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Young Europeans get engaged

he 9" October 2004 Brussels workshop concerning The Amsterdam Group’s (TAG) Common

Standards for Commercial Communications brought together 18 young Europeans (19 to 29)
from 13 countries to address the controversial issues surrounding youth, alcohol and advertising.
Participants were chosen from a total 170 candidates from business schools, universities and the
Generation Europe online community in 30 countries who submitted a 500-1,000 word essay
addressing the questions: Is alcohol promotion controversial? If so, how might this controversy be
resolved?

The workshop was put together with Generation Europe SA, a Brussels-based organisation
dedicated to giving Europe’s next generation a say in the future by collecting their views on
important issues and representing them to corporate and public policy makers. TAG, an alliance of
Europe’s leading producers of beers, wines and spirits, is the European Forum for Responsible
Drinking. TAG’s objectives were to:

¢ Gain a detailed picture of what young people perceive to be acceptable and unacceptable
advertising of alcohol products.

e Measure the Common Standards against their expectations.

e Conduct an evaluation of several of the more controversial provisions of the Common
Standards, and solicit young peoples’ feedback about how they might be improved.

TAG Director General Helmut Wagner pointed out that complying to the Common Standards serves
the interests of advertisers, agencies, the media, and consumers and emphasised the importance
of the consultation: “This is a very important day for us. Your views and recommendations will be
taken back to our members for serious consideration,” he said.

The Common Standards for Commercial Communications is a self-regulatory code specific to
alcohol promotion. It is designed to ensure that commercial communication (print and broadcast
advertising, labelling, packaging, Internet, sales promotion, merchandising, point of sale material
and sponsorship) does not show or encourage excessive consumption or misuse of alcohol of any
kind.

The standards are endorsed by the Brewers of Europe (BoE), the European Spirits Industry
Association (CEPS), the European Wine Confederation (CEEV) and the European Cider Industry
Association (AICV). In practical terms therefore, the Common Standards apply to all members of
the national member organizations of these associations. The national self regulatory bodies, being
members of the European Advertising Standards Alliance (EASA), were asked in early 2003 to
include the provisions of the Common Standards into their national codes should this not yet be the
case.
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Responsible Alcohol Consumption — online survey results

Generation Europe online surveys' enable the organisation to better serve as the voice of young
people 19-29 in 45 European countries. The survey results are used to stimulate initial
discussions at Generation Europe workshops. The objectives of the Responsible Alcohol
Consumption survey were to gain an overview of young Europeans’ attitudes to consuming wine,
beer and spirits, their promotion and how the responsible consumption message might best be
conveyed.

The average age of the 566 respondents from 29 countries was 23, within a range of 19 to 29 years
old. The survey revealed some interesting results:

] 63% said they drank because they like the taste of alcohol.

. 84% said peers and friends are the most influential determining patters of drinking in
general; only 29% attributed this to advertisers.

. 62% said parents should be responsible for ensuring young people know the dangers of

excessive consumption and encourage them to drink responsibly, while 18% said it is the
responsibility of educators, 11% of government and 6% of the alcohol industry.

Overall conclusions

" Advertisers ranked last in shaping overall patterns of consumption.

= Even so, respondents favour some kind of government control over beer, wine and spirits
promotion — but what does this mean exactly?

= Alcohol education is key to encouraging responsible consumption.

= However, parents — not educators — are expected to take the lead to inform young people of
the dangers of excessive consumption and to encourage them to drink responsibly.

= More responsible consumption messages / publicity in bars would also be welcomed — but

how might this be achieved given the tension between vendor commercial imperatives and
industry interest in responsibility messages?

' The survey was designed independently by Generation Europe. Generation Europe combines online
surveys with workshop projects to drive traffic to its website and to ensure high levels of participation. The
results are indicative only rather than methodologically and statistically rigorous or accurate.
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Self-regulation in action

Il advertising is controlled at EU and national level by a combination of statutory measures and

voluntary codes. The challenge and the opportunity in the current EU political context are to find
the right balance between the pressure to legislate and effective self-regulation. Today, there are 24
Self Regulatory Organisations (SROs) in 24 EU countries plus four in non-EU markets and 13
European industry bodies covering the full spectrum of commercial communications.

Dominic Lyle, Director General of the European Association of Communications Agencies (EACA),
whose members represent approximately 85% of the advertising spend in Europe, noted that
according to statutory requirements, all advertising must be legal, decent, honest and truthful.

Outgoing Health and Consumer Protection European Commissioner David Byrne has delivered a
challenge to the advertising industry to strengthen the existing self-regulation system, stating that:

= There is a lot to be done.

= There are substantial gaps in coverage.

. The industry must demonstrate effective sanctions.

= Industry must impose and meet high standards.

He noted that any industry must be proactive if it is to avoid legislation, which is both cumbersome
and costly. In Mr Lyle’s view, it took the tobacco industry too long to respond to public and political
concerns, finally leading the European Commission to respond with legislation.

“What happened with tobacco is happening today in other sectors including food, alcohol and soon
the automotive industry,” he said. “Industry cannot be part of the solution until it admits it is part of
the problem. How an industry responds is a very important factor in determining how much
legislation and freedom it gets.”

Equally important will be answering the concerns of self regulation sceptics who claim:

= There is no compelling evidence that self-regulation works.

= Compared to the sums spent on advertising, the industry spends relatively few resources on
self-regulation activities.

= Advertising self-regulation is shown to be fragile and generally ineffective.

About 57% of all complaints to SROs are about allegedly misleading advertising, followed by
complaints about taste and decency. A majority of participants confirmed they had viewed an advert
in their home market that could be considered either misleading or offensive. They also confirmed
other areas that needed attention, including sponsorship, product placement and similar content in
films that can be downloaded from the Internet.

“As media fragments and becomes more digital, product placement and sponsorship is becoming
more important,” Mr Lyle confirmed.

4

Engaging tomorrow’s decision-makers, today
Generation Europe sa | Chaussee Saint Pierre, 123 | Brussels 1040 | + 32 (0)2 648 1542 | www.generation-europe.eu.com



Self-regulation - what do you think?

he basic elements of self-regulation involve a code of practice or set of guiding principles

governing the content of adverts and a process for the establishment, review and enforcement
of the code or principles. Advertising for alcoholic drinks is used with particular care. Most major
alcohol beverage companies have their own internal advertising codes based on TAG’s Common
Standards. In addition, most countries with SROs have specific codes pertaining to alcohol. TAG
says self-regulation must be based on six important principles and has set out a programme to
strengthen self-regulation that:

= Promotes an integrated system of common standards ensuring a coherent approach
specific to the drinks industry.
= Creates and drives awareness-raising campaigns - in all member states and accession

countries - addressed to all relevant stakeholders - industry-external: enhancing
understanding of the codes and procedures - industry-internal: promoting the understanding
through means of education and training.

. Demands regular Code review, with stakeholder consultation.

Participants addressed the issues and questions concerning self-regulation, including: Can the
alcohol industry effectively monitor its own activities? Would a combination of self-regulation and
government legislation be more effective? Or should *hard” regulation be introduced on the basis
that the current system is inadequate or does not work effectively?

Gauging the level of awareness

An informal “hands-up” poll of participants conducted by moderator Andy Johnson, APCO Europe,
found that all were aware of the legal age limit for drinking in their country. However, not all were
aware of the existence of SROs or of a complaints procedure. Participants generally agreed with
the suggestion that companies need to spend more to make people understand the important role
SROs are playing in promoting responsible consumption. This is key if they are to become
respected institutions.

Participants also agreed that media was the overriding influence over public opinion and
understanding. Everyone was aware of the laws governing the sale of alcohol in their home country.

The Estonian participant commented that there is an ongoing political contest in the country to see
who can develop the toughest regulations. In some municipalities there are laws restricting alcohol
sales at night. There has been considerable awareness raising through advertising campaigns in
Nordic countries, where alcohol consumption is considered problematic. For example, in Finland,
only beer and cider may be advertised on TV. Greek merchants are increasingly asking for ID and
in the UK, drinking and driving ads are aired primarily during the holiday season, where immoderate
consumption seems to occur more often.

In France, awareness of drinking and driving is at the top of the political agenda. Police are
increasingly stopping people and with the low limit for blood alcohol content, the initiative has had a
major impact. The Belgian “Bob” campaign urging drinkers to appoint a designated driver has been
very effective. In southern Portugal where young people tend to move from bar to bar by car, the
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alcohol companies have provided free bus shuttles. In Latvia, alcohol cannot be sold to people
under the age of 18, but no one follows the legislation.

Campaigns across Europe that promote responsible drinking vary in their approach. For example in
Estonia, a vigorous campaign to stop drinking and driving on Midsummer’s Day has resulted in
fewer accidents. In Portugal, the emphasis is on “be safe, be cool, don’t drink and drive”. An
effective campaign in the UK portrays boys and girls (of legal age) drinking and becoming
“extremely messy”, which is a turn-off to young people. In Cyprus, the message focuses on drinking
and driving.

Participants agreed that more publicity in bars regarding responsible consumption would be
effective. They also agreed that the target for responsible consumption messages should be
broadened to include both men and women, rather than targeting young males, because peer
pressure is an important factor.

Does it work?

Some questions raised by Moderator Andy Johnson Included: Is self-regulation an effective way to
control the behaviour of advertisers? Is it a positive and proactive step for industry or a mere face
saving defensive exercise? Can it take the place of legislation?

Most viewed self-regulation as a positive, proactive step for industry with one caveat — if it works.
For example, what is to stop a company from launching a campaign that does not obey the rules
only to have it withdrawn amidst a flood of publicity that reinforces the company’s or product’s
presence in the market? The classic argument that self-regulation is based on responding to a
complaint after the fact rather than taking a preventative approach through legislation can be
compelling in this instance. This raised the question: Why not have a law that is clearly spelled out;
why go through self-regulation in the first place?

There was a general consensus that self-regulation works, but it must be tightened up. For
example, adverts should be more thoroughly checked before they are launched to avoid
complications, unwarranted “free” publicity and costly losses for the alcohol and advertising
industries.

Self-regulation is better than a “totalitarian” system where laws may stifle creativity, but at the same
time, it needs to be strengthened if it is to work effectively. Industry’s push for self-regulation is
positive because specific common standards are needed, however, it cannot be considered truly
effective without enforcement mechanisms.

6

Engaging tomorrow’s decision-makers, today
Generation Europe sa | Chaussee Saint Pierre, 123 | Brussels 1040 | + 32 (0)2 648 1542 | www.generation-europe.eu.com



We may hear the bark, but where’s the bite?

When a complaint is submitted to an SRO, it is reviewed by the SRO Compliance Panel to ensure it
is worth pursuing. If so, the advertiser and agency are notified of the complaint and given an
opportunity to respond. The complaint and responses are then submitted to the SRO Jury, which
includes experts and representatives from civil society, such as consumers, law enforcement,
industry, advertisers, teachers and parents. They discuss and adjudicate the complaint and deliver
a decision. If the complaint is upheld, the advertiser and/or agency is notified and asked to take the
appropriate action — to either modify or withdraw. If the complaint is not upheld, the complainant is
advised accordingly.

Rogue traders that have not signed up to the Common Standards or national voluntary codes, as
well as those that flagrantly flaunt them, may not bend to the potential public and/or industry
embarrassment of the current “name and shame” method of deterrence. Participants agreed that
self-regulation and other voluntary measures should be reinforced by stronger enforcement
mechanisms.

Helmut Wagner pointed out that the damage done by “name and shame” to corporate and brand
reputation is not fully understood. “The element of peer pressure works. If an ad is deemed
inappropriate, the intra-industry pressure is there for the company to modify or withdraw the advert.
But this is not visible to the public and is not part of an official process.”

Another built-in check is that many alcohol companies hold their managers responsible for adhering
to the company’s Code of Conduct, TAG’'s Common Standards and national guidelines monitored
by the SRO. If an ad is deemed inappropriate, the country manager for example is accountable and
could be even reprimanded or dismissed.

Several participants countered that “name and shame” brings the product more into the minds of
consumers. Several favoured fines. Others favoured a mandatory pre-clearance by the SRO. At the
same time, it was pointed out that as SROs are industry-financed, their decisions might
automatically be perceived as “suspect”.

