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National federation member of spiritsEUROPE
No spiritsEUROPE member

Independent Social Aspects Organisation

The output indicators of each of the targeted initiatives are available on
drinksinitiatives.eu.

Detailed information and highlights are also available in the country section of this report.




Five years of commitment — five years of investment, involving all interested parties on a journey
for change and bolstering the efforts of spiritsEUROPE and its members to contribute to reducing
alcohol related harm.

Spirit drinks are enjoyed responsibly by the vast majority of consumers, in convivial, social
settings. For centuries, they have formed a cornerstone of celebrations, family gatherings, events
and meals. We are dedicated to ensuring the long term sustainability of this heritage, closely
linked to the culture and history of our European regions. However, it is also clear that a minority
of consumers misuse alcohol, which can lead to significant harm to themselves, their families and
society at large.

As producers of spirit drinks, we take our role in society seriously. We contribute to addressing alcohol-related harm by
supporting a range of actions, from information campaigns on responsible drinking, to server training, anti drink-driving
activations, community initiatives and much more. We also aim to contribute to a responsible drinking culture by
adopting strict marketing guidelines.

The European Alcohol and Health Forum (EAHF) was launched on 7 June 2007 in order to support, provide input for and
monitor the implementation of the EU Alcohol Strategy (October 2006). We committed to evaluating and publicly
reporting these initiatives, and have done so on an annual basis since. While this poses methodological and budgetary
constraints, we strive to improve the monitoring and evaluation of our programmes, which are key for a reliable
assessment of our contribution.

The spirits sector at large has worked tirelessly over the past ten years in order to roll out numerous programmes,
mobilise partners and stakeholders and highlight what has been done and what remains to be done to change attitudes
and behaviours. Our sector’s long term commitment is reflected in over 400 prevention initiatives carried out since the
inception of the European Alcohol and Health Forum in 2007. Many of these initiatives are run in the individual
countries by local producers and their stakeholders.

We wrote to the Commission to express our support for the continuation of the EAHF. We regret that some NGOs
decided to leave the Forum and we hope that their decision is temporary but, in their absence, we believe it is
important to continue the work. Multi-stakeholder dialogue is never easy but by focusing on concrete actions and
steering away from deliberately polarising views, the EAHF has helped to encourage significant programmes countering
alcohol harm. It should be continued and the Commission should encourage NGOs active in prevention programmes at
national level to join the Forum.

The European Union has a continuing role to play in helping Member States implement effective alcohol policies to
reduce harm. The components of such policies should be based on a multi-faceted approach with targeted
interventions at local level that encourage people to adopt a responsible attitude towards alcohol consumption,
combined with the appropriate level of legislation and enforcement. Finally, policy should be based on sound science
to make sure that society develops sustainable answers to the complex issues of alcohol-related harm.

We as a society, as educators, as parents and responsible adults, can always do more to change social norms for the
better.

For detailed information about each of the programmes mentioned, please visit the drinksinitiatives.eu database.

Joep Stassen, President
spiritsEUROPE
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Although these are challenging economic times, this year’s report demonstrates that the resolve Pr——
to live up to our commitments made in 2010 is still very much alive.

spiritsEUROPE has been a strong supporter of both the 2006 EU Strategy on alcohol-related harm
since its adoption and the European Alcohol and Health Forum (EAHF) since its establishment.
Through the EAHF, the spirits sector has committed to a five-year programme of actions, ranging
from information campaigns to server training initiatives to the adoption of pan-sectoral
marketing guidelines. In January 2011, we introduced a new commitment to the Forum, the
Roadmap 2015: responsibledrinking.eu which is now reported in these pages.

While it is true to say that some of the initiatives implemented under the spiritsEUROPE Roadmap 2010-2015 would
have happened without the EAHF, there is little doubt that these initiatives are more numerous and more carefully
thought through and effectively implemented as a result of the EAHF. Nevertheless, it is also necessary to mention that
not all that is done to tackle alcohol-related harm at Member States level is reflected in the work of the EAHF, or in this
report.

Since the creation of the EAHF, our network of national associations and companies have funded and organised over
400 different initiatives to help reduce alcohol-related harm. The numbers are not what is important - some initiatives
are large in scale and scope, some are small, some run for multiple years and others are one-off actions during events
where risks are present (festivals, fairs etc...) - but it gives a sense of the magnitude of the actions undertaken by our
sector. More importantly, each of these initiatives is clearly presented and displayed on www.drinksinitiatives.eu along
with monitoring and evaluation data.

