Alcohol Focus Scotland – Comments on Guidance Notes for TV Alcohol Advertising Rules 

Alcohol Focus Scotland welcomes the tightening up of the TV advertising rules for alcoholic drinks. In our consultation response, we set out some concerns we had over the wording of certain rules but are pleased to see that overall the guidance notes explain these more fully. We would suggest that some actual examples of past advertising campaigns would be helpful in demonstrating what is and is not acceptable and would further back up the guidance notes. 

Alcohol Focus Scotland welcomes the fact that advertisers will have to steer clear of ‘youth culture’ and that adverts using themes, personalities, music or language which are likely to appeal to under 18’s will be unacceptable. 

We have expressed some concern about the number of adverts which link alcohol with sexual activity. We would reiterate what we said in our original response – that it is nonsensical to feature sexual success or interaction in advertising and justify it on the grounds the brand wasn’t in fact drunk. This is in our view a semantic differentiation since the point of advertising is to create an association between the product and the activity contained in the advert. Clearly the implication is the association between the brand and sexual success. The guidance notes do not make it clear whether the rule only applies if the brand of alcohol is actually being drunk in the advert.

We have some concern about rule 11.8.2(c) which states that adverts should not appear to encourage irresponsible consumption. We would like further clarification on whether this will apply to supermarkets who regularly advertise multiple purchases e.g. a case of lager for £10 advertised as a special deal. How will this be made clear that it should not be for individual consumption?
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