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1.0 INTRODUCTION

Despitea considerable body of research evidence which highlihleteature and extent of
alcohol related harm, it is estimated that the UK alcohol industry spends as much as £800m
per year on marketing communications to promote the sale of afcélsagbat of its 2009
investigation into the conduct of the UK alcohol industry, the House of Commons Health
Select Committee(HSC) obtained access to internal marketing documents from both
producers ad their advertising agencie¥he Institute for Social Marketg (ISM) atthe
University of Stirling and the Open University was asklkg the HSCto analyse these
documents andssess how they fitted with the sedfjulatory codes on alcohol advertising.

In analysing these documents, it was apparent that there éras lapid growth in the use of

new media (ie.digital forms of communication such as tlmernet, mobile devices,
electronic games, blogs and podcastitagmarket alcohol in recent years, yet this is an area
which presents particular challenges to therent system of sellegulation® This report
examines the use of new media to market leading alcohol brands in the UK using a case study
approach.

This study was commissioned by Scottish Health Action on Alcohol Problems (SHAAP).
SHAAP was establishetly the Scottish Medical Royal Colleges and Faculties to raise
awareness about the high levels of alcohol harm in Scotland and to advocate for evidence
based solutions to reduce this harm. One of
public healthcase for protecting young people from experiencing alesdlated harm.
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2.0 POLICY CONTEXT

2.1 Almohol Related Harm

Considerable evidenabout alcohol related harm exists at a global, national and local level.
At a global level, harmful alcohol use is understood to be a major risk factor for poor health.
The World Health Organization (WHQestimatesthat there are approximateR billion

people worldwide who consume alcoholic beverages and 76.3 million with diagnosabl
alcohol use disorders. More specificallthere is a causal relationship betwescohol
consumption and more than 60 types of diseas® injury® In addition to the detrimental

effect of alcohol consumption on physical and mental health, the social consequences of high
and increasing alcohol consumption is atereof public concern.

In the UK alcohol consumption has more than dodhbie the past ® years, with a notable

increase occurring since the early 1990s. Increased levels of alcohol misuse have
accompanied increased levels of consumption. Over a third (37%) of those over the age of 16
now report consumption levels which excebé UK recommended guidelinédncreased

alcohol consumption has brought about a corresponding increase in alcohol related harm and
significant concern exists in the UK about high levels of alcohol consumption in terms of the
detrimental impact that it nyshave for healthand sociabrder® Particular concern exists in
relation to increasing |l evels of alcohol cort
i nt o x i’ There is @ grodving body of research evidence which highlights the particularly

de¢ ri mental effects of al co’maodphysical developmégt p e o p
coupled with increased risk of harms such as violence, suicide and sexually transmitted
diseased’

In keeping with trends elsewhere, there is a growing evidence ltasle lighlights alcohol
misuse in Scotland as a significant health, scaa economic problemt is acknowledged
that levels of alcohol related harm in Scotland are high and incréadim@007%2008, for
example, over 40,000 hospital discharges reguitem alcohol related illness and injury,
representing an increase of almost 10% in the last 5.}eMsanwhile, alcohol related
mortality has increased by 75% in the past de¢adéere are also significant social and
economic costs of alcohol misuse $totland, with alcohol misuse costing Scotland an
estimated £2.25 billion each yeAr

2.2 Concern about Alcohol Marketing

Alcohol misuse is commonly understood to be an individual problem, however it is important

to understand and respond to alcohelated harm at a societal level. One aspect of this
process nvolves acknowledginghe link between increased alcohol related harm and the
increased affordability, availability and promotion of alcohol. Numerous consumer studies

have examined therelaterh i p bet ween advertising and youn
and behaviour in relation to alcohol. Three systematic reviews of this body of evidence all

poi nt t o l i nks bet ween mar keti ng communi c
behaviours>®’ More speifically, this work indicates that alcohol advertising and
promotion increases both the likelihood that adolescents will start to drinkhamgnount

that they will drink if they already consume alcohol.



