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Scottish Government Consultation on Restricting Alcohol Advertising and
Promotion — Scottish Tourism Alliance Submission

Declaration of direct or indirect links to the alcohol industry

1. Please indicate any direct or indirect links to the alcohol industry? (Required)

e No links

e Direct links

e Indirect links x
e Don't know

As the acknowledged overarching trade body and voice for tourism and hospitality in
Scotland, the Scottish Tourism Alliance (STA) has an indirect link to the alcohol industry. We
represent members from across all sectors of the industry, including many businesses in the
supply-chain.

Drink producers are key to Scotland’s tourism infrastructure, supporting the local visitor
economy and generating jobs in our communities, sponsoring both local and national events
that attract tourists, and playing a central role in Scotland’s brand as a global visitor
destination.

STA’s Patron Sponsors and Supporters includes Diageo and Tennent Caledonia Breweries.
Their patronage and support are a vital source of income to effectively carry out our
activities as Scotland’s leadership and representative body for Scotland’s tourism industry.

Our Council includes Scottish Licensed Trade Association, Scottish Beer & Public Association,
and UKHospitality Scotland.

A full list of our alliance and affiliate members can be viewed here:
https://scottishtourismalliance.co.uk/our-members/

Sports and events sponsorship

2. Do you think we should prohibit alcohol sports sponsorship in Scotland?
e Yes

e Nox

e Don't Know
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The STA is strongly opposed to the prohibition of alcohol sports sponsorship in Scotland,
which risks having a damaging impact on many of the country’s major international and
national sporting events, which act as a significant draw for visitors to Scotland.

The consultation proposals as they stand would take away a key source of funding for
events, at a time of great financial uncertainty. Under the proposals, sporting events across
the border would continue to benefit from sponsorship funding from drinks companies,
while Scotland would lose out.

Pre-COVID-19 pandemic, the economic impact of golf tourism to Scotland was reported to
be worth over £300 million (Source: Scottish Golf Tourism & Visitor Strategy 2022-2030).
The country is renowned for hosting the biggest events in golf and showcasing the country
on a global scale, which has previously included hosting The Ryder Cup and The Solheim
Cup. In 2014, Diageo was an official partner of The Ryder Cup at Gleneagles, while a number
of drinks brands pay to be promoted as official suppliers of golfing tournaments.

Guinness is the title sponsor and official beer of The Six Nations Rugby Championship, and it
along with Tennent's Lager and Johnnie Walker Whisky are the main drinks sponsors of
Scottish Rugby.

Half of Scottish Premiership teams are currently sponsored by a drinks company (Source:
Scottish Professional Football League), while the SPFL has Glen's Vodka as an official
partner.

By removing alcohol sponsorship, a key source of funding is taken away from these major
sporting events — jeopardising their ability to host events of an international scale that
attract people to visit from across the world and risking damaging Scotland’s reputation as a
major sports event host.

Furthermore, banning the alcohol sponsorship of sporting events has wider unintended
consequences for smaller local communities that rely on this money to support grassroots
and amateur sports. For many of these communities, particularly in rural and island areas,
local distilleries and breweries are the only source of significant sponsorship funding
available to them. Ensuring access to grassroots and amateur sports is an integral part of
keeping people physically active and mentally healthy.

The evidence presented in the consultation demonstrates that there is no clear evidence
that banning the alcohol sponsorship of sport events will impact on alcohol consumption,
particularly among the young people that are central to the rationale of this consultation.
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We would encourage the Scottish Government to continue to work in partnership with the
drinks industry through this existing self-regulatory system to address the public health
challenges the country faces.

Rather than being presented as part of the problem, drinks producers, tourism, hospitality
and the events industry all recognise and share the Scottish Government’s ambition to
reduce the harmful consumption of alcohol and find workable solutions to address this
issue.

Scottish Rugby’s role in promoting Scottish Government and NHS Scotland public health
messaging around the importance of handwashing during the COVID-19 pandemic shows
that there is a key role and reach for sports to play in supporting public health initiatives.

What is needed are further workable steps where the industry can help support this
messaging as a force for good, with sports events being an important way to educate
attendees about responsible drinking on a huge scale.

3. If alcohol sponsorship for sports was to be prohibited, what types of marketing do
you think should be covered by a prohibition?

We do not believe that any form of alcohol sponsorship for sports should be prohibited.
Removing alcohol sponsorship for sports would have a particularly negative impact on
grassroots sporting events such as Highland Games, where Scottish athletes such as Olympic
medallist Laura Muir originally began their careers.

