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11th April 2005

Via Email

Helen Keefe

Committee of Advertising Practice (Broadcast)

Mid City Place

71 High Holborn

London

WC1V 6QT

Dear Ms Keefe,

BCAP Consultation on Broadcast Advertising of Alcohol

This is a response on behalf of Diageo Great Britain to section 2 (guidance notes) of the BCAP consultation on broadcast advertising of alcohol, issued on 15th March.  Our comments to section 3 will be submitted at a later date.

About Diageo 

Diageo is the world's leading premium drinks business with an outstanding collection of beverage alcohol brands across spirits, wine and beer categories.  These brands include: Smirnoff, Johnnie Walker, Guinness, Baileys, J&B, Captain Morgan, Cuervo, Tanqueray, and Beaulieu Vineyard and Sterling Vineyards wines.  The Diageo group of companies operates globally trading in over 180 markets around the world. Diageo plc  is listed on both the London Stock Exchange (DGE) and the New York Stock Exchange (DEO). 

Diageo Great Britain (Diageo GB) is the sales and marketing division of the Diageo Group in England, Scotland and Wales and is a major advertiser of beverage alcohol brands.

Diageo GB is a member of the Incorporated Society of British Advertisers (ISBA) and this submission should be read as complementary to the industry-wide submission made by them.  

General Comments

The Diageo Group takes its responsibilities in relation to the marketing of its brands very seriously.  Paul Walsh, Global Chief Executive of Diageo, has said:  “We are proud of our brands. We want Diageo’s marketing and promotional activities to be recognised as the best in the world. That means delivering great results for our brands, and doing so in a way which sets the industry standards for responsible marketing” 

We bring this commitment to life through the Diageo Marketing Code, which was developed in 1997 and has evolved ever since.  It aims to set the highest standards in all our marketing communications.  In Great Britain, it is accompanied by a comprehensive guide which assists all people involved in the promotion of our brands in using  our Code in their day to day work .  Everyone in Diageo GB (even those outside marketing and commercial functions), and all the external marketing communications agencies we use, have to be trained in the Diageo Marketing Code.

Response to BCAP Consultation

Regulation of alcohol advertising is intrinsically linked to perceptions and realities of the scale of alcohol misuse and the harms that may result from it.  In recent years, particular concerns have focused on the growth of ‘binge drinking’ (particularly among younger people) and under-age drinking.  Alcohol-related anti-social behaviour is also high on the political agenda.

Is it not surprising, therefore, that public perceptions about how alcohol consumption is portrayed are constantly evolving.  Some advertisements that were acceptable by common consent a few years ago would not be acceptable today.  The industry has a responsibility to keep its standards under review and to respond to changes in the climate of opinion.  Several months ago, before the publication of the Government’s National Alcohol Harm Reduction Strategy, ISBA began consulting its members on changes to the existing alcohol advertising code.  We participated actively in that process, which led to a series of recommended changes, some of which are reflected in the new OFCOM/ASA code.

We now agree that in order to ensure that the code is properly used and applied it is essential to reduce any ambiguity as between the letter and the spirit of the code.  

Clearly the interpretive guidance will play an important role in this process.  We welcome the broad thrust of the guidance as drafted, but would offer a number of detailed comments, set out below.

· Rule 11.8 Alcoholic Drinks

We are surprised to see – twice - within the draft guidance the following reference:

“recent research indicates that advertising has some influence on young viewers’ attitudes to drinking, albeit at a relatively low level compared to those other factors.”  

The inclusion of such a claim in the guidance should, in our view, be substantiated by reference to published, peer reviewed work or otherwise omitted.

· Inclusion of “party scenes” [11.8.1(a)(2)] 

We believe that, for the sake of clarity, the notes should include the following: 

Pg 6 line 4 after …’social interaction’ add ‘,including party scenes,’ change ‘is’ to ‘are’.

· “Daring” [11.8.1(b)]

We are concerned that, as drafted, the draft guidance on the ‘daring’ element runs the risk of extending, rather than illuminating, the code.  The words “unsuitable or out the ordinary” both lack clarity and are not obviously relevant to the Code on daring.  We would propose in the alternative:

Pg 6 line 15 delete all after “…considered” and add “irresponsible or likely to encourage anti-social behaviour.”

· Defining behaviour in the context of a ban on links to sexual activity [11.8.1(c)]

Again, we are concerned that, as drafted, the draft guidance on ‘link to sexual activity’ runs the risk of extending, rather than illuminating, the code.  We would propose:

Pg 7, line 12 and 13 delete ‘...provided that it is limited to…’ and add…’including…’

· “Dangerous behaviour” [11.8.1(h)]

Again, we are concerned that, as drafted, the draft guidance potentially extends rather than illuminates the code.  The code is clear on what is prohibited.  The guidance note appears to extend this rule to a concept of “an environment that is hazardous”.  We take this to mean ‘environment’ in the limited sense of being in the context of machinery or imminent danger, rather than non-specific geographic or built-environment locations; the rule qualification about avoiding behaviour that would be dangerous we understand to refer to actual activity rather than (mis) perceived potential for danger.  On this basis we would be content to leave the guidance as it is, (though we would oppose any more general interpretation).

· Youth appeal [11.8.2.(a) 

The concept of youth appeal goes to the heart of the code revision and it is critical that we get the guidance on this area precisely right.  That requires the utmost certainty and the smallest margin of ambiguity.

The criteria which would need to be applied by both BACC and ASA(B) in judging this area are subjective nature but are not set out in the guidance.  

We do not believe that ‘teenage fashion and clothing’ should be included, as fashion changes and there is not an identifiable ‘fashion’ of the under 18’s.  Similarly music is an area where 20’s taste would be indistinguishable from an 18 year old.  Language, again, is subjective, judging advertising content through the perceptual filters of a middle age mind, could lead to over restrictive interpretations.

The inclusion of such criteria in the guidance, while undoubtedly intended to clarify, in our view runs the risk of increasing ambiguity.  We would prefer to see them omitted.

We hope you find this submission helpful.

Yours sincerely,

Andy Fennell

Director of Marketing, Diageo Great Britain
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