
Your response 

Question Your response 

Question 1a: Do stakeholders agree with 
Ofcom’s proposed guidance on control of 
advertising, including the application of the 
terms ‘marketed, sold or arranged’? 

Question 1b: If you do not agree with the 
proposed guidance on control of advertising, 
please explain why, and include any 
alternative approaches. 

Question 2a: Do stakeholders agree with 
Ofcom’s proposed framework for regulating 
VSP-controlled advertising? 

Question 2b: If you do not agree with the 
proposed framework for regulating VSP- 
controlled advertising, please explain why, and 
include any alternative approaches for 
regulating advertising on VSPs. 

Question 3a: Do stakeholders agree with 
Ofcom’s proposal to designate the ASA as a co- 
regulator for VSP-controlled advertising? 

No 

Question 3b: If you do not agree that it would 
be appropriate to designate the ASA as a co- 
regulator for VSP advertising, please explain 
why, and include any alternative approaches. 

We disagree it is appropriate to designate the 
ASA as a co-regulator for VSP advertising. 

There is a strong academic evidence base that 
self-regulation of alcohol marketing is not 
effective and fails to protect young people from 
exposure to harmful content (1,2). This was also 
recognised by UK Parliament’s Health Select 
Committee in 2010 (3). 

Specific problems with self-regulation 
approaches include: 

• the reactive complaints-led nature, meaning
that adverts only begin to be investigated
after exposure has occurred

• a lack of meaningful sanctions
• evidence of inconsistency and subjectivity in

decision making (4)



Decades of research have found adolescents’ 
exposure to alcohol marketing leads to 
subsequent alcohol use (5-7). 

Such exposure is high among UK adolescents 
under the current self-regulation (ASA) 
approach to alcohol marketing: 

• 82% of UK adolescents aged 11-19 recall
seeing alcohol marketing in the past month,
and 27% recall seeing alcohol marketing on
social media at least weekly (8)

• Alcohol adverts often appeal to underage
adolescents, and having a positive reaction
to alcohol adverts is associated
susceptibility to drink among children who
have never tried alcohol (9)

• Even primary school aged children
commonly recognise alcohol brands (10)

The current system of regulation is not 
sufficiently independent of industry, creating a 
clear conflict of interest. Regulation should be 
independent of the food and advertising 
industries, to ensure its effectiveness and to 
avoid conflicts of interest. A preference for the 
regulatory frameworks for alcohol marketing to 
be supported by legislation was outlined in the 
World Health Organization’s Global strategy to 
reduce the harmful effects of alcohol. A stronger 
legislative footing is therefore necessary. (11) 

Give the short-term nature of the proposed 
framework, the alternative approach that we 
suggest is that all regulatory functions, from the 
day-to-day regulation to enforcement, should 
be carried out by Ofcom to avoid conflict of 
interest and ensure effectiveness of the 
restrictions. 
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Question 4a: Do stakeholders agree with 
Ofcom’s proposed guidance on non-VSP- 
controlled advertising? 

Question 4b: If you do not agree with the 
proposed guidance on non-VSP-controlled 
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advertising, please explain why, and include 
any alternative approaches. 

Question 5a: Do stakeholders agree with 
Ofcom’s proposed approach to regulating non- 
VSP-controlled advertising? 

Question 5b: If you do not agree with the 
proposed approach to regulating non-VSP- 
controlled advertising, please explain why, and 
include any alternative approaches. 

Please complete this form in full and return to vspregulation@ofcom.org.uk 
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