The World Health Organisation (WHO) recommendscjlg restrictions on alcohol
advertising and sponsorship as part of a comprehensive strategy to reduce the harmful use of
alcohol'® Across European countries, a range of statutory aneresgifatory controls on

alcohol advertising are inperaton. Within the EU, however, the UK is the only country
without some form of ban on a specific type of advertiingleasures adopted by France
under the O6LOI Evano, f atcohol edveatisiny lore televisiamrc | u d e
cinemas and forbidding sponsship of sports or cultural events by alcohol companies.
Meanwhile,Norway has a complete ban on alcohol advertising.

In the UK the promotion of alcohol is regulated primarily by specific rules which govern the
content, rather than the medium or voluofealcohol advertisements. Alcohol adirgeing

rules weretightened in 2005 in response to concern about underage and irresponsible
drinking. The stricter rules introduced in 2005 aimed to prevent advertisers from associating
alcoholégvith youth culture, iesponsible behaviour, seduction, sexual activity or sexual
succes

Research by Ofcom and tia@lvertising Standards AuthorityAGA) to assess the impact of
alcohol advertising on young peopfellowing the tightening of the Advertising Codes in
2005 concluded that children (106 year olds) and young adults {26 year olds) were
being exposed to fewer alcohol commercials on televiSidinis research also revealed that
there had been a decrease in the proportion of young peopléelviaécohol adves were

aimed at themalthough there had been an increase in the number of young people saying
that adverts made alcoholic drinks appealing and would encourage people tehdrnk
While these findings suggest that tightening the rules on alcohol ailvgrthay have had
some effect on young peoplesd exposure to
research looked specifically at television atigeng. Online advertising expenditure in the

UK has now overtaken tbision advertising expendite, andonline environments are seen

as an important means of capturingithereasingly lucrative youth market

The need to tighten restrictions on alcohol advertising in order to protect young people is
highlighted by the Scottish Government withis lbngterm strategy for tackling alcohol
misuseChanging Scotl andés Rel ati onshiAtihough t h Al
the power to implement this legislative change is reserved to Westminster, the Scottish
Governmentemphasise the recent rige orline (i.e. new mediaplcohol advertising as an

area requiring urgent action due to the inadequacy of current regufdtions



3.0 NEW MEDIA MARKETING

New media refers to digital forms of communication such adrtfeenet, mobile devices,
electronc games, blogs and podcastinfhese mediumsare fastgrowing and rapidly
evolving channels for marketing communicationghich representa departure from
traditional forms of mediae(g. print, radio and televisionNew media offer advertise a

range 6 innovative and powerful channels to intetravith consumers. These channels (e.qg.

text messages, social networking or blogging sites) are recognised as having particular appeal
to young people.

The World Advertising Research Centre reported that dicokspanies increased their web
expenditure by 70% in 20¢ and despite the cent economic downturit, was anticipated

that internet advertising expenditure would continue to grow in 2009 while expenditure on
more traditional forms of advertising wouldafiee.?® In the UK, the 2008 Alcoholic Drinks
Advertisements Compliance Survey by the ASA reported that the volume of online alcohol
adverts had almost doubled since the previous year, indicating a significant growth in
alcoholic adverts using this mediuffhin September 2009, online advertising expenditure in
the UK was reported to have overtaken televisiduertisingfor the first time, making the
internet the single biggest advertising medium in the UK. In the first six months of 2009,
online advertisingxpenditure increased by £82 million to reach £1.75 bififon

During oral evidence taken before the Health Select Committee on Alcohol or{ thalyd

2009, representatives from digital communications agencies were questioned about their use
of new mediaThe burgeoning use of new media within advertising is highlighted by Mr Gill

of Five by Five (digital communications agency for WKD):

