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Introduction 

Beer is regularly enjoyed by people the world over and has been an integral part of society for centuries 
in many cultures around the world. 

When consumed responsibly, beer can be part of a balanced and healthy lifestyle for most people. 

Commercial communications play a fundamental role in the success of a free market economy. They 
facilitate competition and allow for new products to be introduced to consumers. 

Our businesses across Africa are leaders in local communities, adding value and enhancing lives.   

We recognise and value the rich diversity, deep local cultural roots, beliefs and practices, local laws and 
regulations that makes Africa unique.  

In a continent that is increasingly becoming more regulated, we will hold ourselves to the highest account 
and continue to build the reputation of our business. 

Scope  

The AB InBev Responsible Marketing and Commercial Communications Code (RMCC 3.0) is the  
ABI InBev global reference for all commercial communications and shall be regarded as the minimum 
standard.  

The Africa Commercial Communication Code (ACCC) builds on the Global RMCC to address the 
additional, stricter requirements in our Africa Zone.   

The ACCC takes account of our shared digital media platforms (Face Book, DSTV, SuperSport); our 
commitment to self-regulation; our engagement with African industry stakeholders such as the World 
Health Organisation, African Union, OECD, SADC and NGOs. 

The ACCC is the minimum standard for the Africa Zone. Where national laws, regulations or self-
regulatory Codes apply to our commercial communications, these must be followed in addition to the 
ACCC. 

Compliance with the ACCC is mandatory for all sales, trade marketing, brand communications, 
promotions and campaigns irrespective of where these originate or appear such as in retail outlets.  It is 
the responsibility of the ‘owner’ of the promotion, campaign, event communications to ensure full 
compliance, this includes by retail outlets owners and staff, event organisers and staff, campaign and 
promotional teams.  

The ACCC applies to all forms of brand marketing and commercial communication for all AB InBev 
products that contain alcohol, use an alcohol trading name, or are an alcohol-free or non-alcohol beer 
product. 

This includes, but is not limited to: 

 traditional advertising (incl. TV, radio, print, out-of-home, cinema); 

 direct and relationship marketing, including text messaging and e-mail; 

 digital media, including websites and social media; 

 branding, packaging and labelling; 

 brand promotions; 

 consumer, trade and brand public relations activities; 

 experiential marketing programs such as music events, sporting events, culinary events, etc. 
and promotional activities; 

 sponsorships including through sports, groups, events, product placement, celebrities or 
influencers; 

 category marketing; 

 product placement; and, 

 point-of-connection materials.  
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The Code does not apply to: 

 communication devoted to supporting responsible drinking or efforts designed to prevent 
irresponsible consumption of alcohol; 

 corporate communication and press releases, and statements to the media or government; 

 the use of AB InBev products without the express permission of the company; 

 communications in which AB InBev was neither involved in the creation, nor in the distribution of 
the content, and did not officially endorse the content; and,  

 educational and social awareness campaigns, and promotion of cultural and tourism activities 
such as brewery visitor attractions that focus on factual information and the history or technical 
process of brewing. 

Although this Code does not apply to corporate communication (e.g., employee engagement, recruitment 
communication, etc.) and transactional sales activities (e.g., e-commerce, third party marketplaces), its 
principles regarding responsible marketing should inform how we interpret and apply other corporate 
policies (e.g., Code of Business Conduct, Employee Smart Drinking Code, Corporate Event Code, 
Consumer Information Policy). 

Although each AB InBev employee must comply with this RMCC and national laws, regulations, and self-
regulatory codes regarding marketing and communication, the ultimate responsibility for such compliance 
lies with the Zone Marketing VP. 

 

 

1. Basic Principles 

1.1. Brand marketing and commercial communication must: 

 be ethical, legal, honest and truthful and not impugn human dignity or integrity; 

 be prepared with a core sense of social responsibility and be based on principles of 
fairness and good faith; 

 reflect generally accepted contemporary standards of good taste and decency and not 
employ themes, images, symbols or figures which are likely to be considered offensive, 
derogatory, reproachful or demeaning; 

 be sensitive to cultural differences between markets; and with regard to issues of culture, 
gender, sexual orientation, race and religion, 

 be clearly distinguishable in its commercial nature; and . 

 Comply with all existing legal and regulatory requirements 

1.2. In applying these requirements, creative elements are to be considered from the viewpoint of a 
reasonable adult of legal drinking age, and in the overall context of the commercial 
communication. 
 

1.3. To the extent applicable, commercial communication will be governed by the local law for the 
market in which the materials are to be used. When creating global and / or Africa Zone-wide 
communication materials, we will, at our discretion, always consider the application of the 
most stringent standards. 
 

1.4. We may, at our discretion, decide not to release any piece of commercial communication, 
postpone its release, and/or recall communication materials for any relevant reason, including 
but not limited to non-compliance with this Code, changes in local culture or practice, or a 
change in our company’s or brands’ circumstances. 
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2. Preventing Underage Appeal 

General 

2.1. For the purpose of this Code, the term ‘legal drinking age’ refers to the age by which 
individuals may lawfully drink or purchase alcohol beverages, whichever is greater. Except for 
those countries that have no minimum legal drinking age, or where it falls below the age of 18, 
it is AB InBev’s policy not to direct commercial communication to individuals below the age of 
18. 

2.2. Our commercial communication will not be directed to those under the legal drinking age. 

 

Appeal 

2.3. We will not employ any symbol, image, object, cartoon character, celebrity, music, language or 
other content that is of primary appeal to those under the legal drinking age. For purposes of 
this Code, “primary appeal” to underage people means special attractiveness beyond the 
general attractiveness to people of legal drinking age. 

2.4. We will not allow our brand logos or trademarks to be licensed for use on materials or 
merchandise intended for use primarily by persons below the legal drinking age, such as toys 
or children’s clothing. 

 

People Featured 

2.5. Paid actors or models in commercial communication must be, and must reasonably appear to 
be, at least 25 years old. 
 

2.6. In a controlled environment, where an age affirmation mechanism is used to ensure the 
user/viewer is over the legal drinking age, all people featured and celebrity spokespersons in 
commercial communication, whether paid or unpaid, may be younger than 25 years but they 
must be and reasonably appear to be at least 21 years old. 
 

2.7. Any persons depicted in the act of drinking in commercial communication, i.e consuming the 
product, may not be, or appear to be, younger than 25 years of age. 
 

2.8. Clothing, styles, language and pose by actors and models will be appropriate to the context. 
 

2.9. All persons featured in user-generated content must be, and must reasonably appear to be, at 
least of legal drinking age. If such content is re-used by us or on our behalf, then clauses 2.5 – 
2.8 above will apply. 
 

2.10. All members of brand promotions teams must be, and must reasonably appear to be, at least 
21 years old. See sections 12.12 to 12.15 for additional rules around brand promoters. 

 

Audience 

2.11. Our commercial communication will only be placed in print, radio, television or on any form of 
digital media where at least 70% of the audience is reasonably expected to be of legal drinking 
age or older. 
 

2.12. A placement will be considered compliant if the audience composition data that was reviewed 
prior to the placement satisfied the 70% audience and other placement criteria. 
 

2.13. Our media partners will provide – where available – post-placement monitoring reports on 
audience composition at yearly intervals to verify compliance, to the highest practical level. 

 
2.14. We will not sponsor or direct our commercial communication at events where less than a 

majority of the audience is reasonably expected to be over the legal drinking age. 
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This requirement does not prevent the company from having communication materials at 
locations that are used primarily for adult-oriented events, but which occasionally may be used 
for an event where many attendees are under the legal drinking age. 
 

2.15. For paid outdoor media campaigns, as viewership age profiles are not available for this 
medium, the following applies: 

 No advertising billboard will be placed within 500 meters by line of sight of elementary, 
primary or secondary schools, community centres, public playgrounds and religious 
buildings or places of worship (Churches, mosques, synagogues, halls, etc.) 

 In the case of building wraps and billboards larger than Super 96 size, no advertisement 
will be placed within 500 meters by line of sight of schools, community centres and places 
of worship.  

 
2.16. We will not engage in sponsorship agreements unless at least 70% of the audience for the 

event – i.e. those attending and the audience for broadcast media coverage are 
reasonably expected to be over the legal drinking age. 

Refer to section 8 for the requirements and specifications for responsibility messaging. 

 

Age Affirmation  

2.17. All websites and platforms owned or managed by AB InBev will include an age affirmation 
mechanism (e.g., age gating, subscription, single sign-in with social media profile, etc.) that 
wherever possible relies on exact, full date of birth and country information to ensure that only 
visitors who state that they are at least of legal drinking age can access the site.  
If age affirmation is not available for managed websites or platforms, then it may not be used 
for commercial communication.  Clause 2.9 above applies and our commercial communication 
is limited to non-direct communication and must present a responsibility message such as “For 
People Over The Age Of 18 Only.” 
 

2.18. Shareable content should include a clear reminder or forward advice notice stating that 
recipients should also be at least of legal drinking age. 

The Digital Technical Specifications and Guidelines (Addendum) provides further information 
about the technical specifications and examples for different digital platforms. 

 

3. Responsible Drinking  

3.1. Our commercial communication will not portray persons lacking or having diminished control 
over their behaviour, movement, vision or speech or in any way suggest that intoxication is 
acceptable. 

 
3.2. We will not present refusal, abstinence or moderate alcohol consumption as a sign of 

weakness or in a negative light; we will always respect an individual’s choice whether or not to 
drink. 

 
3.3. Our commercial communication will not depict or include pregnant women or imply that the 

consumption of alcohol during pregnancy is acceptable. 
 
3.4. The brand names and corresponding packaging, labels, internet and social media domain 

names for our products will not convey sexual innuendo or use terms typically associated with 
intoxication or irresponsible alcohol consumption. 

