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The Expert Council on Health has
recommended writing the amount
of pure alcohol in grammes/volume
of beverage and alcohol units on
labels of alcohol products. One
alcohol unit amounts to 10g of
pure alcohol and a standard unit
equates to a 250ml of beer (4.8% of
potency), 100ml of dry wine (12%),
70ml of fortified wine (18%), and
30ml of strong alcohol (40%).

The economic and financial crisis
in the US seems to have changed
patterns of wine consumption. US
consumers have not reduced their
consumption of wine, but are instead
switching to less expensive wines.
Consumers are also drinking less
wine in restaurants, but more wine
at home. Wines that have sold most
widely in recent months are those
priced below $15 and especially
those less than $7 per bottle.

Luxembourg
A survey by Ipsos has revealed that
four in ten people in Luxembourg
regularly drive after drinking more
alcohol than permitted. Most of
them are men.
The survey suggests that Luxembourg
is the European country where drink
driving is most common. The average
in western Europe is below two in
ten. Europe-wide 38% of 45 to 64year olds say that they drink drive
sometimes or often. Only one in five
women in Europe say they drive after
drinking more than allowed.

Poland
In Poland a new legislative initiative
has been implemented regarding
the advertising of alcohol products.
Currently regulations on alcohol
advertisement are included in the Act
of 26 October 1982 on upbringing
in sobriety and counteracting
alcoholism.
The Polish Ministry of Health wants
to limit the advertising of beer.
The new proposal will prevent the
advertising and promotion of beer
on TV and radio, or in cinemas
and theatres between 6am and
11pm. It has also been announced
that fans attending the Euro 2012
championships will not be allowed to
buy drinks with an alcohol content
of over 4.5% in the stadiums.
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During the holiday season retailers
saw purchases of Champagne
replaced by cheaper sparkling wines
from California, Spain and Italy. The
site Wine.com, a leading website
selling wines, noted that the average
bottle sold in December 2008
decreased by 17% compared to last
year, but the number of bottles sold
is up 15%. This trend held true for
purchases by companies for their gifts
at the end of the year. Overall, the
average amount of the gift business
remains unchanged, but companies
have opted for a selection of cheaper
wines rather than one expensive
bottle.

Mexico
The Mexican Secretary for Health
has warned that trends in binge
consumption of alcohol must be
reduced, as well as the availability of
alcohol to children. It is estimated
that 6.7% of primary school
children drink alcohol, while 27%
of secondary school children do so.
In some states this figure rises to
40%. He highlighted that in Mexico
there is a trend whereby most people
that drink alcohol do not necessarily
drink it on a daily basis, however,
when they do drink, they do so in
excessive amounts.

STATISTICS UPDATE
Average consumption in UK well within responsible drinking guidelines
A report on smoking and drinking among adults by the
Office of National statistics, uses data from the 2006
General Household Survey (GHS). The report found
that 71% of men and 56% of women drank alcohol
weekly. Men also drank on more days of the week than
women. 21% men and 11% of women drank on at
least five of the previous seven days.
Further key findings from the report include:
• Alcohol consumption in 2006 was higher in England
and in Wales than in Scotland: 13.7 and 13.5 units
a week, on average, respectively, compared with 11.6
units.
• Men and women in households classified as ‘routine
and manual’ drank less (11.6 units a week), on average,
than those in other types of household. Those in
‘managerial and professional’ households drank the
most (15.1 units a week).
Methods for calculating alcohol consumption have
been updated to reflect the trend towards larger
measures and stronger alcoholic drinks, especially wine.

It should be noted, however, that changing the way in
which alcohol consumption estimates are derived does
not in itself reflect a real change in drinking among the
adult population. 2006 is the first year that the new
methodology has been applied to GHS data and for
this reason it is not possible to compare like-with-like
figures from previous years. However, estimates from
the last ten years using the ‘old’ methodology suggest
that the trend in alcohol consumption is downward.
The proportion of men drinking more than 21 units
a week on average fell from 29% in 2000 to 23% in
2006. There was also a fall in the proportion of women
drinking more than 14 units a week (from 17% in
2000 to 12% in 2006).
Key findings from the Drinking: adults’ behaviour
and knowledge in 2007 report:
• The ONS Omnibus survey, Drinking: adults’
behaviour and knowledge in 2007, also published
in January, shows that 85% of adults had heard of
measuring alcohol consumption in units in 2007,
compared with 79% ten years earlier.
• 38% of those who had heard of units,
reported having seen unit labelling on
alcohol, up from 32% a year ago and
23% in 2000. The most frequently
mentioned place where unit labelling
had been seen was a supermarket or
shop (81%).
• The survey also reports on pub-goers’
response to the bans on smoking in
public places, introduced in Scotland
in 2006 and in Wales and England in
2007 - Four-fifths of drinkers who
said they visited pubs said that the
change would not affect, or had not
affected how often they did so. Of
those who said their behaviour was
likely to change, 15% said they were
likely to go more often, compared
with 6% who said they would go less
often.
• While 33% of men and 22% of
women drank in a pub or bar in the
previous week, 50% of men and 52%
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STATISTICS UPDATE
of women had drunk an alcoholic drink in their own
home. Among those who had drunk alcohol in the
previous week, the most common drinking companions
for men and women were spouse or partner (41% and

40% respectively) and friends (45% of male drinkers
and 38% of female drinkers).
The report is available at

http://www.statistics.gov.uk/
downloads/theme_health/Drinking_2007.pdf

Nordic alcohol statistics 2003–2007
Nordic alcohol statistics are produced annually in
cooperation between the Nordic statistic authorities.
The statistics represent standardised data on alcohol
sales, consumption, distribution, prices and some
alcohol-related harms.
The levels and long-term developments of recorded
alcohol consumption differ between the Nordic
countries, and no common trend can be seen. The 2007
statistics show that the level of consumed alcohol per
capita was highest in Greenland, followed by Denmark
and Finland, and lowest in Norway. A long-term
analysis shows that recorded consumption of alcohol
has increased in Finland, Iceland and Norway, and
declined in Denmark, Sweden and Greenland.
During recent decades, the consumption of strong
alcoholic beverages decreased in the Nordic countries.
In the 2000’s it has increased in Finland and Denmark.
Wine consumption has experienced a steady growth
in all Nordic countries. The consumption of beer
has decreased in Denmark and increased in Iceland.
In the other countries, it has remained substantially
unchanged.
Real prices of alcoholic beverages have declined in

all Nordic countries. The money spent on alcohol by
consumers was in Denmark DKK 14.3 billion (app.
EUR 1.9 billion), in Finland EUR 4.1 billion, in
Norway NOK 24.1 billion (app. EUR 3.0 billion),
and in Iceland ISK 20.9 billion (app. EUR 0.2
billion), according to the latest figures available. The
share of expenditure on alcohol in total expenditure
on household consumption has decreased in all those
countries for which the figures are available. State
revenues from alcohol have also decreased in all Nordic
countries.
To view the report visit http://nat.stakes.fi
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STATISTICS UPDATE
Total consumption of alcohol continues to fall in France
The latest statistics from IREB, suggest that the
consumption of wine in France, and therefore total
consumption per capita, has continued to fall since
2000.

Analysis by type of accident 1995-2006

Per capita (aged 15+) consumption is now 12.9 litres
of pure alcohol a year, down from 14 in 2000, 15.4 in
1990, 20 in 1980 and 26 in 1961. Consumption of
wine has dropped from 20.6 litres a head to 7.5 litres
over the whole period – beer and spirits have remained
extraordinarily static at just under 3 litres spirits a year
and 2.5 litres of beer. 12 litres per capita per annum is
similar to consumption in Germany, the UK, Denmark,
Spain, Portugal and Cyprus.
Just 5.5% of French women (aged between 15 and 44)
drink daily – against 23% of those ages 65+. 61% of
15 –19 year olds drink weekly however – and 35% of
all women are teetotal. Amongst men, 1.4% of 15 – 19
year olds drink daily – but 51% drink weekly. 17% of
men are teetotal.
2% of women drink more than 15 glasses a week, and
13% of men drink above 22 glasses a week. However,
although regular drinking amongst young people
(more than 10 drinking days in the last month) is
declining, those getting drunk more than 3 times a
year is increasing, suggesting that patterns of drinking
are changing to occasional heavy drinking occasions
(18% of women and 33% of men) rather than regular
more moderate use. Overall fatal accidents attributable
to alcohol have continued to plummet from 1341 in
2000 to 933 in 2006, with those killed falling from
1512 in 2000 to 1043 in 2006.

number of fatal accidents in which alcohol is implicated
% of fatal accidents involving alcohol relative to the total number

Different patterns of alcohol consumption
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number of
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Alcohol consumption in France in litres of pure alcohol per
year for inhabitants aged 15 and above (1961-2006)

To access the report, visit http://www.ireb.com
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STATISTICS UPDATE
Survey of European and US drinking habits
The
Wall
Street
Journal
commissioned
market-research
firm GfK to poll inhabitants in 13
European Union countries, plus the
US, Russia, Turkey and Switzerland
on their drinking habits. GfK
asked more than 17,000 people to
describe how often they drink, what
they drink and how alcohol affects
their lives.
Almost one-third of respondents
in Western Europe said they never
drink alcohol. In Italy, 53% of those
surveyed said they are teetotalers,
while in Turkey, a predominantly
Muslim country, 83% said they
don’t drink at all. Italy, however,
was also among the countries
with the largest group of frequent
drinkers, with 16% of respondents
saying they drink alcohol at least
once a day. The Netherlands led
this category, with 17% saying they
drink at least once a day. In Russia,
Poland and Sweden, all vodkamaking countries, only 1% of
respondents said they drink at least
once a day.
The survey showed that while young
people in most European countries
are drinking less frequently than
their parents and grandparents, they
are consuming more alcohol each
time they drink. In France, 25%
of respondents over 50 said they
consume alcohol at least once a day,
while only 3% of the respondents
between the ages of 14 and 29 drink
at least once a day.
43% of French survey respondents
aged 14 to 29 said they consume
five or more drinks before they
become intoxicated (which the
survey defined as “meaning you
have lost some physical or mental
control or judgement”). Among

French respondents over 50 years
old, 21% gave the same answer.
The country with the largest share of
heavy younger drinkers is Belgium,
where 56% of the respondents in
the 14 to 29 age range said they need
five or more drinks before they are
intoxicated. In the US, 33% of the
younger respondents gave the same
answer. By contrast, only 20% of
young Swiss respondents and 29%
of Germans said they consume
more than five drinks before they
are intoxicated.
With the combination of highfrequency drinking and little
variation
in
consumption
patterns across age categories, the
Netherlands scored as the heaviestdrinking country in the survey. In
total, 40% of Dutch respondents
said they can consume five or more
drinks before they are intoxicated,
the highest level in the survey.
Turkish respondents were at the
opposite end of the spectrum —
though those Turks who do drink
also do so heavily, with 38% saying
they have five or more drinks before
they are intoxicated.
In addition to drinking habits at
the national level, the survey also
looked at differences in the way men
and women drink in each country.
Broadly speaking, women are more
moderate drinkers than men. In
Western Europe, 40% of women
said they never drink, while only
22% of male respondents said they
are teetotalers. In Central Europe,
48% of the women surveyed said
they never drink, while 24% of the
male respondents gave the same
answer.
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The highest share of female
teetotalers outside of Turkey (where
92% of women said they never
drink) was in Portugal, where 72%
of the women surveyed said they
don’t consume alcohol. At the
opposite end of the spectrum, only
16% of Swedish women and 20%
of Dutch women said they never
touch alcohol.
Overall, 10% of women are worried
about how alcohol affects their
personal relationships, compared to
15% of men. In Central European
countries, however, slightly more
women (13%) than men (12%)
said they are worried about
alcohol affecting their personal
relationships.
Italian men (43%) and women
(39%) were the most worried overall
about how alcohol affects their
personal relationships. Swedish
men (6%) and women (1%) were
the least worried.
Men are consistently more troubled
by how alcohol affects their lives.
13% of men are worried about
how alcohol affects their work,
compared to 8% of women. Italian
men (38%) were the most worried
about alcohol’s effect on their jobs,
while Greek women (34%) edged
out Italian women (32%) in this
category.
30% of Europeans and a quarter of
US respondents replied that alcohol
had no effect on their mood. Only
one out of seven Americans stated
that alcohol made them feel funny,
compared to a quarter of Europeans.
The corresponding figure for
Germany is well above average,
with a total of 41% expressing that
they feel funny under the influence
of alcohol.