Q620 Chairman: € Coul d you please explain to wus
medi ao and how do youlicdriske? t hi s to advert:.
Mr Gill: New media is basically digital communications. Digital has been around

since circa 1991 but has really escalated in the last ten years in terms of an
advertising medium. To give a sense of scale in terms of the amount of money

that 5 spent in the advertising industry, in 2008, which are the latest figures
released by IAB, the amount spent on advertising was 3.3 billion, which was up

17% yearon-year versus 2007. On an advertising aspect it is down to search,

display advertising, clagfied and email. Again, to give that a sense of scale, the

total advertising for the UK last year was 17.5 billion. Digital represents 19.2% of

that with only TV slightly ahead of it on 21.9%. It is predicted that digital will

actually outspend TV, if nah the next 12 months, certainly in the next 24. It has
overtaken other traditional media channels such as radio and the press, already,

just to give you a sense of scale of what.#fis

However, it is important to note that new media is not simply cegjatraditional media
marketing channels, it compliments and extends these existing chadnele WKD brand
website for example, Beverage Brands highlight their £20 million spend on the marketing of
WKD and assure customers that they will continuégol o u g h  oindorit indhe yearo
ahead through traditional megdiancluding a newtelevision advertising campaign, a
heavyweight national poster campaign, sampling in bars and clubs, sponsorship, university
tours, advertising in press and cinema adsieg.*

C

-



The opportunityto utilise viral marketing techniques isaherkey factor in the appeal of

new media. Viral marketing involves targeting consumers who are likely to pass on brand
values and messages to other potential consumers within thair seovork €.g via email

or social networking sites). The use of viral techniques to market alcoholic drinks is
describedduring oral evidence taken before the HBZ Mr Constantinouof the digital
communications agency AKQfr Smirnoff,as follows:

Q665 Dr Naysmith: Mr Constantinou, can you explain wligiral marketing is

and how it is used for your campaigns?

Mr Constantinou: Yes, viral marketing, again, has been at the forefront of new
media as it has grown over the last few years. It is an appty for us to engage

with our client® consumers. . . we do look for slightly humorous, engaging,
compelling content that we can supply to our cliéctsnsumers to spread the
word of mouth around the good brand values of our clients, whether it bedDiag

or any other alcohol brand. So it is, in effect, a piece of content that can be passed
on from friend to friend and it can multiply the brand values and the knowledge
of the brad amongst the target audierice.

In light of these comments aride growing level of expenditure on new media, it is perhaps
unsurprising that alcohol brands have been described as becdming,cr easi ngl vy
using new medi a i fiMotetver, Beatdie Mc@uinness dungay (BB, an
advertising agency whose clierinclude Carling and Diageo, have described digital marketing as
firout es .*fHowewva,iis a Mmatter of concern thaew media are described by the
ASAasfit he br ash ne w?*whicH lsaveparticulah appedl to advettiders due
to ther versatility, low cost, reach and &tyi to target specific groups.



4.0 SOCIAL NETWORKING SITES

Social networking has grown rapidly in recent years and is now recognised as a part of
mainstream cultur® Facebook,Bebo andYouTube are the three mtogopular social
networking sitesn the UK* Facebook was founded in 2004 and is now the largest social
networking site in the worlé® The following year, Bebo and Yd@ube (a video sharing sije

were launched. Sociaktworkingsites allow users to createpersonal page or profile which
includes information such as their geographical location, personal interests, photos and links
to their online friends. These pages may also facilitate online discussion groups, file sharing
and blogging. Although many allsiuse social networking sites, research suggests that online
social networking is considered to be an important part of youth culture which facilitates
participation in a peer network and the development of social idéhtity

However, social networkingites have been described as a highly cmalified enterprise,

with substantial revenues being generated from social networking advertisétdtitsugh

there is some variatiomithe format of different social networking siteskey featureof

these sitesfrom a marketing perspectives the capacity for companies to buy advertising

space on these sites.g in the from of banner or pegp ads), and use free features of the
sites to promote their products. tBylcohoktti ng
producers can promote their products free of
their pages. Users can al so set up al cohol
generating content for these pages by posting comments, uglgaitimos and videos and

inviting friends to join their groups.