 
3.5. Commercial communication may not depict or suggest alcohol consumption at the workplace 

except when presenting taste testers or members of taste panels. 
 
3.6. Commercial communication may not depict, promote or sponsor situations where alcohol is 

being consumed rapidly, in large quantities, involuntarily, as part of a drinking game, or as a 
result of a dare. 
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4. Hazardous Activities, Performance and Success 

4.1. Our commercial communication will not suggest physical prowess, power or strength as a 
result of consuming alcohol beverages. 

 
4.2. Our commercial communication will not depict or suggest alcohol consumption before or 

during activities, or in locations, that are potentially hazardous or require a high degree of 
alertness, judgment, precision or co-ordination for safety reasons (e.g., driving, operating 
machinery, athletic activities). 

 
4.3. Success in athletic events or other activities will not be portrayed as depending on the 

consumption of alcohol. It is, however, acceptable to show a featured athlete (not a celebrity 
sportsperson) enjoying one of our brands in a relaxing, celebratory or team setting after the 
activity has taken place. 

 
4.4. Our commercial communication will not make any claim or representation that alcohol 

consumption is necessary to achieve social acceptance or professional, financial, academic, 
sporting or social success. 

 
4.5. Our commercial communication will not suggest that alcohol can enhance sexual capabilities, 

attractiveness or contribute to sexual success or seduction. 
 
4.6. Commercial communication must not portray nudity and people featured in commercial 

communication will not be posed in a position or stance that is overtly sexual in nature. 
 
4.7. Anyone featured in commercial communication may not be shown consuming an alcohol 

beverage before or during any athletic activity or other endeavour requiring exceptional 
physical ability, power or strength. 

 
4.8. General sports sponsorships that feature brand logos are acceptable so long as there is no 

suggestion that alcohol consumption contributes to athletic success. 
 
4.9. Clothing must be decent and appropriate with due regard for differing cultural perceptions and 

considerations, and not sexually suggestive in nature. Style and dress must be appropriate to 
the overall context of the commercial communication. Modestly revealing apparel, appropriate 
to the context of the social situation being depicted, such as swimwear in a scene with a 
swimming pool or at the beach is acceptable. Near nudity is not acceptable.   
 
 
 

5. Violence and Anti-Social Behaviour 

5.1. Our commercial communication will not depict violent or antisocial behaviour, unless it is clearly 
recognizable throughout as humour, parody, satire or spoof. 
Humour, parody, satire and spoof are typically culturally oriented.  What appeals in one culture 
could offend in another.  Consideration of the prevailing broader social issues and tensions must 
be taken into account, and not only the considerations of the target consumers.  

 
5.2. Our commercial communication must avoid any association with, acceptance of, or allusion to 

drug culture or illicit drugs. 
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6. Health Aspects 

6.1. Our commercial communication will not claim that alcohol beverages should be consumed for 
potential net health benefits or to prevent, treat or cure medical conditions. 

6.2. Our commercial communication may include factual nutritional information such as calorie or 
carbohydrate content so long as it is not linked to any claims about health benefits. 

 
6.3. Other evidence-based nutritional information could be permissible provided it has been 

approved by the Corporate Affairs, Legal, and Supply teams at the Global and Zone level. 
 
6.4. We will not make claims or offer alcohol beverages as a stimulant, sedative or tranquiliser. 
 
6.5. Nutritional information should be provided according to local food and labelling regulations and 

according to the AB InBev Consumer Information Policy  
 

 

7. Prohibited Associations  

7.1. Our commercial communication will not be used in relation to any illegal activity, impliedly or 
explicityly.  

7.2. Our commercial communication will strive not to portray or encourage the consumption of 
tobacco. We will strive not to encourage the consumption of any tobacco products through 
sponsorship of tobacco-related events or promotional/sales-enhancing activities.  

7.3. Local regulations/sensitivies must be considered before associating our brands with gambling. 
Where appropriate, our brands should not be associated with gambling.   

 

8. Alcohol Content 

8.1. We will clearly state the alcohol content of our products within the variances allowed by law 
and will seek to avoid consumer confusion about the alcohol content of our products. 

 
8.2. We will not promote a product’s higher alcohol content in our marketing as a reason to 

consume the product, but may permissibly highlight a product’s lower alcohol content in our 
marketing as a tool consumers can use to help reduce their alcohol intake and avoid 
irresponsible drinking.  

 
8.3. Commercial communication may not encourage choice of a brand by emphasising its higher 

alcohol strength or the intoxicating effects of alcohol generally.   
 
8.4. The alcohol strength of a product may not be used as the principal subject of a label but rather 

to provide guidance to the consumer. 
 
8.5. We will not produce any beverage alcohol products that contain excessive amounts of added 

stimulants, such as caffeine, guarana and taurine. 
 
8.6. We will not market or promote any alcohol beverage product or promote any alcohol beverage 

as delivering energising or stimulating effects. 
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9. Responsibility Messaging 

9.1. We will include the responsibility messages required by law in the countries where we sell 
products, and even though none may be legally required, we will include a responsibility 
message in our commercial communications, including internet digital platforms and shareable, 
downloadable assets including videos, photos, applications or user-generated content re-used 
by the alcohol brand.. 

 
All commercial communication whether in visual, audio or digital form, must include a clearly 
visible and noticeable responsibility message according to the prescribed local regulations and 
/ or industry association, advertising authorities’ media communication specifications.   
Refer to the Addendum for the standard layout and the media rules.  
 
The specifications and guidelines must be incorporated into the respective product brand 
identity guidelines and given to agencies and repro houses. 

 
9.2. A responsibility message will include at least one of the following statements or an associated 

icon, or its substantial equivalent as determined by Local and Zone Legal and Corporate 
Affairs: 
 
9.2.1. Don’t drink and drive; 
9.2.2. For people over the age of 18 only; 
9.2.3. Pregnant women should not drink alcohol; and, 
9.2.4. Enjoy Responsibly. 

The responsibility message should be relevant to the campaign, for example:  Don’t Drink 
and Drive for communications related to an event; Pregnant women should not drink 
alcohol used in communications for brands that appeal to adult women consumers.   

The preferred message is Enjoy Responsibly. Not for Persons Under 18 given our stance 
on encouraging smart drinking habits, and preventing consumption by people who are under 
age.  
This should be monitored via the review and approval processes, including Smart Drinking 
Compliance Committee and Legal approvals.  

9.3. At live sport, music or other such events, for every three brand communications on screens 
and digital boards, there must be one responsibility message (i.e. one in four) 

9.4. Vehicles / delivery truck tarpaulins are to include only noticeable responsibility messaging and 
indicate where responsible consumption websites may be accessed for e.g. www.aware.org.za 
or www.tapintoyourbeer.com. No product brand commercial communications should be included 
on such vehicles. A phased approach is to be adopted with full compliance. E.g. Be 
Responsible. Don’t Drink and Drive. Discuss with Corporate Affairs and Legal.  

 
9.5. We will strive to include a responsibility message or icon in all of our commercial 

communications, including downloadable and shareable assets (for example, videos, photos, 
applications or user-generated content reused by us or on our behalf), except on permanent 
point-of-connection materials (e.g., glassware, neon signs, tables, chairs, coolers, etc.), 
consumer novelty items (e.g., pens or t-shirts), and on communications where the size of the 
unit makes the responsibility message illegible (for example, in digital advertising where the 
image is equal to or smaller than 80 pixels in both dimensions). 

 
9.6. All websites and platforms owned or managed by AB InBev should show a link to 

www.TapIntoYourBeer.com or to an appropriate local responsible drinking website (e.g. 
www.DrinkAware.co.uk ). 

 
9.7. The inclusion of a responsibility message or icon from 8.2 and, where  a reference to 

www.TapIntoYourBeer.com or an appropriate local responsible drinking website is mandatory 
on all new primary packaging.   

 

9.8. The packaging of alcohol beverages may not be directed at persons under the legal drinking 
age and may not have unique or explicit appeal to children. 

9.9. Labels may not convey sexual innuendos. 
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9.10. Brand names, product names and internet domain names should convey the impression of 

quality products by not using disparaging colloquial names (eg alcopopor such terms as “dop”, 
“booze”, or “grog”.) , conveying sexual innuendo, or using terms typically associated with 
intoxication or irresponsible alcohol consumption. 

 
9.11. Ensure compliance with relevant Consumer Information Policy, regulation and / or local laws. 

10. Direct Communication and Privacy 

10.1. Any type of direct communications to consumers, such as letters, loyalty schemes, gifts, e-
mails, texts and other instant messaging, digital applications and other relationship marketing 
will be permission-based. We should seek specific consumer consent, including exact date of 
birth and country affirmation, prior to delivering any direct communication to consumers, 
excluding the communication to obtain consumer permission itself. 

10.2. Every time a project, campaign, or website requires the processing of personal data (i.e. any 
information relating to an identified or identifiable natural person), the colleague responsible 
for the project, campaign or website shall make sure the Ethics & Compliance team conducts 
a Privacy Impact Assessment (PIA) and shall implement any remediation plan for action 
required by the Ethics and Compliance team, and/or the applicable Data Privacy Policy. 

10.3. We will process consumers’ data based on consent or otherwise legally allowed. In any 
circumstance, we will inform them of our purposes for using their personal data (e.g. direct 
marketing, product development) as well as their rights as data subjects. 

10.4. Subject to applicable laws and Data Privacy Policy, we will provide consumers with (i) a clear 
and transparent mechanism to opt out of receiving direct communications and data 
processing, and (ii) a clear and transparent mechanism to contact AB InBev in order to 
exercise their rights as data subjects, in accordance with local law and the Data Privacy 
Policy. 

 
10.5. We do not direct our commercial communications to people who are under the legal drinking 

age, and we will take all reasonable efforts to avoid sending direct communications to them. 
 
