/2001 (Legge quadro in
material di Alcol e Problemi Alcol correlati) is the only statutory regulation with a specific article on alcohol
advertising. Non-statutory regulation is represented by the Advertising Self Regulation Code, first issued in
th

1966 and periodically revised (last issue 50 edition January 2010). The Advertising Self Regulation Code is
formulated and updated by Istituto dell'Autodisciplina Pubblicitaria, hereafter referred to as IAP, which is a
non-profit organisation including today 18 bodies, among which companies and corporations investing in
advertising, professional organisations and individuals, advertising media. IAP is member of the European
Advertising Standard Alliance - EASA. In the IAP website it is stated that the Istituto intends to act and make
sure that all marketing communication be honest, truthful and proper and carried out as a service for the
information of consumers. IAP has competence in adjudications for violations committed only by its
members.
Generally statutory regulations cover mainly traditional media like TV, radio and in a few cases cinema and
printed materials; alcohol sponsorship, internet promotion, digital media and promotional items are not
included.
1.1 Overview of alcohol marketing regulations

1

Name of legislation

Name of legislation

(original)

(english translation)

LEGGE QUADRO IN MATERIA DI ALCOL E

LAW ON ALCOHOL AND ALCOHOL

PROBLEMI ALCOL CORRELATI N. 125/2001

RELATED PROBLEMS - ART. 13 ON

Date
2001

ALCOHOL ADVERTISING - LAW N.
125/2001
2

RATIFICA E APPLICAZIONE DELLA

RATIFICATION AND IMPLEMENTATION

CONVENZIONE EUROPEA SULLA TELEVISIONE

OF THE EUROPEAN CONVENTION ON

TRANSFRONTALIERA

TELEVISION WITHOUT FRONTIERS -

1991

LAW N. 327/1991
3

CODICE DI AUTOREGOLAMENTAZIONE NEI

SELF-REGULATION CODE ON

RAPPORTI TRA TELEVISIONE E MINORI

TELEVISION AND MINORS (APPROVED IN

1997

1997 AND INCLUDED LATER LAW 112 2004)
4

REGOLAMENTO CONCERNENTE L'ATTUAZIONE

REGULATIONS FOR THE

DEGLI ARTICOLI 13, 15 E 16 DELLA DIRETTIVA

IMPLEMENTATION OF ARTT. 13,15,16

EUROPEA 89/552 CEE RELATIVI ALLA

OF THE EUROPEAN DIRECTIVE 89/552

1
0

1991

PUBBLICITA' TELEVISIVA DEI RPDOTTI DEL

CEE REGARDING TELEVISION

TABACCO E DELLE BEVANDE ALCOLICHE ED

ADVERTISING OF TOBACCO AND

ALLA TUTELA DEI MINORENNI

ALCOHOLIC BEVERAGES AND THE
PROTECTION OF MINORS MINISTERIAL DECREE N. 425/1991

5

CODICE DELL'AUTODISCIPLINA PUBBLICITARIA

ADVERTISING SELF-REGULATION
CODE- 50TH EDITION, (FIRST EDITION

2010

1966)

Clearly the regulatory system is quite complicated and often the content of the regulations listed above is
overlapping in terms of what is allowed in alcohol marketing. Therefore, for the aim of this project the texts of
one statutory regulation, that is, the Law on Alcohol and Alcohol Related problems n. 125/200, and one non
statutory regulation, that is, IAP Advertising Self-Regulation Code, are described hereafter, being those
which include both content and time ban regulations:
Law on Alcohol and Alcohol Related problems n. 125/2001 – Art. 13
Paragraph 1. Within six months after the date this law is effective, public and private TV networks,
together with advertising agencies and alcohol industries, taking into account the need to value typical and
DOC productions, shall adopt a self-regulation code on the rules and on the content of advertising ads of all
alcoholic beverages.
Paragraph 2. Alcohol advertising of all alcoholic beverages is forbidden in the following situations:
a) In programmes specifically devoted to children and adolescents and during the 15 minutes before and
after the programmes themselves;
b) In case the message suggests that alcohol has therapeutic properties which are not officially recognised
by the Health Ministry;
c) Where advertising shows children and adolescents consuming alcohol or representing alcohol intake as a
positive attitude.
Paragraph 3. Direct or indirect advertising of alcoholic beverages is forbidden in young people under
18.
Paragraph 4. Radio and television advertisement of spirits is forbidden between 4 p.m. and 7 p.m.
Paragraph 5. Any kind of spirits advertising is also forbidden:
a) in daily and periodical press targeting children and adolescents;
b) in movie theatres shown
Paragraph 6. Violations to paragraphs 2, 3 and 4 are punishable by fines from 2500 to 10000 euro.
Fines are doubled for any further violation.
Paragraph 7. Fines apply to the alcohol industry, TV networks, press media and movie theatres
owners.
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IAP Advertising Self-Regulation Code
Art. 22 - Alcoholic Beverages
Marketing communication concerning alcoholic beverages should not be in contrast with the obligation to
depict styles of drinking behaviour that project moderation, wholesomeness and responsibility.
This principle aims to safeguard the primary interest of the population in general, and of children and young
people in particular, in a family, social and working environment safeguarded from the negative
consequences of alcohol abuse.
In particular, such marketing communication should not:
- encourage an excessive, uncontrolled, and hence harmful consumption of alcoholic beverages;
- depict an unhealthy attachment or addiction to alcohol, or the belief that resorting to alcohol can solve
personal problems;
- target or refer to minors, even only indirectly, or depict minors consuming alcohol;
- associate the consumption of alcoholic beverages with the driving of motorised vehicles;
- encourage the belief that the consumption of alcoholic beverages promotes clear thinking and enhances
physical and sexual performance, or that the failure to consume alcohol implies physical, mental or social
inferiority;
- depict sobriety and abstemiousness as negative values;
- induce the public to disregard different drinking styles associated with the specific features of individual
beverages and the personal conditions of consumers;
- stress high alcoholic strength as being the principal feature of a beverage.
In addition to art. 22, which is specific on alcoholic beverages, the complaints have been filed also on the
grounds of IAP’s Art. 2 - Misleading marketing communication, Art. - 10 Moral, Civil and Religious Beliefs
and Human Dignity, Art. 11 - Children and young people and Art. 12 - Health, Safety and Environment.
Art. 2 – Misleading marketing communication
Marketing communication must avoid statements or representations that could mislead consumers, including
omissions, ambiguity or exaggeration that are not obviously hyperbolical, particularly regarding the
characteristics and effects of the product, prices, free offers, conditions of sale, distribution, the identity of
persons depicted, prizes or awards.
In assessing whether or not a marketing communication is misleading, the benchmark is the reasonable
consumer belonging to the relevant target group.
Art. 10 – Moral, Civil, and Religious Beliefs and Human Dignity
Marketing communication should not offend moral, civil and religious beliefs. Marketing communication
should respect human dignity in every form and expression and should avoid any form of discrimination.
Art. 11 – Children and young people
Special care should be taken in messages directed to children and young people or to which they may be
exposed. [....]
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Art. 12 – Health, Safety and Environment
Marketing communication involving products that may potentially endanger health, safety or the
environment, especially when such dangers are not immediately recognisable, should indicate such dangers
clearly.
In any case marketing communication should not contain descriptions or representations that may lead
consumers to be less cautious than usual or less watchful and responsible towards their own health and
safety, and that of others.
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2. Complaining procedure

The complaining activity regarding those marketing strategies considered in breach with the National
regulations and also with the Council Recommendations on the drinking of alcohol by young people have
been performed with two adjudication institutions, the above mentioned Institute for Advertising SelfRegulation (Istituto dell'Autodisciplina Pubblicitaria - IAP) and the National Authority for Commercial
Communication (Autorità Garante della Concorrenza e del Mercato - AGCM).
IAP is a non-profit organization including today 18 companies as constitution and control members:
Advertising and Consumers Lending companies (UPA - Utenti di Pubblicità Associate, ASSOFIN Associazione

Italiana

del

Credito

al

Consumo

e

Immobiliare),

communication

agencies

(ASSOCOMUNICAZIONE - Associazione delle Imprese di Comunicazione, AICUN - Associazione Italiana
Comunicatori d'Università, UNICOM - Unione Nazionale Imprese di Comunicazione, AAPI - Associazione
Aziende Pubblicitarie Italiane, Fondazione Pubblicità Progresso), television and radio networks (AERANTICORALLO - Associazione delle Imprese Radiotelevisive Locali, FRT - Federazione Radio Televisioni e,
MEDIASET s.p.a., RAI - Radio Televisione Italiana, SKY ITAILIA), press media (ANES - Associazione
Nazionale Editoria Periodica Specializzata, FIEG - Federazione Italiana Editori Giornali), internet companies
(FEDOWEB - Federazione Operatori Web, IAB ITALIA - Interactive Advertising Bureau Italia), advertising
agenzie (FCP - Federazione Concessionarie di Pubblicità). IAP main objective is to act and make sure that
all marketing communication be honest, truthful and proper and carried out as a service for the information of
consumers. From the list of IAP members, it's evident that no organizations of young people is involved in
the activities of Institute for Advertising Self-Regulation.
The regulations in the Self Advertising Code formulated by IAP have been strengthened by the statutory
norms included in the law n. 125/2001, particularly art. 13 on alcohol advertising. Indeed, the first comma
states that public and private TV networks together with the advertising agencies and the alcoholic
beverages producers shall adopt a self-regulation code on alcohol advertising. Therefore IAP has
subsequently integrated the content of art. 22 of its Code on advertising of alcoholic beverages. IAP has the
task to monitor the respect of its Code and to act in case of violation, either by inviting the company to modify
the message’s content or by ordering the mandatory withdrawal of the message itself from all media.
Complaints for violations can be filed by any individual or organization using a one-page simple and
accessible form on their website www.iap.it and sending it to the Jury. The requested information include
name of the complaining individual or organization, name of the brand, media and reasons for complaining.
Additional material can be attached. Moreover, information on the complaining process and on the final
decision is available in transparent way on the Institute website.
IAP also includes a voluntary pre-screening system which is available for the Institute members to receive
advise on future campaigns. IAP Code is regularly updated, although the articles on alcoholic beverages
have not been changed for many years.
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In the frame work of the AMMIE project, the experience with the complaining procedure with IAP has been
quite positive: the reactions to our complaints come back within 2-3 days, first announcing the complain was
being analysed, and then with the final adjudication within 2-3 weeks. However, as already mentioned, the
choice to be a IAP member, and therefore to subscribe the Self-Regulation Code, is up to the economic
operators. This situation sets the IAP limits very clearly: it has been our experience in a couple of examples
that the answer was simply they could not issue any judgement, or even consider our complain.
The National Authority for Commercial Communication (Autorità Garante della Concorrenza e del Mercato AGCM), is the other institution individuals and organizations can complaint. Better known as Antitrust
Authority, its main task is to monitor and guarantee the adherence to antitrust regulation. Since 2007 it is
also responsible for the protection of consumers from unfair commercial communications and from
misleading advertising, having also the power to decide sanctions and fines. Their decisions are defined as
completely independent from the Government or any other political influence.
At the beginning of the AMMIE project, the AGCM complain procedure was done by a fax communication,
giving details on the questionable ad and the possible elements of violation. Their answers slowly came back
by ordinary mail. This system obviously required a long time in terms of communication exchange and more
difficulties in providing them with the ads examples. At first it was necessary to remind them a few times,
both by mail and by telephone, before getting an answer. With time the system improved and their responses
started to come more regularly. It is interesting to note that in December 2010 they put a online complain
form on their web, although it is 7pages long and quite complicated. It includes a lot of redundant information
which does not seem to help in the evaluation process. Moreover, in January 2011 they started to reply to
our complaints by fax instead of sending letters by ordinary mail, thus making the whole procedure quicker.
Both the introduction of the complain form on their web and the communications of their judgments via fax
are definitely an improvement of their complaining system, which could possibly be related to the number of
contacts they received for the AMMIE project.