4. What, if any, sporting activities or events do you think should be excepted from a
prohibition on alcohol sports sponsorship, and why?

As previously set out in our response to Question 2, we adamantly believe there should not
be a prohibition on alcohol sports sponsorship.

5. Do you think we should prohibit alcohol events sponsorship in Scotland?
e Yes

e Nox

e Don't know

Scotland’s world-class cultural and visitor tourism offer is hugely dependent on sponsorship
from drinks companies. The Edinburgh Festival Fringe, Edinburgh Tattoo, TRNSMT and
Edinburgh Hogmanay are all key examples of major events that take place in Scotland and
annually attract millions of visitors to the country. This would be put in jeopardy if they
were to lose alcohol sponsorship.
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Sponsors of the world-leading Edinburgh Hogmanay over the years have included Edinburgh
Gin, Johnnie Walker, McEwans, and Glayva liquers. For the festival’s 30th anniversary next
year, more public funding and new sponsorship deals are being sought to help “scale up”
the event.

The Edinburgh Tattoo, which annually sells 220,000 tickets each August, has Innis & Gunn as
its presenting partner and receives sponsorship from partners Pickering's Gin and
Glenkinchie whisky. To not have this sponsorship would leave a gaping hole in the
Edinburgh Tattoo’s sponsorship funding. The Edinburgh Festival Fringe, which sold over 2.2
million tickets in 2022, has sponsorship that includes Johnnie Walker.

The hugely popular TRNSMT Festival in Glasgow is officially partnered with Bacardi. The
Head of DF Concerts and TRNSMT Festival boss, Geoff Ellis, has said that he would never
have got Scotland’s first major music festival T in the Park off the ground if it hadn’t been for
funding from founding partner Tennent's Lager.

Several arts and cultural events and organisations are hugely dependent on this sponsorship
income. They do not receive enough funding from local and national government to fund
these events without sponsorship funding from one of Scotland’s most successful industries.
As the arts and culture sector face significant cuts to their public funding in the current
economic climate, reliance on sponsorship revenue will be more critical than ever.

As well as impacting on Scotland’s ability to continue hosting existing large-scale events,
prohibiting alcohol events sponsorship will damage the country’s prospects of winning bids
to host national and international events of scale, along with establishing new major events
offer.

Events of all different types and scale would be at risk, from music to theatre, dance to
comedy. The rich and diverse event offer in many rural and island communities would be
significantly put at risk if alcohol sponsorship were to be prohibited. For example, in Islay
the Lagavulin Islay Jazz Festival’s title sponsor is the local whisky distillery and Feis

ile celebrates the island in partnership with its whisky, beer and gin producers.

As mentioned previously, for many of these communities local drinks producers will be the
main or only source of significant sponsorship funding. Several Highland Games are reliant
on sponsorship from drinks companies, and money raised from these events is regularly
reinvested in the local community and local charities. Restricting advertising would also
likely lead to the end of whisky and beer festivals in many local areas, which are a significant
appeal to domestic and international visitors.

For smaller Scottish communities, these events are integral to the tourism local
infrastructure, attracting visitors to their area at keys times of the year that will greatly
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benefit accommodation providers, retailers, hospitality, visitor attractions and other tourism
businesses. Their success or failure has much wider economic knock-on impacts.

At a time of great economic instability caused by the COVID-19 pandemic, rising energy
prices and a recession, there is a risk there will not be sponsors available to fill the gap left
from alcohol sponsorship, particularly in rural and island communities.

There is also the question about whether other companies that could afford to potentially
step in to sponsor sport and non-sport events would also require careful ethical
consideration. This includes gambling companies, unhealthy food and soft drinks sponsors,
sports brands linked to the sweatshops and unethical factories, or businesses that are
having a damaging impact on the environment and face public protest action from
Extinction Rebellion.

In other words, there are no simple answers. However, there is already a commitment
among drinks producers, tourism, hospitality and the events industry to play an active role
in educating people to make an informed decision about drinking in a responsible way. As is
the case for sports events, non-sport events such as music concerts offer an opportunity to
distribute this key messaging to a mass, captive audience through working alongside advice
services like Drinkaware.

A robust, cross-sector approach is essential to tackling the potential harms of alcohol.
Rather than punishing Scotland’s drinks industry, visitor attractions and events, we must
work together to promote responsible alcohol consumption.

