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Beer is regularly enjoyed by people the world 
over and has been an integral part of society 
for centuries in many cultures worldwide. It is a 
natural, wholesome and thirst quenching drink 
and, when consumed responsibly, is perfectly 
compatible with a normal healthy lifestyle. 

Beer is a major benefit to social, cultural and 
economic life around the world. Production, and 
consumption patterns and habits, differ widely 
from one country or region to another, particularly 
with regard to the different types of beers, all of 
which have their own individual characteristics.

What does not vary, however, is the brewing 
sector’s’ continued commitment to discouraging 
misuse of its products, as shown by the initiatives 
described.
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Introduction
The worldwide brewing sector has a long-standing com-
mitment to being socially responsible and encouraging 
only the responsible consumption of beer. This pre-dates 
the current trends in Corporate Social Responsibility (CSR), 
as evidenced by the number of efforts to reduce excessive 
consumption and to market responsibly, which have been 
running for several decades. Global brewers continually st-
rive to create or sponsor initiatives that will help to reduce 
harmful use of alcohol.

It is almost nine years since the first edition of the World-
wide Brewing Alliance (WBA) ”Global Social Responsibility 
Initiatives” was published and five years since the second 
edition. Building on the brewers’ commitment to reduce 
the harmful use of alcohol, this edition shows increases 
in both the number of initiatives listed and the number of 
organisations represented.

The WBA was established in 2003 with the objective of 
disseminating and exchanging good practices and infor-
mation on social responsibility and product integrity issues. 
It now represents almost 88% of the worldwide produc-
tion of beer. 

Brewers play a leading role in, and commit significant 
financial investment to, all the initiatives described in this 
document. They do so, either individually as brewers, by 
subscribing to trade associations1 and their confederations, 

or by funding Social Aspects Organisations2 and their in-
ternational affiliations. The majority of the world’s brewers 
actively participate in these initiatives and particularly in 
those run by brewing trade associations.

This third edition is a snapshot of current brewing sector 
activity in this important area, detailing ongoing initiatives 
or those started since the second edition was completed 
in 2007. To see a more comprehensive picture of the 
totality and history of efforts supported by brewers and to 
perform searches on specific criteria, please visit the Global 
Social Responsibility (GSRI) website http://gsri.worldwide-
brewingalliance.org/. The site includes the details of the 
initiatives included in all three editions - more than 1,200 
initiatives from 93 countries. 

The number and range of the initiatives listed reflect the 
cultural and legal differences in the respective countries 
and show the importance of tailoring activity to local 
needs. Two examples of this diversity are prominent in 
this document. One relates to the efforts to discourage 
underage consumption, where the age under which it is 
illegal to purchase alcoholic drinks varies from place to 
place. The second refers to information about the alcohol 
contained in a package, where unit / standard drink sizes 
vary around the world. 

A feature of this document is the array and variety of part-

nerships with other agencies which are described herein. 
Partnership provides an extra dimension for brewing sector 
initiatives, affording them wider expertise, knowledge 
and scope. Including multiple stakeholders in these efforts 
to help reduce the harmful use of alcohol can increase 
community, regional or national commitment to achieve 
success in this area. The brewing sector seeks out and 
welcomes such partnerships worldwide.

A number of the initiatives described have been running 
for many years. Building on this experience, an increasing 
number now incorporate evaluation programs to measure 
the effectiveness of their message. Where evaluation has 
been reported, the results are included below the initial 
entry. Evaluation invariably shows a positive effect of the 
initiative. 

It is the sincere hope of the entire WBA membership that 
readers find this third edition to be helpful and educati-
onal. We also hope that some will find it inspirational, a 
guide for brewers, both established in, and just entering, 
the world of social responsibility. We also believe it can be 
helpful to members of any industry that engages in social 
responsibility initiatives.
 
Janet Witheridge (Editor)
Worldwide Brewing Alliance
September 2012
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1 Trade Association: Body set up by a sector like the brewing sector to promote and defend the interests of the sector towards national, international and non-governmental organisations / institutions.

2 Social Aspects Organisation (SAO):  Industry funded organisation which promotes the responsible consumption of alcoholic beverages through education and communication programs, as well as funding of specific measures such as 

those against drinking and driving. 
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Encouraging rEsponsiblE 
or modEratE consumption 

This section includes materials designed to educate the consumer and promote responsible consumption 
and personal responsibility in general, together with programmes designed to provide advice and infor-
mation. Some programmes, for example, are designed to provide information about responsible behavi-
ours during pregnancy or recreational activities. 

Argentina  

AB INBEV - Cervecería y Maltería Quilmes
 “Community Education“ 1

 2011-ongoing · WHO Target Areas 3 and 8 
An educational program that works on three levels: leaders; 
students; and community. It trains young leaders about 
healthy habits so they can train the students who attend this 
community centre in shanty towns. By the end of the course, 
they will work together in groups to teach the community 
through artistic demonstrations.

 “Global Be(er) Responsible Day (GBRD)“ 2

 2009-ongoing · WHO Target Areas 4, 5 and 8
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. In 2011, the 
day was expanded to an entire week in Argentina - Sep-
tember 19-23. Activity included: “18+ = Responsible Sales” 
stickers were placed in 35,000 retail accounts; a designated-
driver campaign was developed in partnership with rugby 
leagues, and breathalysers were donated and used to help 
identify and reward fans who were designated-drivers at 
games; and a “Taxi” safe-ride home TV spot and new series 
of responsible drinking radio advertisements were broadcast 
on national media during the week. 

http://www.cerveceriaymalteriaquilmes.com/

http://www.ab-inbev.com

 “Responsible Sponsorship“ 3  
 2009-ongoing · WHO Target Areas 1 and 6 

Responsible drinking tents installed in all the events sponso-
red by the company’s brands. Everyone over 18 is invited to 
participate in various games; training materials on the risks of 
alcohol abuse are handed out.

Australia  

DrinkWise Australia
 “Get the Facts - Alcohol Labelling“ 4  

 2011-ongoing · WHO Target Areas 1 and 2
A voluntary initiative to prompt consumers to make informed 
decisions about their drinking by introducing consumer infor-
mation messages on the labels of alcohol products. The labels 
focus on three specific risks that are a significant concern 
to the community: (1) underage drinking; (2) excessive con-
sumption and the health and social harms that can arise; and 
(3) drinking while pregnant or planning a pregnancy. Consu-
mers are encouraged to “get the facts” from the DrinkWise 
website. This initiative is supported with retail point of sale 
brochures, on premise, outdoor and digital advertising and 

1

2

3

4



5

its appearance on alcohol products will continue to roll out 
as producers (Carlton United Breweries, Lion Pty Ltd, Diageo 
Aust. Ltd, Premium Wine Brands (Pernod Ricard), Accolade 
Wines, Suntory Australia, Brown-Forman Aust. and Beam 
Global Aust.) complete their product label reviews.
Prior to the initiative, research undertaken for DrinkWise 
through Quantum Market Research found that one in ten 
consumers agree that health warning labels will make people 
drink more responsibly and one third of consumers (32%) 
have suggested that on seeing a label that resonated with 
them they would be likely to seek more information about 
responsible drinking. There was therefore, a level of public 
support for this initiative.
http://drinkwise.org.au/

http://drinkwise.org.au/our-work/get-the-facts-labelling-initiative/

 “Under Your Influence“
 2011-ongoing · WHO Target Area 1

A campaign which encourages parents to model responsible 
drinking behaviours and to engage with their children on the 
issues associated with alcohol. It was undertaken in partner-
ship with The Sport Australia Hall of Fame. The website and 
social media platform enables parents and others concerned 
about these issues to share stories and ideas, ask questions 
and generally discuss the issue with others in the community. 
It was started in recognition that these online conversations 
and engagements have the capacity to influence a more 
informed and positive drinking culture for the future. The 
website is supplemented with videos featuring the Ambassa-
dors of The Sport Australia Hall of Fame, Professor Ian Hickie 
of the Brain and Mind Research Institute and Accident and 
Emergency physician Dr Andrew Rochford, to foster a conver-
sation about the role of parents in influencing their children’s 
attitudes and behaviours toward drinking.
http://www.underyourinfluence.org.au/

http://drinkwise.org.au/

 “Kids and Alcohol Don’t Mix“ 5  
 2009-ongoing · WHO Target Area 1

A campaign developed to encourage and support parents to 
delay their kid’s introduction to alcohol based on research 
that suggests that alcohol can have a detrimental effect on 
the developing adolescent brain. The campaign seeks to start 
a conversation about alcohol within the family well before 
kids start experimenting with alcohol. It encourages parents 
with children aged nine to 14 years to talk about, and agree 
on, a strategy to implement when their child asks about drin-
king alcohol. Resources include a wallet card for parents.
Internal market research involving benchmark and tracking 
research indicated high levels of awareness and recall 
amongst the target audience (parents). Key metrics included 
67% recall, strong message recall (“delay giving your child 
a drink until they are 18” (34%) and “alcohol affects the 
development of a child’s brain” (25%).
http://drinkwise.org.au/

http://drinkwise.org.au/our-work/kids-and-alcohol-

don%E2%80%99t-mix/

http://drinkwise.org.au/wp-content/uploads/2011/11/Parents-5-

point-plan-_DELAY_Drinkwise-Wallet-Card.pdf

 “Kids Absorb Your Drinking Campaign“ 6  
 2008-ongoing · WHO Target Area 1

A TV advertisement aimed at engaging generational change 
in attitudes to alcohol. It does this by giving parents the 
opportunity to positively influence their children’s future 
drinking behaviour, from a very early age, through their own 
attitudes and drinking patterns. The key to this campaign was 
to hold a mirror to parents’ drinking occasions and to allow 
them to reflect on (and possibly moderate) their own drinking 
or attitudes to drunkenness. This advertisement can be seen 
on the website and is run on TV intermittently. A leaflet can 
be downloaded from the website.
Internal market research undertaken via benchmark and 
tracking research of parents’ attitudes and behaviours in early 
2009 indicated the campaign was achieving very high recall 
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and cut-through as well as achieving unexpected behaviour 
change with evidence of parents stating they’d changed how 
they drink in front of their kids as the result of the campaign. 
It was the most recalled advertisement of 30 advertisements 
that were the subject of a government marketing and com-
munications study undertaken by Colmar Brunton Social 
Marketing Research in 2009.
http://drinkwise.org.au/

http://drinkwise.org.au/our-work/kids-absorb-your-drinking/

http://drinkwise.org.au/wp-content/uploads/2012/03/Kids-and-

Alcohol.pdf

The Brewers Association 
of Australia & New Zealand Inc

 “Standard Drinks Logo” 7  
 2005-ongoing · WHO Target Area 1

Australian brewers agreed to a uniform standard drinks logo 
on bottle and can labels, to make it easier for consumers to 
calculate their consumption. This has been in place on all 
member company products since mid 2007.

7



6

Austria  

HEINEKEN Brau Union Österreich
 “Responsible Commercial Communication“ 

 2012-ongoing · WHO Target Areas 4 and 8
The issue of responsible consumption is included in marketing 
initiatives for certain brands (Gösser, Zipfer and Schlossgold). 
Background information and tips on the enjoyment of alcohol 
in moderation are included on the Gösser and Schlossgold 
websites and the Zipfer Facebook page and website. 
A creative competition, the “Zipfer Spot Award”, encourages 
young film makers to present their view on “Responsible 
Drinking”. Information about drinking and driving is included 
on the website which includes tips for long car-journeys, 
medical background, alcohol-related accidents etc. and an 
online-game. Playing this game tests reactions while driving a 
car after drinking alcohol. Furthermore, banners transporting 
a clear message about responsible consumption are used at 
several events, e.g. the Beach Volleyball Grand Slam. Similar 
competitions are planned for 2012 to raise awareness about 
this issue, especially amongst young adults. 
http://www.goesservernuenftiggeniessen.at

http://www.schlossgold.at

http://www.zipfer.at/verantwortungsvollgeniessen

 “Co-operation with Pro mente Oberösterreich“
 2011-ongoing · WHO Target Areas 2 and 8

A project to support the preventive work of the NGO 
Promente. Promente is the Association for mental and social 
health, which has been working for more than 40 years. 
It supports mentally affected and deprived people. 1,500 
employees, working in 150 centres, are taking care of ap-
prox. 30,000 people per year. Its main activities/services are: 
setting measures for professional integration; psychosocial 
counselling; and prevention of and counselling about several 
kinds of addiction. It founded the Institut Suchtprävention 
(institute for the prevention of addiction) in 1994 in Linz 
to offer additional preventive activities. Their target groups 

are families, nursery schools, schools, teenagers, companies 
(alcohol at work) and municipalities. Their school projects 
include: training for teachers; and peer education concerning 
knowledge about alcohol misuse; responsible consumption; 
causes of addiction; and personal responsibility. Examples of 
the co-operation include: providing information materials or 
video clips, initiating creative competitions for pupils or giving 
lectures. Additionally, a special Committee to co-ordinate and 
evaluate the projects is being set up. This consists of master 
brewers, experts, company representatives and members of 
the Österreichische ARGE Suchtvorbeugung (Austrian consor-
tium for the prevention of addiction). 
http://www.pmooe.at

http://www.praevention.at

http://www.suchtvorbeugung.net/

Verband der Brauereien Österreichs
 “Fit for Life“ 

 2010-completed 2012 · WHO Target Area 8
Support for the “Fit for Life” inititiative and the “Creative 
Workshop” for men suffering from alcoholism at the Otto 
Wagner Spital, Vienna.

Belarus  

HEINEKEN Belarus
 “Bobrov Protiv Drov“ (“Brobov Against Wood 

(drunks)“) 
 2009-ongoing · WHO Target Area 1

A campaign to encourage responsible consumption among 
young people using the Brobov brand. Drova, (wood) is an 
informal description of someone who is drunk. The campaign 
makes it clear that the brand is against drunk people. The 
first stage of the project was the creation of a website where 
every visitor could sign up to a statement on responsible 
consumption. This was followed by a campaign that targeted 
adults between 18-30 years who were active trendsetters 
and members of the Bobrov community in the social network 

VKontakte. Real firewood publicising the website address 
was placed in popular and frequently visited places like parks, 
near bars and restaurants. Stickers were also distributed with 
messages including: “Entrance is forbidden for the wood”; 
“You were like a wood yesterday – it’s a shame”; and “The 
wood does not drive”. In 2011, “Sobriety Patrols” were 
organised during “on-lime” parties of Bobrov Lime beer in 
different Belarus cities supporting the idea that “Bobrov 
protive drov!”. Guests were given the opportunity to check 
their sobriety by performing a variety of simple actions. Media 
were also engaged via a competition for the best article on 
responsible consumption.
http://protivdrov.bobrov.by

Belgium  

AB INBEV - InBev Belgium
 “Global Be(er) Responsible Day (GBRD)“ 8  

 2009-ongoing · WHO Target Areas 1 and 4
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. Responsible 
drinking activities are held throughout the Belgian organi-
zation, mobilizing employees, consumers and communities 
to draw particular attention to responsible consumption of 
beer. For example, the company partnered with the Respon-
sible Young Drivers, a Belgian organization which promotes 
road safety to young drivers, and set up awareness activities, 

8
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during day and night, at key locations in Brussels, Antwerp, 
Leuven and Liège. 
http://www.ab-inbev.com

Belgian Brewers
 “Beer & Society Information Center (B&SIC)” 9  

 2001-ongoing · WHO Target Area 1
Aims to improve understanding and communication on the 
positive aspects of beer and health, and provides information 
about responsible consumption, as well as the diversity, of 
Belgian beer, its flavours, drinking scenarios, types of beer 
etc.. It provides a synthesis of scientific information on the 
latest positive aspects of moderate consumption of beer on 
health through fact sheets and articles in the press and pro-
motes research that can contribute to a better understanding 
of the social and health aspects of the moderate consumption 
of beer.
http://www.beerparadise.be/emc.asp?pageId=580

 “www.beerandhealth.be“ 10  
 2001-ongoing · WHO Target Area 1

A unique independent website that brings together, on a 
single site, all the available scientific information about 
the effects of beer on health. It was started by Dr. Marleen 
Finoulst, who writes in the professional medical press and in 
health columns. The information on the website originated in 
high-quality scientific journals, references to which are always 
given at the bottom of the text. In addition to current scienti-
fic studies on beer consumption and health, the site features 
extensive dossiers about beer (health aspects, nutritional 
value, beer and pregnancy, etc.), interviews with experts on 
beer and health, a diary of events on the theme of alcohol 
and health, a “question and answer” section and links to the 
“BOB” and “Respect 16” campaigns. Visitors can subscribe, 
free of charge, to a monthly newsletter keeping them infor-
med of interesting developments in connection with beer and 
health and all site updates. The website is mainly aimed at 
the interested lay person who is looking for reliable and com-

prehensible information on the effects of beer (or alcohol in 
general) on health. The website is financed by the professio-
nal federation of the Belgian Brewers, to inform visitors about 
the health benefits of moderate beer consumption and warn 
against the negative consequences of excessive beer drinking 
and the message is “Beer brewed with love should be drunk 
with good sense”. A German/Austrian version www.bierund-
gesundheit.com was financially supported by the Gesellschaft 
für Öffentlichkeitsarbeit der Deutschen Brauwirtschaft e.v. and 
the Verband der Brauereien Österreichs. 
http://www.biereetsante.be/

HEINEKEN Alken-Maes
 “Know The Signs“ 

 2011-completed 2011 · WHO Target Areas 1 and 4
A Belgian version of the HEINEKEN “Know the Signs” cam-
paign in the Province of Limburg. During 5 consecutive week-
ends, teams visited local bars and restaurants (HORECA) and 
parties, etc. to spread the “Don’t Drink and Drive” message 
to people aged 18 to 40. A press conference was organised 
to publicise the start of the campaign. The campaign was 
undertaken in collaboration with the Province of Limburg.

 “Pregnancy Logo on Bottles“ 11  
 2008-ongoing · WHO Target Areas 1 and 2

A pregnancy logo is visible on every bottle to advise pregnant 
women not to consume any alcohol. This initiative is not 
obligatory in Belgium, but Alken-Maes does it proactively.

Bolivia  

AB INBEV - Cerveceria Boliviana Nacional S.A.
 “Global Be(er) Responsible Day (GBRD) - Gente que 

Vende Campaign“ 12  
 2008-ongoing · WHO Target Areas 5 and 8

Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. During the 
2011 GBRD in Bolivia, employees and workers from CBN 

9
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nationwide promoted the “Gente que Vende” (“People that 
Sell”) campaign. Retail outlets across the country were visited 
and a media tour of the highest-rated television programs 
promoted activity and spread the message.
In November 2008, the day involved more than 800 retail 
outlets and 250 employees and workers; in 2009, more 
than 1,200 retail outlets and 300 employees and workers 
took part; in 2010, more than 1.600 retail outlets and 300 

12
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employees and workers participated and 2011, about 4,000 
retail outlets were visited and 370 employees and workers 
were involved.
http://www.cbn.bo

http://www.ab-inbev.com

Botswana  

SABMiller Subsidiary - Botswana
 “Know When to Say Enough“ 13  

 2010-ongoing · WHO Target Areas 3 and 8
The campaign targets over indulgence and seeks to develop 
a culture where people know their limits and are respon-
sible enough to acknowledge when they have had more 
than enough. It uses billboards, press, radio, TV and a range 
of below the line communication. It was supported by the 
Botswana Alcohol Industry Association and traditional and 
civil leaders from all regions.
The program had community ownership and the slogan was 
adopted by the youth to get each other to take responsible 
actions.

Brazil  

AB INBEV - American Beverage Company - 
Ambev

 “Partnership with the Ministry of Cities“ 
 2012-ongoing · WHO Target Areas 3, 4 and 8

A partnership, during carnival, between AmBev and the 
Ministry of Cities to prevent drinking and driving. More than 
150,000 educational fliers on the subject were produced. The 
material was distributed to 400 bars in six major Brazilian 
cities (São Paulo, Rio de Janeiro, Salvador, Brasília, Belo 
Horizonte and Porto Alegre) and at events organized by the 
company in the cities of Salvador and Rio de Janeiro.

13

 “CurtiSom“
 2011-ongoing · WHO Target Areas 1 and 5

CurtiSom is a project designed to get an entire event struc-
ture out to bars in the furthest away neighbourhoods and 
also encourage responsible drinking and help the develop-
ment of local businesses. AmBev enters a partnership with 
a bar in the community and supplies the venue with tables, 
a large screen, a stage, and hires local artists, for one night. 
These small parties offer entertainment and provide an op-
portunity to spread the concept of responsible drinking. Visual 
material is distributed carrying the “+ ID” icon, and the large 
screen shows videos on responsible drinking, while a band 
reinforces the dangers of alcohol abuse before and after the 
show. It is estimated that by the end of 2012 CurtiSom will 
have staged 300 events for the major AmBev brands (Skol, 
Brahma, and Antarctica). 

 “Futebol de Responsa“ (“Responsible Soccer“)
 2011-ongoing · WHO Target Areas 1, 3 and 8

Brahma brand activity that provides tangible and lasting 
benefits for Brazilian soccer. These initiatives result in direct 
improvements at the clubs, the stadiums and to society. As 
part of its responsible drinking program, the brand created 
the campaign “Minors and drinking are out of play,” which 
encourages parents to adopt a conscientious attitude to their 
children regarding alcohol. The campaign starred Cafu, the 
captain of Brazil’s Word Cup winning team. In the adver-
tising, the former player explains that the product is to be 
sold only to people who are of age. In addition Brahma uses 
themed communications at the Engenhão stadium and its 
surroundings and in the last games of the Brazilian Cham-
pionship, the brand distributed flyers and advised people 
about responsible drinking. Ambev also runs the Brahma in 
the Community project, which uses soccer as an agent of 
socio-economic transformation and to promote citizenship. In 
partnership with the Department of Sport and Leisure in the 
Rio de Janeiro State Government, the project donates  
R$ 200,000 a year for revitalization projects and the creation 

of social projects exclusively for the residents in communities 
throughout the state. It is based on four themes: contributi-
ons to and the renovation of the infrastructure for community 
soccer fields; the roll out of responsible drinking campaigns; 
the development of leisure and cultural activities; and income 
generation and recycling programs.
http://www.brahmanacomunidade.com.br/

 “Promotion of Responsible Consumption During 
Carnival”

 2006-ongoing · WHO Target Areas 1, 4 and 8
Messages about responsible consumption and the avoidance 
of “drinking and driving” to, and from, the events are used to 
educate consumers during the annual carnival. Over the years 
activities have included: donating five thousand disposable 
breathalysers to local and federal government agencies in 
Rio de Janeiro, São Paulo, and Distrito Federal; distribution 
of information at appropriate airports; educational entertain-
ment designed to identify those who were unfit to drive and 
offer a taxi for carnival goers in Recife and Olinda; an offer of 
a temporary boomerang tattoo to help participants remem-
ber the importance of responsible consumption in Salvador; 
discounts for the guests of Brahma Carnival box seats in Rio 
de Janeiro and distribution of kits containing hints on respon-
sible drinking; and distribution of 340 street digital watches 
bearing phrases, such as “Se Beber Não Dirija” (Don’t Drive 
After Drinking) in São Paulo .
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 “Skol Beats” 14  
 2001-completed 2008 · WHO Target Areas 3 and 8

Company activity to discourage drinking and driving at an 
electronic music festival that ran annually for nine years in 
São Paulo. It was the largest music event in Latin America and 
annually attracted around 60,000 party-goers. Stewards were 
on hand to provide information on responsible consumption 
and to advise on the different transport options available. 
These included free buses to take people to the subway, cabs 
offering discounts, and parking available until 18.00 hrs the 
following day. To encourage visitors not to drive after drin-
king, the organization also handed out, along with tickets, a 
return subway pass. In 2005, festival goers were entertained 
by a virtual game, which checked whether or not they were fit 
to drive, and a strict minimum legal-age policy was enforced 
to protect minors. The company also initiates similar respon-
sible consumption activities in many other music and cultural 
events during the year.

 “Global Be(er) Responsible Day (GBRD)“ 15  
 2000-ongoing · WHO Target Area 3 

Gente que Vende” (“People who Sell”) was an annual event 
which took place in Brazil and all Latin American coun-
tries where the company operates. Approximately 80% of 
employees in Brazil, from all areas of the company, go out 
into the street to sell or serve the company’s products directly 
to consumers. This event serves two functions: to promote 
responsible consumption directly to consumers and to allow 
employees to learn about the business by accompanying 
sales representatives and supervisors on sales calls. In 2006, 
employees throughout the organisation participated. This 
included the Latin American Zone-President, Luiz Fernando 
Edmond, who led by example, serving consumers at the 
Mercado Municipal in São Paulo, Brazil. All participating 
employees wore T-shirts with the responsible-consumption 
boomerang-logo on the back, encouraging consumers to 
go out and have fun while drinking responsibly and getting 
home safely afterwards. As 2006 was a World Cup year, 

Ronaldo, one of Brazil’s leading soccer players, helped to 
publicise the campaign. In 2010 AB INBEV started “Global 
Be(er) Responsible Day (GBRD)“ which has similar aims and 
objectives but which takes place company-wide each year. 
Ambev employees were invited to act as ambassadors for res-
ponsible drinking and visit establishments throughout Brazil 
to distribute posters to help raise awareness at retail outlets. 
The company also involves its partners in this activity, such as 
the Jovens de Responsa NGOs. 
http://www.ambev.com.br/pt-br/consumo-responsavel/iniciativas-e-

parcerias/dia-de-responsa-2011

http://www.maquina.inf.br/maquinaNet/techEngine?sid=Maquin

aNet&command=noticiaClippingSite&action=visualizar&idNotic

ia=1284549111046

http://www.maquina.inf.br/maquinaNet/techEngine?sid=Maquin

aNet&command=noticiaClippingSite&action=visualizar&idNotic

ia=1316803944294

HEINEKEN Brasil
 “Responsible Consumption Messages at the “Starts 

With You“ Music Festival“ 
 2011-completed 2011· WHO Target Areas 3, 4, 5 & 8

Preventive and educational initiatives undertaken during 
sponsorship of the 2011 “Starts With You” (SWU) music fes-
tival, a 3 day event with audience of 210,000 people. The ob-
jectives were to raise awareness about the new drinking age 
law in São Paulo and reinforce the “don´t drink and drive” 
message to minimize the risk of alcohol-related problems 
during the festival. The initiatives included: use of the “Enjoy 
Heineken Responsibly” message in all brand material; giving 
high visibility to the publicity material concerning the new 
law; providing identification bracelets for all 18+ consumers 
verified by specially trained volunteers at the entrance; arran-
ging special training for waiters and bartenders concerning 
responsible consumption and the importance of complying 
with the new drinking age law; and displaying “don’t drink 
and drive” messages on the route to the festival.

 “Responsible Consumption and Sustainability Measu-
res at Festivals“ 16  

 2011-ongoing · WHO Target Areas 3, 5 and 8
Preventive initiatives to encourage responsible consumption 
of alcohol during sponsorship of festivals. The objective of 
these measures was to raise awareness about responsible 
consumption, reinforce the “don´t drink and drive” message 
and minimise the number of alcohol-related problems associ-
ated with the event. The initiatives included: use of the “Enjoy 
Heineken Responsibly” message in all brand material; identifi-
cation bracelets for +18 consumers identified by volunteers at 
the entrance; displaying “don’t drink and drive” messages on 
the route to the festivals; table tents with educational mes-

14
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sages (don’t drink and drive + drinking age) in festival bars; 
special training for all bar staff concerning responsible con-
sumption and the importance of complying with the drinking 
age laws; private officials to check that the law was being 
adhered to in the bars; and video and online interviews about 
responsible consumption and sustainability. In 2011, festivals 
sponsored included the “Rock’ in Rio” festival and the “Starts 
With You” (SWU) music festival, a 3 day event with audience 
of 210,000 people. As well as the general objectives the 
aim here was specifically to raise awareness about the new 
drinking age law in São Paulo. In 2013, Heineken has agreed 
to sponsor the “Rock’ in Rio” festival again.
At the “Rock’ in Rio” festival Heineken sold approximately 
700,000 liters of beer and the authorities registered only one 
case of noncompliance with the alcohol laws (alcohol was 
sold to one underage consumer).

 “Booklet Collection“
2010 - ongoing · WHO Target Area 1
A series of 7 themed handouts to inform and educate stake-
holders. Key issues addressed are: “Responsible consumption 
of alcohol”; “Responsible consumption of alcohol – A Guide 
for Waiters”; “How to talk about alcohol with your kids”; 
“Women’s health”; “Environment and recycling”; “Healthy 
lifestyle”; and “Responsible use of water”. The handouts are 
distributed to the appropriate stakeholders at events such as: 
HEINEKEN Citizenship Movement events; visits to breweries; 
institutional events, lectures and seminars given at univer-
sities; and during commercial activities. The material is also 
used as support in training given to waiters, reinforcing the 
importance of best practice and, giving those professionals 
the needed awareness about responsible consumption of 
alcohol beverages.
Up to the end of 2010, a total of 153,506 handouts had 
been distributed with a further 20,000 distributed in 2011.

Sindicerv - Sindicato Nacional da Indústria da 
Cerveja

 “Beba Com Responsabilidade“ (“Drink responsibly“)
 1999-ongoing · WHO Target Area 1

A campaign to educate consumers about the need for 
moderation when consuming alcohol beverages. It includes 
publication of leaflets as well as information on a website. 
Since its implementation, the initiative has distributed 1 
million leaflets at points of consumption of alcohol beverages 
and in major urban streets of Brasilia, Fortaleza, São Paulo, 
Salvador, Rio de Janeiro and Porto Alegre and was supported 
by public bodies.
http://www.sindicerv.com.br/campanhas.php

Bulgaria  

Union of Brewers in Bulgaria (UBB)
 “Responsible Consumption Messages in TV Adverti-

sing” 17  
 2006-ongoing · WHO Target Area 1

Written phrases and statements about responsible consump-
tion of beer for members of the UBB to place in advertising 
clips on national TV channels. For example, “Consume with 
pleasure and moderation”. Since 2009, the message about 
responsible beer consumption must be put on all TV commer-
cials from UBB members. Responsible consumption and re-
levant messages should be promoted at the UBB events and 
the relevant PR materials, produced by UBB. Since February 1, 
2012, the message to avoid misuse “Consume with pleasure 
and moderation” (in the Bulgarian language) must be put in 
all advertisements for beer. The aim of this rule, which is man-
datory for members of the UBB, is to raise awareness about 
moderate consumption. It will also make the message about 
responsible consumption of beer more recognizable and act 
as “a trade mark” for the brewers’ commercials. 
 

  “Basic Principles”
 2005-ongoing · WHO Target Areas 1, 4 and 6

UBB’s basic principles of responsible commercial communi-
cations include policies on: responsible consumption; minors; 
drinking and driving; health and moderate consumption; 
drinking and social behaviour; sporting and sexual success; 
and the promotion and sampling of beer brands. Opportuni-
ties are taken to publicise them in the national press. In 2009 
and 2012 the amendments to the Code and Regulations for 
implementing the Code were added to the basic principles to 
help interpretation of the new detailed rules the self-regulati-
on principles and standards. 
http://www.pivovari.com/english/index.html

17
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Canada  

AB INBEV - Labatt Breweries of Canada
 “Global Be(er) Responsible Day (GBRD)“ 18  

 2010-ongoing · WHO Target Areas 1 and 4
A day each year in which employees are encouraged to con-
nect with customers and consumers to promote responsible 
enjoyment and reinforce the company’s commitment to 
moderation. It was first celebrated by Labatt in Canada in 
2010 and was an opportunity to promote the importance 
of responsible drinking. In 2011, as part of the company’s 
second GBRD, Labatt delivered a responsible-consumption 
message with a focus on young people. Across Canada, the 
“Take the Pledge” moderation campaign’s billboard and 
street level ads showed just how far people will go to avoid 
drinking and driving – for example sleeping on the back of a 
statue, on a park slide and atop a tree branch. The campaign 
directed consumers to Labatt’s responsible drinking Facebook 
page where they could sign a pledge to not drink and drive. 
In appreciation, Labatt donated $1 to the True Patriot Love 
Foundation in support of Canadian Military Families, and if 
the signers shared the link with a friend, the company dona-
ted an additional $1. The campaign also reinforced Labatt’s 
responsible consumption message with young adults as 
they returned to universities and colleges across the country. 
Labatt employees, all wearing Take the Pledge t-shirts, used 
iPads to replicate the successful Facebook application face-
to-face and in real time. As a result, in just a single day, more 
than 6,200 university and college students “took the pledge” 
on the spot.
http://www.newswire.ca/en/story/846244/be-er-responsible-day-

take-the-pledge-against-drinking-and-driving-labatt-raises-young-

people-s-awareness-of-moderation-and-the-dangers-of-drinking-an

http://www.newswire.ca/en/story/590181/labatt-spreads-the-mode-

ration-message-with-first-global-be-er-responsible-day
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 “Know When to Draw the Line” 19  
 1990-ongoing · WHO Target Area 1

One of the longest running and widely recognized responsible 
drinking campaigns in the country. The message “Know when 
to draw the line”, or “À vous de tracer votre ligne de con-
duite” in Quebec, has become a synonym for the responsible 
enjoyment of alcohol from coast to coast. Across the country, 
national initiatives and themes are complemented by local 
partnerships and programs that bring this message home. The 
positive, relevant messaging includes award-winning com-
mercials, point of sale reminders from posters to coasters, and 
national print campaigns. 
http://www.facebook.com/labattdrawtheline

 “Responsible Drinking Program”
 1986-ongoing · WHO Target Area 1

As a leader in the Canadian beer industry, the company is 
proud of its commitment to promoting the safe enjoyment of 
its brands. It has been creating ground-breaking responsible 
drinking initiatives since the 1980s and was the first Cana-
dian brewery to launch a responsible drinking program and 
the first to introduce a “near-zero” alcohol beer. They were 
the first to partner with law enforcement agencies, student 
groups and national TV networks to spread the responsible 
drinking message, and the first to enlist major sports and 
entertainment figures in the fight against alcohol abuse. 
The “Know When to Draw the Line” responsible drinking 
campaign is one of the longest running and most widely 
recognized in the country. Labatt’s Responsible-Drinking 
Milestones can be downloaded as a pdf. Labatt_Responsi-
ble_Drinking_Milestones.pdf

Brewers Association of Canada (BAC)
 “Information on Website“ 

 1995-ongoing · WHO Target Areas 1 and 4
A component of the website for the Canadian Brewing 
Industry which emphasizes responsible consumption. It also 
includes general information on beer and brewing, statistics, 

partnership information and news releases. The Brewers Asso-
ciation of Canada has also established the Centre for Respon-
sible Drinking (CRD) which has a web presence and features 
useful information about responsible alcohol consumption as 
well as educational facts and news.
http://www.brewers.ca/index_pub.php?l=e&p=53

http://www.responsibledrinking.ca

19
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Brewers Association of Canada (BAC) as 
member and in collaboration with the Natio-
nal Alcohol Strategy Working Group / Nati-
onal Alcohol Strategy Advisory Committee 
(NASAC)

 “National Alcohol Strategy (NAS)“ 
 2006-ongoing · WHO Target Areas 1, 2, 3, 4, 5 and 8

A landmark Canadian initiative which sets out a comprehen-
sive and collaborative strategy and 41 recommendations for 
developing a culture of moderate alcohol use, with the aim 
of reducing alcohol misuse and related harm. The NAS was 
developed following consultation initiated by the Canadian 
Centre on Substance Abuse (CCSA), Health Canada and 
the Alberta Alcohol and Drug Abuse Commission (AADAC) 
in response to concerns about alcohol misuse. Participants 
were drawn from a wide range of alcohol stakeholders in 
Canada, including the Brewers Association of Canada, the 
distilling and wine industries, provincial liquor boards, federal 
and provincial/territorial governments, Aboriginal and Inuit 
service organizations, NGOs, and academia-research. In 
2006, the National Alcohol Strategy Advisory Committee 
(NASAC) was formed to oversee the implementation of the 
National Alcohol Strategy. The Brewers Association of Canada 
is a NASAC member. In April 2007, this diverse working 
group released: “Reducing Alcohol Related Harm in Canada: 
Toward a Culture of Moderation, Recommendations for a 
National Alcohol Strategy”. The NAS recognizes the notion 
of sensible alcohol consumption, that alcohol has a place in 
society and that people who drink moderately benefit. The 
NAS also: differentiates between responsible consumption 
and misuse; seeks the knowledge, input and experience of all 
stakeholders, including industry; stresses the development of 
partnerships between industry and the larger community, in-
cluding addictions experts, researchers, academics, NGOs and 
government; supports and encourages research leading to a 

better understanding of alcohol misuse and the development 
of new initiatives; and, emphasizes targeted programs and 
education.
http://www.nationalframework-cadrenational.ca/uploads/files/FI-

NAL_NAS_EN_April3_07.pdf

Brewers Association of Canada (BAC), Spi-
rits Canada, Canadian Vintners Association, 
Canadian Centre on Substance Abuse

 “Screening, Brief Intervention and Referral (SBIR) 
Program“ 

 2011-ongoing · WHO Target Areas 2 and 8
The Brewers Association of Canada, along with Spirits Cana-
da and the Canadian Vintners Association, have united with 
the Canadian Centre on Substance Abuse in collaboration for 
the upcoming creation of a screening, brief intervention and 
referral (SBIR) initiative to diminish alcohol-related harm. One 
of the key recommendations included in the National Alcohol 
Strategy is to expand the use of screening, brief intervention 
and referral protocols by health professionals. A key advan-
tage this partnership will offer is the creation of a web-based 
resource where health professionals may access helpful tools 
and recommendations. These tools will consist of different 
methods to screen for unusual and potentially unhealthy  
drinking patterns and various implementable solutions. 
http://www.sbir-diba.ca/

Molson Coors Canada
 “Ultimate Day Contest“ 

 2011-ongoing · WHO Target Areas 1 and 4
An annual contest which offers Canadian university and 
college students the chance to have one full day of adventure 
that takes them across Canada. It is part of Molson Coors Ca-
nada’s active lifestyle and responsible choices program which 
carries the theme “Today is brought to you by last night’s 
choices”. Other program elements include posters, TAXIGUY 
dollars and on-campus digital signage.

 “Molson Coors Canada Responsible Use Program” 
 1989-ongoing · WHO Target Areas 1, 4 and 8

As far back as 1989, Molson launched a national advertising 
campaign under the tagline “Take Care.” Today, Molson 
Coors Canada’s national campaign promotes the respon-
sible consumption of, and responsible attitudes towards, 
alcohol and drinking. In conjunction with a number of other 
organisations and partners, the company brings timely, 
educational, targeted programs to people across the country. 
Molson Coors Canada works with its employees and territory 
representatives, as well as with social groups, police, and 
health care professionals. Within the brewing industry, the 
company is a sponsor of co-operative programs that promote 
public awareness of responsible consumption, and undertake 
research on traffic safety. These programs, run by groups such 
as the Brewers Association of Canada, Canada’s National 
Brewers, Quebec Brewers Association, and The Beer Store, 
complement Molson Coors Canada’s “Don’t Drink and Drive” 
messaging.
http://www.molsoncoors.com/en/Responsibility/What%20Mat-

ters%20To%20Us/Alcohol%20Responsibility.aspxResponsibility.aspx

Moosehead Breweries Limited
 “New Brunswick Survival Guide“ 

 2007-ongoing · WHO Target Areas 1 and 8
A survival guide series which presents online straight talk 
on the highs and lows of campus life, delivered by students, 
for students. Undertaken in co-operation with Alcool New 
Brusnwick Liquor (ANBL). The series includes individual 
survival guides branded and tailored to suit the specific 
needs of campuses across the province. Each guide includes 
a downloadable booklet about life on- and off-campus and 
video clips of students from the same campus, talking about 
campus life. Their tips are often funny observations about 
common undergraduate experiences; all the clips provide im-
portant information to ensure first-year students get the most 
out of their experience, while acting safely and responsibly, 
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particularly when it comes to consuming alcohol beverages. 
Interwoven with such tips as the quietest places to study 
and where to buy the best pizza are anecdotes from older 
students describing their experiences with alcohol.
http://unbsurvivalguide.ca/

http://www.nbliquor.com/corp-sr-student.asp

Chile  

Compañía Cervecerias Unidas S.A. (CCU)
 “Responsibility Messages on Packages”

 2004-ongoing · WHO Target Areas 1 and 5
Labelling on packages for alcohol drinks - “CCU Asks You to 
Consume Responsibly”. Since 2005, these labels have also 
included the message “Product for those 18 and older”.

China  

AB INBEV - AB InBev China
 “Global Be(er) Responsible Day (GBRD)“ 20  

 2010-ongoing · WHO Target Areas 4 and 8
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. In 2010, ABI 
together with Harbin traffic management Bureau, unveiled 
the paper-cut of a “Designated-driver” in Harbin to celebrate 
the GBRD. All staff were involved in the campaign, visiting the 
bars and restaurants to advocate moderate drinking and not 
drinking and driving. The campaign started at Harbin and will 
spread to many other cities, such Guangzhou, Shanghai and 
Beijing. In 2011, the second GBRD started with an opening 
ceremony in Chengdu. Miguel Patricio, Zone President of AB 
InBev, called upon all employees to implement the global 
goals in China. After the ceremony, Chengdu employees 
joined over 3,600 employees from around the country in pro-
moting the responsible drinking philosophy. More than 2,000 
retail outlets were visited and calendar cards, environmental 
bags, and cooler stickers were delivered to wholesalers, custo-
mers and consumers.
http://www.ab-inbev.com

Carlsberg - Yunnan Group
 “Health Warnings on Packaging“ 21  

 2008-ongoing · WHO Target Areas 1 and 8
Voluntary health warning messages on packaging material 
with the message “Excessive drinking is harmful to your 
health”.

China - Taiwan Region  

HEINEKEN Taiwan
 “Know The Signs Campaign“ 22  

 2009-completed 2010 · WHO Target Area 1
The local activation of the HEINEKEN “Know the signs” 
campaign involved translation of the website into the local 
language to communicate responsible consumption in a light-
hearted way. Five archetypes communicate what character 
consumers will be if they drink too much and then spoil the 
night and feel embarrassed.
The website recorded more than 20,000 visitors within 3 
weeks. Over 70% of consumers were aware of the campaign.

Colombia 

SABMiller Subsidiary - Bavaria Breweries
 “Saber Vivir, Saber Beber“ (“Know How to Live, 

Know How to Drink“) 23  
 2010-ongoing · WHO Target Areas 1 and 3

A program developed to tackle irresponsible alcohol con-
sumption by adults, particularly focusing on binge drinking at 
weekends and cultural events, by providing information book-
lets, a media campaign and the training of barstaff in key 
nightlife areas. The campaign was developed and launched 
in collaboration with the Unversidad Nacional of Colombia 
and with the support of the NGO “Educ’alcool” of Canada to 
promote responsible consumption among adults.
The program has trained over 750 barstaff in Bogotá, Medel-
lín and Ibagué and has delivered moderation messages 
through 450,000 booklets distributed through the main 
printed media in Colombia.

20

23

22

21
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Costa Rica 

Cerveceria Costa Rica
 “Consumo Responsable” (“Responsible Consump-

tion”) 24  
 2009-ongoing · WHO Target Area 1
 A booklet to promote responsible consumption patterns for 

healthy adults who can consume alcohol responsibly, and not 
promote consumption by sensitive populations. It sets out the 
pattern of responsible consumption and explains that there 
are several groups of people that should not consume alcohol 
under any circumstances including the following: a) Minors 
who, besides being prohibited by law, are exposed to harmful 
effects on health. b) Pregnant women, lactating or trying to 
conceive. c) Any driver of a vehicle or machinery. d) Persons 
who are taking certain medications. e) Persons with special 
conditions that can be seen aggravated by alcohol.

Croatia/Hrvatska 

Zagrebačka pivovara (Starbev)
 “Razmisli“ (“Think“) 25  

 2008-ongoing · WHO Target Areas 1 and 4
 The first responsible drinking campaign in Croatia. It is a long 

term project that focuses on different aspects of alcohol mi-
suse and promotes responsible drinking through a dedicated 
web site, It was undertaken in partnership with Ministry of 
Internal Affairs, Ministry of Science, Education and Sports and 
the Clinical Hospital. It includes ATL campaigns, panel discus-
sions, market research and educational and public events 
across Croatia.
In 2011, research was conducted using the quantitative CATI 
method by Hendal’s trained interviewers. (N=800 (repre-
sentative sample for Croatia), age of the respondents 18+). 
74% of adults noticed the campaign THINK: Don’t drink and 
drive! The majority of the respondents support a responsible 
drinking campaign (86%)

Czech Republic 

Czech Beer and Malt Association (CBMA)
 “Joint Responsible Brewers Initiative”

 2003-ongoing · WHO Target Areas 1 and 6
 An initiative which aims to co-ordinate and manage the ef-

forts of the Czech producers and sellers of beer in supporting 
responsible consumption of beer and discouraging its misuse. 
It has been responsible for creating and revising the “Code 
of Responsible Brewers” and working with the Advertising 
Council on a compliance system. It is supported by the five 
largest brewers in the Czech Republic and has four major 
precepts, namely that: beer is a natural part of the Czech 
lifestyle, traditions and national pride; beer producers are 
responsible for informing consumers about current legislation; 
informed consumers are responsible for their own actions; 
and all the activities of the brewers that participate in the 
Initiative are in compliance with the responsible beer-drinking 
project.
http://www.cspas.cz/

 “Czech Beer – Our Beer”
 2000-ongoing · WHO Target Area 1 
 A long term campaign which aims to inform the public about 

beer, general matters related to beer and health, and the 
importance of moderate consumption.
http://www.cspas.cz/

SABMiller Subsidiary - Plensky Prazdroj
 “Promile Information Text Messages“ 26  

 2006-ongoing · WHO Target Areas 2, 8 and 10
 Development and launch of smartphone, sms and web ap-

plications in association with the NGO SANANIM. The aim 
of the program was to educate consumers as to the relative 
strengths of alcohol, its impact on BAC and provide them 
with an easy way to keep track of what they’re consuming. 
The applications allow consumers to measure their expected 

24
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BAC after having consumed various types of alcohol. Consu-
mers text information about their sex, age and weight and 
the time, type and amount of alcohol consumed to a given 
telephone number. Within the space of a minute, they should 
receive an answer estimating the current level of alcohol in 
their blood, the time in which this level should decrease to 
0%, and also some brief information regarding the dangers 
of the current alcohol level for a person not used to the 
effects of alcohol. This is one of the first SMS services in the 
Czech Republic used for purposes other than entertainment. 
Consumers get the number to ‘text’ from a PR campaign con-
sisting of POS materials, a press conference and a website.

 In December 2011 more than 109,000 new applications for 
smartphones were issued within three months.

Denmark 

Bryggeriforeningen
 “Information for Pregnant Women“

 2011-ongoing · WHO Target Area 2
 A campaign to raise awareness regarding the dangers of 

drinking alcohol during pregnancy. Information from the 
Graviditetsprojektet (the Pregnancy project) founded by 
Aarhus municipality is available on the website and linked to 
The National Board of Health. 
http://www.bryggeriforeningen.dk

 “Alcohol Policy at Colleges and Business Schools“ 27  
 2011-ongoing · WHO Target Area 3
 A guide for the preparation of an alcohol policy developed in 

co-operation with University College Syddanmark, Centre of 
Education, Danish College Students Co-operation, the Danish 
Business Schools - Managers Organization and the NOX 
Network. The guide is a tool, which educational institutions 
can use as inspiration for discussing and creating their own 
alcohol policy. It is based on young people’s attitudes and 

experiences with alcohol. It is easy to use and encourages 
the involvement of students in creating the alcohol policy. 
The guide is supported by the Home Secretary and Minister of 
Health and Secretary of State for Education and Science who 
were presented with it as well as The Parliamentary Health 
Committee. 

 The guide is sent out to all colleges and business schools in 
Denmark
http://www.klarsnak.com/

 “Responsible Alcohol Culture at the Skanderborg 
Festival“ 28  

 2009-ongoing · WHO Target Areas 3 and 8
 Bryggeriforeningen works with the Skanderborg municipa-

lity’s SSP department to promote a sensible alcohol culture 
to the young people at the annual Skanderborg Festival. In 
2009 and 2010 the thousands of festival goers were met by 
3,000 ambassadors with a message about having a moderate 
alcohol culture at the festival. The messages were aimed 
especially at the boys by using girl ambassadors. Girls have a 
big influence on boys in relation to their alcohol consumption. 
In 2011 a “responsible festival goodie-bag” was introduced. 
This contained suggestions on how to make festivals safer for 
young people. The main focus was to encourage a responsi-
ble alcohol culture, but the packs also included sun screen, 
condoms and earplugs. The “goodie-bags” were given to the 
“camp mother” (the alpha female) who’s main job was to 
share the contents of the goodie bags with the other mem-
bers of her camp. As a “thank you gift”, the goodie-bag also 
included gifts for the alpha female such as eyeliner, shampoo, 
magazines etc.

 At the 2011 festival, 6,000 badges and 1,000 goodie bags 
were handed out. The SSP consultants were pleased with the 
co-operation: “It was a great success, the bags were in great 
demand”. (Benny Hysted, Skanderborg Municipality, SSP)
http://www.erduklar.com/

http://www.klarsnak.com/

27

 “Responsible Alcohol Culture at Roskilde Festival“ 29  
 2009-ongoing · WHO Target Areas 3 and 8
 Bryggeriforeningen works annually with Tuborg and the 

Roskilde Festival to remind visitors at the festival to drink lots 
of water in order not to dehydrate and to show a responsible 
alcohol culture. In 2009, 25 volunteers handed out cups of 
water to visitors (50,000 cups) who were at the same time 
reminded about responsible alcohol culture during the festi-
val. The message was: printed in the festival program, handed 
out to 170,000 people; broadcast on the big screens and on 
the radio; and shown on large signs placed by the entrances 
and on web-TV at the website. For a longer period this TV 
feature was number one spot on the website. In 2010 and 
2011, the water hand-out event was supplemented by adding 

28

29



16

Bryggeriforeningen’s message along the route of the festival 
naked race which involved running round a track three times 
negotiating obstructions like a moat (2010) and a wall of 
water (2011).

 In 2010, the naked race was popular and was seen by more 
than 200,000 people on the internet; 150,000 cups of water 
were handed out; and about 600,000 people e received the 
message in the festival program. Roskilde Festival expresses 
their enthusiasm: “We are pleased with the co-operation with 
Bryggeriforeningen and hope to continue and expand it.” 
(CEO Henrik Rasmussen, Roskilde Festival).
http://www.erduklar.com/

http://www.klarsnak.com/

http://www.roskilde-festival.dk

 “You are Very Nice - as Long as You are Not a Drunk” 30  
 2009-completed 2009 · WHO Target Areas 1 and 3
 A national campaign run in co-operation with a voluntary or-

ganisation called ‘Natteravnene’ (Night Ravens). The aim was 
to encourage a sensible alcohol culture and a safer nightlife. 
During the spring and summer of 2009 thousands of young 
people got involved in this campaign. The message provided 
tips for having a sensible and responsible party, where beer 
is not abused. It was carried by the 7,000 Night Ravens 
throughout the country. Small romantic hearts were handed 
out to girls who passed them on to boys. The hearts were also 
issued from the Bryggeriforeningen’s website where visitors 
could enter a contest to be a model for one day. The website 
also informed visitors about some common misperceptions: 
that many young people believe that their friends drink a lot 
more and act more irresponsibly than themselves; and others 
start drinking at a much younger age than themselves.

 Natteravnene’s magazine described the campaign as “a 
great success which has had an effect”. In the media there 
were more than 120 newspaper articles and features in both 
national TV and radio.
http://www.erduklar.com/

http://www.klarsnak.com/

 “Christmas Campaign - Mum and Dad, Please Inter-
fere!“ 31  

 2008-completed 2008 · WHO Target Area 1
 A campaign to assist parents to set the right sensible 

limits for their teenagers. A short film on selected websites 
informed parents that young people want their parents to 
regulate their attitude to alcohol in particular in connection 
with the festive season. At the same time parents were 
offered Bryggeriforeningen’s information and guidance. The 
campaign message was based on research which had shown 
that teenagers actually want rules and limits for parties and 
alcohol and listen more to their parents than friends on this 
issue.

 The banners were shown over 1.2 million times at politiken.
dk, børsen.dk, dating.dk, gear.dk, mediamac.dk, and com-
mon.dk. 
http://www.klarsnak.com/

http://www.erdeklar.com/

 “Are You Ready“
 2008-ongoing · WHO Target Areas 1 and 4
 A social responsibly concept which aims to promote the 

consumption of alcohol in moderation in order to reduce, and 
work against, misuse and drinking and driving. The campaign 
uses information and education about the concept. It targets 
young people, their parents and other near-peers. 

 “www.bryggeriforeningen.dk”
 1997-ongoing · WHO Target Area 1
 A website, including messages of moderation and responsibi-

lity, together with the marketing code. It is updated regularly.
http://www.bryggeriforeningen.dk/default.asp

 “Units of Alcohol” 32  
 1995-ongoing · WHO Target Area 1
 Members of the Danish Brewers Association label each 

alcohol product with its respective number of units of alcohol. 
In Denmark, one unit contains 12g alcohol.
http://www.bryggeriforeningen.dk/default.asp?pid=405

30
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Carlsberg Denmark 
 “Odense Football Club - ‘Enjoyed with Caution’ on 

Jersey“ 33  
 2011-completed 2011 · WHO Target Area 1
 A “drink responsibly” message for football shirts. Odense 

Boldklub (OB) (Danish football team), for whom Carlsberg is 
the main sponsor, played against Villarreal (Spanish team) in 
Spain in the UEFA Europa League. In Spain it is against the 
law to advertise alcohol products and related brands. To avoid 
playing with a blank jersey, the OB jersey carried the message 
“Nydes med omtanke” (“(to be) Enjoyed with caution”). 
These jerseys were made for this match only but may be used 
for OB and other Danish teams playing in future games in 
Europe.

 “J-Day - You Are Not Nice When You Are Wasted“ 34  
 2010-ongoing · WHO Target Areas 1 and 4
 Through their sponsorship of the Night Owls (an NGO of 

adult volunteers walking the streets to create a safe atmosp-
here for young people going out) Carlsberg Denmark annually 
provides “J-day” merchandise (hats and flyers) with the mes-
sage “You are not nice when you are wasted”. In partnership 
with the national railroad service (DSB), free transport is 
offered (consumers send a text message and receive a ticket 
on their phone). DSB also promotes J-day with their own 
advertising to ensure maximum coverage. 

GODA 
 “www.goda.dk“ 35  

 2005-ongoing · WHO Target Area 1
 GODA’s website includes facts about alcohol and information 

on sensible alcohol consumption. The site targets adolescents, 
parents and teachers. It receives approximately 20,000 visits 
on an annual basis. At the end of 2007 the Danish Brewers 
Association established a section with similar aims to GODA 
within its own organisation.

 http://www.goda.dk

Dominican Republic 

Cervecería Nacional Dominicana (CND)
 “Maneja tu vida responsablemente” (“Manage your 

life responsibly“) 36  
 2009-ongoing · WHO Target Areas 1 and 4
 A communication campaign to promote responsible 

consumption of beer and other alcohol beverages. It uses 
a series of original and innovative arts, in plain language 
to encourage the public to behave responsibly and adopt 
an attitude of courtesy, care and respect on the roads. This 
campaign addresses relevant issues related to vehicle safety, 
such as banning cell phone use and the use of helmets and 
seat belts as well as the dangers of drinking when driving. 
The messages and information about the risks of driving 
irresponsibly are also included in a video “Commitment to 
Life”, an educational video made in conjunction with the 
Ministry of Public Works through the Directorate General of 
Land Transport, which is also part of this campaign.

 http://www.cnd.com.do/index.php/responsabilidad/mercadeo/

consumo-responsable#gal-consumo

Ecuador 

SABMiller Subsidiary - Cerverceria Nacional
 “Promotion of Moderation Campaigns“ 37  

 2011-ongoing · WHO Target Areas 1 and 8
 A responsible alcohol consumption campaign run at alcohol 

branded events to educate consumers while they were drin-
king the brands. In addition a range of trivia / quizzes about 
moderation were distributed during major holidays. 

 The program was endorsed by the Cuenca Municipality.
 In Guayaquil: 4,000 people were directly contacted and over 

800 people took part in the quizzes In Cuenca: 2,500 people 
were directly contacted.
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 “Unidad de Diagnóstico Móvil“ (“Car Diganostic 
Units“) 38  

 2009-completed 2011 · WHO Target Areas 1 and 4
 A program to educate people about responsible alcohol 

consumption and the dangers of irresponsible use of alcohol. 
Free basic mechanical checkpoints were placed at key stra-
tegic points around the city. As the mechanical checks were 
being completed, vehicle occupants were invited to listen to 
a 5-10 minute talk on the importance of responsible alcohol 
consumption, non-consumption by minors and the health and 
social problems that can be caused by excessive consumption. 
They received printed takeaway information
169 “check-points” were set up in 11 cities in 8 provinces, 
resulting in 148,098 people engaged and 325,291 reached 
via distribution of information leaflets.

Egypt 

HEINEKEN Al Ahram Beverages Company
 “Drink Stella Drink Responsibly“ 39  

 2010-ongoing · WHO Target Area 1
 A responsible consumption message is included in all com-

munication material and packaging. The Drink Responsibly 
logo now appears on any point of sale material and on online 
advertising campaigns in addition to an age check when 
opening the site. In addition all Stella packaging designs 
were changed to include the drink responsibly logo in both 
English and Arabic and guests at events held by Stella receive 
free bottles of water as they are leaving and, are reminded to 
drink responsibly by banners with the message “Drink Stella, 
Drink Responsibly” throughout the venue. 
Adding the age check to the Stella Facebook fan page, led to 
fans under the legal drinking age (21) being unable to enter. 
During a recent check, 783 users were removed from the fan 
page due to this issue which represented approximately 10% 
of the total number of users at that time (7,123).

 “ Enjoy Heineken Responsibly Activity“ 40  
 2009-ongoing · WHO Target Area 1
 The “Enjoy Heineken Responsibly” logo is featured on all 

point of sale material and communication materials, as well 
as packaging, to help raise awareness about the importance 
of drinking responsibly. “Enjoy Responsibly” is also placed on 
online campaigns as well as the Heineken website, and is fea-
tured on outdoor banners, for example, those located along 
the Ain El Sokhna Road. It was featured in the introduction 
of new K2 bottle packaging and during coverage of the UEFA 
Champions League and at special match promotions, for 
example, the final match day in 2011. HEINEKEN sponsored 
an event at the Fairmont Heliopolis where the match was 
aired. Entertainment was offered to the 600 attendees and 
water bottles with the “Enjoy Responsibly” logo were dis-
tributed at the door. For all events sponsored by HEINEKEN, 
including the Beyonce concert, free beer is limited to two 
bottles.
http://www.enjoyheinekenresponsibly.com/pages/languageselect.aspx

El Salvador 

SABMiller Subsidiary - Industrias La Constan-
cia

 “Disfruta Responsablemente“ (“Responsible Con-
sumption“) 41  

 2010-ongoing · WHO Target Areas 1, 4 and 5
 A program which aims to educate consumers about the 

dangers of irresponsible alcohol consumption and alcohol 
and driving and to encourage them to consume alcohol 
responsibly. The training is also aimed at retailers, bar- and 
wait-staff, to highlight their responsibility in ensuring consu-
mers consume alcohol responsibly and underage people are 
not served alcohol.
The campaign has run in 50 leading on-trade businesses 
and 306 off-trade retailers; 541 waiters have been trained; 
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and Signs concerning the road safety campaign (Si Tomas no 
manejes) have been placed on all main roads of the Metropo-
litan area and Tourist areas.
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Finland 

Panimoliitto
 “Kohtuullisesti.fi“

 2012-ongoing · WHO Target Areas 1 and 8
 A website where 18-30 year olds can define their own 

alcohol consumption. “Kohtuullisesti” is loosely translated as 
“moderately” or “responsibly”. Its aim was to make people 
think and provide tools for them to estimate what is mode-
rate consumption and what is not.
http://www.kohtuullisesti.fi/

Panimoliitto
 “Drunk, You´re a fool!“

 1997-ongoing · WHO Target Areas 1 and 8
 An education campaign to address harmful drinking habits 

in Finland. It was targeted primarily 18-30 year-old young 
adults. It aimed to challenge individuals to think personally 
about their drinking habits and to spark debate on Finland’s 
binge drinking culture. The initiative started in Finland in the 
autumn of 2007 as a commitment to the European Alcohol 
and Health Forum. It focussed on a website designed to 
shock, which was advertised on other media channels. By the 
end of May 2008, the media element of the campaign had 
been rolled out by the partners involved and evaluated by in-
dependent academic experts in addition to an attention value 
survey. The output goal was to reach 102,000 website visitors 
between the end of August 2007 and December 2007. The 
website remains as a tool for further alcohol misuse educa-
tion. 
The campaign exceeded its targets and achieved its objectives 
of initiating public debate about the social acceptability of 
binge drinking in Finland. The independent academic review 
concluded that “there is no scientific way to verify whether 
the campaign had any long-term effects. However, it is pos-

sible to suggest that it generated a lot of discussion on the 
internet, amongst the target group, in the newspapers and 
among the alcohol field.It is not known if these important 
effects caused a change in behaviour, but it is very probable 
that the campaign had an impact in changing attitudes In 
the long run it is also possible, or at least very desirable, that 
such campaigns will actually affect the drinking culture, social 
control as well as the individual’s consumption habits”.
http://www.panimoliitto.fi/panimoliitto/

http://www.kannissaoletaalio.fi/

France 

Brasseurs de France
 “Unit Labelling“

 2008-ongoing · WHO Target Area 1
 An initiative of the brewers who co-ordinate the www.

reperes-alcool.com/ website. Their packaging carries a label 
showing the number of units of alcohol contained in the 
bottle or box together with the address of the www.2340.fr 
website.
http://www.reperes-alcool.com/

http://www.brasseurs-de-france.com/#/consommation_responsa-

ble/3/

 “www.reperes-alcool.com“
 2006-ongoing · WHO Target Areas 1 and 2
 The first website made by beer producers to inform people 

about the World Health Organisation’s (WHO) recommenda-
tions on responsible consumption of alcohol beverages: no 
more than 2 units for women, 3 for men per diem and none 
in a few instances (pregnancy, childhood, etc). An alcohol unit 
is defined here as 10g alcohol. The website was launched 
in the national daily press with an advertising campaign to 
publicise the site and to remind people to enjoy beer with 
responsibility.
http://www.reperes-alcool.com/

Carlsberg - Brasseries Kronenbourg
 “Responsible Drinking Toolkit for Students“

 2011 - ongoing · WHO Target Areas 1 and 8
 Responsible drinking toolkits distributed to young adults at 

music events and student parties. It was part of the com-
pany’s overall program to raise awareness about responsible 
drinking. They established partnerships with student orga-
nizations and provided toolkits for their regular parties. The 
toolkits contained a breathalyser, a bracelet to identify the 
“captain” (the person who does not drink during the party) 
and a flyer on responsible drinking. In addition the captain 
was offered unlimited soft drinks. 
In 2011, 15,000 kits were distributed at 253 events. In the 
event of the campaign being repeated in 2012 consideration 
is being given to distributing additional toolkits at the end 
of the event and or separating out the breathalysers for 
distribution at the end.

Entreprise & Prévention (E&P)
 “Ce Soir il Conclut” (“Tonight he’ll Score”) 42  

 2011-ongoing · WHO Target Area 1 
 An internet game, produced in partnership with Ninth Pole 

Media and Interaction Healthcare, which combines “web-
series” and “arcade” game styles and builds on the highly 
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popular “Make your mind up Clement” video series. 100 
mini-video footages were written, shot and assembled cor-
responding to the different possible combinations of actions 
/ reactions that depend directly upon the amount of alcohol 
drunk by Clement. Users have to help Clement by raising his 
attractiveness rating (attractometer) which decreases in pro-
portion to the number of drinks he’s had (drunkometer). The 
higher the drunkometer the more difficult it is to please his 
girlfriend Chole! More information on responsible drinking 
and advice on how to organize an evening in a responsible 
way is available on the site’s “For your next evening” page. At 
the end of the game players are asked to answer a question-
naire The game was played 35,000 times between Septem-
ber and October 2011 and was played for 10 minutes on 
average.
An evaluation based on 653 questionnaires showed that: 
The game was joined by a mixed population: 56% men and 
44% women; 87% of respondents found the game “Very 
well designed and very interesting” or “well-designed and 
interesting”; It was described as: Fun (28%), Original (27%) 
and Cool (26%); 2/3 of respondents were able to play the 
entire game, and were exposed to all the prevention mes-
sages; 93% of respondents would tell their friends about the 
game. After playing the game, respondents felt “more alert 
to situations and risky behaviour” (32%), “better able to ma-
nage their consumption in the evening” (30%) and “better 
informed about the effects of alcohol consumption “(21%); 
Only 4% of respondents believed that low risk drinking 
guidelines were above 4 units. Below this threshold, opinions 
were divided: 37% cite two units of alcohol, corresponding to 
the legal limit for driving.
http://www.cesoirilconclut.com/

 “2340 Student Campaign” 43  
 2009-completed 2009 · WHO Target Areas 1 and 4
 A student awareness campaign focused on the “2340” 

concept which also informed students about drink-driving 
and was used to develop prevention kits. The campaign was 

implemented via “Campus” and “Student evening” events 
on campus and in a nightclub, in partnership with Chartes 
University science department, Orléans University institute 
of technology and the Chartes Chamber of Commerce and 
Industry. Information stands were set up where students 
could to test their knowledge of alcohol-related issues, 
evaluate their consumption and use the online BAC calculator 
(on www.2340.fr). An interactive drama, created specifically 
for the pilot, addressed several different situations relating 
to consumption, partying, bingeing and drink-driving. The 
“2340” message was communicated with a focus on “4” 
(no more than four units of alcohol at a party) and “0” (no 
alcohol if you drive). Students could also answer a quiz about 
the 2340 concept to win prizes. The designated-driver mes-
sage “C Ki Ki Conduit” (Who’s driving) was also promoted 
via fixed electronic breathalyser equipment. Two posters 
were especially designed for the campaign: “Partying is 
maximum 4 units” 4-units-maxi.pdf and “Alcohol: control the 
risks” alcohol-control-the-risks-poster.pdf As a result of the 
campaign two prevention kits were specially designed: The 
campus kit is intended for principals, teaching staff, school 
nurses and associations. It contains posters, quizzes and infor-
mation leaflets; The evening kit offers practical information to 
help students organise their evenings (preparation, manage-
ment of late-nights, designated-drivers etc.) and offers two 
activities. The kits can be ordered online via the E&P website.
An independent evaluation was carried out by Jeudevi 
(Jeunesse – Développement – Intelligents) in two phases. 
A pre-campaign questionnaire was filled in by students in 
April 2009. A post-campaign questionnaire was filled in by 
students in December 2009. Results showed: That knowledge 
of the “2340” concept increased: 35.2% knew the limit for 
women (2 units/day) compared to 21.5% pre-campaign; 
26.9% knew the limit for men (3 units/day) compared to 
11% pre-campaign; 33.8% knew the limit for occasional 
consumption (4 units/day) compared to 9% pre-campaign. 
The campaign provided an opportunity to broach the subject 
of alcohol and open debate about the risks: Nearly half of the 43

students believed that the campaign had allowed a dialogue 
between students; and 32.4% believed that it had allowed a 
dialogue with adults. The 2340 campaign was welcomed by 
students especially the areas tailored to students consump-
tion patterns: nearly 2 out of 3 students knew the 2340 cam-
paign; students who consumed more often felt the campaign 
had made an impact; 1 in 3 students had taken part in the 
theatrical debate; and the campaign was generally consi-
dered “good”, “informative” and “fun”. However, change 
in the short term behaviour of the students seems limited. 
Only 7.6% said they had changed their behaviour and 6.2% 
changed their alcohol consumption.
http://www.2340.fr/

 “Charte des Soirées Étudiantes Responsables” 
(“Charter for Responsible Student Evenings”) 44  

 2007-ongoing · WHO Target Areas 1 and 5
 A campaign to educate the student population on how to 

consume alcohol responsibly, undertaken in partnership with 
FAGE (Federation of Student Unions). FAGE members are invi-
ted to sign the Charter whereby they agree to run prevention 
activities at the same time as student parties. The Charter also 
includes a section on the promotion of a responsible drinking 
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environment by adopting a price policy to deter alcohol abuse 
(such as offering free or low-price soft drinks and avoiding 
open-bar promotions). Kits (containing copies of the Charter; 
pamphlets with responsible drinking messages; stickers and 
“Responsible Organiser” bracelets) are distributed to help 
the student associations enhance their commitment to the 
Charter. A sticker is used to publicise the scheme. Training 
seminars on how to implement the Charter are held for 
leaders of student associations and prizes awarded for those 
associations who have implemented the best prevention 
activities over the academic year.
http://www.preventionalcool.com/

 “Responsibility Messaging in Advertising” 45  
 2007-ongoing · WHO Target Area 1 
 A professional campaign to promote the WHO responsi-

ble consumption advice. The logo showing the website - 
www.2340.fr is placed on printed advertisements for alcohol 
drinks and the packaging. The campaign has been publicised 
to explain its significance. It is co-ordinated by E&P on behalf 
of the 6 associations representing alcohol drinks including 
Brasseurs de France.
http://www.2340.fr/

 “www.2340.fr” 46  
 2007-ongoing · WHO Target Areas 1 and 8
 A website to promote the WHO responsible consumption 

advice. It is co-ordinated by E&P on behalf of the 6 associati-
ons representing alcohol drinks including Brasseurs de France 
and is part funded by the EFRD. As well as the core campaign 
message, the dedicated website also contains practical in-
formation on alcohol such as what a unit is. Online tools are 
available for consumers to calculate how many units of alco-
hol they have consumed and estimate their BAC level in order 
to avoid driving over the limit. The website is publicised on 
advertisements and packaging. In 2008, a radio message was 
developed carrying the campaign’s key messages and can be 
heard on the website. Since 2009, posters with the messages 

“Partying is maximum 4 units” and “Alcohol: control the 
risks” have been displayed. A booklet has also been created 
for the general public which explains what a unit of alcohol 
is, a reminder of sensible drinking levels and 2340 website. In 
2009, a student awareness campaign was run in the Chartes 
Metropole region. In the 2010 / 2011 festive season, a radio 
spot and web banner were hosted on 2 online music sites to 
highlight lower risk consumption during the holiday season 
and to encourage young people to visit the 2340 site. In 
2011 the website received 108,028 visitors. The average time 
spent on site is 3.12 minutes. The most visited pages are: the 
“unit calculator”, the “what a unit of alcohol is” page and 
“low-risk consumption threshold” page and the website has 
a good page ranking when ‘’2340’’ is searched online.
A web-based survey in 2007 (access panel of 300 consumers 
aged 18-60) showed: 87% judged the site to be interesting, 
pertinent or informative; 56% said that they would be more 
vigilant regarding their own alcohol consumption after 
visiting the site; 74% said they would recommend the site to 
friends and family; and 92% thought that the site’s objective 
was to ‘’make people take responsibility for the amount of 
alcohol they consume’’. In 2009 an evaluation was conduc-
ted with 200 participants. It showed: 72% found the site 
interesting; and 51% felt better informed about alcohol after 
visiting the site.
http://www.2340.fr/

 “Puis-je Boire un Verre à sa Santé” (“Can I Have a 
Drink to his Health?”) 47  

 2006-ongoing · WHO Target Areas 2 and 8
A campaign to promote dialogue between women and 
their medical practitioners about the risks associated with 
alcohol consumption during pregnancy. It was piloted in 
the city of Le Havre, Normandy in 2006. In 2007 the results 
from the evaluation were used to roll out the campaign at 
national level. It was undertaken with the National College of 
French Gynaecologists and Obstetricians (CNGOF). It aims to 
facilitate dialogue between physicians and their patients on 
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the basis of a simple recommendation: “zero drinking during 
pregnancy”. It uses; leaflets and posters for waiting-rooms 
entitled “Can I have a drink to his health?”; a guide for 
medical staff entitled “Alcohol and pregnancy, let’s talk about 
it?”; and information on the website. Kits (leaflet, poster and 
guide) are circulated to gynaecologists and obstetricians and 
midwives by CNGOF networks, these tools have also been 
made available to all health professionals via the website. 
By September 2010, 75,000 kits had been distributed. The 
results of the evaluation of the pilot study were summarized 
in a booklet published in 2007. It showed that for approxima-
tely one third of those surveyed, the campaign had reduced 
the incidence of drinking during pregnancy and that, for 
about 2/3 of them, it has facilitated dialogue with patients.
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 “Alcool, connaître les effets/maîtriser les risques” 
(“Alcohol know the effects/control the risks”) 48

 2005-completed 2008 · WHO Target Areas 1 and 8 
A booklet designed to raise awareness among young people 
(aged 16–25) in order to reduce alcohol-related harm. It 
provided information on responsible drinking, when not 
to drink (pregnancy, driving ...) and the dangers of exces-
sive consumption. It could be ordered on the E&P website. 
By December 2008, 100,000 copies had been distribu-
ted. 
http://www.preventionalcool.com

 “Consumer Website” 49  
 1999-ongoing · WHO Target Areas 1, 2, 4 and 8 

A website started to publicise the “Soif de vivre” (Thirst 
for life) campaign and inform consumers about responsible 
consumption and the dangers of drinking and driving. In 
2008 a new information portal on the prevention of alcohol 
risk in France replaced the original site. It offers a horizontal 
menu dedicated to news and activities of the association and 
a vertical menu offering general information about the risk of 
alcohol and themed sections (“Alcohol and driving”, “Alcohol 
and pregnancy “,”Alcohol and work “and “Alcohol and 
parents”). Its aim is to enable a targeted approach to pre-
vention. The website also provides a dedicated area to order 
online all the prevention tools developed by the association. 
In December 2010 a Facebook page was created for regular 
online content publishing and interactive dialogue. 
http://www.preventionalcool.com

HEINEKEN France
 “Theatre Initiative for HORECA Clients”

 2011-ongoing · WHO Target Area 1
A fun and interactive theatre improvisation which aims to 
make people be more at ease and consider alcohol issues, 
including serious questions or personal experiences. The 
company set up this professional improvisation league in 
addition to its specific alcohol-related training. There are two 

final objectives: to explain how to behave as a responsible 
drinker; and to break the taboo and prepare the audience 
for more sophisticated messages in the future. The theatre 
group plays in the brewery when clients visit. The show 
begins after the brewery tour and the actors ask the audience 
topical questions and ad-lib a play enhancing the very serious 
message related to alcohol. This provides an educational and 
funny experience which, at the same time, helps to reinforce 
the message. 
400 clients from HORECA have had this performance, focused 
on the situations they face in their premises.

Germany 

Deutscher Brauer-Bund e.V.
 “Alkoholkonsum in der Öffentlichkeit” (“Public Alco-

hol Consumption”) 50  
 2010-ongoing · WHO Target Areas 1, 3 and 5 

A brochure about dialogue in practice to provide “instruc-
tion for action”. It includes checklists and examples and is 
circulated to politicians, local authorities, breweries and other 
stakeholders who have to deal with alcohol misuse. It chal-
lenges all parts of society to help solve the problem of alcohol 
misuse together.

 “Prävention aus Liebe zum Kind” (“Prevention as 
Labour of Love for Children”) 51  

 2010-ongoing · WHO Target Area 2 
Education on the harms of alcohol consumption during 
pregnancy prepared and delivered by experts. The campaign 
has been planned and executed in co-operation with a well 
known gynaecologist to educate about the dangers of drin-
king during pregnancy. It has been designed following infor-
mation from national and international opinion polls, which 
emphasize the wish of women to get better education and 
information from their gynaecologists. The campaign message 
is “Aktion 0.0 Promille in der Schwangerschaft”(“Action 0.0 
Consumption During Pregnacy”). It uses various measures 

including: posters; postcards; and information brochures 
available at places where girls and women of child-bearing 
age get in direct contact, for example doctor’s surgeries. The 
campaign website homepage gives more information and 
includes an online-competition.
http://www.praevention-aus-liebe-zum-kind.de/
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 “Bier bewusst genießen” - (“Drink Beer Sensibly” or 
“Savour Beer Responsibly”) 52  

 2006-ongoing · WHO Target Areas 1, 3, 4, 5 and 8
An umbrella campaign for prevention and information 
approaches with which the brewing industry commits itself 
once more to responsible manufacture and sale of beer. It is 
targeted at consumers via brewers and vendors. The message 
of responsibility is conveyed through this clear message which 
brewers and vendors are encouraged to incorporate into their 
operations and their marketing. As a result more and more 
breweries put the logo of the campaign on their bottles and 
packaging as well as using it on posters, flyers, company bro-
chures and Internet pages. It has two independent themes: 
• Discouraging drinking and driving which aims to intensify 
the commitment to driving safety; The “Don´t Drink and 
Drive” campaign is currently intensified in the Federal State 
of North-Rhine Westphalia. The supporters of the campaign 
together with the North-Rhine Westphalian police have been 
trying to reduce the number of accidents among youngsters 
between the age of 18 and 24.; and • Encouraging responsi-
ble selling of beer in bars which is serious in its commitment 
to youth protection; The campaign “Beer? Sorry. “Not Under 
16“ is aimed in particular at sales personnel. Brewers support 
the retailers in their compliance with existing laws by provi-
ding posters and education modules. Here the focus is put on 
education and raising awareness, in order to actively counter-
act the lack of enforcement in youth protection. Not serving 
drinks either to guests looking young without identification 
or people who are obviously drunk must become a matter of 
course for everybody, for bar owners as well as for consumers.
http://www.bier-bewusst-geniessen.de/

Eder & Heylands
 “Information on the Company Website”

 2006-ongoing · WHO Target Area 1
Information about alcohol and responsible drinking on the 
company website backs up the “Bier bewusst genießen” 
(“Drink beer sensibly”) campaign and the campagn logo is 
included on the company’s advertising posters.
http://www.eders.de/aktuelles/biergenuss.php

Ghana 

Guinness Ghana Breweries Limited
 “The Guinness Football Challenge”

 2011-ongoing · WHO Target Areas 1, 5 and 6
A sponsored television show which includes enhanced 
responsible drinking with both the hosts as well as “Legends 
of Football” including Marcel Desailly. Specific “Drink IQ” tips 
are included as well as information on the legal purchasing 
age. The challenge requires a combination of mental and 
physical skill and is entertaining for participants as it enables 
them to demonstrate their potential in football whilst at the 
same time providing a reward. Messaging includes “Remem-
ber, Great Men always stay in control, please drink responsi-
bly” and “You must be 18 years or over to drink alcohol”.
http://aami.org.gh

Greece 

HEINEKEN Athenian Brewery 
 “Sober Thinkers”

2008-ongoing · WHO Target Areas 1, 3 and 4
A nationwide campaign which aims to promote initiatives 
that inform and educate consumers about responsible alcohol 
consumption. For example, support for a series of speeches 
at Universities and local communities on issues related to 
alcoholism.

Hungary 

Association of Hungarian Brewers
 “Ambassador of Beer” 53  

2004-completed 2010 · WHO Target Area 1
Each year a well known Hungarian celebrity was appointed to 
the position of the “Ambassador of Beer”. This person’s duty 
was to promote moderate consumption of beer, emphasize 
the healthy effects of moderate consumption and introduce 
the culture of beer each time he or she appeared.

Borsodi Brewery (Molson Coors Central Eu-
rope)

 “Drink Responsibly”
 2010-ongoing · WHO Target Area 1

The “Drink Responsibly!” slogan appears on all external com-
munication material of Borsodi Brewery. This includes point 
of sale materials and the website as well as the packaging 
of beer.

 “Visitor Centre”
 2005-ongoing · WHO Target Area 1

A visitor centre, established in the old malt factory, which 
shows the brewing process and raw materials used, together 
with Borsod Brewery’s history and products. Visitors can view 
this information, together with a responsible consumption 
message, in an interactive form. Visitors include groups from 
schools, and others who would like to know about local 
customs and culture.

HEINEKEN Hungaria
 “Hol a határ?“ (“Where is the limit?”)

 2009-completed 2010 · WHO Target Areas 1, 3 and 8
Co-operation with different foundations and organisations 
to raise awareness in young adults in high risk groups about 
the fact that irresponsible alcohol consumption can lead to 
serious problems and to help them to make their drinking de-
cisions responsibly. In 2010, the campaign focused on social 
influence, forced behaviour, awareness and moderation. 
To highlight these topics, the best Hungarian alternative 
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theatre company, Krétakör, represented the main themes in 
a unique way, creating community events by involving social 
sciences. The main platforms for the campaign were the 
sites of HEINEKEN festivals, the program’s website and other 
content sharing sites. 
In 2010, Krétakör’s performances during the festivals were 
appreciated by hundreds of viewers on site, on videos and on 
the internet, (some received over 1,300,000 views). The offi-
cial website recorded 12,335 visitors and 21,723 downloads. 
Altogether, including downloads from other content sharing 
sites, the total reached 159,535.
http://www.holahatar.hu/

SABMiller Subsidiary – Dreher Breweries
 “Blood Alcohol Content Calculator for Mobile Pho-

nes” 54  
 2011-ongoing · WHO Target Areas 1 and 8

A Blood Alcohol Content calculator (BAC) application for 
online and mobile users. This application allows consumers 
to check their BAC to increase awareness about the impact 
of alcohol on the body and provide them with a way of 
tracking how much they are consuming. In 2011, Dreher ran 
a SMS campaign to promote the tool. A message was sent to 
approximately 17,000 adult phone owners. The tool was also 
promoted in 23 HORECA outlets where it was made free to 
download using Bluetooth and by Talmácsi Gábor, a world 
champion motorcyclist. Almost 5,000 people downloaded the 
applicatio.

 “Promoting Alcohol Responsibility Online via a Self-
awareness Toolkit” 55  

 2011-ongoing · WHO Target Areas 1,2 and 8
An alcohol information website and self-awareness toolkit 
created to help consumers to analyse their own actions, 
behaviours and relationship with alcohol to aid conscious and 
informed decision making. The toolkit helps deepen consumer 
knowledge about alcohol, alcohol consumption, related 
harms and risks by providing information and tools and to 

encourage a social conversation. The website and tools were 
developed in association with sociologists, researchers and 
addiction specialists of the ELTE Science University (Buda-
pest). The toolkit is launched via a communications website 
and supported by leaflets and an online “alcohol knowledge” 
quiz promoted on Facebook.
Over the last year, the quiz received over 14,000 hits. More 
than 2,000 users registered themselves onto the database to 
receive newsletters; More than 500 users filled in the ques-
tionnaire to evaluate the toolkit and program by providing 
feedback; and More than 3,000 visitors used the “alcohol 
knowledge” application on Facebook. The company has more 
than 5,000 fans on the “Ésszel iszom” Facebook site which is 
the social media leg of its alcohol responsibility website.
http:// www.alkohol.info.hu 

http://https://www.facebook.com/events/287632510769/#!/essze-

liszom 

 “Csendkirály” (PSZT – “King of Silence”) 56  
 2010-ongoing · WHO Target Areas 3 and 8

A joint campaign with local government and nightlife outlets 
to encourage responsible behaviour in drinkers in areas with 
a high presence of nightlife, especially in large city centres. 
Responsible behaviour was encouraged via information, point 
of sale materials (table cards, posters, beer mats, party maps) 
and social networking under the heading of “Live in peace 
together at night”. Local governments committed themselves 
to listen to all stakeholder concerns and put resources on 
finding win-win solutions both for the neighbourhood and 
for those enjoying the nightlife, to eliminate public disorder. 
In 2011: more than 250 HORECA places participated in the 
program; the following communication materials were used: 
Poster (368), Beer mats (44,200), Table card (2,580), T-Shirt 
for Bartenders (800), Poster for entrance to condo in the city 
centre (1,000), for foreigners Party Map with the message 
of Csendkirály (10,000); and on Facebook more than 2,000 
followers participate in the social dialogue on responsible 
behaviour during nightlife.

 “Social Dialogue on Responsible Alcohol Consump-
tion on Online Platform” 57  

 2009-ongoing · WHO Target Areas 1 and 8
An online information platform to emphasize the risks of ir-
responsible alcohol consumption and show positive examples 
of responsible behaviour patterns. The program aims to 
initiate dialogue on responsible alcohol consumption among 
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Hungarian adults, the government and NGOs by providing in-
formation and tools to facilitate and support the dialogue. In 
2008 the website was created and promoted by online tools 
and free printed cards. On this website a range of information 
is available on alcohol-related harm and risks. The website 
includes animations, web-chats (where external professionals 
from NGOs discuss specific alcohol issues, e.g. stress, drink or 
drive, health aspects, etc.); quizzes, newsletter etc.. The site 
also gives an opportunity to share opinion and raise concerns. 
The social media leg of the website is supported by the 
“Ésszel iszom” Facebook site to create and encourage a more 
intensive dialogue. Between April 2012 and March 2013 the 
campaign is being promoted by the world champion motorcy-
clist Talmácsi Gábor.
“Between January 2009 and May 2012 there were; 216,506 
unique visitors to the website; and1,066,225 page visits with 
and average duration of 2.45 minutes. The website is still 
among the first search findings when consumers or stakehol-
ders search on alcohol-related issues (especially on risks). 
http://www.alkohol.info.hu

Ireland 

Diageo Ireland (Guinness)
 “DrinkIQ Zone at the Guinness Storehouse”

 2004-ongoing · WHO Target Area 1
An educational zone at the Guinness Storehouse - the second 
most popular fee-charging tourist attraction in Ireland, with 
over one million visitors annually. The display aims to encou-
rage and empower visitors to make informed and respon-
sible decisions about drinking. It uses interactive tools and 
user-generated materials to challenge visitors to reflect and 
help them make informed choices and responsible decisions 
about drinking and the Guinness Storehouse communications 
channels, which are international and geared towards tourism 
/ cultural audiences. It is evaluated regularly as part of Guin-

ness Storehouse visitor research. Visitors are also invited 
to ‘Contact Us’ on the interactive DrinkIQ pods for further 
information and this traffic is monitored. 
http://www.guinness-storehouse.com/en/Index.aspx

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS) 

 “Reclaim Your Weekend!” 58  
 2012-ongoing · WHO Target Area 1

drinkaware.ie has teamed up with Microsoft Networks (MSN) 
and developed a mini-site that provides information on things 
to do that cost nothing at all as well as exclusive, attractively 
priced deals on events, activities and facilities around Ireland, 
that will help you to ‘Reclaim Your Weekend’!.
http://www.reclaimyourweekend.ie

 “Home Drinking Magnet Campaign” 59  
 2012-ongoing · WHO Target Areas 1 and 8

A campaign to promote a slower pace of drinking, by con-
veying the negative effects of drinking too much the morning 
after. It is supported by 4 large colleges, along with smaller 
colleges including: Dublin City University Accommodation 
Office; University College Dublin Accommodation Office; 
National University of Ireland, Galway, Accommodation Of-
fice; University of Limerick, Accommodation Office; Waterford 
Institute of Technology Students’ Union; and Carlow Institute 
of Technology Students’ Union. 3,000 magnets containing 
key messages have been placed on each fridge in all student 
on-campus accommodation. 
This campaign reinforces those communicated via the ‘Mor-
ning After’ campaign. As of January 2012, 83% of people 
organise transport to avoid anyone in the group drink driving. 
63% know what a standard drink (unit of alcohol) is in 
Ireland and 51% know how long it takes.
http://www.meas.ie/

 

 “Rethinking Our Drinking” 60  
 2010-ongoing · WHO Target Areas 1 and 8

A campaign to promote a change in people’s attitude to al-
cohol abuse, with a view to prompting a re-appraisal of some 
drinking behaviours and the damage they can cause to in-
nocent third-parties. It builds on the successful “Had Enough” 
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campaign. A CCTV advertisement is featured on TV and in 
cinemas. It features canned laughter, reflecting the fact that 
many young people do regard some drunken antics as being 
quite funny. It builds to a dramatic conclusion where the 
laughter stops, and the viewer is challenged by being asked: 
“Still think that’s all just a bit of a laugh?”. The campaign is 
backed up by a series of adverts, including outdoor, radio and 
online. They give advice on what is a standard drink (standard 
drink campaign), the need to measure drinks (especially in a 
home drinking setting), and to pace one’s drinking with water 
or soft drinks (water/pace yourself campaign). In 2009 the 
campaign featured posters with the “Think every drink is a 
standard drink” message displayed in pubs and clubs, on out-
door advertising and on the website. In 2010 the campaign 
was extended to communicate practical advice to consumers 
on how to drink responsibly by alternating alcohol drinks with 
water or soft drinks. Outdoor posters and radio and digital 
media were employed to communicate the message and 
“Hints and tips for pacing your drinking” are displayed on 
the website. To further spread the message free water was 
handed out in bars at half time of a major Rugby tournament 
in April, posters are displayed in colleges nationwide during 
RAG Weeks and the message is promoted during summer 
festivals. On 3 April 2012, the second phase, which encou-
rages people to adopt a more moderate style of drinking by 
promoting the benefits of a slower pace, was launched. The 
centrepiece of the campaign is the “The Best Pace to Drink 
at is Your Own” television advertisement, which features on 
TV, cinemas and video on demand. It has a particular focus 
on the drinking style in Ireland where people drink less 
frequently than in other parts of Europe, but tend to drink 
more and at a faster pace when they do drink. The message is 
communicated through a variety of media including TV, video 
on demand, cinema and radio advertising, extensive outdoor 
advertising and innovative use of social media. It communi-
cates why, how, and that it is possible to adopt a better pace 
of drinking in Ireland. The campaign is backed up by a series 
of “tangible actions” on other advertising platforms, inclu-

ding outdoor, radio and online. They include advice on what 
is a standard drink (Standard Drink Campaign), and to pace 
one’s drinks throughout the night (Happier Hour Campaign). 
Research carried out in January 2011 showed high levels 
of awareness (82%). Research carried out in January 2012 
showed that intolerance of public drunkenness is strong. Key 
increases this year are recorded in “unattractive to opposite 
sex” (92% agree) and “become much more aware of exces-
sive drinking and how it affects others” (82% agree).
http://drinkaware.ie/index.php?sid=12&pid=294

 “Booze Myths Campaign” 61  
 2009-ongoing · WHO Target Area 1 

A campaign to further challenge popular misconceptions 
about alcohol. Consumers are challenged via washroom 
posters and online with statements such as “So you think 
women can hold their drink as well as men can....” and en-
couraged to visit the website to find further information and a 
quiz. The campaign focused particularly on college campuses, 
during college “Rag and Shag” weeks. Information packs, 
containing t-shirts, quizes, flyers and posters were distributed 
to Student Unions and student health centres across the 
country. Qualitative and quantitative independent research 
carried out in January 2009 by Lansdowne Market Research 
indicated that the campaign was seen as interesting and 
intriguing enough for college students to visit the website 
to learn more about the effects their drinking habits may be 
having on their health.
http://www.drinkaware.ie/index.php?sid=11&pid=192

 “Special Survival Guides” 62  
 2008-ongoing · WHO Target Areas 3 and 8 

In 2008, a “Christmas Survival Guide” was produced to offer 
practical advice about responsible drinking in a variety of 
festive situations including: the office Christmas party; a night 
out; and a party at home. In 2009, 2011 copies of the guide 
were distributed through Marks & Spencer stores and Unislim 
classes. By February 2012 over 27,000 printed copies had 

been distributed. In 2010, a “Holiday Survival Guide” was 
produced to provide first time and younger travellers with 
practical advice about how to enjoy holidays abroad safely. 
The guide is includes: useful tips on staying sun smart from 
DocMorris Pharmacy; important information from the Depart-
ment of Foreign Affairs on visas and vaccinations; what to 
do in an emergency abroad and what the local Irish embassy 
can and can’t do should travellers find themselves in need 
of assistance; as well as practical advice to help travellers 
have a fun but safe holiday. The guide is distributed through 
passport offices, Doc Morris pharmacies and Club 18-30. 
By January 2012, over 23,500 copies of the guide had been 
distributed. In 2011, a “Leaving Cert Survival Guide” was 
produced to help students in the run up to final exams and 
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beyond by providing a range of advice, including, advice on 
responsible drinking. In 2012, a “EURO 2012 Survival Guide” 
was launched to provide useful advice for fans travelling to 
Poland and the Ukraine for the football. Partners include: 
Department of Foreign Affairs & Trade; Football Association of 
Ireland; DocMorris Pharmacies; Stena Line Ferries; Celtic Link 
Ferries; Shannon Airport and Cork Airport. The guide includes 
important advice from the Department of Foreign Affairs & 
Trade on the European Health Insurance Card, local currency, 
what to do in an emergency and contacts for the local Irish 
embassy. Also included is practical advice on public transport, 
the tolling system and information on the laws regarding the 
consumption of alcohol in Poland and the Ukraine together 
with responsible drinking advice from drinkaware.ie. It was 
promoted through social media, press and internet adverti-
sing. Guides were available from 300 display points across 
Ireland and main transport routes to Poland. They are all 
available on the website. 15,000 EURO 2012 Survival Guides 
were printed and distributed in the lead up to June 2012. 
Qualitative research was carried out in June 2012 to review 
the drinkaware.ie ‘Survival Guide’ initiative. drinkaware.ie 
received positive feedback for the over-all tone and content 
of the guides.
http://drinkaware.ie/index.php?sid=13

 “Bad Hit” 63  
 2008-ongoing · WHO Target Areas 3 and 8 

A campaign to raise awareness of the drinkaware.ie message 
to consumers attending large sporting occasions and support 
the “Had Enough” creative treatment as part of the drinka-
ware.ie brand initiative. It targets consumers enjoying “All 
Ireland Championship” events. TV adverts were shown during 
major live football games and advert stings were placed on 
www.rte.ie in advance of online sports streaming. The advert 
stings on RTE.ie achieved a 2.8% “click-through” rate.
http://www.drinkaware.ie/index.php?sid=12&pid=243

 “DARE2BDRINKAWARE.ie” 64  
 2007-ongoing · WHO Target Areas 1 and 8 

A student film and multimedia competition to challenge 
young people to identify the relationship between Irish 
culture and drinking undertaken in partnership with the 
Digital Hub Development Agency, Union of Students in 
Ireland and Cinemagic Ltd. It started as a pilot film compe-
tition open to Dublin colleges in the college year 2007/08 
and was aimed at students aged 18+. It has a prize fund of 
€5,000. Winning entries are chosen based on their creativity, 
insight and opinion on the topic of young people and alcohol. 
Winning entries have been uploaded to www.youtube.com 
and DARE2BDRINKAWARE.ie as well as on college campus’ 
as part of Alcohol Awareness initiatives. In the past, winning 
films have been screened on City Channel, 3E (TV Channel) 
and RTE (National Broadcaster) as well as at the Festival of 
World Cultures (250,000 people attend) and Oxegen Music 
Festival (80,000 attendees). In 2008/09, the competition 
was opened to students nationwide. In 2010, the multimedia 
category was added. In 2011, the theme of home-drinking 
was introduced. 