On the grounds of the above description, the majority of the AMMIE questionable ads were sent for complain
to both institutions, which not only have different functioning rules but also use different evaluation criteria,
sometimes giving opposite final judgments.

In terms of rules and sanctions for violations, the following are the texts of the Law on Alcohol and Alcohol
Related problems n. 125/2001 and of the IAP Advertising Self-Regulation Code :

Law on Alcohol and Alcohol Related problems n. 125/2001 – Art. 13 , Paragraph. 6
Violations to paragraphs 2, 3 and 4 shall be punished with fines consisting in the payment of between 5 and
20 million Italian lire. Fines are doubled in case of any further violation.
IAP Advertising Self-Regulation Code – Artt. 39, 42
Art. 39 – Desist Order
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Should any marketing communication submitted for examination appear to clearly violate one or more
articles of the self-regulatory code, the President of the Review Board may order the marketer to desist from
publishing it.
The desist order, with a summary of the grounds justifying the ruling, is communicated to the parties by the
Secretariat, with advice that each party has up to 10 days to challenge the decision with the Review Board.
If the President of the Review Board verifies that no challenge has been filed, the deadline has passed and
no grounds for challenging have been offered up, the order becomes final. The Secretariat certifies the
enforceability of the ruling which is then communicated to the parties concerned for compliance within the
terms set forth in the relevant Regulations.
Should the ruling be opposed with grounds and within the deadline, the desist order is regarded as pending.
The President of the Review Board, having considered the facts and reasons put forward by the challenging
parties, may decide, after listening to the Board's opinion, that the desist order should be withdrawn and the
case dismissed, with the parties being advised accordingly.
Conversely, should the Review Board consider the reasons for opposition to be unconvincing, the case is
handed over to the President of the Jury together with the relevant grounds. Should the President of the Jury
also deem the reasons for opposition to be unconvincing, the case is sent back to the President of the
Review Board who takes the steps described in par. 3 above. On the other hand, if the President of the Jury
believes that the Jury should decide, the parties are called to appear before the Jury for discussions at the
earliest possible opportunity but no later than the time frame envisaged for standard procedures; in such
cases the desist order is revoked.
Art. 42 – Non-Observance of Decisions
Should the party bound to comply with the decisions of the Jury or the Review Board fail to do so within the
time frame set out in the Regulations, the Jury or its President reiterate the order to discontinue the offending
marketing communication and order notice of such non-compliance to be made public by the IAP, through
the media channels specified by the Jury.
To this end, interested parties may present a petition to the President of the Jury. If the non-compliance is
not obvious, the President may decide that the situation should be dealt with by standard procedure.
Alternatively, the President issues a ruling and brief explanation confirming the non-compliance and, as per
the first paragraph above, advising the parties of their right to file a substantiated objection within a maximum
of five working days, pending which the measure is suspended.
In the event of failure to file a challenge within the official deadline, or of presentation of a manifestly
ungrounded objection, the ruling becomes enforceable and is communicated to all parties.
Alternatively, the President of the Jury may revoke the ruling and call the parties to appear before the Jury to
discuss the dispute at the earliest possible opportunity but no later than the time frame envisaged for
standard procedures. If the Jury confirms the non-compliance, it takes the steps described in the first
paragraph above.
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3. Youth rating panel

3.1 Working with youth rating panel
The fact that alcohol marketing should not be specifically targeting and therefore appealing to minors can be
interpreted in different ways, and in addition the judgement is performed by adults in a subjective way. This
is the reason why the ads rating activities performed by young people within the AMMIE project is so
valuable, since it is a good way to find out what youngsters find appealing and what they really think about
alcohol marketing.
The participants of the youth panel have been selected according to the project’s protocol ,that is, trying to
recruit young people from a big city (Firenze) a medium size city (Padova) and a small size city (Selvazzano)
and with a fairly good distribution between boys and girls.
A couple of attempts were made to organise a brief training. Both times we received just a few answers to
the invitation. By that time the first questionnaire was ready to be rated, therefore the decision was taken to
do the training by writing to the students, using emails and attached letters which included the content of the
training.
In particular, we gave basic information on the AMMIE project and explained the youngsters that they were
expected to complete 4 rating questionnaires plus 1 pre and 1 post questionnaires, totally 6 questionnaire.
We also underlined that it was important to complete all of them. They were also told they would be included
in a wider sample of young people aged 13-17 composed of peer students from the Netherlands, Denmark,
Germany and Bulgaria.
Using the protocol structure, the following information was provided:

1. How to use the web-based rating system and how to rate the ads
The web-based rating system was described in details by explaining the access to the web
(http://www.eucam.info/eucam/home/italy.htm) with the personal code that was going to be attributed to each
student.
First we explained the pre questionnaire and the questions about their educational level, their habits
in terms of how much and how they use mass media (TV internet ……..), and which alcoholic beverages
they know.

Then the process of rating each ad was described, explaining there was no right or wrong

answers but just their personal judgement and perception of the ads were requested.
Every time an ad has been put on the web, the students were reminded of the rating system.
2. What is marketing and advertising
Marketing is any form of advertising and promotion of a given product , designed to create interest
and desire to buy that particular product. The different forms of marketing practises include advertising on
TV, radio, printed materials, billboards, promotion leaflets, sponsorship and promotion.
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3. A few information on alcoholic beverages
Alcohol is a psychoactive substance, influencing the brain functioning system, included in different
concentrations in a number of beverages (wine, beer, spirits, aperitif, pre-mixed drinks).

The negative

effects of alcoholic drinks can be encountered also at low doses, there is no such thing as “a completely safe
level of consumption”. As an example you can think about driving under alcohol influence, where even very
low levels of alcohol use produce an impairment of driving capacities.
Chronic alcohol problems in the long term can include liver cirrhosis, cancer, hypertension, strokes and
congenital defects.
Alcohol consumption is a risky behaviour particularly for people under the age of sixteen, as the
development process of vital organs like the brain is not yet completed. The way individuals metabolize
alcohol depends on many Moreover, females have less metabolizing capacities, therefore they are more
exposed to alcohol harms.

Finally we provided the students with all the contact details of the project staff, in order to ask for
questions or clarifications. Most youngsters completed the questionnaires without any further question.
In conclusion, the retaining rate of students throughout the whole rating activity was quite
disappointing. Many of them started with the first questionnaires but did not complete the entire set, even
though they were reminded many times. This is especially true for the students in Firenze.

3.2 Youth rating panel
A total number of 57 youngsters were initially contacted in the attempt to involve them in the rating panel.
At the end of the rating activity only 22 young people completed all the online questionnaires ( 1 pre-test, 4
ratings and 1 post-test). Among these, there remained only one participant from Firenze, therefore the
sample is at the end representative of Padova as a medium-size city and Selvazzano as a small-size city.
These 22 youngsters are high school students in the age group 14-18, 12 boys and 10 girls.

YEAR OF BIRTH
1992

1993

1994

1995

1996

2

1

10

2

6

SEX
male

female

12

10

In order to get some information not only on the sample’s demographics but also on thei behaviours, the pretest questions which were asked to the youngsters refer to their drinking behaviours (in terms of alcohol
consumption and favourite beverages and brands) as well as their use of media like TV and Internet,
Drinking behaviours
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18 out of 22 young people are drinking. This is a significant proportion, considering that only three of them
are above the legal drinking age of 16. 8 drank in the past week and a total number of 17 had alcohol use in
the last year.
According to the 2007 ESPAD report, 81% of school children 15 and 16 years old had any alcohol use in the
last 12 months, therefore the sample seems to be representative of the average Italian adolescents.

LAST DRINK
DON’T DRINK

1-7 days ago

8-14 days ago

15-30 days ago

1month-1 year ago

>1 year ago

4

8

5

1

3

1

17 youngsters refer they had less than one glass on their last drinking occasion.

HOW MUCH DID YOU LAST DRINK
NO

<50cl

50-100 cl

100-200 cl

>200 cl

4

17

1

0

0

As far as their favourite alcoholic beverage and their favourite brand are concerned, alcopops and spirits
get the majority of the youngsters preferences, followed by beer. None of the students mentioned wine.
The favourite brands mentioned clearly reflect the beverages’ preference for alcopops and spirits:
Sheridan’s, Baileys, Malibù, Bacardi Breezer, Aperol, Corona.

FAVOURITE ALCOHOLIC BEVERAGE
None

Beer

Wine

Alcopops

Spirits

5

4

0

7

6

In reference to their drinking occasions, 17 youngsters had at least one drinking occasion in the last 30 days
and lifetime, and 19 in the last year. In the last 30 days 6 youngsters had the chance to drink beer and 6 had
alcopops between 3 and 5 times, and 7 had between 3 and five occasions to drink spirits.