As the proposals currently stand, we agree with concerns recently raised by Geoff Ellis of DF
Concerts that banning alcohol sponsorship of events risks Scotland becoming a “cultural
backwater.”

6. If alcohol events sponsorship were to be prohibited, what types of marketing do
you think should be covered by a prohibition?

As previously set out in our response to Question 5, alcohol sponsorship of events should
not be prohibited. The marketing tools available to drinks producers to promote themselves
should not be taken away from them, and events in Scotland must continue to have access
to this vital source of sponsorship funding.

The consultation document provides no research to evidence that banning the alcohol
sponsorship of non-sporting events would have any impact on drink consumption. Instead,
the consultation makes a number of assumptions with no evidence base.
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7. What, if any, events do you think should be excepted from a prohibition on alcohol
events sponsorship, and why?

As previously set out in our response to Question 5, we adamantly believe there should not
be a prohibition on alcohol events sponsorship. This would be hugely damaging to the
events offer in Scotland, across local and national events of all size and scale, and our ability
to attract visitors at key points of the year.

8. If alcohol sponsorship restrictions are introduced, do you think there should be a
lead in time for these?
o Yesx
e No
e Don't know

If these restrictions are introduced, a substantial lead-in time would be essential to
minimising the widespread economic damage that they will cause.

However, we firmly believe that alcohol sponsorship restrictions should not be introduced.
At a time of great financial uncertainty, there is no guarantee there will be major sponsors
to fill the gap left from banning alcohol sponsorship. Particularly for remote rural and island
communities, drinks producers in their area may be the only source of sponsorship funding
for their events to take place and to attract visitors to the area.

Worryingly, the consultation process itself and debate it has generated may already be

acting as a disincentive to some major companies looking ahead to invest in sponsoring
future events in Scotland.

Outdoor and public spaces marketing

9. Do you think we should prohibit alcohol marketing outdoors, including on vehicles,
and in public spaces in Scotland?
o Yes
e Nox
e Don't know

A blanket ban on alcohol marketing outdoors would undermine the ability of distilleries and
breweries to promote their visitor experiences, damaging one of Scotland’s most successful
tourism growth drivers.

According to the most recent figures from the Scotch Whisky Association, among the over
2.16 million people who visited distilleries in 2019, two-thirds were from overseas. The
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trade body said spending at visitor centres was worth around £84.7 million. Furthermore, a
survey of their members reported that more than 1,200 people work in tourism roles at
visitor centres all over the country.

At the time when Diageo made its announcement that it would be developing the £150
million Johnnie Walker Experience on Princes Street, Edinburgh, First Minister Nicola
Sturgeon herself said: “This significant investment will not only help attract more tourists to
Scotland, offering world-class visitor experiences, but it also underlines the fundamental
importance of the whisky sector to Scotland’s economy.” The visitor attraction welcomed
over 300,000 visitors in its first year of opening.

The current proposals would mean the Johnnie Walker Experience and other whisky visitor
attractions would need to cover their current window displays and signage, taking away the
means to promote their visitor attraction. This could further impact on the signage of gin
distilleries and breweries trying to attract visitors through their doors.

We must also not forget that Scottish art galleries and museums also rely on sponsorship
from drinks brands to hold events and exhibitions. The consultation document mentions
that some European countries have prohibited alcohol advertising in museums and
theatres. If the Scottish Government chose to do this too then this could have a wider
impact on cultural and arts organisations.

Where we agree that there is the potential to introduce a prohibition on alcohol marketing
outdoors is in close proximity to schools, such as billboards and banners.

10. What do you think should be covered by a prohibition on alcohol marketing
outdoors, on vehicles and in public spaces?

As previously set out in our response to Question 9, we do not believe that all alcohol
marketing outdoors, including on vehicles and in public spaces, should be prohibited. This
risks damaging the ability of Scottish drinks producers and visitor attractions to promote
their businesses and attract visitors.

Recent Johnnie Walker Experience advertising on Edinburgh’s trams was beneficial to both,
acting a key promotional tool in making visitors arriving to the city by tram aware of the
new visitor attraction.

As previously stated, we believe there are measures that could be introduced by the
Scottish Government that could potentially ban alcohol advertising located near to primary
and secondary school locations.
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11. What, if any, exceptions do you think there should be to prohibiting alcohol
marketing outdoors, including on vehicles, and in public spaces in Scotland? Why?

As previously set out in our response to Question 9, we do not believe that alcohol
marketing outdoors, including on vehicles and in public spaces, should be prohibited.