 “I’ve Had Enough” 65  
 2007-completed 2010 · WHO Target Areas 1 and 8

A campaign to promote responsible drinking and challenge 
anti-social behaviour around drinking. It followed on from the 
“Know the one that’s one too many” campaign. In addition 
to TV adverts, the campaign also included extensive outdoor, 
commuter, online and radio advertising, together with a 
video, and was featured in bars, nightclubs and cinemas. 
The unacceptable impact of drunken behaviour on a range 
of innocent parties, including Accident & Emergency nurses, 
people walking alone, taxi-drivers, shop workers and neigh-
bours of a noisy house party was highlighted. In all cases, the 
principal characters, the social innocents, turn to the camera 
and state, “I’ve had enough”. 

Quantitative and qualitative research undertaken in January 
2009 showed that the “I’ve had enough” TV advert resona-
ted well and appealed to male and female audiences. The 
national opinion survey commissioned by MEAS in 2009 
found that there was a 20% reduction amongst the general 
population stating they had been “drinking more than I 
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should have” in the last month. Research carried out in 
January 2009 showed agreement with the statement “I have 
become more aware of excessive drinking and how it affects 
others” had grown most amongst 18-24 year old males since 
similar research was carried out in January 2008.
http://drinkaware.ie/index.php?sid=12&pid=160

 “Student Survival Guides”
 2007-ongoing · WHO Target Areas 3 and 8 

A campaign to offer students practical advice about drinking. 
It was undertaken in partnership with the Union of Students 
in Ireland and universities and colleges. In 2007 a guide “No 
Nonsense” was produced offering practical advice, such as: 
having something to eat before drinking; drinking water 
before going to sleep; general safety advice; and how long 
it takes for alcohol to leave the system. It was distributed 
by welfare officers from student unions in colleges and 
universities across Ireland. The guide It is still available on 
the drinkaware.ie website. In 2011 a new “Student Survival 
Guide” was produced also in partnership with the Union of 
Students in Ireland. 
By January 2012 over 50,000 guides had been distributed in 
addition to online downloads from the drinkaware website.
http://www.drinkaware.ie/index.php?sid=13&pid=163

 “Acohol Sport and You Guide” 66  
 2007-ongoing · WHO Target Area 1 

A campaign to inform individuals about the influence of 
alcohol when taking part in sporting activities. It was under-
taken in partnership with sports bodies and event organisers. 
A pocket size guide aims to dispel commonly held fitness 
myths that fit people can drink more without getting drunk 
or that hangovers can be sweated out of the body. It contains 
information about how and why alcohol affects the body and 
impacts on performance. It is distributed through key sports 
organisations and can be downloaded from the drinkaware.
ie website. 
By February 2012, over 340,000 guides had been distributed 

including: 42,000 copies at the Ladies Mini-Marathon in June, 
2009, 2010 and 2011 and 2012; and 42,000 copies to the 
Flor Women’s mini-marathon in Dublin.
http://www.drinkaware.ie/index.php?sid=13&pid=162

 “Festival Survival Guide” 67  
 2007-ongoing · WHO Target Areas 3, 4 and 8

A campaign designed to offer practical advice about how to 
enjoy a festival safely. It is undertaken in partnership with: An 
Gardaí Siochána; Phantom 105.2; Cherry Cool Promotions; 
The Star newspaper; Pigsback.com (commercial website); 
Hotpress (music magazine);MCD Promotions and POD Event 
Promotions. It is promoted through outdoor, radio, press and 
internet advertising, and since 2011 via the Hotpress and 
Pigsback websites as well as the drinkaware website. The 
guides, which are aimed at music fans attending summer 
festivals in Ireland, offer practical advice such as using public 
transport to and from festivals where possible or designating 
a non-drinking driver. The guide also contains festival and 
music gig ticket giveaways. In 2011 three versions of the 
guide were printed: a generic guide plus two customised 
versions for the largest festivals (Slane and Oxegen). In 2012, 
as Slane and Oxegen are not taking place,a generic Festival 
Survival Guide has been printed. Over the summer festival 
information and guide content was promoted on the drinka-
ware.ie Facebook and Twitter pages. 
During summer 2011, over 300,000 guides were distribu-
ted and the drinkaware.ie message, urging people to avoid 
drinking and driving by taking public transport to and from 
festivals, was taken up by many consumers. For the Summer 
of 2012, 140,000 guides will be distributed.
http://drinkaware.ie/index.php?sid=13&pid=161

 “drinkaware.ie” 68  
 2006-ongoing · WHO Target Areas 1 and 8

A consumer focused initiative, supported by a website of 
the same name, aimed at reducing the culture of exces-
sive drinking. www.drinkaware.ie provides information on 

standard drinks, the effects of alcohol on the body, infor-
mation relating to different life stages and contexts, as well 
as useful hints and tips. In addition, it provides consumers 
with the facility to: compare their drinking patterns with the 
Irish Government’s drinking guidelines; maintain an online 
personal drinks diary; and participate in an online quiz. The 
initial drinkaware.ie advertising campaign, which ran from 
the beginning of November 2006 until the end of January 
2007, targeted 18-29 year-olds and featured TV and radio 
advertisements, together with outdoor posters carrying the 
line ‘Know the one that’s one too many’. Further major 
communications campaigns have been carried out since then 
at key periods throughout the calendar, e.g. Christmas, St. 
Patrick’s Day, Easter and the exam results period highlighting 
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top tips for celebrating safely. A drinkaware.ie promotional 
leaflet and a hand-held standard drinks calculator have also 
been produced to support these campaigns to promote hints 
and tips to assist people in responsible drinking in advance of 
key public holidays and events such as Halloween, Christ-
mas, St. Patrick’s Day and summer holidays. In 2012, a new 
phase of the campaign “Pacing” was launched to promote a 
more moderate drinking style. The message will be conveyed 
through a variety of media, including TV, video on demand, 
cinema and radio advertising, along with extensive outdoor 
advertising and social media. It will communicate that it is 
possible to adopt a better pace of drinking in Ireland and 
how this can be achieved. 
A survey conducted by Lansdowne Market Research in 2007 
found that the drinkaware.ie campaign achieved very high 
levels of penetration and awareness, as well as highlighting a 
growing awareness of the effects of excessive drinking. 91% 
of respondents agreed that getting drunk is embarrassing. 
86% agreed that you should not drink to get drunk, and 77% 
felt the campaign will make people think twice about drin-
king excessively. Research carried out in 2012 showed that: 
Awareness of drinkaware.ie remains high across all cohorts, 
with 89% of respondents having “seen or heard anything 
about drinkaware.ie”. Research has also shown drinkaware.
ie to be a highly accepted brand; 92% of all adults have said 
the drinkaware.ie brand should be used more widely.

 “Responsibility Messaging Guidelines”
 2005-ongoing · WHO Target Area 1

Responsibility messaging, “Enjoy [Brand X] Sensibly - Visit 
www.drinkaware.ie”, has been adopted by the drinks indus-
try for use on all marketing materials produced for a brand 
or product, including broadcast and printed advertising as 
well as other point of sale materials. Guidelines have been 
prepared to help and guide brand owners and agencies to 
ensure that all materials feature appropriately constructed, 
positioned and sized messaging.

 

 “Standard Drinks Calculator”
 2004-ongoing · WHO Target Areas 1 and 8

An online Standard Drinks Calculator that allows the consu-
mer to determine the specific number of standard drinks that 
he or she has consumed in a seven-day period. The facility, 
which can be found on the MEAS drinkaware.ie website, has 
been developed in the context of MEAS’s initiative to provide 
information resources to educate the general public about 
alcohol, and to promote moderation in the consumption of 
alcohol. The Standard Drinks Calculator has the facility to 
track the number of consumers who have used the resource 
to determine the number of standard drinks that they have 
consumed over a 7-day period. Linked to the calculator is a 
“Drinks diary” to enable people to track their consumption in 
terms of alcohol and calories. 
http://drinkaware.ie/index.php?sid=11&pid=418

Italy 

Associazione Degli Industriali Della Birra E 
Del Malto (Assobirra)

 “Alcohol Policy: Responsible Consumption Culture”
 2008-ongoing · WHO Target Area 1 

The alcohol policy is set out in a leaflet available on the 
website. It includes: a commitment to promote responsi-
ble drinking; carry out information campaigns directed to 
employees, customers and consumers; promote studies and 
social and scientific research on alcohol consumption and 
its effects on human health; and promote dialogue with the 
institutional, scientific and health authorities on the issue of 
“alcohol and public safety”. The policy is put into practice in a 
dedicated website created to provide information on alcohol 
and its effects on the body and communicate details of the 
program’s initiatives.
http://beviresponsabile.it

 “Se Aspetti un Bambino l’Alcol Può Attendere”, 
 (“If You’re Expecting a Baby, Alcohol Can Wait“) 69  
 2007-completed 2012· WHO Target Areas 2 and 8

The first initiative promoted in Europe by the alcohol industry 
on the issue of alcohol and pregnancy. Its aim was to inform 
medical professionals (gynaecologists and obstetricians) and 
women of child-bearing age (age 18-45) of foetal alcohol-
related syndromes (FAE, FAS, FASD) and how to prevent 
them. The first stage was carried out in 2007 in partnership 
with SIGO, the association of medical professionals most 
representative of the obstetric and gynaecological sector in 
Italy. The messages were that no quantity of alcohol is safe 
during pregnancy and the damage from alcohol is completely 
preventable by not drinking during pregnancy. The campaign 
ran for 6 months - January-June 2008 and included: 5000 
information booklets for obstetricians and gynaecologists as 
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of 6 specialized “social workers” who created and distributed 
cards and T-shirts. They worked in 30 city amusement bars 
during a two month period leading up to Christmas. The team 
encouraged clients to pick a card out of the pack asking if 
the character shown could correspond to them after drinking. 
They explained the background to the “KnowTheSigns” 
information and the meaning of the characters and presented 
cards directing the client to the website. 
In Milan in 2009 about 15,100 cards were distributed during 
the campaign. The website registered a 2400% increase in 
visits between September (before the action) and December 
(after the action).
http://www.knowthesigns.com/

HEINEKEN Italia
 “Operazione Gratta la Risposta” 

 (“Scratch the Answer”) 71  
 2011-ongoing · WHO Target Areas 1, 3 and 8 

An initiative with the aim of emphasising the dangers con-
nected with alcohol misuse / abuse and creating dialogue 
occasions to promote key messages on responsible con-
sumption. The program partners with an NGO (Movimento 
Consumatori) (Consumer Movement) and conforms with 
the wider range of activities carried out by Assobirra (The 
Italian Brewers Association). The concept involves a quiz with 
questions about alcohol posed on a pack of scratch cards. 
Scratching the card reveals which of the possible answers is 
correct. Correctly answered questions are rewarded with a 
breathalyser. A team of 8 specialized “social workers” appro-
ach people at special events asking them to take a card and 
answer the question. Dialogue follows giving the team the 
opportunity to explain the “Heineken Responsible Consumpti-
on key messages” and direct people to the Assobirra website. 
During 2011 three waves were carried out: the Heineken 
Jammin’ Festival in June; the Consumer’s Festival 2011 in 
Treviso in September; and in selected pubs and bars in Milan 
in November / December. 
In 2011, more than 30,000 scratch cards were distributed 
and more than 7,000 Breathalysers awarded. The campaign 
generated 8 articles in the local press, 14 articles in online 
specialist journals of marketing and communications, 5 
articles in online general press, and featured on the TV News 
(TG3 Veneto - audience: 246,873) and radio (Disco Radio).
http://www.beviresponsabile.it

 “Know The Signs in Italy” 
 2009-completed 2010· WHO Target Area 1

An Italian version of the HEINEKEN “KnowTheSigns” Cam-
paign. It partnered with Ala Onlus, an NGO committed in the 
prevention of drugs use and abuse, alcohol addiction and 
sexually transmitted diseases in Milan in 2009 and Microcos-
mi Eventi in Rome in 2010. The campaign involved 2 teams 

well as a CD-ROM with more detailed scientific literature on 
the subject; a poster with an educational message targeting 
women, which was shown in doctors’ offices, universities and 
hospitals; a dedicated page of the website; and an in-depth 
article on foetal alcohol-related pathologies in the scientific 
journal of SIGO, “Gynaecology & Obstetrics”. The second 
stage was also carried out in co-operation with SIGO and ran 
during 2012. It was a online campaign and included: restyling 
and updating of already existing web sites www.seaspet-
tiunbambino.it and www.beviresponsabile.it and a new tool 
to learn immediately if someone has gone over a responsible 
threshold; viral video, support from female supporters (cele-
brities, bloggers, and MPs); web promotion (buzz marketing, 
Google or FB Ads); a press conference; and media activity. 
The results of the polls conducted by Demoskopea before 
and 12 months after the start of the campaign showed that: 
pregnant women who never consumed alcohol beverages or 
spirits increased from 42.4% (2007) to 57.1% (2008); 66.4% 
of women believe that the risks of alcohol during pregnancy 
are considered more of an issue now that in the past, or at 
least as much; and the most effective information channel on 
these risks was “experts”: doctors and obstetricians (96.1%).
http://www.seaspettiunbambino.it

Carlsberg Italia 
 “Drink Different” 70  

 2011-ongoing · WHO Target Areas 4 and 8
A temporary bar portrayed as a lab where beer was always 
promoted together with food and with messages about res-
ponsible consumption. Visitors were encouraged to use public 
transport and not to drink and drive (all the communication 
materials gave information about what trams, bus and tubes 
to use). Free breathalysers were made available to all visitors. 
All communication materials had links to the campaign web-
site and the responsible consumption website of the National 
Brewers’ Association. More than 16,000 visitors entered the 
bar and were involved in the project. 
http://www.drinkdifferent.net/GetHome.pub_do
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 “Keeping on Good Terms with Alcohol: A Guidebook 
for Responsible Drinkers” 73  

 1999-ongoing · WHO Target Area 1
A booklet designed to educate the public about sensible 
drinking, and to prevent underage drinking. It informs people 
about the ‘right’ way to drink and demonstrates the impor-
tance of moderation.

register and evaluate the levels of self awareness reached by 
the group. Students are invited to declare their own alcohol 
consumption providing a valuable insight about the evolution 
of their drinking habits throughout a crucial age interval. It 
was undertaken in co-operation with the University of Rome 
- Department of Psycology, Co-operativa Ricerca and Progetto 
of Campobasso.
http://www.alcol.net

SABMiller Subsidiary – Birra Peroni S.p.A
 “Alcohol Consumption During Pregnancy” 72  

 2012-ongoing · WHO Target Areas 2 and 8
This campaign follows on from one developed and run by 
AssoBirra (Italian Association of Breweries) in collaboration 
with SIGO (Italian Company of Gynaecology and Obstetrics), 
between 2007 and 2012 - “If you are waiting for a child, the 
alcohol can wait”. The aim was to continue to inform preg-
nant women about the risks and the consequences of alcohol 
consumption during pregnancy. It uses broad communication 
messages, including placement in traditional press and cover-
age on the company website, to educate women about the 
danger of consuming alcohol during pregnancy. It has been 
endorsed by several TV and radio channels, women celebrities 
and bloggers.
In the first week of the campaign the website recorded 1,691 
visits; and An online video became viral was seen 32,558 
times.
http://www.beviresponsabile.it

Japan 

Asahi Breweries Ltd
 “Healthy Relationship Between People and Alcohol”

 2002-ongoing · WHO Target Area 1 
The corporate website provides information on Asahi Brewe-
ries’ efforts to address alcohol-related problems.
http://www.asahibeer.co.jp/csr/tekisei/guidebook

Osservatorio Permanente sui Giovani e 
l’Alcool 

 “EtilOk”
 2011-completed 2012 · WHO Target Areas 1, 4 and 8

A project carried out in collaboration with the Fondazione 
Umberto Veronesi for the Advancement of Science. It consists 
of a joint initiative to convey to the general public, families 
in particular, evidence based information about alcohol 
beverages. The information includes:- the types and effects of 
alcohol beverages; the profile of alcohol consumption; basic 
information on the effects of alcohol beverages on health; 
social aspects of consumption and abuse; and the advantages 
of moderate and responsible drinking. A booklet written by 
the experts of the Osservatorio Permanente sui Giovani e 
l’Alcool has been produced providing this basic knowledge in 
a simple but precise language. The Fondazione Umberto Vero-
nesi has printed a first batch of 75,000 copies of the book. 
It has been added to a pack of 3 disposable breathalysers 
and made available through the national network of Italian 
Chemists to secure a wide distribution.
http://www.alcol.net

 “The CODEX Lab : Knowledge For Decision”
 2009-ongoing · WHO Target Areas 1 and 10

A three year research project with the aim of studying the 
alcohol-related attitudes and behaviours of 16-18 years old 
young people in their last three years at high school. The pro-
gram follows and monitors the same individuals along their 
school career, studying their opinions and attitudes towards 
alcohol beverages. Convictions are registered and can be 
evaluated in context as the students are exposed to various 
stimuli from different sources. Each year, as well as sessions 
with their teachers on different subjects, the students are 
offered meetings with experts on different related subjects 
like alcohol and advertising, alcohol and legislation etc.. 
Recurrent focus groups with each class group are used to 

72

73



32

branded water. 
Between September and December 2011 60 in-bar events 
were held including special events such as “Tusker All stars” 
and “Rugby Flood Lights”. 
http://www.eabl.com

 “Responsible Drinking Materials”
 2005-ongoing · WHO Target Area 1 

Responsible drinking materials and talks on alcohol and 
health issues for university students, developed with psycho-
logist Dr. Frank Njenga. This is part of a strategy to promote 
awareness of responsible drinking which also included a 
weekly newspaper column written by Dr. Njenga in the Daily 
Nation. The column provided consumers with factual informa-
tion about alcohol which helps to promote awareness.
http://www.eabl.com

 “Drink Responsibly, Live Responsibly” 76  
 2005-ongoing · WHO Target Areas 1 and 4

A campaign which aims to promote awareness of responsible 
drinking among consumers. It is supported by articles and 
columns in newspapers, magazines and communicated on 
billboards, radio and television. More information is available 
on the website. The campaign also warns about the dangers 
of drinking and driving. In 2005, EABL sponsored a forum for 
the “Prevention of Underage Drinking” which published a 
report. The forum brought together all stakeholders involved 
to address the issue of underage drinking. In 2007, media 
workshops were added to publicise the campaign and help 
journalists understand alcohol abuse and portray it accurately 
in the media. In 2010, the “Space it out” campaign was 
launched to educate consumers about their tolerance level 
and encourage them to drink water between beers. Scouts 
were commissioned to visit selected pubs and hand out 
water, responsible drinking tips and vouchers for taxis home. 
A musician was appointed “Responsible drinking Campaign 
Ambassador” providing another platform for responsible 
drinking messages. In 2011, outdoor advertising was placed 

KIRIN Brewery
 “Alcohol and Health”

 2002-ongoing · WHO Target Areas 1 and 8
Web-based alcohol and health encyclopaedia on the corpo-
rate website. In 2010 about 670,000 consumers accessed 
the site.
http://www.kirin.co.jp/about/knowledge/index.html

 “The ABC of Alcohol and Health” 74  
 1996-ongoing · WHO Target Area 1

A booklet widely distributed to the public to discourage 
inappropriate drinking and convey information on the 
benefits of moderate drinking. Every year, it is distributed to 
the coming-of-age ceremonies sponsored by about 800 local 
governments. A web version of this material is also available.
By 2011, 6,830,000 copies had been distributed free of 
charge.  
http://www.kirin.co.jp/about/knowledge/abc/index.html

Suntory
 “Responsible Advertising Campaign” 75  

 1986-ongoing · WHO Target Area 1
The first, and still the only, advertising campaign for moderate 
and responsible consumption run in an educational newspa-
per in Japan. By the end of 2011, more than 120 issues had 
appeared. It has won a prize from the Newspaper Council.

Kenya 

East African Breweries Limited (EABL)
 “Consumer Engagement”

 2011-ongoing · WHO Target Areas 1 and 4
A campaign using specially trained “Responsible Drinking 
Marshalls” to talk to as many consumers as possible, in both 
on- and off-trade outlets, to remind them about responsible 
drinking. They give tips on responsible drinking, link consu-
mers with branded taxis by distributing cab phone numbers, 
and where allowed, distribute “Responsible Drinking” 
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in strategic locations to remind consumers of the responsible 
drinking message as they go through their day-to-day lives. 
Adoption of street lights provides lighting as well as being 
able to remind consumers of the responsible drinking mes-
sage and not drinking and driving. Cabs have been branded 
on the back window and at the top. The tops are illuminated 
and can be seen clearly at night (this has been used on 162 
cabs in Nairobi). The cabs are publicised by celebrity endorse-
ment. 
http://www.eabl.com
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Guinness Anchor Berhad (GAB)
 “Drink Sensibly” 80

 2010-ongoing · WHO Target Areas 1 and 6
An initiative focused on educating employees and consumers 
on the effects of alcohol and the need to drink sensibly. It 
aims to create a more positive role for alcohol in society 
and ensure that sensible drinking is a valued and enjoyable 

 “Where’s the Party and Enjoy Responsibly” 78

 2011-completed 2011 · WHO Target Area 1 
A consumer event held at Avillion Admiral Cove, Negeri 
Sembilan, and a two month awareness campaign following 
the Carlsberg brand global revamp. The objective was to raise 
awareness of the company’s stance on drinking responsi-
bly and the “Enjoy Responsibly” campaign. It was open to 
consumers aged 18 years old or over who signed up via the 
Carlsberg MY facebook page. At the event the message about 
consuming responsibly was shown wherever possible within 
the rules of the Group’s Marketing Communication Policy. A 
press conference was held to highlight the importance of the 
message. The bus transport to the event had a crew member 
onboard to brief attendees about what it means to “Enjoy 
Responsibly” and hosts, throughout the event, were con-
stantly reminding attendees to consume responsibly. Leaflets 
were also handed out with the message, “Enjoy Responsibly” 
as a focal point. 
There was a positive response from bloggers and some of the 
500 consumers that attended the event, showing that it had 
generated high awareness. For example: On the Carlsberg 
MY Facebook page, one attendee wrote, “I like the message 
of “Drink & Enjoy Responsibly”. It teaches us how we should 
enjoy drinking and have fun. The whole idea is not to look 
like a stupid drunken idiot”. 
http://carlsbergmalaysia.com.my/web/csr/cs_ofadrinkresponsibly.html

 

 “Responsible Consumption Labelling” 79

 2010-ongoing · WHO Target Area 1 
The “Enjoy Responsibly” statement has been added to all 
product packaging and point of sale materials such as posters 
and press advertisements for the brand Danish Royal Stout. 
http://carlsbergmalaysia.com.my/web/csr/cs_ofawalking.aspx

 

Lesotho 

SABMiller Subsidiary - Maluti Mountain Bre-
wery 

 “Talking Alcohol Radio Program” 
 2012-ongoing · WHO Target Areas 1 and 3 

A public radio program advocating a change in behaviour 
amongst young legal drinking age adults with the aim of 
driving responsible alcohol use. 12 weekly radio programs of 
one hour duration on the ultimate FM radio station, focus on 
topics such as underage drinking, binge drinking, alcohol and 
violence, drinking and driving, alcohol and pregnancy, alcohol 
and HIV / Aids. The content of the program was based on the 
learning from the global company website Talkingalcohol.
com. It was developed in association with the Ministry of 
Health, Ministry of Tourism, Alcohol and Drug Abuse Associ-
ation of Lesotho, Department of Road Safety and Ministry of 
Trade to ensure that all concerns were addressed. 
http://www.talkingalcohol.com/

Malaysia 

Carlsberg Malaysia 
 “Malaysia Oktoberfest - ‘Enjoy Responsibly’ 

Activity” 77

 2011-completed 2011 · WHO Target Areas 3 and 8
A campaign to educate members of the public about respon-
sible drinking and increase awareness about the company’s 
position on the importance of selling and consuming beer in 
a responsible manner. An “Enjoy Responsibly” kiosk, with two 
plasma-TV screens was positioned at the “Octoberfest”. A 
video showing consumers’ perception of responsible drinking 
was shown and information about the Enjoy Responsibly 
website made available on flyers. During the festival 316 
people registered on the website.
http://carlsbergmalaysia.com.my/web/csr/cs_ofadrinkresponsibly.html
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 “Consumo Responsable” (“Responsible Consump-
tion”)

 2003-ongoing · WHO Target Area 1 
A campaign using different printed items like, t-shirts and 
mugs, to foster the culture of responsible consumption of 
beer. It also includes information on the website which notes 
that alcohol is for adults only, it should only be consumed 
moderately and responsibly and abstention should be respec-
ted. It provides advice for those who choose to drink alcohol 
that: it should always be accompanied by food and it should 

after and what to do if someone has drunk too much; and a 
quiz for the consumer to check how much they know about 
alcohol. 
In 2011, more than 2,000 people visited the site.
http://www.drinkawaremalta.com

 
The Sense Group (TSG) 

 “Tkunx il-Buffu tar-Rahal” 
(“Don’t be the Town’s Clown”) 82

 1999-completed 2010 · WHO Target Areas 1 and 8
An anti-binge drinking campaign run annually during the 
Summer “fiesta” season in Malta which aimed to discourage 
the idea that it is “macho” to get drunk. It promoted the idea 
that bingeing is puerile and clownish. A set of cartoons was 
commissioned for the campaign which appears in adverti-
sements in youth magazines and in the cinema. Radio ad-
vertising is used to reinforce the message during fiesta time. 
During the summer of 2007, 200,000 people in 30 villages 
were reached. In 2010 the campaign picture ads were run in 
magazines and a web banner advert and a radio commercial 
on four major radio stations focused on generating awareness 
about responsible drinking whilst also directing viewers and 
listeners to http://www.drinkawaremalta.com/. 

Mexico 

Cámara Nacional de la Industria de la Cer-
veza y de la Malta (CANISERM)

 “Cerveza y Salud” (“Beer and Health”)
 2006-ongoing · WHO Target Area 1 

An initiative to inform the consumer about the positive 
aspects of moderate consumption of beer and the potential 
beneficial effect on health of responsible consumption. It 
started with radio and television programs and interviews and 
now features on the website. 
http://www.canicerm.org.mx/cerveza.html

part of life. The staff education includes: information about 
alcohol and its effects on the body; standard drink units; and 
tips on how to drink sensibly. In addition to the training it is 
mandatory for all above-the-line communication materials to 
carry a responsible drinking reminder. The “Code of Marketing 
Practice”, which is strictly adhered to, states, among other 
things, that marketing and promotions should: Not encou-
rage the excessive consumption of alcohol; Not associate 
drinking with driving; and Not be directed at young people 
nor in any way encourage them to start drinking. Outside the 
workplace a “Drink Sensibly chill-out zone” is provided at all 
major branded events for consumers to relax, eat and drink 
non-alcohol beverages. Water bottles are also distributed with 
“Drink Sensibly” tips, information is shared with consumers 
through videos. The campaign also has a website with educa-
tional videos and resources.
http:// www.drinksensibly.com.my

Malta 

The Sense Group (TSG)
 “drinkawaremalta” 81

 2009-ongoing · WHO Target Areas 1 and 4 
A website to promote responsible consumption of alcohol. 
Subjects covered include: “Alcohol and You”, which includes 
information on what a standard drink is and guidelines on 
responsible drinking; “Alcohol and its effects”, which explains 
the effect of alcohol on the body; “Life-stages”, which des-
cribes times of life when standard drinking guidelines do not 
apply, for instance, under 18’s, when pregnant, when at work 
and when elderly; “Drinking and driving”, which provides 
advice and information on avoiding drink driving by using a 
designated-driver or other means of transport, Blood Alcohol 
Content (BAC) and the law; a “Tips Zone” which provides 
tips on enjoying a safe night out, how to be a perfect host, 
how to stay safer during the summer holidays for the morning 
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 “Responsible Drinking Activity at Brand Events”
 2010-completed 2011 · WHO Target Areas 1 and 4

Information about how to drink responsibly and promote 
awareness of the dangers of drinking and driving is featured 
at all brand events. Responsible Drinking Pledge boards 
signed by prominent people: diplomats; celebrities; and 
Government functionaries are displayed to set an example. 
Responsible drinking branded water is distributed free by 
brand ambassadors who also hand out cards with informati-
on about taxi arrangements and branded buses to encourage 
people not to drive home after drinking. The activity is under-
taken in partnership with the Federal Road Safety Corpora-
tion, the Governor of Cross River State, third Party contractors 
and taxi companies.
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=45

 “Responsible Drinking Messages in Sales Information 
Toolkits”

 2010-completed 2011 · WHO Target Area 1
Responsible drinking messages and education was included 
in sales information toolkits sent to distributors (277), bars 
(154,000) and wholesales (6,500).
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=45

New Zealand 

Lion
 “Drink Responsibly” 83

 2006-ongoing · WHO Target Areas 1 and 8
Consumer information messages promoted by Drinkwise 
Australia include: “It’s safest not to drink while pregnant”; 
and “Is your drinking harming yourself or others?” These sit 
alongside the company’s labelling directing consumers to the 
responsible consumption website.
http://www.drinkresponsibly.co.nz/

Lion and DB Breweries Ltd 
  “www.drinkresponsibly.co.nz” 84

 2006-ongoing · WHO Target Areas 1 and 8
A website demonstrating the commitment of the New 
Zealand brewing industry to social responsibility. It has impor-
tant information for alcohol consumers including educational 
messages: ‘Don’t Drink While Pregnant’; ‘Don’t Drink and 
Drive’; and ‘Don’t Drink and Use Machinery’. 
Additional information on standard drinks guidelines and safe 
drinking practices are also an integral part of the website. The 
website address is incorporated on Lion and DB Breweries 
labels and packaging.
http://www.drinkresponsibly.co.nz

Nigeria 

Guinness Nigeria 
 “DrinkIQ Education Programs for Key Stakeholders”

 2010-completed 2011 · WHO Target Area 1 
Training for key stakeholders, (media, suppliers, 3rd party con-
tractors, regulatory bodies, and distributors), to improve their 
understanding about the impact of alcohol and equip them 
with the relevant information to enjoy their drink responsibly. 
The same training is part of the induction process for new 
recruits to the company. 
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=45

be alternated with soft drinks. Drinkers are reminded that 
it takes the liver one to two hours to process each drink of 
alcohol and women take longer to process alcohol than men. 
It warns that alcohol should not be consumed by those who 
plan to drive or perform an activity that requires concentra-
tion or by those who are planning to become pregnant, are 
pregnant or are breast-feeding and that those taking any 
medications should consult a doctor.
http://www.canicerm.org.mx/consumo.html

Grupo Modelo 
 “Por un Consumo Responsible” 

(“For Responsible Consumption”)
 2003-ongoing · WHO Target Area 1 

An educational program to promote a healthy lifestyle 
responsible consumption of beer. It involves taking action to 
create awareness among the entire population by spreading 
messages about appropriate consumption of alcohol bever-
ages. In 2003, a radio and television campaign supported 
by Mexican personalities promoted the value of responsible 
consumption and its importance to young people for a 
healthy life.
http://www.gmodelo.com

HEINEKEN 
Cervecería Cuauhtémoc Moctezuma

 “Labor Editorial” (“Publishing Work”)
 2002-ongoing · WHO Target Areas 1 and 8

Publications, such as brochures, post cards and pamphlets, 
containing scientific information about the physical and 
psychological effects of alcohol in human beings, as well 
as tips on responsible consumption. These documents are 
usually delivered to people in the crusades organized by 
the designated-driver promoters at special events, such as 
concerts, soccer and baseball games, fairs, and at special 
occasions such as vacations, spring breaks, back to school 
weeks, Christmas, etc.
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At the 2011 festival, 30 Volunteers from different locations, 
2 trainers and 4 corporate responsibility workers worked for 
4 days 6 or 8 hours a day and distributed 10,000 leaflets, 
4,000 UV badges, 3,000 beer openers and undertook 2,000 
alcotests.
http://www.enjoyheinekenresponsibly.com/pages/languageselect.aspx

SABMiller Subsidiary - Kompania Piwowarska
 “I Don’t Drink When Pregnant” 89

 2012- ongoing · WHO Target Areas 2 and 8
An education program to promote awareness of Foetal Alco-
hol Syndrome and fundraise for the NGO “Fastryga”. Most 
activities are conducted online via social media but hard-

 “Global Be(er) Responsible Day (GBRD)” 87

 2008-ongoing · WHO Target Areas 5 and 8
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. In 2010, 
GBRD was used to promote responsible drinking habits and 
raise awareness about the importance of not selling alcohol 
beverages to anyone under 20 years old. To achieve this, all of 
the employees and local celebrities visited point of connection 
(POCs) sites wearing special shirts and badges, and handed 
out stickers and brochures with the message: “We do not sell 
alcohol to minors. +20 = Responsible Sales”.
http://www.facebook.com/cervepar

Poland 

HEINEKEN Grupa Zywiec
 “Open’er Festival” 88

 2008-ongoing · WHO Target Areas 1, 3, 4 and 8
An annual initiative to educate festival goers about res-
ponsible consumption. The “Enjoy Heineken Responsibly” 
campaign is put into practice each year at the Open’er 
Festival, the largest music event in Central and Eastern 
Europe. It consists of four core elements administered by 
volunteer employees: informing drivers about the dangers of 
driving under the influence of even the smallest quantity of 
alcohol; distribution of information materials on responsible 
alcohol consumption; distribution of special “Enjoy Heineken 
Responsibly” gadgets among the participants; and alcotests 
and animations using alco-goggles. The general public are 
directed to www.enjoyheinekenresponsibly.com where beer 
fans from all over the world can read the information about 
the campaign in over 30 languages and study the rules of 
responsible alcohol consumption. Special training sessions 
for beer sellers on the provisions of the Act on Upbringing in 
Sobriety and Counteracting Alcoholism concerning the ban on 
selling alcohol to people under the age of 18 are organized 
before the festival. 

Papua - New Guinea  

SP Brewery Limited (SPB)
 “Social Alcohol Model (SAM)” 85

 2008-completed 2008 · WHO Target Area 1
A guidebook launched to raise awareness about the laws 
governing alcohol consumption in Papua New Guinea. It was 
undertaken in partnership with the Papua New Guinea Police, 
Department of Health, Department of Youth and Employment, 
Red Cross and churches. It included topics such as the effects 
of alcohol, personal obligations and social responsibility 
related to drinking and aimed to engage the public on issues 
related to alcohol consumption and promote positive drinking 
behaviour by raising public awareness of and respect for the 
law and fellow citizens. Supplementary educational posters 
were also distributed to make people think about alcohol 
consumption and to reinforce responsible drinking habits. 
SAM is now part of the official curriculum of more than 50 
schools in Papua New Guinea and Community Policing Pro-
grams. It has been well received in many provinces.
http://www.sp.com.pg/

Paraguay 

AB INBEV - Cerveceria Paraguaya S.A. (Cer-
vepar)

 “Vivamos Responsablemente Talks for Parents” 86

 2010-completed 2011 · WHO Target Area 1
Talks for parents which sought to create a space for parents 
to talk about their roles with their children. The key is to 
always adopt a positive outlook that will strengthen the con-
fidence of parents in their role. It was undertaken with CONA-
COL & FEDAPAR (Federacion de Padres de Colegios Privados). 
Between 2010 and 2011, 400 parents were reached and 
more than 5,000 guides were distributed through FEDAPAR.
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 “Events for Youngsters at Fairs and at Schools”
 2009-completed 2009 · WHO Target Areas 1 and 4

An initiative in association with the Portuguese three-times 
“All-Terrain” Champion, Miguel Barbosa. It aimed to reinforce 
the position of Sagres Zero as an alternative to alcohol beer, 
promote a responsible and positive attitude and recommend 
the consumption of non-alcohol beer if and when driving. The 
all-terrain pilot was actively involved in alerting youngsters to 
this subject at the company’s stand at both Futurália, in Lis-
bon, and in Qualifica, in Porto (employment fairs dedicated to 
youngsters). His participation in responsible drinking training 
initiatives held at schools and universities, further contributed 
to encourage young drivers to do so safely.

 “Responsible Drinking Campaign for Emigrants”
 2008-completed 2008 · WHO Target Area 1

A responsible drinking awareness campaign implemented 
close to the national borders. It offered a bottle of Sagres 
Zero to all the Portuguese visiting their home country. This 
was developed in association with, Mundo Português, a 
newspaper for Portuguese emigrants.

 “Responsible Consumption Messages on Labels and 
Packaging” 90

 2006-ongoing · WHO Target Area 1
Responsibility messages were introduced on packaging for 
all beers in Portugal in 2006. The slogan was “Be responsi-
ble. Drink with moderation” and the objective was to raise 
awareness about responsible consumption. In May 2010, a 
responsible drinking stamp, with the message: ENJOY IN MO-

 “Benefits of Moderate Beer Consumption”
 2000-ongoing · WHO Target Area 1

Translations of the booklets published by The Brewers of 
Europe are used in all awareness campaigns organised by the 
Portuguese Brewers Association.

HEINEKEN Sociedade Central de Cervejas e 
Bebidas

 “Responsible Consumption Website” 
 2011-ongoing · WHO Target Areas 1 and 8

A “micro” website providing information about responsible 
consumption and promotion of good practices concerning 
alcohol beverages (specifically beer). It includes: the company 
message; promoting responsible drinking; initiatives; informed 
choices; risk behaviour; frequently asked questions; and 
publications and links. There is a version in both Portuguese 
and English.
http://www.centralcervejas.pt/ConsumoResponsavel_en/index.asp

 “Let’s Talk About Beer”
 2011-completed 2011 · WHO Target Area 1

Modules on responsible consumption within two presenta-
tions about beer at the Orient Museum in Lisbon and the 
Casino of Figueira da Foz (North of Portugal). Responsible 
consumption and sustainability were an important part of 
these events which were designed for employees, wholesales 
and technical assistants. 
600 people participated in both events and were made aware 
about responsible consumption.

 “Setting Responsible Drinking as a Priority”
 2009-completed 2009 · WHO Target Area 1

A document to inform company employees and external sta-
keholders about the company’s concerns and priorities with 
regards to the issue of responsible consumption of alcohol 
beverages.

copy educational materials are also provided to attendees of 
childbirth classes. The program was developed in association 
with the NGO-Fastryga, Doctors, FAS experts and midwives. 
The company also includes the message “Pregnant women 
should not drink alcohol” on all point of sale, print and inter-
net materials for its brands. 
Over 16,000 internet users took part in the fundraising and 
educational activity based on the Facebook application.

Portugal 

APCV-Portuguese Brewers Association
 “www.apcv.pt” 

 2003-ongoing · WHO Target Areas 1 and 8
A website which includes information about responsible 
consumption and initiatives countering alcohol misuse.
http://www.apcv.pt

 “www.ibesa.pt”
 2003-completed 2008 · WHO Target Area 1

A beer and health website containing information on the 
health benefits of moderate consumption and the dangers 
of alcohol misuse as reported through medical and scientific 
publications. It was created by the Portuguese Institute of 
Drinks and Health.
http://www.ibesa.pt 

 “Seja Responsável. Beba com Moderação” (“Be Res-
ponsible. Drink with Moderation”)

 2001-ongoing · WHO Target Area 1
A slogan which is included in beer advertisements in all 
media. In 2006, coverage reached 100% of the Portuguese 
beer market following the start of the new Code of Self-
Regulation. The message is now included in almost all alcohol 
drink advertisements.
http://www.apcv.pt/
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Carlsberg - Baltika
 “Beer Festivals”

 2006-ongoing · WHO Target Areas 1 and 8
Baltika organises annual beer festivals in different regions of 
Russia. They provide an opportunity to promote a responsible 
beer drinking culture.

HEINEKEN Russia
 “Voluntary Warning Labels”

 2010-ongoing · WHO Target Area 1
A voluntary initiative in which information warning about the 
danger of excessive consumption of beer is placed on beer 
labels.

 Support for “Crisis Helpline”
 2008-ongoing · WHO Target Area 2

A constantly manned helpline providing emergency first aid 
for kids and teenagers in crisis, as well as for their parents 
and social workers. A call to the helpline number can provide: 
support in a difficult situation; assistance in making the right 
decision; a listener in solitude; help in overcoming the loss of 
a friend or relative; or an objective mediator in a family con-
flict. The company provides financial support for the helpline 
which receives many phone calls from children and adults 
reporting alcohol abuse in the family or at work. Crisis Hel-
pline is operational in St. Petersburg. It was the first service 
of its kind set up by the Institute for Psychological Therapy 
and Counselling “Harmony” in 1989. Competent psychology 
experts who have undergone specialized training in providing 
urgent psychological assistance and counselling by phone, 
answer some 8,000 calls a year 24/7.

mately 14,800 flyers with information regarding problematic 
alcohol consumption were given to the visitors. Approximately 
1,700 people evaluated their alcohol consumption during the 
caravan event.
http://www.alcohelp.ro/

SABMiller Subsidiary - URSUS Breweries
 “Measure your Lifestyle”

 2006-completed 2008 · WHO Target Areas 1 and 8
A program which aims to educate students who can legally 
drink, to drink responsibly, by encouraging them to enjoy 
themselves with moderation. The key messages are: (1) 
responsible alcohol consumption can be part of a healthy 
lifestyle among those not at risk who have made a decision 
to drink; and (2) any kind of excess can lead to personal, so-
cial and health costs for individuals, their families and society 
as a whole. The program was carried out in partnership with 
student unions and universities.

Russia 

AB INBEV - SUN InBev Russia
 “Be(er) Responsible Day (GBRD) - “Don’t Stay Indif-

ferent!” 91

 2009-ongoing · WHO Target Areas 3, 5 and 8
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. During the 
2011 GBRD, more than 4,500 SUN InBev employees, with the 
support of law enforcement authorities, public organizations, 
and local authorities, visited retail outlets in 40 cities across 
Russia. They appealed to sellers with the call “Don’t Stay 
Indifferent!” to underage drinking. In addition to explana-
tory work, the participants of the rally distributed 100,000 
warning stickers and leaflets in retail outlets and explained 
to retailers and consumers how to talk about alcohol with 
children.
http://www.ab-inbev.com

DERATION was added to the labels and packs of the Sagres 
range of alcohol beers to improve the visibility of the message 
for consumers. This stamp can be found in all one-way Sagres 
beer packs and has been gradually added to the labels 
and / or necks of all Sagres returnable bottles. The need for 
moderate and responsible drinking, especially amongst young 
people, is also made explicit in communication materials, such 
as advertising, merchandising, etc..

Romania 

HEINEKEN Romania
 Support for “Alcohelp”

 2009-ongoing · WHO Target Area 2
The first Romanian online counselling and e-health interven-
tion centre for people with problem alcohol consumption. 
Alcohelp is a free, easy to use, tool for prevention, inter-
vention and orientation towards specialized services. The 
service guarantees the confidentiality and anonymity of those 
who use it. It was launched by the NGO, ALIAT, the main 
Romanian non-governmental organization offering services 
in terms of substance addictions, with financial support from 
the company. In 2010, an offline extension of the program, 
the Alcohelp Caravan, was started in 11 cities in Romania. 
This targets people who might need specialised help, offers 
them counselling, support and information on the spot and 
directs them to the online platform. In 2011, the Caravan was 
extended to 24 in both urban and rural environments with 
the help of a further partnership with another NGO. 
Between September 1st 2009 and October 1st 2011, the Al-
cohelp online platform was accessed by over 38,000 unique 
visitors. 1,352 people took the online audit test to evaluate 
their alcohol consumption. Out of 1,352 people, approximate-
ly 47% went through all the steps of the program provided by 
the Alcohelp platform. The rest are still going through them. 
In 2010 and 2011, through the Alcohelp caravan, approxi-
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by making a “good choice” can we enjoy “good cheer” and 
a have good time. It is available in English, Khmer, Mongolian 
and Vietnamese. In 2011, the game was introduced as an 
online challenge and prizes were awarded. It was open to 
participants of legal drinking age in countries where APB has 
operations. Those residing outside the operating countries 
could still play the game but were not eligible for the chal-
lenge. Since then the game is still available on the website, 
so that consumers are continually engaged on responsible 
drinking via a socially relevant platform. 
The Cheers Challenge attracted close to 1,200 unique 
participants and over 9,000 visits to the game site. It was 
played more than 4,000 times. The drink-savvy Facebook had 
over 7,500 fans during the campaign period. 27 contestants 
(monthly top scorers) from 10 Asia Pacific countries won 
a trip to Singapore to compete at “The Cheers Challenge 
Championship”. The event was attended by more than 500 
members of the public.
http://thecheerschallenge.drink-savvy.com

Singapore 

Asia Pacific Breweries (Singapore) Pte Ltd 
(APBS) 

 “Take Control, Get Your Sexy Back” 93

 2011-completed · WHO Target Areas 1 and 3
A peer-to-peer initiative that was targeted at encouraging 
young adults to drink moderately and responsibly. It focused 
on engaging young drinkers on alcohol responsibility in 
platforms that register with them - friends, sport, music and 
fashion. The latest phase, played on their need for social 
acceptance and empowerment by placing placards of drunk 
youths lying on the streets to drive home the message that 
being drunk and losing control was socially undesirable. The 
campaign engaged youths on Facebook to share stories on 
alcohol responsibility where they could win prizes.
The campaign was covered in major newspapers and on te-
levision channels in Singapore which helped raise the aware-
ness about responsible drinking and how the community was 
engaged in mitigating alcohol-related harm. It also got the 
attention of the Urban Redevelopment Authority of Singapore 
which sought the company’s advice on dealing with discoura-
ging youths from consuming alcohol in public spaces.
http://www.apb.com.sg/singapore.html

Asia Pacific Breweries Limited (APBL)
 “The Cheers Challenge” 94

 2011-ongoing · WHO Target Areas 1 and 3
An online game that aims to make responsible drinking so-
cially encouraged and enjoyed. The game requires players to 
“toast” characters who are in scenarios where they can drink 
alcohol and avoid those who cannot. Players score points if 
they “toast”, for example, responsible drinkers such as “Drink 
Buddies, Tim & Tina” but would lose a “mug life” if they were 
to offer one to “Derek, the designated-driver”. Through the 
game, consumers learn to recognise suitable and inappro-
priate drinking scenarios via 10 different game characters in 
casual competitive fun. It underscores the message that only 

 “Museum of Brewing History”
 1995-ongoing · WHO Target Area 1

Russia’s first Beer Museum was opened at the St. Petersburg-
based Stepan Razin Brewery (formerly the Kalinkin Beer and 
Honey Brewing plant which became a warehousing and 
distribution centre for Heineken Russia in 2009). The Museum 
collection, which has been maintained and enhanced by 
Heineken Russia, presents the highlights of beer history in 
Russia: peasant brewing traditions and development of indus-
trial brewing, modern brewing technologies and the culture 
of beer drinking emphasising responsible consumption. The 
Museum runs joint projects with the Union of Russian Bre-
wers, Collectors Clubs in Russia and abroad, other museums 
and cultural entities. Visits to the Museum are free and by 
appointment only. 

Ochakovo Moscow Brewery
 “Ochakovo Museum”

 2005-ongoing · WHO Target Area 1
A museum containing a unique collection of more than 300 
exhibits on the history of beer, Russian / Moscow brewing 
traditions from the 17th century; drinking culture; and res-
ponsible consumption. Tour routes are specifically selected for 
each group depending on age and interests. Between 2005 
and 2007 about 13,000 people visited the museum.

Rwanda 

HEINEKEN Brasseries et limonaderies du 
Rwanda

 “Promoting Responsible Consumption” 92

 2010-completed · WHO Target Areas 1, 3 and 8
Sponsorship of the “Mutzig beerfest” was used to emphasise 
the importance of responsible alcohol consumption. Free 
transport was organized for guests, food and soft drinks were 
available and a responsible consumption stand was set up 
at the gate to remind people not to drive if they had been 
drinking and offering them water to rehydrate them before 
leaving.

9293
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Solomon Islands 

Solomon Breweries Ltd (SBL)
 “Excise Modernisation”

 2011-ongoing · WHO Target Areas 1 and 5
Stakeholder dialogue with Customs, The Ministry of Finance 
and the External Committee chartered with development of 
the new Customs and Excise Act to be implemented in 2013, 
to review the excise schedule which currently provides a tax 
advantage for some higher strength products which leads to 
greater social risk. 
http://www.apb.com.sg/solomon-islands.html

South Africa 

Industry Association for Responsible Alcohol 
Use (ARA)

 “One More” 96

 2009-ongoing · WHO Target Area 1
A series of hard-hitting television adverts to educate parents 
on the impact of their drinking behaviour on their children. 
Using the payoff line “Who says one more drink won’t 
hurt”, the campaign stresses the need for parents to behave 
responsibly for the benefit of their children. It has won two 
Vuka awards and was nominated for Loerie awards. The three 
advertisements can be viewed on the website. The scenarios 
depicted are: Dad having had more than his fair share to 
drink and abusing the referee and coach at his young son’s 
school rugby match; Mum being arrested at a roadblock for 
being over the limit when collecting her daughter and friends 
from a party; and Father trying to give a meaningful speech 
at his daughter’s 21st birthday party but failing dismally. In 
2010, a new television advertisement showing a young boy 
making breakfast for his younger sister because his mother 
was sleeping off a hangover was added to the campaign and 
this too won awards and was very well received.
http://www.ara.co.za/projects/ad-campaigns/what-is-one-more-drink

 “I Drink Savvy”
 2009-completed 2010 · WHO Target Areas 1 and 3

A campaign to raise awareness about responsible alcohol 
consumption and promote active public participation to 
support the cause in a fun and interesting way. It tasked 
members of the public to submit a video, audio file, photo or 
illustration on how they can drink responsibly on drink-savvy.
com (APB’s website dedicated to alcohol responsibility) to win 
attractive prizes. The contest was open to 12 countries where 
APB operate in and received 43 entries. 
More than 11,000 people visited the contest page via hy-
perlinks on social media sites and Facebook ads. There were 
more than 8,000 views on the submitted entries. 

Slovakia 

HEINEKEN Slovensko 
 “Know the Signs Campaign at Festival Bazant Po-

hoda” 95

 2010-completed · WHO Target Areas 1, 3 and 8 
The Slovakian version of the HEINEKEN “Know the Signs” 
campaign included the translation of the campaign website 
into the Slovak language and a Facebook application “Tag 
of shame”. It was launched at the biggest Slovak open 
air festival Bazant Pohoda. An “IQ tent” provided festival 
visitors with a place to take “time-out”, enjoy refreshing 
water or relax on beanbags and watch funny videos from 
the campaign. The videos show how the signs of inappropri-
ate behaviour caused by excessive alcohol drinking can be 
recognised. In front of the IQ tent festival goers could pose 
for a picture as one of the key characters from the campaign. 
IQ patrols, dressed in police uniforms, measured alcohol levels 
in different parts of the festival area. Where necessary the 
patrols recommended a rest in the IQ tent or the transition 
to non-alcohol beer Zlaty Bazant Nealko. All the responsible 
consumers were awarded with a little prize. 

 The IQ tent was almost always full throughout the whole 
festival.
http://www.piterozumne.sk
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 “Teenagers and Alcohol” 97

 2008-ongoing · WHO Target Area 1
A guide, developed with the Business Support Unit at Bishops 
school in Cape Town and leading medical professionals, 
psychologists and educators, for parents and their children. 
It was launched in parallel with a pilot initiative in schools 
in the Western Cape. The guide was intended to foster open, 
honest conversations within families about alcohol use.
In 2011 a new simplified guide provides the same content as 
the original version, but is now delivered in a more straight-
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 “The Tavern Intervention Program (TIP)” 102

 2010-ongoing · WHO Target Areas 1, 2, 3 and 8
A program of training undertaken for repeat offenders in 
taverns. Its main objective is to change attitudes and inspire 
behavioural change in men towards the common social ills. 
The local police force recommended repeat offenders as a 
group likely to benefit from the six weeks of training. The key 
to the program’s success is that it goes out into taverns, a 

 “BUDDY Campaign” 101

 1982-ongoing · WHO Target Areas 1 and 4
A long running misuse of alcohol prevention program for 
university campuses across South Africa. It aims to promote 
responsible drinking among students and to discourage 
drinking and driving. Its focus is on responsible consumption 
of alcohol and the dangers of misuse. It was prepared with 
the support and endorsement of the Department of Education 
and student organisations. Posters can be downloaded from 
the website. In 2012, an extension to this campaign will 
pilot the mentoring of tertiary students on avoiding excessive 
consumption.
http://www.buddy.org.za/

SABMiller Subsidiary - SAB Ltd
 “Healthy Mother Health Baby (HMHB)”

 2011-completed 2012 · WHO Target Areas 1, 2 and 8
A community empowerment program in DE AAR and the 
surrounding towns of the PIXLEY KA SEME District in the 
Northern Cape Province to address Foetal Alcohol Syndrome 
- a set of physical and mental birth defects that result from a 
mother drinking alcohol during pregnancy. South Africa has 
one of the highest rates of FAS in the world, with a particular 
problem in the Northern Cape and Western Cape provinces. 
The program addressed the needs of pregnant women in 
lower socio-economic groups who were at risk of having a 
child with FASD. It was carried out in partnership with FARR 
(Foundation for Alcohol Related Research). The program 
trained and educated front line workers in the Departments 
of Health, Social Development in Substance Abuse and FASD 
prevention programs. It was included in the department of 
Health’s BANC (Basic Antenatal Care) Program aimed at 
midwives, nurses and Doctors. 
The prevalence rate of FAS in De Aar dropped by about 30% 
over a 3 year period, due to the FAS prevention programs.

forward manner using cartoon images. The guide has been 
designed as a way to educate both parents and teenagers 
about the consequences of alcohol use by teenagers to help 
young people to make informed decisions about their own 
use of alcohol. At the same time it is expected to empower 
parents to set appropriate limits and boundaries for their 
children in respect of alcohol as they lead their teenage 
children through the transition into responsible adult-
hood. 
http://www.ara.co.za/projects/under-18s

 “Train and Taxi Posters” 98

 2007-ongoing · WHO Target Areas 1 and 4
Posters for display in taxis and on trains designed to raise 
awareness about the dangers of excessive consumption. 
They were produced in partnership with the Department of 
Economic Development & Tourism and can be downloaded 
from the website.
http://www.ara.co.za/campaigns/ad-campaigns/taxi-train-ads

 “A Guidance Booklet for Parents” 99

 2007- completed 2008 · WHO Target Area 1 
A family guide to making responsible choices. It was develo-
ped in partnership with the Department of Social Develop-
ment (DoSD) and had a foreword by Jean Benjamin, Deputy 
Minister of the DoSD.

 “Foetal Alcohol Syndrome (FAS) Poster Campaign” 100

 2004-ongoing · WHO Target Area 2
A campaign warning about the dangers of drinking while 
pregnant. It is undertaken in partnership with the Foundation 
for Alcohol Related Research (FARR) and with the support 
and endorsement of the Department of Health/Provincial 
Departments of Health. The posters which can be downloa-
ded from the website, are aimed, in particular, at communities 
which are at risk. 
http://www.ara.co.za/ad-campaigns/alcohol-intake-during-pregnancy
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Forum by adding: An upgraded, more interactive website used 
to encouraging campaign participation and communicate 
the campaign message; Interlinking the website with further 
digital communication platforms e.g. social networking sites 
(such as Facebook and Myspace), YouTube, online advertising, 
segmented mail, blogging, banners, SMS, WAP, etc., thereby 
also helping to increase knowledge of the website; and 

Spain 

Cerveceros de España
 “Leaflet for Pregnant Women” 105

 2007-ongoing · WHO Target Areas 1 and 2
A campaign aimed at pregnant and breast feeding women 
to tell them not to consume alcohol while pregnant or 
breast-feeding. The leaflet has been written by the Spanish 
Society of Gynaecology and Obstetrics (Sociedad Española 
de Ginecología y Obstetricia- SEGO) and was launched in a 
presentation at a National SEGO Congress in Barcelona with 
an audience of 700 doctors. Posters depicting the message 
“Porque el bebe lo que tú bebes” (“Because they drink what 
you drink”) and leaflets were provided for hospitals and 
clincs. 500,000 leaflets have been distributed to women in 
clinics and hospitals via 8,000 gynecologists.
http://www.cerveceros.org/s_responsable.asp

 “Un Dedo De Espuma, Dos Dedos De Frente” 
 (“A Thick Head On Your Beer But Not On Your 
 Shoulders”) 106

 2000-ongoing · WHO Target Areas 1 and 3
An annual social awareness campaign which aims to 
persuade young adults (18-30 years) to drink beer only in 
moderate quantities and enjoy the social occasion involved. 
The campaign is run in co-operation with the Ministry of 
Agriculture, Spanish Consumers and Users Confederation 
(CECU), the Union of Consumer (UCE), Regional Governments 
(Extremadura), European Institute of Design (IED), Club of 
Creative (C de C). Initially established designers produced the 
materials but, since 2003, a competition for young students 
has provided the creativity for the campaign. There are three 
categories, graphic (a postcard) and audiovisual (a cinema 
spot). In 2006, more than 462,500 copies of the winning 
postcard were distributed to bars, clubs and universities. The 
winning cinema spot was shown in 2,870 cinemas. In 2008, 
the effectiveness of the campaign’s message was further en-
hanced as a commitment to the European Alcohol and Health 

setting where people are comfortable, so it stands a better 
chance of engaging people’s interest. It covers four modules 
over 6 weeks: Gender based violence; Children & women’s 
rights; Responsible consumption of alcohol; and HIV / AIDs. 
It has been developed in association with the Global Fund, 
SABCOHA, MEDSA, SAPS, Ward councillors, Religious groups, 
various NGO’s and Governmental organizations and influen-
tial community leaders. 
In the first year of the program, 1,142 men have participa-
ted and the Police have indicated that because of the TIP 
programs the levels of crime have gone down.

 “Reality Check Campaign” 103

 2009-ongoing · WHO Target Areas 4 and 8
The campaign aims to increase awareness of responsible 
drinking, but more importantly to ultimately change people’s 
behaviour with regards to drinking and driving, Foetal 
Alcohol Syndrome and binge drinking. It uses above the line 
media and has, so far, included: radio; TV; billboards; print; 
washrooms; mobile trailers; and other innovative out-of-home 
executions. 
Awareness of the campaign has grown over the past 3 years. 
Positive stakeholder feedback has also been received. The 
digital elements of the campaign were particularly succes-
sful with over 4 million people touched through a twitter 
campaign “No Regret Friday”.
http://www.sabrealitycheck.co.za

South Korea 

HiteJinro
 “Good Finish Campaign” 104

 2010-ongoing · WHO Target Area 1
An annual campaign to encourage responsible drinking, 
especially at the end of year when people drink more than 
usual. Staff of HiteJinro visit retail shops and restaurants in 
the entertainment district to publicise the need for responsi-
ble consumption. 
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 “Pro Supporter” 110

 2011-ongoing · WHO Target Areas 1 and 8
A program aimed at bringing responsible alcohol consumpti-
on to the attention of soccer supporters in the Jupiler League. 
As well as responsible alcohol consumption, it also warns 
against drinking and driving and aims to promote respect for 
each other and inspire people to act like real supporters. It 
includes 11 tips to be observed before, during, and after the 
soccer games. A promotion team visits every soccer club of 

and Addiction Help” department. 270 people attended the 
concert during which the artist served as an ambassador 
for responsible and pleasurable consumption. The concert 
hall was decorated with “enjoy responsibly” posters and 
helpers wore “enjoy responsibly” T-shirts. In the run-up to the 
action week, Winterthur’s “Prevention and Addiction Help” 
department, the International Blue Cross and HEINEKEN 
Switzerland organised round table discussions in the presence 
of journalists. 
The activity was part of the Federal Office of Public Health 
(FOPH) Swiss alcohol dialogue week (21st to 29th May 
2011). 230 partners across Switzerland took part in the 
week, with more than 260 activities (a total of more than 
600 events).
http://www.ich-spreche-ueber-alkohol.ch

Tanzania 

Serengeti Breweries Limited (EABL)
 “Responsibility Messages on Packaging” 

 2009-ongoing · WHO Target Areas 1 and 5
The messages “Not For Sale to Under 18’s” and a “Drink 
Responsibly” are placed on all brands to raise awareness 
amongst consumers. 

The Netherlands 

AB INBEV - AB InBev Nederland
 Support for “LKvV”

 2011-completed · WHO Target Areas 1 and 8
Support for the LKvV (Dutch Chamber of Societies) annual 
seminar, “Society policy”, provided by the company, STIVA 
(foundation of responsible alcohol consumption) and Unity 
drugs education. Drinking alcohol is part of the drinking 
culture of students and it is important that they do this in a 
responsible way. The sororities of the LKvV participated in 
a couple of interactive workshops, which made them think 
about drinking alcohol in a different, more responsible, way.
http://www.ab-inbev.nl

Developing additional partnerships and support, particularly 
with further Regional Governments in Spain.
The upgraded and more interactive website helped obtain 
a 20% increase in Campaign participation. Between June 
and November 2008 there were 5,230 individuals registered 
on the campaign website, while 31,060 individual visitors 
accessed the site and 6,200 people used mobile phones to 
interact with the campaign.
http://www.cerveceros.org/ingles/undedoespuma.asp

Sweden 

Sveriges Bryggerier (Brewers of Sweden)
 “Arton.nu” (“Eighteen Now”) 107

 2000-completed 2008 · WHO Target Area 1
A project dealing with the life-style and general well being 
of 18 year-olds in Sweden. It was designed to contribute to-
wards the reduction of excessive consumption among young 
people, and it replaced an earlier campaign “alkohål I huvet” 
which had been running since 1998. It was publicised via a 
website (www.arton.nu).
http://sverigesbryggerier.se/

Switzerland 

Carlsberg - Feldschlösschen Brewery
 “Ski With Passion; After-Ski With Care” 108

 2012-completed 2012 · WHO Target Area 1
Carlsberg used its sponsorship of the Verbier High Five event 
to display permanent reminders on tables in outlets (e.g. 
Chalet Carlsberg) around the event encouraging consumers 
to take a responsible attitude to “après-ski”.

HEINEKEN Switzerland 
 “Partner in the Swiss Alcohol Dialogue Week” 109

 2011-completed 2011 · WHO Target Area 3
A free concert with popular Swiss musician Marc Sway 
was organised as Heineken Switzerland’s contribution to 
Winterthur’s action week at the request of the “Prevention 
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campaign, (first launched in 2008) to alert young adults 
to the signs people start to show when they have had one 
drink too many. They spoke to the campers about responsible 
consumption. In the Netherlands where the legal drinking 
age for beer is 16, the main message is about having fun but 
being aware of the potential health consequences of exces-
sive consumption. Participating campsites received a “quality 
mark” accreditation that indicates that they encourage 
alcohol awareness.

 “Vrienden van Amstel Live” 
(“Friends of Amstel Live”) 113

 2011-completed · WHO Target Areas 1, 4 and 5
An “Enjoy Responsibly” message communicated during the 
Amstel event “Vrienden van (Friends of) Amstel Live”. Ways 
of communicating the message included: a special Amstel 
“Geniet verantwoord” (Enjoy responsibly) logo shown on 
tickets, LED-screens inside and outside the event hall and 
frequently on the big show-screen; bus arrangements to 
discourage drink-driving; wristbands provided on entry: one 
for visitors under the age of 16 (legal age of drinking) and 
one for visitors above 16 years old; training for all barmen/
women including a brochure setting out the HEINEKEN alco-
hol policy and the legal rules on pouring in the Netherlands 
and “Vrienden van Amstel Live” papers with a whole page 
reserved for a special message (in rhyme) about responsible 
drinking. 100,000 were placed on the chairs in the event hall. 
The event was visited by 90,000 people. It was broadcast on 
television and watched by another million people.

 “Know The Signs Campaign” 114

 2010-ongoing · WHO Target Area 1
An interactive extension to the online responsible drinking 
campaign “Know The Signs” aimed at people between the 
age of 18 and 28 years old. This campaign was organised in 
partnership with several local authorities to make on-trade 
visitors aware of their alcohol consumption and the conse-
quences of alcohol abuse. Teams approach on-trade visitors 

the Jupiler League. Tap training is provided to the staff of the 
clubs, and there are signs in the sports-ground showing the 
11 tips. At all clubs, there are LED bordings which draw atten-
tion to the program, and social media also plays a big part. 
At Facebook, the supporters can stay up-to-date with the 
program, react and ask questions about responsible drinking 
and program activity. Supporters are encouraged to put their 
sign at the Pro Supporter Wall to show their support. Bert van 
Marwijk, the coach of the Dutch soccer team, put the first 
sign on the wall. 
http://www.ab-inbev.nl

HEINEKEN Nederland
 “Magazine Leef & Geniet” (“Live & Enjoy”) 111

 2011-ongoing · WHO Target Area 1
A magazine developed in partnership with Bouman GGZ on 
living and enjoying in a responsible way. Examples of topics 
in the magazine are: adolescents and alcohol (and how to 
handle this issue as a parent); and pregnancy and food. The 
magazine was distributed in waiting rooms of GP’s and a 
hospital. 
In the first six months 15,000 magazines were distributed 
to waiting rooms of GP’s and a hospital in the area of Rot-
terdam, where Bouman GGZ is active.

 “Information for Young Campers” 112

 2011-completed 2011 · WHO Target Area 1 
A campaign to promote alcohol awareness among young 
Dutch campers who pitch their tents each summer. It was 
undertaken with Dutch health association GGZ Friesland. It 
provided an opportunity to reach out to many thousands of 
young people with the responsible consumption message. The 
campaign was piloted at two youth campsites on Terschelling, 
an island in the north of the country. A colourful brochure 
with practical information about alcohol was developed and 
was given to all campers as they check in to their campsite. 
This practical information was supported by campsite teams 
of young people activating HEINEKEN’s “Know the Signs” 
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alcohol. In 2011, the website had 23,450 unique visits. From 
May 2006, the slogan is only used for drinks over 14.9% abv. 
A new slogan has been introduced for beer and wine. For 
Beer the slogan is “Geen 16? Geen druppel” (“Not yet 16? 
Not a drop”). 
An evaluation in 2008, showed that 99% of the Dutch popu-
lation knows the “Geniet, maar drink met mate” (“Enjoy your 
drink, but be moderate”) slogan. 
http://genietmaardrinkmetmate.nl

 “www.stiva.nl”
 2001-ongoing · WHO Target Areas 1 and 8 

A website which includes information on the self-regulatory 
Advertising Code (also in English) and on sensible drinking, 
activities, projects, fact sheets and rules for promotions in the 
on-trade (HORECA outlets).
http://stiva.nl/

Uganda 

SABMiller Subsidiary - Nile Breweries 
 “Alcohol Responsibility Training for Sorghum and 

Barley Farmers” 117

 2012-ongoing · WHO Target Area 1
An innovative program to communicate messages of alcohol 
responsibility in an easy to understand and engaging way 
to a largely illiterate group of rural farmers. Alcohol abuse 
among rural farmers is at epidemic levels in Uganda. They 
consume mostly illicit alcohol which is extremely dangerous 
and can have a grave impact on the user’s health. The aim of 
the program was to reach out to this group and educate them 
on the dangers of irresponsible alcohol consumption and 
the use of illicit alcohol. The message, which was delivered 
through drama, was entertaining, engaging, participatory, 
direct and reached a large audience. The program was 
developed in partnership with Health Initiatives in the Private 
Sector (HIPS), a USAID funded NGO that the company also 
works with in delivering HIV/AIDS programs amongst farmers. 
In the first year the program registered 1,300 people.

and ask them to draw a card out of the pile of demonstration 
cards (displaying the characters) in order to start a conver-
sation about responsible drinking. The first question asked 
is whether or not they recognise themselves in the character 
on the card when they are drunk. On the back of the playing 
cards (which are handed over) the visitors find the link of the 
‘Know the Signs’ website, a warning not to drink under the 
age of 16 and to drink water or soft drinks too while going 
out. Thousands of playing cards were handed over to visitors.

SABMiller Subsidiary - Grolsch
 “Talking Alcohol Radio Program” 115

 2012-completed 2011 · WHO Target Areas 1, 3 and 8
A regional multi stakeholder radio program for the 14 mu-
nicipalities of Twente aimed at reducing underage drinking. 
The program was supported by the individual municipalities, 
Ministries of Health and Justice, the police and the On- Off- 
Trade associations. 
EMOVO monitoring during the campaign showed a reduction 
in the numbers of underage drinking and a reduction in binge 
drinking by youth from Twente. 

STIVA - Dutch Foundation for the Responsi-
ble Use of Alcohol 

 “Geniet Maar Drink met Mate” (“Enjoy Your Drink, 
but be Moderate”) 116

 2001-ongoing · WHO Target Area 1
A campaign about both the misuse and responsible con-
sumption of alcohol beverages. Since May 2005, the slogan 
”Geniet maar drink met mate” (“Enjoy Your Drink, but be 
Moderate“) must appear on TV, in cinemas, theatres, and 
closed circuit television. It is the most frequently broadcasted 
slogan in The Netherlands. In 2001, a website with informa-
tion about moderate drinking was launched with the same 
slogan. It provides information on responsible drinking such 
as: what moderate drinking is; when not to drink at all; what 
to pay attention to when going out; and introduces alcohol 
units to help people to calculate their consumption using 
a unit calculator. In the Netherlands, one unit contains 10g 
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Ukraine 

AB INBEV - SUN InBev Ukraine 
 “Global Be(er) Responsible Day (GBRD)” 118

 2010-ongoing · WHO Target Areas 5 and 8
Annual local activity related to the company-wide initiative 
which celebrates alcohol responsibility initiatives. During the 
2011 GBRD, more than 1,800 participants visited 50,000 
retailers in cities across Ukraine distributing point of sale 
material. There were more than 50 media appearances in 
traditional media (Print, TV) and 12.7 million unique users 
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An archive of previous reports on scientific research related 
to alcohol and health; An opportunity for all to seek expert 
opinion on topics related to alcohol and health. 
Since its foundation the forum has released over 80 critiques 
on research papers including alcohol and breast cancer, 
alzheimers and cognitive function, overall mortality, late onset 
diabetes and liver cirrhosis. 
http://www.bu.edu/alcohol-forum/

 “Alcohol and You” 
 2005-ongoing · WHO Target Area 1 

An eight page booklet for Waitrose’s (a supermarket) consu-
mers which answers the most frequent questions asked about 
alcohol. Available in-store in all its wine and spirit depart-
ments together with shelf-talkers and web-links.
http://www.aim-digest.com/ 

United Kingdom 

Adnams Brewery 
 “Too Much of a Good Thing” 

 2005-ongoing · WHO Target Areas 1 and 3 
An information campaign warning people to remember that 
you can have too much of a good thing. Working closely with 
local organisations and young people, leaflets, “Alco-cards” 
and an educational video (partly financed by a grant from 
Arts and Business, a government funded agency), have been 
produced for use in widespread staff-training and discussions 
with pub tenants. 
http://adnams.co.uk/news/doing-the-right-thing/

AIM-Alcohol in Moderation 
 “International Scientific Forum on Alcohol Research”

 2010-ongoing · WHO Target Areas 1 and 2
A joint undertaking with the Institute on Lifestyle & Health of 
Boston University School of Medicine in the United States Its 
Co-Directors are R. Curtis Ellison, MD, Professor of Medicine 
& Public Health, Boston University School of Medicine, and 
Helena Conibear, Executive Director, Alcohol-in-Moderation 
(AIM), UK. It consists of an international group of invited 
physicians and scientists who are specialists in their fields 
and committed to balanced and well researched analysis 
regarding alcohol and health. 
The Forum includes epidemiologists, statisticians, and basic 
scientists; cardiologists, hepatologists, neurologists, oncolo-
gists, and other medical practitioners; psychologists and social 
scientists; and specialists in social matters, psychology, and 
public health. It does not receive any funds for its operations, 
as all members volunteer their services. Functions of the 
Forum are to provide: Periodic critiques and comments by Fo-
rum members on emerging scientific publications and policy 
statements related to alcohol and health; Periodic summary 
statements on selected topics related to alcohol and health; 

read news through traditional and new media. The company 
used the day to launch a Facebook page with responsible 
messages.
http://www.ab-inbev.com

 

Ukraine Association of beer producers 
 “TV Advertising with Responsible Drinking Messa-

ges” 119

 2010-completed 2010 · WHO Target Area 1
TV-commercials with a responsible drinking message created 
by the Association in partnership with SUN InBev Ukraine, 
Carlsberg Ukraine and SAB Miller Ukraine. As well as having 
the sanction of the CEO and marketing directors, the com-
mercials were approved by experts in drug and alcohol abuse 
and psychology. There were three scenarios. One targeted 
parents and adults above the legal drinking age with the key 
message “Keep teens from consuming alcohol”. Another was 
developed to target retailers of alcohol with the key message 
“Sell responsibly”. The final one was produced to catch the 
attention of consumers above the legal drinking age with the 
message “Consume responsibly”. They were run for a two 
month period in the spring and fall of 2010. The first wave 
generated 1,150 GRP (gross rating points) and the second 
1,000 GRP’s.

 “Responsibility Starts From Me” 120

 2011-ongoing · WHO Target Areas 1 and 3
A joint project of the Association in partnership with SUN 
InBev Ukraine, Carlsberg Ukraine and SAB Miller Ukraine with 
the Ministry of education and science, youth and sports. It 
will be included into a national program “Let’s do together” 
the 4th stage of which is to promote a healthy lifestyle. The 
project looks for collaboration with leaders of youth organiza-
tions and local authorities to manage local outdoor initiatives 
to promote a healthy lifestyle as well as responsible alcohol 
consumption. 
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key messages are: The enjoyment of beer, not its abuse and 
the pub as the home of responsible social drinking; The 
responsible marketing and retailing of alcohol products as 
a key way to reducing harm; The provision of balanced and 
accurate information to consumers to empower informed 
choices; and A commitment to work with all stakeholders 
to address irresponsible drinking. (c) A fair and supportive 
policy regime is defined as one in which: Enjoying a beer with 
friends, one of life’s simple pleasures, is not overtaxed; The UK 
duty regime is fair; Government’s economic and social policy 
encourages consumers towards lower strength drinks such 
as beer and promotes pubs as the heart of communities and 
the home of responsible social drinking; and The sector, which 
brings significant benefit to the UK rural and manufacturing 
economies and local, pub-based communities is treated fairly 
to ensure a sustainable future.

responsible marketing and retailing by: Agreeing retailing 
principles for alcohol as being proposed as part of the PHRD; 
Further publicising unit information in pubs and clubs via 
attractive posters, beer mats and glassware and promote the 
use of 2/3 pint glasses where appropriate; Expanding consu-
mer information and responsibility messaging through social 
media and other online activity; and Allowing producers to 
promote the merits of lower strength alternatives (e.g. beer. 
below 2.8% ABV). Further commitment to targeted local 
enforcement against anti-social behaviour through proven 
initiatives such as Pubwatch, Community Alcohol Partner-
ships, Best Bar None, Purple Flag and Business Improvement 
Districts; Further commitment to fostering a culture of respect 
for alcohol amongst youth through continued funding of 
the charity Drinkaware and the “Why let good times go 
bad?” social marketing campaign; and Additional funding 
for targeted support and interventions in relation to those 
drinking at harmful levels[2]. [1] This incorporates a number 
of pledges and commitments including, for example, that 
over 90% of beer bottles and cans will display alcohol unit 
labelling, government lower-risk drinking guidelines and a 
pregnancy warning by 2013 and over 5,000 pubs will display 
unit awareness information by the end of 2012 [2] Harmful 
is defined as the estimated 6% of adults who currently drink 
more than double the Government lower-risk drinking guide-
lines. 

 “British Beer & Pub Association Core Alcohol Princi-
ples”

 2010-ongoing · WHO Target Area 1
The BBPA champions beer and pubs, promotes alcohol res-
ponsibility and seeks a fair and supportive policy regime. 
(a) In championing beer and pubs the focus is on: Beer’s 
sociability, refreshing taste, diversity and low strength versus 
other products; The beer and pub sectors’ contribution to 
the UK economy and social life; and Pubs as the centre of 
hospitality and tourism, and at the heart of communities 
and UK culture. (b) In promoting alcohol responsibility the 

 “www.drinkingandyou.com” 
 2000-ongoing · WHO Target Areas 1 and 9

Consumer websites built around each country’s sensible drin-
king guidelines. Sites exist for the UK, France, Spain, Germany, 
Sweden, US and Canada. Each site has a local partner and 
has an average of 60,000 visitors a month.
http://www.drinkingandyou.com

 “Gateway to Sensible Drinking and Health” 121

 1992-ongoing · WHO Target Areas 1 and 2
This website replaced printed editions of the AIM Digest. It 
provides a comprehensive free database of summaries and 
peer-reviewed papers, forum reports, book reviews and analy-
sis of activities relevant to responsible and sensible drinking.
http://www.aim-digest.com/gateway

British Beer & Pub Association (BBPA)
 “BBPA Responsibility Statement: A Targeted Solution 

to Alcohol Related Harm”
 2011-ongoing · WHO Target Areas 1 and 8

The BBPA is fully committed to a responsible drinking culture 
in the UK and proactively working with all parties to help 
achieve this. They believe that a targeted and consistent UK-
wide approach is required to build on the strong foundati-
ons now in place such as the proposed ban on below-cost 
selling and the Public Health Responsibility Deal (PHRD)[1]. 
They urge legislators and all stakeholders to consider the 
following targeted policy measures and voluntary initiatives 
as the next steps towards tackling alcohol-related harm 
and continuing to develop a culture of respect for alcohol in 
the UK, especially among young people. They believe these 
measures will create behaviour change, help foster a culture 
of responsible drinking and make Britain a healthier and 
safer place for all. Re-structure the duty regime to encourage 
consumers towards low alcohol drinks such as beer; Proactive 
support for pubs, where alcohol is consumed in a managed 
and safe environment and which are the heart of communi-
ties, by reducing the regulatory and taxation burden; Enhance 121
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Diageo 
 “Promoting Responsibility Activity”

 2009-completed 2009 · WHO Target Areas 1 and 8
A strategy to encourage a societal shift so that it becomes to-
tally un-cool to get drunk. To deliver the strategy the company 
focused on alcohol-related crime in the community, alcohol 
awareness programs in schools and with young adults, social 
responsibility partnerships with customers and risk reduction 
programs with NGOs. Examples of specific initiatives with the 
Guinness brand in the UK in 2009 included: In February, unit 
information was placed on the side of Guinness pint glasses. 
The glasses, the first to carry this information, were designed 
to make it easy for drinkers to keep track and stay within 
sensible drinking guidelines and were distributed to pubs 
and bars around the country; In September, Guinness Mid-
Strength was launched in pubs, bars and hotels across Fife 
and Edinburgh. It has the same distinctive taste, texture and 
look as regular Guinness but has a lower strength (2.8%). It 
was trialled as part of Diageo’s commitment to the Scottish 
Government and Alcohol Industry Partnership and Fife Alcohol 
Partnership projects. Over 70% of consumers surveyed during 
the trial thought it was a good idea to have mid-strength 
beers available in bars with almost 60% saying that it is a 
great tasting alternative to full strength beer. In December, 
all 12 Guinness Premiership rugby clubs took part in the first 

 “Public Health Responsibility Deal - Alcohol Label-
ling“

 2011-ongoing · WHO Target Area 1
As part of the Government’s “Responsibility Deal” the BBPA 
and other industry members, have pledged to ensure that 
by December 2013 over 80% of products on shelf will have 
labels with clear unit content, NHS guidelines and a warning 
about drinking when pregnant. This pledge will help to 
increase public understanding of units and NHS guidelines, 
enabling people to better understand and manage their con-
sumption. There were 68 initial signatories including brewers 
accounting for over 90% of the UK beer market.
Initial evaluation to be undertaken by April 2012. The final 
assessment will be taken in early 2014.

Carlsberg UK
 Sponsorship of “Best Bar None” 123

 2009-ongoing · WHO Target Area 3
Sponsorship of “Best Bar None”, a national benchmark to 
demonstrate good practice in the licensed trade, in Nort-
hampton. The campaign is recognized by the BII (British 
Institute of Innkeeping). It is executed by other stakeholders 
including; the Northampton Pubwatch; the Northampton 
Community Safety Partnership; and Northamptonshire Police. 
On-trade facilities sign up for “Best Bar None” and are visited 
by a team of various experts who evaluate the facility based 
on 31 elements which include: crime and disorder; alcohol 
promotion policy; and community engagement; etc.. The pro-
ject culminates with a high profile award night with category 
winners. Category winners are encouraged to share good 
practice with others. The “Best Bar None” signage indicates 
to consumers that the bars are operating to best practice 
and provide a safer environment. Best Bar None is reducing 
the harmful effects of binge drinking as well as improving 
the knowledge and skills of licensees and bar staff and en-
forcement and regulation agencies, to help them responsibly 
manage licensed premises.
http://www.bbnuk.com/

 “Crime and Disorder Partnerships Initiative” 122

 2000-ongoing · WHO Target Areas 1, 3 and 8
This voluntary initiative was developed to respond positively 
and effectively to local authorities seeking representation 
from trade association member companies, and formalise the 
BBPA’s approach to working in partnership at local level. It 
provides a mechanism to find local industry representatives 
for local Crime Reduction Partnerships that have requested 
industry input, so that they can help find local solutions to 
local issues. A leaflet explaining how the initiative can make 
a difference and where guidance material can be obtained is 
available from the BBPA. The Initiative was formally launched 
on 29th March 2000 by the Home Office Minister of State, 
Charles Clarke. Since then, BBPA member companies have 
supported the initiative by nominating key individuals from 
their organisations to become involved in dialogue on crime 
and disorder with partners at local level. 

British Beer & Pub Association (BBPA) and 
other signatories

 “Public Health Responsibility Deal - Awareness of 
Alcohol Units, Calories & Other Information in the 
Off-trade”

 2011-ongoing · WHO Target Area 1
As part of the Government’s “Responsibility Deal” the BBPA 
and other industry members, have pledged to provide simple 
and consistent information as appropriate in the off-trade 
(supermarkets and off-licences) as well as other marketing 
channels (e.g. in-store magazines), to raise awareness of 
the units, calorie content of alcohol drinks, NHS drinking 
guidelines, and the health harms associated with exceeding 
guidelines. Retailers will draw on material produced for use in 
pubs and clubs to provide consistent messaging in an easy to 
use format in their stores and through other communication 
channels. There were 40 initial signatories including brewers 
accounting for over 90% of the UK beer market.
Ongoing evaluation will be done by the Public Health Res-
ponsibility Deal monitoring and evaluation group.
http://responsibilitydeal.dh.gov.uk/
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alcohol-free café was launched as part of the summer youth 
campaign in Newquay, in partnership with the local council. 
It provided advice and support for 16 and 17 year olds on 
holiday. “The Got Your Back Café” ran for six days in July and 
acted as a fun and informal environment where young people 
could meet friends, hang-out and order discounted food and 
soft drinks while having access to alcohol facts and informa-
tion. The Café also boasted a photo booth, table football, DJ 
decks and Wii games, as well as facilities that encouraged 
young people to keep in touch with their friends and stay 
safe, such as free internet access and phone charging. Results 
of research released to coincide with the opening of the Café 
showed that 39% of parents with 16 or 17 year old children 
had previously provided alcohol for their children’s holiday. 
More than half (53%) of those parents admitted to giving five 
or more bottles of spirits or wine. One in five (22%) parents 
said they bought their teenager alcohol to keep track of their 
drinking. The results were published.
Newquay recorded a reduction of crime and anti-social 
behaviour (down 19%), as well as cost savings which were 
attributed to the initiative.
http://www.drinkaware.co.uk/campaigns/2010/newquay-safe-

partnership

 “Why spend Your Week Being Wasted”
 2010-completed 2010 · WHO Target Areas 1 and 3

A campaign giving useful advice and tips for a safe and res-
ponsible holiday. It included sections on: “What goes on tour 
does’t always stay on tour”; “Why water works on holiday”; 
“Get your holiday essentials”; “How are you going to do your 
holiday” and “ A holiday survival guide”. 
http://www.drinkaware.co.uk/campaigns/why-waste-your-week-

being-wasted

 “Drink Less, Be More” 126

 2009-completed 2010 · WHO Target Areas 1 and 8
A campaign aimed at the “In control” audiences in both the 
18-24 and 25-44 age groups, which mostly enjoy drinking 

ever league-wide program to tackle alcohol misuse. The pro-
gram, called DrinkiQ, is designed to inform participants about 
alcohol and its effects on the body and behaviour, making 
them more aware of the choices they make when drinking; 
and Also in December, fans at Guinness Premiership matches 
were given a free pie during the Guinness Premiership RD 
Weekend to promote drinking responsibly and promote the 
“bite to eat” program. Before kick-off supporters were able 
to take part in a co-ordination challenge to bring the impact 
of excessive drinking to life and fans were also offered a free 
bottle of water after the game.
 http://www.drinkiq.com/

 Funding for “Alcohol And Liver Disease Leaflet” 124

 2008-completed 2008 · WHO Target Areas 1 and 2
Funding for a 10,000 print run of the British Liver Trust’s in-
formation leaflet, “Alcohol and Liver Disease” which provides 
information on sensible drinking guidelines, explains how to 
calculate units and describes the effects of binge drinking. It 
also gives information on alcoholic liver disease, tests and tre-
atment along with useful contacts. The leaflets are distributed 
proactively at awareness events and also to people who call 
the helpline asking for advice about alcohol and their liver. 

Drinkaware
 “Newquay Safe Partnership and the Got Your Back 

Café” 125

 2010-completed 2010 · WHO Target Areas 1, 3, 8 and 
10
Planning and implementation support, in partnership with the 
Home Office, to help the Newquay Safe Partnership reduce 
alcohol-related crime and anti-social behaviour. The initiative 
brought together police, council, residents, local businesses 
and organisations, including pubs, clubs and off-licenses, 
to tackle alcohol misuse and irresponsible behaviour in 
Newquay. A report on the Partnership - Local responses to 
national alcohol issues, identifies key guiding principles to 
setting up similar initiatives in other towns and cities. An 

124125
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at home and don’t feel they have a problem. It aimed to 
encourage people to drink within the daily guidelines as 
part of their New Year’s resolution and continue to stick to it 
throughout the year. An interactive online tool was created 
and displayed on the homepage. It enabled visitors to the 
site to enter the different drinks they had consumed and then 
see how this converts into calories, food equivalents and 
time taken to burn the calories off with exercise. The tool also 
encouraged visitors to sign up to the drinks diary to receive 
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launched following research carried out on behalf of Drinka-
ware by YouGov Plc. between 17 and 19 March 2009 which 
highlighted concerns about increased drinking due to redun-
dancy. A leaflet, which focussed on overcoming redundancy, 
finding a job and to staying healthy through a stressful time, 
was sent to GP surgeries and job centres along with a poster. 
An electronic version was also hosted on the Drinkaware 
website, which was promoted from a number of recruitment 
agency websites and recruitment agency newsletters. 
http://www.drinkaware.co.uk/campaigns/alcohol-and-redundancy/

coping-with-redundancy

adverts, of which 67% had found them interesting; 70% 
claimed to have already adopted a tip; and 62% said that 
they were very/quite likely to follow a tip in the future. An 
independent evaluation of the 2010 activity showed that: 
70% of the target audience said that they were more likely to 
change their drinking habits as a result of the campaign; and 
77% of young adults claimed to have adopted at least one of 
the tips recommended by the campaign.
http://www.drinkaware.co.uk/campaigns/2011/why-let-good-times-

go-bad-2011

 “Drink Less Miss Less” 128

 2009-completed 2010 · WHO Target Areas 1, 3 and 8
A viral campaign to encourage adults to keep track of their 
drinking and to think about its effects on their health and 
wellbeing. The message was “When it comes to booze this 
summer - keep it simple. Drink Less, Miss Less”. 2 videos sho-
wed how some of the best summer moments can be missed 
because of excessive drinking, in particular when a trip to the 
toilet can come at the most crucial of times. The final credit of 
both read: “Alcohol makes you pee more than water or soft 
drinks – pace yourself and miss less”. One targeted sport and 
the other festival going. Both videos could be viewed on the 
Drinkaware website, which also provided more details on the 
campaign, the effect of alcohol on the body, summer drinking 
tips and a guide to the Ashes and festival survival guide. They 
were also widely viewed on YouTube and other sites. Posters 
were also made available at key festivals. 
83% respondents remembered the video and 100% liked 
it. In addition 67% remembered that the advert was from 
Drinkaware, 17% thought it was from the Government and 
17% didn’t know. 
http://www.drinkaware.co.uk/campaigns/missless

 “Alcohol and Redundancy” 129

 2009-completed 2009 · WHO Target Areas 1 and 2
A campaign to help those who had been made redundant 
avoid turning to alcohol, and get back on their feet. It was 

motivational emails that include healthy recipes from celebrity 
chef Theo Randall and celebrity fitness and personal trainer 
Lucy Wyndham-Read. The tool was also available as an MPU 
(web banner), which was placed on targeted sites such as 
Weight Watchers, Heat and NUS.org.uk to further engage the 
target audience and drive traffic to the Drinkaware site. The 
campaign was featured in Heat magazine, a key publication 
for the target audience, as well as on Heart fm as a radio 
advertorial. The campaign recorded 2,139 sign ups to the 
drink diary.
http://www.drinkaware.co.uk/campaigns/drink-less,-be-more

 “Why Let the Good Times go Bad” 127

 2009-ongoing · WHO Target Areas 1, 3 and 8
A five year campaign designed to encourage 18-24 year 
olds to evaluate their drinking habits and in the long term, 
change the social acceptability of drunkenness. Undertaken 
with the support of The Department of Health, UK National 
Union of Students (NUS) (from 2010) and Drinks Industry 
partners including major producers, retailers supermarkets 
and trade associations. It offers practical advice for a night 
out and targets misuse in a way which is likely to resonate 
with consumers by emphasising the benefits of responsible 
enjoyment and offering practical hints and tips to help them 
curb the ill effects of their drinking. It is promoted in-stores, 
bars and pubs, phone boxes, at point of sale, online and 
other locations. Promotional materials include posters, drink 
mats, stickers and shelf strips with tips for smarter drinking as 
well as video clips. A “Good Times, Great Mates” Facebook 
application can be used to say what they think of someone’s 
behaviour on a night out. In 2010, universities were supplied 
with campaign materials and animated visuals for their digital 
and online channels to draw attention to the campaign. A se-
ries of themed nights also took place at selected universities, 
involving bar staff and soft drinks promotions to establish 
healthy behaviours as part of their good times. 
Research carried out by Millward Brown (600 participants) 
after the 2009 activity showed: 30% had seen the campaign 
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drinking information such as: the effects of alcohol on the 
body; a unit calculator and drink diary; tips on how to drink 
less; alcohol and the law (BAC limits and penalties for drink-
driving); and information on campaigns, the grants scheme, 
downloadable factsheets, and videos. In 2009, a professional 
microsite was developed and launched. It provides useful, 
medically approved worksheets and workshop plans covering 
four key areas: alcohol and you; alcohol and emotional 

75% of hazardous drinkers said the campaign made them 
think about the amount of alcohol they consumed; and 57% 
of hazardous drinkers said the campaign made them think 
about reducing alcohol consumption.
http://www.drinkaware.co.uk/

 “Know Your Drinks”
 2008-completed 2008 · WHO Target Area 1

A campaign with retailers to inform customers about their al-
cohol purchasing and consumption. Developed in partnership 
with The Wine and Sprit Trade Association, it was promoted 
in more than 12,000 outlets (branches of Tesco, Co-op, 
Waitrose, Morrisons and Majestic Wine). It was designed to 
complement the Government’s ongoing “Know Your Limits” 
campaign on unit awareness. The messages displayed at 
point of sale included “Know your drinks: 125ml glass of 
12% ABV wine is 1.5 units” and “Enjoy alcohol responsibly: 
when you drink, have a bite to eat”. The stickers and posters 
also encouraged consumers to visit drinkaware.co.uk for more 
information about units and how to enjoy alcohol responsi-
bly.  
http://www.drinkaware.co.uk/campaigns/point-of-sale-campaign/

Drinkaware and The Portman Group (TPG)
 “Drinkaware” 132

 2002-ongoing · WHO Target Areas 1, 4 and 8
Drinkaware is an umbrella slogan now used in many parts 
of the world to promote responsible drinking. It was first 
used by The Portman Group in their campaign to promote 
information about UK units of alcohol and raise awareness of 
the Government’s sensible drinking guidelines (no more than 
2-3 units a day for females and 3-4 for males - in the UK, one 
unit contains 8g alcohol). In 2007, the current campaign in 
the UK was launched by Drinkaware which took over educati-
onal aspects of the work of The Portman Groups. 
Central to the campaign is the website www.drinkaware.
uk which is promoted by the drinks industry on packs and 
in their advertising. This offers comprehensive responsible 

 “Christmas Survival Guide” 130

 2008-completed 2008 · WHO Target Areas 1 and 8
Some top tips for partygoers to help them have a merry – and 
memorable – Christmas. The campaign was promoted by top 
rugby union team, London Irish, and was featured as part of 
the Guinness Premiership Rugby (GPR) responsible drinking 
weekend. Up to a million business-card size Christmas 
“tip cards” were distributed to over 2,000 pubs across the 
UK, containing tips, unit guidelines, and links to a 24 hour 
helpline and drinkaware.co.uk. A further 10,000 tip cards 
were given to taxi passengers in London, with 300 black 
cabs’ supersides and tip seats displaying advice to partygoers. 
The video has been seen 32,366 times on YouTube and was 
viewed 13,000 times in the first three days.
http://www.drinkaware.co.uk/ 

 “How Much is Too Much” 131

 2008-completed 2008 · WHO Target Area 1
An advertising campaign designed to make people think 
about how much they were drinking at home. It was aimed 
primarily at-home drinkers aged between 25 and 44 and 
used the hook of recycling to make people think about 
how much they were drinking. It was promoted through: 
outdoor advertising (bus and tube) in London, Manchester, 
Birmingham and Belfast; media stories and a joint venture 
with Metro (free newspaper); and experiential activities at 
London and Birmingham rail stations to make people think 
about the calories in alcohol. It was also featured on the 
website. The campaign received extensive media coverage. 
Total audience reached in excess of 50,000,000. During the 
campaign period (20-28 October 2008) the website received 
56,500 visits a 115% increase compared to a benchmark 
period (8-16 September 2008); 51,400 were unique visitors, 
an increase of 108%; there were 1,026 sign-ups to the Unit 
Calculator/ Drinks Diary during the course of the campaign. 
The post campaign evaluation showed: 33% of target social 
grade (AB) recalled seeing the adverts; 63% of hazardous 
drinkers agreed that the adverts were thought-provoking; 
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identified by aged care services such as Age Concern. Alcohol 
awareness training was conducted with the Tyne and Wear 
Fire Service to help them identify potential signs of alcohol 
misuse. By December 2009, 12 referrals were received and 
assessed through this route. Another 15 referrals were 
received via aged care services. These were individuals with 
alcohol problems and not yet in treatment. All referrals were 
assessed within days and the clients’ needs identified. On-
ward treatment referrals were made as appropriate with the 
consent of the client. For some this has been for structured 
treatment via local alcohol services. Other clients have been 
referred to organisations including Age Concern and Social 
Services for help with tackling issues around isolation. This 
has resulted in clients accessing much needed treatment and 
other social services. During 2010, the focus was exclusively 
on the Fire Service referrals so that this process becomes 
embedded in established processes and procedures. 
Case studies: One client referred to the service had had 
ten house fires, not only putting themselves at risk but the 
surrounding community. The service set up multi agency 
meetings provided intense one to one support pulling all 
relevant services together to provide a holistic treatment plan 
for this client. Another client who rarely left the house is now 
attending a community centre, reduced his alcohol intake and 
improved his quality of life.

