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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) 

 The Chair recalled that it was decided at the last meeting of the Task Force (16 
July) that the next meeting would be dedicated to Social Marketing. At the 
meeting of 16 July an initial discussion on Social Marketing took place, based 
on the issues paper on this topic, drafted by Professor Hastings. Task Force 
members were invited to send written comments on the paper. The comments 
received from several Task Force members showed opposing views on the 
involvement of economic operators in Social Marketing activities, related in 
particular to effectiveness and 'source-credibility'. 

 Professor Hastings was asked about any scientific evidence regarding the impact 
of industry involvement on the results of Social Marketing: positive, neutral, or 
negative? This request resulted in another paper ("Alcohol Industry Sponsored 
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Social Marketing: Opportunity or Threat?"), which was disseminated to all Task 
Force members one week before the meeting. 

2. "Social Marketing: main principles, tools and theoretical models"1 

 Under this title Dr. Karine Gallopel-Morvan gave a broad overview of Social 
Marketing. She stressed, amongst others, the importance of the environment in 
which Social Marketing activities are taking place: e.g. the omnipresence of 
commercial marketing for alcoholic beverages in our societies is neutralizing 
Social Marketing of low-risk drinking. She also mentioned that emotional 
campaigns are more effective than informative/rational campaigns, and that she 
has serious doubts about the effectiveness and credibility of Social Marketing 
activities by the alcohol industry. 

 The following issues were addressed in the discussion: 

o Regarding the question if the focus of Social Marketing should be 
more on positive instead of negative aspects, Dr Gallopel replied that 
negative images tend to attract more attention than positive ones. 

o As far as the positive effects of Social Marketing activities, and the 
duration of such activities are concerned, Dr. Gallopel stressed that 
Social Marketing can contribute to changing social norms, but that it 
takes at least 5 to 10 years to achieve such outcomes. 

o On cost-effectiveness, Dr. Gallopel underlined that Social Marketing is 
rather expensive (cf. the HELP-campaign). 

o Regarding evidence for the assumption that industry initiated and 
sponsored Social Marketing is not credible or effective, Dr. Gallopel 
affirmed that such evidence is available. 

3. Examples of private initiatives in Social Marketing in the area of 
reducing alcohol related harm 

 Dr. Mikko Salasuo of the Finnish Youth Research Network gave a presentation 
on his experience as external evaluator of the "Drunk you're a fool campaign" of 
the Finnish brewers, which was recently granted an EFFIE-award. The industry 
was not mentioned as source of this campaign ('unbranded'). The evaluation was 
carried out by independent experts who found that the campaign has led to a 
change of attitude (regarding binge drinking), but who argue that it is hardly 
possible to scientifically demonstrate impact on behaviour. 

 A discussion evolved on whether the (long term) effects of the campaign on 
behaviour, if any, could be determined; Dr. Salasuo maintained his position that 
impact on behaviour is hardly demonstrable. Dr Salasuo was sceptical if the 
campaign could be replicated in other countries with a different (drinking) 
culture. 

                                                 
1 All presentations given during this meeting are available on the Commission's public health website: 
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/ev_20081112_en.htm 

http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/ev_20081112_en.htm
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/ev_20081112_en.htm
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 Fionnuala Sheehan, Director General of MEAS (Mature Enjoyment of Alcohol 
in Society Ltd.) gave a presentation on "Delivering in partnership through 
Social Marketing". She described, among other things, that the Irish partnership 
– drinkaware.ie – is extending, but not without controversy. Evaluation is 
mainly looking at output-indicators such as website visits. 

4. Examples of governmental initiatives in Social Marketing in the area of 
reducing alcohol-related harm 

 In the first presentation ("Risky business"), Nick Tancock from the UK 
Department of Health gave an overview of the work done by the UK 
Government, as well as well as of the basic assumptions and research preceding 
the concrete action. Mr Tancock pointed out that there is a problem with most 
people's perception of the risks related to alcohol consumption, which they tend 
to underestimate. 

 In response to a question about the credibility of the National Health Service 
(NHS) as sender Mr Tancock answered that the NHS in the UK still is a 'strong 
brand', and is more trusted by the population than the Department of Health. 

 Sonja Brandt-Michael, director of the consulting company for Science and 
Society, presented on the German "Aktionswoche Alkohol" which she is 
organizing for the German Government and the Deutsche Hauptstelle für 
Suchtfragen (DHS). The first action week on alcohol was held in 2007. The 
second will be in 2009. 

 Ms Brandt clarified that following a decision by the German Government and 
DHS, the alcohol industry is not involved in the Aktionswoche. There is 
however involvement of other economic operators, e.g. from supermarket chain 
ECE-Holding Hamburg.  

 The third presentation in this series was from Tiziana Codenotti, Vice 
Chairperson of Eurocare, who presented the "Alcohol Prevention Day in Italy". 
Ms Codenotti underlined that the impact of this event on drinking behaviour is 
not clear, and emphasized that in some situations 'moderation' is not the right 
advice, e.g. pregnancy or driving. 