STATISTICS UPDATE
Survey of European and US drinking habits (continued from page 15)
One in four American respondents
believe that alcohol makes people
friendlier. In Europe, only one in
six respondents agreed with this
statement. Hardly any respondents
expected alcohol to have a positive
effect on their sensuality. Only 3%
of all respondents feel amorous
when they have been drinking. By
contrast, one out of ten Europeans
and one in six Americans feel tired
after consuming alcohol.
The statements made about
the negative effects of alcohol
consumption are noteworthy.
Almost three out of ten Europeans
indicated that they only start to feel
a negative physical or mental effect
after drinking five units of alcohol.
Two in ten assume that three units
are sufficient to make them feel
worse and 12% stated that they
feel a negative physical or mental
impact after two glasses.
In Italy 88% of respondents over 50
years old said their favourite tipple

is wine. But among Italians aged 14
to 29, only 29% prefer wine, while
43% say beer is their favourite
drink. Preferences are also changing
in France. Here, 68% of those over
50 say their favourite drink is wine,
while only 24% of those aged 14 to
29 gave that response; most French
young people (29%) chose beer as
their favourite drink.
The survey suggested that drinkers
generally shift to wine from beer as
they get older. But France and Italy,
where the overall survey results
showed wine is still more popular
than beer, soon could follow other
classical wine regions such as Spain
and Portugal, where beer drinking
has overtaken wine.
In
historically
beer-making
countries, including the UK,
Belgium and the Netherlands,
drinkers now prefer wine to beer,
the survey showed. In Russia, 35%
of drinkers say their favourite drink
is beer, while (30%) say they prefer

wine. Germany and the Czech
Republic still prefer beer to wine.
Only 10% of Europeans and
Americans indicated spirits such
as whiskey, gin and vodka as their
favourite drinks. By comparison,
these types of alcoholic drinks are
extremely popular in Russia, where
a total of 30% of respondents are
most likely to drink spirits with high
alcohol content. In Russia vodka is
as popular as wine and almost as
popular as beer.
Sweet and mixed alcoholic drinks
are well-liked in the USA and
Turkey. Approximately one in five
respondents in these countries opts
for sweet alcoholic drinks, such as
cocktails and alcopops.
There are differences between men
and women in terms of preferences.
While men aged 50+ are most
likely to choose a mixed drink in
Turkey, in the USA these drinks
are favoured by girls and young
women aged 14 to 29. In the rest
of Europe, an average of only 7%
of respondents has a preference for
such drinks.
Liqueurs and fortified wines are
the least popular drinks. In Europe
and in the USA, they are far down
the preference ranking with a value
of around 5%. The French make
an exception, with a total of 12%
of respondents prefering fortified
wines and liqueurs. These kinds of
drinks are particularly popular with
women in the 50+ age group.
For further information, visit http://
www.gfk.com

Source: GfK “Alcohol consumption” survey 2008, GfK Custom Research/
WSJE
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ARTICLES
Branded consumption and social identification - young people and alcohol
A new paper by Professor Christine
Griffin et al from the University of
Bath, UK, looks at the motivations
behind drinking behaviour in young
people in the UK. The research,
funded by the Economic and Social
Research Council (ESRC) suggests
several considerations for future
policy.
Focusing on the role of marketing
practices in shaping young people’s
attitudes to alcohol consumption,
the research included analysis of 216
alcohol adverts, both in print and
broadcast. While extreme drinking
and determined drunkenness may be
perceived as the norm amongst young
people, there is some positive news
from the research. Evidence suggests
that increases in young people’s
alcohol consumption is levelling off.
Previously, representations of binge
drinking as a source of entertainment,
coupled with pervasive coverage of
drunken celebrities, increased the
social acceptance of binge drinking.
The glamorous depiction of excessive
drinking, along with an increased use
of internet based social networking
sites to share images of drunken
nights out, has enabled the linkage
between alcohol and ‘having fun’.
The paper describes how the retail
trade has been transformed, since the
1980’s with the emergence of café
bars, dance bars and themed pubs
in most city centres, broadening
the traditional customer base well
beyond the traditional pub clientele
of white working class heterosexual
men to include more culturally and
sexually diverse groups in the 18 to 35
range. Alcohol consumption is now
central to the night-time economy in
British towns and cities (Chatterton
and Hollands, 2001). Drinking to
intoxication has become normalised
amongst the majority of young men

– and women – as an integral part of
a ‘good night out’.
This study attempts to present a
systematic and in-depth examination
of young people’s accounts of alcohol
consumption and the meanings of
drinking in their everyday social lives,
set in the context of the sophisticated
global marketing of alcoholic drinks.
Key findings
The report found that ‘Calculated
hedonism’ was mobilised as an
important element in the culture
of intoxication that dominates
young people’s relationship to
alcohol consumption, and as a
significant counterpoint to the
overwhelmingly negative discourses
around young people’s ‘binge
drinking’ in contemporary British
government, health education and
social policy in alcohol. The report
states ‘Official discourses of panic
over young people’s ‘binge drinking’
that
emphasise
recommended
‘safe’ levels of drinking in terms of
restricted units of alcohol consumed,
are unlikely to have any substantial
purchase on young people’s drinking
practices’.
The central importance of the social
friendship group as a focus of young
people’s identities, and the central
role of drinking (to excess) in the
everyday practices of friendship and
having ‘fun’.
For many of our male participants
this formed the basis of all-male
friendship groups and was a key
element in male social bonding.
Young men in particular made
a distinction between going out
drinking “to get wasted” and going
out “on the pull”. Each form of
drinking practice involved a different
pattern of alcohol consumption,
visiting a different set of venues
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with different intended outcomes.
“Getting wasted” was usually
represented as an all-male practice.
When going out “on the pull”,
young men referred to using alcohol
(as did young women) to give them
“confidence” in order to facilitate the
formation of heterosexual contact.
For young women, although drinking
is key to their friendship groups and
socialising, drinking to excess was
(still) construed as fundamentally
unfeminine (and risky), retaining
its traditional association with
hegemonic masculinity. However,
alcohol consumption also forms a
central (and compulsory) part of
young people’s social lives. Drinking
stories played an important role in
study participants’ social lives and
in the formation and consolidation
of their friendship groups. Their
stories involved cautionary tales of
risk and the dangers associated with
drinking; narratives involving loss
of (self ) consciousness and loss of
memory linked to excessive drinking;
adventure stories of fun, risk and
excitement; and a wealth of ‘funny
stories’ about the pleasures and perils
of drinking, socialising and ‘going
out’ in the night-time economy.
The study concludes that alcohol
advertising and marketing in
contemporary
British
Society
recognises the motivation of drinking
amongst young people as far more
diverse, complex and sophisticated
than a traditional focus on alcohol
adverts would suggest. It concludes
that Government ‘sensible drinking’
messages are largely ineffective among
this age group.
Source: Griffin, Christine et al (2008). Branded
Consumption and Social Identification:
Young People and Alcohol. The Full Research
Report is available from the ERSC website
http://www.esrcsocietytoday.ac.uk

ARTICLES
What does it take to change behaviour? Kicking bad habits
A series of papers have been
published by the Kings Fund, a
foundation which seeks to explore
ideas that could change health care
approaches, based in London.
The fourth paper in the series by
Anna Dixon looks at motivation
and confidence engendered by
the National Health Service
encouraging
individual
responsibility
for
healthy
behaviours. This paper looks at
what NHS interventions could
encourage healthier behaviours –
such as reducing obesity, sedentary
lifestyles, poor diet and smoking.
The second paper looks at using
information to promote healthy
behaviours by Ruth Robertson. In
2005/6 the UK government spent
£30 million on adverts to stop
smoking and have launched a £75
million marketing programme to
encourage children to exercise and
eat healthily.
The paper identifies that the
effectiveness
of
‘one
way’
information portrayed via leaflets,
posters, internet radio and broadcast
is dependent on: Social norms and
capabilities to change.– looks at
intentions – and what is perceived
as normal – and achievable; Key
factors in the success of campaigns
depends on the source – i.e. is the
deliverer credible, attractive and
interesting?; Proper assessment
of the target audience and their
motivations (personality, literacy
and lifestyle); Analysing the desired
outcome properly – i.e. are you
looking to change an attitude or
promote a new behaviour?
The process of an individual
responding to a message long

term is divided into concise steps
for the planner – the message
reaching them effectively, the target
taking notice of it, their liking its
approach and understanding it.
Feeling able to respond to what it
suggests, giving in and saying yes
I’ll do it, remembering the message
and changing the behaviour long
term, being able to remember the
message long term (such as eat five
fruit and vegetable portions a day,
or national responsible drinking
guidelines). These steps into a
‘process of persuasion’. The paper
discusses public perception of
government messages being seen
by the public as ‘preachy, boring
and too much like hard work’.
Therefore the collective use of a
similar message by industry, charity
and government is suggested.
The messages on responsible daily
drinking guidelines are believed
to only be partially effective (21%
recall by adults in 2003) as they
have been presented over the last
decade as daily or weekly, with
differing numbers of alcohol free
days, different messages for sexes
and units not equating to ‘drinks’.
A ‘gain frame’ is seen as more
effective – i.e. the positives of
changing behaviour, rather than
focusing on the negatives – e.g.
you’ll live longer if you eat for fruit
and vegetables, rather than you’ll
die younger if you continue with
you present lifestyle.
High sensation messages are
required in some circumstances,
such as discouraging drink drive.
Consistent exposure to the message
is also seen as fundamental – hence
the development of a ‘brand’ that
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provokes loyalty and a consistent
path of message and deliver over
time is fundamental to long term
effectiveness.
The report concludes that
information has an important role
to play in influencing behaviours
such as smoking and alcohol
consumption. Effective campaigns
must come from a trusted source,
have content that attracts the target
audience and include messages that
impact on perceptions of social
norms (i.e. most drink sensibly).
‘Passive information provision’ is
seen as only one link in the chain of
delivering change as skills to change
and services to support the change
are also fundamental.
A long term approach from the
NHS must be delivered as the UK’s
unhealthy habits are deep-rooted
within society and can not be
addressed by short term measures.
Key recommendations from the
report include:
• The NHS needs to make
better use of social marketing
techniques and data analysis tools
to identify, target and effectively
communicate messages and
motivate people to change how
they live.
• Public
health
programmes
shouldn’t rely on just one
approach such as information
campaigns or financial incentives
as the evidence shows the most
effective behaviour change
interventions employ a variety of
tactics.
• A robust evaluation of short and
long-term changes in behaviour
and health outcomes should be
made a requirement of all public

health programmes in order to
build an evidence base for the
future.

every day and for contracts and
incentives to be used to encourage
such behaviour.