In Ireland, all alcohol advertising must pass through Central Copy Clearance Ireland (CCCI) to
obtain a certificate before it airs on radio or TV. But similar questions arise around who is clearing
the ad and on what basis? This is not a guarantee that self-regulation works; after all, this system
was created by broadcasters and the alcohol beverage companies.

Another issue to consider is the effect of self-regulation on competition in the Single Market.

Restrictive and differing national standards may create distortions in cross-border commercial
communications.
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It’s a matter of personal opinion — you be the judge!

hat is considered decent, honest and truthful by some is perceived as indecent and
misleading by others. This was clearly demonstrated during an exercise where participants
viewed a series of print and TV ads considered borderline or unacceptable by national SROs.

The exercise, which sharply divided participants along different lines for each advert, covered some
basic principles of the Common Standards, including whether the adverts appealed to minors,
encouraged excessive or irresponsible consumption, or implied that alcohol increased one’s
chances of social or sexual success.

The varied responses were framed in terms of red, green and yellow. Very few voted yellow, for
“caution”, although many changed their vote in the course of the wide-ranging discussion that
followed each advert. As one participant noted: “If we give a ‘red’ to this advert, what do we give a
‘green’ to?”

Helmut Wagner told participants that the polarised, often emotionally-charged responses to the
adverts reinforced the argument that it is impossible to have a single detailed, Europe-wide policy.
For this reason, the Common Standards need to be at once broad enough to accommodate cultural
differences among member states yet specific enough to discourage inappropriate behaviour by the
industry.
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Strengthening the Common Standards

AG strongly advocates further development of policies directed to the promotion of responsible

drinking patterns as well as to reducing harm caused by alcohol abuse. TAG members are
committed to encouraging responsible drinking through responsible marketing efforts. This
commitment is the foundation of the industry’s self-regulatory efforts.

The Guidelines for Commercial Communications on Alcoholic Beverages, produced in 1993, have
been reviewed and developed to become the Common Standards, formally adopted in 2001 by
TAG member companies. Sector-specific European industry associations have also adopted them.
They are not intended to replace national self-regulatory codes, but rather to provide a common set
of rules that can be incorporated into existing national codes as necessary.

Today, TAG is continuing to review the Common Standards through consultation with stakeholders.
Helmut Wagner explains: “This is an evolutionary process of amending the Common Standards
with a view to making them better. The area of commercial communications is under fire. We are
seeking a balance between protecting the consumer, in particular young people, and defending
reasonable business interests acceptable for civil society.”

A repeated criticism from participants was that the Common Standards are too general, however,
Mr Wagner pointed out that alcohol beverage companies operate in different markets across
Europe, which makes it difficult if not impossible to impose pan-European specific guidelines. Every
advert is scrutinised by the national SRO, which makes sense in the context of Europe’s cultural
diversity.

Participants reviewed the Common Standards with a view to strengthening and improving the
guidelines, bearing in mind the delicate balance that must be struck between responsibility and
legislation. A series of recommendations were developed for TAG to consider during the
stakeholder consultation process.

The scope

Most participants agreed that the scope could be broadened to include other media channels such
as viral and guerrilla marketing. They again called for a stronger industry response to sponsorship
and product placement issues.

Basic Principles

What is “legal, decent, honest and truthful” for some, is not necessarily so for others. Several
participants called for stricter definitions of these basic principles, but in the end agreed that these
concepts were usually a matter of personal taste and judgement and could change in various
cultural contexts. To include each and every cultural difference across Europe would be impossible,
they concluded. However, the special characteristics of alcoholic drinks require a special
responsibility in its marketing.

As regards comparative advertising, most agreed that it is positive as it stimulates competition
among brands; however some participants were not convinced it was beneficial to consumers,
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particularly minors. In addition, some felt that there should not be an association of alcohol with a
particular lifestyle. However, defining what is meant by a “lifestyle” may be difficult.

Misuse

The definitions of misuse are “hazy” participants agreed. The bottom line is that adverts are
supposed to tell consumers that life is better with the product. Participants discussed responsible
consumption and decided that industry and the Standards should encourage responsible drinking
as well as discouraging irresponsible consumption. There was a feeling that governments should
take the lead in the latter objective..

Several participants pointed to the “Just say no” campaign for cigarettes that delivered the message
that teenagers can be cool — or in fact cooler — if they do not smoke.

Minors

It was felt that it is very difficult to determine whether an advert is targeted at minors because we do
not fully understand the subliminal effects of advertising. The use of icons or “heroes” can be
problematic because, as participants pointed out, it is not easy to determine who is inspirational to
minors and why. For this reason, placement is important. For example, it was felt that it is not right
to air alcohol adverts during sporting events that link alcohol consumption to participation in the
event either as a player or a spectator at the event. The Standards refer to promoting beverages in
circumstances where the maijority of the audience are known to be minors. This should be tightened
up to cover events where a “significant number” are known to be minors. The wording in the
Interbrew code of conduct with a 25 % threshold on this subject was pointed to as good practice.

Sponsorship and product placement was raised as a tricky area regarding commercial
communications and minors. For instance, the product placement of Carlsberg in a Spiderman I
scene was viewed as problematic.

Driving

The Common Standards are clear as regards driving mechanically propelled vehicles of any kind.
Sponsorship of auto and horse racing events was discussed, again reinforcing the need for industry
to take a hard look at this issue.

Workplace

Participants agreed this area is sufficiently covered.

Medical Aspects

Participants agreed this area is sufficiently covered. Moderator Andy Johnson pointed out that the
European Commission is considering a blanket ban on alcohol claims as to health benefits.
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Alcohol Content

It is important to clarify through education what “alcohol content” really means. For example, what is
the difference between percentage and units of alcohol? Because of this confusion, the public is
being given mixed messages about what is responsible.

Participants agreed that all ads should clearly state the percentage of alcohol in the beverage,
whether they are broadcast or print. This figure must be very visible on the container. In addition,
unit labelling should be considered, providing a commonly accepted “unit” can be defined.

This is viewed as an industry responsibility.

Performance

Linking alcohol to performance of any kind is misleading, participants agreed. This is particularly
important in the area of sports. It is perhaps difficult to show an “inappropriate association”, but for
this reason, industry should err on the side of caution.

Any advert linking alcohol to performance promotes “the wrong social pattern”, which is also
misleading and often not truthful.

Social/Sexual Aspects

During the exercise it was obvious that wide-ranging differences of interpretation exist as to what is
offensive. Participants agreed this Article of the Common Standards needs to be strengthened [by
more specific definition (?)]. They also agreed this is difficult because individuals have varying
interpretations of social and/or sexual success. They also discussed the issue of alcohol beverage
companies sponsoring “raunchy” sitcoms such as Sex in the City, but were divided about whether
this is appropriate. Participants appeared to agree with providing separate provisions to govern the
now combined bans on the encouragement of social and sexual success.

Sampling

Participants agreed that a tighter definition of sampling is needed; this activity must be better
controlled, particularly at university and college campuses.
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Recommendations & conclusions

>

The “basic principles” in the Common Standards introduction are vague. They should be
reviewed to ensure they are still relevant and precise enough.

The sponsorship issue needs attention.

To be credible, self-regulation must be accompanied by enforcement mechanisms, such as
fines. “Name and shame” is not a strong enough disincentive.

There are pros and cons to comparative advertising that should be further explored.
Peer pressure is a powerful and effective phenomenon.

The Common Standards should take due consideration of the special characteristics of
alcohol and the responsibility of producers in plying their trade.

The Common Standards should include a specific requirement that alcohol should not be
associated with a particular lifestyle that might be considered as alluding to social and
sexual success.

Rather than tightening up the Common Standards, a clear and vigorous interpretation of
“misuse” is needed that should not be promoted in any advert and also efforts should be
made to discourage such patterns.

The standards should tighten restrictions on advertising/promotions at events to include
media events or programmes where “a considerable number” of the audience are known to
be minors.

Every advert should display the telephone number of the national SRO.

The industry should examine how to better encourage responsible consumption.

A system of certifying adverts and including symbols to alert viewers to content should be
considered.

The language regarding “minors” should be tightened and made more specific.

There is a need for better display of alcohol content on packaging and advertising. More
consumer education is needed regarding volume, strength and what constitutes safe
consumption.

Sport and physical performance must not be linked to alcohol. Athletes should provide
examples of alternatives to alcohol consumption.

The Article on Social/Sexual Aspects should be strengthened by substituting the words
“requirement” with “enhances” or “prerequisite.” (The article currently reads: Commercial
Communications should not create the impression that consumption of beverages is a
“requirement” for social or sexual success.)
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> The scope of the Article concerning sampling should be broadened with a view to better
controlling this area of promotion.

> The industry should be promoting education about responsible consumption.

The thorny issue of sponsorship

Sponsorship is big business. The size of the sponsorship market in Europe is about £5.5 billion
(€7.9 billion) per year and growing. If the sponsorship vehicle is right for a brand, firms are spending
whatever takes to leverage as much media coverage as possible as well as trying to develop
additional benefits such as corporate hospitality, staff incentives and the bottom line of increased

sales.

The tobacco industry is mired in tangles of legislative red tape because of the nature of the product.
Today’s regulatory landscape looks as uncertain for the alcohol industry because sponsorship
continues to be a grey area.

Participants generally agreed that sponsorship deserves increased attention from legislators.
Helmut Wagner pointed out that sponsorship is under pressure from the World Health Organization,
which has explicitly stated that sponsorship of sports events by the alcohol industry is “undesirable”.
EACA'’s Director General Dominic Lyle noted that sponsorship is “very badly regulated” and is likely
to become the target of commercial communications legislation in the not too distant future.
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Appendix I: Participant Quotes
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“Some pop stars have been sponsored by soft drink companies. Next thing you know, they’ve
grown up and are being sponsored by beer companies. The message is that it is not cool to drink
soft drinks; now it’s time to upgrade to beer. Is this right?”

Deniz Akkam, Turkey

“People were dubious about the shift to a compliance based system, but increasingly the field is
becoming more complex. In this context, national SR bodies make sense. But where is the
enforcement mechanism?”

Benedict Shofield, UK

“It should be made clear that SROs are supported by the industry. If adverts were checked before
they are launched, it would lessen the burden on SROs, industry and government resources.”
Marios Polemidiotis, Cyprus

“Excess consumption results from many things (such as family environment, low self-esteem, and
peer pressure). Europe-wide research is needed to determine to what extent and through what
images youth are influenced by adverts.”

Nicolette Distefano, Malta

“Self-regulation is a good first step. It makes sense to prevent an advert from going public rather
than withdrawing it afterwards. But if the industry doesn’t do it right, there will be legislation. It's
better to get it right in the first place.”

Aikaterini Nikolaidou-Pietroni, Greece

“The Common Standards are pretty comprehensive. It is more about interpretation and making
rules that players obey. Future action should focus on interpreting the rules and enforcement
issues.”

Andrzej Widz, Poland

“Alcohol consumption is viewed as problematic in Nordic countries. As a result, there is a lot of
awareness raising. It is also important to prominently display the alcohol content on bottles and
containers. This could work towards encouraging responsible consumption.”

Elina Kivikoski, Finland

“Many adverts are borderline when it comes to the issue of responsible — or irresponsible —
consumption. Why not put a positive spin on it and say that commercial communications should
encourage responsible consumption?”

James Alexander Lane, Ireland

“The standards need to be stronger in the area of sponsorship. This way, industry would
acknowledge that the issue needs to be tackled. In Estonia, all of the local teams are named after
beer companies. This targets minors and is associated with sports.”

Maarika Merirand, Estonia

“Drinking is deeply rooted in a country’s culture, which is why national institutions are important to
oversee advertising. For example, in Latvia, there are laws regarding the drinking age, but they are
never enforced. You are not Latvian if you do not drink beer.”

Janina Teilane, Latvia

15

Engaging tomorrow’s decision-makers, today
Generation Europe sa | Chaussee Saint Pierre, 123 | Brussels 1040 | + 32 (0)2 648 1542 | www.generation-europe.eu.com



“For a company, advertising the benefits of the brand and taste are very important. Lifestyle is a
way to portray this, but it is not included under the misuse clause in the Common Standards.
Alcohol should not be associated with having a great lifestyle.”

David Groarke, Ireland

“The irresponsible consumption issue is covered in the Common Standards. For example, the
Bacardi campaign does not infer that abstinence is bad. The images are fine. People don't give
enough credit to the consumer.”