5.0 REGULATION OF ALCOHOL MARKETING IN THE UK

The Advertising Standards Authority (ASA) is the UK s&fulatory body for maintaining
standards in advertising, as laid down in the adieg codes(CAP Codes) The ASA
investigates complaints and regulates the content of advertisements, sales promotions and
direct marketing in the UK. The advertising industry takes responsibility for writing the
advertising standards codes and enforcin@AArulings through the Committee of
Advertising Practice (CAP), which represents th@nmndustry bodies includingdvertisers,
agencies and media owners.

The regulation of UK internet advertising began in 1995 wherd'thedition of the Codes

extended he ASAds remit to inbilodécadveetesemem
The use of new media for marketing activities is regulated by the British Code of
Advertising, Sales Promotion and Direct Market(isgparate codes exist for television and

radio advertising) The rules which currently govern alcohol advertiseg they apply to new

media,are set out within the &P Codesummarised below.

Alcoholic drink advertising must not:

Encourage people to adopt sstd drinking which are unwise

Encourage excessive drinking

Suggest that alcohol can overcome boredom, loneliness or other problems

Suggest that alcohol might be indispensible

Exploit the young, the immature or those who are mentally or socially vulnerable

Be directed at people undes.1

Use any medium if more than 25% of its audience is under 18

Show people drinking or playing a significant role if they are, or look, under 25 years
and should not be shown behaving in an adolescent or juvenile way

Be associated with people under 18edtecttheir culture

Feature or portray real or fictitious characters who are likely to appeal to people under
18.

Suggest that any alcoholic drink has therapeutic qualities, can enhance mood,
confidence, popularity, personal qualities, performanc@anting achievements

Link alcoholic drinks to illicit drugs

Link alcoholic drinks to sexual success or be advertised in the context of sexual
activity or seduction

Imply that alcohol can enhance attractiveness, masculinity or femininity

Suggest that drink is preferred because of its alcoholic content or strength

Suggest that the success of a social occasion depends upon.alcohol

Imply that drinking is essential to social success or acceptance, or that refusal is a sign
of weakness

Link alcohol with daringness, bravado, toughness, aggression orsacifl
behaviour

Depict activities or locations which drinking alcohol would be unsafe or unwise

o Po ToToToDe Doe Do DoDo oo Do o Do Do Do To



The diverse andrapidly evolving nature of new @dlia presents a particular challenge to
effectively momtoring and regulating the marketing activities of the alcohol industry.

The following forms of new media fall within the remit of the ASA:

Ads in paidfor space (banner ads, paps etc)
Advertising content in commerciaimails.

Sales promotions wherer they appear online
Commercial text messages

Viral marketing emails

Paidfor entries in search engine results

Ads on electronic kiosks and billboards

Ads in electronic games

Use of email addresses for marketing purposesg (Spam)

Too Joo Joo Joo oo Too o o o

It is noteworthy that he editorial content ofompanywebsites,pages on social networking

sites andpbersonal emails is beyond the remit of the AS#et corporate websites are an area

which Christopher Graham, ASA Director General, has ndiel si gni fi €ant a
probl emat i étakerplacot i ons o

In October 2009 the Portman Group publisked he Responsi bl e Market
Dri nks i n Dwhigh offeasl alcoMa cbmpardies guidance on how to comply with
Portman Groups Code of Practice and the @&Ble when using new media to engage with
consumers. This guidance reflects the key principles outlined by the CAP Code although it
goes beyond the remit of the ASA since it applies to brand websites, material plaegfd free
chage on third party websitge.g social networking sites and video sharings), and user
generated conterin websites controlled by the drinks producer. In effect, the Portman
Group guidance on digital media applies to any internet communication used by a drinks
producer to promte an alcoholic drink, which falls out with the remit of the ASA and the
associated CAP Codét should be noted, however, that although the Portman Guidelines
apply to a broader range of media than the CAP Code, this guidance remains part of a system
of self-regulation by the alcohol industry. Recent research highlights the inadequacies of this
system of selfegulation, suggesting that it is vulnerable to exploitation by alcohol producers
and their advertising agenci€s.