5. Reconsidering Professor Hastings' issues paper on Social Marketing 
 The Chair invited the participants to a general debate on Social Marketing, 

based on the two papers by Professor Hastings, the presentations made during 
the meeting and reflections on the topic over the last months. The following 
questions and issues were raised: 

o What is an appropriate message? No consensus was reached regarding 
the question whether positive or negative messages are more effective. 
Positive messages tend to offer people something (e.g. good health, in 
short and long term), whereas negative messages tend to focus on giving 
up something (e.g. smoking or binge drinking). The question what is an 
appropriate message also relates, in the case of alcohol, to whether 
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'moderation' is in all cases and situations appropriate; there are several 
situations in which 'no alcohol' is a more appropriate message. 

o The environment of Social Marketing activities: Some participants held 
the view that the large volume of commercial marketing is neutralizing 
Social Marketing (for which the available budgets are considerably 
smaller). Conversely, Social Marketing activities will be more effective 
when they are converging with or backed up by the environment in 
which they take place: e.g. statutory measures restricting commercial 
marketing or increasing excise tax. These views were not shared by all. 

o Disclosure / credibility of the source: there are various ways in which the 
alcohol industry can be involved in Social Marketing: companies sign 
with their own name ('branded' Social Marketing) or with the name of a 
social responsibility organisation (e.g. Drinkaware), or no source is 
given ('unbranded' Social Marketing); these different approaches may 
influence the credibility of the campaign. 

6. Way forward: discussion and conclusions 
 The Chair announced that after the next meeting of the Task Force he intends to 

submit the following documents summarising the Task Force's work to the 
Forum members for adoption: 

− report on Self Regulation  

− report on Social Marketing 

− report on “targeting/not targeting youth  

 The Chair presented the following conclusions of the Social Marketing 
workshop2:  

1. Social Marketing is «hard to do»: 

o time, money 

o impact on behaviour unclear 

o social context matters! 

2. but: can be effective; good campaigns - 

o can raise awareness 

o can underpin policy debate 

o can build momentum for better enforcement 

o can include suggestions for new social norms / behaviour / values 

3. evaluation: 

o strict causality unprovable 

                                                 
2 see also presentation at 
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/ev_20081112_concl_en.pdf 

http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/ev_20081112_concl_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/ev_20081112_concl_en.pdf
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o but: indicators of outcome trends are of interest (eg: MEAS 
results: road deaths before/after) 

4. willingness to co-operate  

o moving, but from different positions in different Member States – 
legitimate diversity of approaches 

o concept of ‘complementary, coordinated approaches’ to be 
explored 

5. What do we want to share? 

o need for mapping of Social Marketing situation and 
developments in Member States 

o identify what is worth to be shared 

o research / evaluation / framing of campaigns 

6. Degree of trust – source of messages: 

o variety of approaches: 

o ‘branded’ / ‘unbranded’ 

o position / role of economic operators? 
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Annex 1 – List of participants 

ORGANISATION SURNAME  FIRST NAME 

Association of Television and Radio Sales Houses 
(Egta) 

CAZES 
 

Bertrand 
 

Comité Européen des Entreprises Vin (CEEV)  FERNANDEZ José Ramon 

EUROCARE ULSTEIN Anders 

 ALEXIEVA Daniela 

• German Centre for Addiction Issues (DHS) RYAN Fiona 

• National Foundation for Alcohol Prevention 
(STAP) VAN DALEN Wim 

• Eurocare - Italy CODENOTTI Tiziana 

EUROCOMMERCE VALVERDE-LOPEZ Marina 

European Association of Communication Agencies 
(EACA) LYLE Dominic 

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 

European Sponsorship Association (ESA) DAY Helen 

National Association for cancer prevention and combat CONSTANTIN Cristea 

Projektbüro Aktionswoche Alkohol 2009 BRANDT-MICHAEL Sonja 

Standing Committee of European Doctors (CPME) SIUKOSAARI  Jukka 

The Brewers of Europe VAN REETH Catherine 

The Finnish Youth Research Network SALASUO Mikko 

The European Spirits Organisation (CEPS) FORTESCUE Jamie 

• DIAGEO BATYI Csaba 
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ORGANISATION SURNAME  FIRST NAME 

• Moët-Hennessy QUERTON Pierre-Ives 

 Pernod-Ricard S.A. CONNOR Rick 

University of Rennes GALLOPEL Karine 

World Federation of Advertisers (WFA) LOERKE  Stephan 

 LOHAN Malte 

OBSERVERS 
(MEMBER STATES)  SURNAME  FIRST NAME 

Sweden - Ministry of Health and Social Affairs RENSTRÖM Maria 

 NILSSON-KELLY Karin 

UK – Department of Health NICOL Jean 

 TANCOCK Nick 

   

EUROPEAN COMMISSION SURNAME  FIRST NAME 

DG SANCO MADELIN Robert 

DG SANCO 02 IGLESIA Maria 

DG SANCO C4 DE CONINCK Pieter 

DG SANCO C 4 KAMPHAUSEN Wilfried 

DG SANCO C5 OBIERZYNSKA Danuta 
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