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The Signatories to these standards are
committed to ensuring that irresponsible
promotions (as identified herein) are not
run within their businesses and that
their brands are not identified with such
promotions.

The standards contained in this guidance
are designed to support licensing
objectives and to support local authorities
in the creation of licensing policies,
under the Licensing Act.

Where police and licensing authorities
are considering a breach of the licensing
objectives, which could be related to
irresponsible drinks promotions, these
standards provide a benchmark against
which businesses can be assessed.

Breaches of the standards should be
reported to the BBPA for investigation
with the company concerned.

BBPA members are committed to:

• the responsible management of licensed premises; and
• the responsible promotion of their brands.

We fully support these principles and standards for point of sale promotions.



4

At the heart of these standards is the
recognition that well managed promotions
are a wholly legitimate way of maintaining
and developing business.

At the same time the standards identify
promotions that should be avoided as they
carry with them a high risk they will lead to
alcohol misuse and anti-social behaviour.
The companies that are signatories to these
standards are committed to improving

practice in the area of promotions and driving
irresponsible promotions out of the trade.

Irresponsible promotions damage the
reputation of the sector and jeopardise the
prospects for individual businesses.

Irresponsible promotions drive down quality
and standards and have no place in a well
managed licensed business.

Irresponsible promotions can also expose a
business to action by the police and
licensing authorities through the nuisance
and disturbance they can cause.

In simple terms, an irresponsible promotion
is one that encourages or incites individuals
to drink to excess, behave in an anti-social
manner, or fuels drunkeness.

Standards & Principles
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Why hold promotions? 
Promotions in licensed premises are held for
a variety of reasons:

• To showcase a new brand or 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 contributing factor to public order problems. 

Encouraging the misuse of alcohol is socially
irresponsible. These Standards aim to provide
pointers on the effective and responsible
management of point of sale promotions 
in on-licensed premises.
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How can I ensure I am running
a responsible promotion?

There are many different types of promotion
and this code cannot comprehensively 
identify or cover them all individually. What is
fundamental is for the business to establish
a clear process for evaluating whether any
proposed promotion meets expected standards.
The key point to remember is:

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

Company marketing departments, regional
and area managers, licensees, bar staff and
anyone else in charge of planning and
implementing promotions should ensure that
all promotions adhere strictly to the following
core standards:

Promotions should not:

• Encourage excessive drinking or drunkenness

• Encourage anti-social behaviour

• Offend common standards of taste and decency

All promotions should also comply with:

• The British Code of Advertising, Sales
Promotion and Direct Marketing

• The Portman Group Code of Practice on the
Naming, Packaging and Promotion of
Alcoholic Drinks

Details of both codes are contained in 
Annex 1 of this guide.
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Here are ten top tips to remember in order to
encourage your customers to drink responsibly:

1 Promotional activity can be run responsibly.
Make sure you consider the Government’s
Sensible Drinking Guidelines (see Annex 2).

2 Ensure that underage drinkers are not 
targeted, even unintentionally, by 
promotions.

3 Only place advertising in media where a
majority of the audience can reasonably be
expected to be over the legal purchase age.

4 Avoid using any promotional images, 
symbols or cartoon characters that appeal
primarily to those under legal purchase age.

5 Never condone or encourage excessive or
irresponsible drinking or refer in any
favourable manner to the effects of 
intoxication in any promotion.

6 Respect people who choose not to drink
and offer them a reasonable choice of
alternative products so that they can enjoy
their visit to your outlet.

7 Focus on the broad product or promotional
characteristics, giving factual information
on the alcoholic strength of a drink.
Giving this information may help your
customers to make informed decisions.
Strength should never be the dominant
theme of any promotion or advertisement.

8 Drinking and driving - where possible
promote safe, reliable transportation
alternatives within your venue.

9 Excessive alcohol consumption does 
not enhance sexual attractiveness, nor is it
a requirement for social acceptance.
Similarly, do not suggest association with
violence, anti-social behaviour, drug
culture, or illegal drugs.