Sharmin Islam, UK

“Everybody’s perception is different. Self-regulation exists and is a way for people to complain. Why
not advertise how to contact national SROs by giving out the phone number or email address with
each ad? In addition, the system needs more publicity.”

Hunor Miklos Klein, Hungary

“A difficulty with self-regulation is that the advert is modified or withdrawn after it has gone public.
This usually serves to raise the brand’s profile and defeats the purpose. Perhaps all ads should go
through copy advice first and be approved at that stage.”

Marie-Helen Cussac, France

“It is good for the industry to agree on specific standards. But because specific behaviour, including
drinking, is deeply rooted in culture, we need to agree on issues such as minors and sexual issues.
Self-regulation is positive, but not proactive enough.”

Petri Burtsov, Finland

“In many instances the wording of the Common Standards is unclear. How do you define ‘decent’?
It means different things to different people. It is difficult to determine what appeals to adults and to
children. If we take this too far, nothing can be advertised.”

Nastaran Tavakoli-Far, UK

“The idea of self-regulation is very good, but it needs refining so that distasteful ads do not get to
the public in the first place. Most consumers are not aware of the institutions involved. There needs
to be more publicity about how to complain and where.”

Eleni Stylianou, Cyprus

“It is much better to have a good system of self-regulation rather than strict, intrusive regulation.
This would lead to a totalitarian scene without any witty or humorous ads. We need creativity as
well as self-regulation.”

Nikola Kirilov Shahpazov, Bulgaria

“Would it be that difficult to make copy advice mandatory? After all, the institution is paid for by the
industry. On the other hand, it is difficult to be sure SROs are not biased. In some ways, this system
is a vicious circle.”

Ana Elisa Seixas, Portugal
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Appendix ll: Essays, workshop delegates

Please note: The views reflected in the following pages are those of workshop participants. The essays were
collected by Generation Europe SA as part of the delegate selection process.
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Bulgaria
Nikola Kirilov Shahpazov, 23

“A short stray into the murky world of alcohol worship, Scandinavians, Russians, vodka and the way forward”

A simple answer is at hand. It is. Like most things in connection to alcohol, tobacco or any kind of hazardous
or psychoactive substances. However, this simple answer leads us nowhere because controversial doesn’t
necessarily mean “bad”. But, what's more important, alcohol has become traditional for pretty much each and
every race and civilization on this Earth, therefore its promotion can never be prohibited and, most probably,
should never be prohibited.

So, the easiest of things is to say ‘Alcohol promotion is bad because alcohol is, in fact, bad for you.” Easy to
say but hypocritical to say as well. | know not one person that has never tasted alcohol and to condemn
something you yourself like to do is indeed a bad thing to do. Alcohol isn’t bad, or hazardous for anyone’s
health per se, especially when used in appropriate quantity and of appropriate quality. I.e. — responsible
drinking is loads of fun. The “dark side of alcohol” however, is indeed something to be feared and fought
against. Yet, the existence of certain problems related to alcoholic drinks doesn’t necessarily mean that the
promotion of such drinks or their accessibility have to be restricted by force.

Force is by no means the way to go when dealing with this problem, and this is a thing Russia learnt on a
couple of occasions, something the States experienced, and the Scandinavian countries are soon to learn as
well. The problem is much more complex than many think it is, especially having in mind how deep-rooted
alcohol consumption has become for certain European nations.

Let's take Russia as the perfect example. Anyone possessing good command of the Russian language is
advised to read a recent essay by Viktor Erofeev on the Russian soul and its connection with high-volume
alcohol: of course, the vodka. Erofeev’s “The Dissolution of the vodka” is a brilliant work highlighting the many
facets of this problem as well as different ways of approach as to its solution. As the author mentions, there
have been numerous attempts to deal with the vodka worship since the eruption of this problem in the Middle
Ages, yet none has proven to be good enough. Same thing goes for Scandinavia, where prices of all kinds of
alcohol are unbelievably high, alcohol promotion is driven to its possible minimum, yet that hardly affects the
consumption of alcohol. Alcohol tourists from all over Danmark, Sverige, Norge and Suomi visit the
neighbouring Baltic states, Russia, Germany and even Poland to get their weekend dosage of high-volume
alcohol. And even those who don’t practice alcohol tourism get drunk on Friday night and during the weekend.
I've seen that happen and have seen the lack of any effect from the national policy against alcohol
consumption, apart from stopping the people from getting drunk to death, due to the high prices and the fact
that no one can afford to drink a lot each and every day of the week.

In fact, alcohol promotion is not really the thing to blame, although it obviously helps the marketing of
alcoholic drinks, otherwise no company would invest such humongous sums of money in advertising their
products. However, youth subcultures, especially those, connected with certain lifestyle and certain role-
models, as well as national traditions in drinking like the case of Scandinavia and Russia are indeed to blame
for the level of alcohol consumption. And, unlike alcohol advertisement, sub-cultures and traditions are much
harder to fight.

The only possible solution in my point of view is getting the kids involved from an early age in a culture, or a
subculture, if you prefer, promoting environmentalism and a radical stance at a cleaner and healthier lifestyle
as an opposition to the destructive tendencies surrounding them. Knowledge, love of Nature, tourism,
environmentalism and getting the kids closer to their country’s valuable cultural heritage is the way forward.
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Getting them far and away from the self-destructive and nihilistic subcultures and into a subculture
worshipping life and progress instead, lead by role-models that are strong and embody the ideals of a
healthier life. Religion and old-fashioned smiles are not going to do. The kids need young people for role-
models, people to be inspired by.
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Cyprus
Eleni Stylianou, 21

In Europe, alcohol consumption is a part of our everyday lives. For most of us a night out almost always
includes drinking an alcoholic beverage and having a meal becomes more pleasant with a bottle of wine. But
what happens when that drinking becomes excessive? Is alcohol promotion a cause or a consequence of this
inappropriate consumption? Is it ethical to promote alcohol consumption when we know the kind of problems
excessive drinking can cause? On the other hand, the alcohol industry accounts for a significant percentage
of European GDP and banning alcohol promotion could lead to a deterioration of European growth rates.
Perhaps a more reasonable solution would be to combine alcohol advertising with the appropriate education
on the problems that excessive alcohol consumption can cause, in order for people to realize that alcohol
should only be consumed in moderation.

Most Europeans have seen the advertisement of Carlsberg beer as a sponsor of Euro 2004. The
advertisement gives the impression that drinking Carlsberg will improve your life- most promotion of any
product is based on that principle. However, the excessive consumption of any product will not lead to the
kind of problems that the excessive consumption of alcohol leads to: alcoholism, fatal accidents, aggressive
behavior, unwanted pregnancies, vandalism and other serious social and physical problems. In England
alcohol misuse is costing around 20 billion pounds a year through crime and disorder, injuries and illness and
lost productivity in the workplace.

However, does alcohol promotion itself lead to alcohol misuse? No alcohol advertisement encourages
excessive drinking. Excessive drinking is, in the end, a matter of personal choice and individual responsibility.
Also, culture, family and social conditions are factors that contribute to the misuse of alcohol. In Europe
alcohol consumption is very common and is considered a significant part of social life, however countries
differ when it comes to excessive drinking. For example, in England there is a big problem with excessive
drinkers that costs the government a lot of money every year. However, in Cyprus, as in other Mediterranean
countries, excessive drinking is not very common, even though alcohol is consumed regularly and it is even
acceptable for teenagers to consume limited amounts of it. In both countries alcohol is promoted, yet their
cultures differ in their attitudes towards excessive drinking.

Therefore, is banning alcohol promotion really the answer to reducing this controversy? As discussed above
the link between alcohol misuse and alcohol promotion is weak and the alcohol industry constitutes an
important part of European GDP. If alcohol promotion were to be banned these industries would lose
significant revenues, which in turn could cause deterioration in living standards. Furthermore, free market
supporters would say that alcohol is ultimately a product and it should be promoted like all other products in a
free market with no regulation, in order to increase sales and maximize profits for the specific industry.

Nonetheless, alcohol should not be treated like any other product as its misuse can seriously harm the social
fabric of a country. Banning alcohol promotion is not the answer for reasons explained above, however,
promotion should be kept within reason, i.e. it should not encourage any sort of unethical behavior. A Code of
Marketing Practices has already been adopted by most alcohol producers. Furthermore, alcohol promotion
could be combined with the appropriate education on what excessive consumption of alcohol can do.
Organizations like The Amsterdam Group have been working on that idea while in England, where the
problem is particularly bad, the “Alcohol Harm Reduction Strategy” was presented to the government on the
15" March of 2004. Another way of implementing such a strategy would be for alcohol producing companies
themselves to take the initiative and campaign against excessive drinking- that has already been put to use
by industry-funded organizations like The Amsterdam Group, The Portman Group in the UK and Stiva in the
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Netherlands. Students could be taught in schools about the adverse effects of alcohol misuse. Labels that
warn against the excessive consumption of alcohol could be used by alcohol promoters and commercial
partners and placed on alcohol containers. Well-known former or even current alcoholics can share their
experiences in order to deter others, especially youngsters, from misusing alcohol. In general, a concerted
European effort should take place so as to decrease this harmful habit and improve the quality of life of all
Europeans.

In Europe, alcohol plays an important role in our social lives. However, problems arise when alcohol
consumption becomes excessive. A solution to this problem could be to stop alcohol promotion altogether.
However, reasons for excessive drinking cannot be attributed to advertising but to social problems, so a more
appropriate solution would be to combine alcohol promotion with education on the problems that alcohol
misuse can cause. In the end, accusing alcohol promotion as the cause of excessive drinking is a gross
simplification of the root causes of the problem.
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Cyprus
Marios Polemidiotis, 24

Every day, consumers across the world are exposed to high and increasing levels of alcohol promotion. Such
promotion includes advertising on radio, television, in the print media, point-of-sale promotion such as ‘happy
hours’, Internet advertising, sponsorship of sports and arts events, and product names. Alcohol promotion is
a controversial issue due to the fact that alcohol is viewed as different from many other consumer products.
Excessive alcohol consumption is associated with a plethora of health, social, legal and economic issues.
Hence, a heated debate is in progress as to distinguish between acceptable and unacceptable alcohol
promotion and eliminate promotion that uses improper images to encourage excessive consumption.

So what is the problem with promoting alcohol? To begin with, alcohol promotion encourages positive
associations with alcohol and links drinking with attractive symbols and role models. For example, beer
advertisements often suggest that the product can help the drinker to be more relaxed, happy and successful.
Advertisements for spirits and ready mix drinks often link consumption of the product with social, personal,
and sexual success. Of particular concern are advertisements, which exploit elements of youth culture such
as animation, music and fashion to create an association with young people.

Additionally, although most advertisements are fairly easy to recognise, it is sometimes not clear that what is
presented is actually an advertisement. For example placement of a product brand in a popular television
series or in the video clip of a famous singer is a disguised advertisement that can give the impression that
‘everyone’ is consuming it.

Furthermore, the rising cost of more traditional media such as television, radio, magazines and newspapers
has shifted the focus from advertising and promotion to alternatives such as sponsorship, product
placements, new and interactive media (digital television, worldwide web, SMS and email) and viral marketing
strategies. The shift to these new alternatives indicates the increasing levels of competition in the drinks
industry and the desire of alcohol manufacturers to increase their share of the market.

Finally, alcohol advertisements do not portray the plethora of negative consequences of excessive drinking.
Very briefly, alcohol misuse can cause physical (hepatitis, cirrhosis, brain damage) and mental problems
(depression). What is more, there is a high correlation between road fatalities and excessive alcohol intake
(alcohol is a depressant that slows down a driver’s judgment, self-control and skills). Finally, a number of
social problems can arise as a result of alcohol misuse. It has been observed that among those who drink
excessively there has been a high record of criminal offences, violent behaviour, sexual assaults and
suicides.

