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21 | Portugal

01 | Code Coverage

The Portuguese Code of Practice covers all marketing communications. Regarding beer advertisements, 
ICAP enforces and adjudicates on the APCV code of practice.

02 | Code Compliance

In order to raise awareness on the applicable rules and share good practices on self-regulation, the APCV 
organised an internal workshop for discussing self-regulation issues (letter and spirit) on 23 June, 2009 (APCV, 
Lisbon). Representatives of top marketing managers of the four largest brewing companies – all together 
representing more than 98% of market share – attended the Workshop.

Copy advice on beer advertisements is provided by the ICAP Technical Legal Cabinet.

Portugal has advertising specific legislation and a statutory regulator with 
exclusive responsibility for advertising and commercial communication. 

The Instituto Civil da Autodisciplina da Publicidade (ICAP) was established 
in 1991. Over the past years this SRO reinforced its monitoring and copy 
advice service. 

APCV - Associação Portuguesa dos Produtores de Cerveja (Portuguese 
Brewers Association) was created in 1986 and represents the interests of 
all beer producers in Portugal. 

In 2001, APCV first joined the horizontal self-regulation Code of Commercial 
Communications of the alcoholic beverages industry and later, on 12 April 
2007, the six APCV members jointly signed a specific Beer Self-regulation 
Code for Commercial Communications. This Code entered into force on 
May 2007, just after the signature of a cooperation agreement between 
APCV and the Portuguese SRO (ICAP). Additionally, APCV became a 
member of ICAP from Sept 1st of 2007.

01 | Code Coverage
02 | Code Compliance
03 | Complaints Handling

05 | Sanctions
06 | Consumer Awareness 
07 | Own-initiative Monitoring

New or Improved between 2007 and 2010
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To submit a copy advice request, advertisers, agencies or media must fill out the copy advice request form which 
can be downloaded from the ICAP website and send it to ICAP, together with the advertisement or storyboard/
script and supporting documents, either by post, fax or email.

Copy advice is given within a maximum of 48 hours, in most cases within 24 hours.
ICAP is also affiliated with the European Copy Advice/Pre-Clearance Facility. 
For more information please visit www.ad-advice.org.

03 | Complaints Handling

ICAP handles complaints submitted by competitors (both members and non-members), consumers, consumer 
associations, statutory bodies and other interested parties. For consumers and consumer associations, this service 
is free of charge and they can submit a complaint through an online form available on ICAP website. A charge is 
made for competitor complaints and for non-members.

ICAP’s JEP (Juri de Etica Publicitaria) is independent, and is composed by two sections and an appeal commission. 
Each section of the Jury is composed of six members ; a Chairman and five voting members (four permanent and 
one substitute). 

The jury can consult experts on beer issues as well as product placement. These two experts are originating 
from the protocols signed with the APCV and the self-regulation agreement signed with the Portuguese television 
providers concerning the Product Placement and Production Props and/or Prizes.

Decisions are binding for ICAP members and published on the ICAP website. Non-ICAP members are not bound by 
the Advertising Code, but it is highly recommended that they follow the decisions and in practice this usually occurs.

ICAP also provides a mediation service, i.e. a forum for the parties to meet and reach agreement about a contested 
advertisement. Either party can initiate mediation. 
When a request is received, the other party is notified and, if both are willing, a meeting is arranged as soon as 
possible. If an agreement is reached, it is put in writing, signed by both parties and then, if both parties agree, 
published on the ICAP website. If the parties fail to reach an agreement, the case is considered by the Jury under 
the normal complaints procedure. Even if it fails, the mediation process does not delay the time periods specified in 
the procedure.

After the parties have received the decision, either party has five business days to appeal. If an appeal is lodged, the 
other party has five business days to respond, after which ICAP reaches a decision within eight business days and 
communicates it in writing to both parties. The Appeals Committee is composed of four members (a Chairman, two 
Vice-Chairmen and one substitute) only reviews new evidence, if it has been submitted. The decisions of the Appeals 
Committee are binding for members of ICAP, such as APCV, and are published on the ICAP website and newsletter.

ICAP dealt with 22 complaints in total in 2008. Out of these, 4 complaints were about alcohol advertising (beer, 
spirits or wine).

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Portugal
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04 | Speed of Decision

Once the complaint is received, the brewer is invited to respond to the complaint within five business days. 
Decisions of the ICAP Jury take effect immediately and the process, assuming there is no appeal, normally takes 
10-12 business days. 

For all beer advertisements dealt with in 2007/08, the decision time of ICAP was under 48 hours 29. 

05 | Sanctions

All decisions are available on the ICAP website and published in ICAP’s newsletter, once ICAP has received 
confirmation from both parties, by registered mail, that they have received notification of the decision and after the 
expiry of the five business days’ appeal deadline.

ICAP can instruct the brewer to withdraw the advertisement. If the brewer refuses to comply, ICAP will request the 
media to refuse the advertisement. So far, in the few cases that it was necessary to request the media to refuse an 
advertisement this was promptly done. 

In addition, in the event a brewer refuses to comply or keeps on breaking the rules, he will be expelled from the APCV.

06 | Consumer Awareness

The APCV held several press conferences in 2007-08 about the new beer code. In addition, they disseminated 
brochures during seminars and events, attached them to brewers’ newsletters, and shared them when meeting 
with stakeholders and government. 

In 2008 the “Portuguese Self-Regulation Beer Code” was displayed in all major public events that APCV had. In 
2009, a Consumer Awareness campaign was conducted in national newspapers 30 and through the dissemination 
of specific brochures including the specific mention of the ‘complaints mechanism available for consumers’ 
amongst all 400 participants of Agro-Food national FIPA Congress held on 15 November, 2009 at Convento do 
Beato, Lisbon.

More generally, information on advertising self-regulation as well as ICAP can be found on the ICAP website -  
www.icap.pt - which was updated in 2009. The new website features an overview of all the services that ICAP 
provides to its members (including an extranet accessible only to members) and information for those interested 
in learning about ICAP’s work. ICAP’s website has an online form for consumers’ complaints and a copy advice 
request form (in pdf format). 

29 http ://www.icap.pt/icapv2/images/memos/Relatorio_Monitorizacao_APCV_4trimestre08.pdf 
30 EXPRESSO weekly newspaper, 01/08/2009 ; OJE daily newspaper, 15/12/2009
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ICAP regularly participates in seminars and conferences on advertising and self-regulation, and distributes 
information on the sector to all its members. 

ICAP ran a campaign between June and October 2009 to raise awareness on its role and activities among the 
advertising industry, regulators and the general public. The campaign ran in daily and weekly newspapers, on 
national television and some cable channels, radio, magazines, outdoor and the Internet.

