BCAP CONSULTATION DOCUMENT

BROADCAST ADVERTISING OF ALCOHOL

As responsible producers and marketers of alcoholic drinks we, in general, support the overall direction of the new rules for alcohol advertising to address the concerns of youth drinking and attitudes to drinking.  However, strict interpretation of prescriptive rules has the potential to have unintended consequences and create unnecessary restrictions.   We would therefore appeal to BCAP to consider the nature of the alcoholic drink product and the audience to whom it is intended and likely to appeal or not appeal as an intrinsic aspect of the proposed Guidelines for interpretation of the new rules.
This comment is provided confidentially for BCAP’s current consultation process and we would be obliged if it were kept confidential for the purpose. 

We are the owners of “The Famous Grouse” brand of Scotch whisky, which has been marketed since 1896 with the grouse bird as its central theme, logo and brand icon.  The grouse bird has of course evolved over the years from its rigid, black and white origins to colour and since 1996 in animated form.  “The Famous Grouse” grouse bird is a registered trade mark, is the image on the face of our products and is the image portrayed in our advertising.  

We have invested significantly in a long term advertising campaign involving an animated grouse bird in a series of relevant social situations, all of which we believe are in good taste and aimed at an adult audience.  We do have a concern in this regard that extreme interpretation of the new rules on alcohol advertising, particularly those included within section 11.8.2. of OFCOM’s revised rules concerning animals, animation and music, could unfairly prejudice our campaigns without cognisance of their effective impact.

While “The Famous Grouse” campaign features an animal in the starring role, that is because the grouse bird is the brand image itself, the image is a registered trade mark and the brand cannot effectively be advertised without it.  The style and presentation of the advertisements is adult, mature and quirky. The advertising is not intended to be mischievous, rebellious or immature and the situations portrayed are adult orientated, dramatised by the grouse bird’s adult behaviour.  There is no drinking imagery and no drinking takes place.  The messages are geared towards the product’s quality, which youth tends to find uninteresting.   

Animation is the technology that we use to give the grouse bird life, a necessary course of action as it is not possible to train a real grouse bird to perform in front of the camera!  There is no intention of using animation purely to add humour to the character or the situations in the same way that Disney might do with traditional cartoon animation.

The music used (it is essentially the same piece of music in different forms and styles) has no relationship with youth culture.

Over 8 years of airing “The Famous Grouse” campaign the profiles of our target audience and consumers have not changed significantly.  The target audience is at least 30 years old, consumers whose palates have matured such that they enjoy the taste of Scotch whisky.   Scotch whisky is not generally on the social radar of youth who are more attracted to the cheaper, sweeter and more glitzily presented alcoholic drinks.  Core consumers of “The Famous Grouse” are in the 40 to 60 years old bracket, with a large proportion over 65 years.  

In summary we believe that “The Famous Grouse” advertisements as produced and aired over the past 8 years are so adult focused as to have no effect on youth interest. The historical pattern of consumption, skewed strongly in favour of the over 40 year olds, corroborates this view.   
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