DRINKING OCCASIONS
Last 30 days
0

1-2

3-5

6-9

10-19

20-39

>40

5

5

7

4

1

0

0

Last 12 months
0

1-2

3-5

6-9

10-19

20-39

>40

3

2

4

1

4

7

1

Lifetime

1
9

0

1-2 oc

3-5 oc

6-9 oc

10-19 oc

20-39 oc

>40

3

1

3

2

1

5

7

DRINKING OCCASIONS LAST 30 DAYS
Beer
0

1-2

3-5

6-9

10-19

20-39

>40

12

2

6

1

0

0

0

Alcopops
0

1-2

3-5

6-9

10-19

20-39

>40

12

4

6

0

0

0

0

Wine
0

1-2

3-5

6-9

10-19

20-39

>40

12

3

2

2

0

0

0

Spirits
0

1-2

3-5

6-9

10-19

20-39

>40

9

3

7

2

0

1

0

When comparing the youngsters’ drinking behaviour at first measurement (pre-test) and at last measurement
(post-test), no significant changes occurred in terms of drinking occasions. However, there is a clear
increase of the number of young people who drank between 2 and 3 glass on their last drinking occasion,
from 1 to 6, and 1 youngster has started to drink between 3 and five glasses. The impact of the exposure to
alcohol advertising and marketing strategies seems to be confirmed by the fact that youngsters reported to
have drunk more.

HOW MUCH DID YOU LAST DRINK
NO

<50cl

4

11

50-100 cl 100-200 cl
6

1

>200 cl
0

Use of Media (Tv and Internet)
The majority of youngsters watch TV before 7 p.m. for a short time especially during weekdays, remaining
below 2 hours daily. There is a slight increase of the number of youngsters watching Tv on Sundays for 3-4
hours. A similar habit is registered as far as watching TV after 7 p.m. is concerned.
Young people seem to devote more time to the use of internet, First of all, the entire sample use internet in
weekdays, with the majority concentrated in 1-2 hours and 3-4 hours ( 14 in weekdays and 13 in weekends).
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WATCH TV AFTER 7 P.M.
Monday

WATCH TV BEFORE 7.P.M.
Monday
NO

<1 hour

1-2 hours

3-4 hours

>5 hours

NO

<1 hour

1-2 hours

3-4 hours

>5 hours

1

10

9

2

0

2

4

15

1

0

Tuesday

Tuesday
NO

<1 hour

2

10

1-2 hours

3-4 hours

8

>5 hours

NO

<1 hour

1-2 hours

3-4 hours

>5 hours

0

2

5

13

2

0

2

Wednesday

Wednesday
NO

<1 hour

2

10

1-2 hours

3-4 hours

9

>5 hours

NO

<1 hour

1-2 hours

3-4 hours

>5 hours

0

1

4

15

2

0

<1 hour

1-2 hours

3-4 hours

>5 hours

12

3

0

1

Thursday

Thursday
NO

<1 hour

1-2 hours

3-4 hours

>5 hours

NO

3

8

9

2

0

2

4

NO

<1 hour

1-2 hours

3-4 hours

>5 hours

NO

<1 hour

0

0

4

>5 hours

NO

<1 hour

0

8

2

>5 hours

NO

<1 hour

Friday
3

7

NO

<1 hour

5

10

NO

<1 hour

NO
0

10

2

Saturday
1-2 hours
3-4 hours
6

1

Sunday
1-2 hours
3-4 hours

INTERNET IN WEEKDAYS
<1 hour 1-2 hours
3-4 hours
>5 hours
7
9
5
0

NO
1

Friday
1-2 hours
3-4 hours
15

3

Saturday
1-2 hours
3-4 hours
9

3

Sunday
1-2 hours
3-4 hours

>5 hours
0
>5 hours
0
>5 hours

INTERNET IN WEEKENDS
<1 hour 1-2 hours
3-4 hours
>5 hours
5
5
8
2

4. General overview of complaints

Before giving a general overview of complaints, the monitoring procedure will be described, which allowed to
identify questionable ads. The media which were monitored in terms of the content of alcohol marketing,
according to the project protocol, are television, newspapers and magazines, outdoor and internet. In order
to do that, a number of activities have been performed:
•

a list of professional journals for people working in restaurants, bars, clubs and also free press was
periodically checked (Nightlife, Horeca, Cucina e Vini, Mixer, Gambero Rosso, e free press like
2Night newsletter, Gotha, Martini&Pocket magazine);
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•

ten alcohol producers website were regularly checked, with a fair balance between beer, wine and
spirits producers:

www.heineken.it
www.campari.com
www.aperol.com
www.peroni.it
www.birramoretti.it
www.nastroazzurro.it
www.articvodka.it
www.martinierossi.it
www.absolut.com
www.zonin.it
www.gancia.it
•

access to Nielsen advertising database (ADLibrary) 4 times in the year 2010.

In addition, the monitoring activity included the general idea was that alcohol marketing can be found
everywhere every day in people’s life, therefore acting as a 'watchdog'.
Regarding the monitoring activity, some comments should be mentioned:
1. Internet seems to be the main source of alcohol marketing, not only from a quantitative perspective
but also for the use of suggestive and attractive images and messages. In the web it is possible to
find an enormous amount of alcohol marketing practices, which are continuously modified and
updated in terms of content and of promotional strategies, therefore almost impossible to be
monitored systematically.
2. Access to ADLibrary represents a good way of getting knowledge of the general marketing picture,
although not completely exhaustive. Moreover, in terms of complaining, the information included in
AD library was often insufficient for the complain requirements: for example, “television”, or
“newspaper” as source should have been competed with details regarding the TV channel or the
newspaper name, together with the ad’s date.
3. The professional journals and magazine do not represent a significant source for questionable ads,
nevertheless they provided an additional picture of marketing alcoholic beverages less known to the
general public.
As far as complaints are concerned, in the year 2010 a total number of 26 complaints have been filed, all of
them to the Institute of Self-Regulation Advertising - IAP and 18 also to the National Authority for Commercial
Communication - AGCM. Among them, 22 were included in the questionnaires for the youth rating panel, and
are therefore described hereafter. Not all complains have been judged, some of the Committees opinions are
still to be received. Reasons for complaining refer to violations of both statutory and non statutory
regulations, as well as to the Council Recommendations (2001) on alcohol and young people. The main
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arguments used in the complains were the association between alcohol and young people, excessive
drinking, alcohol and sexual/social success, and the misleading messages delivered through alcohol
advertising.
A general overview of the evaluations of both Committees includes the following:
1. AGCM adjudications received until today considered all marketing practices to be in line with the
existing regulations. It is interesting to note that in one case the Committee speaks about the high degree of
subjectivity in their response: the complaint was filed on the grounds of young characters, and in their
response they stated that the young age of the main characters can not be supported by any concrete
elements, being a very subjective evaluation difficult to prove. This was also the case with Lamberti Vino10
promotional message, which was instead upheld by IAP. The advertiser was asked to modify the statements
“wine with only 10 degrees” and “ideal for those who are going to drive”;
2. Seven complaints have been upheld by IAP, meaning that the Committee has ordered the
advertiser to withdraw the ad (Volumi Bollati Fontanafredda, Bracchetto d'Aqui “Hip Hop teacher” and
Brachetto Wine “guitar player”, Casa Scarpone Winery, Glen Grant, Theresianer Beer, Brat Beer). 3 other
complaints have been partially upheld, meaning that the Committee has contacted the advertiser for raising
awareness on the issue and urging for more attention on the ad’s content (Hello Kitty Wines, 9.5 Cold Wine,
Lamberti Vino10). Consequently, the ad’s contents have been modified in 2 cases (9.5 Cold Wine, Lamberti
Vino10). Finally, in one case when the Committee urged the advertiser, the response was that the website
where the questionable ad was included was not active anymore (Brat Beer). All IAP responses are available
on their website;
3. many questionable ads use references to minors, as well as styles and elements associated with
the youth culture. For this kind of complaints the Council Recommendations (2001) were quoted, since these
elements are not included in the national statutory and non statutory regulations. The result is that none of
these complaints have been upheld;
4. significantly, not in all cases there was correspondence between the responses of IAP and those
of AGCM. In particular, this happened about the following complaints:
Table 1. Review statements and numbers of complaints about alcohol commercials in 2010.
2 COMMITTEES

IAP

AGCM

Upheld

7

0

Not upheld

16

11

No answer from Committee

3

7

Total filed complaints 2010

26

18

4.1 Overview of complaints by theme
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Among the complaints filed to the Committees, some of them refer to one theme and others to two or more
themes (sub complaints). In the following description of complaints by theme, the examples are included on
the basis of the most significant theme.
4.1.2. Minors and/or young people
The following 9 complaints have been filed to the IAP - Institute of Self Regulation Advertising and and 6 of
them (except Brachetto Wine “Guitar Player”, Brachetto Wine “Hip Hop Teacher” and Canella Winery) also to
AGCM - National Authority for Commercial Communication.
The (sub) complaints about minors filed to the IAP have been 13, 2 upheld and 9 not upheld; in 2 cases it
has been no answer.
The (sub) complaints about minors filed to the AGCM have been 10, 8 not upheld and in 2 cases it has been
no answer.
The articles in the advertising codes concerning this theme are:
young looking characters
specifically targeting minors
using of styles associated with youth culture
under aged audience

4.1.2.1. BRACCHETTO WINE

“Who do you drink it with? I drink it with my guitar player.” (Source: private TV network, February 2010).
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4.1.2.2. BRACCHETTO WINE

“Who do you drink it with? I drink it with my hip hop teacher.” (Source: private TV network, February 2010).