It is also only natural that we focus more in areas where we have a direct interaction with our consumers: promoting
responsible drinking, and training those who sell our products to do so responsibly. This represents more than half of
the initiatives undertaken.

Due to paucity of and gaps in gathering harm statistics, few of which are available for cross country comparison, policy
makers and prevention actors are prevented from tracking the efficiency of specific actions over time. Evidence based
policy making must look at the impact of given policies on trends in harms in practice, not in theory. Changes in
behaviours take time and to demonstrate whether or not we are collectively going in the right direction the WHO, EU
and Member States need to work at collecting better, more comparable and frequent harm statistics.

Our sector has previously stated its willingness to work with all other stakeholders — from the public and private sector
as well as the NGO community. We reiterate that offer with renewed urgency. We firmly believe that only by working
in partnership will it be possible to seriously reduce binge drinking, underage drinking, drinking during pregnancy,
drinking and driving and so on. Currently, the fight against alcohol harm is too fragmented, and lacks coordination.

That effort is also hindered by an increasingly polemic, polarised debate: simplistic solutions are touted as the only
possible way to solve what is an exceptionally complex, varied set of challenges. Collectively, we need more
constructive discussion about the real problems, their causes and the remedies we might all apply towards reducing
harm. Those remedies need to be based on sound science and robust evidence: we have some good examples of
initiatives that can reduce alcohol misuse.

Paul Skehan, Director General®
spiritsEUROPE

1 (*) in his capacity as permanent representative of Skehan sprl, Director General of spiritsEUROPE
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For more than 10 years, spiritsEUROPE has also helped to fund and sustain prevention initiatives in several European
countries, and plays an active role in promoting the exchange of good practices between industry-funded organisations
engaged in prevention activities across Europe and worldwide.

In November 2005, the spirits sector adopted the Charter on Responsible Alcohol Consumption (the CEPS Charter)
which listed a series of commitments that EU spirits producers agreed to implement by the end of 2010. Note: CEPS
changed its name to spiritsEUROPE at the beginning of 2012.

Building on the experience of the 2005 CEPS Charter, spiritsEUROPE members adopted a new series of commitments in
October 2010, the spiritsEUROPE Roadmap 2015: responsibledrinking.eu. RESPONSIBLEDRINKING.EU is the umbrella
brand representing the spirits producers’ renewed commitment. We focus on harmful consumption and target groups
which are at risk rather than addressing consumption in the general population.

spiritsEUROPE annually delivered a public report tracking the implementation2 of targeted actions and interventions of
the three pillars listed above: March 2012; March 2013; March 2014 and March 2015.

Details of each the campaigns reported on are publicly available on www.drinksinitiatives.eu.

OUR COMMITMENT

The European spirits sector has been a leader in combating alcohol misuse and promoting responsible consumption by
rolling out responsible drinking programmes and campaigns, working both independently and in partnership, across the
EU. We work with governments and other stakeholders to reduce misuse and are keen to develop additional initiatives
to reduce it further.

Our prevention activities, under the umbrella of the spiritsEUROPE Roadmap, cover four of the five priority areas of the
2006 EU strategy to support Member States in reducing alcohol related harm and the six areas highlighted page 2 of the
Alcohol and Health Form charter:
e strategies aimed at curbing under-age drinking; 7 - S
¢ information and education programmes on the ! “Our objective is to achieve sustained behavioural
effect of harmful drinking and on responsible 1  and cultural change - through multi-stakeholder,
patterns of consumption; : long-term approaches that focus on targeted
* possible development of efficient common | interventions and which aim to make a positive
approaches throughout the Community to provide ! impact on abusive patterns of consumption. The
adequate consumer information; I European spirits sector has been a leader in rolling
e actions to better enforce age limits for selling and \ out responsible drinking programmes and
serving alcohol; interventions promoting effective : campaigns both independently and in partnership
behavioural change among children and : with other stakeholders to reduce misuse.”
adolescents; \ J. Stassen, spiritsEUROPE President

. I . \
e cooperation to promote responsibility in and P
_____________________________ [
prevent irresponsible commercial communication and
sales.

By having publicly delivered annual reports to the European Alcohol and Forum members and relevant stakeholders,
and with the compilation of this final reporting, we demonstrate that the European spirits sector is committed, and will
continue to contribute to the EU strategy to support Member States in reducing alcohol related harm and the Alcohol
and Health Forum in a transparent, accountable and participative manner.