10.6. We will provide consumers with a clear and transparent mechanism to opt out of receiving 

direct communications and data processing. 
10.7. We will respect our consumers’ interest in the commercial use of their personal information, 

and we will follow all applicable laws concerning the use of consumers’ data for marketing. 
 
10.8. We will provide consumers clear data privacy statements on all brand and corporate websites 

and platforms that collect or use consumer data.   
 
10.9. The Privacy and Terms of Use Policy applies to all Africa Zone Countries as a minimum.  

Where local laws are more stringent, the more stringent will apply 
10.10. At the different points where AB InBev may collect data for relationship marketing purposes, 

we will inform users how the information is collected and used. 
 
10.11. We will provide reasonable security for data collected in compliance with all applicable laws 

and regulations. 
 
10.12. If we, or third parties working on our behalf, collect ‘clickstream’ data for the purposes of 

behavioural advertising to people who visit our websites, we will inform the visitors to our 
websites of this fact and give them the opportunity to opt out of such practices. 

 
10.13. We will require third parties providing online behavioural advertising (OBA) on behalf of  

AB InBev to comply with existing self-regulatory programs offering transparency and control 
for consumers – such as www.edaa.eu  in Europe, www.youradchoices.ca  in Canada, 
www.youronlinechoices.com.au  in Australia and www.aboutads.info  in the U.S.A. 

 
10.14. Where local legislation permits opt-out, this could be applied. 
 
10.15. If there are any questions about this Section, consult the applicable Data Privacy Policy and/or 

the Compliance Team through the Compliance Channel (https://compliancechannelglobal.ab-
inbev.com/) 
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11. Digital Media 

 

11.1. We apply the same minimum standards to all of our communication, including those on digital 
media. Digital media is a key channel for our communications, which includes but is not limited 
to: 

 websites under AB InBev’s control; 

 paid search, including AdWords, key words, brand names and brand images; 

 display advertising (moving and non-moving); 

 interactive television (‘red button’); 

 e-mail; 

 SMS and MMS messages on mobile devices; 

 written or endorsed product reviews; 

 in-game advertising; 

 user-generated content (UGC) under AB InBev’s control; 

 viral advertising under AB InBev’s control; 

 social media brand pages or channels, including but not limited to, Facebook, Instagram, 
Twitter, YouTube, etc.; 

 downloadable applications (apps); and, 

 video games. 

 
11.2. Wherever possible, we will consider using additional age affirmation controls that include: 

 appropriate methods to support search engine and content control solutions; and,  

 re-direction to an appropriate responsible drinking website for visitors under the legal drinking 
age. 

 
11.3. In countries where technology is available to verify consumer data against government 

databases, we will consider implementing such technology, keeping in mind its impact on the 
user experience. 

11.4. User- generated content is the responsibility of the alcohol brand on whose platforms the 
content appears. The content must be managed by the brand and overtly non-compliant content 
must be removed. 

 
11.5. User-generated content (UGC) that is placed on sites or platforms that are controlled by AB 

InBev will be moderated on a regular and frequent basis, and we will strive to remove any 
inappropriate content within 24 hours of when it is posted. Sites or platforms that are 
controlled by AB InBev will include guidelines on user-generated content stating what type of 
content users should and should not display on the AB InBev-controlled site or platform. 

 
11.6. This Code does not apply to user-generated content (UGC) that is placed on websites or 

platforms over which AB InBev has no control. 
 
11.7. User-generated content that is subsequently used in AB InBev’s commercial communication 

should have the permission of the original user or owner of the content, and/or such use 
should comply with all policies of the relevant social media platform and this Code. 

 

The Digital technical specifications and guidelines (Addendum) provides further information 
about the mandatory requirements for the different digital platforms. 
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12. Product Placement, Brand Sponsorship and Promotions 

General 

12.1. This Code applies to overall placement, sponsorship or promotional agreements, including any 
material carrying company or brand logos, for the duration of the agreement. 

 
12.2. The relevant approval process should be consulted in order to review and authorize the nature 

and elements of the placement, sponsorship or promotion proposal. 
 
12.3. None of our placements, sponsorship agreements, brand promotions, displays or events will 

be directed to those under the legal drinking age, even if such activity is in the form of a 
sponsorship. 

 
12.4. Any associated materials, merchandise, displays or sponsorship items will comply with all 

other relevant provisions of this Code and will not be of primary appeal to persons under the 
legal drinking age, e.g., children’s toys. 

 
12.5. The Smart Drinking Compliance Committee is integral to the review and approval process and 

must be consulted in order to review and authorize the nature and elements of the product 
placement, sponsorship or promotion proposal.   

 
12.6. Persons under the age of 18 / LDA are not eligible to participate in events and competitions 

aimed at promoting an alcohol or no alcohol brand and/or product (as per section 12 of the 
Code).  Nor may any events or competitions encourage excessive consumption. 

 
12.7. Children’s sporting clothing must not be used for any promotional branding  
 
12.8. Underage members of a sporting team will not be permitted to wear regalia that reflects 

emblems of the sponsoring brand.  
 
12.9. All local, international and Africa sporting events will be subject to the same conditions. 

 

Product placement  

12.10. For product placements where we have final cut creative control, we will not grant permission 
for our products or other properties to be used in a way that, in our judgment, would 
misrepresent the company’s position on responsible drinking. Specifically, we will not grant 
permission to use our products or properties in scenes where: 

 a character under the legal drinking age is depicted purchasing or drinking alcohol illegally; 

 a character associates our products with public drunkenness, drink driving, alcoholism or 
other abuses or illegal use of alcohol; or, 

 a character’s drinking is not, in our judgment, appropriate, legal or responsible. 

12.11. We will make every effort to ensure that product placements support our beliefs about 
responsible alcohol consumption and our smart drinking goals. 

Brand Promoters and Brand Ambassadors   

12.12.  Brand Promoters and Brand Ambassadors are individuals who are not celebrities, 
personalities or social media influencers and who are compensated in return for informing 
customers and consumers about our brands or providing samples, serving or selling our 
products at bars, clubs, restaurants or other on- or off-trade events (hereafter referred to as 
Brand Promoters). Brand Promoters may be directly employed by the Company or indirectly 
through third-party providers.  

12.13.  All brand promotion events representing our products should provide a safe and inclusive 
environment, and one in which both Brand Promoters and our consumers are treated with 
dignity and respect. Brand Promoters engaged by AB InBev must be provided information by 
their employer on how to access all relevant AB InBev policies, including AB InBev’s Code of 
Conduct, RMCC, Global Anti-Harassment and Anti-Discrimination Policy, and Global Human 
Rights Policy. Any Brand Promoters engaged indirectly through a third-party provider shall be 
engaged in accordance with the Responsible Sourcing Policy and be provided with information 
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around AB InBev policies and procedures in accordance with that Policy. Further, Brand 
Promoters must be provided training by their employer on the above policies to enable them to 
perform their work and understand the resources available to them. 

12.14. Any vendor offering to provide Brand Promoters for any AB InBev promotional event or activity 
(Promotion or Brand Event) must commit to the above principles and any further contractual 
requirements deemed appropriate by AB InBev and be certified by AB InBev as an approved 
vendor, before they can permissibly perform services for AB InBev. Consistent with our culture 
of ownership, the certification shall be done by the person responsible for the hiring decision of 
the vendor and evidence of such certification shall be maintained by the AB InBev company 
responsible for the engagement. 

12.15.  AB InBev staff is required to report to the Ethics and Compliance department any suspicious 
activity or indicia of non-compliance with this policy regardless of whether a Brand Promoter 
was engaged directly or indirectly by AB InBev. 

Celebrities and spokespersons   

12.16. Sponsored persons or brand spokespersons, such as brand ambassadors, influencers, 
celebrities, athletes and singers in targeted communications, must be and reasonably appear 
to be at least 21 years old. 

 
12.17. The use of celebrities, or of popular sport, music or cinema personalities, is acceptable for as 

long as they are shown to be behaving in an acceptable and responsible manner, and in an 
age-appropriate setting. Wherever possible, such celebrities should articulate sentiments 
encouraging responsible alcohol use and the importance of balanced, healthy lifestyles. No 
celebrities may be seen to be consuming alcohol or holding alcohol products. 

 
12.18. No sportsmen, sportswomen or ex-sportsmen or women are permitted to be portrayed 

drinking alcohol beverages in advertisements. 
 
12.19. The perception may not be created that alcoholic beverages or the consumption of alcohol 

resulted in a celebrity’s fame or success or played any role in the achievements of a sports or 
popular entertainment personality. Page admin section should be set accordingly.  

 
12.20. A minimum of 70% of the sponsored person’s or brand spokesperson’s fan base shall be 

reasonably expected to be at least of legal drinking age. 
 
12.21. All people featured in commercial communications must be, and reasonably appear to be, 25 

years of age, the same as for paid actors 
 
12.22.  Advertisements that are for the specific purpose of responsible messaging and depict a 

celebrity in the background of the corporate brand name may be broadcast outside this 
watershed period, provided that there is no link to or mention of a specific brand or product. 

 

Sponsorship 

12.23. Brand sponsorship means a commercial agreement by which AB InBev contractually provides 
financing or other support in order to establish an association between the company’s brands 
and a sponsorship property (e.g., sport, music, community event) for the granting of certain 
agreed direct or indirect rights or benefits. 

 
12.24. Our alcohol brands will not engage in sponsorship agreement unless at least 70% of the 

audience of the event (meaning those primarily attending the event and the audience for the 
broadcast media coverage for the event), or the fan base for the person, team or entity are 
reasonably expected to be at least of legal drinking age. 