Two TV ads shown on private TV network during February 2010 within the campaign “Who do you drink it
with?”. The first video is “I drink it with my guitar player” showing very young-looking characters with a huge
glass of wine. You can see the girl is clearly intoxicated from the way she speaks. The second video, “I drink
it with my hip-hop teacher”, has again very young-looking characters with the same huge wine glasses.
The complain was filed to IAP on the grounds of violation of art 22 that alcohol marketing “should not
encourage an excessive, uncontrolled, and hence harmful use of alcoholic beverages” and “should not target
or refer to minors, not even indirectly, or depict minors consuming alcohol”.
IAP adjudication: the Committee recognizes the ads in contrast with art. 22 of the self-regulation code and
has therefore taken the decision to impose withdrawal of the same ads, referring to the same violations
included in the complain. In addition, they also added the allusion to sexual performances, as the ads seem
to imply the essential role played by alcohol in the relationship between the two characters. Indeed, art. 22
also states that alcohol marketing should not encourage the belief that the use of alcoholic beverages
promotes clear thinking and enhances physical or sexual performances.
Youngsters reaction to “Who do you drink with? I drink it with my guitar player.”
22 students out of 30 think that the main characters in this ad are from 18 and 25 years old, 5 students out of
30 think they have 25-30 years and 3 out of 30 believe they are less than 18 years old. 16 on 30 don't think
the message is attractive to their peers. 23 on 30 students think the characters have drunk before or are
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drinking during the activities they are talking about. 26 out of 30 reported that the use of alcoholic beverages
make social relations easier.
Youngsters reaction to “Who do you drink with? I drink it with my hip hop teacher.”
17 out of 30 young people think that the main characters of this ad are from 18 and 25 years old, 11 out of
30 think they have 25-30 years, one student thinks they are less than 18 years old and another one thinks
they have between 30 and 35 years. 18 out of 30 think that the message is attractive to their peers and 15
out of 30 think that the characters of advertising have not drunk or drink during the activities they are talking
about. Finally, 24 young people think that, in this advertisement, the use of alcohol facilitates social relations.

4.1.2.3. CANELLA WINERY - BELLINI

Source: S. Marco square during the Venice Carnival, March 2010.
This huge Bellini inflatable was placed in Venice in S. Marco square during the Venice Carnival in March
2010.
The complain was filed to IAP on the grounds that minors would be exposed to the marketing practice, being
Carnival an event targeting a great number of minors and young people.
IAP adjudication: the Committee does not identify any violation of the Code. Although the issue of alcohol is
a crucial one and needs to be given special attention it is impossible to determine that the Bellini inflatable is
mainly targeting minors.
Youngsters opinion: not included in the rating panel.
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4.1.2.4. MIONETTO WINE “IL”

Source: the producer's website (october, 2010).

From the producer’s website, this is the image related to the campaign “Easy wine, easy life”, where the
bottles of Prosecco Wine are held by two very young-looking girls. The complaint was filed to both
Committees IAP and AGCM on the grounds of both art. 13 of our statutory regulation stating alcohol
advertising for all alcoholic beverages is forbidden where advertising shows children and adolescents
consuming alcohol or representing alcohol intake as a positive attitude, and art 22 of the Self-Regulation
Code stating that alcohol marketing should not target or refer to minors, not even indirectly, or depict minors
consuming alcohol.
IAP has only replied in November 2010 that the ad is being verified by the Committee. No other
communication since then.
AGCM: rejected, as the complaint related the young age of the main characters can not be supported by any
concrete elements, being a very subjective evaluation difficult to prove.
Youngsters reactions: 13 students out of 22 answered that the advertisement is attractive to their peers and
encourages children and adolescents to consume alcohol. 18 students think that people shown in the image
have between 18 and 25 years, 2 expected they have between 25 and 30 years, one believes they have less
than 18 years. 10 of the 21 students stated that the message target is people aged between 19 and 25, 6
students believe that it's addressed to an audience between 26 and 35 years, 4 think it's aimed to young
people aged 14 to 18 years, 1 believes that the target is people more than 36 years old.
Some students commented that the main theme of advertising is fun and that young people could be
tempted to choose and drink this particular brand of wine by the two beautiful girls holding the bottles.
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4.1.2.5. SERENA WINERY

Source: the producer's website (www.vinicolaserena.com, september 2010).

Access to the producer’s website (www.vinicolaserena.com, no age check) starts with this video, showing
animated wine containers

playing musical instruments and reproducing the original sound track of

Spiderman movie. The complaint has been filed on the grounds of the Council Recommendations (2001):
[...] II. Member States should, having regard to their different legal, regulatory, or self-regulatory
environments, as appropriate:
1. encourage, in cooperation with the producers and the retailers of alcoholic beverages and relevant nongovernmental organisations, the establishment of effective mechanisms in the fields of promotion, marketing
and retailing;
(b) to ensure that alcoholic beverages are not designed or promoted to appeal to children and adolescents,
and paying particular attention inter alia, to the following elements:
- the use of styles (such as characters, motifs or colours) associated with youth culture.
IAP adjudication: the Committee has not identifiedany violation of the Code, since the ad does not include
elements of promotion of excess or irresponsibility. Moreover, the use of cartoons is not exclusively targeting
minors but also adults.
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AGCM adjudication: rejected. Significantly enough, their response refer to elements that were not included in
the complaint, namely, the absence of misleading messages: AGCM has identified the absence of
misleading messages as it refers exclusively to the musical presentation of the website.
Youngsters reactions: 12 students out of 22 think that the video is attractive to their peers, and 11 believe
that the advertisement encourages children and adolescents to consume alcohol. 13 students state that the
message target is people aged between 26 and 35, 5 students believe that it's addressed to minors and
adolescents, 2 think it's aimed to young people aged 19 to 25 years, only 2 believe that the ad is targeting
people over 36 years old.
Some students commented the video saying that advertising is very original and fun and shows drinking as a
game, even if wine is a kind of drink for adults.
4.1.2.6. CERES BEER

Source: TV channels and producer’s website (www.ceresbeer.com, september 2010 ).

This video, shown both on TV channels and on the producer’s website, is actually a cartoon with a city
initially grey which becomes very coloured and light when a Ceres Beer metro train passes: people start
dancing and having fun. There is a clear connection between beer and colours, beer and fun, beer and party.
The final “prevention” messages, “Take the Tube”, “Don't drink and drive” ) are shown for just one second at
the end.
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The complaint has been filed on the grounds of the Council Recommendations (2001):
[...]II. Member States should, having regard to their different legal, regulatory, or self-regulatory
environments, as appropriate:
1. encourage, in cooperation with the producers and the retailers of alcoholic beverages and relevant nongovernmental organisations, the establishment of effective mechanisms in the fields of promotion, marketing
and retailing;
(b) to ensure that alcoholic beverages are not designed or promoted to appeal to children and adolescents,
and paying particular attention inter alia, to the following elements:
— the use of styles (such as characters, motifs or colours) associated with youth culture.
IAP adjudication: it was rejected because using cartoons does not necessarily mean targeting children or
adolescents. Moreover, they state that the final prevention messages are clear enough and coherent with the
whole idea of partying.

AGCM: no answer.
Youngsters opinion: 21 students out of 22 think that this advertising is attractive to their peers, 13 also
believe that the target groups are children and adolescents (14-18 years old). 7 students think that the
recipients are between the ages of 19 and 22, 2 believe they are 26-35 years old, 10 students think the age
of the main consumers of the beer are minors and adolescents (14-18 years old), 10 believe they can have
between 19 and 25 years, 2 believe they have between 26 and 35 years.
4.1.2.7. CARLSBERG BEER – EVENT “TRAM IN THE STREETS OF MILAN”

Source: the producer's website (www.carlsberg.it, may 2010).

Taken from Carlsberg website, these are two examples of a photogallery of an event organized in Milan
(Probably the best aperitif in Milan... are you with us? Get on board!) in which young people are shown
while drinking.
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The complaint was filed to both Committees on the grounds of both art. 13 of our statutory regulation stating
alcohol advertising for all alcoholic beverages is forbidden where advertising shows children and adolescents
consuming alcohol or representing alcohol intake as a positive attitude, and art 22 of the Self-Regulation
Code stating that alcohol marketing should not target or refer to minors, not even indirectly, or depict minors
consuming alcohol.
IAP has not given any answer to this complain until now.
AGCM adjudication: rejected, since they valued the event was targeting adults. They also add the photo
gallery is not visible anymore on the web.
Youngsters opinion: 19 students out of 28 think that the message is attractive to their peers and that it
encourages children and adolescents to drink alcohol. 19 students believe that people in the ad are between
18 and 25 years old, 6 think they have between 25 and 30 years, one think hey have less than 18. 19 guys
out of 28 say that the message is addressed to people between 19 and 25 years, 5 think to people between
14 and18 years old, 3 think they have between 26 and 35 years, and one thinks they are more than 36 years
old.
Some youngsters think that this advertising aims at recruiting young people to join this party to drink beer,
and that people who are already familiar with this beer do not need the ad to drink it.
4.1.2.8. TORTI WINERY - HELLO KITTY WINES

Source: the producer’s website of Hello Kitty Wines (www.tortiwinepinotnero.com/homepage.htm, may
2010).
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These images are taken from the producer’s website of Hello Kitty Wines, using pink labels and other
characteristics of the Hello Kitty character which is mainly popular among children and young girls.
The complaint to both Committees was filed on the grounds of art 11 on the protection of children and young
people in general, and art 22 of the Self regulation code stating that alcohol marketing should not target or
refer to minors, not even indirectly, or depict minors consuming alcohol, as well as the Council
Recommendations (2001):
[...] II. Member States should, having regard to their different legal, regulatory, or self-regulatory
environments, as appropriate:
1. encourage, in cooperation with the producers and the retailers of alcoholic beverages and relevant nongovernmental organisations, the establishment of effective mechanisms in the fields of promotion, marketing
and retailing;
(b) to ensure that alcoholic beverages are not designed or promoted to appeal to children and adolescents,
and paying particular attention inter alia, to the following elements:
— the use of styles (such as characters, motifs or colours) associated with youth culture.
IAP adjudication: the Committee has not identified any violation of the Code. However, given the potential
risk of a commercial communication associating alcohol with a character very popular among young girls, the
Committee has contacted the company in order to raise the awareness on the issue. It might be interesting
to consider the producer’s answer to this solicitation: taking into consideration the Committee suggestion, the
company stressed the fact that these products are not available in the traditional retailer channels
(supermarket or bars) but only through channels that allow them to verify the customer’s age (!).
AGCM adjudication: the Authority has verified that the distribution of Hello Kitty Wines is limited to particular
channels, where it is possible to verify the customer’s age. Moreover, Hello Kitty brand has been also used in
connection with other commodities, not immediately related to children or adolescents.