 “Responsible Message on Products”
 2007-ongoing · WHO Target Areas 1 and 2

A voluntary agreement with the drinks industry and the UK 
Department of Health to put five pieces of information on 
labels: Unit information; Chief Medical Officers responsible 
drinking guidelines; A sensible drinking message, e.g Know 
Your Limits; www.drinkaware.com address; and A warning 
not to drink when pregnant or equivalent logo. HEINEKEN in 
the UK was the first alcohol producer to be fully compliant 
with the voluntary label.

 “Seeing is Believing Program”
 2010-ongoing · WHO Target Areas 1 and 3

The Prince’s Trust “Seeing is Believing” was started in 
1990 and engages senior business leaders on responsible 
leadership, to show them what actions they can take within 
their companies to improve their impact on society. In 2010, 
the entire HEINEKEN UK Management Team participated 
in an activity organised by Business in the Community, to 
understand more about alcohol misuse. The team first visited 
Graham House, a hostel that provides temporary shelter and 
food in a warm, safe environment for people sleeping rough, 
where they met clients with alcohol dependencies. The team 
was also hosted by one of Heineken UK’s community partners, 
Addaction, at their Brent project, which works with young 
people and adults with drug and alcohol dependency. Here, 
team members learnt more about the health and anti-social 
behavioural impacts of alcohol misuse from current and past 
clients, as well as the Metropolitan Police, the healthcare pro-
fession and the Fire and Rescue Service. Based on this activity, 
the decision was made to delist a higher strength cider more 
quickly than had been planned and amend the three-year res-
ponsible consumption program. In 2011, HEINEKEN UK and 
Business in the Community planned a “Seeing is Believing” 
visit entitled Responsible Drinking and Vulnerable Customers. 
In January 2012, a “Seeing is Believing” visit was arranged to 
provide customers with a real awareness of the issues related 
to alcohol misuse and work out how best to address some of 
these issues in partnership.

 “Support for “Community Based Alcohol Intervention 
Service”

 2009-completed 2010 · WHO Target Areas 2, 3 and 8
An innovative community based intervention service in 
Gateshead piloted with Turning Point. The project focussed on 
two main areas: Fire Service referrals, individuals identified by 
the Fire Service when it is believed alcohol was a contributing 
factor to a fire; and Aged Care Services referrals, individuals 

health; alcohol and risk-taking; and alcohol and sexual 
health. Research reports from governmental departments and 
links to additional resources are also available. All resources 
are aimed at 11-16 year olds with additional activities for 
14 –16 year olds. An additional section of the site targets 
parents. It offers tips about how parents can broach the issue 
of alcohol with young people, when is a good time to talk to 
their children and safety measures that can be put in place if 
their child is drinking as well as details about legislation and 
government advice. In 2010, Drinkaware and The Guardian 
collaborated over four editorial pieces in the newspaper. 
From 1 Jan 2011 to 31 Dec 2011, the website received 
2.8 million unique visitors (2,877,477) and 10.5 million 
(10,535,974) page views. This is up from 1.5 million unique 
visitors and 5 million page views in 2009. 
http://www.drinkaware.co.uk/

HEINEKEN UK
 “Responsibility Deal”

 2011-ongoing · WHO Target Areas 1 and 8
HEINEKEN UK’s pledges for the Government responsibility 
deal to promote healthier lifestyles include: introducing 11 
million branded unit labelled glasses to improve consumer 
awareness of units in the on trade by end of 2011 (completed 
on time); reducing the abv of a major brand with the aim of 
removing 100 million units from the market by 2013; ensu-
ring that over 99% of bottles and cans have unit labelling to 
improve awareness of units in the off trade; and launching 
the “schooner”, two thirds pint glass, for premium brands; 
Heineken, Amstel and Tiger into the on trade to reduce per 
capita consumption. HEINEKEN UK also submitted collective 
pledges and as a Responsibility Deal partner must provide 
annual updates showing their progress in delivering their 
pledges. 
HEINEKEN UK’s work on the Responsibility Deal has been re-
cognised by the UK Health Secretary who has publicly singled 
out the company as a leading responsible alcohol producer.
http://responsibilitydeal.dh.gov.uk/2011/03/10/heineken-uk/
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service provides dedicated support in the community to ad-
dress their problematic drinking, avoid relapse and maintain 
their recovery. A specialist alcohol service for young adults 
in Brent (2011 – 2013); The project aims to reduce or stop 
young adults’ alcohol use by addressing underlying problems, 
and increasing their knowledge and awareness of alcohol is-
sues to help them make safer choices. It works in partnership 
with the police and probation services to proactively engage 
young adults into support whilst maintaining impartiality to 
encourage take up.

SABMiller Subsidiary - Miller Brands
 Promoting Responsible Alcohol Use in Surrey

 2012-ongoing · WHO Target Areas 1, 3 and 8
SABMiller has its UK headquarters in Woking, Surrey, where 
its UK business Miller Brands leads the Surrey Alcohol 
Responsibility Initiative (SARI). This uses the Level 1 Award in 
Responsible Alcohol Retailing as part of a wider community 
program to help local businesses and the local authority tac-
kle the issue of irresponsible drinking. In August 2011, SAB-
Miller hosted training at its Woking office for 24 people from 
Surrey pubs, bars and restaurants. As part of its involvement 
in SARI, Miller Brands works in partnership with representa-
tives from the local council, Surrey Chamber of Commerce, 
the NHS and the police, among others. Its activities have 
included a survey on alcohol responsibility in partnership with 
the local radio station, and an alcohol education program in 
schools with the local council and Drinkaware. SARI is also in-
vestigating the impact of improved street lighting on reducing 
alcohol-related crime in local hot spots, and the possibility of 
launching a Best Bar None scheme. 
http://responsibilitydeal2.dh.gov.uk/render.php?r=26

Scottish & Newcastle plc (now HEINEKEN UK)
 Funding for “Hospital Alcohol Intervention Service” 

 2007-completed 2009 · WHO Target Areas 2 and 8
From 2007-2009 HEINEKEN UK (then Scottish & Newcastle) 
worked with Turning Point to pilot a new Hospital Alco-

of tackling alcohol-related problems. The company supports 
new and innovative Addaction projects that encourage 
responsible alcohol consumption and reduces the harm 
caused by alcohol misuse. Since the partnership began in 
2005, the company has funded and supported numerous 
projects, including: Young Addaction Policy and Practice 
Officer (Alcohol) (2005) Funding for a post to research and 
develop the most effective ways of working with young 
people around the issue of alcohol. This provided a unique 
opportunity to develop a specialty around alcohol and young 
people, focusing on prevention and early intervention. Direct 
Access and Information Service for Young Adults in Glasgow 
(2008-2009); A feasibility study to examine young adult 
services in Scotland with a view to establishing a direct 
access information and advice service for 18-25 year olds in 
Glasgow city centre. The insight gained by this study helped 
to ensure that any future tailored services for young adults 
in Glasgow are delivered cost effectively and with the needs 
and preferences of young people at the centre. Commis-
sioning Guidelines Scoping Exercise (2008-2009); Research 
into the future focus of organisations that commission 
alcohol-related services and identify potential funding sources 
carried out following the release of “National Treatment 
Agency Guidelines”. It involved around 300 Drug and Alcohol 
Teams (DAATS), Children’s Trusts and Primary Care Trusts 
in England and helped ensure that Addaction’s current and 
future programs address the commissioners’ priorities and 
have potential mainstream funding available. West Glasgow 
Over 50s Alcohol Service (2009-2010); This service aims to 
improve the well-being of older problem drinkers in West 
Glasgow by reducing or stopping their drinking and reducing 
their isolation. Intensive one-to-one support on alcohol and 
related issues is provided, once trust has been gained and a 
routine established. Manchester Resettlement Project (2010 – 
2012); A specialist alcohol service for ex-offenders attending 
Addaction’s Manchester Resettlement Service. It supports 
men and women with recognised drink and drug problems 
who are returning to the City after release from prison. The 

 “Responsible Consumption Messages at the Grand 
National”

 2005-ongoing · WHO Target Areas 3, 4 and 8
The John Smith’s brand has sponsored the Grand National 
since 2005 and has traditionally used its brand language 
to communicate responsible consumption messages. “Go 
the Distance” and “Good Form” imagery have been used 
on posters around Aintree, in the race-card, at Aintree Rail 
Station and on passenger panels at Mersey Rail. In 2007, the 
messaging focussed on not drinking and driving. In 2010, 
HEINEKEN UK used the sponsorship to trial a “Nudge” 
initiative to promote responsible drinking through emphasis-
ing the positive impact of doing so. To achieve this “Hydration 
Teams” were employed to hand out bottled water, free of 
charge, to race goers to keep people more hydrated than they 
might otherwise be. The teams handed out water to people 
at the most isolated bar area at the venue, to allow the 
impact to better be measured, throughout the day. In 2011, 
a high-profile poster campaign was mounted in Liverpool 
urging Aintree race goers to think about their alcohol intake 
and drink responsibly. Posters and advertisements on the rail 
route from the city to Aintree and sites in and around the 
world-famous Liverpool racecourse carried racing-themed 
responsible drinking messages such as “Get Home Straight” 
and “Too much makes the going soft”. Other activity was 
headlined “You can take a John Smith’s drinker to water” 
highlighting the benefits of staying hydrated by drinking 
water at regular intervals through the day. To encourage the, 
more than 150,000, race goers to pace themselves over a 
long day at the races and drink responsibly, tips on eating 
well if drinking, keep hydrated etc. were included in all ticket 
packs together with reference to Drinkaware’s “Why Let The 
Good Times Go Bad”.

 “Partnership with Addaction”
 2005-ongoing · WHO Target Areas 2 and 8

Partnership with Addaction, the UK’s leading specialist drug 
and alcohol treatment charity with a substantial track record 
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hol Intervention Service in the Queen Elizabeth Hospital, 
Gateshead. The Service worked with patients from designated 
wards and departments who had been identified as hazar-
dous, harmful and dependent drinkers. It aimed to reduce 
these patients’ need for hospital based care. It provided 
access to relevant information and interventions and referred 
patients, if necessary, to general community based services 
and more specialist alcohol treatment services. Under the 
project, full funding was provided for the Alcohol Intervention 
Worker based in the hospital and half funding for an Alcohol 
Case Worker who supported the highly dependent and repeat 
admissions to the Hospital. HEINEKEN UK was a member of 
the project Steering Group. In early 2009, the Service gained 
mainstream funding from Government enabling HEINEKEN 
UK and Turning Point to use their partnership to develop the 
innovative community-based intervention service. 
In 2009, 553 clients were referred to the service and 285 of 
these clients were referred to further support services.
http://www.heineken.co.uk/resp_partnership-turningpoint.php

The Portman Group (TPG)
 “Labelling Guidelines” 133

 2004-ongoing · WHO Target Area 1
The Portman Group’s member companies have pioneered a 
number of labelling initiatives to educate the public about 
sensible drinking: Unit labelling is the practice of labelling 
alcohol drink containers with the number of alcohol units that 
they contain. Guidelines on unit labelling were produced to 
help ensure that a consistent format was used; Drinkaware.
co.uk, a website created by the Portman Group but now 
owned and managed by Drinkaware, carries full and accurate 
information on responsible drinking in a format that is both 
consumer-friendly and easily accessible. Companies, wherever 
possible, feature the website address on all brand labels 
so that consumers are readily directed to an authoritative 
source of advice and information on responsible drinking. A 
free licence is needed to do this; and A responsible drinking 
reminder, such as “Please drink responsibly”, is included on 

all key brands. In 2011, as part of a Public Health Responsibi-
lity Deal agreed with the Government, UK alcohol companies 
pledged to implement a health labelling scheme to better 
inform consumers about responsible drinking. The scheme, 
which has been developed in conjunction with the UK De-
partment of Health, involves the display of particular health-
related advisory information on drinks containers. Under the 
Responsibility Deal, the industry has pledged to implement 
the scheme on 80 per cent of alcohol drinks’ containers 
measured, by volume, in the UK off-trade by December 2013. 
Alcohol Labelling Compliance Guidelines and Monitoring 
Process provides helpful guidance and the Portman Group 
can give advice and support to companies email - labelling@
portmangroup.org.uk.
http://www.portmangroup.org.uk/?pid=28&level=3

The Portman Group (TPG)
 “www.portmangroup.org” 

 1993-ongoing · WHO Target Areas 1 and 6
The website includes information on social responsibility 
issues surrounding alcohol aimed secifically at alcohol 
producers. As well as evidence based information on alcohol-
related issues there is detailed advice on alcohol labelling and 
information about the Portman Group’s Code of Practice.
http://www.portmangroup.org

USA 

AB INBEV - Anheuser-Busch Companies
 “Bud Light Party Code” 134

 2011-ongoing · WHO Target Area 1
A set of simple tips that encourages consumers to drink res-
ponsibly and in moderation when celebrating no matter what 
the occasion. Whether it’s hosting a gathering or just hanging 
out with friends, the bilingual Code provides information in 
both English and Spanish about drinking responsibly and 
having a safe ride home at the end of the evening. 
http://www.Anheuser-Busch.com 
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AB INBEV - Anheuser-Busch Companies
 “Budweiser Motorcycle Safety Program”

 2002-ongoing · WHO Target Area 1
An advertising and point of sale consumer program that helps 
promote safety and responsibility among biking enthusi-
asts.  

 “Bud Light Lime Water Safety Program” 135

 2002-ongoing · WHO Target Area 1
With support from the National Safe Boating Council, Bud 
Light Lime reminds boaters, water skiers and other water 
recreation enthusiasts to be safe and responsible while parti-
cipating in all water activities. The program includes materials 
for retailers, print and outdoor advertisements, as well as 
consumer tips on hypothermia, safety equipment, distress 
signals and responsible drinking.

 “Budweiser - Safety Tips for Winter Sports”
 2000-completed 2009 · WHO Target Areas 1 and 4

A program which features retailer materials providing tips 
focusing on skiing and snowboard safety as well as reminders 
to consumers to drink responsibly and use a designated-
driver. The program carries the tagline “Live it Large. Play it 
Safe.”

 “Super Bowl Responsibility Messages”
 2000-ongoing · WHO Target Areas 1 and 4

Responsible drinking and designated-driver messages are 
delivered to consumers at both on-and off-premise retail 
establishments via point of sale materials. Print ads and 
outdoor ads are also components of the program. 

 “Budweiser Hunting Safety” 
 2000-ongoing · WHO Target Area 1

A program which reminds hunters through advertisements 
and public service announcements (PSAs) to be safe while on 
the hunt and when the hunt is done. If they choose to relax 
with an alcohol beverage to drink responsibly and designate 
a driver. 

 “American Medical Scholars Program”
 1999-ongoing · WHO Target Areas 1 and 8

A program which promotes optimal education in medical 
schools regarding the identification and care of people with 
alcohol use disorders and other substance-related problems. 
http://www.Anheuser-Busch.com

 Support for “Social Norms Programs and the Natio-
nal Social Norms Institute” 136

 1999-ongoing · WHO Target Area 8
Social Norms programs reduce harmful drinking and related 
behaviours on college campuses and reinforce the fact that 
the majority of college students are making responsible 
choices when it comes to drinking. Anheuser-Busch works 
with campuses and has invested more than $9.5 million to 
support social norms programs at universities across the 
country since 1999. This includes a $2.5 million gift to the 
University of Virginia in 2006 to help establish the National 
Social Norms Institute. Anheuser-Busch currently funds social 
norms grants at the following universities: Michigan State 
University; University of Virginia; Georgetown University; 
Florida State University; Virginia Commonwealth University; 
University of Hawaii; Radford University; University of Kansas; 
University of Texas-Austin; andCentral Washington University. 
http://www.socialnorms.org/

 

 “Budweiser Great Party Guide” 137

 1995-completed 2011 · WHO Target Areas 1 and 4
A guide which focussed on promoting responsible drinking 
and having a safe ride home after the party. It provided tips 
and guidelines to consumers regarding responsible celebra-
tion and the responsible hosting of parties.

 “Responsible Drinking Programs” 138

 1910-ongoing · WHO Target Area 1
Anheuser-Busch has been running alcohol awareness 
initiatives since the early 1900s and were the first to bring 
responsible drinking messages to advertising. Currently, the 

company promotes responsibility and drinking in moderation 
through its flagship Budweiser and Bud Light brands.
http://www.Anheuser-Busch.com
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ponsible on the water in all activities. This includes billboard 
and print advertisements, as well as consumer materials that 
offer tips on hypothermia, safety equipment, distress signals, 
as well as on responsible drinking.
http://www.safeboatingcouncil.org/awards/al_awards.htm

MillerCoors - A joint venture of SABMiller 
and Molson Coors

 “Great Plays College Grant Program” 140

 2011-ongoing · WHO Target Areas 3 and 8
A program which provides annual grants of $10,000 for 
eligible universities to prevent harmful consumption and 
unintended consequences of alcohol consumption by college 
students. A third party NGO, the ABMRF/ The Foundation for 
Alcohol Research, was selected to act as the independent 

AB INBEV - Anheuser-Busch Companies, 
Beer Institute, MillerCoors - a joint venture 
of SABMiller, The National Beer Wholesalers 
Association

 “Techniques for Effective Management Coalition 
(TEAM)”

 1985-ongoing · WHO Target Areas 4 and 8
Begun as a program of the National Highway Traffic 
Safety Administration in 1985, TEAM is a unique alliance of 
professional and collegiate sports, entertainment facilities, 
stadium service providers, concessionaires, brewers, distillers, 
broadcasters, government safety experts, and others united 
in an effort to promote responsible drinking and positive fan 
behaviour. Its mission is to enhance the entertainment experi-
ence, provide effective alcohol management training in public 
assembly facilities, promote responsible alcohol consumption 
through the use of positive messages that reward responsi-
ble behaviour, and help to reduce negative alcohol-related 
incidents both in facilities and on surrounding roadways, re-
cognizing that the vast majority of fans are responsible. TEAM 
and its members, including Anheuser-Busch, Beer Institute 
and MillerCoors, work to accomplish this mission through 
alcohol management training and responsible fan education 
materials. TEAM’s largest fan initiative is the “Responsibility 
Has Its Rewards” (RHIR) campaign. 
This campaign supports designated-driver programs sponso-
red by brewers at professional sports and concert venues. The 
campaign includes sweepstakes where fans who pledge to be 
responsible have a chance to win tickets to the championship 
games of all professional sports leagues and to Live Nation 
concerts. The RHIR campaign also tracks the total number of 
sports and concert fans who pledge to be designated-drivers. 
In 2011, that number reached a record 830,000 responsible 
fans.
“Thousands of stadium personnel have been trained with 
TEAM training; and millions of fans have participated in the 
“Responsibility Has Its Rewards” campaign. In 2002, TEAM 
certified approximately 12,000 employees per year. They have 

increased their reach significantly and for the past three years 
(2009-2011) have certified an average of 40,000 employees 
each year.
http://www.teamcoalition.org/

Beer Institute
 Support for “The National Organization on Fetal 

Alcohol Syndrome (NOFAS)”
 2005-ongoing · WHO Target Area 2

The leading voice and resource of the Fetal Alcohol Spectrum 
Disorders (FASD) community. Founded in 1990, NOFAS is the 
only international non-profit organization committed solely 
to FASD primary prevention, advocacy and support. NOFAS 
seeks to prevent FASD and individuals already living with 
FASD. It effectively increases public awareness and mobilizes 
grassroots action in diverse communities and represents the 
interests of persons with FASD and their caregivers as the 
liaison to researchers and policymakers. By ensuring that 
FASD is broadly recognized as a developmental disability, 
NOFAS strives to reduce the stigma and improve the quality 
of life for affected individuals and families. Among other 
avenues, the organization’s work is accomplished through the 
maintenance of a resource clearinghouse, a classroom-based 
curriculum, FASD screening, intervention and referral, and 
web-based training and certification for medical and allied 
health professionals.
http://www.nofas.org

Brewers across USA
 Support for “The Safe Boating Council” 139

 1990-ongoing · WHO Target Area 1
Ongoing support for the foremost coalition for the advance-
ment and promotion of safer boating through education. In 
particular brewers have sponsored the prestigious Boating 
Education Advancement Awards which were established 
to recognize outstanding boating safety programs and the 
“Play is safe on Water” program which reminds boaters, 
water-skiers, and other water recreation enthusiasts to be res-
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administrator and reviews all grant applications. All proposals 
are required to meet minimum criteria for funding, including 
well-designed evaluation components. In 2012, in addition to 
the $10,000 grant program, all eligible schools are invited to 
apply for a one-time $75,000 research grant to determine the 
most effective strategies used on campus to prevent alcohol 
abuse by students. 
Up to May 2012, 25 universities had been awarded grants 
and another eight grants are pending successful re-submissi-
on of proposals.

 “You’re in Command. Boat Responsibly! 
 Live Responsibly!” 141

 2005-completed 2008 · WHO Target Area 1
A pamphlet created in support of the US Coast Guard’s 
‘You’re in Command. Boat Responsibly!’ initiative. There are 
tips inside the six-panel pamphlet for safe boating, with facts 
you should know before setting off, and new boating statis-
tics from the US Coast Guard. Three print advertisements also 
supported this initiative. 
Multiple law enforcement agencies utilized the information 
on waterways throughout the U.S.
http://www.auxguidanceskills.info/press/SafeBoating.html

 “Responsibility Messages on Advertisements”
 2004-ongoing · WHO Target Area 1

All advertisments carry a responsibility message.

 “Raise Your Standards for College Women”
 2004-completed 2011 · WHO Target Area 8 

MillerCoors partnership with the WIN Foundation established 
the Raise Your Standards program for college-age women. 
The program visited dozens of college campuses each year to 
educate college women about the skills necessary to avoid 
dangerous situations resulting from excessive drinking. 
Each year at least 14 colleges participated in the Raise Your 
Standards program.
http://www.winfoundationinternational.org/raise.html

 “Celebrate Responsibly” 142

 2001-completed 2008 · WHO Target Areas 1 and 4
Provides tips for preventing underage access, promoting res-
ponsible consumption, and encouraging the use of desig-
nated-drivers and other safe ride programs. It is designed to 
help those planning safe community, business, and commer-
cial events at which alcohol beverages will be served.

 “Live Responsibly” 143

 2001-completed 2008 · WHO Target Area 1
A campaign that communicates to legal-drinking-age 
consumers that there are consequences when excess alcohol 
is consumed. The campaign was extended to address other 
aspects of life. A video was also available which discussed the 
company’s commitment to encourage responsible consump-
tion of its products and describe its efforts to play a positive, 
solution-oriented role in helping to reduce drunk driving, 
prevent underage access and promote responsible decision-
making.

 “Responsibility - Our Part and Yours” 144

 1991-completed 2008 · WHO Target Area 1
A brochure outlining Coors commitment to responsibility in 
every aspect of what it does. It offered tips to help consu-
mers do their part to be responsible. Coors encourages its 
consumers to drink responsibly. The brochure was available in 
Spanish and English.

Zambia 

National Breweries Plc - SABMiller Subsidiary
 “Workshop for Musicians”

 2011-ongoing · WHO Target Areas 1 and 8
A one day workshop covering: Dynamics of Personal Deve-
lopment; Music; Alcohol and HIV (how are the three linked?); 
and a topic entitled “Alcohol & You”. It was undertaken 
in partnership with the Zambian Association of Musicians, 
SHARE II (an HIV / AIDs NGO) and the Ministry of information 

and & broadcasting to develop a strategic alliance and a 
strategy to improve the behaviour of musicians given their 
influence over the youth.
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Europe 

The Brewers of Europe 
 “European Beer Pledge”

 2012-ongoing · WHO Target Areas 1, 3, 4, 6 and 8 
A Pledge on behalf of Europe’s 3,500 brewers, to increase 
consumer information, enforce responsible advertising and 
conduct new awareness campaigns reaching out to young 
adults, drivers, and pregnant women. It was launched in 
the European Parliament at an event hosted by the EP Beer 
Club and Parliament Magazine. It is a package of voluntary 
initiatives that Europe’s brewers are taking, which empowers 
EU citizens and leverages the importance of new technologies 
such as social media to support the European Union and its 
Member States in their Strategy to reduce alcohol-related 
harm. The Pledge’s implementation will be supported by 
beer companies and associations. Implementation activities 
may be submitted as actions under the EU’s alcohol-related 
harm strategy through commitments to the Alcohol and 
Health Forum. The European Commission’s Despina Spanou, 
Chair of the EU Forum on Alcohol and Health welcomed 
the Pledge and Europe’s brewers’ ongoing commitment to 
the EU strategy and the Forum. Speaking about the 212 
commitments to the Forum, over one third of which has been 
made by Europe’s brewers she said “This is quite impressive 
and one has to acknowledge it”. She also highlighted the 
role of voluntary approaches, “Sometimes through voluntary 
approaches you can achieve a lot and faster than if you went 
the legislative route. Also because you have the capacity with 
multi-stakeholder approaches to adapt to national specifici-
ties”. The event’s host MEP Renate Sommer who steered the 
2011 Regulation on food information to consumers through 
the European Parliament, said: “We want to involve all actors: 
Members States, producers, retailers, bars, restaurants, doc-
tors, schools, parents and other groups. The EU should have a 
supportive function. 
The brewers associations of Belgium, Bulgaria, Czech 
Republic, Cyprus, Denmark, Germany, Italy, Malta, Poland, 

Portugal, Slovakia, Spain, Sweden, the Netherlands and the 
UK have submitted their planned activities to support the 
Pledge’s implementation, through concrete, local activities in 
2012. To highlight that the Pledge is about action, The Bre-
wers of Europe also submitted a commitment at the Pledge 
launch entitled ‘Self-regulating beer advertising across social 
media’. The Pledge will be evaluated annually to allow for 
ongoing measurement of initiatives in line with best practices.
http://www.brewersofeurope.org/docs/publications/2012/pledge_le-

aflet_final_4_web.pdf

Global 

AB INBEV
 “Global Be(er) Responsible Day (GBRD)” 145

 2010-ongoing · WHO Target Areas 1 and 4
This company-wide initiative is held on the same day around 
the world where each zone celebrates its alcohol responsi-
bility initiatives by inviting its employees into the market to 
remind retailers about the importance of checking I.D.s to 
prevent underage drinking, promote responsible drinking, and 
the use of designated-drivers to consumers. This global day in 
the trade provides an important rallying point the company’s 
responsible drinking efforts, which continue all year, around 
the world. For the second year, on September 23, 2011, 
employees in more than 20 markets around the world went 
into their local communities to share AB InBev’s responsible 
drinking philosophy with consumers and partnered with 
wholesalers, distributors, retailers, and bars to extend the 
reach of these important messages. “Message in a Bottle”, 
a global advertisement, ran on Friday, September 23rd in the 
global editions of The Wall Street Journal and the Financial 
Times, as well as in the September 26 issue of Bloomberg 
Businessweek. The ad was adapted locally and ran in The Sun 
(UK); Metro, De Standaard; and Le Soir (Belgium); and Die 
Welt/Welt Kompakt and BILD (Germany).
In 2010, more than 17,000 employees participated across the 
world with actions in every area of responsible drinking, from 

helping retailers understand the importance of not selling to 
minors to promoting the use of designated-drivers. In 2011, 
more than 27,000 employees in more than 20 countries 
around the world turned out to make this initiative a big suc-
cess with proven programs to educate retailers about preven-
ting sales to minors, reminding consumers of the benefits of 
using a designated-driver, and the expansion of the “Family 
Talk About Drinking” program on Facebook.
http://www.ab-inbev.com

Diageo 
 “DRINKiQ” 146

 2005-ongoing · WHO Target Areas 1 and 3
A global consumer information policy, which provides consu-
mers with nutritional information and a responsible drinking 
reminder. The words ‘Drink Responsibly’ (or a translation 
thereof) appear on labels and secondary packaging. Where 
known allergens exist in alcohol beverages, allergen state-
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 “Know the Signs” 148

 2008-completed 2010 · WHO Target Areas 1 and 8
The campaign extended the well-established “Enjoy 
Heineken Responsibly” program and aimed to encourage 
more informed choices and better drinking habits amongst 
those who display irresponsible behaviour and consumption 
patterns. The campaign concept was based on the idea that 
people start to behave ridiculously when having too much 
to drink and tend to transform into one of five embarrassing 
characters: Crier, Groper, Exhibitionist, Fighter or Sleeper. It 
utilised both internet and mobile telephone technology and 
was the first campaign of its type in the alcohol communica-
tion arena. The campaign platform www.KnowTheSigns.com 
asked site visitors to watch CCTV surveillance footage and 
use a virtual remote to pan and click on specific areas of the 
bar, relating to real-life experience in spotting embarrassing 
“signs of transformation” in the characters. It encouraged 
visitors to discover what character they are and how to spot 
the early signs in themselves and in others. The campaign was 
also supported by a downloadable social networking widget 

ments will be provided on labels and secondary packaging, as 
well as through the global website and consumer care lines. 
Alcohol content information is also provided. In 2008, this 
was replaced by a global web-based resource for all intere-
sted parties to share programs and tools designed to fight 
alcohol misuse and help individuals make responsible choices 
about drinking - or not drinking. Its aim is to raise awareness 
of and to promote responsible consumption. It is promoted 
to employees and has 18 national websites in 8 languages 
(English, Spanish, French, Russian, Greek, Italian, German and 
Chinese), aimed at raising awareness and sharing information 
with others interested in reducing the harm caused by alcohol 
misuse. It also houses nutritional, allergen and alcohol 
content information for all brands. It focuses on five key 
areas: 1) Facts - including information about alcohol and how 
it affects the body. In addition to web content, the site also 
features video interviews with experts from around the world; 
2) Resources - including an extensive library of resources from 
Diageo, non-governmental organisations, government bodies, 
educational institutions and others, to provide visitors with 
the opportunity to share and learn from a range of programs 
they can adapt and reuse; 3) Responsible Drinking - including 
examples of campaigns to combat alcohol misuse, and infor-
mation on specific topics such as drunk driving and underage 
drinking; 4) World - including a collection of case studies 
showcasing responsible drinking initiatives from around the 
world; and 5) Links - including a comprehensive list of links 
to organisations and government agencies. In 2010, a range 
of external stakeholders such as government officials, sports 
teams, business partners and adult students were invited to 
attend a series of workshops in different areas. These took 
place in China, Estonia, Ghana, Great Britain, India, Korea, 
Mexico, Namibia, Russia and Thailand. 
The DRINKiQ website has more than 16,000 unique visitors a 
month. In 2009, the website won the Social Excellence Award 
presented to Diageo Iberia by the government of Pozuelo de 
Alarcón in Spain and was added as a link on the European 
Alcohol and Health Forum website. DRINKiQ was also decla-

red the “Most Outstanding Health and Wellness Site” by the 
International Academy of the Visual Arts, and was runner-up 
in the Education Category.
http://www.drinkiq.com/

HEINEKEN
 “Sunrise Belongs to Moderate Drinkers 147

 2011-ongoing · WHO Target Area 1
A campaign which reinforces the importance of staying in 
control and celebrates moderate consumption. It is the first 
“Enjoy Heineken Responsibly” initiative based on the global 
“Man of the World” brand strategy. The “Man of the World” 
in the advertisement demonstrates how to celebrate the 
night to the fullest, including turning down a beer and taking 
water instead, ending the night with a spectacular sunrise 
enjoyed with star DJ Audrey Napoleon. She also provided an 
original soundtrack for the advertisement. The campaign was 
launched during the festive season to maximise relevance 
and was available across all digital platforms: Heineken’s 
Facebook page, the YouTube channel and Heineken.com. 
A film played for three days over the New Year period at 
a prominent outdoor site on Times Square (New York). DJ 
Audrey Napoleon played the track live at Pier 36 in front of 
an audience of 3,000 on New Years Eve. Before the launch of 
the advertisement, sofa’s branded “#mysunrise” were placed 
in 4 cities (Rio de Janeiro / London / Ho Chi Minh / San 
Francisco) to collect sunrise images from around the world. 
These images were showcased on the brand’s Facebook fan 
page and incorporated into a dynamic Facebook application, 
mapping the consumer sunrise photos. The best pictures were 
re-tweeted from the company twitter account. 
The film was aired on TV in 25 countries around New Year’s 
Eve. Over 3 million adult consumers saw the campaign via 
the YouTube Channel, Facebook fan page (64,000 visits and 
27,000 interactions) and the Heineken website. The impact 
was measured among males and females above 21 by two 
surveys (pre and post measurement). Overall the campaign 
was viewed very positively.
http://on.fb.me/mysunrise
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causes a hangover, or about more serious conditions such as 
cancer, diabetes and liver disease; experts who will periodical-
ly explore issues relating to health, parenting, binge drinking, 
drinking and driving and policy aproaches; what beer is, how 
it is made and where the alcohol in beer comes from; and the 
alcohol content, calories, cereal grains and carbohydrates in 
over 200 of the company’s beer brands.
By May 2012 the site had received more than 320,000 
unique visitors with almost half a million visits. On avarage 
20,000 people visit the site every month.
http://www/talkingalcohol.com

SABMiller
 “Responsibility Messaging on Labels” 150

 2010-ongoing · WHO Target Areas 1, 6 and 8
A commitment to placing responsible drinking messages 
on all packaging worldwide to remind consumers that beer 
should not be consumed by people under the legal age, dri-
vers, or pregnant women. The company vision of responsible 
consumption is supported by the Alcohol Policy Framework, 
which defines marketing, research and product development 
activities for our companies around the world. This change to 
the company policy in terms of labelling on packaging and in 
commercial communication was made in recognition of the 
changing expectations of consumers and other stakeholders. 
By 1st May 2012, 100% of global brand labels (incluing the 
total Global Brands franchise network) carry a responsibility 
message (global or local). Where Global Brands are produced 
via a local franchise brewery, the majority of these have local 
legislation that applies. Where there is no legislation, the new 
artwork has been shared and implemented.
http://www.sabmiller.com/index.asp?pageid=335

 “Talkingalcohol.com” 151

 2009-ongoing · WHO Target Areas 1, 2 and 8
The company is committed to discouraging irresponsible drin-
king - one of its top sustainable development priorities. They 
believe people should make informed decisions about drin-
king alcohol based on accurate, balanced information. www.
TalkingAlcohol.com was created to provide such information. 
The site provides information about the risks and benefits of 
alcohol consumption and links to other valuable resources. It 
also provides some of the latest news and views on alcohol. 
The information comes from a wide range of reputable 
sources following consultation with experts in epidemiology, 
toxicology and medicine. It is aimed at adult consumers 
of alcohol and is available in 8 languages (English, Czech, 
Hungarian, Italian, Polish, Spanish, Romanian and Dutch).
The website presents: an interactive trip through the human 
body to see how it processes alcohol; information about what 

which allowed visitors to match with friends on several popu-
lar social networks, such as Facebook and MySpace. 
The campaign reached over 5 million targets online, attracted 
over 1 million site visitors and created 150,000 hours of web-
site engagement and over 5,000 positive consumer reviews. 
MetrixLab brand tracking showed a lift in prompt awareness 
and likeablity of 11%, within the exposed target audience.
http://www.knowthesigns.com/

 “Enjoy Heineken Responsibly (EHR)” 149

 2004-ongoing · WHO Target Areas 1 and 8
A global initiative to inform and educate consumers about 
the safe and responsible consumption of alcohol. The EHR 
logo and EHR website link are included on all primary 
and secondary packaging. The website contains practical 
information, advice and useful guidelines about enjoying 
Heineken responsibly. During 2011, the site was updated and 
re-launched in 43 markets and translated into 26 languages. 
Apart from the Heineken brand, a significant number of local 
brands are engaged in responsibility-related activities such 
as the introduction of responsibility messages on labels and 
packaging, launch of dedicated websites or the integration of 
responsibility messages at events. Guidelines on embedding 
EHR messaging and endorsing responsible consumption in 
sponsored music events have also been developed. 
Major event sponsorships like the UEFA Champions League 
(UCL) and Rugby World Cup are used to encourage the 
enjoyment of beer in moderation. During all UCL games in 
the season 2010–2011, part of the boarding carried the EHR 
message (in the countries where it is allowed). At the Rugby 
World Cup in Auckland EHR signage was placed on pitch 
perimeter boards and in all bars aligned with the Heineken 
sponsorship. Fifty taxis were branded with the message “Let 
a Sober driver take you home” during the final month of the 
tournament. The responsibility message and the responsible 
taxis’ contact phone number were printed on 75,000 cards 
and distributed at Eden Park, selected Heineken bars and by 
taxi drivers during key games.
http://www.enjoyheinekenresponsibly.com/
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Reducing and pReventing 
undeRage dRinking

Included in this section are programmes specifically designed to help parents, teachers, schools, youth 
clubs, communities and colleges to address the important issue of underage drinking. There are also cam-
paigns which encourage responsible consumption and promote awareness about the dangers of excessive 
consumption once the youth are of age. Efforts to promote enforcement of the legal purchasing ages, 
and keep alcohol out of reach of underage persons, appear here; but additional information is included in 
under “Responsible retailing”.
 

Argentina�

AB INBEV - Cervecería y Maltería Quilmes
 “+18=Responsible Sales” 1  

 2007-ongoing · WHO Target Areas 1, 2 and 5 
An annual campaign to promote responsible drinking habits 
and raise awareness about the importance of not selling 
alcohol beverages to anyone under 18 years old. It
involves visits of company employees to points of connection 
(POCs). Employees wear shirts and badges and hand out 
stickers and brochures with the messages: “We do not
sell alcohol to minors”; “+18 = Responsible Sales”; and  
“I request ID, I am responsible”. Between November 2007 
and March 2012, “+18 = Responsible Sales” involved 
more than 50,000 stores and vendors and involved several 
thousand employees.

 “Vivamos Responsablemente” 
(“Let’s Live Responsibly Program”) 2  

 2003-ongoing · WHO Target Areas 1 and 8
An educational program based on the company’s decision 
to undertake a shared program with families, schools, the 

community and authorities to reduce abusive behaviour by 
promoting healthy values among young people. It is about 
coming closer to young people to help them understand 
the reasons for, and the context of, many of their actions, 
so encouraging them to behave in a more creative, harmo-
nious, and positive manner. The program’s guidelines and 
contents were selected and developed with the advice of two 
renowned experts in the field: Dr. José Eduardo Abadi and Lic. 
Miguel Espeche.
It includes a series of free talks in high-schools facilitated by 
a team of specially trained professionals to address the issues 
of adolescence and ensure that the exchange is an enriching 
one. The talks provide an opportunity to deal with five dif-
ferent values: Responsibility; Awareness of one’s own limits; 
Tolerance/Respect; Affections; and Effort. The program also 
includes meetings with teachers in the schools.
In 2006, the program was extended. A “Guía Para Padres 
de Hijos Adolescentes”, (“Guide for Parents of Teenage 
Children”) was designed and developed to improve com-
munication between parents and children about some of their 
most conflicting day-to-day issues, for example, the parental 
role when faced with new alternatives of adolescence, (the 

1

2
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stimulate family discussions on alcohol. This initiative is a 
collaboration between the brewers and the Alcohol Education 
Rehabilitation Foundation Ltd.
A trial in schools across four states was undertaken in mid 
2007 and independently evaluated.
http://brewers-association.net.au/site/education.php 

Austria�

Verband der Brauereien Österreichs
 “Jugendarbeit eines Wiener Fußballvereins” 

(“Youth Work of a Vienna Soccer Club”)
 2001-ongoing · WHO Target Area 1

A project in co-operation with psychiatrist, Prof. Dr. Lesch, 
to educate youth trainers at a Vienna soccer club on how to 
deal with specific problems (e.g. alcohol-related) which young 
soccer players may encounter.
http://www.velvet.by/ 

Belarus�

HEINEKEN Belarus
 “My Child and Alcohol“ 4  

 2011-ongoing · WHO Target Areas 1 and 2 
A program aimed at preventing underage drinking and 
alcohol misuse by educating and involving parents (mainly 
mothers 35-50 years old with children of 10-18 years old). It 
was undertaken in partnership with the Belarusian Internet 
portal “Velvet”. Velvet.by is the largest women’s project 
in Belarus and it focuses on active, modern and educated 
women aged from 25-45 years old. The objective of the part-
nership was to launch a new section on the website - “My 
child and alcohol”. This was supported by online consultati-
ons with experts and a series of articles including: building a 
responsible attitude towards alcohol starting from adolescen-
ce; what factors influence alcohol consumption; how parents 

use of free time; the emergence of authority versus authorita-
rianism; the difference between control and care; and alcohol 
and prevention information). The program also includes talks 
for parents at clubs and institutions. These create a space for 
parents to talk about their role with their children. The key 
is to always adopt a positive outlook that will strengthen 
the confidence of parents in their role. Between 2006 and 
2012, 5,195 parents were reached through the “Talks for 
Parents” and thousands of students had been influenced by 
the campaign.
http://www.vivamosresponsablemente.com/ 

http://www.cerveceriaymalteriaquilmes.com/index.

php?page=nota&id=186

 

Australia�

The Brewers Association of Australia & New 
Zealand Inc

 “Rethinking Drinking - You’re in Control” 3  
 1993 (Updated 2004 and 2006)-ongoing ·  

WHO Target Areas 1 and 8 
Classroom teaching kits which set out lesson plans, student 
workbooks and provide a series of “discussion starter” role 
plays on DVD. The original research and development for 
these kits was undertaken by the Youth Research Centre at 
the University of Melbourne and fully funded by members of 
the Brewers Association. The initial trial of the teaching mate-
rials was independently evaluated by Deakin University.
In 2004 the kit was revised to be culturally appropriate for 
indigenous Australians, in a joint project with the Federal 
Government. These second edition kits were mailed to all 
schools in October 2004 and extra copies can be purchased 
through the bookshop of the Australian Council of Health, 
Physical Education & Recreation. In 2006, a web-based 
resource was introduced to assist organizers of student and 
parent “Alcohol Information Nights” which are designed to 

3

4

should react if the child comes home drunk; the influence 
parents can have on kids’ attitude towards alcohol; how to 
teach kids to refuse drink from their friends; and what you 
should do if you suspect your child is drinking. The number of 
page visits and comments for each article is being monitored. 
If the project is shown to be effective a conference will be 
organised on “preventing alcohol misuse among minors and 
underage drinking”
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Brazil�

AB INBEV - American Beverage Company - 
Ambev

 “Responsible Supermarkets“
 2011-ongoing · WHO Target Area 5

A partnership with the Pão de Açúcar (GPA) Group to stop 
the sale of alcohol to the under-18s in supermarkets. The 
chain of Extra, Pão de Açúcar, and Açaí stores (all owned by 
the GPA Group) implemented a control system that notifies 
the check-out operator that the sale of certain items can only 
be made upon proof that the buyer is of legal age. When an 
alcohol beverage passes through the till, the clerk asks the 
customer for their identity document to prove they are of 
age. Only then is the sale made. All clerks were given special 
training. To promote the initiative, a wide-ranging visual 
communication campaign was created in all the chain stores, 
with explanatory posters, stickers on the car park gates, signs 
in the carts, screen saver displays at the check-out, banners, 
and other materials. The program began in the supermarkets 
in the states of São Paulo and Paraná. It has now been repli-
cated throughout Brazil.
http://www.ambev.com.br/pt-br/consumo-responsavel/iniciativas-e-

parcerias/supermercado-de-responsa

 “Jovens de Responsa“ (“Responsible Youth“)
 2010-ongoing · WHO Target Areas 3 and 6

A partnership between the company and 18 non-governmen-
tal organizations in the states of São Paulo, Rio de Janeiro, 
Bahia, Minas Gerais, Rio Grande do Sul and Paraná. The aim 
is to organize activity in the communities to raise awareness 
about the risks of alcohol abuse and to prevent drinking by 
the under-18s. Using simple, effective and easy to replicate 
prevention initiatives, known as social technologies, Ambev 
targets young people and the community to educate them 
about sensible and responsible drinking and to prevent drin-
king by minors. To make better use of the experience of each 
partner institution, Ambev runs an internal workshop twice 

Belarus/Kazakhsta/Russia/
Uzbekistan� � � � ��

Carlsberg – Baltika
 “Beer Patrols“ 5  

 2009-ongoing · WHO Target Areas 1, 2 and 5 
Organised inspections of Russian retail outlets and festival 
bars with four main objectives: 1) to inform sales personnel 
that selling beer to minors is illegal and to encourage them to 
ask customers to show ID prior to purchase; 2) to draw atten-
tion to the issue of underage drinking; 3) to prevent sales to 
minors; and 4) to encourage customers to confirm their age.
Celebrities, journalists, showmen and other opinion leaders 
lead the “Beer Patrols” to help draw attention to the issue of 
underage drinking. The campaign engages with a wide variety 
of stakeholders including: authorities; anti-alcohol and youth 
organisations; and mass-media and employees. They are 
encouraged to participate (with the most engaged receiving 
prizes of beer and souvenirs). They use the slogans: “Are you 
18? Prove it!” and “Under 18 - No beer”. In 2010, the pro-
ject was expanded to countries such as Belarus, Kazakhstan 
and Uzbekistan. In 2009, there were 42 beer patrols, 890 
retail outlets were inspected and 200 violations recorded.

Bolivia�

AB INBEV
 “Vivamos Responsablemente in Schools“

 2010-completed 2010 · WHO Target Area 1
The initiative which sought to promote teacher’s training with 
activities designed for teaching and learning life values in the 
classroom. It also promoted lectures for high school students 
addressing values such as responsibility, capacity improve-
ment, tolerance and support for the community. It ran in 40 
high schools from La Paz and El Alto Cities and reached 4000 
high school students. 2 public fairs were held in La Paz & El 
Alto showing the lessons learned and over 6,000 students 
and parents were reached during the fairs.
http://www.cbn.bo

5

a year where all the NGOs meet to exchange best practice. 
Examples of the NGO activity include:
• Casa do Zezinho, serves children and teenagers from low-

income families in the city of São Paulo. Ambev, which has 
backed the “Saúde do Zezinho” project, is now a partner 
in the production of the magazine “Zzine”, prepared by 
the young people on the project and which covers issues of 
major relevance, such as the fight against alcoholism.

• The Bola Pra Frente Institute (Go Ahead Institute), launched 
an advertising campaign which targets bars, schools and 
local residents associations and aims to raise awareness of 
the dangers of inappropriate alcohol consumption.

• The Crescer Foundation, runs activities about responsible 
drinking in the community. One example is “Café na Oca”, 
a discussion group that also encourages cultural activities 
on the issue of alcohol. 

• CUFA, runs the “Cinemaria project” in which young people 
organize film screenings and poetry readings in bars in 
Real Parque (São Paulo state) and in Cidade de Deus (Rio 
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350,000 commercial establishments participate in the cam-
paign, and all company events in Brazil promote responsible 
consumption messages, often with innovative touches to 
reinvigorate the responsible consumption message.

 +ID“ 6  
 2011-ongoing · WHO Target Areas 1, 3 and 5

The “+ID” icon symbolizes the company’s activity to combat 
the sale of alcohol to minors. To remind people that the 
under-18s cannot drink alcohol the symbol is on posters, on 
cans of the company’s leading brands, such as Brahma and 
Antarctica, and other visual material in bars and restaurants 
around Brazil. The idea is that wherever the “+ID” seal is 
shown, the law is complied with. The campaign unites busi-
nesses and society around the issue. Since the second half of 
2011, an advertising campaign has run on broadcast TV and 
in print media to raise its visibility.
http://www.ambev.com.br/pt-br/consumo-responsavel/iniciativas-

eparcerias/

movimento-plusid

Bulgaria�

Union of Brewers in Bulgaria (UBB)
 “Parents, Talk to Your Child About Alcohol”

 2010-ongoing · WHO Target Area 1
An education campaign targeting parents/families with 
teenagers. The aim is to encourage parents to talk to their 
children about the harms of experimenting with alcohol and 
to educate adults about how to prevent underage drinking. 
It is undertaken in partnership with Sofia Municipality Centre 
for Addictions (PIC,Sofia). The project and the main messages 
of the campaign were based on an independent qualitative 
study done by Synovate-Bulgaria research agency. The agency 
findings helped UBB to understand parents’ perceptions, 
attitudes and practices in relation to underage drinking of 
alcohol and choose the most productive messages, commu-
nication channels and activities corresponding to the target 

de Janeiro state). The goal is to build relationships with bar 
owners and present the productions held by the group. All 
the material stresses responsible drinking. The NGO also 
has a theatre group, Maria Maria, performing plays about 
the dangers of drinking for the under-18s and the misuse 
of alcohol by families.

• UNAS, based in Heliopolis (São Paulo), created the project 
“Jovens Alconscientes” (“Youth Awareness”). It carries 
out various activities promoting responsible drinking. The 
largest is Balada Black, a party for young people where 
alcohol is not allowed. Another feature of the project is 
Helipa Music, a music festival that has already run two 
editions and is a stage for young people to play songs that 
address consumer awareness. There is also Blitz, a drive in 
which young people hand out leaflets made by them on 
the community’s streets - also on responsible drinking.

• Cipó Comunicação Interativa, in Bahia state, created 
“Drink responsibly, don’t be silly”, a campaign that uses 
cultural activities to encourage responsible drinking and 
prevents drinking by the under-18s. The NGO runs work-
shops on photography, design, videos and programs. All 
the material is available to the public.

Between 2010 and the start of 2012, the program has 
directly impacted 3,300 young people and another 850,000 
people indirectly. In 2011, the percentage of those who are 
underage buying alcohol beverages fell from 67% to 46%. 
Also, the percentage of young people who think alcohol is 
unlikely to cause dependence fell from 27% to 19%, a drop 
of almost 30%.
http://www.casadozezinho.org.br/ 

http://www.crescercrianca.org.br/ 

http://cufa.org.br/

 “Ask for an ID Campaign”
 2001-ongoing · WHO Target Areas 3 and 5 

A responsible consumption initiative with a focus on curbing 
underage consumption. It provides information at the point 
of sale, in advertising campaigns, and at events. Around 

groups.
In the first wave in 2010, a brochure “Parents, you can exert 
an influence. Talk to your child about alcohol” was published 
and 6,000 copies were circulated. A radio clip was broadcast 
for 2 months and there was press coverage and interviews 
about the project. Media partners included 3 radio stations, 
one magazine and a health media group. 
In the second wave in 2011, activities were widened and 
undertaken with a new partner - Solidarnost NGO (Centre 
for addictions and prevention). UBB financed the operation 
of a hot-line “Let’s speak soberly about alcohol” and helped 
the crew of Solidarnost to provide professional advice on un-
derage drinking, alcohol prevention and other related topics. 
A new, updated, brochure “Parents, talk to your child about 
alcohol” was published together with leaflets to publicize the 
phone line and the website. Banners and fame cards with 
the slogan and vision of the campaign were also distributed. 
A radio clip was broadcast for 30 days and there was press 
coverage and interviews about the project. Media partners 
were 2 national radio channels and health media group.
In 2010, a nationally representative survey showed that15% 
of the Bulgarians aged 18+ knew about the campaign. 22% 
awareness was reached in the first 3 biggest cities of Bulga-
ria. In 2011, 13% of the Bulgarians aged 18+ knew about 
the new wave of the campaign.
http://www.pivovari.com/

6
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at stores where alcohol is sold. This campaign was developed 
to back up the law. Between 2004 and 2006, this program 
reached 20,000 liquor stores, 120 supermarkets, and 33 
minimarkets located in gas stations.

 “Responsible Alcohol Consumption Program for 
University Students”

 2005-ongoing · WHO Target Area 1
The message is promoted during meetings and forums, which 
are attended by thousands of students throughout the year. 
The campaign uses attractive messages and special merchan-
dising such us keyrings and mousemats. It is run in alliance 
with the “Young Leaders Association”, a private organisation 
that promotes leadership and access to better personal and 
professional opportunities for young people.

 “Educating Within the Family”
 2001-ongoing · WHO Target Area 1

A program which gives technical information and practical 
advice to parents of teenagers (from 11 to 13 years old) in 
order to avoid consumption of alcohol by young people. It 
was started in public schools where a course for monitors 
ensured that the program was enacted effectively. It reached 
404 public schools and 33,000 families. 
In 2003, the same program was extended to private schools 
and reached a further 40 schools and 8,000 families. In 2006, 
special research to measure parental levels of understanding 
of the concept of responsible alcohol consumption was un-
dertaken. Its results showed that activities such as “Educating 
Within the Family” help families to improve communications 
about this issue.

Colombia�

SABMiller Subsidiary - Bavaria Breweries
 “Bienstar Futuro“ (“Future Wellness”) 8

 2011-ongoing · WHO Target Areas 1 and 2 
A program whose aim was to tackle underage drinking. It 

Canada�

AB INBEV - Labatt Breweries of Canada
 “Family Talk About Drinking“ 7  

 2011-ongoing · WHO Target Area 1
An underage drinking prevention program, created by Labatt 
in collaboration with its sister company, Anheuser-Busch, for 
parents that want their children to make smart, safe decisions 
about alcohol. It draws on the knowledge and experience of 
experts in this field and uses a relationship building model, 
and focuses on the three stages of parenting – teaching 
(ages 1-11), facilitating (ages 12-18) and coaching (ages 18-
21). The relationship model is a different approach that helps 
parents talk to their kids and affect their choices. A dedicated 
website helps parents understand how to talk, and listen, to 
their children and provides tips and advice on how to put the 
relationship model into practice. A downloadable version of 
the Labatt Parent Guide is also available on the website.
In the fall of 2011, a public service email was used to direct 
approximately one million Canadian mothers, about 25% 
of the total mothers in Canada, to a dedicated television 
program on a major national cable network.
http://www.labattfamilytalk.ca/

Molson Coors Canada
 “Responsible Use on Campus”

 2006-ongoing · WHO Target Area 1
A national alcohol education campaign launched in co-
operation with the Student Life Education Company (SLEC). 
The program is delivered by a division of SLEC, BACCHUS 
Canada.

Chile�

Compañía Cervecerias Unidas S.A. (CCU)
 “Clients”

 2004-ongoing · WHO Target Areas 3 and 5  A pro-
gram to prevent the consumption of alcohol by minors aimed 8

7

was planned in partnership with NGOs and a reputable pri-
vate hospital, (Red PaPaz (NGO), Fundación Nuevos Rumbos 
and Fundación SantaFé) to develop a protocol for identifying 
children at risk of alcohol and psychoactive substance abuse 
and provide rehabilitative care. The program is currently in 
the implementation phase. By the end of 2013, the underage 
care protocol will be operating in 8 of the most outstanding 
hospitals and clinics in Bogotá.
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 “Si es con Alcohol no es Conmigo” 
(“If it Contains Alcohol it is Not For me”)

 2001-ongoing · WHO Target Area 1
An educational program promoted by the Costa Rican 
brewing industry which was adopted by the Ministry of 
Education. In 2005, the Institute of Psychological Research 
of the University of Costa Rica surveyed the drinking habits 
of high-school graduates. Results showed that students who 
had attended the program had significantly lower drinking 
and binge drinking rates than those who did not. 

Croatia/Hrvatska�

Carlsberg Croatia
 “Let’s Show Them the Way’”

 2011-completed 2011 · WHO Target Area 1
An educational campaign aimed at parents of children aged 
9-17. All interested parents were provided with expert advice 
on underage drinking prevention via educational materials, 
informative flyers, educational workshops for parents led by 
experts and a web platform on Carlsberg Croatia corporate 
web with all important information on this topic. It inclu-
ded active involvement of experts from relevant fields who 
helped with the production of a brochure containing useful 
educational information and advice for parents, organization 
of workshops and proactive media relations to raise public 
awareness about underage drinking. Three workshops were 
held, the first was organized internally for employees who 
are parents and the other two were open to the public. The 
campaign was based on data and information from market 
research conducted among the target audience about their 
experiences, attitudes and opinions on the issue of underage 
drinking. 
The campaign was launched at a press conference together 
with partners Mercator (a retail chain) Antena (local Zagreb 
radio) and high-circulation web portal, www.net.hr, who also 
communicated information about the campaign throughout 

 “SanaMente” (“Healthy”) 9

 1989-ongoing · WHO Target Areas 1 and 5 
A program which aims to tackle underage alcohol consumption 
and binge drinking by increasing awareness amongst children 
of 9 – 11 years old who may be at risk of alcohol consumption 
before the legal drinking age. It worked with schools, children 
and parents to increase the influence and enforcement of laws 
and regulations concerning alcohol. It was developed in as-
sociation with a Local NGO dedicated to alcoholism prevention, 
Foundation: Here and Now and the Secretary of Health and 
Education in Bogotá, Medellín, Envigado, Cúcuta and Itagüi.
By May 2012, the SanaMente program had trained 17,000 
children and their families in Bogotá, Medellín, Envigado, Cú-
cuta and Itagüi. In the fourth phase of the program another 
8,000 children in Bogotá and Medellín will be reached.

Costa�Rica�

Cerveceria Costa Rica (Florida Bebidas)
 “No Venta a Menores“ (“No Sales to Minors“) 10

 2006-ongoing · WHO Target Areas 3 and 5 
A long running initiative showing the company’s commit-
ment to not selling alcohol to minors. Over the years these 
have included education and prevention campaigns to avoid 
products containing alcohol falling into the hands of persons 
under 18.
In 2009, a campaign with the slogan “Sólo con Cédula” 
(“Only with an Identification Card”) was launched. Retailers 
were provided with materials to warn young people not to 
attempt the purchase of alcohol beverages unless they have 
their I.D. card (“cédula”) to prove they are above the mini-
mum drinking age of 18.
In 2011, a special program “I put the shirt of responsibility, 
do not sell to minors” was launched during the celebrations 
of Palmares.
http://www.florida.co.cr/responsabilidad_social/dse122_menores.php

its duration. Media relations tools used: interviews; opening 
up of related stories; press releases; and web communica-
tion.
http://www.carlsberg.hr/Kompanija/Drustvenaodgovornost/pokazit-

eimput/Pages/default.aspx 

Zagrebacka pivovara (Starbev)
 “Razmisli - Poštuj Mlade, Reci Im Ne!“ 

(“Think - Resepect Young, Tell Them No!“)
 2009-completed 2009 · WHO Target Areas 1 and 5 

A campaign with the goal of increasing awareness of, and 
respect for, the legal age for sales of alcohol in Croatian Law. 
It was undertaken in cooperation with the NTL group, the 
second largest retail chain in Croatia. It highlighted the im-
portance of implementing the statutory age limits for selling 

9

10
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Denmark�

Bryggeriforeningen
 “The Family Test - For Parental Guidance“ 

 2008-ongoing · WHO Target Area 1 12

A practical tool for parents who wish to create a moderate 
alcohol culture for teenagers but lack the information to 
engage in a positive dialogue. The campaign helps parents to 
set limits for their teenagers and encourages a sensible alco-
hol culture at parties. The test kit is available on the website. 
The campaign was informed by research which showed the 
benefits of setting clear limits. 
Over 3,000 parents and teenagers took advantage of this of-
fer on the website and 10,000 parents were offered the test 
kit in public places such as train stations and supermarkets. In 
addition to the test 50,000 pamphlets stressing the point that 
parents need to set up moderate limits together with their 
teenagers has been distributed.
http://www.erduklar.com/

http://www.klarsnak.com/

 “Blue Monday App” 13

 2012-ongoing · WHO Target Areas 1, 3 and 8 
An annual campaign to help minors manage the celebrations 
surrounding their confirmation and entering into adulthood. 
Together with the NGO the Nightravens, municipalities and 
the organization Blue Monday minors are provided with 
a Blue Monday App through Quick Response (QR) codes, 
personal handouts, homepages e.g. On the App the minors 
are confronted with the messages:
• Blue Monday should be celebrated by minors without any 

alcohol at all;
• Other minors debuts later than you think; and
• Don’t drink if you are a minor.
The Blue Monday App is promoted to minors in the four biggest 
Danish cities in the spring and in the fall. At these times teen-

alcohol to minors. Sales representatives of the company and 
employees of the NTL group were trained in the campaign 
goals and became campaign ambassadors. Retail outlets of 
the NTL group across Croatia received material bearing the 
campaign slogan “Respect young people, tell them no!”. This 
included posters, stickers, badges for sales personnel, shirts 
and pens. 

 “Razmisli - Treba Znati Sati”
 (“Think - Need to Know When to Stop”) 11

 2010-completed 2010 · WHO Target Areas 1 and 8 
A documentary film in which the theme was excessive con-
sumption of alcohol beverages by minors. Its aim was to draw 
attention to the problem of frequent drinking of minors and 
the harm caused by excessive consumption. The documentary 
was launched at a premiere that was attended by many Croa-
tian celebrities and was aired on Croatian national television. 
The speakers in the documentary included renowned experts 
in the problem of underage drinking and Zlatan Stipišić 
Gibonni, a music star and Goodwill Ambassador of UNICEF.

Czech�Republic�

Czech Beer and Malt Association (CBMA)
 “Underage Drinking - Slow down!”

 2006-completed 2010 · WHO Target Areas 3 and 5 
A project carried out by CBMA and HORECA CR (Association 
of On-Trade Outlet Owners) to help the on-trade market 
prevent underage drinking. The activities involve a list of 
FAQs explaining the existing legislation relating to underage 
drinking, a sticker that the owners of restaurants may use in 
their premises explaining that they do not serve alcohol to 
minors, and educational programs which are organised by the 
CBMA members (breweries).
http://www.cspas.cz/ 

13

12

14

11

agers are celebrating that they have confirmed their beliefs in 
Christianity. This tradition is divided between family parties and 
youth activities the following Monday being called Blue Monday.
http://www.erduklar.com

 “Underage Drinking Campaign” 14

 2011-completed 2011 · WHO Target Areas 3 and 8 
A “social norm” underage drinking campaign targeting young 
people at music events: Bork Festival; Silkeborg Rocker; and 
Arhus party week. It was undertaken in collaboration with the 
NGO Night ravens and supported by Safe Traffic and the Århus 
municipality. An SMS contest, posters and tattoos were used to 
point out that 15 year olds drink less than young people think 
and actually drink less now (2011) than they did 5 years before.
http://www.erduklar.com/ 

http://www.klarsnak.com/
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Ecuador�

SABMiller Subsidiary - Cerverceria Nacional
 “Responsablemente” (“Responsibly”) 16

 2010-ongoing · WHO Target Area 8
An educational program aimed at preventing alcohol con-
sumption by minors through behaviour change. The program 
is targeted at 11-13 year old students in areas where there is 
high potential or students are particularly vulnerable. Parents 
and teachers, are shown how to prevent early age alcohol 
consumption. It was held in Cuenca and Guayaquil and was 
co-ordinated with the NGO Agui y Ahora. Educational mate-
rials were developed in collaboration with “Kentenich” local 
Ecuadorian foundation.
In the first year of the program, 4,038 children took part in 
the activity in over 13 schools in Guayas and Cuenca.

El�Salvador�

SABMiller Subsidiary - Industrias La Constancia
 “Underage Drinking and Responsible Consumption”

 2010-ongoing · WHO Target Area 1
A pilot responsible consumption program to raise awareness 
of responsible consumption in both students and retailers, 
(studies show that people who consume alcohol beverages 
in early adolescence have a higher probability of developing 
alcohol dependence. Interventions aimed at preventing un-
derage drinking not only mitigate its acute consequences but 
also reduce the likelihood of alcohol dependence in later life). 
The program was undertaken in partnership with GlassWing 
International and took place in four cities in El Salvador: San 
Salvador; Soyapango; Santa Tecla; and Antiguo Cuscatlán. 
It brought together a number of key stakeholders to raise 
awareness and increase law enforcement around underage 
drinking and responsible consumption.
2,640 students underwent the prevention of alcohol con-
sumption amongst minors training course; 125 leaders were 

Carlsberg Denmark
 “Less Drinking, More Partying - Wristbands for Un-

derage Guests at Green Concerts”
 2010 completed 2010 · WHO Target Areas 3, 5 and 8 

Provision of special wristbands for youngsters below 18 
when entering Green concerts. This helps to prevent sales to 
those under age 18. The concept was launched together with 
the Foundation for Muscular Dystrophy, co-organizer and 
official charity for the event. The television news had a long 
interview with the sponsorship director of Carlsberg Denmark 
about how Carlsberg was active in preventing sale of alcohol 
to minors. Positive press coverage from other media was 
received as well. Other Danish festivals adopted the concept 
of underage wristbands.

Dominican�Republic�

Cervecería Nacional Dominicana (CND)
 “No Vendemos Alcohol a Menores de 18 Años” 

(“No Sale of Alcohol to Minors”) 15

 2002-ongoing · WHO Target Areas 3 and 5 
A program designed to prevent the sale of alcohol to minors 
under 18 years old. It highlights the company’s credo - that 
minors should not drink alcohol or have access to alcohol 
beverages. It seeks to ensure that wholesalers and retailers 
are aware of and compliant with the Code for the protection 
of children and adolescents (Law 14-94) which restricts the 
sale of alcohol beverages to minors. Company representatives 
place the signs in visible places at point of sale in16 thousand 
establishments. The goal is to reach a total of 15,000 instal-
led signs. Advertisements in the media and presentations to 
merchant associations are used to promote the commitment.
http://www.cnd.com.do/index.php/responsabilidad/mercadeo/no-
vendemos-alcohol-a-menores-de-18-anos
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trained to replicate the program in 6 participating schools; 
and 4 committees were implemented in the communities of 
participating schools. 

Finland�

Nuorten Akatemia (Youth Academy) 
 “MAHIS” - “A Chance is Inside You” 17

 1988-completed 2011 · WHO Target Area 1
A national program aimed at preventing the social exclusion 
of young people who are in a difficult life-situation. MAHIS 
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France�

Entreprise & Prévention (E&P)
 “ESPACE - Education, Sensibilisation et Prévention 

Alcool au Collège avec l’appui de l’Environnement” 19

 2010-ongoing · WHO Target Area 1
A three year pilot based on research showing that the most 
effective way to influence young people’s behaviour is 
through the development of their psychosocial skills com-
bined with the gradual introduction of alcohol education with 
the active involvement of teachers and parents. It was desig-
ned with input from the best national and regional experts in 
prevention, education and public health. It has funding from 
EFRD and is being carried out in partnership with Limoges 
education authorities. The objective is to encourage young 
people to adopt a controlled and responsible attitude to 
alcohol drinks through delaying the onset of regular alcohol 
consumption and preventing binge drinking. It is being run in 
15 colleges (middle schools) with a further 15 being used to 
compare the effectiveness of the campaign (control group). 
The same group of young people is being followed over three 
academic years (from 11-12 years old to 13-14 years old). 
Parents are being kept informed throughout the study and an 
interactive website includes information about the program 
and a forum.
Independent assessment is being carried out by the ORS 
(the Regional Health Observatory of Limousin) in order to 
determine the impact of the program on behaviour, views 
and knowledge with regard to alcohol and on the personal 
development and life skills of students. An initial assessment 
of both groups will be compared each year. Results to date 
can be found on the EFRD website.
http://www.preventionalcool.com 

http://www.espace-limousin.com/ 

financially supported projects carried out by young people. 
The goal was to give young people in danger of marginali-
zation a chance to use their free time doing interesting and 
important projects. Counselling and coaching was provided 
by trained adults who also discussed alcohol consumption 
with the young people. A network of 1,200 voluntary adult 
instructors was trained to coach and support project groups. 
As a result of MAHIS, 1,127 projects have started all around 
Finland and over 11,200 young people have participated in 
the program. Approximately 100 projects receive financial 
support each year. Since the beginning, a sum of €560,000 
has been donated.
 http://www.nuortenakatemia.fi/mahis

Panimoliitto
 “After Eighteen” 18

 2000-completed 2009 · WHO Target Areas 1, 2 and 5 
An annual scholarship program launched by Panimoliitto to-
gether with Nuorten Akatemia (Youth Academy) to financially 
support action plans aimed at the prevention or reduction of 
alcohol consumption by under 18 year olds. ‘After Eighteen’ 
scholarships were a part of the MAHIS program. Awards 
were presented each year. In the first year, the prizes went to 
projects which were conducted by young people who were in 
danger of social exclusion. After that, the awards were aimed 
at all young people in junior high-schools, with the goal being 
to encourage schools and young people to work together on 
projects to prevent underage drinking. The schools prepared 
action plans describing their activities on the issue. Action 
plans are received from all over Finland. Plans had to include 
concrete, action-oriented projects to reduce underage drin-
king. Emphasis was placed on getting young people involved 
in planning and implementing activities. Taking advantage 
of outside organisations was also considered important. The 
plans were evaluated by a panel, and several action plans 
received awards.
http://www.panimoliitto.fi/panimoliitto/
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 “Infos Alcool & Parents” (“Information Alcohol and 
Parents“)

 2009-ongoing · WHO Target Area 1
A website dedicated to parents about the risks of drinking 
by teenagers. It aims to help parents avoid potential risk 
situations related to alcohol consumption in their teenagers, 
It was created in collaboration with Professor Daniel Bailly, a 
child psychiatrist and offers information and advice on how to 
broach the subject of alcohol with young people.
http://www.alcooletparents.com 

http://www.preventionalcool.com 

 “Soif de Vivre” (“Thirst for Life”) 20

 1999-completed 2008 · WHO Target Areas 1 and 4 
A program to promote responsible consumption and to 
counter misuse. The campaign materials included CD ROM, 
educational kits, videos, posters, comics and a website. The 
website provided information about alcohol misuse and 
prevention programs. One part is targeted at professionals, 
with the option to order education materials. before the 
website professionals were informed about the program with 
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ted in the training structure. The campaign is undertaken in 
partnership with Real.– Metro Group (retail store).
Between 2004 and 2007, over 40,000 information sets were 
distributed. The “Initiative 18+” toolkit has also been adap-
ted for use in France, where around 600,000 leaflets have 
been distributed since 2005. This program has now cascaded 
to other Diageo markets including Switzerland and the Nordic 
countries.
http://www.initiative18plus.de/ 

Honduras�

SABMiller Subsidiary - Cerverceria  
Hondurena

 “Saca el Padre que Llevas Dentro“ 
(“Find the Father in You”) 23

 2011-ongoing · WHO Target Areas 1, 5 and 8
A comprehensive education and communication program 
which was aimed at reducing and preventing alcohol 
consumption by minors. The program was a joint effort, 
developed in association with IHADFA, NGO Glasswing 
International, schools and society at large to ensure that the 
content was wide-reaching, relevant and comprehensive. The 
program was executed via teaching seminars and workshops 
in the community, amongst retailers and in schools to ensure 
all relevant parties were captured. In the first year of the cam-
paign: 353 retailers were trained (TIPS); 3,324 students were 
reached; and 600 community members were recruited.

Hungary�

Association of Hungarian Brewers
 “Campaign Against Serving Underage People” 24

 2006-completed 2010 · WHO Target Areas 3 and 5 
Retail outlets contracted to member companies agreed to 
observe regulations prohibiting the serving of underaged 
and drunk people. This was certified by a label displayed in a 
visible place.

a newsletter “Alcool & Société (“Alcohol & Society“). Over the 
years the campaign partnered with a number of organisations 
involved in prevention or health promotion including Sécurité 
Routière. More than 2,000 professionals order materials each 
year, and more than 20,000 people visit the website each 
month.
http://www.preventionalcool.com/index.php?/entreprise-a-preventi-

on/missions-et-engagements/missions-et-engagements.html

Germany�

AB INBEV - AB InBev Deutschland
 “Family Day“ 21

 2011-ongoing · WHO Target Area 1
A special one day program held at the Bremen brewery 
to introduce the underage-drinking prevention program 
Family Talk About Drinking. It provides guidance material to 
employees and reminds parents of the importance of talking 
with their children about alcohol. More than 3.000 people 
participated.
http://www.familytalkonline.de/ 

Germany/France/Switzerland/
Norway� � � �

Diageo Germany
 “Initiative 18+” 22

 2004-ongoing · WHO Target Areas 3 and 5 
A toolkit which helps retailers serving consumers in the 
off-trade and at petrol stations to comply with the Youth 
Protection Law covering the sale of alcohol beverages and 
be aware of the different legal-purchase ages in Germany 
for beer, wine, sparkling wine and spirits. Taking a strong 
approach - “No proof of identity? No alcohol! No excepti-
ons!” - the toolkit shows off-licence operators how to handle 
difficult situations with their customers. It includes: posters; 
tips; a website; and an information leaflet on “Legal Purchase 
Age law”. An e-learning module has also been implemen-

23
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 “Alcohol – A Guide for Parents” 27

 2003-ongoing · WHO Target Area 1
An information resource for Irish parents to help them discuss 
alcohol with their children. The booklet, developed for MEAS 
by respected experts, provides facts about: young people and 
alcohol; the influence of family and friends; the influence 
of school and community; and how parents can help their 
children in this area. It is available on the website. By the end 
of 2011 270,000 copies had been distributed.
 

Italy�

Associazione Degli Industriali Della Birra E 
Del Malto (Assobirra)

 “Le Parole per Dirlo” (“Finding the Right Words”) 28

 2010-completed 2011 · WHO Target Area 1
A campaign with a message about the example set by pa-
rents, considered essential for making children aware of the 
difference between consumption and the abuse of alcohol. 
The aim is to make them capable of managing their behavi-
our appropriately and avoiding consumption of alcohol even 
when there is peer pressure to do so. It was sponsored by the 
Ministry of Youth and included the following tools:
• A guide for parents on the subject of talking about 

alcohol with their children in the right way, prepared by a 
multidisciplinary group of experts (a general practitioner, a 
sociologist, a teacher, a psychologist and a psychiatrist);

• A dedicated section on the website where parents and 
children can find information and qualified advice and 
share their experiences. The section is subdivided into three 
“rooms”: one for parents, one for their children, and a 
“cross-generational” one dedicated to dialogue. In each 
“room”, visitors can leave messages, talk to experts and 
watch a video message by Amadeus, a cult radio and TV 
personality who is an expert on parent/child dialogue; and

• A presentation event to promote the campaign together 
with press office activity specifically on publications aimed at 
families and a promotional campaign on social networks.

Indonesia�

Multi Bintang Indonesia TBK (MBI)
 “21+ Stickers” 25  

 2011-ongoing · WHO Target Areas 3 and 5
Action to ensure that the company’s products are not sold 
to minors. The company works with retailers to screen con-
sumers to ensure that they are of legal-drinking age before 
they are served/sold alcohol beverages. “21+” stickers are 
provided to all convenience stores nationwide in Indonesia.

Ireland�

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS)

 “Respect Alcohol, Respect Yourself” 26

 2003-ongoing · WHO Target Areas 1 and 8 
An annual campaign which highlights the risks run by young 
people when they drink excessively and features eye-catching 
posters with various wordplays on the dangers of alcohol mi-
suse. Blunt wording warns of accidental injury, short-term and 
long-term health problems, violence, anti-social behaviour or 
becoming a victim of crime. Campaigns are run annually during 
the autumn term (mid September to mid November, includes 
Freshers’ Week) and spring term (beginning of February to the 
end of March, includes Rag Week. The posters are promoted 
heavily through washroom advertising in college bars and other 
pubs popular with 18-24 year olds. They are also distributed 
to large employers of young people in Ireland. The campaign is 
carried out in conjunction with the Union of Students of Ireland 
(USI) and the National Off-Licence Association (NoffLA).
In September 2009 and February 2010 posters encouraging 
the download of the “No Nonsense” student guide were also 
included in the washroom campaign.
In 2011, posters encouraging the download of the new 
“Student Survival” guide were added.
This hard-hitting campaign reaches over 200,000 students 
across 26 institutions throughout Ireland per campaign.

28
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26



72

 “Alcohol Forum“ 29

 2010-ongoing · WHO Target Areas 1 and 8 
A website to encourage online discussion amongst university 
students of legal drinking age about alcohol consumption. 
The aim of the website is to share correct information about 
responsible consumption and to gather data on the characte-
ristics of responsible and / or irresponsible alcohol consumption 
behaviour in this group of young adults. Evaluation: People who 
submitted the questionnaire: 250; Number of visits to the Forum 
website: 14,433; Number of unique users: 12,933; Number of 
pages viewed: 38.078 (2,6 page visited on average).
http://www.forumalcolparliamone.it

Japan�

Asahi Breweries Ltd
 “Forward to a Brighter Day! Junior High-School 

Students Say NO to Alcohol!” 30

 2001-ongoing – WHO Target Area 1
An educational video aimed at preventing underage drinking 
was produced in association with both Nikka Whisky Distilling 
and the Japan Health and Alcohol Incorporated Association. 
The video, which received approval from the Ministry of 
Education, Culture, Sports, Science and Technology, targets 
junior-high schools and is distributed free of charge to all 
schools that express an interest.

Brewers Association of Japan
 “Stop! Underage Drinking” 31

 2005-ongoing · WHO Target Areas 3 and 5 
A campaign using a distinctive logo to warn against underage 
drinking. The “yellow symbol mark” is inserted into all tele-
vision commercials and film advertisements, other advertise-
ments and point of sale materials (poster, price card, theme-
board, etc). It is also displayed in most convenience stores 
and supermarkets (some 40,000 shops) and appears on 
billboards near junior and senior high-schools. The campaign 
was publicised in newspaper advertisements and on public 
transport, etc., and students participate as models against 

In 2010, the campaign was extended to the end of April 2011 
as a commitment to the European Alcohol and Health Forum 
and included a comprehensive media relations plan.
http://www.assobirra.it/press/?p=77 

http://www.beviresponsabile.it/leparoleperdirl 

http://www.birragustonaturale.it/home.php

 “Diglielo tu” (“You tell them”)
 2008-completed 2008 · WHO Target Area 1

A campaign to raise awareness about responsible alcohol 
consumption aimed at young adults in the 18-35 age group. It 
was carried out in partnership with Radio 105, one of the most 
popular private broadcasting stations among young people. 
The goal was to raise young people’s awareness of the issue of 
“responsible drinking” by simultaneously making them the cam-
paign’s main protagonists and targets. The message was “There’s 
always a right moment for everything, and that includes drinking. 
The important thing is to do it responsibly”. The campaign mate-
rials included: 3 weeks on RADIO 105 including 126 promos and 
DJ live spots involving young listeners by asking them to leave 
a message on the radio’s voicemail that invited their friends to 
drink responsibly; online messages that were also presented on 
the radio by the anchors; a dedicated section on the website; and 
202,500 promocards in 1,350 bars, pubs, health clubs, discos, 
shops and cinemas (800 in Milan, 550 in Rome). The campaign 
achieved considerable visibility on Italy’s major media, and was 
mentioned in 60 articles/TV news reports.

SABMiller Subsidiary – Birra Peroni S.p.A
 “Information for Parents”

 2012-completed 2012 · WHO Target Area 1
A campaign which provides professional information for 
parents on how they can discuss alcohol-related issues with 
their children. It helps parents find the right words to initiate 
a conversation about alcohol consumption. The information 
was developed in partnership with Asso Birra (Italian Trade 
Association of Breweries) in collaboration with the Minister of 
Youth, Psychologists, Sociologists, Psychiatrists, a DJ and DJ 
presenter Amadeus.
http://beviresponsabile.it

29
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brain. About 60,000 copies of the video were distributed 
to various locations nationwide, including junior and senior 
high-schools, health centres, police stations, and libraries. This 
version received commendations from the Ministry of Educa-
tion, Culture, Sports, Science and Technology. In 2005/2006 
the video was revised and converted into a DVD. By 2011 
around 27,000 copies of the DVD had been distributed.

Sapporo Breweries
 “Message on Menus“

 2005-ongoing · WHO Target Areas 3 and 5 
The message “Laws prohibit underage drinking” is printed 
on restaurant menus operated by Sapporo Breweries-related 
companies. This message helps to remind serving staff and 
customers about the law regarding underage drinking when 
orders are being taken.

Suntory
 “Educational Booklets”

 1993-ongoing · WHO Target Area 1
The first educational material on the subject of moderate 
consumption published by an individual company in Japan 
was produced by Suntory in 1993. The booklet was available 
free to the general public.
In 2005 two booklets were developed and distributed, one 
for 10-15 year olds and another for parents and teachers.

Kazakhstan�

Carlsberg Kazakhstan
 “Beer Watch in Almaty“ 33

 2012-completed 2012 · WHO Target Areas 3 and 5 
A one day initiative aimed at preventing sale of beer to peo-
ple below 21. It was supported by the Almaty Mayor’s Office. 
Activity resembled a raid on Almaty retail stores. Four groups 
lead by Carlsberg Kazakhstan employees, representatives 
of Mayor’s Office, State Youth Development Fund, media, 
opinion leaders took four routes in different regions of the 

“Underage Drinking” in posters. This campaign is proving 
very effective at discouraging underage drinking by students, 
and is run by the Association in co-operation with major 
brewers such as Sapporo, Suntory, Asahi, Kirin and Orion.

 “Poster and Slogan Campaign for Students” 32

 2002-ongoing · WHO Target Areas 1 and 3
Annual campaigns to help students recognize the risks of 
underage drinking. The campaign is supported by the Tax 
Agency and Education Ministry and others. In 2011, more 
than 8,000 students participated.

KIRIN Brewery
 “Alcohol and Health Knowledge Base“

 2002-ongoing · WHO Target Area 1
Materials for teachers of both the primary course and the 
advanced course available for downloaded from the company 
website. They were produced by a school teacher with experi-
ence in high school alcohol and drug education. Teachers find 
these materials to be an excellent resource for classrooms.
http://www.kirin.co.jp/about/knowledge/

 “Drinking and Health“
 2000-ongoing · WHO Target Area 1

2 CD-ROMs about the risks of harmful alcohol consumption. 
One explains the risks of underage drinking and is distributed 
to school students. The other is for the general public and also 
covers the benefits of moderate, responsible consumption. By 
September 2011, around 183,000 of the school version CD 
and around 10,000 of the general public version had been 
distributed free of charge.

 “If Adults Can Drink Alcohol, Why Can’t Minors?”
 2003 (Revised in 2005 and 2006)-ongoing · WHO 

Target Area 1
An easy to understand video / DVD about alcohol consump-
tion and health which covers, in particular, the damaging 
effect that alcohol consumption can have on the developing 

33
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city and reminded stores about legislation requirements. 38 
stores were covered by the initiative. This was the 3rd “Beer 
Watch” held in Almaty.

Kenya�

East African Breweries Limited (EABL)
 “WE ID Campaign” 34

 2007-ongoing · WHO Target Areas 3 and 5 
A proactive industry initiative driven by the need to prevent 
access and sale of alcohol to people below the legal drinking 
age (18 years). The campaign is rolled out in partnership with 
retail outlets. It includes: training for outlets; nametags for 
staff; and signage for outlets. By the end of 2008, 500 outlets 
had been trained in the “WE ID” module of the campaign.
http://www.eabl.com/ 
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“What would I do?” was used to promote the campaign and 
case studies.
http://www.canicerm.org.mx/comohablar.html

HEINEKEN Cervecería Cuauhtémoc  
Moctezuma

 “Trazando mi Propio Destino” (“Charting my Own 
Destiny”)

 2007-ongoing · WHO Target Area 1
A life skills development program developed by the Univer-
sidad de Monterrey. Life skills development is recognized by 
the WHO as a valid prevention tool. Between 2007 and 2011, 
the program has reached more than 1 million kids, in 3 states 
of Mexico, Chihuahua, Nuevo Leon and Campeche.

 “VIRE: Taller de Formación de Promotores de Estilo 
de Vida Responsable” (“VIRE: Workshop for Promo-
ters of a Responsible Lifestyle“)

 2002-ongoing · WHO Target Area 1
A program for growth in educational strategy that trains 
promoters to teach others about the importance of keeping 
their health and having a responsible life-style. The trainers, 
preferably teachers or people with the proper profile teach 
their target audience, ideally young people, about responsible 
consumption through interactive workshops.

Montenegro�

Trebjesa Brewery JSC Niksic/Pivara Trebjesa 
AD Niksic(Starbev)

 “Our beer is for 18+” 36

 2009-completed 2009 · WHO Target Area 5
A national campaign to try to prevent underage drinking by 
reducing sales of alcohol to minors. Stickers with the slogan 
“Our beer is made for 18+” were placed in all off-trade 
locations where the company’s beer is sold. Staff were trained 
about the Law forbidding sales of alcohol to minors by the 
sales team.

 “Not for Sale to Under 18’s Labelling”
 2005-ongoing · WHO Target Areas 1, 2 and 5 

Labels on all beer brands which make it clear that the product 
is not for sale to people under 18 years of age. Proof-of-age 
labelling plays an important role in the company commitment 
to preventing underage sales in East Africa. In addition the 
company does not retail its brands through kiosks.
http://www.eabl.com/

Malta�

The Sense Group (TSG)
 “Clear Signage for Retailers” 35

 2005-ongoing · WHO Target Areas 3 and 5 
Signs that state that no alcohol beverages will be sold to 
persons below the legal drinking age are distributed to 
retailers. This initiative is endorsed by the Police Department, 
the Department of Health, the General Retailers and Traders 
Union and parents organisations.

Mexico�

Cámara Nacional de la Industria de la  
Cerveza y de la Malta (CANISERM)

 “Como Hablar con sus Hijos Sobre el Consumo del 
Alcohol” (“How to Speak with Your Children about 
Alcohol Consumption”)

 2006-ongoing · WHO Target Area 1
A campaign for parents and teachers which provides 
guidance and advice to parents and educators about how to 
talk to their kids about alcohol. Its aim was to encourage a 
culture of accountability in relation to consumption of alcohol 
in families and strengthen law enforcement, with a view to 
preventing minors consuming alcohol. In 2007, a pamphlet 
“Guide for Parents” advising parents how to talk to their 
children about alcohol beverages, depending on their age 
was distributed. It also explained the physiological and psy-
chological effects of alcohol consumption. In 2011, a cartoon 36

35
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Paraguay�

AB INBEV - Cerveceria Paraguaya S.A. 
(Cervepar)

 “Parent Guide“
 2009-completed 2011 · WHO Target Area 1

A parenting guide with recommendations to develop an open 
dialogue between parents and their teenage children.

 “+20 = Venta responsable” 
(“+20 = Responsible Sales“) 39

 2008-ongoing · WHO Target Areas 3 and 5 
A campaign which seeks to raise awareness of the importan-
ce of not selling alcohol to minors (younger than 20) among 
traders. Activities include visits to businesses, a radio spot for 
traders, and the involvement of celebrities in awareness pro-
grams. Since 2008, “+20 = Responsible Sales” has involved 
more than 7,500 stores, hundreds of vendors and more than 
600 employees.

Peru�

AB INBEV - Compania Cervecera Ambev Peru 
Sac

 “Campaigns for Responsible Beer Consumption”
 2005-ongoing · WHO Target Areas 3 and 4 

Messages used in all advertising material include “Beer only 
for 18 years old or older” and “If you drink, don’t drive”. The 
campaign is promoted by attractive visual elements such as 
giant beer cans, shirts and pins. It also targets point of sale 
and local media.

Norway�

Norwegian Brewers
 “Drunk, You´re a fool!“ campaign 37

 2002-ongoing · WHO Target Area 1
A program of meetings with parents who have children who 
are approaching the age when they may start to drink for the 
first time. Information to support the program can be found 
on a website.
http://www.debutant.no/

Papua�New�Guinea�

SP Brewery Limited (SPB)
 “Over 18 - Drink Responsibly, Serve Responsibly“ 38

 2011-ongoing · WHO Target Areas 1, 2, and 8
The campaign targets server education as well as aiming to 
raise public awareness about responsible drinking. This part-
nership with National Liquor Licensing Commission and the 
Department of Provicincial & Local Level Government Affairs 
falls under the Public-Private Partnership pillar of the Gover-
nment’s Vision 2050 development blue-print.It discourages 
servers from serving alcohol to persons under the age of 18 
or those who are drunk and/or disorderly. Handbooks are 
provided to empower servers to turn down drunk consumers 
who ask for more. The campaign uses posters with the slo-
gans “Over 18” and “Drink Responsibly, Serve Responsibly” 
which are distributed to on-premise outlets and take-away 
licensed alcohol vendors to remind the public about alcohol 
responsibility. Servers are also trained on asking questions to 
help them determine a person’s age so that they do not serve 
an underage person. The company also has regular dialogues 
with the police and liquor licensing officials to enforce the 
underage drinking law.
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It is the first program of this kind launched in Poland by a 
company representing the brewing sector.

The Union of Brewing Industry Employers in 
Poland - Polish Brewers

 “Appearances Can Be Deceptive, ID Is Not“ 40

 2009-ongoing · WHO Target Areas 1, 2, 5 and 8 
A nationwide educational campaign to raise the aware-
ness of vendors and witnesses of sales in stores that looks 
can be deceiving where the legal drinking age is con-
cerned. It is undertaken together with Police Headquarters 
with the goal of eventually leading to a reduction in sales 
of alcohol to the underage. Educational and briefing 
packages, designed in co-operation with the police and a 
psychologist, are distributed free-of-charge. They feature 
leaflets, posters and stickers showing that a given store 
checks IDs, a movie for vendors which shows how to react 
to attempts made by minors to buy alcohol and a brochure 
for parents.
In 2009 it started at the beginning of the summer holidays, a 
period when young people get away from adult supervision 
and tend to experiment with alcohol. Its key objective was to 
remind vendors that checking ID was the only way to make 
sure whether a young looking customer could be sold alcohol. 
All campaign activities were focused on education at points 
of sale. Materials for vendors were delivered to stores all over 
Poland by local police officers who also reminded vendors 
about the legal consequences and how to avoid breaking the 
law. The message was strengthened by the fact that police-
men were directly talking to local vendors.
In 2010, also in the summertime, the aim was to get stronger 
involvement of local communities. To draw public attention 
to the problem of underage alcohol sales, the campaign used 
street art as a “communication tool” on a large scale. Street 
art artists from all over Poland painted over 600 murals in 
towns and cities, bearing the red and black sign “Alcohol. For 
adults only”. At the same time members of the Union signed 
an agreement to introduce the message as a pictogram in 

Poland�

HEINEKEN Grupa Zywiec
 “18+”

 2011-ongoing · WHO Target Areas 3, 5 and 8 
A campaign to ensure that responsible alcohol consumption 
and beer sales are promoted only to persons above 18. The 
activity is carried out at all the largest events organized and 
sponsored by the company, such as Birofilia; Heineken Open’er 
Festival (HEINEKEN); Meskie Granie (Zywiec); Profesjonalia 
(Warka); and the Wildest Night Party (Desperados). It involves: 
on the spot training for bartenders before each event, inclu-
ding information about the Act of 26 October 1982 on Upbrin-
ging in Sobriety and Counteracting Alcoholism; the need to 
check ID if there is any doubt about age; issuing wrist bands 
to identify consumers who are over 18; and activities during 
the event such as 18+ stands at each tap installation with 
notices indicating that it is illegal to sell alcohol to minors. The 
artists and media are briefed about the activity.
In 2011, over 40 thousand identification bands were distri-
buted at 18+ events associated with Grupa Zywiec and more 
than 200 bartenders were trained.

 “Coalition for the Sobriety of Youth“
 2010-ongoing · WHO Target Areas 1 and 3

An alcohol prevention program for gymnasium and post-
gymnasium pupils. The program aims to create an interaction 
platform for groups interested in reducing the negative 
effects of alcohol consumption by young people. It has been 
developed with the help of Dominika Maison, Professor of 
Psychology at Warsaw University and Katarzyna Korpolewska 
PhD, a psychotherapist and coach. The activity begins with a 
series of prevention classes for pupils, teachers and parents 
that are introduced in schools. It includes modules for groups 
playing a key role in reducing the negative effects of alcohol 
consumption among young people. The initiative also has 
elements intended for shop owners and sellers, the police 
and city guards, as well as parents, their children and schools. 40

advertisements for beer in TV and movie theatre spots. The 
campaign had a very positive effect in terms of media cover-
age and regional TV channels showed the murals in local 
cities and organised special programs to discuss the issue of 
alcohol sale to minors.
In 2011, the campaign was also supported by the Ministry of 
Justice and aimed to encourage local communities across Po-
land to take action against sales of alcohol to minors. Almost 
300 communes from all over Poland joined the campaign and 
committed to implement educational activities targeted at 
sales assistants and parents. All participating communes were 
obliged to diagnose the scale of the problem locally with a 
pre-test via a Mystery Shopper survey and gauge the effect 
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The greatest achievement of the campaign was the national 
discussion about the issue that was sparked by the number 
and the quality of items in the press (150 publications), radio 
and television which also helped create social awareness.
Between November 2004 and May 2005, the campaign 
slogan was, “Don’t be Indifferent to Underage Alcohol Sale”. 
New campaign material was prepared and distributed and 
witnesses of sales to underage were encouraged to report the 
retailer. A phone line, “Line for People who Care”, allowed 
anonymous reports about stores or retailers who broke the 
law. Materials included promotional and educational point of 
sale material, backed up by nationwide media coverage on TV, 
radio, press and billboards. The campaign was reinforced by 
the participation of local authorities and communities ( 600 
communes from all over Poland supported for the campaign), 
and the project was also supported by the Polish Scouting 
Association and numerous organisations advocating sobriety.
In 2006, the program continued with a TV documentary 
series developed in 25 parts (5 minutes each) to raise public 
awareness about the problem. The series featured cases from 
all over Poland together with experts’ and MPs’ opinions. The 
series was developed in co-operation with Public Television 
and was screened throughout the year.
In 2008, a new phase of the campaign was rolled out as 
part of a commitment made to the European Alcohol and 
Health Forum in partnership with Public Television and 
ROPSAN - NGO “Parents against Alcohol Sales to Minors”. 
The objectives of the campaign were: to make the public 
sensitive to sale of alcohol to minors; to boost social 
disapproval for such practices and law-violating vendors; 
and to educate vendors about law and consequences of its 
breach as well as the need to check the age of customers 
buying alcohol. The campaign used media activities to build 
social awareness and sensitivity of the problem and in-store 
education of vendors together with a traditional media 
campaign on selected TV channels combined with a special 
documentary series created by Public Television journalists 
and aired in 25 episodes on Channel 2. The documentary 

of the activity with a final test after completion. Most active 
and effective communes were rewarded with a “Responsible 
Commune” title. 
In 2010, the campaign was evaluated through Mystery Shop-
per tests (pre campaign in June and post in September). This 
was undertaken by an independent research institute and 
showed a real change in shop assistants behaviour: 57% of 
sales assistants requested ID from a young looking customer 
buying alcohol and refused alcohol compared to 46% in the 
pre test. This edition of the campaign won two Magellan 
Awards (by LACP) in the international contest for a social and 
educational campaign. It was distinguished with the highest 
platinum award in the “Community Relations” category. 
http://www.pozorymyla.pl/ 

http://ms.gov.pl/pl/informacje/news,3424,pozory-myla-dowod-nie--

ministerstwo.html 

http://www.policja.pl/portal/pol/1/67189/Reaguj_gdy_niepelno-

letni_kupuje_alkohol.html

 “Alkohol Nieletnim Dostp Wzbroniony” “Granica 
Wieku - Granic Prawa” - (“Alcohol - Underage  
No Access” “Age Limits are Legal Limits”) 41

 2003-completed 2009 · WHO Target Areas 1, 2 and 5 
A campaign which targeted retailers of alcohol drinks, calling 
on them to respect the law and to ask for proof of age. The 
campaign was run in association with the State Agency of 
Alcohol Related Problems (PARPA). It received many distinc-
tions and prizes in Poland and in the Unites States, including 
the prize of a Golden Clipper (2004) in a contest of the Union 
of Public Relations companies as well as a prize of a Silver 
Magellan (2005) in an international contest organised by the 
League of American Communication Professionals.
Between July and Sept 2003, promotional and educational 
point of sale material was distributed backed up by nation-
wide media coverage on TV, radio and billboards. Additionally 
activity was initiated by local government and later under-
taken by local communities (280 localities from all across 
Poland participated) a key factor in the success of the project. 41

series was developed based on investigative journalism, 
using provocation with candid camera, presenting human 
stories as well as some expert opinions on the issue made 
by celebrities and politicians. The series showed the real 
face of the problem showing that: vendors violating the law 
feel obliged to do so and often sell because of fear or just 
for money; and adults may fail to react when they see an 
underage trying to buy alcohol because they do not realise 
the damage it may cause.
The documentary series (which had an audience of 12.5 mil-
lion viewers) led to the production of a training CD for ven-
dors developed in partnership with ROPSAN (NGO) “Parents 
Against Alcohol Sale to Minors”, which included information 
on how to behave and react when a minor is trying to buy 
alcohol using smart “tricks” or acting aggressively. The CDs 
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•  80% of total interviewees declared their support for 
alcohol manufacturers who have committed themselves to 
a campaign constraining underage access to alcohol; and

•  Such practises are seen as demonstrations of social respon-
sibility and were more frequently appreciated by people 
with a university background (89%) and aged 25-59 years 
(84%).

