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The meeting was chaired by Robert Madelin, Director General for Health and Consumers of 
the European Commission. 

1. Welcome and introduction by the Chair 
 The Chair welcomed all participants (cf. List in Annex 1) 

 One Task Force member asked for a different procedure with respect to the 
minutes of the meetings: participants should have an opportunity to validate the 
draft summary reports, especially to see if their positions are reflected 
adequately and check the decision making on next steps, before the final 
summary report is published on the website of DG SANCO. The Chair 
remarked that he sees no real benefit in sending draft summary reports to all 
participants and asking for comments, as this procedure would take much more 
time. He also reminded the members of the fact that Chatham House Rules had 
been agreed for Forum meetings. Obviously, the Commission services will 
strive to adequately summarize the tenor and outcome of the discussions. 
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 The Commission services were reminded of the commitment to introduce a 
library on the alcohol-page of the Commission's public health website. The 
Chair confirmed that the library would be launched within the next days. 

2. Progress reports/briefings on recent developments 

 All slides shown in the presentations given during this meeting are available on 
the Commission's public health website. 

 Ms Mills Wade, Executive Director of the European Publishers Council (EPC), 
provided an "Update on EASA's Work in Digital Marketing Communication 
(DMC)". The Chair stressed the importance of involving all stakeholders in the 
coming consultation process on the Best Practice Recommendation (starting in 
September 2008). In response to a question it was clarified that the Best Practice 
Recommendation on DMC is not specifically extending to alcohol marketing. 
However, there is no problem in sharing the Interim Brief and the Best Practice 
Recommendation with the members of this Task Force. 

 The Commission services presented the updated version of the table on the SR-
situation in the Member States. This overview is a snapshot of a situation which 
is not stable. From the side of the economic operators it was stressed that 'red' 
does not automatically mean that no rules are in place: the general EU-wide 
principles apply anyhow in all Member States. It was agreed to have a more 
differentiated and precise picture of the SR-situation in the Member States by 
the end of 2008. To this end, additional columns shall be added regarding the 
compliance with the codes in the Member States (based on information by 
EASA) and regarding the application of the codes in the hospitality and retail 
sectors (see also agenda item 4). 

 The Commission services gave a brief overview of the first meeting of the 
Science Group (30 June), with a particular focus on the Task Request on 
marketing communication and the volume of consumption. The summary report 
of the meeting will be published on the Commission's public health website 
shortly. Representatives of economic operators complained that their 
fundamental objection to the draft Task Request (the Science Group should not 
study the impact of marketing communication in isolation) had not been 
addressed in the revised version. The Chair stressed the importance of a 
focussed Task Request: while other factors (price, availability, social 
environment etc.) may also be important, a "Tell us about everything"-approach 
will not work. The Chair agreed to provide a detailed motivation for not taking 
over suggestions from the members of the Task Force and the Forum to modify 
the draft Task Request. As there seems to be a cognitive dissonance between 
different members of the Task Force with respect to the importance of 
marketing communication for alcohol-related harm (compared to other drivers) 
and the impact of marketing communication, the Chair does not expect to 
achieve consensus on this issue in the Task Force and the Forum. The Chair 
agreed that all relevant studies and reports can be brought to the attention of the 
Science Group, in particular via the new Alcohol Library (see agenda item 1). 
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 The Commission services gave a brief update of the "Study on the affordability 
of alcoholic beverages", which was announced at the second Plenary Meeting of 
the Forum. Recently a contract has been signed with RAND Europe, who will 
conduct this study for the Commission. The Commission services will send the 
so-called inception report of this study to the members of the Forum and the 
members of the Committee on National Alcohol Policy and Action; they will be 
invited to submit all relevant information to RAND Europe. To this end RAND 
will also send out a questionnaire. 

3. 'Not targeting youth' 
 The discussion on this issue was preceded by two presentations: Mr Luksep on 

behalf of the EFRD and Ms Teng on behalf of the EYF. 