It would be

interesting to know what the Committee means by verification of the customers’ age.
Youngsters opinion: 16 students out of 28 think that the advertisement is not attractive to their peers, 22
believe that the ad contains elements associated with youth culture (for example, the characters, colours,
language and music), and 23 think that the advertisement has been created to be particularly attractive to
children and adolescents.
Some students think that the product would attract girls in particular. They also think that the connection
between fashion and alcohol is used to convince teenagers that drinking is a normal and trendy action.
Others note the association between alcohol and the famous character.
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4.1.2.9. FORST BEER - “GOOD SINCE IT HAS ALWAYS LIVED HERE”

Source: the producer’s website (www.forst.it) and TV channels (june 2010).

The campaign messages have been delivered through videos in the producer’s website and on TV, as well
as with printed images in magazines.
In all media the ad shows animated beer glasses with arms and legs having fun in uncontaminated natural
landscape. Music, characters and images are suggestive of typical children’s cartoons. This is in contrast
with the European Council Recommendations on alcohol marketing (2001) targeting children and young
people.
IAP adjudication: rejected in the grounds that the fantasy elements used in the ad do not imply the violation
of the Code, particularly art. 11 and art. 22. Moreover, the TV ban for the children protection between 4 and
7 p.m. was respected.
AGCM adjudication: rejected, since no visual or verbal reference is made to children or adolescents, and it is
clear enough that the use of animated images only aims at creatively communicating the product’s
geographical provenience.
Youngsters opinions: 23 students out of 26 think that this spot is attractive to their peers, while 20 don't
believe that the spot contains elements associated with youth culture (eg characters, color, language and
music). 10 students think that the target group of the ad is people between 19 and 25 years old, 6 between
26 and 35 years, 5 between 14 and 18 years, and 5 more than 36 years old.
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Some students commented that the ad is very beautiful and that young people remember particularly this
kind of images, because of their originality.

4.1.3. Social, sporting and sexual success
On this theme, 4 complaints have been filed: all of them to the IAP - Institute of Self-Regulation
Advertisingand and 3 (except Glen Grant) also to AGCM - National Authority for Commercial Communcation.
The (sub) complaints about social, sporting and sexual success filed to the IAP have been 5, 1 upheld and 4
not upheld.
The (sub) complaints about social, sporting and sexual success filed to the IAP have been 3, 2 not upheld
and in 1 case it has been no answer.
The articles in the advertising codes concerning this theme are:
association alcohol use and sexuality
association alcohol use and sport
association alcohol use and conviviality.
4.1.3.1. GLEN GRANT - “THE UNMISTAKABLE SINGLE” CAMPAIGN

Source: Nielsen ADLirbary and TV channels, december 2009).
This video was shown on TV channels in december 2009. The whole campaign with a series of different
video ads is based on the idea that the “unmistakable single” has great success with women. The video that
was used for the complain shows the meeting with two women, clearly alluding to the sexual intercourse with
the “unmistakable single”.
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The complain was sent to IAP on the grounds of violation of art. 22 in their Code stating that alcohol
advertising should not encourage the belief that the consumption of alcoholic beverages promotes clear
thinking and enhances physical or sexual performances [...]
IAP adjudication: upheld by recognizing the problems with reference to art. 22 for the close relationship
between alcohol and sexual and social success. However, since the broadcasting is ceased, the Committee
has decided to just send a warning to the advertiser not to use similar contents in future campaigns. Of
course the videos are still available on the internet, but this does not seem to be considered in the
Committee adjudication.
Youngsters opinion: not included in the rating panel.
4.1.3.2. MORETTI BEER - “CHI MASTICA CALCIO BEVE BIRRA MORETTI” CAMPAIGN

Source: TV channels (october 2010.
The campaign called “Chi mastica calcio beve Birra Moretti” (which can be freely translated as “The real
soccer connoisseur drinks Moretti Beer”) includes TV videos and printed materials on magazines and sport
newspapers. The campaign is still going on, and it has been largely used during the 2010 World
Championship.
The video used for the complain used the slogan “There are meetings one should not miss”. It clearly has a
double meaning, referring to both sport meetings but also to social occasions, implying that the use of beer
gives added value to conviviality. This is in contrast both with art. 2 of the statutory regulation D.M. 425 1991:
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alcohol advertising must not create the impression that alcohol use contributes to social or sexual success,
and with the Council Recommendations 2001: to ensure that alcoholic beverages are not designed or
promoted to appeal to children and adolescents, and paying particular attention inter alia, to the following
elements: [...] implications of social, sexual or sporting success.
IAP adjudication: rejected, stating that the message is only focusing on the football match as aggregation
element, without any reference to alcohol being the driving of friendly relationships. Therefore, no violation
has been identified
AGCM: rejected.
Youngsters opinion: 14 students out of 22 think the ad is attractive to their peers and that it gives the
impression that drinking facilitates social relationships and contributes to social success. 19 believe that the
association between the consumption of beer and a sport event could draw the attention of their peers.
Some students also commented that the advertising is representing real life, as one often drinks beer with
friends while watching a football match.

4.1.3.3. VODKA ARTIC

Source: national TV networks and producer’s website (www.articvodka.it, september 2010).
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The TV ad is broadcasted in national TV networks and available in the producer’s website. The slogan “Artic
breaks the ice” refers to the idea that drinking Artic Vodka is a social facilitator, explained by the use of
images of sexual implications. The complain was sent to IAP and AGCM on the grounds that this is in
contrast both with art. 2 of the statutory regulation D.M. 425 1991: alcohol advertising must not create the
impression that alcohol use contributes to social or sexual success, and with the Council Recommendations
2001: to ensure that alcoholic beverages are not designed or promoted to appeal to children and
adolescents, and paying particular attention inter alia, to the following elements: [...] implications of social,
sexual or sporting success.
IAP adjudication: rejected since the visual and sound elements of the ad do not refer to the association
between alcohol and social facilitation of relationships. The key message conveyed, instead, is the
spectacular effect of ice breaking.
AGCM: no answer.
Youngsters opinion: all 22 students think that the spot is attractive to their peers, 14 on 22 believe that the
advertisement may give the impression that drinking facilitates social relationships and contributes to social
and sexual. One student also said that sexuality is explicit in this ad.

4.1.3.4. CAFFE' BORGHETTI – DESIDERIO ESPRESSO

Source: producer's website (september 2010).
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The video is still available on the producer’s website. Young people are shown drinking this liqueur, implying
it is a social facilitator and making explicit reference to sexuality. The image of melting ice cubes when a
beautiful, not too-dressed girl goes by is accompanied by the voice message “Seduction at first sip”. The
complain was filed referring art. 2 of the statutory regulation D.M. 425 1991: alcohol advertising must not
create the impression that alcohol use contributes to social or sexual success, as well as to the Council
Recommendations.
IAP adjudication: rejected. No violation has been identified, since the message delivered in this
communication is acceptable and mainly ironic. The melting ice cubes represents only a seductive game
between adults, beyond the promoted product.
AGCM: rejected.
Youngsters opinions: 20 students out 22 think that the advertising is attractive to their peers and it could give
the impression that drinking makes social relationships easier, also contributing to social and sexual success.

4.1.4. Eccessive drinking – Alcoholic drinks' lightness
The following 6 complaints have been filed to the IAP - Institute of Self Regulation Advertising and and 4 of
them (except Casa Scarpone Winery and Volumi Bollati Fontanafredda) also to AGCM - National Authority
for Commercial Communcation.
The (sub) complaints about excessive drinking filed to the IAP have been 8, 4 upheld and 3 not upheld; in 1
case it has been no answer.
The (sub) complaints about minors filed to the IAP have been 10, 8 not upheld and in 2 cases it has been no
answer.
The articles in the advertising codes concerning this theme are:
alcohol and drink driving
low alcohol content
alcohol and health
risky behaviours.
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4.1.4.1. FONTANAFREDDA – NUOVI VOLUMI BOLLATI

Source: magazine “L'Espresso”, november 2009).
The ad was published in a magazine (“L'Espresso”, november 12, 2009). The main message is The right
alcohol dose with no risk, and the written text goes into details on the alcohol levels people can intake
without any harm for their health and the safety when driving. Therefore the complain was filed on the
grounds of misleading information, and particularly in violation of art 22 of Self regulation Code which states
that alcohol marketing should not associate the consumption of alcoholic beverages with driving vehicles.
IAP adjudication: upheld The Committee has identified violations of 3 articles of the Code regarding
misleading commercial communication (art 2), health safety and environment (art. 12) and marketing of
alcoholic beverages (art. 22). Therefore the Committee orders the mandatory withdrawal of the ad.
Younsters opinion: 17 out of 30 students believe that this advertising message implies that two glasses of
wine are good for health, while 19 students do not think that the message communicates one can drive after
drinking two glasses of wine. However, 23 students have the impression that the consumption of this wine is
safer than the use of other alcoholic beverages.
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4.1.4.2. CASA SCARPONE OSTERIA AGRICOLA

“Don't drive too much since you must drink - Let's protect wine”. (Source: internet, luglio 2009).

