Committee of Advertising Practice

Mid City Place

71 High Holborn

London

WC1V 6QT

11th April 2005

To whom it may concern,

Re: Carlsberg UK Consultation Comments: Guidance Notes for the Revised TV Alcohol Advertising Rules (Section 2).

In accordance with our earlier response to the draft Guidance Notes released for public consultation for the revised TV Alcohol Advertising Rules we would firstly like to reiterate both our own organisational commitment and that of our agencies to continue to create and produce advertising which works within the rules set out by the committee.   

However, in order to ensure accurate interpretation of the rules (and to apply them correctly within our advertising development process) there remain some prevailing questions we have and wish to seek further clarification on.

11.8.1 Rules for all advertising

11.8.1 (A) 2) Social Success

“Lively, but responsible, social interaction with alcohol present is allowed but that liveliness must not depend on the presence of alcohol. No behaviour may be juvenile”.

We continue to request further elucidation on what type of behaviour denotes ‘juvenile’.

Referencing 11.8.1 (B) ‘juvenile behaviour’ has been replaced with the following attributes:

“Immature, adolescent or childish behaviour”

Please provide and confirm a definitive expression of what juvenile behaviour is.  If the intention were to review ‘juvenile behaviour’ as expressed above – we would seek no further clarity.

11.8.1 (C) Sexual Success

“Linking alcohol with mild flirtation or romance is similarly allowed provided that it is limited to gentle dialogue, facial expressions or body language that do not imply sexual activity has taken, or is about to take, place”.

Irrespective of the inclusion of ‘body language’ this remains unclear.  Does this mean you can or cannot show people touching?  For example, hand holding or affectionate kissing?

11.8.1 (G) 2) Immoderate Drinking

As a point of clarification, please consider extending what is allowed within this rule.  Currently “Depictions of well-stocked bars or guests arriving carrying alcohol are acceptable…” would not provide a definitive indication that, for instance, we could see a consumer buying or leaving a retail environment with a large pack of beer eg. 24 pack (this could be in anticipation for a party or simply ‘stocking up’).

11.8.2 Additional Rules for alcohol advertisements

11.8.2 (A) b) Appeal to under 18’s/Youth Culture

As per our original response, we are not satisfied with the “themes” which have been decided are associated with youth culture; disregard for authority, mocking or outwitting authority and immature practical jokes.  We continue to believe they are not clearly defined.

As the Note stands, it could render unacceptable any commercial which is intended simply to be humorous (and indeed aimed at an older audience).

11.8.2 (A) c) Appeal to under 18’s/Youth Culture

Caution should be exercised with “teenage fashion or clothing mostly associated with those under 18”.

We believe further clarification is required here.  With the blurring between generations with regards to fashion, we need to consider very carefully what that fashion is.  For example, does a baseball cap constitute an item of clothing mostly associated with those under 18?  We would say not.  What would BCAP say?

11.8.2 (A) e) Appeal to under 18’s/Youth Culture

We believe this Note is ill considered in the current reading.  In order to be true to how language evolves, we would like to see the additional guidance including wording to the effect that if “slang” or “street” words, over time, have passed into the common vocabulary/understanding it should be acceptable.  For example, “chick flick” when describing a film.

Finally, at Carlsberg UK, we have always taken our responsibility to ensure no negative impact of alcoholic drinks, particularly on children and teenagers, is of paramount importance and will continue to do so.  As such, additional consideration of our feedback will be appreciated and will only assist us in continuing to produce advertising acceptable to the ACC and others.

Yours truly,

Darran Britton

Brands Director, Ales & Lagers

