CEuCAM S TAP

DUTCH
INSTITUTE FOR
ALCOHOL POLICY

Inventory Alcohol Marketing Regulations

Focus on Alcohol Safe Environment European Centre for Monitoring Alcohol Marketing

With this form STAP, the Dutch Institute for Alcohol Policy, would like to ask you to fill out information regarding
alcohol marketing regulations in your country.

First, we will ask you to give an overview of the different alcohol marketing regulations that exist in your country.
Next, some general questions about time bans and the monitoring system in your country will follow. Finally, we
will ask you to fill out more specific questions per regulation. We have included separate Regulation Forms for this
part of the questionnaire. For each alcohol marketing regulation that exists, please fill out a separate Regulation
Form (please let the number of the form correspond with the number in the table on page 1 of this questionnaire,
where you summarized all existing regulations).

Thank you very much for participating and providing the data!

Organization: Dutch Institute for Alcohol Policy - STAP
Country: the Netherland (regulations of UK)
Date: 29-06-2010

1. Overview Alcohol Marketing Regulations

Below, please fill out all regulations on alcohol advertisement and alcohol sponsorship and promotion that exist in
your country.

*With Coverage we would like to know which types of alcohol marketing are being covered by the regulation (e.g.
cinema, digital media, event sponsoring, outdoor, print, promotional items, radio, tv, sport sponsoring, etc.)




Alcohol Marketing Regulations Questionnaire

No. | Name Regulation Name Regulation Date latest Link to original text Type of Coverage*
(original) (English translation) | update Regulation
1. | Communications | gitto 2003 http://iwww.opsi.gov.u | [X] Statutory/ Legal | X Tv
Act 2003 k/acts/acts2003/ukpg X Radio
a_20030021_en_1 ] Non-statutory/ ] Cinema
Self regulation ] Sponsoring
[ Internet /
X Co-regulation digital media
[] outdoor
] Print
[1 Prom. Items
[ other, namely:
2. | The BCAP Code ditto 2010 http://bcap.org.uk/Th | [] Statutory/ Legal | X Tv
The UK Code of e-Codes/New- X Radio
Broadcast Advertising- X Non-statutory/ [ Cinema
Advertising Codes.aspx Self regulation [1 Sponsoring
[1 Internet /
X1 Co-regulation digital media
[1 Outdoor
[ Print
[1 Prom. Items
[ Other, namely:
3. | The CAP Code ditto 2010 http://bcap.org.uk/Th | [] Statutory/ Legal | []Tv
The UK Code of e-Codes/New- [1 Radio
Non-broadcast Advertising- X Non-statutory/ X Cinema
Advertising, Sales Codes.aspx Self regulation X1 Sponsoring
Promotion and X Internet /
Direct Marketing X Co-regulation digital media
X Outdoor
X Print

X1 Prom. Items
X1 Other, namely:
direct marketing,
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Alcohol Marketing Regulations Questionnaire

2. Watersheds / Time bans

We would like to know more about time bans or watersheds in your country on

alcohol marketing on TV, radio and

in the cinema. Also if no alcohol advertising is allowed at all for this type of medium, please indicate.

Time ban on TV?

1 | Isthere a watershed (time ban) for alcohol advertising on TV in
your country?

[] Yes, namely:
X No = go to question 6

2 | In which regulation is the TV time ban embedded?

3 | Is sponsorship of TV programmes during this watershed still [] Yes
permitted? (e.g. a movie or soap series sponsored by an [ No
alcohol producer)

4 | Is sponsorship of events that are televised during this [] Yes
watershed still permitted? (e.g. a football match sponsored by [ No
an alcohol producer).

5 | Are Corporate Social Responsibility messages of an alcohol [] Yes
producer still permitted on TV during the watershed? (e.g. [ No
‘Drink Responsibly’ campaigns).

Time ban on radio?
6 | Isthere a watershed (time ban) for alcohol advertising on the ] Yes, namely:

radio in your country?

X No = go to question 11

7 | In which regulation is the radio time ban embedded?

8 | Is sponsorship of radio programmes during this watershed still [] Yes
permitted? (e.g. a radio program sponsored by an alcohol [ No
producer)

9 | Is sponsorship of events that are broadcast on the radio during | [ ves
this watershed still permitted? (e.g. a football match sponsored [ No
by an alcohol producer).