6.0 METHODOLOGY

The UK drnks market contains a wide range of alcohol brands and drink sectors. For the
purpose of this report four brands (WKD, Lambri@mirnoffand Carlingwere selected for
in-depth analysis ofspects oftheir new media marketing activitie¥hese brands were
drawn from the sample chosen by the Health Select Committee on Alcohol for its 2009
investigation.The selection of these brands was not made on the basis that they exemplify
good or bad practice, rather that they represent leading brands fraresaestion of drink
sectors (i.ereadyto-drink, perry,spirits, and lager). Although the information presented in
this report is restricted to these four brarttie activities discussed can be consideéypital

of marketing practice in relatiado other alcbol brands and producers.

Adopting a case study approach, the nature and content of new media advertising and
marketing used for these alcohol brands was documhearid reviewed against the CAP
Advertising, Sales Promotion and Direct Marketifigde in redtion to alcohal Given that

brand websites andon-paid for space irsocial networking sites are currently beyond the
remit of the ASA, these channelsere selected foparticular scrutinyExploration of eah

brand website and thenechanismswithin thesesites used to engage with consumers
thereforeformed a central focus of this analysis

The wuse of t he WeaK dosial retworleng sitesqid-dcebgolkoBebo and
YouTube}? by alcohol producers and consumers was also examiNgtin thesesocial
networking sites, keyword searches were conducted using the four alcohol brand names
outlined above. Due to the volume of the results generated by these searches, only the most
popular and relevant search results are presented within this repoethNiess, the results
presented provide a valuable insight into the nature and content of alcohol brand related
content on social networking sites. Particular attention was given to any official brand pages
on social networking sites, although exampledrmaind related pages and groups created by
users were also reviewed. Indeed, it was often difficult to differentiate between official and
user generated content on these sites.

Prior to presenting findings for each alcohol brand in relation to their @fasites and social
networking sites, the age restrictions which apply across these sites is outlined in Section 7.1.
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7.0 FINDINGS

7.1 Age Restrictions

All four alcohol brand websites require visitors to enter their date of birth in an age
verification page before being allowed access to the site. The age verification page for WKD
is illustrated below:

ENTER SITE

ADULTS ONLY

ENTER THE SITE »

drinkaware.co.uk
for the facts

http://www.wkd.co.uk/pages/agegdaecessed™ August 2009]

If visitors enter a date of birtindicating that they are under the age of 18, they are denied
access to the alcohol brand website and automatically redirected to responsible drinking sites.
Visitors to the WKD, Lambrini and Carling websites are redirected to the Drinkaware
website. In tle case of Smirnoff, they are automatically directed to the homdpadbke
Century Council, a US based website set ugibfjllers to tackle drunk drivig and underage
drinking. However, the information contained within this website is of limited valugkt

visitors since the resources are specific to the US.

The effectiveness of these age verification processes is questionable since there is nothing to
prevent underage users from entering a fictitious date of birth. Further, all four alcohol brand
webstes allow access to their sites when a date which does not exist is entered"(i.e. 29
February on a leap year). When questioned about this deficiency during oral evidence taken
by the HSC, Mr Gill, representing the digital communications agency Fivéevbyfét WKD,

made the following response:

Q657 Dr Taylor: So you are absolutely happy that nobody under the age of 18
could access this particular field that we have put on page two?

Mr Gill: This is our brand site, WKD.co.uk. Again, that comes back ecatie
verification page upfront. The Facebook page, again, we actively discourage
people.