The Roadmap reports covers 22 countries where spiritsEUROPE has an active member. Our membership has evolved
and varied over the past five years - while we lost some members the financial crisis, others joined, and some

% see the EAHF database here (spiritsEUROPE ROADMAP) and here (Digital marketing workshops).
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associations where reformed and given a fresh start after a transition period. This has affected our capacity in some
markets to undertake and deliver structured long term initiatives as we would have wished.

However, spiritsEUROPE and its members also support activities in countries where we do not have member
federations such as Croatia, Estonia, Denmark, Lithuania, Luxembourg, Slovenia and Slovakia. The Danish SAO (God
Alkoholkultur), the Estonian SAO (Talk About Alcohol) and the Slovakian SAO (Forum-PSR Slovensko) all implement
country wide education programmes giving tools to teachers to address underage drinking. In Croatia, Lithuania,
Luxembourg and Slovenia programmes are ran at local level by companies, such as the Responsible Party programme
by Pernod Ricard.

spiritsEUROPE Roadmap 2015 - WHAT and HOW

spiritsEUROPE members address their products and marketing communications to adult customers only. We strongly
support the strict enforcement of legal purchase age regulations at 18 years old.

Empowering our adult consumers is also a priority. We commit to do so by:
e Continuing our support for targeted interventions aimed at positively impacting consumption patterns.
e Providing responsible drinking messages on our products and advertising in the form of websites where
thorough, balanced and understandable information is provided in the consumer’s language of choice.

For more information see responsibledrinking.eu.

In concrete terms, the spiritsEUROPE secretariat offered support to its members in the delivery of the spiritsEUROPE
ROAD MAP through:

e The organisation of responsible digital marketing workshops;

e Dedicated seminars to enable the exchange of best prevention practices among members;

e Technical support from the spiritsEUROPE secretariat and country visits;

e Additional ad-hoc financial support.

Annual SAO meeting and exchange of best practice

spiritsEUROPE hosts an annual meeting in order to facilitate the exchange of
best practice between Social Aspects Organisations (SAO) and members
conducting prevention and education programmes across Europe, and
beyond. Delegates from Canada and India also join the meeting. Over the
course of the two days, issues such as “preventing underage drinking”,
“engaging with young adults” and “responsible and safe drinking” are
covered. Participants also present highlights of their prevention programmes
and share experience. The next SAO meeting will be held in Brussels on 18
and 19 April 2016.

spiritsEUROPE resources, support and funding of local prevention activities

The “kick-start” fund was introduced in 2007 to financially support the development of social responsibility programs in
certain EU Member States. Over the course of the implementation of the spiritsEUROPE Roadmap, €500,000 was
allocated to assist specific programmes in priority countries. Every year, spiritsEUROPE members and Social Aspects
Organisations (SAO) are invited to apply. Funding is granted after the jury’s strict conditions, in particular regarding
sustainability, measurement and evaluation are met.

spiritsEUROPE has one member of staff solely dedicated to spirits and society issues, coordinating and delivering the
training workshop on responsible commercial communications and overseeing the delivery of the ROAD MAP 2015.
One support member of staff ensures the maintenance of the three dedicated websites and the compilation of
information for the annual implementation report on a part time basis. At national level, due to varying situations from
country to country, and the fact that the ROAD MAP 2015 is an umbrella commitment report, we cannot report on
aggregated staff for the 22 countries nor on the aggregated cost of all the initiatives listed in the drinksinitiatives.eu
database (which can individually cost hundreds of thousands of euros).
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HIGHLIGHTS OF 2010-2015

The numbers shown below help provide an illustration of what has been undertaken. Much is happening, in varied
ways and in different countries. It is challenging to compile comparable datasets and aggregate it at EU level to
demonstrate the impact of our collective actions. For us, the design, scale, reach and impact of each of the initiatives
undertaken locally is what matters. Each initiative is clearly presented and displayed on www.drinksinitiatives.eu along
with monitoring and evaluation data. Some initiatives are large in scale and scope, some are small, some run for
multiple years and others are one-off actions during events where risks are present (festivals, fairs etc...) - but it gives a

sense of the magnitude of the actions undertaken by our sector.