07 | Own-initiative Monitoring

ICAP formally started to monitor beer advertisements on television from 1 September 2007, three months after 
having signed a protocol with the Portuguese Brewers Association (APCV). Since then ICAP has regularly produced 
monitoring. All the reports are available on the ICAP and the APCV websites and were also published in the 
e-newsletter of ICAP. In 2009, ICAP and APCV started talks to extend the systematic monitoring to other media 
supports, such as billboards. It is expected to implement it in the second half of 2010.

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Portugal
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22 | Romania

The Romanian Advertising Council (RAC) was established in 1999.
The Romanian Brewers association has been a member of the RAC since 
2006 and beer advertisements are therefore judged against the further 
established code.

01 | Code Coverage
02 | Code Compliance

06 | Consumer Awareness 
07 | Own-initiative Monitoring

31 http ://www.rac.ro/EN/cod, Annex 1 - Rules of responsible commercial communication for beer 

01 | Code Coverage

The RAC Code of Advertising Practice, revised at the end of 2008, applies to all media.

The RAC is also responsible for applying the Ethical Code of the Romanian Brewers Association. Even if not all 
the Romanian brewers are members in the Romanian Advertising Council, any complaint regarding commercial 
communications for beer will be judged also taking into consideration the Brewers of Romania’s Code which is 
included in the Romanian Advertising Council Codex 31. 

02 | Code Compliance

RAC started providing copy advice in July 2009. Advertisers, agencies or media may request copy advice in writing, 
submitting a script/story board (preferably close to its final stage) or the finished advertisement (before it appears), 
together with any supporting documents. In 2009, after the launch of the copy advice service RAC ran an extensive 
communication campaign for advertisers and agencies to promote and explain this service. 

Copy advice is offered by the Copy Advice Panel (‘CAP’), composed of the following : RAC Executive Director, 
an expert – permanent member of CAP approved by the General Assembly, and one of the Ethical Committee 
permanent members.

Copy advice is available to both members and non-members of the RAC and is provided within three business 
days. Requests and any documents submitted are dealt with in total confidentiality. Requests can also be made 
through the European Copy Advice/Pre-Clearance Facility at www.ad-advice.org. Copy advice can also be 
solicited following a decision to amend an advertisement from RAC’S Ethical Committee, to make sure that the 
changed advertisement is compliant with the Code. 

New or Improved between 2007 and 2010
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03 | Complaints Handling

All the complaints regarding commercial communications for beer are judged by the Ethical Committee 
of the Romanian Advertising Council based on the protocol signed between RAC and Brewers of Romania. 

The RAC Ethical Committee handles complaints on advertising content from consumers, competitors and 
institutions. RAC receives the complaints directly from consumers, competitors and institutions, or via the National 
Audiovisual Council, the Ministry of Public Finances and the National Authority for Consumer Protection. In all 
cases, complaints are handled free of charge. Complaints must be made in writing or via the online complaint form 
and must include a clear explanation of the reasons for the complaint as well as a detailed description or example 
of the offending advertisement. 

If the complaint is found to be within the remit of the RAC, the brewer is informed and invited to respond to 
the complaint within two days. If the brewer concedes the complaint and agrees to change or withdraw the 
advertisement, the case is closed, and all parties are informed. If the brewer disagrees or does not respond, 
the complaint is considered by the Ethical Committee within three business days of receiving the complaint. 

The Ethical Committee (jury) is composed of five members : two ‘permanent members’ and three representatives 
of the RAC’s members. There are three permanent members alternating, whereas the three RAC members are 
convened according to the case to avoid any conflicts of interest. In case of a potential conflict of interest, members 
of the Ethical Committee are required to withdraw from the case. The Ethical Committee takes a decision by a 
simple majority of votes. Both the complainant and the brewer are informed of the decision. If the complaint is 
upheld, the brewer is invited to amend or discontinue the advertisement. 

RAC currently has no appeals procedure.

RAC dealt with 37 complaints in total in 2008. Out of these, 5 complaints were about alcohol advertising 
(beer, spirits or wine).

04 | Speed of Decision

Complaints are handled within 4 business days.

05 | Sanctions

In the event of non-compliance, the Ethical Committee may publish its decision in the press, having the approval 
of the Board of Directors. 

Also, RAC may report non-compliance to the statutory regulatory body - the National Audiovisual Council (CNA) - 
under the RAC-CNA protocol agreement (signed in November 2003) and to the Ministry of Finance – Directorate 
General of State Aid, Unfair Competition and Regulated Prices – under the RAC-MFP protocol agreement 
(signed in December 2009). 
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RAC may also report the breach to the National Authority for Consumer Protection. RAC intends to establish a 
similar formalised backstop procedure with this authority.

In addition, the Brewers of Romania members who don’t respect the Romanian Advertising Council’s decisions 
will lose their membership, and the RAC decisions will be posted on Brewers of Romania’s website.

06 | Consumer Awareness

The RAC decisions regarding beer advertisements are published on the Brewers of Romania’s website twice 
per year. The Brewers of Romania’s website also has a link to the RAC for lodging the complaints 32.

The RAC website www.rac.ro, available in Romanian and English, was upgraded in June 2009. Non-members 
have access to information about RAC, self-regulation, news, the online complaint form and the guide on how to 
send a complaint, the online membership form and how and why to become a RAC member. Guests have access 
to the online newsletter and other documents posted especially for them. 

07 | Own-initiative Monitoring

The Romanian Brewers regularly conducts assessments on whether or not the code needs to be reviewed. 

RAC does not monitor advertising on a routine basis. However, in exceptional circumstances it may carry out 
monitoring of a particular medium or a specific issue.

32 http ://www.berariiromaniei.ro/en/commercialcodeofcommunication.html
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23 | Slovakia

01 | Code Coverage

The scope of the Code of Advertising Practice of the Slovak Republic applies to all marketing communications, 
including internet, SMS and MMS advertising. The Slovak beer code has recently been annexed to the general 
code of advertising practice. 

02 | Code Compliance

In order to ensure compliance with the applicable rules, the members of the Slovak Beer and Malt Association must 
brief the advertising agencies with whom they cooperate to respect and be in line with the applicable codes. 

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Slovakia

While alcohol advertising is subject to framework regulation, self-regulation 
ensures that beer advertisements comply with the required standards.

The Slovak SRO, Rada Pre Reklamu (RPR) was established in 1995. 
Although the Slovak Beer and Malt Association is not a member of the RPR, 
a cooperation agreement was signed in June 2009. Under this agreement, 
the RPR will send to the Slovak Beer and Malt Association periodical 
reports on the complaints received on beer advertising. 

Complaints on beer advertising received by the RPR would follow the 
normal procedure. 

Over the recent years the SRO has further consolidated itself by overhauling 
its complaints procedure which is now mostly handled online and 
significantly raising awareness. Its 2008 awareness campaign, created and 
run 100% pro-bono, gained the SRO the EASA Gold Best Practice Award 
of 2009. 