In-store alcohol marketing

12. Do you think that we should further restrict the visibility of alcohol in retail
environment?

o Yes

e Nox

e Don't know

Restricting the visibility of alcohol in retail environment would harm Scotland’s retail sector,
restricting consumer choice and damaging overall customer retail experience, particularly
for visitors to Scotland.

Prohibiting window displays and additional restrictions of in-store alcohol retail display and
sales would damage distilleries and breweries, which are reliant on using window fronts and
retail stores as part of the visitor experience that tourists expect during their visit to them.
Effectively they would be left with nothing to openly promote in their shops and these could
potentially have to close.

There is no specific evidence demonstrating that restricting in-store visibility of alcohol
products would result in a reduction in alcohol sales or alcohol consumption.

This would also be difficult for small convenience stores and newsagents to introduce due to
limited in-store space available, while bars with opened up frontages would need to make
significant and costly changes to their bar areas.

Proposals including installing barriers, moving alcohol away from windowed areas, enclosing
alcohol behind opaque doors or even having a closed off and separate area within stores for
alcohol, would lead to retailers incurring substantial costs at a time that they already face
rising inflation and the cost-of-living crisis.

It is already the case that the retail sale of alcohol is strictly regulated via the licensing
system. The consultation proposals outlined risk the economic success of the alcohol and
retail sectors at a time of great uncertainty for businesses.
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13. Do you think we should consider structural separation of alcohol in Scotland to
reduce the visibility of alcohol in off-trade settings (e.g. supermarkets)?

e Yes

e Nox

e Don't know

As previously set out in our response to Question 12, the structural separation of alcohol in
Scotland should not be introduced. It is already the case that alcohol-only displays are
included in the conditions attached to Premises Licenses and that the retail sale of alcohol is
strictly regulated via the licensing system. Again, this further separation would be very
difficult for smaller format stores to implement.

It also limits the ability of smaller, unestablished Scottish drinks brands to develop brand
awareness and would discourage new producers entering the drinks market, which goes
against the ambitions of the Food Tourism Action Plan and National Strategy for Economic
Transformation (NSET).

14. How do you think structural separation of alcohol in Scotland could operate? (e.g.
with barriers, closed display cases)

As previously set out in our response to Question 12, the structural separation of alcohol in
Scotland should not be introduced.

Brand sharing and merchandise

15. Do you think that we should prohibit the sale of alcohol branded merchandise in

Scotland?
e Yes
e Nox

e Don't Know

Branded merchandise is central to distillery and brewery tourism, particularly concerning
the Scottish whisky industry as a leading tourist growth sector. International visitors come
to Scotland specifically to visit distilleries in rural parts of Scotland and to experience their
brand offer.

The branded merchandise they sell is a significant income stream and an integral part of the
visitor experience, including encouraging online sales from across the country and
internationally. Visitors look to take away a reminder of their visitor experience.
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Banning the sale of this branded merchandise would further have a disproportionate impact
on rural economic development and rural communities in Scotland, including other local
businesses that sell these products. This would particularly be the case in many island
communities like Islay and Arran where their local distilleries are the lifeblood of their local
economy and visitor offer.

To prohibit this merchandise would be extremely damaging to Scotland’s reputation and
success as a tourist destination.

A number of distilleries and breweries have created extensive merchandise ranges, often in
collaboration with other Scottish design brands — selling high-end products such as whisky
cask-inspired furniture, candles, bags and tweed blankets in keeping with their luxury brand.
As a result, there would be a knock-on impact on a number of other Scottish businesses that
collaborate on these products.

It is also unclear from the proposals if this could have a negative impact on joint food and
drink brand collaborations, such as Isle of Harris Gin Tea or Laphroaig Whisky Cheese, as
these could no longer be promoted alongside the alcohol branding.

Merchandise is also a key marketing tool for newly established drinks producers promoting
their brands and seeking additional income.

It is already the case that producers are careful to ensure their merchandise is responsible
and stays within the Portman Group Codes of Practice, which explicitly states that “Drinks
companies must not allow the placement of their brand names, logo or trademark
(including the non-alcoholic version of the alcohol brand) on merchandise which has a
particular appeal to/intended for use primarily by under-18s.”

16. Do you think that we should prohibit the free distribution of alcohol branded
merchandise in Scotland?

o Yes

e Nox

e Don't Know

No, we disagree that the free distribution of alcohol branded merchandise should be
prohibited. For many hospitality businesses free merchandise, such as branded coasters,
glassware, ice buckets, umbrellas and windbreakers, reduce their operating costs.