Since the During Overlapping . Ongt_)lng &
. Between Ongoing in running for
creation of ROAD MAP 2007-2010 the two 2016 10 vears or
the EAHF  2010-2015 periods v
more
Promotlng Rt'espon5|ble 131 98 76 44 45 9
drinking
Reducing Drink-driving 114 66 88 39 25 8
Tackling underage 76 59 38 23 33 11
drinking
Responsible a1 33 31 15 15 6
selling/service
Workplace interventions 18 12 15 9 6 3
Zero drinking during 9 9 9 4 6 )
pregnancy
Other 9 9 4 4 8 3
Non commercial alcohol 4 4 0 0 2 0
Total 402 290 261 138 140 42

Some campaigns have been run for over a decade, others are more short term. Some were started between 2010 and
2015 and are still ongoing, others have ended. This explains why a snapshot is complicated and numbers cannot be
added up without muddying the picture. We chose to present the complete information above.

Number of spiritsEUROPE sponsored initiatives since the
creation of the EAHF (total: 402)

Non commercial alcohol

Other

Zero drinking during Pregnancy
Workplace interventions
Responsible selling/service
Tackling underage drinking
Reducing Drink-driving
Promoting Responsible drinking

100 120 140
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Number of spiritsEUROPE sponsored initiatives during
the spiritsEUROPE Roadmap 2010-2015 (total: 290)

Non commercial alcohol

Other

Zero drinking during Pregnancy
Workplace interventions
Responsible selling/service
Tackling underage drinking
Reducing Drink-driving
Promoting Responsible drinking

0 20 40 60 80 100 120

The output indicators of each of the targeted interventions and actions are available on drinksinitiatives.eu. Detailed
information and highlights are also available in the country section of the report.

Areas of action during the spiritsEUROPE Roadmap
2010-2015

B Promoting Responsible drinking
B Reducing Drink-driving

M Tackling underage drinking

m Responsible selling/service

B Workplace interventions

W Zero drinking during Pregnancy
m Other

= Non commercial alcohol

Continuity is also important when campaigns ultimately intend to influence behaviour. We therefore highlight the 42
initiatives currently running in the EU and having been active for 10 years or more.

N° of initiatives still ongoing in 2016 and running
for 10 years or more

Non commercial alcohol

Other

Zero drinking during Pregnancy
Workplace interventions
Responsible selling/service
Tackling underage drinking
Reducing Drink-driving
Promoting Responsible drinking
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Behind the numbers presented, understanding the
key areas of action, and their evolution, helps frame
the evolution of investment of the activity of
spiritsEUROPE and its members.

Over the years, more investment has been made in
the promotion of responsible drinking and the
prevention of underage drinking, and less so in anti
drink-driving initiatives.

LOOKING FORWARD

Our commitment and actions did not stop at the
end of the 2010 - 2015 period.

Currently, in our member countries and via our
members, 140 initiatives are on-going.  They
continue to address key harm issues and promote
responsible drinking to our adult consumers.

Our commitment to contribute to effective harm
reduction initiatives remains. We look forward to
continuing to work with stakeholders on the
objective.

Although we regret that some NGOs left the
(European Alcohol and Health Forum) EAHF, in their
absence we believe it is important to continue the
Forum’s work.

Multi-stakeholder dialogue is never easy but by
focusing on concrete actions and steering away
from deliberately polarising views, the EAHF has
helped to encourage significant programmes
countering alcohol harm. It should be continued
and the Commission should encourage NGOs active
in prevention programmes at national level to join
the Forum.

Evolution in focus areas since
2007

(in n° of initiatives)

%

2007-2010 2010-2015
B Promoting Responsible drinking B Reducing Drink-driving

m Tackling underage drinking m Responsible selling/service
B Workplace interventions m Zero drinking during Pregnancy
I Other = Non commercial alcohol

drinking drinking

140 campaigns still ongoing in 2016

Iola..._

Promoting Reducing Tackling Responsible  Workplace Zero drinking Other Non
Responsible Drink-driving  underage selling/service interventions during commercial

Pregnancy alcohol




INFORMING CUSTOMERS ABOUT MODERATE DRINKING

Our goal was simple: “Repetition, repetition, repetition.” We created an EU website, complemented by national
websites in the national language and culture, mentioned on commercial communications and labels, and supported by
awareness campaigns and activations. Since the creation of the EAHF, 131 initiatives aimed at raising awareness of
responsible drinking have been supported.