The Mystery Shopper Research covered 105 points-of-sale in 
six selected cities to assess the impact of audits and related 
Responsible Vendor Certificates and Yellow Warning Cards 
on vendors’ attitudes towards underage sale of alcohol. The 
study was rolled out in 3 cities witnessing high-impact audits, 
and 3 reference cities where no Yellow Cards or Certificates 
were awarded. Research findings testify to the legacy of 
supervisory activities implemented at point-of-sale. Results 
indicated that almost 75% of points of sale located in towns 
and cities covered by intense campaign activities did not sell 
alcohol to minors during the research period. On the other 
hand, only 22% of shop assistants from cities where the ini-
tiative was not implemented on a volume scale observed the 
law during the research and refused to sell alcohol to minors.
The 2008 phase was evaluated in a nationwide survey on 
adult Poles’ attitudes towards alcohol sale to minors (August 
2008).
•  The results of the research showed growing social aware-

ness and disapproval for alcohol sale to underage custo-
mers - 99% of Poles said that selling alcohol to minors was 
a negative social issue.

•  At the same time, 42% of respondents admitted that 
they would react if witnessing alcohol sale to underage 
customers. This figure, compared to 24% in 2005, seemed 
to prove that society had become more sensitive to the 
problem and more aware of adults’ role to curb minors’ 
access to alcohol.

•  80% of Poles agreed that alcohol producers should sup-
port educational campaigns to limit underage drinking.

The 2008 campaign initiated a co-operation between the 

together with other educational materials (poster, leaflets, 
stickers) were distributed to 50,000 retailers all over Poland. 
All police headquarters in 16 voivodeships were shown 
the campaign and encouraged to join and support Polish 
Breweries’ activities. All of them used educational materials 
for vendors in their local actions.
The first part of the campaign was evaluated through Com-
prehensive National Research (4 - 5 October 2003) (sample 
1,034 respondents). The conclusions included:
•  37% of respondents stated that they had heard about the 

campaign;
•  The audience of the campaign was dominated by younger 

(18-24 years) and middle-aged individuals (25-39 years). 
Students constituted a major audience;

•  The message of the campaign was clearly understandable 
(70%); 

•  The majority (about 80%) of individuals who saw the 
campaign stated that the initiative would significantly 
contribute to the development of less permissive attitudes 
towards sales of alcohol to those underage, would encou-
rage people to reprimand sales assistants who sell alcohol 
to the underage, and would encourage sales assistants to 
demand production of I.D. from underage-looking custo-
mers.

The effectiveness of the second part of the campaign was 
evaluated by two research studies (March 2005). The Natio-
nal Omnibus Study of a representative sample of adult Poles 
indicated that:
• Almost 70% of all respondents had had contact with the 

campaign;
•  Over 90% of respondents who declared that they were 

familiar with the campaign saw it on TV, 21% at retail 
points of sale, and 11% in the press;

•  Social disapproval for individuals serving alcohol to the 
underage has visibly increased;

•  86% of total respondents (against 78% in 2003) strongly 
condemned alcohol sale to minors, 77% shared this view 
for wine (against 71% in 2003), and 72% for beer (against 
64% in 2003);

42

Union of Polish Breweries and National Police which finally 
resulted in a joint educational program launched in 2009.
http://www.browary-polskie.pl/en/spoleczna/kampanie/szczegoly.

php?gid=&eid=16&exd-markupId=5

Romania�

Bergenbier S.A. (Starbev)
 “Respect 18” 42

 2008-ongoing · WHO Target Areas 3 and 5 
The first campaign designed to fight against the selling of 
alcohol to minors to be developed by a private company in 
Romania. It was launched by InBev Romania (now Bergenbier 
S.A.) and aims to change the social conscience regarding the 
availability of alcohol drinks to minors by raising the retailers’ 
sense of responsibility. It involves the whole local community 
and hundreds of commercial locations display the campaign 
logos. It is supported by representatives of the Prahova Police 
Department, the Prahova Education Authority and the Ploiesti 
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The first was support for training of trainers (teachers, police 
officers and pupils) and about 1,000 teachers became 
“ambassadors“ for the campaign. The second was the 
development and distribution of an educational guide for 
parents (3,000 campaign guides were distributed and it has 
been downloaded from the website 4,000 times). By the end 
of 2008 the two educational films had been seen by 390,000 
teenagers in counselling classes.
In 2010, the program, was recognized by the European Com-
mission in Brussels via the Brewers of Europe as a model to 
be followed.
From 2011, the campaign website has become an important 
source of information for the teenagers who wish to find out 
more about alcohol consumption and also to get answers to 
their questions from important people from Romania.
Polls were conducted at the beginning and the end of the 
pilot program by the General Inspectorate of the Romanian 
Police, together with the Association. The sample was over 
500 high school pupils.
• 63.1% of teenagers said that they had drunk alcohol 

during the last month on a special occasion, as compared 
to 82% in the pre-program poll. Most of the students 
interviewed thought that a high-school student drinking 
alcohol “is irresponsible” and “does not take care of his 
future”.

• High-school students also said that the campaign had 
helped them understand the harmful effects of alcohol 
consumption and learn how to help a mate who frequently 
drinks alcohol.

At the end of the national campaign, in 2008, The Institute 
for Research and Crime Prevention from the General Inspec-
torate of the Romanian Police ran a nationally representative 
study with a sample of 874 high school pupils aged between 
14 and 18 years old. The purpose was to analyze the ado-
lescents´ perception towards alcohol consumption and the 
impact of the campaign.
• 90% of high school students said that consuming alcohol 

at this age carries some risks;

Paediatric Hospital. Radio spots and testimonials of key opi-
nion leaders were broadcast throughout implementation, and 
several media communications were issued. The information 
on the website includes: the current legislation; issues for 
parents, tutors and retailers; a movie showing the retailers 
attitude toward selling alcohol drinks to teenagers; as well as 
a discussion forum. An important component of the program 
was the involvement of the employees during the develop-
ment of the campaign.
It started as a local program in the location of the company’s 
brewery, with local partners, it gained national coverage 
through the support of Romanian Television, the central press 
and showbiz personalities who became its ambassadors.
http://www.respect18.ro 

http://www.berariiromaniei.ro/en/members/#member_72

Brewers of Romania
 “Alcohol Doesn’t Make you Big” 43

 2006 (Launched nationwide in 2007)-ongoing ·  
WHO Target Areas 1 and 8 
A “peer education” campaign which aimed to dissuade mi-
nors from drinking alcohol beverages, in particular by empo-
wering young people themselves to educate and guide their 
peers. It was undertaken in collaboration, with the Ministry of 
Education, Research and Youth of Romania and the General 
Inspectorate of the Romanian Police.
In 2006, the campaign was launched as pilot program and 
the World Boxing Champion, Leonard Doroftei, told the 
students about performance and success in life.
In 2007, the program was launched nationwide. It included: 
distribution of campaign guides to parents; a “Road Show“ 
conducted by a well-known Romanian doctor, Cristian Andrei, 
who visited high schools in 7 major cities throughout Roma-
nia; and creation of a network of 1,200 volunteers who acted 
as campaign ambassadors.
In 2008, the campaign was expanded to focus on two new 
elements as a commitment to the European Alcohol and 
Health Forum under the umbrella of the Brewers of Europe. 44

43

• 91% of them said that drinking alcohol during youth has 
negative effects;

• 80% of teenagers had heard about the campaign; and
• 390,000 high school pupils attended the counselling 

classes sustained by the 1,500 teacher ambassadors 
(representing over 35% of the total Romanian high school 
pupils).

http://Polls were conducted at the beginning and the end of the 

pilot program by the General Inspectorate of the Romanian Police, 

together with the Association. The sample was over 500 high school 

pupils. _ 63.1% of teenagers said that they had drunk al 

http://www.alcoolulnutefacemare.ro/

SABMiller Subsidiary - URSUS Breweries
 “Parents Engagement Program (Biblionet)“ 44

 2011-completed 2012 · WHO Target Areas 1 and 8 
A campaign aimed at providing tools to help parents in rural 
areas to educate their children about alcohol and the dangers 
of underage and irresponsible alcohol consumption. The 
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their families on the issue. Professional psychologists provide 
training for teenagers on responsible consumption. During 
the courses the 13-17 year-olds are helped to cultivate a set 
of long-term positive life values and personal goals. Parents 
are taught to build trust in the relationship with their children 
and to raise difficult subjects with them. The project also in-
cludes a creative element for the work of the children and the 
participants shot short movies. In 2011, 20 Saint-Petersburg 
and 10 Nizhny Novgorod schools were included. The creative 
element encouraged, in particular, the creation of posters of 
social advertising on responsible consumption and prevention 
of underage drinking. 

 “Prevention of Underage Drinking“ 47

 2010-ongoing · WHO Target Areas 3 and 5 
Agreements signed with trade partners in Novosibirsk and 
Kaliningrad about taking extra measures to observe the legal 
ban on sales of beer to people under 18. The agreements en-
sure that the breweries’ partners are committed to the same 
high principles of socially responsible international co-ope-
ration. They were signed during press-conferences attended 
by regional and city authorities where it was made clear that 
they encouraged the social stability of the region.
The initiative was part of the preventive measures for 
responsible beer consumption regulation. It was the first time 
an initiative of this kind had targeted people under 18 to 
make them aware that it is illegal for them to try to purchase 
alcohol. It has been brought to life thanks to efficient co-
operation between business and authorities. 

Ochakovo Moscow Brewery
 “Cultivation of Drinking Culture”

 2006-completed 2007 · WHO Target Area 1
An education program for university students. A subsidiary of 
“Ochakovo” worked with Penza State University to provide 
information about responsible consumption. 5,000 students 
participated in this program.

aim is to eliminate underage drinking, especially in the rural 
areas where there is a lack of information related to alcohol 
consumption. Parents were provided with information as to 
how to set a good example to their children and give clear 
guidance on alcohol. The tools were developed in associa-
tion with Dr Daniela Gheorghe (Psychologist), Cabral, IREX 
(Bill and Melinda Gates Foundation), Youth NGOs and local 
authorities.
In the nine months of the campaign there were almost 500 
participants in 6 rural and small urban communities with very 
good feedback from those involved.

Russia�

AB INBEV - SUN InBev Russia
 “Family Talk“ 45

 2011-ongoing · WHO Target Area 1
Educational programs for employees about how to talk to 
children about alcohol and special programs for children, 
parents, school psychologists concerning healthy lifestyle and 
family relations. In 2011, there were 8 special lectures from 
psychologists for employees. 3,000 brochures “How to talk 
with children about alcohol” were distributed amongst em-
ployees and a complex program for schools, teachers, parents, 
and children was developed and tested.

HEINEKEN Russia
 “I’m Responsible for my Own Actions“ 46

 2010-ongoing · WHO Target Areas 1 and 5 
A unique program aimed at preventing underage drinking 
and fostering a responsible attitude towards decision making 
among teenagers. The project was undertaken with NGO 
partners and started as a pilot project in a school in St. 
Petersburg. The overall target is to create a methodology 
to professionally address issues related to alcohol abuse at 
school. Skilled psychologists, social workers and teachers at 
the school go through a training course in efficient profes-
sional communication and interaction with teenagers and 47

46

45



81

“Ochakovo” distribute the warning stickers. This is a voluntary 
initiative, and Russian legislation does not require outlets to 
use the warning.
In 2010 the Union started an information campaign in 
partnership with the Ministry of Internal Affairs of the Russian 
Federation (Russia’s Interior Ministry) to publicise the cam-
paign and fight consumption of alcohol by underage persons. 
A new logo was developed and displayed in retail outlets. The 
campaign started in Moscow where activities of the Union 
and the Ministry of Internal Affairs were highly appreciated. In 
2011 the project expanded to a further 5 cities: St. Peters-
burg, Irkutsk, Novosibirsk, Rostov-on-Don, and Ulyanovsk. By 
2007, 500,000 warning stickers had been distributed to more 
than 300,000 outlets across Russia. In 2011, sociology polls 
showed that the population of these cities, including sellers, 
started treating purchasers in a stricter way if there was any 
doubt about their lawful age. The Ministry of Internal Affairs 
of the Russian Federation awarded the Union of Russian 
Brewers with an Honorary Certificate for support of this work.
http://www.beer-union.com/

South�Africa�

Industry Association for Responsible Alcohol 
Use (ARA)

 “Be Your Best™ Rock Challenge™” 49

 2005-completed 2009 · WHO Target Area 1
A performing arts event targeting Primary and Secondary 
schools. It used dance and music to create positive behaviour 
change among young learners to help discourage under-age 
drinking. It promoted positive life-style messages and was a 
chance for schools to take part in a dance, drama and design 
spectacular. The Challenge began in Australia 25 years ago 
and has run in a number of other countries ever since. It con-
veys an important health message to young South Africans, 
encouraging them to be the best they can, without tobacco, 
alcohol and other drugs and to avoid contracting sexually 
transmitted diseases and becoming pregnant. It was prepared 

 “Quality-Kuban” (“Quality Classes”)
 2003-completed 2008 · WHO Target Area 1

A target program of education for high-school students in 
Krasnodar. A subsidiary of “Ochakovo” worked with the 
school’s administration to create “quality classes” and extra 
activities for five Krasnodar high-schools to help pupils to 
discover the basics of consumer literacy and to get acquain-
ted with the best enterprises and goods of the Krasnodar 
region. This included the brewery. It stressed the importance 
of a healthy life-style and the damage that the consumption 
of alcohol beverages (including beer) can do to teenagers. 

SABMiller Subsidiary - TransMark LLC
 “Underage Sales and Drinking Prevention Campaign 

(U18)”
 2006-ongoing · WHO Target Areas 3 and 5 

A campaign which builds on the initiative of the Russian 
Beer Union to inform both the trade and consumers about 
restrictions on sales to minors. The visible U18 signs are 
displayed where consumers purchase the products and on 
all advertising material, branded trucks and sales equipment 
such as roll bars and refrigerators.

The Union of Russian Brewers
 “Are you 18 yet? Prove it! Please show your ID” 48

 2006-ongoing · WHO Target Areas 3 and 5 
Measures to stop the sale of beer to minors (below age 18) 
were initiated in 2004 when the Union made a public appeal 
to the President of the Russian Federation, Vladimir Putin. This 
included a request to set legislative limitations on retail beer 
sales for minors. In April 2005, the Federal Law on “Restric-
tion of Beer and Beer-based Products Sales” came into force.
In 2006, the Union initiated the creation of a special warning 
sticker “Sale of beer to minors is restricted”. The warning 
sign was developed for display at points-of-sale (cash-desks, 
counters, etc.), and in advertising. Members of the Union, Bal-
tika Breweries, EFES Russia, Heineken Russia, Kaluga Brewing 
Company”, SUN InBev Russia, Transmark LLC and ZAO MPBK 

48

49

50

with the support and endorsement of the Department of Edu-
cation and had its own website (www.rockchallenge.co.za).
http://www.ara.co.za/campaigns/school-projects/rock-challenge

 “Good Idea, Bad Idea” 50

 2000-ongoing · WHO Target Area 1
A multi-media campaign about responsible consumption 
designed to highlight the dangers of under-age alcohol 
consumption for students. It includes a guide for teachers and 
five television advertisements and three radio advertisements 
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drinking is a burgeoning issue in South Africa and carried 
out the campaign in partnership with the Department of 
Trade and Industry (DTI) and the National Youth Development 
Agency (NYDA). It was developed in collaboration with a 
number of partners: Prominent NGOs, think-tanks, including 
DTI; ARA; The International Centre for Alcohol Policy (ICAP); 
The National Youth Development Agency, Love Life and Life 
Talk (specialist NGOs), The South African Depression and 
Anxiety Group and Aspect. During the pilot the program 
engaged with teachers in 360 schools in different provinces, 
involving 400,000 learners. In the early part of 2012, the 
company is assessing the outcome of the first phase, in order 
to decide how to take the program forward.
http://www.youdecide.org.za 

http://www.youdecide.tv 

http://www.youtube.com/watch?v=nn_tneI-eaQ

 “Living Responsibly on Campus” 52

 2005-ongoing · WHO Target Areas 1 and 4 
A campaign to encourage responsible drinking among 
students. The company has taken a proactive approach to 
promoting sensible drinking on university campuses, and this 
campaign was launched to promote responsibility on campus 
in partnership with the university, the student representative 
body and faculty members. Three educational initiatives 
are used: Posters specifically designed to reach the target 
audience and positioned in permanent pubs on campus; ban-
ners with taxi information displayed at the orientation week 
events and subsequent events, encouraging drinkers not to 
drive drunk; and disposable “breathalysers”, which carry 
a responsibility message, distributed at various events and 
sold at cost in student pubs. To complement the educational 
campaigns, the company urges that food and soft drinks be 
made available wherever alcohol is sold on the campus and 
that individual student bars do not discount alcohol prices to 
an extent that could encourage binge drinking.

which can be viewed on the website. The concept is based 
on research that advocates appealing to teenagers’ sense 
of adulthood and to design campaigns in a style and tone 
which is indirect rather than authoritarian. It was prepared 
with the support and endorsement of the Department of 
Education. In 2009, the campaign was extended, enhanced 
and re-introduced. The campaign was well-received and two 
separate evaluations indicated that it had created a high level 
of awareness.
http://www.ara.co.za/campaigns/ad-campaigns/good-idea-bad-idea

 “Lifeskills Education”
 1990-ongoing · WHO Target Area 1

Education to prevent alcohol misuse and reinforce life-skills 
in schools - seen as a more holistic approach to education. 
The ARA has funded projects in this area for many years and 
has been instrumental in implementing a life-skills education 
program which focuses on all the grades. An early initiative 
was to fund the late Dr Sylvain de Miranda to develop a 
life-skills training program in a number of private schools 
in Gauteng. In 1992, a comprehensive lifestyle education 
program was developed by local and international experts for 
grades 1 - 12. It was organised by the Horison Lifestyle Edu-
cation Project and benefited around one hundred thousand 
young people annually. In 1996, funding was provided to the 
Institute for Health Training Development (IHTD) to develop a 
program to engage younger learners. In 2003, a multimedia 
campaign focusing on prevention of underage (under 18 
years) alcohol consumption was launched.

SABMiller Subsidiary - SAB Ltd
 “You Decide“ 51

 2012-ongoing · WHO Target Areas 1, 3 and 8 
A ground-breaking, comprehensive program aimed at 
changing behaviour relating to underage drinking at both 
community and individual level. It aims to talk to parents and 
work with teachers. The company recognises that underage 

51

52

 “Prevention of Underage Drinking”
 2003-ongoing · WHO Target Area 1

SAB Ltd has been the major sponsor of the ARA multimedia 
campaign aimed at preventing underage drinking. In 2003, 
four advertisements were launched. In 2004, ARA developed 
two further advertisements that were tailored to the key 
findings of the evaluation of the first campaign, “Tattoo” and 
First Date”.
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ces, in which the author of the guide explains how to teach 
children how to avoid alcohol abuse, are held regularly to 
reinforce the main message of the campaign. Conferences 
have been held in 13 out of 17 of the Spanish regions and 
over 30,000 copies of the guides have been delivered.
http://www.cerveceros.org/ingles/padresyalcohol.asp

Sweden�

Sveriges Bryggerier (Brewers of Sweden)
 “Prata om Alkohol (POA)“ (“Talk About Alcohol“)

 2011-ongoing · WHO Target Areas 1 and 8 
Research-based methodology providing educational material 
for health promotion in secondary schools (ages 12 to 18). 
The method uses conversation-based education with a focus 
on teaching adolescents to resist social pressure, peer pres-
sure and learning to say no to alcohol. The method includes, 
for example, group dynamic exercises, “role play“ and drama. 
There is also a competition for students to write short stories 
about their experience of alcohol. Both the teachers and the 
students appreciate this material which has been shown to 
make students less interested in binge drinking and more 
eager to say “no thank you“. This initiative has been funded 
together with the producers of wine and spirits in Sweden. 
Talk About Alcohol has been scientifically evaluated among 
ninth graders in collaboration with researchers from Lund and 
Örebro University. 
http://www.prataomalkohol.se 

http://www.sverigesbryggerier.se 

http://www.svl.se

The�Netherlands�

HEINEKEN Nederland
 “Full-page Advertisement“

 2010-completed 2010 · WHO Target Area 5
A full-page advertisement in two Dutch newspapers publis-
hed together with the Dutch Olympic Committee and the 
Dutch Sports Federations. The subject was preventing under-

South�Korea�

Korea Drinking Culture and Alcohol Research 
(KDCAR)

 “Education Programs to Prevent Underage Drinking”
 2000-ongoing · WHO Target Area 1

Published information on how to protect young people and 
college students from drinking. It was produced in association 
with Oriental Brewery.

Oriental Brewery
 “Preventing Underage Drinking“ 53

 2009-ongoing – WHO Target Areas 3 and 5 
A campaign to prevent underage drinking. Employees of the 
brewery and the local health center give stickers to young 
people on the street reminding them that ID is required to 
purchase alcohol drinks.

Spain�

Cerveceros de España
 “Los Padres Tienen La Palabra” 

(“Parents Have the Word”) 54

 2004 (Updated in 2007)-ongoing · WHO Target Area 1
An educational program to help parents educate their 
children about taking responsible decisions regarding alcohol. 
It also aims to help them to tackle difficult situations such as 
excessive consumption. It has the support of the Ministry of 
Environment and Rural and Marine Affairs and has been de-
veloped with the most representative associations of parents 
and students in Spain: the National Catholic Federation of 
Family Parents (CONCAPA) and the Spanish Confederation of 
Associations of Parents of Pupils (CEAPA). It also has the bac-
king of Regional Governments (Baleares, Madrid) by specific 
agreement. A key part of the campaign is a guide prepared 
by Mrs Petra María Pérez, a well known expert and Profes-
sor of Education of the University of Valencia. The Guide was 
updated in 2007 and is distributed by parents organizations 
at schools. There is also a video and a DVD. Public conferen-

53
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age drinking in sport canteens. It included references to Dutch 
websites for more information and instructions on responsible 
drinking. Government rules were listed and recommendations 
were given to both the volunteers working at sport canteens 
and to parents/guardians in order to raise awareness about 
this subject. 1,174,000 advertisements were published. 32% 
of the Dutch population above 18 years old was reached.
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times. An evaluation showed that the campaign had an effect 
on 78% of the respondents (from “drinking less” to “I talked 
about alcohol consumption and excessive drinking with my 
friends”). 22% of the respondents stated that the campaign 
didn’t have an effect on them.
http://takezero.nl/

 “www.pratenoveralcohol.nl” (“Talk about alcohol”) 
56

 2007-ongoing · WHO Target Areas 1 and 8 
A website to provide young people with facts about alcohol, 
raise awareness of the dangers of underage drinking and de-
lay the onset of regular drinking among those who are under 
the legal drinking age. It was prepared in partnership with 
The European Forum for Responsible Drinking (EFRD), The 
European Association of Communications Agencies (EACA), 
The European Association of Teachers (AEDE), The Confedera-
tion of Family Organisations in the European Union (COFACE) 
and Generation Europe Foundation. It has three pillars: An 
interactive part for use by young people in their leisure time 
(11-16 year olds); work sheets to assist teachers in addres-
sing the issue in scientific or civic education curricula; and 
information and guidance for parents to address alcohol with 
their children. In 2009, the website had over 6,000 visits.
http://www.pratenoveralcohol.nl/

 “Geen 16? Geen druppel” (“Not yet 16? Not a drop”) 
57

 2006-ongoing · WHO Target Areas 3 and 5 
A slogan warning that young people under the age of 16 
must not drink which has been shown on TV commercials for 
beer since 2006. In December 2009 the message “Geen 16? 
Geen druppel” (“Not yet 16? Not a drop”) became manda-
tory in all advertising and other communication (print, televi-
sion, cinema, websites, etc.). It connects all existing and new 
initiatives by both public and private partners on the subject 
of underage drinking. It was launched by Minister for Youth 
and Family André Rouvoet and STIVA Chairman Philip de 

 “www.genot.nu” (“Pleasure Now”)
 2000-completed 2007 · WHO Target Area 1

An initiative to encourage responsible consumption of alcohol 
drinks and to allow young people to find out, in a playful 
way, whether they consume responsibly. It provided a self-test 
on the Internet with access to detailed and user-friendly 
information on alcohol, tobacco, drugs and gambling. It was 
produced by professionals dealing with young people and 
run in co-operation with Public Health Organisations and was 
co-funded by HEINEKEN, spirits producers and the tobacco 
and gambling industries.

STIVA - Dutch Foundation for the Responsi-
ble Use of Alcohol

 “TakeZero” 55

 2010-ongoing · WHO Target Area 1
Two competitions to raise awareness among young people 
(12-17) that excessive drinking has negative consequences 
for themselves and the people around them. It was underta-
ken with the support of MTV Netherlands, and Pellicola (film 
company). In the first students were challenged to make a 
short film addressing the subject of young people and alco-
hol. In the second young people were encouraged to share 
their views, ideas or comments on alcohol and young people 
when visiting the website to vote. The winners were invited 
to participate in a television program on MTV. The project was 
promoted via a 30 second promotional spot broadcast on 
TMF (part of MTV Netherlands). The website, which hosted 
the 9 short films, contains information on the project, a test 
yourself quiz to find out how much you know about alcohol 
and a FAQs section. The TV Show, “Watch this, now”, which 
was broadcast live, was dedicated to the competition. The 
winners of the film competition were announced and the 
winning film shown together with a debate about alcohol 
between the winners of the other competition and two Dutch 
MPs with young people. It will run again in 2012.
Over 23,000 people visited the TakeZero website of which 
2,269 people voted. The commercial was broadcast 400 
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Ridder and has the support of the Department of Health, the 
Department of Youth and Family Affairs, KHN (Dutch Hospi-
tality Association), CBL (Dutch Retail Association), NOC*NSF 
(Dutch Olympic/Sports Association) and Trimbos Instituut 
(Netherlands Institute for Mental Health and Addiction). 
http://stiva.nl/
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judgments. Teachers are trained every year and the activities 
are reported in a yearbook and on a website. 
In 2007, more than 220 educational institutes used the 
program, including 4 colleges, 136 primary schools and 78 
secondary schools.
http://www.leefstijl.nl/

 “Alcohol Policy Day for Student Unions” 60

 1999-ongoing · WHO Target Areas 3 and 5 
Annual meetings with the executive committees of all student 
unions that are members of the National Chamber of Student 
Unions to raise awareness of the dangers of excessive 
drinking. Undertaken with the support of LKvV (the Dutch 
League of sororities and fraternities) the program includes 
a workshop on alcohol consumption and training on the 
responsible selling of alcohol and keeping within the law. 
Unions must also have a set of regulations in place which 
lay out the legal requirements and house rules in relation to 
the responsible serving of alcohol. 46 student unions in 13 
cities take part. Venues and themes change yearly. In 2009 
the event was held in Dommelsch Brewery in Dommelen and 
revolved around reducing student consumption. In 2010, the 
event was held at Unitas SR (student union) in Utrecht and 
revolved around good alcohol policy and how to implement 
and enforce it. In 2011, the event was held in Leiden and re-
volved around the challenges of applying responsible alcohol 
policies at larger parties.
http://stiva.nl/

 “Drank Kopen Kent Zijn Leeftijd” 
(“Under 20? Show your ID!”) 61

 1998-ongoing · WHO Target Areas 3 and 5 
An information campaign that aims to raise awareness of the 
dangers of underage alcohol consumption and inform about 
minimum purchase age legislation (16 for beer and wine, 
18 for spirits). It consists of a website and stickers showing 
the minimum purchasing ages for alcohol drinks (16 for 
an alcohol content of 0.5% to 15% and 18 for an alcohol 

 “www.alcoholonderde16natuurlijkniet.nl” 58

 2006-ongoing · WHO Target Areas 1, 2 and 5 
A website to raise awareness of the legal purchase age 
and provide information to children, parents and educators 
about the reasons why children under 16 should not drink. 
It is supported by CBL (Food Retailer Trade Association), 
KHN (Catering Association) and PVAD (Platform for the sale 
of alcohol drinks). The website also enables young people, 
parents and teachers (including coaches and educators) to 
find information on alcohol-related topics. In 2008, he slogan 
“Alcohol onder 16, nog even niet” (“Alcohol under 16, not 
just yet”) was replaced with “Alcohol onder de 16, natuurlijk 
niet” (“Alcohol under 16, certainly not”). In 2010 the slogan 
was changed again to “Geen 16? Geen druppel” (“Not yet 
16? Not a drop”).
In 2009, the site was visited by more than 15,000 visitors, 
almost 10% of which make return visits.
Blauw Research undertook a study into the educational value 
of the slogan. 480 parents and 477 young people took part. 
It showed that: Over 70% of parents thought the new slogan 
was “good”; Almost one quarter of parents believed it would 
lead to more awareness than the old slogan; and 64% of 
young people found that the “do not drink alcohol under 16” 
message was more clearly conveyed by the new slogan than 
with the old one.
http://alcoholonderde16natuurlijkniet.nl/

 “Leefstijl voor Jongeren” (“Lifestyle for Youngsters“) 
59

 2000-completed 2011 · WHO Target Area 1
A life-style social skills program for schools (young people 
aged 8 -18) to promote the idea of sensible drinking among 
children and young people. The program of lessons arranged 
with support from the Lions Quest Foundation, includes 
exercises, whereby the pupils are taught how to listen to each 
other, deal with their feelings, say “no”, be assertive and 
manage conflicts, take decisions, co-operate with each other, 
make plans for the future, and deal with stereotypes and 
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people as possible. Material included special digests and 
diaries for parents and their children and unique methodology 
material for psychologists. In 2011, the program was laun-
ched in 280 schools in the biggest cities and approximately 
12,000 children and their parents were reached.
http://https://www.facebook.com/FamilyTalkUK

Ukraine Association of beer producers
 “18+ stickers“ 62

 2010-completed 2010 · WHO Target Areas 3 and 5 
Stickers for placement where beer is sold developed by the 
Association in partnership with SUN InBev Ukraine, Carlsberg 
Ukraine and SAB Miller Ukraine. The stickers, which make 
it clear that customers below the age of 18 will not be 
served, were approved at high level within the participating 
companies together with relevant committees and NGO 
representatives. 150,000 were produced and distributed all 
over Ukraine. 

United�Kingdom�

AB INBEV - AB InBev UK Ltd
 “Family Talk About Drinking UK“ 63

 2010-ongoing · WHO Target Area 1
A program which supports parents seeking to educate their 
children about responsible drinking. Research conducted in 
the USA by polling company, Populus, found that parents 
were considered to be the most respected source of advice 
on drinking. AB InBev worked with parents’ organisation, 
Mumsnet, to develop advice and suggestions on how to start 
the conversation with children about responsible drinking.
In 2011, this information was used in the UK to create a cus-
tomized Facebook page where parents may access a collection 
of tips and videos to help them start the conversation about 
alcohol and responsible drinking. The resource includes a 
series of 10 videos with tips gathered from the Mumsnet com-
munity on how to initiate responsible drinking conversations. 
Staff were involved through information leaflets, wristbands 

content of 15% or more) which are distributed to retailers, 
pubs and clubs. The campaign has evolved over time and now 
encourages peple under 20 to show their ID when buying 
alcohol drinks: Under 20? Show your ID! In 2008, 40,000 
stickers were distributed. In 2010 and 2011 a further, 3,000 
were distributed each year.
http://leeftijdsgrens.nl/

 “Participation in ‘Werkgroep Alcohol en Jongeren” 
(“Alcohol and Adolescents Taskforce”)

 2004-ongoing · WHO Target Areas 1 and 3
A taskforce to study ”Alcohol and Adolescents” created at 
the request of the Regulier Overleg Alcoholbeleid (Consultati-
on Committee on Alcohol Policy). Government, health organi-
sations and industry met to work out ideas and programs (for 
children, parents and educators) aimed at curbing underage 
drinking. The motto is “Don’t drink before the age of 16”. 
One of the outcomes of the taskforce was the slogan now 
carried on all TV-commercials.
http://stiva.nl/

Ukraine�

AB INBEV - SUN InBev Ukraine
 “Family Talk About Drinking“

 2010-ongoing · WHO Target Area 1
An underage drinking prevention program based on one 
launched in the USA more than 20 years ago, The company 
partnered with the National Centre of Practical Psychology 
and Social Work of the Ministry of Education and Science of 
Ukraine and the National Academy of Pedagogical Sciences of 
Ukraine. The focus of this initiative is on teens ages 12 to13, 
their parents and teachers, as well as the general population 
in seven key cities. The program includes a variety of educa-
tional materials for children and their parents and teachers, 
and uses training sessions, role-playing, interactive lectures, 
and special events such as “Health Day” to disseminate this 
important underage-drinking prevention message to as many 
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and internal communication promoting the new resources. 
The campaign spanned both traditional and digital media and 
was very well received. By the end of 2011, it had registered: 
1,200 “likes” and nearly 43,000 “post views” on Facebook; 
reached an audience of over 270,000 on Twitter; and the 
videos were viewed more than 600 times on YouTube.
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schools, youth organisations, PSHE coordinators etc.
Its resources are being evaluated by The National Foundation 
for Education Research among 4,400 Year 8 (age 13) pupils 
between 2011- 2013 in 34 schools in England. Interim results 
will be published in September/October 2012. Emphasis is 
on improvement in knowledge and attitudes, age of onset of 
regular drinking and incidence of binge drinking.
http://www.alcoholeducationtrust.org 

http://www.talkaboutalcohol.com 

British Beer & Pub Association (BBPA)
 “Challenge 21 Poster Campaign” 65

 2006-ongoing · WHO Target Areas 3 and 5 
A campaign aimed at licensees and young people which 
highlights the need to ask, or the likelihood of being asked, 
for proof of age if the customer appears under 21 years 
old. The scheme serves as a reminder to customers that it is 
against the law to purchase alcohol if you are under 18, or to 
purchase alcohol on behalf of someone who is under 18. The 
slogan reads “If you are lucky enough to appear under 21, 
you can expect to be asked to prove your age”. At the end of 
2009 the BBPA and its members had circulated almost half a 
million Challenge 21 posters to British pubs.
http://www.beerandpub.com/industryArticle.aspx?articleId=85

 “Support for the Proof of Age Standards Scheme 
(PASS) Scheme” 66

 2003-ongoing · WHO Target Areas 1, 2 and 5 
PASS is the national proof of age accreditation scheme in 
the UK. The BBPA endorses PASS and promotes the scheme 
to its membership and the wider on-trade as acceptable 
evidence of proof of age when purchasing alcohol and other 
age-restricted products. The BBPA sits on the PASS board, and 
the scheme is included as part of the BBPA’s successful ‘Chal-
lenge 21’ campaign.
http://www.pass-scheme.org.uk/ 

AIM-Alcohol in Moderation
 “The Alcohol Education Trust“ 64

 2010-ongoing · WHO Target Areas 1 and 3
A registered charity founded following a pilot study for 11-16 
year olds and their parents in UK schools. The results of the 
pilot showed that teachers did not know where to go for 
good alcohol education resources and had to piece together 
material from different sources. Its remit is the provision of 
alcohol education in different ways, to pupils age 11 - 16 
and their parents and to provide coherent and up to date 
accurate resources and lesson plans for teachers. Its work is 
specific, focused and has teachers solely as trustees. Initial 
resources included a website and booklets for parents and 
young people and seminars are organsied on request. It is the 
educational partner for the Community Alcohol Partnership 
(CAP) scheme, which was developed by the Retail of Alcohol 
Standards Group, to tackle underage drinking by building 
relationships between responsible alcohol retailers and local 
stakeholders, including the police, local authorities, secondary 
schools, youth clubs and the local press in districts across 
England.
In 2011, with a grant from Drinkaware, a “Teacher work-
book”, based on lesson plans already in use, has been crea-
ted. This allows teachers to pick and mix from the resources 
according to the time frame allowed for alcohol education 
in school, the age and ability, knowledge and experience of 
their class.
At the start of May 2012 it was working with 600 secondary 
schools across the UK (20% of eligible schools) and a further 
300 relevant charities, PSHE coordinators and youth groups. 
The geographical spread is broad, including Cornwall, Kent, 
Birmingham, London, Rotherham, Bedfordshire, Dumfries and 
Fermanagh in Northern Ireland.
By the end of 2011 45,000 copies of their booklet “Alcohol 
and You” and 35,000 copies of the parent guide “Talking to 
Kids about Alcohol” have been dispatched on request from 
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British Beer & Pub Association (BBPA) and 
other signatories

 “Public Health Responsibility Deal - Tackling Under-
age Alcohol Sales“

 2011-ongoing · WHO Target Areas 3 and 5 
As part of the Government’s “Responsibility Deal” the BBPA 
and other industry members, have committed to ensuring 
that effective action is taken in all premises to reduce and 
prevent under-age sales of alcohol (primarily through rigorous 
application of Challenge 21 and Challenge 25). 
This pledge is expected to lead to a reduction in the number 
of under-age purchases and a reduction in the percentage of 
under-15 year olds drinking alcohol obtained outside of the 
home. While there is already a legal requirement to have age 
verification policies in place, industry will, in addition, promo-
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in library textbooks and stickers on washroom mirrors are 
used to show how much alcohol is contained in popular 
drinks. The advice also highlights the importance of: eating 
on a night out to slow alcohol absorption; taking soft drinks 
(‘spacers’) to pace the evening; drinking water to stay 
hydrated and before going out, planning how to get home. 
The campaign was piloted in partnership with the National 
Union of Students and was extended to 53 universities in 
2005/2006.
In 2009, it was updated to include the use of common bar 
games such as pool, table football and darts to encourage 
students to “Stay on Top of Your Game” by keeping track 
of their units. In May 2009, student union bars across 10 
universities (including Bath, Cardiff and Glasgow) took part 
in the campaign. Special edition pool balls were produced for 
the unions with the usual ball numbers being replaced with 
the unit content of drinks such as Guinness.
By June 2008, 750,000 students across 55 universities had 
been exposed to the messages. 

Drinkaware
 “The Ultimate Day” 67

 2009-completed 2009 · WHO Target Area 1
A web-based challenge designed to help combat boredom 
over the summer period and to highlight that you can have 
fun without alcohol. Young people aged 16-17 years old were 
set the challenge to creatively demonstrate how they would 
have a great day with their friends without alcohol. Entrants 
were asked to upload a video or image of themselves to 
the Ultimate Day website, alongside an explanation of their 
ideal day for them and their mates. Five winners were chosen 
from across the UK. Amongst the prizes were quad biking, 
makeovers, limo rides, VIP gigs and a theme park trip. The 
campaign was launched as a result of Drinkaware research 
findings (Alcohol: What’s the attraction). The campaign site 
received 14,175 unique visitors, 82 entries were submitted 
and over 11,000 votes were cast on the videos.
http://www.drinkaware.co.uk/media/press-releases/2009-press-

release-archive/win-the-ultimate-day-drinkaware-launches-competiti-

on-to-give-teens-their-dream-day-out 

te and encourage the rigorous use of the Challenge 21 and 
Challenge 25 schemes. These require on and off-trade staff to 
ask for agreed identification to validate alcohol purchases to 
reduce the number of under-18s purchasing alcohol.
Initial signatories: ASDA, Aldi Stores Ltd, Association of 
Licensed Multiple Retailer, Berry Bros & Rudd Limited, 
Bibendum Wine Ltd, BrandPhoenix Limited, British Beer & Pub 
Association, British Institute of Innkeeping, C&C Group Plc, 
Cellar Trends Ltd, Charles Wells Ltd, Coe Vintners, Concha y 
Toro UK Ltd, Co-operative Group (The), Daniel Thwaites PLC, 
DC Leisure, Diageo Great Britain Limited, Direct Wine Hol-
dings Ltd, Enterprise Inns Plc, Everards Brewery Ltd, Frederic 
Robinson Ltd, Fuller Smith and Turner PLC, Gonzales Byass 
UK Ltd, Greene King Plc, Hatch Mansfield, Heineken UK, ISS 
Facility Services Healthcare, J Wray & Nephew UK Ltd, JD 
Wetherspoon PLC, Joseph Holt LTD, JW Lees & Co (Brewers) 
Ltd, Kingsland Wines and Spirits, Maisons Marques et Do-
maines Ltd, Majestic Wine Warehouse Ltd, Marks & Spencer, 
Marston’s PLC, McMullen & Sons Ltd, Midcounties Co-opera-
tive, Mitchells & Butler Plc, Molson Coors Brewing Company 
(UK) Ltd, Morrisons Supermarkets Plc, Punch Partnership, 
Punch Pub Company, SA Brain and Company Ltd, Sainsbury’s 
Supermarket Ltd, Shepherd Neame Ltd, St Austell Brewery Co 
Ltd, T&R Theakston Ltd, Tesco PLC, Waitrose, W.H. Brakspear 
& Sons Ltd, Whitbread Group PLC, Wine and Spirit Trade As-
sociation (WSTA), YO! Sushi, Young & Co’s Brewery Plc.
Ongoing evaluation will be done by the Public Health Res-
ponsibility Deal monitoring and evaluation group.
http://responsibilitydeal.dh.gov.uk/ 

Diageo
 “Know What’s In It?”

 2005-ongoing · WHO Target Area 1
A creative program to increase unit awareness among 
18-25 year olds, especially students. It provides alcohol unit 
guidance and responsible drinking reminders for students’ 
bars and clubs and seeks to encourage students to think 
about the units they drink rather than the number of drinks 
they have had. Glass and bottle stickers, post-it notes hidden 
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HEINEKEN UK
 Support for “Community Alcohol Partnerships 

(CAPs)”
 2011-ongoing · WHO Target Areas 1, 2 and 5 

HEINEKEN UK was named as a supporting partner of Com-
munity Alcohol Partnerships (CAPs). This is part of their 
commitment to the Responsibility Deal, in support of the 
collective alcohol pledge on Community Actions to Tackle 
Alcohol Harms.
CAPs are co-ordinated by the Wine & Spirits Trade As-
sociation and operate under the banner of the Retail of 
Alcohol Standards Group (RASG); a group of 22 high street 
retailers who have worked together since 2005 to drive 
down underage sales. RASG members develop best practice 
and make it available to all retailers. They were responsible 
for developing and implementing the Challenge 21 and 
Challenge 25 schemes. The aim of this scheme is to reduce 
underage drinking by bringing together alcohol retailers and 
local stakeholders, such as Trading Standards, police, local 
authority licensing teams, schools and health networks. Inter-
ventions focus on: education of young people of the health 
and legal implications of underage consumption; training 
and mentoring for retailers in off- and on-licensed premises; 
enforcement through mystery shopping exercises and police 
and Trading Standards patrols; and working with local media 
to celebrate success.
There are currently around 30 Community Alcohol Partner-
ships in the UK, and with the additional industry support, it is 
hoped that another 70 will be rolled out over the next three 
years. 
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selling alcohol beverages to anyone under 18 years old. To 
achieve this, employees visit outlets (POCs) wearing shirts 
and badges and hand out stickers and brochures with the 
message: “We do not sell alcohol to minors. +18 = Responsi-
ble Sales” and” I request ID, I am responsible”. In 2012, over 
20,000 outlets were visited.
http://www.fnc.com.uy 

 “Digital Guide for Parents”
 2012-ongoing · WHO Target Area 1

Talks for parents on a website that seek to create a space 
for sharing information and for parents to talk about their 
roles with their children. The key is to always adopt a positive 
outlook that will strengthen the confidence of parents in their 
role. 
http://www.fnc.com.uy 

 “Vivamos Responsablemente Talks in schools”
 2012-ongoing · WHO Target Areas 3 and 8 

A series of talks in schools. This initiative seeks to promote 
positive values and healthy behaviours. The intention is that 
young people understand the importance of being res-
ponsible, the reasons for their behaviour and in this sense, 
understand the context in which they are generated. The 
company collaborated with Local Government, Pro Humanitas 
Foundation, and UNITRANS for this campaign.
http://www.fnc.com.uy 

USA�

AB INBEV - Anheuser-Busch Companies
 “College Talk: A Parent’s Guide on Talking About 

Drinking with Your College-Bound Student” 68

 2002-completed 2011 · WHO Target Area 1
A program helped provide tips and information to parents on 
how to continue to communicate openly and honestly on the 
subject of drinking with their college-age children. Written by 
an advisory panel of education, family, and health profes-

Shepherd Neame Ltd.
 “Sponsorship for Innovative Education Solutions for 

Alcohol Issues”
 2007-ongoing · WHO Target Areas 1 and 8 

Shepherd Neame has been the principal sponsor of the Kent 
Peer Education Drama Competition for three years, providing 
cash prizes for the development of school drama depart-
ments. Run annually, and open to all secondary schools in the 
county, the competition is organised by Kent County Council’s 
(KCC) Schools Education Advisers as an opportunity for 
young people to explore messages relating to drugs, alcohol 
and sexual health using a creative approach to learning. The 
theme varies each year to enable broad coverage of topical 
issues. Schools are invited to research, write, produce and 
perform a short drama based around the year’s theme. The 
theme for 2010 was “Exploding the Myths – These are the 
Facts”. Finalists are chosen to perform their pieces, at a 
professional theatre, before a panel of judges, including pro-
fessionals working in the education, drug and alcohol fields. 
Shepherd Neame also provides funding to stage and publicise 
the event. The final is filmed so that the DVD can be used as 
an education tool for all schools.
The event features no Shepherd Neame branding, nor does 
the company actively seek any publicity over its support 
of the competition. Shepherd Neame has also provided 
complimentary conference facilities for a Personal Health and 
Social Education teachers’ training day, including catering and 
refreshments and a brewery tour.
http://www.shepherdneame.co.uk/ 

http://www.youtube.com/watch?v=FSsff_Qnfwo

Uruguay�

AB INBEV
 “+18=Responsible Sales”

 2012-ongoing · WHO Target Areas 1, 3, 4 and 5
An annual campaign which promotes responsible drinking 
habits and raises awareness about the importance of not 68

sionals, the program discusses issues faced by the parents of 
college-bound children as they become more independent 
and prepare to leave home for the first time. It was distribu-
ted free of charge.

 “Prevent. Don’t Provide Alcohol to Minors” 69

 2005-completed 2011 · WHO Target Areas 1, 2 and 5 
This program recognizes the important role that parents, and 
other adults, play in the fight against underage drinking. 
According to the U.S. Department of Health and Human 
Services, teens who drink primarily get their alcohol from 
adults they know, such as parents, guardians or other family 
members. “Prevent. Don’t Provide” challenges adults to 

69
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tips cards on how to spot fake IDs, legal-age calendars and 
wearable buttons. These materials have helped make ID 
checking a standard and socially accepted part of purchasing 
alcohol. These programs also reinforce with adults and the 
community that brewers, their distributors and retailers across 
the country are active partners in helping to prevent alcohol 
access to those under 21 years of age.
As part of the program more than 20,000 “We I.D. Cards” 
and 154,000 I.D. books were provided to retailer partners in 
2010. More than 1.3 million “We I.D. Cards” and 2.2 million 
Driver’s License Guides have been distributed since 1990. 
http://www.Anheuser-Busch.com 

 “Anheuser-Busch Community Speakers”
 1989-ongoing · WHO Target Area 1

A panel of speakers who deliver messages about responsi-
bility and respect for the law to students, parents, educators, 
community groups and military personnel around the country. 
These presentations include:
• Street Smart: An interactive presentation by Stay Alive 

From Education (S.A.F.E.).A two- person team of certified 
fire-fighters/paramedics, remind students of the dangers of 
teen drinking, drunk driving, illegal drug use and not wea-
ring seat belts. The presenters take participants into the 
real-life drama they experience as they work to save the 
lives of those who have made poor choices. The program 
has been shared with more than three-quarters of a million 
students and military personnel since 2002. The presenta-
tion is available in English and Spanish.

• Living Proof: Sarah Panzau, a former student-athlete, 
shares her experience as a victim of her own drunk- driving 
crash and talks to students about peer pressure, knowing 
your true friends, rising above disabilities, and making 
smart choices. The talk illustrates that poor choices can 
have drastic consequences.

•  Family Talk About Drinking: Educator and parent coach 
MJ Corcoran delivers an interactive presentation to PTAs, 
community groups and parents that addresses strengthe-

“Think Again” if they believe it is acceptable to buy alcohol 
for teenagers, or to provide it to them at parties.

 “Family Talk About Drinking” 70

 1990 (Revised in 2011)-ongoing · WHO Target Areas 1 
and 8 
An underage drinking prevention program created by 
Anheuser- Busch more than 20 years ago. It offers a non-rule 
based approach that helps parents more effectively use the 
tools they already have. It recognises that as kids grow up, 
parenting roles may need to change so covers strategies for 
every age, in a way that is useful for every family.
in 2010, a Facebook page was introduced to the program. It 
is designed to serve as a supportive community for parents 
looking for information on how to begin or continue the discus-
sion about underage drinking with their children. Community 
members can use the page to exchange thoughts and ideas on 
how to combat underage drinking and can download the parent 
guide free of charge. Parenting expert and program consultant, 
MJ Corcoran regularly posts on the page providing her advice to 
parents. It allows parents to introduce new ideas, share stories, 
ask questions and get answers from a qualified parenting expert.
In 2011, the program was expanded and updated with the 
aim of providing parents with somewhere they can seek help 
throughout their kids’ lives.
http://www.facebook.com/ABFamilyTalk 

http://www.Anheuser-Busch.com 

 “Budweiser Operation I.D.” 71

 1990-ongoing · WHO Target Areas 3 and 5 
Training and a variety of point of sale materials to help 
prevent sales to underage persons offered to retailers by 
Anheuser-Busch and their distributors. Program elements 
include “We ID” signage in cooler cases and at the point of 
purchase, as well as “Driver’s Licence Guides” for store clerks 
and bartenders that contain examples of valid licenses in 
all 50 states, U.S. territories, and Canadian provinces. Other 
materials for servers, bartenders and store clerks include 71

70

ning parent/child relationships leading to better communi-
cation that can help prevent underage drinking. She also 
introduces the idea that parents can match their style and 
approach to the cognitive development of their children 
(parenting stages), which can help unlock the power of 
parental influence in preventing underage drinking.

•  A Taste Of Reality: Former emergency room nurse Linda 
Dutil provides middle- and high- school students with a 
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 Sponsorship of “The BACCHUS NetworkTM” 73

 1975-ongoing · WHO Target Areas 1 and 8 
Anheuser-Busch is a leading supporter of the BACCHUS 
NetworkTM, an association of college- and university-based 
programs focusing on promoting positive peer pressure as 
a way to encourage alcohol responsibility, among other 
health and safety issues. Through the BACCHUS NetworkTM, 
Anheuser-Busch supports National Collegiate Alcohol 
Awareness Week (NCAAW), a nationwide initiative held in 
October that promotes responsible attitudes among university 
and college students across the country. In 2005 MillerCoors 
ceased sponsorship of BACCHUS.
http://www.bacchusnetwork.org/

HEINEKEN USA
 “We Don’t Serve Teens Westchester, NY” 74

 2011-completed 2011 · WHO Target Areas 3 and 5 
A local extension of the “We Don’t Serve Teens” (WDST) pro-
gram in Westchester, NY, the hometown of HEINEKEN USA. The 
program included: WDST Messaging on bus sides and transit 
shelters to highlight the message throughout Westchester 
County; messages on a digital billboard system donated by the 
City of White Plains; licensees throughout Westchester County 
received a WDST static sticker for either front door or cooler 
case; and a press conference was aligned with the Federal Trade 
Commission launch on the first day students returned to school.
The program had more than 75 executions totalling more 
than 15 million impressions through the month; more than 
2,300 alcohol licensees received a WDST sticker; and print 
and TV cable media with circulation numbers of more than 
570,000.

 Support for the“Collegiate Effie PSA Competition“ 75

 2009-ongoing · WHO Target Areas 3 and 6
A competition which tasks students with creating a public 
service campaign to communicate how consumers should 
focus on responsible and legal alcohol consumption. Each 
cycle allows students who are 21+ to create a public service 

hands-on look at treatments for alcohol poisoning and 
drug overdose, while teaching effective skills for resisting 
peer pressure and for making smart, responsible choices.

•  Check Into A Winning Life: Bob Anastas, founder and 
former executive director of Students Against Driving 
Drunk (SADD), brings parents and students a motivational 
message on how teens can use positive peer pressure, 
networking and conflict-resolution skills to help make 
smart choices. The program emphasizes the importance of 
self-discipline and leadership.

•  Courage To Care: Carolyn Cornelison, a former college 
athlete who speaks from her personal college experiences, 
leads a realistic discussion with students about college 
drinking, taking responsibility, recognizing abuse and 
helping those with alcohol and drug-related problems.

•  A Survivor’s Story: As a victim of a serious car crash, Adam 
Blomberg, M.D., tells a compelling story of his long road to 
recovery. As a survivor, he has dedicated his life to creating 
public awareness about the importance of responsible 
driving. Adam’s powerful presentation serves as a reminder 
on making responsible choices.

http://www.Anheuser-Busch.com 

AB INBEV - Anheuser-Busch Companies and 
MillerCoors - a joint venture of SABMiller 
and Molson Coors

 “Annual Driver’s Licence Booklets” 72

 1990-ongoing · WHO Target Areas 3 and 5 
Brewers partner with law enforcers to provide these booklets 
as part of their continuing efforts to help prevent underage 
access to alcohol beverages. The booklet suggests tips for 
checking the validity of I.D.s and provides examples of valid 
licence formats for all 50 states plus U.S. Territories, U.S. 
Department of State, and the Canadian provinces.
Thousands of law enforcement officials are provided these 
booklets each year.

74
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and strangers of legal drinking age.
Thousands of retail businesses have accepeted “21. It’s the 
Law” materials.
http://www.greatbeergreatresponsibility.com/

 Sponsorship of “MVParents.com”
 2005-completed · WHO Target Area 1

A brewer-sponsored website which provides parents with 
asset-building tools and information, including a downloada-
ble Playbook for Parenting, to support “mums and dads” as 
the “most valuable players” in their children’s lives. Research 
shows that the more Developmental Assets that young 
people experience, the less likely they are to engage in a wide 
range of high-risk behaviours including underage drinking. 
Search Institute, a national leader in generating cutting-
edge ideas with research and strategies for growing healthy 
thriving children and adolescents, provides all the parenting 
content and tools on the site. National advertising has been 
used to increase awareness of the site. In 2006, “Underage 
Drinking: Parents are the Most Valuable Players in a Kid’s 
Life” was published to outline the company’s commitment to 
the program as part of its ongoing commitment to preventing 
underage drinking. English and Spanish versions are available. 
The website address was changed in 2010 to  
www.parentfurther.com
More than one million parents each year visited  
MVParents.com
http://MVParents.com 

http://www.parentfurther.com

 “Card ‘Em, Guard ‘Em and Cab ‘Em”
 2002-completed · WHO Target Areas 3, 4 and 5

An on-premise awareness program used to educate and sup-
port waiters and bartenders on the important role they play in 
helping to prevent illegal underage drinking, over-consump-
tion, and drunk driving. The elements of the program include 
educational posters, phone stickers, and lapel pins and serve 
as a reminder to consumers to be personally responsible and 
get home safely.

message campaign associated with the Heineken brand. Top 
student groups win the opportunity to “pitch” their campaign 
to the Heineken brand teams. Students win cash prizes, 
and the results from campaigns have brought some fresh 
ideas into how to promote brand responsible consumption 
programs. Program topics have included drunk driving and 
underage drinking prevention.
The Collegiate Effie program has received 28 submissions 
from 11 universities in two years of competition. More than 
$10,000 in scholarships has been awarded.
http://www.effie.org 

 Support for “The Health Alliance on Alcohol”
 2006-ongoing · WHO Target Area 1

A national education initiative on underage consumption 
of alcohol through parent/child communications. It includes 
a series of “Facts” and “Conversations” and “Physician-
authored books”with subjects including underage drinking, 
peer pressure, and the prom/graduation season. HAA member 
organisations include the New York-Presbyterian Healthcare 
System, Morgan Stanley Children’s Hospital, White Plains 
Hospital Center, and HEINEKEN USA.
http://www.healthallianceonalcohol.com/

MillerCoors - A joint venture of SABMiller 
and Molson Coors

 “21. It’s the Law” (part of the Respect 21 program) 
76

 2005-completed 2008 · WHO Target Areas 3 and 5 
Point of sale material that sent a direct, simple reminder 
of “21. It’s the Law. Thank you for not providing alcohol to 
minors”. The program also included state-specific signage 
that educated adults on the legal consequences of providing 
alcohol to minors. Government reports have consistently 
identified parents as the primary influence in their children’s 
(ages 8-17) decisions about whether they drink alcohol or 
not. They also show that the vast majority of minors obtain 
alcohol from social sources such as parents, siblings, friends, 

 “Let’s Keep Talking” 77

 2002-ongoing · WHO Target Area 1
A guide to help parents of teenagers to talk with their 
children about making responsible decisions, including the 
decision to wait until they are 21 to consume alcohol, and 
to remind teenagers of societal expectations that they obey 
the law and the consequences of making poor decisions. The 
brochure was created by MillerCoors with the assistance of 
an advisory panel of experts in the fields of education, family 
therapy, law enforcement, and student health and wellness.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

YouthAccessPrevention.aspx 

http://www.greatbeergreatresponsibility.com/Gbgr/media/GbgrMedi-

aLibrary/Docs/LetsKeepTalking.pdf

 “21 Means 21” 78

 1996-ongoing · WHO Target Areas 3 and 5 
An advertising campaign developed to communicate that 
brewers do not want the business of America’s under-21 
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of teachers and deputy district attorneys brought a mento-
ring and integrated curriculum resource focused on positive 
decision-making to the children in school. This curriculum was 
expanded to various communities nationwide.

AB INBEV - Anheuser-Busch Companies, Beer 
Institute, Crown Imports, HEINEKEN USA, 
MillerCoors

 Support for “We Don’t Serve Teens Campaign”
 2007-ongoing · WHO Target Areas 1, 2 and 5 

The Beer Institute and its members support the federal 
government’s “We Don’t Serve Teens” program that provides 
parents and other adults with tools and information they 
need to help reduce teen drinking. Each year since the 
program began in 2007, the Beer Institute with members 
Anheuser-Busch, Crown Imports, HEINEKEN USA and Miller-
Coors have actively supported and promoted the campaign’s 
national efforts. Support included highlighting the campaign 
on corporate websites, providing the campaign website on 
local publications, and securing radio, digital, bus shelter, 
billboard and print advertising as well as retail placements. In 
2011, these members “adopted” their corporate hometowns 
to make a special effort to raise awareness of the programs in 
those locations. Additional activities related to the “adopti-
ons” included a floor speech about the campaign by a mem-
ber of the U.S. House of Representatives, local press events 
with representatives from a variety of stakeholders including 
law enforcement, local elected officials and members of the 
beer industry, local advertising, and resolutions supporting 
the program from localities. All of these activities work to 
enhance recognition of the campaign’s message and direct 
the public to the program website.
www.DontServeTeens.gov

year-olds. For retailers, the messages reinforce the importance 
of checking I.D.s. They are featured in point of sale materials 
and merchandise. For consumers 21 years of age and older, 
the message emphasizes that it is illegal to buy alcohol for, 
or serve it to, anyone who is underage. For those who are 
under 21 years of age, the message is clear: “The only good 
decision is not to drink. When they are 21, it is their choice. 
Until then, the brewers will wait for their business”. Since 
June 2012, all advertising and marketing materials that are 
used in college sports alliances must include use of the 21 
means 21 logo.

 “We I.D. Program” 79

 1995-ongoing · WHO Target Areas 3 and 5 
Signage and point of sale materials with the message “We 
I.D.” created to help reduce sales of alcohol to minors. This 
program offers retailers a variety of materials that help them 
check and verify valid I.D.s. These include: pocket-sized We 
I.D. cards (available in English and Spanish) that list tips on 
how to spot fake I.D.s; Legal Drinking Age Calendars that 
help identify whether the birthdates of those showing I.D.s 
prove that they are of legal drinking age or not; and driver’s 
licence booklets. Signage is placed throughout retail esta-
blishments where alcohol beverages are sold or served. The 
We I.D. signage also reassures parents and the community 
that brewers and distributors are active partners in helping to 
prevent illegal underage access. Since 2005 the initative has 
become an integral component in the company’s Respect 21 
program.
http://www.greatbeergreatresponsibility.com/Alcohol-Responsibility/

Retailers.aspx

 “Courtrooms to Classrooms”
 1994-completed 2008 · WHO Target Areas 1 and 3

This program began as a joint effort between local teachers 
and the Denver District Attorney’s Office in order to help 
students develop decision-making skills that could be applied 
to academic as well as to social situations. The partnership 79

Venezuela�

AB INBEV - Ambev Venezuela
 “Responsible Consumption and Sales Campaign”

 2006-ongoing · WHO Target Areas 3, 4 and 5
A campaign to prevent underage drinking aimed at the 
company’s point of sale and nightclubs in the main cities. 
The messages promoted include: “Si tomaste, llama a un 
experto” (“If you drink, call an expert - a taxi”); and “No vale 
disfrazarse... Cerveza sólo para mayores de 18 años” (“Don’t 
pretend... Beer for older than 18 only”).

Zambia�

National Breweries Plc - SABMiller Subsidiary
 “Campaign Against Underage Drinking“

 2010-completed 2011 · WHO Target Area 1
A campaign addressing the alcohol consumption of young 
people. It used SABMiller education material and explained 
why young people should not consume alcohol. It was laun-
ched with a speech by the ex-minister of education.
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Deterring Drinking 
anD Driving 

Campaigns designed to discourage people from drinking and driving are included in this section. They 
include: videos, web-sites, games and competitions, TV, press and poster advertising, designated-driver 
schemes, taxi partnerships, and information for retailers. It also features drink/driving messages that are 
specifically aimed at young people, and information for new drivers.
 

Argentina	

AB INBEV - Cervecería y Maltería Quilmes
 “Responsibly Cool” 1  

 2011-ongoing · WHO Target Area 4
A TV campaign that tries to raise awareness among young 
people on the importance of using alternative transport rather 
than their own car when drinking alcohol.

 “Test Driver” 2  
 2011-completed 2012 · WHO Target Area 4 

A campaign that raised awareness about the incompatibi-
lity of combining the actions of drinking and driving, and 
promoted the use of alternative transport. Signs with the 
slogan “If you drink, experience the unique sensation of not 
driving,” were placed in the entrance to a nightclub. These 
highlighted the virtues and comfort of choosing alternative 
transport when returning home if they had consumed alcohol 
beverages. The stand was seen by 30.000 people.

 “Breathalyser Donations” 
 2007-ongoing · WHO Target Area 4 

The donation of breathalysers to different local governments. 
By the end of 2011, 24 breathalysers had been donated.

 “Designated-driver” 3  
 2006-ongoing · WHO Target Area 4 

Long term support for the government of Buenos Aires 
designated-driver program, held in bars and nightclubs. In Ja-
nuary and February 2010, the company launched a campaign 
that stressed the importance of choosing a designated-driver 
(or choosing alternative transport) when drinking alcohol 
beverages in Pinamar and Mar del Plata. The company was 
honoured by the ANSV (National Road Security Agency) for its 
support for the initiative that, according to the Agency, had 
contributed to reduced fatalities on the roads.

 “Si Tomaste no Manejes” 
 (“If You Drink Do Not Drive”) 4   
 2004-ongoing · WHO Target Areas 4 and 8 

A campaign that includes outdoor advertisements on roads at 
the main access points to Buenos Aires City and tourist cen-
tres, as well as static advertisements in stadiums during inter-
national soccer matches and major-league championships of 
the Argentine Soccer Association (AFA), and in the Argentine 
Polo Field during polo championships. The campaign is 
complemented by the “Taxi” commercial which was featured 
on TV and radio. The purpose of all such campaigns is to raise 
the consumer’s awareness of the importance of adopting an 
attitude of responsible consumption and the incompatibility 

1

2

3

4
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 “X-periment” 5   
 1997-completed 2009 · WHO Target Area 4 

An educational video about the dangers of drinking 
and driving. Made in co-operation with The Amsterdam 
Group. 

Belarus	

Carlsberg - Olivaria Brewery 
 “Draw the Line” 6  

 2010-completed 2010 · WHO Target Area 4 
A campaign designed to tackle the problem of drinking and 
driving in Belarus and promote a responsible attitude towards 
alcohol consumption among consumers and employees. It 
was linked to the the Alivaria beer brand and was supported 
by the Belarus State Road Police and one of the largest car 
dealers in the Commonwealth of Independent States (CIS), 
Atlant-M. A3 and A4 posters, calendars, flyers, stickers and 
car air fresheners were produced and distributed to employ-
ees. Stickers and posters were placed in the brewery and in 
the offices. Posters and flyers were placed in around 30 petrol 
stations in Minsk, 8 Atlant-M show-rooms, service stations in 
Minsk and Brest and in the offices where cars are officially re-
gistered and driving licences issued. Consumers were alerted 
to the campaign by special packs of the most popular beer 
brands. The Belarus Road Police also supported the campaign 
by distributing materials and car air fresheners to drivers for 
a two week period. Overall awareness of the campaign was 
around 1.5 million people. The campaign was featured in 11 
magazines together with coverage by radio stations and TV.

of drinking and driving. To reinforce the message of responsi-
ble consumption, 100,000 coasters with the campaign slogan 
were distributed to bars and discos throughout the country. 
The TAXI TV commercial has reached 7,000,000 adults.

Austria	

HEINEKEN Brau Union Österreich 
 “Signatory to the European Road Safety Charter”

 2006-completed 2009 · WHO Target Area 4 
As signatory to the Charter the company committed to con-
tinuing a promotion with the theme of drinking and driving. 
Under the slogan, “Collect the Labels and Win”, Schlossgold 
gives away 100 OEAMTC (Austrian Automobile, Motorcycle 
and Touring Club) safe driving courses per year. 
http://www.erscharter.eu/signatories/profile/13194

http://www.brauunion.at

Verband der Brauereien Österreichs 
 “Trockenfahrer.at“ (“Dry Driver“)

 2009-ongoing · WHO Target Area 4 
An educational campaign aimed at helping to reduce 
drinking and driving. 5 video clips address topics such as 
the potential effects of inappropriate alcohol consumption, 
including misjudgement of one’s own capabilities; physical 
impairment; and reduced reaction rate. This is done through 
images appropriate to the young target group. The messages 
are “tongue-in-cheek” without losing the seriousness of the 
information. The initiative is also promoted in online and 
print media appropriate to the target group. In the area of 
social media a fanpage on facebook was created and viral 
activities implemented. The video is distributed to all Austrian 
driving schools, all school pupils older than 16 and the armed 
forces. 
http://www.trockenfahrer.at

5

6
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that alcohol has on driving. An audience may follow the 
performances by means of a display device. Furthermore, all 
visitors receive a leaflet with information on BOB and the 
dangers and impact of drinking and driving. The BOB-bus is 
used within the framework of local, regional and provincial 
road safety campaigns, and on road safety weekends, etc.. 
Police forces and organizers of festivals, parties or road safety 
events, may use the BOB-bus for educational or prevention 
activities on drinking and driving. The bus, accompanied by 
two operators, is made available free of charge for such initi-
atives, providing the target is mainly aimed at young drivers 
(from 18 years).

 “BOB Campaign” 10  
 1995-ongoing · WHO Target Area 4 

A designated-driver initiative developed with the help of 
AB INBEV - InBev Belgium in association with BIVV/IBSR. 
Today, the initiative is a partnership between BIVV/IBSR, 
Assuralia, and the Union of Belgian Brewers, which includes 
AB INBEV - InBev Belgium. The main message of the BOB 
campaign is the need to always have a designated-driver. 
The character “BOB” is presented as someone who can be 
relied on to drive other people safely home after they have 
been drinking. A “BOB” is appointed before a night out and 
has the task of staying sober and getting everyone home. 
Television, radio, billboards and mailings have been used to 
publicise the campaign which is aimed at drivers as well as 
cafés and restaurants. In 2001, the European Commission 
co-financed a Euro-BOB campaign in 8 countries in a move 
to share this good practice across Europe. By 2005, fifteen 
countries (Austria, Belgium, France, Poland, Hungary, Malta, 
Sweden, Italy, Czech Republic, Portugal, Greece, Denmark, 
Spain, United Kingdom, and the Netherlands) participated. 
In 2006, the co-financing by the European Commission was 
stopped. The campaign has been constantly updated over the 
years and is well represented on social networks for example 
twitter. In February 2011, the Belgian Institute for Road Safety 
(IBSR) “Go For Zero” campaign was publicised via the BOB 

Belgium	

AB INBEV - InBev Belgium 
 “BOB“ Campaign 7  

 1995-ongoing · WHO Target Areas 1 and 4 
A designated driver campaign that was launched in 1995 and 
that is today a partnership with BIVV/IBSR, Assuralia, and the 
Union of Belgian Brewers. The BOB campaign main message 
is to always have a designated driver. It has been replicated in 
16 other European countries with support from the European 
Commission. 
http://www.ab-inbev.com

Arnoldus Group 
 “Go For Zero” 8  

 2011-ongoing · WHO Target Area 4 
Support for a new Belgian Road Safety Institute initiative 
that brings together businesses, organizations, government, 
media and citizens behind the common goal of safer traffic. 
By signing up to the initiative companies set an example for 
everyone to follow. Big media groups like the RTBF, RTL, VRT, 
VMMa, SBS and MTV Networks, promised to lead by example 
and not to incite people to commit traffic offences in their 
programs. Leading organizations such as the FEB, Agoria, 
the Red Cross, the League and Pro Febiac emphasize the 
importance of leading by example and big corporations like 
Electrabel are making every effort to integrate road safety 
into their overall security policy. The Arnoldus Group supports 
the campaign and publicises it on its “BOB campaign” web-
site and via twitter “Go For Zero”. 
http://www.bob.be/fr/

http://twitter.com/#!/search/%23goforzero?q=%23goforzero

 “The BOB-bus” 9  
 1998-ongoing · WHO Target Area 4 

A Ford Transit Van, painted in the BOB colours, in which 
people can test their blood alcohol concentration for free, 
and drive in a simulator. The simulator reflects the impact 

7

9

810
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Bolivia		

AB INBEV 
 “Heroe“

 2012-ongoing · WHO Target Area 4 
An annual TV campaign encouraging young adults to take a 
taxi whenever they drink. The campaign also seeks to commu-
nicate the extra benefits of having fun without driving when 
alcohol is consumed. The slogans include: “You can be a real 
Hero if you understand that you can have a great night”; and 
“Enjoy a beer with friends, and then choose alternative trans-
port”. The campaign is aired before and during the national 
folklore parades in Carnival, Fiesta del Gran Poder, and others 
where consumption and binge drinking are usually increased. 
Over 200,000 people saw the advertisements when they 
were shown on main national TV networks. 
http://www.cbn.bo/consumoresponsable.php

Botswana	

SABMiller Subsidiary - Botswana 
 “Draw the Line” 11  

 2009-completed 2009 · WHO Target Area 4 
A campaign which focused on educating consumers on the 
difference between responsible consumption and alcohol 
abuse. There were specific elements which targeted deterring 
drinking and driving as well as underage drinking. It used 
billboards, press advertisements (ATL) and TV and radio and 
was supported by the Department of roads and trans-
port. 

 “Drinking and Driving Campaign” 12  
 2008-completed 2008 · WHO Target Area 4 

This was a national campaign with the objective of highligh-
ting all issues that contribute to the the high rate of road 
accidents. The campaign was balanced and did not focus on 
alcohol being the sole reason for road accidents. Communica-
tion was through Billboards, press and radio. 

campaign website - “Go For Zero”. In November 2011, the 
Christmas campaign featured the message ”Une raison de 
plus d’être BOB” (”One more reason to be BOB”). It was 
displayed along highways as well as on television. A special 
“BOB kit” was sent to companies giving helpful tips for the 
safe return of their employees after a New Year reception or 
company party.”Between the start and 1998, a 17% reduc-
tion in drink/drive fatalities was recorded. In a survey at that 
time, 96% of the public recognised the concept and 36% 
have been a “BOB”.
http://www.bob.be/fr/

http://twitter.com/#!/search/%23goforzero?q=%23goforzero

http://www.goforzero.be/nl/bob/home

Belgian Brewers 
 “Signatory to the European Road Safety Charter”

 2010-ongoing · WHO Target Area 4 
Signing the Charter committed the Association to improve 
the ”BOB” designated-driver campaign and focus on specific 
target groups based on new research which indicates that 
drivers between 40 and 49 years were the most frequent 
offenders on week nights and young drivers between 25 and 
39 years on weekend nights. 
http://www.erscharter.eu/signatories/profile/17897

HEINEKEN Alken-Maes 
 “BOB on Maes Unscene”

 2011-ongoing · WHO Target Areas 1 and 4 “
Integration of a responsibility message when organising big 
events. For example, when Maes organised its “Unscene” soi-
rée in Brussels, a BOB stand was available at the entrance / 
exit where people were informed about the “Don’t drink and 
drive” campaign, and could test whether they had drunk too 
much. Alken-Maes is a founding partner of the BOB campaign 
against drinking and driving, and continues to work closely 
with the Belgian Institute for Road Safety and the Federation 
of the Belgian Brewers to support the campaign. 

11

12

 
SABMiller Subsidiary - Kgalagadi Breweries 
Limited 

 “Designated-driver Campaign” 13  
 2008-completed 2008 · WHO Target Area 4 

A campaign to discourage drinking and driving, especially at 
times following entertainment that includes drinking. It called 
for consumers to adopt a designated-driver when they go out 
drinking and used press releases, advertising, radio broad-
casts and road shows. 

13
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 “Breathalysers”
 2003-ongoing · WHO Target Area 4 

The annual donation of breathalysers to the authorities in 
Brazil to encourage compliance with the drink-driving law 
and to educate the public about the risks of drinking and dri-
ving. In 2011 the company donated 500 breathalysers to the 
city of Sete Lagoas (Minas Gerais state) and another 890 to 
the Federal District. Up to the end of 2011 more than 82,000 
breathalysers have been donated across Brazil.

 “If You Drink, Don’t Drive”
 2001-ongoing · WHO Target Area 4 

A message communicated by the company’s brands - Brahma, 
Skol and Antarctica. The company supports governmental 
initiatives to develop programs to prevent traffic accidents 
resulting from drinking and driving and also donates breatha-
lysers. By 2006 more than 20,000 breathalysers had been 
distributed to the Brazilian states of São Paulo, Rio de Janeiro, 
Distrito Federal and Rio Grande do Sul. During regional 
events, such as Barretos, Carnabelô and Boteco Bohemia, 
(a traditional bar-food contest), responsible consumption 
messages are promoted through a variety of methods. As well 
as balancing-tests to engage merrymakers and identify those 
who should not drive, the company also promotes partner-
ships with taxi co-operatives. 

 “Brahma VIP Space”
 1990-ongoing · WHO Target Areas 1 and 4 

One of the most famous venues in annual Rio de Janeiro 
carnival. The venue offers free taxis so the revellers can 
get home safely. So, guests are encouraged not to drink 
and drive. In addition, every year guests get messages on 
responsible drinking. In 2008, for example, dancers paraded 
through the venue, singing a samba song on not drinking and 
driving.  

Brazil	

AB INBEV - American Beverage Company - 
Ambev 

 “Interactive Menu” 
 2012-ongoing · WHO Target Area 4 

An interactive multimedia package (multi-touch tables, white-
boards, and digital screens) designed exclusively to provide 
recreation and content on responsible drinking for “Brahma 
Kiosk” and “Your Bar” customers. A multimedia package will 
be available in each of the franchised units. Each product 
provides interaction between customers and videos on res-
ponsible drinking and combating alcohol sales to minors. On 
the multi-touch table, for example, there is a chat application 
that allows a table to connect to others, and provide free 
access to social networks - Twitter and Facebook. By the end 
of May 2012 the “Interactive Menu” was available in five 
establishments in São Paulo city and they will be rolled out 
gradually across the country.

 “Skol Sensation“ 14  
 2009-ongoing · WHO Target Area 4 

Company events and those sponsored by Skol always carry 
responsible drinking messages. For example, the “Skol 
Sensation”, a modern and innovative festival held annually in 
São Paulo, which attracts around 40,000 people. It is a mix of 
interactive performances and electronic music. To encourage 
visitors not to drive after drinking, the organization hands 
out a return subway pass with tickets and a free shuttle bus 
is available from the nearest subway station to take guests to 
the festival. There is also a subsidised van service which helps 
access to taxis and partnerships with nearby car parks to 
extend the time cars must be returned so that visitors can go 
home using one of the options on offer and return the next 
day to get their vehicles. In 2011 more than 50% of visitors 
used the free shuttle.
http://www.skolsensation.com.br

 

14

Sindicerv - Sindicato Nacional da Indústria da 
Cerveja 

 “Hoje eu Dirijo” and “Bebida e Direção não Combi-
nam” (“Today I’m Driving” and “Drinking and Driving 
don’t Mix”) 

 1998-ongoing · WHO Target Area 4 
A campaign to alert the public about the dangers of drinking 
and driving and encourage use of a designated-driver with 
the slogans “Today I’m driving”” and “”Drinking and driving 
don’t mix”.
http://www.sindicerv.com.br/campanhas/campanha_eu_dirijo/cam-

panha_eu_dirijo1.htm 
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Kamenitza AD 
 “Alcohol is a Bad Driver” 16

 2008-ongoing · WHO Target Area 4 
A campaign with the objective of informing the audience 
about the risks of drinking and driving It aims to inspire 
a change in attitude and an increase in self-awareness of 
drivers to improve their driving culture and thus reduce the 
number of victims on the road. In 2007, the company signed 
the European Road Safety Charter, the first and until this date 
the only Bulgarian brewery that has adopted the principles of 
this document in its corporate policy. The campaign targets a 
mass audience and focuses on prevention. It employs inno-
vative, interactive and persuasive methods of communication 
with the audience, for example, driving simulators and alcohol 
goggles, etc.. It also uses a variety of channels to convey 
its messages to as wide an audience as possible across the 
country including: partnerships with national media; non 
standard media; social networks (Facebook); and informa-
tion materials. In 2008, the first phase of the campaign was 
judged the best road safety campaign in the country by the 
then-current EU Commissioner for Transport Antonio Tajani. 
Each subsequent edition drives the campaign a step further 
and improves its organization, expands its geographical scope 
and the number of participants. The social significance of the 
campaign is recognized and highly appreciated by the gover-
nment institutions working in the field of road safety. It has 
been held under the patronage of Deputy Prime Minister and 
Minister of Interior Tzvetan Tzvetanov, the Ministry of Interior, 
the Embassy of the Kingdom of Belgium. Collaborators of 
the campaign so far have been the Union of the Bulgarian 
Automobilists, the State-Public Consultative Commission on 
the Problems of Road Safety, NGOs. In 2012, the campaign 
messages and the call for responsible driving are written on 
the can of Kamenitza non-alcohol beer, the only non-alcohol 
beer in Bulgaria. In this way the company is one of the first to 
effectively bind its product with its corporate social responsi-
bility. 
http://www.alcoholbaddriver.bg

Brazil	Ecuador	Peru	Venezuela	 	 	 	

AB INBEV - American Beverage Company - 
Ambev  

 “The AmBev Responsible Consumption Program” 15  
 2001-ongoing · WHO Target Areas 1 and 4 

Promotes responsible consumption of the company’s 
products, focusing on the harms of underage drinking and 
drink-driving. In 2006, a boomerang logo with the strap-
line, “It’s cool to go and to come back”, was launched. The 
boomerang logo was inspired by the drink-drive campaign 
which originated in Belgium called “BOB”. “The BOB” is 
one of a group of friends who can be depended on to stay 
sober and get everyone home safely. The campaign, which 
includes responsible consumption, activities, and partnerships, 
communicates the message to both internal and external 
stakeholders. The campaign is also being run in Ecuador, Peru 
and Venezuela.
http://www.ambev.com.gt/eng/cons_01_en.htm

Bulgaria	

Diageo Bulgaria 
 “Don’t Drink and Drive” 

 2008-completed 2008 · WHO Target Area 4 
A campaign to raise awareness of the importance of respon-
sible drinking, especially that of not drinking and driving, 
during times of celebration. It ran throughout December 
taking advantage of the celebratory period to focus on never 
drinking and driving. In Sofia, the message was delivered 
through billboards and the distribution of postcards and 
bottles of water bearing the Don’t Drink and Drive message. 
250,000 postcards were distributed in 300 on-trade venues. 
10,000 bottles of water were distributed at key roads across 
the city. Nationwide, the message was delivered through 
media (print, radio, internet and TV). Between 8 and 23 
December the campaign was featured: 49 times on internet 
based media, 19 times in newspapers, 4 times on TV and 
once on the radio. 
 

15

16

Canada	

AB INBEV - Labatt Breweries of Canada
 “Take the Pledge Campaign” 17

 2011-ongoing · WHO Target Area 4 
This campaign asked Canadians, across Canada, to sign a 
pledge that they would not drink and drive. It was aimed 
primarily at young Canadians of legal drinking age, but 
appealed to all consumers. To increase its public profile, the 

17
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drink and enter into a draw to win a special Blue Jays prize. 
The program succeeds because it asks everyone, including the 
sports team, the facility, concessionaires, and Budweiser, to 
promote responsible alcohol consumption, while encouraging 
fans to become designated drivers for their family and friends. 
Good Sport also includes “We. ID” communication tools for 
effective legal drinking age identification, which complements 
existing server training programs. 

 “Free Ride Programs”
 1986-ongoing · WHO Target Areas 3 and 4 

Programs run across the country, and province by province, 
to help people get home safely, free of charge, and deter 
drinking and driving, particularly during the Christmas and 
New Year’s holiday season, when the risk of drinking and 
driving is the greatest. Examples include: in Atlantic Canada, 
the company’s “Drive Home Safe Programs” operate during 
the holiday season; in Quebec, the company’s “Opération 
Nez Rouge” has volunteers to drive others who do not 
feel comfortable driving home in their own vehicles and 
all the company’s delivery trucks are emblazoned with a 
responsible-use message; in Montreal, Labatt and the Société 
de transport de Montréal joined forces to invite festival goers 
and night owls to select a night bus as their “designated 
driver”; and in Ontario, the company has partnered with local 
transit commissions to support “New Year’s Eve Free Ride” 
campaigns that provide passengers with free transit services 
all evening. 

Brewers Association of Canada (BAC) 
 “Life Is Full Of Choices” 

 2006-ongoing · WHO Target Area 4 
Five radio public service announcements (PSAs) exploring 
social situations where people have to make a decision on 
whether or not to drink and drive. These PSAs continue to run 
on radio under the “Brewers of Canada” tagline. 

program invited well known public figures to go online and 
make the pledge at key times throughout the year. Billboard 
and street level ads were shown in major cities across Ca-
nada. These humorously depicted people sleeping in a variety 
of unlikely places, such as the back of a statue, a park slide 
and a tree branch, rather than driving after having consumed 
alcohol. Consumers were directed to Labatt’s responsible 
drinking site at where they could sign their own personal 
pledge that they would not drink and drive. In apprecia-
tion, Labatt donated $1 for each pledge to the True Patriot 
Love Foundation in support of Canadian Military Families. 
The company also asked college and university students to 
“Take the Pledge” against drinking and driving as part of 
the company’s second annual Global Be(er) Responsible Day. 
In September 2011, teams of employees took a day to visit 
over 20 campuses where they encouraged students of legal 
drinking age to “Take the Pledge” on Facebook in real time 
via iPads. 
http://www.newswire.ca/en/story/794245/labatt-s-new-campaign-

against-drinking-and-driving

http://Facebook.com/labattdrawtheline

 “Budweiser Designated Driver Programs” 18

 2011-ongoing · WHO Target Areas 3 and 4 
In 2011, a Budweiser TV spot, “Great times wait for the 
designated driver,” was aired Canada-wide during the holiday 
season. It underscored the importance and widespread ac-
ceptance of having a designated driver when going out to 
social, sporting and entertainment events and reinforced the 
company’s clear, consistent message: “Don’t drink and drive.” 
Since April 2012, the ”Budweiser Good Sport”, designated 
driver program for sports fans, has been run at Toronto Blue 
Jays baseball games. It encourages fans to volunteer as 
designated drivers to safely take friends and family to and 
from the stadium by asking them to pledge to be designated 
drivers at the sign-up booths hosted by Budweiser and the 
Blue Jays. Designated drivers get a coupon for a free soft 

18

 “Awareness Campaigns” 19

 1987-ongoing · WHO Target Area 4 
A long running campaign involving broadcast and printed 
messages aimed at raising awareness about the dangers of 
drinking and driving. Advertisements have taken many forms, 

19
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 “Partnership with TaxiGuy, Inc.”
 1998-ongoing · WHO Target Area 4 

A unique partnership between Molson Coors Canada and 
TAXIGUY, Inc. to stop drinking and driving in Canada. It 
features a nationwide network of 425 taxicab companies 
(17,500 taxicabs in over 700 cities and towns ), linked toge-
ther through one, easy to remember, toll-free phone number: 
1-888-TAXIGUY. In 2010 for Canada Day a free taxi app was 
introduced for Android, Blackberry and iPhone, connecting 
drinkers to a taxi company anywhere in the country with a 
single touch. Since its inception in 1998, the program has 
helped over 3 million Canadians get home safely. TaxiGuy 
has been recognized as a key social marketing tool in the 
overall fight against impaired driving by countless stakeholder 
organizations over the past 10 years.  
http://www.taxiguy.com/

http://www.taxiguydialer.com/

 “Don’t Drink and Drive Program”
 1989-ongoing · WHO Target Area 4 

A national campaign launched as part of the company’s 
“responsible use program”. 

Chile	

Compañía Cervecerias Unidas S.A. (CCU)
 “Education Campaign”

 2005-ongoing · WHO Target Area 4 
A road campaign to promote good driving practice with 
messages on signboards, such as: ‘If you drink, don’t drive’. 
It was developed in conjunction with the Police Department 
and appears on 45 signboards on main routes around the 
country. 

including the use of personal testimonials, where individuals 
offer different perspectives on the issue, from that of a son, 
a daughter, a parent or a friend, to direct statements urging 
people not to drink or drive. Education and partnership 
programs on drinking and driving continue to this day, with 
the latest iteration being launched on November 17, 2011 in 
partnership with the Traffic Injury Research Foundation (TIRF), 
arrive alive Drive Sober, and the Student Life Education Com-
pany. “Change the Conversation“, utilizes radio public service 
announcements (PSAs) aimed at raising the awareness of 
parents, communities, and educators and other interested 
professionals, concerning the problem of impaired driving as 
well as promoting solutions. 
http://brewers.ca/index_pub.php?l=e&p=137

 
Molson Coors Canada 

 “Angels on Tap”
 2005-ongoing · WHO Target Area 4 

A campaign designed to increase consumer and retailer 
awareness about responsible choices by visiting Molson 
Coors retailer events during the course of the year. The Angels 
are teams of entertainers dressed as guardian angels who 
mingle with the evening crowds in bars throughout Quebec, 
raising awareness of responsible drinking and encouraging 
consumers to choose a safe way home. This means being a 
designated-driver, taking a taxi or public transport, or riding 
with a designated-driver. As they interact with the bar pa-
trons, the Angels give away promotional gifts like key chains 
and light pens to designated-drivers who sign a pledge to 
abstain from drinking for the evening, providing them with 
bracelets which are good for an unlimited supply of water at 
no charge. For all consumers, the Angels offer scratch cards 
which list choices of safe means of getting home and award 
prizes, but perhaps the Angels’ greatest gift is the thousands 
of taxi vouchers they’ve handed out to individuals needing a 
ride home. More than 5,000 taxi vouchers are distributed per 
year to consumers through the campaign. 

Compañía Cervecerias Unidas S.A. (CCU)
 “Responsible Summer”

 2005-ongoing · WHO Target Area 4 
A campaign in which a promotional team travels around 
delivering information on how to enjoy summer responsibly, 
including not drinking and driving. It was developed with 
the authorities of major cities. By 2006, this campaign had 
reached 200,000 persons who received the manuals with 
information, statistics, etc. 

 “National Holiday and New Years Eve” 
1999-ongoing · WHO Target Areas 3 and 4 
An annual campaign which proffers advice to drivers, cyclists 
and the general community, encouraging them to celebrate in 
a responsible way. The initiative was developed in conjunction 
with police officers of the Department of Security on Driving 
and Education. In 2005, the initiative was also run during the 
Christmas season when alcohol consumption is known to be 
high. By 2006, this campaign had reached 1,100,000 persons 
who had received the manuals with information, statistics, 
etc.

 “If You Drink, Hand Over Your Car Keys” 
1994-ongoing · WHO Target Area 4 
An educational television campaign that calls for drivers to be 
responsible. The initiative aims to inform drivers, encou-
rage responsible driving habits, inform about the law and 
emphasize the the incompatibility of drinking alcohol and 
driving. 
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friends. The advertisement featured pop star, Eason Chan, 
emphasizing in a humorous, yet thought-provoking way, the 
importance of the campaign tagline, “Will you let me be your 
designated-driver?” After the national launch in Beijing, the 
campaign was rolled out to other cities, including Shanghai, 
Guangzhou, Foshan, Xiamen, Nanjing, Kunming, Harbin 
and Hangzhou. By the begining of 2012 the campaign had 
reached some 50 million consumers and 10,000 retail outlets. 
Also, more than 600,000 Road Safety Leaflets had been 
distributed.
http://www.ab-inbev.com/go/social_responsibility/better_world_pro-

grams

China	Taiwan	Region	 	

Taiwan Beverage Alcohol Forum (TBAF)
 “Anti-Drink-Driving on Halloween”

 2006-ongoing · WHO Target Area 4 
A seasonal campaign in co-operation with Taipei City Police 
Bureau Traffic Department, conducting breath-tests for drivers 
at road-blocks on major roads and bridges in the greater 
Taipei area. Promotion-girls dressed in Halloween costume 
gave sweets to drivers who passed the test. 
http://www.tbaf.org.tw/en

 “BOB, the Designated-driver” 22

 2006-ongoing · WHO Target Areas 3 and 4 
A designated-driver campaign launched across Taiwan 
with a press conference to explain the BOB concept and 
warn against drinking and driving in the festive season. A 
designated-driver can be male or female, and is a driver who 
is definitely not going to drink and who can be relied on to 
drive their friends home after they have had a drink. In the 
initial launch the partners were the Automobile Safety Asso-
ciation of the ROC and ICRT and included the use of posters, 
bus stop signs, bus panels and coverage by nationwide TV 
stations. Later the campaign used website activity including 
videos and games. This was followed by a consumer event 

China	

AB INBEV - AB InBev China 
 “I Do“ 20

 2010-ongoing · WHO Target Area 4 
A national responsible drinking and safe driving campaign 
launched in Shanghai in partnership with the Shanghai Traffic 
Police Bureau and The Institute of Shanghai Traffic Enginee-
ring. Yu Quan, the pop duo, was invited by Budweiser to 
compose and sing the first ever Chinese radio jingle “I Do” to 
promote responsible drinking. With Yu Quan’s endorsement 
and dedication to the jingle, the message of not drinking and 
driving was spread to millions of Chinese consumers for the 
first time. In 2011, China’s first ever music video to promote 
responsible drinking was officially launched in Beijing in 
partnership with Beijing Civilization Office, Beijing Traffic 
Police Bureau, and China Alcohol Industry Association Beer 
Branch. Famous radio DJ Mr. Bai Jie, along with traffic police 
representatives, employees from AB InBev Beijing office, and 
Beijing local citizens, proactively participated in the shooting 
of the video. The slogan “Will you let me be your designated-
driver” has the same pronunciation as “will you marry me” 
in Chinese, therefore, the music video used an eye-catching 
wedding ceremony to create attention. 
Six months after the radio jingle national launch ceremony in 
Shanghai, the campaign has successfully recruited more than 
120 million commitments from consumers toward responsible 
drinking.

 “Will You Let me be Your Designated-driver?“ 21

 2010-ongoing · WHO Target Area 4 
A designated-driver campaign launched in partnership with 
the Road Traffic Safety Association of China (RTSAC) and the 
China Alcoholic Drinks Association (CADA) as part of the Na-
tional Responsible Drinking campaign in Beijing. It featured 
China’s first TV advertisement highlighting the importance of 
using a designated-driver and was the first New Year greeting 
for China’s 188 million drivers, along with their families and 

20
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the promotion for an even stronger network against drunk 
driving. 
http://www.tbaf.org.tw/en

Colombia	

SABMiller Subsidiary - Bavaria Breweries
 “Para Piensa, Pon de tu Parte” (“To Think, Do Your 

Part”) 23

 2010-ongoing · WHO Target Areas 1 and 4 
A responsible drinking program operated in 14 “party zones” 
in the cities of Bogotá, Medellín, Cali, Barranquilla and 
Ibagué. Alliances have been made with local authorities to 
promote responsible alcohol consumption and safe return 
home. The company has worked closely with public and 
private sectors to improve the conditions in these areas and 
also provided 32,000 elected driver services at no cost as well 
as preferential rates at parking lots. 