If these items were not made available, this would come at a considerable additional cost to
pubs, bars, clubs, restaurants and cafes at a time they are already struggling with the cost of
doing business. This would also create a significant wastage of disposal of non-compliant
items that have already been manufactured.

10



SCOTTISH
TOURISM
ALLIANCE

Your voice in tourism matters

Many of these businesses are often reliant on these free branded items to host outdoor
drinking spaces and summer pop-up bars that form part of the fabric and buzz in city areas,
contributing to the image of Scotland as a continental tourism destination.

17. What, if any, exceptions do you think should there be to prohibiting the sale or
distribution of alcohol branded merchandise?

As previously set out in our response to Questions 15 and 16, we strongly believe that the
sale and distribution of alcohol branded merchandise in Scotland should not be prohibited.

Being able to sell branded merchandise is not only an important source of revenue for
drinks companies, but also for retail offer and sales for the tourism sector, particularly in
rural economies.

18. What, if any, other restrictions do you think should be considered on the use of
alcohol brands on non-alcohol products?

There should be no restrictions on the use of alcohol brands on non-alcohol products, as

long as it is marketed and distributed in a responsible way, and only targeted at adults of
legal purchase age.

No and low alcohol

19. Do you think that any potential alcohol marketing restrictions should apply to low
or no alcoholic drinks products, where these carry the same brand name, or
identifiable brand markings, as alcoholic drinks?

o Yes
e Nox
e Don't Know

We would view the promotion of all low or no-alcohol drinks as a positive marketing
activity, whatever the brand, helping to encourage a healthier and more responsible
attitude to drinking in Scotland. Restricting their marketing risks damaging investment in
these products and consumer awareness of low or no-alcohol products.

Print advertising

20. Do you think that we should prohibit advertising of alcohol in newspapers and
magazines produced in Scotland?

11
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e Yes

e Nox

e Don't know

e Please explain your answer in the text box

Alcohol advertising provides a key revenue stream for newspapers and magazines in
Scotland, including the opportunity to work with drinks producers to collaborate on
competitions and sign-up offers. At a time where the printed press industry has been
struggling financially, closing publications and making staff redundant, this would be
another financial blow to their industry.

Newspapers and magazines, both in print and online, are an opportunity for Scottish alcohol
producers to promote themselves and what makes their brand distinctive, and is especially
helpful for entrepreneurial drinks start-ups looking to promote themselves.

The proposals could create a situation where publications produced in England and
elsewhere could still feature alcohol advertising and be sold in Scotland, but would still sit
next to each other on the same shelves. Restricting this advertising would have a minimal
impact on public health at the expense of a significant source of revenue for the media
industry in Scotland.

21. What, if any, exceptions do you think there should be to prohibiting alcohol
advertising in newspapers and magazines produced in Scotland?

As previously set out in our response to Question 20, alcohol advertising in newspaper and
magazines produced in Scotland should not be prohibited. This would remove a critical
source of advertising revenue for newspapers and magazines in Scotland, and create an
unfair anomaly with competitors over the border. The wider consultation proposals would
also affect the Scottish Press Awards, whose sponsors include Diageo and Glenmorangie.

Online marketing

22. Do you think we should restrict alcohol branded social media channels and
websites in Scotland?

o Yes

e Nox

e Don't Know

Social media channels and websites are a crucial marketing tool for the success of any brand

or business in the modern world. Prohibiting alcohol brands from having their own social
channels and websites would cause enormous commercial damage to Scottish businesses.

12
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This would result in a major competitive disadvantage for Scottish drinks producers
compared to their counterparts across the rest of the UK, Europe and worldwide,
particularly business start-ups looking to establish and grow their brands. Once again, this is
in direct contradiction to the Food Tourism Action Plan and NSET, and would be hugely
damaging for the Scottish economy and future economic growth.

23. What, if any, exceptions do you think there should be to prohibiting alcohol
branded social media channels and websites in Scotland?

As previously set out in our response to Question 22, alcohol-branded social media channels
and websites in Scotland should not be prohibited, beyond existing regulations.

24. Do you think we should restrict paid alcohol advertising online in Scotland?
o Yes

e Nox

e Don't Know

As previously set out in our response to Question 22, restricting any form of alcohol
advertising online in Scotland would create a major competitive disadvantage for Scottish
drinks businesses, compared to neighbouring nations and worldwide. The nature of the
internet and social media means people would continue to see alcohol brands, just not
Scottish brands.