RESPONSIBLEDRINKING.EU

In July 2015, spiritsEUROPE totally revamped its European portal providing consumer information. The
responsibledrinking.eu website, and the national information websites it links to, is intended to help consumers work
out how much is too much, and to weigh up the pros and cons when deciding whether or not to drink.

The website also provides information on how to assess calories in alcoholic beverages by providing calorie information
by standard drink (and not by 100ml). The information is also available for a random selection of drinks available on
the market. Consumers can therefore access relevant, easily understandable information.

Facts
“The Moderation by numbers” section offers information to consumers (healthy adult men and women) on what the
low-risk drinking guidelines are (i.e. consumption at a level where acute and chronic risks are similar to abstainers): 2

drinks for women (20g of ethanol/day); 3 drinks for men (30g of ethanol), avoid heavy drinking episodes (no more than
4 drinks in one session) and zero consumption for minors, when driving, when pregnant or breastfeeding, etc...

The website also provides information on how to

assess how much ethanol is in a “drink”, a “unit” or snnT [
a “standard drink”. The measure differs between

countries, depending on culture and tradition. On ]

average, they contain between 8 and 13g of . @

ethanol across Europe. This is why we recommend
that consumers visit their national consumer
information website and use the “drinks calculator”
to assess how much alcohol is in their favourite
drinks.

30 ml 60 mi
ot 40°% wol Vo at 20N yol

For those who choose to drink, moderate alcohol + 68 Keal £ 106 Keal £ 110 Keal
consumption can be incorporated into the calorie ot e ; SRR

it A oo gmn N Dot g . g | 1190 Xeal

limits of most healthy eating patterns, which is the bo rraa ey
reason we inform consumers how to assess the
numbers of calories there are in their favourite
drinks.

VR BBt @ W U ST A7 e

Tips & Tricks

Tips and tricks offer visitors suggestions such as 1) “pace your drinking” and avoid drinking in rounds; 2) don’t drink on
an empty stomach and have a quick bite to eat; 3) plan head how you will get back home after a night out so as to
never drink and drive; 4) help your mates avoid risky situations; 5) and be a good host at home so your party will be a
party to remember and not one to forget.

Links to national websites

Responsibledrinking.eu works as an EU portal to drive consumers to 22 national websites and also to an international
website managed by the International Alliance for Responsible Drinking (IARD): www.responsibledrinking.org.
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http://www.responsibledrinking.org/

PROMOTION OF RESPONSIBLE DRINKING BEYOND WEBSITES

spiritsEUROPE members in 16 countries engaged actively in promoting Responsible Drinking Guidelines beyond the
national responsible drinking website (Austria, Bulgaria, Cyprus, Czech Republic, Denmark, France, Germany, Hungary,
Italy, Latvia, Malta, the Netherlands, Romania, Slovakia, Spain and the UK). These activities ranged from dedicated
events to mass media campaigns.

The Hungarian Spirits  Association, in
partnership with the Ministry of Health,
Medical experts, Civil organizations launched in
June 2008 the “Ital Mertek” programme to
inform consumers about low risk levels of
consumption and to promote a shared
understanding of what it means to drink

e iGalmertek.hu
responsibly. The campaign started with the i

distribution of leaflets explaining the "2340"
guidelines and a radio contest to test consumer understanding of the "2340" concept. In 2010, the concept was
revamped to encompass a new website and several responsible drinking activations (such as a "Don't Drink & Drive"
campaign in December 2011 or a "winter brochure" providing specific advice for the Christmas period in 2012. Quizzes
were regularly organised on the Facebook page to engage with viewers. In 2014, the "House-party", “Festival”

and “Italmérték - 2-3-4-0 Leaflet" responsible drinking guides were launched. They provide tips for how to drink
responsibly when hosting, at a festival and an explanation of the 2-3-4-0 consumption guidelines. In 2015, new content
added to the website. In 2009, 2-3 million listeners had the chance to listen to the "2340" message on radio Kossuth—
Napkdzben in 2009 and 500,000 flyers were distributed. Between 2012 and 2014, website visits grew by 95% in 2014.
The messages are communicated and measured by GFK, an independent organisation, (and before that by Gallup). A
representative survey of 500 consumers in January 2015 shows the understanding of the meaning of 2-3-4-0
responsible drinking rule has increased (66% compared to 64% in 2014).