10 | Are Corporate Social Responsibility messages of an alcohol [] Yes
producer still permitted on the radio during the watershed? [ No
(e.g. ‘Drink Responsibly’ campaigns).

Time ban in the cinema?
11 | Is there a watershed or ban on alcohol advertising in the ] Yes, namely:

cinema in your country?

X No = go to next part (3)

12 | In which regulation is the cinema time ban embedded?
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3. Monitoring system

We would like to know more about organizations that monitor the adherence to alcohol marketing (regulations) in
your country.

Please fill out in the table below as many organizations you know in your country that monitor whether (part of)
the alcohol marketing regulations are being adhered to by the parties that the regulations concern (e.g. alcohol
producers, broadcasters, etc).

We are interested in the monitoring of statutory as well as non-statutory regulations or co-regulation.

* In the final column you can indicate which types of data are used by the monitoring organization. Where do the
data come from? You can select multiple options if necessary.

Name

Which

me _ Independent | Official part Monitoring Includes Source data used:*
organization regulatlon from . of the routinely/ marketing
is/are commercial regulation | systematically | other than on
monitored? interests? system? 2 TV, radio, print
or outdoor?
Alcohol ALL X Yes ] Yes ] Yes X Yes [] Academic organization
concern [ No X No X No ] No X] Advertising sector

X Alcohol industry

[] Government

X] Own inventarisation
[ Public health NGO
X] Research agency
[] Other, namely:
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CEUCAM S TAP

DUTCH
Focus on Alcohol Safe Environment European Centre for Monitoring Alcohol Marketing INSTITUTE FOR

ALCOHOL POLICY

Regulation Form No. 1

Name: Anouk van den Broeck
Country: the Netherland (regulations of UK)
Date: 29-06-2010

Below, please indicate the name of Regulation No. 1 and provide the definition of alcohol advertising/alcohol
marketing according to this regulation (if there is one).

Name Regulation No. 1: Communications Act 2003

This law provides a legal backstop for the self regulation
codes in the UK

Does the regulation provide a definition of [] Yes
alcohol advertising or alcohol marketing? X No

What is the definition of alcohol advertising or | alcohol Advertising:
alcohol marketing according to this

regulation? ]
Alcohol Marketing:

How many articles about alcohol advertising/ | g
marketing does Regulation No. 1 contain?

Please describe all the relevant articles on alcohol advertisement or sponsorships/promotion of Regulation No. 1.
For each article we would like to ask you to fill out the original text (in your own language) as well as the English
translation of the article.

* To describe more than one article within the regulation please fill out the desired number of rows in the table.
The table is spread over multiple pages. Use as many rows as are necessary (you can leave the rest open).

**The type of restriction can be on the volume of alcohol advertising (e.g. the advertising is not allowed to reach
an audience consisting of > 25% minors) or it can be a content-related article (e.g. the ad is not allowed to display
social/sexual success).
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Alcohol Marketing Regulations Questionnaire

After filling out the separate articles, please pay attention to the final questions about this regulation at the

end of the Regulation Form.

Page 6

7/29/2010




Alcohol Marketing Regulations Questionnaire

Next, we have some general questions about Regulation No. 1.

1 | Are there any regulations at the national or European level

free trade agreements)

that are in conflict with this alcohol marketing regulation? (e.g.

[] Yes, namely:

X No
] I don’t know

2 | Are there marketing practises used in your country that are
not covered by this regulation? (e.g. buzzmarketing, editorial
pieces, Corporate Social Responsibility campaigns, direct
marketing etc.)

X Yes, namely: all but

] No, all marketing practices are
covered

3 | Which stakeholders are addressed by the (articles about
alcohol marketing/advertising of the) regulation?

] Alcohol producers

[ ] Retailers

[] Catering & Hospitality service
] Alcohol distributors/Wholesalers
[X] Broadcasters/Publishers

] Marketers/Advertising agency
[] Other, namely:

The final questions concern three topics: the public availability of the ‘complaints’, the pre-screening procedure

and the complaint system.

* The ‘evaluating committee’ can be an Advertising Committee, but it can also be a judge, an ombudsman, a civil
servant or another organization that handles complaints or indications of violations of the regulation.

** A pre-screening system offers the possibility or obliges the advertiser to have the ads checked against the rules

of the regulation before being broadcast/published.