 
Where demographic data is lacking we will seek alternative sources to determine what the 
demographics might be, such as: 
a. Does the artist/performer have primary appeal to an adult audience? What evidence is 

there of this? 
b. Is 70% of the audience reasonably expected to be of legal drinking age and above? What 

measures are in place to ensure this? 
c. Talk to the event organiser. 
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d. Use historical data to analyse and create a profile of the work/music/performance. 
e. Look to demographics for comparable events 

 
12.25. General sport or musician sponsorships featuring brand logos are acceptable as long as there 

is no claim or representation that individuals cannot obtain social, professional, educational, 
athletic, musical, or financial success or status without consuming alcohol. 

 
12.26. Sponsorship of sports development programmes for 18 to 21 year olds using corporate 

branding is permitted. 
 
12.27. Alcohol product brands may not associate with or sponsor intentional fighting sports (for 

example, boxing, cage fighting, wrestling).  Where a global brand appears in a global 
campaign, permission for Zone and local use must be obtained from the Smart Drinking 
Compliance Committee and the Corporate Affairs and Legal Director / VP.  

 
12.28. All association with or sponsorship of any motorsports needs prior approval before 

proceeding. Risky driving styles are not permitted. In addition, any use of cars in brand 
advertising or promotions needs specific approval by the Smart Drinking Compliance 
Committee and Corporate Affairs and Legal Director / VP before proceeding.  There must be 
no linkage or association between drunken driving or risky driving with our brands. 

12.29. For sport, arts and culture sponsorships, advertising during sponsored events requires:  

i.  All static background images must include one of the three web digital responsible messages.  

ii. All brand posted images must include the “Not For Persons Under 18” token.  

iii. Where possible, an auto-response age disclaimer must be sent to all new followers.  

 

Promotions and brand events 

All promotion and activation mechanics must comply with the Africa Commercial 
Communication Code. 

12.30. To the extent it is in AB InBev’s control, alcohol must not be supplied to visibly intoxicated 
persons or those under the legal drinking age. 

 
12.31. Event attendees should not be discouraged from choosing to drink non-alcohol beverages 

rather than beverages that contain alcohol, and those who do choose to drink alcohol will be 
encouraged to do so responsibly. 

 
12.32. No pressure will be placed on people to participate in our promotional activities. 
 
12.33. All of our promotions and promotional materials will follow cultural standards of good taste and 

not encourage irresponsible consumption of alcohol either through volume, time span or in any 
other way. 

 
12.34. Games that require drinking alcohol as an element of the game are not allowed. 
 
12.35. The consumer should always have the opportunity to exercise their choices about how they 

wish to drink alcohol and the amount of alcohol consumed and should be encouraged to 
assume personal responsibility for their decision to drink or not to drink.  Our promotion 
activities will not use devices or gimmicks that remove that control from the consumer. 

 
12.36. Non-alcohol beer, water and / or soft drinks must be available during all promotions and 

events. 
 
12.37. Paid contractors and promoters in consumer engagement promotions or activations must be 

and look at least 21 years or older 
 
12.38. Paid actors and models have to be and look at least 25 years or older. 

 
12.39. Use of consumers’ images for promotional purposes is allowed however the rules of consumer 

consent applies and the consumer must be over 25 years of age.  
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12.40. Servers and sellers at promotional events will be trained on responsible serving and selling of 

alcohol as well as local legal requirements, preferably with a certified program if available. The 
content of the training for promoters must be approved by the Corporate Affairs and Legal 
function. 

 
12.41. To support our belief in responsible alcohol consumption, we will limit open bar sponsorships 

to reputable events where attendance is strictly limited to people at least of legal drinking age, 
or where all servers have been certified as trained on responsible serving of alcohol. 

 
12.42. AB InBev staff in charge of AB InBev-sponsored promotional events will be encouraged to 

promote the use of a designated driver or alternative transport means for participants to return 
home safely. This could be through co-operation with local transportation companies or local 
authorities to guarantee easy access to safe transport. 

 
12.43. On-campus promotions must be arranged in a manner which meets the approval of the 

university authorities and when in doubt, proof of age will be requested to ensure that alcohol 
beverages are not served to those who are under the legal drinking age. 

 
12.44. No competitions or lucky draws may be offered to visitors under circumstances where the 

mechanics of entry involve the encouragement of increased consumption of alcoholic 
beverages. 

12.45. Internal Audit must review the Ts & Cs of all competitions and will attend the draws as agreed 
between Legal and Internal Audit to ensure compliance with internal AB InBev compliance 
requirements and local consumer protection legislation. 

 

Promotion mechanics 

 No promotions will be run which encourage increased consumption over a limited period of time, 
such as “two for the price of one” promotions. 

 Mechanics of bucket or bulk promotions must communicate sharing. 

 Promotions, activations and competitions in on-premise outlets have a limitation of 2x packs 
(drinks 330ml, 440ml) or 1x pack (500ml, 750ml) per participating consumer, regardless of 
whether it is a give-away or as part of a mechanic for a competition or promotion. 

 Any mechanic requiring more than 2x packs (drinks 330ml, 440ml) or 1x pack (500ml, 750ml) is 
explicitly for sharing with friends and should be linked to the mechanic as such. 

 Promotions, activations and competitions in off-premise outlets have no volume limitation as the 
assumption is that consumption will neither be immediate or necessarily in totality, however 

- participation in promotions and competitions is limited to 5 per day. 

- Promotions that are both on and off-premise are limited to 3 per day. 

 Complimentary packs may be given for trial and consideration mechanics or as an instant prize 
as part of an in-trade competition mechanic but the word “free” may not be used in any 
communication. 

 Brands may not sponsor “happy hours”. Outlets have a right to host promotions, which we 
encourage them to do in a responsible manner. 

The above must be explicit in the promotional and competitions rules  
and must be approved Legal. 

 

Barmen incentives 

 You may reward the best performing barmen with a prize. The reward must be of reasonable 
value, and not be construed as a lucrative nature that may drive irresponsible selling. 

 The Volume incentive should be limited to a specified period. 
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Tastings/Samplings 

 Tastings and samplings must be administered by the promoter or trained bar staff 

 Only one tasting per consumer is allowed. 

 The quantity for tastings shall not exceed 100ml per brand or variant to a maximum of 3 per 
person per occasion. 

 The promoter should be supplied with a kit and a defined quantity of product. 

 Not more than 2 cases of product can be used over a period of 2 hours per promotion. 

 Participants in tasting events, trade visits and other such activities, excluding specific brand 
events should be encouraged to eat food while drinking alcohol. 

 Venues offering tastings must refuse to serve inebriated visitors, and must supply venue staff with 
written guidelines on how to handle sensitive situations involving excessive alcoholic beverage 
consumption by an individual or group. 

 Tour guides and tasting supervisors must encourage visitors to identify designated drivers, who 
will be served non-alcoholic beverages as part of the tasting. 

Events 

 All compliance requirements as per the ACCC must be applied. 

 At events, tastings and samplings are only allowed in designated areas for people over the legal 
drinking age. 

 At events where products are available to consumers at no cost, this will be limited to 2x drinks if 
it is 330ml or 440ml or 1x drink if it is 500ml or 750ml or more per consumer per 4 hour event. 
Events exceeding 4 hours to be advised by the SDCC.  Water and snacks/food must also be 
made available. 

 At events where products are available to consumers at a cost, water and snacks/food must also 
be made available for purchase. 

 
All commercial communication i.e. posters, flyers, promotional merchandise, must comply with 
the ACCC for the relevant media (broadcast, radio, outdoor, cinema, etc) 
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13. Alcohol-Free and Non-Alcohol Beer Products 

13.1. For the purpose of this Code, Alcohol-Free Beer Products are defined as all AB InBev beer 
products with an ABVof 0.0% (Brahma 0.0%; Hoegaarden 0.0%; Budweiser Prohibition Brew). 
Non-Alcohol Beer Products are defined as all AB InBev beer products with an ABV of 0.1% to 
0.5% (e.g., Beck’s Non-Alcoholic, O’Doul’s Non-Alcoholic Brew). Local legal definitions may 
also apply. 

 
13.2. We will only promote alcohol-free and non-alcohol beer to adults who could legally drink 

beverage alcohol, and we will not promote such products for consumption by underage 
people. 

 
13.3. We will adhere to all requirements of this Code in all forms of commercial communication 

about alcohol-free and non-alcohol beer products, with the following exceptions: 
 

13.3.1. We may make reasonably substantiated health or functional benefit claims for alcohol-
free beer products, so long as the product is clearly recognizable as alcohol-free; 

13.3.2. We may promote drinking alcohol-free and non-alcohol beer as a way to avoid 
drinking during an occasion, such as at an event when the consumer is a designated 
driver or at a business lunch; and, 

13.3.3. We may promote drinking alcohol-free and non-alcohol beers as a “substitution 
strategy” to avoid overconsumption during a drinking occasion by reducing the number 
of alcohol beverages consumed. 
 

13.4. Product placement requests for AB InBev alcohol-free and non-alcohol beer products will only 
be granted if the product is clearly recognizable as an alcohol-free or non-alcohol beer product 
and any person associated with the product is the same age as paid actors – i.e . 25.   
 

14. Soft-Drinks  

For the purpose of this code Soft Drink Beverages are defined as beverages that: 

 belong to the general category “Soft Drink” (i.e. beverages containing no alcohol) 

 do not bear an alcohol brand name  

 do not have an alcohol beverage profile (e.g. the taste and / or appearance profile of an 
established alcohol beverage such as beer or wine).  

This may include, but not limited to, water or malt, brewed and/or fermented soft drinks. 

In all forms of commercial communication for soft drink beverages we will adhere to the basic principles 
of this code with the following additional provisions:  

 Commercial communication for soft drink beverages should be directed to people at least 12 
years of age or older.  

 Care should be taken to ensure that marketing campaigns for soft drink beverages are not 
directly emulated in alcohol beverage marketing campaigns, or vice versa. 

