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The Cinema Advertising Association is the trade body 
representing cinema advertisers in the UK and Ireland 

• The CAA is a member of the Committee of Advertising 
Practice (CAP) 

• CAA members are bound, through their contracts with 
cinemas, to pre-clear all cinema commercials



The Copy Panel
• Members are drawn from both member companies
• None may be company directors
• Decisions are by consensus and vote
• The independent chair has a casting vote
• All decisions must be justified in light of the relevant non-broadcast codes:

British Code of Advertising, Sales Promotion and Direct Marketing (the CAP Code)
Advertising Standards Authority for Ireland Code (the ASAI Code)

• Approval by the Copy Panel indemnifies the advertiser and cinema against 
financial loss



CAP Code 56.5 (Alcoholic Drinks)
One of the fifteen CAP codes specifically targeting alcohol advertising

• Marketing communications should not be directed at people under 18 through 
the selection of media, style of presentation, content or context in which they 
appear. No medium should be used to advertise alcoholic drinks if more than 
25% of its audience is under 18 years of age

The 25% rule was was introduced by the CAA over 20 years ago



Data taken from British Board of Film Classification Annual Report 2007
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The Proscribed 
Films List
A predictive system

• List dispatched weekly with
every reel containing alcohol 
advertising to every screen in the 
UK and Ireland

• To be used actively by the 
cinema in the case of last-minute 
film changes



Issued every two months, with interim 
updates as necessary



The Alcohol Panel
Currently has ten members who use the following material to reach 
a decision:

• trailers and marketing for forthcoming films

• previously released comparative films and their verified audience profiles

• the trailers and marketing for comparative films

• their individual knowledge of feature films as an entertainment product

The decision to proscribe or not is taken by majority vote

In the case of a split vote, the film is deemed proscribed



Films that are always proscribed

• Children’s ‘U’ certificate films
• All Disney Cartoons
• ‘Family Focus’ or ‘Family Gap’ films

And added in summer 2008
• Gross-out comedies
• Superhero / Comic Book spin-offs



Example of data supplied to Alcohol Panel

251483DEVIL WEARS 
PRADA, THE

Comedy/RomanceFeb-0921/2/0912ACONFESSIONS 
OF A 
SHOPAHOLIC

0000MOTORCYCLE 
DIARIES, THE

Drama/BiopicFeb-0921/2/091512ACHE: PART 
TWO

151500ALIEN VS 
PREDATOR

Adventure/Sci-FiFeb-0921/2/091515OUTLANDER

3114134JUMPERSci-Fi/ThrillerFeb-0921/2/0912APUSH

1818008 MILEBiography/MusicFeb-0914/2/0915NOTORIOUS

221750MATCH POINTComedy/DramaFeb-0914/2/0912A12AVICKY 
CRISTINA 
BARCELONA

0000FRIDAY 13TH: 
THE FINAL 
CHAPTER

HorrorFeb-0914/2/0918FRIDAY 13TH

7700SLEEPERSDramaFeb-097/2/0915DOUBT

0000SIN CITYActionFeb-097/2/091815PUNISHER: 
WAR ZONE

<18 
Profile

15–1712–147–11Comparative Film 
Profile

CAVIAR GenreMonth of 
Release

Working 
Release Date

Actual 
Cert.

Est. 
Cert.

Film Name



Advertising Reel Protocols

• Members endeavour to ensure that no advertising reel contains more 
than 40% of alcohol advertising as measured by duration

• Members endeavour to ensure that alcohol commercials do not appear 
sequentially in a reel



When advertising alcohol through 
cinemas the CAA seeks to reflect public 

opinion



This paper was produced for a meeting organized by Health & Consumers 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 & Consumers 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.