How publicly available?

4 | Is the text of the regulation publicly available?

X Yes
[ ] No

11 was not able to find this. |
searched in the following sources:

5 | Are complaints or notifications/indications of possible
violations of the regulation publicly available?

X Yes, see www.

[1No

[ ]I was not able to find this. |
searched in the following sources:

[] Other, namely:
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6 | Are the decisions of the ‘evaluating committee’ publicly X Yes, see www.
available? *
[ 1No
11 was not able to find this. |
searched in the following sources:
] Other, namely:
7 | Is data about the compliance (after adjudication/verdict)

publicly available?

X Yes, see www.

[ ] No

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

Pre-screening procedure

Is there a pre-screening procedure for the ads available? **

] Yes, for all media

X Yes, but only available for the
following media: TV & radio

] No = go to question 11

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

Is the use of the pre-screening procedure voluntary?

[ ] Yes
X No, it is obligatory

[] 1 was not able to find this. |
searched in the following sources:

] Other, namely:

10

Is the decision according to the pre-screening binding for the
stakeholders?

X Yes

[ ] No, compliance to the pre-
screening decision is voluntary

11 was not able to find this. |
searched in the following sources:

[] Other, namely:

Com

plaint system

11

Can everybody file a complaint or point out a possible
violation of the regulation?

X Yes

] No, filing complaints is limited to:

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

12

Which organisation is responsible for processing the
complaints? (please provide name in your own language and in
English)

Original name:OFCOM
English translation:
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Alcohol Marketing Regulations Questionnaire

13

What is the composition of the ‘evaluating committee’?

a chairman and such number of
other members as OFCOM think fit.

The chairman of the Content Board
must be a non-executive member
of OFCOM but is not to be the
chairman of OFCOM.

At least one of the other members
of the Content Board must also be
a nonexecutive member of OFCOM
other than the chairman of
OFCOM. All UK parts must be
represented: (a) England, (b)
Scotland, (c) Wales, and (d)
Northern Ireland.

14

Who is responsible for the composition of the ‘evaluating
committee’?

Committee elected by:
Committee appointed by: OFCOM

15

Do young people have a vote in the adjudication process?

] Yes
Xl No

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

16

Which sanctions can the 'evaluating committee’ apply?
(multiple answers are possible):

[ ] Recommendation

[] Public shaming (e.g. press
release)

X Restriction broadcasting rights
X Financial penalty between

and maximum of 10% of
turnover over offender or 50.000
pounds euro

[] Other, namely:
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CEUCAM S TAP

DUTCH
Focus on Alcohol Safe Environment European Centre for Monitoring Alcohol Marketing INSTITUTE FOR

ALCOHOL POLICY

Regulation Form No. 2

Organization: Dutch Institute for Alcohol Policy - STAP
Country: the Netherland (regulations of UK)
Date: 29-06-2010

Below, please indicate the name of Regulation No. 2 and provide the definition of alcohol advertising/alcohol
marketing according to this regulation (if there is one).

Name Regulation No. 2: The BCAP Code
The UK Code of Broadcast
Advertising

Does the regulation provide a definition of [] Yes

alcohol advertising or alcohol marketing? X No

What is the definition of alcohol advertising or | alcohol Advertising:
alcohol marketing according to this

regulation? ]
Alcohol Marketing:

How many articles about alcohol advertising/ | 29
marketing does Regulation No. 2 contain?

Please describe all the relevant articles on alcohol advertisement or sponsorships/promotion of Regulation No. 2.
For each article we would like to ask you to fill out the original text (in your own language) as well as the English
translation of the article.

* To describe more than one article within the regulation please fill out the desired number of rows in the table.
The table is spread over multiple pages. Use as many rows as are necessary (you can leave the rest open).

**The type of restriction can be on the volume of alcohol advertising (e.g. the advertising is not allowed to
reach an audience consisting of > 25% minors) or it can be a content-related article (e.g. the ad is not allowed to
display social/sexual success).