 Markets and zones should apply local rules and regulations on the marketing and sale of soft 
drink beverages, as well as industry good practice in the market. 
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15. Code Implementation, Reporting and Education 

Compliance with the ACCC is everyone’s responsibility. All AB InBev Sales and Marketing teams 
including but not limited to Media Planning and Buying, Innovations, Promotion, Event and 
Sponsorship etc.), and external agencies shall follow both the spirit and the letter of the ACCC 
and other local self-regulatory codes, where applicable. 

Compliance 

 Written contracts and project briefs with all suppliers involved in the development or 
dissemination of commercial communications will include a clause that requires compliance 
with the ACCC and other applicable local codes at all times. A copy of the ACCC and other 
applicable local requirements will be attached to all such contracts. 

 All celebrities and sponsored people; Influencers/brand ambassadors must agree to comply 
with the ACCC, acknowledged in the Code of Conduct attached to the contract.  

 All relevant employees (i.e. those involved in commercial and corporate communication 
activities internally and externally) must commit to comply with the ACCC by signing the 
annual ‘Acknowledgement of Key Policies’. 

 Responsibility for complying with ACCC should be reflected in the job descriptions, targets, 
and competency profiles of all sales, marketing, corporate affairs and legal employees. 

 Non-compliance by employees to the ACCC and the Review and Approval Porcess will be 
subject to the company’s disciplinary process. 

 The Sales and Marketing leadership in all zones are responsible for making sure that the 
Commitments in this Code are honored by all colleagues, vendors and across all of our 
brands. 

Approvals and governance 

 Marketing Directors are accountable for compliance with the Africa Commercial 
Communication Code.  

 All commercial communication will be reviewed for compliance with this Code.   

 The ACCC Review and Approval Process is the standard process for all Africa Zone countries. 

 For brand and channel campaigns the review and approval must include the collaborative 
process with the Smart Drinking Compliance Committee and the Legal function / internal legal 
counsel (see the below diagram ACCC Review and Approval Process integrated with the 
CPA).   

 The ACCC Review and Approval Process must be embedded in the Marketing and Trade 
Marketing, Corporate Affairs and Legal ways of working.  Where the on-line ACCC Review 
and Approval Process is available this will be used to facilitate reviews and record keeping.  
Where it is not available, Legal and Corporate Affairs are responsible for ensuring a process is 
in place.  Marketing Directors are accountable for adhering to the process. 

 In all cases, accurate secretariat must be in place. 

 In instances where a disagreement arises regarding compliance, the issue will be escalated 
appropriately.  
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ACCC Review and Approval Process integrated with the CPA 
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Smart Drinking Compliance Committee (SDCC) 

The SDCC plays a pivotal role to protect and to actively enhance our reputation and grow our brands.   

Africa is a vibrant dynamic exciting forward-looking continent in which to grow our business and our 
communities.  

We recognise that our operating realities are characterised by developing economies, diverse cultures 
and sub-cultures, beliefs, practices, local traditional laws and regulations; coupled with policy 
implementation and enforcement challenges, inconsistent and under-developed regulatory frameworks.  

This complex set of challenges and opportunities means that all Africa Zone country markets are 
required to have a Smart Drinking Compliance Committee.  

As the guardians of Smart Drinking, the SDCC is integral to the review and approval process and is a 
key pillar in our commitment to self-regulate.  

The SDCC is functionally owned by the Legal and Corporate Affairs function, and is the credible 
authority on Smart Drinking, regulatory, public affairs and societal issues.  

 

SDCC objectives are to: 

 be the guardians of Smart Drinking 

 provide oversight of major brand and channel campaigns – based on materiality i.e. campaigns 
greater than 10% of brand and channel budget, or where additional oversight is deemed 
appropriate, at defined stages (refer to above diagram ACCC Review and Approval Process 
integrated with the CPA) 

 fulfil self-regulation and transparency commitments 

 educate, communicate and engage with internal stakeholders in brand and trade marketing in 
particular but not exclusively, on the letter and the spirit of the Code, and to consistently build 
awareness and knowledge of smart drinking and related issues. 

 

SDCC Characteristics: 

 Approval rights as a (delegated) decision-enabler to minimise risk and protect business 
reputation  

 Diverse membership to bring local market expertise, consisting of, but not limited to, at least 
one person each from Legal, Corporate Affairs and Marketing.  More people can be members 
but personnel from marketing and sales cannot make up the majority and cannot be appointed 
as Chairperson 

 An independent Chairperson is preferred as this further supports our endeavours to be 
transparent and to consider external non-industry participation.  This is also a criteria in the 
Beer, Wine and Spirits Producers’ Commitments to Reduce Harmful Drinking (namely the CEO 
Global Commitments) 

 The SDCC function according to standard Terms of Reference that define membership, 
decision-making, approvals, communication, dispute resolution and record keeping, which 
should be communicated to all commercial employees.  

 Where the online system review and approval process is not available appropriate record 
keeping should be in place and evidence maintained.    

Final execution elements, prior to going to market must be reviewed and approved by Legal to ensure 
full compliance with other legal and regulatory issues not specifically covered by the Code – such as 
Ts&Cs, consumer information laws, etc.   

The SDCC is not a bureaucratic process and is not a substitute for line management accountability and 
decision-making.  
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Complaints 

 Each market should establish a transparent and readily accessible complaints process, which 
links to an independent external complaints process, where possible. 

 Decisions arising from the complaints mechanism should be made available publicly and 
communicated internally with employees, in particular marketing and sales, corporate affairs 
and legal employees.  

 The Company encourages anyone who has concerns about adherence to this Code to report 
these concerns to the Company via our Compliance Helpline. The 24-hour Helpline is available 
at http://talkopenly.ab-inbev.com and 1-888-601-6762 with local numbers available in all 
jurisdictions. It is secure, toll-free, confidential, and reports can be made anonymously. 

Education 

 All AB InBev Marketing, Sales, Corporate Affairs and Legal teams, and external agencies shall 
receive annual training on the ACCC. 

 It is the responsibility of the Zone Marketing VPs to ensure that the training takes place and the 
relevant members of staff and agencies are properly trained. 

 New employees shall receive training within 60 days of commencing employment. 

 The SDCC provides a support role to ensure the training processes are adequate and in place. 

 The ACCC must be embedded in the marketing and sales planning and execution ways of 
working as per the above diagram.  

 All agency personnel must be trained, with annual refresher training conducted together with an 
acknowledgement of compliance in the Code of Conduct that is attached to the contracts, and 
any renewals.  

 All celebrities and sponsored people; Influencers/brand ambassadors must be trained and 
compliance acknowledged in the Code of Conduct attached to the contract.  

 

Reporting 

 The SDCC should report regularly, and at least annually, to the relevant Management 
Committee on its activities, including decisions arising from the complaints mechanism. 

 Each brand should conduct a self-assessment of their compliance with the ACCC, including 
brand portfolio and category information, and report on their findings to the relevant local and 
Africa Zone Corporate Affairs.  
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ADDENDUM: GUIDELINES AND SPECIFICATIONS 

Digital technical specifications and guidelines 

All digital media must comply with the equivalent requirements for traditional media (e.g. for images, 
television etc.). Also consider the potential for digital media to be shared across markets and to impact 
on the reputation of the company as a whole if taken out of context. You should always take into account 
the cultural sensitivities of your particular market and those of other markets. 

Digital media is a broad term used to describe a variety of online or shareable content, including but not 
limited to: 

 Websites - defined as being a web page being used for branding and brand promotions 

 Platforms -  defined as an online presence, through websites or applications that are not owned 
by the company but are managed by or on behalf of the company. This would include 
Facebook, Twitter, Instagram and YouTube etc. 

 Emails 

 Applications and games 

 Downloadable assets and media such as e-cards, pictures and videos 

All digital media should be controlled (owned or managed) by or on behalf of the company.  

 

Global Digital Guiding Principles 

The Alcohol Industry (including AB InBev) signed a commitment to the World Health Organisation (WHO) 
to reduce the harmful use of alcohol.  Part of this commitment is to globally follow a standard set of 
“digital guiding principles” (DGPs) when communicating with consumers.  

The table below summarises the requirements of the DGPs.  All brands must comply with these 
requirements as a minimum standard.  

 

DGPs 
safeguards 

Facebook Twitter YouTube Instagram Website 
Mobile 

App 

Age-affirmation       

Transparency       

User Generated 
Content Policy 

(UGC) 
      

Forward Advice 
Notice (FAN)       

Responsible 
Drinking 

Message (RDM) 
      

Privacy       
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Limiting access to legal drinking age consumers 

A web digital platform owned by the brand can only be used if an age verification capability exists. 
Platforms with no age verification capability may not be used. 

 

Note:  Include local industry association logo as required by local regulation / self-regulation. 

 

The following guidelines are for non-brand owned platforms, where the audience ratio ruling of 
70/30 applies. 

 

 

Access may be controlled through: 

 An age-gate process requiring users to enter exact date of birth details including the day, 
month, year (and country). 

 A registration process where users are required to supply exact date of birth information, and 
then ‘log in’ on future visits. 

 A logging in process that relies on a user’s social media profile e.g. through an API, such as 
Facebook Connect. 
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If government databases enabling the verification of age data exist, companies must consider using 
this technology to validate information provided. A formal review of the efficacy of this technology must 
be undertaken. If it is decided that the company will not use this technology, a reason for the decision 
must be provided. 

Age and country verification software should place a ‘Cookie’ (small piece of code) on the user’s 
computer to prevent him / her from leaving the website and re-entering their date of birth during the 
same session in order to gain entry to a site.  

Brand and company owned websites and platforms should include appropriate metadata to support 
content control software. 

If it is not possible to control entry via an age verification process or through access controls 
(including age-gates, registration, social media profiles etc.) the channel must not be used for 
commercial communication. 