Q658 Dr Stoate:Can | interrupt there? | have just entered the WKD site with a
fake date of birth, 29 February, on a year that was not a leap year, and | am into it


http://www.wkd.co.uk/pages/agegate
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without any trouble at all. Admittedly it is a bit slow, because 3G is not working
very well in this room, but | am onto the website with no trouble, and it did not
ask me any other details. A fictitious date of birth which did not actually exist and

| amon your website no trouble at all. | can go onto all these things: the shop, the
arcade, download Kev and Dave, the newsletter. It is not a problem. It did not
give me much confidence, and if | had actually been only 12, | would have had no
trouble at allgetting onto this: it took me a minute.

Mr Gill: Yes, but the age verification process is the accepted standard in the
industry.

Q659 Dr Stoate:lt is not very effective then, is it? | asked you if it was too lax. |
do not think that is very effective.

Mr Gill: If there was a more effective way of doing it, then we as an industry,
and not just the alcohol industry, would be employing that. At the moment that is
collectively what we believe is the most effective method of doing it.

Dr Stoate: | am not impresed, Chairmaf?.

Once users have navigated the age verification page on these alcohol brand websites, they
then have the option of registering as a member of the site. Again, if users enter a date of
birth which means that they are under 18, they wouldil)sreceive a message saying that

they are not allowed to register with the site, although they still have the option of trying
again with an alternative date of birth. Howevdrusers opt to register with the WKD
websiteand enter their date of birdes 01/04/1999 (meaning that the user isyears old,

this siteallows registrationBy registering with the WKD site, members can access particular
features including regular newsletters and competitions to win WKD products.

Social networking sites opeate with a minimum ag@olicy as noted in their terms and
conditions of use. In the case of Facehdd&bo and YouTube, users are required to be 13
years old or ovebefore they can register as a member with the kitavever, there is
nothing to stop cldren under the age of 13 from accessing the content of social networking
sites since registration with the site is not required to view the information available on these
sites. The use of social networking sites to promote alcohol is a matter of cdneeinthe

youth appeal of these sites and difficulties associated with enforcing age restrictions.
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7.2 WKD

7.2.1 WKD website

A key feature of the WKDwebsite ard¢ he i nteractive ficti,onal C
who are presented as friendigh a youngwenty-something male persona:

ME: (This is your email) SWORD SUBMIT » _ chsize ABOUT WKD  WKE > CONTACT drinkaware.co.uk
: for the facts

EVENTS COMPETITIONS TV ADVERTS THE ARCADE

CAREFULLY
MATURED FOR, h
0000H, MINUTES.

SUB
A A“vT“l"ﬁl Askus anything... andwe meananthing [l ASK  BESTUAES RN © BRSO DET
H

i ==

” August 2009]

http://www.wkd.co.uk[accessed

The home page of the WKD brand website is
portraying them as e, he maingimagel used snéthe sitE features Kea mp |

6nd Dave in | arge armchairs in a student st
background and a O6Rockyd poster on the wall
Kev 0no0 nakegteemlanythingp and there are | inks to th
and blog. An audio stream accompanies these characters with statements $ucha as

butchers at some Irisfootyo , Afreshers week, check out the

breek , wedr e wat adi mar tt \hAdthoiggh ¢éne @ARCodes stipulate that
alcohol advertising must not appeal to youth culture or masculinity these characters would
appear to do both of these things.

By registeringf or t he Kev oOrnugers Beeweeanmad titled ieHetye, youor ¢
one of .utgs worth wmating here that the CABodes regulate agest alcohol

advertising associatindrinking with social success or popularitifrom the WKD website

there is also an option to send &aViemail to a number of friends (who are then invited to

send the gnail on to other friends). Theraail sent to friends readsHey [ f r i end] r
you need answer s. S o a s HHowaver, ther& ie no acconpanying v e | i
message to higight that the friend receiving theneail should be aged 18 or over.

The WKD site also features an oOarcade secti
football quiz and car building game. The football quiz has a viral element to it since it can be

sent to a friend. Other interactive features include an online poll of a current &gic (

A Wh at do you think of )taiden dnlan¢ eomsgetitidd itogvinBr ot h e


http://www.wkd.co.uk/
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games consoleXpox 360). There is also a link to a BBQ competiti@nA | lbkes kare

natur al born grillers, Sausageséburgerseéestea
we have everything you and your mates need t
bookl et is bursting with gafenahbdttips bnfhewtshawwend f r
a proper b. | Agakn e corapetiloBsaod other interactive features on the WKD
website link this brand with masculinity.