The Slovak SRO system and national code are currently under review and 
further changes are expected to come into place in 2010.

01 | Code coverage
02 | Code Compliance
03 | Complaints Handling

06 | Consumer Awareness 
07 | Own-initiative Monitoring

New or Improved between 2007 and 2010
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Furthermore, the RPR Arbitration Committee provides copy advice. Requests for copy advice must be submitted 
in writing, either via email or post. The advertisement, or the script/storyboard, must be submitted together with 
any supporting information. 

Brewers, agencies or media not located in Slovakia who wish to make use of the Slovakian copy advice service can do 
so by requesting copy advice online through the European Copy Advice/Pre-Clearance Facility at www.ad-advice.org.

03 | Complaints Handling 

Under the current rules of order, the RPR handles complaints from both consumers and competitors free of charge. 
In certain cases, if the beer advertisement is in clear breach of the Code, the RPR may ask the brewer to withdraw 
or change the ad immediately. If the brewer agrees, the complaint is resolved informally. If the brewer does not 
agree, the complaint will go to the arbitration committee.

The RPR Arbitration Committee is responsible for the interpretation of the Code for copy advice and Complaints 
Handling, and comprises eleven experts from various professions including lawyers, academics and advertisers. 
Members are appointed by the General Assembly for an unlimited period. Under the new system, as of March 
2010, the Committee would meet now only online, and adjudicates on complaints by using the password protected 
online database.

RPR recently created an appeals body, which is also expected to come into being in 2010.

RPR dealt with 337 complaints in total in 2008. Out of these, 23 complaints were about alcohol advertising 
(beer, spirits or wine).

04 | Speed of Decision

Up until now, the complaints jury met physically every month. In order to speed up the complaints process, 
an online jury facility is being created. The new system was submitted for approval by the RPR general assembly 
in March 2010. Under the new system, complaint adjudications typically take less than 14 days. 

In urgent cases a fast track procedure allows the complaint to be dealt with immediately. 

05 | Sanctions

Adjudications are published online on the public RPR website. The RPR can instruct media to refuse or withdraw an 
advertisement against which it has upheld a complaint ; it may also instruct the brewer to publish a corrective statement.

All media members of the RPR agree to stop carrying advertisements against which complaints have been upheld. 
A communication is sent to the operators once the decision is published to ask for the removal of the campaign.
The press is informed of all decisions and are also published each month in a leading advertising trade publication 
and on a special media website with an open discussion forum for each case. 
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06 | Consumer Awareness

One of the members of Slovak Beer and Malt Association organised, in cooperation with the RPR the conference 
‘Responsible Marketing Communication’ where many attendees from the public services, journalists and industry 
representatives received information on the applicable code and self-regulatory mechanisms in place in Slovakia.

The RPR website contains information on the self-regulatory body, information about self-regulation, national 
legislation, the governing bodies of RPR, lists and profiles of members, the ethical principles of advertising, an 
online complaint form, an online copy advice request form and published adjudications. More information on the 
RPR can be found on its website www.rpr.sk. 

The RPR promotes awareness and informs the public through campaigns, media presentations and the 
organisation of seminars/workshops. Its latest campaign ran for two weeks in November 2009 and was aimed 
at the advertising industry, raising RPR’s profile and highlighting the benefits of becoming a member. A previous 
campaign, which ran in 2008, was aimed at the general public and specifically residents of the central and eastern 
parts of Slovakia, as statistics showed very few complaints originating in these areas. This campaign received the 
Gold Award in the 2009 EASA Best Practice Awards.

RPR also regularly issues press releases and RPR staff members appear in the media to explain the concept 
of advertising self-regulation.

07 | Own-initiative Monitoring

Since 2006 the RPR has monitored print advertising of its own initiative in partnership with Media Print Kappa 
Progresso, a Slovakian distributor of print media. Monitoring of print media is carried out on a daily basis and the 
Secretariat decides whether an advertisement warrants referral to the Arbitration Committee.

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Slovakia
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24 | Slovenia

01 | Code Coverage

The Slovenian “Act Amending the Health and Hygiene Safety of Foodstuffs and Products and Materials Coming 
in Contact with Foodstuffs Act” regulates the placement and content of beer advertising in Slovenia. Hence its 
application is the competence of the courts and self-regulation is limited to making an interpretation of the law and 
assisting the advertisers in respecting the legal requirements.

The Slovenian Code of Advertising Practice, applying to all advertisements in Slovenia, applies to all media. 

02 | Code Compliance

Copy advice services are available to Slovenian brewers.

Copy advice is provided by the Advertising Arbitration Court and is available to both SOZ members and non-
members. Requests must be made in writing either by post or by email. The usual time frame for issuing copy 
advice is 10 days upon receiving the request.

In Slovenia, there are significant legislative restrictions to advertising under 
the “Act Amending the Health and Hygiene Safety of Foodstuffs and 
Products and Materials Coming in Contact with Foodstuffs Act.” 

Beer advertising can appear on television, print and radio but there is a 
watershed broadcast ban between 07.30 and 21.30. Cinema advertising 
is only allowed after 22.00. Outdoor advertising is banned altogether. In 
addition, restrictions in content apply. Alcohol advertising must also carry a 
compulsory health warning message.

The Slovenian SRO Slovenska oglaševalska zbornica (SOZ) was established 
in 1999. The two local beer producers are members of the SRO via the 
advertising association.

06 | Consumer Awareness 

New or Improved between 2007 and 2010
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03 | Complaints Handling

Complaints regarding an advertisement or advertising campaign may be addressed by any person or organisation 
to the SOZ Advertising Arbitration Court. All complaints are handled free of charge. Complaints should be 
submitted in writing, if possible with a copy of the advertisement in question ; complaints can be filed either by 
post or by email. If the complainant cannot provide a copy of advertisement, the SOZ acquires it either from the 
advertiser or the media. 

On receipt of the complaint, the Secretariat is obliged to notify the brewer and, if necessary, the advertising agency 
and the media concerned, inviting comments and the substantiation of the parties’ claims.

The Advertising Arbitration Court has seven members. They are elected by the General Assembly from a minimum of 
nine candidates proposed by the Slovenian Association of Advertisers (three), the Slovenian Association of Advertising 
Agencies (three) and the Slovenian Association of Media (three). New Advertising Arbitration Court Procedures were 
adopted in December 2005 stipulating that at least three of the seven elected members must be independent, non-
governmental persons (retired advertising practitioners, academics, etc. also qualify for this category) and the three 
associations under the auspices of the SOZ are obliged to nominate at least one member each.

In cases requiring specialised knowledge, the Advertising Arbitration Court may obtain an independent professional 
opinion. In that case, the time from the receipt of the complaint to the publication of the decision may be extended 
by an additional two weeks.

