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Introduction
Much of the regulation of alcohol advertising
has been created and is enforced by the
alcohol industry itself and is therefore called
self-regulation. In practice, most evaluations
of these regulations are done exclusively by
commercial parties and are therefore not
independent. The AMMIE project (Alcohol
Marketing Monitoring in Europe) made a first
attempt to evaluate the functioning of
content and volume restrictions in existing
self-regulation codes in Bulgaria, Denmark,
Germany, Italy and the Netherlands. For a
detailed description of the research, see the
AMMIE report: To appeal or not to appeal
(2012).
Method
In 2010, the five NGOs participating in the
AMMIE project selected 84 alcohol marketing
practices that appeared to be in violation of
existing national rules for self-regulation. The
next step was to file complaints against these
practices at the national Alcohol Advertising
Committees, who are to decide whether
these complaints are to be upheld or not.
The NGOs proceeded to ask five Youth Rating
Panels from the participating countries to
give their opinions on a selection of the
complaints. In Denmark, 40 youngsters
participated, in Germany 30, and in the
Netherlands 37. In Italy, 57 young people
were included in the first round, whereas the
last group consisted of only 22 young people.
In Bulgaria, 29 people took part in the first
round, and in the fourth round 21 youngsters
took part. Altogether, 199 young people
between 12-18 years of age participated in
one or more rounds. Their answers were
compared to the decisions of the Advertising
Code Committees.

TV commercial from Bulgaria, which according to the youth
panel clearly implies social and sexual success. However,
not according to the Code Committee.

Results
Below are
results:

shortened
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(1) Many complaints (142=72%) about
advertisements
were
rejected.
(2)
Advertising
Code
Committees
accept
relatively
large
amounts
of
alcohol
advertising practices which are appealing to
young people (47 complaints were filed for
attractiveness to youths, only 5 were
upheld). (3) Many alcohol advertisements
contain features from youth culture.
(4)
Humor is an attractive style element to young
people, but humor is not addressed in selfregulatory codes. (5) Many advertisements
(at least 24%) are, judging by the views of
the Youth Panels, in breach of the Council
Recommendation and EU’s Audiovisual Media
Services Directive.
(6) The formulation of
the self-regulation articles is clever and
precise; complaints are therefore easily
rejected.

TV commercial from Italy, which according to the youth
panel is particularly attractive to children. Surprisingly, the
Code Committee disagreed.

Conclusions
The restrictions in place via the selfregulation codes in the five European
countries studied do not protect young people
against appealing alcohol advertising and
product promotion. The differences in opinion
between the youth panels and the Advertising
Code Committees illustrate the inability of the
Committees to identify and prohibit alcohol
marketing practices that appeal to minors.
In all self-regulation codes it’s stated that
alcohol
advertisements
may
not
be
specifically aimed at young people below 18
years of age. In the case of complaints
against this article the standard question of
the Advertising Code Committees to the
complaint is: “Can you prove that this ad
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is specifically aimed at young people?” Even
if an ad is attractive to young people, these
kinds of complaints are rejected on the
argument that these ads can also be
attractive to adults and are therefore not
specifically aimed at young people.
Also elements included in alcohol advertising
campaigns that are, according to our youth
panels, part of the youth culture, were not
identified as such by Advertising Code
Committees.
Moreover,
humor
is
an
attractive style element to young people and
yet is not addressed in the self-regulatory
codes.
The difficulties concerning content and
volume adherence again lead to the
conclusion that self-regulation for alcohol
advertising does not work.
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AMMIE (Alcohol Marketing Monitoring in Europe) is a
project of NGOs from five EU countries (Bulgaria,
Denmark, Germany, Italy and the Netherlands). The
project (2009-2011) was co-funded by the European
Commission and coordinated by the Dutch Institute for
Alcohol Policy (STAP). The five NGO's monitored
systematically alcohol advertising practices in 2010.
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For more information please contact:
Avalon de Bruijn (eucam@eucam.info)
Or visit www.eucam.info/complaints
European Centre for Monitoring
Alcohol Marketing
P.O.box 9769
3506 GT Utrecht, the Netherlands
T + 31 (0) 30 65 65 041
F + 31 (0) 30 65 65 043
Email: eucam@eucam.info
This Fact sheet is a summary of
chapter five from the AMMIE
overview report .For a detailed
description of the AMMIE
review of the complaints system,
see ‘To appeal or not to appeal’,
which describes the process in
all five AMMIE countries.
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