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Back in 1975, the Norwegian parliament was concerned about the 
increasing alcohol consumption in Norway.

As a response, the ban on alcohol advertising was implemented, as one 
of many measures to address the issue. While times have changed 
since then, it continues to hold a strong position in Norwegian alcohol 
policy and enjoys broad support from the public, across political 
parties, and even from the Norwegian alcohol industry itself.





Now, you might be wondering if the advertising ban means that 
Norwegians is not surrounded by positive messages about alcohol. 



Legal mention of
alcohol



While commercial marketing of alcohol is prohibited, other forms of 
communication related to alcohol are protected by the principles of 
Freedom of Speech. Therefore, we still encounter legal and positive 
coverage of alcohol in traditional media on a daily basis. Additionally, 
there is a significant amount of legal mention and discussion of alcohol 
on social media platforms by various media, influencers and the 
general public.



Numerous violations 
of the advertising ban



In addition to this, we do observe a notable number of violations of the 
advertising ban, especially in the social media. 

These are all examples of social media posts by different alcohol actors. 





However, what we lack in Norway, or have very little of, are: 

• professional marketing campaigns for alcohol, sometimes using 

questionable methods. 

• TV or YouTube commercials promoting alcohol, 

• posters or billboards endorsing alcohol in public spaces, 

• or offers enticing consumers to buy more alcohol than they originally 

intended.





And we do not see many examples of paid advertising in social media, 
as we’ve seen so many examples of here today. 





To fully comprehend the Norwegian situation, it is crucial to understand 

the rules and regulations governing the ban. 

Firstly, the purpose behind the advertising ban is twofold: 

• to reduce overall alcohol consumption in conjunction with other 

alcohol policy measures and 

• to convey to the public that alcohol is not an ordinary commodity, 

thereby supporting additional alcohol policy initiatives.





The ban itself is designed as a comprehensive prohibition on all forms 
of alcohol marketing. The starting point is that all marketing activities 
are prohibited unless they have a regulatory basis for exception. 



“mass communication for the purpose of 
marketing”



An essential aspect of the ban lies in the definition of advertising. 

Advertising is defined as any form of mass communication intended for marketing 
purposes. To determine whether something qualifies as advertising, we always ask 
two key questions: Does the communication have the potential to reach multiple 
recipients? And is there a commercial interest behind the communication? If the 
answer is yes to both questions, the communication is considered advertising and 
is therefore prohibited - unless it's covered by an exception. 

It’s important to note that this approach is media neutral, which means that the 
ban applies to any kind of communication channel. This allows us to address the 
rapidly evolving marketing methods, without the need to adapt the regulations 
constantly.





Furthermore, the ban includes three crucial elements: 

The first element involves the direct marketing of alcohol through 
traditional advertising, brand or business profiling, and the use of 
language and images associated with alcohol. 

For instance, this ad from – a fictive - company called Gourmet, 
marketing its own beer, would be a clear violation of the ban.





The second element of the ban is the prohibition of indirect marketing.

This means that advertising products bearing the same brand name as 
alcohol is not allowed. 

For example, the same Gourmet company, which also sells alcohol-free 
beer and baked goods, can sell these products under the same brand 
name but cannot actively market them.





The ban on indirect marketing was not included in the initial advertising ban. 

However, in the nineties, when TV commercials were introduced in Norway, 
we began to see party-oriented commercials for low-alcohol beer, which falls 
outside the scope of the alcohol act.

A typical example is this commercial from a major beer company in Norway, 
claiming that drinking Ringnes light beer would cure the Norwegian stiffness 
and make people dance.

It became obvious that they were using the common brand name to market 
their regular beer products. This was seen as a significant loophole that 
needed to be addressed.
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As a result, beer companies who wish to market low-alcohol or alcohol-
free beer are now required to use a different brand name from their 
alcohol-containing products. After the ban on indirect marketing was 
implemented, the same Ringnes beer company made an alcohol-free 
beer under the totally different brand, named Munkholm, which they 
can then market freely.

A you can see, so called alibi marketing is prohibited in Norway.





The third element of the ban prohibits the use of alcohol to market 
other products or services. 

For instance, using pictures of alcohol in marketing for travel, hotels, or 
wine glasses, associating alcohol with a desirable lifestyle, would be 
considered a violation.





Although the ban is comprehensive, it does include some exceptions. In 
fact, there are 20 exceptions in total.
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Some exceptions are necessary to enable communication between 
sellers and buyers regarding product price and important 
characteristics. 

These exceptions facilitate interactions between industry actors, and to 
the consumers inside the shops and restaurants, typically through 
menus and pricelists.





Another important exception makes it possible for pubs and 
restaurants to market the place itself or events, like concerts or theme 
nights.