• Frontline staff should be more
proactive in promoting healthy
habits to the patients they see

• Government departments and
local agencies involved in tackling
unhealthy behaviours must better

coordinate their efforts and ensure
that targets are agreed to support
their shared objectives.
To view the reports see

http://www.
kingsfund.org.uk/current_projects/kicking_
bad_habits/index.html

Retail industry introduces Challenge 25 on alcohol sales
The UK’s major retailers are
stepping up measures to combat
attempted purchase of alcohol by
and for under 18’s with the launch
of Challenge 25, recently launched
by the Retail of Alcohol Standards
Group (RASG) which was formed at
the end of 2005 and is coordinated
by the Wine and Spirit Trade
Association.
Challenge 25 will give cashiers the
power to challenge those who look
over 18 for their ID more easily.
Cashiers say they often find it
difficult to assess the age of mature
looking teenagers, and this measure
will give them more confidence. It
is also believed it will help tackle
‘buying by proxy’, whereby those
who are over eighteen buy alcohol
for their younger friends.
There has been a marked reduction
in the levels of underage purchase
of alcohol, following the successful
introduction of the Challenge 21
initiative. The new signage in red and
black adds a fresh and striking look
and makes it clear that under 25s
must now expect to be challenged
to prove their age. It also spells out
the heavy fines that could follow for
those caught breaking the law.
Nick Grant, Chairman of RASG,
said: “Retailers have done much to
reduce levels of underage purchase
but we’ve never been complacent
and it’s time to go a stage further.
It’s important that we remain at

the forefront of innovation and
due diligence if the refusal of
underage sales is to remain low”
It is believed that Challenge 25 is
the most successful example of due
diligence in preventing underage
sales in Europe. Grant also asked
for support from the police where
uncomfortable situations occur in
store due to the new campaign.
Welcoming Challenge 25, Home
Office Minister Alan Campbell
said: “The Challenge 21 scheme
has already proven itself to be an
effective tool to combat underage
drinking so I hope every retailer
will adopt these new guidelines and
continue to confront anyone they
believe to be underage or buying
alcohol for under 18s. We are not
expecting retailers to act in isolation
and will do everything to ensure
joined up strategy from government,
enforcement agencies and industry...
We recognise that the majority of
retailers take their responsibilities
seriously, refusing to sell alcohol
to
around
1.5million
underage children
every month, and
are determined
to
continue
working
with
them to tackle the
problem. We will
shortly consult on
a new mandatory
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code of practice for alcohol retailers
setting out tough new licensing
conditions to help tackle alcoholrelated crime and disorder”
Simon O’Brien, the Association
of Chief Police Officers’ lead on
Licensing, said: “ACPO very much
welcomes this initiative, it is clearly
an industry leading standard, it
has come without prompt and
follows on from Challenge 21.
ACPO believes that this is a sign of
determination from those involved
in the sale of alcohol to work
towards the common goals of safe
and sensible alcohol consumption...
There has been some very good
work with the industry to reduce
sales of alcohol to young people
and we are just now in the middle
of an ongoing campaign, backed
by the Home Office, to ensure we
are enforcing legislation in this area
and concentration will be on those
traders that cannot get their houses
in order”.

MEDICAL NEWS
Alcohol, liver enzymes, and risk for type 2 diabetes
Moderate alcohol consumption
decreases the risk of type 2 diabetes
(DM), but elevated liver enzymes
increase the risk. This study
examined the association between
DM; alcohol consumption; and two
liver enzymes, glutamyltransferase
(GGT) and alanine aminotransferase
(ALT). Researchers followed a
cohort of 8576 Japanese men aged
40–55 years enrolled in the Kansai
Healthcare Study, an ongoing
investigation of risk factors for
cardiometabolic disease. Four years
following baseline examination,
DM was diagnosed in 878 subjects.
Results in multivariable models
were as follows:
* Alcohol intake of 16–43 g per day
(1½–3½ drinks) decreased the risk
of DM, while higher levels of GGT
and ALT increased the risk.
* In joint analyses of alcohol

and enzymes, moderate drinkers
with the lowest tertile of GGT
had the lowest risk of DM, while
nondrinkers with the highest tertile
of GGT or ALT had the highest
risk (odds ratio, 3.18 and 2.37,
respectively).
* At every level of GGT, moderate
or heavy alcohol drinkers had a lower
risk of DM than nondrinkers.
Professor R Curtis Ellison
comments: ‘Although these findings
indicate that GGT, ALT, and alcohol
consumption are independently
associated with DM risk and point
to an inverse association between
alcohol and DM (30–35% lower risk
for moderate drinkers), interpreting
the results is problematic in that
multivariable analyses were not
adjusted for liver enzymes. The raw
data suggest a higher risk of DM
not only among nondrinkers but

also among heavier drinkers. Once
liver enzyme data are entered into
the analysis, however, even heavier
drinkers show a marked decrease
in risk. In addition, the highest
risk of DM was almost always
in nondrinkers with abnormal
liver tests, raising the question
of whether some subjects who
were nondrinkers at baseline were
former heavy drinkers. Although
prospective epidemiologic studies
consistently show a much lower risk
of developing DM among moderate
drinkers, analytic problems in the
present paper make it difficult to
conclude that the effect of alcohol
on risk of DM is independent of
liver function’.
Source: Sato KK, Hayashi T, Nakamura Y,
et al. Liver enzymes compared with alcohol
consumption in predicting the risk of type
2 diabetes: the Kansai Healthcare Study.
Diabetes Care. 2008;31(6):1230–1236

Heavy drinkers with the alcohol dehydrogenase 1C*1 gene are at greater risk
of colorectal cancer

Chronic drinking is a risk factor for
colorectal cancer, possibly through
the effects of acetaldehyde, which is
created by the alcohol dehydrogenase
(ADH) enzyme. A new study
investigated if a polymorphism of
the ADH1C gene that is found in
Caucasians may effect acetaldehyde
concentrations. Findings confirm
ADH1C*1 as a genetic risk marker
for colorectal tumors among people
who drink more than 30 grams
of alcohol per day (the top end of
sensible daily drinking guidelines
for men).
Acetaldehyde is the first metabolite
of alcohol, both researchers
explained. The more acetaldehyde
produced, the higher the risk of
cellular DNA damage, leading

to cancer. While studies of upper
digestive tract cancers have strongly
implicated exposure to acetaldehyde
in saliva, both direct and indirect
evidence also implicate the role
of acetaldehyde in the cells of
the colonic mucosa and cancer
development in the colorectum.
For this study, Seitz and his
colleagues recruited 173 individuals
(138 males, 35 females) with
colorectal tumors diagnosed by total
colonoscopies, and 788 “control”
patients (523 males, 265 females)
without colorectal tumors. Wholeblood genotyping was performed
on all participants.
“Our results show that individuals
who metabolise alcohol to
acetaldehyde more rapidly produce
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more acetaldehyde, and therefore
have an increased risk for cancer in
the colorectum.This metabolism is
modulated by the activity of alcohol
dehydrogenase, which is genetically
controlled. Thus, acetaldehyde plays
a major role in alcohol-mediated
carcinogenesis, and may not only be
a carcinogen for the large intestine,
but also for the upper aero digestive
tract and the breast, as shown by
other studies. Those with other
risks for colorectal cancer may want
to limit their alcohol intake to less
than 30 grams per day, and possibly
occasional instead of regular alcohol
intake,” said Seitz.
Source: The study will appear in the March
issue of Alcoholism: Clinical & Experimental
Research and currently available at Early
View.

MEDICAL NEWS
Moderate alcohol consumption may help seniors keep disabilities at bay
A UCLA study, published in the
American Journal of Epidemiology
concludes that for seniors in
good health, light to moderate
consumption of alcohol may help
prevent the development of physical
disability.
The researchers based their study on
data from three waves of the National
Health and Nutrition Examination
Survey’s Epidemiologic Follow-up
Study (1982–84, 1987 and 1992).
The sample, which included 4,276
people, split evenly between male
and female, was about 92% white,
with a mean age of 60.4 years.
Drinkers were classified as light
to moderate if they consumed less
than 15 drinks per week and less
than five drinks per drinking day
(less than four per day for women).
Heavy drinkers were those who
consumed 15 or more drinks per
week or five or more per drinking
day (four or more for women).
Abstainers were those who drank
fewer than 12 alcoholic beverages
the previous year.
Having a physical disability means
having trouble performing, or being
unable to perform, routine tasks
such as dressing and grooming,

personal hygiene, arising, eating,
walking, gripping, reaching, and
doing daily errands and chores.
Participants were asked if they
experienced no difficulty, some
difficulty, much difficulty or were
unable to do these activities at all
when alone and without the use of
aids.
At the start of the survey, 32% of
men and 51% of women abstained
from drinking, 51% of men and
45% of women were light to
moderate drinkers, and 17% of
men and 4% women were heavy
drinkers.
No one had any disabilities at the
outset, but 7% died and 15%
became disabled over five years.
The researchers found that light to
moderate drinkers in good health
had a lower risk for developing new
disabilities, compared with both
abstainers and heavy drinkers.
In unadjusted analyses, light to
moderate drinkers had a 17.7%
chance of becoming disabled or
dying in five years, compared
with 26.7% for abstainers and
21.4% for heavy drinkers. Among
survivors, the risk for new disability
was 12.5% for light to moderate
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drinkers, compared with 20% for
abstainers and 15.6% for heavy
drinkers.
However, after controlling for
confounding variables such as age,
smoking, exercise, heart attacks
and strokes, the benefits of alcohol
consumption were seen only in
seniors who rated their health as
good or better: There was a 3-8%
reduction in the odds of developing
disability with each additional drink
per week in older men and women
in good or better health who were
not heavy drinkers, but there was
no such benefit seen in those who
rated their health as fair or poor.
“Light to moderate alcohol
consumption appears to have
disability prevention benefits only in
men and women in relatively good
health,” the researchers wrote. “It is
possible that those who report poor
health have progressed too far on
the pathway to disability to accrue
benefits from alcohol consumption
and that alcohol consumption may
even be deleterious for them.”
Source: American Journal of Epidemiology
2009 169(1):96-104; doi:10.1093/aje/
kwn294. Advance Access originally published
online on November 20, 2008

MEDICAL NEWS
Chocolate, wine and tea can boost brain power
A study which examined the effects
of eating chocolate and drinking
wine and tea on the memory
discovered that wine has the most
pronounced effect in boosting
people’s memory, followed by
chocolate and tea. Also, those
who regularly consume all three
in modest amounts were found to
perform best when asked to carry
out a series of brain tests.
The study also discovered that the
positive effects levelled out after
just half a glass of wine and only
four squares of chocolate.
The researchers from Oxford
University’s
Department
of
Physiology, Anatomy and Genetics,
examined the effect of the three
foodstuffs on cognitive performance
among elderly people.
Chocolate, wine and tea are thought
to improve cognitive ability because
they all contain micronutrients
called flavonoids, which research

has suggested can lower risks of
dementia. The study findings
appear to support the theory.
Working with colleagues from the
Universities of Oslo and Bergen
in Norway, the team studied how
chocolate, wine, and tea affected
2,031 people aged between 70 and
74.
The
participants
filled
in
questionnaires about their diets and
then carried out a series of cognitive
tests. Those who regularly drank
moderate quantities of wine scored
better in all six tests than those who
abstain. Chocolate eaters also had
“significantly” better results in the
tests than non-consumers, while
tea drinkers achieved better scores
in four of the tests.
Professor David Smith explained,
however, that brain power was only
boosted by the three foodstuffs
when consumed in small amounts.
He said: “What we have shown
is that foods rich in flavonoids

can improve the function of the
brain....Depending on how much
they had consumed they got better
results, although it did plateau with
four squares of dark chocolate a day
- about 10g... about half a glass a
day for wine and with tea it went
up to about four or five cups....The
exciting thing was that people who
consumed all three did even better
and had least likelihood of being
cognitively impaired... These doses
could certainly help, that’s the
implication of this study, but no
more than the amounts described.”
The team stressed that while
moderate alcohol consumption is
associated with better cognitive
function and reduced risk of
Alzheimer’s disease and dementia,
heavy alcohol intake could be a
cause of dementia and other health
problems.
Source: Journal of Nutrition, doi:10.3945/
jn.108.095182 Vol. 139, No. 1, 120-127,
January 2009 J. Nutr. First published
December
3,
2008;
doi:10.3945/
jn.108.095182

