BACARDI BROWN-FORMAN BRANDS 
RESPONSE TO CONSULTATION IN RELATION TO THE PORTMAN GROUP’S THIRD REVIEW OF ITS CODE OF PRACTICE

1a) Should the Code contain a new provision that disallows the explicit encouragement of rapid drinking or the ‘downing’ of a drink (thus effectively preventing the marketing of a drink as a shooter or slammer)?
No, we believe that the reference to irresponsible or immoderate consumption within the current code also covers the behaviour around rapid, or ‘speed  drinking’.

Many ‘traditional’ drinks can be served either as an ingredient in cocktails, mixed drinks or as a specific shot. It’s the responsibility of the consumers as to how they choose to use these products. We therefore think that the current policy adequately covers shots, particularly because most of the usage is in the on trade and does not relate to products specifically packaged or presented as shots.

We believe these issues are best addressed through continued partnership between marketers and on- and off-trade retailers in the promotion of responsible consumption, particularly in the on-trade, where consumption of this nature is more likely to take place.  

Brown-Forman has devised and Bacardi Brown-Forman Brands has implemented a UK-specific ‘shot policy’ to govern all promotions of Brown-Forman drinks which are capable of service as a shot.  This is provided for information as Exhibit A to this response.

1b) Should the provision be extended to also disallow implicit encouragement of rapid drinking, thereby potentially impacting on a wider number of existing drinks, particularly those in small single serve shot containers (e.g. shot glasses, test tubes)
No, we believe that the current code is strong enough to exclude packaging of alcoholic products e.g. test tubes which are packaged in a way that the consumer has no option but to drink the contents in one gulp. This would not apply to shot glasses because at least they are stable containers. Again because the code only applies to pre-packaged liquids and not to glasses served in the on trade it is the behavioural issue of drinking shot measures inappropriately rather than the packaging which is the key issue.
1c) Should the above provisions apply only to drinks that contain above a certain amount of alcohol.
No. 

2a) Should the Code require that dedicated UK websites for alcoholic drinks brands should be accessed only through an AVP?

Yes, we believe that AVP are a very good form of best practice and would be comfortable with this being added into the revised code. 

2b) If the code requires access only through an AVP, should the Code stipulate the method of age verification and what should that be?
Yes, the code should stipulate that a drop down is required so that users can physically enter their DOB, or alternatively, stipulate that the user’s full birthdate should be entered in blank spaces. This shows extra steps at discouraging under 18 users rather than simply asking for a YES/NO confirmation before entry. This practice is being carried out by most members currently but should be incorporated into the code to ensure consistency. 
2c) If the code does require access only through an AVP, should it require repeat visitors to go through a verification process (either through the AVP or through a password)

A ‘remember me’ option should be permitted so that consumers can set up a password option and not have to re-enter their details each time they enter the site. By doing this via password registration, as opposed to any other method, for example the use of a cookie, you are defending the action of having a ‘remember me’ option in case of more than one user sharing a computer.

3) Do you agree that the current rule concerning sexual success is appropriate?

Yes, we believe that the rule works from a TPG point of view. The rule has to be consistent with the current broadcast codes.

4) Do you agree that TPG should remove the special exemption from Code rule 3.2 that exists for children’s size replica kits?

Yes. We believe that it is important that consumers have a choice however we also understand that under the current climate it would be sensible to support the suggestion that TPG will remove special exemption with regards to choice.

5) Do you agree that Code rules 2.8 and 2.9 provide sufficient protection against the potential danger of surrogate marketing and if not what more can be done under the Code?
Yes, we believe that this particular area of the code is covered well and don’t think this is an area that needs tightening currently.