After filling out the separate articles, please pay attention to the final questions about this regulation at the end
of the Regulation Form.
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Article Type of restriction** Text article
(paragraph)
*
Original text: Radio Central Copy Clearance — Radio broadcasters
[] Volume . Tant
must ensure advertisements for alcoholic drinks are centrally
19.1 X] Content cleared.
[ ] Both
English t lation:
[] Other, namely: nglish translation
] Volume Original text: Advertisements must not feature, imply, condone or
encourage irresponsible or immoderate drinking. That applies to both
19.2 [X] Content the amount of drink and the way drinking is portrayed. References to,
[ ] Both or suggestions of, buying repeat rounds of alcoholic drinks are not
[] Other, namely: acceptable. That does not prevent, for example, someone buying a
' y: drink for each member of a group. It does, however, prevent any
suggestion that other members of the group will buy a round.
English translation:
] Volume Original text: Advertisements must neither imply that alcohol can
contribute to an individual’s popularity or confidence nor imply that
19.3 [X] Content alcohol can enhance personal qualities.
[ ] Both
[] Other namely: English translation:
19.4 ] Volume Original text: Advertisements must not imply that drinking alcohol is a
key component of social success or acceptance or that refusal is a
[<] Content sign of weakness. Advertisements must not imply that the success of
[ ] Both a social occasion depends on the presence or consumption of
alcohol.
[] Other, namely:
English translation:
195 ] Volume Original text: Advertisements must not link alcohol with daring,
toughness, aggression or unruly, irresponsible or antisocial
[ Content behaviour.
[] Both
English t lation:
[] Other, namely: ngiish fransiation
19.6 ] Volume Original text: Advertisements must not link alcohol with sexual
activity, sexual success or seduction or imply that alcohol can
[X] Content enhance attractiveness. That does not preclude linking alcohol with
[ ] Both romance or flirtation.

[] Other, namely:

English translation:
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Article T A Text article
e of restriction
(paragraph) yp
19.7 Original text: Advertisements must not portray alcohol as
g p y
[ ] Volume gl i LS .
indispensable or as taking priority in life. Advertisements must not
[X] Content imply that drinking can overcome problems or that regular solitary
[ ] Both drinking is acceptable.
[] Other, namely: English translation:
19.8 Original text: Advertisements must not imply that alcohol has
[ ] Volume g ply
therapeutic qualities. Alcohol must not be portrayed as capable of
[X] Content changing mood, physical condition or behaviour or as a source of
[ ] Both nourishment. Although they may refer to refreshment, advertisements
. must not imply that alcohol can improve any type of
[] Other, namely: performance.
English translation:
19.9 ] Volume Original text: Advertisements must not link alcohol to illicit drugs.
X] Content
[ ] Both English translation:
[] Other, namely:
19.10 Original text: Advertisements may give factual information about the
[] Volume , .
alcoholic strength of a drink. They may also make a factual alcohol
[X] Content strength comparison with another product, but only when the
Both comparison is with a higher strength product of a similar beverage.
p g gth p g
[] oth Iv: Advertisements must not imply that a drink may be preferred because
er, namely: of its alcohol content or intoxicating effect. There is an exception for
low-alcohol drinks, which may be presented as preferable because of
their low alcoholic strength. In the case of a drink with relatively high
alcoholic strength in relation to its category, the factual information
should not be given undue emphasis.
English translation:
19.11 ] Volume Original text: Advertisements may include alcohol sales promotions
X Content but must not imply, condone or encourage immoderate drinking.
onten
[ ] Both English translation:
[] Other, namely:
19.12 ] Volume Srrgécﬁééeifrgggc\)/ﬁ;tis}e/ments must not feature alcohol being handled
[X] Content '
[ ] Both English translation:

