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International policy

World Health Organization

In its 2004Global Status Report: Alcohol polidhe World Health Organization presented survey
information on regulation and self-regulation afaiol advertising and sponsorship in its member
countries. While legislative restrictions are coomnfew countries prohibit all forms of alcohol
advertising: Some 23% to 31% of the 117 responding count@es implemented partial restrictions,
either by medium — most usually restricting alcoddvertising on television and radio — and/or by
beverage type — most usually restricting advegisindistilled spirits. The mix ranges from 44%
restricting beer ads on national radio to 60% ietig spirits ads on national television. ArouttPo
rely on industry voluntary codes alone, which foonsad content. A significant number of countries
have no restrictions or rules on alcohol adversin

An earlier survey of WHO European Region countsieswed the use of voluntary codes is mainly a
western European phenomenon. Out of 37 counfféeprohibited or legally restrict spirits advenigi
on television, 28 restricted wine advertising aBdéstricted beer advertising on television, witbrdic
countries having mainly complete bans on alcohweésibing in all medig.

In 2002, WHO hosted a meeting in Valencia on theketang and promotion of alcohol to young people.
This brought together 50 people from 22 countrigh #chnical expertise in marketing, public health
and community, national and international levepmses. Participants reviewed examples of alcohol
marketing to young people, presented by young geapdl other delegates from Asia, Africa, Europe,
Oceania and the Americas. These examples demtmustheat young people across the globe live in
environments characterized by aggressive and ubiggiefforts encouraging them to initiate drinking
and to drink heavily. The Declaration from the favance recommended ‘that the WHO assist countries
in taking all legislative or regulatory steps nesaey to ensure that young people are not exposed to
promotional messages about alcolol'.

In December 2004, a report from the WHO secrettoitite Executive Board on ‘Public health problems
caused by alcohol’ linked consumption rates andeors about excessive per occasion drinking to
aggressive marketing and promotion aimed at yowaple, as well as to increased alcohol availability
and social change factdtsn May 2005 the World Health Assembly requestéiV4O member states

to develop, implement and evaluate effective sgiateand programmes for reducing the negative healt
and social consequences of harmful use of alcbhol.

WHO Europe

European countries, as members of the WHO EuroRegion and as European Union members, have
collectively adopted regional alcohol policy docuntsethat include statements on alcohol advertising.
1995 theWHO European Charter on Alcohol stated that:

! These are countries with predominantly Muslimylafions (Algeria, Egypt, Eritrea, Jordan and tslarhic Republic of Iran),
Equatorial Guinea, some parts of India and Nigenia Iceland and Norway, where all types of alca@uertising are
banned.

Osterberg, E. and T. Karlssa@¥cohol policies in EU member states and Norway: Bection of country reports2003,
European Commission: Brussels.

World Health Organization, Declaration of the fiisical Consultation to the World Health Organizationthe Marketing
and Promation of Alcohol to Young People, Valeritift May 2002.

4 WHO Secretariat, Problems caused by alcohol. Répaéne Executive Board, 115th Session DB115/37 ebder 2004

> World Health Assembly, Public health problemssealiby harmful use of alcohol. EB115.R5. May 2005.
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All children and adolescents have the right to gupain an environment protected from the negative
consequences of alcohol consumption and, to thenegbssible, from the promotion of alcoholic bexgs.

In 1998 the Health for All targets adopted by thedpean Region Committee included significantly
reducing the adverse effects of alcohol and othegsdin all members states by 2015. In 2001
European Health Ministers at a WHO conference atl8tolm issued ®eclaration on Young People
and Alcohol that confirmed the European Charter on Alcohol statkd that, ‘as appropriate in their
differing cultures and social, legal and econommigcimnments’, member countries should set targets
to:

Minimize the pressures on young people to dringeeglly in relation to alcohol promotions, free
distributions, advertising, sponsorship and avditghwith particular emphasis on special evehts.

In 1999 the WHO Regional Committee for Europe alyeendorsed a detailéettion Plan 2000-2005
on measures to protect children and young peopie &xposure to alcohol promotibrRecommended
actions include:

» Restrict advertising to product information anditiits appearance to adult print media, where aemor
comprehensive ban is not in force;

» Develop an advertising code, in areas where adusgtis permitted, that avoids glorifying the efteof
alcohol and using young people in alcohol adveriesets;

» Develop a code of practice with the aim of prewsgmthe promotion and advertising of alcohol prodwehich
may appeal in particular to children and young peop

» Prohibit the drinks industry from sponsoring allyg people’s leisure-time activities;

» Place restrictions on sponsorship of sports bydtivks industry;

» Provide for strict regulations of events desigre@romote alcohol consumption such as alcohoMealstiand
beer-drinking competitions.

The WHO European Regional Office is currently cdirsg on adraft Framework for Alcohol Policy

to facilitate such actions. This states that édember State has the right and obligation to pread
high level of protection to its citizens and ackhedges the need for ‘strong political will'. Priptes for
developing national alcohol strategies includernmagpiolicies and action on the best scientific evade
about effectiveness and cost effectiveness, b&ngitive to cultural diversity, and applying the
precautionary principle. As in the Stockholm Deatmn, the draft Framework states that ‘publicltiea
approaches to alcohol problems need to be forniitatgublic health interests, without any formal or
informal veto from other actors’.

WHO Western Pacific Region

The Western Pacific Regional Office in Manila isremtly consulting non-government public health
organisations and the alcohol industry in the A%aaific region on a Draft Regional Strategy to Redu
Alcohol-related Harm. One measure proposed fodthé strategy is to ‘Regulate and respond to the
marketing of alcoholic beverages, including adeang and sponsoring of cultural and sports evémts,
particular those aimed at young people’

Europe Union

Europe has the world’s largest alcohol consumptidrvariety of national restrictions and controisla
mixtures of legislation and self regulation addrasshol advertising. The European Union is siill
economic union — a single market — and its abititgddress alcohol issues from a public healttooias
policy point of view has been restricted. Howewacreasing attention is being given to ensuringith
level of human health protection’.

A 1989 EU directive on broadcasting to ensiiiedevision Without Frontiers’ (TWF) (89/552/EEC 3
October 1989). Free communications across bofdgers downside in that some member states’
restrictions of alcohol advertising and sponsoré$tape been infringed by sports coverage from

Stockholm Declaration on Alcohol & Young Peogtebruary 2001, www.euro.who.int/alcoholdrugs; Miniof Health &
Social Affairs, Sweden, Report from the WHO MinigéConference on Young People and Alcohol (2000/PR8Y).
August 2001.

New Zealand’s 2001Alcohol Strategy includes ailsinobjective.
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neighbouring countries, often deliberat®lyHowever, Article 15 of the Directive provideseslabout the
content of alcohol advertisements to be applietiémber countries and in media where these are
permitted. Rules on advertisement content seegiglation and/or voluntary codes in European
countries have reflect this TWF artigl@articularly in the 2001-2002 years. The WB®bal Status
Report: Alcohol Palicynotes, however, that there has been little enfoece of Article 15 and ‘European
Union common market rules have, in fact, been ts@geaken national advertising restrictions’.