Study shows slower cognitive decline for women drinkers
A study of 3,000 women ages 70 to
82 years suggests that a moderate
amount of alcohol consumption
resulted in better mental acuity and
contributed to a slower decline in
cognitive function.
The study investigated 5,804
older participants in a clinical trial
evaluating
cholesterol-lowering
drugs. 42% of women and 71%
of men reported mostly moderate
drinking, with only 8% of women
consuming more than the equivalent
of one drink daily; over 17% of men
averaged more than two drinks a

day, the upper limit recommended
for men. Women who drank scored
higher than non-drinkers on every
test of cognitive function, such as
speed of information processing
and verbal memory. Women who
drank low or moderate amounts of
alcohol also showed less decline in
cognitive function than nondrinkers
after about 3-years of follow-up.
The research suggested that women
who had one to seven drinks a week
had better cognitive function than
women who didn’t drink at all. The
results support previous research
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which concluded that older brains
benefit from moderate drinking.
“The size of the effect seems to be
equivalent to that of several years of
aging,” said David Stott from the
University of Glasgow, main author
of the study. Alcohol consumption
by men didn’t appear to have any
effect on cognitive decline. The
gender disparity could have several
possible explanations, such as the
protective effect of estrogen in
women, Stott said.
Source: December 2008 issue of the Journal
of the American Geriatrics Society.

MEDICAL NEWS
Alcohol consumption and n–3 polyunsaturated fatty acids in healthy men
and women from 3 European populations
The authors of a recent study state
that because high dietary and blood
n–3 (omega-3) fatty acids (FAs) are
protective against coronary heart
disease and sudden cardiac death,
the alcohol-associated increase in
blood n–3 FAs could be considered
an original mechanism of alcohol’s
cardioprotective effect.
Their
objective was to assess whether
alcohol consumption is associated
with concentrations of very-longchain ‘‘marine’’ (e.g., fish oil) n–3
FAs both in plasma and in red blood
cell membranes. In the framework
of the IMMIDIET Project, 1,604
subjects (802 women-men pairs),
aged 26–65 years, were enrolled
in Italy, Belgium, and England.
A 1-year-recall food-frequency
questionnaire was used to evaluate
dietary intake.
Results showed that in fully adjusted
multivariate analyses, alcohol intake
was positively associated with
plasma eicosapentaenoic acid (EPA),
docosahexaenoic acid (DHA), and
EPA 1 DHA concentrations in

women and with EPA and the EPA
+ DHA index in red blood cells. In
men, only plasma and red blood cell
EPA concentrations were associated
with alcohol intake. Stratified
analyses showed an association
between alcohol and both plasma
and red cell EPA, DHA, and
the EPA + DHA index in wine
drinkers, whereas no association
was found in those who drink beer
and spirits. The authors conclude
that alcohol intake was associated
with higher plasma and red blood
cell concentrations of marine n–3
FAs. Components of wine other
than alcohol (polyphenols) might
exert these effects. Part of the
alcohol-induced cardioprotection
may be mediated through increased
marine n–3 FAs.
Professor R Curtis Ellison
comments:
‘An increase in
omega-3 (n-3) fatty acids, found
to be associated with alcohol
consumption, could be important
from at least two perspectives: it
could be a new mechanism by which
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alcohol or wine could reduce the
risk of cardiovascular disease, and it
could be a way for people who do
not like fish to get these important
fatty acids. Data strongly indicate
that higher levels of n-3 fatty
acids are associated with less heart
disease, especially reducing the risk
of sudden death.
The findings support and extend
previous findings by showing an
increase in n-3 fatty acids among
wine drinkers; there was a much
less consistent relation between the
consumption of beer or spirits and
levels of n-3 fatty acids. This suggests
that the polyphenols in wine may
be playing a role in the increase in
fatty acids. There were inadequate
numbers of heavier consumers in
this study to evaluate the effects of
heavy drinking, although previous
research has shown that large
amounts of alcohol may decrease n3 fatty acid levels’.
Source: Alcohol consumption and n–3
polyunsaturated fatty acids in healthy men
and women from 3 European populations.
Am J Clin Nutr 2009;89:354–362.

MEDICAL NEWS
France abuzz over
alcoholic ‘cure’
An eminent French cardiologist
triggered an impassioned debate
in the medical world over his
claim to have discovered a cure for
alcoholism. Dr Olivier Ameisen, 55,
one of France’s top heart specialists,
says he overcame his own addiction
to alcohol by self-administering
doses of a muscle-relaxant called
baclofen. He has now written a book
about his experience - Le Dernier
Verre (The Last Glass) - in which
he calls for clinical trials to test his
theory that baclofen suppresses the
craving for drink.
In Geneva, Dr Pascal Garche put
12 patients on baclofen, of whom
seven came through reporting
marked improvements “I have
never had reactions like this before.
We cannot ignore findings such as
this - the book is going to set the
cat among the pigeons,” he said.
However, many specialists fear that
media excitement over Dr Ameisen’s
theory is obscuring the complex
nature of alcoholism.
“Encouraging people to think
that there is a miracle molecule
is to completely misunderstand
the nature of alcoholism, and is
extremely irresponsible,” says Dr
Michel Reynaud of Paul-Brousse
hospital in Paris.
Alain Rigaud, president of the
National Association for the
Prevention of Alcoholism states
“We need comprehensive tests to
determine how this drug acts, if it
is effective and at what dosage, and
if it is genuinely harmless in the
longer term,...But even if it turns
out to work, that does not mean a
drug alone is the solution.”

Alcohol and coronary artery calcium prevalence,
incidence, and progression
The authors of a new study
state that alcohol use has been
consistently found to have a Jshaped association with coronary
heart disease, with moderate
drinkers exhibiting a decreased risk
compared with both heavy drinkers
and nondrinkers. The Multi-Ethnic
Study of Atherosclerosis (MESA)
is a prospective communitybased cohort study of subclinical
cardiovascular disease in a multiethnic cohort. In 2000–2002,
6,814 participants free of clinical
cardiovascular disease were enrolled
at 6 participating centers.
The subjects consisted of 3,766
(55.5%) current drinkers, 1,635
(24.1%) former drinkers, and
1,390 (20.5%) never drinkers.
Although light-to-moderate alcohol
consumption was associated with
lower coronary heart disease
risk, the investigators found no
evidence of a protective or Jshaped association of alcohol and
coronary artery calcium (CAC).
In fact, there was evidence that
heavy consumption of hard liquor
was associated with greater CAC
accumulation.
Other alcoholic
beverages were not associated with
CAC prevalence, incidence, or
progression. The authors conclude
that this was the first large study to
evaluate the association of alcohol
with CAC in 4 racial-ethnic groups
and to evaluate the progression of
calcification. These results suggest
that the cardiovascular benefits
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that may be derived from lightto-moderate alcohol consumption
are not mediated through reduced
CAC accumulation.
Professor R Curtis Ellison
comments: ‘The group carried
out an analysis of alcohol and
CAC in the Family Heart Study
a few years ago and found no
association; the present study
supports these findings. While
moderate drinkers in MESA
showed a strong inverse association
with the occurrence of coronary
heart disease (approximately 60%
lower risk for consumers of 1 - 2
drinks/day in comparison with
life-time abstainers), the authors
found that alcohol intake did not
lower measured levels of CAC or
progression of the degree of CAC
over time. There was a suggestion
that higher intake of alcohol,
especially of spirits, could lead to
an increase in calcification.
In conjunction with previous
research, the new findings suggest
that the potential protection
against myocardial infarction
from moderate alcohol intake
may be related more to clotting
mechanisms, or to direct effects
on the blood vessel lining (the
endothelium), than to the
development of calcification within
the coronary arteries’.
Source: McClelland RL et al. Alcohol
and coronary artery calcium prevalence,
incidence, and progression: results from
the Multi-Ethnic Study of Atherosclerosis
(MESA). Am J Clin Nutr 2008;88:1593–
1601.

MEDICAL NEWS
Increased stroke risk is related to a binge drinking
habit
A study by Dr Laura Sundell and
colleagues of National Public
Health Institute (KTL), Helsinki,
Finland states that heavy alcohol
consumption increases the risk for
all strokes, whereas moderate regular
alcohol consumption is associated
with a lower risk for ischemic
stroke. The purpose of their recent
study was to evaluate the effect of
different drinking patterns on stroke
risk, independent of average alcohol
intake. A prospective cohort study
of 15,965 Finnish men and women
age 25 to 64 years who participated
in a national risk factor survey and
had no history of stroke at baseline
were followed up for a 10-year
period. The first stroke event during
follow up served as the outcome of
interest (N=249 strokes). A binge
drinking pattern was defined as
consuming 6 or more drinks of the
same alcoholic beverage in men or
4 or more drinks in women in 1
session. Cox proportional-hazards
models were adjusted for average
alcohol consumption, age, sex,
hypertension, smoking, diabetes,
body mass index, educational
status, study area, study year, and
history of myocardial infarction.
Results show that binge drinking
was an independent risk factor
for total and ischemic strokes.
Compared
with
non–binge
drinkers, the hazard ratio for total
strokes among binge drinkers
was 1.85 (95% CI, 1.35 to 2.54)
after adjusting for average alcohol
consumption, age, and sex; the
association was diluted after
adjustment for other risk factors.