[] Other, namely:
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Article T A Text article
e of restriction
(paragraph) yp
19.13 ] Volume Original text: Advertisements must not link alcohol with the use of
potentially dangerous machinery or driving. Advertisements may
[X] Content feature sporting and other physical activities (subject to other rules
[ ] Both in this section) but must not imply that those activities have been
. undertaken after the consumption of alcohol.
[] Other, namely:
English translation:
19.14 ] Volume Original text: Advertisements must not normally show alcohol being
X Content drunk by anyone in their working environment.
onten
[ ] Both English translation:
[] Other, namely:
19.15 ] Volume Original text: Television only — Alcohol advertisements must not:
19.15.1 be likely to appeal strongly to people under 18, especially by
[X] Content reflecting or being associated with youth culture or showing
[ ] Both adolescent or juvenile behaviour
. .15.2 include a person or character whose example is likely to be
[] oth | 19.15.2 includ h h le is likel b
er, namely. followed by those aged under 18 years or who has a strong appeal to
those aged under 18.
English translation:
19.16 ] Volume Original text: Radio only — Alcohol advertisements must not:
X Content 19.16.1 be targeted at those under 18 years or use a treatment likely
onten to be of particular appeal to them.
[ ] Both 19.16.2 include a person or character whose example is likely to be
followed by those aged under 18 years or who has a particular appeal
[] Other, namely:
' to those aged under 18.
English translation:
19.17 ] Volume Original text: Alcohol advertisements must not feature in a significant
role anyone who is, or seems to be, under 25 and must not feature
[<] Content children. An exception is made for advertisements that feature
[ ] Both families socialising responsibly. Here, children may be included but
[] oth V- they should have an incidental role only and anyone who seems to be
er, namely. under the age of 25 must be obviously not drinking alcohol.
English translation:
19.18 ] Volume Original text: Advertisements for alcoholic drinks may give factual
statements about product contents, including comparisons, but must
[<] Content not make any health claims, which include fitness or weight-control
[ ] Both claims. The only permitted nutrition claims are “low alcohol”, “reduced
alcohol” and “reduced energy” and any claim likely to have the same
[] Other, namely: ; .
' meaning for the audience.
English translation:
Article Type of restriction Text article
(paragraph)
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32.2 ] Volume Original text: 32.2 These may not be advertised in or adjacent to
programmes commissioned for, principally directed at or likely to
[] Content appeal particularly to audiences below the age of 18:
X Both o .
[] Other namely: 32.2.1 alcoholic drinks containing 1.2% alcohol or more by volume
! ) (see rule 32.4.7)
English translation:
32.4 ] Volume Original text: 32.4 These products may not be advertised in or
adjacent to programmes commissioned for, principally directed at or
[X] Content likely to appeal particularly to persons below the age of 16:
[] Both

[] Other, namely:

32.4.7 drinks containing less than 1.2% alcohol by volume when
presented as lowalcohol or no-alcohol versions of an alcoholic drink

English translation:
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Next, we have some general questions about Regulation No. 2.

1 | Are there any regulations at the national or European level

free trade agreements)

that are in conflict with this alcohol marketing regulation? (e.g.

[] Yes, namely:

] No
X | don’'t know

2 | Are there marketing practises used in your country that are
not covered by this regulation? (e.g. buzzmarketing, editorial
pieces, Corporate Social Responsibility campaigns, direct
marketing etc.)

X Yes, namely: all but radio and
TV

] No, all marketing practices are
covered

3 | Which stakeholders are addressed by the (articles about
alcohol marketing/advertising of the) regulation?

] Alcohol producers

[ ] Retailers

[] Catering & Hospitality service
] Alcohol distributors/Wholesalers
[X] Broadcasters/Publishers

X] Marketers/Advertising agency
[] Other, namely:

The final questions concern three topics: the public availability of the ‘complaints’, the pre-screening procedure

and the complaint system.

* The ‘evaluating committee’ can be an Advertising Committee, but it can also be a judge, an ombudsman, a civil
servant or another organization that handles complaints or indications of violations of the regulation.

** A pre-screening system offers the possibility or obliges the advertiser to have the ads checked against the rules

of the regulation before being broadcast/published.

How publicly available?

4 | Is the text of the regulation publicly available?

X Yes
[ ] No

[] 1 was not able to find this. |
searched in the following sources:

5 | Are complaints or notifications/indications of possible
violations of the regulation publicly available?

[] Yes, see www.

[INo

X | was not able to find this. |
searched in the following sources:

[] Other, namely:
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6 | Are the decisions of the ‘evaluating committee’ publicly X Yes, see
available? * www.asa.org.uk/Complaints-and-

ASA-action/Adjudications.aspx
[ 1No
[] 1 was not able to find this. |
searched in the following sources:
] Other, namely:

7 | Is data about the compliance (after adjudication/verdict) X Yes, see www.

publicly available?

[ ] No
11 was not able to find this. |
searched in the following sources:

[] Other, namely:

Pre-screening procedure

8

Is there a pre-screening procedure for the ads available? **

] Yes, for all media

X Yes, but only available for the
following media: TV and radio

] No = go to question 11

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

Is the use of the pre-screening procedure voluntary?