In light of the above arguments, alcohol promotion is a controversial issue and necessitates the introduction of
measures to prevent unacceptable promotion. First, effective self-regulation should be encouraged by
adhering to a set of common standards designed to prevent excessive or irresponsible consumption of
beverages. In the EU, the advertising industry is self-regulated through the European Advertising Standards
Alliance (EASA). This is a non-profit entity, bringing together national advertising self-regulatory
organisations and European industry federations representing advertisers, agencies and media. A set of
common standards developed by EASA bounds the advertising industry within a legal, decent, honest, and
truthful framework. EASA does not attempt to replace existing national systems, but rather to provide general
criteria that should be met by national self-regulatory mechanisms. However, because | believe that
developments in media have made advertising a cross border business, this system of self-regulation should
be developed further so as to work effectively across the Single Market. This is particularly important if the
EASA is to match the needs of the enlarged EU. Although uniform standards may be difficult to enforce (due
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to differences in production, consumption patterns and habits among member states), EASA should aim to
implement its common standards on a national level through the establishment of closer links with national
governments and relevant stakeholders from each member state.

Second, national governments can regulate alcohol promotion directly in order to control consumption. For
example, alcohol manufacturers may be prohibited from using certain media to advertise their products.
Opponents of such regulation would argue that this would reduce consumer sovereignty because consumers
would be denied access to information about what brands are available on the market. An extreme solution
would be an advertising ban. Those who support this view argue that a ban would reduce demand for alcohol
as it could prevent would-be drinkers, mostly young people, from familiarising themselves and perhaps in the
end misusing alcohol. The response of alcohol manufacturers to this argument is that advertising cannot
increase overall demand for alcoholic beverages but merely increase demand for a particular brand of
alcohol. Hence, an advertising ban would not reduce overall consumption of alcohol, but merely affect what
type of alcohol is being consumed.

Third, as a complementary measure to regulation of the advertising industry, national governments and public
authorities should engage in an active campaign to inform the public about the problems that may emerge as
a result of alcohol misuse. The Ministry of Health, through targeted education and information campaigns,
should stress the health problems that may afflict an individual who drinks excessively such as hepatitis,
cirrhosis and brain damage. Furthermore, the police should publish statistics about the number of road
accidents, which occur as a result of excessive alcohol intake and aim to encourage drivers through seminars
to drive carefully. Finally, children and adolescents must be introduced at school to the negative
consequences of excessive drinking.

To conclude, the issue of alcohol promotion is a controversial one: it allows manufacturers to provide
information to consumers about the products available on the market on one hand, but at the same time
intends to manipulate consumer preferences through powerful images. However, because it is not practical
to enforce by law uniform standards across all member states due to differences in cultural and commercial
practices, national advertising organisations, industry federations, and national governments must collaborate
in a motivated and constructive manner to ensure that consumers, especially youth, are exposed to
acceptable alcohol promotion.
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Estonia
Maarika Merirand, 23

When looking at alcohol promotion as just a marketing phenomenon, separately from any context, it is
absolutely neutral. It is equal to the promotion of any other product and it is just a mean of communication.
After all, even toothpaste can turn out to be life threatening when used wrong.

Yet, alcohol promotion is often a subject of heated discussions. The aim of alcohol promotion, as of any other
marketing effort, is to increase consumption. The producers claim their goal is to change the preferences of
the existing consumers. But due to the large number of operators in the market the options actually are either
to convince people who already do drink alcohol to drink more or to introduce alcohol to those who are not
drinking yet. The latter includes targeting population groups such as the young, people with health conditions
and people whose principles do not allow them to drink.

Of course, the mentioned trends are seen as negative as extensive alcohol consumption may lead to alcohol
abuse. The next possible stage is the occurrence of legal, physical and psychological problems. Thus the
controversy — the advertising campaigns that either portray social, active and fun situations (usually for
alcopops and beer) or traditional values (usually stronger drinks) may be a cause of a harsh reality a lot
different from the desired lifestyle.

To prevent that, authorities have set rules and regulations. The chances to display the products or the
advertising are limited, so are the possibilities to make sales. But the producers want to get their message
out, so they have to evade the laws. And we come to even more controversies. Let's take Smirnoff Ice for
example. As advertising of alcohol in any form of media is prohibited in Norway, Smirnoff organized a club
tour to promote the drink. Formally they were advertising a series of parties not an alcoholic product. And
there are many similar occasions, some of which being even more difficult to comprehend — beer companies
sponsoring sports, labels of strong drinks appearing on youth events etc. Alcohol finances different
undertakings from medicine to culture.

The state of Norway felt Smirnoff did cross the line, though, and cancelled the distributors licence. Smirnoff
saved the situation by giving sales rights to another distributor.

But that does not mean that the promoters are reckless or they are willing to make a sale at any cost. We
have to return to Smirnoff again who challenge the industry by making responsible advertising an inseparable
part of its promotion for Smirnoff Ice. The campaign by Diageo holds a message: "Be smart. Drink
responsibly” and everything comes down to the idea of “intelligent nightlife”. So, the target group is made
aware of how to correctly use the product.

Alcohol promotion can’t be solely accused of the effects of alcohol consumption. Researches show that
alcohol abuse is more likely to be caused by factors deriving from social environment and cultural
background. It takes a lot more than banning alcohol promotion to improve the situation. But from the
example given in the previous paragraph it can be concluded that the industry could hold a completely
different role and actually contribute to the fight against alcohol abuse.

Every producer should spend some part of their promotional expenses on campaigns raising awareness
about alcohol and its effects. These could be joint actions of several companies, state and NGOs or individual
efforts. But the firm(s) behind those undertakings should always be identifiable. At first glance it might seem
that the controversy gets bigger and bigger. Yet, if every producer would associate their products with a
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concept of modest drinking, they would earn the approval of the society. That would also boost their image
and therefore indeed, possibly change consumers’ preferences towards their products.

Prevention is always more effective than curing, but the latter is what the governments and different
institutions are currently spending their efforts on. Instead of spending taxes collected from producers on
taking care of the consequences, the companies could spend money on preventative work. The overall costs
would be smaller, yet the operations are more efficient and we would achieve a win-win solution.

The governing bodies and NGOs should try to co-operate with alcohol producers and promoters. Together an
umbrella body could be formed that would set normatives for the industry. Such bodies are already efficiently
working in some countries. And many producers are already involved in actions promoting responsibility. That
means the first steps towards decreasing the controversy of alcohol promotion have already been taken.
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Finland
Elina Kivikoski, 26

Wherever in Europe we are, it usually does not take very long to spot the advertisement for alcohol. Even
more so, in all countries the consumption of alcohol is deeply integrated in our daily lives and an essential
part of our social surroundings, culture and even traditions. While large parts of the population can enjoy their
drinks in a way that does not intervene or harm their normal routines, performance at work or at school not
their social relations, some do find it difficult to consume alcohol in a healthy and moderate way. The problem
is that these abusers often do not only harm themselves, but are a risk to other people and their well-being as
well: drunk-driving and anti-social, violent or accident prone behaviour are just a few examples of the
undesirable and dangerous effects irresponsible use of alcohol can have. It is important that the negative
effects of alcohol are recognised and combated against. This, however, is not an easy task to undertake.

Part of the reason for this is that drinking alcohol is often perceived as being something “cool”, especially by
the younger (still under-aged, in most cases) people. This is partly due to the power of advertisements in
today’s “consumption society”, where products are sold as much by their image than by their actual effect.
Some beverages, such as certain types of beer, alcopops and cider, seem to be targeted especially to the
younger audience and can be seen controversial. In these type of adverts young and attractive (the “hip and
in” kind) people are often shown dancing away, mixing and mingling or otherwise partying hard — fuelled by
the given beverage. On a more unconscious levels, the colourful packaging and marketing of these products
seems definitely be aimed at the younger audience. These kinds of ads give easily the impression that the
way to meet new people — and to be more exciting yourself — is to drink alcohol. Obviously there is nothing
bad in having a drink or two in itself. However, as young people are often insecure and desperately looking for
acceptance, and additionally may not always be familiar with their limits when it comes to alcohol
consumption, they might get the wrong idea of the importance of alcohol in general. In certain ads alcohol and
its consumption is given a glorified image: What is not told is that when one drink might help you to relax, five
or more will easily turn anybody slightly ridiculous and hazard prone, especially if driving.

Nevertheless, one must also note that a lot of the alcohol promotion is done in a sensible way. For instance,
advertisement for wine that can be found in several UK based magazines play around with the idea of “girls
night in”, i.e. getting together a group of friends, watching a film and having a couple of classes of wine to
unwind. There are several examples of this kind of “more sophisticated” marketing that can hardly be argued
to be controversial or sending a “wrong kind of image”. However, it could also be said that these kinds of ads
are aimed at slightly older audience (for instance, recent graduates with a first job and slightly more money),
not at the “entry-level” consumers.

In conclusion, it can be said that alcohol promotion — as any type of advertising — displays a wide range of
images that are used to sell the product. In general, alcohol ads do not seem to be particularly concerned
about the idea of promoting responsible drinking (apart from the little warning signs about alcohol
abuse/drunk-driving/etc.). Having said that, this seems understandable, as at the end of the day companies
have a product to sell and short-term profit still often prevail over the long-term interests and notions of social
responsibility. Thus, alcohol promotion can be easily be seen as controversial. The most efficient way to
combat the negative effects seems to be education and awareness-raising campaigns that are already in
place in many countries. Young people need to be told how to distinguish between the image and the “real
thing”, i.e. how to read marketing. Drinking alcohol can be fun, but it can also have serious health and social
implications that are far more serious things than it is to look cool for a couple of hours, with the help of an
alcohol beverage. This is the message that should be communicated.
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Finland
Petri Burtsov, 24

In a free-market economy the sole purpose of a company is to make profit to its owners, be it the employees,
the shareholders or other owners. Theoretically, the companies cannot be demanded to adopt social
responsibilities. However, as members of a legal community, companies, as well as other legal subjects, are
bound by the laws that govern it. This, in my view, entails social responsibility and thus renders obsolete the
claims by any corporation concerning their exclusively profit-making societal role. The same applies to alcohol
producers. Here we arrive at a controversy that forms the subject of this short paper. Namely the discrepancy
between alcohol companies’ profit-making role and the adverse effects of their products on the well-being of
the public.

If we take for granted that the primary role of any government is to ensure the well-being of its citizens, we
should also legitimate its writing of laws that help it in this task. With the great majority of businesses this
creates no problem whatsoever, for it is in the interest of both the corporation and the government to have the
corporation produce safe items. Think, for example, about the apparel or the automobile businesses. With the
alcohol business, the equation does not hold. On the contrary, the more the company sells, the more the
public health suffers. So, should we cling on to the theoretical idea of laissez-faire economics and side with
the alcohol companies when they claim that “as alcoholic drink is a legal product it should be legally possible
for it to be advertised, and that bans on alcohol advertising would have adverse effects on the alcohol
market”2. Or should we adopt a more pragmatic approach and consider the people around us instead of the
companies? |, for one, am inclined to take the latter approach. It would not, by any means, mean that we ban
the advertisement of alcohol altogether, as has happened (effectively) to tobacco advertising in the European
Union in which cross-border advertising is forbidden, which closes out newspaper, magazine, television and
radio advertising.

Instead, efforts should be made to transform alcohol promotion from image-based to facts based. By this |
mean the prohibition of image marketing, which instead of informing the potential consumers of the qualities
of the product focuses on conjuring up images and ideas. We have all seen this: attractive young people
smoothly enjoying a drink. Latin rhythms playing in the background as the beautiful lady approaches you
when you grasp that cool-looking designer bottle. These adverts try to sell us fictional ideas instead of the
product in itself. This is very misleading as it, firstly, gives the impression that by consuming alcohol one
becomes more attractive, more successful and leads a better life, and secondly, as it fails to inform the
viewers about the negative effects of alcohol. Imagine an automobile company promoting a beautiful car that
has no brakes, but not telling the public about it in its promotion campaign. While this form of promotion
should be strictly forbidden, and in fact is in many countries3, we should recognize the fact that in small doses
alcoholic beverages have less adverse effects. Enjoying good ale every now and then or a good wine on a
picnic or with a meal is not only harmless but according to some studies, recommendable.4

2 http://www.ias.org.uk/factsheets/advertising.pdf, Institute of Alcohol Studies Fact Sheet — ALCOHOL AND
ADVERTISING, p.2

® ibid. pp. 8-10

* American Chemical Society National Meeting, Sept. 6-11, 2003, Washington, D.C. News release, American
Chemical Society
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France
Marie-Hélene Cussac, 25

This paper will present a brief reflection on the controversial aspects of alcohol advertising, mainly based on
personal experiences. Having experienced drinking culture in various social environments, regional as well as
class-related, | am very much in favour of first understanding the nature of the drinking culture in a given area,
and then deconstructing the alcohol advertisements to better counteract and finally dissociate youth and fun
from drinking and drunkenness.

| will first address a couple of elements that to me make alcohol advertising controversial and dangerous.
Then, | will attempt to provide a few counteracting actions which could realistically be undertaken. | however
wish to underline in this paper, as well as during the workshop if | attend, that one should never condemn a
people for its drinking culture. It is indeed most of the time linked to miserable historical contexts and passed
onto our generations. One could argue in that sense that the definition of alcoholism may vary from one
culture to another.