Compared
with
non–binge
drinkers, the risk for ischemic
stroke was 1.99 (95% CI, 1.39 to
2.87) among binge drinkers; the
association remained statistically
significant after adjustment for
potential confounders. The authors
conclude that a pattern of binge
drinking is an independent risk
factor for all strokes and ischemic
stroke.
Professor R Curtis Ellison
comments: ‘This study from
Finland was on a population-based
prospective study of more than
15,000 subjects, including about
650 “heavy drinkers” (defined as >
350g of alcohol/week for men and >
210g of alcohol/week for women).
Despite the rather large number of
heavy drinkers, there was no relation
between average alcohol intake and
the risk of total stroke (n=249) or
ischemic stroke (n=179) during an
average follow up 9 to 10 years.
On the other hand, among ‘binge
drinkers’ (men consuming more
than 5 drinks/occasion of a beverage
or women consuming more than 3
drinks/occasion of a beverage), the
risk of total and ischemic stroke was
40 to 60% higher than it was for
drinkers who did not report binge
drinking, even with adjustment
for average long-term intake.
There were only 70 subjects with
hemorrhagic stroke; no association
with binge drinking was seen’.
Source: Sundell L, Salomaa V, Vartiainen
E, Poikolainen K, Laatikainen T. Increased
stroke risk is related to a binge drinking
habit. Stroke 2008;39:3179-3184.
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Link between
binge drinking and
cardiovascular disease
New research from the University
of Rochester has uncovered clues
about why binge drinking may
increase risk for cardiovascular
disease.
Researchers
cultured
human
umbilical venous endothelial cells,
primary blood monocytes and
THP-1 monocytes, and treated
them with various concentrations
of acetaldehyde, a carcinogen
produced by alcohol, for six hours –
the approximate time the chemical
stays in the bloodstream after binge
drinking.
Acetaldehyde increased expression
of monocytes, which past research
has shown plays a significant role
in development of atherosclerosis.
The researchers concluded that
the finding shows a possible
link between acetaldehyde and
hardening of the arteries.
“The fact that acetaldehyde acts to
increase monocyte CCR2 receptor
expression, as demonstrated in the
present study, suggests that this is
a potential mechanism by which
elevated levels of acetaldehyde
achieved with binge-drinking
episodes may lead to an increase in
the occurrence of cardiovascularrelated diseases,” the study authors
said.
The study’s findings were published online
in the Oct. 18, 2008 issue of the journal
Atherosclerosis.
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SOCIAL AND POLICY NEWS
Negative impact of
Programme to deter youth alcohol use also reduces
news coverage on young
conduct problems, study finds
people’s lives
A University of Georgia (UGA) SAAF facilitators engage them with
programme designed to reduce
alcohol use, drug use and risky sexual
behaviour in African-American
youth also reduces the likelihood of
engaging in conduct problems by up
to 74% two years later, according to
a new study.
The finding is the latest in a
series of studies that demonstrate
the effectiveness of the Strong
African-American Families (SAAF,
pronounced “safe”) programme,
which is increasingly being adopted
across eight Georgia counties and
the city of Denver.
Developed by Gene Brody, director
of the UGA Center for Family
Research, and Professor Velma
McBride Murry, SAAF is based on
more than 20 years of research that has
identified parenting and care-giving
practices that allow low-income,
African-American families living in
rural areas to raise children who are
successful despite the challenges that
stem from poverty, racism and a lack
of social services. The programme
consists of seven weekly meetings
that include concurrent, hour-long,
sessions for pre-adolescent youth
and their parents followed by a joint
session in which the families practice
the skills they’ve learned.
Rather than lecturing to participants,

specially designed videos, activities
and games. Parents learn how to
actively monitor, communicate and
emotionally support their children
and adolescents. Youth learn to
set goals, manage peer pressure
and appreciate their parents and
other adults in their lives. In the
joint sessions, the parents and
youth participate in activities that
help strengthen their relationships
and instill pride in being African
American. The programme was first
implemented in 2001.
Brody and his colleagues have
conducted several studies that
compare the outcomes of hundreds
of programme participants with
members of a control group. The
researchers have found that among
programme participants: Alcohol
use was reduced by 28% two years
following the intervention and 25%
six years later; Sexual behavior
and marijuana use decreased;
Caregiver depression was reduced;
The likelihood of youth with low
self control engaging in conduct
problems decreased by 74% two
years later.

Source: ‘Long-Term Effects of the Strong
African American Families Program on
Youths’ Conduct Problems, Journal of
Adolescent Health November 2008 (Vol. 43,
Issue 5, Pages 474-481)

Young National Children’s Bureau
(NCB) members have released key
findings from a research project they
completed on the portrayal of young
people in the British media, and the
impact of negative media coverage
on young people’s lives. The project
arose out of concern expressed by
young people that they are portrayed
in an increasingly negative light in
the media, with a heavy focus on
the small minority of young people
involved in crime and antisocial
behaviour.
The research concluded that
pessimistic news coverage of young
people has a negative impact on
the way in which adults view them
and the way in which young people
feel about themselves. It also found
that journalists may feel pressurised
to write negative stories about
children and young people, as they
are deemed more newsworthy than
positive portrayals.
Young researcher Naushin Shariff
said, “Negative media coverage
affects young people’s opportunities
in life when they are judged by how
they look ... It is only a minority that
cause trouble, yet the media seem to
label us all.” For more information,
visit http://www.ncb.org.uk

Binge drinking and moderation in alcoholic drinks
A recent report by Datamonitor
examined consumer attitudes towards
alcohol, cultural drinking trends
and the importance of promoting
responsible drinking at a time
when alcohol misuse is attracting
widespread negative attention.
Amongst its conclusions the report
notes that despite plentiful media
coverage surrounding the culture

of binge drinking, consumers are
generally highly attentive about the
volume of alcohol they consume.
Consumers in Italy, Brazil and India
were most likely to pay a ‘very high
amount of attention’ to not drinking
too much (48%, 53% and 51% of
respondents respectively).
Some consumers choose to refrain
completely
from
consuming
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alcohol and tougher economic
conditions could see an increase in
this tendency. The prevalence for
abstention generally increases with
age, although young adults are now
the most likely of all age groups to
be teetotal.
The report can be purchased from
http://www.datamonitor.com/industries/
research/?pid=DMCM4625

SOCIAL AND POLICY NEWS
Study finds pre-drinking part of a ‘New Culture of Intoxication’
Researchers say that banning happy
hours and other drink promotions
unintentionally encourages young
people to find alternative sources
for cheap alcohol before going out
to bars.
A new study published in the
January issue of Addiction said
the phenomenon known as ‘predrinking’ or ‘pre-gaming’ is an effort
to maximise the effect of alcohol
without the concurrent financial
costs associated with buying
drinks at nightclubs and bars. The
study’s authors cast the practice
as representing a “new culture of
intoxication,” where the main goal
is simply to get drunk.

“Many young bar-goers have found
a way to avoid paying high alcohol
prices in bars: they pre-drink,”
said Samantha Wells, a researcher
at the Center for Addiction and
Mental Health in Canada, study coauthor. “We have begun to see that
this intense and ritualised activity
among young adults may result in
harmful consequences.”
Recent research has shown that a
large percentage of young people
pre-drink, and those that do
are likely to experience negative
consequences. Pre-drinkers who
consume a large amount of alcohol
prior to heading out for a night on

the town have an increased risk of
blackouts, hangovers and alcohol
poisoning, as well as an increased
likelihood of using other drugs like
cannabis and cocaine, researchers
said.
To discourage or reduce predrinking, researchers suggested
addressing the imbalance of alcohol
costs on and off premises, called on
bars to do more to attract patrons so
drinking can be monitored by staff,
and said policies and programming
aimed at changing drinking norms
should be developed.
Source: Addiction Jan 2009: When the
Object Is To Get Drunk, Pre-Drinking
Matters, Samantha Wells, Kathryn Graham,
John Purcell.

EASA alcohol ad monitoring report shows high compliance rates
On 5 December the European
Advertising Standards Alliance
(EASA) presented the results of
its 2008 compliance monitoring
exercise for television and print
advertising of alcoholic beverages
at a dedicated workshop organised
in Brussels. The report shows that
94% of all advertisements for beer,
wine and spirits on television and in
print publications for the reviewed
three month period complied with
the national advertising codes and
applicable laws.
“The 2008 compliance monitoring
report not only demonstrates good
compliance rates for the sectors
involved but also highlights the
added value of effective advertising
standards”, observed Dr. Oliver
Gray, Director-General of EASA.
The report details a number of
improvements made this year
taking into account the remarks
made by independent reviewers
for the previous year. The alcohol
monitoring compliance exercise,

which now runs in its third year,
was widened in 2008 to include
19 European countries, as opposed
to 15 in the 2007 exercise. Also
this year, the team of independent
reviewers was reinforced by a
representative from Generation
Europe, which acts as a two-way
communication platform for young
Europeans under 30 to discuss and
promote their opinions with public
and corporate policy makers.
“Considering the various cultures,
age of target groups and selfregulatory bodies together with the
detailed results shown here, this
report is a mine of information
and inspiration for the marketing
and advertising teams working in
the brewers and spirits industries”,
stated
Marie-Hélène
Cussac,
Communication
Manager
at
Generation Europe, in the report.
Jack Law of Alcohol Focus Scotland,
highlighted that with the exception
of those countries that have statutory
regulation, on the majority of the
Aim Digest PAGE 19

measures there has been a sharp
decline in many of the categories
of breach. “This is a most positive
outcome, especially on issues to do
with sexual success, social success,
health benefits and appealing
to under-18s, each of which are
issues that excite considerable
controversy.”
The alcohol compliance monitoring
results were discussed at a
workshop with representatives of
self-regulatory
organisations
across EASA’s membership and
representatives of leading spirits
and brewing companies as well as
national associations of the spirits’
and brewers’ sector.
The workshop provided an platform
to share best practice and helped
further the understanding of the
rules application and interpretation
in different countries.
To view the report, visit http://www.
easa-alliance.org/News/Press-releases/page.
aspx/47?xf_itemId=76&xf_catId=2

SOCIAL AND POLICY NEWS
Fingerprint technology
helps keep out underage customers
A high-tech fingerprint scanner is
helping to tackle underage drinking.
Staff at Bargain Booze in Chorley,
Lancashire, use biometric fingerprint
scanners to prevent youngsters from
buying alcohol.
Since August off-licence owner Chris
Bury has used the scanners at his
off-licences, building a database of
around 400 customers who have all
voluntarily signed up for the scheme.
He says the system has dramatically
reduced abuse and violence against
employees.
“It’s been extremely successful and it’s
not only helped with cracking down
on underage drinking,” he said. “The
abuse has gone down a lot and there’s
not been any swearing or aggressive
behaviour against my staff, for
example, when someone who doesn’t
look old enough has forgotten their
ID”
“One of the main advantages is that
people only have to show their ID
once and after that all they need is
their fingerprint. It’s completely
confidential and there’s no name or
address associated to the fingerprint,
so we don’t need to store personal
information.”
Once a member of staff checks a valid
form of ID - such as a passport or
driving licence - the fingerprint will
be added to a database so they can
be identified in future when they
try to buy alcohol or cigarettes.
The system is supplied by OK ID.
Visit their website here: http://www.
okid.co.uk/

Portman Group
encouraged consumers
to ‘make it a
complaining Xmas’
A Portman Group national press
advertising campaign appealed
for consumer complaints about
irresponsible drinks producer
marketing. Compliance with the
Portman Group’s Code of Practice
on the Naming, Packaging and
Promotion of Alcoholic Drinks is
mandatory for all UK producers,
regardless of the size of company
or type of alcohol they produce.
70 drinks have been removed from
sale by the Portman Group over the
last decade following complaints.
In addition, 1,560 products and
promotions have been scrutinised
before launch with hundreds of
them amended.
A series of ads in the national press
across the UK featured the theme
of complaining at Christmas.
Direct mail also targeted the types
of professionals likely to come
across irresponsible marketing
through their work, such as trading
standards and police licensing
officers.
For more information visit:

Drinkaware sports link
The 12 Guinness Premiership
rugby clubs teamed up with The
Drinkaware Trust to promote
responsible drinking at Christmas.
Round 9 of the Guinness
Premiership on 20th December was
selected to promote responsible
drinking at the home grounds.
Clubs gave out festive pocket-size
‘tip cards’ to rugby fans at all six
home grounds that weekend. The
cards, entitled ‘Tips for a Christmas
to remember’, contained practical
tips, unit guidelines, and links to a
24 hour helpline and drinkaware.
co.uk. Tips include ‘Avoid drinking
on an empty stomach’, ‘Including
soft drinks in your celebration’
and ‘don’t leave yourself vulnerable
– plan your journey home.’
Up to a million tip cards were
distributed to over 2000 pubs across
the UK, and a further 10,000 were
given to taxi passengers in London
throughout December.
For more information visit http://
www.drinkaware.co.uk

http://www.portmangroup.co.uk/assets/
documents/Campaign%20Presenter%20%20Dec%202008.pdf

Ireland - fewer alcohol promotions complaints
Fewer complaints over alcohol
adverts are being made by the
public, according to the Advertising
Standards Authority for Ireland’s
(ASAI) chairman. An Oireachtas
committee on enterprise was
informed by Edward McCumisky
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that 98% of the 11,000 adverts
examined in 2007 by the ASAI
adhered to the independent selfregulatory body’s code of practice.
McCumiskey cited collaboration
in this area with the Department of
Health as a contributory factor.

