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Promotions in licensed premises are held for a
variety of reasons:

• To showcase a new brand/product

• To increase customer awareness of a product

• To introduce new customers to a 
particular product

• To provide a special offer to customers for 
a limited period on a popular or 
established product

• To boost trade during quiet periods 
(e.g. early evening).

Promotions can be a valuable marketing tool for
enhancing product awareness among customers,
but they can also be fun, giving customers the
opportunity to win competition prizes or buy a new
or favourite drink at a reduced price.

Promotions can give a pub a competitive edge.
However, if badly managed or directed, they can
also sometimes be perceived as encouraging
customers to drink too much, and therefore as a
contributory factor to public order problems.

Encouraging the misuse of alcohol is socially
irresponsible. This Guidance aims to provide
pointers on the effective and responsible
management of point of sale promotions in 
on-licensed premises.

Promotional activity for alcoholic drinks should
comply with:

• The British codes of advertising and sales
promotions

• The relevant parts of The Portman Group 
code of practice on the naming, packaging
and merchandising of alcoholic drinks. 

Relevant extracts from both codes are contained
in Annex 1 at the end of this guide.

There are many different types of promotions
and this guidance note cannot cover them all.
The key point to remember is that:

No promotion should encourage anti-social
behaviour or alcohol misuse.

The vast majority of customers enjoy alcohol
safely and sensibly (see Annex 2). Nevertheless,
those in charge of planning and implementing
promotions, including company marketing
departments, regional and area managers,
licensees and bar staff, should aim to make all
promotions responsible by:

• Ensuring that they do not encourage 
over consumption 

• Ensuring that they do not encourage 
anti-social behaviour

• Ensuring that they do not offend common
standards of taste and decency.

Why Hold Point of 
Sale Promotions?

Why do Point of Sale Promotions 
need to be Effectively Managed?
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Managing Point of 
Sale Promotions
The reasons for any promotion need to be recognised and understood, as this
will to some extent determine how it is managed. For example, is the objective
to launch a new product range or is the aim to increase early evening trade?

Once this has been established, the nature of the promotion can be identified. 

Promotions carried out in licensed premises
generally fall into two main categories:

• Happy Hours
• Quantity Incentives
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Happy Hours
Happy Hours can be defined as any temporary
(i.e. time limited) discount on a range of drinks
that might last for an evening or a shorter period.

The concept originated in the United States, and
was introduced initially as a way of boosting trade
in the traditionally quiet early evening period, by
providing alcoholic drinks at lower prices. 

Operators need to take a responsible approach to
Happy Hours, as they can sometimes be perceived
as encouraging excessive consumption among
customers. It is important, therefore, that the
following simple guidelines are taken into account:

Timing: During early evening Happy Hours, some
customers may be drinking on an empty stomach,
so providing food/bar snacks at these times 
is helpful.

Duration: Set a clear time period for the promotion.
The shorter the Happy Hour and the greater the
discount available, the stronger the incentive
may be to some customers to drink excessively.
Happy Hours should last for a sufficient period
of time, eg. 2 hours, and customers should be
informed as to when the Happy Hour is due to
end, e.g. via chalkboards, tent cards, posters etc..

Quantity Incentives
“Quantity Incentives” describe any promotions
where customers can gain a discount/prize in
exchange for a certain number/quantity of drinks,
for consumption on the premises. Again, such
promotions need to be carefully managed in order
to avoid encouraging excessive consumption.
Examples of quantity incentive promotions follow,
along with some good practice advice:

Discounts: Bear in mind that the greater the
discount available, the stronger the incentive
may be to some customers to drink excessively.
Some operators may wish to consider including
a selection of soft drinks and/or low alcohol
drinks at a reduced price during the Happy Hour,
as this could encourage more customers to
alternate alcoholic and soft drinks, and also
provides a benefit to those customers not
wishing to drink alcohol.

Linked Discounts: Some practices, for example,
discounting drinks according to unpredictable
events such as goals or foul play during a football
match or similar, would not be a suitable basis
for a Happy Hour, and could encourage customers
to drink more, more rapidly.

Free gifts and other prize incentives: Gifts and other
incentives should either be obtainable with the
minimum purchase, or should take the form of
a proof of purchase collection scheme. Offers
requiring the collection of proof of purchase should
extend over a suitable period so that there is no
encouragement to purchase excessive quantities
in a very short timescale. 