The Consumer information website www.massvoll-geniessen.de also
serves as a responsible drinking message. It is mentioned in spirits
advertisements in Germany and in compliance with the German
Advertising Standards Council’'s Code of Conduct. The website was
updated in 2013 and is now optimised for mobile. Two videos were added
to the website in December 2015. TV celebrity chef Nelson Miiller and
cultural scientist Prof. Dr Thomas Hengartner speak openly and honestly
about drinking in moderation. The clips encourage consumers to reflect on
DAFORSTEHTOIE | WERSTECKT = || WIRNEHMENSIE their own definition of moderation and how they set their own limits. The
ERANCHE. \NIMATIVE? ERNST. clips are also available on the “enjoy in moderation” YouTube channel and
are disseminated through BSI member company’s social media channels.
In 2015, 87.5% of BSI members used the responsible drinking message logo
“Massvoll-geniessen.de” or an international logo used by one of the global
spirits groups in their advertising. Between 1 and 2 million contacts have been reached via media coverage (print,
online, TV and HF. The website has had over 955,600 visitors since its launch in 2009 (until December 2015).

Massyoll-
geniessen.de

Informationen und Aufklirung fiir Verbraucherinnen und
Verbraucher zum Thema alkoholhaltige Getranke.

The Maltese campaign was aimed specifically at young adults (18 to 24 year olds). A set of images
showed possible aftermaths of excessive drinking and were displayed on bus shelters, on TV, in pub
adverts and on social media, radio, and outdoor billboards. Free giveaways with the campaign
message and responsible drinking website address were handed out (drinkawaremalta.com). A
series of three television and internet commercials reminded different segments of people not to

take any chances with their lives and to be responsible. The video campaign had more than 30,000 FESE ==
Ba drink ware.

YouTube views and was broadcast on national TV reaching audiences of hundreds of thousands in
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prime time slots. Post campaign research carried out in mid-November to early-December 2014 (403 respondents)
showed:
e The reach of adverts promoting responsible drinking patterns increased compared to the previous year. Those
who claimed they did not recall seeing the adverts decreased by 10%.
e 86.1% said that they had become more aware of excessive drinking and how it affects others.
e The “Know your limits” advert was the most recalled at 23.3%. The least recalled was “When one is too many”
at 17.6%.
e The “Out of control” and the “Know your limits” videos were considered the most effective in encouraging
people to drink sensibly (93% and 87.6%) and the impact of public drunkenness on others (92.6% and 89.1%).
e The “Out of control” video was the most effective in making people think about their own drinking behaviour
(67.5%).
e 90.3% thought the ads illustrated how getting drunk is embarrassing; 89.6% thought that they showed that
getting drunk spoils other people’s night out and 88.6% thought they showed that they would regret getting
drunk the next day.

RESPONSIBLE DRINKING MESSAGES (RDM) ON MARKETING COMMUNICATION

Marketing communication carries a responsible drinking message in all countries where spiritsEUROPE members can
advertise (except Austria). Point of sale material (displays, ice boxes, umbrellas etc) also feature RDMs, often in the
form of a website.

Example 1: Example 2: Example 3:

Ice box showing the European Key ring with “Enjoy Responsibly” Bar tray showing the European
responsible drinking website and the UK responsible drinking responsible drinking website address
address (responsibledrinking.eu). website address (responsibledrinking.eu).

(www.drinkaware.co.uk).

RESPONSIBLE DRINKING MESSAGES ON LABELS

spiritsEUROPE encouraged adding a responsible drinking message (RDM) on product labels, preferably in the form of a
website — to allow consumers to access relevant and complete information about when to choose to drink and how
much to drink. The choice was left to the economic operator whether to use the European responsible drinking
website (responsibledrinking.eu), a national equivalent, or a company’s own website.

National responsible drinking website in the local language is often the default choice.

The following seven companies mention a responsibly drinking message on their labels (providing exhaustion of
currents stocks in some markets). Some chose to favour the spiritsEUROPE portal responsibledrinking.eu, or a company
specific responsible drinking website®.

o Moét Hennessy uses responsibledrinking.eu

e Remy Cointreau uses responsibledrinking.eu

3 Examples are provided for spiritsEUROPE member companies only. Other companies may display the responsible
drinking message of their choice.
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e Bacardi uses responsibledrinking.eu, or a national responsible drinking website. In addition, a sentence with a
responsible drinking message can be added (like “Enjoy responsibly”).

e Brown Forman adds a responsible drinking sentence in English (“Please drink responsibly”,

»nou

Enjoy responsibly”

etc ...) along with market specific responsible drinking messages/websites in the local language.

e Beam Suntory is adding drinksmart.com to product labels.
e Diageo uses www.drinkig.com
e Pernod Ricard uses wisedrinking.com.

