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ISBA Alcohol working group

Response to

BCAP consultation on

Section 2

Guidance notes to Broadcast advertising code on alcohol

About ISBA 
ISBA is the single representative body on all aspects of commercial communications for some 380 leading UK advertisers whose total spend on all marketing communications exceeds £10 billion. 

Consultation

The working group welcome the opportunity to comment on the draft guidance notes and will welcome the formal introduction of the guidance notes. The approach in the consultation document is broadly welcomed, but inevitably there remain areas where greater clarity would be of benefit to advertisers and their agencies in committing resources to their campaigns.

Rule 11.8 Alcoholic Drinks

Misrepresenting claim to valid research

Background

Pg 3
8. - we do not accept the applicability of the limited published research to support the claim in the first para (8) that ‘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.’  This claim is repeated on pg 4. The claim should either be fully substantiated, with full referencing to peer reviewed published work, or deleted.

Health and safety messages

Rule 11.8.1

Pg 5
the derogation from Rule 11.8.1 to allow alcohol-related health or safety advertisements should not be limited to ‘non-commercial organisations’; the definition is subjective, and the qualification patronising to business.  Allowance should be made for business, business related or business funded organisations to promote health and safety messages.

Inclusion of party scenes

11.8.1(a)(2) 

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’.

Clarification of daring

11.8.1(b)

The draft guidance note on the ‘daring’ element approaches a code extension rather than a guidance note.  The use of ‘unsuitable or out the ordinary’ both lack clarity and are not obviously relevant to the Code on daring.

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)

The wording of the note is potentially more restrictive on normal behaviour than a ban on (undefined) sexual activity implies.

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

Clarification of dangerous behaviour
11.8.1(h)

The code itself is clear on what is banned.  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.  Leaving the guidance note as it is leaves this rule open to over zealous interpretations.  We offer the following slight amendment, but would be interested in a more widespread rewording that reflects a prohibition on alcohol and driving, or before or during the operation of machinery, or encouraging consumption before activities known to be associated with risk following the consumption of alcohol, eg swimming.

Pg 10 line add ‘positively’ before ‘hazardous’.
Youth appeal

11.8.2.(a) 

This is a key code in terms of meeting the shared objectives on not appealing to youth.  Yet we have some difficulty with the tone of the guidance, which does not deliver sufficient business certainty.  

We question the subjective nature of the criteria that BACC and ASA(B) would need to apply, as they are not set out in the guidance.  

In addition 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 is again subjective, judging advertising content through the perceptual filters of a middle age mind, could lead to over restrictive interpretations.
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