The Directive on Television Without Frontiers igmantly being reviewed by the European Commission.
Eurocare, an advocacy umbrella organisation orhaldssues, points out that a common European
approach is far from being achieved and that whetiele 15 rules are not applied through a statutor
framework, they are interpreted leniently. Few ptammts do not mean the system is working, they say
It is particularly difficult for complainants to pve that ads imply alcohol brings social or sexuricess.
Moreover, Article 15 addresses qualitative butquantitative aspects — ‘the cumulative weight and
thrust of alcohol advertising’ that is most impertin influencing young peopf8.

In 2001 the European Council adopted a recommaerdati the drinking of alcohol by children and
adolescents and invited the European Commisside\elop a comprehensive Community Alcohol
Strategy to reduce alcohol related harm to comphémational policies and WHO activities. It was to
cover a range of elements, including alcohol adsieg, marketing and sponsorifg.

In May 2005, the European Commission releasedcaskson document onproposed Alcohol
Strategy.*? This addresses underage drinking and alcoholrtisivgy, with the aim of reduce the
exposure of young people. It covers drink drivimggderage drinking, commercial communications,
consumer information, availability and price ofatol, protection of third parties (especially famsl and
children), early intervention, and research. Omme@rcial communications, the aim by 2015 is to cedu
exposure of young people, in particular to childaed adolescents; to alcohol and to ensure that no
commercial communication encourages excessiveranfbhuse of alcohol. Proposed actions are to:

* Analyze the experiences of regulatory and selflegty mechanisms in the Member States.

« Examine how the application of Article 15 of thel@wsion without Frontiers’ Directive could be more
effective, for example in relation to volume, tirgjrcontext and placement of advertisements andtbow
increase the awareness of benefits to consumers.

« Participate in a process of co-regulation, whesddftregulatory approaches adopted by the bevexriagol
industry are monitored by an independent body.

* Use research findings as the basis of measuresltme commercial communication to young people.

The Commission will support member states and bktzlkers by:

* Reviewing and strengthening the implementation iicke 15 of the TV Without Frontiers Directive;
« Closely monitoring trends in alcohol commer@iammunication and their effects on alcohol-reldtatn,
especially on young people, and considering if ntargeted actions are needed.

This last phrase has been interpreted in some t&lagrindustry commentary as a threat of regutatio
The discussion document states that the Articleuligs of the Television without Frontiers Directive
should be consistently implemented in all membatiest(to permitted alcohol advertising). It expess
some dissatisfaction with a current voluntary applo

8 Rekva, D.Holdninger til Salgs: Slik utnytter alkoholindusni idretten 1998, Alkokutt: Oslo. (Unpublished draft in
English: Rekve, D FOUL! Sports sponsorship and the drinks industiye Dig mis[s]-match
Television Without Frontiers, Article 15. Telsion advertising for alcohol beverages shall conwth the following
criteria:

« it may not be aimed specifically at minors or, artrular, depict minors consuming these beverages;

« it shall not link the consumption of alcohol to @nled physical performance or driving;

« it shall not create the impression that the consiampf alcohol contributes towards social or séxaugcess;

« it shall not claim that alcohol has therapeuticligiea or that it is a stimulant, a sedative or @ams of resolving personal

conflicts;

« it shall not encourage immoderate consumptionadtadl or present abstinence or moderation in ativeglight;

« it shall not place emphasis on high alcoholic conées being a positive quality of the beverage.
Eurocare, Response to the discussion documeneRefithe Television without Frontiers Directivéd(B: Brussels.
Council Conclusions of 5 June 2001 on a Commutrigtegyy to reduce alcohol-related harm (2001/CamsOfficial
Journal of the European Communities.
DG Sanco, Discussion paper on the EU Strategydcwhol. May 2005. www.europa.eu.int

9

10
11

12

NZ Drug Foundation / 3



Although self-regulatory rules are being developgdhe alcohol industry throughout Member Statiesirt
implementation does not apply to all producers ratdilers, and their enforcement often lacks sanstand
monitoring by independent bodies.

To address this, the discussion document suggastegulation’ — systems in which an independent
body monitors industry self-regulation. A 2005 papy the European Public Health Association
describes co-regulation as:

...a top-down approach, conceived essentially asanmef implementation... a mechanism whereby a
Community legislative act entrusts the attainmérihe objectives defined by the legislative auttyotd parties
which are recognised in the figlsluch as economic operators, the social partnersgnvernmental
organisations, or associations)....[to] enable theslation to be adapted to the problems and sectserned,
to reduce the legislative burden by concentratimgssential aspects and to draw on the experidribe parties
concerned"®

In the view of many health experts, says the EP¢tlles of self-regulation tend towards under-
regulation and under-enforcement and are often fimsquliblic relations purposes. The industry mag u
self-regulation and co-regulation to serve theinmemmercial interests, and codes are regularkatad
‘even by the big advertisers’. Moreover:

Most self-regulatory codes are largely irrelevanthte way alcohol, tobacco and food advertisingaltt works.
They deal with the content rather than the volufmadeertising even though the attitudes and beheanabthe
public are likely to be affected by the sheer nunael repetition of advertisements as well as thantent.

An advantage of co-regulation, in EPHA'’s view,hattit eases the workload of regulators. (The
workload of the independent non-government orgéinisas not mentioned.) Disadvantages are that few
co-regulation or self-regulation initiatives aremored and enforced with sanctions. There are als
questions about legitimacy and democratic accollityabf non-elected regulators.

European Health and Consumer Protection Commissibaed Byrne states that ‘advertising codes
cannot replace the need for a legislative frametvdfkproperly enforced, codes may have an imparta
role in complementing legislation, in his view, stiould not play a substituting or independent aplart
from legislation. At the Stockholm conference dighol & Young People, the Commissioner had
already laid down a strong challenge to the indesttoncerned.

To support policy in this area, the European Corsiwisis preparing a study on health, social and
economic costs of alcohol-related problems in tblealad in 2006 plans a publication outlining EU pyli
in terms of alcohol sales, advertising and usdg€his work reflects European governments’ intenest
tightening up regulation of alcohol advertising,atliner by legislation or industry self-regulatio@urrent
debate with industry and other stakeholders isaw this can be done effectively.

13 European Public Health Allianc&n introduction to co-regulation and self-regulatiim the EU: Briefing to memberg005,
EPHA.

1 David Byrne, Advertising and Commercial CommunimatiVorld Federation of Advertisers 50th Annivers@ongress
Brussels, 28 October 2003, http://europa.eu.intoiean Commission press releases; Swedish Ministdgalth & Social
Affairs 2001;Beverage Dailyl.11.2005.
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National policies

As the volume and sophistication of alcohol adgart has increased, so too has public concern ityma
countries. There is a trend towards greater oigtn. As the European Public Health Alliance p®in
out, when faced with the threat of government r&sgins, particularly on marketing practices, the
tobacco, alcohol and food industry have always eddor voluntary codes of conduct.

The national policies listed below have often bleighly contested. Debate continues, in the coraéxt
concerns about other advertising that influencédrem and young people. A number of countries now
have legislation or voluntary codes on advertisargeting children, an issue being monitored by the
European Commission. Most legislation and codeslashol advertising include a rule against ads tha
target those under the drinking age, and many re@uiors in ads to be above a certain age.

