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Introduction:
A.I.C.A.T. stands for Italian Association of Clubs of Alcoholics in Treatment, it is a Non
Governmental Organisation, non profit, established in Italy since 1979, and primarily involved
in treatment of alcohol related problems, as well as in promotion and protection of health. It is
based on a network of over 2,200 Clubs spread all over Italy, plus some other 400 Clubs in 26
foreign countries. It has approximately 20,000 families in treatment in Italy at any given time,
and over the years, it has treated about 200,000 families, with recovery ratios of between 75%
and 85%, at least among those who follow the methodology carefully. A.I.C.A.T. is pleased to
offer a contribution to the Discussion Document.
As our aim is the protection of health and the prevention of alcohol related harm, we have
limited our comments to the questions that deal with alcohol as per point 5 (page 2) of the
Discussion Document. (i.e. advertising and teleshopping for certain products, Article 15).

Do the provisions of Article 15 seem appropriate to you with regard to the aims pursued?

1. A.I.C.A.T., although admitting that article 15 provides some protection of minors,
believe that Internet these days is equally, if not more important to minors, as far as
advertisements and teleshopping, and should be equally regulated.

2. Despite the different cultures and traditions of the 15 member States, it is widely
recognised that youth drinking styles are tending to converge in the European Union
countries and that “binge drinking patterns” are becoming a general trend among young
people in Europe. Considering, further to the Council of Ministers recommendations,
that all member States of the Union signed up to the WHO Ministerial Declaration on
Young People and Alcohol (Stockholm February 2001), we propose to review member
States restrictions on marketing alcohol beverages to underage consumers, to see if they
have been implemented correctly across all the members States as well as the applicant
countries.

3. Article 15 is supposed to regulate the quality of alcohol advertisements, even though
we believe it is only effective where there is statutory control. We have wide
experience of the ineffectiveness of self-regulatory codes implemented by the alcohol
industry, and do not trust such codes at all. In addition, article 15 does not regulate the
quantity of such ads. By quantity, we mean the total number of alcohol ads, their total
duration, and consequently their concentration during the same event. A.I.C.A.T.
believe that article 15 should tend towards a gradual reduction of the number of alcohol
ads, particularly during sport events, aiming eventually at a total ban in due course.

4. Close monitoring of the aforementioned items, i.e. members States and applicant States
compliance with Stockholm declaration, and quality and quantity of alcohol ads, should
be entrusted to an independent body, free from any pressure of the industry, and
consisting of professionals and/or volunteers who work in this field.
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