Consultation on advertising alcohol alternatives
Consultation response by the Institute of Alcohol Studies
We welcome the opportunity to respond to this consultation.
The Institute of Alcohol Studies (IAS) is an independent institute bringing together
evidence, policy and practice from home and abroad to promote an informed debate
on alcohol’s impact on society. Our purpose is to advance the use of the best
available evidence in public policy decisions on alcohol. IAS is a member of the
Alcohol Health Alliance UK (AHA), an alliance of more than 60 non-governmental
organisations.
We support and endorse the AHA’s response to this consultation. In particular, we
would like to highlight the concerns about brand sharing and cross-promotion. All
marketing of alcohol alternatives that share branding with alcoholic products should
be considered cross-promotional. While the guidance recommends focussing on the
alcohol-free product (rather than the brand), it is very difficult to discern how this is
possible in practice as brands have now become the dominant feature of marketing.1
Brand identity is much more sophisticated than simply brand names and logos and
research has demonstrated that people can easily identify alcohol brands from visual
cues such as font type, straplines or colour, even when the brand name itself is
absent.2 Marketing communications do not need to directly promote an alcohol
product to be successful in promoting an alcohol brand, or alcohol consumption
more generally.
We therefore recommend that the guidelines focus on regulating brands rather
than ABV, and make no- and low-alcohol products from ‘parent brands’
subject to the same restrictions as their alcoholic products despite the lower
alcohol content.
Moreover, there is currently insufficient evidence as to how no/low alcohol products
are used – while they might act as ‘alternative’, they can also be ‘additional’ or risk
being a gateway drink.3 As they are likely to serve different functions for different
people, the suggested definition is too vague. There are furthermore inconsistencies
with Government guidelines on low alcohol descriptors. We therefore recommend
amending the definition as follows:
“Alcohol alternatives are drinks containing 0.5% or less alcohol by volume when
presented as no and low alcohol versions of an alcoholic drink, for example nonalcoholic beer. A specific drink or range of drinks would be considered an alcohol
alternative if it does not share the same branding elements as an alcohol brand.”
For further information and detailed evidence, please see the response from
the Alcohol Health Alliance UK.
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