The notes below focus on whether policy is implerednhrough regulation or industry self-regulation.
In the European Union, alcohol advertising stanslare framed by the Television With Frontiers
Directive. Legislation is most used to restrictaddol advertising so as to limit exposure to aléoho
messages, by children and young people in particllegislation is also sometimes used to estaklish
legal framework for industry self-regulatioh.This list does not focus on the detail of or aticin
between industry voluntary codes, although son®uesal rules are noted where this information is
available. References to ‘partial’ or ‘completestriction comes from the WHO 2004 report on altoho
policy or alcohol database with no further detsilgh as permitted broadcasting times). The infdaoma
gathered may not be complete or entirely consistent

Armenia
There are no restrictions on alcohol advertisiHgalth warnings are shown on ads and on containers.

Albania
There are no restrictions on alcohol advertisiHgalth warnings are shown on ads and on containers.

Austria

Broadcasting legislation prohibits advertising piriés on radio and television, and also advergsand
infomercials for alcohol on cable and satelliteislillegal on television or radio to advertiseaol in
connection with children, adolescents, motor vehirivers and sports or to encourage alcohol
consumption or abuse. Alcohol sponsorship andmirdl alcohol advertising is prohibited. Spirits
advertising is partially restricted in print andliimards, while wine and beer advertising comeseurad
voluntary code of the Austrian Advertising Coundiegislation on schools prohibits advertising or
sponsorship by products that could lead to addi¢csach as alcohol.

All permitted alcohol advertising has come underAlustrian Advertising Council’s self-regulatory
code since 1995. This has the same rules asdadbasting advertising, plus no allusion may beenad
health promoting, healing or stimulating or heal@ifgcts of alcohol or linking it to success; no
presentation of drinking or drunk persons or admats, no reference to popular idols or sportstsven
Ads should not call on viewers to ‘Drink...” such-asuaich a product. The Australian Advertising
Council has no powers of sanction.

Australia 2001
Alcohol advertising is self-regulated by the indiest concerned. Alcohol ads are permitted on iglav
at adult viewing times as set by the CommerciaéVision Industry Code 2003. Advertising in other
media and the content of television ads comes umddcoholic Beverages Advertising Code (ABAC),
the ‘principals’ of which are the peak organisasiarfi the spirits, beer, wine and retail industries,
association with the Federation of Australian Adigers.

The first Alcoholic Beverages Advertising Code apbed in 1996 when the Competition and
Consumers Commission revoked authorisations tiiia Council of Australia following public

15 European Public Health Alliancan introduction to co-regulation and self-regulatii the EU: Briefing to members.
February 2005.
6 As in New Zealand, the word ‘Authority’ does metcessarily indicate a statutory body.

NZ Drug Foundation / 5



criticism. It took two years to establish a neweowith only the Commercial Television Industrydeo
operating in the hiatus.

In 2002 a pre-vetting system was added to the PE¥8C code. Research in 2001-2002 showed self-
regulation was not working well. Young people wkleing messages from the ads that were contrary to
the code, the most frequent response being thatl¢bbol had mood changing effects, offered seaual
social success, and was ‘easy to drink’. A quartdrs-16 year olds and almost half the 19-21 pids
thought the ads were aimed at people ‘younger ahngounger than me’. When marketing academics
were asked to judge ads against the code withawikiy the Complaints Board’s rulings, a majority
thought seven out of nine breached the code. Anibapf university students thought all nine brieed
the cod€”. In 2002 there was public criticism of alcoholeardising on bus shelters, youth magazines
and the internet and of products targeting childnech as alcoholic milk.

In 2003, a review of alcohol advertising was uralegh by the Commonwealth, State and Territory
governments which found that the ABAC was dysfuoral. The report recommended that the code be
extended to cover the internet and events promstibiat public health experts be included on the
complaints panel; that ruling be faster and reporgovernment more transparent. Greater effowsilsl
be made to sign up all alcohol producers to thecahy failure to comply with these recommendadion
by April 2004 would lead the Ministerial Council tonsider regulatiorin 2003 the Ministerial Council on
Drug Strategy found

The 2004 code covers internet ads, advertisingtajl outlets and promotions at events, as well as
advertisements in all media. To summarise, the codst not encourage excessive or underage drinking
must not have strong appeal to children or adofgsceuggest alcohol contributes to significant dhoo
change or social, sexual or sporting success, simyvdirect association between alcohol and vehicles
boats, sports activity including swimming and wadports or other hazardous activity. (It is weakeain
the New Zealand code as it does not mention spsiigsror ‘heroes of the young'.) The code has a
management committee comprising representatividsedieer, wine, spirits and retail peak organisatio
and a government representatives. Complaintstemenelled through the Advertising Standards Bureau
and Board, whose website does not refer to théhalamde. Some complaints were being decided and
dismissed by the ASB rather than forwarded on éoniore specialised ABAC Adjudication Panel. The
Panel’'s members are independent of the alcohokingdand include a health expert appointed in
consultation with government.

Azerbaijan
Partial restrictions on advertising of spirits amide on all media, including cable and satellitat, foo
restriction of beer advertising. Health warnings lagally required on alcohol advertisements,.

Belarus

Alcohol advertising is completely restricted onrakdia including cinema. Product placement in
television shows and films is completely restrictedon-alcohol advertisements associated withdran
names come under a voluntary agreement.

Belgium

Most alcohol advertising comes under voluntary glims as well as a Law on Commercial Practices.
Flemish state owned broadcasting has not acceptathercial advertising and Francophone
broadcasting has not accepted advertising fortspifrom July 1991, radio stations that broadcast
alcohol ads (also ads for medicines or medicatrtreat) have had to give free air time for governtmen
health education campaigns.

In 1993 the Advertising Council adopted an adviergi€ode covering initially wines and spirits, then
also beer in collaboration up with those industri€his follows the TWF rules and also covers atitoh
branded events.

In 2004, the Health Minister presented a bill teyant alcoholic drinks advertisements targeting or
appealing to young people below age 16. Instedday 2005 the government agreed to a new industry
Convention on Alcohol Advertising that includesasilagainst linking alcohol to social, sexual or
professional success and not showing alcohol adisgdor within five minutes of children’s
programmes. Container labels will show alcohotpetage and not resemble soft-drink packaging.

17 sandra C Jones and Robert J Donovan. Self-requlatialcohol advertising: Is it working for Austi@PJournal of Public
Affairs. 2(3). 153, 13 pgs 2002.; Jones, S.C. and R.J. Bondlessages in alcohol advertising targeted tohydwustralian
and New Zealand Journal of Public Health, 20012p5{. 126-131.
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The government has given part of this self-regoiategal backing in a broadcasting law dated March
2005 which implements the TWF rules for alcoholextiging and infomercials.

Britain

The BBC does not carry any alcohol advertisingonF.965 to 1996, spirits were not advertised on
television by voluntary agreement. This was abaeddecause of falling sales, particularly of wijsk
and the collapse of a similar agreement in the (B8A Germany). Alcohol advertising on commercial
television and radio was the responsibility of stetutory Independent Broadcasting Authority antl€a
Authority, which developed codes of practice. Alobadvertising in non-broadcast media came under
the Advertising Standards Authority’s British CaofeAdvertising and Sales Promotion.

In 1996, in response to controversy about alcopihesalcohol industry’s Portman Group developed a
voluntary code on alcohol marketing and young pedipht covered naming, packaging and promotion,
but not advertisements. This averted a proposeabdhe words ‘lemonade’ or ‘cola’ on mixed drink
containers and a requirement for standard drirthalliag.