In 2016, several new exceptions were added to modernize the 
advertising ban. 

This was in response to industry and consumer demands for the ability 
to research different products before going to the shops or restaurants. 

Prior to 2016, the consumers would have to contact producers, sellers, 
and importers directly to get such information.





The new exceptions allow alcohol actors, including producers, 
importers, retailers, and pubs/restaurants, to provide consumers with 
neutral and fact-based information about specific products and alcohol 
in general. 

However, these exceptions apply only to channels where consumers 
actively seek out information on alcohol. 

Moreover, for specific product information, the exception is even 
stricter, limited solely to the company's official website.



Social media



It's important to note that the new exceptions do not apply to social 
media platforms. The rationale behind this decision is that consumers 
do not necessarily need to actively seek out information on social 
media. 

Most social media platforms enable the spread of messages through 
content shared by friends and algorithms that personalize our feeds.

From our perspective, social media is considered a marketing channel, 
and a post on social media is viewed as comparable to a traditional 
newspaper ad. 

We do not believe businesses are on social media platforms to make 
friends; obviously, the only reason they are there, is to make money.





Although the exceptions do not include social media, as I mentioned 
earlier, we still observe numerous violations of the advertising ban 
here.

In fact, social media is also where we normally see the most serious 
violations, including direct marketing of products, brand profiling, 
general promotion of alcohol, and the sharing of third-party alcohol-
related content. 

This is a typical example of what we have found during a nationwide 
supervision which is ongoing at the moment.





It's important to note that the alcohol industry disagrees with the 
current regulations and is actively working to extend the new 
exceptions to their profiles in social media. They argue that the ban is 
outdated, they ridicule it and calls it an information ban. I have to say 
here that it’s actually correct to call it an information ban – as product 
information is normally at the core of advertising. 

Although the industry organizations urge their members to comply with 
the rules until any changes are officially made, I think the lack of 
respect and understanding of the ban may impact overall compliance.





Turning our attention to the enforcement of the ban, one major 
challenge is the lack of resources. 

On the national level, our team consists of only five people who, as I 
mentioned earlier, also handle other tasks related to the alcohol act 
and alcohol prevention. 





Another important challenge is that our current sanctions are not very effective. 

We can order rectification within a specified deadline, and we can issue coercive fines if the order is 
not followed. 

But by then the advertising has often already served its purpose, and our rectification order is 
posing no real risk.

The lack of effective enforcement also provides a competitive advantage to those alcohol actors 
who are willing to break the law, which in turn puts pressure on other companies to follow suit.

Fortunately, there’s good news on the horizon. A new provision authorizing infringement fees, 
similar to fines, has been adopted and it’s expected to come into force next year. 

These new regulations will allow us to respond with a fine related to the company’s revenue even 
after the advertisements have been terminated.





While cross-border marketing presents a challenge, it is not as 
significant as many might assume. 

This is partly because major social media platforms have policies 
against paid alcohol advertising targeting Norwegian users. 





However, the alcohol industry's persistent attempts to circumvent the 
ban are notable. 

Their creativity in finding ways around the regulations is in some ways 
impressive. 

But the focus on the underlying aim of the communication, is helpful 
here, and it closes many loopholes. 





So does the Norwegian advertising ban have a future or is it truly outdated? 

While it is true that communication technology has transformed the world since 
1975, and consumers now expect easy access to information on any topic, there 
are other significant factors to consider. 

We now possess a deeper understanding of the harms caused by alcohol to both 
individuals and society. Additionally, the protection of consumers against corporate 
interests in promoting harmful products has gained more prominence. 
The protection of children and adolescents also has a stronger standing today. And 
then there’s also the fight against non-communicable diseases and cancer. 

Against this backdrop, one could argue that the Norwegian advertising ban is 
actually quite modern.





In fact, it may be a valuable tool that other countries should consider 
incorporating into their own alcohol policy frameworks. 

We hope our experiences and challenges can serve as a starting point 
for international discussions and inspire adaptations that align with 
each country's circumstances. 



Key 
takeaways

• A comprehensive ban aimed at reducing 
alcohol consumption and shaping public 
perceptions 

• It encompasses direct and indirect 
marketing, and prohibits the use of alcohol 
to promote other products or services 

• It includes exceptions for specific types of 
communication

• Efforts are underway to enhance 
enforcement 

• A modern approach to alcohol policy?



Thank you for your attention!



In 2009 the Norwegian Supreme
Court came to the conclusion that
the advertising ban was not in 
breach of the EEA and EU law
because it was "appropriate" and 
"necessary" to achieve the 
purpose, which was maintaining
low alcohol consumption in order 
to protect public health.