[ ] Yes
X No, it is obligatory

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

10

Is the decision according to the pre-screening binding for the
stakeholders?

X Yes

[ ] No, compliance to the pre-
screening decision is voluntary

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:
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Complaint system

11 | Can everybody file a complaint or point out a possible X Yes
S -
violation of the regulation ] No, filing complaints is limited to:
[] 1 was not able to find this. |
searched in the following sources:
[] Other, namely:
12 | Which organisation is responsible for processing the Original name:ASA
N i . .
Com.plalnts. (please provide name in your own language and in English translation:
English)

13 | What is the composition of the ‘evaluating committee’? Ten of the fifteen are independent
of the advertising industry and are
appointed after public
advertisement. The five other
members of the Council are from
the advertising industry.

14 | Who is responsible for the composition of the ‘evaluating Committee elected by:

committee’? . . )
Committee appointed by: ASA
Chairman

15 | Do young people have a vote in the adjudication process? [] Yes
Xl No
[] 1 was not able to find this. |
searched in the following sources:
] Other, namely:

16 | Which sanctions can the 'evaluating committee’ apply?

(multiple answers are possible):

[ ] Recommendation

[] Public shaming (e.g. press
release)

X] Restriction broadcasting rights
X Financial penalty between
and euro

X] Other, namely: transmit to
Ofcom who can impose restrictions
and financial penalties.
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CEUCAM S TAP

DUTCH
Focus on Alcohol Safe Environment European Centre for Monitoring Alcohol Marketing INSTITUTE FOR

ALCOHOL POLICY

Regulation Form No. 3

Organization: Dutch Institute for Alcohol Policy - STAP
Country: the Netherland (regulations of UK)
Date: 29-06-2010

Below, please indicate the name of Regulation No. 3 and provide the definition of alcohol advertising/alcohol
marketing according to this regulation (if there is one).

Name Regulation No. 3: The CAP Code

The UK Code of Non-broadcast Advertising, Sales
Promotion and Direct Marketing

Does the regulation provide a definition of [] Yes
alcohol advertising or alcohol marketing? I No

What is the definition of alcohol advertising or | alcohol Advertising:
alcohol marketing according to this

regulation? )
Alcohol Marketing:

How many articles about alcohol advertising/ | 19
marketing does Regulation No. 3 contain?

Please describe all the relevant articles on alcohol advertisement or sponsorships/promotion of Regulation No. 3.
For each article we would like to ask you to fill out the original text (in your own language) as well as the English
translation of the article.

* To describe more than one article within the regulation please fill out the desired number of rows in the table.
The table is spread over multiple pages. Use as many rows as are necessary (you can leave the rest open).

**The type of restriction can be on the volume of alcohol advertising (e.g. the advertising is not allowed to
reach an audience consisting of > 25% minors) or it can be a content-related article (e.g. the ad is not allowed to
display social/sexual success).