Most spread amongst generations, be they young or older, is the notion of drinking and reaching a drunken
state as a sine qua non condition for fun. This inevitably leads to an ever-increasing consumption of alcohol
and a search for ever-stronger effects. This is even more appalling when one considers that alcohol alone
may no longer be sufficient and that drug consumption is becoming a habit. Not only does alcohol advertising
reinforce that common belief, but it also renders alcohol consumption attractive. One could argue that alcohol
promotion is indeed adapted and meant to impact on young audiences. Guinness ads are masters in doing
so. No matter how artistic they may be, they make alcohol consumption cool and sexy. Some other stronger
drinks such as Smirnoff most of the time convey the idea that vodka gives you strength and resistance, calling
onto a sense of stronger self. This speaks directly to teenage populations, and this misleading is simply
unacceptable. Getting drunk certainly is not always fun, rarely sexy, and definitely does not show a sense a
self respect and strong-mindedness. Who should attempt to counterbalance this controversy? And how could
this be achieved?

Most ideally, one could think of launching a campaign conveying the message that alcohol consumption is un-
cool, linked to smoking, unhealthy behaviours, in short a sign of “looser” behaviour. Or one could simply move
the target of advertising towards older people. This would immediately refrain youngsters from doing like their
parents because they are, as a teenage rule, un-cool. This would inevitably create a huge opposition within
the alcohol industry, yet one has to face the clashing interests of business and health protection. This would
actually be interesting to raise that point during the workshop, looking closer at the DGs SANCO and TRADE
positions on that matter.

I would like however to here recall a few points, which are often overlooked. My personal experience of
alcohol consumption in the States showed that such age-limit as 21 years of age is totally counter-productive.
| saw youngsters drinking straight down drinks behind doors just for the sake of drinking and not appreciating
any taste, if they thought of it. Indeed the drinking culture that is socially transmitted to young generations
varies a lot from country to country, and when drinking wine at every meal | never consider myself “drinking”. |
could however be considered as such in other areas, where in my turn | would be shocked by other drinking
habits, such as female drinking in the UK and Ireland. One also should recall the climatic, historical and social
contexts that constructed those various drinking cultures, and not simply condemn them.

Finally, as my attention was caught in 2001 by a survey on wine v. beer drinking, it could be interesting to ask
why wine advertisements seem so rare. Do we indeed see many wine ads? In Le Monde, one could read
‘Studies show the good effect of wine in preventing the intestine cancer, or of ale beers on cardiac illnesses.
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On 14 August 2001, Erik Lykke Mortensen, researcher at the Danish centre on epidemic sciences declared
“We are the first in the world who could clearly demonstrate that wine drinkers are more intelligent and
function better in many regards than beer amateurs.” The starting point of the study by the University of
Copenhagen and the Kinsey Institute in the States was that moderate wine drinkers are healthier than
consumers of other alcoholic drinks.” Can some alcohols be good, in relatively small quantities? And if wine
seems to need less advertising, or is simply less advertised, does advertising focus only on “unhealthy”
alcohols?

Last but not least, one could draw the lessons from the BOB campaign launched originally in Belgium and
now spreading. It is now common to hear “who will be Bob tonight?” and this campaign appears to have been
quite successful. One could study the way it was constructed and from there create an image of pride in not
drinking.

In conclusion, it often looks as if all had to be done still, in terms of anti-alcoholic campaigning. One should

indeed think of health authorities to undertake the job, but one should as well not forget the educational role of
parents and families, and most importantly in teenage groups, of friends.
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Greece
Katerina Nikolaidou-Pietroni, 26

Some people say that promoting alcohol is like promoting cigarettes and that in the end of the day is like
promoting a variety of health problems including psychological ones. Some others say that promoting alcohol
is not that bad after all. The consumption of alcohol is associated with a variety of health, social and legal
problems but at the same time is connected with an industry that has a turn over of billions of Euros per year.
How can we protect the consumer whilst keeping the industry satisfied without imposing hard regulation upon
its communication strategies?

As a consumer | must say that advertisement has played a great role at the formulation of my needs since it
managed to pass the message that “I need” or “I must try” some of the products that were not written on my
shopping list. Fortunately for me, these products do not include cigarettes or alcohol, although | am generally
influenced by what it is on Vogue and basically what creates the Vogue is advertisement and promotion
campaigns.

So that brings us back to the promotion campaigns of alcohol products. The market has been extended but at
the same time the number of products available has been noticeably increased. The alcohol manufacturers
must be creative, attract new customers and keep the interest of the old customers alive. The TV adverts of
alcohol are colourful, lifefull and give you the impression most of the time that you are at Paradise. Happy
faces, happy moments! One can argue that this is how you feel while drinking alcohol. Cheerful! One other
can say that these feelings are not real, so being under the influence of alcohol is as if you are under the
influence of drugs.

The most important issue for me is the protection of the consumer which can be achieved at first with the
creation of the Corporate Social Responsibility culture on the behalf of the big companies. They should
promote their products without misleading people, their target group must be eligible by law to consum
alcohol and they should inform the consumers about the side effects of the excessive consumption of alcohol.
Although at first glance it seems that they would be happier if the consumers drink a lot, it is definitely at their
best interest if their clients are moderate drinkers because in this case they will not be likely to be held
responsible of any side effects or damages their product causes.

The alcohol commercial communication (TV, radio, print, internet etc) must be regulated if not by the national
or European law, by the companies themselves which should follow a code of ethics. If the companies desire
to go over the top, then there is the risk that they would find themselves facing a hard regulation concerning
their campaigns. The argument that bad publicity is good publicity, can be valid for some companies which
would prefer to create a big fuss over their campaign and at the end of the day over their own product that
would become known worldwide. Most of the companies though would prefer to be not only legitimate, even if
that means to comply with an ethical code, but known to the consumers as trust worthy, so assuming that
they are given the necessary guidelines by the Consumers Protection Association they should act
accordingly-otherwise stricter regulations must be applied.

In general, it is salient for every interest party to understand its role. The consumer must be sceptical, the
companies must comply with the guidelines given by the authorities or the responsible for the consumers
bodies and the government must inform the public about the danger that excessive alcohol consumption
carries.
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Hungary
Hunor Miklos Klein, 24

Let me say first of all that alcohol promotion is controversial, at least from my point of view. There will be three
main pillars, on which my argumentation will be based. These are: the marketing strategies used in a
Romanian beer factory (URSUS), those used in a Hungarian factory (DREHER), both SAB Miller affiliates,
and my personal experience on the “American way” of beer publicity, during the summer of 2001.

As | mentioned in my letter of intention | had a closer view when it came to designing ads for a more/less
specified segment of the consumers. During the period of 2001-2003 | saw that the Hungarian producer, |
guess mainly due to regulation (getting closer and closer to the E.U.), tried to make their MK strategy a little
bit more relaxed. They have started to produce and promote some ads, which was more distinctive. Like they
stopped using the “let’s get drunk” syndrome of low educated, Caucasian male, even for low quality beers.
After like 6-9 months the Romanian tried to play the role of the follower, and | have to say that even in the
case of re-using this framework they were mixing with some other effects, like beach, mountains or even
forest, and all the fun related to them. To sum up this line of ad, | can say that dropping this drunk,
uneducated image made it much less controversial, even if very poor quality beers are targeted towards these
social groups. For the moment only very low quality (locally produced, and sold only within Romania) spirits
(the famous palinka-palinca debate between H and RO) have this image of “hard men” using their products.

Another shift in advertising in these two countries was to turn from the direct use of animal to the usage of
their characteristics. Like in the case of URSUS, which is the Latin for bear, the changed from using a grown
up brown bear (typical for the Carpathian Mountains) to just saying that the beer has the power of bear in it.
Unfortunately a few years ago | saw some teenagers giving coke, beer and then vodka to a baby bear around
80 kg. It was held in a cage, and it was used as a local sightseeing show (you know there are some effects of
the Serb and Bulgarian bear dancing “tradition” in Southern Romania). So you can see the unwanted effects
of some ads.

The Hungarians are shifting as well, using not the image, but an animation of a bull, and saying that a high
alcohol beer has the power of a bull inside, which is within reasonable limits | guess.

When it comes to high or even very high quality beer the general tendency in both departments was that they
were using some distinctive elements, like luxury surroundings. | guess that the created illusion made it less
controversial.

Besides the US work experience | had the opportunity to see some Publicity Mega Marathon’s in Clu;j,
Romania (free tickets due to the involvement in the MK activity of a local brand). Actually these kinds of
events are very popular in Romania. My opinion is that some of the authorities that are listed on your web
page did some serious regulation in this matter, because putting together an American and E.U. based
commercial ad the differences are striking. Like over the Atlantic using a child (even a new borne one) is not a
taboo, luckily it is banned in E.U. or at least | hope it is. Another big difference between doing alcohol
commercials on the two parts of the Atlantic is sexuality. Within E.U. countries the suggestions are limited, to
the common sense, in strong contrast the Americans are using not only direct suggestions (idioms, any
geometrical or animated symbols) but also making fun people’s defects, which for me is a sign of bad taste.

| don’t want to get in any more details in this short argumentation, so | will put everything, which was stated
here in one sentence. | can conclude by saying that the regulation in the alcohol industry is needed, there are
some very concrete results, but there is room for some further regulation. | guess that integrating the activity
of the institutions listed on you link list should enhance their goal.
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Ireland
David Groarke, 22

It seems that controversy and alcohol go hand in hand in a lot of today’s social problems. In this sense
alcohol promotion is certainly a controversial issue, however, it must be noted that each advert, promotion or
area in which companies choose to platform their product is different. From this respect, it is not alcohol
promotion that is controversial but rather certain brands and specific campaigns that cause a stir.

Alcohol promotion that blatantly targets a young demographic even if they are of a legal age is wrong.
Unfortunately it seems that this underage and barley legal market is a lucrative area for firms and hence a
whole array of ‘trendy’ products and ‘cool’ advertising campaigns now target this vulnerable demographic. To
me this appears as the most controversial area of alcohol promotion.

Additionally, any alcohol promotion that includes a ‘socially irresponsible’ message, no matter who the target
is, is controversial. Of course, unique approaches can be employed by marketers; however there is a line
between clever promotion and clever marketing and blatant exploitation and targeting.

What these two arguments essentially point too is a responsibility that the marketer has when creating an
alcohol promotional campaign. However, this is not an ideal world and business may well indeed be business,
so the responsibility to control these controversies lies within the regulatory field. By not only tightly controlling
the content of alcohol advertising but also the channels used to promoted the campaigns a more balanced
approach can be achieved.

| also believe that obligations should be placed on vintners and those who are the last point of sale before that
product reaches the customer. They also market a firm’s product directly and promote certain drinking habits
by offering special offers, happy hours, two for one nights etc. Essentially this leads to binge drinking or ‘profit
in numbers’ for vintners. So the responsibility is two fold, both the drink manufactures and the bars and retail
outlets that stock the brands. However, in order to successfully control the promotion of alcohol | believe that
these two areas of the industry need to be regulated and controlled.

Firstly, the area of health warnings. These need to be more explicitly stated and tighter obligations placed on
firms. But also in turn | feel that firms have the right to promote the enjoyable benefits of alcohol and the
possible health benefits associated with drinking in moderation. As long as a socially acceptable message
can be formulated, the campaign may be as smart as it wants to be. Also issues such age of actors in TV
commercials, media channels used the power of suggestion need to be analyzed and more regulated.