Congo,	Democratic	People’s	Republic	

HEINEKEN Bralima 
 “Don’t Drink and Drive Campaign”

 2010-completed 2010 · WHO Target Area 4 
An anti drink drive campaign aimed at professional drivers 
with the objective of significantly reducing alcohol-related 
road accidents in Kinshasa. It started with the recruitment 
of “Peer educators” with the help of ACCO (Association des 
chauffeurs du Congo). They were trained on alcohol policy, 
road safety and education by the company medical officer, 
a police officer and a CNPR (Commission Nationale de 
Prévention routière) officer. Caps, T-shirts, stickers and key 
chains with the logo “Don’t drink and Drive” were distributed 
at car parks where drivers and their passengers could be 
approached. The campaign targeted in particular professional 
drivers with the message “No alcohol consumption while 
working to avoid road accidents”. The campaign was highly 

“Be BOB, fun trip” at bars and restaurants in the Taipei 
metropolitan area which was designed to attract consumers’ 
attention by giving away an incentive. In 2007, the slogan 
“Bob the designated-driver is a saint” was launched to raise 
awareness about the drinking and driving problem in Taiwan. 
An outdoor light box depicted anyone who appeared in the 
mirror as a saint and showed that they can be a saint by 
acting as a designated-driver. The launch took place before 
the Chinese New Year season. The campaign was also 
promoted with an internet game with prizes to appeal to 
young adults. TBAF also offered a taxi coupon to customers 
in selected participating restaurants and pubs. In 2008, The 
designated-driver was depicted as a guardian angel, who 
can take you home safely. Business enterprises were invited 
to promote a designated-driver in their year-end party and a 
test driving game was used to demonstrate the importance 
of safe driving. In 2009, a well known celebrity was invited to 
take on the role of annual ambassador for the campaign and 
she was shown mixing delicious non-alcohol drinks for the 
designated-driver. Clubs and bars island wide were targeted 
with promotional activities. Customers who signed a pledge 
to become a designated-driver at one of these venues were 
rewarded with prizes. The ambassador also appeared at the 
Hohaiyan Music Festival in the summer. A “Designated-driver” 
electronic maze game designed to test whether people were 
safe to drive home by themselves or needed to appoint a 
designated-driver; was featured in this 3-day event. A famous 
model, acted as a female traffic cop on duty at the site to 
promote the designated-driver concept to the audience. 
In addition, Taipei County government co-operated with 
Ginchiun Children Safe Organization, Colleges, Taipei Motor 
Vehicle Supervision Office, Police Department Social Welfare 
Department, Education Department Information Department 
and Traffic Department to educate the general public not 
to drink and drive. In 2011, the campaign ambassadors 
were two of the National Taiwan University’s “”Famous Five 
Girls”” and local neighbourhood watch squads joined in 
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publicized (TV, radio, newspaper). The impression of the police 
monitoring the campaign was that it had a positive impact 
on road traffic with fewer alcohol-related road accidents but 
there are not statistics to confirm this.

Costa	Rica		 	

Cerveceria Costa Rica (Florida Bebidas)
 “Driver Education”

 2011-ongoing · WHO Target Area 4 
A partnership with the Ministry of Public Works and Trans-
portation (MOPT) and the Road Safety Council (COSEVI) to 
increase highway safety through education. In 2010, a virtual 
learning program was developed in partnership with Aura In-
teractive, a leading Costa Rican company in the development 
of virtual learning tools. It aimed to help prospective drivers 
to arrive better prepared for their theoretical exams. It is an 
online course with the same content as the official instruction 
from the Ministry of Public Works and Transportation (MOPT). 
It is designed for those who wish to prepare for the theore-
tical test or refresh knowledge. It will also be updated per-
manently. In 2011, the Karen Olsen Driver Education Centre 
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HEINEKEN Karlovacka pivovara 
 “Tko pije, taj ne vozi” (“Don’t Drink and Drive”) 25  

2012-ongoing · WHO Target Area 4 
A campaign targeting driving school students undertaken in 
partnership with the Croatian Driving Schools’ Association. 
It started in 107 driving schools across the country, under 
the auspices of the Ministry of Interior Affairs of the republic 
of Croatia. The project is a part of the National Road Traf-
fic Safety Program. In 2012, 7,000 students from driving 
schools will learn more about responsible road behaviour 
as part of their obligatory theoretical classes, as well as 
through first hand experience with the help of goggles that 
simulate driving under the influence of alcohol. The project 
also features a number of other activities aimed at raising 
awareness in young drivers, including educational flyers and 
posters at driving schools. The campaign was brought to the 
attention of the public with a press conference in February 
2012. 

 “Who Drives You Home” 26

 2010-completed 2010 · WHO Target Area 4 
A drinking and driving program which linked the responsi-
bility of not drinking and driving to consumption of a non-
alcohol brand, Karlovacko Rally. The ”Who drives you home” 
message was applied to all promotional materials. 1,200 
posters were issued to retailers along with numerous incen-
tives (6,000 decks of playing cards, 4,500 portable alcohol 
tests and 1,800 shirts), which were distributed to customers 
purchasing non-alcohol beer during the activity. 
 

Zagrebac̆ka pivovara (Starbev) 
 “Razmisli - Kad Piješ Ne Vozi” (“Think - Don’t Drink 

And Drive”) 27

 2008-ongoing · WHO Target Area 4 
A responsible drinking campaign to promote the importance 
of responsible drinking and raise public awareness. It involved 
market research, billboards displayed nationally and a 

was redesigned in partnership with the Road Safety Council 
(COSEVI) and the Ministry of Public Works and Transportation 
(MOPT). With an investment of over U.S. $ 100,000 and the 
volunteer work of more than 100 employees, the center now 
has a renewed infrastructure specially designed for young 
people. It also has a computer room where pupils can learn 
about road safety in an interactive way. 
http://aprendoamanejar.com/

http://www.florida.co.cr/responsabilidad_social/dse131_curso_con-

ductor_responsable.php

 
 “Chofer Designado” (“Designated-driver”)

 1999-ongoing · WHO Target Area 4 
A program launched in bars, as an incentive for those who 
had agreed to act as designated-drivers. Since 2005, however, 
it has become a media campaign to persuade car owners 
who drink, to hand over their keys, since resistance to do 
this was identified as the main obstacle to the success of the 
program. Although no systematic evaluation has taken place 
in recent years, the program’s effectiveness is highly regarded 
by both the press and the public.

Croatia/Hrvatska	 	

Carlsberg Croatia 
 “Don’t Drink and Drive” 24

 2010-ongoing · WHO Target Areas 3, 4 and 8 
A don’t drink and drive campaign launched annually at the 
Tuborg Green Beat festival. The campaign involved having 
tickets for the event double as tickets for free public transport 
which Carlsberg Croatia sponsored. 3000 people used the 
free transport and were exposed to the ”Don’t Drink and 
Drive” message. At least twice a year campaigns like this are 
run by Carlsberg Croatia at their biggest sponsorships/events, 
like concerts, festivals, etc. 

24
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Czech	Republic	 	

Czech Beer and Malt Association 
(CBMA) 

 “As Long as I Drive I Only Drink NA Beer” 28

 2011-ongoing · WHO Target Areas 3, 4 and 8 
A project to deter drinking and driving which is part of a long 
term co-operation with the Presidium of Czech Police and 
CBMA member breweries. In the first phase of the campaign 
brewers representatives participated in road controls focused 
on drink driving. In 2011, a pilot project took the campaign 
to summer festivals and beer festivals all over the Czech Re-
public. Festival goers had the chance to try “drunk goggles” 
to simulate the harm caused by alcohol to human cognitive 
abilities. Responsible drivers who successfully passed the bre-
ath test were rewarded to motivate them to behave respon-
sibly and respect the law. In 2012, the road shows continued 
and a website, www.ridimpijunealkopivo.cz, was launched 
as part of a commitment to the European Union Alcohol and 
Health Forum under the umbrella of The Brewers of Europe. 
It includes regularly updated information on all activity inclu-
ding video and audio subcasts, photo-galleries, etc. together 
with the promotion of non-alcohol beer consumption to stop 
people drinking and driving. The commitment also includes 
increasing the number of member breweries participating in 
road shows and organizing special promotional activities. In 
the first 8 months of 2011, 8 member breweries who produce 
non alcohol beer participated in road shows in all 14 regions 
of the Czech Republic. During 151 days 4681 breathalyzers 
were distributed. The new phase of the campaign will be 
evaluated at the end of 2012.
http://www.cspas.cz/

http://www.ridimpijunealkopivo.cz

dedicated web site. A round table workshop was organized to 
initiate experts discussion on this important subject. In addi-
tion free public transport is organised for participants of large 
music events, which the company sponsors, to promote safe 
and responsible enjoyment of its products. In 2011, a series 
of educational activities were launched throughout Croatia. 
In addition to useful information about the dangers of driving 
under the influence of alcohol, the visitors of public events 
were given the opportunity to test the simulation of drunken 
driving by using glasses that closely mimic driving under 
the influence of alcohol. Croatian and European automotive 
champion Niko Pulic, and his son Ivan, a young and pro-
mising mountain racing driver, supported the campaign. Their 
message was that even a small quantity of alcohol consumed 
prior to driving can have a negative impact on driving ability 
and they promoted socially responsible behavior. In 2011, 
research using the quantitative CATI method was undertaken 
by Hendal’s trained interviewers. (N=800 (representative 
sample for Croatia), age of the respondents 18+). 74% of 
adults noticed the campaign The majority of the respondents 
support a responsible drinking campaign (86%)

Cyprus	Island	 	

Cyprus Brewers Association 
 “Signatory to the European Road Safety Charter”

 2009-completed 2012 · WHO Target Area 4 
As signatory to the Charter the Association committed to 
undertaking the development of an awareness campaign to 
discourage drinking and driving. This involved development 
of a TV advertisement to remind consumers about the issue 
of road safety which was aired by six nationwide TV stations 
every Friday for one month prior to the summer season. 
This was followed by press releases to extend the cover-
age. 
http://www.erscharter.eu/signatories/profile/15081

28

 “Signatory to the European Road Safety Charter”
 2007-completed 2010 · WHO Target Area 4 

As signatory to the Charter the Association committed to en-
courage young people to elect a designated-driver when they 
go out to bars and clubs. Initially two popular rock groups 
in the Czech Republic were the spokesmen for this initiative 
and the message was promoted at concerts where the sober 
drivers, who decided to drive safely and take the others home, 
were rewarded with presents. The project was then broade-
ned to raise awareness amongst young people all over the 
Czech Republic by partnership with insurance companies. The 
campaign was supported by promotional clips on the public 
TV channel CT1, articles in the regional press and a press 
conference. 
http://www.erscharter.eu/signatories/profile/12779

http://www.cspas.cz/
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shaped cards for discos, restaurants and cafés, together with 
a website www.mdcr.cz. In 2008, Pivovary Staropramen (Mol-
son Coors) took over the campaign from CBMA. It included 
events and a radio/print media campaign. At the end of 2010 
the project was transferred back to the CBMA, modified and 
is being realised as “As I drive, I drink NA beer”. About 10% 
of the Czech population is aware of the campaign and is able 
to properly describe the main message. This percentage score 
is consistent through different categories of respondents, 
which indicates a high degree of acceptance.
http://www.mdcr.cz/en/Road+Transport/?showlogo=1

SABMiller Subsidiary - Plensky Prazdroj
 “Anti-drink Driving Campaign” 30

 2011-ongoing WHO Target Area 4 
A campaign designed to raise awareness of the dangers of 
consuming alcohol and driving. It involved the production 
of 1.5 million informative beer mats with the slogans of 
“don’t drink and drive” and “be visible on the way” and their 
distribution to pubs. It was developed in association with the 
Ministry of Transport, the NGO SANANIM as well as Czech 
health experts. 
http://www.ibesip.cz/1179_Ministerstvo-dopravy-podepsalo-s-Plzens-

kym-Prazdrojem-memorandum-o-vetsi-bezpecnosti-na-silnicich

 Support for “As Long as I Drive – I Only Drink Non-
alcohol Beer”

 2011-ongoing · WHO Target Areas 1, 3 and 4 
A campaign developed by the Czech Beer and Malt associa-
tion and the police, to improve traffic safety, with a specific 
focus on the area of drinking and driving. Initially it involved 
supporting the police in measuring the BAC across the Czech 
Republic and rewarding drivers with a BAC of zero per Mille. 
The campaign was expanded with road shows at festivals etc. 
and the company promoted the campaign at events where it 
was the sponsor. 

 “Designated-driver - Advertising Campaign” 29

 2003-completed 2010· WHO Target Areas 3, 4 and 8 
A campaign designed to change the public’s complacent 
attitude to drinking and driving by fostering a wider social 
awareness of the need for moderate drinking and the dangers 
of driving under the influence of alcohol, etc.. Between 2003 
and 2004, the campaign used billboards, television spots, 
boomerang-shaped cards and collaboration with the police. 
It was co-ordinated by the CBMA, in association with the 
Council of the Ministry of Transport for the Security of Road 
Transport. In 2005, the Ministry of Transport took the lead, 
and the campaign received the support of the European Com-
mission. It was based on encouraging a “designated” driver, 
who will voluntarily abstain from drinking in order to provide 
a lift for his/her companions. The First Stage, which took place 
within the summer festivals “Summer of Love”, “Hip Hop 
Kemp”, etc., created much interest from the participants, ex-
ceeding the organisers’ expectations. The visitors had the op-
portunity to play a driving game or try an alcohol-free cocktail 
bar, where the “designated” drivers and their friends could 
get special discounts and benefits. It was part of the “Joint 
Responsible Brewers Initiative”. In 2007, this campaign was 
part of a commitment as signatory to the European Road 
Safety Charter, with the objective of spreading the message 
to young people. 
http://www.cspas.cz/

Czech Beer and Malt Association (CBMA) and 
Pivovary Staropramen (Molson Coors) 

 “If You Drink, Don’t Open the Car”
 2000-completed 2010 · WHO Target Area 4 

An anti-drinking and driving educational campaign focused 
on prevention of driving after alcohol consumption. It was 
run with the Road Safety Council (BESIP) and “Forum PSR”. It 
portrays drink-driving behaviour as anti-social and uses: Tele-
vision and Radio spots, a billboard campaign and boomerang-

30

Denmark	 	

Bryggeriforeningen 
 “More Dancing – Less Drinking” 31

 2010-completed 2010 · WHO Target Area 4 
A campaign targeted at young people partying during 
autumn 2010, run in co-operation with the Night Ravens. 
The Night Ravens distributed programs / dance cards for the 
girls and information for parents to communicate to their 
teenagers. The dance cards encouraged the young people 
to end the night by dancing instead of drinking too much 

29

31
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 “Premier Football Club and Bryggeriforeningen 
Against Drinking and Driving” 33

 2010-ongoing · WHO Target Area 4 
A campaign to raise awareness about the importance of not 
drinking and driving undertaken in collaboration with FC Mid-
tjylland (FCM), The Road Safety Committee and the Danish 
collaboration of driving Instructors. All driving schools in the 
region of Midt- og Vestjylland e received alcohol goggles and 
an instruction guide on how to use them in driving education 
lessons. To publicise the campaign the football idol and FCM 
captain, Mikkel Thygesen and the female national handball 
team player, Trine Troelsen were appointed as ambassadors 
against drinking and driving. The campaign was “kicked off” 
at a football training session where the press were invited 
to meet ”drunk players”. The players wore alcohol goggles 
for their training showing how performance was impaired 
by the sense of being drunk. The session was recorded and 
shown on the big screens at all FCM home games, on the 
campaign website and on nationwide TV by the two main 
Danish channels DR and TV2 and by several regional TV 
stations. 
http://www.kanduseproblemet.dk

http://www.erduklar.com/

 “Signatory to the European Road Safety Charter”
 2010-ongoing · WHO Target Area 4 

Signing the Charter committed the Association to new activity 
over and above its existing campaigns against drunken 
driving. In partnership with the Danish Road Safety Council 
for Mid and West Jutland 332 pairs of BAC (Blood Alcohol 
content) goggles have been distributed to municipalities, 
drivers’ schools and youth clubs. These glasses simulate the 
effects of impairment due to alcohol consumption, including 
reduced alertness, slowed reaction time, confusion, visual dis-

alcohol. Boys could only put their name on the dance card if 
they didn’t binge drink. Most young people had never seen a 
dance card before but all understood the meaning. 
http://www.erduklar.com/

http://www.klarsnak.com/

 “Responsible Alcohol Culture at Vig Festival” 32

 2010-ongoing · WHO Target Areas 3, 4 and 8 
In 2010 and 2011 the Bryggeriforeningen worked with the 
Vig Festival, Carlsberg and famous musicians to remind visi-
tors at the festival about the dangers of drinking and driving. 
Alcohol tests were offered inside the festival area and it was 
possible to have your car keys sealed in a bag indicating that 
you were not going to drink and drive. Finally, you could be 
nominated by friends, or partner for the title “The man at 
the festival – against drunk driving”. This title will be passed 
on next year to a new winner with the prize being handed 
over by last year’s winner. The title was announced by the 
campaign ambassador (the well-known singer Paw, from the 
pop group Infernal, in 2010 and DJ KATO in 2011). “Real 
men leave the car behind when they are drinking! I am happy 
to be part of this campaign and encourage all festival guests 
to leave the car behind if they are drinking.” Paw, Infernal, 
2010. “I think it’s totally cool that Bryggeriforeningen and Vig 
Festival focus on this subject and meet people face to face. Of 
course I want to be part of such a campaign.” Dj Kato, 2011. 
The message was shown on the big screen in front of 40,000 
festival guests and featured on the the festival homepage, 
bryggerifpreningens homepage and YouTube. 5,000 badges 
were handed out, about 800 participated in the contest 
and the campaign was covered by regional TV and radio 
programs.
http://www.erduklar.com/

http://www.erduklar.com/

32
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tortion, alteration of depth and distance perception, reduction 
of peripheral vision, poor judgement and decision making, 
double vision, and lack of muscular coordination. As part of 
the campaign, a webpage will be developed and a number of 
leaflets will be produced. 
http://www.erscharter.eu/signatories/profile/16817
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 “Clubbing Campaigns” 36

 2008-completed 2008 · WHO Target Area 4 
A campaign targeted at young guests at clubs in 50 cities. 
During the campaign period, all 500 staff members at the 
participating clubs wore campaign t-shirts and provided 
information and messages from www.erduklar.com. They en-
tered into dialogue with the party goers regarding a sensible 
attitude to alcohol and issued them with breathalysers and 
alc-goggles (glasses that create a sense of being drunk and 
recreate the effects of being under the influence of alcohol 
making it impossible to walk, dance and drive). 50,000 
guests were provided with these gimmicks and Bryggerifor-
eningen’s message about not drinking and driving. Posters 
at the clubs and banners on the club’s websites helped raise 
awareness about the campaign. Feedback from the clubs 
was positive and several of them wished to engage in similar 
activity with Bryggeriforeningen at a later stage.
http://www.erduklar.com/

 “Grøn Koncert” 37

 2008-completed 2009 · WHO Target Area 4 
A campaign against drinking and driving undertaken in 
co-operation with Tuborg and Muskelsvindfonden at seven 
concerts with 180,000 visitors. The campaign involved sup-
porting youth campaigners to encourage other young people 
not to drink and drive and a movie against drinking and 
driving shown on the big screen at the concerts. Bryggeri-
foreningen’s team was in personal contact with more than 
22,000 young people who volunteered to be alcohol tested 
before going home or talked with the crew about how irres-
ponsible it is to drink and drive. Feedback from the campaign 
crew indicated that the campaign had contributed to young 
people returning home safely after a great day attending live 
concerts. 
http://www.erduklar.com/

http://www.erduklar.com/

 “Danish Regions and Bryggeriforeningen Against 
Drunk driving” 34

 2009-ongoing · WHO Target Area 4 
An initiative against drinking and driving in which infor-
mation from the website www.erduklar.com is used in the 
“alcohol and traffic” courses held throughout the 5 regions 
in Denmark. The courses are for all offenders who have been 
convicted of driving whilst under the influence of alcohol 
and are imposed by law. Bryggeriforeningen is working 
with the regions to redevelop the content to ensure that 
the participants are fully aware of the consequences of their 
actions and make sure the course is not just a theoretical 
exercise. 
http://www.erduklar.com/

http://www.klarsnak.com/

 “Moderate Snow” 35

 2009-ongoing · WHO Target Areas 1 and 4 
An annual initiative with advice on how to have an enjoyable 
and responsible J-day (Christmas beer launch day). An edu-
cational universe was created on the website www.erduklar.
com with the message “there are no kisses for drunken 
people”. Hats and hearts were handed out by pixie girls and 
Santa’s who accompanied Tuborg brewery workers and Night 
Ravens in appealing for responsibility during the Christmas 
party. In 2009 and 2010, 80,000 Christmas hats and 30,000 
campaign hearts, both bearing the don’t drink and drive 
messages and a reference to www.erduklar.com were handed 
out and the campaign received excellent publicity. In 2011, 
15,000 campaign hearts and 10,000 parent pamphlets were 
handed out and the Tuborg facebook site in co-operation 
with www.klarsnak.com encouraged parents to set up rules 
for parties and alcohol for their teenagers.
http://www.erduklar.com/

http://www.klarsnak.com/

34
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2007 the Danish Brewers Association established a section 
with similar aims to GODA within its own organisation. 
The pilot-evaluation after the first years participation in 
Denmark showed that approximately 1/3 of the guests at the 
nightclub that evening took an active part in the initiative. 
On 17 October 2009: 15 discos participated, 400 bracelets 
were distributed, about 160 breathalyser tests were done 
and about 30 volunteers took part. On 16 October 2010: 6 
discos took part. 105 people arrived at the club by car. 5 of 
those had a blood alcohol level of more than 0.05 %. After 
talking to the campaign team, they found alternative means 
of transport to take them home.
 

 “Eksperimentet” (“The Experiment”) 39

 1996-ongoing · WHO Target Area 4 
An educational video/DVD on drink-driving. It shows how 
one looses the ability to drive after having consumed alcohol. 
In 2004 it won a prize for the “best educational video” at 
an international contest in New Orleans. The content was 
developed in association with the Federation of Danish Mo-
torists and the Danish Road Safety Council. It was financially 
supported by the EU Commission and the Amsterdam Group. 
It was distributed to driving schools nationwide along with 
the ”team player” leaflet. Although no longer actively distri-
buted, the film is still used by driving schools as a means of 
peer-to-peer communication. It is now mandatory as part of 
the official ”Alcohol and Traffic” courses run for drink-drivers 
whose licence has been revoked (according to the National 
Police guide tutorial). It was also uploaded onto YouTube in 
September 2009. At the end of 2007 the Danish Brewers 
Association established a section with similar aims to GODA 
within its own organisation.” The Experiment has been evalu-
ated as an element of other campaigns. Surveys showed that 
72% of the target group view the film as being very good.
http://www.goda.dk/Materialer.357.0.html?&no_cache=1&sword_

list[]=eksperimentet

Carlsberg Denmark 
 “The Man of the Festival Against Drunk Driving”

 2010-ongoing · WHO Target Areas 3, 4 and 8 
A campaign to raise awareness about the dangers of drinking 
and driving in support of the Danish Brewers Association’s 
”Responsible Alcohol Culture” program at the annual Vig Fes-
tival. The campaign was supported by Odsherred municipality 
and Safe Traffic (Sikker Trafik) under the Danish Road Safety 
Council. It took the form of a contest held at the festival. 
Guests competed to be elected the “Man of the Festival 
against drunk driving”. A group of young women (age 20 to 
25) asked festival guests to seal their car keys in a small plas-
tic pack to make a clear stand against drinking and driving to 
participate in the contest. The lucky winner was invited onto 
the festival stage and received tickets for the festival the follo-
wing year. The campaign received positive feedback from the 
police, the festival and the festival guests. It was covered in a 
number of TV and radio interviews together with write-ups in 
newspapers and the Danish Brewers Association Magazine.
http://www.vigfestival.dk/page.php/kampagne-mod- 

spritk%C3%B8rsel-kan-redde-liv/199

GODA 
 “European Night Without Accident” 38

 2006-ongoing · WHO Target Area 4 
An annual campaign to promote awareness about the 
designated-driver message carried out by young volunteers. 
It takes place at nightclubs on the third Saturday of October 
every year. Every group that arrives at the club is asked to 
designate a driver. The driver is asked to wear a bracelet in 
order to be recognizable. When the driver leaves, he/she is 
asked to undergo a breath-test. If the driver has not had any 
alcohol, he/she is rewarded with prizes. In 2010, those testing 
negative were able to enter a competition to win an iPod 
Touch. The campaign is partly funded by the EU Commis-
sion and is part of a Pan-European campaign. At the end of 
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Dominican	Republic	 	

Cervecería Nacional Dominicana (CND)
 “Campaign of Responsible Consumption” 40

 2002-ongoing · WHO Target Areas 1 and 4 
A campaign which uses different messages that emphasize 
responsibility, e.g.: “If you take a drink, take it easy”; “If you 
take a drink, take the pulse of your conscience”; “Enjoy a 
Beer but Use Your Head” and, “If you take a drink, don’t put 

40
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38% do not drink anything when they drive; and 22% in-
creased awareness of drink driving campaigns. 7,602 people 
have been directly contacted by the campaign and over 34 
bars and discotheques took part.”

France	 	

Carlsberg - Brasseries Kronenbourg 
 “Ligne de Conduit”

 1996-ongoing · WHO Target Area 4 
An anti drink-driving campaign targeted at both employees 
and consumers. 
 

Entreprise & Prévention (E&P) 
 “Fixed Electronic Breathalyser” 42

 2006-ongoing · WHO Target Area 4 
Fixed electronic breathalyser equipment for use in retail 
establishments was developed in 2005 with technical 
support from Dräger (company specialising in medical and 
safety technology). It was developed as a commitment to the 
European Commission (European Road Safety Charter) which 
was signed in 2004. The breathalysers are certified Level 1 
NF (The NF certification guarantees the quality and safety of 
products. Level 1 is the highest level of certification) and mea-
sure samples in the same way as the equipment used by the 
police. It tests quickly (capable of testing every 10 seconds), 
displays three alcohol levels in milligrams per litre of exhaled 
air and is recalibrated yearly to ensure reliability. In 2006 
it was publicised with motivational events in discotheques 
during the summer. The launch was publicised in the press in 
Paris and in 5 other cities. 180 discotheques were equipped 
with these breathalysers between June and December 2006. 
In 2007, the campaign was extended with a communication 
program and experimental campaign in the Loire-Atlantique: 
About 100 pubs / discotheques received the equipment. In 
2009 an online interactive map was launched to help desig-
nated-drivers find local establishments which already have a 
fixed breathalyser. By December 2010, 600 devices were in 

yourself behind the wheel”. The campaign was originally di-
rected at adult consumers and was concentrated on the times 
of greater consumption - Easter and Christmas. At all times 
of the year, the responsibility messages include “If you drink, 
do not drive”. The campaign uses different media including 
outdoor advertising with signboards and light boxes on the 
main roads and cities, as well as magazines and newspapers, 
radio jingles, leaflets and information on the website. It is 
carried out in partnership with the National Commission 
of Emergencies. In 2006, the campaign was expanded to 
Television in order to target Dominican youth with a message 
about the dangers of driving and alcohol consumption - “If 
you drink, don’t drive”. The themes that were explored in-
clude the importance of the car for young people and sharing 
responsibility between friends. The messages are reinforced 
by similar messages in other media.
http://www.cnd.com.do 

Ecuador	 	

SABMiller Subsidiary - Cerverceria Nacional
 “Conductor Nominado” (“Nominated Driver“) 41

 2010-ongoing · WHO Target Area 4 
An education program to tackle the problem of drunk driving. 
The nominated driver program visits bars and discotheques 
in the city of Cuenca with a group of “Agents” who invite 
groups of friends to designate a driver for the night. This 
driver is then identified with a bracelet and asked to register 
for the program. At the end of the night, before leaving the 
bar, the nominated driver goes to one of the stations for a 
breathalyser test and if it registers zero, he / she is presen-
ted with a gift. The campaign is supported by an online 
site where participants are referred to win more prizes. 
“Independent evaluation was conducted by Propraxis (a re-
search company). It found that : Over 53% of the participants 
declared that they had changed their drinking patterns vs. 
36% the previous year’; 40% of participants declared they 
had changed their drinking patterns to be more responsible; 

41
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place. In 2011 the breathalysers were disseminated further 
when France adopted the LOPPSI 2 law. The law makes the 
provision of one or more ways to test blood alcohol content 
obligatory in establishments which close between 2 am and 
7 am. “An evaluation took place in 2010 (questionnaire sent 
to 277 establishments owning a device in February-April 
2010). Results showed that: The device was considered a 
good investment. 71% of respondents found it useful and 
86% would recommend it; The vast majority (73%) found 
that the device had a deterrent effect on over-the-limit drivers 
(of which 23% thought ”often”); 81% said that customers 
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driver’s commitment to remain sober. They enjoy two free 
non-alcohol drinks, gifts over the evening and undergo a 
breathalyser test before leaving. 
The results of the pilot studies in 2001 and 2003 are availa-
ble. They show that 87% of the people questioned in Seine-
et-Marne considered it ”useful”, 70% said they ”had learned 
things” and 65% found it of ”educational value”. Overall, 
77% recalled the campaign. Individual breathalyser tests 
are sold in 26,700 outlets, including supermarkets, chemists, 
off licences and via the E&P website. Every year more than 
700,000 individual breathalysers are distributed by E&P.
http://www.preventionalcool.com/index.php?/nos-campagnes/alcool-

a-route/operation-conducteur-designe.html

 

 “Student Kit”
 2005-ongoing · WHO Target Area 4 

A practical guide aimed at the Students’ Union in universities 
to give information about how to organize student parties 
safely. It included designated-driver tools. The campaign was 
run in partnership with FAGE (Federation of Student Unions) 
and Securité Routière. A new edition was produced and dis-
tributed to all the universities each year. Updated information 
for students is now available from the website.
http://www.preventionalcool.com/index.php?option=com_

virtuemart&page=shop.browse&category_id=10&Itemid=8

Germany	 	

AB INBEV - AB InBev Deutschland 
 “Hasseröder Don’t Drink and Drive Campaign” 

2011-ongoing · WHO Target Area 4 
This TV spot features the Hasseröder brand and reminds in-
dividuals of the importance of using a designated-driver. The 
advertisement, which can be seen on the website, measured 
134 million contacts during its broadcast airing in 2011. 
An out-of-home campaign featured 4,500 billboards in the 
Hanover region. 
http://www.hasseroeder.de/#/tv_spots

were interested in the device and its use (56% said it was 
used regularly by some); 96% found the device easy to install 
and 91% rated it easy or very easy (35%) to use; 96% of res-
pondents implement additional preventive measures (mostly 
via posters or flyers); 75% gave the mouth piece needed for a 
test free of charge.”
http://www.preventionalcool.com/index.php?/presse-et-publications/

communiques-de-presse/borne-ethylotest-electronique-un-dispositif-

permanent-plebiscite-par-les-etablissements-de-nuit-deja-equipes.

html

 “Celui qui Conduit, c’est Celui qui ne Boit Pas” (“The 
One who Drives is the One who Does Not Drink”) 43

 1999-ongoing · WHO Target Area 4 
A designated-driver campaign with the message “The one 
who drives is the one who does not drink“ abreviated as 
”C Ki Ki Conduit?” . Undertaken in partnership with Sécurité 
Routière and Prévention Routière (road safety organisations) 
it started as an annual campaign publicised in bars and dis-
cotheques. In 2001, a pilot program to test various methods 
to promote the designated-driver concept was carried out in 
Seine-et-Marne. It was aimed at discotheques, schools and 
sport clubs during a 3 month period in 2001 and a 6 month 
period in 2003. In 2003 the campaign was rolled out natio-
nally with a CD with “designated-driver“ jingles distributed 
to 11,000 disk jockeys. The message is additionally com-
municated via the fixed electronic breathalysers which carry 
the ”C Ki Ki Conduit?” slogan and the hosting of an online 
interactive map showing establishments which already have 
them. Since 2007 the campaign has also actively promoted 
the individual breathalyser test promotion run by the French 
Road Safety Ministry since 2007 - ‘’Soufflez vous saurez’’ 
(“Blow and you’ll find out”) and encourages the use of these 
breathalysers by designated-drivers. Kits are distributed regu-
larly to on- and off-trade outlets. Each contains: an individual 
breathalyser; a bracelet for the designated-driver; posters and 
postcards. The bracelet is used as proof of the designated-

43

 “Fahrversuch Alkohol” (“Drink-Driving Test”) 44

 2009-ongoing · WHO Target Areas 1, 3 and 4 
A special part of the training for drivers, executed by the 
German Automobile Club (ADAC), which aims to raise aware-
ness of the consequences of drinking and driving. The young 
drivers pass a car driving training with a ADAC trainer. After 
that they spend some time on probation driving without drin-
king any alcohol and a further period of probation when they 
are allowed to drive after drinking a little alcohol (max. 0,5 
per mill). This initiative is part of the company’s “Geklärt, wer 
fährt!” program. The training is also offered to “Geklärt, wer 
fährt!” ambassadors and company apprentices. 

44
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“party-patrols” in discotheques to inform others about the 
consequences of drinking and driving, among other things 
by means of driving simulators to prevent a young target 
group from possible abuse. “Don’t Drink and Drive” supports 
the, European Road Safety Charter” (ERSC), in which many 
groups advocate the achievement of a long-term reduction of 
alcohol-related accidents. By the beginning of 2012 several 
tens of thousands of learner drivers had been informed, by 
their peers, about the dangers of alcohol and drugs in road 
traffic, as part of peer-project measures.
http://www.ddad.de/

Ghana	 	

Guinness Ghana Breweries Limited 
 “The National Drivers Academy Project” 

2011-ongoing · WHO Target Area 4 
A Memorandum of Understanding with the National Drivers 
Academy to embed a customised “Drink IQ” course into 
the mandatory training of drivers before they receive new 
licences or have their licences renewed. The 2011 Road Traffic 
Act makes its mandatory for all drivers in Ghana to take an 
annual refresher course before licences are renewed. The 
National Drivers Academy is certified by the National Road 
Safety Commission as the only organization to implement 
the annual refresher courses nationwide. Undertaken in 
partnership with Cranfield University and Atom International 
of UK represented by the National Drivers Academy and the 
National Road Safety Commission. 
http://aami.org.gh

Greece		 	

Greek Brewers Association 
 “Signatory to the European Road Safety Charter”

 2008-completed 2011 · WHO Target Areas 3 and 4
As signatory to the Charter the Association committed to 
initiate a safety campaign to raise awareness about respon-

 “Geklärt, wer fährt!” 
 (“Designated-driver Program”) 45

 2008-ongoing · WHO Target Areas 1, 3, 4 and 8
A program which encourages young drivers between 18 and 
25 years old to commit to a 0.0% drink-driving-limit and take 
on the role of a responsible driver. The campaign uses a peer 
education approach to address and train the target group 
by the same age young adults. The young drivers are trained 
by the German Automobile Association (ADAC). In 2008 
“Geklärt, wer fährt!” started as a promotional tour in the 
metropolitan area nightclubs. Talking to the audience enabled 
the trainers to explain the aims of the program without 
criticising. More than 87% of the target drivers participated 
in the campaign and pledged to the 0.0% drink-driving-limit. 
In 2010, the company started an ambassador program where 
young adults are trained to become ambassadors and tell 
their friends about the dangers of drinking and driving. As 
part of a pilot project, 20 ambassadors organized over 100 
workshops for their peers. In 2011, the company expanded 
the ambassador program giving 100 young drivers the chance 
to become an ambassador. The most creative and motivated 
ambassadors have the chance to win a new car, iPads, or 
their driver’s licence fee. 
http://www.geklaert-wer-faehrt.de

http://de-de.facebook.com/geklaertwerfaehrt

http://www.ab-inbev.com/go/social_responsibility/better_world_pro-

grams

Deutscher Brauer-Bund e.V. 
 “Don’t Drink and Drive” 46

 2006-ongoing · WHO Target Area 4 
Part of “Bier Bewusst Genießen” (“Drink Beer Sensibly”) this 
is a campaign to deter drinking and driving especially aimed 
at young people. Information is available on the website 
which is especially relevant to new drivers. It provides a 
contact forum, interactive games, e-postcards, actual alcohol-
related traffic statistics and information. Young people are 
encouraged to make their own contribution by creating 
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sible consumption of alcohol beverages in collaboration with 
the national authorities. It aimed to change behaviour and 
eliminate the problem of drinking and driving and involved 
the publication and promotion of an information leaflet. 
The leaflet encouraged the idea of a “designated-driver”, 
appointed by the group, who will not drink at all and will 
drive the car out and back home safely while warning against 
excessive consumption on the part of the non-drivers. 20,000 
leaflets were distributed on the main motorways during 
major holidays, targeting young drivers as they stop at toll 
booths. 
http://www.erscharter.eu/signatories/profile/17897
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 Support for “Sober Driver” 49

 2008-ongoing · WHO Target Areas 4 and 10 
Sponsorship of a nationwide campaign run by NGO “Nifalii-
stin Igia mas”. It aims to encourage a designated-driver and 
educate consumers about responsible alcohol consumption. It 
encourages young people to refrain from driving after having 
consumed alcohol. The “Sober driver” is the person who, 
while having fun with their friends, remains sober and makes 
sure that everybody returns home safely. The campaign’s 
tagline is “One of us, each time, does not drink”. In 2009, 
“Sober Driver” organized 23 events, which were attended by 
approximately 8,200 people. Furthermore, 35 bars and pubs 
throughout Greece were selected to be “Sober Driver” hubs 
- popular spots that welcomed and embraced the “Sober 
Driver”. They were provided with supplies of promotional 
material (posters, stickers, cards, and “Sober Driver” badges). 
to help promote the message among customers. In 2011, 
there were approximately 26 activities in the context of 
the campaign, including a number of media appearances, 
communicating the message about responsible consump-
tion. 

Honduras	 	

SABMiller Subsidiary - Cerverceria Hondurena
 “Conduce Tu Vida” (“Drive Your Life”)

 2011-ongoing · WHO Target Area 4 
A road safety program to encourage individuals to take res-
ponsibility for their alcohol consumption and to raise aware-
ness about the dangers of drinking and driving. The program 
aims to draw attention to road safety issues and promote 
a culture of openness around the subject. It was developed 
with, and endorsed by, Local Governments, IHADFA, the 
Secretary of Security, Transit Police and INFOP. As part of the 
program: 5 breathalysers and 4,000 test tubes were donated 
to the authorities; 33,824 vehicles were checked; and 6,281 
direct contacts were made. 40,000 road safety tips brochures 
were distributed.

HEINEKEN Athenian Brewery 
 “Driving Simulator Roadshows” 47

 2010-ongoing · WHO Target Area 4 
A specially designed driving simulator constructed to look 
like a vehicle’s cockpit. It simulates reactions after consuming 
too much alcohol. It was the feature of road shows organised 
in co-operation with “Nifalii-stin Igia mas” in major cities 
across Greece where residents were encouraged to take the 
driver’s seat and feel the impact alcohol misuse can have on 
driving ability. The journey of the simulator started from the 
island of Crete, visiting Heraklion and Chania in June 2010, 
it continued with four other major cities, Paros, Chalkidiki, 
Thessaloniki and Mykonos. A team of promoters handed out 
leaflets with useful information and “Sober Driver” pins to 
the participants. In 2011, the simulator was used in the cen-
tral squares in Rhodes and Thessaloniki. Future plans include 
taking the simulator to the campuses of selected universities 
in Athens in order to reach students. In 2010, the Simulator 
reached more that 1,800 consumers, communicating the 
message that alcohol and driving must never be combined. 
In its first two stops within 2011, nearly 300 people took the 
driver’s seat, along with the educational material.

 “Media Campaigns about Responsible 
 Consumption” 48

 2009-ongoing · WHO Target Area 4 
An annual series of campaigns to raise public awareness 
about the dangers of drinking and driving and promote 
moderate consumption of alcohol. In the launch year the 
company sponsored an event “Alcohol? No, not tonight. I 
drive”, in collaboration with Antenna TV, and implemented 
the initiative “Don’t drive after drinking”, which included 
breath alcohol testing outside big city clubs and distribu-
tion of material for responsible alcohol consumption. Since 
then annual radio spots or print advertisements and banner 
campaigns have been run to creatively address the issue of 
drinking and driving. Research undertaken by Focus Bari in 
July 2009 showed that 40% of those asked were aware of 
the company’s campaign.

47

48

49
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Ireland	 	

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS) 

 “European Night Without Accident” 51

 2009-ongoing · WHO Target Area 4 
An annual, pan-European campaign, held on the third Satur-
day of October every year, to promote responsible behaviour 
behind the wheel among young adults, especially those aged 
between 18 and 28 years. In 2009, MEAS in partnership 
with the Road Safety Authority (RSA) and the Irish Nightclub 
Industry Association participated for the first time as part of 
“Irish Road Safety Week”. Young adult volunteers encouraged 
groups of young people to designate a driver for the evening. 
The driver was identified by a bracelet and when leaving 
the premises he/she was asked to undergo a breathalyser 
test and given a goody bag containing drinkaware.ie “No 
Nonsense” student guides and information about what 
constitutes a standard drink. The campaign, including details 
of participating venues, was publicised on the drinkaware 
website. In 2010, 182 young people acted as designated-
drivers and chose to abstain from drinking and driving on the 
night. In 2011, 6 counties in Ireland took part on Saturday 
15th October. The locations were; Kells, Co. Meath, Letter-
kenny, Co. Donegal, Castlebar, Co. Mayo, Waterford City, and 
Cork City. 
http://www.drinkaware.ie/index.php?sid=12&pid=270

 “Signatory to the European Road Safety Charter” 
2007-ongoing · WHO Target Area 4 
Signing the Charter committed MEAS to develop its “Drive 
Straight and Designate” campaign by providing informa-
tion via the internet. This was achieved by adding pages to 
the drinkaware.ie website on “Getting Home Safely” and 
“Drink Driving”. Collaborators involved were the Road Safety 
Authority of Ireland and the Union of Students of Ireland. In 
addition MEAS committed to media advertising about the 
campaign and partnership with relevant organisations for 

Hungary	 	

Association of Hungarian Brewers 
 “JÓFEJ” (“Sober Responsible Driver”) 50

 2006-completed 2009 · WHO Target Area 4 
A program designed to prevent accidents by combating drink-
driving. In the course of the program, the hostesses gave the 
driver of a group an armband. When leaving the party, he 
had to take a breathalyser test; and if the result was negative, 
he got a gift. The purpose was not only to reward those who 
didn’t consume any alcohol, but also to inform young people 
that even the smallest consequence of drink-driving may be 
more expensive than the cost of a taxi. The campaign was 
run jointly by the Association of Hungarian Brewers’ and the 
ORFK Committee (National Police). 
http://www.sorszovetseg.hu/files/jofejsajtomeghivo.pdf

http://www.jofej.hu

Borsodi Brewery (Molson Coors Central Eu-
rope) 

 “Co-op Rally”
 2011-completed 2011 · WHO Target Area 4 

Annual sponsorship of a rally in which about 100 partici-
pants drive 200 kms in 2 days. It starts from the brewery and 
involves FMCG producers and distributor partners. It provides 
an opportunity for the company to disseminate its “Don’t 
drink and drive” message to a wide audience due to the high 
national and regional publicity it receives.” 

 “Don’t Drink and Drive program”
 2010-ongoing · WHO Target Area 4 

Long term support for the police departments of Pest and 
BAZ County and their special campaigns against drinking and 
driving. Campains take place 2-3 times a year or so. Drivers 
are stopped and examined, and rewarded if they are found 
sober. Through this activity the company does not punish, but 
rather draws drivers’ attention to the important matter of 
sober driving. 

50

51

the promotion of the Designated-driver concept [Vintners 
Federation of Ireland (VFI), Restaurant Association of Ireland 
(RAI), Licensed Vintners Association (LVA), Irish Hotels 
Federation (IHF), Beverage Council of Ireland (BCI), and the 
Irish Nightclub Industry Association (INIA)]. In 2011MEAS 
renewed its commitment a further three years undertaking to 
expand its “Morning After” campaign which raises awareness 
about the amount of alcohol in a standard drink and continue 
promoting the designated-driver concept. 
http://www.erscharter.eu/signatories/profile/12896

http://www.drinkaware.ie/
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Italy	 	

Associazione Degli Industriali Della Birra E 
Del Malto (Assobirra) 

 “O Bevi o Guidi” (“Drink or Drive”)  53  
2009-completed 2012 · WHO Target Area 4 
A campaign to inform future drivers about the risks as-
sociated with the misuse and abuse of alcohol beverages 
when driving. It was carried out in partnership with UNASCA, 
the Association in Italy that represents driving schools and 
automotive consulting firms. The first edition in 2009 ran 
for 9 months - and involved 3,000 driving schools. Material 
included:- A 60-minute educational module for future drivers, 
on the risks of alcohol when driving shown in driving schools; 
1,200 leaflets; 4,000 posters displayed in the offices of local 
automotive consulting firms; 10,000 disposable self-test kits 
for measuring blood alcohol levels, given to newly licensed 
drivers of 495 driving schools in 11 pilot cities; a dedicated 
section of the “drink responsibly” website. The second edition 
was carried out as part of a commitment to the European 
Road Safety Charter. It was also undertaken in co-operation 
with UNASCA to raise awareness not only among future 
drivers (in driving schools) but also among young people 
(university students). It ran for 6 months from January to June 
2011. The previous materials were repeated and in addition 
10,000 leaflets and 10,000 disposable self-test kits for mea-
suring blood alcohol levels were distributed to students. The 
campaign achieved considerable results: more than 40 million 
through media coverage (press, TV and Radio audience), 314 
total clippings 210 articles/TV news reports, 25,000 hits on 
the “drink responsibly” website. 
/www.beviresponsabile.it/obevioguidi-2/pag.

php?catgen=pobevioguidi:

http://www.beviresponsabile.it

 “Drive Straight and Designate” 52

 2003-ongoing · WHO Target Area 4 
A high-profile national awareness initiative run by MEAS 
to promote the use of designated-drivers on Irish roads at 
Christmas and during other holiday periods. The campaign 
calls on the public, when going out for a drink, to designate 
a member of their group to refrain from drinking alcohol 
during the evening so that he/she can drive the group home 
safely. An Garda Síochána, the National Roads Authority, the 
Automobile Association, the soft drinks distributors and the 
national media, together with backing from the wider drinks 
industry have all provided valuable support to the initiative. 
It is promoted through: national and regional press coverage; 
national and local radio; national print and on-trade wash-
room advertising; trade competitions; PR; designated-driver 
themed e-cards; and campaign posters. This commitment 
to road safety and safe driving has been recognised by the 
European Commission under the Road Safety Charter.” 
“Research was carried out each year by Behaviour & Attitudes 
Marketing. The research findings indicate that in 2005, 32% 
of respondents used a designated non-alcohol-drinking driver 
to get home during the Christmas period (27% in 2004; 24% 
in 2003). The research has also indicated that 89% of res-
pondents had heard of the idea of designating a driver when 
going out for the night (90.5% in 2004; 90.6% in 2003) and 
that 85% of respondents considered it “very important” to 
designate a non-drinking driver when going on a night out 
(75% in 2004; 73% in 2003). A 2006 survey found that 70% 
of people strongly endorse widespread random breath-testing 
of motorists, and 86% of people strongly believe that indi-
viduals must take more responsibility in relation to drinking 
and driving. The survey of 1,109 adults also found that 85% 
of the public strongly agree with the concept of a designated-
driver, and that 70% strongly feel that rural transport services 
are inadequate to facilitate those who want to avoid drinking 
and driving.
http://www.drinkaware.ie/index.php?sid=7&pid=77

Diageo Italy 
 “My Name is Guido and Tonight I’m not Drinking” 54

 2006-ongoing · WHO Target Area 4 
A designated-driver campaign to encourage young adults to 
designate an abstemious driver. It is undertaken in partner-
ship with ACI (Automobile Club of Italy), ANIA (Foundation 
for Road Safety) and the Ministry of Youth. The designated-
driver is nicknamed “Guido” (“I drive” in Italian), who be-

52
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HEINEKEN Italia 
 “Pensaci” (“Think”)

 2004-completed 2008 · WHO Target Area 4 
A television commercial with a clear “don’t drink and drive” 
message - “If you drink and drive you could be a danger to 
others too. Think about it”. In 2006, the advertising campaign 
was extended through free postcards and was screened close 
to Alcohol Prevention Day. 
 

SABMiller Subsidiary – Birra Peroni S.p.A
 “Don’t Drink And Drive” 55

 2006-completed 2011 · WHO Target Area 4 
A leaflet distributed together with free drinking water at big 
events, and provision of a free cab service. In addition, staff 
were given training on responsible consumption. 

Jamaica		

Diageo Jamaica 
 “Think. Drink”

 2007-completed · WHO Target Area 4 
An initiative to discourage irresponsible drinking behaviour 
consisting of messaging aimed at preventing drinking and 
driving. 

Japan	

Asahi Breweries Ltd 
 “Warning Posters” 

 2006-ongoing · WHO Target Area 4 
Posters warning about the dangers of drinking and driving 
are delivered to restaurants and bars by the company’s sales 
force. In 2011 more than 100,000 posters had been distribu-
ted. 

comes the “hero of the evening”, by protecting the safety of 
his friends. This campaign is continuously evolving following 
consumer feedback. Initially it focused solely on drinking and 
driving and now also includes broader consumer-information 
messages. In 2008, a new slogan was used “Guida il Tuo 
Team” (“Help Your Team)”. The campaign is promoted in 
the on-trade. Free breathalyser tests, and a driving simulator 
are made available. In 2009, the slogan was updated to 
“Tonight I Drive”. With the support of the Ministry of Health, 
information kits containing BAC calculation tables and infor-
mation on the effects of alcohol on the body were distributed. 
Designated-drivers were invited to enter a prize draw by 
signing a pledge and taking a breathalyser test on leaving 
key events. In 2010 a consumer information website was 
launched and the “Enjoy Responsibly” slogan was added. 
The website contains general information about responsible 
drinking and the law related to drinking and driving. “Enjoy 
Responsibly” is also present on Facebook. Additionally, a 
mobile application, “DATE” (Diageo Alcohol Test Experience), 
sponsored by the Ministry of Youth, was launched. It can 
be used online or downloaded via the ”Enjoy Responsibly” 
website or application page on facebook. DATE calculates the 
BAC levels based on tables by the Ministry of Health. It also 
provides information on the law related to drinking and dri-
ving and can call a taxi or an association that offers transport 
home (project “Red Nose”). In 2006 independent research 
showed that 47% of respondents would consider appointing 
a designated-driver but a fair amount of the sample showed 
a lack of interest in the problem. Ongoing evaluation shows 
progress in attitude and behaviour. In 2007, 38% of respon-
dents had regularly introduced the practice of the designated-
driver concept and in 2009, the percentage had increased 
to 56%. Also as much as 99% (15% more than in 2008) of 
respondents now acknowledge that the identification of a 
designated-driver in their group of friends is the best way to 
reduce the risks of driving while drunk.
http://www.divertitiresponsabilmente.it/

55

 “Attention Customers: Drink Moderately, Please”
 2000-ongoing · WHO Target Area 4 

Information included in the “Mini Manual of Beer” and in 
pamphlets for visitors to breweries. Visitors who have driven 
to visitor centres are asked to wear a special badge to ensure 
that they are served soft drinks in the tasting areas and are 
discouraged from drinking and driving. 

KIRIN Brewery 
 “Warning About Drinking and Driving”

 2006-ongoing · WHO Target Area 4 
A campaign in which posters and stickers, warning about the 
dangers of drinking and driving, are delivered to restaurants 
and bars by the company’s sales team. 

 “Don’t Drink and Drive”
 2006-ongoing · WHO Target Area 4 

A drinking and driving prevention campaign for visitors to 
the breweries that is supported with many materials such as 
posters and badges. 

Sapporo Breweries 
 “Sapporo Premium Alcohol Free”

 2011-ongoing · WHO Target Areas 1 and 4 
An alcohol-free drink which tastes like beer which is suitable 
for drivers. 
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Lao	People’s	Democratic	Republic	

Lao-Asia Pacific Breweries (LAPB) 
 “Drink Don’t Drive – Arrive Home Safely” 57

 2009-ongoing · WHO Target Area 4 
A campaign to raise the level of awareness about alcohol 
consumption and road safety in order to alert and remind the 
public not to drink and drive. It was undertaken in partnership 
with the Traffic Police and used billboards installed in Vient-
iane Capital, Luang Prabang, Savannakhet and Champas-
sak provinces In addition the company contributed 1,000 
safety helmets to the Traffic Police in its efforts to promote 
road safety at the 25th South East Asia Games in 2009 and 
another 1,000 the following year, aimed at reducing road 
accidents linked to drink driving during the Laotian New Year 
(also known as Pi Mai Lao).

Latvia	

Carlsberg - Aldaris 
 “Don’t Drink and Drive” 58

 2011-completed 2011 · WHO Target Areas 3 and 4 
A “Don’t drink and Drive” campaign created in co-operation 
with the state police. It was promoted with flyers distributed 
through hospitality (HORECA) clients, at festivals and via 
insurance offices and outdoor posters displayed in prominent 
locations. A press conference was held prior to the campaign 
launch. 200 outdoor posters and 3,500 flyers were distribu-
ted.

 “Signatory to the European Road Safety Charter”
 2010-ongoing · WHO Target Area 4 

As signatory to the Charter the company committed to 
providing training sessions for company drivers and freight 

Suntory 
 “Internal Codes For Brewery Tours” 

 2006-ongoing · WHO Target Area 4 
An initiative to ensure that visitors to the brewery understand 
about the dangers of drinking and driving and are not served 
beer if they are driving. Signs are displayed in the entrance 
to the breweries, and visitors with cars are asked to wear 
badges.
 

Kenya	Uganda	

East African Breweries Limited (EABL) 
 “Someone For The Road” 56

  2008-ongoing · WHO Target Area 4 
A designated-driver campaign to encourage people to ap-
point a designated-driver before they go out for a drink, or 
to volunteer themselves. A designated-driver is responsible 
for driving friends to and from a beverage establishment. He 
or she will remain completely sober the entire time to ensure 
that the other passengers can enjoy their drinks responsibly 
and also return home safely. It included outdoor and outlet 
messaging as well as radio campaigns. The campaign began 
in Kenya and was extended to Uganda. In 2011, TV, radio and 
press advertising was used to communicate the importance 
of taking a taxi or volunteering to be the designated-driver. 
TV advertising was placed in prime time spots and press 
advertisements were placed in high circulation newspapers to 
reach target consumers. In the first half of 2012, consu-
mers in selected outlets, primarily in Nairobi received the 
message “Friends don’t let friends drink and drive” on slim 
lights. 
http://https://www.eabl.com/sustainability

forwarders in order to develop their knowledge of economic 
and safe driving and running a campaign entitled “Do not 
drink and drive! It’s costly”. This was undertaken in co-
operation with the Latvian State Police and Baltic Entertain-
ment Agency. 
http://www.erscharter.eu/signatories/profile/17549

http://www.aldaris.lv

57
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with the help of a local taxi company. Taxi cards with a hot-
line number were distributed for sales staff to use to prevent 
drinking and driving. In addition 400, specially designed 
stickers, were put on the windscreens of sales vehicles. These 
stickers served as a reminder of the “responsible drinking 
culture”. 
http://carlsbergmalaysia.com.my/web/csr/cs_ofadrinkresponsibly.html

Malta	

The Sense Group (TSG) 
 “Signatory to the “European Road Safety Charter” 

2008-completed 2011 · WHO Target Area 4 
A three year commitment to raise employee and consumer 
awareness of the dangers of drinking and driving and to 
promote alternative means of transport. Actions included: 
The organisation of media campaigns to increase awareness 
about the dangers of drinking and driving and to promote the 
designated-driver concept using radio spots, print media, viral 
(internet) marketing, point of sale material in entertainment 
outlets and billboard/bus shelter advertising. They focussed 
mostly on young drivers, and were designed and positioned 
in a manner that would reach this particular audience; and 
Issuing a code of practice for the alcohol industry focusing on 
alcohol use and driving and distribute it to all producers, im-
porters and within the alcohol trade. It covers the promotion 
and sale of alcohol beverages, incorporates the previously 
launched Code of Practice for Bartenders and supplements 
existing legislation.
http://www.erscharter.eu/signatories/profile/12465 

 
 “Who Will be the Leader Tonight” 61

 2001-completed 2008· WHO Target Area 4 
A designated-driver campaign to encourage consumers to 
plan ahead if they intend to drink. The designated-driver is 
ascribed the status of leadership and a valued member of the 
social group. The campaign received positive acclaim and was 

Lesotho	 	

SABMiller Subsidiary - Maluti Mountain Bre-
wery 

 “Drink Driving Easter Campaign” 59

 2012-completed 2012 · WHO Target Areas 4 and 8 
Outdoor billboards to discourage consumers from engaging 
in drinking and driving over the Easter holidays. The campaign 
was developed in association with the Minister of Youth and 
LUMSA University. The road safety department indicated that 
during Easter 2012 there were significantly less accidents and 
alcohol-related accidents.

Lithuania	

Lithuanian Breweries Association 
 “Signatory to the European Road Safety Charter”

 2006-completed 2009 · WHO Target Area 4 
As signatory to the Charter the Association committed to 
implement a preventative campaign targeted at all road users 
between 16 and 60 years old, warning about the risk of drin-
king and driving. 200,000 leaflets were distributed through 
point of sale and via motor magazines and road safety 
messages were transmitted in 500 spots, through the website 
and in the newsletter. Collaborators involved: members of the 
Association, Ministry of Health of the Republic of Lithuania, 
Ministry of Education and Science, Police Force. 
http://www.erscharter.eu/signatories/profile/13129

Malaysia	

Carlsberg Malaysia 
 “Taxi Hotline and Stickers for Sales Staff” 60

 2010-completed 2011 · WHO Target Area 4 
A campaign aimed at sales staff in a specific region to raise 
awareness about the dangers of drinking and driving. It was 
undertaken in conjunction with the national sales convention 

60
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Mexico	

HEINEKEN Cervecería Cuauhtémoc Moctezu-
ma 

 “Conductor Designado“ (“Designated-driver”)
 1994-ongoing · WHO Target Areas 3 and 4 

A designated-driver campaign undertaken in collaboration 
with the Instituto Tecnológico y de Estudios Superiores 
de Monterrey (ITESM). The goal has been to contribute 
to alcohol-related car accident reduction rates by raising 
awareness of the importance of not mixing alcohol bever-
ages and driving. It provides information to society on the 
effects of alcohol in the human body and the main causes of 
accidents (alcohol being outside the top 5 leading causes) 
and encourages the designation of a volunteer driver who 
does not drink alcohol and drives his / her friend’s home. This 
long-running campaign has been modified over time. It now 
covers all key contact points including: consumption centres 
(bars and restaurants); major events (fairs, carnivals, concerts, 
etc.); holidays (Easter week, patriotic events and Christmas); 
educational establishments (Universities); and media (traditi-
onal (radio, television, billboards and print advertisements) as 
well as electronic - social media). The objectives are achieved 
by ensuring collaboration with all relevant personnel within 
the company as well as through the creation of alliances 
with various authorities such as Public Security and Police 
(Secretaría de Vialidad y Tránsito) and the Institute for youth 
(Instituto de la Juventud) etc. 

Montenegro	

Brewery Trebjesa JSC Niksic, Pivara Trebjesa 
AD Niksic (Starbev) 

 “When I Drink I Don’t Drive” 63

 2008-ongoing · WHO Target Areas 1 and 4 
A campaign which aims to promote responsible consumption 
and raise awareness on the risks of drinking and driving. It 

part of the Pan European campaign in 2005. It ran during the 
summer and Christmas seasons, the campaign focuses on the 
role of the LEADER as the person who is selected to refrain 
from drinking and be in charge to drive the rest of the group 
home. It centres on a group of four friends who take turns ab-
staining from drinking alcohol beverages to drive their closest 
friends back home. It was promoted through billboards, pos-
ters, stickers, radio, cinema and print advertising. In 2005 an 
animated sequence about helping Santa carried the tag line 
“Can you land Santa’s sleigh?”. It engaged the user to help 
Santa (who unfortunately has had too much to drink) land his 
sleigh on a runway in his home village. On losing the game 
the “next time I’ll let Rudolph drive” message accompanied 
the “choose a leader to drive you home” message. On win-
ning the game the “You could be my next reindeer” message 
is shown. In 2007 posters were displayed in 60 bus shelters 
and 2 billboards were displayed on the main island road. 
In 2006 a consumer survey revealed more than 30% were 
aware of the campaign with 32% being designated-driver at 
least once. 96% also thought that the campaign would help 
reduce incidences of drink-driving. In 2007 a consumer survey 
revealed more than 40% awareness of Leader among the 
target group. 
http://www.drinkawaremalta.com/

 “Don’t Drink and Drive” 62

 1998-ongoing · WHO Target Area 4 
A long running campaign against drinking and driving run 
predominantly in the Summer and festive seasons. It has used 
billboards, posters in entertainment outlets, bus shelter adver-
tising, car stickers, radio messages and press advertisements. 
The messages have changed over time and the campaign 
has been reinforced by both the “Designated-driver” and 
the “Stay Alive” campaigns. In 2002, It was re-launched and 
electronic e-Christmas cards were added to the portfolio. 
In 2006, the message used was “You Drink, You Drive, You 
Lose”. 
http://www.tsg.org.mt/mediacampaigns.asp

62

was undertaken in co-operation with a local traffic safety 
NGO. It includes: The donation of breathalysers to the Police 
Directorate; Billboard advertising; Free or discounted taxi 
or bus rides to/from major music events sponsored by the 
company; and The distribution of promotional materials with 
responsible drinking messages. 

63
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licence. The company also helped the agency to refurbish its 
lecture hall in preparation for the lecture series. 
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=27

 “Some Things Don’t Mix” 66

 2010-completed 2011 · WHO Target Area 4 
An above the line campaign to raise awareness about the 
dangers of drinking and driving and to serve as a pilot cam-
paign to test the research being conducted by the Consumer 
Planning and Research team. The materials used included a 
TV commercial, billboards and posters. 
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=27

HEINEKEN Nigerian Breweries 
 “Don’t Drink and Drive”

 2010-completed 2010 · WHO Target Area 4 
An initiative conducted in partnership with the Federal Road 
Safety Commission (FRSC), the road safety administration 
agency of the government, to warn against the dangers 
of drinking and driving. Rallies for commercial motor and 
motorcycle operators were held in different towns across the 
country and complemented with media campaigns, posters 
and stickers. 

Panama	

SABMiller Subsidiary - Cerverceria Nacional
 “Conductor Designado” (“Designated-driver”) 67

 2010-ongoing · WHO Target Areas 3, 4 and 5 
A campaign to tackle irresponsible consumption and drinking 
and driving in the on-trade. It was undertaken in association 
with local bars, the capital mayor and the national police. 
It focused on educating local bar-staff about the dangers 
of binge drinking and drinking and driving and encoura-

New	Zealand	

DB Breweries Ltd 
 “Let a Sober Driver Take You Home” 64

 2011-completed 2012 · WHO Target Areas 4 and 8
 During the Rugby World Cup in 2011, DB Breweries and 

Heineken ran a responsible drinking campaign. The campaign 
included an advertisement which was screened across all 
channels as well as within national stadiums, fan zones 
and bars. The responsibility message was also taken onto 
the streets by branding inner city Auckland taxis with ”Let 
a sober driver take you home”. Over 75,000 cards with the 
same message and the call-a-taxi number were distributed to 
ensure fans got home safely over this period. 
http://www.apb.com.sg

Nigeria	

Guinness Nigeria 
 “Plan Ahead” 65

 2011-completed 2012 · WHO Target Area 4 
An anti drink drive campaign directed at stakeholders: 
employees of Guinness Nigeria; customers; and consumers. 
It aims to provide the general public with useful information 
and tips on responsible driving behaviour and avoiding 
drinking and driving. It features radio jingles, billboard place-
ments and point of sale materials across the country.
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=27

 “Drink IQ Training for Drivers”
 2011-completed 2012 · WHO Target Area 4 

An agreement with the Federal Road Safety Corporation to 
include Drink IQ information as part of the lecture series for 
applicants for a drivers licence. The scheme has been piloted 
in Lagos to coincide with the introduction of the new drivers 

64

66 65

67

ging promotion of responsible consumption and use of a 
designated-driver. In the first 12 months, over 500 bartenders 
were trained in responsible drinking and serving.
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ness about traffic accidents and donates 3 breathalyser kits to 
the program. 

Peru	

SABMiller Subsidiary - Backus 
 “Encouraging Road Safety” 69

 2010-completed 2012 · WHO Target Area 4 
Backus has participated and supported a number of initiatives 
to promote road safety in Peru including the following: In 
April 2010, they participated in a multi-sector responsibi-
lity for Road Safety meeting, organised by the Ministry of 
Transport and Communications and the Ministry of Interior. 
At this meeting, the Declaration of Lima which aims to form 
a monitoring committee to create public awareness of the 
importance of road safety was signed. In November 2010, 
they participated in a similar meeting in Pucallpa, Madre Dios. 
The forum included presentations from key public institutions 
involved in road safety. Since 2010, they have supported the 
“Elected friend campaign”, a designated-driver campaign 
that promotes the nomination of a driver in a group of friends 
who will not drink alcohol on a night out and then drive 
the group home. The support included advertising material, 
billboards, donations of TV commercials and breathalysers to 
the police. Drinking and driving and educational campaigns 
have taken place in all 5 regions and 12,465 adults have 
been engaged and an additional 3,692 adults reached by 
the material. 125 Alcoholmeters have been donated to police 
stations. The campaign has featured in 92 media airings.

Poland		

SABMiller Subsidiary - Kompania Piwowars-
ka

 “Test Your BAC” 70

 2008-ongoing · WHO Target Areas 1 and 4 
An initiative designed to discourage drinking and driving and 
eliminate drunk drivers on the Polish roads, by promoting 

 “Respeta la Vie, Respeta la Vida” (“Respect the Road, 
Respect Life”)”

 2010-ongoing · WHO Target Area 4 
The first campaign in the country with the aim of reducing 
the number of car accidents on the highways. It focused on a 
comprehensive road safety program to educate both drivers 
and pedestrians and included information about the dangers 
of drinking and driving. It was developed in association with 
the National police, Ministry of Health and PAHO. In the first 
year of the campaign, there was a 10% reduction in traffic 
accidents nationwide.

Papua	New	Guinea	

SP Brewery Limited (SPB) 
 “Designated-driver”

 2011-ongoing · WHO Target Area 4 
The campaign congratulated the designated-driver for driving 
their friends/loved ones home so that they arrive home safely 
and can return the favour the next time they all go out for 
the evening. The campaign relates to the consumers through 
friendship and kinship to reinforce the message of “drink 
don’t drive - use a designated-driver”. 

Paraguay	
 

AB INBEV - Cerveceria Paraguaya S.A. (Cerve-
par) 

 “Si Tomaste no Manejes” (“If You Drink Do Not 
Drive”) 68

 2010-ongoing · WHO Target Areas 3 and 4 
A campaign focused on consumer awareness about the 
importance of being responsible when driving. The cam-
paign includes the “OOH” slogan in an advertisement on TV 
(“neighbourhood spot”) and messages in print media. It also 
includes partnerships with the NGO CONACOL, Traffic Police 
and the Ministry of Transport, and several NGO´s related to 
traffic issues. It supports a national campaign to raise aware-

68
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consumer awareness of the impact of alcohol on the human 
body and by giving people a chance to check their blood 
alcohol content. A mobile phone application which measures 
expected BAC after having consumed various kinds of alcohol 
has been made available. It also has other useful functions: it 
enables a cab to be called from one of 300 taxi corporations 
across the whole of Poland; and includes databases with 
information about the legal blood alcohol limits in various Eu-
ropean countries. The application was endorsed by Regional 
Road Traffic Police and Taxi Corporations. By May 2012, the 
application had been downloaded over 50,000 times and the 
website accessed 260,000 times. It was awarded prizes in the 
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road safety and have access to interactive tools: games and a 
simulator. In 2009, all activities were moved to the Internet. 
The club platform became a special section on the biggest 
news portal in Poland (Onet.pl portal). Recruitment was 
achieved mainly through different “play and learn” activities, 
encouraging members to invite their friends to participate 
(knowledge contests, member-get-member mechanism etc.). 
In 2011, a fan page of the club was created on Facebook and 
rapidly gained 1,700 followers. In 2012, activities are focused 
on social media. The objective is to create a real trend for 
designated-driving, especially among young adults. A special 
Facebook / mobile application called “Super Designated-
Driver” which counts every km that a person/member makes 
as a designated-driver is being launched. It is hoped that 
people will aspire to the rank of ”super designated-driver” 
encouraging competition among users. In 2008, the HORECA 
activity took place in 7 big cities and reached over 60,000 
people 5,770 of whom became designated-drivers. It led to 
1,836 club members. By the end of 2009 4,640 people had 
joined the Club and 30,977 unique visitors were registered 
on the club website. By April 2012 the number of followers of 
the “Responsible Drivers’ Club” on Facebook was over 1,700.
http://www.browary-polskie.pl/spoleczna/kampanie/szczegoly.

php?gid=&eid=2&_exm=4&filters[section]=

http://www.klubdrivera.pl/

http://www.facebook.com/klubdrivera

 “Driving - Not Drinking” 71

 2006-completed 2011 · WHO Target Area 4 
A long-term educational program launched as part of the 
commitment made by the Union of the Brewing Industry Em-
ployers in Poland on signature of the European Road Safety 
Charter. It was carried out under the auspices of the National 
Road Safety Board in collaboration with the Police Head 
Quarters. Active contributors to the project included municipal 
authorities of Warsaw, Lodz, Kraków, Poznac. Lublin, Sopot 
and other cities as well as provincial and metropolitan police 
head quarters. The initiative demonstrated to young drivers 

prestigious Golden Arrow Contest in the category for mobile 
marketing and in the contest organised by CSR Europe in the 
“health and wellbeing” category. It was presented as “best 
practice” during CSR Europe’s Enterprise 2020 Market Place 
in Brussels.
http://www.youtube.com/watch?v=7DF0TKvJyGs

http://www.youtube.com/watch?v=V2UgNeqoMvg

The Union of Brewing Industry Employers in 
Poland - Polish Brewers 

 “Support for Polish Activity During the “Decade of 
Action for Road Safety, 2011-2020”

 2011-ongoing · WHO Target Area 4 
The Decade of Action for Road Safety announced by the 
General Assembly of the United Nations for the years 2011-
2020 includes campaigns for sobriety on the road. The goal 
of this initiative is to stabilise, and then reduce the global 
level of road fatalities by increasing activities conducted at 
national, regional and global levels. The Union of the Brewing 
Industry Employers was one of the leading participants of the 
official inauguration of the Decade at the Polish Parliament, 
and is co-operating closely with the parliamentary Team for 
Road Safety which co-ordinates activities related to the UN 
initiative in Poland. 
 

 “Responsible DRiver’s Club On The Internet”
 2008-ongoing · WHO Target Area 4 

An online club launched as a part of the “Driving – Not Drin-
king (DD)” educational campaign to promote sober driving 
and the designated-driver concept. The DD rules provide zero 
tolerance for drunk driving. Club members were first recruited 
during face-to-face activities in pubs and bars (HORECA). 
Customers were introduced to the educational program 
and philosophy of the designated-driver mechanism. Those 
who committed to never drive after drinking and act as a 
designated sober driver to assure a safe return home for their 
friends, could become members of the Responsible Driver’s 
Club. All club members take part in special knowledge tests in 71

how alcohol actually works to affect their behaviour and 
psychomotor capability. It promoted the message “You’ve 
been drinking - stop – don’t drive!” and the custom of 
designating a person who will refrain from drinking alcohol 
at a party to safely drive his/her friends home that evening. 
The Union made arrangements with restaurateurs, pub 
landlords and club owners to assure their contribution to the 
campaign. In 2006 a pilot-study took place in 20 pubs, clubs 
and discotheques in Lodz to test the educational program. 
It was supported by the city authorities (President of Lodz), 
local police and the local “Beer Brotherhood” and aimed 
to educate young people (core target: 18 – 30 year-olds) to 
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people who were drinking alcohol that they should not drive. 
10% of respondents remembered that the action encouraged 
people to choose a “designated-driver” 2) Remembering the 
role of the “DRIver”: 64% respondents easily defined the 
role of the “DRIver” (designated-driver). Respondents who 
happened to have been chosen as a designated-driver were 
usually men (70%). 59% of respondents stated that the 
program performed well in terms of building awareness that 
drinking and driving should never be combined. Only 16% 
held the opposite view. By the end of 2008, the program in 
pubs and bars (HORECA) had been implemented in 7 big 
cities. 60,000 people took part in the educational activity and 
5,770 became “designated-drivers”.
http://www.browary-polskie.pl/spoleczna/kampanie/szczegoly.

php?gid=&eid=2&_exm=4&filters[section]=

http://www.klubdrivera.pl/

Portugal	
 

APCV-Portuguese Brewers Association
 “Crash Initiative”

 2006-completed 2007 · WHO Target Area 4 
Two one-week campaigns aiming to raise public awareness 
about the dangers of drinking and driving. They were spon-
sored by the Association and launched by the Police and the 
Lisbon Mayor. 
 

HEINEKEN Sociedade Central de Cervejas e 
Bebidas 

 “If You Drive Drink Sagres Zero Beer” 72

 2010-ongoing · WHO Target Area 4 
Part of a campaign to raise awareness to promote safe dri-
ving and prevent individuals from driving under the influence 
of alcohol. It was organised in partnership with Automóvel 
Clube de Portugal (ACP), the Portuguese Automobile Club, 
the biggest club in Portugal, with 250,000 members. Mini 
coolers stocked with non-alcohol beer (Sagres Zero) and awa-

never drive after drinking alcohol and to build awareness 
of the simple rule: “once you drink, don’t drive – use other 
ways to get home safely”. The program was based on the 
designated-driver concept. Educational activities focused 
on pubs, clubs, bars etc. (HORECA) where specially trained 
promoters introduced educational games to convince people 
that drinking and driving should never be combined. Activities 
included: selecting a designated-driver, called “DRIver” (one 
man or woman in a group who does not drink alcohol that 
night and drives friends home). An English name was used as 
a Polish play on words with a double meaning (English “dri-
ver” means “a car driver” and Polish DRI is an abbreviation 
for a Polish “party traffic officer”); trying out “alco-goggles” 
(special pairs of spectacles simulating the sensation of being 
drunk); promoting safe ways of getting home after drinking 
including taxi cabs with special discounts and night buses; 
tests with breathalysers; and rewarding designated-drivers 
with special key-rings. Educational activities were supported 
by promotion in local media (press and radio). In 2007 and 
2008, the program was expanded to additional cities. In 2008 
the 0n-line “Responsible Driver Club” was launched and the 
Red-and-white pictogram “I never drink and drive” started 
to appear on labels of beer cans and bottles manufactured 
by breweries being members of the Union of the Brewing 
Industry Employers (90 per cent of beer on the Polish 
market). The use of the pictogram is the result of a voluntary 
agreement of the brewing sector in Poland. The results of the 
pilot-scheme in 2006 proved the mechanism to be a very ef-
ficient educational tool, especially with young adults. Almost 
12,500 people were reached, 10% of them (1,354) became 
“designated-drivers”. 1,116 of these designated-drivers suc-
cessfully passed tests with breathalysers and were rewarded 
with key-rings when leaving the club. A PAPI survey, by TNS 
OBOP, (10 – 15 December 2006) surveyed100 respondents 
recruited in the pubs and clubs where the action had been 
carried out and found that: 1) Understanding of the key 
message of the program (spontaneous): 73% respondents 
recognised that the objective of the action was to convince 

reness leaflets about responsible consumption were installed 
in every one of the ACP’s 32 tow and road assistance vehicles 
and a free bottle of the non-alcohol beer was offered to the 
drivers waiting for their cars to be serviced. By the beging of 
2012, 50,000 drivers had been made aware of this important 
issue.

 “Sagres Zero Safe Driving Promotion at Motards 
Concentration at Faro and Góis” 73

 2011-completed 2011 · WHO Target Area 4 
A breathalyser challenge for motorcyclists attending the Faro 
Motorcycle Concentration and the Góis Motorcycle Concen-
tration in July and August 2011 to alert them to the dangers 
of drinking and driving. Volunteers from the company gave 
free tests, which deliver blood alcohol content (BAC) levels 
on contact with saliva, and reinforced the message to “Drink 
Sagres Zero if you are driving”. 1,500 alcohol tests were car-
ried out at the Faro’s 30th Motorcycle Concentration, 1,467 
(64 tests positive) at the Góis Motorcycle concentration.

72

73
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 “Pass the Wheel When You Drink” 76

 2007-ongoing · WHO Target Areas 3 and 4 
A campaign recommending drivers not to drive after drinking 
alcohol. The long term goal was to lower the number of traffic 
accidents. Its development was based on a widely accepted 
concept and it is run in co-operation with the Road Traffic 
Police Authority within the General Police Inspectorate of 
Romania and the National Audiovisual Council. It has been 
sustained by TV companies broadcasts on the main Romanian 
TV stations as social commercials and also with activities like 
billboard advertising across Romania (around 200 locations 
in the winter holidays). In 2011, the fourth phase covered the 
winter holidays. This benefited from the pro bono participa-
tion of the well-known Romanian race pilot, Titi Aur, who 
conveyed the following message to Romanian drivers: “Pass 
the wheel when you drink!” 
http://www.berariiromaniei.ro/en/enjoyresponsibly/

SABMiller Subsidiary - URSUS Breweries
 “ZeroLaMie” 77

 2011-ongoing · WHO Target Area 4 
A mobile phone / sms and web application allowing consu-
mers to measure the expected BAC after having consumed 
various kinds of alcohol. It promotes awareness of the 
amount of alcohol consumed and discourages consumers 
from driving when they have consumed alcohol. The tool has 
the support of the National Traffic Police and the National 
Institute of Legal Medicine. In 2011, 1,600 people used the 
SMS application and over 60,000 people used the mobile 
web application.

 “Santa Boleia” (“Holy Ride”) 74

 2011-completed 2011 · WHO Target Area 4 
A free bus, provided by SAGRES beer, to transport festival 
goers to the different sites during the annual festivities of the 
city of Lisbon to contribute to a more responsible way to tra-
vel when drinking. Carrying a maximum of 46 passengers at 
a time it ran from 6pm and 4am, between Alcântara, Cais do 
Sodré and Santa Apolónia, passing through the neighbour-
hoods with the strongest tradition for these festivities. Bus 
stops were identified with the image of a SAGRES beer bottle. 
The bus offered entertainment with Portuguese popular music 
being played all the time, ensuring that the party spirit was 
not lost even for just one moment. 

Romania	

Brewers of Romania 
 “Reality Changes When You Drive Drunk” 75

 2008-completed 2011 · WHO Target Area 4 
A social campaign for educating car drivers supported by the 
Road Police Department from the General Inspectorate of the 
Romanian Police and the National Audio-Visual Council. It is 
especially directed to drivers between 18 and 35 years old 
from urban areas, independent and sociable persons, living 
life at an alert tempo. The first stage focused on raising awa-
reness about the effects of alcohol on driving abilities. It used 
radio and TV spots which focused on the idea that a pleasant 
experience may become horrible when you drive drunk. The 
second phase was executed as a commitment undertaken as 
signatory to the European Road Safety Charter and involved a 
new interactive webpage reachable through the Association’s 
website. 
http://www.erscharter.eu/signatories/profile/12480

http://www.berariiromaniei.ro
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Russia	

AB INBEV - SUN InBev Russia 
 “Don’t Drink and Drive” 78

 2011-ongoing · WHO Target Area 4 
A social responsibility TV campaign aired on the main federal 
channels by the Klinskoe brand. The campaign aims to 
remind consumers that drinking and driving is not accepta-
ble. 
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reness about the dangers of excessive drinking and encou-
rage more informed choices and better drinking habits among 
those who display irresponsible behaviour and consumption 
patterns. The tagline was “if you want to drink don’t drive, if 
you want to drive don’t drink”. The campaign was endorsed 
by Rwanda National Police which has also conducted similar 
awareness campaigns. 

Serbia	

Apatin Brewery Serbia (Starbev) 
 “When I Drink I Don’t Drive”

 2008-ongoing · WHO Target Area 4 
A campaign aimed at raising awareness about the risks of 
combining alcohol consumption and driving amongst the 
total Serbian population. It was launched in co-operation 
with the Ministry of Internal Affairs, Traffic Police Administra-
tion. It includes: the donation of breathalyzers to the Ministry 
of Interior Affairs, Traffic Police Department to assist the 
special Traffic Police controls on the roads; TV and billboard 
advertising throughout Serbia; and co-operation with a local 
taxi association to provide discounted taxi fares to and from 
music events. Since 2008, 39 breathalyzers have been dona-
ted. Traffic accidents associated with sponsored music events 
significantly diminished. 

Singapore	

Asia Pacific Breweries (Singapore) Pte Ltd 
(APBS) 

 “Choose One Not Both”
 2011-ongoing · WHO Target Areas 1 and 4 

An annual campaign which focuses on making a responsible 
choice - either drinking or driving, not both. It is run annually 
by the Singapore Traffic Police with support from a number 
of stakeholders including APBS. The campaign is still running 
nationwide and it deploys a variety of above-the-line media 
including TV advertising. 

Carlsberg - Baltika 
 “Baltika Favors Soberness While Driving” 79

 2011-ongoing · WHO Target Area 4 
Events held in Russian cities to draw public attention to the 
importance of responsible drinking. They were held in part-
nership with the Drivers Association and the road police. They 
took place in car parks where every driver was, voluntarily, 
able to try a free breathalyser test. Everyone who participated 
was given some souvenirs and car stickers. 

 “Memo for Bartenders” 80

 2011-ongoing · WHO Target Areas 1 and 4 
Events held in some Russian cities to draw public attention 
to the importance of responsible drinking. They were hosted 
together with the Bartenders’ Associations of Russia. A set of 
branded memos about responsible beer consumption were 
created to help bartenders to be able to determine whether 
their guests have had too much to drink and help consumers 
to drink responsibly. These memos, which are in the form of 
aircraft safety instructions, are placed in pubs and cafés. The 
front provides instructions for the bartender and the back 
displays recommendations for guests on how to drink in a 
moderate way. For example: For the bartender: If your client 
has had enough to drink, you’d better offer him a non-alcohol 
beer or call the taxi tel.: 326-00-32. For a visitor: Call the taxi, 
do not drive. 

Rwanda	
 

HEINEKEN Brasseries et limonaderies du 
Rwanda 

 “Don’t Drink and Drive” 81

 2010-completed 2010 · WHO Target Areas 1 and 4
A campaign undertaken in partnership with the local police, 
which aimed to promote responsible drinking among drivers 
and other road users in order to reduce the incidence of 
alcohol-induced road accidents. It was designed to raise awa-

79
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 “Don’t Drink and Drive: It’s EZ”
 2008-completed 2008 · WHO Target Area 4 

A one month long, free rides program, in support of the an-
nual Traffic Police Anti-Drink Drive campaign. It was run with 
the support of the Singapore Traffic Police and industry part-
ners St James Power Station and Zouk. Drivers could redeem 
complimentary EZ-Link cards at participating outlets by simply 
providing their contact details. With the EZ-Link card, a cash-
card used for the payment of public transport fares, drivers 
had an alternative way home should they have one drink too 
many.A total of 550 EZ-Link cards were handed out.
http://www.apb.com.sg

http://www.tigerbeer.com.sg
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Slovakia	

SABMiller Subsidiary - Pivovary Topvar
 “Angel Test” 82

 2012-ongoing · WHO Target Area 4 
A road-safety campaign with the aim of increasing public 
awareness about the dangers of consuming alcohol and 
driving. It involved a test with 10 questions related to the 
recently introduced driving law regulations and focused 
on alcohol consumption and driving. Customers chose the 
questions and hostesses helped them to answer correctly. The 
hostesses also provided a leaflet on 10 tips for drivers as well 
as an information card about the online Promile information 
tool. The campaign was undertaken in collaboration with the 
MOL Group and was promoted by the best motocross driver 
in Slovakia, Stefan Svitko. 
In the first three months of the campaign 952 drivers parti-
cipated at 3 petrol stations and it was covered in 60 media 
reports.
http://www.biznis.sk/ked-jazdite-nepite

http://csr.etrend.sk/magazin-clanky/ked-jazdite-nepite.html

 “Road Safety” 83

 2012-completed 2012 · WHO Target Areas 1 and 4
The aim of this program was to provide consumers with 
information about the key societal and personal benefits of 
the new traffic laws and by developing interactive tools to ac-
tively engage them with the new laws and their implications. 
It was organised in association with the Slovnaft MOL Group 
and was extended to all major cities throughout Slovakia. 
Drivers who visited specific petrol stations had the opportu-
nity to test their knowledge of the road safety legislation. This 
was conducted in association with the ProMile Information 
service, a responsibility website and an iPhone BAC calculator. 
492 drivers participated in the tests and the campaign was 
covered in 16 media reports.
http://www.dnes24.sk/sprava/id/121856

http://www.presov.sk/portal/?c=12&id=17541

Singapore	Indonesia	
Thailand	Vietnam	 	 	 	

Asia Pacific Breweries Limited (APBL) 
 “Endless Conga”

 2012-completed 2012 · WHO Target Areas 4 and 8
A six week digital campaign which aimed to reinforce the 
message of responsible drinking and promote a positive habit 
of taking alternative transport instead of driving to get home 
safely after alcohol consumption. To encourage participation 
in a simple, fun and engaging way, a real-time photo booth 
application was made available on the website where online 
participants in each region could take an instant photo and 
select their favourite avatar character to join other partici-
pants in forming the conga line. After the photo avatar has 
been completed, contest participants could easily share their 
photo avatar via Facebook, Twitter and a personalized email 
invite with their friends. Attractive prizes were offered when 
the number of participants reached specific milestones of the 
conga line. 
http://www.apb.com.sg

http://www.endlessconga.com

 “Drink Responsibly. Get Home Safely”
 2011-ongoing · WHO Target Area 4 

A TV commercial which used the metaphor of “human loco-
motion” to encourage revellers to choose alternative modes 
of transport, other than driving their car, to arrive home safely 
after a good night out. It was undertaken in partnership with 
the Cambodian Ministry of Culture, Ministry of Public Works 
& Transport and the Traffic Police. They supported the public 
service communication with the use of their logos in the TV 
commercial. This was first aired in Phnom Penh by, Cambodia 
Brewery Limited. All APB operating companies are encoura-
ged to air the commercial in their markets. 
http://www.youtube.com/watch?v=VG2T26aahyE

http://www.apb.com.sg/

 “Promile Info” 84

 2008-ongoing · WHO Target Areas 1 and 4  
A multi-pronged education campaign on the risks of alcohol 
abuse, built in partnership with the NGO Oz Prima. The initial 
educational project led to the launch of a website www.
promileinfo.sk, which provides a range of information on 
responsible alcohol consumption, and was developed in 

82
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South	Africa	

Industry Association for Responsible Alcohol 
Use (ARA) 

 “Drink Drive Campaigns” 86

 1989-ongoing · WHO Target Area 4 
A series of campaigns to reduce road-accidents resulting from 
alcohol misuse. Over the years they have been prepared with 
the support and endorsement of the South African Depart-
ment of Transport and partnership with Arrive Alive. 
 

SABMiller Subsidiary - SAB Ltd 
 “Alcohol Evidence Centres”

 2009-ongoing · WHO Target Areas 1, 4 and 10
A partnership with local and provincial law enforcement to 
open state of the art Alcohol Evidence Centres (AECs). The 
AECs are equipped with breathalysers which can detect a 
driver’s breath alcohol concentration level accurately through 
a single breath sample. The project was undertaken because 
alcohol-related deaths are a problem and represent 60% of 
all road fatalities in South Africa. The prosecution of drinking 
and driving cases was severely hindered by the time delay 
brought about by inefficient blood testing. Breath testing 
was introduced to combat this problem. Research showed 
that South Africans feared being prosecuted for drinking 
and driving and that an increase in alcohol evidence centres 
would increase the risk of being caught. To implement this 
program the company worked closely with the Department 
of Transport. By March 2011, fifteen AEC’s had been built 
nationwide. This number covers most major centres in South 
Africa but there are plans to expand the program to 30 cen-
tres. By March 2012, 19,052 people had been tested in the 
centres. in the Western Cape the Department of Transport has 
reported a decline in the rate of drinking and driving offences 
since the AECs have been in operation.

co-operation with the Ministry of Transport to raise awareness 
about the dangers of alcohol consumption and driving. Via 
this website a web, mobile and SMS application is provided 
to allow consumers to measure their expected BAC after 
having consumed various kinds of alcohol. In addition Oz 
Prima is also present at events sponsored by the company 
to educate visitors about alcohol responsibility. This includes 
conducting Dräger (breathalyser) tests at Summer festivals, 
distributing educational leaflets and information posters. 
In 2011 activity was increased and included the running of 
education workshops and providing information cards. After 
the launch of the mobile web applications over 8,000 people 
have used them. Within 2 weeks it became the best ranked 
application in AppStore.
http://www.promileinfo.sk

 “Drink Drive Campaign”
 2007-completed 2012 · WHO Target Area 4 

A television campaign, backed up by billboards, which focu-
sed on road-safety. This was organised in conjunction with 
the Ministry of Transport of The Slovak Republic. 

Solomon	Islands	

Solomon Breweries Ltd (SBL) 
 “Don’t Drink and Drive” 85

 2011-ongoing · WHO Target Areas 1 and 4 
A program of raising awareness about the dangers of 
drinking and driving. It included the placement of prominent 
educational advertisements on 15 community buses throug-
hout the nation’s capital, Honiara. This encourages members 
of the public to report drink driving incidents directly to the 
Police. 
http://www.apb.com.sg/solomon-islands.html

85

86

 Partnership with “Arrive Alive” 87

 2005-ongoing · WHO Target Area 4 
A partnership that allows the co-ordination and utilization of 
funds to maximise the reach and impact of the campaigns. 
The company has a history of supporting (co-funding) Ar-
rive Alive’s campaigns and promoting road-safety in South 
Africa. 

87
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sine service, complete with bodyguard, that would take them 
and nine friends to and from a party of their own choosing, 
in Seoul. While applying, they all had to sign a pledge not to 
drink and drive. The limousine service was widely covered by 
the media, which exposed even more people to the simple, 
yet vital message. In addition, there was a collaboration with 
the Kangnam District police station, the capital’s biggest 
issuer of drivers’ licences. Flyers about the dangers of alcohol 
abuse were handed out to the newly licensed drivers, and 
they were offered the opportunity to sign a pledge that 
they would not drink and drive. Those who did received a 
small gift. The campaign’s launch was widely covered by TV 
and newspapers, which printed pictures of people signing 
the pledge. Some 221 people applied online for one of 24 
limousine rides. 2,025 people, mainly first-time drivers, signed 
the pledge and an estimated 3.5 million people watched it on 
TV or read about it in the newspaper.

HiteJinro 
 “Road Safety Campaign in Holiday Season”

 2006-ongoing · WHO Target Areas 3 and 4 
An annual road safety campaign aimed to prevent drinking 
and driving and discourage driving when tired. HiteJinro 
give free water and maps carrying a road safety advertising 
slogan at the highway tollgate in the Thanksgiving Holiday 
season. 
 

Oriental Brewery 
 “Preventing Drink Driving on the Highway Cam-

paign” 90

 2010-ongoing · WHO Target Area 4 
A campaign to prevent drinking and driving especially on the 
highway where BAC tests are less likely to take place. “Stop 
drink driving” souvenirs are given to the people who stop at 
the gas stations. 

 “Draw the Line”
 2005-ongoing · WHO Target Area 4 

A responsible drinking campaign focusing primarily on the 
issues of binge drinking and driving under the influence of 
alcohol. The campaign reaches urban and rural consumers 
through TV commercials, outdoor billboards, radio adver-
tisements and print advertising. In addition, point of sale 
materials (including fridge stickers, till wobblers, coasters, 
posters, t-shirts and caps) are available at outlets throughout 
the country, both on- and off-premise. The message not to 
drink and drive is endorsed by the Department of Transport’s 
“Arrive Alive” campaign. 
http://www.sabmiller.com/index.asp?pageid=23

 “Drink Responsibly, Drive Responsibly, Live Responsi-
bly”

 2004-ongoing · WHO Target Area 4 
An annual campaign, first run in 2004 in support of World 
Health Day. It utilises print, pamphlet, radio, and outdoor 
billboards. 

 “Think Before You Drink Before You Drive” 88

 2000-ongoing · WHO Target Area 4 
A comprehensive advertising campaign run during the 
Easter and Festive season in South Africa over several 
years It used television, radio, mobile and static billboards, 
poster, pamphlets and coasters to promote the message. 
The advertisements support the Government´s “Arrive Alive” 
campaign. 

South	Korea	

HEINEKEN Korea 
 “Rewards for Signing the Pledge not to Drink and 

Drive” 89

 2008-completed 2008 · WHO Target Area 4 
An initiative to raise awareness of the dangers of drinking 
and driving. Consumers could apply online for a luxury limou-

88
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The Campaign is part of the European Road Safety Charter 
and was awarded the Road Safety Medal of Merit by the 
national Government because of its contribution to road 
safety awareness and education (road fatalities in Spain have 
reduced to the level recorded in 1961).
http://www.cerveceros.org/ingles/carretera_sin.asp

HEINEKEN España 
 “Buckler Forums for Responsible Consumption”

 2010-ongoing · WHO Target Area 4 
Annual forums for responsible consumption promoted by 
non-alcohol beer Buckler through the annual sponsorship 
of TG Motorcycling related events including: CEV Buckler; 
Spain’s Motorcycling Speed Championship; and TG motorcy-
cling races. They are undertaken in co-operation with Dorna 
Sports, an international sports management, marketing and 
media company with headquarters in Madrid. Relevant news 
related to safety and technology are discussed. A summary of 
each forum is broadcast on national Spanish TV during the 
race coverage. In 2010, the event was entitled “Responsible 
Riding, from the Circuit to the Road”. There were presentati-
ons by Javier Alonso (Chief Security Officer Dorna), Alex Cri-
ville (Buckler 0.0 Ambassador and former World Champion), 
and opinion leaders drawn from traffic authorities, politicians, 
equipment manufacturers (helmets, airbags, suits, motorbikes, 
etc.) and professional riders. 

