Beverage Brands’ response to the

BCAP Guidance notes on  Alcohol

Executive Summary.

We welcome any clarification to the latest Alcohol Advertising Rules and agree that everyone needs to understand what is & what is not acceptable. 

As full members of The Portman Group we are very aware of acting within set guidelines & all branded activity being socially responsible.

In general our concern is still that of subjectivity & the degree of ‘interpretation’ that still exists around some of the rules.  

We have been through a similar scenario in the Republic of Ireland and have worked with the authorities to help understand their guidelines and come up with an appropriate creative solution.  

We would welcome the opportunity to work with you.

Karen Salters

Marketing Director

Rule 11.8.1(b)

The interpretation of ‘Acts not normally associated with sobriety’ is open for question.   

Practical jokes for example are commonplace when sober, not only if people are drinking.

Can you, for instance, bury your Dad in the sand on the beach but not your mate? Would rudeness or practical jokes in the TV programme ‘The Office’ be deemed to be associated with sobriety?

There is a difference between harmful and harmless.  We accept that there should be nothing harmful or dangerous portrayed.

How would this affect us?

Our highly successful campaign is based upon ‘harmless humour’ that is commonplace when people are sober.

Rule 11.8.1(c)

We feel ‘Sexual contact’ and ‘erotic atmosphere’ needs clearer definition.

It should not be acceptable to link 'warm, sensuous images or dialogue’ with alcohol at all, even where there is no sexual motive.  This will be associated with the brand and therefore link the brand with sex.

Similarly It should not be acceptable to link 'warm, sensuous images or dialogue’ with alcohol at all, even where there is no sexual motive.  This will be associated with the brand and therefore link the brand with sex.

We feel the these last points could be at odds with what the rule is trying to achieve.

How would this affect us?

It would not, as our style of communication has never gone down the overtly sexual creative route.

Rule 11.8.1(f)

An observation…surely the consumer will take the key messages from an advert….’strength & taste’?  Even if there is an effort not to link the two they will be the key messages to take away?

How would this affect us?

It would not affect us under our current advertising treatments, as we do not link the two variables mentioned above.

Rule 11.8.1(h)

Should it not be acceptable to show someone drinking after they have finished their driving duties but this would have to be made quite obvious to the viewers?

How would this affect us?

Not currently.

Rule 11.8.2(a)

Ref personalities

We can accept that some personalities will have strong appeal to the young (& older generations)…but not all personalities will carry the same weight of influence/ appeal. 

Is it their presence on the screen; voice; or inference etc…?       
How would this affect us?

Currently we use a personality voice-over at the very end of our ad.  We do not believe the personality appeals overtly to young people and his style of shows would certainly not have teenagers as their primary audience.

Ref ‘juvenile behaviour, immature practical jokes and any behaviour that seeks to set those under 18 apart from those of an older age group’’

This seems extremely difficult to police and open to interpretation? What makes one practical joke particularly relevant to under 18s over others?  Practical jokes and immaturity are commonplace amongst adults as well as under 18s.  

We therefore don’t see that this behaviour sets under 18s apart.

How would this affect us?

Already highlighted under section11.8.1 (b)
Ref Teenage Fashion

Examples would be useful to clarify ‘teenage fashion’.   In many cases the adult fashions are created first & then emulated for children’s/ teenager’s designs.

Ref music or dance appealing to under18s

It is very difficult to define music that has strong appeal to under 18s.  Many under 18s like classical music as much as hip hop.  This therefore seems too vague currently and examples need citing.
UEFA based the theme for the  'Champions League’ on music by Handel (Zadok the Priest) and performed by the Royal Philharmonic Orchestra…this music is now extremely well known amongst all football fans (including teenagers)- does this mean it has appeal to under18s?

Rule 11.8.2(a)

We feel the definition of ‘an immature, adolescent or childish manner’ needs clarification.

How would this affect us?

This is open to interpretation so it would be extremely helpful if examples were cited.
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