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Nearly two years ago – in Pub & Bar issue 162 – I wrote about Northamptonshire pub 
operators who had their knuckles rapped by the Advertising Standards Authority (ASA) for 
advertising a ‘barrow of booze... (£20.00 per person) – min 15 people’. The ASA decided the 
ad was irresponsible because it encouraged excessive drinking.

So, at a time when business might be a bit quieter than at other times of year, what else 
do you have to bear in mind when marketing your wares?

A good starting point is to check a CAP News website posting entitled Alcohol and 
Advertisers, first published on 15 November during Alcohol Awareness Week.

It starts off with a reminder that marketing communications for alcoholic drinks 
shouldn’t be targeted at people under 18 or imply, condone or encourage immoderate, 
irresponsible or anti-social drinking.

It goes on to warn against suggestive ads. Not only must you not suggest that alcohol 
can enhance attractiveness or be a component in sexual success, but you must also not 
imply that alcohol can boost confidence or popularity.

You’ll similarly invite trouble if you link the consumption of alcohol with any activity 
linked to brave, tough or daring people or behaviour. That’s particularly so if you advertise 
an alcoholic drink, include a warning about the product’s strength or use macho-type 
images, and ask whether your customers “can handle it” or are “up for it”. 

Other rules to bear in mind are that your ads should not imply that alcohol can overcome 
boredom or loneliness, that it has therapeutic qualities or is capable of changing mood or 
behaviour.

Be very careful about incorporating jokes into your ads. We all enjoy a laugh, but you’re 
unlikely to find the ASA shares your sense of humour if you decide to include in your ad an 
image of someone slumped outside their car with just one leg inside it or even just holding 
car keys as well as an alcoholic drink. 

Just a few months ago, a national pub group found plenty of straight faces at the ASA 
when it advertised its prosecco promotions with the words: “Do you suffer from shyness? 
Do you sometimes wish you were more assertive? Ask your bartender about our Fizz Friday 
prosecco offer! Enjoy our favourite bottle of fizz for just £10 every Friday!” And, in a separate 
ad: “If at first you don’t succeed, try drinking a bottle of prosecco, you’ll be surprised at how 
much less you’ll care.”

A similar fate befell their third ad: ‘Hats off to everyone doing the going sober for 
October… me I’m going on a bender till December’ followed by [beer glass], [sunglasses] 
and [teary-laugh] emojis.

If you plan to embark on a spot of digital marketing, remember the advertising rules 
apply to online ads too, so you need to bear in mind the prospective dangers of using social 
media and influencers who may have particular appeal to under 18-year-olds or a significant 
under-18 following. 

Heineken recently escaped criticism for posts featuring their beer on YouTuber Tanya 
Burr’s Instagram account only because they were able to provide demographic and other 
data that proved less than 25% of her Instagram followers to be under 18.

What might seem straightforward can potentially be a minefield. I’m here if you need 
help. 

Suzanne Davies offers guidance on how to avoid a run-in with the 
Advertising Standards Authority

DON’T HIT A MINEFIELD 
WHEN MARKETING 
YOUR WARES

Q:  What’s the difference between the 
National Minimum Wage and the 
National Living Wage?

A:  The National Minimum Wage (NMW) is the 
minimum pay per hour to which almost all 
workers are entitled. The National Living 
Wage (NLW) is higher than the NMW – 
workers get it if they’re 25 and over. It 
does not matter how small an employer is, 
they still have to pay the correct minimum 
wage. From April 2020, the NLW increases 
by 6.2% to £8.72 per hour. The NMW for 
21- to 24-year-olds increases 6.5% to 
£8.20, for 18- to 20-year-olds by 4.9% to 
£6.45, for under-18s up 4.6% to £4.55 and 
for apprentices up 6.4% to £4.15. 

Q:  Will Natasha’s Law affect my 
business?

A:  You are asking about a law that is due to 
come into force in England and Northern 
Ireland in October 2021 that will require 
all food businesses to include full 
ingredients labelling on pre-packed for 
direct sale foods. However, as matters 
stand, no equivalent legislation is planned 
for food served direct from a kitchen in 
pubs and bars or other hospitality venues.

Q:  I read about a pub that was closed 
down for 48 hours over the new year 
because of a violent incident. Who 
had the power to close it?

A:  Under the Anti-social Behaviour, Crime and 
Policing Act 2014, either a police officer 
with the rank of inspector or above or 
the local authority has the power to close 
down alcohol licensed premises in this 
way if satisfied on reasonable grounds that 
(a) use of the premises has resulted, or is 
likely to result in nuisance to members of 
the public or (b) there has been, or is likely 
to be, disorder near the premises that is 
associated with the use of those premises, 
and (c) the closure notice is necessary 
to prevent the nuisance or disorder from 
continuing, recurring or occurring. If you 
receive such a notice, you should take 
urgent advice.
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