Either party (complainant or brewer) can ask the Advertising Arbitration Court to reconsider its decision within eight 
days, in any of the following circumstances : where it is thought that there has been an incorrect application of the 
code ; substantial procedural errors ; incorrect determination of the actual situation ; or in the case of new facts 
or evidence.

The Advertising Arbitration Court’s appeal decision is final.

SOZ dealt with 50 complaints in total in 2008. None were about alcohol advertising (beer, spirits or wine).

04 | Speed of Decision

The Advertising Arbitration Court is required by the procedural rules to reach a decision on the complaint within one 
month of receiving it and subsequently to inform all the parties involved of the outcome. 

After the expiration of the appeal deadline (eight days from the receipt of the adjudication), the verdict is published 
on the website and a press release is issued.

05 | Sanctions

The SOZ publishes all adjudications on the website within three business days of closing the case. 

The adjudications are also distributed to main trade press as part of a press release.
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06 | Consumer Awareness

The SOZ does not currently publish annual complaints statistics, but they are available on request to both members 
and non-members. SOZ media members provide space to publicise its activities and decisions. 

The SOZ regularly communicates with national and trade press about self-regulation and Jury decisions. 

The SOZ web-site (www.soz.si) was launched in 2004 and includes an archive of all decisions of the Arbitration 
Committee since 2004. The SOZ issues an e-newsletter which is disseminated to SOZ members and journalists. 
It is issued approximately eight times a year and is the most important communications channel with SOZ 
members. In the e-newsletter, the SOZ reports on its own activities as well as on the regulatory and self-regulatory 
issues in the EU and its Member States. The Slovenian Code of Advertising Practice and Advertising Arbitration 
Court Procedures are available in English upon request.

The SOZ organises press conferences and seminars. It also organises the annual Golden Drum International 
Advertising Festival and Slovenian Advertising Festival, as well as the biannual Effie® communication effectiveness 
award. All these activities indirectly promote self-regulation, since advertisements or campaigns found by the 
Advertising Arbitration Court to be in breach of the Code are ineligible for entry. 

07 | Own-initiative Monitoring

The SOZ does not currently carry out monitoring. 

The SOZ is seeking a solution adequate to the relatively small Slovenian market, which results in too limited financial 
resources to implement monitoring (regarding special sensitive areas within a limited period of time).
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25 | Spain

The general advertising SRO called Asociación para la Autorregulación de la 
Comunicación Comercial (Autocontrol) was created in 1995.

Since 2003, Autocontrol has been in charge of applying the Brewers Code 
(in second instance). In 2009, a cooperation agreement was signed 
between Cerveceros de España and Autocontrol.

01 | Code Coverage

The Spanish Brewers Code of Advertising Practice applies to all media and covers all areas of marketing 
communication. 

Spanish Brewers Code of Advertising Practice is enforced as follows :

 Spanish Brewers Association : Spanish Brewers Association Complaints Commission, competent to solve 
complaints against beer advertising, in first instance.

 Autocontrol : The Legal Team of Autocontrol is in charge of issuing copy advice for beer advertising and 
Autocontrol’s Jury is in charge of resolving complaints against beer advertising in second instance. 

02 | Code Compliance

Two workshops were run in 2009 by the Spanish Brewers Association, to present the recent evolutions. One was 
aimed at presenting the new code to the members of the consumer organisations (CECU and UCE) and the other 
was aimed at members of the Spanish Brewers Association (19 January 2009). They were run in collaboration with 
Autocontrol.

Three types of advice are available from the Legal Team of Autocontrol. Firstly, Autocontrol members may request 
informal legal advice on general issues concerning advertising (‘Legal Advice’). Secondly, the Legal Team will 
provide brewers, agencies or media with written advice on a proposed advertisement and any revisions needed to 
bring it into compliance with the Code and relevant legislation (‘Copy Advice’). Finally, the Legal Team will provide 
brewers, agencies or the media with a detailed written opinion (‘Report’) on a legal or ethical issue regarding 
advertising, or on a specific advertising campaign launched by advertisers (this one can only be requested by 
advertiser brewer regarding its own campaign). 

New or Improved between 2007 and 2010

01 | Code Coverage
02 | Code Compliance
03 | Complaints Handling

04 | Speed of Decision
05 | Sanctions
06 | Consumer Awareness 
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Following the cooperation agreement signed in 2009, copy advice is required for all brewers’ television 
advertisements. Some advertisers also use this service for other media.

Non-Spanish companies can ask for copy advice by submitting their request via the European Copy 
Advice/Pre-Clearance Facility (www.ad-advice.org). 

The Brewers’ Code does not establish pre-clearance for beer advertising. 

03 | Complaints Handling

For beer advertisements, complaints are handled in first instance by the Spanish Brewers Association Complaints 
Commission. According to the Brewers Code, once the Complaints Commission receives a complaint, it informs 
both parties about its reception and acceptance (the Commission has three days for accepting the complaint). 
It also informs about the schedule for its resolution, normally no more than 15 business days. The decision reached 
by the Complaints Commission is sent to both parties. If the advertisement is considered to be infringing, the 
brewer will be asked to modify or withdraw the advertisement. 

When it was established, the Spanish Brewers Association Complaints Commission was composed of 2 members 
from the Spanish Brewers Association and one representative from consumer group “CECU”. As of January 2009, 
a second representative from a consumer group (UCE) joined the jury. Therefore the Spanish Brewers Association 
Complaints Commission has four members, two of which are members of the Spanish Brewers Association. 
The Spanish Brewers Code does not establish what would happen in case of a voting tie when deciding over a case.

Should a complaint be received directly at Autocontrol and motivated by a breach of the Beer Code, Autocontrol 
would transfer the complaint to the Spanish Brewers Association Complaints Commission. In case the complaint 
would be motivated by another matter different from the Brewers Code (legality, truthfulness) the complaint would 
be handled under the normal procedure of Autocontrol.

In case of disagreement by any party with the Spanish Brewers Association Commission’s decision, or non-
compliance of the decision by the advertiser or in case that the term established for the Commission to solve the 
case expires without any decision taken, the case will be sent to Autocontrol’s Jury. 

Autocontrol’s Jury is composed of a President, five Vice-Presidents and fifteen board members. A list of the 
members of the Jury is available to the public on the website of Autocontrol. The members of the Jury may not 
maintain professional relations with associate companies, either at the moment of their appointment or during 
their mandate. Among others, the following would be causes for the members of the Jury to object or abstain : 
(i) Providing or having provided professional services, within a period of less than one year, to one of the contending 
parties. (ii) Having or having had an employment relationship with either of the contending parties. The member 
of the Jury to whom any of the above clauses applies should refrain from hearing the case without waiting to 
be challenged. 25% of the members are directly appointed by the National Consumer Affairs Institute (‘Instituto 
Nacional de Consumo’). 