10 Promotions should not involve drinking
games or speed incentives that require
excessive quantities of alcohol to be
consumed within a short time. The focus
instead should be on encouraging people
to have a good time responsibly.
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The purpose of any promotion needs 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 the purpose has been established the
promotion should be evaluated against the
core standards and the criteria laid down in
this guide. 

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 drinks at
lower prices. 

Operators need to take a responsible
approach to Happy Hours, as they can 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. It may also be
helpful to consider the appropriateness
of holding certain promotions on
particular days. 

Duration:

Set a clear time period for the promotion.
If the time period is vague, customers
may hurry their purchases and therefore
their drinking in case prices suddenly
rise. The shorter the Happy Hour and
the greater the discount available, the
stronger the incentive may be to some
customers to drink excessively. 

Discounts:

Bear in mind that the greater the discount
available, the stronger the incentive may
be to some customers to drink excessively.
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:

There are some practices which would
not be a suitable basis for a Happy
Hour. For example, discounting drinks
according to unpredictable events, such
as until the first goal is scored in a
football match, or until the first yellow
card etc., could encourage customers to
drink more, more rapidly.

What should I do to ensure 
the responsible management 
of promotions?
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The following promotions have been identified
and agreed as those that should not be
operated because of the disproportionate risk
they will lead directly to alcohol misuse and
anti-social behaviour:

• Reward schemes that are only redeemable
over short periods thereby encouraging the
purchase and consumption of large quantities
of alcohol over a short period of time

• Drinking games - these tend to encourage
either speed drinking or the drinking of
large quantities of alcohol

• Promotions that involve large quantities of
free drinks - e.g. Women drink free

• Entry fees that are linked with unlimited
amounts of drinks - e.g. ‘£x.99 on the
door and all your drinks are free’ or ‘All
you can drink for £x.99’

• Promotions that are an incentive to speed
drinking or encourage people to ‘down
their drinks in one’ - e.g. ‘If you finish
your first bottle of wine by nine, the next
one is on us’

• Promotions linked to unpredictable events
- e.g. ‘Free drinks for five minutes after
every England goal’

• Promotions that encourage or reward the
purchase or drinking of large quantities of
alcohol in a single session 

• Promotional material that is linked to sexual
imagery implying sexual success or prowess

• Promotions that encourage either an
excessive drinking session or a pub crawl

• Promotions that involve driving in any way

• Promotions that refer to consuming alcohol
to recover from previous over-indulgence,
or glamourise excessive or irresponsible
drinking. Effects of intoxication should not
be referred to in any favourable manner

• Promotions that are not respectful of
contemporary, prevailing standards of
taste and decency and are degrading or
gratuitously offensive through images,
symbols, figures and innuendo

• Promotional material which is demeaning
to any gender, race, religion, age, or
minority group

• Use of images/symbols/characters or
persons in promotional material that
appeal primarily to those under the legal
purchase age. Characters should only be
used if it is clearly established that their
primary appeal is to adults. Use of any
cartoon character popular with children 
is unacceptable

• Direct or indirect references to drug
culture or illegal drugs in promotional
material

• Association with violence or anti-social
behaviour in promotional material.

What are irresponsible
promotions?



Annex 1
Extracts from : The British Code of
Advertising, Sales Promotion and
Direct Marketing (Eleventh edition

March 2003)

Sales Promotion Rules
Introduction
27.1 The sales promotion rules must be read in

conjunction with the general rules, direct
marketing rules and other specific rules, if
relevant.

27.2 The sales promotion rules are designed primarily
to protect the public but they also apply to trade
promotions and incentive schemes and to the
promotional elements of sponsorships. They
regulate the nature and administration of
promotional marketing techniques. Those
techniques generally involve providing a range of
direct or indirect additional benefits, usually on a
temporary basis, designed to make goods or
services more attractive to purchasers. The rules
do not apply to the routine, non-promotional,
distribution of products or to product extensions,
for example the suitability of one-off editorial
supplements (be they in printed or electronic
form) to newspapers and magazines. 