SOCIAL AND POLICY NEWS
UK Government to issue drink guidance for
parents
The key points from the Chief
Medical Officer guidance are:
1) Children and their parents and
carers are advised that an alcoholfree childhood is the healthiest and
best option. However, if children
drink alcohol, it should not be until
at least the age of 15 years.

Edward Balls (Secretary of State,
Department for Children, Schools
and Families and Secretary of
State for Health, Alan Johnson,
announced a 12-week consultation
on proposed guidance, advice
and information on alcohol
consumption by children and
young people.
The consultation is on two
documents that are aimed at
reaching all parents, children and
young people under 18 as well as
health, education and children’s
services professionals: the first is
new guidance by the Chief Medical
Officer, Sir Liam Donaldson, on
the consumption of alcohol by
children and young people; the
second contains the Government’s
initial ideas for the supporting
advice and information for parents
and young people in the light of the
independent medical guidance.
The guidance was a commitment
in the Youth Alcohol Action Plan,
launched in June last year and
responds to calls from parents for
clear messages on the health effects
and risks of young people drinking
alcohol.

(2) If young people aged 15 to 17
years consume alcohol it should
always be with the guidance of a
parent or carer or in a supervised
environment.
(3) Parents and young people
should be aware that drinking, even
at age 15 or older, can be hazardous
to health and that not drinking is
the healthiest option for young
people. If 15 to 17 year olds do
consume alcohol they should do
so infrequently and certainly on no
more than one day a week.
Young people aged 15 to 17 years
should never exceed recommended
adult daily limits and on days when
they drink, consumption should
usually be below such levels.
(4) The importance of parental
influences on children’s alcohol
use should be communicated to
parents, carers and professionals.
Parents and carers require advice on
how to respond to alcohol use and
misuse by children.
(5) Support
services must
be available for children and
young people who have alcoholrelatedproblems and for their
parents.
The closing date for the consultation
is Thursday 23 April. To view the
consultation publications, visit
http://www.dcsf.gov.uk/consultations/2009
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UK Mandatory drinks
code bill progresses
Government plans to introduce
a national mandatory code of
practice for the industry were
formalised with the official tabling
of a new Bill on 18th December.
The bill received a second reading
in Parliament on 19th January.
During the second reading debate
on the Policing and Crime Bill,
Home secretary Jacqui Smith stated
that ministers’ efforts to combat
alcohol have had a good response
from people in the sector, who had
been “wholly supportive”.
Refering to recent independent
review that highlighted ‘all you
can drink’ offers and ‘free drinks
for women’ nights as cause for
concern, Jacqui Smith commented:
“Frankly that is an invitation to
drink excessively and it’s not good
enough. As a result we will draw up
a revised code of practice governing
the sale of alcohol... Some of those
conditions will be mandatory for
all licensed premises. Others can be
used at the discretion of licensing
authorities to target premises in
areas experiencing problems.”

SOCIAL AND POLICY NEWS
UK drink drive campaign arrests hold steady in
England and Wales

During a month-long campaign to
catch drink drivers over the Christmas
period, officers in England and
Wales breathalysed 183,397 drivers
- 25,000 more than during the
previous year’s campaign - and held
9,148 people on suspicion of being
over the limit during operations by
all 43 police forces.
Despite the increase in the number
of people tested, the percentage
proving positive was just under 5%,
similar to 2007. The figures showed
those under 25 who were tested
were more likely to be over the legal
limit.
The Department for Transport spent
1.6 million pounds on its drink/drive
Christmas campaign. The THINK!
campaign was launched on 18th
December 2008 to remind drivers,
and young men in particular: ‘If you
get caught drink driving you’ll be
processed like any other criminal’.
Road Safety Minister Jim Fitzpatick
said motorists who drank were more
likely than ever to be caught.
In Ireland more than 600 motorists
were arrested for drink driving over
the Christmas period according
to Garda statistics. The new data
represents a drop of approximately
50 arrests for a similar period last
Christmas. Figures for 2008 show

there were 276 road deaths on the
Republic’s roads - the lowest annual
total since records began more than
40 years ago. It shows a fall of 62 on
the 2007 figure.
In Scotland, a fall in the number of
motorists caught drink-driving over
the Christmas and New Year period
has been welcomed by the country’s
police chiefs.
During the four-week Festive DrinkDrugs Driving campaign, almost
200 fewer motorists were arrested
for alcohol or drug-related offences
than during the 2007/08 road safety
campaign. As part of the campaign,
coordinated by the Association of
Chief Police Officers in Scotland
(Acpos), a total of 654 people across
the country’s eight police force
areas were caught driving under the
influence of alcohol or drugs. This
was a fall on the 2007/08 figure of
839.

MSPs vote to reduce drink drive limit to 50mg
The Scottish Parliament has voted
in favour of cutting the drinkdriving limit to 50mg/100ml
blood. The move came after doctors
urged Scotland’s political parties
to support reducing the limit from
80mg to 50mg per 100ml of blood.
The plan was backed during a debate
at Holyrood - although the issue is
reserved to Westminster.

Labour and the Tories abstained
in the vote, saying it was a UKwide matter. The British Medical
Association Scotland has backed
the Scottish Government’s bid. Any
change to the alcohol limit would
have to be agreed at Westminster as
the issue is reserved.
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The Century Council
launches programme
for mobile devices to
estimate BAC
The Century Council has unveiled
an interactive programme to
educate adults about how alcohol
consumption affects an individual’s
Blood Alcohol Concentration
(BAC). Available at B4UDrink.
mobi, information about an
individual’s BAC is now made
accessible “at their fingertips” on
any mobile device including a cell
phone, BlackBerry, or iPhone.
The
B4UDrink
interactive
programme gives the user factual
information about how alcohol
consumption affects an individual’s
BAC. The user quickly enters their
gender and weight and the type
and quantity of drink(s) they plan
to consume. A few short clicks later
they are given their approximate
BAC.
Susan Molinari, Chairman of
The Century Council, stated,
“B4UDrink.mobi is an excellent
tool to raise awareness about how
alcohol affects an individual’s BAC.
With widespread use of mobile
technology, readily available access
to such important information will
lead to more responsible decisions
that can now be made anytime, at
any place”.
At B4UDrink.mobi, the user is
presented with facts about BAC
and other information related to
the responsible consumption of
alcoholic beverages.

SOCIAL AND POLICY NEWS
ETSC Factsheet on Drink Driving recidivism
High-risk offenders are defined as
recidivist offenders of drink driving.
The newly published ‘Drink
Driving Recidivism factsheet’ by
European Transport Safety Council
(ETSC) states that ‘Research has
demonstrated that between 20%
and 30% of convicted drink drivers
re-offend (Langford 1998;Popkin
1994). High-risk offenders represent
only a small proportion of all drivers
but contribute disproportionately to
road accidents. They are more likely
than others to be involved in fatal
crashes where alcohol impairment
is involved (ICAP 2005). While
legal sanctions such as fines and
licence disqualification periods
have been effective in preventing a
large proportion of the population
from drink driving, high-risk
offenders have failed to respond in
the same positive way (Marques,

Voas & Hodgins 1998). As a result,
other measures are being employed
as additional countermeasures to
avoid drink driving of high risk
offenders’.
ETSC
factsheet
examines
countermeasures
which
are
currently available and documents
how these are currently employed
in the EU (Winter 2008/2009)
The factsheet recommends that the
EU should:
• Promote the rehabilitation of
drink drivers as part of a public
health approach as research shows
that a high percentage of drink
drivers are dependent drinkers
• Stimulate further research into the
use of alcolocks in rehabilitation
programmes with the goal of setting
up EU best practice guidelines

• In the medium term (2015)
introduce EU legislation making
alcolocks mandatory for recividist
drink drivers.
Member States should:
• Ensure that alcolocks be installed
in the cars of first time offenders
who are found to be far in excess
of the legal limit (such as 2.5 times)
and all recidivists. Essential for their
success is that alcolocks should be
combined with driver rehabilitation
courses to achieve a more permanent
behavioural change.
The factsheet reports on progress
in different EU Member States,
specifically in Finland, Sweden,
France and Belgium.
To obtain a copy of the factsheet,
visit http://www.etsc.eu/documents/Fact_

Sheet_Drink%20Driving%20Recidivism.
pdf

Prevent drunk driving by highlighting risk of arrest, researchers say
Perceived risk of arrest is among
the biggest deterrents to drunk
driving, according to researchers.
They argue that having laws on
the books alone is not sufficient to
deter those at high risk of driving
under the influence of alcohol.
Researchers from the University
of Missouri and the University
of Georgia found that while the
number of drunk-driving arrests
in a state has little relationship to
the likelihood of drunk driving
occurring, perceptions about the
risk of arrest can be a deterrent.
“Essentially, law enforcement
needs to focus on perceptions; it

is important that drivers perceive
that they will be caught if they
drive impaired,” said Lilliard
Richardson, professor in the
University of Michigan’s Truman
School of Public Affairs. “We found
that high-risk drivers are less likely
to drink and drive if they perceive
they are likely to be stopped or
arrested by police. However, the
mere existence of laws designed to
discourage people from drinking
and driving does not impact highrisk drivers...The results provide
support for the value of highvisibility enforcement campaigns,”
continued Richardson. “Publicsafety education and media efforts
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are important components of
the overall strategy for reducing
impaired driving.”
Individuals who agreed with the
goals of deterrence laws also were
less likely to drink and drive, the
study said.
The researchers based their
conclusions
on
interviews
conducted as part of the
National Highway Traffic Safety
Administration’s 2001 National
Survey of Drinking and Driving
Attitudes and Behaviour.
Source: The Behavioral Impact of Drinking
and Driving Laws Policy Studies Journal.
Volume 36 Issue 4, Pages 545 - 569.
Published Online: 19 Nov 2008

SOCIAL AND POLICY NEWS
Criticism of Dutch
‘BOB’ campaign

Criticisms have been voiced about
the Dutch government’s ‘BOB’
campaign to combat drink driving,
which centres on the system of
having a designated driver – known
as the BOB - to get everyone home
safely. A recent paper reports: ‘The
campaign itself is a success. There
has been a significant drop in driving
under the influence.’
8 years ago there were 200 drinkdriving related deaths. In 2007,
that figure had dropped to 95. But
one criticism levelled against the
campaign is that it focuses on ‘people
who drink excessively’. One advert
in particular features a designated
driver delivering passenger safely
to his front door who is too drunk
to even stand up. A worry has been
voiced that people will think that
you have to be completely drunk to
be driven home by a BOB.
A researcher at the Trimbos Institute
agrees: “The campaign as it stands
is at odds with the public health
objective of reducing alcohol
consumption.”
The Transport Ministry has stated
however. “This is a road safety
campaign, not a campaign against
drinking... It’s all about preventing
accidents caused by drunk drivers.”

Fewer expectant mothers report drinking while
pregnant in Sweden
Less that 10% of pregnant women
in Sweden report drinking alcohol
when asked by maternity clinics, a
new survey shows.
The result, gathered from interviews
with 5,000 women, is a sharp drop
from 2004 when 30% of women
said they had consumed alcohol
while pregnant.
In the new study, 8% of respondents
said that they drank during their
pregnancy, with most indicating they
had enjoyed a small glass of wine.

