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Thursday, 04 January 2007

David Poley
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The Portman Group
7-10 Chandos Street
London W1G 9DQ
Dear Mr Poley
Thank you for your letter of 2nd October 2006 asking for a response to the enclosed consultation document on The Portman Group’s Code of Practice.
Please find attached the Advisory Council on the Misuse of Drugs (ACMD) response to the consultation. ACMD have provided answers to the specific questions asked together with supporting comments and recommendations concerning the issues under review.
Yours sincerely,

Mark Keegan
Mark Keegan

Acting Secretary

THE PORTMAN GROUP THIRD REVIEW OF THE CODE OF PRACTICE ON THE NAMING, PACKAGING AND PROMOTION OF ALCOHOLIC DRINKS.

CONSULTATION – RESPONSE BY THE ADVISORY COUNCIL ON THE MISUSE

OF DRUGS (ACMD).

Issues for Review

2.1 
 Rapid drinking 

The ACMD recommends that all efforts should be made to discourage this form of alcohol intake as rapid drinking is the major cause of death from alcohol poisoning. Even though shooters may have little alcohol the idea that some drinks should be "shot" back gives a dangerous health message. The raison d'etre for shots has always been to accelerate the effects of the drink and if taken on top of other alcohol the sudden increases in blood levels can be catastrophic.  More worryingly is the use of them to "prime" the brain into a state of acute intoxication because this then attenuates or removes the ability of the individual to control subsequent alcohol intake leading to "loss of control" drinking.

Questions

1a)  Yes, the code should contain a new provision that disallows the explicit encouragement of rapid drinking by preventing the marketing of a drink as a “shooter” or “slammer”. 

1b) Yes, this provision should be extended so it impacts on a wider number of existing drinks.
1c) This provision should apply whatever the strength of alcohol as this should be about discouraging speed drinking whatever the strength.
2.2 
Website age verification pages 

The ACMD recommends that the Code should require that dedicated UK websites for alcoholic drinks brands should be accessed only through an Age Verification Page (AVP).   Even if the person visiting the site lies about their age the issue of age is always apparent to them and shows that the company thinks it an issue. It suggests the company is ethical and should be the industry standard.

Questions

2a) Dedicated UK websites should be accessed only through AVP. Also if brands are advertised in other corporate websites there should not be an automatic link, without the age verification.

2b) Age verification should request at least the visitor’s date of birth.
2c) Repeat visitors should go through the verification process.
2.3
Sexual success 
The ACMD have been concerned with the alcohol industry targeting young

people. It is our recommendation that advertising in relation to drinking needs to be tougher. Our report Pathways to Problems: Hazardous use of tobacco, alcohol and other drugs by young people in the UK and its implications for policy (2006) commented on the glamorisation of drink concluding that "the alcohol industry seeks to increase sales by fostering an attractive image of youthful vigour and carefree pleasure through its advertising themes and sponsorship of sport."

(Contained in recommendation 3.38, p.49)

Whilst the ACMD report does not specifically mention advertising in relation to sexual success it is clear that attractive young people drinking in a carefree manner may present an image that implies this. It would, however, seem fair to note that the reforms in relation to drink and sexual success have had an impact and this should be noted.
Question
3) The ACMD agree that the current rule concerning sexual success is appropriate and welcomed the amendments made to the Code in 2003.
2.4
Replica kit in children’s sizes

The ACMD believes that there is a clear link between sponsorship of alcohol and drinking. The Portman Group make constructive proposals for change in relation to replica kits however.  We would support the changes but would prefer a quicker response time than to wait for contracts to lapse. This may need further work, however, to see how long changes dependant on lapsing contracts take and therefore its impact.
Question
4) Yes. Current exception from rule 3.2(g) should be removed so it prohibits alcohol branded children’s sizes. There is much evidence that young children do respond to branding and it does influence those under 14. 
2.5
Surrogate Marketing

In the two examples given (those of FCUK Spirit and the non-specific example) it would seem that the most pertinent issue is to ensure that the ICP use their rules to maximum effect, with a necessary aspect of that to be that they consider the brands history, especially with regards to advertising re: sexual success and advertising directed or glamorising alcohol to young people below the legal drinking age limit. It is encouraging that the ICP took this into account with FCUK Spirit when upholding a complaint.
Question
5)  ACMD agree with the current relevant Code rules in relation to surrogate marketing.

2.6
Detailed rules for particular Media / Activities

The issue of advertising and other media activity was discussed at length in the ACMD’s recent report: Pathways to Problems: Hazardous use of tobacco, alcohol and other drugs by young people in the UK and its implications for policy (2006). The report made the following recommendation:

“Given the continuing rise in the prevalence of alcohol-related health problems and the high levels of drinking among young people, we recommend that a much stricter code for alcohol advertising (including via the internet) and sponsorship should be established. This would include prohibiting alcohol advertising on TV or in cinemas showing films to under-18s and prohibiting sponsorship by alcohol companies of sports or music events attended or watched by under-18s.”
(Contained in recommendation 3.38, p.49)

Questions

6a) and 6b) The ACMD do not have any comments on additional areas. 