In 2004, £202.5 million was spent on alcohol adserg in the UK. More than £800 million is spent
annually on all alcohol promotional activity.

In November 2004, the Advertising Standards Autig@ssumed responsibility for broadcast
advertising standards and consumer complaintsedsas/non-broadcast. Under all codes,
advertisements should not encourage excessiveinlginkarket to audiences under 18 or depict drimker
under 25, characters likely to appeal to those uh8eactivities or location where alcohol would be
unsafe, or suggest alcohol enhances mental, physécaial capabilities, popularity, masculinity,
femininity or sporting achievement. Since 2004kt may not be advertised where more than 25% of
the audience is likely to under age 18.

New rules for alcohol advertising on televisionfr@ctober 2005 exclude promotion of alcohol by
pop stars and sporting personalities and imagéeariage rebelliousness, and music and dance likely
appeal strongly to under-18s’. Alcohol should betdepicted as a social lubricant, or ‘party starte
(Bacardi ad). Advertisers should not imply thatyalcoholic drink could be a source of nourishment
suitable as part of an exercise, fithess or weasghtrol regime’ (low carb beer is now heavily prasw
in the USA). The use of cartoons and animals lbadeen ruled out, although advertisers are cagtion
‘to take special care’ with such images.

These rules were developed by Ofcom, the UK comaatioins regulator, which then handed
responsibility for television advertising to thdfgegulatory Advertising Standards Authority. $hivas
part of new licensing legislation liberalising hewf trading and a national Alcohol Strategy depetbin
close consultation with the Portman Group, anddess criticized by public health organisations and
police.

The Royal College of Physicians considers thessngo weak and calls for television ads to be
restricted to after 9 pm. The British Medical Asisdion has called for a complete ban on alcohol
advertising. In response to the UK Alcohol Strgtebe Academy of Medical Sciences released a tepor
that included the following graph showing a closktionship over most of the 1990s between alcohol
advertising expenditure and drinking by childreedd1-15.

UK advertising expenditure at current prices and correlations with alcohol
consumption 11-15 year old children: 1992-20008

Close relationship between annual expenditure on alcohol advertising
and weekly alcohol of 11-15 year old children (R=0.995)
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Bulgaria
No advertising of any alcoholic beverages on telew, radio, print or billboards. This is enforcddo
restrictions on alcohol sponsorships for sportgonith events.

Canada

Lawson alcohol advertising may be implemengtdederal or at provincial level (see www.ccsa.CE)e
Broadcasting Act 1991 provided a statutory framdwor regulations on alcohol advertising and
advertisers are required to abide by a code. ®dHe disallowed broadcast advertising of beverages o
7% abv until 1996, when a legal challenge by Caaradistillers was successful.

In a consequent public review, all but two submétthought it necessary to retain a statutory
framework for alcohol advertising. Broadcast atisarg is now permitted for all beverages unless
prohibited by legislation at provincial level. TBanadian Radio and Television Commission, a statut
body, formulated the current code as a regulatiateuthe Act. As part of ‘balanced programminbg t
code expects broadcasters to carry alcohol headthgiion advertising and report annually to the
Commission on this. The code is administered yeténg, complaints) by an advertising industry pod
which also self-regulates alcohol advertising imeotmedia.

In 2002, Ca$160 million was spent on alcohol adsieig in Canada and alcohol appeared in
approximately two thirds of all programmes watcbhgdCanadian teenagers at an average rate of 8.1
drinking references per hour.

The provinces can pass laws or regulation on alcmheertising, as well as on liquor licensing. Man
do so, and this can include full prohibition of@tol ads.

For example, iBritish Colombia the Liquor Control and Licensing Branohthe Ministry of Public
Safety sets alcohol advertising standards forl@tlrel producers and on and off-licensed premiaed,
runs a complaints systenManitoba laws aim to reduce exposure to alcohol by perohigieohol
advertising only on television and radio programifieesvhich the majority of the audience will be é&du
and in publications with adult readerships. Aldadvertising on outdoor signs, billboards and dian
shelters is not permitted and other forms of adsiag are restricted to indoor spaces. Therelae a
rules about alcohol sponsorship of charitable esvant motor sports, on contests — alcohol may @ot b
used as a prize — and on other promotiddew Brunswick uses a regulation under its Liquor Control
Act 1990 to set advertising standards for adsdsned sellers of alcohol and permits advertisesrint
alcohol producers to refer only to trademarks, dnaames, body labels or recipes and use only stogan
copy descriptive of the product or brar@uebecuses a regulation to set rules and standards on
promotions, advertising and educational programnid®Yukon’s Liquor Act prohibits advertising a
specific alcohol brand name or drink price in tleevapaper, flyers, posters, events, radio, telavistr.

China

China has little policy on alcohol, including nommum age of purchase. The State Industry and
Commerce Bureau issued an official document onrdegg ‘The Regulations of Alcohol Advertising on
Media’, implemented from 1 January 1996, but themill much alcohol advertising that infringegth
regulations. Advertisements may not associatekoigwith social success, daring, toughness, bravad
stimulation and relaxing, and suggest that alcehalenhance health and sexual performance (herb
alcohol beverages).

Croatia

Complete restriction of spirits and wine adveriisim television (including cable), radio, print,
billboards, cinema, point of sale and product plaeet in television shows and films. Spirits andevi
advertising on satellite, internet and rented vadisgoartial restricted. Branded sponsorship evarg
completely restricted for spirits and wine, andijphrestricted for non-alcohol products associatgt
the brand. Beer advertising is not restricted.

Cyprus

Spirits and wine advertising is completely restiton television (including cable) radio, print,
billboards, point of sale and cinema, as is proglaxtement in shows and films. Spirits and wine
branded events are completed restriction with glamistriction for non-alcohol products for thermia
Spirits and wine advertising is partially restratten the internet, satellite television and renteléos.
Beer advertising is not restricted.
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Czech Republic

Alcohol advertising comes under a voluntary codadertising standards. Alcohol billboards must be
300m distant from schools. (In early 2006 the @z8overnment proposed a 3% tax on all television
commercials, to help finance local film-making.)

Denmark

Until 2003 a law prohibited advertising on Danistevision and radio for alcohol over 2.25% abvorkr
the early 1970s beer advertising in other mediaather placed came under an industry agreemertbnot
use ads targeted at young people, or that linkezhal with sports or driving. In 1974 a bill toghibit

all alcohol advertising failed, but the issues cawred to come up in public and parliament debatéwe
first industry code covering all alcoholic beverages agreed in 1976, and continued to be updated.
Initially the code applied only to those who signgxto it, but from 1990 it was co-signed by the
Consumers Ombudsman and all advertisers and pnedaceexpected to comply.

In 1999 negotiations for guidelines to allow coigerlogos on sports clothes and light beer adsdail
The 2000 version of the code involved Ministry addith, the Ministry of Industry and the Consumers
Council and an independent enforcement committeesetiup. The current code applies to alcoholic
beverages over 2.8% abv. Advertising may not bequative, pressing or otherwise persuading, it may
not give the impression that alcohol is good fanryleealth or contributing to success or physical an
mental capability. It is not permitted in or neahools, playing grounds and youth clubs, or ahtsver
in magazines targeting children and adolescentgeigding and sponsorship may not be combined with
sports, sports grounds and sports magazines.