Free drinks: Rewards of free drinks should be
offered in the form of vouchers with a reasonable
redemption period.

Drinking Games: As a rule, promotions should
not involve drinking games which have speed
incentives or require large quantities of alcohol
to be consumed.

Price: Any promotions giving price discounts
according to volume purchased need to be
proportionate and based on value to the customer.

Entry fees: In some circumstances, entry fees
entitling customers to reduced price or free
drinks on the night, all night, are not appropriate
and should be avoided. However, buying a ticket
in advance for a function such as a fund-raising
dinner-dance for example, to cover food and drink,
is a perfectly acceptable practice.
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Annex 1
Extracts from: The British Codes of
Advertising and Sales Promotion

27.1 All sales promotions should be legal, decent,
honest and truthful.

27.2 All sales promotions should be prepared with a
sense of responsibility to consumers and to society.

27.5 Sales promotions must conform with the codes
(see below).

27.8 The codes are applied in the spirit as well as
the letter.

30.1 Sales promotions should comply with the law
and should not incite anyone to break it.

32.1 No sales promotion should mislead by inaccuracy,
ambiguity, exaggeration, omission or otherwise.

Specific Rules: Alcoholic Drinks

46.1 For the purposes of the codes, alcoholic drinks
are those that exceed 1.2% alcohol by volume.

46.2 The drinks industry and the advertising
business accept responsibility for ensuring that
advertisements contain nothing that is likely to
lead people to adopt styles of drinking that are
unwise. The consumption of alcohol may be
portrayed as sociable and thirst quenching.
Advertisements may be humorous, but must
still conform with the intention of the rules.

46.3 Advertisements should be socially responsible
and should not encourage excessive drinking.
Advertisements should not suggest that regular
solitary drinking is advisable. Care should be
taken not to exploit the young, the immature or
those who are mentally and socially vulnerable.

46.4 Advertisements should not be directed at people
under 18 through the selection of media, style
of presentation, content or context in which
they appear…

46.7 Advertisements should not suggest that any
alcoholic drink can enhance mental, physical or
sexual capabilities, popularity, attractiveness,
masculinity, femininity or sporting achievements.

46.8 Advertisements may give factual information
about the alcoholic strength of a drink or its
relatively high alcohol content but this should
not be a dominant theme of any advertisement.
Alcoholic drinks should not be presented as
preferable because of their high alcohol content
or intoxicating effect.

46.9 Advertisements should not portray drinking
alcohol as the main reason for success of any
personal relationship or social event. A brand

preference may be promoted as a mark of a
drinkers good taste and discernment.

46.10 Drinking alcohol should not be portrayed as a
challenge nor should it be suggested that people
who drink are brave, tough or daring for doing so.

46.11 Particular care should be taken to ensure that
advertisements for sales promotions requiring
multiple purchases do not actively encourage
excessive consumption.

46.12 Low alcohol drinks are those that contain 0.5%
- 1.2% alcohol by volume. Advertisers should
ensure that low alcohol drinks are not promoted
in a way that encourages their inappropriate
consumption and should not depict activities
that require complete sobriety.

The Committee of Advertising Practice (CAP) is the
self-regulatory body that devises and enforces the codes.
CAP’s members include organisations that represent
the advertising, sales promotion and media businesses.

The Advertising Standards Authority (ASA) is the
independent body responsible for ensuring that the
system works in the public interest. The ASA’s activities
include investigating complaints and conducting research.

For more details about the codes you can visit the
websites of either the ASA at www.asa.org.uk or the
CAP at www.cap.org.uk

You can contact the Advertising Standards Authority at:

2 Torrington Place
London WC1E 7HW
Telephone: 020 7580 5555

Extracts from: The Portman Group
Code of Practice on the Naming,
Packaging and Merchandising of
Alcoholic Drinks

(3) NAMING, PACKAGING AND POINT OF SALE MATERIAL

3.1 The brand name, product descriptor, packaging
(including any containers and any external wrapping),
labelling and point of sale materials of any alcoholic
drink should not in any direct or indirect way:

(a) suggest any confusion as to the alcoholic nature
and strength of the product, but should clearly
communicate the alcoholic nature of the product
and its strength to the purchaser or consumer

(b) have as its dominant theme the alcoholic strength
or its relatively high alcohol content

(c) suggest any association with violent, aggressive,
dangerous or anti-social behaviour

(d) suggest any association with, acceptance of, 
or allusion to illicit drugs
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(e) suggest sexual success or prowess

(f) encourage illegal, irresponsible or immoderate
consumption such as binge drinking, drunkenness
or drink-driving

(g) encourage purchase by or sale to under 18s

(h) be more likely to appeal to under 18s than adults
through, for example the use of:

(i) imagery or allusion to under 18s culture

(ii) designs or marketing techniques which are
based on or resemble existing characters which
are popular in predominantly under 18s culture
or newly created design characters or motifs which
allude to such culture

(iii) artificially bright colours or style of lettering
predominantly associated with under l8s

(iv) use of endorsements or promotions by
personalities, “heroes”, icons or motifs 
predominantly popular with under 18s

(v) incorporate photographic images or drawings or
cartoons or other images of people who are, or who
look as if they are, under twenty-five years of age

(vi) suggest that the product can enhance
mental or physical capabilities.

3.2 (i) Unless the overall appearance of the product
is clearly one of adult appeal, the name or descriptor
of a pre-packaged alcoholic drink/mixer combination:

(a) should, wherever appropriate, specify by its
common name the type of alcohol used as an
ingredient (for example, “rum and cola”, “vodka
and lemonade”); and

the common name of the alcoholic ingredient
shall be prominent in terms of colour, style of
lettering and field of vision.

(ii) Where, under (i) above, the alcoholic
ingredient is not of a specified type, then the word
“alcoholic’ must be part of the name or descriptor
and must be as prominent (in terms of size, colour,
style of lettering and field of vision) as the word(s)
describing the non-alcoholic element of the product.

3.3 A pre-packaged alcoholic drink/mixer combination
must not use, or imply any association with, any name,
brand name or product description predominantly
associated with under 18s; in particular, words such as
lemonade and cola shall be used with the utmost care
to avoid any possible confusion with drinks popular
with under 18s.

3.4 When considering whether a product is more likely
to appeal through its naming, packaging or point of sale
material to under 18s rather than adults, the
Independent Complaints Panel may take into account
such characteristics as the product’s texture or colour.

(4) MERCHANDISING

4.1 All retailers and any other persons selling direct
to the public should ensure that:

(a) the law is rigidly adhered to; in particular, it is
illegal throughout the UK to sell alcohol to those
under 18 years of age. In Scotland, it is an offence
for an adult to purchase any alcoholic drink on
behalf of a person under 18 years of age and it
is an offence to sell in such circumstances where
the retailer has knowledge of the age of the
intended consumer;

(b) all alcoholic drinks are clearly merchandised as
alcoholic products either in a separate retail area
for alcoholic drinks or specifically marketed as
alcoholic when on general display in a multi-
product store and be identified as being for sale
to adults only

(c) alcoholic drinks and soft drinks are not mixed
together in merchandising dispensers. Where
space is constrained, for example in chillers,
stores should make every reasonable effort to
avoid confusion that could arise from close
proximity of alcoholic drinks and soft drinks

(d) all retailing staff who sell alcoholic drinks
should undergo training (in-house or external
such as the National Licensee’s Certificate or
as provided by the British Institute of lnnkeeping)
in responsible retailing of alcoholic drinks,
including, amongst other things, how to avoid
sale to under 18s

(e) in any case of doubt about age, sale should be
refused without proof of age.

Annex 2
The Sensible Drinking Message

The Government sensible drinking message was first
published in “Sensible Drinking - The report of an
Inter-Departmental Working Group” in December 1995.

The current daily guidelines for sensible drinking:

MEN 3 - 4 units or less
WOMEN 2 – 3 units or less

One UK unit contains 8 gms of ethanol and is found in;

• Half a pint of ordinary strength lager/beer/cider
(3.5%abv)

• A 25ml pub measure of spirits (40%abv)

• A small glass of table wine (9%abv)

For more information contact The Portman Group at
the address given on page 17 or visit their website at:
www.portman-group.org.uk/sensible
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