However, in order to solve the controversy at the core, a more social approach needs to be taken. Why do
some countries drink more than others? Why is the drinking age up to 5 years lower in some E.U. countries
than in the U.S. but underage drinking is not a major issue. We are all subjected to the same advertisements
the same messages and same brands in the global economy, so why do such apparent differences exist. For
me the answer is that of a social one. In order to tackle this problem of advertising and alcohol and the
controversy treat surround it all, the issue needs to be tackled at the core. Governments and the E.U. need to
educate people about alcohol, the effects and results. They need to create respect among the European
population towards drink. Regulating advertising and alcohol promotion is just one area of this. Rather than
being reactive to firms the E.U. needs to be more reactive. More social awareness is called for and a more
rounded plan.

32

Engaging tomorrow’s decision-makers, today
Generation Europe sa | Chaussee Saint Pierre, 123 | Brussels 1040 | + 32 (0)2 648 1542 | www.generation-europe.eu.com



Ireland
James Alexander Lane, 25

Excessive alcohol consumption is a considerable problem for modern-day Ireland. The cost to the Irish
economy of drink-related absenteeism, healthcare costs and crime was estimated in 1999 at 1.7% of gross
domestic product or close to €1.3 billion per year. The point that something needs to be done to tackle this
issue is unquestionable - this is a crisis, but whether alcohol promotion is responsible or not is less clear-cut
and is therefore controversial.

Binge drinking has always been a problem even before the days of international brands and mass
communications. The alcohol industry argues that their advertising does not result in an increase in alcohol
consumption per customer but merely competes with other brands from consumer preference. This is a key
point for their side of the debate and one that is merited. But if advertising for alcoholic products does not
cause binge drinking then how can the industry be blamed? The problem lies in the target audience.

It is the direction of some alcohol promotion toward young people that is the real ammunition for the other
side of the debate. Alcohol is certainly a potent drug, in many ways it is more dangerous than drugs which are
illegal and it is widely speculated that if introduced today alcohol too would be illegal. However alcohol has
been around a long time and most people are very aware of its effects and know how to enjoy it safely.
Young people however lack this experience and are more likely to over consume the product. The effects of
over consumption among young people are compounded with other problems such as unsafe driving, lack of
knowledge of safe sexual contact, and more long-term issues such as decreased academic performance at a
critical stage in career development. Therefore alcohol promotion that is deliberately and specifically directed
at a younger audience can be seen as having a sinister element which does not exist in mature markets.

The controversy can possibly be resolved. The alcohol industry should be encouraged to reform promotion
where deemed damaging as their contribution to tackling alcohol abuse as a problem of many causes. It is in
everyone's interest that the problem of excessive alcohol consumption is curbed. Crucially alcohol is unlike
tobacco in that the shutdown of the industry is not seen as the endgame strategy, it is a safe product that
most people enjoy safely and which may even offer some health benefits (most notably red wine). If a more
responsible drinking landscape existed the alcohol industry would have other, possibly more lucrative sales
channels on offer. For instance the opening hours could be extended and the drinking age could even be
reduced in some places. Therefore drinks companies should take advantage of this opportunity in unison to
avoid targeting young people and to promote responsible drinking. They could then remain focused on their
self-declared primary marketing goal of getting drinkers to choose their product and not to consumer more.
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Latvia
Janina Teilane, 27

| think that alcohol advertising is controversial. My opinion is based on several reasons.

The first contradiction is as follows. If we speak about legislation regulation of the alcohol advertising in
Latvia, for example, it is illegal to advertise alcohol on TV, on posters, on the streets except for beer and vine,
therefore drinking of soft alcohol drinks like vine and especially beer is cultivated and facilitated. But this
situation also places beer producers in a much more profitable position than producers of stronger drinks,
which in a way is restriction of competition, in spite of the fact that such soft alcohol drinks still contain alcohol,
sometimes even in a big quantity.

The other contradiction is that interdiction to advertise alcohol on TV concerns only Latvian TV- channels and
cannot prohibit such advertising on forging channels, thus such prohibition is ineffective in a way.

The real situation is that in Latvia, for example, open channels broadcast commercials of hard alcohol, which
sometimes is very aggressive. Legislation regulates that alcohol advertisements may not address children
and under- age persons, but it is very difficult, usually impossible to divide TV auditory. It is not a secrete that
children and under- age persons spend a lot of time watching TV.

The society admits that the warning notice about the negative influence of alcohol on health in advertisements
is hardly noticed and that people do not pay any attention to it. The society also says that active and
aggressive alcohol advertisement in general does not make them drink more alcohol beverages, rather
influences their choice of trademarks.

In spite of the declaration of not advertising any positive effect of the alcohol on persons’ mood and health,
producers of commercials use animals to sow how brave and strong and nice they become in combination
with alcohol (after swimming in a glass of alcohol, just to be near or to smell alcohol). All these tricks leave an
influence on persons’ minds and especially at a subconscious level, because a person may identify himself
with the nice animal from the commercial.

At this moment in Latvia it is illegal to use in an alcohol advertisement associations of successful
communication or sexuality, associations with the way how to unburden communication or to be more
interesting and sexual, lovable for the others, but it is the question of interpretation and creative approach, the
question what we want to see or do not see. That is why hard restrictions often are ineffective. But | think that
it is possible to solve the problems with alcohol advertisement by harmonizing legislation and by developing
common suggestions for manufacturers, alcohol distribution companies and advertising companies. In order
to control observation of the legislation norms, it is necessary not only to entitle authorized institutions with
power, but also to promote the society’s interest in this problem, to facilitate non-governmental organizations
activities in this area. The society should publicly speak about responsible drinking and be more active to
prevent alcohol abuse. One of the ways how to resolve alcohol abuse problem is to increase anti- alcohol
advertisement, but it is a very contradictory method which requires caution not to transform anti-alcohol
advertisement into hidden alcohol advertisement.

34

Engaging tomorrow’s decision-makers, today
Generation Europe sa | Chaussee Saint Pierre, 123 | Brussels 1040 | + 32 (0)2 648 1542 | www.generation-europe.eu.com



Malta
Nicolette Distefano, 29

Alcohol promotion is often thought to be manipulative and excessive in the way images of success, fame and
achievement depict, what for many is a far cry from reality. These portrayals have consequently led many
people to believe that alcohol promotion is in fact influencing and encouraging young people to drink in
excess and abuse alcohol. Unless people of all ages are educated and presented with the correct information,
alcohol promotion will always be viewed as the cause of excessive drinking, and one of the roots contributing
to the negative repercussions affecting society.

Although undeniably promoting alcohol has its own fair share of controversy, | believe we should take a look
at the parties involved, their role and the reasons they are often labeled as culprits or victims, namely
companies promoting and producing alcohol and the young people. Companies have, in a nutshell, one aim
in mind - to produce and sell their beverages with the result of making money and registering profits. Young
people, frequently viewed as a vulnerable age group, susceptible and easily influenced by glossy, surreal
campaigns, primarily have one goal to reach when socializing — to enjoy themselves and have fun.
Undoubtedly there are values that should be considered in both instances — should companies produce and
sell alcohol at all costs? Must they portray unpleasant and controversial scenes to sell beverages? Should
young people drink to have fun? Do they really believe the images they see? Do they have to drink when
around friends?

| believe that not all is good or bad, black or white on either side, but rather the way forward is attempting to
reach a compromise and find the equilibrium.

Throughout the history of commercials, there have certainly been some campaigns that caused a stir and
raised an eyebrow or two amongst people, especially when sexual or immoral images are featured. Despite
this however, the majority of adverts are comical and designed in a creative manner that make us laugh. In a
report submitted by the United States Senate in the Congressional Record no evidence could be found ‘to
conclude that advertising influences non-drinkers to begin drinking or to increase consumption’ (Alcohol —
Problems & Solutions, undated). Companies advertise, because they want to retain a share of the market,
they want to influence people to buy their product, and not, contrary to common belief, ruin peoples’ lives.
This statement is of course subject to interpretation but according to a study by the Federal Trade
Commission, ‘there is no reliable basis to conclude that alcohol advertising significantly affects consumption,
let alone abuse’ (Alcohol — Problems & Solutions, undated). This fact is supported by the alcohol industry
which comments on the lack of conclusive evidence available, and presents advertising as a key instrument in
market competition. The Chief Executive of The Sense Group® Mr. Joe Farrugia stated ‘...we do not agree
and cannot accept that alcoholic beverages are abused of in any way, either through irresponsible
consumption, or by attempts to demonize a perfectly legal product which has been used for celebrations for
millennia’ (Di-ve.com, 2004). Of course although alcohol has been used for all these years, does not mean
that its use is correct. The health department should in fact consider imposing a health hazard warning on
bottles, just like cigarette packets. What research does in fact conclude is that the promotion, design and
actual packaging of drinks appeals to young people of all ages and according to the situation they are in.
(Alcohol Concern, 2004).

> A Group founded by companies that produce and sell alcoholic beverages in Malta with the aim of
promoting the principle of moderate consumption of alcohol. A number of campaigns have been successfully
launched since its inception in 1997.
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In an article appearing in the local media however, Dr. Mario Spiteri,6 cites that coupled with the fact that
alcoholic beverage marketers are targeting the younger age group through various campaigns, the lack of
adequate screening for minors at entrances, together with slashed prices and ‘happy-hour’ promotions are all
culprits in inducing binge drinking and alcohol consumption (Lindsay, 2004). Young people are perceived to
be gullible and easily influenced, however there are a myriad of other reasons why young people drink and
not simply because of commercials. These include, amongst others, to show their maturity, test their
boundaries and have fun, but of course, could also be the result of peer pressure. The latter in fact reminds
me of the Martini advert featuring George Clooney and the popular phrase “No Martini...No Party”. The actor
tries to gatecrash a party without bringing The Bottle and is not allowed in. Who knows how many times
young people succumb to peer pressure and conform to alcohol consumption for this reason — to be allowed
in, to be accepted and not feel outcast and alone.

In view of the above and taking into consideration that alcohol promotion will not cease but rather continue
despite the guidelines that should be adhered to, | believe that education should be at the forefront of this
debate. Educational measures should be presented to young people at an early age and should focus on the
importance of looking after one’s life and how young people can actively and tangibly protect it. If alcohol
continues to be presented as a dangerous, harmful product that should be avoided, then inevitably it will
become the object of desire, and knowing that for the younger generations, risk-taking provides a thrill, they
could actually be encouraged to drink either to test their levels of tolerance or as a dare. | feel that more
importance should be given to campaigns highlighting the effects of alcohol abuse and binge drinking and
their effects on relationships, families, studies, work, image, as well as the range of problems that are brought
on for example, aggressive behavior, accidents and issues concerning physical and mental health (BMA,
2003). However these campaigns should be designed in ways that are applicable to young people. For
example it is useless presenting young people with images of what would happen should they continue to
abuse alcohol. They cannot relate to that image since it is too distant. What would really work, would for
example, be an image of a drunk person vomiting over a friend with the result that the friend ends up smelling
of vomit!

Young people should also be aware of the meaning of drinking in moderation since we hear that alcohol if
consumed in moderation is not harmful’. Moderate drinking can vary considerably according to the size of
the glass, the person’s general health, the contents of the drink and of course the person himself/herself.
Ultimately, to drink moderately is to drink within the limits set by your health, the society in which you live and
your obligations towards your family and friends...” (Skovenborg, undated).

The question is where do we go from here? My answer remains education. Young people need to be well
informed. Undoubtedly there are many other issues® that | could comment about in detail, but due to length
restrictions | will have to give them a miss. However to conclude, alcohol is part of our culture and going out
for a drink is one of the most common phrases we hear when socializing, but because it is often linked with
misuse and abuse, young people need to be conscious of the risks — they need to know when to say stop,
when enough is enough. They need to be aware of how to make the right choices with regards to alcohol
consumption in order to enjoy a drink now and again without enduring the negative effects abuse may bring
about.

References:

® Director of the Health Promotion Department in Malta

” The World Health Organization (WHO) stipulates that the maximum weekly consumption of alcohol should
not be above 21 units for men and 14 for women...the levels quoted by WHO are the maximum levels
(Schembri Wismayer, 2002).