After filling out the separate articles, please pay attention to the final questions about this regulation at the end
of the Regulation Form.
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Article T intiOnEx Text article
e of restriction
(paragraph)* yp
18.1 Original text: Marketing communications must be socially responsible
[ ] Volume ° : S
and must contain nothing that is likely to lead people to adopt styles
[X] Content of drinking that are unwise. For example, they should not encourage
[ ] Both excessive drinking. Care should be taken not to exploit the young, the
immature or those who are mentally or socially vulnerable.
[] Other i t th h tall iall I bl
namely: English translation:
18.2 [] Volume Original text: Marketing communications must not claim or imply that
alcohol can enhance confidence or popularity.
Icohol h fid lari
X] Content
[ ] Both English translation:
[] Other,
namely:
18.3 Original text: Marketing communications must not imply that drinking
[] Volume , A
alcohol is a key component of the success of a personal relationship
[X] Content or social event. The consumption of alcohol may be portrayed as
[ ] Both sociable or thirst-quenching.
[ ] Other - -
! English translation:
namely:
18.4 [] Volume Original text: Drinking alcohol must not be portrayed as a challenge.
Marketing communications must neither show, imply, encourage or
< Content refer to aggression or unruly, irresponsible or anti-social behaviour
[ ] Both nor link alcohol with brave, tough or daring people or behaviour.
[] Other , .
! English translation:
namely:
18.5 ] Volume Original text: Marketing communications must neither link alcohol with
seduction, sexual activity or sexual success nor imply that alcohol can
[X] Content enhance attractiveness.
[ ] Both
[] Other, English translation:
namely:
18.6 [] Volume Original text: Marketing communications must not imply that alcohol
might be indispensable or take priority in life or that drinking alcohol
[X] Content can overcome boredom, loneliness or other problems.
[] Both
[] Other English translation:
namely:
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Article Type of restriction Text article
(paragraph)
18.7 Original text: Marketing communications must not imply that alcohol
[ ] Volume . .
has therapeutic qualities. Alcohol must not be portrayed as capable of
[X] Content changing mood, physical condition or behaviour or as a source of
[ ] Both nourishment. Marketing communications must not imply that alcohol
. can enhance mental or physical capabilities; for example, by
[] Other, namely: contributing to professional or sporting achievements.
English translation:
18.8 ] Volume dorﬂ%igal text: Marketing communications must not link alcohol to illicit
X] Content
[ ] Both English translation:
[] Other, namely:
18.9 Original text: Marketing communications may give factual information
[] Volume ; ;
about the alcoholic strength of a drink. They may also make a factual
[X] Content alcohol strength comparison with another product, but only when the
[ ] Both comparison is with a higher strength product of a similar beverage.
[] oth V- Marketing communications must not imply that a drink may be
er, namely. preferred because of its alcohol content or intoxicating effect. There is
an exception for low-alcohol drinks, which may be presented as
preferable because of their low alcoholic strength. In the case of a
drink with relatively high alcoholic strength in relation to its category,
the factual information should not be given undue emphasis.
English translation:
18.10 ] Volume Original text: Marketing communications that include a sales
promotion must not imply, condone or encourage excessive
[X] Content consumption of alcohol
[] Both
[] Other namely: English translation:
18.11 ] Volume Original text: Marketing communications must not feature alcohol
being handled or served irresponsibly.
] Content 9 p y
onten
[ ] Both English translation:
[] Other, namely:
18.12 ] Volume Original text: Marketing communications must not link alcohol with
activities or locations in which drinking would be unsafe or unwise.
[X] Content Marketing communications must not link alcohol with the use of
[ ] Both potentially dangerous machinery or driving. Marketing ommunications
. may feature sporting and other physical activities (subject to other
[ Other, namely: rules in this section; for example, appeal to under-18s or link with
daring or aggression) but must not imply that those activities have
been undertaken after the consumption of alcohol.
English translation:
Article Type of restriction Text article
(paragraph)
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18.13 ] Volume Original text: Only in exceptional circumstances may marketing
communications feature alcohol being drunk by anyone in their
[X] Content working environment.
[] Both
[] Other namely: English translation:
18.14 ] Volume Original text: Marketing communications must not be likely to appeal
particularly to people under 18, especially by reflecting or being
[<] Content associated with youth culture. They should not feature or portray real
[ ] Both or fictitious characters who are likely to appeal particularly to people
. under 18 in a way that might encourage the young to drink. People
[ Other, namely: shown drinking or playing a significant role (see rule 18.16) should
not be shown behaving in an adolescent or juvenile manner.
English translation:
18.15 X Volume Original text: Marketing communications must not be directed at
people under 18 through the selection of media or the context in
[ Content which they appear. No medium should be used to advertise alcoholic
[ ] Both drinks if more than 25% of its audience is under 18 years of age.
[ Other, namely: English translation:
18.16 ] Volume Original text: People shown drinking or playing a signifi cant role must
neither be nor seem to be under 25. People under 25 may be shown
[X] Content in marketing communications, for example, in the context of family
[ ] Both celebrations, but must be obviously not drinking.of age.
[] Other, namely: English translation:
18.17 ] Volume Original text: Marketing communications may give factual information
about product contents, including comparisons, but must not make
[X] Content any health, fi tness or weight-control claims. The only permitted
[ ] Both nutrition claims are “low-alcohol”, “reduced alcohol” and “reduced
. energy” and any claim likely to have the same meaning for the
[] Other, namely: consumer.
English translation:
4.6 Original text: Marketing communications must not encourage
[ ] Volume | ! ) CeTe
consumers to drink and drive. Marketing communications must,
[X] Content where relevant, include a prominent warning on the dangers of
[ ] Both drinking and driving and must not suggest that the effects of drinking
[] Other namely: alcohol can be masked.
English translation:
8.4 ] Volume Original text: Alcoholic drinks must not feature in promotions
directed at people under 18. Alcohol must not be available on
[X] Content promotion to anyone under 18.
[] Both

[] Other, namely:

English translation:
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Next, we have some general questions about Regulation No. 3.

