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A ft er the heady month of December, 
when many readers will hopefully 
have seen the usual upturn in cus-
tomers flooding through the doors 

in the lead up to and during the Christmas and 
New Year holiday period, January and February 
traditionally signal quieter trading.

This is when inventive advertising and marketing 
methods can come into their own. However, don’t 
get too carried away as there are a number of re-
strictions that you need to bear in mind.

The first restrictions to keep in mind are con-
tained in the mandatory conditions that 
will appear on all premises licences 
that authorise the sale of alcohol. They 
include a requirement that the licence 
holder ensures that staff  do not carry 
out, arrange or participate in any of the 
following irresponsible promotions:

ing customers to drink a quantity of al-
cohol within a time limit or to drink as 
much as possible

discounted fee, or providing free or 
discounted alcohol or any other thing 
as a prize to encourage or reward the 
consumption of alcohol over a period of 
24 hours or less – if either of these poses a signifi-
cant risk that it would undermine one or more of 
the licensing objectives

directly into a customer’s mouth by a member 
of staff .

The mandatory conditions also prohibit the 
sale or supply of alcohol in association with pro-
motional material (including posters and flyers) 
on, or in the vicinity of, your pub or bar that can 

reasonably be considered to condone, encour-
age or glamourise anti-social behaviour or refer to 
drunkenness favourably.

Other restrictions are contained in the UK Codes 

ries – i.e. for non-broadcast advertising, sales pro-

focus attention on the first of these but full informa-
tion is available on the asa.org.uk website.

The advertising rules are independently en-

place a particular emphasis on protect-

ads must not be directed at people 
under 18 or contain anything that is 
likely to appeal to them by reflecting 
youth culture or by linking alcohol 
with irresponsible behaviour, social 

success or sexual attractiveness.
Marketing communications must 

similarly be socially responsible and 
not encourage excessive drinking. 
They must not claim or imply that al-
cohol can enhance confidence or pop-
ularity or that drinking alcohol is a key 
component of the success of a personal 
relationship or social event. 

Breaches of the rules will also occur if 
such communications imply that alcohol might be 
indispensable or take priority in life or that drinking 
alcohol can overcome boredom, loneliness or other 
problems or have therapeutic qualities.

Care needs to be taken if your marketing com-
munications show customers drinking alcohol 
because all such people shown drinking or play-
ing a significant role must neither be nor seem to 
be under 25.

The above is a summary only. If in doubt, 
take advice!    

David Clift on, director of Clift on Davies Consultancy 
Limited, warns that advertising and marketing 
promotions by pubs and bars should not breach 
licence conditions

Q: What do we need to do in advance of  the 
National Living Wage coming into force?
A: The Department for Business, Innovation and 

Skills is advising businesses to ensure they know 

the correct rate of  pay (£7.20 per hour for staff  
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ble for the new rate, update the company payroll 
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ing Wage comes into force, and communicate the 

changes to staff  as soon as possible. This is after a 

survey revealed that only about 45% of  businesses 
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cated the upcoming changes to staff  and only 29% 
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tional Living Wage entitlement.

Q: Is it true that we can now apply to ex-
tend the hours at our pub more than 12 
times a year?
)"�1�\PQVS�aW]�IZM�ZMNMZZQVO�\W�\PM�UI`QU]U�V]U�
ber of  temporary event notices that can be used 
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rect because that number has increased from 12 to 

15 with effect from 1 January.

Q: Can we allow customers to use electron-
ic shisha pens or e-hookahs in our bar in the 
same way we allow e-cigarettes?
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think the distinction between what is and is not 

lawful depends on whether tobacco or nicotine is 
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are not ‘lit’ and unlike smoking products that are 
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that produces merely a water vapour, rather than 

smoke. That is why the expression ‘vaping’ has 

come to be used instead of  ‘smoking’. 

Questions & AnswersTake care in your January sales!