 Mr Luksep stressed that all marketing communication is targeted at specific 
groups. Therefore 'averages' are not relevant (on average in the EU 19,42% of 
the population is younger than 18; most marketing codes stipulate that no 
marketing communication is directed at "audiences" with more than 30% 
minors). According to Mr Luksep it would be better to put more effort in better 
application of existing codes than in amending them (20% instead of 30%). 

 According to Ms Teng 20% would be better. Furthermore she said that alcohol 
is different from tobacco, but 'no ordinary commodity'. She stressed the 
importance of involving youth organisations in SROs, both when it comes to 
monitoring and to determine what appeals to young people. 

 The Chair asked to what extent young people are involved in SRO. He 
emphasised that Commissioner Vassiliou is very keen on involving young 
people. According to one of the economic operators young people tend to be far 
more 'tolerant' than the codes. Attention was also drawn to a recent Irish report, 
in which young people indicate that marketing communication does not have a 
big impact on their behaviour. 

 From the side of the economic operators it was remarked that youth 
organisations themselves should indicate that they want to be involved. In 
addition to what was said earlier on the 20-30%-issue it was emphasized that 
30% just symbolises "substantial", and that companies' marketing activities 
almost never are directed at the general population, but targeted at specific 
groups. 

 Several participants said that it should be clear what we are exactly talking 
about: minors, 18-20 years, 20-25 years? 

 One of the economic operators referred to a relevant recent study by the Federal 
Trade Commission and offered to give data on 'audience profiling' of television 
programmes. 

 The NGOs expressed their dissatisfaction with the industry's obvious 
unwillingness to move on the 20-30%-issue. 

 The Chair concluded the discussion on this issue by saying that according to the 
latest Eurobarometer a great majority of the EU-population would approve the 
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banning of alcohol advertising targeting young people. Furthermore it is clear 
that there is no consensus on the 20%-30% issue and that there is a need for 
more information. Members of the Task Force, especially the economic 
operators, are invited to submit more information on this issue to the 
Commission services until the end of September. The input should focus on the 
following issues in particular: to what extent is youth involved to determine 
what is (especially) attractive to them (young persons, youth organizations or 
experts on youth?) and youth exposure to marketing communication (the 
'audience profiling', referred to earlier). Commitments to submit information on 
these issues were made by EASA (how is youth involved?), Diageo (data on 
markets and periods of time of youth exposure) and Egta (advertising 70%-30%: 
'real' values might be closer to 20%) respectively. The Commission services will 
draft a paper based on this information. 

 

4. Applying SR-codes to the hospitality industry an the retail sector 
 Presentations were given by Ms Vonthron (Eurocommerce) and Mr Vallini / Mr 

Rawlings (HOTREC / British Beer and Pub Association, member of HOTREC). 

 The Chair summarized that e.g. in the U.K. the marketing code of the alcohol 
industry has been adopted by the hospitality industry. Wouldn't it be possible to 
decide in the Task Force that the same (adoption of the codes by the hospitality 
industry and retail sector) will be done in all Member States? This would show a 
coherent value chain approach. 

 As the Task Force did not respond with a clear yes, the Chair concluded that, to 
start with, the part of the value chain covered by the codes should be mapped. 

 

5. Social Marketing  
 The Chair proposed to organize a separate meeting of this Task Force on Social 

Marketing. The Task Force agreed. 

 Mr Hastings gave a presentation illustrating and summarizing the issues paper 
on Social Marketing which was already circulated among the participants. 

 Much of the following discussion focused on the role the industry could or 
should play in this. Economic operators pleaded for involvement of the industry 
in Social Marketing initiatives. 

 The NGOs indicated that their initially sceptical position with regard to Social 
Marketing is currently evolving. This also applies to the role of the industry. 