1 | Are there any regulations at the national or European level

free trade agreements)

that are in conflict with this alcohol marketing regulation? (e.g.

[] Yes, namely:

] No
X I don’t know

2 | Are there marketing practises used in your country that are
not covered by this regulation? (e.g. buzzmarketing, editorial
pieces, Corporate Social Responsibility campaigns, direct
marketing etc.)

X Yes, namely: TV, radio CSR,
buzz, editorial

] No, all marketing practices are
covered

3 | Which stakeholders are addressed by the (articles about
alcohol marketing/advertising of the) regulation?

] Alcohol producers

[ ] Retailers

[] Catering & Hospitality service
[] Alcohol distributors/Wholesalers
X Broadcasters/Publishers

X] Marketers/Advertising agency
[] Other, namely:

The final questions concern three topics: the public availability of the ‘complaints’, the pre-screening procedure

and the complaint system.

* The ‘evaluating committee’ can be an Advertising Committee, but it can also be a judge, an ombudsman, a civil
servant or another organization that handles complaints or indications of violations of the regulation.

** A pre-screening system offers the possibility or obliges the advertiser to have the ads checked against the rules

of the regulation before being broadcast/published.

How publicly available?

4 | Is the text of the regulation publicly available?

X Yes
[ ] No

[] 1 was not able to find this. |
searched in the following sources:
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5 | Are complaints or notifications/indications of possible

violations of the regulation publicly available?

] Yes, see www.

[INo

X1 I was not able to find this. |
searched in the following sources:

www.asa.org.uk/Complaints-and-

ASA-action/Adjudications.aspx

] Other, namely:

6 | Are the decisions of the ‘evaluating committee’ publicly

available? *

X Yes, see
www.asa.org.uk/Complaints-and-
ASA-action/Adjudications.aspx

[ ] No
[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

7 | Is data about the compliance (after adjudication/verdict)

publicly available?

X Yes, see www.

[INo

[] 1 was not able to find this. |
searched in the following sources:

] Other, namely:

Pre-screening procedure

8 | Is there a pre-screening procedure for the ads available? **

X Yes, for all media

[] Yes, but only available for the
following media:

[ ] No = go to question 11

[] 1 was not able to find this. |
searched in the following sources:

[] Other, namely:

9 | Is the use of the pre-screening procedure voluntary?

[]Yes
X No, it is obligatory

11 was not able to find this. |
searched in the following sources:

[] Other, namely:
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10

Is the decision according to the pre-screening binding for the

stakeholders?

X Yes

[ ] No, compliance to the pre-
screening decision is voluntary

[] 1 was not able to find this. |
searched in the following sources:

] Other, namely:
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Complaint system

11 | Can everybody file a complaint or point out a possible X Yes
S -
violation of the regulation ] No, filing complaints is limited to:
[] 1 was not able to find this. |
searched in the following sources:
[] Other, namely:
12 | Which organisation is responsible for processing the Original name:ASA
N i . .
Com.plalnts. (please provide name in your own language and in English translation:
English)

13 | What is the composition of the ‘evaluating committee’? Ten of the fifteen are independent
of the advertising industry and are
appointed after public
advertisement. The five other
members of the Council are from
the advertising industry.

14 | Who is responsible for the composition of the ‘evaluating Committee elected by:

committee’? . . )
Committee appointed by: ASA
Chairman

15 | Do young people have a vote in the adjudication process? [] Yes
Xl No
[] 1 was not able to find this. |
searched in the following sources:
] Other, namely:

16 | Which sanctions can the 'evaluating committee’ apply?

(multiple answers are possible):

[ ] Recommendation

[] Public shaming (e.g. press
release)

X] Restriction broadcasting rights
X Financial penalty between
and euro

X] Other, namely: transmit to
Ofcom who can impose restrictions
and financial penalties
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