Those failing an age verification process must be redirected to an appropriate local social aspect 
website intended for underage people. 

Where possible companies should seek to engage with companies, such as social media websites, in 
order to implement or improve age affirmation software or access controls. 

An age verification process may provide a ‘remember me’ option. This allows users to tick a box, which 
will enable him/her to return to the site again without having to re-enter his/her date of birth. If this option 
is provided, it must be accompanied by a warning statement e.g. ‘Remember my details. Do not select 
on shared computers.’ 

Any downloadable or shareable content where a further age and country confirmation is not available 
should include an appropriate responsibility message, as well as a ‘Forward Advice Notice’ to 
remind users that the content is for those who are over the legal purchase age. For example: All content 
is intended/made available only for adults aged over 18* and any such content should not, therefore, be 
forwarded on or otherwise made available to those under 18*. *Change depending on the legal drinking 
age in the country 

The Forward Advice Notice should be present within the content where possible, or on the page where 
the content is obtained.  

Additional age verification prompts should be located within sections of the website where consumers 
can purchase merchandise or use downloads, send-a friend, e-card or other tools. 

Additional messaging should be included as appropriate. For example, if an e-card may be sent to a third 
party, a clear reminder must be included stating that the recipient must also be above the legal drinking 
age (18+). 

Fan pages must be restricted to persons over the age of 18 by setting the page admin section. Brands 
are only allowed Fan pages: not Profile or Group pages. 

Digital and mobile applications 

Mobile applications can be downloaded from a number of different locations (e.g. Apple’s App Store) and 
there is no means of introducing an age-gate to ensure that users downloading apps are of LDA. 
Therefore, all downloadable applications must require verification of legal drinking age (via provision of 
full date of birth and country) on first launch of the application. No subsequent age verification prompt is 
required. 

Those failing the age verification process must be redirected to an appropriate local social aspect 
website intended for underage people.   If the app is offline, a dedicated page should appear explaining 
why access has been denied and providing links to a relevant social aspect website. 

Digital communication content - ensuring content is appropriate 

Concepts, structures, main feature and static content (including text and illustrations) of our digitally 
enabled campaigns (excluding user-generated content) must be approved prior to launch/activation. 



 

 

24 |   

  

Africa Commercial  
Communication Code 

 

Equivalent standards 

The Code and these guidelines apply to digital commercial communication, including user-generated 
content that is monitored or moderated or on their behalf. Therefore the above rules also apply to 
images, videos, comments or any other content posted to sites or feeds by users. 

Moderation of content 

Moderation of websites and platforms should be regular and frequent, which, in the case of the Code, 
means at least twice per day. User-generated content is likely to require more frequent moderation to 
ensure that there is nothing posted that would be in breach of the Code. 

Digital communication House Rules 

‘House Rules’ must be published as rules of engagement for platforms through which users can publish 
content. This may include brand websites that enable comments to be posted, or social media platforms 
such as Facebook. 

They must cover all legal requirements, the relevant aspects of the Code and must state that any content 
that is non-compliant, a third parties platform rules, or any relevant laws, will be removed. 

‘House Rules’ may be distinct from, or included within, a website’s privacy policy and terms and 
conditions.  

Moderation of digital communication and content 

All user-generated content placed on companies’ websites and social media pages must be reviewed for 
compliance with the Code, Guidelines and the ‘House Rules’. 

Where possible this should be in advance of it being published. This may be via workflows that require 
content to be approved before it is published, or filters set up to quarantine posts containing key words 
that can then be reviewed before publication. 

Where pre-moderation is not possible - for example for comments to a Facebook wall - content should be 
moderated after it has been published. In this case the site must be reviewed at least twice per day, and 
automatic feeds may be set up to alert the agency or brand team of any new posts in real-time. 

This should be supported by additional checks and balances. For example, a mechanism may be 
provided for users to report inappropriate content and/or behaviour to the site administrator. 

Digital communication removal of content 

Any content in contravention of the Code, Guidelines and ‘House Rules’ must be promptly removed from 
the site. This includes any comment, photo or video that is posted to social media sites such as 
Facebook, and YouTube. 

If following moderation a comment is removed, or not posted, the site administrator should consider 
adding a comment to state that ‘The administrator has removed a post as it contravenes our House 
Rules’ or similar. 

A comment should not be automatically removed simply because it is critical of our business or brands – 
it may be more powerful to respond to a criticism or to leave it and monitor, since it may by countered by 
other contributors. 

Outcomes of the moderation process and actions taken in relation to user generated content must be 
reported to the SMCC and / Legal Counsel regularly. 

Digital communication images 

Anyone featured in commercial communication created by a brand/ company to a brand website or social 
media platform should be at least 25 years old and reasonably appear to be at least 25 years of age.  

User-generated content posted to our brand social media channels or websites may include images of 
people under the age of 25. In no case should anyone who is, or who appears to be under the legal 
drinking age (18) be shown in user generated content.  

If user generated content is to be reused by the brand/company, permission must be granted by the 
owner and people featured in the image must not be under the age of 25. 
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Digital communication automatic and external feeds 

You must exercise additional caution when establishing a feed direct from another location, for example 
though a YouTube API, an RSS feed or similar – particularly if you do not have control over the original 
source. 

Appropriate care must be taken to ensure that the content being sourced will also comply with the 
requirements of the Code and Guidelines. The brand team should also establish whether more frequent 
monitoring is required, and the steps to be taken in the case of inappropriate content being ‘fed’ to an AB 
InBev business or  brand page. 

Specific care should be taken when using feeds based on Twitter hash tags. There have been a number 
of examples of hash tags being ‘hijacked’ and abused. Also ensure no links to inappropriate information 
on other web pages. 

Additional controls could include: 

 Moderators checking content and remove posts / feeds that are not compliant with the Code 

 Filters to remove posts featuring certain key words  

 The procedures for selecting and monitoring automatic feeds must be presented to the SDCC 
and / Legal Counsel for approval. 

Digital communication social listening 

Social listening, or online reputation management tools, can be used to track engagement and should be 
used to highlight relevant comments relating to a brand or campaign. This could cover a particular 
campaign or site but may provide a picture of the overall brand health. 

Permission from the original owner must be obtained along with compliance with the Code and 
Guidelines. 
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Digital communication Responsibility Messages  

The responsibility message and link to the social responsibility site, should be visible to users and easy 
to locate. 

It is recommended that it be placed permanently on the ‘first fold’ (without having to scroll down) and at 
the top of any page. 

The link should take the visitor directly to www.TapIntoYourBeer.com or local version of that website and 
not route it through any other sites. In countries that other alcohol products which are not beer, the brand 
website (with the Consumer Information Policy on the website) as well as www.ResponsibleDrinking.org 
website links must be provided.  

All websites or platforms should include an easy to locate and legible responsibility message, as well as 
a link to the social responsibility website. 

Sites/platforms 

All brand sites and social media platforms must include a clearly visible responsibility message (text, 
icon, or link, as required by the digital channel). 

The responsibility message must be clearly visible, permanently displayed and not hidden when, for 
example, the user is browsing the page or site. Inclusion in the page footer is acceptable, so long as it 
meets these requirements. 

Shareable assets 

Any shareable commercial assets (video, photo, text etc.), must include appropriate responsibility 
messaging. For example, videos must display this messaging in the same way as TV advertisements. 

Care must also be taken with images containing messaging within the image itself, or in the associated 
metadata. 

Sharable content should include a clear reminder or forward advice notice stating that recipients should 
also be at of LDA.  

 

Responsibility Message specifications 

The following 3 messages will be used as a standard for web digital formats: 

 Don’t drink and drive 

 For people over the age of 18 only 

 Pregnant women should not drink alcohol 

  

http://www.tapintoyourbeer.com/
https://urldefense.proofpoint.com/v2/url?u=http-3A__www.ResponsibleDrinking.org&d=DwMFaQ&c=xbbKDa1CXQMejoORxEnUuQ&r=s1OWzLVtpLp11beTdBjXhwAs4E0n94x3CK_E1plGPpE&m=bYAKfleDBRToHRngaRtl7XZgXR1nRKoqv0l7kplWuGg&s=iSFuZQ8dSEekuSUygAPbXib2VKDs_Ix8-6DqeNrhQso&e=
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Facebook 

Facebook House Rules guideline  

 Each socially active brand should have clear House Rules that will define the purpose of the Fan 
page. 

 House Rules should outline basic principles, as well as more detailed guidelines around 
responsible drinking, and identify inappropriate content that can (and probably should/will) be 
removed.  

 The template below outlines the information that should be included on each brand’s FaceBook 
page 

 

Facebook Responsibility Messages   
 An age gateway is mandatory on Facebook. 

 The user must enter their full date of birth to join the brand page 

 The Responsible Message “For people over the age of 18 only” must appear on the age 
gateway in the standard format  

 “Don’t Drink and Drive” is to be used in an instance where a motor vehicle is depicted (e.g. win 
a Golf GTI) 

 The main image requires either one of the 3 web digital responsible messages, the website 
address www.tapintoyourbeer.com and the ‘no under 18’ logo  

 All other images must contain the ‘no under 18’ logo 

 One of the following responsibility messages should appear in at least 1 in 3 images:  

   

House Rules template  

[Insert brand name] is committed to promoting responsible drinking, as well as delivering a 
positive experience for our fans.  

This is your Fan Page and we encourage you to leave comments, photos, videos and links.  

However, we will review all posts, removing those that are inappropriate, offensive, or are in 
breach of these rules. 