Autocontrol’s Jury is split into six Sections, each with the same number of members. Each Vice-Chairman acts as 
a Chairman of one of the six Sections.
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Each Section has four members each, with at least three substitute members, appointed amongst the members of 
the remaining Sections ; they can be called by the Secretary of the Jury to cover any absences. The Sections shall 
require at least three members in order to be validly constituted, one of the members shall be its President, and he 
shall have the deciding vote, in the event of voting tie. 

Once a complaint reaches Autocontrol, it is forwarded to the brewer concerned, who is invited to comment and, 
where appropriate, produce evidence to substantiate any claims, within a time limit of five business days. If the 
brewer agrees in writing to withdraw or modify the advertisement, the case is closed.

In cases where there is the possibility of reaching an agreement between the two parties, the Autocontrol 
Secretariat may try to solve the dispute by mediation within the time limit of five business days. If mediation proves 
unsuccessful, the case is submitted to the Jury and handled in the normal way. 

If the brewer does not agree to withdraw or modify the advertisement, he may comment within the five-day limit, 
or simply not respond. After this time limit, the case is referred to the Jury, which examines the case and reaches 
a decision. Both parties are immediately informed in writing of this decision.

Autocontrol also has its own appeal’s system, where the Autocontrol Jury will come together in a Plenary Session, 
composed of the Chairman of the Jury and the Chairmen and members (regular or substitute members) from two 
Sections different from the Section of the Jury which had adjudicated in first instance.
Beer advertising complainants may also have access to this second instance before Autocontrol’s Jury.

Either party is entitled to appeal against a decision within four business days from the day following its receipt. 
The appeal must be in writing and the reasons for appeal must be clearly indicated. As soon as it reaches 
Autocontrol, it is sent to the other party, which has four business days to respond. Upon expiry of this time limit, 
the Plenary Session of the Jury will examine the case. 

The Jury or its Chairman can ask for new evidence if it considers it necessary or appropriate to clarify facts 
(e.g. they can commission a reliable market research survey, in agreement with the parties, who will need to pay for 
the necessary expenses). 

Once a final decision is reached it is communicated, in writing, to both parties and it is binding for companies. 
If the decision refers to a possible infringement of the Brewers Code, it is as well communicated to the Spanish 
Brewers Association Complaints Commission. 

Autocontrol dealt with 226 complaints in total in 2008. Out of these, 36 complaints were about alcohol advertising 
(beer, spirits or wine).

04 | Speed of Decision

As of January 2009, the Spanish Brewers Association complaints Commission decided on a 15 business days 
deadline for decision-making which has been included in the agreement signed with Autocontrol. Subsequently, 
removal or modification of the advertisements must be made within 10 days.

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Spain
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Taking into account that the average time for Autocontrol’s Jury to get a complaint adjudicated is 14 days, 
a complaint motivated by a breach of the Beer Code should be solved before 35 days (15 business days before 
the Spanish Brewers Complaints Commission -21 natural days-, and 14 natural days before Autocontrol).

In case of appeal before Autocontrol’s Jury Plenary Session, the complaint should entirely be solved before 49 
days (15 business days before the Spanish Brewers Complaints Commission -21 natural days-and 28 natural days 
which is the average time to get an appeal heard before Autocontrol’s Jury Plenary Session). 

05 | Sanctions

The decision taken by the Spanish Brewers Association Complaints Commission may ask the advertiser to modify 
or withdraw the advertisement within 10 days. Resolutions of the Spanish Brewers can be published on the 
Consumer Organisations’ and Spanish Brewers Association’s websites 33. 

If a brewer repeatedly breaks the rules, Spanish Brewers Association has the possibility to expel him from the 
association. 

Autocontrol’s Jury may also ask the advertiser to withdraw or amend the advertisement, or issue a formal 
reprimand. The decisions of the Jury are automatically published, but in cases involving particularly serious 
breaches of the Code, the Board of Directors may decide actively to publicise the case, using whatever means it 
considers appropriate. Serious failure to comply with the Jury’s ruling may result in an Autocontrol member being 
expelled from membership.

Some other codes applied by the Jury of Autocontrol foresee monetary penalties (e.g. Code PAOS on advertising 
on food and beverages to children, Drugs Code). 

All the rulings of the Autocontrol’s Jury (first instance and appeals) are published in Autocontrol’s monthly newsletter, 
which is widely read among statutory authorities, the courts, the advertising industry, consumer associations, 
legal firms, consulting firms, universities, EASA members, etc. They are also entirely published on the Autocontrol 
website without restrictions. 

06 | Consumer Awareness

Regarding beer advertisements, annual follow-up reports are to be published on the Spanish Brewers Association 
website 34 and distributed through a mailing list of stakeholders (brewers, trade associations, public authorities, 
Consumer organisations…). 

33 At the time of the review (February 2010), the websites of the Spanish Brewers Association, CECU and UCE do not seem to have any resolution published. 
34 According to the last version of the annual report available at www.cerveceros.org (annual report 2007), the information regarding the decisions of the Spanish Brewers Association Com-
plaints Commission is given in an anonymous way ( company name not mentioned).
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Autocontrol’s website, www.autocontrol.es was re-launched in January 2007. It contains general information on 
its codes and rules, complaints procedure, services, activities, fees, membership, and the decisions of the Jury. 
Adjudications by experts about domain name disputes (.es) are also available. A database on advertising regulation 
can be accessed by all Autocontrol members and subscribers. The website includes an online complaints form and 
provides information in Spanish and English (limited).

Autocontrol publishes an Annual Report, also available on its website, which is circulated to all interested parties. 
A monthly newsletter, called Autocontrol, is circulated to the advertising industry, consumers, consumer 
associations, statutory bodies, judicial authorities, universities and legal and consulting firms. As well as news about 
Autocontrol’s activities and members and details of cases handled, the newsletter contains news and articles on 
advertising and regulatory issues by academics and other specialists. The newsletter is published in hard copy and 
a summarised version is circulated by email. The digital email newsletter was created in 2003 and has been well 
received. The aim of both printed and digital versions is to deliver Autocontrol’s key objective of transparency.

Autocontrol launched its first awareness campaign in 2007 ; since then it has run multimedia advertising campaigns 
every year (2008 and 2009) to increase awareness of the SRO among both public bodies and society. The 2009 
campaign ran on Television, radio, in newspapers, magazines, online and outdoors. 

Joint annual reports produced by Cerveceros de Espana, the consumer organisation CECU and Autocontrol are 
published. In 2010, the consumer organisation UCE will also contribute to the report.

07 | Own-initiative Monitoring

The Spanish Brewers Association can decide to undertake a complaints procedure on its own initiative (without 
waiting for a consumer complaint). The principle of the system though is based on consumer complaints and the 
fact that the consumer organisations are involved and/or informed. 