The image of this huge billboard was found on the internet and refers to a promotional activity for a local
wine tasting premise used in March 2010. The claim’s free translation is Do not drive too much since you
must drink, playing with the reverse of the prevention message Do not drink and drive. Right below the
message is Proteggiamo il vino – Let’s protect wine. The complain was filed on the grounds that,
although using irony, the ad was nevertheless promoting excessive drinking and associating alcohol with
driving. The ad was therefore in violation of art 22 of the Self Advertising code stating that marketing
communication should not encourage excessive, uncontrolled, and hence harmful consumption of alcohol,
and also should not associate the consumption of alcoholic beverages with driving vehicles.
IAP adjudication: upheld. The ad is undoubtedly in contrast with art. 22 of the Code. The Committee has
therefore ordered the immediate withdrawal of the ad, which represents a wrong and irresponsible
association between alcohol consumption and driving [...]. This association is a clearly dangerous message
for the emotional impact on the target group, especially for adolescents .
Youngsters opinion: 17 out of 30 students think that the target age group of this ad is people between 19 and
25 years old, 8 believe it is for people over 35 and 5 between 26 and 35 years.
For 26 students the aim of this billboard is not the winery promotion but the provision of a different message.
22 young people think the element of humor is attractive to their peers, and for 24 students it refers to
activities which should not normally be associated with the use of alcohol.
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4.1.4.3. CAMPARI CYNAR - “L'AMARO VERO MA LEGGERO”

Source: national TV channels and producer's website (june 2010).
The ads are shown on national Tv networks and are available on the producer’s website, as weel as on
Youtube.
The Cynar campaign is based on the claim L’amaro vero ma leggero - The real but light Amaro. The ads’
testimonial is a very popular music group. This alcoholic beverage is a digestive liqueur (Amaro) described
as “natural and light”. As a matter of fact it has 16.5% volume of alcohol, therefore it is a misleading
message to call it a light alcoholic beverage for the consumers who might underestimate the potential
effects. The complain was filed on the grounds of misleading commercial communication, which is regulated
by statutory law n. 206/2005. The regulation defines as misleading any commercial communication including
false information or inducing the consumer to interpret the message in the wrong way with regards to the
product’s characteristics or the consequences produced by the product’s use. In this case, the definition of
“light” without any other information could definitely induce people not to consider the real effects.
IAP: rejected, with reference to a previous judgment in 2007 further to a complaint filed by a consumers’
association. Their response is consumers will not be misled as the label indicates the alcohol volume, which
is however within the product limits. We have asked for a further examination on the basis of different
reasons, but it has been again rejected.
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AGCM: no answer.
Youngsters opinion: 17 students out of 28 answered that both the advertisement and the use of humorous
elements and of testimonials are attractive to their peers, while 22 think the ad was not created to be
particularly attractive to children and adolescents. 12 students think the ad is aimed at people over the age of
36 years, 8 people think it’s aimed at people are between 26 and 35 years, 5 believe between 19 and 25 and
3 between 14 and 18 years.
Students commented that advertising neglects part of the description about product and put the focus on an
original story and unusual places where to drink, making audience forget that this drink , even if "light", will
always have negative effects on the health of drinkers.

4.1.4.4. ASTORIA – 9.5 COLD WINE

Source: producer's website (september 2010).
From the producer’s website, this alcoholic wine is promoted as ”the philosophy of an encounter between
nature and technology, taste and levity, pleasure and sobriety, with special attention to moderation in
drinking: alcohol 9.5% by volume”. 9.5 is actually referring to alcohol content. The message is very
ambiguous in terms of low alcohol content (which is continuously repeated) and what moderation means. It
can produce a wrong evaluation of the beverage’s effects on the drinkers, which can be different on the
individual characteristics. The complain was filed on the grounds of misleading commercial communication,
which is regulated by statutory law n. 206/2005. The regulation defines as misleading any commercial
communication including false information or inducing the consumer to interpret the message in the wrong
way with regards to the product’s characteristics or the consequences produced by the product’s use.
IAP adjudication: the Committee recognises the inappropriate message “For a more accessible drinking”, as
being ambiguous and possibly leading to an interpretation in contrast with art. 22 which promotes

4
2

consumption patters in moderation and responsibly. Therefore the Committee has asked the advertiser to
modify the message content.
The sentence has been actually removed
AGCM: no answer up to date
Youngsters opinion: 15 students out of 23 think that the advertisement is not attractive and 12 think that will
encourage children and adolescents to consume alcohol. 10 students believe that the target age group of
this spot is between 19 and 25, 8 that it is addressed to people between 26 and 35 years, 2 think they are
between 14 and 18 years and 3 think they are more than 36 years old.
Some students commented that the spot can also be read as a message of racial tolerance, others reported
that young people like very much the modern graphics of the web page, others don't understand the real
meaning of the message.
4.1.4.5. LAMBERTI – VINO10

Source: producer's website (september 2010).
In the producer's website, this wine is promoted as “naturally light” (ONLY 10% alcohol by volume) and also
low calories content. Again the message is ambiguous, alcohol content is actually an average one compared
to other wines, and in any case it can produce a wrong evaluation of the beverage’s effects on the drinkers,
which can be different on the individual characteristics. In a previous version of the website, it also included
ideal for those who are going to drive.
The complain was filed on the grounds of misleading message and of art 22 of Self Regulation Code that
states alcohol marketing should not associate consumption with driving vehicles.
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IAP adjudication: the Committee has asked the advertiser to modify both messages in regards to “only ten
degrees” and “ideal for those who are going to drive”. What actually happened is the eliminated only the
reference to driving, thus leaving the lightness message unaltered.
ACGM adjudication. No violation identified in regards to the misleading message on alcohol content.
Youngsters opinion: 17 students out of 23 believe that the advertisement is not attractive to their peers, while
13 think that advertising encouraged to drink more because of the low alcohol content. 8 of the 19 students
stated that the ad’s target age group is people between 26 and 35, 5 guys believe that it's addressed to on
audience over 36, 7 think it's aimed to young people aged 19 to 25 years, and finally only 3 believe that it is
addressing people between 14 and 18 years.
One student said that all advertisements try to emphasize the low alcohol content of their product, pretending
that the product doesn't have harmful effects on health.

CASTAGNER – AQUA21

“Visit us to discover that it is possible
to enjoy life in a healthy and safe way”
(Source: newspaper “La Repubblica”,
October 01, 2010)

“A spirit with just 21% alcohol [...].. Its alcohol content means
not only it’s a good way to round off a meal with complete
peace of mind, even for drivers about to get behind the wheel,
but it also makes a good aperitif or refresher between
courses, instead of a sorbet” (Source: producer's website,
september 2010).
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In the producer’s website the drink is described as a spirit with just 21% alcohol [...].. Its alcohol content
means not only it’s a good way to round off a meal with complete peace of mind, even for drivers about to
get behind the wheel, but it also makes a good aperitif or refresher between courses, instead of a sorbet”.
The message is very ambiguous in terms of low alcohol content(which is continuously repeated) and driving
after drinking. Both can produce a wrong evaluation of the beverage’s effects on the drinkers, which can be
different on the individual characteristics
The ad published in a national newspaper is an invitation to a free visit to the producer’s distillery open to
everybody, enjoying life in a healthy and safe way.
The complain was filed on the grounds of various violations: misleading commercial communication in
general, but also art 13 of statutory code L.125/2001 stating that alcohol advertising is forbidden when the
message is suggestive of therapeutic properties which are not officially recognised by the Health Ministry [...]
or representing alcohol intake as a positive attitude.
Although the complain was filed to both Committees in October 2010, no answer has been received until
today.
Youngsters opinion: 14 students out of 23 reported that this message doesn't encourage children and
adolescents to consume alcohol, and 13 also responded that this message doesn't show a type of activity
which should be linked to alcohol consumption. However, 16 students say that the product is advertised by
suggesting that it promotes good health and has healing properties. 12 students also think that the message
suggests that it's possible and safe to drive after drinking this product.
One student considers advertising as misleading, another find the message not so attractive because of its
excessive formality.

4.1.5. Alcohol and health claims
The following 3 complaints have been filed to the IAP - Institute of Self Regulation Advertising and and also
to AGCM - National Authority for Commercial Communication.
The (sub) complaints about minors filed to the IAP have been 4, 2 upheld and 2 not upheld; in 1 case it has
been no answer.
The (sub) complaints about minors filed to the IAP have been 3, 1 not upheld and in 2 cases it has been no
answer.
The articles in the advertising codes concerning this theme are:
alcohol and health benefits
nutritional benefits
risky behaviors.

4
5

4.1.5.1. BIRRA BRAT

Source: producer's wesite (september 2010).
Brat Beer is presented as a delicious energetic beer which will recharge and refresh you in your “down”
moments. The complain was filed on the grounds of violation of art. 13 of the statutory regulation L.
125/2001 stating that alcohol advertising is forbidden when the message is suggestive of therapeutic
properties which are not officially recognised by the Health Ministry [...] or representing alcohol intake as a
positive attitude. Also the Self Regulation Code states that alcohol marketing should not induce the belief that
resorting to alcohol can solve personal problems [...] and encourage the belief that that the consumption of
alcoholic beverages promotes clear thinking.
IAP adjudication: upheld. The Committee has identified violations of art. 22. The website is not available
anymore.
AGCM: no answer until today.
Youngsers opinion: 15 students out of 22 think that this message encourages children and adolescents to
consume alcohol, and 18 believe the product is advertised by suggesting the promotion of good health and
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its healing properties. 20 students think that the advertising does not give accurate and complete information
about the properties of the drink.
Many students commented that the advertising is misleading for the audience. They also say that it's not
important for a beer being energetic.

4.1.5.2. MARTINI – MARTINI ROSATO

Source: producer's website (september 2010).

From Martini’s website, the message is: “Do you see the glass half empty? Do not worry. You will
discover to find yourself in the perfect place to start seeing life more positively. Enter and discover
how your perspective can change”. The complaint was based on the idea that it seems to suggest that
Martini has some therapeutic properties to improve people’s mood.
The complain was filed on the grounds of violation of art. 13 of the statutory regulation L. 125/2001 stating
that alcohol advertising is forbidden when the message is suggestive of therapeutic properties which are not
officially recognised by the Health Ministry [...] or representing alcohol intake as a positive attitude. Also the
Self Regulation Code states that alcohol marketing should not induce the belief that resorting to alcohol can
solve personal problems [...] and encourage the belief that that the consumption of alcoholic beverages
promotes clear thinking.
IAP adjudication: rejected, stating that the Committee has not identified any violation of the Code. Indeed,
playing with the metaphorical and literal meaning of the sentence Seeing the glass half full or half empty
does not translate into a invitation to excessive or irresponsible drinking, nor to a suggestion of dependence
from the product to reach a good psychological situation.
AGCM: no answer.
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Youngsters opinion: 18 students out of 23 think the advertisement is attractive to their peers, even if 12
believe that this drink is not meant to be enjoyed by children and adolescents. 16 guys think that this
message will encourage children and adolescents to consume alcohol.
Some students commented that this advertising is original and attractive to young people because it's a
famous brand, normally known and used by young people.
4.1.5.3. BIRRA THERESIANER

Source: producer's website (september 2010).
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In the website of Theresianer Beer, reference is made, in the webpage “The numbers of Beer”, to the
nutritional profile of the beer, including vitamins and minerals and to their possible benefits. Although the
relation between “good for your health” and drinking this beer is not explicitly stated, the message
consumers will probably get is that drinking Theresianer Beer will contribute to the improvement of their
health and wellbeing.
IAP adjudication: upheld on the grounds of the complaint violations. The Committee has ordered the
immediate change of the website.
This is the updated version of the website

AGCM adjudication: no violation identified, as information contained in the website does not imply a
correlation between the product’s use and its beneficial effects. It is highly probable that ACGM evaluated the
message after the website had been modified.
Youngsters opinion: 12 out of 23 students reported that the advertisement is not attractive to their peers but
that encourages children and adolescents to consume alcohol. 17 students believe that the product is
promoted as healthy and with healing properties.
Some students say that this advertising is misleading because it suggests that the drink is rich in nutrients
and good for health, although it can harm your health being an alcoholic drink.
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4.1.6 Alcohol and sexuality
On this theme, 2 complaints have been filed: both of them to the IAP - Institute of Self-Regulation
Advertisingand and 1 (except Viru Beer) also to AGCM - National Authority for Commercial Communcation.
The articles in the advertising codes concerning this theme are:
using a demeaning image of women
erotic and sexual power of the model
4.1.6.1 BIRRA VIRU
.