 Specifically, we will remove posts that:  

 Defame abuse, harass, stalk, threaten or otherwise violate the legal rights of others  

 Are racist, sexist, homophobic, sexually explicit, abusive or otherwise objectionable  

 Contain swear words or other language likely to offend  

 We know or suspect may break the law or condone or encourage unlawful activity. 
This  includes publishing, posting, distributing or disseminating any defamatory, 
infringing, obscene, indecent, misleading or unlawful material or information  

 Advertise products or services for profit  

 Are made to appear as if they have been posted by someone else  

 Repeatedly post the same message, or are unrelated to [Insert brand name] - ‘spam’  

 Include personal contact details such as telephone numbers, email and postal 
addresses  

 Describe or encourage activities which could endanger the safety or well-being of 
others, including the abuse of alcohol  

 Are made by a person under the legal drinking age, or include a photo that features 
someone who is (or appears to be) under 25  

 Portray over-consumption or irresponsible drinking in a positive light  

http://www.tapintoyourbeer.com/
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Twitter  

Twitter age verification   

An age gateway is mandatory on Twitter. 

Please note that a user will only have to pass through the age gate once. If they have already confirmed 
that they are of legal age for another brand (or category such as gambling) then they will not have to do 
so again in order to follow your brand.  

The user must enter their full date of birth to join the brand page 

Twitter has a basic and an enhanced age gate. Our preference is for the enhanced version since users 
can enter their date of birth directly at the time of follow. However, you first need to set up the basic 
version.  

1. To do this, you will need to register via https://age.twitter.com/.  After completing the form, you 
will receive an email from Buddy Media (Twitter’s technology provider for the age gate) with 
instructions on how to complete the process.  

2. Users have 24 hours in which to pass through the age gate after requesting to follow an account. 
During this period they will still see your tweets but will then be blocked after 24 hours if they 
have not confirmed their age.  

3. Existing followers of a Twitter account will not be affected. Only new followers will be asked to 
complete their date of birth. They will be sent an email and a Direct Message with a link to follow 
in order to verify their age.  

Once you have set up the basic age gate, you can switch you to the enhanced version.  

The enhanced version means that an age gate is embedded directly within the Follow process.  

Instructions for setting age-gate: https://support.twitter.com/articles/20169945  

 

 Twitter Responsibility Messages  

 The bio section must contain the message “brand name twitter account for 18+ only”  

 Where possible tweets must include “tweets for 18+ only”  

 Desk top application: www.tapintoyourbeer.com, and ‘no under 18’ token to appear on the top 
left hand side of background image.  

 Auto-response messages should be sent to all followers and include the copy “No <18. Enjoy 
Responsibly.”  

 All brand images posted in Twitter must contain the ‘no under 18’ logo 

  

 

  

https://age.twitter.com/
https://support.twitter.com/articles/20169945
http://www.tapintoyourbeer.com/
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Websites 

 An age gateway is mandatory on every brand website, temporary web presence, or where the 
brand is in control of content on the site (i.e. does not apply to branded 3rd party sites) 

 The user must enter their full date of birth to enter the site 

 The Responsible Message “For people over the age of 18 only” must appear on the age gateway 
in the standard format  

 “Don’t Drink and Drive” is to be used in an instance where a motor vehicle is depicted (e.g. win a 
Golf GTI) 

 

 Subsequent pages must feature www.tapintoyourbeer.com (or equivalent) the no under 18 token  
and the Industry Association logo in countries, where this is applicable. (Note for SA - subject to 
updates) 

 

 

 

 

Web digital and mobile only   

All brand web digital platforms must show a link to www.tapintoyourbeer.com 
The following 3 responsibility messages should be used for web digital platforms in the standard format:   

 

 

Mobisites 

 The “no under 18” token must feature on Mobi sites. 

 The size of the token must remain static at 35px and must appear at the bottom, centred 
aligned on mobi sites and at the bottom, right aligned on website banners. 

  

 This must appear on the footer, size 35px x 35px, right aligned  
 The industry association logo must link to the relevant website 
 The industry association logo and token must scroll with the page and 

be permanently visible 
 It must be visible on a monitor with resolution 1024x768 

 

http://www.tapintoyourbeer.com/
http://www.talkingalcohol.com/


 

 

30 |   

  

Africa Commercial  
Communication Code 

 

 

Mobile direct communication  

SMS and Mobile text messaging 

 Outbound communication must only be sent to an existing database where the user’s date of 
birth is known 

 Copy must be added to each outbound message that reminds the recipient that the message 
must not be forwarded to people under the age of 18. Copy to be used: “DON’T FWD 2<18” 

Mixit 

 Age verified accounts block viewing and interaction with consumers under 18 

 Any images or media that are provided from the account are only sent to users over 18 

 The no under 18 token should be used on all images and if possible “DON’T FWD 2<18” 
message should follow 

Email 

 The Responsibility Message and www.tapintoyourbeer.com  must be applied to the footer of all 
emails (including html and text) 

 The standard format for the Responsibility Message must be used with exception of the white 
block being 10% of the height, it should be 75px. 

 Email attachments must also include the Responsibility Message 

 Emails may only be sent to recipients where it has been verified that they are over the age of 18 

 

YouTube 

YouTube age verification   

 YouTube enables advertisers in age-sensitive categories, such as alcohol, to prevent users with 
a declared age below Legal Purchase Age (LPA) in their market from viewing ads and content. 

 Age-Gating can only be enabled on YouTube channels that have been upgraded to a Brand 
Channel. This can be requested through your You Tube representative and takes place over the 
weekend – an upgrade request sent in by Thursday afternoon will be ready for use by Monday 
afternoon. 

 You can age-gate at both video and channel level, but there are different processes for each.  

 Age-Gating at channel level only affects access to the channel page. It does not automatically 
age-gate the videos on that channel – you need to enable this separately. 

   

http://www.tapintoyourbeer.com/
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YouTube brand channel age-gating  

Channel level age-gating 

 Once your channel has been upgraded, log-in as normal to YouTube.  

 Access your channel settings by clicking on your username in the top-right corner of the screen, 
and selecting ‘My Channel’. 

 Then click on ‘Channel Settings’ in the top left-hand corner.  

 Once in channel settings, navigate to the info and settings’ tab and look for ‘Conditional 
Redirections’. 

 In this box, you need to enter ‘rules’ to enable age-gating for the channel pages. The rules 
should follow the following format:  

LOCATION,AGE, REDIRECT_LOCATION 

 So, to exclude users who are under LDA – in SA the age of 18, you would enter  the following 
code: 

_ZA,<18,_block 

 Once you have set up the rules, be sure to click ‘Done Editing’ in the top-right corner. The 
channel will now be fully gated per your rules. Users who meet these rules will go straight to the 
channel without seeing an age-gate; users who do not will be blocked. 

 Users who are not signed-in will be prompted to log-in or sign-up whenever an age-gate is set at 
channel or video level. 
 

YouTube Responsibility Messages  

 An age gateway is mandatory on YouTube  

 Desk top application: www.tapintoyourbeer.com and the ‘no under 18’ token to appear on the top 
left hand side of background/main image.  

 Video content must apply same rules as television content, that is, video content must contain a 
responsibility message that is 15% of the total height of the execution.  

 One of the following standard web digital messages may be used for web video content:  

 

 
  

http://www.tapintoyourbeer.com/
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General guidelines for other web digital media 

All static background images or images used on secondary sites (banner ads etc.) must include one of 
the 3 responsibility messages and www.tapintoyourbeer.com  

Where possible auto-response age disclaimer must be sent to all new followers. 

People who fail the age verification process should be redirected to a social responsibility site for 
underage.  

 

Digital communication media placement 

Banner advertisements and other paid-for advertising may only be placed in locations where a minimum 
of 70% of the audience is reasonably expected to be of legal drinking age based on the best available 
data. 

A placement will be considered reasonable if the audience composition data reviewed prior to the 
placement satisfied the placement criteria and was the best available data for that medium at that time. 

If content can be downloaded, or a site accessed, direct from the advertisement, an age verification 
process must be applied. 

  

http://www.tapintoyourbeer.com/
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Responsibility messaging  

Standard layout 

This layout is standard and valid across all media formats. This is the minimum standard to be applied, 
where industry association and / or regulation is the more stringent, the latter will apply. 

 Arial and Bold must be used as the standard font 

 True Type Title casing must be used 

 A white block with a black rule at the top of the block must be used as a holding block for 

the text line 

 The holding block must occupy 15% height of the type safe area at the bottom of the 
page 

 The text line within the holding block must be run as one unbroken line (it may not wrap on 
to another line unless the visibility of the text is hindered) 

 The text line must fill up the holding block as much as possible and be horizontally and 
vertically centred 

 

 Example of Responsibility Message 
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Responsibility Message execution example 

 
 

Responsibility Message layout specifications  
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Responsibility Message execution specifications 

 
 
 

Television 

 Advertisements may not be transmitted in the commercial breaks immediately before, during 
or immediately after children’s programmes on television or radio. 

 Advertisements will not be placed in any medium that is aimed specifically at children. 

 Advertisements are to be either preceded or followed by a responsible messaging rider. 

 In addition to all of the above, the following rules apply to advertisements in the television 

medium: 

a. Programmes with a verifiable 30% or more viewership of persons under the legal drinking 
age may not contain alcohol beverage advertisements (this is the so-called 70/30 rule). 

b. Alcohol beverage advertisements must meet the watershed times according to local 
broadcast regulation, self-regulation and legislation.  Discuss with Legal and Corporate 
Affairs. In South Africa, the following is applicable: 

 Alcohol beverage advertisements may only be broadcast between 19h00 and 
06h00 from Monday to Friday. 