 “Free Bus Shuttle for Festivals” 92

 2009-completed 2010 · WHO Target Areas 4 and 8
In 2009 and 2010 a free bus shuttle was provided during the 
music Festival de Benicàssim (FIB) to encourage festival goers 
not to drive if they intend to drink. Additionally, during the 
ferias in Almería, Córdoba and Málaga, Cruzcampo offered 
bus tickets to the participants so they would enjoy the party 
without driving. 

Spain	

Cerveceros de España 
 “Signatory to the European Road Safety Charter”

 2005-ongoing · WHO Target Area 4 
As signatory to the Charter the Association committed to 
continuing to implement the initiative “La Carretera te pide 
Sin” (The road demands you alcohol free), which started in 
2001. In 2010 the commitment was renewed. 
http://www.erscharter.eu/signatories/profile/17613

 “La Carretera te pide SIN” (“The road demands you 
alcohol free”) 91

 2000-ongoing · WHO Target Area 4 
A national campaign that is run every summer. The mes-
sage that drinking and driving are two activities that are not 
compatible is coupled with the message that people can 
drink non-alcohol beer if driving. Materials include: 12,000 
posters exhibited in petrol stations and driving schools; 
press and outdoor advertisements; merchandising (key rings, 
stickers…); 385,000 free postcards; a cinema spot; a website; 
and facebook. This is run in co-operation with the National 
Traffic Authority (DGT); 5,400 driving schools; 6,000 petrol 
stations; FEHR: representing the HORECA sector; and other 
organizations working on road safety including: la Confe-
deración Nacional de Autoescuelas (CNAE); la Asociación 
Española de Operadores de Productos Petrolíferos (AOP); 
el Real Automóvil Club de España (RACE); RACC Automóvil 
Club; la Asociación Española de la Carretera (AEC); Ayuda del 
Automovilista (ADA); la Fundación Instituto Tecnológico para 
la Seguridad del Automóvil (FITSA); el Comisariado Europeo 
del Automóvil (CEA); Stop Accidentes; Rotary International; 
la Fundación Española para la Seguridad Vial (FESVIAL); la 
Asociación de Lesionados Medulares y Grandes Discapaci-
tados Físicos (ASPAYM) y la Asociación para el Estudio de la 
Lesión Medular Espinal (AESLEME); and Fundación Pons.” 
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Tanzania	

ABMiller Subsidiary - Tanzania Breweries
 “Don’t Drink and Drive Campaign” 94

 2008-completed 2011 · WHO Target Area 4 
Carried out in Road Safety week each year this campaign 
aimed to educate the whole community but especially those 
who consume alcohol and drive - the major cause of ac-
cidents in the country and a major concern of traffic police, 
Government in general and some NGO’s. 

Serengeti Breweries Limited (EABL) 
 “Breathalysers for the Police Force”

 2010-ongoing · WHO Target Area 4 
Working with Traffic and Ministry of Home Affairs over 20 
breathalysers have been provided to the Tanzania Police 
Force. 

 “Friends Don’t let Friends Drink and Drive”
 2010-ongoing · WHO Target Area 4 

A campaign designed to change the attitudes of consumers 
towards drinking and driving and responsible drinking. It 
aims to engage a million people over the legal purchase age 
with the responsible drinking message so that they can make 
responsible choices about drinking – or not drinking. It seeks 
to remind consumers to take a taxi or volunteer to be the 
designated-driver using multi-media. 

Thailand	

Thai Asia Pacific Brewery (TAPB) 
 “Drink Don’t Drive Booths” 95

 2011-completed 2011 · WHO Target Area 4 
A one month campaign to reduce drinking and driving during 
Thailand’s New Year celebrations. It was undertaken in 
partnership with Chiang Rai provincial government and police 
in response to 2010 statistics for drinking and driving which 

Sweden	

Carlsberg Sverige 
 “Joint Project Against Drink Driving“ 93

 2011-ongoing · WHO Target Area 4 
A collaborative effort between the Swedish Transport Admi-
nistration, Carlsberg Sweden and Swedish restaurant chain, 
Harrys to attempt to prevent drunk driving. Harrys and Carls-
berg Sweden have been working together for some years 
to promote responsible consumption. This annual campaign 
marks the next step in this important initiative. During the fall 
of 2011, guests at Harrys were met by a striking installation 
in the form of a car that had crashed into a wall. The project 
ran for three months during which the crashed car installation 
went on a tour and was located outside different Harrys res-
taurants around the country. Its purpose was to make people 
stop and think about the dangers of drinking and driving 
and to provide them with information about these dangers. 
Posters on the back of the wall communicated the informa-
tion. Inside the restaurants, guests were greeted by messages 
that reminded them that drinking and driving do not mix and 
as they left the restaurants, they received a bottle of mineral 
water with a Don’t Drink & Drive sticker. 

Swaziland	

Swaziland Brewers Ltd - SABMiller Subsidi-
ary

 “Festive Season Drink-driving Campaign”
 2012-ongoing · WHO Target Area 4 

An initiative to tackle the high prevalence of drinking and 
driving in Swaziland and promote responsible consumption 
of alcohol. It has provided a number of minibuses with hired 
drivers to transport bar patrons who are over the driving limit. 
It focused on the areas of high incidence of drinking and 
driving, the Manzini (Mbabane corridor) and areas with high 
volume customers on festive occasions. It was undertaken in 
collaboration with media, traders, road safety (Stakeholders 
Alliance) and the local transport service providers. 
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showed that the highest number of drink related incidents 
in Thailand occurred during the Songkran festival, Thailand’s 
New Year celebration, in April. “Drink Don’t Drive” booths 
were set up around high-risk main road locations during the 
festivities to encourage consumers to check their BAC levels 
before leaving for home. The booths also served as a rest area 
for people who were too drunk to drive safely during the fes-
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the bars at the Pathe cinema, Bredaand. There were posters 
in the toilets directing people to non-alcohol beer and 
cards for taxi drivers which gave the Facebook page: www.
facebook.com/rijalcoholvrij. Visitors of this page see a lot of 
information about driving while drinking alcohol and can 
win a free taxi ride or discount if they become a “fan” of the 
page. 
http://www.ab-inbev.com

http://www.facebook.com/rijalcoholvrij

 “Blaas Bob Designated-driver in the Jupiler 
 League” 98

 2010-ongoing · WHO Target Area 4 
Annual support for the national designated-driver (BOB) cam-
paign. A BOB game is played during the Dutch Soccer League, 
of which Jupiler is the main sponsor. The initiative has been 
undertaken in co-operation with the Dutch Transport Ministry, 
the Dutch Soccer Association and its 18 clubs. Each week 
the game is played by selected designated-drivers, during 
halftime at a prime match, to underline the importance of 
not drinking and driving. BlaasBob is a positive, sportive 
and challenging game which shows soccer fans responsible 
behaviour. 
http://www.ab-inbev.com

Nederlandse Brouwers 
 “Signatory to the European Road Safety Charter”

 2010-ongoing · WHO Target Area 4 
The Dutch Brewers committed to improve road safety by 
contributing to the “BOB campaign” (to raise awareness 
of the dangers of driving while intoxicated and promote 
the designated-driver concept) of the Dutch Traffic Safety 
Association (VVN) by providing platforms to reach the target 
audience and by encouraging their members to support the 
campaign.
http://www.erscharter.eu/signatories/profile/18041

tive period. The government statistics from the Department of 
Disaster Prevention and Mitigation for the Songkran Festival 
for April 2011 showed that the number of fatal car accidents 
in the area fell by 67% from 15 in 2010 to 5 in 2011 and the 
total number of car accidents was reduced by 10% from 127 
in 2010 to 114 in 2011.
http://www.tapb.co.th

 “Drink Don’t Drive, Use Taxi” 96

 2009-completed 2010 · WHO Target Area 4 
A three-month campaign to encourage members of the public 
to use alternative modes of transport such as a taxi service 
if they drink on a night out. It was carried out in partnership 
with Bangkok Metropolitan Administration (BMA) and the 
Metropolitan Police Bureau, the Drink Don’t Drive Founda-
tion, the Poh Teck Tung Foundation and taxi co-operatives. For 
the campaign, the 1555 hotline for a taxi or valet service was 
actively promoted. Alcohol checkpoints and rest stops were 
also set up at popular night sports at major entertainment 
zones in Bangkok city. At these checkpoints, party-goers were 
encouraged to assess their alcohol level and to dial the 1555 
hotline for a taxi pick-up service. Based on surveys conducted 
at the rest stops and check points, more than 80% of total 
respondents agreed that the initiative was practical and 
useful in promoting responsible drinking.
http://www.tapb.co.th

The	Netherlands	

AB INBEV - AB InBev Nederland 
 “Hoe Ga Jij Naar Huis” 

 (“How Are You Going Home”) 97

 2011-completed 2011 · WHO Target Area 4 
A campaign in Breda run in co-operation with the police of 
Central and West-Brabant, Safe Traffic Netherlands (Breda), 
Peutax and the government of Breda to reduce the alcohol-
related traffic accidents. It was aimed mainly at the guests of 
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which the sport associations are involved as well. Evaluation 
after the 2008 winter and summer campaigns showed that: 
94% found the designated-driver a good idea (compared 
to 88% in 2006); and the designated-driver campaign was 
known by 97% compared to 93% in 2006) and given a mark 
of 7.4. In 2010, random drivers were stopped at the weekend 
(between 10pm and 4am) to test their BAC level. 2.4% of 
drivers were over the limit which is the lowest level since the 
introduction of the BAC limit in 1974.
http://www.nederlandveilig.nl/bob/campagne

 “Signatory to the European Road Safety Charter”
 2007-completed 2010 · WHO Target Area 4 

As signatory to the Charter the Association committed the 
following actions: to provide funding for the Dutch Road 
Safety Organisation to develop, among other things, a best 
practice book, and organise trade-related activities (bars, 
discos, etc.) and events. The funding amounted to €114,000 
annually for three years; To stimulate the use of the “don’t 
drink and drive” message by individual brands of alcohol 
beverages on television, cinema and printed commercials in 
which a car is featured; and To promote the “don’t drink and 
drive” message through all forms of STIVA communication. 
including a new website section with a clear “don’t drink and 
drive” message (see www.genietmaardrinkmetmate.nl).
http://www.erscharter.eu/signatories/profile/12876

http://www.genietmaardrinkmetmate.nl

Uganda	

SABMiller Subsidiary - Nile Breweries 
 “Live a 3D Life, Don’t Drink and Drive” 100

 2010-ongoing · WHO Target Area 4 
A communications program designed to reduce drinking and 
driving by educating and reminding consumers of the dangers 
of consuming alcohol and driving - a common problem in 
Uganda. It involved the distribution of bumper stickers and 

STIVA - Dutch Foundation for the Responsi-
ble Use of Alcohol 

 “A “BOB” Style Designated-driver Campaign” 99

 2001-ongoing · WHO Target Area 4 
A designated-driver campaign to make young people aware 
of the dangers of drink-driving and encourage the use of a 
designated-driver as normal behaviour. It is run together with 
the Nederlandse Brouwers, and the Beer, Wine and Spirits 
Producers, in co-operation with the Netherlands Safe Traffic 
Organisation, Ministries of Transport and Health, Welfare and 
Sport, Royal HORECA Netherlands, NIGZ (Health Institute) , 
NOC * NSF and Team Alert. The concept started in Belgium 
where the designated-driver was known as BOB. Since then 
similar campaigns have been run in other EU Member’s States 
with initial support from the European Commission. Initially 
the slogan was “Bob jij of Bob ik” (“You or I am BOB”). The 
message was that the “BOB” should be chosen before going 
out. The initiative was promoted through: signs in motorway 
parking areas; leaflets; key-rings; television advertisements; 
balloons; pens; clothing; beer mats; billboards and a promoti-
onal bus. Since 2008, “BOB blows all over the Netherlands” 
events have been held at national and local level sports and 
music events. Visitors to these events can also play “BOB 
blaas” games (“BOB blow” football) to win prizes. In 2010, 
the campaign was updated with: a new website and a new 
slogan “BOB houdt de nul” (“BOB stays at zero”). The idea 
was that the designated-driver should not drink anything at 
all because once started, it becomes increasingly difficult to 
say ”no”. In 2011, the ”Bobsport” message was introduced 
to focus on a safe journey home after sports games. The slo-
gan was “100% BOB 0% op. – Veilig thuiskomen heb je zelf 
in de hand” (“100% BOB 0% alcohol - To get home safely, 
stay in control”). It ran from February to June and was accom-
panied by a television and radio commercial. Visitors to sports 
clubs in five provinces were targeted and encouraged to no-
minate a designated-driver to take them home safely. Police 
carried out extra alcohol tests in the areas around the clubs. 
In 2012, the campaign was extended to sports canteens in 100

the erection of billboards on the major road junctions in 
Kampala with the “Live a 3D Life” messaging. The program 
was developed and supported by the Uganda Police, Uganda 
Taxi Operators, Drivers Associations and Uganda Bus Opera-
tors Association. In the first year of the campaign 2,000 cars 
carried the campaign bumper stickers and half a dozen bill-
boards were rotated at high traffic junctions in Kampala city.
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Enterprise Inns 
 “Combating Drinking and Driving”

 2009-ongoing · WHO Target Area 4 
A number of campaigns to reduce incidences of drinking and 
driving undertaken by the company in partnership with their 
tenants. Over the Christmas period 2009 Enterprise teamed 
up with Coca-Cola on a campaign offering a promotional kit 
with free drinks for “designated-drivers”. A generic version 
of this kit is available from the Pub Retailer Online Promoti-
ons Store (PROPS), an intranet for Enterprise licensees. The 
Department for Transport’s “Think! Drink Drive” campaign 
is also supported with posters available free of charge to all 
Enterprise licensees. 
http://www.enterpriseinns.com/

Uruguay	

AB INBEV 
 “TAXI”

 2012-ongoing · WHO Target Area 4 
A TV advertisement for responsible drinking where the audie-
nce is invited to go home in a taxi if they have been drinking. 
The first such advertisement in Uruguay. The advertisement 
reached an estimated audience of 800,000 people.
http://www.fnc.com.uy

USA	

AB INBEV - Anheuser-Busch Companies
 “Budweiser - Wanna Go Home With Me Tonight? I’m 

the Designated-driver” 103

 2008-completed 2011 · WHO Target Area 4 
A program that included on-premise point of sale, consumer 
promotional items, print ads and outdoor ads to promote the 
use of designated-drivers by consumers using the double-
entendre line of “Wanna Go Home With Me Tonight? I’m the 
Designated-driver.” 

Ukraine	

Carlsberg Ukraine 
 “Baltika 0 - For the Culture on the Road” 101

 2008-completed 2008 · WHO Target Area 4 
A multi faceted campaign including press events, radio ads, 
and ambush marketing to start to address the irresponsible 
driving culture in the Ukraine. A famous singer, a journalist, 
a race driver, a PC game creator and a representative for an 
insurance company were invited to participate in a round 
table event to discuss how to get a better culture on the road 
and suggest solutions. Representatives of the media were in-
vited to the discussion. Drivers were offered stickers at petrol 
stations for their cars to show their support of the campaign. 
20 journalists took part in the round table discussion and 
more than 65 articles were published. In addition there were 
extensive publications in the automotive press. 

United	Kingdom	

British Beer & Pub Association (BBPA) 
 “Wheelwatch Campaign” 102

 1958-ongoing · WHO Target Area 4 
The BBPA started issuing posters for pubs and bars to its 
members over 50 years ago. The campaign was about pro-
viding viable alternatives for drivers. For those who have to 
drive it signposts the wide range non-alcohol drinks available 
in pubs. It also highlights alternative ways of getting home 
safely including designated-driver schemes, taxis, minicabs 
and buses. In the 1990´s the main message promoted was 
“Think before you drink before you drive”. Between 1999 
and 2001 annual “Good Practice Guides for Pub Owners and 
Licensees” were produced and disseminated to pubs and 
bars. In 2002, BBPA put its resources behind The Portman 
Group’s designated-driver campaign (“I’ll be Des”) and 
since then has backed the Government’s annual cam-
paigns. 
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 “Scooter Programs”
 2005-ongoing · WHO Target Area 4 

In select markets, Anheuser-Busch and its wholesalers work 
with scooter companies to provide safe rides home for con-
sumers who may have over-consumed. In these instances, an 
independent representative rides a foldable scooter to meet 
the customer at his or her vehicle, places the scooter in the 
trunk and drives that person home in their own vehicle. 
http://www.Anheuser-Busch.com
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 “Bud Light Tow to Go” 106

 1999-ongoing · WHO Target Area 4 
A partnership with the company’s distributors and AAA 
(American Automobile Association) Auto Club South in select 
southern states. The program provides a free ride home for 
patrons who may have over-consumed and a tow home for 
their vehicle. Since 1998, “Tow to Go” has provided more 
than 13,500 free, safe rides home. 
http://www.Anheuser-Busch.com

 “Budweiser Designated-driver Program” 107

 1990-ongoing · WHO Target Area 4 
A series of designated-driver programs implemented in 
markets throughout the country to promote the use of 
designated-drivers at bars, restaurants and home gatherings. 
National television, radio and outdoor advertising reaches 
adults 21 and older with important messages about desig-
nated-drivers and uses the Budweiser tagline “Designate a 
Driver and Enjoy the Great Times”. As a reward, the company 
and its distributors work with bars and restaurants to provide 
free non-alcohol beverages or discounts on food for adults 
who choose to not drink and ensure the people in their group 
have a safe ride home. They also work with local retailers in 
college communities to tailor the program to promote the 
use of designated-drivers among legal-aged college students. 
The concept employs common sense: when a group of friends 
visits a bar or restaurant, they select one individual who 
refrains from drinking on that occasion. In exchange for being 
named the designated-driver, the individual typically receives 
free or reduced-price food and non-alcohol beverages from 
participating retailers. Where legal, distributors may provide a 
variety of support for these programs, including promotional 
materials at bars and restaurants or funding to help offset 
the costs of designated-driver initiatives supported by the 
university. 
http://www.Anheuser-Busch.com

 “Budweiser - Who’s Your Bud? Choose a Designated-
driver” 104

 2004-completed 2008 · WHO Target Area 4 
A program that included on-premise point of sale, consumer 
promotional items, print ads and outdoor ads to promote the 
use of designated-drivers by consumers using the double-
entendre line of “”Who’s Your Bud? Choose a Designated-
driver.

 “Budweiser/Bud Light Sound Attitude” 105

 2003-ongoing · WHO Target Areas 4 and 8 
This program helps promote positive behaviour and the use 
of designated-drivers among concert goers at music event ve-
nues and festivals. It is a comprehensive action plan involving 
event organizers, venue operators, concessionaires and secu-
rity personnel to encourage personal responsibility, respect for 
fellow music lovers and respect for the law. It includes staff 
training, designated-driver programs and a comprehensive 
communication effort targeting concert goers.  
http://www.Anheuser-Busch.com

 “Budweiser Racing Designated-driver Program”
 2002-ongoing · WHO Target Areas 4 and 8 

To promote the use of designated-drivers to stock car racing 
fans, Anheuser-Busch has developed point of sale programs 
around the popular driver of its iconic Budweiser car. The 
program, which features print ads, outdoor ads and promo-
tional consumer items, also communicates designated-driver 
messages through public service announcements (PSAs) at 
racetracks and messages to fans from the Budweiser driver 
through social media. 

 “Anheuser-Busch Law Enforcement Partnerships”
 2000-ongoing · WHO Target Area 4 

Partnerships with state law enforcement organizations across 
the US to promote messages of personal responsibility, 
such as wearing seat belts and designating a driver. These 
messages have taken many forms, including public service 
announcements and billboards. 
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AB INBEV - Anheuser-Busch Companies, Beer 
Institute and MillerCoors - a joint venture of 
SABMiller and Molson Coors 

 Support for “The Washington Regional Alcohol Pro-
gram (WRAP)” 110

 1982-ongoing · WHO Target Area 4 
WRAP is an award-winning, public- private coalition formed 
to fight drunk driving, drugged driving and underage drinking 
in the Washington, D.C. (USA) metropolitan area through 
public education, innovative health education programs and 
advocacy. The program works with the DC Department of 
Public Works, Maryland Highland Highway Safety Office, and 
the Virginia Department of Motor Vehicles. 
http://www.wrap.org/

Crown Imports 
 “Holiday Safe Ride Programs” 111

 2010-ongoing · WHO Target Areas 4 and 8 
A program to help ensure consumers celebrate safely and 
also reduce drunk driving incidents organised in conjunction 
with certain holidays and event sponsorships. For example, 
the company provides full-fare public rail and bus cards to 
thousands of consumers in Chicago, Illinois and Washington, 
DC during Cinco de Mayo and the December holiday season. 
In addition, Crown with its local distributors provided reduced 
cab fare vouchers and free rickshaw (bicycle-powered carts) 
rides in Huntington Beach, CA during their sponsorship of the 
U.S. Open of Surfing. 
 

HEINEKEN USA 
 “Responsible Consumption Radio Spots”

 2005-ongoing · WHO Target Areas 1 and 4 
National responsibility advertisements, some specific for 
holiday airing and others for broadcast throughout the 
year. 

 “Budweiser/Bud Light Good Sport” 108

 1986-ongoing · WHO Target Areas 3, 4 and 8 
A communications, training and management program desig-
ned to help stadium operators, team owners and conces-
sionaires promote positive crowd behaviour by encouraging 
fan responsibility at sporting events and promoting the use 
of designated-drivers. The program is activated in partner-
ship with nearly 100 teams in Major League Baseball, the 
National Football League, National Basketball Association, 
Major League Soccer and professional hockey. Additionally, 
Good Sport programs to encourage responsible drinking and 
the use of designated-drivers are integrated into high-profile 
sporting events throughout the year, including Super Bowl, 
league championship games and All-Star games, among 
many others. 
http://www.Anheuser-Busch.com

 Support for “RADD”
 1986-ongoing · WHO Target Area 4 

RADD, formerly Recording Artists, Actors, and Athletes Against 
Drunk Driving, is an internationally recognized non-profit 
organization that empowers celebrities and media partners to 
create positive attitudes about road safety. It advocates the 
use of designated-drivers, seatbelts, and safe driving through 
control behind the wheel, making responsible behaviour the 
norm. 
http://www.Anheuser-Busch.com

 “Bud Light Alert Cab” 109

 1984-ongoing · WHO Target Area 4 
A program which curbs drunk driving by bringing together 
local distributors, cab companies and retail establishments to 
provide free or reduced-fare cab rides to bar and restaurant 
patrons.  
http://www.Anheuser-Busch.com
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season along with the free bus and “Taxi Magic” (an internet 
app-based taxi ride company). One show partnered with a 
local magazine to invite the free bus users to a VIP reception 
ahead of show. For another show, free bus users received a 
sustainability prize pack and the opportunity to win a “Meet 
& Greet” with the band Guster and anyone who registered 
at the “Green Spot” tent which highlights eco-responsibility, 
received ticket upgrades to attend the “Meet & Greet”. 
Sponsorship and event deals were highlighted online and on 
Facebook on both the “Wolf Trap” and “On Tap” magazine 
(local magazine of what is happening around town) websites. 
In 2011 the consumer series created promo engagement at 
7 accounts and “OnTap” engagement was communicated to 
37,000 via e-newsletter and 35,000 online for each concert. 
Additionally, each show was highlighted on Facebook and 
Twitter with circulation to more than 10,000. In addition, 
HEINEKEN USA was asked to present at a sponsor summit as 
an example of how to execute a sponsorship.
http://www.wolftrap.org/Learn_About_Wolf_Trap/Mission_and_Vi-

sion.aspx

MillerCoors - A joint venture of SABMiller 
and Molson Coors 

 “One Million Strong Against Drunk Driving”
 2008-ongoing · WHO Target Areas 1 and 4 

A commitment to encouraging at least one million consumers 
to be designated-drivers or choose other alternative transport 
and avoid driving drunk each year. Consumers have many op-
portunities to be a part of the campaign, including pledging 
to be a designated-driver on Great Beer Great Responsibility.
com, utilizing 1800TAXICAB services, or participating in Miller 
Lite and Coors Light Free Rides programs. Since 2008, more 
than six million consumers have participated in MillerCoors 
One Million Strong campaign programs, including 1800TAXI-
CAB, Free Rides and designated-driver services.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

PreventingDrunkDriving.aspx

http://1800taxicab.com/

 “Taxi Magic” 112

 2010-ongoing · WHO Target Areas 4 and 8 
A smartphone application (app) that connects consumers to 
a taxicab no matter where they are in the US. It is modern 
and easy to use and helps prevent drinking and driving. 
Consumers can use Taxi Magic from any mobile phone or 
computer, or via SMS. The app, which is free, even enables 
mobile payments and keeps receipts, which encourages peo-
ple to get a taxi at the end of a great night out. To encourage 
downloads and usage, Taxi Magic and Heineken co-branded 
materials are active in the market and Heineken has closely 
integrated Taxi Magic into its branding and event promotions. 
For example, an on-site promotion during a Chicago music 
event, resulted in 600 new downloads and 1,700 additional 
taxi rides. Heineken is also engaging its stakeholders, such 
as distributors and employees, to promote Taxi Magic and an 
employee referral program has further increased the number 
of users. In December 2010 Heineken sponsored Taxi Magic 
provided nearly 100,000 rides. In 2011 Taxi Magic provided 
over 1 million rides and more than 400,000 downloads.
http://taximagic.com/

 “New Year. Safe Ride”
 2004-ongoing · WHO Target Areas 3 and 4 

A free transport service for the revellers of the downtown 
City of White Plains on New Year’s Eve. The program is run in 
co-operation with City and County officials, City police, White 
Plains Hospital and local community organizations.The “New 
Year. Safe Ride.” program has provided thousands of rides 
over its eight years.

 Sponsorship of “Wolf Trap” 113

 1996-ongoing · WHO Target Area 4 
HEINEKEN USA is the sole responsibility sponsor of “Wolf 
Trap” and offers free public transport connections to venues 
for event nights to encourage another safe transport option. 
Responsibility messaging is highlighted at the venue in 
programs and on concessions posters during the summer 
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 “Keys to Responsibility” 115

 2002-completed 2008 · WHO Target Area 4 
Helped retailers, distributors, community groups, and others 
to promote transport alternatives and responsible decision-
making by legal-drinking-age consumers. Last Call - Safe Ride 
posters, banners, and other useful images and tools were 
made available online to make it easy to implement a desig-
nated-driver program or community-based ‘safe ride home’ 
program to help prevent drunk driving. It was endorsed by 
the Fraternal Order of Police. 

 “Drive Sober” 116

 2000-completed 2008 · WHO Target Area 4 
Developed to help reduce impaired driving. This message 
emphasized the importance of driving when sober, or desig-
nating a sober driver before drinking alcohol. 

 “1-800-TAXICAB” 117

 2000-ongoing · WHO Target Area 4 
A national taxi dispatch company for which MillerCoors is the 
exclusive beer sponsor. Together, the two companies encou-
rage consumers to plan for safe alternative transport home 
by using taxi services. Consumers can access 1800TAXICAB 
through the easy to remember toll free phone number or 
through the MillerLite Taxifinder apps for iPhone and Black-
berry. Additionally multiple taxi vouchers are provided each 
year and are distributed by on-premise promotional teams 
to consumers, especially during key holiday periods, such as, 
New Year’s Eve and St. Patrick’s Day. 
The consumers who choose to participate in the 1800TAXI-
CAB services are a significant share of the more than six 
million people who have participated in MillerCoors drunk 
driving prevention programs.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

PreventingDrunkDriving.aspx

http://1800taxicab.com/

 

 “You Hold the Key Never Drive Drunk”
 2008-ongoing · WHO Target Areas 1, 4 and 8 

Designated-driver services in stadia and sports arenas throug-
hout the country, operated by MillerCoors, often in collabora-
tion with the TEAM Coalition and the company’s own “Res-
ponsibility Has its Rewards Program”. The services promote 
responsible fan behaviour, especially encouraging fans to be 
designated-drivers and get their parties home safely from 
the event. Designated-driver kiosks are placed in concourses 
at exclusive alliance facilities. Fan engagement is supported 
with rewards, public service announcements and advertising 
signage and on scoreboards. Promotions are also developed 
to create awareness and increase designated-driver numbers. 
The consumers who pledged to be designated-drivers at 
these events make up a significant share of the more than six 
million people who have participated in MillerCoors drunk 
driving prevention programs since 2008.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

PreventingDrunkDriving.aspx

http://teamcoalition.org/

 “SoberRide”
 2004-completed 2008 · WHO Target Areas 3 and 4

An alternative transport program which helps keep local 
roads safe from drunk drivers during the traditionally high-
risk holiday periods. The program encourages and supports 
responsible choices by providing safe alternative transport for 
the public. 

 “ANNA’S RIDE HOME” 114

 2003-completed 2010 · WHO Target Area 4 
A designated-driver or taxi voucher program that partnered 
with bars, taxi companies and sponsors to provide free taxi 
vouchers to alcohol impaired drivers in the greater Seattle 
area. The program focused on proactive intervention and the 
prevention of deaths and injury from drunk drivers. 
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 “Tough Laws. Safe Roads” 118

 1999-completed 2008 · WHO Target Area 4 
A strategic initiative to help collaborative community-based 
efforts to reduce alcohol-related traffic fatalities by supporting 
the passage of tough, comprehensive laws designed to get 
new drivers off to a good start - and keep drunk drivers off 
the road. 
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sible Consumption campaign among all drinkers (beers and 
liquors) is 20% at national level and 50% in Caracas.

Vietnam	

Vietnam Brewery Limited (VBL) 
 “Know When”

 2008-completed 2011 · WHO Target Areas 1, 4 and 8
A campaign to promote safe and responsible drinking habits 
among drinkers, with special emphasis on raising public 
awareness about not drinking and driving. It was undertaken 
in partnership with the National Traffic Safety Committee 
(NTSC) who highly commended the program. A drama series 
and reality shows aired on national television were central 
to the campaign, which used a humorous and interesting 
storyline to drive home messages on responsible drinking. 
The drama series raised the awareness and perceived value of 
road safety for the individual, family and other road users and 
in turn, aimed to persuade viewers to translate awareness 
into actual responsible actions. In parallel with the TV shows, 
articles in print and on the internet were used to dissemi-
nate responsible-drinking messages and updates on the TV 
dramas. Traditional PR tools were employed to reach other 
audiences while website and Facebook were used to reach 
the younger set. 
http://uongcotrachnhiem.com.vn

Europe	

Diageo Europe 
 “Signatory to the European Road Safety Charter”

 2006-ongoing · WHO Target Area 4 
Between 2006 and 2009 Diageo Europe’s commitment on 
signing the European Road Safety Charter was to educate 
employees (in excess of 8,000) in responsible drinking 
activities and the risks of drinking and driving. This was done 
through regular communications, the company intranet and 

 “Safe Ride Home”
 1991-completed 2008 · WHO Target Area 4 

A campaign which promoted the use of designated-drivers 
at bars, restaurants, and parties at home. Consumers would, 
typically, receive free non-alcohol beverages, or discounts 
on food, from an establishment in exchange for being the 
designated-driver in a group. 

 “Free Rides®” 119

 1988-ongoing · WHO Target Areas 3 and 4 
Free Rides® provide free public transport on popular holidays 
such as New Year’s Eve and St. Patrick’s Day. This drunk 
driving prevention and community service program helps 
keep roads safe by encouraging adults to use public transport 
when returning from holiday celebrations. The company teams 
with public transport companies, law enforcement and com-
munity organizations to provide this program. Since 2008, 
the consumers who chose to participate in the Free Rides® 
services are a significant share of the more than six million 
people who have participated in MillerCoors drunk driving 
prevention programs.
http://www.greatbeergreatresponsibility.com

Venezuela	

Cervecería Polar 
 “Si Tomaste, no Manejes. Te lo Recuerda Cervecería 

Polar” (“If you Drink, do not Drive. Cervecería Polar 
Reminds You”) 120

 2005-completed 2008 · WHO Target Area 4 
A campaign developed for consumers of “legal age” to 
bring about conscious behavioural changes in connection 
with “Drinking with Responsibility” and, specifically, the 
risks associated with drinking and driving. The sentence “Si 
tomaste, no manejes” is the slogan of all campaigns relating 
to responsible consumption. Consumer research has shown 
that spontaneous awareness of the Cervecería Polar Respon-

119
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and work to generate further and better brewer-supported 
activities on drink driving, including: the active sharing of best 
practices and collation of information and data; renewal of 
Charter commitments from the national brewers’ associa-
tions; and additional commitments on drink driving in the 
context of the EU’s Alcohol and Health Forum. By April 2012, 
Brewers, brewing associations and brewer-funded SAOs in 18 
countries were signatories to the Charter (Austria, Belgium, 
Cyprus, Czech Republic, France, Germany, Denmark, Latvia, 
Malta, Spain, Greece, Ireland, Italy, Lithuania, Netherlands, 
Poland, Portugal and Romania).
http://www.erscharter.eu/signatories/list?signame=The+brewers+of+

Europe&country=All&renewed=All&tid=

International	

International Center for Alcohol Policies 
(ICAP)  

 Support for the “Global Road Safety Partnership 
(GRSP)”

 1999-ongoing · WHO Target Area 4 
A program which brings together governments and govern-
mental agencies, the private sector and civil society organisa-
tions to address road-safety issues in low- and middle-income 
countries. It is an initiative of the World Bank, the Internati-
onal Federation of Red Cross (IFRC) and Red Crescent Socie-
ties, governments, private sector, and is hosted by the IFRC in 
Geneva. ICAP is a founding member. In 2007, a good-practice 
guide on alcohol-impaired driving was published. ICAP 
supported the implementation of the guide through training, 
facilitation of private sector involvement in alcohol-impaired 
driving projects, and monitoring and evaluation. 
http://www.grsproadsafety.org/

http://www.grsproadsafety.org/our-knowledge/drinking-and-driving

at employee events and through the roll-out of the Diageo 
Employee Alcohol Policy, In 2011 Diageo Europe again signed 
the Charter for a further three years with a commitment to 
support the European Transport Safety Council (ETSC) to 
achieve the objectives set out in the Drink Driving Policy 
Network 2011-12. The aim of this program is to contribute to 
reducing alcohol-related road deaths and injuries through the 
identification and promotion of best practice in both policy 
and advocacy including a compendium on best practice in 
tackling drink driving. 
http://www.erscharter.eu/signatories/list?signame=diageo&country=

All&renewed=All&tid=

 

The Brewers of Europe 
 “Signatory to the European Road Safety Charter”

 2005-ongoing · WHO Target Area 4 
The Brewers of Europe signed the Charter and made a num-
ber of commitments regarding drinking and driving. These 
commitments included the publication of the 2nd edition 
of the Worldwide Brewing Alliance (WBA) “Global Social 
Responsibility Initiatives” document, and also an update to 
the WBA “Drinking and Driving Report”. There was also a 
commitment to promote the Charter as best-practice and 
encourage other brewing associations and companies to sign 
up to the Charter, as well as making their own commitments. 
By 2007, all 5 commitments had, or were in the process of 
being, fulfilled. Brewers, brewing associations and brewer-
funded SAOs in 7 countries were signatories to the Charter. In 
2010, further commitments included a conference on “Part-
nerships Against Drink Driving in Europe: Enforcement, Enga-
gement, Education” organised in partnership with the Belgian 
Road Safety Institute. Speakers included the Belgian Transport 
Minister, European Commission, European Parliament, Inter-
national Commission for Driver Testing, European Federation 
of Road Traffic Victims, European Transport Safety Council, 
plus national transport ministries, regional authorities, NGOs 
and other stakeholders. Additionally their Drink Drive Working 
Group committed to build on the outputs of the conference 
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This included a factual presentation about responsible com-
munication and the appropriate behaviour for distributors 
and their employees and a light-hearted quiz where the right 
answers were clearly explained.

Austria�

HEINEKEN Brau Union Österreich
	 “Information	for	Off-trade	Clients”

	 2011-ongoing	·	WHO	Target	Area	1
Communication with off-trade partners about sustainability 
activities including responsible consumption. For example, in 
2011, the key account managers used the annual report, the 
“Bier.report”, to provide information to off-trade clients and 
as part of “Sustainability week” an extensive questionnaire 
of a client, the REWE Group, was completed. In 2012, the 
issue was included in trade exhibitions and in the education 
of off-trade trainees.
http://www.rewe-group.at

Responsible Retailing

This	section	includes	programmes	for	the	education	and	training	of	all	staff	who	serve	alcoholic	drinks	
to	help	them	comply	with	the	local	regulations	and	prevent	problem	situations.	Many	of	these	focus	on	
preventing	underage	drinking.	It	also	includes	social	hygiene,	design	of	premises	and	other	responsible	
retailing	campaigns	to	minimise	the	possibility	of	antisocial	behaviour.

Argentina�

AB INBEV - Cervecería y Maltería Quilmes
	 “Radio	Campaign	for	Responsible	Sales”

	 2011-completed	2012	·	WHO	Target	Area	1
Radio spots that encouraged point of connection owners not 
to sell alcohol beverages to underage.

	 “I	Take	it	Seriously,	I	Don’t	Sell	to	the	Underaged”	 1

	 2004	(Updated	2008)-ongoing	·	WHO	Target	Areas	3	
and	5
An underage drinking prevention program directed at owners 
of retail outlets which used stickers for point of sale. To raise 
awareness, the point of sale message was reinforced by a 
print campaign reminding retailers to sell only to those who 
produce evidence of being of legal drinking age (18 years of 
age, or older). It also used advertisements with the message 
“When in doubt, ask for the I.D. document: Avoiding alcohol 
consumption by the underaged is a responsibility we all 
share - the industry, government, family, and retailers”. There 
was also activity with leading supermarket chains in Buenos 
Aires City and Greater Buenos Aires. Promotional materials 

and posters were placed at the checkouts with the slogan “It 
is everybody’s responsibility that the underaged do not drink 
alcohol. To buy alcohol beverages, you have to be of legal 
drinking age”.
In 2008, the program was extended through the “+18 = Res-
ponsible Sales” program that also provides material to points 
of sale with the message, “We don’t sell alcohol to minors”.
http://www.cerveceriaymalteriaquilmes.com/

Argentina/Bahamas/Brazil/Chile/Costa�
Rica/Dominican�Republic/Haiti/Jamaica/
Martinique/Mexico/Nicaragua/Panama/
Saint�Lucia/Suriname/Trinidad/�Tobago�
and�USA� � � � � � � � ��
� � � � � � � � �

HEINEKEN Export Americas
	 “Training	for	Distributors”

	 2011-ongoing	·	WHO	Target	Areas	1	and	8
Training for distributors during a regional commercial 
meeting, at which more than 40 distributors were present. 

1
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and strong alcohol and spirits to under 18 year olds. The new 
law has been incorporated into the campaign.”
http://www.respect16.be

Brazil�

AB INBEV - American Beverage Company - 
Ambev

	 “Responsible	Bars“
	 2011-ongoing	·	WHO	Target	Areas	3	and	5

A program educate bars not to sell alcohol to minors or peo-
ple who are intoxicated. The initiative acts on two fronts.
One is organized by the NGO partners of Jovens de Responsa 
(Responsible Youth) and is designed to impact the business 
owners in the communities where these organizations
operate by recognising the most responsible bars. The second 
focuses on the company’s partners, such as the franchise net-
work. In these locations, the program trains bar owners and 
their employees to adopt responsible behaviour in relation to 
the sale of alcohol.
Overall, the initiative has so far impacted 355 bars in Brazil. 
Ten quizzes were held in the establishments taking part in the 
project (movies at the bar, dramatized reading, and poetry
sessions). The virtual campaign had over 2,000 hits.
http://www.ambev.com.br/pt-br/consumo-responsavel/iniciativas-

eparcerias/

bar-de-responsa

Bulgaria�

Union of Brewers in Bulgaria (UBB)
	 “Information	for	Servers”

	 2005-ongoing	·	WHO	Target	Area	3
The principles of the UBB Code for Responsible Commercial 
Communications and Ethical Standards are published in ma-
gazines which cater for pubs, restaurants, bars, cafés, shops, 
etc. to ensure that everyone concerned understands the Code.

Verband der Brauereien Österreichs
	 “BierWissen”

	 2006-ongoing	·	WHO	Target	Area	3
Comprehensive educational material for students who are 
training in hospitality and tourism or in hotel management. It 
includes an extensive chapter on responsible drinking.

Belgium�

Belgian Brewers
	 “Respect	16”	 2

	 2008-ongoing	·	WHO	Target	Areas	3	and	5
A campaign to raise awareness of the minimum drinking 
age of 16. It was created by AB INBEV - InBev Belgium and 
was adopted by the Belgian Brewers in 2009. During its de-
velopment, the company consulted with various experts and 
reached out to stakeholders. The main objectives of the pro-
ject are to raise awareness and increase enforcement of the 
legal drinking age with the on-trade channel and to increase 
public awareness that 16 is the minimum drinking age. The 
campaign seeks to inform those people who are confronted 
with potential underage drinkers (e.g. bars, restaurants, retail, 
family) on how NOT to serve beer to minors. The Belgian 
Brewers continue to work with AB INBEV - InBev Belgium, 
one of their members, together with FeBeD (Fédération Belge 
des Distributeurs en boissons) to engage the hospitality and 
retail sector (HORECA Vlaanderen, Brussel and Wallonie, 
Unizo, NSZ) and retail sector (Fedis, Unizo, UCM, NSZ  and 
individual retailers).
Between 15th July 2008 and 31st December 2010 the 
campaign was promoted as a commitment to the European 
Alcohol and Health Forum. During this time the “Respect 
16” material (e.g. beer mats, place mats, door stickers etc.) 
was developed and distributed to the targeted sectors (e.g. 
sellers and servers of beer) and the wider public of (potential) 
consumers.
On 10th January 2010 the Belgian law was changed and now 
forbids selling or serving beer or wine to under 16 year olds, 2

Canada�

AB INBEV - Labatt Breweries of Canada
	 “Education	and	Training	–	On-Premise	&	Off-Premise”

	 1999-ongoing	·	WHO	Target	Areas	1,	3	and	5
Support for the provinces’ server training programs run across 
Canada. The provinces regulate the responsible sale and 
service of beverage alcohol and offer a variety of responsible 
server training programs, a number of which are mandatory. 
The company fully supports these server training programs 
and takes an active role in educating those who provide their 
brands to consumers to serve them responsibly. Through such 
programs, they partner with the restaurant association, the 
Ontario Hotel and Motel Association, the Greater Toronto 
Hotel Association and local bars and restaurants to educate 
event coordinators and employees on ensuring guest safety, 
serving responsibly, and developing contingency plans. They 
also increase responsible drinking awareness by training 
alcohol licensees in their own institute facilities to take action 
against over-consumption and drinking and driving.
To learn more about the provincial programs: B.C.: Serving 
It Right (servingitright.com) Alberta: ProServe (proserve.
aglc.ca) Saskatchewan: Serve It Right Saskatchewan (stec.
com) Manitoba: Serving It Safe (mlcc.mb.ca) Ontario: Smart 
Serve (smartserve.ca) Quebec: Service in Action (racj.gouv.
qc.ca) Nova Scotia: It’s Good Business (tourismhrc.com) New 
Brunswick: Responsible Beverage (tianb.com) Prince Edward 
Island: It’s Our Business (peilcc.ca) Newfoundland: It’s Good 
Business (old.hnl.ca)
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National Police.  It focuses on educating retailers about 
the dangers of underage consumption, the importance of 
protecting minors and the law and potential risks for their 
business if they are caught selling to minors.
The campaign has extended its coverage to a number of 
cities throughout the country where it has made contact 
with retailers, consumers, employees, media, and NGOs and 
provided coaching at main events. By the end of 2011, the 
campaign had trained 32,000 retailers and conducted 59 
national events.

Ecuador�

SABMiller Subsidiary - Cerverceria Nacional
	 “Disfruta	–	Bar	Tender	Training”	 5

	 2010-completed	2012	·	WHO	Target	Area	8
A course designed to educate and encourage bartenders to 
engage in responsible selling to prevent binge drinking and 
underage consumption in bars. On completing the course, 
bartenders were given a certificate reflecting their accom-
plishment. The program was developed in collaboration with 
the Tourism Chamber, local Government, local bars trade as-
sociation and the University of Cuenca. A number of waiters 
and bartenders in local restaurants, bars and discotheques 
took part in the program.

France�

HEINEKEN France
	 “Information	for	Customers”	 6

	 2008-ongoing	·	WHO	Target	Areas	1,	4	and	8
Initiatives in the on-trade include providing 2340 alcohol 
units information for consumers in the form of leaflets and 
special promotions. Initiatives in the off-trade include five dif-
ferent approaches to promotions including a guide for point 
of sale promotions (with advice, legal information, etc.) or a 
hostess with an electronic breathalyser.
http://www.2340.fr/

	 “Responsible	Retailing	Initiatives”
	 1990-ongoing	·	WHO	Target	Areas	3,	4	and	5

Training for employees, including servers, on guest-safety, ser-
ving responsibly, and developing contingency plans as well as 
ways to boost responsible-drinking-awareness. It includes the 
dangers of over-consumption and drinking and driving and 
takes place in Labatt’s own institute facilities. For the past 20 
years, the company and its retail partners have collaborated 
to actively engage consumers and promote making a plan to 
drink responsibly. In certain locations, overnight kits contai-
ning a toothbrush, soap and shampoo have been given away 
to make it more convenient to stay at a friend’s place. They 
have also run “Make A Plan” contests that gave consumers 
the chance to win a gift certificate for hotel stays.

Colombia�

SABMiller Subsidiary - Bavaria Breweries
	 “Rumba	Segura”	(“Party	Safe”)	 3

	 2010-ongoing	·	WHO	Target	Areas	1,	3,	5	and	8
A program to tackle irresponsible consumption of alcohol 
among adults and the unsafe conditions in party zones 
which encourage fights, theft and inebriation. The company 
has been working on piloting “Zonas de Rumba Segura” 
(“Safe Part Zones”) in partnership with local governments in 
Bogota, Medellin, Cali, Barranquilla, Ibague and Cúcuta and 
bar associations and retailers in each city. It seeks to provide 
education and create a safer environment in terms of security 
and infrastructure.”

	 “Todos	Podemos	Ser	Padres”	
(“We	Can	All	Be	Parents”)	 4

	 2007-ongoing	·	WHO	Target	Areas	1,	3	and	5
An awareness campaign for retailers which aims to educate 
them about the risks of underage alcohol consumption and 
make them stop selling alcohol to underage people by instil-
ling a sense of responsibility. The campaign was conducted 
in partnership with Fenalco (A Social Justice NGO) and the 

3

4

5

6
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demonstrate the long / short term benefits of encouraging 
alcohol responsibility in their venues.  The Academy goal was 
to help the managers understand the business environment 
more deeply, with the curriculum including: Stakeholders’ 
concerns; legislation; macroeconomics; dangers of irrespon-
sible alcohol consumption; and their direct and indirect role 
in encouraging responsible consumption. As a pilot program 
20 HORECA and 20 trade partners (small and medium sized) 
were selected and invited to attend 1 ½ days of training. 
During a full day business simulation they tried different 
kinds of business decisions, where alcohol responsibility was 
also integrated. The participants also received point of sale 
materials to promote responsible alcohol consumption within 
their venues.

Ireland�

HEINEKEN Ireland
	 “Responsible	Event	Sponsorship”

	 2009-ongoing	·	WHO	Target	Areas	3,	5	and	8
Close co-operation with organisers at all events to ensure 
responsible consumption. The initiative includes: a limit of 2 
pints is placed on all purchases at events; plastic glasses are 
used; ID is mandatory and required for all alcohol purchase; 
the over 18’s only policy is outlined on all tickets for events 
where alcohol is being served.

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS)

	 “Responsible	Serving	of	Alcohol	Program	(RSA)”	 9

	 2003-ongoing	·	WHO	Target	Areas	3,	5	and	8
A program to promote responsible serving and selling of 
alcohol beverages, organised in partnership with the National 
hospitality training body, Fáilte Ireland. It is delivered in the 
form of interactive workshops using “real situations” or 
case studies to help reinforce skills and encourage discus-
sion among participants and has a strong emphasis on the 
skills necessary to handle situations such as how to: prevent 

Germany�

Deutscher Brauer-Bund e.V.
	 “Bier?	Sorry.	Erst	ab	16”	 7

	 2006-ongoing	·	WHO	Target	Areas	3	and	5
One theme of “Bier Bewusst Genießen” (“Drink Beer Sensi-
bly”) “Beer? Sorry, not under 16” is a campaign to encourage 
responsible selling of beer in bars, pubs and restaurants and 
specifically targets sales personnel. It aims to curb underage 
drinking by providing the many German brewers, and their 
representative associations, with tools, including stickers, pos-
ters, education modules, online-quizzes with certificates etc., 
for pubs/restaurants, markets and gas stations to support the 
retailers in their compliance with existing laws.  These are a 
concrete contribution to public awareness-raising, as well as 
reminding people about the laws (beer is available for people 
from the age of 16 years and spirits are available for 18 year-
olds, and above). The campaign reminds staff not to serve 
drinks to guests looking young without identification and not 
to give alcohol to persons who are obviously drunk. Between 
7th January 2008 and 31st December 2009, the campaign 
was promoted as a commitment to the European Alcohol and 
Health Forum. The campaign targets were that 30% of DBB 
associated brewers would use the tag “Bier? Sorry. Erst ab 
16” together with supporting material, in their internal and 
commercial communications (print media and web-based) 
by the end of 2008 and by the end of 2009 50% would do 
so. These targets have been met in full and the Association is 
now working towards 70% usage.
http://www.bier-bewusst-geniessen.de/sorry_idee.php

Hungary�

SABMiller Subsidiary – Dreher Breweries
	 “Business	Academy	for	Trade	Partners”	 8

	 2012-ongoing	·	WHO	Target	Areas	5	and	8
A campaign to encourage managers and staff at HORECA 
outlets to become key advocates of alcohol responsibility and 

7
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9
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alcohol retailer. Retailers were trained and awarded certifi-
cates that they signed to pledge their compliance to the Code 
of Retail Practice for the Liquor Trade.

Malaysia�

Carlsberg Malaysia
	 “Mobile	Breathalysers	for	Sales	Staff”	 11

	 2010-completed	2011	·	WHO	Target	Area	4	
During the 2010 National Sales Convention 350 breathaly-
sers were given to sales staff. This was done to help increase 
the responsible drinking culture among the sales personnel 
and inform them about the dangers of drinking and driving 
and the consequences of non-compliance with the guidelines.

Malta�

The Sense Group (TSG)
	 “Commitment	Not	to	Sponsor	Open	Bar	Parties”

	 2006-ongoing	·	WHO	Target	Area	1	
Members of The Sense Group committed themselves not 
to sponsor parties where persons could buy an unlimited 
number of drinks at a fixed price.

	 “Code	of	Practice	for	Bartenders”
	 2000-ongoing	·	WHO	Target	Areas	3	and	5

Guidelines to ensure that alcohol beverages are consumed 
in moderation in Malta. It includes information on how to 
refuse to serve underage drinkers and those who are drunk 
or unfit to drive, as well as providing general education about 
the effects of alcohol. It is undertaken in collaboration with 
the Maltese Bartenders Guild and the General Retailers and 
Traders Union (GRTU).
http://www.tsg.org.mt/codeofpractice.asp

alcohol sales to under 18s; refuse to serve alcohol to intoxi-
cated customers; handle difficult people; and identify signs of 
increasing intoxication. It also includes information about: al-
cohol and its effects on the body; ways to prevent customers 
becoming intoxicated; alcohol and the law; and co-operation 
with the authorities, especially An Garda Síochána. A shorter 
version of the RSA program, “SmartServe”, is tailored to meet 
the needs of staff at concerts, events and functions. Staff 
are briefed on-site before each event to ensure they have a 
basic knowledge of the law, how to deal with difficult and 
potentially harmful situations and what to look for when 
checking I.D. By early 2012 over 12,000 people had been 
trained through the RSA program, leading to an increase in 
the standard of serving practices of license holders and their 
staff.
http://www.meas.ie/meas-initiatives/the-responsible-serving-of-

alcohol-programme-and-smartserve-workshops/

Japan�

KIRIN Brewery
	 “KIRIN	Draft	Masters	School”	 10

	 1993-ongoing	·	WHO	Target	Area	3	
An extensive training program provided to staff in restaurants 
and bars which stock draft beer. The program includes infor-
mation on drinking and driving, as well as underage drinking. 
Up to September 2011 more than 300,000 staff members 
had already participated in this program.

Lesotho�

SABMiller Subsidiary - Maluti Mountain 
Brewery

	 “Responsible	Trader	Program”
	 2005-ongoing	·	WHO	Target	Areas	1	and	5

A mandatory training program for all retail and trade partners 
throughout Lesotho on what is required to be a responsible 

10

11

Mexico�

Cámara Nacional de la Industria de la 
Cerveza y de la Malta (CANISERM)

	 “No	Venta	de	Alcohol	a	Menores	de	Edad”	
(“No	Sale	of	Alcohol	to	Minors”)	 12

	 2005-ongoing	·	WHO	Target	Areas	3	and	5
A campaign by the Mexican and Latin American Brewing 
Industry to promote responsible consumption and combat 
alcohol sales to minors. The target audience is the general 
community and places that sell alcohol. Posters and stickers 
to be displayed at the point of sale are distributed to retail 
outlets. It was undertaken in partnership with the National 
Chamber of the Restaurant Industry and Seasoned Foods,  the 
National Association of Supermarkets and Department Stores 
and members of the industry. In 2007, the posters used the 

12
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Student’s Feast (Juvenalia) sponsored by the Lech brand and 
other events sponsored by the company.  Responsible badges 
were worn by the staff. This was organised in association 
with: Prophylactics and Therapy Centres and Student’s orga-
nisations. In 2011, 70 servers / bartenders were trained in 14 
cities in Poland. In 2012, 500 more people will be trained.
http://www.youtube.com/watch?v=NqZQVIqzzdI

Romania�

SABMiller Subsidiary - URSUS Breweries
	 “Bartender	Training”

	 2011-completed	2011	·	WHO	Target	Areas	1	and	8
A program to empower bartenders from 5 Romanian cities 
(Bucresti, Cluj, Timisoara, Brasov, Buzau) to act as respon-
sibility ambassadors and discourage excessive drinking and 
eliminate underage consumption. Over 150 bartenders were 
trained how to promote responsible alcohol consumption 
amongst their patrons. This was conducted in association with 
the professional association of bartenders Barmania.
Mystery shopper tests conducted after the training showed 
that the training had been succesful.

South�Africa�

Industry Association for Responsible Alcohol 
Use (ARA)

	 “Server	Training	Program”
	 2003-ongoing	·	WHO	Target	Areas	3	and	5

A training program developed for all liquor establishments in 
South Africa. It is undertaken as a condition of getting a li-
cence (new, or reapplying for their licence). It aims to educate 
about responsibility in terms of the National Liquor Act and 
broaden understanding about the effect of the business on 
the environment. The training materials are pictorial to cater 
for all literacy levels.

message “18 +, beer is only for adults”. In 2011, the mes-
sage was changed to “No Venta de Alcohol a Menores de 
Edad” (“No Sale of Alcohol to Minors”).
http://www.canicerm.org.mx/programas.html

HEINEKEN Cervecería Cuauhtémoc 
Moctezuma

	 “El	Mesero	Responsable”	(“The	Responsible	Waiter”)
	 2005-ongoing	·	WHO	Target	Areas	3	and	8

A program directed at waiters and bar tenders. Its aim is to 
create awareness about their responsibility to prevent alcohol 
misuse amongst their clients. It also highlights the importance 
of quality of service. Between 2005 and 2011 5,352 waiters 
were trained. In 2010, this course was given in five states, 
benefiting more than 484 people. In 2011, courses were of-
fered in 12 states, benefiting 1,552 people.
http://www.cuamoc.com/es/brindando-un-mejor-futuro/impactar

New�Zealand�

Lion
	 “Guidelines	for	Host	Responsibility”

	 2004-ongoing	·	WHO	Target	Area	1
A guide for staff who host customer functions - ‘Patron Care’.
http://www.lionco.com

Poland�

SABMiller Subsidiary - Kompania 
Piwowarska

	 “Bartender’s	Training”	 13

	 2011-ongoing	·	WHO	Target	Areas	1	and	8
A campaign to empower sales staff, during sponsorship 
events, to act as responsibility ambassadors and discourage 
underage drinking.  Training included assertive techniques 
to provide staff with the confidence to refuse to sell alcohol 
to minors. It was designed for staff selling alcohol during 

13

	 “Age	Watch	Campaign”	 14

	 1993-ongoing	·	WHO	Target	Areas	3	and	5
A series of initiatives to remind all concerned that alcohol 
beverages were not to be sold to those under the age of 18 
and that where in doubt, identification should be requested. 
In the early 1990’s, a poster and sticker campaign took place 
in retail outlets in co-operation with the retail sector. In 2003, 
information about the National Liquor Act 2003 was disse-
minated to retailers with the co-operation of the Department 
of Trade and Industry. In 2008, a new code that regulates the 
conduct of all participants in the alcohol beverage market 
was launched and distributed.  Members’ adherence to the 
code could, in accordance with the National Liquor Act of 
2003, be regarded as a prerequisite for the award of a liquor 
licence to manufacturers and distributors. In 2011, the “Age 
Watch” program was re-launched and retail outlets were pro-
vided with codes of conduct, stickers and drip mats to remind 
them to request proof of age.”
http://www.ara.co.za/projects/school-projects/age-watch-campaign

14
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The�Netherlands�

Centraal Brouwerij Kantoor (CBK), 
Nederlandse Brouwers since 2010

	 “Eerst	Denken,	dan	Schenken”	
(“Think	Before	You	Serve”)	 15

	 2002-ongoing	·	WHO	Target	Areas	3,	5	and	8
A training video for professional servers of alcohol beverages 
in the Netherlands. 15,000 copies were produced under the 
authority of the Dutch Ministry of Health, Welfare and Sports, 
employers organisations and unions associated with the 
hospitality industry by SVH, the Dutch Hospitality Education 
Institute. It is based on the regulations stipulated by the 
Licensing and Catering Act and gives practical advice on how 
alcohol consumption can be limited when it is not desired 
or consumption is irresponsible. Subjects covered included 
prevention of alcohol misuse, refusing drunk guests admission 
to the premises, refusing underage purchase, dealing with 
rounds of drinks, preventing drink driving and compliance 
with the law. The video, now on DVD, is still available but 
the subject is now covered in broader perspective by courses 
organised through retail and HORECA associations as part of 
regular training programs for personnel in retail and horeca. 

	 “Choosing	Without	Losing”
	 2001-completed	2010	·	WHO	Target	Area	3

A course on social hygiene which included books, course cer-
tificates and a video. It was aimed at the hotel and catering 
industry in the Netherlands. This program is also incoporated 
in regular training programs for personnel

HEINEKEN Nederland
	 “Goed	Getapt”	(“Good	Draught”)

	 2005-ongoing	·	WHO	Target	Areas	1	and	8
A one-day training program offered to employees in the 
catering industry. The participants pay for the training with 
the objective of improving the quality of the beer they serve 
but responsible alcohol consumption is also an important 

SABMiller Subsidiary - SAB Ltd
	 “The	Responsible	Trader”

	 2005-ongoing	·	WHO	Target	Areas	3,	4	and	5
A social-responsibility training program developed as part of 
the company’s “Taverner” training program. It contains vari-
ous modules on how to trade responsibly. The training mate-
rial has been developed with the assistance of a group called 
“Trainiac”. This group specialises in creating and developing 
picture-based, customised training solutions that rely on 
interaction and self-discovery. These training solutions work 
well because pictures are a universal language. The program 
is broken into modules that cover: the environment in which 
alcohol is traded; the consequences of alcohol misuse; social 
responsibility; behavioural cues of people under the influence; 
intoxication rate; Blood Alcohol Content; moderate versus 
alcohol misuse; the positive effects of alcohol; general rules 
for being socially responsible; not serving underage patrons; 
preventing violence on the premises; the ARA Industry Code 
of Practice; and the National Liquor Act (and where relevant, 
Provincial Liquor Act) requirements on responsible alcohol-
use.

South�Korea�

Oriental Brewery
	 “Show	ID	Campaign”

	 2009-ongoing	·	WHO	Target	Areas	3	and	5
A campaign to encourage retail shops not to sell alcohol 
beverages to young people under 19 years old. 780 retail 
shops in Seoul (especially Jung-gu and Seocho-gu) participate 
in the campaign.

15

part of the program. Awareness about the subject is raised by 
discussing alcohol abuse and under-age drinking as well as 
how to deal with clients who drink too much and misbehave 
themselves. In 2010 a video was added to the program. It 
stresses the need for responsible consumption with case stu-
dies from three customers. Each year 4,000 employees watch 
this video. 

STIVA - Dutch Foundation for the 
Responsible Use of Alcohol

	 “Verantwoord	Alcohol	Schenken”	
(“Responsible	Selling	of	Alcohol”)	 16

	 2011-ongoing	·	WHO	Target	Areas	3,	4	and	5
A comprehensive online tool to improve the knowledge and 
behaviour of all hospitality staff towards alcohol. It has been 
put together in partnership with Koninklijke HORECA Neder-
land (KHN) and contains information on a range of subjects 

16
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	 “Responsible	Alcohol	Retailing”	 18

	 2005-ongoing	·	WHO	Target	Area	1
A campaign to raise the profile of the licensed retail sector 
and its work in responsible alcohol retailing.

	 BII-The	Professional	Body	for	the	Licensed	Retail	
Sector	“BIIAB	Accredited	Staff	Induction	Program”

	 2005-ongoing	-	WHO	Target	Areas	1	and	3
A program which provides a method for licensed retail 
companies to obtain accreditation for their existing induction 
training, which offers employees a genuine opportunity to 
obtain a nationally recognised BIIAB award. It provides orga-
nisations with the opportunity to gain national recognition 
for their programs. Staff induction programs from established 
organisations from within the hospitality, retail and education 
sectors are eligible.

	 “Qualifications”
	 1982-ongoing	·	WHO	Target	Areas	1	and	3	

Qualifications developed by BIIAB in partnership with the 
industry, regulators and other agencies. These underpin the 
high standards of social and legal responsibility which are 
expected from the regulators of licensed premises. Qualifica-
tions include “BIIAB National Certificate for Personal Licence 
Holders”, “Award in Responsible Alcohol Retailing” and 
“Level 2 National Certificate for Door Supervisors”. These 
include relevant knowledge of the licensing law and social 
responsibilities associated with selling alcohol and managing 
conflict.
http://biiab.bii.org/qualifications

	 “Code	of	Professional	Conduct”
	 1981-ongoing	·	WHO	Target	Area	1

All members sign up to a Code of Professional Conduct when 
they become BII members. Amongst other things, the Code 
affirms their commitment to responsible alcohol retailing and 
the professional development of their staff.
http://bii.bii.org/documents/303

such as the law and regulations dealing with alcohol sales. 
Special attention is given to underage drinking and alcohol 
and road safety. It also includes a short description of KHN 
responsible drinking campaigns, examples of campaigns in 
different parts of the country and an education / prevention 
section which provides links to courses, notably the responsi-
ble selling of alcohol course. Any employee in the hospitality 
industry can enter, follow a course and take an exam. If they 
pass they will receive a certificate.
http://stiva.nl/home.html

http://www.verantwoordalcoholschenken.nl/

Uganda�

SABMiller Subsidiary - Nile Breweries
	 “Training	in	Alcohol	Responsibility”	 17

	 2009-completed	2012	·	WHO	Target	Areas	1	and	8
A training module for retailers to ensure that they fully 
understand the risks of alcohol consumption amongst minors 
and their role in preventing it. It was developed by a qualified 
behavioural change trainer to ensure maximum impact and 
implemented amongst server / bartender staff by the sales 
force. Up to April 2012, 1,286 staff had been trained.

United�Kingdom�

BII-The Professional Body for the Licensed 
Retail Sector

	 “Information	About	Responsible	Consumption”
	 2005-ongoing	·	WHO	Target	Areas	3	and	5

Information included in relevant BIIAB qualification hand-
books including the BIIAB (BII’s wholly owned body for 
making awards) Level 2 National Certificate for Personal 
Licence Holders and the BIIAB Award in Responsible Alcohol 
Retailing.
http://www.bii.org/about-bii

17
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British Beer & Pub Association (BBPA)
	 Support	for	“Pubwatch”	 19

	 1995-ongoing	·	WHO	Target	Areas	1	and	3
Long standing support for National Pubwatch and its work 
in sharing good practice. Pubwatches aim to achieve a safe, 
secure social drinking environment in all licensed premises 
throughout the UK, helping to reduce drink-related crime. 
They are run by licensees and provide an excellent forum in 
which they can exchange information and promote good 
practice and working relationships with local enforcement 
agencies. The BBPA sits on the National Pubwatch board 
and provides financial support to the organisation. In 2011, 
the BBPA supported National Pubwatch  with a donation of 
£55,000.

Charles Wells Ltd
	 “Bed:Safe”

	 2003-ongoing	·	WHO	Target	Areas	1,	3	and	8	
An award winning scheme in Bedford, of which Charles Wells 
Ltd is a founding member. This ensures that every single 
pub in Bedford Borough adheres to strict policies on alcohol 
consumption, that taxi operators, door staff and the police 
work together to ensure nights out are safe for people, and 

19
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	 “Responsible	Cider	Policy”
	 2004-ongoing	·	WHO	Target	Areas	6	and	8

In 2004, the company (then Scottish & Newcastle) removed 
all extrafill promotions and three litre packs across strong 
cider products and increased the wholesale price. In May 
2009, the strong cider brand was re-launched with a reduced 
alcohol strength of 5.5% down from 7.5%. In 2010, the 
brand was delisted.

Mitchells & Butlers plc (M&B)
	 “Working	with	Havering	Borough	Council	to	achieve	

Beacon	Award	in	the	After	Dark	Category”
	 2008-completed	2009	·	WHO	Target	Areas	1	and	3

The M&B owned pub, the Harrow in Hornchurch, played a 
central role in Havering’s bid to achieve Beacon status for its 
excellent practice in managing its night time economy. The 
pub was judged to be the highest scoring in the borough in 
terms of contributing to a safe environment and the judges 
were impressed with the manager’s managerial skills, her 
commitment to responsible retailing and the safe operation 
of the business.
http://www.mbplc.com/pdf/2010/csr09.pdf

	 “Alcohol	&	Social	Responsibility	Policy”
	 2000-ongoing	·	WHO	Target	Areas	1,	3	and	8

A Policy which aims to ensure that all M&B licensed premises 
are operated responsibly, safely and within the parameters 
of the law. In addition to this, the company endeavours to 
ensure its pubs provide an inclusive environment for the 
sensible, controlled consumption of alcohol, soft drinks 
and food. All M&B staff receive rigorous training to ensure 
compliance with the law, and this goes much further. For 
example employees have access to information about units of 
alcohol in order to communicate this to customers. M&B were 
also amongst the first to operate the Challenge 21 scheme, 
and the principles behind this are firmly embedded in the 
company culture. As a result of this and other measures the 
company now registers 80,000 underage refusals a month, 

also operate a “Banned from one, banned from all” ap-
proach. The scheme is run by Bedford Council in partnership 
with members of the Bedford Crime and Disorder Reduction 
Partnership (CDRP).”
Crime statistics have shown that violent crime against the 
person in Bedford Town Centre has fallen by 11% from a 
monthly average of 25.6 in 02/03, to a monthly average of 
22.8 in 03/04.

HEINEKEN UK
	 “Additional	Support	to	the	Best	Bar	None	Scheme”

	 2011-ongoing	·	WHO	Target	Areas	3	and	8
A commitment to working with the BII (British Institute 
of Innkeeping) and The Home Office to support the con-
tinuation and further development of the Best Bar None 
scheme. Joining forces with Bacardi, Diageo and Molson 
Coors, the value of financial support provided until 2014 will 
exceed £500,000. Best Bar None is a locally led, nationally 
co-ordinated award scheme which successfully incentivises 
responsible on-trade alcohol retailing. Its aim is to reduce 
alcohol-related crime and disorder in a town or city centre by 
building a positive relationship between the licensed trade, 
police and local authorities.
Piloted in Manchester in 2003, the Best Bar None scheme has 
been found to improve standards in the night time economy 
and encourage responsible retailing in the areas where it is 
operating. By 2012, it had been adopted by 100 towns and 
cities across the UK, totalling approximately 3,000 venues, 
which equates to 10% of all pubs, bars and clubs. Best Bar 
None’s greatest success so far is in Durham where crime 
dropped by 87%, footfall increased by 40% and a 75% 
accumulative increase in trade over three years was achieved. 
Some other notable results from the scheme so far include: 
316 fewer alcohol-related incidents in Bournemouth in 2011, 
saving the NHS £632,000; crime in Cheltenham was down by 
16% in the year to December 2010; and crime in Manchester 
fell by 9% in the same period.
http://www.bbnuk.com/

an average of 40 per pub. M&B has also taken a proactive 
stance against using irresponsible promotions. They strongly 
believe that an important role of the pub is to supervise not 
only the sale of alcohol but also the consumption, lowering 
the risks involved and ensuring its proper regulation. All their 
pubs have a policy of not offering promotions that encourage 
customers to consume large measures of alcohol. They offer 
soft drink alternatives on all promotions and offer tap water 
free of charge and do not run “happy hours”.  The company 
also has a separate Policy for Scotland, to ensure compliance 
with the Licensing (Scotland) Act 2005. This ensures all staff 
are aware of the additional requirements expected of them 
and allows the company to operate in the most responsible 
manner they can.
http://www.mbplc.com/responsibility/

SABMiller Subsidiary - Miller Brands
	 “SABMiller	Scholars	Program”	 20

	 2009-ongoing	·	WHO	Target	Areas	1,	5	and	6
Training providing a nationally recognised qualification for 
people working in UK licensed premises or selling alcohol in 
shops and off-licences. It was undertaken in partnership with 

20
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	 “Budweiser	Great	Service	Guide”	 21

	 1995-completed	2010	·	WHO	Target	Areas	3	and	4
This guide provided tips for bartenders and staff on preven-
ting underage drinking (by checking I.D.’s), excessive drinking 
and drunk driving.

AB INBEV - Anheuser-Busch Companies and 
MillerCoors - a joint venture of SABMiller 
and Molson Coors

	 Support	for	“Learn2Serve”	 22

	 2004-completed	2012	·	WHO	Target	Areas	3	and	5
A program of Alcohol Seller and Server Certification courses 
created for hotel, restaurant, bar, convenience store, and 
grocery employees and managers. It is a leading provider of 
government-accredited, online-certification, training courses, 
and employer-learning management and reporting systems. 
Learn2Serve includes interactive and self-paced alcohol seller 
and server certification.
Thousands of bartenders and servers throughout the U.S. 
have been trained to serve responsibly.
http://www.learn2serve.com/

	 “Training	for	Intervention	ProcedureS	(TIPS)”	 23

	 1989-ongoing	·	WHO	Target	Areas	3,	4	and	5
A program designed to teach servers, sellers, and consumers 
of alcohol how to prevent intoxication, drunk driving, and 
underage drinking through a common sense approach to 
serving alcohol responsibly (in any setting). It provides an 
overview of the responsibilities associated with alcohol 
and outlines what retailers face from an alcohol manage-
ment perspective. Specialized training programs have also 
been designed. For example, for fraternities, sororities, and 
residence halls. This teaches techniques to students, dormitory 
advisors, and on- and off-campus servers, for serving alcohol 
responsibly, intervening in a non-confrontational manner, and 
spotting fake I.D.s. Another example is a program designed 
for sports stadiums and arenas which prepares “facility 

BIIAB. The key objectives are to eradicate sales of alcohol to 
people under 18 and to people who are drunk. The program 
objectives are to: 
• Encourage a training culture in small businesses; 
• Provide subsidised training, which includes strategies for 

dealing with difficult issues; 
• Encourage individual bar staff to take personal responsibi-

lity and; 
• Discourage irresponsible drinking and reduce its impact on 

people and communities.
Since 2009, the program has funded training for almost 
3,000 people from small and independent (non-chain) busi-
nesses across the UK. Everyone who passes the examination 
receives an Ofqual-regulated qualification: the BIIAB Level 1  
Award in Responsible Alcohol Retailing (ARAR). This is a 
nationally accredited, life-long, portable qualification.
http://biiab.bii.org/documents/933

Scottish & Newcastle plc (now HEINEKEN UK)
	 “Training	of	Pub	Staff”

	 1995-completed	2009	·	WHO	Target	Area	3	
Training for pub staff to deal with the misuse of alcohol and 
its effects.

USA�

AB INBEV - Anheuser-Busch Companies
	 “Responsible	Serving	-	Server	Training”

	 2010-ongoing	·	WHO	Target	Areas	3,	5	and	8
Training of bartenders, wait staff and store clerk personnel 
offered by the company to support retailers. It is delivered 
through Rserving, a state- certified server training program, 
which helps retailers properly check IDs and identify and 
prevent potential alcohol abuse situations for both on- and 
off-premise retailers. These include helping eliminate un-
derage drinking by checking IDs and looking for intoxication 
cues to prevent over-serving and drunk driving. The training 
also educates retailers.
http://www.Anheuser-Busch.com

21
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operations managers” to train alcohol servers and event-day 
employees to manage the sale, service, and consumption of 
alcohol at public gatherings. The program has been rolled out 
in an online education format under the Health Communi-
cations platform and reporting structure. It is supported by 
Anheuser-Busch (AB InBev), Crown Imports, HEINEKEN USA 
and MillerCoors. Both Crown Imports and HEINEKEN USA 
require all employees to be TiPS certified.
http://www.gettips.com/



150

MillerCoors - A joint venture of SABMiller 
and Molson Coors

	 “Respect	21	Responsible	Retailing	Program”	 24

	 2005-ongoing	·	WHO	Target	Areas	3	and	5
A comprehensive program which focuses on numerous 
avenues to help keep alcohol out of the reach of minors. It 
was developed in partnership with the Responsible Retailing 
Forum and Brandeis University and assists retailers in preven-
ting sales of alcohol to underage individuals. For retailers a 
12 month program includes  training together with branded 
underage prevention point of sale items; a “HELP Guide for 
Retailers” based on a government recognized document; 
and quarterly newsletters and management tools. Quarterly 
confidential, legal age mystery shopper inspections monitor 
progress. The program also provides educational resources 
that are prepared by experts for parents and other concerned 
adults, such as: ‘Let’s Keep Talking’. The retail signage reminds 
adults not to give alcohol to minors and of the legal penalties 
in their state for doing so as well as helping the retailer to 
help stop illegal sales to minors.
This academically researched program has successfully helped 
enhance the behaviours of over 1,000 retailers in over 20 
communities since its launch in 2005. Improvements have 
been seen in every city where the program has been conduc-
ted. In Miami, there was a 100% increase in the number of 
times clerks requested proof of age. In New York, pass rates 
increased from 67% in the first quarter of the program to 
89%.
http://www.greatbeergreatresponsibility.com/Alcohol-Responsibility/

Retailers.aspx

	 Support	for	the	“BARS	(Being	an	Alcohol	Responsible	
Server)	Program”	 25

	 1996-ongoing	·	WHO	Target	Areas	3	and	5
A nationwide “secret shopper” program exclusively sponso-
red by MillerCoors that helps keep servers and sellers vigilant 
about checking I.D.s. Since 2005 the BARS services have 
become an integral component of the company’s Respect 21 

Beer Institute, Diageo USA, HEINEKEN USA, 
MillerCoors - A joint venture of SABMiller 
and Molson Coors

	 “Responsible	Retailing	Forum”
	 2003-ongoing	·	WHO	Target	Areas	3	and	5

The Responsible Retailing (RR) Forum brings together public 
and private stakeholders; regulatory and enforcement agen-
cies; attorneys general; public health agencies and advocates; 
retailers and their associations; distributors and produ-
cers; and researchers in order to: identify and promulgate 
Best Practices to prevent underage sales of age-restricted 
products; and examine the impacts of RR policies from the 
diverse perspectives of these different stakeholders. The RR 
Forum conducts an annual national meeting that brings 
together diverse public and private stake-holders to present 
academic research and state and community field projects 
identifying Best Practices for RR and to examine topical RR 
issues The Forum also conducts periodic examinations of 
aspects of public and private RR policy and has conducted 
field studies, partnering with state regulatory/enforcement 
agencies and retail associations, to operationalize the “enfor-
cement + assistance” model in a continual effort to improve 
age-verification conduct.
http://www.rrforum.org

HEINEKEN USA
	 “Operation	Teen	Proof	(OTP)”

	 2002-ongoing	·	WHO	Target	Area	5
Developed in partnership with then, District Attorney of Win-
chester County, New York (Jeanine Pirro), the program provi-
des licence tampering detection devices to all retail outlets in 
the county who serve alcohol. Because of its success, OTP has 
been adopted by other local law enforcement agencies, as 
technologies allow, and has expanded to counties throughout 
New York and beyond.

program. Participating establishments pay the BARS program 
to be monitored by BARS checkers (usually ages 21 to 25), 
who make random visits to their stores and purchase alcohol 
beverages. At the point of sale, the server is issued either 
with a green card for a positive check or with a red card for a 
negative check. The red card reminds the employee to check 
I.D.s; the green card congratulates and, where legal, rewards 
the server for checking the buyer’s I.D. After three months in 
the program, retailers move from 67% compliance in chec-
king ID’s to better than 90%.
http://www.greatbeergreatresponsibility.com/Alcohol-Responsibility/

Retailers.aspx

24

25



151

Europe�

International Center for Alcohol Policies 
(ICAP) and European Forum for Responsible 
Drinking (EFRD)

	 “Responsible	Hospitality	Guides”
	 2006-	ongoing	·	WHO	Target	Areas	3	and	5

Two generic guides developed by the Alcohol Focus Scotland 
(AFS) with funding from ICAP (International Center for 
Alcohol Policies) and tested by KIT (Training Center for Trade 
and Tourism in Hungary). They were reviewed by experts 
and organizations active in responsible hospitality programs 
throughout Europe and piloted by ICAP in Hungary. They 
are intended for use as the basis for capacity-building and 
training programs for the hotel and tourism industries and 
they provide advice on good practice. The guides have been 
translated and adapted to conditions in Hungary (Server’s and 
Trainer’s Guides), Poland (Server’s Guide), and Korea (Server’s 
Guide).
Results of the pilot (based on 109 participants and 99 
answers/96 in the follow-up) show: 92% were satisfied 
with the preparation of the training. 92% graded the course 
“good“. 81% found the course length “satisfactory“ whilst 
19% found it too long Post evaluation on new knowledge: 
76% felt they knew more about the licensing law. 85% felt 
they knew more about alcohol. 90% felt they had learnt how 
to create the right atmosphere. 84% felt they had developed 
better people skills. Post evaluation on the usefulness of the 
acquired knowledge in relation to their job: 43% “very use-
ful” for the licensing law. 52% “very useful” for alcohol. 43% 
“very useful” for creating the right atmosphere. 60% “very 
useful” for people skills. Follow-up after 5 months give lower 
results but the need for “people skills” remained at 60%.
http://www.icap.org/PolicyTools/Toolkits/ResponsibleHospitalityGui-

des/tabid/154/Default.aspx

http://www.drinksinitiatives.eu/details-dynamic.php?id=29
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Australia/New Zealand  

Lion
	 “The	Lion	Code	for	Responsible	Marketplace	

Activity”
	 1990-ongoing	·	WHO	Target	Area	6

A Code setting out the company’s responsible marketing 
standards. It covers all marketplace activity from new product 
development, advertising and sponsorship, right through to 
online and promotional activity. It also sets out the Codes 
adhered to across all Lion business units in Australia and 
New Zealand which include: The Australian Association of 
National Advertisers (AANA) Code of Ethics; The AANA Food 
and Beverages Advertising and Marketing Communications 
Code; The AANA Environmental Claims in Advertising and 
Marketing Code; The Free TV Commercial Television Industry 
(CTI) Code of Practice; The ASTRA Codes of Practice for 
Subscription TV; The Commercial Radio Codes of Practice; 
The Packaging Covenant; The Alcohol Beverages Advertising 
Code (ABAC). The Advertising Standards Authority (ASA) 
Advertising Codes of Practice; The ASA Code for the Naming, 

Codes of praCtiCe for responsible 
CommerCial CommuniCations

Included	below	are	details	of	voluntary	self-regulatory	codes	and	compliance	mechanisms	relating	to	
different	forms	of	commercial	communications	for	either	beer	specifically,	or	for	all	alcoholic	drinks.		They	
include	compliance	systems,	pre-clearance,	and	promotions	of	consumer	awareness.		These	Codes	cover	all	
forms	of	advertising	and	marketing	including	naming,	packaging	and	promotion.	In	addition	to	the	Codes	
themselves,	material	designed	to	give	guidance	on	setting	up	a	code	and	compliance	with	codes	is	also	
included	as	well	as	examples	of	global	policies	designed	to	ensure	that	international	companies	reach	the	
same	high	standard	wherever	the	company	operates,	while	still	respecting	different	cultures.

Argentina 

AB INBEV - Cervecería y Maltería Quilmes
	 “The	Quilmes	Code”

	 2003-ongoing	·	WHO	Target	Area	6
A code that strictly regulates the general principles, 
standard communications and the conduct of marketing 
actions. It provides guidelines and procedures for using: 
the various communication and promotion tools of the 
company’s beer brands; institutional communication; 
advertising; sponsorship activities; events; and promoti-
ons for consumers and for the sales and merchandising 
chain. The company endeavours to direct all its messages 
and campaigns at those who are of legal drinking age, 
encourages responsible consumption of its products  and is 
committed to ensuring compliance with legislation on the 
sale and consumption of alcohol. All personnel involved in 
the marketing and promotion of the company’s beer brands 
are expected to adhere to the responsible communication 
policies including: employees; suppliers; distributors; retai-
lers; and institutions. Some of the principles endorsed by the 

Quilmes Code are: Do not show situations portraying exces-
sive or irresponsible consumption of beer; Do not advertise 
in programs whose main target audience are people under 
18 years old; Always use advertising models who not only 
look, but also are, older than 23 years; and Never use any 
language or symbols or images that would mainly appeal to 
children or teenagers.

Australia 

The Brewers Association of Australia & New 
Zealand Inc

	 “The	Alcohol	Beverages	Advertising	Code	(ABAC)	
Scheme”

	 1998	(Revised	2005)-ongoing	·	WHO	Target	Area	6
A co-regulatory scheme for alcohol advertising in which 
Australia’s brewers participate with other associations in 
the industry and governments. The ABAC sets standards for 
advertising. All beer advertisements are pre-vetted to ensure 
compliance with the Code. The latest Annual Report of The 
ABAC Scheme is available.
http://www.abac.org.au/
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HEINEKEN Alken-Maes
	 “Training	Sessions	for	the	Marketing	Team”

	 2011-ongoing	·	WHO	Target	Area	6
Training sessions for the marketing team run by the JEP (Jury 
voor Ethische Praktijken inzake reclame), the self-regulatory 
body for the advertising industry. These help to familiarise 
employees with the rules set out in the Arnoldus Code and 
the way the JEP operates.

Bulgaria 

Union of Brewers in Bulgaria (UBB)
	 “Code	for	Responsible	Commercial	Communications	

and	Ethical	Standards”
	 2005-ongoing	·	WHO	Target	Area	6	

A code and regulations for its implementation, covering 
advertising, sponsorship and promotions of beer brands, 
adopted and publicly undersigned by the brewing companies 
in Bulgaria which are united by the UBB. This code is in ad-
dition to  the approved national Rules for all advertisements 
broadcast on TV operated by the national Self-Regulatory 
Organisation. This work has been undertaken with the 
support by the Bulgarian governmental institutions and the 
consumer NGO. UBB members stand united on the following 
key elements:
• Establishment of the Code for Responsible Commercial 

Communications and Ethical Standards;
• Implementation of a means to ensure compliance with the 

standards set forth in the Code; and
• Establishment of a communications strategy. 
In order to achieve these aims the members of the UBB 
established a “Self-Regulatory Council of Beer Producers”, on 
which all brewing companies have representatives.
In 2007-2008, memoranda for co-operation and compliance 

Labelling, Packaging and Promotion of Liquor; The Liquor 
Advertising Pre-vetting System (LAPS) administered by the As-
sociation of New Zealand Advertisers; The Liquor Promotion 
Pre-vetting (LPPS);and The New Zealand Packaging Accord.
http://www.lionco.com

http://www.abac.org.au/

http://www.asa.co.nz/code_liquor.php

Belgium 

Arnoldus Group
	 “Covenant	on	Practice	and	Advertising	for	Alcohol	

Beverages”	 1

	 1992(Revised	and	expanded	in	2005)-ongoing	·	WHO	
Target	Area	6
An auto-disciplinary code for publicising beer, “The Code of 
Conduct of the Arnoldus Group”, was adopted by the Belgian 
brewers in 1992. On May 12th 2005, it became applicable to 
other alcohol beverages. The Federation of Belgian Brewers, 
the Belgian Wine and Spirits Confederation, the Federation of 
the wholesalers (Fedis) and all Hotel and Catering Federations 
signed the “Covenant on practice and advertising for alcohol 
beverages”, together with the Minister of Health, Rudy 
Demotte, the Advertising Ethics Committee and the consumer 
organisations, Crioc and Test Achats. The Covenant came 
into force on May 20th 2005, replacing the former auto-
disciplinary code. It shows that all professional organisations 
representing the interests of beer, and the other drink sectors, 
have accepted their social responsibilities. Together with 
the authorities, an efficient self-regulation system has been 
adopted. This applies to all producers. It includes sanctions 
and efficiently protects all consumers, especially young ones.
http://www.beerparadise.be/myDocuments/05/007%2Fcovenant_

uk.pdf

1

with the UBB Code were signed with the largest consumer or-
ganizations, the Association of Bulgarian Advertising Agencies 
and the Association of Bulgarian Radio and TV Broadcasters.
In 2009, the General Assembly of UBB approved amendments 
to the Code which incorporated The Brewers of Europe 7 ope-
rational standards. These include the provision of copy advice 
for any advertisements. A 3-member independent copy advice 
jury now ensures that offending advertisements are not aired. 
UBB also performs obligatory post-monitoring of all members 
advertisements. The statistics and results of copy advice and 
post-monitoring are publicly announced at least yearly.
In 2010, 3 advertisements needed amendment and in 2011,  
4 were amended.
In 2010, UBB was visited by KPMG, Sustainable Develop-
ment, The Netherlands to review the implementation process 
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responsible consumption of beverage alcohol on-campus 
and its marketing environment. A copy is available from the 
Brewers Association of Canada upon request.

	 “National	Responsible	Marketing	Code	for	Higher	
Alcohol	Beer”

	 1993-ongoing	·	WHO	Target	Area	6
A voluntary code which prohibits advertising of strong beer 
(>7.5% abv) prior to 10.00 pm. Advertisements must be 
limited to programs whose appeal is to those over 24 years 
of age. A copy of the code is available from the Brewers As-
sociation of Canada upon request.

Chile 

Compañía Cervecerias Unidas S.A. (CCU)
	 “Alcohol	Policy”

	 2005-ongoing	·	WHO	Target	Area	6
A document which aligns the position of the Company regar-
ding alcohol consumption. It promotes the idea of responsible 
alcohol consumption being accepted socially and warns 
against excessive consumption which is not acceptable.

	 “Code	on	Responsible	Communications”
	 2005-ongoing	·	WHO	Target	Area	6

A document that regulates all the company’s commercial 
communications to ensure that only responsible consumption 
is promoted and young people under the legal drinking age 
are not targeted.

Costa Rica 

Cerveceria Costa Rica (Florida Bebidas)
	 “The	Advertising	Code	of	the	Costa	Rica	Brewing	

Industry”
	 2005-ongoing	·	WHO	Target	Area	6

A code to regulate all company commercial communications 
and ensure that they promote only responsible consumption 
and do not appeal to minors.

of the 7 Operational Standards and to assess the reliability of 
the reported information. The national council for self-regula-
tions verified the results. The findings were published by The 
Brewers of Europe”. 
In January 2012, the General Assembly of UBB approved 
amendments to the Code which made it mandatory to in-
clude the message “Consume with pleasure and moderation” 
(in Bulgarian) in all commercial communications. The UBB 
Self-Regulation (SR) system has been officially recognized as 
a credible instrument to protect social interest and reduce 
alcohol-related harm. The EU has supported this, having 
contributed funds through the European Social Fund program 
OPAC to support the administrative capacity of NGOs, of 
which the UBB is a beneficiary.
http://www.pivovari.com/english/others/code-1.html

Canada 

AB INBEV - Labatt Breweries of Canada
	 “Labatt	Advertising	and	Compliance	Policy”

	 1995-ongoing	·	WHO	Target	Area	6
A policy which sets out the company’s commitment to marke-
ting and promoting its brands in a manner that is consistent 
with responsible drinking. It states that all in-house marketing 
staff as well as the company’s many business partners, in-
cluding its media and agency partners, must understand and 
comply with Labatt’s commitment to safe and responsible 
marketing of its products.

Brewers Association of Canada (BAC)
	 “Code	of	Conduct	for	College	and	University	On-

campus	Marketing”
	 2010-ongoing	·	WHO	Target	Area	6

A voluntary Code maintained by the Association and its 
members. It was developed following consultation with mem-
bers of the Canadian Association of College and University 
Student Services (CACUSS), and in collaboration with the Stu-
dent Life Education Company (SLEC).  It outlines a number of 
procedures and guidelines for brewers to enhance the overall 

Czech Republic 

Czech Beer and Malt Association (CBMA)
	 “Code	of	Responsible	Brewers”

	 2003	(Updated	in	2005)-ongoing	·	WHO	Target	Area	6
Formerly the “Ethical Code and Self-Regulation of Commer-
cial Communication”, this Code includes the position of the 
CBMA, concerning: beer and health; drinking and driving; 
underage drinking; beer sales regulations; beer at work; beer 
and sport; and beer and pregnancy. The CBMA regularly 
organises training which is focused on self-regulation. The 
CBMA is in charge of monitoring the commercial activities of 
its members and helping to resolve those activities that might 
be in dispute. In 2005, at least five advertising projects were 
changed or stopped because of conflict with the Code. In 
2005, the Code was renamed  and was adopted by all Czech 
Brewers at a meeting of their General Assembly.
http://www.cspas.cz/

Denmark 

Bryggeriforeningen
	 “Danish	Guidelines	for	WHO	Target	Area	6”	 2

	 2001-ongoing	·	WHO	Target	Area	6
A set of common standards regulating the marketing of 
alcohol beverages was issued by the Danish Ministry of 
Commerce following negotiation with relevant consumer 
organizations, business organizations and the Danish autho-
rities. Additionally the Danish Board on Alcohol Advertising 

2
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Dominican Republic 

Asociación Dominicana de Fabricantes de 
Cerveza (ADOFACE)

	 “Code	of	Advertising	Self-Regulation”
		 1999	(modified	and	extended	in	2006)-ongoing	·	

WHO	Target	Area	6
A code subscribed to by the members of ADOFACE, that regu-
lates their practices of marketing and publicity. The basic prin-
ciples of the Code are bound to responsible consumption, the 
protection of minors, the fulfilment of the law and advertising 
ethics. In 2006, this Code was the subject of a modification 
that extended its content, and established a procedure for 
compliance with sanctions, and an appeal process. In order 
to protect minors, the self-regulatory code states: “Adoface 
firmly believes that children should not purchase or drink 
alcohol. All actors in the chain of distribution and sale of beer 
and alcohol must comply with the law and moral conduct, so 
they should not, under any circumstances, provide access to 
alcohol to persons under 18 years.
http://www.cnd.com.do/a/d/codigo-autorregulacion.pdf

http://www.adoface.org

Estonia 

Eesti Õlletootjate Liit (Association of 
Estonian Breweries)

	 “Code	of	Ethics”
	 2005	(Updated	March	2010)-ongoing	·	WHO	Target	

Area	6
A code of ethics signed by the members of the Association. 
It aims to facilitate responsible actions of breweries by provi-
ding common standards for the self-regulation of advertising 
communication for them to follow.
http://www.eestiolu.ee/code-of-ethics-in-english/

http://www.eestiolu.ee/

(Alkoholreklamenævnet), was established to administer and 
enforce the guidelines. The members of the Board include 
representatives from: The Danish Consumer Council (an inde-
pendent private consumer organization); The Danish Brewers’ 
Association (Bryggeriforeningen); The Danish Chamber of 
Commerce; The Danish Advertising and Relation Bureaus’ 
Trade Association (Danske Reklame- og Relationsbureauers 
Brancheforening); The Danish Co-operative Wholesale Society; 
Association for the Hotel, Restaurant and Tourism Industry in 
Denmark (HORESTA); The Danish Distillers (VSOD); The As-
sociation of Danish Producers of Spirits (Foreningen af Danske 
Spiritusfabrikanter); and an independent president, who is 
currently a distinguished High Court solicitor. The Board’s 
secretariat function is managed by the Danish Brewers’ As-
sociation. The Board co-operates with the Danish Consumer 
Ombudsman who is responsible for receiving and handling all 
complaints. The Guidelines and all decisions of the Board are 
made available to the public on the website. 
In 2010 the Board revised the Guidelines so that they cor-
responded to the European Standards for Self Regulation 
issued in 2007 from the EU Commission. The revisions were 
renegotiated with all the parties concerned with the original 
guidelines. The main changes are as follows: An objects 
clause has been introduced for the purpose of establishing 
a judicial consideration of protection of especially children 
and young persons. The provision on responsible marketing 
has been divided into two sub provisions: One which deals 
with the content of the marketing. And one which deals with 
the presentation of the marketing. The children and young 
person’s provision has been supplemented with the following 
details: Models, actors and other persons appearing in or 
otherwise used in the marketing must be at least 25 years 
old. They must also look and appear to be at least 25 years of 
age. The marketing must never take place in media, in which 
over 30% of the readership is or can reasonably be conside-
red to be children and young persons. The specific provision 
on sports has been removed. This means that sports is now 
encompassed by the general provisions of the Guidelines.
http://www.alkoholreklamenaevnet.dk

France 

Entreprise & Prévention (E&P)
	 “Code	d’Autodiscipline	et	de	Déontologie	en	Matière	

de	Communication	et	de	Commercialisation”
	 2004	(Updated	2010)-ongoing	·	WHO	Target	Area	6

A code of practice providing a common basis for interpreta-
tion of the Loi Evin and for self-regulation of all commercial 
communications. In 2010, it was updated.
http://www.preventionalcool.com/index.php?/entreprise-a-preventi-

on/autodiscipline/autodiscipline.html

http://www.preventionalcool.com/images/stories/pdf/ep%20

code%20autodiscipline%202010%20web.pdf

Germany 

Deutscher Brauer-Bund e.V.
	 “Responsible	Commercial	Communications”	 3 		 4

	 1976	(Updated	2005,	2007	and	2009)-ongoing	-	WHO	
Target	Areas	1	and	6
In 1976, in addition to existing rules governing advertising in 
Germany, producer groups, wholesalers, retailers, importers, 
advertising agencies and media acted jointly through the 
German Advertising Federation (ZAW) to adopt a voluntary 
“Code of Conduct on Commercial Communication for Alcohol 

3 4
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http://www.werberat.de/content/Keyfacts.php

http://www.brauer-bund.de/aktuell/alkoholpolitik-im-fokus/brauer-

kodex.html

http://www.brauer-bund.de/index.php?id=149

Hungary 

Association of Hungarian Brewers
	 “Code	of	Commercial	Communication”

	 2006	(Updated	April	2009)-ongoing	·	WHO	Target	
Area	6
A code which sets out the Association members common 
position in relation to commercial communication, and 
marks their corporate and social responsibility in the sec-
tor. 
http://english.sorszovetseg.hu/code-of-advertising-ethics

Ireland 

HEINEKEN Ireland
	 “Self-regulatory	Codes	Implementation	and	Training”

	 2009-ongoing	·	WHO	Target	Area	6
Training for marketing and consumer facing employees takes 
place regularly to ensure compliance with the self-regulatory 
codes in operation in the Irish marketplace. All alcohol 
advertising is conducted within the guidelines of the stringent 
content and placement codes that operate in Ireland. A pre-
vetting service also operates (Central Copy Clearance Ireland) 
to ensure that alcohol advertising is in line with the codes 
and does not promote irresponsible consumption. Brand 
Promotions are in line with industry self-regulatory codes 
and a limit of one pint operates in terms of all promotional 
sampling activity. Codes also apply to product placement 
in order to ensure alcohol does not appeal to children (i.e. 
alcohol does not appear near any product which appeals to 
children / under age).
http://www.ccci.ie/

Beverages”. Compliance with this code is monitored by the 
German Advertising Council set up by the ZAW to handle 
complaints and arbitrate between advertisers and consumers. 
The ZAW encompasses 41 industry associations covering 
all areas of advertising and includes the German Brewers 
Association. The German Brewers, in co-operation with other 
producers of alcohol beverages, the sales representatives in 
retail, gastronomy and the advertising industry, adhere to this 
voluntary Code. 
This Code was updated at the start of 2005 and again in 
2007/2008 to take account of the new media, etc.. In 2009, 
in response to a request from the German brewers, voluntary 
copy advice of all advertising activity has been made available 
through the German Advertising Council. Companies can 
have their planned advertisements checked with reference to 
the competition law and the rules of conduct of the German 
Advertising Council. With that the German brewers reinforce 
their responsible commercial communication and at the same 
time support a commitment, which the Brewers of Europe 
have made in the Alcohol and Health Forum of the European 
Commission. 
In 2007, the German Brewers agreed voluntarily to also 
comply with a “Brauer-Codex“ (“The Brewers’ Code”), which 
exceeds the existing legal rules for sales promotion and 
advertising of beer. The Code is binding for every brewery af-
filiated with the German Brewer’s Association and their staff. 
They are all committed to its implementation in marketing, 
retail and gastronomy to prevent irresponsible commercial 
communication and sales, e.g. no underage-selling and 
promotion, no discrimination, no commercials in accordance 
with sports, sexual attractiveness etc. In 2009, the German 
Brewers added “Leitfaden für ein Verantwortungsvolles 
Sponsoring“ (“Guidelines for Responsible Sponsorship“) to 
the existing self-regulatory rules. The guidelines can be used 
by the breweries to ensure that their sponsorship activity is 
responsible. It covers in detail the subject of youth protection 
in connection with events, at which breweries appear as 
sponsors.