Anheuser-Busch releases Corporate Social
Responsibility report
Anheuser-Busch, Inc issued a new
Corporate Social Responsibility
(CSR) Report in December. The
report, titled ‘Our Commitment’,
summarises the company’s calendaryear 2007 efforts, as well as select
highlights and ongoing projects
from 2008, in the areas of alcohol
responsibility, environment, people,
community and accountability.
Highlights of the report include
a review of the responsibilty
programmes central to AnheuserBusch’s commitment to preventing
alcohol abuse, including drunk
driving and underage drinking.

Finland - alcohol related death statistics
Alcohol claimed about 2,200 lives
in Finland last year, up by about 9%
from the year before, according to
Statistics Finland.
“Increase was recorded mainly in
the number of deaths resulting from
alcohol-related liver disease, while
the number of deaths resulting
from other alcohol-related causes

One explanation for the decrease
may be that maternity clinics now
inform all pregnant women using
a new method, according to public
health minister Maria Larsson.
“I think it’s a fantastic result,” she
said, adding that 97% of those
surveyed said that they had taken
the message to not drink alcohol
while pregnant seriously. Only one
out of 100 expectant mothers said
they had not been informed.

remained roughly unchanged,”
Statistics Finland commented.
Alcohol remained the biggest killer
of working-age Finns, followed by
ischaemic heart disease, accidents
and suicides.
For more information, visit http://
www.stat.fi/til/ksyyt/2007/ksyyt_2007_
2008-12-04_tie_001_en.html
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The report is available at http://www.
anheuser-busch.com/PDF/AB_2007_CSR.
pdf

Dutch Maximim BAC
for skippers lowered
The dutch cabinet has lowered
the maximum blood alcohol level
for inland navigation from 0.08
to 0.05. The measure, which will
apply to skippers on barges as well
as oarsmen and yachtsmen, brings
maximum blood alcohol levels on
the water on a par with the legal
limit on the road. The measure is
intended to prevent accidents on the
increasingly busy Dutch waterways.

SOCIAL AND POLICY NEWS
New labelling
Le Beast personified launches initiative to overhaul
statements scheduled for
French wine advertising laws
2009 in Ireland
Attendees of ‘Le Web 3’ conference “French Wines are so great they

The Director of the Alcohol
Beverage Federation of Ireland
(ABFI), Rosemary Garth, has called
on the Government to implement
the measures it agreed with the
drinks industry to provide unit
information and pregnancy advice
on alcohol product labels. Ms Garth
commented, “A year and a half ago
the drinks industry agreed with
Government measures to introduce
these labels that would provide
specific information about the
number of alcohol units contained
in any pre-packaged product. An
awareness campaign to accompany
the labels was also agreed… With
research frequently showing a
general ignorance amongst the Irish
public about the amount of alcohol
contained in a standard unit, ABFI
agreed with the Department of
Health that these information
labels should be introduced as soon
as possible”.
According to the Federation, the
Department of Health is drafting
the legislation and the drinks
industry hopes it will be introduced
early in the New Year. A pictogram/
text highlighting the risk of alcohol
consumption during pregnancy
will be placed on all pre-packaged
beverage alcohol products sold
in Ireland, following a similar
initiative in France. The drinks
industry in Ireland is keen to show
its commitment in addressing
alcohol misuse and also agreed
with the Government new Codes
of Practice on Alcohol Advertising
and Sponsorship this year.

were stunned, when France’s Ban
on Wine Advertising became the
highlight of a presentation by Eric
Besson, French State Secretary for
Prospectives and Evaluation of
Public Policies and Internet.
‘Le Web’ is an annual event attended
by over 2000 people from more
than 40 countries.
At 9:03am on the 10th December
2008, Secretary Besson presented
his “Digital Blueprint” for France
in front of a packed hall of 2000
people. Mid-sentence, the State
Secretary was interrupted by ‘wolf
puppet’ Le Beast.
Loic Lemur, stopped the presentation,
pointed to Le Beast and asked, “Do
you have a question?”.
Le Beast replied, “Tell me please,
what is your plan to allow me to
have a website”? Why is it illegal to
advertise wine in France?...We are
losing our heritage to the savages of
Australia and Chile”.
The State Secretary sat speechless,
for a while and then responded,

do not need to be advertised”. The
hubristic reaction given by the
Secretary follows a pattern of reasons
why the French wine industry is in
decline.
Le Beast commented afterwards, “I
think it is time for change in France,
we will lose everything unless the
people in charge are willing to
embrace new technologies as an
enabler for communication. It is
discriminatory that I cannot talk
about my wines online. We must
take things into our own hands,
have a united front for change – no
matter what it takes”.
As part of the strategy to change
French Wine Laws and turn the
French Wine Industry around,
Le Beast is currently travelling
throughout France interviewing
growers and ministers about
the French wine crisis and
campaigning.
The video of the exhange with
Secretary Besson is available to
be seen on youtube, http://blip.tv/

file/1566370 and www.lebeast.com.

51% of French consumers a consider wine a health
risk
A study commissioned by The
Association of French Independent
Vintners found that when asked
what product they consider most
dangerous for health, 51% of
French consumers mention wine.
Wine comes second in the ranking,
a long way behind charcuterie (cold
meat and sausages). According
to the results, French consumers
nowadays do not refer to wine as a
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cultural product, but as “an alcoholic
beverage just like any other”. In
2003, 23% of French consumers
considered wine a possible danger
for their health. As the independent
vintners published the results, they
also issued comments blaming
public policies and messages for this
dramatic progression, as they would
scare people away from wine under
the pretext of informing them.

SOCIAL AND POLICY NEWS
Pernod Ricard accelerates its responsible consumption initiatives - 30
countries concerned in 2008
In December Pernod Ricard (PR)
announced that it is accelerating
and Corporate Social Responsibility
initiatives. In 2008, 30 countries
were involved in the rollout of the
Group’s responsible consumption
policy. A report entitled ‘Alcohol:
staying in control - Best practice
around the world by Pernod Ricard’
lists the steps taken, focusing on:
• Promoting sensible consumption
• Avoiding drink driving
• Making young people aware of
the risks of alcohol
• Dissuading pregnant women
from drinking
• Making staff aware of their
responsibilities.

PR has adopted an in-house ethics
code, to which all subsidiaries
must comply: it sets requirements
that far exceed general provisions
included in professional codes, such
as a ban on nudity and associating
alcohol and motor sports. In order
to guarantee its observance, PR
has set up an In-house Approval
Committee, which exercises prior
control over all campaigns of the
Group’s international brands.

it a major focus of the Group’s
strategy”.
Visit

http://www.pernod-ricard.
com/medias/CorporateResponsibility/
Rapport%20Conso%20resp_BAT_0812.
pdf to access the online version of

the report and the presentation.

Pierre Pringuet, CEO of PR,
declared: “Pernod Ricard chose
to adopt a pro-active attitude
and recommends a moderate
and responsible consumption of
its products. This is a binding
commitment and I have made

Germany turns focus to irresponsible drinking
With the help of graphic images,
officials in Germany want to raise
awareness of the dangers of heavy
drinking.
Graphic scenes of young people
in drunken incidents are at the
core of a campaign launched to
raise awareness of the negative
consequences of heavy drinking.
They include a young man covered
in vomit after a night out, a clubber
who has soiled his trousers after
excessive alcohol consumption and
a teenage football fan beaten up in
a drunken brawl.
The images decorate 1.5 million
beer mats and are also available for
viewing as video spots on websites
frequented by young people. The
campaign bearing the slogan, “Don’t
drink too much -- Stay Gold,” was
initiated by police

According to Sabine Baetzing, the
government’s drug commissioner,
nearly 20,000 young Germans are
admitted to hospital every year
suffering from the effects of alcohol
poisoning.

out of 10 violent crimes solved in
Germany are committed under the
influence of alcohol, according to
police. The percentage of young
offenders involved rose from 38.5%
in 2006 to 39.3% in 2007.

One advert that shows how badly
a night of excessive drinking can
end features a young man who
has collapsed into
unconsciousness after
drinking too much
and paramedics are
unable to resuscitate
a him.

The campaign material can be
viewed at http://www.staygold.eu

The campaign is
also meant to draw
attention to the link
between
excessive
alcohol consumption
and violence. Three
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A million free greeting cards from Éduc’alcool

In December 2008 Éduc’alcool
published two cards. One million
copies of were available free to all
Quebecers. An electronic version
was also available, with the ecards being sent directly from the
Éduc’alcool website.
‘Le temps des gaffes est de retour’ is
the name of the Christmas card series.
The cards (in French only) illustrate
the kinds of things people say when
they’re under the influence, then
regret bitterly after they’ve sobered

up. Using its trademark
humour, Éduc’alcool hopes
to convey its core message
that moderation is always
in good taste, particularly
during Christmas and New
Year’s parties, at home or at
the office.
The purpose of the campaign
is to make alcohol abuse
less socially acceptable, even when
it’s occasional and even during
the Holiday Season. The cards
focus on the consequences of what
people say and do when they drink
too much. But the goal is not to
spoil anybody’s fun. Moderation
shouldn’t be seen as punishment!
In fact, drinking moderately keeps
you in the game and makes the fun
all the more enjoyable.
For more information, visit http://

Intoxication rates
increase, but not
alcohol-related
problems among school
students in Norway
Over a period of ten years (19922002) intoxication rates increased
among Norwegian youth aged 1619. However, school based surveys
of 10,202 students found that rates
of aggressive behaviour and school
misconduct remained constant and
that theft and pilfering declined
among that age group. The surveys
were conducted by researchers at
the Norwegian Institute for Alcohol
and Drug Research.
Source: Pape H., Rossow I.,Storvoll E,E,
‘Wetter and better? Changes in associations
between drunkeness and other problem
behaviout among Norwegian youth,
European Addiction Research, 2008, 14(2),
61-70.

www.educalcool.qc.ca

Self-regulation introduced on advertising for wine in Spain
The Spanish wine federation FEV
officially introduced a self-regulatory
code of conduct for advertising
and all forms of commercial
communication for wine on
December 10th in Madrid.
The code is part of a pan-European
initiative launched by CEEV, CopaCogeca and CEVI earlier this year
to ensure that wine is promoted in a
responsible manner, using the strap
line ‘Wine in Moderation’.
The Spanish code will apply to all
members of the FEV and come
into force on January 1st 2009.
From that date forward, adverts
and promotional material will carry
the mandatory message: ‘Enjoy
wine in moderation’ (El vino sólo

se disfruta con moderación) as well
as a logo depicting the campaign.
Websites of FEV members will also
have to carry a link to the European
website www.wineinmoderation.
eu. Basically, the code allows the
industry to advertise wine by
highlighting its positive attributes
and its role as a social lubricant, whilst
constantly stressing the importance
of sensible drinking habits. A strict
ban has been placed on any form of
advertising for underage drinkers,
or associating wine drinking with
operating machinery, driving or
any leisure activity which could be
potentially dangerous under the
influence of alcohol. Wine must in
no way be associated with improved
intellectual, physical or sexual
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capacities, nor should advertising
convey the impression that wine
can prevent, treat or cure diseases,
or solve any kind of mental, social
or work problems. No advertising
will be allowed to feature pregnant
women drinking alcohol or target
this specific audience. Abstinence
should never be denigrated and no
adverts will be allowed to contain
degrading imagery of men and
women, stereotypes or imagery
likely to spark violence. Adverts
will be vetted by ‘Autocontrol’
and a panel of experts will be
responsible for arbitrating in the
case of contentious material.