® Such as the figures reported in the ESPAD report that show that binge drinking amongst young people is on
the increase; the environment children are brought up in may lead them to drink; national research studies
that are being carried out to determine if there exist links between socializing, family life and upbringing and
the onset of alcohol related problems.
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Poland
Andrzej Widz, 29

There is no grater pleasure than to add a special value to a favourite cuisine by accompanying it with a glass
of wine. The same as there is no more enjoyable evening than this in an Irish-style wooden pub with a bunch
of old friends over a pint of beer. Is it wrong when someone tries to tell me that for the former occasion
Bordeaux 1996 is better than Australian Shiraz 1998, whereas for the latter Guinness suits better than
Budweiser? No, definitely not provided | do not want to break another “world record” and can stop at two or
three drinks; call a taxi to have a nice chat with a driver on my way home where a wife waits for me to ask
whether | had a nice evening.

If only all the evenings sprinkled with the alcohol end like this a controversy over alcohol promotion would not
pile up. As long as, however, there is at least one victim of irresponsible consumption, the voices of
adversaries of alcohol promotion will sound aloud. It’s difficult not to admit them some rights when there are
thousands of such victims even though the evidences show that a ban on promotion does not lead to a
consumption decrease. Nonetheless, whenever a promotion does not encourage excessive consumption but
focuses on brand benefits, the adversaries should ask themselves a question what is the difference between
promoting car makes for example and brands of alcohol. Does it mean that promoting cars should be banned
because of road accidents caused by irresponsible drivers?

It is definitely a misunderstanding to claim that drinking industry has an interested in promoting excessive
consumption. The argument: a life-long moderate consumer is worth much more than a heavy user for a
while. Not to mention spoiled image. In ideal situation of responsible consumption all parties are satisfied:
consumers do not damage their health (some experts say they are even healthier); the government fully
benefits from alcohol taxation without spending a cent on effects of alcohol abuse; the industry including all
supporting marketing and commercial forces enjoys excellent reputation yet making fortunes. Perhaps only
the adversaries are not content since they have nothing to complain about.

Is not it too idealistic? Is not it the case that some market players aim at quick benefits referring in their
communication to subconsciousness or just basing it on habits which are deeply rooted in specific culture.
Theoretically they might even not to violate Common Standards for Commercial Communications (CSCC) or
law regulations. Looking for example at the Polish market of late 90s when there was a ban on alcohol
advertising, many commercials focused on promoting non-alcoholic beverages of the same umbrella brand
name as alcoholic ones. There were a lot of alcohol-free beers on the posters and billboards even if they
accounted for less than 1% of total beer consumption. One could also see advertised mineral water which
was distributed under the name and in the bottles exactly the same as a brand of vodka. | have never seen so
dynamic campaign of the product which is hardly available on the market! Advertising agencies competed
inventing more and more innovative ways of alcohol promotion. Foundations named after famous brands of
alcohol grew like mushrooms after the rain and all were actively advertised. Is it really important to read in
each possible magazine that a brand of cognac supports young talents? That time there was even a TV spot:
“tddka Bols” (boat Bols) promoting unforgettable adventure on a transatlantic yacht. t6dka, in Polish sounds
almost exactly the same as wédka which means vodka. Basically nothing beside the name was promoted and
there was only a small inscription referring to a website for details. | checked it out of course and | have never
seen stranger and less economically sound venture. A couple of cruises with the promotional budget much
higher than potential revenues!

In the abovementioned examples no regulations were violated but were such actions ethical? Ultimately this
situation led to changes in law but it's obvious, especially in less developed economies that some companies
focus on short-term objectives to increase their sales rather than care about image of the industry. CSCC is a
very comprehensive document which along with TAG’s objectives covers all possible aspects of controversy
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over alcohol promotion. Nonetheless, it is more like a guideline which, unfortunately, is quite often treated too
passively. Is not promoting specific behavioural pattern the same as promoting the opposite?

To be more efficient and probably resolve more controversy the industry should go a step further and accept
a leading role in promoting healthy, commonly beneficial model of alcohol consumption. The responsibilities
should be shared and all interested parties including the government, NGO and the industry should
participate actively in changing cultural habits. What to do, however, with adversaries? Well, those of them
who understand that the problem does not lie in alcohol on its own but in its misuse would join the move. And
let’s hope that those, who do not understand it, would find themselves another hobby being deprived of the
arguments when the issue is resolved.

Along with legal and financial sanctions for breaking the standards and regulations the industry should be
obliged to active participation in the campaigns promoting responsible and moderate consumption.
Nonetheless, since both, the industry and the government benefit from this required pattern of consumption
the costs of campaigns should be shared by them. Just not referring to specific values is not enough as
ultimately those are cultural patterns that need to be changed so that no reference in marketing
communication to subconsciousness is longer possible. Instead of regulating and prohibiting specific
communication patterns, active promotion of responsible drinking is necessary. Simple rule could be applied,
the more the company sells and the more it advertises the more it participates financially in campaigns for
responsible drinking.

Hopefully in a long run alcohol (moderately consumed) will continue to be a part of our culture without
sparking any unnecessary controversy over its promotion.
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Portugal
Ana Elisa Seixas, 23

| believe there is and undoubted answer for the first question: Yes.

However, the second question is not so easily answered.
There are many reasons why we can consider alcohol promotion controversial, most of them leading to
different solutions and different ways to solving this controversy.

Nevertheless, if we try to list which are the reasons behind the controversy, normally two pop into our minds:
- “Companies only think about profit, so they have promotions that lead into massive consumption, no matter
what”.

- “Our education system is not good enough in order to present the risk of alcoholism and alcohol related
problems (aggressiveness, sexual harassment, etc) in a way that creates responsible drinkers”.

At the same time, these two questions, present us two angles to solve the controversy:

- We can try to solve the problem by acting upon the “supply” side, the companies:

This means we should analyze exactly the impact that every beverage consumption campaign has in different
clusters of people in the society and see if they are lead to excessive consumption because of that specific ad
or merchandising. In case there is a direct link, we should create “limits” to that campaign.

We can also achieve the same goal if we do it in the reverse way, for instance, by creating common
standards for promotion, that every beverage company would follow when designing their promotion, similar
to what has been done by the Amsterdam Group.

For instance, we can limit TV ads around drinking alcohol to “after 10 PM” schedule, in order to make sure
that there was fewer attendance of those ads by children. Another example is putting advice warnings, as we
can see already in some campaigns and especially in the Tobacco industry.

In a sense, these common standards contribute enormously to a wider awareness of the “responsible drinker
attitude”.

But, if we look more in depth to the promotion campaigns, we can see that they never “force” people to
excessive drinking. Most of them promote drinking as a social act, that will give you a sense of belonging, a
feeling of “being cool”, but it is not implied that you have to drink in excess to achieve it. So, to some extent,
we could say that ads directly lead people to have a drink but not to get drunk.

If we compare to other sectors, such as fast food, the result seems the same. They show us those lovely
hamburgers and make us imagine how delighted we would be by eating them but they don’t say eat 10-15 per
week. However, people do get fat and some people do eat 10-15 burgers per week.

So the question is: Would stopping the promotion of alcoholic beverages or imposing very strict standards
decrease the number of alcohol consumers, stopping all the controversy around its promotion? Probably yes.
But then again we could also apply the same rule to many other areas: fast food, credit card usage, etc. At
the same time we can also ask ourselves the following question? Has all the restrictions imposed upon the
tobacco industry decreased smokers number? | believe not.
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This means that, in my opinion there should be a balance among no publicity at all and 100% freedom of
promotion. At the same time, | believe these companies should sponsor “responsible drinking Programs” in
schools, companies, bars, etc. In a sense, it would be their way to show the society that they are interested in
selling drinks but not at all cost. It would be a way of them showing that they care about excessive
consumption and that that situation it is not their purpose.

- But, as | stated before, there is still another angle to be looked into: the “demand side”, consumers and
prospect consumers.

Solving the controversy from this side is, in my opinion, the more enduring solution but, at the same time, the
more complex to put in practice.

The fact is that promotion (in an overall perspective) might induct someone to an action: drinking, smoking,
etc.; but it never forces you directly to do something. In a way, the last “call” is always up to the individual.

Actually, “peer” pressure and social groups have much bigger influence in the way individual take their
decisions and act. More than that, we also have school and parents as big influences.

So, regarding drinking alcohol the fact is that society itself has a big role. If in our family, drinking is a regular
habit | will have more inclination to drinking alcohol too, the same if all my friends get drunk on Saturdays. So,
if the surrounding society acts as if “It's cool to drink alcoholic beverages” and | want to belong to that society,
| will probably drink too.

There are not easy or immediate solutions for these situations, but mostly of them evolve around Education.
A proper education would develop individuals that are not restricted to drink (most of the times, what is
restricted is what we desire the most) but are aware of drinking risks and educated around them. In this case,
alcohol promotion would foster alcohol consumption but would not foster an abusive consumption.

In conclusion, my opinion is that the best way to stop the controversy around alcohol promotion is to balance
between having limits in promotion, especially towards the ones easier influenced (such as children,
individuals with personal problems, etc) and, at the same time, bet in strong responsible drinking awareness
Programs and Education, at school, at home, everywhere. This way, each individual, by having access to the
knowledge/information would be held responsible for his/her actions, not promotion campaigns.
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United Kingdom
Benedict Schofield, 24

The past months have witnessed a particularly fraught debate on the question of alcohol promotion in the
United Kingdom. Home Secretary David Blunkett, supported by many in the British press, has stated that
British society is under attack from a wave of “anti-social behaviour”, and that excessive alcohol consumption
lies at the root of this threat. If Blunkett and the press are to be believed, British towns are now “no-go areas”
at night, a direct result of alcohol-induced behaviour and the horrors of binge drinking. Consequently, the
alcohol industry has come under unprecedented pressure to reform their advertising practices and develop
specific policies of corporate social responsibility to help rectify the problem of alcohol-induced anti-social
behaviour.

Yet within this debate — a debate that frequently hovers on the brink of hysteria — the link between alcohol
advertising and anti-social behaviour is often overplayed. Many critics of the alcohol industry maintain, for
example, that the supposed “explosion” of anti-social behaviour is due to the overly aggressive marketing of
alcoholic drinks, especially to the young. Yet this attitude reveals a fundamental misunderstanding of the
purpose of alcohol advertising. Certainly, the advertising of alcoholic drinks is designed to increase sales, yet
to suggest that the sole aim of alcohol adverts is to increase the “total market” for alcoholic beverages —i.e. to
get as many new people to drink as much as possible — is simply false.

In reality, the aim of an advert for beer or wine or spirits is not to increase the total sales of the generic
product “alcohol”. Rather, adverts are designed to increase the “market share” of one specific brand. Put
simply: an advert for Carlsberg isn’t encouraging the consumer to drink as much beer as possible, whatever
the brand of beer may be. Rather, it is encouraging the consumer to choose Carlsberg over and above any
other beers. This is a subtle, yet vital distinction to keep in mind. For alcohol advertising does not encourage
increasing numbers of people to take up drinking, as critics of the industry frequently claim. Indeed at this
moment in time, the total market for alcoholic drinks is decreasing, even as spending on advertising for
alcoholic products increases. Rather, advertising is designed to foster brand loyalty. It is hard for a company
to make the total market grow, but far easier for them to increase their own market share to the detriment to
their rivals.

The link frequently drawn between “traditional” alcohol adverts — namely TV advertising, radio and poster or
newspaper campaigns — and the so-called “culture of binge drinking” is also highly tenuous. Has there ever
been an advert for an alcoholic drink that has attempted to show intoxication, violence, iliness, arrest and anti-
social behaviour as a positive consequence of consuming a product? Surely, no company would ever wish to
associate such images with their brand. Indeed, quite on the contrary, alcohol adverts attempt to depict their
product as fun, light-hearted, even sexy. It must be remembered that alcohol advertisers are not merely
selling a beverage; they are selling an entire lifestyle. When a consumer buys a bottle of Malibu after seeing
an advert of a couple enjoying a cocktail on a deserted beach, the purchase is just as likely to be motivated
by their desire for the lifestyle depicted in the advert, as their desire to consume rum. It is thus somewhat
counterintuitive to suggest that alcohol adverts deliberately promote binge drinking and the associated
lifestyle of violence. Certainly, people can still be offended by alcohol adverts — yet when Bacardi chooses to
use sexual imagery to sell their product, the potential to offend stems most frequently not from the product
itself, but from the sexual content of the advert.