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS)

	 “Code	of	Practice	on	the	Naming,	Packaging	and	
Promotion	of	Alcohol	Drinks”

	 2004-ongoing	·	WHO	Target	Area	6
A Code of Practice to ensure that alcohol is sold only to per-
sons over 18 years of age, and that alcohol is promoted and 
sold in a socially responsible way. It was developed by MEAS 
in consultation with the drinks industry and other relevant 
bodies. The Code is overseen by a five-person Independent 
Complaints Panel representing key stakeholders. Decisions 
of the Panel are publicised by way of press statements as 
well as being published on the MEAS website. All subscri-
bing organisations have agreed to comply with its decisions. 
Guidelines designed to supplement the Code of Practice, 
provide pointers on the responsible and effective manage-
ment of promotions in both the on- and off-trade, as well as 
on multiple servings of products. In addition, a free confi-
dential Advisory Service is provided by MEAS to help industry 
marketing personnel check whether new promotions comply 
with the MEAS Code or not.
Reports published annually since 2007 cover the activities of 
the Complaints Panel in each year since mid 2004. The fourth 
report, published in 2010, presents details of activity in the 
year 2009.
http://www.meas.ie/code-of-practice/

The Irish Brewers Association
	 “Responsible	Advertising”

	 2001-ongoing	·	WHO	Target	Area	6
In 2001 a brochure, “The Beer Industry: Its responsibility in 
Advertising and Promotion”, covered codes of conduct for 
advertising of alcohol beverages in Ireland. In 2010, the 
Alcohol Beverage Federation of Ireland (ABFI), of which the 
Association is a member, published “Responsible advertising, 
responsive industry” which covers the whole drinks industry 
in Ireland. It sets out the codes in place in Ireland and the 
measures taken by the drinks industry to ensure compliance.”
http://www.abfi.ie/Sectors/ABFI/ABFI.nsf/vPages/Sec-

tor_Association_-_Irish_Brewers_Association~irish-brewers-

association?OpenDocument
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Japan 

Asahi Breweries Ltd
	 “Corporate	Standards	for	Commercial	

Communications”	 6

	 1999	(Regularly	updated)-ongoing	·	WHO	Target	
	 Area	6

Corporate standards regarding the use of radio, television, 
and media for commercials. They apply to all affiliated com-
panies. Their purpose is to ensure compliance with advertising 
standards, encourage more sensible drinking styles, prevent 
underage drinking and driving when impaired by alcohol.  An 
“Advertising Expression Checklist” is included in the website.
http://www.asahibeer.co.jp/csr/quality/quality_06.html

Brewers Association of Japan
	 “Public	Expression	Committee”

	 Brewers	Association	of	Japan
	 1995(Regularly	updated)-ongoing	·	WHO	Target	
	 Area	6

A committee that reviews product labelling and advertise-
ment content to ensure that it is appropriate  from various 
perspectives including that of alcohol-related problems.

	 “Self-regulatory	Code”
	 1988(	Revised	regularly)-ongoing	·	WHO	Target	
	 Area	6

A self-regulatory Code of marketing and advertising practices 
and container labelling for all alcohol beverages in Japan. 
It was established by the eight associations in the alcohol 
beverage industry, which includes the Association, with the 
support of the Tax Agency and the Education Ministry. It is 
revised regularly. The most recent revision was adopted on 
June 27, 2011.
http://www.brewers.or.jp/english/index.html

Italy 

Associazione Degli Industriali Della Birra E 
Del Malto (Assobirra)

	 “Self-Regulation	Code”
	 1966	(Revised	2001	and	2011)-	ongoing	·	WHO	Target	

Area	6
A code of self-regulation which aims to ensure that any kind 
of marketing communication on beer, including: all media 
(TV-radio-cinema-internet-press- public bills - promotional 
activities in the  points of sale); as well as labels and packa-
ging complies with the principle of “responsible drinking”. 
The beer industry in Italy, through the association, first 
adopted a Code in the 1960s together with the wine, spirits 
and cider industries, representatives of advertising agencies 
and television and radio broadcasting. In 2001 it was revised 
to take into account the new Italian law on alcohol and 
problems related to alcohol. It was last updated  on 21st 
December 2011. All the Association’s associated companies 
have undertaken to observe the code and its regulations 
and to ensure compliance by their members, to efficiently 
disseminate the rulings of the jury and to adopt appropriate 
measures towards members who fail to comply with or repea-
tedly disregard the jury’s decisions. This includes promotional 
activities undertaken by third parties (agencies/advertising 
dealers - media advertising managers).
http://www.iap.it/en/index2.htm

SABMiller Subsidiary – Birra Peroni S.p.A
	 “Information	and	Education	for	Employees”	 5

	 2005-ongoing	·	WHO	Target	Area	6
Regular communication with employees and selected external 
groups about key issues such as the Commercial Communica-
tion Code of the Company.

5

KIRIN Brewery
	 “Code	of	Practice	for	Responsible	Marketing	

Communications”
	 1990-ongoing	·	WHO	Target	Area	6

The brewery´s attitude toward Corporate Social Responsibility 
(CSR) is seen in their voluntary codes for advertising and sales 
activities that are much stricter than the industry’s codes. In 
addition to the code of practice itself, a guidebook of codes 
and e-learning materials are provided for employees and 
advertising agencies.

	 “Ethics	Committee	for	Responsible	Marketing	
Communications”

	 1990-ongoing	·	(WHO	Target	Area	6)
A committee whose role is to ensure that all company 
marketing communications comply with the code of practice. 
All commercial communications, such as sales materials and 
sales campaigns must be approved through this committee. 
To ensure neutrality, the chairperson of this committee is not 
the General Manager of the Marketing Division, but comes 
from the CSR management group. Internal auditors regularly 
audit this committee’s activities.

6
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Lithuania 

Lithuanian Breweries Association
	 “Code	of	Honour	of	the	Lithuanian	Breweries”

	 2004-ongoing	·	WHO	Target	Area	6
A Code which sets out the rules for Lithuanian beer producers 
and sellers governing the areas of advertising, promotion and 
fair competition. It was prepared and signed by the seven 
largest breweries of Lithuania.

Mexico 

Cámara Nacional de la Industria de la 
Cerveza y de la Malta (CANISERM)

	 “Auto	Regulation”	(“Self-Regulation“)
	 2005-ongoing	·	WHO	Target	Area	6

An agreement regarding the content of advertising mate-
rial. The Ministry of Health supports the development and 
dissemination of advertising campaigns aimed at moderate 
consumption of alcohol beverages, which warn against the 
dangers of excessive consumption and drinking in childhood, 
youth and during pregnancy.
http://www.canicerm.org.mx/marcolegal.html

Nigeria 

Guinness Nigeria
	 “Application	and	Adherence	to	the	Diageo	Marketing	

Code”
	 2000-ongoing	·	WHO	Target	Area	6

A Code, which sets out Diageo rules for marketing its pro-
ducts. It sets out the way brands are marketed to ensure this 
is carried out in a responsible manner. All Guinness Nigeria 
advertising materials pass through a rigorous in-house review 
by the key departments, marketing, legal and corporate 
relations, to ensure that materials comply with the spirit and 
actions of the Code. All new employees in relevant areas 

Sapporo Breweries
	 “Code	of	Advertising”

	 1990	(Regularly	updated)-ongoing	·	WHO	Target	
	 Area	6

A comprehensive advertising code that is reviewed regularly.

Suntory
	 “Code	of	Responsible	Commercial	Communications”

	 1976	(Regularly	updated)-ongoing	·	WHO	Target	
	 Area	6

The first code of responsible commercial communications 
established by a Japanese brewing company. It has been in 
continuous use, with regular revision, since 1976.

Kenya/Tanzania  

East African Breweries Limited (EABL)
	 “Responsible	Marketing	and	Promotion”

	 2007-ongoing	·	WHO	Target	Area	6
The company is committed to effective self-regulation in the 
alcohol industry, setting world-class standards and ensuring 
that its brands are marketed and promoted responsibly. It has 
initiated and implemented an international code of marke-
ting; The Diageo Code of Marketing, which sets guidelines 
on how brands, can be marketed and promoted. For example 
excessive drinking is not condoned or promoted and adverts 
that feature under 25 year olds are banned. As a member 
of the National Alcoholic Beverage Association of Kenya 
(NABAK), the company is signatory to the “Guidelines on 
Alcohol Industry Advertising” in Kenya produced in associa-
tion with the Ministries of Trade and Industry and Information 
and Communication. The guidelines are in line with global 
best practice, and are expected to promote self-regulation in 
the way alcoholic brands are marketed in order to promote 
responsible consumption of alcohol in Kenya.
http://www.eabl.com/

undertake the Code training. The training is also conducted 
for all agencies, distributors and customers working with 
the company.  In 2011, the “Diageo Global Risk Audit” 
highlighted core competency in application and adherence to 
the Code.
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=44

Poland 

The Union of Brewing Industry Employers in 
Poland - Polish Brewers

	 “Polish	Brewers	Advertising	Code”
	 2005	(Updated	in	2008	and	2011)-ongoing	·	WHO	

Target	Area	6
An agreement to establish a procedure of self-regulation of 
advertising among brewers in Poland was first made in 2005. 
Under the resulting Code, commercials may not contain 
reference to sexual attractiveness, physical aptitude, relaxa-
tion and recreation, science, work, health or success in life 
and may not be addressed to minors. In 2008, the previous 
signatories upgraded the Code and joined the Advertising 
Council (Rada Reklamy). The Code was included in a special 
regulations chapter of the Advertising Ethics Code of the Ad-
vertising Council covering beer commercial communications. 
The Advertising Ethics Code serves various industries and is 
the only cross-industry self-regulation system in Poland.
The system in place meets The Brewers of Europe 7 operatio-
nal standards for beer commercial communications: full code 
coverage; increased code compliance; impartial judgement; 
fast complaints procedure; effective sanctions in place and 
increased consumer awareness; and systematic monitoring of 
code functioning. 
To raise awareness of the Code and its rules, the Polish Bre-
wers trained marketing practitioners and equipped them with 
proper educational materials. Brewers and their advertising 
agencies can request copy advice from the Advertising Coun-
cil who also handle complaints. The complaints’ handling 
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ing advertisements only to people above the age of 18. The 
Association is a Board member of the Romanian Advertising 
Council (RAC), which ensures full compliance of its members 
with the rules laid down in the Commercial Code of Commu-
nication, and ensures responsible commercial communication 
in the advertising industry. The Code of Commercial Commu-
nication was enclosed as an annex to the Advertising Code of 
Practice developed by RAC as an example of best practice. The 
RAC monitors members advertisements. Between 2008 and 
2011 only two complaints were received. Since 2010, the Code 
has included the requirement that, where legal, a responsible 
consumption message must be included in all advertisements 
and a recommendation to insert one on product labels.
An evaluation was made as part of The Brewers of Europe’s 
commitment to self-regulation of commercial communicati-
ons for beer. The results for the 7 recommended operational 
standards for guiding responsible beer commercial communi-
cations are available as a pdf.
http://www.berariiromaniei.ro/en/commercial-code-of-communica-

tion/

Russia 

The Union of Russian Brewers
	 “The	Code	of	Commercial	Communications	of	the	

Union	of	Russian	Brewers”	 8

	 2010-ongoing	·	WHO	Target	Area	6
The first step towards self-regulation in the area of beer 
advertising took place in 2004 when the Union and the As-
sociation of Communication Agencies of Russia signed a joint 
partnership agreement on social understanding. In 2010, 
the practice of self-regulation of the brewing industry was 
started and a Code of Commercial Communications adopted. 
This was the first part of the alcohol market in Russia to 
implement self-regulation. In 2012, the Observation Council 
was set up to control compliance with the Code. High-
ranking officials of the Federal Anti-monopoly Service of the 
Russian Federation, the Chamber of Commerce and Industry 

process takes under 30 days from complaint to adjudication. 
In 2011, the last standard - ongoing monitoring of code 
compliance - was fully implemented. Every beer advertise-
ment that is issued is monitored to make sure it does not 
violate the Code regardless of whether a consumer complaint 
is received. 
The monitoring is provided, on a daily basis, by an indepen-
dent organisation, the Institute of Media Monitoring (IMM). 
Monitored ads are put on the special internet platform 
delivered daily to all members of the Polish Brewers. Quarterly 
reports are also widely distributed.
http://www.browary-polskie.pl/en/spoleczna/

http://www.radareklamy.pl

Portugal 

APCV-Portuguese Brewers Association
	 “Code	of	Self-Regulation	of	All	Commercial	Commu-

nications	for	Alcohol	Beverages”	 7

	 2001	(Updated	in	2006)-ongoing	·	WHO	Target	Area	6
Members of the Association first signed a code of self-
regulation for all commercial communications on 10th July 
2001. This was updated in 2006 and signed by all Portuguese 
brewers. The Code has major improvements over the previous 
code since it covers 100% of Portuguese breweries, and a 
compliance mechanism was introduced through third-party 
involvement - ICAP (the competent national SRO).
http://www.apcv.pt

Romania  

Brewers of Romania
	 “Commercial	Communication	Code”	

	 2005-ongoing	·	WHO	Target	Area	6
The main self-regulatory tool of the brewing sector in Romania. 
It sets out rules with regard to the commercial communication 
of all the members of the Association, focusing in particular, on 
encouraging responsible beer consumption and on target-

of the Russian Federation, deputies of the State Duma of 
the Russian Federation, representatives of the advertising 
community and non-governmental organizations, such as the 
Public Chamber of the Russian Federation, became members 
of the  Council on a voluntary basis. Sessions of the Council 
were held in accordance with an open principle and activities 
publicised. All brewing members of the Union comply strictly 
with the decisions of the Council.
http://www.beer-union.com/

8

7
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Slovakia 

Slovak Beer and Malt Association
	 “Ethical	Code	on	Commercial	Communication”

	 2005-ongoing	·	WHO	Target	Area	6
All Slovak breweries are signatories to this Code of practice, 
whose goal is to manage self-regulation in the marketing of 
alcohol beverages. The initiative required all brewers to pro-
mise to act responsibly as producers, to follow the self-regula-
tory code in advertising and to respect its principals. An Ethics 
Compliance Committee has been set up to ensure compliance 
with the Code and provide training on its implementation. In 
2009, the Code was updated and re-adopted by the members 
of the Association.
http://www.pivoslad.sk/en/index.php?navID=4

South Africa 

Industry Association for Responsible Alcohol 
Use (ARA)

	 “ARA	Code	of	Commercial	Communications”	 10

	 1989-ongoing	·	WHO	Target	Area	6
A strict Code of Commercial Communication which has 
been updated and expanded a number of times since it was 
first adopted in 1989.  The Advertising Standards Authority 
based its own alcohol beverage code on the ARA Code. In ac-
cordance with the Code, measures adopted by ARA members 
include a ban on any claims of beneficial effects of their 
products, a bold statement on all their advertising that their 
products are not for sale to persons under 18 and a clause 
in their standard sales agreements to stop supply to any 
vendor found guilty of selling alcohol beverages to under-age 
persons. The Code includes rigorous compliance procedures, 
and an independent adjudicator adjudges final rulings on 
complaints. Ultimate punishment for non-compliance is ex-
pulsion from the ARA, which can lead to the loss of a licence 

	 “The	Code	of	Honour	of	the	Union	of	Russian	
Brewers”	 9

	 2003-ongoing	·	WHO	Target	Areas	1	and	6
A self-regulatory mechanism for the Russian beer industry. 
When it was enacted the document was unique within 
Russia. It obliged the brewers to abide by principals of fair 
competition and to respect beer consumers. The brewers also 
promised to strive for constant improvement in the quality of 
their products. The Code represents an agreement on rules of 
professional conduct and sets standards of business ethics in 
the brewing industry. These exceed the requirements of the 
laws of the Russian Federation. An Ethics Committee, which 
includes public members, and a Disciplinary Committee were 
founded within the Union. Decisions of the Ethics Committee 
are forwarded to the Disciplinary Committee, which may take 
the most severe disciplinary measures [including expulsion 
from the Union]. In 2007, amendments to the Code were 
accepted during the seventh All-Russia Conference of Beer 
and Non-Alcohol Drink Producers. 74 brewing companies 
that work in the Russian market  accepted the rules of the 
Code. 
http://www.beer-union.com/

Serbia 

Serbian Brewery Association
	 “Code	of	Responsible	Communication”

	 2005-ongoing	·	WHO	Target	Area	6
A code and regulations designed to establish clearly defined 
and responsible practices in advertising and communications 
signed up to unanimously by all members of the Association. 
The initiative lays down strict principals to ensure that the 
promotion of beer consumption is carefully targeted to avoid 
influencing minors and the irresponsible consumption of 
alcohol.

to operate. In 2007, an “Advertising Complaints Hotline” 
was launched to enable any member of the public to lodge 
a complaint if they think an alcohol beverage advertisement 
breaches the Code.
http://www.ara.co.za/industry/code-of-conduct

South Korea 

Korea Alcohol & Liquor Industry Association 
(KALIA)

	 “Voluntary	Code	for	Self-Regulation	of	Beverage	
Alcohol	Advertising”	 11

	 2010-ongoing	·	WHO	Target	Area	6
A Code which outlines alcohol producers’ formal commitment 
to responsible marketing through guidelines that provide new 
standards for the content and placement of beverage alcohol 

9 10
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Sweden 

Sveriges Bryggerier (Brewers of Sweden)
	 “Self-Regulation	System”

	 2006	(Updated	2011)-ongoing	·	WHO	Target	Area	6
A self-regulatory Code which members of the Sveriges Bryg-
gerier (Brewers of Sweden) published and agreed to comply 
with in 2006. It includes a “Recommendation on advertising 
for alcohol beverages and low-alcohol beverages” and was 
jointly adopted by the Association of Swedish Advertisers, 
Brewers of Sweden and Swedish Spirits and Wine Suppliers. 
Together with the Wine and Liquor-association Sveriges 
Bryggerier appointed an independent ombudsman, the AGM, 
(Alkoholgranskningsmannen), to ensure compliance. This 
compliance mechanism includes a fine (up to 500,000 SKR 
if a commercial communication is in breach of the “Recom-
mendation on advertising”). Companies who disagreed with 
a decision could appeal to the “Council on Market Ethics” 
which had final authority. The system also included a half-day 
seminar on the “Recommendation on advertising for alcohol 
beverages and low-alcohol beverages” and the Swedish Alco-
hol Act regarding marketing of alcohol beverages, labelling of 
beer and sponsorship. Participants include brewing company 
staff, (i.e. marketing, sales, sponsorship and communication 
departments) as well as the collaborating advertising agen-
cies. In 2009, the code was updated to bring it into line with 
the recommendations from The Brewers of Europe although 
it remains more strict in many ways. It is signed by Sveriges 
Bryggerier the Wine and Liquor-association, the Marketing 
association and the Association for Advertisers. In 2011, the 
code was amended with regulations to comply with the new 
Swedish law that includes the internet in advertising-law. 
At the same time and a new “ombudsman“ (AGM) was ap-
pointed to monitor the whole market, not just the members. 
Transgressions are publicised and there is no longer a right to 
overrule the decisions of the AGM.
http://www.sverigesbryggerier.se/

marketing communications, including online media. Among 
the code’s provisions are guidelines specifying that alcohol 
marketing and advertising should not target those under 
the legal drinking age, and should not portray situations 
suggesting that social, professional, or athletic success can 
be achieved as a result of drinking alcohol. The Code, the 
first-ever of its kind in Korea, was developed in consultation 
with public health officials and non-governmental organizati-
ons and was the result of a partnership with the International 
Center for Alcohol Policies (ICAP).
http://www.icap.org/LinkClick.aspx?fileticket=vTHrIkU7tqo%3D&ta

bid=36

Oriental Brewery
	 “Code	on	Commercial	Communications”

	 2005-ongoing	·	WHO	Target	Area	6
A Code which applies to all commercial and advertising 
activities of the brewery. 
  

Spain 

Cerveceros de España
	 “Self-Regulation	Advertising	Code”	 12

	 1995	(Regularly	updated)-ongoing	·	WHO	Target	
	 Area	6

A code which ensures that all commercial communications 
for beer are legal and honest. It features four main subjects: 
misuse, minors, driving and working. It is operated in co-ope-
ration with two Consumers Organizations (CECU and UCE) 
and Autocontrol  (Self-Regulation Advertising Organization). 
It is reviewed regularly and, in particular, was revised in 2003, 
and again in 2009 to include even stricter measures focused 
on the protection of minors. Since 2004 all complaints about 
advertising of beer in Spain have been published annually in 
a special report.
http://www.cerveceros.org/ingles/codigo_autore_public.asp

12

The Netherlands 

AB INBEV - AB InBev Nederland
	 “Training	Sessions	for	the	Marketing	Team”

	 2011-completed	·	WHO	Target	Area	6
A training session run by the STIVA (Stichting Verantwoorde 
Alcoholconsumptie), the self-regulatory body for the adver-
tising industry, was organised for the marketing team. This 
helped to familiarise them with the rules set out in the STIVA 
Code and way STIVA operates.
http://www.ab-inbev.nl
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BII, British Retail Consortium, Federation of Licensed Victual-
lers Associations, Gin and Vodka Association, Guild of Master 
Victuallers, National Association of Cider Makers, Scotch 
Whisky Association, Society of Independent Brewers, The 
Portman Group and the Wine and Spirit Trade Association. 
In 2010, this voluntary code was succeeded by a mandatory 
code.
http://www.beerandpub.com/documents/publications/industry/So-

cial_Responsibility_Standards.pdf

British Beer & Pub association (BBPA) and 
other signatories

	 “Public	Health	Responsibility	Deal	-	Advertising	and	
Marketing”

	 2011-ongoing	·	WHO	Target	Area	6
The BBPA and other industry members, including beer 
producers accounting for over 90 per cent of UK beer sales, 
signed up to pledges and a core commitment of fostering 
responsible drinking in the Government’s “Responsibility 
Deal”. The Respnsibility Deal taps into the potential for 
businesses and other organisations to improve public health 
and help to tackle health inequalities through their influence 
over food, physical activity, alcohol, and health in the work-
place. This pledge commits the drinks industry to a specific 
commitment to further action on advertising and marketing, 
namely the development of a new sponsorship code requiring 
the promotion of responsible drinking, not putting alcohol 
adverts on outdoor poster sites within 100m of schools, and 
adhering to the Drinkaware brand guidelines to ensure clear 
and consistent usage. 
Industry has committed to this further action, in addition to 
abiding by the existing community of Advertising Practice and 
Broadcast Committee of Advertising Practice codes on adver-
tising, overseen by the Advertising Standards Authority. This 
action will support the objectives of the codes in ensuring 
that alcohol advertising does not target children and young 
people. Initial signatories: AB InBev UK, Advertising Associati-
on, ASDA, Bacardi Brown-Forman Brands, Beam Global Spirits 
& Wine, Berry Bros & Rudd Limited, Beverage Brands (UK) Ltd, 

STIVA - Dutch Foundation for the Responsi-
ble Use of Alcohol

	 “The	Advertising	Code	for	Alcohol	Beverages”
	 1982	(Reviewed	1990,	2000,	2005	and	2006)-ongoing	

·	WHO	Target	Area	6
A self-regulatory code for advertisers of alcohol drinks in the 
Netherlands. In 1990, a compliance mechanism was added. 
Non-compliance is controlled by the independent Reclame 
Code Commissie (Advertising Code Committee), which can 
withdraw campaigns, issue public notices on infringement 
and impose fines up to €45,000. Full information is available 
on the website.  Since May 2005, pre-vetting of radio and 
TV commercials is obligatory. In May 2006, a new slogan for 
beer and wine commercials was introduced. On 1st January 
2012 a new Advertising Code for Alcohol beverages came 
into force. The main change is a new article on digital mar-
keting and social media which contains additional conditions 
for this form of advertising. More information is available on 
the new website.
http://stiva.nl/

http://alcoholcode.nl/

United Kingdom 

British Beer & Pub Association (BBPA)
	 “Social	Responsibility	Standards	for	the	Production	

and	Sale	of	Alcohol	Drinks	in	the	UK”
	 2005-completed	2010	·	WHO	Target	Area	6

The “Standards” bring together all the Codes and recom-
mendations that apply to the production and sale of alcohol 
drinks. They address responsible advertising, marketing and 
retailing of drinks throughout the chain of supply in both the 
on- and off-trade sectors. They were developed by the drinks 
industry in partnership with the Government to improve good 
practice in the advertising and sale of alcohol drinks. Sixteen 
national bodies have signed up to the Standards, namely: 
Advertising Association, Association of Convenience Stores, 
Association of Licensed Multiple Retailers, Bar Entertainment 
and Dance Association, BBPA, British Hospitality Association, 

Bibendum Wine Ltd, Booker Group Plc, Bottle Green Limited, 
BrandPhoenix Limited, British Beer & Pub Association, British 
Institute of Innkeeping, C&C Group Plc, Carlsberg UK Ltd, Cel-
lar Trends Ltd, Charles Wells Ltd, Coe Vintners, Concha y Toro 
UK Ltd, Constellation Wines Australia & Europe, Co-operative 
Group (The), Daniel Thwaites PLC, Diageo Great Britain Limi-
ted, Direct Wine Holdings Ltd, Edrington Group (The), Enotria 
Winecellars Limited, Enterprise Inns Plc, Everards Brewery 
Ltd, First Drinks Brands Ltd, Frederic Robinson Ltd, Freixenet 
(DWS) Ltd, Fuller Smith and Turner PLC, Global Brands Ltd, 
Gonzales Byass UK Ltd, Halewood International, Heineken 
UK, ISBA – the Voice of British Advertiser, JD Wetherspoon 
Plc, J Wray & Nephew UK Ltd, Joseph Holt LTD, Kingsland 
Wines and Spirits, London and Scottish International Limited, 
Maisons Marques et Domaines Ltd, Majestic Wine Ware-
house Ltd, Marks & Spencer, Marston’s Plc, Maxxium UK Ltd, 
McMullen & Sons Ltd, Mentzendorff & Co Ltd, Midcounties 
Co-operative, Mitchells & Butler Plc, Molson Coors Brewing 
Company (UK) Ltd, Morrisons Supermarkets Plc, National As-
sociation of Cider Makers, Outdoor Media Centre, PLB Group 
Ltd, Portman Group, SA Brain and Company Ltd, SABMil-
ler Plc (Miller Brands UK), Sainsbury’s Supermarket Ltd, Scotch 
Whisky Association, Shepherd Neame Ltd, St Austell Brewery 
Co Ltd, T&R Theakston Ltd, Tesco PLC, Treasury Wine Estates, 
Waitrose, WaverleyTBS, W.H. Brakspear & Sons Ltd, Whyte 
& Mackay, Wine and Spirit Trade Association (WSTA), YO! 
Sushi, Young & Co’s Brewery Plc.” 
Ongoing evaluation will be done by the Public Health Res-
ponsibility Deal monitoring and evaluation group.
http://responsibilitydeal.dh.gov.uk/

HEINEKEN UK
	 “Responsible	Marketing	Code”

	 2005-ongoing	·	WHO	Target	Area	6
A code, developed as Scottish & Newcastle, to ensure that all 
employees and agencies understand the importance of res-
ponsible marketing and the responsible use of their products. 
This is now incorporated into the HEINEKEN Code.
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2009 and over 100% up on 2008. This activity is helping to 
ensure that the overwhelming majority of drinks’ marketing 
activity nowadays is responsible and thus fewer complaints 
arise under the Code. In 2012 the response to Consultation 
undertaken in 2011 was published. The results will lead to 
the publication of a 5th Edition in the autumn.
http://www.portmangroup.org.uk/?pid=3&level=1

USA 

AB INBEV - Anheuser-Busch Companies
	 “College	Marketing	Code”

	 1991-ongoing	·	WHO	Target	Area	6
Company-wide guidelines for the company’s beer-branded 
advertising and marketing in the college environment. The 
Code helps ensure that marketing efforts on campus are in 
accordance with all applicable college regulations, as well as 
the Beer Institute’s Advertising and Marketing Code. Copies 
of both codes are sent to the presidents of all colleges and 
universities to affirm the commitment to responsible marke-
ting and advertising practices in the college environment.
http://www.Anheuser-Busch.com

Beer Institute
	 “Beer	Institute	Code	Compliance	Review	Board	

(CCRB)”
	 2006-ongoing	·	WHO	Target	Area	6

The Beer Institute Advertising and Marketing Code includes 
a provision that offers independent review of advertising 
complaints for consumers who are dissatisfied with a 
brewer’s response to a complaint that specific advertising 
is inconsistent with a guideline in the Code. The review is 
undertaken by the CCRB, a panel made up of individuals with 
advertising, education, business and legal backgrounds. This 
venue for consumer recourse allows the independent panel 
to decide the merits of complaints based on the Code and on 
the brewer’s response. Annual reports of the CCRB decisions 
are available on the website.
http://www.beerinstitute.org/tier.asp?bid=249

Northern Ireland Drinks Industry Group (NI-
DIG)

	 “Code	of	Practice	on	Drinks	Promotions”
	 2012-ongoing	·	WHO	Target	Area	6

A Code of Practice on Drinks Promotions developed on behalf 
of the drinks industry in Northern Ireland - on- and off- trade, 
suppliers, retailers, producers etc.. The work was supported by 
the Minister for Social Development. The Code was launched 
in the spring of 2012 and, after a short introductory period, 
will come into force on 1 September 2012. 
http://www.nidig.com/about/

The Portman Group (TPG)
	 “The	Portman	Group	Code	of	Practice	on	the	Naming,	

Packaging,	and	Promotion	of	Alcohol	Drinks”	 13

	 1996	(Updated	in	2007)-ongoing	·	WHO	Target	Area	6
A self-regulatory Code which seeks to ensure that drinks 
are marketed in a socially responsible way and to an adult 
audience only. The Code applies to all pre-packaged alcohol 
drinks and covers the drink´s naming, packaging, point of sale 
advertising, brand websites, sponsorship, branded merchan-
dise, advertorials, press releases and sampling. The Code has 
an open and accessible complaints system. Complaints under 
the Code are ruled on by an Independent Complaints Panel. A 
pre-launch advisory service helps companies to take steps to 
ensure that their products meet the requirements of the Code. 
Products found to be in breach of the Code are withdrawn or 
amended to comply with the Code. Retailer alerts ensure that 
non-compliant products are not stocked by retailers. It has 
undergone four reviews since it was first launched in 1996 
and the fourth edition was published in 2007. In 2008 the 
Portman Group sought an independent audit of compliance 
with the Code which is contained in a report. An annual re-
port lists complaints about products and marketing practices 
made under Code. The Code Report 2010 features only five 
complaints, the fewest in any year since the Code was intro-
duced. Conversely the Advisory Service was the busiest it has 
ever been with over 500 requests for help, nearly 50% up on 

	 “Beer	Institute	Advertising	and	Marketing	Code”	 14

	 1943	(Regularly	updated)-ongoing	·	WHO	Target	Area	6
The brewing industry has demonstrated a longstanding 
commitment to responsible advertising, beginning formally 
with the release of its first advertising guidelines in 1937. In 
addition to advertising, these guidelines addressed interac-
tions with retailers and the prevention of illegal beer sales 
to underage persons. Building on that first set of guidelines, 
brewers developed the first alcohol industry code devoted 
exclusively to advertising in 1943. While those guidelines 
have been revised and updated many times to reflect changes 
in technology, advertising media and societal concerns, the 
premise of the guidelines remains unchanged. Today, these 
voluntary guidelines are expressed in the Beer Institute 
Advertising and Marketing Code and serve as the baseline 
for Beer Institute members’ self-regulatory efforts. Brewers 
and beer importers utilize the Code’s guidance and specific 
guidelines in developing radio, television, internet, including 
digital advertising and social media, print, and other materials 
to promote their respective brands. Following Code guideli-

13

14
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MillerCoors - A joint venture of SABMiller 
and Molson Coors

	 “Miller	Brewing	Company	Marketing	Compliance	
Program”

	 2001-ongoing	·	WHO	Target	Area	6
A comprehensive and systematic approach to ensuring that 
the company’s advertising and marketing complies with 
the letter and the spirit of the many US laws regulating the 
alcohol industry, the industry’s voluntary, self-regulatory 
advertising code and the company’s internal advertising po-
licies, including stringent guidelines for marketing in campus 
communities.

Europe 

The Brewers of Europe
	 “Beer	Advertising	Monitoring	2008”	 15

	 2008-ongoing	·	WHO	Target	Area	6
An overview of EASA’s co-ordinated monitoring and com-
pliance exercise with self-regulation organisations across 
Europe. This examined advertisements for beer that appeared 
in 2007.
http://www.brewersofeurope.org/docs/flipping_books/beer_ad_mo-

nitor_2008/index.html

	 “The	7	Operational	Standards	-	Responsible	Beer	
Advertising	Through	Self-Regulation”	 16

	 2007-ongoing	·	WHO	Target	Area	6
A pan-European commitment to the European Alcohol and 
Health Forum (EAHF) to help ensure responsible beer adver-
tising across the EU. Europe’s brewers committed to help en-
sure responsible beer advertising across the EU by supporting 
its members in optimising self-regulatory systems with the 
introduction of 7 Operational Standards for Beer Advertising 
Self-Regulation. The 7 Operational Standards relate to 1. 
Code coverage 2. Code compliance 3. Complaints handling 
4. Speed of decision 5. Sanctions 6. Consumer awareness 7. 
Own-initiative monitoring.

nes, Beer Institute member companies perform regular audits 
of their placements after airing or publication to confirm 
maintenance of the Code’s audience demographic standards. 
The Code requires that beer advertisements be placed only 
in media where at least 71.6 percent of the audience is 
reasonably expected to be at or above the legal drinking age. 
This standard reflects the percent of the U.S. population that 
is age 21 or older, as determined by the 2010 U.S. Census.
http://www.beerinstitute.org/tier.asp?bid=249

HEINEKEN USA
	 “Independent	Advertising	Complaint	Review	Panel	

and	Advisory	Board”
	 2004-completed	2010	·	WHO	Target	Area	6

A three-member Independent Advertising Complaint Review 
Panel and Advisory Board created to add an independent 
voice to the company’s existing process in addressing 
public concerns that may arise over its printed or broadcast 
advertising.  Having access to a panel of experts from such 
professions as advertising, public policy and advocacy, pro-
vides one more avenue to fully address any arising concerns 
of consumers. This Advisory Panel was discontinued following 
the success of the Beer Institute’s Code Compliance Review 
Board.

MillerCoors - A joint venture of SABMiller 
and Molson Coors

	 “Coors	College	Marketing	Guidelines	(Responsibility	
in	Campus	Communities)”

	 2002-completed	2008	·	WHO	Target	Areas	1	and	6
An eight page booklet beginning with a letter from the Chair-
man, Peter Coors, which details the philosophies programs 
and policies of Coors Brewing Company for use by Coors 
sales and marketing personnel and Coors distributors when 
dealing with college issues.
http://www.greatbeergreatresponsibility.com

In 2010 the results were independently verified. The report, 
“Responsible Beer Advertising through self-regulation”, 
developed with the European Advertising Standards Alliance 
(EASA) and the World Federation of Advertisers (WFA) out-
lines the results. The report received independent assurance 
from KPMG Sustainability. It demonstrated how advertising 
self-regulation had delivered better regulation for the bre-
wing sector and tangible benefits for citizens.”
http://www.brewersofeurope.org/docs/flipping_books/responsi-

ble_beer_ad_2010/index.html

15
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Anheuser-Busch InBev companies. As the largest brewer in 
the world, Anheuser-Busch InBev recognizes the responsibility 
that the company has to ensure that the Code is put in prac-
tice every day by every employee as part of the company’s 
strong tradition of corporate social responsibility that dates 
back more than a century.
http://www.ab-inbev.com

Carlsberg Denmark
	 “Marketing	Communications	Policy”

	 2009-ongoing	·	WHO	Target	Area	6
A marketing communication policy which sets out the 
standards for all points of contact with consumers in all 
media formats, including sponsorship and social media. It 
stipulates, among other things, that marketing activities must 
be strictly targeted at adults and should never associate 
consumption of alcohol with potentially hazardous activities 
or inappropriate situations. Joint ventures and business part-
ners are strongly encouraged to adopt and implement this 
policy. The marketing communication policy addresses four 
key areas: Social responsibility and moderate consumption; 
Health and safety; Children and young people; and The effects 
of alcohol.
http://www.carlsberggroup.com/csr/ReportingonProgress/Documents/

Carlsberg_Policy_MC_group.pdf

Diageo
	 “Digital	Code	of	Practice”

	 2007-ongoing	·	WHO	Target	Area	6
A code which provides more detailed guidance on responsible 
marketing in the digital space than the Diageo Marketing 
Code. It reflects industry voluntary and self-regulatory codes 
and applicable laws and regulations, and sets the standard 
of practice for all digital marketing activities of the company 
around the world. It provides detailed guidelines to ensure 
all digital advertising and marketing activity maximises the 
opportunities these new channels present within the Code 
principles and governs three key considerations across all 

	 “Self-Regulation	Road	Map	for	Europe”
	 2007-completed	2008	·	WHO	Target	Area	6

Adopted by The Brewers of Europe General Assembly, this 
roadmap set out the actions planned until spring 2008. This 
ensured that, by then, the European brewing sector had 
established robust, transparent and accountable national self-
regulatory systems across Europe.

	 “Responsible	Commercial	Communications:	Guideli-
nes	for	the	Brewing	Industry”

	 2003-ongoing	·	WHO	Target	Area	6
Guidelines which provide practical advice to help brewing 
companies and brewing trade-associations ensure that com-
mercial communications for beer are effectively self-regula-
ted. They are not intended to replace existing national codes, 
but rather to provide a common basis for incorporation into 
codes and to fill gaps where necessary. They were adopted 
unanimously by the Members of The Brewers of Europe and 
have also been used as a template for codes developed by 
non-members. An internal tool, a “Manual to Accompany the 
Guidelines for Commercial Communications for Beer” was 
published in 2004. This was designed to facilitate understan-
ding of the Guidelines, e.g. by giving examples of non-com-
pliant advertisements, presenting effective tools and raising 
questions that should be raised before launching a commu-
nication. It was launched at the 2nd self-regulation workshop. 
Self-regulatory systems have continued to improve, as 
demonstrated by the 2nd Canadean Report and independent 
analyses of self-regulation in Europe.
http://www.brewersofeurope.org/docs/publications/guidelines.pdf

Global 

AB INBEV - Anheuser-Busch InBev 
	 “Global	Commerical	Communications	Code”	 17

	 2010-ongoing	·	WHO	Target	Area	6
Mandatory guidelines related to all beer-branded advertising, 
marketing, promotion and communications efforts for all 

digital channels - content, placement and permission mar-
keting. The guidelines are updated on a regular basis to take 
into account the rapidly evolving nature of digital media. Key 
components of the Code include guidelines addressing age 
affirmation tools on Diageo-owned digital assets, age-appro-
priate content placement on 3rd party sites, user-generated 
content moderation and consumer privacy. For 
example, placement guidelines require content to appear 
only where at least 70% of users can reasonably be expected 
to be above the legal purchase age. In 2010, more specific 
social media guidelines advising on appropriate consumer 
engagement techniques on social networks and other digital 

17
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on earlier versions. In 2010, refresher training for marketing 
and innovation personnel was organised in all regions. The 
company is committed to applying the same internal self-
regulatory rigour to new media and apply the Diageo Digital 
Code (DDC) to this dynamic and rapidly changing multi-
channel environment.
http://ccreport2010.diageoreports.com/alcohol-in-society/responsible-

marketing-and-consumer-information.aspx

http://www.drinkiq.com/en-GB/Pages/dhttp://www.drinkiq.com/

en-US/Documents/Diageo%20Marketing%20Code-US%20edn%20

%28Jul%202009%29.pdf

HEINEKEN
	 “HEINEKEN’s	Alcohol	Policy	Statement	(HAPS)”

	 1996	(Regularly	updated)-ongoing	·	WHO	Target	
Areas	1	and	6
A policy that sets the standards and parameters for opinions 
and actions on all alcohol-related issues. HAPS is used by all 
affiliated HEINEKEN companies to formulate local policies. 
It is regularly updated and the latest version contains eight 
ruling principles – all promoting responsible consumption of 
alcohol amongst beer drinkers: 
1.  Responsible consumption of beer can be consistent with 

the maintenance of a balanced and positive lifestyle for 
adults who choose to drink. 

2.  The informed individual is responsible for his/her own 
behaviour. 

3.  HEINEKEN is committed to raising the awareness regar-
ding responsible consumption. 

4.  HEINEKEN demands responsible behaviour of all employ-
ees around the world. 

5.  HEINEKEN companies ensure that their commercial 
activities meet legal requirements and do not encourage 
irresponsible consumption. 

6.  HEINEKEN wants to help prevent misuse and abuse 
through dialogue and action. 

platforms were developed.  They stress the importance of 
exercising common sense and maintaining transparency when 
promoting the brands on social networking sites.
http://www.drinkiq.com/en-row/Documents/Diageo Digital 05.pdf

	 “Diageo	Marketing	Code”
	 1999	(Updated	in	2003	and	2009)-ongoing	·	WHO	

Target	Area	6
A code which sets the minimum standards of practice for 
all Diageo marketing activities around the world. It applies, 
in addition to regulations and industry codes. Originally 
developed to give guidance to all those involved in marke-
ting its brands. it was updated in 2003 following extensive 
review to give brand teams clear guidance. It is backed up by 
a compliance code. It governs every element of the research, 
development and marketing of brands and is firmly embed-
ded within research, innovation and marketing functions in 
all markets. An ongoing program of awareness and training 
maintains and embeds responsible practices across the com-
pany worldwide. The Code requires that marketing (including 
advertising, promotions, sponsorships, innovation, PR, digital, 
etc.) does not: target or primarily appeal to those under the 
legal purchase age for alcohol (LPA) or 18, whichever is hi-
gher - in content or placement; present abstinence negatively; 
depict or condone excessive or irresponsible consumption; 
cause offence or suggest association with violent, anti-social 
or illegal activities; place undue emphasis on high alcohol 
content; imply that alcohol may be medicinal or a health 
product; depict activities or locations where drinking would 
be unsafe or unwise, such as driving or operating machinery; 
or suggest that alcohol enhances sexual attractiveness or is 
necessary for social or sexual success. In 2005, an online tool 
SmartApprove was piloted to facilitate the sign-off and com-
pliance for all marketing initiatives,  In 2007, an enhanced 
version was rolled out across 35 markets and by 2009, it was 
fully implemented. In 2009, the Code was revised building 

7.  Implementation of the HEINEKEN Alcohol Policy is manda-
tory. 

8.  HEINEKEN will report on its actions related to the HEINE-
KEN Alcohol Policy.

http://www.heineken.com/gb/ehr/our-approach.aspx

	 “Global	Rules	on	Responsible	Commercial	Communi-
cation”

	 1960-ongoing	·	WHO	Target	Area	6
Rules for responsible commercial communication were first 
created in the 1960s, but have been updated and amended 
many times since. In the last years understanding of, and 
compliance with, the Rules have been strengthened in all 
parts of the company via presentations to management 
teams, through workshops for the marketing and sales disci-
pline and by the development and use of an online training 
tool to train and test people who are part of, or related to, 
the commercial area on their knowledge and understanding 
of the rules. The Code sets the minimum standard Heineken 
applies wherever they do business. If local rules are less strict 
than the Code, then the Code prevails. If local rules are more 
exacting, then these apply. In many cases, the company Code 
goes beyond existing legal frameworks. It plays a fundamen-
tal role in ensuring that all commercial communications un-
dertaken by any HEINEKEN owned company are responsible 
and directed only to those of legal drinking age, regardless 
of the country in which they take place. Key points are: at 
least 70% of the audience must be over the legal drinking/
purchasing age; only people who are at least 25 years old 
and act and appear their age can be featured; and there is no 
suggestion that alcohol is the key to social or sexual success.
Throughout 2010, approximately 900 employees in marketing 
and sales used the online learning tool designed to help them 
understand and implement Heineken’s rules on responsible 
commercial communication.
http://www.sabmiller.com/index.asp?pageid=335
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	 “Sales	and	Marketing	Compliance	Committee	
(SMCC)”

	 2008-ongoing	·	WHO	Target	Areas	1	and	6
The company’s Policy on Commercial Communication provi-
des consistent minimum standards for compliance with the 
Code of Commercial Communication. This policy rules that 
all SABMiller Group companies must have an internal Sales 
and Marketing Compliance Committee which is charged with 
ensuring that all commercial communication complies with 
the Code. It must provide internal and external marketing 
and sales personnel with a copy of the Code and oversee and 
ensure implementation of annual training related to the Code.
http://www.sabmiller.com/index.asp?pageid=335

	 “Code	of	Commercial	Conduct”	 20

	 2004-ongoing	·	WHO	Target	Areas	1,	5	and	6
Although alcohol advertising is among the most widely regu-
lated advertising in the world, the company recognises that 
being a responsible alcohol advertiser often requires going 
beyond legal compliance. In addition to compliance with local 
laws and regulations, the company requires all SABMiller 
Group companies to adhere to its “Policy on Commercial 
Communication”, which establishes consistent standards for 
the marketing of its brands worldwide. They further encourage 
the adoption of and adherence to brewer and other relevant 
self-regulatory codes in local markets where they do business 
to ensure that their advertising respects local cultural values. 
As well as alcohol beverages the Code covers non-alcohol 
beverages having the same brand name as that of an alcohol 
beverage but no other non-alcohol brands. Sales and mar-
keting personnel are essential to help protect the company’s 
licence to trade, which includes the marketing and promotion 
of all alcohol brands. Every one of them is expected to know 
and follow the various policies (Policy on Commercial Com-
munication, Market Research Policy) and local procedures.
http://www.sabmiller.com/index.asp?pageid=335

SABMiller
	 “Product	Portfolio	Policy”	 18

	 2011-ongoing	·	WHO	Target	Areas	1	and	6
A Policy that provides group-wide requirements for producing 
or acquiring new brands, as well as principles for evaluating 
the appropriateness of products within the current portfolio. It 
is part of SABMiller’s vision to be the most admired company 
in the beer industry which recognises the key role of alcohol 
responsibility as a driver behind company reputation. It ad-
dresses the following business scenarios: Evaluating the cur-
rent product portfolio; Developing the new product pipeline; 
and Exploring the acquisition pipeline.

	 “Alcohol,	Behaviour	and	Communication	Program	
(AB&C)”	 19

	 2008-ongoing	·	WHO	Target	Areas	1,	5	and	6
A foundation training module intended to educate all employ-
ees at all levels in the organisation on the SABMiller Alcohol 
principles, policies and positions. It is a two-hour, interactive 
session and is part of a suite of core alcohol education 
programs which have been developed to facilitate consistency 
of practice in all areas of alcohol responsibility. The program 
is available in a face to face version and an e-learning course.  
After completing it participants are able to: Describe the 
SABMiller six core alcohol principles; Explain why these are 
important in today’s world; Understand how these principles 
should be applied in everyday situations; and Plan to apply 
the alcohol principles and policies within the context of their 
daily life. In 2012, a refresher training program was introdu-
ced for all staff and contractors employed across all SABMiller 
businesses who have already attended the AB&C training. It 
covers responsible alcohol behaviour with particular focus on 
the SABMiller alcohol principles and policies.
Up to the beginning of 2012 more than 56,000 emplyees 
had participated in the AB&C program worldwide. Within the 
first 3 months of the introduction of the refresher training 
program more than 2,000 employees participated in Europe 
and in South Africa.

18

19

20
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Belgium�

HEINEKEN Alken-Maes
	 “Cool@Work	Training	Program“

	 2011-completed	2011	·	WHO	Target	Areas	1	and	8
A training program for both blue and white collar workers 
developed as part of the HEINEKEN Cool@Work policy. Trai-
ning sessions, which included information about responsible 
consumption, were organised throughout the year, in order to 
allow all employees to participate to one of the sessions.

Brazil�

AB INBEV - American Beverage Company – 
Ambev

	 “Gente	Do	Bem”	(“People	Who	Care”)
	 2006-ongoing	·	WHO	Target	Area	1

An annual open day for every AmBev unit in Brazil to discuss 
responsible consumption of alcohol. These events aim to en-
gage employees and local communities in social-responsibility 
issues. In the first year, about 45,000 people participated and 

Workplace 

Included	in	this	section	are	examples	of	programmes	designed	to	help	companies	educate	their	workforce	
about	responsible	consumption	and	identify	and	help	employees	with	an	alcohol	problem.	Most	brewing	
companies	have	had	policies	on	alcohol	in	the	workplace	for	many	years.

Austria�

HEINEKEN Brau Union Österreich
	 “Company	Alcohol	Policy“

	 2007-ongoing	·	WHO	Target	Areas	1	and	4
The company operates the HEINEKEN Cool@Work program 
in the following way: publishing information articles for 
employees in the company magazine “Prost”; providing help 
and information for employees via ”HeiPort” (the intranet 
for internal communication among the Group’s employees); 
including responsible consumption in internal communica-
tion activity, e.g. newcomer events, teambuilding talks, etc.; 
training executives; implementing guidelines for the correct 
handling of employees affected by alcohol misuse and opera-
ting strict compliance with drink drive laws.

	 “Coaching	on	Alcohol	in	the	Workplace	for	
Managers“

	 2011-completed	2011	·	WHO	Target	Areas	1	and	8
A special training course on “Alcohol in the Workplace” for 
forty managers from the logistics, technical and catering 
divisions was organised by the Anton Proksch Institute. They 

learned how to recognise the early signs of alcohol abuse 
and how to discuss the subject with affected employees. The 
intention was to be able to offer help to employees with an 
alcohol problem at the earliest stage possible. The co-operati-
on will be continued in the next few years.
http://www.api.or.at/typo3/index.php

Belarus�

HEINEKEN Belarus
	 “Alcohol	Policy	for	Employees“

	 2010-ongoing	·	WHO	Target	Area	1
An alcohol policy for employees with the aim of encouraging 
all employees to be ambassadors for responsible consump-
tion. It includes the organisation of an induction program 
for all new employees and articles in an internal paper, for 
example: “Responsible attitude to alcohol consumption 
begins with ourselves” (Jan-Feb 2011); “What does Alcohol 
policy mean for you?” (March 2011); and “Factors that 
influence and determine alcohol consumption” (based on 
information from ICAP, Sept. 2011).
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pliance, evaluate program performance and identify where 
further improvements can be made.
The study revealed that the working conditions of promo-
ters have improved over the past two years. The biggest 
improvements were in the reduced number of reported sexual 
harassment incidences and beer brand promoters who sit and 
drink with customers during work hours. In addition, 98% of 
all BSIC beer brand promoters were either satisfied or very 
happy with their current work environment.
http://www.apb.com.sg

Chile�

Compañía Cervecerias Unidas S.A. (CCU)
	 “Responsible	Alcohol	Consumption	in	the	Workplace”

	 2004-ongoing	·	WHO	Target	Area	1
In addition to external initiatives, CCU promotes this res-
ponsible consumption internally for its employees through a 
special e-learning program, based on “Educating within the 
Family”. From 2004 until 2006, all CCU employees have been 
tested on this program.

China/Taiwan�Region� �

HEINEKEN Taiwan
	 “Cool@Work“	 2

	 2008-ongoing	·	WHO	Target	Area	1
Implementation of a global HEINEKEN campaign to raise 
awareness about responsible consumption and its relevance 
to the workplace. In 2008, the Cool@Work principles were 
introduced to all employees in several workshops, including 
video material and translated brochures. Role-play was 
used to engage people. The program was led by the general 
manager. In 2010, Cool@Work refreshment sessions were 
implemented. Employees were teamed up into several groups, 
each group presenting a body gesture with explanation on 
how it was relevant to the Cool@Work concept.

watched the “How to talk to your children about the use of 
alcohol” video, developed by AmBev’s “Center for Informa-
tion on Health and Alcohol”.

Bulgaria�

Union of Brewers in Bulgaria (UBB)
	 “Rules	for	Breweries”

	 2005-ongoing	·	WHO	Target	Area	1
Alcohol consumption is prohibited during working time in 
breweries in Bulgaria. This forms a special provision written 
in “The Branch Labour Contract”, which is signed at national 
level with the trade unions and spread to all beer and malt 
producers in the country. All UBB members do “dragger’s 
tests” (Breathalysers) at workplaces to check that the alcohol 
prohibition during working time is fully respected.

Cambodia�

Cambodia Brewery Limited (CBL)
	 “White	Ribbon”	 1

	 2008-ongoing	·	WHO	Target	Area	1
A campaign against violence towards women with the 
aim of creating a safe working environment for beer brand 
promoters. It was undertaken with the Royal Government 
of Cambodia and NGOs. The goal of the campaign is to 
empower female beer brand promoters with tactics to fend 
off persistent customers who pressurise them into drinking 
while working. Under this program, beer brand promoters 
are equipped with an official card that reads, “Drinking on 
the job leads to termination” which they wear on a lanyard 
while on duty. When faced with difficult customers, the brand 
promoters are able to show customers the card indicating 
that they are officially not allowed to accompany patrons and 
consume alcohol while working. As part of the company’s 
on-going effort to improve working conditions of brand beer 
promoters, it participated in the commissioning of a survey by 
the Beer Selling Industry of Cambodia (BSIC) to monitor com-

1

2

Croatia/Hrvatska�

HEINEKEN Karlovacka pivovara
	 “Alcohol	Policy	for	Employees“

	 2006-ongoing	·	WHO	Target	Areas	1	and	8
An alcohol policy for employees to educate and raise 
awareness internally about the dangers of alcohol abuse. It 
complies with all elements stated in the HEINEKEN Cool@
Work policy. In 2006, an alcohol policy booklet was produced 
and distributed to all brewery employees. Since then it has 
been given to all new staff. In accordance with rules and 
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commitment of the company regarding non-sale to minors, 
responsible consumption, and drinking and driving.
http://www.cnd.com.do

France�

Entreprise & Prévention (E&P)
	 “Managing	the	Risk	of	Alcohol	at	Work”	 4

	 2007-ongoing	·	WHO	Target	Areas	1	and	8
An interactive CD-ROM which proposes a method of deve-
loping alcohol policy guidelines in the workplace. It explains 
and illustrates the three pillars of a successful approach to 
alcohol at the workplace: legislation, prevention and as-
sistance. It offers advice on the creation or evaluation of a 
company code, testimonials, questionnaires, practical tools 
and updated information on case law. It was publicised by 
e-mail in December 2007 to 8,000 human resource managers 
of medium and large companies and can be ordered, free of 
charge, on the E&P website.
By December 2008 about 1,500 CD-ROMs had been distri-
buted.
http://www.preventionalcool.com/

HEINEKEN France
	 “Implementation	of	Cool@Work“	 5

	 2009-ongoing	·	WHO	Target	Area	1
A dedicated task group created to manage local implemen-
tation of the HEINEKEN “Cool@Work” program to promote 
responsible consumption in the workplace. It includes training 
for managers and awareness sessions for other employees 
using dedicated tools and is linked with the “Brewing A Bet-
ter Future” program.

regulations on the availability of alcohol drinks in the work-
place, the company pursues a zero tolerance policy regarding 
the consumption of alcohol in the workplace. In 2010/2011, 
training for sales representatives and drivers (a high risk 
group) was also implemented.

Congo,�Republic�of�

HEINEKEN BRASCO
	 “Alcohol	Policy	Training“	 3

	 2011-ongoing	·	WHO	Target	Areas	6	and	8
Training sessions to teach new recruits about the HEINEKEN 
Cool@Work project and warn them against the danger of 
alcohol abuse at work and for health. The Doctor in Chief 
from the Medical Social Centre and the Corporate Social 
Responsibility Manager undertake the sessions on both the 
Brazzaville and Pointe-Noire sites. The information provided 
includes responsible consumption and the company alcohol 
policy, in particular the rules of commercial communication 
and information about support for employees with alcohol 
abuse problems. Participants identified as being at risk of 
developing alcohol problems because of their job activities or 
characteristics have to participate in an additional one hour 
training session. In June 2011 a brochure on company alcohol 
policy was distributed to every employee in the BRASCO sites 
at Brazzaville and Pointe-Noire. The text includes elements 
from the HEINEKEN Cool@work program (rules of commer-
cial communication, and program support for agents with 
alcohol abuse problems), and BRASCO internal Rules.

Dominican�Republic�

Cervecería Nacional Dominicana (CND)
	 “Speeches	and	Presentations	in	the	Framework	of	

Retail	Convention”
	 2005-ongoing	·	WHO	Target	Areas	4	and	6

A convention hosted every year by the Dominican National 
Brewery for its sales team and executives. It reinforces the 

3

4

Germany�

DIFA FORUM e.V.
	 “Alkohol	am	Arbeitsplatz:	Wie	sag´	ich	es	Meinem	

Kollegen“	(“Alcohol	in	the	Workplace:	What	do	I	say	
to	my	Colleague“)

	 2000-completed	2004	·	WHO	Target	Area	8
A leaflet describing how to detect alcohol dependence and 
giving details of appropriate agencies in Germany.

5
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	 “Training	for	Employees”
	 2007-ongoing	·	WHO	Target	Areas	1	and	6

Special legal training for employees to keep them up-to-date 
regarding all changes in law and ensure that they can ef-
fectively follow them. It covered labour law, competition law, 
and commercial law. Training is also organised regularly for 
the employees of the marketing and sales departments. This 
concerns, in particular, the legal rules of advertising alcohol 
beverages. There are also internal workshops and training on 
advertising alcohol beverages for managers. These are led by 
the chairman of the Hungarian Self-regulatory Body.

Brau Union Hungária Sorgyárak Nyrt.
	 “Special	Study	Programs”

	 1995-completed	2010	·	WHO	Target	Area	8
Coaching DVDs and special training for employees identified 
as “at risk”. The program is aimed at helping them to ma-
nage the problems that occur in their everyday lives.

SABMiller Subsidiary – Dreher Breweries
	 “Alcohol	Manifesto	and	Employee	Alcohol	Policy”

	 2006-ongoing	·	WHO	Target	Areas	6	and	8
A policy which is embedded into the daily operation of the 
company. It sets out the company’s beliefs about alcohol, 
together with SABMiller’s alcohol objectives and policy, 
including the SABMiller Code of Commercial Communication 
that promotes responsibility in commercial communication. 
The company accepts the need for a well-defined, credible 
and efficient self-regulatory system for the sake of sustainable 
growth.
http://www.sabmiller.com/index.asp?pageid=132

Greece�

HEINEKEN Athenian Brewery
	 “The	Decalogue	of	Responsible	Consumption“	 6

	 2010-completed	2010	·	WHO	Target	Area	8
A program that combined information and training sessions 
to encourage employees to set an example on responsible 
consumption. It was run in co-operation with “Nifalii-stin Igia 
mas”, who were responsible for the content of a leaflet which 
was distributed to all staff (approximately 1,200 employees). 
This was based on ten rules - the Decalogue of Responsible 
Alcohol Consumption. Staff were also given a set of magnets 
to remind them of the rules.
This initiative identified that there are very few “high risk” 
groups amongst the employees and zero incidents from mis-
behaviour due to alcohol misuse in the working environment.

Hungary�

Borsodi Brewery (Molson Coors Central 
Europe)

	 “Beer	Academy”
	 2004-ongoing	·	WHO	Target	Area	8

Special training material, including the history of beer, beer 
styles, the brands of the company, a review of the market, 
responsible consumption and the process of serving beer. 
The participants are business partners, journalists and new 
colleagues.

	 “Safety	Day”
	 2007-ongoing	·	WHO	Target	Area	1

An annual day, organised during the first quarter of the year, 
which is devoted to workshops and practical exercises in 
technical places for the employees. It aims to ensure their 
safety. ”Safety Day” T-shirts are given to the participants. 
About 85% of the company’s employees take part regularly 
and receive useful tips and information.

6

Ireland�

HEINEKEN Ireland
	 “Alcohol	Policy“

	 2005-ongoing	·	WHO	Target	Areas	1	and	8
An in-house employee alcohol policy to promote responsible 
drinking. Its core is the HEINEKEN Cool@Work program 
which provides Heineken employees worldwide with an 
understanding of their responsibilities in relation to their 
beers. In 2010, an “Addiction in the Workplace” seminar was 
conducted for line managers and in-house bar staff attended 
a “Responsible Alcohol Serving Program”.

Italy�

Associazione Degli Industriali Della Birra E 
Del Malto (Assobirra)

	 “Communication	With	Members”
	 1975-ongoing	·	WHO	Target	Area	1

The National Food Labour contract prohibits alcohol con-
sumption during working hours. This initiative of the Trade 
Unions and the Food Industry is communicated to members.
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mote responsible drinking in line with its identity statement 
of being “focused on people, nature, and craftsmanship to 
redefine the joy of food and health”. The Action Guidelines 
include: 1. In the belief that responsible drinking has merits 
and facilitates communication among people, the company 
educates the public on sensible drinking; 2. Acknowledging 
that alcohol beverages have an intoxicating effect on people 
and that excessive drinking may lead to alcohol dependency, 
they strive to prevent such problems by conducting public 
awareness campaigns on the potential problems that the 
harmful use of alcohol may cause (Preventing underage drin-
king, Preventing driving while intoxicated, Preventing reckless 
drinking, and Discouraging pregnant women from drinking); 
3. They strictly adhere to laws and regulations, voluntary 
industry standards, and their own voluntary standards in 
conducting business. They promote responsible drinking and 
prevent high-risk drinking; 4. They support public campaigns 
and grassroots activities to prevent the harmful use of 
alcohol; 5. They conduct a month long responsible-drinking 
drive in which all employees are encouraged to participate in 
a training session or a self-development program.
http://www.kirinholdings.co.jp/english/csr/health/alcohl.html

	 “Compliance	Guidelines”
	 2004-ongoing	·	WHO	Target	Areas	1	and	4

Guidelines delivered to all Group employees, together 
with the code of conduct to ensure compliance. One of the 
most important issues that the code covers is the harmful 
consumption of alcohol, such as drinking and driving and 
excessive drinking.

	 “Hints	on	Drinking	Alcohol	Beverages”
	 2004-ongoing	·	WHO	Target	Area	8

Study materials for employees that provide guidance 
regarding the employee rules. Brewer employees have many 
“MUST” and “MUST-nots” to be observed.

HEINEKEN Italia
	 “Nel	Dubbio...Pensaci”	(“In	doubt...Think	About	It”)

	 2005-ongoing	·	WHO	Target	Area	8
A folder for sales employees with simple guidelines for 
responsible consumption and attitude towards or dealings 
with customers.

Japan�

Asahi Breweries Ltd
	 “Group	Basic	Philosophy	for	the	Promotion	of	Mode-

rate	and	Responsible	Drinking”
	 2004-ongoing	·	WHO	Target	Areas	4	and	8

A policy distributed in booklets and on pocket-cards to all 
Group employees. It includes a commitment to:
– disseminate information about moderate and responsible 

drinking; 
– comply with related laws and regulations and voluntary 

standards; 
– take steps to prevent problems associated with improper 

drinking habits such as drinking and driving, underage 
drinking, drinking during pregnancy or while breastfeeding, 
and binge drinking; 

– drive medical research on the relationship between alcohol 
and health; 

– and provide training and education for employees.
http:// http://www.asahibeer.co.jp/csr/digest/pdf/summary11_e_all.

pdf

KIRIN Brewery
	 “Basic	Policy	for	Alcohol-Related	Problems”

	 2004-ongoing	·	WHO	Target	Areas	4	and	8
A Group policy for the prevention of problems relating to 
alcohol and for education about responsible drinking. The 
Basic Policy states that the Group strives to prevent high-risk 
drinking that may result in a variety of problems and to pro-

	 “Training	on	Promoting	Responsible	Drinking“
	 2002-ongoing	·	WHO	Target	Area	8

All employees of Kirin Group companies in Japan attend 
training sessions on responsible drinking during the respon-
sible drinking campaign that is held for the entire month of 
April. Designated staffers in charge of promoting responsible 
drinking provide on-site training for employees-to-be, new 
employees, and new executives during training sessions.

Sapporo Breweries
	 “Employee	Alcohol	Testing“

	 2006-ongoing	·	WHO	Target	Area	4
Breathalysers are issued to employees who drive cars during/
after working hours (sales force, truck drivers, beer tasters, 
etc.), with instructions to test their breath to prevent drinking 
and driving. Truck drivers are required to pass the detection 
test before they are authorised to make deliveries.

	 “Principals	and	Guidelines	on	Appropriate	Alcohol	
Drinking”

	 2006-ongoing	·	WHO	Target	Area	1
Principles and guidelines for employees enacted following the 
corporate constitution of the parent company. They include 
the need for social responsibility when selling and advertising 
alcohol drinks. Booklets explaining the principles and respon-
sible alcohol consumption are distributed to all employees. 
Annual e-learning about appropriate drinking reinforces this 
information and helps them to recognize the principles.

Kenya�

East African Breweries Limited (EABL)
	 “Employee	Alcohol	Policy“

	 2007-ongoing	·	WHO	Target	Areas	4	and	8
A policy, which ensures that all staff know and understand 
appropriate drinking behaviour. It covers important topics 
like drinking and driving, alcohol and the work place and 
problem drinking. All employees are expected to demon-
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for the company all employees are expected to demonstrate 
a responsible attitude to drinking both in and out of the 
workplace. All employees are required to sign that they have 
reviewed and understand the policy In 2011, at Christmas, 
employees were sent an email reminder of the importance 
of observing the policy and this was backed up with posters, 
coasters and leaflets in the offices that reinforced the theme 
of enjoying the holiday season responsibly.
http://www.guinness-nigeria.com/Corporate/Corporate.

aspx?pageid=27

Portugal�

HEINEKEN Sociedade Central de Cervejas e 
Bebidas

	 “Conversas	em	Família“	(“Family	Conversations“)
	 2011-completed	2011	·	WHO	Target	Areas	2	and	8

A series of presentations about responsible alcohol con-
sumption for all employees and their families. This action 
was developed in partnership with EPIS - Empresários pela 
Inclusão Social (an association supported by the Portuguese 
President), and the presentation was given by Professor Car-
los Fernandes da Silva (with a Degree and PhD in Psychology) 
from the EPIS Scientific Board. It took place at the auditorium 
of the Vialonga Brewery in three sessions in order to cover 
all the workers’ shifts. The ultimate aim of this action was to 
raise awareness about responsible consumption, explain all 
the issues related to this subject and provide employees with 
the necessary tools to be able to talk about it within their 
family circles. The presentations were part of the “Brewing 
a Better Future” program, which engages employees about 
responsible consumption.”
400 people attended the presentations. 114 answered a 
questionnaire evaluating this initiative recording 4.3 global 
satisfaction out of a maximum of 5.

strate a responsible attitude to drinking. It was prepared 
after consultation with the Ministries of Trade and Industry 
and Information and Communication and National Alcoholic 
Beverage Association of Kenya (NABAK).
http://www.eabl.com/

New�Zealand�

DB Breweries Ltd
	 “Staff	Induction	Program”

	 2001-ongoing	·	WHO	Target	Area	1
 The induction program incorporates guidelines relating to 

drinking responsibly in the workplace and includes clear rules 
on the responsible use of the staff’s bar and the consequen-
ces of excessive drinking.

	 “Staff	Education	Program”
	 1997-ongoing	·	WHO	Target	Areas	1	and	4

A video to assist sales representatives on how to decline 
drinks whilst at work and when visiting customers.

Lion
	 “The	Smart	Night-Out	Program”

	 2007-completed	2009	·	WHO	Target	Area	8
A program to raise awareness about responsible consumption 
of beer among new staff.

Nigeria�

Guinness Nigeria
	 “Employee	Alcohol	Policy“

	 2000-ongoing	·	WHO	Target	Area	1
An internal alcohol policy, which sets out the standards of 
behaviour expected, to guide employees on responsible drin-
king and use of the bars within the premises. As ambassadors 

Russia�

Ochakovo Moscow Brewery
	 “Staff	Training	Centre	(Corporate	University)	Under	

the	HR	Division”
	 2003-completed	2008	·	WHO	Target	Area	1

Employee induction and training programs, extension courses, 
master-classes and seminars were encouraged for new 
members of staff and provided career development. Tuition 
was shared between the training centre and specialists 
from other institutions. The training centre conducted the 
joint educational programs in conjunction with The Munich 
Brewing Academy, Doemens, Siemens, Festo, Mannesmann 
Demag Plastservice training centres, Consultancy group 
“CAT”, KRC Training Centre, Ivanova&Lebedeva, as well as 
with the main departments of the Moscow State University of 
Food Production.

Slovakia�

SABMiller Subsidiary - Pivovary Topvar
	 “Alcohol	Manifesto”

	 2006-ongoing	·	WHO	Target	Area	1
The rules of conduct of the company as a responsible pro-
ducer of alcohol drinks are communicated to each employee 
as part of special training covering brewing, the company 
and the SABMiller Code of Commercial Communications. 
The Manifesto is also distributed to chosen external business 
partners.

South�Africa�

SABMiller Subsidiary - SAB Ltd
	 “Picture-Based	Interactive	Tool”

	 2006-ongoing	·	WHO	Target	Area	1
A tool developed for employees to ensure awareness of the 
provisions and requirements in the employee alcohol policy. 
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United�Kingdom�

HEINEKEN UK
	 “Employee	Alcohol	Policy”

	 1976-ongoing	·	WHO	Target	Areas	1	and	8
The company (as Scottish & Newcastle) was one of the first 
brewers to introduce a policy on alcohol for employees, setting 
out guidelines for both employees and managers on how to 
help employees who have a problem with alcohol. In 2010, 
HEINEKEN in the UK updated and re-launched the company’s 
Alcohol Policy. Cool@Work, a workplace alcohol information 
and prevention program, was introduced as part of the roll out 
of the updated Policy. It aims to improve safety and health at 
work, ensure responsible alcohol consumption and create awa-
reness, commitment and ambassadorship among employees. 

Molson Coors UK
	 “Alcohol	Policy”

	 2003-ongoing	·	WHO	Target	Area	8
A policy which sets clear boundaries on the misuse of alcohol 
for employees of the company. It expects all employees to be 
responsible, but recognises that the misuse of alcohol can be 
a medical problem. The way in which problems are dealt with, 
once identified, is clearly laid down and includes the provision 
of medical support. This policy adheres to the “Global Molson 
Coors Policy” which came into effect in 2005 and is applica-
ble to all employees.

USA�

HEINEKEN USA
	 “Living	the	Alcohol	Policy”

	 2005-completed	2009	·	WHO	Target	Areas	1	and	4
A 45-minute program adapted from its corporate “Living the 
Alcohol Policy” education initiative. The program was created 
to advise sales personnel on how to address alcohol in the 
workplace, whether at events and/or during sales calls to 
licensees. The interactive program offers candid advice for 

The pictures are accompanied by multiple-choice questions 
that test the users comprehension of the material.

Spain�

HEINEKEN España
	 “Responsible	Consumption	and	Employees“

	 2011-ongoing	·	WHO	Target	Areas	1	and	4
Binding alcohol regulations are vigorously promoted amongst 
employees in support of the company’s responsible consump-
tion culture. In addition, a safe driving online course provided 
by the company is highly recommended and promoted to all 
employees, especially to those who drive a car or lorry daily 
in their positions. All employees with responsibilities that 
affect commercial communications, also have to complete a 
compulsory online course on responsible consumption and 
alcohol regulation every year. 

Sweden�

Carlsberg Sverige
	 “Alcohol	Lock	System”

	 2006-ongoing	·	WHO	Target	Area	4
Alcolocks, which prevent a vehicle from starting if the driver is 
over the BAC limit, are fitted into all the company’s trucks.
 

Tanzania�

Serengeti Breweries Limited (EABL)
	 “Employee	Alcohol	Policy”

	 2008-ongoing	·	WHO	Target	Areas	1	and	4
An alcohol policy, which ensures that all staff know and un-
derstand appropriate drinking behaviour. The policy addresses 
important issues such as drinking and driving, alcohol in the 
work place and problem drinking. All employees are expected 
to demonstrate a responsible attitude to drinking.

addressing common but tough issues faced by those working 
in the alcohol industry. The program format is concise and 
easily accessible to HEINEKEN USA employees, all of whom 
are required to complete the course and pass a related test. 
While “Living the Alcohol Policy” principles continue, the 
online program support was moved to the TIPS program for 
all employees.

MillerCoors - A joint venture of SABMiller 
and Molson Coors

	 “Alcohol	Behaviour	and	Communication	Training“
	 2010-ongoing	·	WHO	Target	Areas	1	and	8

An internal training program for corporate employees and 
distributor employees. The program develops skills for 
employees to consume responsibly and become ambassadors 
for the company regarding its positions and practices for the 
responsible consumption of its products.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

EmployeeAlcoholPolicy.aspx

	 “Employee	Alcohol	Policy”
	 2008-ongoing	·	WHO	Target	Area	1

Rules designed to establish uniform standards for the respon-
sible consumption of alcohol during events at work, while at 
company facilities and outside the workplace that uphold the 
company’s reputation, provide a safe workplace for employ-
ees and comply with applicable laws.
http://www.greatbeergreatresponsibility.com/AlcoholResponsibility/

EmployeeAlcoholPolicy.aspx

	 “Outside	the	Company,	You	Are	the	Company”
	 2005-completed	2008	·	WHO	Target	Areas	4	and	8

An internal campaign which promoted responsibility towards 
alcohol among employees, such as: never providing alcohol 
to anyone under the age of 21; using or being a designated-
driver; and sharing educational guides with fellow parents, 
family and friends.
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health at work, ensure responsible alcohol consumption and 
create awareness, commitment and ambassadorship among 
employees. Implementing a fully compliant Cool@Work 
program is a company rule. Operating Companies (OpCos) 
Managing Directors must confirm annual compliance. 
Employees are divided into three groups: Green, the majority 
who consume alcohol in moderation and are responsible 
drinkers; Amber, those at risk of developing alcohol problems 
because of their job activities or individual characteristics e.g. 
sales team and drivers; Red, individuals showing performance 
or health problems because of their alcohol consumption. The 
actions required for the Green group include OpCo workplace 
alcohol policy and internal communication through letters, 
information booklets, internal magazine articles, intranet and 
employee induction. For the Amber Group a targeted com-
munication must be implemented. In order to help the Red 
group, it is necessary to ensure alcohol support and counsel-
ling services are available locally, and guidance for managers 
about identifying and supporting Red group employees is 
provided.
The program is constantly monitored and evaluated based on 
review reports and feedback from employees.

SABMiller
	 “Alcohol	Intelligence	Quotient	(AIQ)“	 8

	 2008-ongoing	·	WHO	Target	Areas	1,	5	and	6
A training program for all SABMiller employees in the 
marketing, trade marketing, sales, legal and corporate affairs 
functions. Its goal is to enable them to apply the SABMiller 
alcohol principles, policies and positions, in their day-to-day 
decision making, in a consistent, responsible way across the 
group. It is one of a suite of core alcohol education programs 
which have been developed to facilitate consistency of 
practice in all areas of alcohol responsibility and is part of 
SABMiller’s vision to be the most admired company in the 
beer industry. At the end of the program participants are 
able to: Explain how SABMiller’s Alcohol principles, policies 
and positions recognise alcohol responsibility as a commer-

Global�

AB INBEV - Anheuser-Busch InBev
	 “Global	Standards	for	Employee	Responsible	

Drinking”
	 2000-ongoing	·	WHO	Target	Areas	1,	4	and	8

A company-wide comprehensive responsible drinking policy 
that applies throughout the company and the individual mar-
kets in which it is active. The policy is applicable to all employ-
ees, as well as to contractors, temporary staff, trainees, as well 
as event staff. The company’s Global Standards for Employee 
Responsible Drinking are intended to be adapted for different 
markets in which the company operates, taking into account 
the cultural and legal contexts. While the application of the 
Global Standards may vary, it lays out minimum requirements 
that must apply everywhere and to all employees.

Diageo
	 “Group	Employee	Alcohol	Policy”

	 1997-ongoing	·	WHO	Target	Areas	1,	4	and	8
Guidelines for employees, worldwide to ensure that all 
employees understand the nature and effects of alcohol and 
show a responsible attitude to drinking. It includes informa-
tion about Diageo’s policy on alcohol, and what is expected 
of its employees. They are made aware that, if they let the 
company down, disciplinary action will be taken, and that 
if they have a problem with their health, they are recom-
mended to seek medical advice. The policy also contains facts 
about alcohol and the human body and about how alcohol 
affects driving. Since 2008, employees have been offered the 
DRINKiQ training course and encouraged to be ambassadors 
for responsible drinking. 

HEINEKEN
	 “Cool@Work	program“	 7

	 2005-ongoing	·	WHO	Target	Area	1
Cool@Work is HEINEKEN’s workplace alcohol information 
and intervention program. It aims to improve safety and 

cial imperative; Apply SABMiller’s standards for responsible 
commercial communication and market research; and Explain 
their role in encouraging responsible consumption within 
their own contexts.
Every employee in the in the relevant sections participate in 
this training program within 6 months of joining any part of 
the company.

7

8
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Corporate SoCial reSponSibility (CSr) 
CampaignS

This section includes examples of brewing company policy and corporate social-responsibility (CSR) pro-
grammes and community partnerships.

Argentina�

AB INBEV - Cervecería y Maltería Quilmes
 “Summer Plan“ 1

 2011-completed 2012 · WHO Target Areas 1, 2 and 4
	 A	campaign	aimed	at	promoting	responsible	drinking	during	

the	Summer,	a	time	of	year	when	celebrations,	holidays,	
leisure	time	and	fun	with	friends	can	encourage	consump-
tion	of	alcohol	beverages	and	in	some	cases,	their	abuse.	It	
encouraged	responsibility	regarding	drinking	and	driving	and	
in	the	on-trade.	Point	of	connection	materials	were	placed	in	
190	on-premise	and	50,000	off-premise	locations	and	“OOH	
Campaign”	posters	were	placed	in	bus	stops	in	Buenos	Aires.	
A	radio	campaign	promoted	responsible	sales.

 “Building Citizenship: Teen Health and Rights“
 2007-completed 2007 · WHO Target Areas 1 and 2

Groups	of	high-school	students	designed,	developed,	and	im-
plemented	projects	on	violence	and	discrimination,	substance	
abuse,	sexual	and	reproductive	health,	and	the	environment.	
This	took	place	in	Monteros,	Corrientes,	Godoy	Cruz,	Quilmes	
and	Zárate,	five	areas	where	the	company	has	industrial	facili-

ties.The	campain	was	undertaken	in	partnership	with	CIPEC,	a	
leading	Argentinean	think	tank	in	the	development	of	public	
policies	for	equality	and	growth.	863	students	participated	
in	16	workshops	and	the	program	reached	more	than	2,000	
people.

Brazil�

AB INBEV - American Beverage Company - 
Ambev

 “Brahma Campaigns“ 2

 2009-ongoing · WHO Target Areas 4 and 5
Brahma	advertisements	promote	responsible	drinking.	They	
feature	the	former	soccer	player	Cafu,	who	played	in	the	Bra-
zil	team	that	won	the	country’s	fifth	FIFA	World	Cup.	In	2010	
the	campaign	was	called	“The	rule	is	clear:	minors	cannot	
drink,”	which	reinforced	the	concept	that	only	people	over	
18	can	drink	alcohol.	In	2011,	during	the	Responsible	Day,	
posters	carrying	a	picture	of	Cafu	holding	a	red	card	were	put	
up	in	bars	across	Brazil.	The	objective	was	to	draw	attention	
to	the	law	prohibiting	sales	to	minors.

1

2
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televised	soccer	games,	in	which	cans	of	Skol	turned	into	
taxis,	reminding	viewers	that	this	is	the	best	type	of	transport	
when	consuming	alcohol.	This	was	the	first	media	campaign	
on	the	subject	produced	by	a	beer	brand.	The	theme	is	
changed	every	year	with	new	commercials	on	the	subject.	
In	2008,	the	advertisements	were	used	to	promote	use	of	a	
designated-driver.	The	action	was	based	on	the	concept	that	
“those	who	don’t	drink	to	help	others	enjoy	themselves	are	
heroes,”	to	encourage	designated-drivers	for	the	safety	of	all	
concerned.

HEINEKEN Brasil
 “Heineken Citizenship Movement“ 4

 2011-ongoing · WHO Target Area 3 
A	long	term	project	offering	free	services	and	educational	
activities	to	the	community,	including	raising	public	awareness	
about	citizenship,	well-being,	sustainability	and	responsible	
consumption	of	alcohol.	Each	year,	each	of	the	8	breweries	
holds	a	“HEINEKEN	Citizenship	Movement”	event	at	which	
employees	volunteer	to	provide	relevant	services	for	the	local	
community.	The	initiative	is	undertaken	in	partnership	with	local	
governments,	NGOs,	Universities	etc..	The	company	is	working	
to	improve	planning	and	organizational	capacity,	to	be	able	to	
make	the	Movement	grow	and	benefit	more	people.
Up	to	the	end	of	2010,	almost	30,000	people	had	been	hel-
ped	by	this	project.	In	2011	8,300	more	were	helped.	Nearly	
22%	of	each	brewery’s	employees	participated.

Cambodia�

Beer Selling Industry Cambodia (BSIC)
 “Code of Conduct“

 2006-ongoing · WHO Target Area 1 
Members	of	the	Beer	Selling	Industry	Cambodia	(BSIC)	coaliti-
on,	HEINEKEN,	APB,	Guinness,	Carlsberg,	Cambodia	Brewery,	
and	Cambre	signed	a	self-regulatory	code	of	conduct	which	
addresses	issues	relating	to	women	working	in	beer	halls.	

 “Antarctica Events“
 2006-ongoing · WHO Target Areas 1 and 4

Responsible	drinking	initiatives	organised	by	Antarctica	
include	the	following:	In	2006,	at	the	Ceará	Music	festival,	all	
brand	merchandising	material	carried	the	boomerang	symbol	
(then	used	as	a	symbol	in	AmBev’s	Responsible	Drinking	
Program);	In	2006	and	2007	during	the	June	festivals	in	
the	Northeast	of	Brazil,	Antarctica	invited	visitors	to	do	a	
breathalyser	test	to	show	them	whether	they	could	drive	
home	or	not;	In	2007,	in	carnival	the	image	of	a	boomerang,	
was	used	at	the	Casa	da	BOA,	a	long-standing	venue	for	fans	
of	Antarctica	and	one	of	the	largest	mansions	in	the	city	of	
Olinda	(Pernambuco);	In	advertising	campaigns	from	2006	to	
2010,	commercials	featuring	the	actress	Juliana	Paes	were	
aired,	encouraging	responsible	drinking.

 “Brahma Events“
 2006-ongoing · WHO Target Areas 4 and 5

Brahma	runs	campaigns	on	responsible	drinking	at	all	its	
events.	Examples	include:	The	Brahma	brand	advises	visitors	
at	the	Barretos	Cowboy	Festival,	which	takes	place	in	São	
Paulo	state,	not	to	drive	after	drinking	alcohol;	The	Guaraná	
Antarctica	Teen	Space,	attached	to	the	Brahma	Country	VIP	
space,	is	available	for	under-18s,	as	long	as	they	are	accom-
panied	by	their	parents	or	guardians;	During	the	2006	and	
2010	FIFA	World	Cups,	at	the	transmission	of	Brazil	games	at	
Vale	do	Anhangabaú,	in	São	Paulo,	vignettes	on	responsible	
drinking	starring	superstar	players	sponsored	by	the	brand	
were	shown;	On	New	Year’s	Eve,	on	Avenida	Paulista,	in	São	
Paulo,	Brahma	has	regularly	run	vignettes	with	messages	on	
responsible	drinking,	reminding	people	of	the	importance	of	
not	drinking	and	driving.

 “Skol Responsible Advertising“
 2001-ongoing · WHO Target Area 4 3

Advertising	campaigns	used	to	educate	consumers	not	to	
drive	after	drinking.	In	2001,	Skol	aired	a	vignette	on	major	

3

4

It	includes	appropriate	dress,	employment	rights,	transport,	
training	and	information,	harassment	and	alcohol.
http://www.bsic.com.kh/

http://www.bsic.com.kh/documents/BISC_press_release_25_Oct.pdf
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 “Annual Blood Drive“
 2007-completed 2011 · WHO Target Area 1 

Molson	Coors	Canada	and	the	Montreal	Alouettes	invited	the	
general	public	to	give	the	gift	of	blood	during	their	annual	
blood	drive.	The	event	was	organized	in	collaboration	with	
Héma-Québec	and	took	place	at	the	Molson	Brewery	in	
Montreal.

Sleeman Breweries Ltd.
 HEROS Charity Reception

 2011-ongoing · WHO Target Areas 1 and 2
Annual	sponsorship	of	a	charity	reception	for	the	Hockey	
Education	Reaching	Out	Society	(HEROS).	It	features	an	
auction	and	a	meet	and	greet	involving	prominent	Cana-
dian	hockey	coaches.	The	charity	reception	is	held	during	
the	Annual	Hockey	Coaches	Conference	in	Burnaby,	British	
Columbia.	HEROS	was	launched	in	2000	with	a	small	group	
of	volunteers	in	Vancouver’s	Downtown	Eastside.	The	program	
was	an	immediate	success	and	has	expanded	to	major	cities	
across	Canada.	HEROS	uses	hockey	to	attract	youth	to	a	
program	that	also	includes	support	for	education,	self-esteem	
building	and	life	skills	training.	The	program	focuses	on	boys	
and	girls	from	diverse	ethnicities	and	economically	challenged	
neighbourhoods.	
http://thecoachessite.com/2012-hockey-coaches-conference/

 “United Way“
 1993-ongoing · WHO Target Area 3 

An	employee	campaign	which	has	given	annual	sup-
port	to	the	company’s	charity	of	choice,	United	Way	over	
a	twenty	year	period.	In	2011,	the	campaign	raised	more	
than	$110,000,	bringing	the	company’s	lifetime	giving	to	
over	$720,000.	In	2012,	the	company	received	the	United	
Way	President’s	Award	at	the	Guelph	(Ontario)	Awards	of	
Excellence	ceremony.	In	addition	to	their	employee	campaign,	
Sleeman’s	support	includes	a	generous	corporate	donation	
and	sponsorship	of	materials.	

Canada�

Molson Coors Canada
 “Community Cheer Program“

 2011-ongoing · WHO Target Area 1 
A	community	investment	program	designed	to	positively	
impact	Canadian	communities	from	coast	to	coast	through	
local,	financial	donations	that	support	active	lifestyles.	Molson	
Coors	in	Canada	has	a	long	standing	history	of	community	
engagement	dating	back	226	years	to	its	founder,	John	
Molson	who	spoke	to	his	employees	about	being	members	
of	a	larger	community	in	which	everyone	needs	to	play	a	
part.	Examples	of	the	help	provided	include:	Initiatives	that	
support	joint	physical	activity	within	communities;	Projects	
that	support	the	construction	or	improvement	of	sports,	
recreation	and	leisure	facilities;	and	Programs	that	motivate	
sports	and	physical	activity	in	communities	across	Canada.	In	
2012,	more	than	100	communities	across	Canada	applied	to	
receive	funding	for	their	community	projects.	The	applicants	
were	encouraged	to	rally	support	from	their	community	in	the	
form	of	garnering	“cheers”	(votes)	for	their	project	at	www.
ourcommunitycheer.com.	The	cheering	support	of	Canadians	
led	to	35	finalists	(projects	that	received	225	cheers	or	more)	
which	were	then	evaluated	by	the	Community	Cheer	commit-
tee.	21	projects	from	across	Canada	received	a	piece	of	the	
$1	million	fund.	The	projects	focused	on	building	active	and	
social	communities	–	sports	and	recreation	centres,	swimming	
pools,	parks,	hiking	trails,	skating	rinks.	
“An	example	of	an	endorsement	for	the	program:	“The	whole	
community	is	buzzing	with	excitement!	Thank	you	Molson	
Coors	Community	Cheer	so	very	much	for	creating	such	a	
spirited	way	of	connecting	people	together	and	supporting	
a	project	that	is	at	the	heart	of	our	recreation	and	social	ga-
therings.	It’s	fantastic!”	says	Tamara	Liddle,	Community	Cheer	
Project	Leader	in	Wawa,	ON.
http://www.ourcommunitycheer.com

Costa�Rica�

Cerveceria Costa Rica (Florida Bebidas)
 “CSR Programs”

 1992-ongoing · WHO Target Area 1 
The	company	has	an	active	CSR	program	which	has	included	
the	largest	post-consumption	can	and	bottle	recycling	pro-
gram	in	Costa	Rica.	Examples	include:	In	2001,	a	partnership	
with	small	farmers	to	protect	water	sources	was	instigated,	
and,	in	2005,	a	beach	cleaning	and	school	painting	project	
with	volunteers,	etc.

France�

Brasseurs de France
 “Code of Ethics“

 2000-ongoing · WHO Target Area 1 
A	code	recommending	French	brewers	not	to	produce	and/or	
sell	strong	beers	(more	than	8%	of	alcohol,	in	50cl	packa-
ging,	sold	at	low	price).
http://www.brasseurs-de-france.com/#/home/

Ghana�

Guinness Ghana Breweries Limited
 “Participation in Workshops Towards a National Alco-

hol Policy”
 2011-ongoing · WHO Target Area 1 

Focused	engagement	of	the	Brewery,	through	its	leadership	
of	the	Association	of	Alcohol	Manufacturers	(AAMI),	with	the	
Ministry	of	Health	and	its	advisors	through	a	series	of	work-
shops	and	discussions	with	a	view	to	agreeing	a	National	
Alcohol	Policy	for	Ghana.	In	2011	discussions	have	resulted	in	
the	development	of	the	5th	draft	of	a	National	Alcohol	Policy.
http://aami.org.gh
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Japan�

Asahi Breweries Ltd
 Support for “The Foundation for the Prevention of 

Underage Drinking”
 2005-ongoing · WHO Target Area 1 

A	foundation	established	by	the	company	as	part	of	its	
CSR	(Corporate	Social	Responsibility)	program	to	promote	
responsible	drinking.	Funding	is	provided	to	supervise	and/or	
undertake	social	activities	and	research	into	the	prevention	of	
underage	drinking.	A	total	of	10	million	yen	has	been	awar-
ded	to	groups,	individuals,	establishments,	and	other	entities	
engaged	in	related	activities.

Brewers Association of Japan
 “Responsibility Labelling on Packages“

 2003-ongoing · WHO Target Areas 6 and 8
A	message	advising	that	the	product	is	only	for	people	above	
the	legal	drinking	age	(20	in	Japan)	is	a	legal	requirement.	
Drinks	producers	in	Japan	agreed	to	voluntarily	include	a	
message	that	pregnant	women	should	not	consume.

KIRIN Brewery
 “Kirin Fund Against Drunk Driving“

 2010-ongoing · WHO Target Area 4 
A	Fund	against	Drunk	Driving	which	is	an	option	in	the	
company’s	special	benefit	program	for	shareholders.	Money	
raised	through	the	fund	is	donated	to	the	Japan	National	
Organization	Welfare	of	Victims	of	Automotive	Accidents.	The	
company	hopes	this	gives	the	stakeholders	an	opportunity	to	
think	about	responsible	drinking.

Hungary�

Borsodi Brewery (Molson Coors Central 
Europe)

 “Brewer is My Neighbour”
 2007-ongoing · WHO Target Area 1 

Part	of	the	brewery’s	Social	Dialogue	Program.	The	company	
pays	special	attention	to	its	local	community	including	the	
area	around	Bõcs,	which	is	near	the	brewery.	The	company’s	
representatives	regularly	meet	the	local	mayor	and	the	dele-
gates	of	the	city	council	to	support	their	activity.	In	2010,	as	
part	of	this	program,	the	company	supported	the	local	com-
munity	at	the	time	of	a	huge	flood	and	helped	those	in	need.