25. What types of paid alcohol advertising online do you think should be covered by
any restrictions?

As previously set out in our response to Question 22, paid alcohol advertising online should
not be restricted beyond existing regulations.

26. What, if any exceptions, do you think there should be to restricting paid alcohol
advertising online?

As previously set out in our response to Question 22, paid alcohol advertising online should
not be restricted beyond existing regulations.

27. Do you think we should restrict alcohol companies from sharing promotional
content on social media (e.g. filters, videos or posts) - whether this is produced by
them or by consumers?

o Yes
e Nox
e Don't Know

13
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Given the continued growth of generating promotional content on social media, such as
videos, posts and using influencers, taking away this critical marketing tool from Scotland-
based drinks companies would put them at a serious competitive disadvantage to
competitors outside Scotland and badly damage the success of the industry.

Online advertising and promotion are also more affordable for most drinks producers, with
the majority of Scottish businesses unable to afford more costly advertising options such as
television and cinema. It would push many smaller drinks producers out of the market.

As previously set out in our response to Question 22, the nature of the internet and social
media means people would continue to see alcohol brands, just not Scottish brands.

28. What, if any, exceptions do you think there should be from restricting alcohol
companies from sharing promotional content on social media (e.g. filters, videos or
posts) - whether this is produced by them or by consumers?

As previously set out in our response to Question 22, alcohol companies should not be

restricted from sharing any promotional content on social media beyond existing
regulations.

Television and radio advertising

29. Do you think we should explore prohibiting alcohol advertising on television and
radio completely (e.g. like Norway or Sweden)?
o Yes
e Nox
e Don't Know

Existing alcohol marketing on television and radio is already strictly regulated and this
measure is likely to have a limited impact on public health.

30. Do you think we should introduce a watershed for alcohol advertising on TV and
radio (e.g. like Ireland)?
o Yes
e No x
e Don't Know

See answer to Question 29.

14
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Cinema advertising

31. Do you think alcohol advertising should be restricted in cinemas?

e Yes
e Nox
e Don't know

Please explain your answer in the text box

Cinema advertising is already strictly regulated by the Advertising Standards Authority and
the Cinema Advertising Association, including the stipulation that alcohol adverts cannot be
broadcast as part of trailers for a film where more than 25% of the audience is under the
age of 18, or where the film is likely to appeal to those under the age of 18. This measure
would likely have a limited impact on public health.

32. If alcohol advertising was restricted in cinemas, what, if any exceptions
(e.g.products in scope, times of day, or specific movie ratings) do you think should
be considered? Some European countries, including Finland and Ireland, have
introduced an approach whereby alcohol can be advertised in cinemas but only at
films certified as 18+.

As previously set out in our response to Question 31, alcohol advertising should not be
restricted in cinemas.

Restrictions on content of advertisements

33. Do you think that the content of alcohol marketing in Scotland should be restricted
to more factual elements?
o Yes
e Nox
e Don't Know

Restricting the content of alcohol marketing in Scotland to more factual elements risks
damaging the creativity and narrative behind Scotland’s iconic brands and the ability to
market distilleries and breweries as must-visit tourism destinations.

34. Do you think we should only allow alcohol marketing to include elements set out in
a list, like in Estonia? This would mean all other elements not on the list would be
banned from adverts.

o Yes
e Nox
e Don't know

15
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See answer to Question 33.

35. Do you think that content restrictions, like the Estonia model, should be applied to
all types of alcohol marketing?

e Yes

e Nox

e Don't know

e Please explain your answer in the text box.

See answer to Question 33.

Enforcement and evaluation

36. How do you think that any future alcohol marketing restrictions in Scotland should
be monitored and enforced?

The Scottish Government should seek to engage with existing systems of self-regulation
such as the Advertising Standards Authority (ASA) and the Portman Group, which have
proven effective in ensuring a system of widespread responsible alcohol advertising.

37. Do you think that Scottish Government should require the alcohol industry to
provide information and data on alcohol marketing campaigns in Scotland?

o Yes

e Nox

e Don't know

This would place an additional reporting burden on the alcohol industry at a time it is
already contending with measures such as the Deposit Return Scheme and other wider
economic challenges. The alcohol sector in Scotland is dedicated to working with the
Scottish Government and stakeholders on addressing the key public health challenges facing
the country.