The law against alcohol advertising on televisi@aswepealed in 2003, but it is not permitted on
radio. Alcohol ads on cable television, intermetited videos are partially restricted, as is pcbdu
placement. Other media come under the voluntadg €@&/HO database).

Estonia

There is partial restriction of alcohol advertismgtelevision and radio. Alcohol may not be atlsed
in the cinema and spirits may not be advertisebiltioards or rented videos. Product placement is
partially restricted (WHO database)

Finland
Before 1977 alcohol advertising was regulated yoAthe state alcohol monopoly. From 1977 all
alcohol advertising was banned by law except idem@agazines. The 1994 Alcohol Act legalised
advertising of alcohol up to 22% abv. Ads maylm@&aimed at minors, depict alcohol consumption
linked to driving a vehicle, or describe heavy Himg in positive terms. Ads must not suggest that
alcohol increases performance, socially or sexwuslbcess, has medical or therapeutic properties,
refreshes, or helps settle conflicts.

There is partial restriction of spirits and winesedising on billboards and at point of sale. Beer
advertising is partially restricted in all mediecept cinema and point of sale. Events brandedskystor
wine are partially restricted and spirits sponsipsiare not permitted (WHO database).

France

Restrictions on alcohol advertising introduceduty 1987 discriminated against foreign productgl an
Scotch whisky producers took France before the figan Court of Justice. While the case was being
decided, producers and advertisers ran ads thatflagrant and outrageous breeches of the 1987 law.
This led the parliament to vote for new strictegistation.

The Loi Evin, finally implemented in 1993, bans #wvertising of all alcoholic beverages over 1.2%
abv on television and in cinemas, and also prah#pbnsorship of sport or cultural events by altoho
companies. Radio advertising of alcohol is notpted between 5 pm and midnight. Bill boardsrawe
restricted. As well as forbidding the targetinghahors, the law effectively outlaws “lifestyle’
advertising of alcohol products (following contros over sexualized alcohol ads). Advertisemeradg m
only refer to the actual characteristics of thedpiai such as brand name, ingredients, provenaneetd
prepare and serve the drink, etc.

This legislation has been challenged in FrenchEln@ourts — unsuccessfully. In July 2004, the
European Court of Justice ruled that it was aimgin of freedom to provide servicdsut was justified
by the aim ofprotecting public healtfECJ C-262/02, C-429/02, 13.07.4).
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France’s law against alcohol sports sponsorshigbbas deliberately infringed by alcohol sponsored
sports coverage broadcast from neighbouring castri

In 2005, the French Senate voted to allow wine dibegnents on television, showing product
characteristics only.

Georgia
Spirits and wine advertising is partially restratien television and radio. Spirits advertising anoduct
placement is also partially restricted.

Germany

Since 1976 alcohol advertising has been covere\mjuntary industry Code on Alcoholic Beverages
Advertising. Spirits were not advertised on ted@m until the mid 1990s. The code was extended to
cover infomercials in 1998. Other than the TelievidVithout Frontiers Directive, the system is self
regulatory.

In January 2005, the Deutche Werberat issued aduslg of Conduct on Commercial
Communication for Alcoholic Beverages. Its staa@d is to prevent advertising being ‘misconstruas!’
promoting alcohol abuse or directed at minoroiters the TWF rules in some detail and includes no
showing sports people drinking or promoting drirgkor persons depicted as members of the healthcare
professions.

Product placement is completely restricted anddedrevents are partially restricted (WHO
database).

Expenditure on alcohol advertising in Germany quplird between 1970 and 1995.

Greece
There are currently no restrictions concerningladt@advertising, sales promotion and sponsorsAip.
the beginning of the 1990s, however, efforts weagleto decrease the quantity of alcohol
advertisements on television, and some regulati@re introduced by the Ministry of Social Security,
which also ran a campaign against drunk drivingthke early 2000s, the three public television cleds
have initiated a policy of decreasing alcohol atlsements. The number of alcohol advertisements pe
day on each television and radio station is limited

Greek law on private and local broadcasting aimsrétect children and sets out the TWF rules for
alcohol advertising.

Hungary

The Radio and Television Broadcasting Act 1996 fmitdpublic broadcasters from accepting alcohol
advertisements or programme sponsorship from peyduar distributors whose main activity is alcohol.
Advertising by other broadcasters is covered by Tatfie rules. In addition, alcohol advertising may
not be shown directly before or after programmederfar minors, or in prime time except ads for low
alcoholic drinks. Self regulation of other advairty based on a code of advertising ethics is r@sed

in a Business Advertising Activity Act. The 2005d# includes the TWF rules on alcohol advertisagy,
well as a section on the protection of children yoidng people.

Iceland

Alcohol advertising is completely restricted oretesion (including cable), radio, billboards, cireeand
rented videos. Branded events and product pladsraes completely restricted. Print media and tpoin
of sale advertising is partially restricted (WHQalzase).

India

The government controlled channel, Doordarsharns doebroadcast such advertisements. From
September 2000, the Cable Television Network (Regp) Amendment Bill prohibited alcohol and
tobacco advertisements. The ads continue to ewsaeatellite channels.

Ireland

Advertising of distilled spirits is not permitted ¢elevision, radio and cinema. From 1967 theonaii
television station had a code of standards on alcadivertising that was more clearly defined that t
current one.
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A voluntary code of standards for all broadcastimeglia was established under in the 1990
Broadcasting Act and updated in 1995 in keeping tie TWF directive. No alcoholic beverage
advertisements are allowed in or around progranpriesarily intended for young viewers or listeners,
and alcohol sponsorship of youth programmes igpaonitted. Alcohol advertisements may not be
shown before sports programmes, and the same adobappear more than twice per night on any one
channel. There are no restrictions on other bsgoasorships or on product placement.

On all other media a voluntary code on alcohol dtkiag is one of a set of codes by the Advertising
Standards Authority of Ireland, an industry selfukatory body. The 1995 code is currently under
review. The code requires ads to be socially nesipte, should not exploit the young or the immatur
should not encourage excessive drinking nor presgsitnence or moderation in a negative way. Actor
should be over 25 years of age. Promotional sagbleuld be so as to avoid risk of harm to conssimer
Posters or billboards should not appear within y@@s of schools, youth centres, hospitals, chgrone
other places of worship. Cinema ads should nsthiogvn to overtly young audiences. There is no
effective independent monitoring mechanism.

In 1996, a code of ethics and good practice fddom's sport was developed by the government
which actively discourages the use of alcohol asrimpatible with a health approach to sport. Thasw
not endorsed by the drinks industry.

Heavy drinking, particularly among young peopler@ased rapidly in the growing economy of the
1990s. Research by the Department of Health &dedil showed teenagers picked alcohol ads as their
favourites, believed that most of these targetethggeople, and interpreted them as suggestinga@lico
is a gateway to social and sexual and has moodngitend therapeutic properties. In 2003 the Maris
for Health & Children began preparing legislatiorptrotect young people from exposure to alcohol
marketing, with possible restrictions on alcohd ad television and radio before 10 pm, in cinemas
showing films rated for under-18s, on public trasrsjand at sporting events. In June 2004 the Irish
Parliament’s Joint Committee on Health & Childrarmlished a report calling for a complete ban on
alcohol advertising in all media within three years

Self-regulation has continued, however. In Decar20€5 additional new ‘Voluntary Codes to Limit
the Exposure of Young People to Alcoholic Drink &dising on Television, on Radio and in Cinemas’
were adopted. Alcohol advertising or sponsorshiguid not be accepted where more than a thirdeof th
audience will be under age 18, and the codes pgoulés on how this will be established. Thesessod
will come under a new Alcohol Marketing Communioat Monitoring Body, with two members
appointed by the Department of Health & Childred an independent chair as well as representatives
from the alcohol, advertising and media industries.