Visitors to the WKD site also have the option wwéwing WKD television adverts and
downloadingV KD wal | paper with a range of themes I
kebab jokesWKD brandedVISN icons are also available for downldagle of charge. These
icons can be used to customise userso prof
netwoking sites. In other words, users are provided with alcohol branded material which

then allows them to generate alcohol branded content on social networking sites.

7.2.2 Facebook

Conductinga search for the brand nand@/KD6 returns 13,000 groupand @ages on

Facebook, with eleven of thpages relatingat the alcoholic beverage WKDrhe vast

majority of these pages and groups are user generated, althoughehete/o official WKD

pages (a O6WKD Ireland®spfgayDdist HKE paGeBwith D v e a
266 fans). he Kev 6 né6 Ddetailed igfoantagon abbuf tkesescharacters such as

their date and place of birth, blurring the distinction between real and fictional characters
created for an alcohol brand. Dave, for example, is salktirom Essex and is quoted as
sayingfil * ve known Kev since he moved in next dc
Il n fact, | think my fum Il oves him more than

The WKD page with the most fans (25,512), however, was user gendtabzimmens

posted on the walls of user generated WKD paayes group wall§homepages) clearly

promote excessive alcohol consumption (6d. et s gehdidmumlit o a al chal
just LOVE to dri nk. )tMeawhieshe tagines adopterthertwgp a f an
largestFacebook groups (with 953 and 370 members respectivelyiiagkena z i ngand oo z e 0
Afda best drink eva, h altvisepartycalanly irgeoestingato not& tie s i d e
use of the WKD str aDl isnelefoh atedibyyposyPogisooh a WK
group walls also typically include comments about the amount of the prodychave
drank,suchasi6 bi g bottl esJeboWKBoondsaterday

The offi ci al pageVwKniarilyl contalns postdrelating to WKD promadion
giveaways and events (e.ghe WKD wind tunnel tour of festivals and associated
photographs from these events). The following exchange on Ki2 M¢land Facebook wall
relatesto the promotional giveaway of WKD merchandise:

WKD Ireland:fiAnyone want &/KD Horny Hat? We have TEN to give to you lovely
people! Who could refuse this chick magne

A Odfasksfor a WKD hat to be sent out since they have freshers week starting the
following week.

WKD Ireland Oficourse you can. Crazy freshers are wihegse hats are MADE
for!!!...Post us adfhic of you wearing it
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Posts such as these contradictgpgit of theCAP Codes which specify that alcohol adverts
shouldnot be linked to youth culturer sexual succes#. is difficult to ascertain thage of
the fans posting comments on Facebook since sdohmation is usually only available if
you are aFacebook friend of that person. Howevas, with other alcohol brand related pages
on social networking sites, some of the photographs uploadeth®ywould suggest that they
may be under 18 years.

7.2.3 Rebo

Over 600 WKD related groups were identified on Bebo, all of which are user generated.
Groups which relate to the WKD brand typically use a WKD branded logo. The following
group, for examplayse an MSN icon available for download from the official WKD website
as the logo for their group:

CLIICKIT!

