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1.
This response represents the opinion of Scottish Health Action on Alcohol Problems. 
Scottish Health Action on Alcohol Problems (SHAAP) was established in 2006 by the Scottish Medical Royal Colleges and Faculties to provide an authoritative medical voice on reducing the negative impact of alcohol on the health and well-being of the people of Scotland. SHAAP’s work is governed by an executive committee made up of consultants and specialists in psychiatry, gastroenterology, accident and emergency medicine, public health, general practice, and nursing. 

1.1
SHAAP’s response relates specifically to product placement of alcohol (Question 24). 

2.
SHAAP’s position on the product placement of alcohol on television
2.1
SHAAP is strongly of the view that product placement of alcoholic drinks on television should be prohibited outright. The scale of harm linked to alcohol use in the UK, coupled with the evidence linking exposure to alcohol advertising and promotion with increased alcohol consumption, makes an outright ban a necessity in the interests of public health. 
3.
Alcohol consumption in the UK has more than doubled over the past 40 years and this has been accompanied by an exponential rise in alcohol-related morbidity and mortality. Problem alcohol use currently represents one of the biggest threats to public health in the UK.  Whilst rates of heart disease and cancer are falling, death rates and hospital admissions for alcohol-related causes are on the increase.
4.
A number of economic, environmental, and cultural factors may help explain why society is drinking more today than five decades ago, but it is without question that the biggest drivers in consumption in recent years have been the increased affordability, availability and promotion of alcoholic drinks. The alcohol industry in the UK currently spends approximately £800 million each year on promotional and marketing campaigns.
 The cumulative effect of all this promotion is to reinforce and exaggerate strong pro-alcohol social norms.
5.
There is a growing body evidence showing that alcohol marketing does have an effect on drinking behaviour. A recent systematic review of longitudinal studies of the impact of alcohol advertising on adolescents found consistent evidence to link alcohol advertising with the uptake of drinking among non-drinking young people, and increased consumption among their drinking peers.
 Other research has shown that when individuals are exposed to alcohol portrayal on the television screen, whether within films or in commercials, they are more likely to drink and drink more.
 

6.
It is SHAAP’s view that the rules governing alcohol advertising on television at present are not sufficiently protective of public health. The BCAP codes do not deal with the issue of volume of exposure to alcohol advertising or its cumulative effect, nor can they guarantee that children are not exposed to alcohol advertising. As highlighted by the World Health Organisation, it is very difficult to target young adult consumers without exposing cohorts of adolescents under the legal age to the same alcohol marketing and promotion. 
7.
Alcohol is a dependence-inducing, psychoactive drug that is linked to 60 types of disease, disability and injury. Globally, the scale of health harm due to alcohol use is on a par with tobacco, and alcohol has been identified as the third leading contributor to disease burden in developed countries. It is therefore questionable whether it serves the public interest to allow any industry promotion, glamorisation, or life-style advertising of alcoholic beverages. At time when we believe tough measures are required to limit alcohol marketing and promotion in the UK, we are gravely concerned that the UK Government is considering extending the scope of alcohol advertising through product placement on television. This is in our opinion the wrong policy direction. We strongly recommend that on this matter the UK Government act in the public interest and for the public good by maintaining a ban on the product placement of alcohol on television. 
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