There is currently no advertising compliance monitoring system in Spain. Nevertheless, Autocontrol participates in pan-
European compliance monitoring projects on alcohol advertisements (spirits, wine and beer) coordinated by EASA.

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Spain



115The Brewers of Europe | Sweden

26 | Sweden

The Swedish law (Alcohol Act) bans all advertising of alcoholic beverages of 
more than 15% alcohol, as well as prohibits Television and radio advertising 
for any other alcoholic beverage e.g. beer. 

Self-regulation codes could just be developed as a complement, based on 
the law, strengthening it and helping in its interpretation. 

Since the 1970’s, most consumer complaints have been handled by a 
public official, the Consumer Ombudsman. A specialised judicial body, the 
Market Court (marknads domstol), was set up under the Marketing Act.

Regarding alcohol advertisements exclusively, the Alcohol Marketing 
Supervisor (Alkoholgranskningsmannen, AGM) was set up by the 
Association of Swedish Spirits and Wine Suppliers and the Swedish 
Breweries’ Association. 

The general Swedish advertising SRO, Reklamombudsmannen (Ro.) was 
established in 2009, replacing the two former councils on marketing ethics : 
ERK and MER. The former focused on sexism and gender discrimination 
and the latter on all other aspects of ethical advertisement, such as 
marketing to children, misleading advertising, etc. Ro. has incorporated 
these two councils within its Committee.

New or Improved between 2007 and 2010

01 | Code Coverage
02 | Code Compliance
03 | Complaints Handling
04 | Speed of Decision

05 | Sanctions
06 | Consumer Awareness 
07 | Own-initiative Monitoring

01 | Code Coverage

As stated above, beer advertisements in Sweden are subject to a ban on Television and radio. All other media are 
covered by the sector’s self regulatory codes. In 2006, Brewers of Sweden, the Association of Swedish Advertisers 
and Swedish Spirits & Wine Suppliers adopted a joint recommendation on advertising for alcoholic and low alcohol 
beverages. The Recommendation is a guide to interpreting the particular moderation requirements of the Swedish 
Alcohol Act. It provides instructions for the how, when and where of alcohol advertising and explains the current 
regulations for the marketing of alcoholic and low-alcohol beverages in the media. The Recommendation applies 
to all media and is also consistent with the Swedish Marketing Practices Act and the Swedish Radio and Television 
Act. In parallel, Ro. enforces the ICC Consolidated Code of Advertising and Marketing Communication Practice, 
which applies to all media.
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02 | Code Compliance

AGM gives copy advice services for its members.

In parallel, the Ro.’s Secretariat gives non-binding copy-advice to all advertisers. There are no fees charged for the 
copy-advice service. Due to the recent establishment of Ro., there have not been many requests for copy advice, 
thus a representative average of the length of the process can not yet be given. 

03 | Complaints Handling

Complaints based on the Alcohol Act are made before the Swedish courts.

In addition, any member of the public may report an advertisement to the AGM or the Ro. In practice, the AGM is 
responsible for first instance decisions and the Ro. is the appeals body, but consumers can contact both. Should 
the Ro. receive a complaint on beer advertising, it would transfer it to the AGM for a first instance decision. Should 
companies wish to appeal AGM’s decision, they can then contact the Ro.

The AGM decisions are taken by a Scrutineer, Gun Neuman, who independently ensures that member companies 
observe the Alcohol Act and the shared recommendation. 

With regards to the Ro., complaints can be filed by consumers, competitors and other interested parties. 
Complaints must be made in writing, either via the online complaints form on the Ro. website, or by mail. When 
it receives a complaint, the Secretariat sends a copy to the brewer for comment, indicating which ICC rules the 
advertisement might be breaching. 

The Ro. Committee adjudicates on new or complicated cases. It consists of 14 members experienced in 
advertising and marketing law. The Chairman and Vice-Chairman are lawyers. The members of the Committee 
represent agencies, advertisers and media as well as independent experts such as scientists.

If the case is considered to be of substance and if there is relevant precedent in the form of a previous adjudication, 
the Reklame Ombudsman can make a decision. If there is no precedent on the case, it is referred to the Ro. 
Committee (i.e. the Complaints Committee). In this case, the Secretariat submits a written recommendation to the 
Committee for discussion. The Committee may either accept the recommendation or make a different decision.

If an existing adjudication is relevant to the complaint, the Secretariat may use it as a precedent, to decide whether 
to uphold or dismiss the complaint. It can also dismiss a complaint if it finds that it does not concern commercial 
marketing. Appeals can be made to the Committee against any decision made by the Secretariat.
Both parties are informed of the outcome and the decisions are published in full on the Ro. website. 
In general, grounds for appeal to the Ro. are limited. Only decisions of the Advertising Ombudsman are 
challengeable, decisions of the Committee are final. The Committee may decide to reconsider a case, should new 
facts or circumstances come to light, or if it emerges that the procedure was flawed to an extent that might have 
influenced the outcome of the case. An appeal can be made within four weeks of the original adjudication by the 
Advertising Ombudsman. No complaints statistics are available yet as the Ro. was restructured in 2008.

Report 2010 | National Reports on the Implementation of the 7 Operational Standards | Sweden
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04 | Speed of Decision

AGM reacts when seeing or being informed about a breach of the code. Usually it only takes a week or two for the 
AGM and the advertiser to reach an agreement.

The Ro. process takes from two to six months, depending on the complexity of the case. A fast track procedure 
is not yet in place. Where a sectoral self-regulatory body exists, as this is the case for alcohol, cases are normally 
referred to that body. If necessary, cases can be referred to the public official, the Consumer Ombudsman.

05 | Sanctions

If the decision is based on the Alcohol Act, Swedish courts have a possibility to impose fines.

The AGM also has the possibility to fine, up to the equivalent of 100,000 euros, companies that contravene the 
recommendations and laws relating to alcoholic and low-alcohol beverages.

All Ro. decisions are published on the Ro. website and decisions of importance are sent to the press and television. 
The names of the advertiser and the advertising agency are published. Should an advertisement be found in breach 
of the Code(s) appear again, a competitor, a consumer or the Consumer Ombudsman may take action in the 
Market Court (marknads domstol). The Court is likely to hold that the advertisement contravenes ‘good marketing 
practice’ and will then apply the appropriate sanctions under the Marketing Act.

06 | Consumer Awareness

In March 2008, a website in Swedish and English was designed and launched, to inform consumers about the 
AGM system. This website also provides an easy-to-use form and guidance for consumers who may see drinks’ 
advertising and wish to issue a formal complaint towards the Scrutineer : www.alkoholgranskningsmannen.se.