However, alcohol promotion is not as entirely innocent as the above analysis suggests. One area of alcohol
promotion that can be potentially associated with binge drinking is, for example, that of consumer and drinks
promotions — events held by companies, supermarkets and most frequently pubs. Drinks promotions
associated with “Happy Hours” or “buy one get one free” offers do encourage the consumer to drink as much
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as possible in short spaces of time — precisely the conditions that lead to the anti-social behaviour the
government wishes to tackle. It is this area — specifically the relationship between point of sale merchandising
and the industry’s desire to advertise their product through drinks promotions — that could possibly do with
further regulation.

Adverts for alcohol do not directly promote binge drinking, nor do they directly lead to anti-social behaviour —
although they can, in terms of content, still be offensive to many in the community. However, a greater social
problem is to be found in drinks promotions which do, indirectly, encourage the excessive consumption of
alcohol, and thus the various anti-social and health-related consequences of excessive drinking. Yet it is not
merely the alcohol industry that is responsible for these consequences. Parents, peer groups and society at
large must also learn to take their share of the responsibility. The misuse and abuse of alcohol must be
targeted and stopped, yet it is ridiculous to claim that advertisers actively encourage the abuse of their
product. Collective responsibility between the industry and the consumer is required to solve the situation,
rather than the easy option — so often taken — of blaming it all on the producers themselves.
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United Kingdom
Nastaran Tavakoli-Far, 19

In answering the question to whether the promotion of alcohol is controversial first | shall assess exactly what
is meant by this question and why the promotion of alcohol could be regarded as controversial.

Promotion can be defined as steps taken to increase the popularity or sales of a particular product usually by
the means of advertising. A controversial idea is one which causes much argument. Hence is there strong
feeling for or especially against steps taken to make alcohol more popular? Why should the promotion of
alcohol be controversial? The main answer would probably lie in the fact that the consumption of alcohol
imposes costs upon society by the way of anti-social behaviour, and in more extreme cases, the heavy
medical costs associated with treating alcohol related injuries and ilinesses as well as the private (meaning
individual) costs of health problems which alcohol can produce as a de-merit good (a good whose over
consumption is unfavourable to the consumer). This is a crucial point. The social and private costs imposed
on alcohol are related to it's over consumption. The anti-social and violent behaviour related to alcohol does
not stem from moderate and responsible consumption. Not only does moderate alcohol consumption not
wreck people's health but can actually be beneficial to health. Why, in this case, should the promotion of
alcohol be seen in negative light if it is the quantity consumed which is the problem?

It can be argued that increasing the popularity of alcohol is basically increasing it's consumption per person.
If we are referring to alcohol as a whole then this is probably true. In a society where alcohol consumption is
generally accepted and where there are few legal or religious restriction against the consumption of alcohol,
the promotion of alcohol will probably not be towards converting people to alcohol consumption but towards
making people consume more or various brands of alcoholic drink. However, with regards to individual
companies dealing with alcoholic produce the issue becomes more complicated. Alcohol is a product sold on
the open market. Every company will wish to promote its product and increase sales and profit. Why should
the producers of alcohol not be allowed to promote their product to the general public if the means used are
inoffensive and do not encourage underage drinking especially as responsible consumption is not harmful?
The advertising of alcohol can be responsible. Two notable examples are the billboard advertisements used
for Jack Daniel's whiskey which state "Your friends at Jack Daniel's remind you to drink responsibly" and
those for Southern Comfort Liqueur which state "Enjoy your moment responsibly”. (The advertisements for
the former use the themes of community and hard work, admirable themes surely?) | do not personally see
any problems with such respectable and responsible advertisements. Cigarette advertisement is regarded as
controversial but any consumption of tobacco related products imposes only costs and no benefits upon
society and the individual and is a different case to alcohol. (This is debatable and a separate issue in itself
which | shall leave.) In the UK approximately £5 billion was spent by the National Health Service last year on
the treatment of alcohol related injuries and illnesses. Accidents caused by drink driving are a huge danger in
the UK especially around Christmas and the New Year. Again, these problems stem from the over
consumption of alcohol though it can be understood why, with such heavy costs and dangers which society
faces as result of alcohol consumption, even responsible advertising can be a controversial issue.

Promotion is not just associated with the direct use of advertising however. Any product, idea or lifestyle can
be promoted via the media and society in general. | believe that this is a greater issue. As a young person |
see that there is much social pressure to over consume alcohol. In the UK there is a binge drinking culture
among young people especially young women. Being a young woman who has witnessed this behaviour
increase | feel that the social climate is really the issue at hand. Few of my peers over consume via billboard,
television or radio advertisements of the various alcohol companies. It is general youth culture which results
is such over consumption among youth where it is reported such consumption is the greatest. In many
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television programmes, publications and films aimed at young people the themes of drunkenness (and to a
certain extent those of drug use and promiscuity) are abound to the point where it is essential to partake in
drunkenness and it's associated behaviour if one is to be a "true young person enjoying their youth".
Unfortunately this view is taken by most young people. Is this due to the media or is the media simply
reporting on the young? | would say it is both in that such behaviour is reported by various parts of the media
and in turn encourages more of such behaviour. | feel that tighter controls on exactly what type of messages
can be directed towards such people is essential. | would not call this an infringement upon freedom of
speech as these messages and themes are damaging towards society and individuals. There is the need for
more interest in positive role models and figures in society as opposed to the current media obsession of
reporting on the decadent behaviour of a few. There need to be much more education on the problems of
excess alcohol consumption. Unfortunately, these are all solutions which will take time to pay off but | think
this is necessary we want our future generations to have a more responsible attitude towards alcohol.

In conclusion | would say alcohol promotion is controversial. However, it is not so much direct advertising of
alcohol which is the problem but the general social climate which encourages excess alcohol consumption in
young people. Tighter controls upon the messages portrayed by various parts of the media regarding youth
and alcohol are needed as well as the encouragement of a more responsible attitude towards alcohol.
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United Kingdom
Sharmin Islam, 20

Cool, attractive and fun- that’s what we see in alcohol promotion and that’s what we want to be. That is why
alcohol promotion is controversial and perhaps consequentially why in Europe, alcohol causes 9.2% of all ill
health and premature death.9 Alcoholic drinks are among the most heavily advertised products in the UK and
in 2000 a staggering £227.3 million was spent on alcohol advertising.10 Treating illnesses and injuries caused
by alcohol misuse is costing the NHS up to £1.7bn a year, however total costs, including the costs of
absenteeism, alcohol related crime, and human suffering, may be as high as £20bn—almost three times the
estimated £7bn in excise duty on alcohol that the government receives each year.11 Is the alcohol industry
gaining at the cost of the nation’s health? As with any other type of promotion, alcohol promotion targets its
group extremely well and as a result is one-sided, “avoiding any reference to the negative aspects of alcohol
consumption”.12 The consumer can be fooled into believing that alcohol has no adverse effects at all and so
alcohol promotion glamorously and successfully promotes a product that can be dangerous if consumed
excessively. However, as alcoholic drink is legal, the alcohol and advertising industries would argue that it
should be legally possible for it to be advertised, and that bans on alcohol advertising would have
unfavourable effects on the alcohol market and on the media. Conversely, alcohol groups, like Alcohol Focus
Scotland would like to see a curb on alcohol promotion. It is very hard to resolve this controversy because
there are so many people to consider in this complicated equation. However, | strongly believe that as a
society we need to change our opinions about alcohol and the British government, schools and the alcohol
and advertising industries can aid that change. | believe all these groups are not doing enough to illustrate the
full effects of alcohol on the body and mind.

From the age when we have the capacity to think, we are shown by the media or by those around us that
drinking is acceptable, the norm and that we can have a good time, feel happy and appear more attractive if
we drink. This is despite regulations that say, “Advertisements should not feature real or fictitious characters
that are likely to appeal to people under eighteen in a way that would encourage them to drink.”13 One just
has to look at a single alcohol advertisement to see that the characters are designed to make them appeal to
us all, let alone those under eighteen. We also learn that alcohol can accompany any type of occasion from
wedding to funeral and that hangovers from excessive drinking can be humorous. We are then told, in the
small print, that we should drink in moderation. But is this enough? We see day in, day out the pleasures of
alcohol so surely we should be told more of the effects of alcohol? If we did, perhaps the controversy of the
promotion of alcohol would be questioned less.

There is evidence that underage drinking and the likelihood of alcohol problems in later life are closely related
to positive expectations of the benefits of alcohol, precisely the expectancies advertising is designed to
encourage. An American study found that heavy advertising by the alcohol industry in the US has such
considerable influence on adolescents that its removal would lower underage drinking in general and binge
drinking in particular. The analysis suggested that the complete elimination of alcohol advertising could
reduce monthly drinking by adolescents from about 25% to about 21%, and binge drinking from 12% to

° www.eurocare.org

% 1AS Fact Sheet — Alcohol and Advertising, 1

" www.alcoholconcern.org.uk/serviets/doc/599

'21AS Fact Sheet — Alcohol and Advertising, 2

'3 British Code of Advertising Practice (BCAP) paragraphs 46.1-46.13 on Alcoholic Drinks.
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around 7%.14 This study is palpable evidence that alcohol promotion is extremely powerful and has a direct
effect on the amount of alcohol drunk by adolescents, those most vulnerable to alcohol advertising. Due to the
fact that alcohol promotion is so powerful and so dangerous, the topic of alcohol promotion can raise
passionate opinions from people just as the topic of tobacco promotion does. Most people know the dangers
of smoking tobacco and those who continue to smoke are reminded of those dangers on the packaging of the
smoking product. However, alcohol products do not carry warnings on the same level and so “most drinkers
underestimate the harm done by alcohol, its addictiveness and the harm that it causes to others.”15 Shouldn’t
something be done about this?

The Department of Health is concerned with the state of health of the population as a whole, which it aims to
protect and improve and there are a number of means by which they can use to do this. These include taking
precautions to protect people from risks and dangers, education and information campaigns. There is also
health promotion, which involves empowering people and communities to make healthy choices to improve
their health. However, “the Community’s situation is not the same as that of Member States. It does not itself
manage health services or medical care, which under the Treaty is the clear responsibility of the Member
States.”16 It therefore seems that the greatest responsibility lies with the government. The British government
confronted the problems of alcohol with its “Alcohol Harm Reduction Strategy” in March 2004, with its aims of
“achieving a long term change in attitudes to irresponsible drinking and behaviour.” It included “providing
better information for consumers, both on products and at the point of sale; and providing alcohol education in
schools that can change attitudes and behaviour. 17 However, a recent study of the impact of alcohol
advertising on teenagers in Ireland found that “the teenagers interpreted alcohol advertisements as
suggesting, contrary to the code governing alcohol advertising, that alcohol is a gateway to social and sexual
success and as having mood altering and therapeutic properties.”18 Are these strategies therefore, doing
their job? | believe that they are not. They are a start, but much more needs to be done and that responsibility
lies with all of us.

In conclusion the problem is a complex one but as alcohol promotion is something that will continue
indefinitely, | feel the key is to control its promotion and to inform the public at all levels (school, point of sale
etc) of all the dangers of alcohol and so those drinking alcohol would do so informed. | recognise the fact that
drinking alcohol is an accepted and normal behaviour for the majority of adults and so prohibiting it would be
difficult. | would therefore like to see an increase in the awareness of the effects of alcohol and like Alcohol
Focus Scotland would like to see the prevention of “alcohol related harm...” and “a reduction in individual
consumption to sensible levels.”19 To achieve this, we all need to thoroughly reconsider our opinions and
beliefs about alcohol with the greatest assistance coming from those whom we are supposedly protected by,
our governments.

" |AS Fact Sheet — Alcohol and Advertising, 3, taken from Saffer H & Dave D: Alcohol Advertising and
Alcohol Consumption by Adolescents. NBER Working Paper No. 9482

'® www.eurocare.org

'® Communication from the commission to the Council, The European Parliament, The Economic and Social
Committee and The Committee of the Regions on the health strategy of the European Community, 5

' www.strategy.gov.uk, 8

'®|AS Fact Sheet — Alcohol and Advertising, 3, taken from Dring C. and Hope A., The Impact of Alcohol
Advertising on Teenagers in Ireland. Health Promotion Unit, Department of Health & Children. November
2001

"9 www.patient.co.uk/showdoc/26739685/
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Appendix lll: Powerpoint Presentation,
Dominic Lyall, Director-General, European
Association of Communication Agencies
(EACA)

[Please see attached Powerpoint presentation.]
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