The government has been criticised by the Irishib&drganisation and the National Youth Council
for allowing a voluntary code of practice as thifl mot protect Irish children from alcohol markegj.

Israel
There are partial restrictions on alcohol advargsin television and in the print media (WHO dass)a
In 2002 a 2% abv alcoholic milk called Xtramood vasnched, produced by a dairy. "

Italy
Until 1991, alcohol advertising was not regulatgddw as alcohol was not considered a social proble
From 1964, alcohol producers, advertisers and loastdrs had a voluntary code on media advertising,
and in 1996 the alcohol industry subscribed tofaregulatory code for alcohol advertising. Adsskd
not encourage excessive alcohol consumption, shakal addiction, be addressed to minors, link
alcohol and driving, link alcohol and mental or piwal special performances, or present alcoholerint
as a positive quality.

In 1991 a National Law of 30.11.91 applied the TRMFective to alcohol advertising on television.

The 2001 Alcohol Act introduced a ban on televisamd radio advertising of alcohol between 4 pm
and 9 pm. It prohibits alcohol advertisements assied to young people in all media, as well asdwort
15 minutes before or after television programmesrfimors. Ads may not show minors drinking alcohol
and may not link drinking to therapeutic properties acknowledged by the Ministry of Health. Thet A
requires a self-regulation code to be providedtlpioy broadcasting companies, advertisement agsenci
and producers on the content of alcohol advertisésne

Announcing an information campaign for young peapiealcohol and health in early 2006, the Italian
Health Minister said he would like to further redube alcohol advertising that young people are
exposed to.
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A voluntary agreement covers cable television, eeertising on the internet and rented videos, and
branded events. There are partial restrictioralgattelevision, product placements and brandeshes
for wine. Spirits branded events are completedyrieted (WHO database).

Japan

Japan has no state regulation or industry codedoohol advertising. Ads for beer and spirits gtrewn

on television. From 6 pm, 10 percent of ads onydtifive stations promote alcohol. Kirin Breweries
(part-owner of Lion Nathan) makes brief mentionitén2005 Financial Statement footnotes on riskfi¢o
company'’s ‘strict voluntary standards’ but these iamot addressed in its Corporate Code of Conduct
Asahi has its own Voluntary Advertising Expressitandard, applied by an in-house committee to all
advertising and promotion (includes Foetal AlcoBpkctrum warnings on containers). Asahi became an
ICAP funder/member in 2001. No regulation or indgsode addresses the look-alike non-alcoholic
‘Kid’s Beer’ (‘*kodomo biiru’ ) sold by Tomomasu.

Kazakhstan
Alcohol advertising on television and radio is faly restricted. Health warnings are required on
alcohol advertisements.

Kyrgyzstan
There are partial restriction on alcohol advergsam national and cable television, radio, priitbbards
and point of sale.

Latvia
Health warnings on advertisements and on containgnsre is complete restriction of spirits ad\snij
on national and cable television and radio.

Lithuania
Spirits advertising is partially restricted on teon (including cable and satellite), radio amohp and
completely restricted on billboards. Branded eveme partially restricted.

Luxembourg

There are no legal restrictions on the advertisingicoholic beverages. Other than the Television
Without Frontiers Directive, the system is selfulegory. In 1984 a voluntary advertising code was
established by the brewers under which advertisesweould not link beer to the workplace,
performance sports, driving or children. The Cogmpe Luxembourgeoise de Telediffusion has a
voluntary code for broadcasting, and in 1992 itétieanother voluntary agreement involving the Migis
of Health and alcohol producers, distributors aatdilers in Luxembourg. This places some restmsti
on the place, size, duration and content of adsartents and has some similarities to France’s izoi. E
It does not affect trans-border advertising, altjfothe main foreign importers of alcoholic bevesage
have been informed of the code. (Luxembourg hasildaxes than its neighbours and much of
Luxembourg’s high per capita alcohol consumptigults from cross-border shopping.)

Malaysia

Direct alcohol advertising is not allowed in the&dcast media or on billboards, except in the sthte
Sabah in East Malaysia. Alcohol advertising isyited in cinemas, on video cassettes and the print
media. Sponsorship activities are allowed.

Malta
Alcohol advertising is partially restricted on fdkms of television and on radio.

Moldovia
There is complete restriction of spirits advertisand promotion in all categories and partial retstns
for beer and wine in all categories.

Nepal
According to the Association of Advertising Agergialcohol accounts for 30% of advertising turnover
Most newspapers and magazines feature multipldal@vertisements on an almost daily basis. In
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January 2000, for example, 245 alcohol advertisésrfen liquor and beer appeared in 25 daily and
weekly newspapers in Kathmandu. Alcohol advertesismfeature prominently in hoardings and
billboards.

The National Broadcasting Act 2049 (1992) discoadalgut did not restrict alcohol advertisement in
print media. The Act imposed a levy of Rs.105gdeohol advertisement. Outdoor advertising mayehav
to comply with local administration rules but ist mestricted.

In February 1999, the Health Ministry issued a dedyanning alcohol advertisement on radio and
television. They were replaced with counter-adsenents and health messages to compensate for
revenue lost by the media. Revenue from spongpadiprogrammes also fell. Alcohol ads continue to
be seen on satellite channels. In December 198%fuegislation was proposed to ban alcohol and
tobacco advertising in all media, including prifthis was opposed by the industries concerned asd w
not implemented.

Netherlands
There is no legislation restricting alcohol adwsnt. Other than the Television Without Frontiers
Directive, the system is self-regulatory — so far.

In 1963 the business community established a ge@eramittee for Advertisement, and a code for
alcohol advertising came into effect in 1977. Fro#87 the alcohol industry took responsibility for
regulating its own activities. A stronger code waseloped by the two organizations in 1990, which
applied also to ads by retail outlets.

In 2000 inadequate compliance led the Health Manii threaten legislation. The code was
strengthened to cover all media and public evératsning alcohol advertising or sponsorship whereemo
than a quarter of viewers, listeners, readerssitovs are aged under 18. Advertising may not erage
alcohol consumption, promote alcohol genericalhyh® critical of moderate drinking or non-alcoholic
drinks. Ads may not suggest that drinking is Heatir be aimed at pregnant women or minors or show
persons who appear to be underage. Alcohol adeertént may not be used during, immediately before
or after television, radio programmes or films aiha¢ young people, on pop music channels, or with
other audiences with more than quarter below tieecdd.8. The word ‘free’ may not be used in aldoho
advertisements and 40% of all advertisements ewigébn must contain a moderation message.