A monthly newsletter about the Ro.’s activities is sent to industry, consumers and relevant government and 
political bodies. The Ro. publishes an Annual Report, as well as rulings from the Advertising Ombudsman and the 
Committee, on its website. When the Committee makes a ruling of general interest, a press release is issued at 
the same time as the ruling is posted on the website. Complaints statistics are available on the website and in the 
Annual Report. 

07 | Own-initiative Monitoring

The AGM monitors how companies market and inform about alcoholic beverages in Sweden on a routine basis.

The Ro. does monitoring on an ad-hoc basis and can choose to act upon advertising that may be a breach of the 
code. The monitoring covers all types of media including the internet.
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27 | UK
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Since 1962, the UK has operated a self-regulatory system for non-broadcast 
advertising comprising the code-making Committee of Advertising Practice 
(CAP) and the code-applying Advertising Standards Authority (ASA). In 1974, 
the industry set up the Advertising Standards Board of Finance (Asbof) to 
collect a levy on advertising to fund the system more effectively. Since 1988, 
the Office of Fair Trading (OFT) has been the backstop regulator for issues of 
misleading advertising and comparative advertising in non-broadcast media. 

In November 2004, the regulatory system was extended to cover broadcast 
media, under a co-regulatory partnership with Ofcom as the backstop 
statutory regulator. In practice the broadcast advertising regulatory system 
broadly mirrors the non-broadcast system. It comprises the code-making 
and monitoring Broadcast Committee of Advertising Practice (BCAP) ; the 
code-applying Advertising Standards Authority (Broadcast) (ASA[B]) ; and 
the fund-raising Broadcast Advertising Standards Board of Finance (Basbof), 
which collects a levy on broadcast advertising. 

Broadcasters are required under their license conditions to ensure that 
advertising which they carry complies with the BCAP code. Broadcast 
advertisements are also subject to compulsory pre-clearance, which is 
carried out by Clearcast and the Radio Advertising Clearance Centre (RACC). 
Clearcast was set up in 1993 to ensure the Television Advertising Standards 
Code applies to all television services licensed by Ofcom. Clearcast has 
two principal functions : the examination of preproduction scripts and 
the pre-transmission clearance of finished television advertisements. 
Clearcast provides advice to advertising agencies on proposed Television 
advertisements prior to broadcast. 

From a communications perspective, a single ASA is presented to the public 
as the “one-stop-shop” for all advertising regulation. Similarly, a single CAP is 
presented to the industry as the rule-making body for all advertising.
In addition, with respect to alcohol advertisements, The Portman Group 
(TPG), supported by the UK’s leading drinks producers is in charge of social 
responsibility issues surrounding alcohol. The Portman Group operates the TPG 
Code of Practice on the Naming, Packaging and Promotion of Alcoholic Drinks.

New or Improved between 2007 and 2010

01 | Code Coverage
02 | Code Compliance

06 | Consumer Awareness 
07 | Own-initiative Monitoring
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01 | Code Coverage

CAP and BCAP operate three codes : for non-broadcast advertising, television advertising and radio advertising 
respectively (supplementary codes cover the scheduling of Television advertisements and Text services). 
The non-broadcast code applies to digital marketing communications. 

Over the past 2 years, CAP and BCAP have undertaken a full review of all the advertising Codes to ensure they 
remain up-to-date and evidence based. As part of the review process, in 2009 CAP and BCAP held a full 12 week 
public consultation on their proposed new Codes and received around 4,500 individual responses from members 
of the public, experts, consumer bodies, governmental bodies, charities and religious groups. The new codes were 
published on 16 March 2010 35. 

In order to help with the interpretation, Clearcast also publishes Notes of Guidance, which offer guidance on 
the current interpretation of the Code and the Copy Committee’s policies. The Notes are updated as and when 
necessary.

02 | Code Compliance

The Portman Group organised a training session jointly with ASA for alcohol industry professionals in 2008 to help 
ensure the spirit of the code was understood by relevant stakeholders. These sessions were organised free of 
charge and took place across the United Kingdom.

CAP offers regular training events, (called Advice :am) on a variety of topics throughout the year, in response to 
topical issues. CAP also offers bespoke seminars for individual companies and annual training events for advertising 
agencies’ new graduate employees in October. 

Copy Advice is free, confidential and can be submitted online. Queries are usually answered within 24 hours. 
Advertisers, agencies or media not located in the UK who would like to make use of this copy advice service can do 
so by requesting copy advice online through the European Copy Advice/Pre-Clearance Facility at www.ad-advice.org.

As stated above, Broadcast advertisements need to be pre-cleared by either Clearcast (for Television) or the Radio 
Advertising Clearance Centre (RACC). Clearcast has an online clearance system, through which all scripts and 
commercials should be submitted, www.clearcastdigital.co.uk. 

However, it is important to note that neither pre-clearance, nor seeking Copy Advice prevents the ASA from 
investigating, and upholding complaints against advertisements. 

35 http ://www.cap.org.uk/Media-Centre/2010/Advertising-Codes-Launch.aspx 
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03 | Complaints Handling

The ASA handles complaints from competitors, consumers and other interested parties. All complaints are handled 
free of charge. Complaints must usually be submitted in writing, by post, fax or via the online complaints form on 
the ASA website with details of the advertisement concerned.
The ASA Council is the independent arbiter of the Codes and operates in the public interest. It is chaired by 
a person of distinction unconnected with the advertising industry and adjudicates complaints received from 
consumers, competitors and others. It comprises the Chairman and 15 members. 

Broadcast and non-broadcast advertisements are considered separately. Two thirds of Council members are 
independent of the advertising business and are recruited following public advertisement. The Chairman appoints 
members of the Council.

The Executive (i.e. the Secretariat) first assesses the complaint to ascertain whether or not it warrants being 
pursued and, if so, in what way. When a complaint is pursued, the brewer and/or the agency and, where relevant, 
the broadcaster and the pre-clearance self-regulatory organisation, are informed and asked for written comments. 

The Codes require brewers to hold evidence to support their claims and to make that evidence available without 
delay. The brewer’s comments and evidence are evaluated in the light of the complaint. 

In the case of minor infringements of the Code, where the brewer immediately agrees to modify the advertisement, 
the case may be closed without further action. If the brewer does not accept that the Code has been breached, 
the Executive submits a draft recommendation to the ASA Council, which is responsible for the final decision. If the 
Council decides that the advertisement has contravened the Code, the brewer is asked to amend or withdraw it 
and to undertake not to repeat the breach. 

If the issue in question is particularly complex, or requires expert analysis, the ASA Executive can consult with 
independent experts as part of an investigation. The final decision, however, is made by the ASA Council, which is 
composed of two thirds lay people and one third industry representatives,

Appeals against the Council’s rulings must be sent to the Independent Reviewer for ASA Adjudications, in writing, 
within 21 days of the ruling and should be accompanied by relevant new evidence, or demonstrate a substantial 
flaw in the conclusion reached by the Council or the process by which the adjudication was made. 
The Independent Reviewer considers appeals and may ask the Council to reconsider its adjudication.