 The Chair concluded that there is a need for more knowledge, and that the Task 
Force has not yet a final and common approach towards Social Marketing in 
general and towards the involvement of the industry in particular. 
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 Task Force members are invited to suggest speakers for the next meeting, 
dedicated to Social Marketing (12 November), and to react in more detail to Mr 
Hastings' issues paper by the end of July. 

 

6. Self-regulation in The Netherlands 
 Ms Ingrid van Engelshoven, Director of STIVA (the Dutch equivalent of the 

EFRD) had agreed to give a presentation on this topic. Unfortunately she was 
not able to attend. The slides intended to be used in this presentation are 
available on the Commission's public health website. 

 Ms Prisca Ancion-Kors of the Dutch Advertising Code Authority gave a short 
presentation (without slides) on the role of her organization. She stressed that 
the Dutch Advertising Code Authority is not responsible for the content of the 
codes, but only examines whether complaints are justified or not. 

 

7. Compliance monitoring programmes in self-regulation 
 Mr Gray (EASA) gave a presentation in which he set out the organisation and 

work of EASA. 

 The Chair concluded by underlining the need for involvement of all stakeholders 
in SROs, in order to make the monitoring process more inclusive.  

8. Involvement of all stakeholders in SR practices 
 The Chair concluded that this agenda item was already dealt with in the previous 

discussions. He sees the opening of a dialogue around SR with all stakeholders. 

 The Chair thanked all participants for their involvement and contributions and 
reminded that the next meeting will be on 12 November. 
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Annex 1 – List of participants 

ORGANISATION SURNAME  FIRST NAME 

Advertising Information Group (Zentralverband der 
deutschen Werbewirtschaft and Fachverband Werbung 
und Marktkommunikation Österreich) 

BUSSE Julia 

Association of Television and Radio Sales Houses 
(Egta) 

CAZES 
 

Bertrand 
 

Comité Européen des Entreprises Vin (CEEV)  FERNANDEZ José Ramon 

Dutch Advertising Code Authority  ANCION-KORS Prisca 

EUROCARE ULSTEIN Anders 

 ALEXIEVA Daniela 

• German Centre for Addiction Issues (DHS) FARKE Walter 

• National Foundation for Alcohol Prevention 
(STAP) DE BRUIJN Avalon 

European Advertising Standards Alliance (EASA) ALEXANDRE Laure 

 GRAY Oliver 

European Association of Communication Agencies 
(EACA) LYLE Dominic 

 CHALOT Florence 

European Federation of Magazine Publishers (FAEP) MAHON David 

European Forum for Responsible Drinking (EFRD) LUKSEP Peeter 

European Public Health Alliance HASTINGS Gerard 

• Royal College of Physicians, London SHERON Nick 

European Publishers Council (EPC) MILLS WADE Angela 

 CHRYSOPOULOU Sophia 

European Youth Forum TENG Julie 

HOTREC VALLINI Marco 

• British Beer and Pub Association (BBPA) RAWLINGS Martin 
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ORGANISATION SURNAME  FIRST NAME 

National Association for cancer prevention and combat CONSTANTIN Cristea 

The Brewers of Europe VAN REETH Catherine 

• Heineken (International) GOETHART Rutger 

The European Spirits Organisation (CEPS) AUDREN Marie 

• DIAGEO BATYI Csaba 

• Moët-Hennessy QUERTON Pierre-Ives 

 Pernod-Ricard S.A. CONNOR Rick 

World Federation of Advertisers (WFA) LOERKE  Stephan 

 LOHAN Malte 

OBSERVERS 
(MEMBER STATES)  SURNAME  FIRST NAME 

Sweden - Ministry of Health and Social Affairs REHN-MENDOZA Nina 

EUROPEAN COMMISSION SURNAME  FIRST NAME 

DG SANCO MADELIN Robert 

DG SANCO 02 MARIN Eric 

DG SANCO 02 BILLAUX Cécile 

DG SANCO C4 DE CONINCK Pieter 

DG SANCO C 4 KAMPHAUSEN Wilfried 

 

 

 