27.3 Promoters are responsible for all aspects and all
stages of promotions.

27.4 Promotions should be conducted equitably,
promptly and efficiently and should be seen to
deal fairly and honourably with consumers.
Promoters should avoid causing unnecessary
disappointment.

Protection of consumers, safety and 
sustainability
28.1 Promoters should make all reasonable efforts to

ensure that their promotions, including product
samples, are safe and cause no harm to consumers
or their property. Literature accompanying
promotional items should give any necessary
warnings and any appropriate safety advice.

28.2 Promoters should make every effort to ensure that
unsuitable or inappropriate material does not reach
consumers. Promotions should not be socially
undesirable to the audience addressed by
encouraging excessive consumption or inappropriate
use and should be designed and conducted in a way
that respects the right of consumers to a reasonable
degree of privacy and freedom from annoyance.

28.2 No promotion or promotional item should cause
serious or widespread offence to the audience
addressed.

Children
29.1 Special care should be taken when promotions

intended for adults may fall into the hands of
children.

29.2 Alcoholic drinks should not feature in promotions
directed at people under 18.

Administration

31.1 Promotions should be conducted under proper
supervision and adequate resources should be
made available to administer them. 

Specific Rules
Alcoholic Drinks

46.1 For the purposes of the Code, 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 marketing
communications 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.
Marketing communications may be humorous but
must still conform with the intention of the rules.

46.3 Marketing communications should be socially
responsible and should neither encourage
excessive drinking nor suggest that drinking can
overcome boredom, loneliness or other problems.
Care should be taken not to exploit the young,
the immature or those who are mentally or
socially vulnerable.

46.4 Marketing communications should not be directed
at people under 18 through the selection of
media, style of presentation, content or context
in which they appear. No medium should be used
to advertise alcoholic drinks if more than 25% of
its audience is under 18 years of age.

46.5 People shown drinking should not be, nor should
they look, under 25. Younger models may be
shown in marketing communications, for example
in the context of family celebrations, but it
should be obvious that they are not drinking.

46.6 Marketing communications should not feature or
portray real or fictitious characters who are likely
to appeal particularly to people under 18 in a
way that might encourage them to drink.

46.7 Marketing communications should not suggest
that any alcoholic drink has therapeutic qualities
or can enhance mental, physical or sexual
capabilities, popularity, attractiveness, masculinity,
femininity or sporting achievements.

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

46.8 Marketing communications should not portray
drinking alcohol as the main reason for the success
of any personal relationship or social event. A
brand preference may be promoted as a mark of
the drinker’s 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.
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46.11 Particular care should be taken to ensure that
marketing communications for sales promotions
requiring multiple purchases do not actively
encourage excessive consumption.

46.12 Marketing communications should not depict
activities or locations where drinking alcohol
would be unsafe or unwise. In particular,
marketing communications should not associate
the consumption of alcohol with operating
machinery, driving, any activity relating to water
or heights, or any other occupation that requires
concentration in order to be done safely.

Low alcohol drinks 
46.10 Low alcohol drinks are those that contain

between 0.5% - 1.2% alcohol by volume.
Marketers 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 creates, revises and
enforces the codes. CAP’s members include
organisations that represent the advertising, sales
promotion, direct marketing and media
businesses.

The Advertising Standards Authority (ASA) is the
independent body that endorses and administers
the code ensuring that the self-regulation system
works in the public interest. The ASA’s activities
include investigating and adjudicating on
complaints and conducting research.