2340 r

-

1
1

7
7 Under the Responsibility Deal labelling pledge, all UK companies were encouraged to use RDMs on their

DRINK

drinkaware.co.uk

Enjoy JAMESON Sensibly
Visit (

aware.¢)

—— -

labels. There are five elements to the Responsibility Deal voluntary labelling scheme of which: unit content,

CMOs’ daily guidelines and pregnancy warning are mandatory.
statement (e.g. please drink responsibly) are optional.

The Drinkaware website and responsibility

In UK, the RDM can be a sentence (e.g. ‘enjoy XXX responsibly’), a company specific responsible drinking
website, the national responsible drinking website, responsibledrinking.eu.

The report commissioned by the Department of Health and carried out by Campden BRI assessed compliance

against the three required elements.
keeping units) sold.

For spirits, this was 79.3% based on the percentage of SKUs (stock

SAMPLEWINE

Sauvignon Blanc

A full bodied dry white

wine with rich tropical fruit

Please drink responsibly =—}

flavours. Served chilled.

PRODUCED AN BOTTLES IN FRANCE.
Men

UK Chief Medical Officers racommend
adults do not nequiarty exceed
| SAunitsdaly iy

Women 2-3units dally [y

r:‘;':ﬂ':;‘:il;ﬁf drinkaware.co.uk
fmpan 2N 125%vol 75¢le

Unitalcohol  Unit alcohol  Chief Medical  Drinkaware.co.uk Pregnancy  Responsibility
content content Officer's {optional) Warning Statement
Per serving Per container Guidelines {logo may be {optional)
{optional) used instead)

‘. For more information see https://responsibilitydeal.dh.gov.uk/pledges/pledge/?pl=1

S e e e e e e e e e e e e e e e e e e e e e e e e e
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Perhaps some of the best known and most established alcohol harm reduction approaches are those that aim to
prevent drink-driving. The success of these campaigns is the partnership approach at national and local level, using a
wide range of channels to reach the target group.

In 2002, the spirits sector joined with DG Transport to develop a pan-European designated driver campaign as part of
the strategy to halve the number of deaths on European roads. Some of these campaigns are still running in 2016. The
designated driver concept has become very well known in many EU countries and is a positive alternative to risk taking,
thus contributing to reducing the number of alcohol related road accidents. The consistent and visible enforcement of
blood alcohol limits (BAC) combined with improving public or alternative transport services has resulted in behaviour
changes in the chosen target group (young adults aged 18 to 30).

Several of our member associations (Cyprus, the Czech Republic, Greece, Poland and Spain) have joined forces with the
Responsible Young Drivers for the “European Night Without Accident” (held on the third Saturday of October) to supply
awareness tools and breathalysers to be used in bars that night.

As members of the European Road Safety Charter, the sustained prevention campaigns carried out by our members
over the years have strengthened road safety across Europe and helped create change so that it is no longer socially
acceptable to drink and drive. Since 2001, the number of road fatalities in Europe (including drink-driving) has
decreased by 53% (5.6% on average per year). However, prevention is an on-going work that should be made with
every new generation arriving on European roads.

66 anti-drink drive campaigns were implemented between 2010 and 2015. In 11 countries, spiritsEUROPE members
either organised or partnered in more than 1,000 events to raise awareness or enforce BAC (Cyprus, Denmark,
Germany, Greece, Ireland, Latvia, the Netherlands, Portugal, Slovakia, Spain and the UK).

Objectives Main Partners & Tools

=>» Inform about the impact of alcohol on driving =>» Police and road safety agencies for enforcement
abilities and education campaigns

=» Remind people that only time helps reduce the BAC =»> Municipalities, transport, NGOs, taxi, drinks
level producers and on-trade businesses to organise and
=» Remind people of legislation regarding BAC limits promote alternatives to drink-driving such as “the

designated driver concept”

=» Mass media campaigns to influence social norming:
“drinking and driving do not match”

=>» Support for the population to test their BAC

This campaign was created to reduce drink-driving within the 18-30 year old age group. It focuses
s on empowering young people to say no to drink-driving. Partners include the Ministry of Internal
Bansaas B Affairs, the National Republican G