SOCIAL AND POLICY NEWS
Opinions on the impact of alcohol on individuals and communities: early
summary findings from the NorthWest Big Drink Debate

An early summary findings report
from The North West Big Debate
states that alcohol harm is greatest
in northern England (Deacon et al.,
2007), where, for example, alcohol
causes an average 5.8 months life
lost for every North West resident
compared with 3.6 months in, for
instance, the East of England.
In the biggest ever survey of its kind,
around 30,000 people gave their
opinions on alcohol and its impact
on their lives and communities in
the North West Big Drink Debate.
Key findings highlighted that:
• Respondents believed that a
number of external factors increase
the quantity of alcohol consumed:
low prices and discounts (80%
thought this increases consumption);
large measures (75%); allowing
street drinking (68%); advertising
(56%) and extended drinking hours
(54%).
• Nearly half of participants avoided
the town centre at night because of
the drunken behaviour of others,
and half felt that action was needed
to tackle alcohol issues in their area.
• Fewer than half of respondents
felt that information on alcoholrelated harm (36%) or advice from
a GP (48%) would decrease alcohol
consumption.

• Nearly three in ten of the
respondents drank at hazardous
or harmful levels, which when
extrapolated to the whole
population, suggests an estimated
1.33 million adults in the
North West drink at such levels.
Alcohol intake was high across all
population segments, although the
type of alcohol consumed showed
strong socioeconomic gradients,
with wine drinking associated with
less deprived communities and
beer or cider intake higher in more
deprived locations.
• Very few people felt that the health
risks of alcohol were exaggerated.
Although only 7% felt that they
did not know enough about the
health risks, this was higher among
harmful drinkers (11%). More than
two in five drinkers were concerned
about the impact of their drinking
on their weight. In particular,
those drinking hazardously (58%)
and harmfully (60%) were most
likely to feel this way. Such health
concerns should be used to tailor
brief interventions, health messages
and campaigns.
• People who drink harmfully were
six times more likely to say that
alcohol relieves boredom or that it
helps them to forget their problems
compared with sensible drinkers.
Such motivations should be
considered when seeking to address
alcohol misuse.

North West Alcohol Forum,
17th March 2009, 10am -1pm,
Midland Hotel,
Manchester M60 2DS
NHS North West leaders have set
up a new organisation – Our Life
– in recognition that not only is
alcohol harm a priority, but that
new ways of tackling this issue must
be found.
Our Life has partnered with Alcohol
in Moderation to create a forum
for nurturing a constructive and
outcome focused dialogue between
the public sector and the industry
involved in the production, sale
and promotion of alcohol. The
forum will take the form of a
round-table meeting of senior level
representatives.
The forum will provide an
opportunity to share findings
of the Big Drink Debate survey,
which 30,000 North West residents
completed as part of a three month
campaign to raise the profile of the
debate around alcohol.
The meeting will provide an
opportunity to discuss the health
and social consequences of alcohol
in the North West and our respective
approaches to tackling these, and
aim to clarify how the public sector
in the NW and the alcohol industry
might be able to work together to
encourage a change in behaviour
towards more responsible drinking.
For more information contact
Hadas.Altwarg@northwest.nhs.uk
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ORGANISATIONS
EUROPE

UNITED KINGDOM
Alcohol Concern
First Floor 8 Shelton Street, London WC2 9JR
Tel: (0207) 395 4000 Fax: (0207) 395 4005
website www. alcoholconcern.org.uk
Alcohol Education And Research Council
Abell House, John Islip Street, London SW1P 4LH
Tel: (0207) 217 5276
The Medical Council on Alcohol
3 St. Andrew’s Place, London, NW1 4LB
Tel: (0207) 487 4445 Fax: (0207) 9354479
The Portman Group
7-10 Chandos Street, Cavendish Square,
London W1G 9DQ
Tel: 020 7907 3700 Fax: 020 7907 3710
email: Info@portmangroup.org.uk
website: www.portman-group.org.uk

Brewers of Europe
Rue Caroly 23-25, B-1060 Bruxelles Tel: (++32.2) 672
23 92 Fax: (++32.2) 660 94 02
email: info@brewersofEurope.org
website: www.brewersofeurope.org
Forum of Taste and Education
Livornostraat 13 b 5 rue de Livourne – Brussel 1050
Bruxelles, Belgium
Tel: 32 2 539 36 64 Fax: 32 2 537 81 56
email: fbvs.bfwg@skynet.be
Enterprise et Prevention
13, Rue Monsigny, 75002 Paris, France
Tel: 00-33-53-43-80-75
email: enterprev@wanadoo.fr
website: www.soifdevivre.com
IREB
19, avenue Trudaine, 75009 Paris
Tel: +33 (1) 48 74 82 19 Fax: +33 (1) 48 78 17 56
email: ireb@ireb.com website: www.ireb.com

The Drinkaware Trust
7-10 Chandos Street, Cavendish Square,
London W1G 9DQ
Tel: 020 7307 7450 Fax: 0207 307 7460
email: info@drinkawaretrust.org.uk
website: www.drinkawaretrust.org.uk
www.drinkaware.co.uk
Alcohol Focus Scotland
2nd Floor 166 Buchanan Street, Glasgow G1 2NH
Tel: 0141-572 6700 Fax: 041-333 1606
website: www.alcohol-focus-scotland.org.uk
BBPA British Beer and Pub Association
Market Towers, 1, Nine Elms Lane,London. SW8
5NQ Tel: 020 7627 9191 Fax:020 7627 9123
email: jwitheridge@beerandpub.com
website: www.beerandpub.com
Wine & Spirit Education Trust
International Wine & Spirit Centre
39-45 Bermondsey Street
London SE1 3XF
Telephone: 020 7089 3800 Fax:020 7089 3845
Email: wset@wset.co.uk
The Wine and Spirit Trade Association
International Wine & Spirit Centre
39 - 45 Bermondsey Street
London SE1 3XF
tel: +44 (0)20 7089 3877 fax: +44 (0)20 7089 3870
Email: info@wsta.co.uk
website: www.wsta.co.uk

OIV
18 rue d’Aguesseau, 75008 Paris, France
Tel: +33 (0) 1 44 94 80 94 Fax: +33 (0) 1 42 66 90 63
email: oiv@oiv.int website: www.oiv.int
STIVA
Benoordenhoutseweg 22-23, NL-2596 BA,
The Hague,The Netherlands
Tel: +31 (0)70 314 2480 Fax: +31(0) 70 314 2481
email: info@STIVA.nl.
website: www.stiva.nl
Fundacion Alcohol Y Sociedad
C/ Argensola nº 2, 2º Izq.. 28004 Madrid
Tel: + 34 91 745 08 44 Fax: + 34 91 561 8955
email: secretaria@alcoholysociedad.org
website: www.alcoholysociedad.org
Scandanavian Medical Alcohol Board
Vandværksvej 11 DK - 5690 Tommerup
Tel: 45 64 75 22 84 Fax: 45 64 75 28 44
email: smab@org
website: www.smabnordic.com

Deutsche Wein Akademie GMBH
Gutenbergplatz 3-5, 55116 Mainz
Tel.49-2641-9065801 (home office)
49-6131-282948 (head office) Fax: 49-2641-9065802
email:fradera@deutscheweinakademie.de
website: www.deutscheweinakademie.de
FIVIN
Plaza Penedés, 3, 3,08720 Vilafranca del Penedés,
Barcelona, Spain
Tel: 0034 (93) 890 45 45
Fax: 0034 (93) 890 46 11
GODA
Gode Alkoholdninger, Kanonbaadsvej 8, DK-1437
København K, Denmark Tel: 33 13 93 83
Fax: 33 13 03 84 email: info@goda.dk
website: www.goda.dk
FIVS International Federation of Wines & Spirits
18, rue d’Aguesseau, F-75008 - PARIS France
Tél. 33 01 42 68 82 48 Fax 33 01 40 06 06 98
email : fivs.ass@wanadoo.fr
website:www.fivs.org
EFRD The European Forum for Responsible Drinking
Rue Belliard, 12, bte 5, B -1040 Bruxelles
T: + 32.2.505.60.72
F: + 32.2.502.69.71
website: www.efrd.org
www.responsibledrinking.eu
www.marketresponsibly.eu
MEAS Limited
Merrion House
1/3 Fitzwilliam Street Lower
Dublin 2, Ireland
Tel: 00 353 1 611 4811 Fax: 00 353 1 611 4808
website: www.meas.ie
www.drinkaware.ie
The European Federation Of Wine & Spirit Importers
And Distributors (EFWSID)
Five Kings House
1 Queen Street Place
London EC4R 1XX
Tel +44 (0) 20 7248 5377 Fax +44(0) 20 7489 0322
email: EFWSID@wsa.org.uk

USA, CANADA, SOUTH AMERICA, AUSTRALIA
American Council On Science And Health
1995 Broadway, 2nd Floor, New York, NY 10023-5860
Tel: (212) 362-7044 Ext. 234 Fax: (212) 362-4919
email: kava@acsh.org website: www.acsh.org
Beer Institute
122 C Street, NW #750,
Washington DC 20001
Tel:(202) 737-2337 Fax: (202) 737-7004
email:info@beerinstitute.org
website: www.beerinstitute.org
Distilled Spirits Council Of The US
1250 Eye Street, NW, Suite 400,
Washington DC 20005
Tel:(202) 628-3544 website: www.discus.org
Proyecto Ciencia Vino Y Salud
Facultad de ciencias Biológicas,
Casilla 114 D. Santiago, Chile
Tel:/Fax: (56-23) 222 2577
email: vinsalud@genes.bio.puc.cl
Éduc’ Alcool
606, Cathcart, Suite 700, Montréal, Québec, H3B 1K9
Canada Tel: (514) 875-7454
email: hsacy@educalcool.qc.ca
website: www.educalcool.qc.ca

FISAC
(Fundacion de Investigaciones Sociales A.C.) Francisco
Sosa 230. Coyoacan CP 04000 Mexico DF - Mexico
Tel:+52.5552 2194
Fax: +52 5554 0161
email: iybarra@fisac.org.mx
website:www.alcoholinformate.org.mx
The Wine Institute
425 Market Street, Suite 1000, San Francisco, CA
94105, USA Tel: (415) 512-0151 Fax: (415) 442-0742
Traffic Injury Research Foundation.
Suite 200, 171 Nepean Street, Ottawa, Ontario,
Canada, K2P 0B4 Tel: 613-238-5235
email: barbarak@trafficinjuryresearch.com
website:www.trafficinjuryresearch.com
ICAP
International Center for Alcohol Policies
1519 New Hampshire Avenue, NW
Washington DC 20036
Tel: (202) 986-1159 Fax: (202) 986-2080
website: www.icap.org
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The Century Council
1310 G Street, NW, Suite 600,
Washington, DC 20005-3000
Tel: (202) 637-0077 Fax: (202) 637-0079
email: washde@centurycouncil.org
website: www.centurycouncil.org
California Association Of Winegrape Growers
601 University Avenue, Suite 135 Sacramento, CA
95825 email: karen@cawg.org
website: www.cawg.org
Lodi-Woodridge Winegrape Commission
2545 West Turner Road Lodi, CA 95242 USA
email:mark@lodiwine.com
website: www.lodiwine.com
Oldways Preservation & Exchange Trust
266 Beacon Street Boston, MA 02116 617.421.5500
Fax: 617.421.5511 website: www.oldwayspt.org
The Australian Wine Research Institute
PO Box 197, glen Osmond 5064, South Australia,
Australia. Tel: 61 8 8303 6600 Fax: 61 6 303 6601
website: www.awri.com.au

