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Self‐Regulation – What & Why?

• ensure marketing communications neither encourage nor condone 
irresponsible drinking 

• pioneering role of European drinks sectors

• complements regulatory frameworks

• self‐regulation at different levels

Company 
codes



A shared effort

• Codes AND systems
– Adapted to local needs and traditions
– Enforcing the codes adopted by the sectors
– Handling complaints and assessing compliance

• Increasing recognition  Advertising Round Table

• Flexibility and ownership



The Brewers of Europe
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LIMITED SCOPE
STARTING FROM SCRATCH
MOVING TO NEXT LEVEL
MATURE SYSTEM



The Brewers of Europe Commitment
• November 2007 : aim to have credible systems in place 

across membership by 2010
• 6 national Brewers associations committed formally in 

Alcohol & Health Forum first wave 3/12/2007
• Subsequent action to be prioritised, taking into account the 

local context
• How:

– The Brewers of Europe Self-Regulation Task Force
– Regular workshops
– Europe cooperation: The Brewers of Europe/EASA/WFA 
– National cooperation: trade associations/companies/SROs



7 Operational Standards
1. Full Code coverage

• All brewers & all commercial communications
2. Increased code compliance

• Letter and Spirit
• Copy advice

3. Impartial judgements by including non-industry partners
4. Fast procedure
5. Effective sanctions
6. Consumer awareness

• Awareness of the SR system
• Transparent decisions

7. Own-initiative compliance monitoring



The Wine in Moderation 
Programme



How does it work?

WINE INFORMATION 
COUNCIL

Share “best practices”
Scientific information & 

research
Database

“ARTS DE VIVRE”
EDUCATION PROGRAMES

Encourage cultural change
Wine, only appreciated in 

moderation.
Risk and harms of abuse and 

misuse

WINE 
COMMUNICATION 

STANDARDS

Build on existing national 
self-regulation codes
Inducing moderation and 

responsibility

WINE IN MODERATION MESSAGE

EU WINE PRINCIPLES

OBJECTIVES

The Wine in Moderation 
Programme



The EU Wine Communication Standards focus on: 

Ensuring commercial communications on wine products do not 
encourage or condone excessive consumption or misuse of any kind 

Reinforcing the traditions of wine presentation, communication and 
availability to consumers as a means to promote moderation and 
responsibility 

These basic principles act in tandem with existing legislation in force and with 
requirements of good business practices.

They provide guidelines for the application of best practices by national self-
regulatory mechanisms and company codes.

Monitoring of compliance by National Self Regulations Organisations 
(SROs) – EASA network.

EU WINE COMMUNICATION 
STANDARDS - Objective



Responsible consumption messages

Communication on Wine shall promote responsible consumption of wines. 

To this end:

Commercial Communications shall include

i) the following “Wine in Moderation message” :

∗ “Wine, a taste for moderation”, or

∗ “Wine, only appreciated in moderation”.

ii) the following logo:

The Wine in Moderation Message and logo shall be displayed to 

consumers and the public in a clearly visible and legible format.



Moderate responsible consumption 
messages

Commercial Communications may include other moderate 
responsible consumption messages

The use of moderate responsible consumption messages must not:
- make moderate responsible consumption of wines appear common 
place or trivial, evoke fear or negative feelings or denigrate or have a 
negative impact on the image of the Wine sector (companies and 
associations);

- mislead;

- be associated with any content or conduct which is not in conformity 
with these Standards;

- be used for commercial communications in those media in which the 
commercial communication of wines is not permitted, or be used in 
any other way to evade legal or self-regulation restrictions in force as 
regards the advertising of Wines.



The European Spirits 
Organisation

CEPS



Codes of conduct on 
Marketing of spirits drinks Commitment 

from 
the European Spirits Organisation – CEPS

CEPS Charter (Nov. 2005) Commitment on 
commercial communication: By 2010, all members 
fully adhere to the principles enshrined in the EFRD’
Common Standards on Commercial 
Communications. Systems must exist at the national 
level to ensure compliance amongst members.
National systems to condemn or limit irresponsible 
behaviour by non member spirits producers 
By 2010, 75% of all CEPS members advertising will 
include a responsible drinking message



Implementation in the EU – Charter Report 2007 
(baseline): 
- full implementation or almost there (13) 
- limited coverage/ no code (11) 
- severe advertising restrictions in place (2)
Next steps: 
- more effort particularly in countries where no 
self-regulatory system is in place; 

- encourage well-developed system in place already to
do more; 



Codes of conduct on 
responsible

marketing of spirits drinks

very restrictive 
context

limited coverage or 
no code

Full implementation 
or almost there
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European Forum For 
Responsible Drinking



EFRD Common Standards
The EFRD Common Standards cover:

Common Standards revised in 2001 and 2005



EFRD Responsible Marketing:  
core activities to date

Manual for the interpretation of the Common Standards: 
launched in 2003, updated in 2006; offering professional 
hands-on advice for marketers, includes tools for ad checking 
and examples 
TV and print advertising compliance monitoring: 

Joint project with the Brewers of Europe
In co-operation with EASA
SROs doing the actual (post-) review of ads from their market
Benchmarks: National codes of conduct (SRO and sector), 
EFRD Common Standards
Ads from 13 countries (2005), last report 15 countries
Involvement of independent reviewers to ensure sound 
methodology and process

Overall compliance results 2007: 96% 



EFRD Responsible Marketing:  
next steps

Common Standards: development of guidance for digital 
media
Common Standards Manual: 

Transformation into web-based tool: www.marketresponsibly.eu
Includes an introduction to the Common Standards, a “test your 
ideas” section, a quiz with ‘real life’ examples from recent 
monitoring projects and a library
Finalised following consultation with stakeholders and 
professionals
Free access upon registration with EFRD
Launch will be publicly announced
Promotion of the site in cooperation with stakeholders

Continuation of TV and print ad monitoring with the 
Brewers of Europe

http://www.marketresponsibly.eu


Conclusion

One common goal: Responsible marketing through strong 
self‐regulation, via:

Achieving best practice in SR systems across Europe

Individual commitments for results tailored to the needs of 
each sector



Thank you for your attention



The European 
Sponsorship Association



Commitment to the Alcohol and Health Forum

• Research of leading rights-holders regarding their internal self-
regulation relating to any association between alcohol sponsors and 
their properties

Online survey conducted of sports, culture, venues, charities etc, 
both at European and national level
Questionnaire being prepared, with consultation to be held with all 
relevant parties in advance on content
Outcomes will give detailed information on the various regulations 
are already in place and the issues involved 
Report due in September, with next steps being to encourage best
practice amongst rights holder



Self-Regulation Process in Sponsorship

• Alcohol (and other) companies have their own self-regulation processes
• Broadcast sponsorship issues currently covered by EASA through existing 

SROs in most countries
• Property Sponsorship has few complaints at present, mostly made directly 

to rights holders with no formal system for consumers complaints
• Awareness of the Advertising Round Table process and support of its 

conclusions

ESA is joining with EASA to set up pan-European self-regulation process 
using national SROs to handle complaints procedure for all sponsorship 
issues (including alcohol)
Joint Arbitration Panel being established (of EASA, ESA and an 
independent person) to give objective opinion on issues to SROs
Development of a central  ESA Code of Sponsorship as the benchmark



This paper was produced for a meeting organized by Health & Consumer Protection DG and represents the views of its author on the
subject. These views have not been adopted or in any way approved by the Commission and should not be relied upon as a statement of 
the Commission's or Health & Consumer Protection DG's views. The European Commission does not guarantee the accuracy of the data
included in this paper, nor does it accept responsibility for any use made thereof.
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