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Consultation response: Third Review of the Portman Group’s Code of Practice
To:
David Poley


Chief Executive

The Portman group


7-10 Chandos Street

London

W1G 9DQ

5 January 2007 

Dear David,
BACC is pleased to be invited to submit a reply to the consultation on the review of the third edition of the Portman Group’s Code of Practice on the naming, packaging and promotion of alcoholic drinks.

Our intention with our submission, is to highlight the practice within TV advertising, which we think may be useful to draw on, when revising the code. As we are not experts in naming, packaging and promotion, we can only try to contribute with an experience from this media.

Revision of the Code
What we believe is crucial when revising the code, is to bear in mind its context. With the significant focus there has been on alcohol and alcohol advertising in the recent years, there is an expectation that the alcohol industry will demonstrate responsibility. More explicitly, these expectations have been outlined recently in the European Commission’s EU strategy to support Member States in reducing alcohol related harm. The strategy suggests actions both at point of sale and information on products.
With this in mind, we would invite you to consider a review of the provisions on 
· the strict provisions and application of suggesting excessive drinking, especially with regard to drinks to be consumed in one downing, and 

· the application of the rules on sexual success

These are two elements which are crucial in addressing the main issues related to the alcohol debate, namely, excessive drinking, and making drinking attractive to young people, by portraying social and sexual success.

The TV Code and its application is very strict in terms of excessive drinking in general, and ‘downing’ drinks in particular. In our Notes of Guidance we rule out scenarios such as drinking sessions, drinking games, downing drinks in one wallow or excessively quickly.
We are equally strict with any suggestion of social or sexual success. The rule is applied both to the atmosphere in the ad, attractiveness of the persons or any suggestion that drinking alcohol will improve the social or sexual success.

The Portman Group’s provision 3d as it already stands could be applied to cover all these aspects.

We believe the proposal to develop Advisory Service Help Notes as being most useful. Our experience is that any advice that can be provided in written form, in addition to the Code itself, is warmly welcomed by users. By explaining the application of the code, by using adjudications for the Independent Complaints Panel, could be of significant help for any company for the application of the Code.

Yours sincerely,

Kristoffer Hammer

Editorial Standards Manager

2nd Floor | 4 Roger Street | London | WC1N 2JX
+44 (0) 20 7339 4700 | www.bacc.org.uk
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