38. Do you think that Scottish Government should require the alcohol industry to
provide local alcohol sales data in Scotland?
o Yes
e Nox
e Don't know

See answer to Question 37. Again, this would place an unnecessary burden on the alcohol
industry to report this data.

16
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End questions

39. Do you think the Scottish Government should look to introduce a comprehensive
package of restrictions across a number of marketing channels? If so, what do you
think this package should include?

e Yes
e Nox
e Don't know

This consultation demonstrates that there is limited evidence that marketing restrictions
will be effective in reducing alcohol consumption and/or harm in Scotland. However, by
taking away the marketing tools of Scottish drinks producers, this will definitely have a
deeply damaging impact on businesses and the Scottish economy, especially for drinks
producers in rural and island communities.

Instead, targeted interventions are needed to tackle the root causes of harmful alcohol
consumption and support a series of alcohol education programmes, particularly aimed at
young people. The tourism, hospitality and events sectors are keen to work with the drinks
industry and the Scottish Government to help support this important work.

40. What, if any, additional alcohol marketing methods or channels not covered in the
consultation would you like Scottish Government to consider restricting?

No additional alcohol marketing methods or channels should be covered in the consultation.
See answer to Question 39.

41. What further evidence on alcohol marketing you would you like the Scottish
Government to consider?

The Scottish Government should carry out a detailed economic impact assessment of the
impact its proposals would have on businesses and communities across Scotland, and the
cost to the economy and to families that work in the alcohol industry, hospitality, tourism
and associated supply chains.

Further work must also be undertaken by the Scottish Government to research the drivers
for Scotland’s established trend in steadily declining alcohol consumption since 2003 and
take proportionate measures that are targeted at continuing those trends.

The current consultation document makes no real effort to analyse the hard work put into

responsible retailing and responsible drinks advertising by the industry, and there is little
discussion about how proposals might cut across efforts by other agencies such as the

17
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Portman Group or the ASA. Further research should be undertaken on this to inform any
future consultation undertaken.

42. If you sell, distribute, advertise or manufacture alcohol, or represent those who do,
how do you think the potential restrictions in this consultation paper would impact

you, and the wider alcohol sector?

Global image and Scottish heritage

As the acknowledged overarching trade body and voice for tourism and hospitality in
Scotland, the STA strongly believes that the proposals set out in this consultation would
have a lasting detrimental impact on the positioning of Scotland as a globally attractive
visitor destination. It would affect not only the country’s prestigious distilleries and
breweries, but also have a serious knock-on impact on local communities.

Scotland’s drinks producers are of vital importance to Scotland’s tourism landscape, driving
visitors to the country, including remote parts of Scotland. For many local communities,
they are central to the local economy and job creation, and support sports and events that
might not happen otherwise.

Visitors to Scotland spend around £1 billion a year on food and drink, and the Food Tourism
Action Plan aims to boost that by an additional £1 billion by 2030. Scottish whisky acts as a
beacon, attracting visitors from across the world to come to Scotland. It is part of Scotland’s
storytelling and an important part of its unique brand, intrinsically woven in our Burns
Night, St Andrews Day and Hogmanay celebrations that many tourists are keen to
experience first-hand.

The country has a lengthy, proud heritage of brewing and distilling premium, world-leading
drinks. Our whiskies, beers, gins and other drinks products are to be enjoyed in moderation
and are sought after across the world.

We were reassured by the First Minister’s recent comments in the Scottish Parliament that:
“The whisky tourism sector is extremely important to Scotland's reputation, as well as to
Scotland's economy”, and would urge her successor to swiftly halt the proposed ban on
alcohol advertising and promotion.

The consultation proposals as they currently stand would compromise our country’s appeal
and attractiveness as a global tourist destination. It would hide away an integral part of our
cultural heritage, which is the envy of the world. We are proud of our exceptional and
world-leading whisky, beer and gin offer.
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The consultation gives the impression that as a nation we are ashamed of one of the main
beacons of our national identity, which attracts so many international visitors to experience
and learn more about our nation.

Impact on businesses and local communities

Fundamentally, if the consultation proposals were to be adopted then Scotland’s tourism
offer would need to completely change, and many local communities would face losing a
key asset that is at the centre of their local economy and sustains many local jobs.
Distilleries and breweries are integral in ensuring that remote rural and island communities
can attract people to live and work in these areas.