In 2003 a publication by the National FoundationAtcohol Prevention gave many examples of code
infringements. In early 2005 a study showed onmagye young people aged under 13 were drinking drink
up to 6 glasses of alcohol per week. The Healthidér threatened to prohibit alcohol on television
between 6 and 9 pm unless the alcohol industryceiadvertising at times children were watching.
Instead an industry offer to put warnings on a#i hds been accepted by government, and alcohol tax
increases are likely.

UNESCO's Youth Exchange reports that the alcohdligtry spent €100 million in the Netherlands in
2001, an increase of €38 million since 1995, agttadf the top 20 sponsors of youth events werehalc
brands.

Norway

Advertising for alcohol over 2.5% abv is prohibited television (including cable), radio, in primdaon
billboards. From 1975 there was a ban on adventsés in print media, then from 1977 a
comprehensive ban covered all media, includingriihated advertisements, posters/billboards, and
advertising on restaurant fixtures and equipméitohol sponsorship of sports and youth events is
prohibited. Alcohol advertising on the internetigaroduct placement are now also partially restdct
The law is very broad: all mass communication farketing purposes is prohibited, regardless of iow
is carried out. Even advertising that alludesltol@olic beverages is prohibited. Ads in tradejals
and for licensed premises are permitted, and theltes not cover ads in imported publications or
satellite broadcasts. The advertising of lightrbe@ermitted as the Alcohol Act 1989 defined lgloas
more than 2.5% abv.

Alcohol companies have tried to circumvent thi@m® have advertised drinks with less than 2.5%
alcohol, indirectly promoting their higher alcohmbduct with similar name and appearance. In some
cases the light product was not available to comsamThe 1997 Alcohol Act then prohibited ads for
light beer from using a brand or company, logogatg or symbol associated with a full strength pobd

During the late 1990s several Norwegian brewetedlenged the law by sponsoring different sports
teams and sporting events. Carlsberg, ‘Probalely#st beer in the world’, had its visiting footliahm
wear Carlsberg red with simply the word ‘Probably . Budweiser similarly put only the word ‘Wassup?’
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from its ads on phone covers and products targetgdung people. The breweries’ actions led to a
lengthy legal proceeding, which they won. Thismyiwas overturned by the Supreme Court,
maintaining the ban for alcohol advertising,

To launch Smirnoff Ice, posters and invitationsevesed to organize ‘Intelligent nightlife’ parties
nightclubs, hosted by trendy young people, bottleand. Smirnoff tried to argue that that theseewe
closed events for the trade. The importer lodtdence for six months, so the brand was shifted t
another importer

Pacific Islands

Heavy drinking and its links to domestic violencel@rime are of increasing concern in the Pacific
Islands, although most have high proportions of-dionkers. Few countries have policies on alcohol
marketing. Tonga has no policies or laws on alcohol advertisingohtdappears on television radio,
newspapers and signage on sports grouBdsnods Liquor Act states alcohol ads must not targetng
people and all media must comply with regulatiogaiast offensive or problematic advertising. Alobh
billboards have been erected around Samoa anaabettls and restaurants also depict drinking.
Samoan Breweries (Vailima beer) is the main spoofadult sports and other events. Coca-colais it
other main product, so health advocates see cdaasponsorships targeting young people as an ictdire
form of alcohol promotionNuie does not allow broadcast alcohol advertising spatrts are sponsored
through a $1 levy on beeFErench Polynesiaplaced restrictions on alcohol advertising, inahgdat
sports venues, from 200&uam reports heavy alcohol advertising in all mediaMicronesia,

Pohnpei State prohibits all alcohol advertising.

Poland

In 2001 new anti-alcoholism legislation aimed aluging youth drinking severely restricted adventsi
and sport sponsorships by alcohol manufacturensgisas introducing a series of alcohol taxesiriSp
advertising is completely restricted in all medies|uding sponsorships and product placement. Bedr
wine advertising is partially restricted in all egories.

Portugal
Alcohol advertising was regulated for the firstéify consumer protection law in 1981. A law in398
prohibited alcohol advertisements being broadcestéen 6 pm and 10 pm. TWF was implemented in
1990. In 1995 the restriction on alcohol ads devision was amended to 7 pm to 10.30 pm. Adviedis
of beer and spirits is not permitted in cinemasrobillboards, in educational institutions or ingaaines
aimed at minors, or during sports or cultural esent

All permitted alcohol advertising comes under atustry self-regulatory code which closely follows
the TWF rules. National symbols are not to be usedivertising alcohol and ads may not be shown in
hospitals or places of relaxation.

When Carlsberg sponsored the Euro 2004 soccer ¢baship in Portugal, Portuguese sales of its
brand went up 54% for that month.

Romania
There are partial restrictions on wine advertisingelevision and radio. Advertisements have healt
warnings. No restrictions on sponsorship of spartgouth events.

Russian Federation

There is partial restriction of spirits and winevadising on television (including cable and sét)lland
radio. All alcohol advertising is completely rested in print media and partial restricted ondmbrds.
Wine and spirits branded events are completelyicesii. Cinema advertising and product placement f
beer or wine and beer branded events come und#uatary agreement.

In December 200&ravdareported that no television advertising of alcabvér 15% abv was
permitted, but ads for mineral water and chocolatex® being shown that bore a close resemblance to
well-known alcohol brands. A majority of viewersrpeived a Flagman’s chocolate ad as a vodka ad.
Two ads were banned and the Federal Anti-monopetyi& was considering taking further action. A
general survey showed 20 percent of responderit8854 of 18-24 years olds, had seen ads in which
they recognized vodka trademarks behind alcohelfr@nds.
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Slovakia
Advertising of spirits and wine is prohibited ohetgsion and partially restricted on radio. Ther@o
restriction on sport sponsorship but youth evergscavered by a voluntary agreement.

Slovenia

Spirits advertising is prohibited on televisiondig print media and billboards. Advertising ofn@iand
beer is partially restricted on television, radiman print media and banned on billboards. Adser
of beer is not restricted. All alcohol sponsorabiigports and youth events is restricted. Thezehaalth
warnings on permitted advertisements.

South Africa

All forms of alcohol may be advertised freely odim television, in print and on billboards. The
Industry Association for Responsible Alcohol (ARAunded by South African Breweries, the Cape
Wine and Spirits Institute and KWV (wine producedgveloped a voluntary code for liquor advertising
Complaints are administered by the Advertising 8sads Authority of South Africa, an advertising
industry body. The code covers similar issues\W#Trules, and disallows ‘creative devices whichéhav
a special appeal to children’, or humorous or unttepiction of alcohol after affects. All alcohol
advertisements are required to carry the messagtefaN sale to persons under the age of 18’, with s
specifications.

In 1997 the Department of Health established a cti@ento look at counter-advertising and warning
labels, and another to looking at possible restriston broadcast advertising and sports spongsshi
Sports sponsorship by the alcohol industry is Veg, especially for cricket, rugby and soccerlitieal
changes slowed progress, but two years ago thénpgessagreed to the development of new legislation.
Research found that the social costs of alcohatedltrauma and accidents far exceeded those ef oth
countries and that intoxication was a major fagtaad accidents and violence-related incidents.

In February 2006 the Minister of Health announded this year the government intends tighter
liquor laws, including heath warnings on contaiaed advertising restrictions to limit audiences.

