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THE PORTMAN GROUP CODE OF PRACTICE 

ON THE NAMING, PACKAGING AND PROMOTION OF ALCOHOLIC DRINKS

Response to consultation

Diageo Great Britain (GB) welcomes the opportunity to participate in the review of The Portman Group's Code of Practice on the Naming, Packaging and Promotion of Alcoholic Drinks.  We are committed to self-regulation in the alcohol industry and recognise the importance of regular review of the Rules of this Code to ensure they evolve and remain relevant to the changing needs and attitudes of society. 

Our responses to the review questions are as follows:

2.1 Rapid drinking
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 a slammer)? 
It is critical that alcohol advertisements and promotions are responsible and do not encourage excessive or rapid drinking.  We consider the current rule, 3.2 (f), which disallows the encouragement of "irresponsible or immoderate consumption", to sufficiently capture the promotion of this style of drinking, particularly when Code is applied in the spirit, as well as the letter.  

A new rule, as described above, would not necessarily bring about the desired behavioural change it intended.  

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 containers (e.g. shot glasses, test tubes)? 

As stated above, the current rule, 3.2 (f), which disallows the encouragement of "irresponsible or immoderate consumption", should sufficiently capture the promotion of this style of drinking, particularly when the Code is applied in the spirit, as well as the letter.  

1c) Should the above provisions apply only to drinks that contain above a certain amount of alcohol (e.g. 0.5 units)? 

(See responses to questions 1(a) and 1 (b)).

2.2 Website age verification pages
2a) Should the Code require that dedicated UK websites for alcoholic drinks brands should be accessed only through an AVP?
Yes, there should be a requirement for users to affirm their full date of birth before they access alcohol drinks brand websites.

2b) If the Code does require access only through an AVP, should the Code stipulate the method of age verification and what should that be? 

The Code should stipulate a method of age affirmation that requires the visitor to proactively input their full date of birth (e.g. from a drop down list). We consider merely confirmation of age, by ticking an “18 and over ” box for example, not as effective as a proactive input. 

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)?  
We consider the common practice of providing the user with an option to be 'remembered' on subsequent visits is sufficient.  Diageo GB brand websites include standard wording on the gateway that asks users not to select the 'Remember Me' option if they are using a shared computer.

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

Yes, we consider the current provision 3.2 (e) concerning sexual success is appropriate and should not be relaxed.

2.4 Replica kit in children's sizes
4) Do you agree that TPG should remove the special exemption from Code rule 3.2 (g) that exists for children’s size replica kits?

There is a significant role for alcohol sports sponsorship in Great Britain, as long as it is carried out responsibly.  Diageo GB does not license its trademarks for use on branded replica kits in children's sizes and agrees this should be a standard across the industry.   

2.5 Surrogate marketing
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?

'Surrogate marketing' is a very nebulous term to define.  However, we do consider Code rules 2.8 and 2.9 to provide adequate protection if there were to be a case of concern.  

2.6 Detailed rules for particular media/activities
6a) Are there certain areas of activity covered by the Code which would benefit from more detailed rules to clarify what is acceptable and, if so, what are these areas?

The current scope for the review is adequate.

6b) Are there certain areas of activity covered by the Code which do not need more detailed rules but which would benefit from being the subject of an Advisory Service Help Note and, if so, what are these areas?

We suggest an Advisory Help Note covering digital marketing and mobile phone-based activities would be useful.  

In addition, we would also welcome clarity on the relationship (and any enforcement responsibilities) of the Portman Group Code and the European Forum for Responsible Drinking Common Standards. 

Yours sincerely,

Kate Blakeley

Head of Social Responsibility
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