Indonesia�

Multi Bintang Indonesia TBK (MBI)
 “Defensive Driving and Riding Training“

 2011-completed 2011 · WHO Target Area 1 
Staff	training	sessions	on	the	topic	of	“Defensive	Driving	and	
Riding”	with	the	aim	of	optimizing	workers’	skills	in	driving	
vehicles	“properly	and	safely”	to	protect	them	from	road	acci-
dents.	The	training	provides	a	clear	insight	and	understanding	
of	the	skills	needed	for	proper	and	safe	driving	and	riding,	
through	theory	and	practical	training.	Upon	completing	the	
training,	staff	participants	take	on	the	role	of	“ambassadors	
and	agents	of	change	for	proper	and	safe	riding	on	the	road”	
in	the	company.	Training	sessions	were	held	in	Sampang	
Agung	and	Tangerang	between	February	and	March	for	
brewery	and	operations	staff	and	in	August	for	the	sales	and	
marketing	team.
http://www.multibintang.co.id

Kenya��

East African Breweries Limited (EABL)
 “Responsible Drinking Pact with Stakeholders“

 2011-completed 2011 · WHO Target Area 1 
Part	of	the	responsible	drinking	activity	to	ensure	that	all	sta-
keholders	including:	suppliers;	outlet	owners;	and	sharehol-
ders	can	convey	the	responsible	drinking	message	effectively.	
At	a	meeting	with	the	Pubs,	Entertainment	and	Restaurant	
Association	of	Kenya	(PERAK)	a	pact	was	signed	in	which	
both	parties	vowed	to	promote	all	aspects	of	responsible	
drinking.
http://www.eabl.com/

Kenya/Tanzania/Uganda� � �

East African Breweries Limited (EABL)
 “EABL Foundation“

 2005-ongoing · WHO Target Area 1 
The	EABL	Foundation	is	the	Corporate	social	responsibility	
arm	of	East	African	Breweries.	It	assists	people	in	Kenya,	Tan-
zania	and	Uganda	through	five	areas	of	activity:	water	supply;	
education	and	training;	health;	environment;	and	special	
projects.	Its	ongoing	projects	include:	the	construction	of	an	
optical	centre	in	Moshi;	the	support	of	the	Sickle	Cell	Associa-
tion	of	Uganda;	and	the	donation	of	an	Ultra	Sound	Machine	
to	Kirwara	Hospital.	In	addition	the	Foundation	funds	many	
university	scholarships.	The	EABL	Foundation	conducts	special	
projects	in	times	of	disaster	and	when	emergency	relief	is	
needed.	Most	recently,	the	Foundation	took	part	in	the	“Save	
A	Life	Fund”,	to	assist	famine	relief.	
http://www.eabl.com/
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municipal,	state,	and	federal	authorities.	A	drinking	water	
distribution	program	was	immediately	implemented	in	areas	
where	households	were	lacking	the	resource	until	the	normal	
supply	was	restored.	Also,	a	collection	center	was	set	up	at	
the	facilities	of	Sociedad	Cuauhtémoc	y	Famosa	(SCYF)	so	
that	employees	could	donate	goods	such	as	non-perishable	
foodstuffs,	water,	personal	hygiene	articles,	and	other	basic	
necessities.
In	Nuevo	León,	distribution	was	done	using	three	water	
trucks	with	a	capacity	of	20,000	litres	each	making	nine	trips	
a	day.	More	than	418,220	litres	of	water	were	delivered	to	
more	than	33,000	families	in	22	different	neighbourhoods	
of	ten	municipalities.	In	Veracruz,	a	total	of	84,160	bottles	
of	purified	water	were	distributed,	which	are	equivalent	to	
44,500	litres	of	drinking	water;	another	60,000	litres	were	
distributed	through	tanker	trucks.	This	program	benefited	
more	than	32,000	people	in	18	different	municipalities.	In	the	
municipality	of	Anáhuac	in	Nuevo	León,	one	of	the	hardest	
hit,	more	than	6,000	pieces	of	clothing	and	5,700	litres	of	
drinking	water	were	donated.	Support	was	also	given	to	the	
Red	Cross	in	the	delivery	of	108,000	litres	of	drinking	water	
to	the	communities	of	Santa	Catarina	and	Apodaca.	Some	
33,000	families	were	provided	with	drinking	water.

Poland�

HEINEKEN Grupa Zywiec
 “Social Dialogue“

 2010-ongoing · WHO Target Area 3 
A	comprehensive	and	innovative	tool	which	helps	manage	
the	performance	of	tasks	in	the	area	of	sustainable	develop-
ment	and	CSR	in	a	way	that	corresponds	to	the	needs	of	the	
local	community.	It	is	a	strategic	approach	to	stakeholder	dia-
logue	based	on	AA1000	(AccountAbility)	standards.	By	invi-
ting	local	social	partners	(representatives	of	local	authorities,	
the	police,	city	guard,	emergency	services,	NGO’s,	educational	
system,	retailers	and	others)	to	take	part	in	the	dialogue	they	
can	inform	and	guide	business	decisions	to	benefit	the	com-

Malta�

Farsons Brewery
 “The Corporate Day”

 2006-ongoing · WHO Target Area 1 
Involves	the	participation	of	employees	of	the	brewery	who	
undertake	a	voluntary	day	of	work	in	a	children’s	home,	or	
institute,	with	the	aim	of	upgrading	the	establishment.	The	
company	pays	for	all	the	materials	that	are	required	to	carry	
out	the	works.	This	is	one	way	that	the	brewery’s	manage-
ment	and	employees	give	back	something	to	the	community.	
This	is	conducted	in	co-operation	with	other	large	companies	
outside	the	beverage	sector.

 “The Farsons Foundation”
 1995-ongoing · WHO Target Area 1 

An	independent	body	within	the	Brewery	with	the	aim	of	
assisting	philanthropic	and	cultural	causes.	The	Board	of	the	
Foundation	is	given	an	annual	budget	to	administer	in	a	way	
in	which	it	feels	that	the	objectives	of	the	foundation	can	
best	be	achieved.	Examples	of	its	work	include;	assistance	to	
set	up	a	national	archive;	support	for	local	artists;	or	heritage	
projects.
http://www.farsons.com/page.asp?p=3004&l=1

Mexico�

HEINEKEN Cervecería Cuauhtémoc 
Moctezuma

 “Natural Disaster Aid“
 2010-completed 2010 · WHO Target Area 1 

In	the	wake	of	several	tropical	storms	(Frank,	Matthew,	and	
Karl)	and	of	Hurricane	Alex,	the	company	supported	affected	
communities	in	the	states	of	Nuevo	León	and	Veracruz,	
delivering	donations	of	clothing	and	basic	necessities	and	
distributing	drinking	water.	The	most	critical	areas	were	
identified	daily	through	reports	made	by	citizens	on	local	
television,	radio	stations	and	information	supplied	by	the	 5

munity.	The	company	was	the	first	in	the	brewing	sector	in	
Poland	to	take	this	approach.	Meetings	with	key	stakeholders	
were	held	in	each	of	the	five	breweries	in	Zywiec,	Warka,	
Elblag,	Lezajsk	and	Cieszyn,	as	well	as	in	Warsaw	where	the	
company’s	head	office	is	located.	In	response	to	the	feedback	
from	these	meetings	the	needs	of	local	communities	are	
being	incorporated	into	business	decisions	in	areas	such	as	
alcohol	policy,	social	policy	and	the	environment.

Russia�

AB INBEV - SUN InBev Russia
 “We Live Here“ 5

 2002-ongoing · WHO Target Area 1 
A	long-term	social	program	that	aims	to	make	life	more	
pleasant	and	comfortable	for	residents	of	brewery	communi-
ties.	It	was	launched	with	an	initiative	called	“Subbotnik”,	or	
“Saturday	voluntary	public	works”.	In	all	SUN	InBev	brewery	
cities,	citizens	join	with	employees	and	officials	in	traditional	
“Subbotnik”,	or	street	cleaning	sessions.	After	a	long	winter,	
employees,	their	families,	townspeople,	and	representatives	of	
local	authorities	spend	a	spring	weekend	cleaning	the	streets.
In	2011,	there	were	1,900	participants	in	17	regions	and	100	
tons	of	garbage	was	collected	and	removed.
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expeditions	for	blind	people	to	give	them	vitality	and	plea-
sure.	Pairs	of	staff	collaborate	to	help	each	blind	person	enjoy	
the	sport.	

 “Tandem Bicycle Riding with Blind People“ 9

 2008-ongoing · WHO Target Area 1 
Once	a	year	staff	of	the	Oriental	Brewery	organise	tandem	
cycling	outings	for	blind	people	to	give	them	vitality	and	
pleasure.

HEINEKEN Russia
 “Green Patrol“ 6

 2011-ongoing · WHO Target Areas 1, 2 and 8
“An	integrated	campaign	aimed	at	raising	public	awareness	
about	responsible	consumption	and	responsible	environmen-
tal	behaviour.	It	includes	visible	communication	tools	and	
engagement	with	both	external	and	internal	audiences	with	
the	assistance	of	professionally	trained	promotion	staff.	The	
key	communication	messages	of	the	program	are:	”Beer	is	
the	beverage	for	adults!”;	”Enjoy	beer	responsibly!”;	”Don’t	
drink	and	drive!”;	”Clean	city	streets	welcome	you!”;	”Less	
CO2	–	more	clean	air!”;	and	“Water	and	Energy	saving	–	
simple	and	effective!”.	In	2011	the	program	was	rolled	out	
during	city	events	and	festivals	in	St.	Petersburg,	Kaliningrad,	
Sterlitamak	and	Khabarovsk.	In	particular	“Green	Patrol”	am-
bassadors	visited	retail	outlets	open	at	the	festivals	and	held	
contests	and	quizzes	in	order	to	raise	public	awareness.

South�Korea�

HiteJinro 
 “Cleaning Our Country Campaign“

 2008-ongoing · WHO Target Area 1 
A	campaign	to	help	keep	the	famous	mountains	clean.	Souve-
nirs	and	waste	bags	are	distributed	to	mountain	climbers.

Oriental Brewery
 “Plant a Tree Program in Mongolia“ 7

 2011-ongoing · WHO Target Area 1 
	 To	aid	Mongolia	to	combat	its	desertification	brewery	staff	vi-

sit	the	country	for	five	days	each	year	to	plant	trees	to	protect	
the	environment.

 “Climbing Expeditions with Blind People“ 8

 2008-ongoing · WHO Target Area 1 
Once	a	year	staff	of	the	Oriental	Brewery	organise	climbing	

6
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7
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alcohol	harms.
As	part	of	the	PHRD	a	monitoring	and	evaluation	group	has	
been	set	up	to	assess	the	actions	of	signatories	in	meeting	
the	pledges	set	out	within	the	Deal.	This	will	be	continued	on	
an	annual	basis.
http://responsibilitydeal.dh.gov.uk/

 “Public Health Responsibility Deal - Awareness of 
Alcohol Units in the On-trade“

 2011-ongoing · WHO Target Area 1 
As	part	of	the	Government’s	“Responsibility	Deal”	the	BBPA	
and	other	industry	members,	have	pledged	to	provide	simple	
and	consistent	information	in	the	on-trade	(e.g.	pubs	and	
clubs),	to	raise	awareness	of	the	unit	content	of	alcohol	
drinks,	and	to	explore,	together	with	health	bodies,	how	mes-
sages	around	drinking	guidelines	and	the	associated	health	
harms	might	be	communicated.	This	pledge	is	expected	to	
contribute	to	a	rise	in	consumer	awareness	of	units	and	
health	harms	related	to	alcohol,	especially	among	higher-risk	
drinkers.	Industry	will	work	in	partnership	with	the	Drinkawa-
re	Trust	to	make	use	of	the	most	recent	consumer	research	on	
what	works.	Industry	will	also	explore,	together	with	health	
bodies,	whether	and	how	extra	information	can	be	included,	
such	as	calories,	health	harms,	and	drinking	guidelines.	There	
were	46	initial	signatories	including	brewers	accounting	for	
over	90%	of	the	UK	beer	market.
Ongoing	evaluation	will	be	done	by	the	Public	Health	Res-
ponsibility	Deal	monitoring	and	evaluation	group.
responsibilitydeal.dh.gov.uk

 “Public Health Responsibility Deal - WHO Target Area 
3 to Tackle Alcohol Harms“

 2011-ongoing · WHO Target Areas 1 and 2
As	part	of	the	Government’s	“Responsibility	Deal”	the	BBPA	
and	other	industry	members,	have	pledged	to	provide	sup-
port	for	schemes	appropriate	for	local	areas	that	wish	to	
use	them	to	address	issues	around	social	and	health	harms,	
and	will	act	together	to	improve	joined	up	working	between	

Ukraine�

AB INBEV - SUN InBev Ukraine
 “Corporate Facebook Page“ 10

 2010-ongoing · WHO Target Area 1 
A	Facebook	page	to	teach	employees	and	consumers	about	
tha	AB	InBev	“Better	World”	social	responsibility	initiative.	As	
well	as	publicising	company	values	and	new	items,	it	promo-
tes	the	“Better	World”	concept	and	engages	consumers	to	
projects.	Activity	includes	use	of	text	messages,	photo/video	
content,	games,	polls/questionnaires,	and	feedback	tabs.
After	4	months	the	page	has	10,000	“likes”	and	1,500,000	
users.
http://www.ab-inbev.com/go/social_responsibility/better_world_pro-

grams

United�Kingdom�

British Beer & Pub Association (BBPA) and 
other signatories

 “Public Health Responsibility Deal (UK)“
 2011-ongoing · WHO Target Area 1 

In	March	2011	the	Public	Health	Responsibility	Deal	(PHRD)	
was	launched	in	the	UK.	It	brings	together	the	Department	
of	Health,	UK	food	and	drink	producers,	on-	and	off-trade	
retailers	and	non-governmental	organisations.	Alcohol	is	one	
of	a	number	of	issues	that	the	PHRD	deals	with.	Under	it	sig-
natories	were	invited	to	sign	up	to	“core	commitments”,	as	
shown	below:	To	recognise	that	we	have	a	vital	role	to	play	in	
improving	people’s	health;	To	encourage	and	enable	people	
to	adopt	a	healthier	diet;	To	foster	a	culture	of	responsible	
drinking,	which	will	help	people	to	drink	within	guidelines;	
To	encourage	and	assist	people	to	become	more	physically	
active;	and	To	actively	support	the	workforce	to	lead	healthier	
lives.	Additionally	signatories	signed	up	to	collective	pledges,	
of	which	there	were	seven	related	to	alcohol	and	are	detailed	
in	the	respective	areas	of	the	database.	Businesses	are	also	
asked	to	go	further	and	make	individual	pledges	to	reduce	 10

such	schemes	operating	in	local	areas	as:	Best	Bar	None	and	
Pubwatch,	which	set	standards	for	on-trade	premises;	Purple	
Flag	which	make	awards	to	safe,	consumer	friendly	areas;	
Community	Alcohol	Partnerships,	which	currently	support	
local	partnership	working	to	address	issues	such	as	under-age	
sales	and	alcohol-related	crime,	are	to	be	extended	to	work	
with	health	and	education	partners	in	local	Government;	
and	Business	Improvement	Districts,	which	can	improve	the	
local	commercial	environment.	Depending	on	the	goals	of	
each	local	partnership	project,	this	pledge	is	expected	to	
lead	to	a	reduction	in	problems	such	as	under-age	sales	and	
alcohol-related	disorder,	and	improve	the	attractiveness	of	the	
areas	in	which	these	schemes	operate.	There	were	52	initial	
signatories	including	brewers	accounting	for	over	90%	of	the	
UK	beer	market.
Ongoing	evaluation	will	be	done	by	the	Public	Health	Res-
ponsibility	Deal	monitoring	and	evaluation	group.
http://responsibilitydeal.dh.gov.uk/
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of	responsible	drinking	through	its	internal	magazine	“Beer	
Matters”	where	an	exclusive	column	from	the	Chief	Executive	
of	the	Drinkaware	Trust,	explains	the	aims	of	Drinkaware	
and	how	it	aims	to	educate	people	about	the	dangers	of	
drinking	excessively	to	staff.	The	pub	company,	Charles	Wells	
Pub	Company,	is	a	Gold	Member	of	the	BII	Schools	project	
which	provides	alcohol	awareness	education	to	schools	close	
to	pubs.	Throughout	2011,	both	businesses	have	undertaken	
a	number	of	initiatives	to	ensure	that	responsible	drinking	
messages	are	communicated	not	only	to	the	drinkers	of	their	
beers,	the	customers	in	their	pubs,	but	also	to	their	staff	and	
the	wider	community.
http://www.charleswells.co.uk/home/about/social-responsibility

Diageo 
 “Partnership with Brake”

 2005-ongoing · WHO Target Areas 1 and 4
The	company	supports	the	UK	road-safety	charity,	Brake	by	
subscribing	to	corporate	membership.
http://www.brake.org.uk/about-us/brakes-corporate-partners.htm

 “Sponsorship of European Transport Safety Council  
(ETSC)”

 2005-ongoing · WHO Target Area 4 
Private	sector	sponsorship	for	the	European	Transport	Safety	
Council	(ETSC),	a	Brussels-based	independent	non-profit	
making	organisation	dedicated	to	reducing	the	numbers	
of	deaths	and	injuries	in	transport	in	Europe.	It	provides	an	
impartial	source	of	expert	advice	on	transport	safety	matters	
to	the	European	Commission,	the	European	Parliament,	and	
Member	States.	ETSC’s	work	is	financed	by	its	members,	
through	projects	co-funded	by	the	European	Commission,	and	
private	sector	sponsorship.	In	2005,	additional	funding	was	
provided	for	a	two-year	research	program	to	develop	Europe’s	
first	“Drink-driving	Policy	Network”	and	to	establish	policies	
and	recommendations	to	reduce	repeat	drink-drive	offending.
http://www.etsc.eu/sponsors.php
http://www.diageo.com/

 “Public Health Responsibility Deal - Continued Sup-
port for Drinkaware Trust“

 2011-ongoing · WHO Target Area 1 
As	part	of	the	Government’s	“Responsibility	Deal”	the	BBPA	
and	other	industry	members,	have	pledged	to	maintain	the	
levels	of	financial	support	and	in-kind	funding	for	Drinkaware	
and	the	“Why	Let	Good	Times	Go	Bad?”	campaign	as	set	out	
in	the	Memoranda	of	Understanding	between	Industry,	Go-
vernment	and	Drinkaware.	The	Drinkaware	Trust	is	a	charity	
established	to	change	consumer	attitudes	and	behaviour	to	
reduce	harm	from	alcohol.	It	is	supported	by	voluntary	do-
nations	from	across	the	drinks	industry.	This	pledge	commits	
the	industry	to	maintaining	agreed	levels	of	cash	and	in-kind	
funding	of	Drinkaware	through	to	2013.There	were	62	initial	
signatories	including	brewers	accounting	for	over	90%	of	the	
UK	beer	market.
Ongoing	evaluation	will	be	done	by	the	Public	Health	Res-
ponsibility	Deal	monitoring	and	evaluation	group.
http://responsibilitydeal.dh.gov.uk/

Charles Wells Ltd
 “Corporate Social Responsibility“

 2003-ongoing · WHO Target Areas 1,2 and 8
Charles	Wells	Ltd.	is	serious	about	responsible	drinking	and	
prides	itself	on	working	with	the	wider	industry	to	deliver	
safer	drinking	messages	to	its	drinkers,	customers,	consumers	
and	stakeholders.	Through	their	brewing	company,	Wells	and	
Young’s	Brewing	Company,	they	relay	messages	about	res-
ponsible	drinking	to	their	consumers	at	the	point	of	purchase.	
Tens	of	thousands	of	12	bottle	cases	of	Corona	Extra,	one	of	
the	UK’s	top	selling	bottled	lagers,	display	the	Campaign	for	
Smarter	Drinking’s	“Why	Let	Good	Times	Go	Bad”	logo.	In	ad-
dition	messages	from	Red	Stripe	were	sent	to	consumers	via	
social	media	platforms,	Facebook	and	Twitter,	to	communicate	
safer	drinking	messages	and	links	to	the	DrinkAware	website.	
The	brewery	is	the	UK’s	largest	private	brewery	and	largest	
private	employer	in	its	home	town	of	Bedford.	It	ensures	
that	its	employees	are	well	informed	about	the	importance	

 Signatory to the “United Nations Global Compact”
 2002-ongoing · WHO Target Area 1 

In	2002	Diageo	was	the	first	global	drinks	company	to	sign	
up	to	the	United	Nations	Global	Compact	as	a	public	com-
mitment	to	leadership	in	social	responsibility.	This	Global	
Compact	calls	on	companies	to	embrace	nine	universal	
principles	in	the	areas	of	human	rights,	labour	standards	and	
the	environment.
http://www.unglobalcompact.org/participant/2899-Diageo-Plc

http://www.diageo.com

J W Lees & Co (Brewers) Ltd.
 Support for “Onside”

 2008-ongoing · WHO Target Areas 1 and 2
A	new	charity	set	up	in	2008	to	build	a	network	of	21st	Cen-
tury	youth	centres,	giving	young	people	top	quality,	safe	and	
affordable	places	to	go	in	their	leisure	time.	JW	Lees	has	been	
integral	in	the	establishment	of	Onside.	Each	Youth	Zone	has	
a	zero	tolerance	policy	for	both	drugs	and	alcohol	as	well	as	
a	strong	education	and	mentoring	approach	to	help	the	most	
disadvantaged	young	people	in	society	become	good	citizens.	
The	vision	is	based	on	the	success	of	the	Bolton	Lads	&	Girls	
Club	which	is	used	by	over	2,500	young	people	every	week	
and	this	vision	has	been	encouraged	by	the	Government’s	
10-year	strategy	for	young	people	which	also	aims	to	radically	
improve	facilities	for	young	people	in	the	UK.	In	2009	Onside	
secured	£20	million	of	government	funding	to	build	new	
Youth	Zones	in	Blackburn,	Carlisle,	Manchester	and	Oldham	
on	sites	that	were	donated	to	Onside	by	each	of	the	local	
authorities	who	in	turn	also	pledged	40%	of	the	ongoing	
revenue	funding	towards	the	£1m	p/a	operating	costs	of	each	
Youth	Zone.	A	private-sector	led	match-funded	Youth	Zone	
is	also	being	built	in	Wigan	and	there	are	more	clubs	in	the	
pipeline.	Each	Youth	Zone	needs	to	achieve	the	following	to	
be	successful:	Large	scale,	top	quality	buildings	with	over	25	
activities	every	evening	every	night	of	the	year	and	every	day	
during	school	holidays;	Led	by	the	private	sector	with	the	
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local	council	taking	the	strategic	lead;	and	Be	fully	engaged	
with	young	people	as	users	and	the	local	community	as	pas-
sionate	supporters	and	volunteers.

Scottish & Newcastle plc (now HEINEKEN UK)
 “www.scottish-newcastle.com“

 2001-completed 2009 · WHO Target Area 1 
Company	website	with	details	of	corporate	responsibility.	The	
website	was	discontinued	following	takeover.

Uruguay�

AB INBEV
 “Vivamos Responsablemente Beaches“

 2012-ongoing · WHO Target Area 1 
Activity	undertaken	at	annual	brand	events	where	eve-
ryone	over	18	is	invited	to	participate	in	games	providing	
an	opportunity	to	deliver	training	materials	on	the	risks	of	
alcohol	abuse.	The	initiative	seeks	to	promote	positive	values	
and	healthy	behaviours.	The	intention	is	that	young	people	
understand	the	importance	of	being	responsible,	the	reasons	
for	their	behaviour.
Between	the	start	of	the	program	and	May	2012,	5,000	peo-
ple	have	received	the	message	at	12	interventions	in	Punta	
del	Este,	La	Paloma,	La	Pedrera	and	Punta	del	diablo.
http://www.fnc.com.uy

USA�

AB INBEV - Anheuser-Busch Companies
 “Our World. Our Responsiblity.”

 2009-ongoing · WHO Target Area 1 
Leadership	in	promoting	alcohol	responsibility	has	been	a	
hallmark	of	Anheuser-Busch’s	corporate	social	responsibility	
efforts	for	the	past	30	years.	The	company	launched	a	com-

mitment	to	alcohol	responsibility	with	the	popular	“Know	
When	to	Say	When”	campaign	in	1982,	and	today	that	
message	continues	through	numerous	programs	that	remind	
consumers,	retailers	and	many	other	audiences	that	this	is	
“Our	World.	Our	Responsibility”.	
http://www.Anheuser-Busch.com

AB INBEV - Anheuser-Busch Companies
 “Responsibility Matters” 11

 2004-completed 2009 · WHO Target Areas 1, 4 and 5
An	over-arching	alcohol	responsibility	campaign	designed	as	
a	call	to	action	for	consumers,	retailers	and	parents	alike	that	
focused	on	different	aspects	of	a	team	approach	in	promoting	
personal	responsibility.	From	consumers	drinking	responsibly	
and	designating	a	driver,	to	retailers	checking	I.D.s,	to	parents	
talking	with	their	children	about	underage	drinking	-	personal	
Responsibility	Matters.

Crown Imports
 Support for “Local Chicago Schools and Youth“

 2010-ongoing · WHO Target Area 1 
To	help	make	college-preparatory,	private	schooling	afforda-
ble	to	at-risk	youth,	Crown	initiated	a	three-way,	corporate	
work-study	program	in	2010	at	two	Chicago,	Illinois	high	
schools.	Through	this	partnership,	Crown	provides	65%	of	
students’	tuition	who	work	five	full	days	each	month	at	the	
Rehabilitation	Institute	of	Chicago,	another	Crown	partner.	
Each	year	since	2010,	Crown	has	held	a	“Summer	Service	
Day”	to	benefit	a	different	local	Chicago,	illinois	school.	
Crown	employees	spend	the	day	landscaping	grounds	and	
refurbishing	the	school’s	interior.	The	schools	are	located	in	
predominantly	Hispanic	and	low-income	areas.	Some	years	
during	the	December	holiday	season,	the	school	also	receives	
funds	raised	by	employees	to	purchase	items	from	“wish	
lists”	compiled	by	teachers	and	staff.	
http://www.crownimportsllc.com

 Support for “The V Foundation for Cancer Research“ 
12

 2010-ongoing · WHO Target Area 1 
Crown	Imports’	partnership	with	The	V	Foundation	for	Cancer	
Research	is	the	cornerstone	for	the	company’s	social	respon-
sibility	platform.	The	V	Foundation	was	started	by	legendary	
North	Carolina	State	basketball	coach,	Jim	Valvano	and	
ESPN.	The	primary	goals	of	this	partnership	are	to	increase	
awareness	for	cancer	research	and	raise	funds	for	The	V	
Foundation.	Since	its	formation,	Corona	has	assumed	the	
role	of	media	sponsor	for	the	“Jimmy	V	Classic”	at	Madison	
Square	Garden	in	New	York	City	and	co-sponsor	of	many	
V	Foundation	events	like	the	“Dick	Vitale	Gala,”	the	“Wine	
Celebration”	and	the	“Jimmy	V	Golf	Classic.”	The	largest	
part	of	this	partnership	is	Corona’s	“Help	find	a	cure.”	retail	
programe	that	takes	place	in	March	concurrent	with	the	col-
lege	basketball	tournaments.	During	March	2012,	Crown,	its	
Corona	wholesalers,	retailers,	consumers	and	other	business	
partners	raised	more	than	$500,000.
http://www.jimmyv.org

12
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Advertising	Federation	(AAF).	The	top	winner	presented	their	
responsibility	campaign	personally	to	Heineken	USA	execu-
tives.	This	was	run	in	co-operation	with	the	AAF	and	its	local	
chapters.	The	structure	of	this	program	continued	with	the	
creation	of	the	first	ever	Collegiate	Effie	Student	Competition	
with	Effie	Worldwide	in	2010.

MillerCoors - A joint venture of SABMiller 
and Molson Coors

 “Great Beer Great Responsibility CSR Platform“ 14

 2008-ongoing · WHO Target Area 1 
A	platform	for	all	CSR	initiatives	started	when	the	company	
began	operations	in	2008.	All	sustainable	development	
initiatives	and	practices	are	built	upon	the	Great	Beer	Great	
Responsibility	(GBGR)	platform	and	the	GBGR	logo	appears	
in	all	company’s	domestic	brand	advertising	and	marketing	
campaigns	and	on	all	secondary	packaging.	In	2009,	a	web-
site	and	social	media	section	was	added	on	the	company’s	
Facebook	page	to	promote	the	responsible	consumption	
of	beer	and	use	social	media	to	remind	beer	drinkers	to	be	
responsible.
Multiple	consumer-facing	promotions	are	launched	from	
GBGR.com	and	GBGR	Facebook	each	year	and	have	resulted	
in	millions	of	pledges	by	consumers	to	choose	alternative	
transport	instead	of	driving	drunk.
http://www.greatbeergreatresponsibility.com/

Global�

Carlsberg Denmark
 “CSR and Responisble Drinking on Website”

 2000-ongoing · WHO Target Areas 1 and 9
A	company	website	containing	a	specific	section	on	“Cor-
porate	Social	Responsibility”	where	the	company	sets	out	a	
series	of	policies	to	which	all	subsidiary	companies	are	expec-
ted	to	adhere.	This	includes	sections	on	Responsible	drinking,	
Community	Engagement	and	Marketing	Communication.	The	
fact	that	extreme	and	excessive	consumption	of	beer	may	

 Support for “Local Medical Facilities“ 13

 2001-ongoing · WHO Target Area 1 
Support	for	local	medical	facilities	which	inclides	the	follo-
wing.	The	Crown	Imports/Corona	Extra	Endowed	Scholarship,	
managed	by	the	University	of	Illinois	Foundation,	awards	one	
scholarship	a	year	to	a	student	at	the	College	of	Medicine	at	the	
University	of	Illinois	at	Chicago.	Since	2005,	Crown	has	worked	
with	its	distributors	and	retailers	to	raise	money	for	Children’s	
Memorial	Hospital	in	Chicago,	Illinois	in	support	of	hospital	care	
for	the	most	critically	ill	children	as	well	as	support	programs	
for	the	children	and	their	families.	Since	inception,	more	than	
$120,000	has	been	raised	for	this	world	class	institution.	Since	
2010,	Crown	has	worked	with	its	distributors	in	North	Carolina	
to	donate	$0.25	per	case	for	every	case	of	Corona	sold	in	
North	Carolina	during	the	month	of	August	to	the	University	
of	North	Carolina	Cancer	Hospital.	Signage	communicating	
the	“Corona	Cares”	message	of	raising	funds	for	this	cancer	
hospital	is	placed	in	retail	accounts	throughout	the	state	to	raise	
awareness.	The	program	has	already	raised	more	than	$200,000	
for	the	hospital.	Corona	Light	sponsors,	and	Crown	employees	
and	distributors,	participate	in	the	“Skyrise	Chicago”	challenge	
at	the	Willis	Tower.	Participants	climb	the	103	flights	to	the	top	
of	the	tower	to	raise	money	for	the	Rehabilitation	Institute	of	
Chicago	(RIC),	recognized	as	the	“No.1	rehabilitation	hospital	in	
America”	since	1991	(as	noted	by	U.S.	News	and	World	Report).	
Corona	Light	has	been	a	top	flight	sponsor	since	inception	
raising	more	than	$100,000	for	the	RIC.
http://www.crownimportsllc.com

HEINEKEN USA
 “Responsible Advertising Award Competition”

 2004-completed 2009 · WHO Target Area 1 
A	competition	on	college	campuses.	The	competition	required	
entrants	(21	years-old,	and	older)	to	develop	and	submit	a	set	
of	responsibility	advertisements.	For	each	year’s	competition,	
three	winners	and	five	honourable	mentions	were	selected.	
Winners/Mentions	were	chosen	by	an	independent	group	
of	advertising	industry	experts	compiled	by	the	American	

13

14
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SABMiller Subsidiary - SAB Ltd
 “The Responsible Way”

 2004-ongoing · WHO Target Area 6 
A	manual	which	brings	together,	into	one	source,	the	appli-
cations	of	the	Alcohol	Manifesto	with	three	expanded	policy	
objectives,	ten	policy	commitments	and	fourteen	provisions	of	
the	detailed	Code	of	Commercial	Communication	in	order	to	
set	a	consistent	worldwide	standard	that	all	group	compa-
nies	must	meet	or	exceed.	It	is	designed	to	ensure	a	globally	
consistent	approach	to	alcohol-related	issues.

have	adverse	personal,	social	and	health	consequences	is	
acknowledged	together	with	the	company´s	commitment	to	
fighting	misuse.	
http://www.carlsberggroup.com/csr/Pages/Default.aspx

Diageo
 Support for “The Diageo Foundation“

 1982-ongoing · WHO Target Area 1 
In	addition	to	its	membership	of	many	Social	Aspects	
Organisations	worldwide	Diageo	also	funds	its	own	alcohol	
education	initiatives	through	this	Foundation.	The	Foundation	
is	a	registered	charity.	It	makes	grants	in	support	of	projects	
or	causes	proposed	by	Diageo	businesses	and	externally	
but	which	do	not	directly	promote	commercial	interests	as	
dictated	by	UK	charity	law.
http://www.diageo.com/en-row/csr/community/Pages/diageo-

foundation.aspx

HEINEKEN
 “Corporate Responsibility“

 2004-ongoing · WHO Target Areas 1 and 8
A	section	on	“Corporate	Responsibility”	added	to	the	inter-
national	website.	Here	the	company	sets	out	its	“Worldwide	
Responsibility	Management	Program”	that	aims	to	ensure	
that	all	operating	companies	participate	in	responsible	
consumption	programs	and	achieve	the	same	high	standards.	
This	includes	programs	on	health	(including	a	policy	on	alco-
hol	for	employees),	safety,	and	environment,	together	with	
the	corporate	policy	on	alcohol.	This	states	the	company’s	
commitment	to	fulfilling	its	obligations	towards	society	with	
regard	to	the	responsible	consumption	of	beer,	notwithstan-
ding	the	fact	that	consumers	have	their	own	responsibility	
in	terms	of	behaviour.This	section	is	continuously	updated	
and	currently	is	called	Sustainability.	In	April	2010,	the	new	
sustainability	program,	named	“Brewing	a	Better	Future”,	
was	launched.
http://www.heinekeninternational.com/sustainability_introduction.

aspx
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ReseaRch

The list below includes research undertaken, or funded, by brewing companies, brewers’ Trade Associati-
ons or Social Aspects Organisations (SAOs) in the last three years. These include market research, studies 
to inform the design of initiatives, support for research institutions and funding for independent research 
into biomedical and psychosocial issues performed by research institutes as well as technical research, 
for example, into lower strength products. It does not include research undertaken to evaluate initiatives 
listed in this document, as results of such evaluation are listed after the initiative concerned.

Argentina�

AB INBEV - Cervecería y Maltería Quilmes
 “Research on Drinking Patterns“

 2011-completed 2012 · WHO Target Area 1 and 10
A study which aimed to understand the patterns of alcohol 
abuse in young people, to develop action plans to help 
reduce the abuse, and to measure the impact of the programs 
developed over time.
The study ended with a workshop co-ordinated by TNS Gallup 
to analyse results and define action plans to carry out in 
the 2012 Responsible Drinking Plan.

Austria�

HEINEKEN Brau Union Österreich
 “Alcohol-reduced and Alcohol-free Alternatives“

 2011-ongoing · WHO Target Area 8
Research into alcohol-free and alcohol-reduced alternatives 
has led to the introduction of alcohol-reduced shandies “Zip-
fer Limetten Radler” and Gösser Natur Radler Kräuter” and 
an alcohol-free brand of “Edelweiss”. In coming years the 
research share dedicated to this topic will be increased.

Canada�

Brewers Association of Canada (BAC)
 Support for “TIRF (Traffic Injury Research Founda-

tion)“
 1999-ongoing · WHO Target Areas 4 and 10

A national, independent and charitable road safety insti-
tute, devoted to reducing traffic-related deaths and injuries. 
Since its inception in 1964, TIRF has become internationally 
recognized for its accomplishments in a wide range of subject 
areas related to identifying the causes of road crashes and 
developing programs and policies to address them effectively. 
The Brewers Association of Canada contributes funding to 
TIRF both in support of research and in raising the awareness 
of Canadians about key issues in traffic safety. Both the BAC 
and Transport Canada also sponsor the publication of the 
annual TIRF Road Safety Monitor, which collects and analyzes 
public opinion data on traffic safety issues, including impaired 
driving.
http://www.tirf.ca/main.php

Canada/USA� �
Brewers Association of Canada (BAC) and the 
Beer Institute

 Support for “ABMRF / The Foundation for Alcohol 
Research” 1

 1982-ongoing · WHO Target Area 1 and 10
Supported by national brewing and distributing associations 
in Canada and the United States as well as more than 25 
individual large and small brewers and brewer suppliers in 
South Africa and the United States. It is the largest, indepen-
dent, non-profit foundation in North America devoted solely 
to supporting research on the effects of alcohol on health, 
behaviour and prevention of alcohol-related problems. It 
has supported research projects by more than 500 academic 
investigators at over 200 universities and research institutions 
across North America.
http://www.abmrf.org/

1
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ble consequences of irresponsible use. Partners included NGO 
“Nifalii-stin Igia mas”, Technological Educational Institute of 
Serres, Faculty of Business Administration and the Univer-
sity of Crete, Faculty of Medicine. According to the survey’s 
findings: Fewer than half of Greeks know that the ethyl 
alcohol-alcohol is an addictive substance; 84.7% of people 
between 17 and 24 years are aware of the legal BAC limit 
while driving; 30.2% do not know if children and adolescents 
are allowed to consume alcohol and 10% did not know that 
pregnant women or those who wish to become pregnant 
must not consume any alcohol.
http://responsibeerity.gr.

http://responsibeerity.gr/nifalioi/ipefthini-katanalosi-ipefthini-

enimerosi

http://responsibeerity.gr/se-exelixi/1h-panellinia-erevna-gnois-gia-to-

alcohol

South�Africa�

Industry Association for Responsible Alcohol 
Use (ARA)

 Support for “The Foundation for Alcohol Research 
(FARR)“ 2

 1997-ongoing · WHO Target Area 1, 2 and 10
Support for the establishment of the Foundation for Alcohol 
Related Research (FARR) and annual funding for administrative 
expenses, various projects, training and post-graduate research 
fellowships. FARR has been active in epidemiological research, 
prevention programs and training in communities where the 
risk of children being born with foetal alcohol syndrome is 
significant. Other partners in this initiative have included the 
Centres for Disease Control and Prevention, the National 
Institute on Alcoholism and Alcohol Abuse, the Medical Re-
search Council of South Africa, the National Health Laboratory 
Services. FARR helped establish a “safe house” in De Aar where 
community members are educated on the problems of drinking 
during pregnancy and advised on steps to be taken to end 
the practice. FARR’s interventions in De Aar have reduced FAS 

Czech�Republic�

Czech Beer and Malt Association (CBMA)
 Support for the “Czech Technology Platform for 

Foodstuffs (CTP)”
 2003-ongoing · WHO Target Area 1 and 2

One of the roles of the CTP is to carry out research proposed 
and preferred by stakeholders in this platform bringing 
together the shared excellence of European experts. Three 
publications of such research which were compiled in co-
operation with the Czech Republic´s Food Chamber and were 
financially supported by The Agricultural Department and 
the CBMA were: Alcohol consumption and cancer incidence 
in women issued in 2010; Affordability and consumption of 
alcohol and health issued in 2009; and Prevention of harmful 
effects of alcohol issued in 2008.
http://www.brewersofeurope.org/asp/newsroom/l1.asp?doc_id=203

http://www.ctpp.cz

France�

IREB – Institut de Recherches Scientifiques 
sur les Boissons

 “Research Funding”
 1971-ongoing · WHO Target Area 1 and 10

Grants are allocated each year by a scientific committee to re-
searchers working in laboratories with a team. The researcher 
is independent with respect to his/her research but is asked 
to cite IREB’s contribution when publishing.
http://www.ireb.com/node/211

Greece�

HEINEKEN Athenian Brewery
 “First National Survey on Alcohol Knowledge”

 2011-completed 2011 · WHO Target Area 10
A study which tracked the relationship between the Greeks 
and alcohol. It recorded the level of knowledge of the possi-

prevalence in that district by 30%, a world first. Support has 
also been provided for a number of initiatives undertaken by 
FARR and the South African National Council for Alcoholism 
and Drug Dependence (SANCA). For example in 1992 a series 
of programs designed to reduce alcohol consumption in com-
munities at risk and in 2002, a sponsored training program for 
frontline health practitioners.
http://www.farr-sa.co.za/

http://www.ara.co.za/partnerships

2
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United�Kingdom�

Drinkaware 
 “Alcohol: What’s the Attraction?” 4

 2009-completed 2009 · WHO Target Area 10
A survey designed to discover what motivates young people 
to start drinking or binge drink, and what parents, profes-
sionals and young people can do to address the challenge. In 
partnership with the Guardian newspaper parents, professio-
nals and young people themselves were challenged to define 
what makes alcohol so appealing, as well as asking them 
what they thought could be done to improve the UK’s alcohol 
culture. This was carried out via:  a street survey of 16-17 
year olds and parents of 10-17 year olds; an e-mail survey for 
professionals working with children and young people across 
the UK; and roundtable debates, one with key thinkers from 
Government, industry, health, social marketing, and youth 
and parenting organisations and one with 16-17 year olds 
from a range of backgrounds. This information was used to 
prepare the professional and parents areas of the website 
and to inform a campaign “The Ultimate day”, a competition 
for 16-17 year olds.   
Details of the survey and roundtable debate can be found on 
the Drinkaware and the Guardian websites. The ICM survey 
showed that: 25% of young people drank for something to 
do and over 60% because it was part of ”being young and 
socialising”; Young people are less concerned about getting 
drunk (15%), than they are about having unsafe sex (45%), 
taking recreational drugs (44%) and not getting qualifica-
tions (21%); 59% of professionals working with under-18s 
didn’t have the support and information they needed to pro-
vide education about alcohol; 75% of professionals believed 
it was parents who should be the most responsible for deli-
vering messages about alcohol to children and young people; 
and 40% of parents said they would proactively teach their 
children about alcohol and thought the right age to do so 
was 14.5 years. The Young People Roundtable debate showed 
that: young drink for the same reasons as their parents and 

Spain�

Cerveceros de España
 “Jóvenes y Alcohol” (“Young People and Alcohol”) 3

 2000-ongoing · WHO Target Area 10
A regular opinion survey amongst 1,800 young Spaniards. 
The research examines their habits regarding their consump-
tion of alcohol during the week, and at weekends, and the 
findings are being used to improve awareness-campaigns.

The�Netherlands�

Nederlandse Brouwers
 Support for “SAR - The Dutch Foundation for Alcohol 

Research”
 1981-ongoing · WHO Target Area 10

The foundation consists of the Nederlandse Brouwers, and 
the spirits and wine organisations. The foundation co-ope-
rates with TNO Quality of Life. TNO runs two main projects:
Alcohol Research:
- clinical research on the effects of moderate consumption;
- epidemiological research;- publications in outstanding 
 scientific peer-reviewed journals; and
- advice.
Information and communication:
- database with >60,000 abstracts on scientific alcohol 
 literature;
- website: in Dutch and English;
- annual symposium on the latest scientific information;
- annual report; and
- presentations, articles and interviews.

http://alcoholengezondheid.nl/wat_is_sar

3

4

other adults; more than a third would prefer to listen to their 
parents about drinking alcohol (other options offered inclu-
ded friends (22%), older siblings (3%), teachers (3%)).  
http://www.drinkaware.co.uk/campaigns/alcohol-and-young-people-

whats-the-attraction

British Beer & Pub Association (BBPA)
 “Research Funding“

 1981-ongoing · WHO Target Area 10
Funding for independent research on the effects of alcohol on 
health was started in 1981. A group of independent experts, 
the Medical Advisory Group (MAG), met regularly to review 
research and allocate grants. The MAG was administered by 
The Portman Group for a few years in the late 1990´s. Since 
then funds have been invested by the BBPA  to provide grants 
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to fund research projects in the field of alcohol research. 
These are administered by the Grants Committee of the BBPA 
and the Institute of Brewing & Distilling (IBD). This includes 
provision for the British Beer & Pub Association contribution 
to ERAB - The European Foundation  for Alcohol Research.

USA�

AB INBEV - Anheuser-Busch Companies and 
Beer Institute

 Support for “TIRF (Traffic Injury Research Founda-
tion)“

 1990-ongoing · WHO Target Areas 4 and 10
A national, independent road safety institute whose mission 
is to reduce traffic-related deaths and injuries, TIRF achieves 
its mission by designing, promoting and implementing ef-
fective strategies based on sound research. Anheuser- Busch 
and TIRF have been partners since 1990, and Beer Institute 
has been supporting TIRF since 2004. In 2004, with support 
from Anheuser-Busch, TIRF formed a Working Group on DWI 
System Improvements dedicated to identifying initiatives for 
improving the DWI system, promoting successful programs, 
and continuing to bring organizations together to create 
positive change.
http://www.tirf.ca/main.php

Europe�

The Brewers of Europe
 Support for “ERAB: The European Foundation for 

Alcohol Research (ERAB)”
 2003-ongoing · WHO Target Area 1 and 10

An alcohol research foundation established in Brussels in 
2003 and supported by The Brewers of Europe, its members 
and the major European brewers. ERAB is an independent 
European foundation set up to fund biomedical and psycho-
social research into beer and alcohol.
http://www.erab.org/asp2/index.asp
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Publications 

This section includes educational material, reports of research, reviews of published research, newsletters 
and policy documents published in the last three years.
 

Bulgaria	

Union of Brewers in Bulgaria (UBB)
 “Raising Awareness About the UBB Code for Respon-

sible Commercial Communication” 
 Published 2008 · WHO Target Areas 6

A 16-page brochure dedicated to the UBB Code and self-
regulatory good practice distributed via a national newspaper 
to increase consumer and governmental institutions aware-
ness. 3,000 copies were sent out. 
The UBB’s good practice in self-regulation has been covered 
by over 160 publications in national newspapers and electro-
nic media, TV and radio channels.

 “Responsibility Initiatives of the UBB” 
 Published 2009 · WHO Target Areas 6 

A special reference book which contains detailed information 
on: Brewers Self-Regulation good practice; The UBB responsi-
ble commercial communications system; Alcohol and Health 
Forum initiatives and beer industry commitments under the 
umbrella of The Brewers of Europe; Consumer policy and the 
role of Self-Regulation in protecting consumers interest; etc. 
It has been circulated to 500 representatives of governmen-
tal institutions, consumer organizations, NGOs and branch 
organizations.

Denmark	

Bryggeriforeningen 
 Help to Publish “Responsible Marketing - 10 Years 

With the Danish Board on Alcohol Advertising“
 Published 2010 · WHO Target Areas 6 

A book to mark the 10-year-anniversary of the Danish Board 
on Alcohol Advertising (Alkoholreklamenævnet) (hereinafter 
the Board). “Ansvarlig markedsføring – 10 år med Alkohol-
reklamenævnet” (“Responsible marketing – 10 years with 
the Danish Board on Alcohol Advertising”) was published 
and distributed with support from Bryggeriforeningen. It was 
launched at a conference with the same name at which the 
Danish Board on Alcohol Advertising also announced the 
revised guidelines on the Marketing of Alcohol Beverages. It 
contains a series of articles written by leading scientists and 
opinion makers within marketing and self-regulation and 
illustrates the pros and cons of upholding a co-regulation 
system like the Danish Board on Alcohol Advertising. The 
book focuses on: the background of the Board’s establish-
ment both politically and legislatively; the development of 
alcohol marketing before, during and after the establishment 
of the Board; and children and young people as consumers. 
It is written by the Danish Consumer Ombudsman Henrik 
Øe. In addition, some of the leading contributors to the book 

1

are: Ms Benedicte Federspiel, Chief Consultant in the Danish 
Consumer Council; Mr Peter Møgelvang-Hansen, Professor, 
the Department of Law, Copenhagen Business School; Mr Jan 
Trzaskowski, Associate Professor, Ph.D., Department of Law, 
Copenhagen Business School; and Ms Birgitte Tufte, Professor, 
Center for Marketing Communication, Copenhagen Business 
School.” 
The conference received substantial press coverage in both 
television and the written media. The book was also widely 
circulated to relevant politicians, opinion makers, scientists 
and researchers.
http://ipaper.ipapercms.dk/Bryggerigruppen/Erduklar/AnsvarligMar-

kedsfring10rmedAlkoholreklamenvnet/

http://ipaper.ipapercms.dk/Bryggerigruppen/Erduklar/AnsvarligMar-

kedsfring10rmedAlkoholreklamenvnet/

http://www.bryggeriforeningen.dk/

Germany	

Deutscher Brauer-Bund e.V. 
 “Grundsätze für Kommunale Handlungskonzept“ 

(“Principles for a Community Treatment Concept“) 1

Published 2008 · WHO Target Areas 1 and 2 
A leaflet which challenges all responsible bodies in a munici-
pality to work together for an effective and proactive preven-



192

 “Youth and Information 2007” 
 Published 2007 · WHO Target Areas 8 and 10

A report of the project “The Newspaper in the Classroom” 
carried out in the scholastic year 2006-2007 which involved 
more the 1.5 million students and more than 37 thousand 
teachers in the upper secondary schools throughout the 
country.
http://www.osservatorionline.it/index.php?id=498&page=Giovani+e

+informazione%3A+2007#content

 “Youth and Information 2009” 
 Published 2009 · WHO Target Area 10 

Some of the results of the study carried out by the Institute 
GfK Eurisko. 1,660,000 students participated in the initiative 
“The Newspaper in the Classroom”.
http://www.osservatorionline.it/index.php?id=500&page=Giovani+e

+informazione%3A+2009#content

 
 Book n. 19: “Italy and Alcohol: A Country Profile“

 Published 2007 · WHO Target Areas 8 and 10
A complete view of the alcohol world in Italy from produc-
tion to consumption, including the patterns of consumption, 
alcohol-related mortality, the economy, legislation, and 
initiatives for prevention and treatment. A. Allamani, S. Anav, 
F. Cipriani, D. Rossi, F. Voller.  

 Book n. 20: “Young People and Alcohol in the 
Province of Campobasso. Project Andromede 2004-
2007“ 

 Published 2008 · WHO Target Areas 8 and 10
The book reports the results of a triennial project on young 
people and alcohol, carried out in the Province of Campo-
basso. The project included a qualitative and a quantitative 
analysis, as well as a training meeting for students and local 
health operators. The text is in Italian. Casa Editrice Litos, 
Roma, 2008.
http://www.alcol.net/images//osservatorio%2020%20completo.

pdf 

tion policy. It sets out the concept that the causes for alcohol 
abuse, particularly regarding children and teenagers, should 
be approached by reinforcement of existing targeted pre-
vention measures at the point where the problems are most 
noticeably experienced, namely at municipal level. 

Italy	

Osservatorio Permanente sui Giovani e 
l’Alcool

 “Youth and Alcohol: Consumption, Abuse and Policies. 
An Interdisciplinary Critical Review“

 Published 2010 · WHO Target Areas 1, 8 and 10
Twenty years after its foundation, the Osservatorio Perma-
nente sui Giovani e l’Alcool published an in-depth reflection 
on the issue at the heart of its work. The aim is to offer an 
articulate and critical analysis of “planet alcohol”, integrating 
different perspectives and disciplinary approaches. The con-
tents is presented in four parts. The first is an overview of the 
social meaning of alcohol drinks in the history of Italy, framed 
by a set of cultural consumption models. It also presents a re-
flection on the state of research on the relationship between 
the young and alcohol, with reference to both quantitative 
and qualitative studies. The second part addresses the main 
issues of the collective and social dimension of alcohol, 
both economic and normative, and the very complex issue 
of self-regulation mechanisms that a society can activate to 
deal with problematic phenomena (such as alcohol use and 
abuse). The third part looks at the world of young people, 
their way of experiencing the relationship with alcohol drinks 
and their perception of the related risks, describing some 
significant experiences in prevention, health promotion and 
treatment of alcohol-related problems. The last part reflects 
on international trends in alcohol consumption models, 
between standardizing globalization and persistence of the 
Mediterranean model, with its “protective” factors reducing 
alcohol-related damage.
http://www.alcol.net 

Japan	

Sapporo Breweries 
 “Know About Alcohol Drinks“ 

 Published 2009 · WHO Target Area 8 
An educational booklet for young people to explain the harm-
ful effects of drinking. By the end of 2011, 50,000 booklets 
had been distributed mainly to schools. 

Europe	

The Brewers of Europe 
 “Supporting Local Communities: Assessing the Con-

tribution of Europe’s Brewers” 2

 Published 2011 · WHO Target Area 2 
A report on the contribution made by brewers to local com-
munities through sponsorship of sports, arts, education, and 
culture, at a national and local level. It was commissioned 
by an invitation to tender issued from The Brewers of Europe 
through The European Sponsorship Association (ESA). The 
brief was to undertake a survey of breweries and recipients 
on their reach into the community and blend this with re-
search and other data to build an independent picture of the 
size and importance of brewers’ support to the community. 
The aim was to test the assumption that the 3500+ small, 
medium and large brewers across Europe make an important 

2
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area of expertise (anthropology, clinical psychology, human 
rights law and gender, and public health and violence). 
Anne Fox examines the meanings attached to drinking and 
violence in different cultures and focuses on the concepts 
of disinhibition, masculinity, and the drinking environment. 
Kenneth E. Leonard examines the biomedical and psycholo-
gical explanations for alcohol’s effects, looking at whether 
certain characteristics explain the relationship between some 
drinking patterns and some patterns of violent behaviour. 
Courtney O’Connor and Claire Dickson address how human 
rights and culture can work together to prevent violence and 
other risky behaviour; they identify strategies used to respond 
to analogous social problems and extrapolate promising lines 
of action for the future. Finally, Joseph Asare and Ronald West 
have developed a set of international guidelines, intended 
to enhance communications between first responders to 
alcohol-related violence, particularly between the health and 
law enforcement sectors.
http://www.icap.org/Portals/0/download/all_pdfs/Violence%20Mo-

nograph.pdf

 “ICAP Reviews“ 
 2005-ongoing · WHO Target Areas 1 and 8 

Independently authored and peer reviewed this series of-
fers an opinion on key issues in the field. Recent examples 
include:
ICAP Reviews 4. Conflicting Interests, but Not Necessarily 
Conflicts of Interest - October 2009 by Hurst Hannum; 
ICAP Reviews 3. Noncommercial Alcohol in Three Regions - 
October 2008 by Moruf Adelekan, Yury E. Razvodovsky, and 
Uditha Liyanage Commentary by David M. Ndetei.
http://www.icap.org/Publications/ICAPReviews/tabid/76/Default.

aspx 

 “ICAP Series on Alcohol in Society“ 3  4  
 2001-ongoing · WHO Target Areas 1 and 8 

A scholarly Series, published by Routledge (Taylor & Francis 
Group). Each volume is intended to promote a fresh and 

contribution to the wellbeing, culture, leisure time and know-
ledge of EU citizens and local citizens. A consortium of ESA 
members combined to carry this out and their work was on 
several levels. It involved collecting data from brewing com-
panies and recipients of support, surveying the general public 
on the effects of brewery funded support, and presenting 
case studies and viewpoints from breweries and events and 
organisations. This approach identified many of the smaller 
actions which receive less exposure and attention than better 
known sponsorships such as large sports sponsorships. The 
resulting data and viewpoints were set against a wider view 
of the trends being taken in modern sponsorship, especially in 
efforts being made by brands of all kinds to be seen to bring 
a tangible value and benefit to events, fans and organisati-
ons. 
The results captured more than 8,000 examples of com-
munity involvement by Europe’s brewers. Although there are 
almost certainly thousands more activities that have not been 
captured by this first exercise, it has been estimated that 
brewers’ community support in the EU represents almost €1 
billion annually. The majority of brewers’ contribution to com-
munities is directed at the local level, with 62% of total beer 
funding going to community based events and only 11.9% 
for major sports events. These results highlight how the invol-
vement of brewers in communities benefits not just brewers 
but especially event organisers and Europe’s citizens.
http://www.brewersofeurope.org/asp/publications/index.asp

International	

International Center for Alcohol Policies 
(ICAP) 

 “Extreme Drinking Behaviour Among Young People”
 Published 2008 · WHO Target Areas 2 and 8

This monograph explores the association between alcohol 
and violence and contributes to the dialogue on appropri-
ate and effective responses. It consists of four papers, each 
providing a distinct disciplinary perspective from the author’s 

balanced perspective on a key alcohol policy issue.
Expressions of Drunkenness (Four Hundred Rabbits) 
(2010) Edited by Anne Fox and Mike MacAvoy, (ISBN 
9780415992138)
Swimming with Crocodiles: The Culture of Extreme Drinking 
(2008) Edited by Marjana Martinic and Fiona Measham, 
(ISBN 9780415955485) 

The Worldwide Brewing Alliance
 “Drinking and Driving Report” 

 2001-ongoing · WHO Target Areas 1, 4 and 10
Now in its 8th edition (published in 2008) this report includes 
a compilation of information about drinking and driving in 53 
different countries that has been collected by the members of 
the Worldwide Brewing Alliance. The report includes details of 
the Breath-alcohol (BAC) limit and other legislation regarding 
drinking and driving, together with statistics and details of 
the brewing industry’s initiatives to combat drinking and 
driving.
http://www.worldwidebrewingalliance.org/publications.asp

3 4
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ConferenCes and seminars

Below is a list of conferences and seminars organised by the brewing sector in the last three years to 
educate and inform the wider brewing community, the public, or other sectors. It includes links to reports 
of the proceedings.

Brazil	

AB INBEV - American Beverage Company - 
Ambev 

 “Papo de Responsa“ (“Responsible Chat“) 
 2011-ongoing · WHO Target Area 1 

A project that promotes research into sensible drinking in 
Brazilian universities. It started with a lecture for university 
deans and academics in general at the Faculty of Medicine in 
the University of São Paulo to promote a new methodology to 
combat alcohol abuse. The methodology, which was develo-
ped by Dr. James Turner in educational institutions in the Uni-
ted States, is called “Social Norms” and shows students that, 
contrary to popular opinion, most people drink moderately 
and responsibly. When they realize that responsible behaviour 
is the norm, students tend to change their attitude and do 
what the majority does.
http://www.socialnorms.org

 “Seminars on the Prevention of Alcohol Misuse“ 1

 2010 · WHO Target Area 3 
The 1st of an annual series of seminars on the prevention 
of alcohol misuse. It was held with four NGOs, at the time 
of the Jovens de Responsa. The objective was to stimulate 
debate about alcohol abuse and to present initiatives and 
projects run by the company in the area. The seminar was 

attended by government representatives, doctors and specia-
lists. 

Bulgaria	

Union of Brewers in Bulgaria (UBB) 
 “Building up and Development of Branch Capacity to 

Establish Self-regulation for Commercial Communica-
tions” 

 2008 · WHO Target Areas 1 and 6
Roundtable discussions (May and July), seminars (April and 
September) and an international conference (May) to spread 
UBB’s self-regulatory good practice model among Bulgarian 
branch associations, NGOs and governmental institutions. The 
events were attended by 470 people. The European Adverti-
sing Standards Alliance (EASA) participated as guest lecturers 
in both seminars.  

China	

AB INBEV - AB InBev China 
 “The Impact of Social Norm on Responsible Drin-

king“ 2

 2010-ongoing · WHO Target Area 3 
At the first of a series of seminars, social scientist, Jen-
nifer Bauerle, explained relations between social norm and 

1

2

responsible drinking. Her research in the USA (since 2003) 
has shown the benefit of advocating moderate drinking 
by showing that it is actually the “norm” in universities. 
Reductions of alcohol-related injuries of 40% have been 
recorded.  
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Ireland	

Mature Enjoyment of Alcohol in Society Ltd 
(MEAS) 

 “Annual Seminars” 
 2003-completed 2008 · WHO Target Areas 1 and 2

A series of annual seminars on alcohol and society held in 
Dublin and Cork between 2003 and 2008. In 2008, the 
subject of the seminar was “Working Together to Reduce 
Alcohol-Related Harm”. Following discussion there was con-
sensus that partnerships are necessary, as there is a limit to 
what legislation can do. In his presentation Robert Madelin, 
Director General, Health and Consumer Protection, European 
Commission, described the operation of the European Alcohol 
and Health Forum established in 2007 and set out what 
partnership can deliver in society. Examples of partnerships 
in Ireland were detailed by a number of the presenters at the 
conference, as well as the conditions that facilitate partner-
ship. 

Italy	

 Osservatorio Permanente sui Giovani e l’alcool 
 “20th Anniversary Initiative“ 
 2011-2012 · WHO Target Area 2 

To mark the 20th anniversary of the foundation of the Osser-
vatorio a series of celebratory and assessment initiatives took 
place between October 2011 and June 2012. On October 
28th 2011, an open seminar to mark the scientific achieve-
ments of the Osservatorio took place in Rome. A number of 
scientific papers were presented by members of the scientific 
committee of the Osservatorio. The data on alcohol consump-
tion in Italy of the VI Osservatorio Doxa survey (2011) were 
also presented. A special analysis summarises the results of a 
longitudinal study sponsored by the Osservatorio and carried 
out by the Censis Institute. Osservatorio’s past President 
Giuseppe De Rita and philosopher Umberto Galimberti made 
a joint speech commenting on the evolution of youngsters 

Denmark	

Bryggeriforeningen 
 “Responsible Marketing - 10 Years With the Danish 

Board on Alcohol Advertising“ 
 2010 · WHO Target Area 6 

A conference to celebrate the 10-year-anniversary of The 
Danish Board on Alcohol Advertising (the Board) held at the 
Danish parliament Christiansborg for an audience of about 
110. In his address, the Danish Consumer Ombudsman 
affirmed the Board’s success in enforcing an ethical and 
responsible standard of marketing alcohol in Denmark. He 
was also very positive on the question of co-regulation in 
alcohol marketing with the Board. Professor Peter Møgelvang 
Hansen, Copenhagen Business School, pointed out that the 
Board has helped to relieve the pressure on the institution 
of the Danish Consumer Ombudsman, and underlined that 
a sensible division of labour exits between the Board and 
the Consumer Ombudsman. The Danish Minister of Business 
and Industry, Brian Mikkelsen, said that as a Conservative 
politician he was an advocate of free choice. However, health 
and social considerations must be taken into account in 
relation to alcohol marketing, especially concerning children 
and young persons. He also pointed out that the best way for 
producers of alcohol to stay clear of public legislation was 
to continually retain the respect and integrity of the Board in 
the eyes of the Danish public. The chair person of the Danish 
Consumer Council, Ms. Camilla Hersom, underlined that the 
Board worked well. She held that the Board ought to publish 
all decisions as press releases in the belief that this would 
further strengthen self-regulation within alcohol marketing. 
Mr Niels Lunde, journalist and business observer at the 
Danish newspaper Politiken and moderator at the conference, 
summed-up: “The conclusion is that a wide support for the 
Danish Board on Alcohol Advertising exists – both among 
politicians and consumers. The Danish model of co-regulation 
in alcohol marketing works”. 
http://www.alkoholreklamenaevnet.dk/default.asp?pid=90

http://www.alkoholreklamenaevnet.dk

http://www.bryggeriforeningen.dk

 

alcohol-related behaviours in Italy. In late June 2012, a se-
cond seminar centred on the role of evidence based data on 
alcohol consumption and abuse was held in Rome. This was 
attended by scientists and political decision makers.
http://www.alcol.net/ 

Mexico	

HEINEKEN Cervecería Cuauhtémoc Moctezu-
ma 

 “Gira: Con Responsabilidad Para el Éxito” (“Tour: 
With Responsibility for Success”) 

 2002-ongoing · WHO Target Area 1 
Motivational conferences for students in schools, universities, 
forums, and other events. Successful personalities, recognized 
nation-wide, participate in the conferences which promote 
values such as character, discipline, effort and responsible 
life-style. 

Papua	New	Guinea	

SP Brewery Limited (SPB) 
 Participation in a “Symposium to address Alcohol 

Abuse in Papua New Guinea“ 3

 2011 · WHO Target Areas 1, 3 and 8
 A three-day symposium, organised by the Law & Justice Sec-

tor Secretariat and promoted as a public-private partnership. 
It was funded by the government and private sector, and 
attracted stakeholders such as the Health and Education 
Ministries, Community Affairs, Law & Justice, Police Narco-

3
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The	Netherlands	

SAR – Foundation for Alcohol Re-
search 

 “TNO Symposa”  
 2001-ongoing · WHO Target Area 2 

In co-operation with SAR, TNO organises an annual sym-
posium on the scientific results of the effects of moderate 
consumption of alcohol. In 2006, on the occasion of the fifth 
anniversary, a book with five years of scientific results was 
published, titled: “De wijsheid en de kan” (“The wisdom and 
the jug”). Between 2001 and 2005, the Symposium was held 
in combination with on-trade fairs. In 2006, it was held at 
Nyenrode University. 

Europe	

The Brewers of Europe 
 “Partnerships Against Drink Driving in Europe”

 2010 · WHO Target Area 4 
A multi-stakeholder conference organised by the Belgian 
Road Safety Institute and The Brewers of Europe. It took place 
at the same time as discussions within the Council on the 
new EU policy orientations for 2011-2020 on Road Safety, 
i.e. halving road deaths, and the start of the UN decade for 
Road Safety. Around 80 people from across Europe, including 
policy makers, law enforcement authorities, NGOs, football 
clubs and civil society stakeholders debated how best to 
combat drink-driving in Europe, and reaffirmed support 
for the European Road Safety Charter. Presentations at the 
conference included those of the Spanish transport ministry, 
the Polish motor transport institute, Danish football club FC 
Midtjylland, and other stakeholders. The conference included 
a signing of the European Road Safety Charter (ERSC) by The 
Brewers of Europe, the Italian brewers association Assobirra, 
the European Transport Training Organisation, Zone de Police 
Bouraine, the European Federation of Road Traffic Victims, 
Politiezone West-Limburg, and FC Midtjylland. The ERSC is 

tics Bureau, Road Safety Council, Provincial Governments, 
Churches, NGOs, alcohol producers, International Centre for 
Alcohol Policy (ICAP) and community leaders. It was aimed at 
gathering the views of stakeholders and to better understand 
the extent of alcohol abuse in Papua New Guinea with a 
view to stakeholders working together to develop a national 
plan to address alcohol abuse. The company facilitated and 
sponsored the participation of ICAP at the event and assisted 
with the cost of staging the symposium. It also participated 
as a speaker on educating consumers on responsible drin-
king.  
The symposium raised awareness about the government’s 
concerns regarding alcohol-related harm in the country. The 
company was invited to be on the Task Force Against Alcohol 
Abuse allowing the company to participate meaningfully in 
the development of the country’s alcohol policy. The sym-
posium helped SPB to identify specific programs to address 
alcohol-related harm and the dialogue helped fast-track 
various programs such as the “Designated-driver” campaign 
with the Traffic Police as well as the “Responsible Service” 
program.

Slovakia	

SABMiller Subsidiary - Pivovary Topvar 
 “Stakeholder Seminar on Preventing Underage Alco-

hol Abuse“ 4  
 2011 · WHO Target Areas 1 and 3

A one-day seminar for leading experts, government officials 
and NGOs on the prevention of alcohol abuse by minors. The 
seminar was organised together with BECEP, a non-profit 
organisation established by the Ministry of Transport and 
Telecommunications, and was attended by the NGO, OZ 
Prima, and local councils. All key stakeholders were involved 
in developing a combined, collaborative approach to tackling 
underage alcohol consumption.
http://www.webnoviny.sk/zdravie/slovakov-zabija-alkohol-odbornici-

ri/435652-clanok.html 

an instrument that offers European-wide recognition and 
visibility to stakeholders that have engaged in road safety 
actions. 
The conference approved 6 recommendations for effective 
strategies against drink driving: An effective approach to 
reducing drink driving requires the correct combination of 
legislation, enforcement, sanctions, education and societal 
engagement; People who drink drive must not all be placed 
in the same category and specific approaches are needed to 
target these different groups of drink drivers; Whilst levels of 
enforcement, BAC limits, sanctions etc. may vary from one 
place to another, a clear and consistent message against 
drink driving is essential.; Best practice approaches and 
partnerships should be identified so that they be reciprocated 
across other countries and adapted to other cultures; Educa-
tion on drink driving should reach right into formalised edu-
cation in schools and into families through parental guidance; 
and Effective strategies against drink driving require a long 
term commitment that seeks to change mentalities over a ge-
neration. Without condemning the whole population, whilst 
confirming what is the right behaviour, strategies should 
appeal to people’s sense of responsibility, calling upon society 
to work together in the same direction.
http://www.dontdrinkdrive.eu

 

4
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International Center for Alcohol Policies 
(ICAP) 

 “Sharing Experiences for the Development of the 
National Policy on Alcohol-Related Harm Prevention 
and Control” 

 2009 · WHO Target Area 3 
The Health Strategy and Policy Institute (HSPI) of the Ministry 
of Health of the Socialist Republic of Vietnam, in co-operation 
with ICAP, organized a workshop, in Hanoi, Vietnam. One 
hundred and forty participants attended the workshop, 
including representatives from the Committee for Social 
Affairs of the National Assembly, key government ministries 
and agencies, public health organizations, non-governmental 
organizations (NGOs), and the beverage alcohol industry. 
The overall objective of the workshop was to facilitate the 
exchange of national and international expertise and infor-
mation in support of the development of the national policy 
on alcohol-related harm prevention and control in Vietnam.
http://www.icap.org/LinkClick.aspx?fileticket=fWekIg%2b2%2bek%

3d&tabid=72

 “ICAP Africa Region Conference 2008” 
 2008 · WHO Target Area 3 

Seventy participants from 15 countries attended this confe-
rence in Dar es Salaam, Tanzania. They represented ministries 
and government agencies, public health organizations, NGOs, 
and the beverage alcohol industry. Participants discussed regi-
onal and international initiatives aimed at reducing harmful 
drinking, addressed knowledge gaps, and explored inte-
grated approaches that can support effective, efficient, and 
sustainable implementation of alcohol policies and targeted 
interventions in Africa.
http://www.icap.org/LinkClick.aspx?fileticket=xnchlv5ipds%3d&tab

id=72 

 “A Series of European Beer and Health Symposia”
 1999-ongoing · WHO Target Area 2 

The 5th seminar in the series of one day seminars on beer 
and its effect on human heath when consumed in moderation 
took place in Madrid in November 2008. It gathered together 
a number of the highest authorities on beer, health and 
nutrition in Spain . The 6th seminar, “Beer and Health: From 
myths to science” took place on 20th September 2011. It 
provided an overview from prominent European scientists on 
the current state of knowledge regarding the health benefits 
of moderate consumption of beer and its role in the healthy 
lifestyle of adults. Shortly after the 6th symposium the organi-
sers were also invited by the European Federation of Nutrition 
Societies to set up a workshop on beer and health at their 
bi-annual conference in 2011.
http://www.beerandhealth.eu/php/index2.php 

International	

Brewers Association of Canada (BAC), the 
Beer Institute and The Brewers of Europe

 “International Medical Advisory Group (IMAG) Confe-
rences” 

 1971-ongoing · WHO Target Area 2 
Annual closed conferences hosted by The Brewers of Europe 
in association with ERAB: The European Foundation for Alco-
hol Research, and the Brewers Association of Canada and the 
Beer Institute in association with the ABMRF/ The Founda-
tion for Alcohol Research. These conferences, which started 
more than 30 years ago, bring together the medical advisory 
groups for the brewing industry in Australia, New Zealand, 
Europe, South Africa and North America, to discuss the latest 
advances in research in the field of alcohol. They provide a 
unique forum for discussion of the medical and social aspects 
of alcohol consumption for leading researchers from all over 
the world. The 2011 Conference was hosted by The Brewers 
Association of Canada with ABMRF/ The Foundation for 
Alcohol Research in Montreal.
http://www.abmrf.org/meetings_conferences.asp

 “Asia Pacific Alcohol Forum” 
 2008 · WHO Target Area 3 

The forum was held in Singapore and more than 100 par-
ticipants from 15 countries participated. These represented 
government ministries (health, finance, transport, education 
and youth, and culture, sport, and tourism), public health 
organizations, non-governmental organizations (NGOs), 
and the alcohol beverage industry and trade associations. 
The Forum provided a valuable occasion for participants to 
discuss regional and international initiatives aimed at tackling 
alcohol-related harm, to address knowledge gaps, and to 
explore integrated approaches that can support effective, 
efficient, and sustainable implementation of alcohol policies 
and targeted interventions. 
http://www.icap.org/LinkClick.aspx?fileticket=7neAFAyNUeE%3d&

tabid=72

 
 “Regional Self-Regulation Workshop: Latin America”

 2007 · WHO Target Area 6 
The third in a series of regional self-regulation workshops 
focused on best-practice in marketing and industry self-
regulation held in Santiago. The workshop was organized in 
collaboration with the Consejo de Autorregulación y Ética 
Publicitaria (CONAR-Chile) and led to participants signing up 
to the “Santiago Declaration”.
http://www.icap.org/Portals/0/download/all_pdfs/meeting_reports/

Self-Reg%20Latin%20America%20Workshop.pdf
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Social aSpectS organiSationS and 
other organiSationS Supported 
by the Sector

The final section includes details of Social Aspects Organisations (SAOs), funded in whole or in part by 
brewing companies. Through education and communications programmes, SAO’s promote the responsible 
consumption of beer or alcoholic beverages as well as specific measures against drinking and driving and 
underage drinking. Also included are other organisations, funded by brewers, whose aims and objectives 
include databases and the funding of research.

Australia	

DrinkWise Australia 
 2005-ongoing · WHO Target Area 1 

DrinkWise Australia is an SAO designed to foster responsible 
drinking in Australia. The Drinkwise board includes an equal 
number of industry and non-industry representatives. The 
industry representatives include representatives from the 
brewing sector as well as nominees of the wine, spirits, hotels 
and liquor stores associations. DrinkWise was established 
in 2005 by the alcohol industry. The Australian Government 
contributed $5 million over four years in 2005. Since late 
2009 it is entirely supported by voluntary contributions from 
across the Australian alcohol industry.
http://drinkwise.org.au/ 

Belgium	

Arnoldus Group 
 1992-ongoing · WHO Target Area 1 

The Arnoldus Group is the Belgian SAO, founded as an initia-
tive of the Belgian Brewers. Apart from Belgian breweries, the 
Arnoldus Group’s members comprise hotel, restaurant and ca-
fés (HORECA) associations, beer wholesalers and distribution 
associations. More information is available on the website. Its 
principal objectives are to: promote sensible beer consump-
tion; contribute to the prevention of alcohol misuse; spread 
information on moderate beer consumption; favour discussion 
and collaboration with all the organisations involved both 
at regional and international level; do research that might 
contribute to better information for consumers; and elaborate 
a code on the marketing techniques in general that is binding 
on all members of the Group.
http://www.beerparadise.be

China	Taiwan	Region	 	

Taiwan Beverage Alcohol Forum (TBAF)
 2000-ongoing · WHO Target Area 1 

TBAF was founded with financial assistance from major alco-
hol companies and organizations from the media to develop 
initiatives to tackle alcohol abuse in Taiwan. The objectives 
of TBAF are: To promote responsible decision making in the 
consumption or non-consumption of alcohol beverages; To 
co-ordinate efforts to promote a responsible drinking envi-
ronment; and To engage in the alcohol policy debate in a way 
which satisfactorily addresses social concerns. 
http://www.tbaf.org.tw/en
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Finland	

Nuorten Akatemia (Youth Academy) 
 1994-completed 2011 · WHO Target Area 1 

Youth Academy was a service organisation for all organisa-
tions that work with young people. It was established by all 
the major youth and sport organisations in Finland. Youth 
Academy’s services are open to all young people; one doesn’t 
have to be a member of any particular organisation. The 
organisations founded Youth Academy to support their own 
youth activities. With the help of the Academy the organisati-
ons wish to:  increase the appreciation of voluntary activities;  
offer the chance to take part in self-determined voluntary 
activities and projects to more and more young people; and 
increase co-operation between the different organisations 
that work with young people. 
http://www.nuortenakatemia.fi

France	

Entreprise & Prévention (E&P) 
 1990-ongoing · WHO Target Area 1 

Entreprise & Prévention is the French SAO. Its principal objec-
tives are to:  contribute to the fight against excessive alcohol 
consumption and its social consequences;  promote self-
regulation while applying the existing legislation responsibly;  
ensure dialogue with public authorities and partners; and  
address prevention-related matters with public authorities. Its 
Corporate Members include leading beer, wines and spirits 
companies. 

Germany	

DIFA FORUM e.V. 
 1992-completed 2004 · WHO Target Area 1 

DIFA FORUM was the German Social Aspects Organisation 
and was founded in 1992 and closed in 2004. Its objectives 
were: To execute a joint communication and information 
function to deal with the social aspects of alcohol use; To be 
proactive in the public debate on alcohol misuse with the 
overall intention of co-operating with similar institutions in 
Germany and Europe; and To develop information and edu-
cation campaigns. The membership of DIFA FORUM included: 
Company members including brewers; Federations: including 
Deutscher Brauer-Bund; as well as other associations and 
individual members. 

Denmark	

GODA 
 1993-ongoing · WHO Target Area 1 

GODA is a Danish SAO. It was founded in 1993 by: The 
Danish Brewers Association; Danish Distillers Association; and 
The Wine and Spirits Organisation: V.S.O.D. GODA’s objective 
is to promote the use of alcohol in moderation in order to 
reduce, and work against, misuse.
At the end of 2007 the Danish Brewers Association establis-
hed a section with similar aims to GODA, on behalf of beer, 
and no longer fund this SAO. 

IREB - Institut de Recherches Scientifiques sur 
les Boissons 
 1971-ongoing · WHO Target Area 1 

IREB is an NGO created by producers of alcohol beverages 
including brewers. It aims to contribute to alcohol research 
by both undertaking research and providing an information 
resource. An independent scientific committee composed 
of top scientists determines the main directions of research 
in varied fields of alcoholism including: medical; biological; 
sociological; and psychological.
http://www.ireb.com/

Ireland	

Mature Enjoyment of Alcohol in Society Limi-
ted (MEAS) 
 2003-ongoing · WHO Target Area 1

MEAS, the Irish SAO, became operational in order to reduce 
alcohol misuse and related harm. The organisation works in 
partnership with Government and other appropriate bodies 
to promote: social responsibility among producers, marketers, 
distributors and retailers of alcohol in Ireland; and mature 
enjoyment of alcohol amongst consumers.
MEAS is committed to the promotion of the highest ethical 
standards within the Drinks Industry and does not condone 
any abuse or misuse of alcohol. MEAS has no economic pur-
pose and is operationally independent from drinks-industry 
companies. 
http://www.meas.ie/index.php
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responsible drinking and learned self responsibility. In this 
connection repressive and/or coactive measures aimed at 
direct reduction of accessibility of alcohol beverages should 
not be necessary. Implementing too restrictive measures is 
normally not effective, causing sometimes adverse effects, 
especially concerning young people’s behaviour. Since 2006, 
the Observatory has been a non-profit association, funded 
by a group of associate members, namely Assobirra, and the 
University of Perugia. 
http://www.alcol.net

Malta	

The Sense Group (TSG) 
 1997-ongoing · WHO Target Area 1 

The Sense Group is the Maltese SAO, and it aims to promote 
moderate, sensible and responsible drinking. TSG is autono-
mous from its members who include the major producers and 
importers of alcohol beverages in Malta. The organisation 
hopes to cultivate a better understanding of alcohol-related 
issues in Malta, as well as conducting awareness cam-
paigns. Other functions of the group include assisting local 
authorities to prevent alcohol misuse, encouraging ethical 
responsibility in serving alcohol beverages, establishing and 
maintaining contacts with international institutions, and 
informing the general public about developments regarding 
the consumption of alcohol. 
http://www.tsg.org.mt/

http://www.drinkawaremalta.com/

Italy	

Osservatorio Permanente sui Giovani e 
l’Alcool 
 1991-ongoing · WHO Target Area 1 

The Osservatorio Permanente sui Giovani e l’Alcool (The 
Permanent Observatory on Youth and Alcohol) was founded 
for the purpose of scientifically studying alcohol consumption 
and its related problems amongst Italy’s young people. Since 
its inception, the Observatory’s mission has been to promote 
research in a manner which will help it achieve global 
awareness and co-operation in combating alcohol-related 
problems amongst young people. Relying on a psycho-socio-
logical standpoint, the Observatory wanted to integrate its 
research with a wide focus on the health-related dimensions 
of alcohol consumption and misuse. In doing so, it attempted 
to take into consideration psycho-sociological and anthro-
pological aspects of individual and collective behaviours, as 
well as economic and political aspects. The Osservatorio’s 
firm commitment to “Social Alcohology” and to research on 
alcohol-related problems has helped to place it amongst the 
leading organisations in Europe who are socially sensitive 
to alcoholism and its effects. Together, the Observatory and 
its European counterparts continue to develop strategies 
for identifying effective and culturally sensitive methods to 
prevent the misuse of alcohol. The approach of the Osserva-
torio underlines that an effective policy of prevention of the 
risk of drinking abuse, implies a diffused education about 

South	Africa	

ARA – Association for Responsible Alcohol 
Use
 1989-ongoing · WHO Target Area 1 

The ARA was established in 1989 by the major manufacturers 
of alcohol beverages in South Africa to reduce alcohol-related 
harm through combating the misuse and abuse of alcohol 
and promoting only its responsible use. The ARA is registered 
as a non-profit organisation with the Department of Social 
Development. The association’s mission is to reduce alcohol-
related harm through combating the misuse and abuse of 
alcohol beverages and promoting only their responsible use. 
Its members include the major manufacturers of alcohol 
beverages in South Africa, such as SAB Ltd. and many others. 
The focus of the ARA is: Effective self-regulation by member 
companies and other alcohol beverage manufacturers dis-
tributors and retailers; Partnerships with government, public 
health bodies and other relevant stakeholders to combat 
abuse; and Education - on the nature and risks of alcohol 
abuse, and on the responsible use of alcohol beverages by 
those not at risk who have made the decision to drink. The 
primary targets for its interventions are two broad groups 
namely young people and those adults who are vulnerable 
and most at risk of suffering the negative consequences of 
alcohol abuse and misuse.
http://www.ara.co.za/ 
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SAR provides regular new insights and scientific publications 
on the health effects of moderate alcohol consumption.
http://www.alcoholengezondheid.nl

 

STIVA - Dutch Foundation for the Responsi-
ble Use of Alcohol 
 1982-ongoing · WHO Target Area 1 

STIVA is the Dutch SAO supported by the three main drinks 
trade associations. Its objective is to reduce alcohol misuse 
and to encourage the responsible consumption of alcohol 
beverages through: self-regulation of advertising; informa-
tion, including awareness campaigns in a variety of fields 
such as youth, transport, the workplace and sports; and 
research. 
http://stiva.nl/

United	Kingdom	

AIM-Alcohol in Moderation 
 1991-ongoing · WHO Target Area 1 

AIM – Alcohol in Moderation was founded in 1991 as an 
independent not for profit organisation whose role is to 
communicate “The Responsible Drinking Message” and to 
summarise and log relevant research, legislation, policy and 
campaigns regarding alcohol, health, social and policy issues. 
It operates with the support of a distinguished and highly 
qualified social, scientific and medical Council. AIM’s Mission 
Statement: To work internationally to disseminate accurate 
social, scientific and medical research concerning responsible 
and moderate drinking; To strive to ensure that alcohol is con-
sumed responsibly and in moderation; To encourage informed 
and balanced debate on alcohol, health and social issues; To 
communicate and publicise relevant medical and scientific 

South	Korea	

Korea Alcohol Research Foundation (KARF)
 2000-ongoing · WHO Target Area 1 

The Korean Alcohol Research Foundation (KARF)  was esta-
blished on April 26, 2000, with a donation from the Korea 
Alcohol Research Center (KARC), a partnership between the 
drinks manufacturers of South Korea including KALIA. It is a 
non-profit organization, set up to research and investigate 
the science regarding alcohol. By doing so, it aims to improve 
the problems caused by alcohol in individuals, families, and 
communities and prevent the misuse and abuse of alcohol. 
Their focus is to research and spread diagnosis and develop 
rehabilitation and prevention programs for alcohol-related 
problems. It has conducted responsible drinking campaigns, a 
stop drinking and driving campaign and treatment/rehabilita-
tion of problem drinkers. 
http://www.karf.or.kr/eng/eng_info.html

The	Netherlands	

SAR – Foundation for Alcohol Research
 1981-ongoing · WHO Target Area 1 

The foundation is supported by the Dutch Brewers Associa-
tion (Nederlandse Brouwers) and the spirits and wine organi-
sations. Its objective is to contribute to a balanced, scientific 
view on the moderate consumption of alcohol in society and 
the beneficial effects of moderate consumption of alcohol. 
Research is done by an independent scientific organization 
(TNO) and 50% of the funding comes from the Ministry of 
Economic Affairs. 

research in a clear and concise format, contributed to by 
AIM’s Council of 20 professors and specialists; To publish 
information via www.alcoholinmoderation.com on moderate 
drinking and health, social and policy issues; To educate 
consumers on responsible drinking and related health issues 
via www.drinkingandyou.com and publications, based on 
national government guidelines enabling consumers to make 
informed choices regarding drinking; To inform and educate 
those working in the beverage alcohol industry regarding the 
responsible production, marketing, sale and promotion of 
alcohol; To distribute AIM Digest Online to policy makers, le-
gislators and researchers involved in alcohol issues; To direct 
enquiries towards full, peer reviewed or referenced sources of 
information and statistics where possible; and To work with 
organisations, charities, companies and associations to create 
programs, materials and policies built around the responsible 
consumption of alcohol. 
http://www.aim-digest.com/digest/

http://www.alcoholinmoderation.com/

http://www.drinkingandyou.com/

BII 
 1981-ongoing · WHO Target Area 1 

The BII (formerly the British Institute of Innkeeping) was 
founded in 1981 with the support of the British Beer & Pub 
Association (formerly the Brewers’ Society), the National 
Association of Licensed House Managers, the (then) National 
Union of Licensed Victuallers, the (then) Hotel and Catering 
Industry Training Board, and the Scottish Licensed Trade 
Association.  BII is the professional membership body for 
the licensed retail industry with over 17,500 licensees as 
members and a over 50 corporate members, patrons and 
supporters - mainly brewers and pub operators. It also has 
an associated body, BIIAB, which awards a full range of qua-
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Drinkaware 
 2002-ongoing · WHO Target Area 1 

Drinkaware  is an independent, UK-wide charity supported by 
voluntary donations from across the drinks industry. It aims 
to change the UK’s drinking habits for the better. It promotes 
responsible drinking and finds innovative ways to challenge 
the national drinking culture to help reduce alcohol misuse 
and minimise alcohol-related harm. Drinkaware fulfils a 
challenge set by Government in the Alcohol Harm Reduction 
Strategy for an industry-supported fund to provide education, 
information and campaigning activity for consumers. It was 
established following a Memorandum of Understanding sig-
ned by UK ministers and the Portman Group. This enabled the 
Portman Group’s former campaigning arm – called the Drin-
kaware Trust – to be transformed into the new independent 
charity. Drinkaware is consumer-facing, while the Portman 
Group now focuses on industry regulation. It is governed by 
a Board of Trustees comprising both health professionals and 
industry. The Board’s role is to ensure governance, maintain 
independence and deliver the charities strategic objectives. It 
works with the drinks companies and retailers to help tackle 
alcohol misuse and with organisations and individuals across 
the UK to fulfil the educational, community and awareness 
campaigning function envisaged in the Government’s Alcohol 
Harm Reduction Strategy. Drinkaware Grants are provided for 
organisations that work to tackle alcohol misuse and raise 
awareness of the impact it has on communities. They provide 
funding for community and alcohol education work and 
projects that focus on developing new approaches to tackling 
alcohol misuse.   
http://www.drinkaware.co.uk/

lifications related to licensed retailing. BII is a private limited 
company and a registered charity whose objectives include 
the following:  Championing ‘Social Responsibility’ -  through: 
development of relevant qualifications for those working wit-
hin the industry at all levels; promotion of responsible alcohol 
retailing for the benefit of the general public; development 
of links with communities and schools through the School’s 
Project; supporting the Best Bar None scheme; promotion of 
Challenge 21 to all members and free provision of Challenge 
21 posters; providing those working within the industry 
access to advice and assistance; and a code of professional 
conduct which BII members sign up to; Working alongside 
other organisations and authoritative bodies who promote 
good practice and who offer information and guidance to the 
general public on areas relating to the sale and consumption 
of alcohol; Providing access to training and qualifications in 
order to raise standards within the sector, including improving 
business management and customer service, regulatory 
compliance and good operation in licensed outlets; Holding 
events, seminars and conferences which equip licensees with 
skills and knowledge to help them provide excellent service 
to their customers; Publishing a business journal 10 times a 
year, BIIBUSINESS, which promotes best practice and keeps 
individuals up to date with new developments, educational 
opportunities and promotes enhancement of an individual’s 
own professional knowledge. This magazine is also available 
on subscription to non-members; and Providing business 
advice and a range of support services and helplines to mem-
bers to help them run their businesses successfully, and with 
respect to the health, safety and welfare of their customers 
and employees.
http://www.bii.org/home 

Peter Kershaw Trust 
 2001-ongoing · WHO Target Area 1 

A foundation established by brewing company Joseph Holt, 
(founded in 1849) to put something back into the commu-
nity. In the last ten years the Peter Kershaw Trust has made 
contributions of over £2.8 million, mostly to local social 
welfare charities. Many of these charities deal directly with 
the consequences of alcohol addiction and misuse, such as 
Alcohol Dependency Solutions in Crumpsall and the Alcohol 
and Drug Abstinence Service in Stockport. These aim to solve 
issues where alcohol use has been taken too far and help 
these people to turn around their lives. The Trust also supports 
wider community projects. For example, it has funded the 
Ladybarn Community Association in south Manchester. This 
body supports young people by providing more meaningful 
activities for them, directing them away from illegal purchase 
of alcohol and potential anti-social behaviour. The Fairbridge 
Organisation in Greater Manchester has also benefitted from 
grants from the Trust, allowing them to fund thirty socially-
excluded children and provide them with a long-term deve-
lopment program. This program includes alcohol education 
and support and helps these individuals take control of their 
own lives and achieve their potential. These types of projects 
make an enormous difference to the young people who they 
support and allow them to improve their life prospects. In 
addition they improve the living and working environment for 
everyone in the community. 
http://www.peterkershawtrust.org/
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and Merchandising of Alcohol Drinks. The Code has since 
been expanded to cover other forms of promotion, including 
websites, sponsorship, branded merchandise and sampling, 
and is widely credited with raising standards of marketing 
responsibility across the industry. From 1989 until 2006, the 
Portman Group ran educational campaigns to raise public 
awareness of sensible drinking advice and the dangers of 
alcohol misuse. 
http://www.portmangroup.org.uk/

Europe	

The Amsterdam Group (TAG) (EFRD since 
2006) 
 1990-completed 2005 · WHO Target Area 1 

The Amsterdam Group (TAG) was an alliance of some of 
Europe’s leading producers of beers, wines and spirits. The 
aim of this Group was to work with governments and other 
interested groups to address social problems related to the 
excessive or inappropriate consumption of alcohol beverages. 
In 2006 The Amsterdam Group closed and ERFD (The Euro-
pean Forum for Responsible Drinking) was formed. They are 
an alliance of leading European spirits and wine producers 
supporting targeted initiatives to promote responsible drin-
king and encouraging industry to adopt responsible standards 
in self-regulation. EFRD promotes the partnership appro-
ach with interested stakeholders to tackle alcohol-related 
harm. 
http://www.efrd.org

http://www.drinksinitiatives.eu

NIDIG (Northern Ireland Drinks Industry 
Group) 
 1999-ongoing · WHO Target Area 1 

The NIDIG represents the main suppliers of alcohol to the 
wholesale market in Northern Ireland. After a period in abey-
ance, it was reconstituted in 2009 and currently has three 
members Diageo, Tennents NI Ltd. and Dillon Bass, the largest 
wholesalers to the licensed trade in Northern Ireland. NIDIG 
members are committed to working with government, the 
wider industry, the police, public bodies and the community 
to find innovative ways to help reduce alcohol misuse and 
minimise alcohol-related harm, and to ensure that alcohol is 
enjoyed sensibly and responsibly. NIDIG works closely with 
the Northern Ireland Executive at Stormont, and sits on the 
Alcohol & Drug Strategy Steering Group; Children, Families 
& Young People Working Group; and the Alcohol Advisory 
Group. 
http://www.nidig.com/

The Portman Group (TPG) 
 1989-ongoing · WHO Target Area 1 

The Portman Group was established as a Social Aspects 
Organisation (SAO) in 1989, by the UK’s leading alcohol 
producers. Its role was to promote sensible drinking; to help 
prevent alcohol misuse; and to foster a balanced understan-
ding of alcohol-related issues. The name derives from the 
fact that the early meetings to launch the organisation took 
place in Portman Square, London.  In 1996, the Portman 
Group took on the additional role of encouraging responsible 
marketing when, in response to fierce criticism of ‘alcopops’, 
it launched its Code of Practice on the Naming, Packaging 

International	

International Center for Alcohol Policies 
(ICAP) 
 1995-ongoing · WHO Target Area 1 

ICAP is a not-for-profit organization supported by leading 
producers of beverage alcohol. It is dedicated to promoting 
understanding of the role of alcohol in society and to helping 
reduce the abuse of alcohol worldwide through dialogue 
and partnerships involving the beverage alcohol industry, 
governments, the public health community, and others with 
an interest in alcohol policy. 
http://www.icap.org/
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The Worldwide Brewing Alliance (WBA) was established in 2003 with the objective of disseminating and 
exchanging good practice and information on social responsibility and product integrity issues. One of 
the ways in which this has been achieved is to publish details of social responsibility initiatives funded 
by the brewing sector worldwide. Printed editions were published in 2003 and 2007. The new website 
includes all the information that they contained plus updates and initiatives undertaken since 2007.

Each entry includes a description of the campaign, where and when it took place, the partners, 
evaluation and links to relevant websites, documents and campaign material.
The initiatives are divided into 9 categories, as follows:

• Encouraging responsible or moderate consumption;
• Reducing and preventing underage drinking;
• Deterring drinking and driving;
• Responsible retailing;
• Codes of practice for responsible commercial communications;
• Workplace Corporate Social Responsibility (CSR) campaigns;
• Research;
• Publications; and
• Conferences and seminars.

Brewers play a leading role in, and commit significant financial investment to, all the initiatives included, 
either individually as brewers, by subscribing to trade associations and their confederations or by 
funding Social Aspects Organisations and their international affiliations. The majority of the world’s 
brewers actively participate in these initiatives, particularly in those run by brewing trade associations.
The Worldwide Brewing Alliance represents the brewing sector in Australia, Canada, China, Europe, 
Japan, Korea, Latin America, Russia and the USA (representing 88% of the world beer production).