For more details about the code you can visit the
web sites of either the ASA at
http://www.asa.org.uk or the CAP at
http://www.cap.org.uk

You can contact the Advertising Standards
Authority at:

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

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

September 2002)

(3) NAMING, PACKAGING AND PROMOTIONAL MATERIAL

3.1 The alcoholic nature of a drink should be
communicated on its packaging with absolute clarity.

3.2 A drink, its packaging and any promotional material
or activity (as defined in Section 2 and Annex I)
should not in any direct or indirect way:

(a) have the alcoholic strength, relatively high alcohol
content, or the intoxicating effect, as a dominant
theme;

(b) suggest any association with bravado, or with violent,
aggressive, dangerous or anti-social behaviour;

(c) suggest any association with, acceptance of, or
allusion to, illicit drugs;

(d) suggest any association with sexual success;

(e) suggest that consumption of the drink can lead to
social success or popularity;

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

(g) have a particular appeal to under 18s;

(h) incorporate images of people who are, or look as if
they are, under twenty-five years of age, unless there
is no suggestion that they have just consumed, are
consuming or are about to consume alcohol;

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

The Portman Group (TPG) is the principal
provider of responsible drinking advice in the UK
supporting the Government, media, industry and
consumers with research, educational materials
and campaigns. TPG also encourages responsible
marketing practices through its Code of Practice.

For more details about the code you can visit
TPG’s website www.portmangroup.org.uk

You can contact The Portman Group at:

7-10 Chandos Street
Cavendish Square
London
W1G 9DQ

Tel: 020 7907 3700

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)
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British Beer & Pub Association

British Beer & Pub Association

Market Towers
1 Nine Elms Lane
London
SW8 5NQ

telephone: 020 7627 9191
facsimile: 020 7627 9123
web@beerandpub.com
www.beerandpub.com

BBPA05/05

Adnams  PLC 
Anheuser-Busch Europe  Ltd 
Arkell’s Brewery Ltd  
George Bateman & Son Ltd  
Daniel Batham & Son Ltd
Belhaven Brewery Group plc
Black Sheep Brewery  plc
S.A. Brain & Company Ltd  
W.H. Brakspear & Sons plc
Robert Cain & Company Ltd  
Carlsberg UK
Camerons Brewing Co
Citann Ltd
Coors Brewers Ltd 
J.T. Davies & Sons
Diageo plc 
Elgood & Sons Ltd 
Enterprise Inns plc 
Everards Brewery Ltd 
The Felinfoel Brewery Co Ltd 
Fuller, Smith & Turner plc 
George Gale & Co Ltd 
Gray & Sons (Chelmsford) Ltd
Greene King plc 

Hall & Woodhouse Ltd  
Hardys & Hansons plc
Harvey & Son (Lewes) Ltd 
The Heavitree Brewery plc
Heineken UK Ltd   
Heron & Brearley Ltd 
Holden’s Brewery Ltd 
Joseph Holt Ltd 
Honeycombe Leisure plc  
Hook Norton Brewery Co Ltd 
Hydes Brewery Ltd 
Interbrew UK Ltd
Jennings Brothers plc  
Landmark Inns
J.W. Lees & Co 
Maclay Group plc 
McMullen & Sons Ltd  
Mitchells & Butlers
Mitchells of Lancaster Ltd 
Noble House Leisure Ltd
Northumbrian Taverns
J.C. & R.H. Palmer Ltd 
The Punch Pub Company Ltd
Refresh UK

Regent Inns
T.D. Ridley & Sons Ltd 
Ringwood Brewery 
Frederic Robinson Ltd
St Austell Brewery Co. Ltd 
St Peter’s Brewery
Scottish & Newcastle plc
SFI Group plc
Shepherd Neame Ltd 
The Spirit Group
Thomas Hardy Brewing

& Packaging Ltd
T & R Theakston Ltd
Tadcaster Pub Company
Timothy Taylor & Co Ltd 
Daniel Thwaites plc
Wadworth & Co Ltd
Charles Wells Ltd
Wessex Taverns
Weston Castle 
The Wolverhampton &

Dudley Breweries plc
The Wye Valley Brewery
Young & Co’s Brewery plc