Source: newspaper “La gazzetta dello Sport” (february 2010) and in internet.

The ad on the left was found on a very popular sport newspaper. The complain was filed on the grounds of
implications of sexual success, in reference to art. 22 of self regulation code.
IAP adjudication: rejected. Although the Committee expresses doubts on the appropriateness of using this
sort of images, it does not recognize any violation.
However, two months later the Committee sent us communication on their decision of immediate withdrawal
about another image of the same campaign, published on a national newspaper (ad on the right).
The ad in clearly in contrast with the Self Regulation Code, particularly art. 10 on the respect of the individual
dignity (using a demeaning image of women) and art 22 on alcoholic beverages, since the ad is focusing on
the erotic and sexual power of the model, suggesting the relationship between alcohol and sexual success.
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Youngsters opinions: 25 out of 30 students consider the image in the picture appealing to their peers.
Furthermore, 21 students think that the image refers to sex. 26 believe that the reference to sex is an
attractive topic for their peers, and 27 think that the sexual references found in this spot are attractive to their
peers.
4.

NEGRONI - “PLAY HARD PLAY” CAMPAIGN

Source: producer's website (may 2010).

This campaign’s testimonials are three well-known pin ups, whose personal websites are directly linked from
the alcohol producer’s website. The obvious sexual implications are coupled with a demeaning image of
women which has nothing to do with the product that is being marketed. The campaign is also in violation of
art. 2 D.M. 425/1991: “It is forbidden to give the impression that alcoholic beverages use increases social or
sexual success”.

IAP response: the Negroni brand is not a member of the Institute of Self Advertising, and therefore has not
subscribed the adherence to any Self Regulation Code. In these case our Committee has no power to act.
AGCM: no violations identified. The marketing strategy does not generate confusion on the product’s nature,
nor is the choice of the testimonials questionable.

Youngster opinion: 18 out of 28 students think that the advertisement is attractive to their peers, 17 think that
the message has been created to be attractive to children and adolescents. 12 students think that the target
age group is young people between 14 and 18 years, 8 between 19 and 25 years, 4 between 26 and 35
years and 4 more than 36 years old. 24 students also believe that advertising seeks to promote something
other than the product itself.
Some youngsters have commented the promotional message, stating that it is very thorough and explicit, it
uses the theme of sex with alcohol as a model to follow and is offensive to women. Others think that the
message is not addressed to young people but to adult audience, and it's not effective on those who watch
it, because their focus is more on image than on the product. A boy also commented that these kinds of
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messages often carry teenager audience to perceive that the assumption of alcohol helps to have better
relationships with attractive women.
Clicking on the link, one can directly access the web page below.
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5. Youths opinion vs Advertising Code Committee

Before describing the differences between youngsters’ opinions and the committees judgements, it is
interesting to underline that not in all cases there is correspondence between IAP and AGCM judgements,
although the complaints were filed on the grounds of the same themes and such restrictions on these
themes are included both in the self-regulation code and in current statutory laws. The differences relate to
the complaints upheld by IAP or those for which the Institute has asked the advertiser to modify the contents
of the message and this is because AGCM does not identify any violations of the laws in any case. These
differences concern the complaints of Theresianer Beer and Brat Beer, upheld by IAP and rejected by
AGCM, and Hello Kitty Wines, Nine dot Five and Vino10 Lamberti, invited by IAP to modify the content of
their claims but considered appropriate by AGCM.
As shown in Table 2a, youngsters agree with the judgement of IAP for 6 (sub) complaints and they disagree
with the judgement in 14 cases. In particular, the agreement is on the complaints about excessive drinking
(Volumi Bollati Fontanafredda, 2 Brachetto Wine and Cynar) and health claims (Theresianer Beer, Brat
Beer); they disagree when IAP does not upheld the complaints on the themes minors/ young people, social,
sporting and sexual success and alcohol and sexuality, for which the youngsters have expressed opposite
opinions.
Table 2.b shows that youngsters never agree with the judgements expressed by AGCM. The AGCM never
upholds the complaints, considering that in no case there has been a violation of articles of the law;
youngsters disagree with these opinions because from their point of view not always the content of
advertising complies with the indications derived from the law.
The main rating panel results can be summarized as follows:
-

the use of cartoons is very attractive for youngsters (Hello Kitty Wines, Forst Beer, Ceres Beer),

even if the Committees answer that it is not specific of youth culture;
-

in many cases, youngsters notice that other elements of the ads (sex, irony, originality) are more

visible than the product itself, and these elements are used to make the message more attractive;
-

youngsters are conscious that a message about the low alcohol content and the benefits of alcohol

beverages on health is misleading;
-

most of the ads in the rating panel are attractive or very attractive for youngsters (Viru Beer 25 out of

30, Casa Scarpone Winery 22 out of 30, Negroni 18 out of 28, Carlsberg Beer 20 out of 30, Hello Kitty Wines
23 out of 28, Forst Beer 24 out of 28, Martini Rosato 18 out of 23, Mionetto Wine 15 out of 22, Serena
Winery 12 out of 22, Ceres Beer 21 out of 22, Moretti Beer 14 out of 22, Artic Vodka 22 out of 22, Caffè
Borghetti 21 out of 22);
-

when sex is too explicit (Negroni), it is not very attractive; youngsters consider attractive a message

about seduction or social situations that bring out sexuality (Caffè Borghetti);
-

depicting minors and/or young people consuming alcohol is still attractive for the sample, although

the difference between attractive – non attractive is not significant;
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-

ads that show people drinking in social contexts or parties get high scores in terms of attractiveness

(eg. Brachetto Wine, Artic Vodka, Coffee Borghetti);
-

youngsters have been asked about encouraging alcohol consumption in reference to 9 complained

ads, and for 7 of them the majority of the sample answered positively.
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Table 1.a. Summary of advertisements, complaints by theme, judgement of Committee IAP and the opinion of youngsters.
Case Advertisement

Themes of (sub)

Number of (sub)

complaints

complaints

Judgement of Committee - IAP

Opinion of youngsters

1

Viru Beer

sexual success

1 (art. 22)

Not upheld*

Not asked

2

Volumi Bollati

stimulation of

3 (art. 22, 12, 2)

Art. 22: upheld

art. 22 agree

Wines

excessive drinking

Art. 12: upheld

art. 12 agree

Art: 2: upheld

art. 22 disagree

3

Brachetto Wine

stimulation of

2 (art. 22, paragraphs

art. 22, a: upheld

a: agree

“Giutar player”

excessive drinking/

a, c)

art. 22, c: upheld

c: disagree

minors

4

Brachetto Wine

stimulation of

2 (art. 22, paragraphs

art. 22, a: upheld

a: agree

“Hip hop teacher”

excessive drinking/

a, c)

art. 22, c: upheld

c: disagree

1 (art. 22)

Upheld

Not asked

minors
5

Casa Scarpone

stimulation of

Tavern

excessive drinking

6

Glen Grant

sexual success

1 (art. 22)

Upheld**

Not included in the rating panel

7

Pommery

sexuality

1 (art. 22)

Insufficient info provided

Not included in the rating panel

8

Bellini

minors

1 (art. 22)

Not upheld

Not included in the rating panel

9

Negroni

sexuality

1 (art. 22)

Not subscribing the IAP Code

Not applicable

10

Carlsberg Beer

minors

1 (art. 22)

No answer

Not applicable

11

Hello Kitty Wines

minors

1 (art. 22)

Not upheld (invitation to modify

Disagree

the content)
12

Forst Beer

minors and
alcohol/protection of

2 (artt. 11, 22)

Art. 11: not upheld

Art. 11: disagree

Art. 22: not upheld

Art. 22: disagree
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children
13

14

Cynar Amaro

9.5 Wine

misleading/stimulation 2 (artt. 2, 22,

Art. 2: not upheld

Art. 2: agree

of excessive drinking

Art. 22, c: not upheld

Art. 22: not asked

misleading/stimulation 2 (artt. 2, 22,

Art. 2: not upheld

Art. 2: not asked

of excessive drinking

Art. 22: not upheld (invitation to

Art. 22: disagree

paragraph c)

paragraph c)

modify the content)
15

Martini Rosato

health claim

16

Lamberti Wine10

1 (art. 12)

Not upheld

Art. 22: not asked

misleading/stimulation 2 (artt. 2, 22,

Art. 2: not upheld

Art. 2: not asked

of excessive drinking

Art. 22: not upheld (invitation to

Art. 22: disagree

paragraph c)

modify the content)
17

Castagner -

misleading/Health/stim 3 (artt. 2, 12, 22)

Aqua21

ulation of excessive

No answer

Not applicable

drinking
18

Theresianer Beer

health claim

1 (art. 12)

Upheld

Art. 12: agree

19

Mionetto Wine “IL”

minors

1 (art. 22)

No answer

Not applicable

20

Serena Winery

minors and

2 (art. 11, 22)

Art. 11: not upheld

Art. 11: disagree

Art. 22: not upheld

Art. 22: disagree

alcohol/protection of
children
21

Cocalime

minors

1 (art. 22)

Not upheld

Not included in the rating panel

22

Brat Beer

health claim

1 (art. 12)

Upheld

Art. 12: agree

23

Ceres Beer

minors and

2 (art. 11, 22)

Art. 11: not upheld

Art. 11: disagree

Art. 22: not upheld

Art. 22: disagree

Not upheld

Art. 22: disagree

alcohol/protection of
children
24

Moretti Beer

social success

1 (art. 22)
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25

Artic Vodka

social success

1 (art. 22)

Not upheld

Art. 22: disagree

26

Caffè Borghetti

sexual success

1 (art. 22)

Not upheld

Art. 22: disagree

38

Upheld: 11

Agree: 7

Not upheld: 20

Not agree: 15

No answer: 3

Not asked: 6

Insufficient info provided: 1

Not included in the rating panel:

Not subscribing the IAP Code: 1

4

Tot.