D

CoRE A0

i = ; / ‘. ‘--’.. xr ¥ "
Photos = Member:
Videos Commems

Profile views: 2,173

Group created: hay 2009
. bebo. com/DOYOUHAVEAWKDSIDE

Use this skin

Share this pmﬁ\e
Report Abuse to Bebo / CEOPET=S

http://www.bebo.com/Profile.jsp?Memberld=9228741&TUUID=d28128a3.2384391-8ab3ac813c0bb9e7
[accesse@" January 2010]

Thel ar gest group on Bebois usar gdnérated and bas V&£703 o f
members. Althouglge is not always givensame mber 6 s profil e, where
several members under the age of 18. Where no age is given, photographs of members would
also suggest that a significant number may be under 18, and images of children in school
uniforms are included as members. Thesend | ar gest WKD grDoatep on B
y 0 uh2s6,118 application users and is based round a quiz to reveal which flavour of WKD

you are most like. The tagline for this groupfisy o u a | gcanchusdrsi acesnwited to

Aj oin our alcohol | overs groupo

7.2.4 YouTube

A number of WKDtelevisionadvertshave been posted on YouTube by users. The popularity
of theseadvertsamongst different demographic grewaries, although YouTube statistics
highlight that some of thadvertsare most popular with viewers whare under 18 years of
ae . For exampl e, awith61B,b88 vieyvs WHEK Dostagpapula with dnales
aged 184, followed by females aged-13.


http://www.bebo.com/Profile.jsp?MemberId=9234123741&TUUID=d28128a3-1238-4391-8ab9-ac813c0bb9e7
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There were also examples of users filming their own Wé&dvertsand posting them on

YouTube. One advertor exampleis descibed by auserasanew advert for WK
wi t h  myshawmgy@isgimendowningdWKD beforegoing on to a shoot out soe,

ending with the strap liné d r e am i r r*&Thip bomeade tommercial had been

viewed 24,501 times and was most popalmong females aged -13, followed by males

aged 184.

In addition to hommadeadverts there are also numerous examples of users posting clips of
themselves or friends downing bottles of WKD. The vast majority of these clips feature

young men. The agange varies, although again a number of the clips posted would appear
to feature people who look under 18 yeairage

7.3 Lambrini

7.3.1 Lambrini website

Visitorst o t he Lambri ni website can accesd infor
product range. Key themes highlighted by the brand ethos are good times, fun, being carefree
and femal e. Vi sitors are al sstyle dance icreaeed byt o 06 cC

Lambrini for use in a television advertising campaign with the intentib encouraging
consumers to recreate this dance and upload films of them doing thetdaheeLambrini
website:

HOME | | HISTORY | RANGE |
75
(o)
>

\ \,

yourself than to 'do the Lambrini'!

wannadance?

click here to dothelambrini

http://www.lambrini.co.uk[accesse8™ August 2009]

By foll owing t he uéets@re aghireaskedtondomplete andagel vérificktipn
page before accessing a further range of int
all ows users to view three difference Lambr |
Lambr i ntihbe Loambr i ni TVO6 and OThemarsan Bmidnlto Fa s hi
downloada range of Lambrini branded materials, includimglipapers and icon packs for
messenger profiles;acebook or mobile phoneshe provision of these materials links in to

viral marketing techniques, which not only encourage users to adopt brand values and pass
these messages on to friends, but also provides users with branded images to use when
generating content on social networking sites.


http://www.lambrini.co.uk/
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Users are also invited to enter a capi t i on call ed O0ODesperately
friend in order towin a style makeover. Although these features on the Lambrini website do

not directly contravene the CAP Code which prohibits the suggestion that alcohol can
enhance femininity, they dappeal to femininity and attractiveness (e.g. through the
opportunity to win a O0Ostyle makeoverao). The
appeals to conventional femininity and female friendship:

HOME | | HISTORY | RANGE | sound off

BP0 S

So what do we stand for?

In a nutshell.... good times.... with
good friends.... and living life to the
full. Life is not always a bowl of A P
cherries. There are bills to be paid, \'Q 'i)'
jobs to be done, and your boyfriend's :
mother to look forward to.

NEXT P

Lambrini

http:/Avww.lambrini.co.uk/[accessed'

August 2009]

7.3.2 Facebook

Searching for the term é6Lambrinidéd returns f
is an official page while the other three pages are user geneatitexiigh it can be difficult

to differentiate between official and user generated caniért images below highlight the

similarity between these types of page:


http://www.lambrini.co.uk/