ASA dealt with 26 438 complaints in total in 2008. Out of these, 355 complaints were about alcohol advertising 
(beer, spirits or wine).

04 | Speed of Decision

Parties are normally given ten business days to respond to a request for information.
Typically a case is resolved within five days if there is no investigation ; ten days if there is some preliminary work ; 
25 days if there is no investigation after an ASA Council discussion ; 35 days for an informal investigation ; 85 days 
for a standard investigation ; and 140 days for a complex investigation.
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05 | Sanctions

The ASA has a variety of sanctions at its disposal. The media may be asked to refuse an advertisement, by CAP issuing 
an Ad Alert warning them to seek clearance for that brewer’s future advertisements. Adverse publicity may result from the 
publication of rulings ; trading sanctions may be imposed or recognition revoked by the brewer’s, agency’s or promoter’s 
professional associations ; financial privileges provided by trade, professional or media organisations may be withdrawn. 

In the case of outdoor advertising, brewers found to have breached the Code’s rules on taste or social responsibility may 
be required to seek mandatory copy advice (i.e. pre-clearance) for a two-year period. 

Brewers who repeatedly publish or distribute misleading non-broadcast advertisements or those containing 
unacceptable comparisons may be referred to the Office of fair Trading (OFT) for legal action. Broadcasters who 
repeatedly transmit commercials that breach the Codes may be referred to Ofcom (communications regulator), whose 
sanctions range from fines to the eventual revocation of their licenses. However, referral to the ASA’s statutory partners 
is a last resort and is rarely necessary. 

06 | Consumer Awareness

The ASA and CAP websites, at www.asa.org.uk and www.cap.org.uk, provide information about the UK system. 
In addition, the ASA provides an enquiry service for members of the public and industry seeking general advice and 
literature. Other means of informing the public and industry include regularly organised seminars dealing with self-
regulation in general, or specific product-sectors or issues. 
The ASA takes note of independent surveys and commissions its own qualitative research into public attitudes 
about advertising. In addition to its Annual Report, posting adjudications on its website every week and 
offering advice on topical issues, the ASA produces a number of other publications : consumer and advertiser 
e-newsletters, guides to self-regulation and Background Briefings – a series of summary sheets on specific areas 
of ASA activity.
The ASA maintains a high public profile through its Press Office, which deals each year with thousands of enquiries 
from journalists, and through its own promotional activity for the self-regulatory system.
The ASA also has a selection of advertisements that can be downloaded and used in non-broadcast media space 
donated by media owners. 

07 | Own-initiative Monitoring

The CAP Code Policy and Monitoring and Compliance teams provide policy advice on the codes, monitor advertising 
and work to enforce ASA decisions and ensure conformity with the Codes. This is achieved by taking immediate action 
against obviously problematic advertisements (compliance cases), investigating questionable advertisements that 
have not been subject to complaint (spot-checks), ensuring that advertisements subject to an “upheld” ASA ruling are 
amended or withdrawn (post-investigation monitoring), applying individual ASA decisions (if they have a wider significance 
to the industry) across entire sectors (projects) and taking appropriate action against repeat offenders. The Compliance 
team can also refer repeat offenders to the Office of Fair Trading (OFT) and communications regulator Ofcom.
The ASA and CAP monitoring and compliance reports are published on the ASA website. These reports usually focus on 
areas of low compliance, or on sensitive sectors.
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Independent Assurance Report to the Brewers of Europe

Introduction

We have been engaged by the management of The Brewers of Europe to provide limited assurance on the 
information in the expert report entitled ‘Leading by example - Responsible beer advertising through self-regulation’ 
on The Brewers of Europe’s commitments under the EU Alcohol and Health Forum (further referred to as the 
‘Report’). The Report, including the identification of issues to be reported, is the responsibility of The Brewers of 
Europe management. Our responsibility is to provide limited assurance on the information contained in this Report. 
Procedures performed to obtain limited assurance are aimed at determining the plausibility of information and are 
less extensive than those performed to obtain reasonable assurance.
We conducted our engagement in accordance with the International Standard for Assurance Engagements
(ISAE 3000) : Assurance Engagements other than Audits or Reviews of Historical Financial Information, issued 
by the International Auditing and Assurance Standards Board. Amongst others, this standard requires that the 
assurance team possess the specific knowledge, skills and professional competencies needed to understand 
and review the information in the Report, and that they comply with applicable ethical requirements, including 
independence requirements.

Reporting criteria

There are no generally accepted standards for 
reporting on responsible alcohol consumption. 
With regard to the self-regulation commitments on 
commercial communication, The Brewers of Europe 
have applied the definitions of the 7 Operational 
Standards. The reporting criteria are explained on 
page 29 of the Report. 

Work undertaken

We reviewed the information in the Report, based on :

— A kick-off meeting with The Brewers of Europe and 
EASA to discuss and confirm systematic and simple 
indicators and benchmarks for the criteria against the 
implementation is measured 

— The Prepared-by-Client list applicable for all the 
27 member organisations with an overview of the 
information and proof documents needed 

— A visit to The Brewers of Europe and EASA for a 
review of underlying documentation in relation to claims 
made about progress on the EU-wide commitment as 
well as of the systems in place for the collection and 
processing of data 

— A review of documentation provided by the member 
organisations based on the Prepared-by-client list in 
relation to the claims made in the report 

— A visit to two member organisations of both 
The Brewers of Europe and EASA to review the 
implementation process for the 7 operational standards 
at local level as well as to assess the reliability of the 
reported information. The two member countries visited 
were Portugal and Bulgaria.

— Following our review we discussed changes to the draft 
Report with The Brewers of Europe, and reviewed the final 
version of the Report to ensure that it reflected our findings.
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Conclusion

Based on our work described above, nothing has 
come to our attention that causes us to believe that the 
information in the Report is not prepared, in all material 
respects, in accordance with the reporting criteria as set 
out on page 29 of the Report. 

Commentary

Without affecting the conclusions presented above, we 
would like to draw the readers’ attention to the following :

This Report reflects the progress made on the 
implementation of the commitment to the European 
Alcohol and Health Forum in relation to advertising 
self-regulation. The results show that not all member 
Organisations comply with the 7 Operational Standards 
yet. Specifically for the standards on Speed of Decision 
and Monitoring further progress is necessary for a 
number of member organisations. We recommend 
these member organisations to put a strong focus on 
the full implementation of the 7 Operational Standards 
and we advise the Brewers of Europe to assist and to 
stimulate their members during this process. 

W.J. Bartels RA
Amstelveen, 26 May 2010
The Netherlands 
KPMG Sustainability