Not applicable: 4

* Viru Beer: the ad we complained was not upheld, although the Committee (IAP) judged another ad of the same Viru campaign in contrast with their Code, using both art. 22 on alcoholic
beverages (focused on sexuality of the model) and art. 10 which refers to the respect of the individual dignity
** Glen Grant: by the time we filed the complaint the ad was not anymore on tv, therefore the Committee did not apply any sanction.
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Table 2.a. Summary of agreements and disagreements by theme between the committee (IAP) and youngsters.
Theme

Minors and/or young

Number of

Judgement of complaints

Opinion of youngsters (12 or more

Conclusion

(sub)complaints by Committee

out of 22)

13

Agree: 0

Agreements: 0

Not agree: 2

Disagreements: 9

Agree: 0

Not applicable: 4

Upheld: 2

people
Not upheld: 9

Not agree: 7

Social, sporting and

5

No answer: 2

Not applicable: 4

Upheld: 1

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 3

Agree: 0

Not applicable: 2

sexual success
Not upheld: 4

Not agree: 3
Not applicable: 2
Excessive

8

Upheld: 4

drinking/alcoholic
drinks' lightness

Not upheld: 3

Agree: 3

Agreements: 3

Not agree: 0

Disagreements: 2

Agree: 0

Not applicable: 3

Not agree: 2

Alcohol and health

5

No answer: 1

Not applicable: 3

Upheld: 3

Agree: 3

Agreements: 2

Not agree: 0

Disagreements: 0

Agree: 0

Not applicable: 2

claims
Not upheld: 1

Not agree: 0

Misleading

5

No answer: 1

Not applicable: 2

Upheld: 1

Agree: 0

Agreements: 1

Not agree: 0

Disagreements: 0

Agree: 1

Not applicable: 3

Not upheld: 3
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Not agree: 0

Alcohol and sexuality 2

Tot.

No answer: 1

Not applicable: 3

1: insufficient info provided

Not applicable: 2

Agreements: 0

1: not subscribing the IAP

Disagreements: 0

Code

Not applicable: 2

38

Agreements: 7
Disagreements: 14
Not applicable: 16
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Table 1.b. Summary of advertisements, complaints by theme, judgement of Committee AGCM and the opinion of youngsters.
Case Advertisement

Themes of (sub)

Number of (sub) complaints

Judgement of Committee - IAP

Opinion of youngsters

complaints
1

Viru Beer

No filed

2

Volumi Bollati

No filed

Wines
3

Brachetto Wine

No filed

“Giutar player”
Brachetto Wine
4

“Hip hop teacher”

5

Casa Scarpone

No filed

No filed

Tavern
6

Glen Grant

No filed

7

Pommery

No filed

8

Bellini

No filed

9

Negroni

sexuality

1 (D.M. 425/91, c)

Not upheld

Disagree

10

Carlsberg Beer

minors

1 (L. 125/2001, art. 13, c)

Not upheld

Disagree

11

Hello Kitty Wines

minors

1 (European Council

Not upheld

Disagree

Not upheld

Disagree

Recommendations, 2001)
12

Forst Beer

minors

1 (European Council
Recommendations, 2001)

13

Cynar Amaro

misleading

1 (D.L. 206/2005, art. 21)

No answer

Not applicable

14

9.5 Wine

misleading

1 (D.L. 206/2005, art. 21)

No answer

Not applicable
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15

Martini Rosato

health claim

1 ( L. 125/2001, art. 13)

Not upheld

Not asked

16

Lamberti Wine10

misleading

1 (D.L. 206/2005, art. 21)

Not upheld

Not asked

17

Castagner -

misleading/health

2 (D.L. 206/2005, art. 21, L.

No answer

Not applicable

Aqua21

claim

125/2001, art. 13)

18

Theresianer Beer

misleading

1 (D.L. 206/2005, art. 21)

Not upheld

Disagree

19

Mionetto Wine “IL”

minors

1 ( L. 125/2001, art. 13)

Not upheld

Disagree

20

Serena Winery

minors

1 (European Council

Not upheld

Disagree

Not upheld

Not included in the rating

Recommendations, 2001)
21

Cocalime

minors

1 ( L. 125/2001, art. 13)

panel
22

Brat Beer

health claim

1 ( L. 125/2001, art. 13)

No answer

Not applicable

23

Ceres Beer

minors

1 (European Council

No answer

Not applicable

Recommendations, 2001)
24

Moretti Beer

social

2 (D.M. 425/1991, art. 2;

D.M 425/1991: not upheld

D.M 425/1991: disagree

success/minors

European Council

ECR 2001: not upheld

ECR 2001: disagree

No answer

Not applicable

Recommendations, 2001)
25

Artic Vodka

social

2 (D.M. 425/1991, art. 2;

success/minors

European Council
Recommendations, 2001)

26

Caffè Borghetti

sexual

2 (D.M. 425/1991, art. 2;

D.M 425/1991: not upheld

D.M 425/1991: disagree

success/minors

European Council

ECR 2001: not upheld

ECR 2001: disagree

Upheld: 0

Agree: 0

Recommendations, 2001)
Tot.

22
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Not upheld: 14

Not agree: 11

No answer: 8

Not applicable: 11

Table 2.b. Summary of agreements and disagreements by theme between the committee (AGCM) and
youngsters.
Theme

Number of

Judgement of

(sub)complaints complaints by

Minors and/or young

10

Opinion of

Conclusion

youngsters (12 or

Committee

more out of 22)

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 7

people

Not applicable: 3
Not upheld: 8

Agree: 0
Not agree: 7

Social, sporting and

3

No answer: 2

Not applicable: 3

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 2

sexual success

Not applicable: 1
Not upheld: 2

Agree: 0
Not agree: 2

Excessive

0

No answer: 1

Not applicable: 1

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 0

drinking/alcoholic
drinks' lightness

Not applicable: 0
Not upheld: 0

Agree: 0
Not agree: 0

Alcohol and health

3

No answer: 0

Not applicable: 0

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 0

claims

Not applicable: 3
Not upheld: 1

Agree: 0
Not agree: 0

Misleading

5

No answer: 2

Not applicable: 3

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 1
Not applicable: 4

Not upheld: 2
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Agree: 0

Not agree: 1

Alcohol and sexuality 1

No answer: 3

Not applicable: 4

Upheld: 0

Agree: 0

Agreements: 0

Not agree: 0

Disagreements: 1
Not applicable: 0

Not upheld: 1

Agree: 0
Not agree: 1

No answer:
Tot.

22

Not applicable: 0
Agreements: 0
Disagreements: 11
Not applicable: 11
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6. Conclusions

In general, the complaining procedure needs to be improved, both in terms of simplification and duration of
the adjudication procedure. Since some of the complaints received no response, it means that filing a
complain is not a guarantee of the ad consideration. Furthermore, content restrictions regarding the use of
styles and elements associated with the youth culture, as recommended in the 2001 Council
Recommendations, are completely missing.
Based on the youth rating panel findings, the use of cartoons is very attractive for youngsters, although the
Committees’ response is that it is not specific of youth culture. In many cases, youngsters notice that other
elements of the ads (sex, irony, originality) are more visible than the product itself, and these elements are
used to make the message more attractive. Youngsters are aware that a message about the low alcohol
content and the benefits of alcohol beverages on health, can be misleading.
The majority of the ads in the rating panel are attractive or very attractive (including those ads with minors
and/or young people consuming alcohol), according to youngsters. In general terms, ads that show people
drinking in social contexts or parties get high scores in terms of attractiveness, therefore there is a clear
need to include young people in the adjudication process when it comes to judge the attractiveness of the
alcohol marketing strategies. Finally, the issue of encouraging alcohol consumption has been recognised by
youngsters in about one third of the alcohol ads.
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7. Recommendations

7.1 Regulations and procedures
Alcohol advertisements should be evaluated according to young peoples’ interpretation and not according to
the intention of the advertiser. Therefore, it would be necessary to include young people in the adjudication
procedure.
Regulations should be completed with important elements like restrictions regarding the use of styles and
elements associated with the youth culture. Furthermore, since alcohol marketing is everywhere, regulations
should address not only traditional marketing strategies but also new media, which are currently a central
challenge in alcohol marketing advertising and constantly evolving.
The evaluation process of alcohol marketing regulations would be improved by an adjudication committee
independent from economic interests.

7.2 Policy
Exposure to alcohol marketing that young people find appealing increases adolescents’ intention of
consuming alcohol and affects the actual drinking behaviour of youngsters (Casswell & Zhang, 1998; Chen
et al., 2005): Consequently, limiting exposure to attractive advertisements can be an important alcohol
marketing restriction. However, to be affective, content restrictions should:
1. address all elements that have shown to be appealing to young people ( for example, lifestyle
images, humour);
2. limit advertisements that young people find appealing even if these are not specifically
targeting minors or are specifically appealing to minors only, but to adults as well.
Alcohol marketing practices concentrate not solely on showing the product itself but also on portraying
drinking in different social and cultural contexts. To avoid ambiguous restrictions that are often open to
interpretation, content restrictions should address what is allowed to be used in alcohol advertisements
instead of what it is not permitted. An example is the French Loi Evin, which only allows product information
in alcohol advertisements.
In order to get insight of alcohol marketing practises, systematic and routine monitoring is crucial. This
should be the responsibility of an independent body or a government agency which should guarantee the
inclusion of sales and trade promotion, points of sales activities and viral marketing. Such systematic
monitoring activity needs, of course, appropriate resources that government should allocate.
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