Feedback to:

David Poley
Chief Executive
The Portman Group
7-10 Chandos Street, London, W1G 9DQ

on the Code consultation document.

From The Wolverhampton and Dudley Breweries PLC.

1. Overall we believe that the existing code has provided a sensible set of controls which have lead generally to responsible behaviour in the marketing and promotion of alcoholic drinks.

2. We recognize that ‘shots’ and ‘shooters’ are not likely to encourage responsible drinking and so we are supportive of increased controls in this area. However, we do not have control over consumer behaviour. It would be very possible that a consumer could order, for example, a measure of Tequila served in a large glass and then ‘shoot’ it of his own volition. Equally we do not think that banning shots greater than 0.5 units is either practicable or likely to be understood by consumers.  As a result we agree with the approach that explicit encouragement of rapid drinking should be disallowed as the most practical way forward.
3. We wholeheartedly support age verification on websites. The requirements should be kept simple to maximize implementation. Date of birth verification works well.

4. We believe that the current rules relating to sexual success work well.

5. Whilst we support the idea of removing alcoholic branding from children’s replica kits (assuming existing contracts are given time to run their course), we do not think that it will solve the problem for teenagers who wear adult sizes. However, this change to children’s kit should help to remove some pressure from alcoholic involvement in sports sponsorship and so is a sensible move.
6. The current rules for surrogate marketing are adequate and need not be changed.

7. We want to be actively involved in any further discussions on the use of Sports Personalities since this could have a major impact on many companies marketing campaigns. We believe that the impact of personalities in association with alcoholic drinks is heavily influenced by environment. By this we mean (for example) that a poster site outside a school potentially presents bigger issues than an advert in The Times.


 