By removing the branding and marketing tools for Scotland’s distilleries and breweries to
promote themselves, this will have a significant knock-on impact for many Scottish local
communities and the tourism and hospitality supply-chain. In rural and islands areas, local
restaurants, cafes, shops, hotels, B&Bs and self-caterers are reliant upon distilleries drawing
visitors to these communities, where there is often a limited visitor offer, particularly in the
off-season.

Drinks producers are a force for good for local communities. Not only do whisky and gin
distilleries, craft breweries and visitor centres form a key part of community wealth
building, they are the main source of employment in hundreds of Scotland’s rural and island
communities. In many of these remote locations, there is no alternative employment and
these drinks businesses have helped to address the problems of outward migration and the
ageing populations in these communities.

The damaging impact of the consultation proposals, if applied, would have a devastating
effect, not only on Scottish drinks producers and their workforce, but also on their wider
communities and would result in social deprivation. This would effectively cut off an
economic pipeline for communities all over Scotland.

Scotland’s brewers and distillers together provide employment to 88,700 people and
contribute £6.1 billion (GVA) to Scotland’s economy annually, while the industry attracts a
huge amount of inward investment that supports the economy, particularly for rural and
island communities.

Under the proposals, the Scottish drinks industry would effectively become invisible if they
cannot market themselves. As a result, this will diminish the visitor offer, including the
ability to promote trails and tours, and overall limit choice for consumers and visitors. It
would be particularly damaging for Scotland’s small entrepreneurial distillers and brewers
that rely on marketing to establish and grow their businesses.
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Any drinks start-ups will find it virtually impossible to get a foothold in the market if they
cannot market their new businesses.

To adopt the consultation proposals would be anti-competitive, stifle business innovation,
limit consumer choice, and freeze many drinks producers out of the market.

It is in direct opposition to the food and drinks industry’s shared aim to double the turnover
of the sector by 2030, and numerous goals set out in the Scottish Government’s NSET. There
is also a real risk that there will be a knock-on impact for the finance and banking sectors if
the proposals were to be implemented.

The consultation makes no effort to analyse what the impact of these proposals would be
on the alcohol industry, or the other connected industries and communities and families
supported by that industry. We would urge the Scottish Government to ensure that if a
second consultation is pursued that it ensures this analysis is undertaken to ensure a
balanced, cross-sector policy approach.

Force for good

The tourism and hospitality industry, along with drinks producers, recognise and share the
Scottish Government’s ambition to reduce the harmful consumption of alcohol and find
workable solutions to address this serious issue. Rather than being part of the problem, we
believe we are part of the solution.

At the heart of our national tourism strategy, Scotland Outlook 2030, developed in
partnership with the Scottish Government and its agencies, is the message ‘Responsible
Tourism for a Sustainable Future’. Our tourism and hospitality industry is a key channel for
the dissemination of responsible drinking messages across our pubs, hotels, restaurants,
visitor attractions and events.

For example, engaging people in the distilling and brewing process on tours and at visitor
centres is about creating an appreciation of the making process and quality of the final
product. Prohibiting alcohol marketing would undermine the growing premiumisation trend
in alcohol, which encourages consumers to choose high quality brands at higher price
points, encouraging them to drink less and to drink better.

We are invested in promoting Scotland as a responsible destination to visit.
As part of an ongoing conversation, there is a strong recognition and commitment among
our members to supporting the Scottish Government’s public health messaging and helping

Scotland on its journey to developing a healthy rather than problematic relationship with
alcohol.
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The issues are complex and there is little to no evidence being presented in this consultation
that this type of restriction and prohibition works.

The consultation also makes no real effort to analyse the hard work put into responsible
retailing and responsible drinks advertising by the industry, and how all of this might cut
across efforts by other agencies such as the Portman Group or the ASA.

The consultation proposals fail to address the root causes of harmful alcohol consumption,
instead punishing drinks producers, events and many local communities by hiding away the
drinks industry behind closed doors.

Wider, robust consultation is needed across sectors, considering multiplier impacts rather
than proposing a blanket policy.

As the consultation proposals currently stand, we strongly believe that it will not address
the root causes of harmful drinking and will have the unintended consequences of
damaging our local economies and communities, and harming Scotland’s position as a
globally attractive visitor destination.

43. Are there any relevant equality issues that Scottish Government should be
considering at this stage in the policy development?

The Scottish Government should take into careful consideration the detrimental impact that
restricting alcohol advertising and promotion could have on drinks producers and the wider
local communities in rural and island areas. These proposed restrictions could have highly
inequal impacts across different areas of Scotland.
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