Spain

A 1990 law prohibited television advertising foca@holic beverages over 20% abv. The TWF was
implemented in 1994. Regional governments areal$®to impose their own legislation. In Catadgni
for example, advertising for alcohol above 23% ilvanned in streets, highways, on public transport
and in cinemas, and no broadcast advertising émhall is allowed before 9.30 pm. This law was
challenged in the European of Justice which ruhed, &lthough it could constitute an obstacle tparts,
it was not disproportional to its public healthetijve (Cases C-1/90, C-176/90, Aragonesa de pdatc
exterior SA et al. vs Seguridad social de la gditatale Cataluna).

Self-regulatory codes covering advertisement cdrasnalso in operation. In 2003 Cerveceros de
Espaia (Breweries of Spain) signed an agreemehtAuitocontrol (Association for Self-Regulation in
the Commercial Sector) and the Confederation ofsGomers and Users to restrict beer advertising. The
new code establishes that marketing and advertigithgot address minors, either directly or via
symbols, drawings or special codes of communicatard not market or advertise beer in places @sibl
from school entrances. All beer ads will include@ssage about responsible consumption. These
restrictions will apply to non-alcoholic beer, soret to confuse young audiences.

In April 2005 advertising groups signed an agredmeth the Anti-Drugs Agency of Madrid aimed at
protecting minors from alcohol over-consumptioricahol advertising will not feature people under 23
Outdoor alcohol advertising will be restricted ibhmards smaller than 10 x 12.5 metres, and nitiwi
125 meters of a school. The TV channel Telemaafyréed to broadcast alcohol ads only after 8.30 pm.

There is recent concern about binge drinking ardippartying by young people, often young
tourists from neighbouring countries. The MinistééHealth is considering stronger national measure
including further restrictions on alcohol adverii

Sweden
Swedish legislation prohibited advertising of alcbbver 2.25% abv in all media. This allows low
alcohol beer to be advertised. Low alcohol présiuwithbrand names and packaging identical to full
strength beer have been advertised, partly circatmgethe legislation.

The law allowed only trade magazinestivertise alcohol. This was challenged3nyurmet
magazine as discriminatory under European Uniadettaw. The Stockholm District Court, then
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Sweden’s Market Court agreed. This judgementedlanly to print media, but raised possible questio
in regard to other media.

New legislation was passed and implemented in Jara@5 which clarified the purpose and
application of Swedish alcohol policy. Alcohol afe not permitted on radio or television, inclgdin
satellite. (One Swedish language television chiareh@cated itself in the UK so as to circumvent
Swedish laws against the promotion of alcohol.gofblic beverages more than 15% abv may not be
advertising in any periodicals or other journals;ept point of sale materials.

Switzerland

Alcohol advertising is not permitted on Swiss teden and radio — so alcohol-free beer was adsefti
instead. It is prohibited in public places andlpubuildings and public transport. The law algotpbits
advertising at sports event and sports fields amdents for young people. Alcohol may not be
advertised in shops that sell medicaments or orpankaging other than alcohol containers.
Competitions may not be used to promote alcoholaewhol may not be used as a prize. Alcohol ads i
other media are limited to factual information alescriptions directly related to the product asd it
attributes. Other regulations prohibit alcohol ediging in places or print media that would be mhai
seen by teenagers, including school materials, tagschandise (t-shirts, caps etc.).

In March 2005 new broadcasting legislation was @a@slsat continues to prohibit alcohol advertising
on television and radio, as well as tobacco, palitand religious advertising. An amendment to ban
alcohol advertising on foreign channels availabl&witzerland was not approved.

Lichtenstein also bans broadcast alcohol advegtisin

Thailand

In 2000, alcohol companies spent 2,500 million Bahadvertising; 78 per cent of this was on telewvis
with beer most heavily advertised. Other formpraimotion being used are television programme
sponsorship, sports sponsorship, charitable damatleer festivals, sponsored party nights angrice
promotions.

Proposed legislation to reduce consumption anchalaelated harm included restricting advertising
of alcohol more than 15% abv. This would not pé&edion radio or television until after 10 pm.
However, in January 2006 the Public Health Minist(mounced that at a meeting of the Alcoholic
Consumption Control Board this option was rejedtefhvour of banning all advertising for alcoholic
drinks on radio and television (except for adsedimected international sports coverage). The tiow
proposed for allowing alcohol advertising on tedéom is 2 am to 5 am. Prohibiting alcohol billbdsr
and posters and zoning restrictions on restausamténg alcohol will also be considered.

Turkey
Alcohol advertising is prohibited on television amadlio, but there are no restrictions on printidbbard
advertising, or on sponsorship of sports evengath events.

United States

The beer, wine and spirits industries each have ¢l voluntary code, which they administer
themselves. There is also a general code fordhertising industry, which does not mention alcohol
There was a voluntary agreement not to broadcagissgdvertising on radio (from 1938) and on
television (from 1948) which dated back to the eh@rohibition. This collapsed in 1996 when it was
breeched by Canadian company Seagrams. Therwispints advertising on cable television, but most
networks continue not to accept spirits ads becafiaéhigh level of public concern. There has &lsen
concern about code breeches, the use of cartooaatées and Halloween symbols in beer ads, and
billboards near schools and play grounds.

There have been repeated efforts to regulate dlemivertising, including several bills and an
application by Senator Joe Kennedy and 16 staténéstrators to the Federal Communications
Commission, the body that ended tobacco advertidRegulation of alcohol advertising founders oa th
Second Amendment to the Constitution, which givessaer level of protection to commercial speech.
With some evidence that alcohol may reduce righeairt disease, the argument that alcohol is a legal
product has prevailed — although the sale of alcishmeavily regulated in all states. The pubkahh
focus has shifted to the clearly illegal targetofighildren and young people. Underage drinking
accounts is estimated to account for about 20%taf &lcohol consumption. Two investigations bg th
Federal Trade Commission help keep alcohol aduagtigp to standard. The first in 1999 found tluatrf
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out of eight large beer and spirits companies wekgolation of their codes and two were targeting
underage audiences in a quarter of their ads.udystver 1999-2000 found that one in every 6 magazi
alcohol ads, and one out of every 14 televisionagueeared to target teenagers, and emphasised sexua
and social stereotypes.

The second FTC report recommended that the indsstryp independent external complaints boards
and to bar placement of ads in media with largestege audiences. From September 2003, the beer
industry and spirits industry advertising standamides lowered the maximum youth proportion of
audiences from 50% to 30%, to match the wine imglisstode. The proportion of under-21s in the US
population is around 16%. This rule has not beteeed to on cable television, which is very widely
subscribed to in the USA.

Alcohol sports sponsorship began in the 1970sarnif, modelled on tobacco sales strategies. The
World Health Organization reports that US spendingndirect promotional activities such as
sponsorship, product tie-ins, contests and sppoihotions is around three times higher than spendi
on advertising.

Vietnam

Alcohol advertising is prohibited by law. Alcohmloducers and importers use direct methods to piemo
their products, especially to young people, suckeasling promotion staffs to discotheques, bars and
restaurants, and distributing give-away items.

Resolution of the World Medical Association, Octobe2005
“Alcohol advertising and promotion is rapidly expiing throughout the world and is
increasingly sophisticated and carefully targetied)uding to youth. It is aimed to attract,

influence, and recruit new generations of poterdidthkers despite industry codes of self-
regulation that are widely ignored and often nofceced.”
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