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Although a global decrease in alcohol consumption has been noted throughout Europe
, levels of alcohol misuse by young people have been rising in the Baltic and Slavic States, the Scandinavian countries and the British Isles. Communications agencies share parents’ and policy makers’ concerns about this problem and are participating in specific initiatives to inform young people of the dangers of alcohol abuse.

EACA believes that responsible advertising of alcohol products requires its members to observe the spirit and letter of both international
 and national self-regulatory Codes for commercial communications, within the framework of existing legislation
.

The EACA recommends that alcohol product advertisements should: 

· not target minors or show minors consuming alcoholic drinks; 

· not target non-drinkers with messages glorifying alcohol consumption; 

· not present abstinence or moderation in a negative way; 

· not show or suggest immoderate consumption; 

· not suggest any association with violent, dangerous or anti-social behaviour;

· not associate drinking with driving or operating machinery; 

· not emphasize high alcoholic content as a benefit; 

· not give the impression that consumption is a key to social or sexual success, or to enhanced physical performance; 

· not refer to any therapeutic benefits.

December 2004.
�  ESPAD Europe 1999, contains and compares figures from 1960 to 2000.


�  ICC International Code of Advertising Practice 1997; ICC Guidelines for Responsible Food and Beverage Communications 2004.


�  Misleading Advertising Directive 84/450/EEC; “Television without Frontiers Directive” 89/552/EEC amended by Directive 97/36/EC.
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