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ISBA Alcohol working group

Response to

BCAP consultation on

Health and Dietary Claims in TV and Radio Alcohol Advertising

1.
The ISBA Alcohol Working Group has observations on the following points: 

· Advertising in the context of weight control;

The Group agreed with the proposal to prohibit claims associated with health and fitness, but would positively allow factual and comparative statements 
associated with weight control.

· No extension to Radio:

To question the rationale of the proposal to apply this Code change to the Radio as well as the TV Codes, when no similar proposal was made for the rest of the Code.

· Cal and carb:

To question the factual basis of the statements concerning calories and carbohydrates under para 37 

2.
Confusion over nutrition and weight loss

2.1
The Working group concurred with BCAP and AAC in their recommended rule change to prohibit Health and fitness claims.  However it was not accepted that health and fitness claims should be confused with the issue of weight control.  

2.2 Whilst it is possible to take a principle total abstention stance in weight control, ISBA does not support the drafting of the advertising rules to support the ‘no drinking’ lobby.  

2.3 Advertising should support people drinking and enjoying drinking responsibly; the offering of lower calorie, ‘diet’, ‘lite’ and ‘light’ products, is of benefit to the consumer in controlling their calorie intake.  Consumers are well aware of the terms ‘diet’ and ‘light’ both of which are in daily use over the whole range of food and drink offers; we therefore strongly support rule changes to make it clear that factual statements and factual comparative statements concerning weight control (management, loss and gain) may be made for alcoholic beverages.

3.
Radio 

3.1
The proposal to uniquely use the same wording for this one rule in both radio and television advertising codes is reflected in the consultation title and appears in the conclusions.  However no justification is given for the recommendation.

3.2
The group had no objection in principle to the convergence of code wording where this is in the wider interest.  However the practical implications for two very separate media are different and we are therefore inclined to argue against the unsubstantiated recommendation, especially as this is the sole area of the code for which the suggestion is made.

4.
Unproven statements on calories and carbohydrates

4.1 The BCAP paper relies, in para 37, on setting out six points on calories and two on carbohydrates, which do not stand up to the high standards of scientific objectivity upon which it is reasonable to assume that policy makers will base their recommendations.  

4.2 This paragraph confuses the concept of controlled diets and the role of calorie and carbohydrate input with the entirely separate issue of nutrients.

4.3 Alcohol is calorific, but so too are other ingredients in beverages, including carbohydrates and fats.  

4.4 The concept of ‘empty’ calories is a controversial point, not a scientific point; 

4.5 it is unhelpful to belittle calorie reduction as part of a balanced diet, for example the use of ‘diet’ versions of RTDs could led to avoiding 1000 cals over a week of drinking within RDAs; 

4.6 the expression of the opinion that alcohol ‘may well’ reduce will power is out of place in a reasoned argument.  

4.7 The place of carbohydrates in weight management is controversial, neither ISBA nor BCAP are equipped to make the claim in the proposal.

5.
ISBA recommended changes 

On the basis of our discussion we would amend the BCAP consultation conclusions.  
44. On the basis of the information and advice received, BCAP proposes:

• to amend the rules to prevent alcohol advertisements making explicit or implicit health or fitness claims 
 
• to ensure (by incorporating wording from the radio Code) that there is no doubt that TV advertising may continue to promote alcoholic drinks as refreshment
• to limit  product claims  to factual statements. 
45. The proposed rule for TV follows.    
1) Advertisements must neither suggest that alcohol has therapeutic qualities nor offer it as a stimulant, sedative, mood-changer or source of nourishment, or to boost confidence.  Although they may refer to refreshment, advertisements must not imply that alcohol can improve any type of performance.  Advertisements must not suggest that alcohol might be indispensable or link it to illicit drugs.

2)  Advertisements may contain factual statements and factual comparative statements in the context of weight control. Alcohol advertising must not make  health or fitness claims.  

Proposed Guidance Notes to help broadcasters and advertisers interpret and apply the rules are:

 Notes to part 1:
• Advertisements must not suggest that alcohol can improve physical or mental performance or that it is necessary to maintain a normal lifestyle. 
• Please refer also to rules 11.8.1(a)(1) and 11.8.1(d).

Notes to part 2:
• Numerical statements of calorie or carbohydrate content should not be qualified, for example by words such as “only”.  A statement of carbohydrate content should be no less prominent than the statement of calorie content.
• Factual comparisons of calorie content, or of carbohydrate content, may be made either “internally”, between an advertiser’s own products (for example, where calorie content has been reduced) or between the advertiser’s product and its competitors’.  If an internal comparison relates to a reduction of calories, or carbohydrates, words such as “reduced” are an acceptable form of consumer information.  •  
• If a brand name implies a health or fitness claim, the advertisement should make clear that the product is not suitable for exercise, health, or fitness as appropriate.  
· Words such as “light”, “lite”, ‘diet’, etc can be used provided that they  do not imply nutritional  qualities,.  The use of such words as part of a brand name is therefore acceptable unless some other element, such as a logo, implies an unacceptable claim.  In that case, the advertisement should make clear that the product is not suitable for exercise, health, or fitness, purposes.
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�Andrew Brown called to say that the original wording (”factual claims and comparative claims” was an error





