Beverage Council of Ireland Recommends Advertising Ban on Alcohol Price Promotions to Combat Binge Drinking 
Submission to Government Alcohol Advisory Group

Final 
3 February 2008 – Segregating alcohol in supermarkets, convenience stores and petrol stations, and prohibiting advertisements of price promotions for alcohol are key recommendations in the Beverage Council of Ireland’s submission to the Government’s Alcohol Advisory Group.  
The Beverage Council of Ireland (BCI), which represents, among other sectors, companies that market and distribute packaged beverages, both alcohol and non-alcohol, to pubs, clubs, off-licences, hotels and restaurants throughout the country, is recommending the adoption of a number of measures to help combat the rise in alcohol-related anti-social behaviour.   

Key recommendations include:
· A ban on the advertising of price promotions of alcohol. 
· Strict segregation of alcohol in supermarkets, convenience stores and petrol stations, enabling fencing off of the area outside of legal trading hours.
· Restricting promotional displays of alcohol to within the alcohol sales area in stores. 
· Special training for all staff in alcohol-sales issues.
· The immediate introduction of a mandatory national ID card for over 18s.

Bernard Murphy, Executive Director of the Beverage Council of Ireland, commented, “Large-scale promotion, purchase and consumption of cut-price alcohol, as is now common in many supermarkets, convenience stores and petrol stations, is facilitating irresponsible volume purchase and consumption of alcohol and is a contributory factor to anti-social behaviour,”
 

“There has been a significant increase in the number of supermarkets, convenience stores and petrol stations selling alcohol since 2003. A number of practices that have become commonplace in these outlets which together are contributing to irresponsible purchase and consumption of alcohol.  Not least of these practices is the ready availability of cut price alcohol to under age persons.” 

“It is ironic that the failure or inability to ban below cost selling of alcohol, and we fully understand this in the context of ‘grocery’ goods, should allow Competition Law to effectively take precedence over the social issues associated with the abuse/misuse of alcohol. Promotional activity such as “Happy Hour” is outlawed in the on-trade, but there is absolutely no restriction on price and volume-based promotional activity in supermarkets, convenience stores and petrol stations. A bottle of beer now retails for as little as 75¢ in many of these outlets – cheaper than bottled spring water!”

He continued, “The Beverage Council of Ireland is recommending that many of the regulations and practices which operate successfully for off-licences, be applied to supermarkets, convenience stores and petrol stations. Together, our recommended measures would undoubtedly help reduce the easy purchase of alcohol in excessive quantities, or for anti-social purposes, at excessively discounted prices.”
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