 Alcohol beverage advertisements may only be broadcast between 12h00 and 
06h00 on Saturday and Sunday. 

c. In the case of sporting events where the main sponsor is an alcohol beverage company, 
the 70/30 rule outlined above and the watershed restriction provided for above, will still 
apply for the broadcast of alcohol beverage advertisements. 

d. All alcohol beverage advertisements on television will contain, as a minimum, the 
following statement: “Not for Persons Under the Age of 18”. 

e. The last five seconds of any television advertisement should feature the underage 
statement, read in a voiceover in the same language as the main message.  This does 
not apply to 5" and 10" strings  

TV and cinema only (including internet TV) – the ENTIRE DURATION of any TV or 
cinema ad must feature the Responsible Message in the Standard Format  

f. The voice should be clear, audible and unrushed, and may be a different voice to that 
used in the main message. 

g. The minimum specifications for the statement referred above – are as follows: 

i. Arial bold is to be used as the standard font. 

ii. True Type Title casting is to be used. 
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iii. The statement must be visible and legible and placed at the bottom of the 
advertisement as per the specifications  

iv. A white block with black rule at the top of the block is to be used as a holding device 
for the underage line. 

v. The block should be 15% of the height of the advertisement. 

vi. The statement is to run as one unbroken line. 

vii. The whole duration of any TV advertisement should have the statement in the above 
format. 

viii. “Enjoy Responsibly / Drink Responsibly” or a similar message may be included as 
part of the underage statement, depending on the execution and providing it does not 
detract from the underage statement 

 

Cinema  

 Advertisements may not be transmitted in the commercial breaks immediately before, during 
or immediately after children’s programmes on television or radio. 

 Advertisements will not be placed in any medium that is aimed specifically at children. 

 Advertisements are to be either preceded or followed by a responsible messaging rider. 

 The 70/30 rule will apply.  Compliance with this rule is achieved through contractual 
agreements between members and cinema owners. 

 Companies responsible for the selling of cinema advertisement will be required to submit film 
titles to the SDCC and / or industry association, along with a qualitative assessment of the 
audience profile in terms of the 70/30 rule.  Note, South Africa requires submission to 
aware.org. 

 All alcoholic beverage advertisements in the cinema will contain the statement: “Not For 
Persons under the Age of 18”. 

 The minimum specifications for this statement are the same as those applicable to television 
advertising 

  

Television and Cinema 
only (including internet 
TV) execution 
specifications 

 

The entire duration of any 
TV or Cinema Ad must 
feature the Responsible 
Message in the Standard 
Format 
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Outdoor (including outdoor digital screens) 

As viewership age profiles are not available for this medium, the following rules will apply: 

 No billboards advertising an alcoholic beverage brand or product will be placed within 500 
metres,  of schools, community centres or places of worship. Specifically non-product, 
responsibility advertising is not included in this provision. 

 In the case of building wraps and billboards larger than Super 96 size, no alcohol beverage 
advertisement will be placed within 500 metres of schools, community centres or places of 
worship. 

 All alcohol beverage statements on all outdoor media, including digital screens, must contain 
one of the following statements, on an equivalent basis: “Not For Persons under the Age of 
18” or “Be Responsible. Don’t Drink and Drive”. 

 The minimum specifications for the statements referred above are: 

a. Arial bold is to be used as the standard font. 

b. True Type Title casting is to be used. 

c. A white block with black rule at the top of the block is to be used as a holding device for 
the underage statement. 

d. The block should be 15% of the height of the advertisement. 

e. The block must be at the bottom of the advertisement and must run the entire width of 
the advertisement. However, for large formats such as landscape wraps, the underage 
statement must appear at 20 metre intervals on every wrap face. 

f. “Enjoy Responsibly / Drink Responsibly” or a similar message may be included as part of 
the underage statement, depending on the execution and providing it does not detract 
from the underage statement. 

 

One of the below messages must be used on every billboard execution in the standard format  
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Print 

 

 Advertisements will not be placed in any medium that is aimed specifically at children. 

 Advertisements are to be either preceded or followed by a responsible messaging rider.  

 The 70/30 rule will apply.  The proxy for the age profile will be the same as that used for the 
radio medium. 

 All advertisements in print will contain, as a minimum, the following statement: “Not For 
Persons under the Age of 18  

 The minimum specifications for the statement referred above are as follows: 

a. Arial bold is to be used as the standard font. 

b. True Type Title casting is to be used. 

c. A white block with black rule at the top of the block is to be used as a holding device for 
the underage line. 

d. The block should be 15% of the height of the advertisement. 

e. The block must be at the bottom of the advertisement and must run the entire width of 
the advertisement. 

f. Where the advertisement covers more than one page – for example a four-page foldout, 
the statement must be displayed on each page. For a gatefold, DPS, half page, the 
responsibility line must be on each page.  

g. “Enjoy Responsibly / Drink Responsibly” or a similar message may be included as part of 
the underage statement, depending on the execution and providing it does not detract 
from the underage statement. 

 

The responsibility message must feature in the Standard Format 
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Advertorials 

All advertorials must carry the underage statement as specified for print media 

 

Radio 

 Advertisements may not be transmitted in the commercial breaks immediately before, during 
or immediately after children’s programmes on television or radio. 

 Advertisements will not be placed in any medium that is aimed specifically at children. 

 Advertisements are to be either preceded or followed by a responsible messaging rider.  

 As the current measurement of listenership only profiles an audience of 16 years and above, 
such a profile serves as a proxy for those under 16 years of age. 

 For alcoholic beverage advertisements on radio, the 70/30 rule will apply.   

 Alcohol beverage advertisements must meet the watershed times according to local 
broadcast regulation, self-regulation and legislation.  Discuss with Legal and Corporate 
Affairs.  

 For South Africa the times the following is applicable: 

Alcoholic beverage advertisements will only be broadcast between 19h00 
and 06h00 from Monday to Friday. 
Alcoholic beverage advertisements will only be broadcast between 12h00 
and 6h00 on Saturday and Sunday. 

 In addition to the rules above, advertisements for broadcast on radio must take into account 
the programme’s appeal to youth, based on verifiable profile data, the programme 
presenter’s profile and the profile of the audience call-ins. 

 All advertisements on radio will contain, as a minimum, the following statement:  
“Not For Persons under the Age of 18”. 

 The minimum specifications for this statement are: 

a. The last five seconds of any radio advertisement should feature the underage statement, 
read in a voiceover in the same language as the main message. 

b. The voice should be clear, audible and unrushed, and should be a different voice to that 
used in the main message. 

c. Enjoy Responsibly / Drink Responsibly” or a similar message may be included as part of 
the underage statement, depending on the execution and providing that it does not 
detract from the underage statement. “Enjoy responsibly. Not for persons under the age 
of 18” 
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The last 5 seconds of any Radio Ad should feature the Responsible Message in a clear, unrushed 
voice in the same language as the main advertising message. Preferably the voice of the 
message should be different from that used in the advertisement 
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Below the line 

Where the Responsible Message can be applied the Standard Format must be used. A graphic token 
may be used where the line cannot be applied due to size, shape or material constraints. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Brand homes – additional rules  

This section of the Code applies to production facilities that are licensed to sell alcoholic beverages 
directly to the public or to provide products free for promotional purposes 

1. Public road signage 

All billboards and other signage (excluding official brown-coloured government tourism signs and flags) 
must include the following message: “Be Responsible. Don’t Drink and Drive”. 

2. Directional on-site signage 

Brand Home entrance and exit signage must include the message: “Be Responsible. Don’t Drink and 
Drive”. 

3. Printed material 

a. Notices on tasting room tables, coffee tables, bars, etc. must include the “Be Responsible. Don’t Drink 
and Drive” message. 

b. All other printed material (i.e. posters, brochures, flyers, pamphlets) must include the “Not For Persons 
Under The Age of 18” message, plus the other messages in rotation, if and where possible. 

c. The block containing such a message should be 15% of the height of the printed material. 

4. Advertising, including websites 

a. All advertising on secondary websites must include the “Not For Persons Under The Age Of 18” 
message. 

b. The “Be Responsible. Don’t Drink and Drive” message must be included as part of the signature on all 
e-mail correspondence. 

Responsible Message at 15% sizing protocol must be UNIFORMLY APPLIED to all:  

 Paper and a board  

 Coasters  

 A-Frame Banners 

 Teardrop Banners 

 Wraparounds 

 Sandwich boards  

Where the Responsible Message cannot be applied on a functional item due to size, 
shape or material constraints, a graphic token may be used. Examples of elements 
include: 

 Fabric & PVC tablecloths 

 Tray 

 Placemat 

 Glassware 

 Ice bucket 

 Bottle openers 

 Umbrellas 

 Gazebos 

 Flags 

 Inflatables 
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c. Whether or not to include the underage disclaimer, or responsible consumption of alcohol message on 
merchandising display stands and other merchandising material supplied by head office brand marketing 
teams, will be at the discretion of that brand team. 

d. Similarly, the inclusion of such messages on retail merchandise such as souvenirs available for sale to 
visitors shall be at the discretion of the brand team. 

 

Media Definitions  

 (Not an exhaustive list) 

Paid media 

Paid media refers to placement that is intended to promote a product, service, website, piece of 
content or anything else that an advertiser wants makes payment for in order to draw attention for 
promotional and/or commercial purposes. This can be tracked and measured. Includes any form of 
payment, compensation, reward or benefit, including barter/material exchange. 

Examples: 

 Television commercials, infomercials or advertorials 

 Cinema commercials, infomercials or advertorials 

 Radio commercial, infomercials or advertorials 

 Product placement that has been paid for by brand or for which and form of material 
exchange/consideration has taken place 

 Billboards and Printed advertisements that have been paid for in magazines & newspapers 

 Digital and Social media promotional content or communications in all forms 

Owned media 

Any physical or digital asset owned by and/or in respect of which the content is controlled by the 
relevant brand in general. This includes websites, microsite and social network, branded community, 
a digital or other application and pieces of branded content. Owned media also includes physical 
property in which branded content is contained like delivery trucks, vending machines, retail space, 
tickets to events, printed material used for promotions at events or in outlets. This can also be 
tracked and measured. 

Examples: 

 Brand Websites, Microsites 

 Brand Mobisites 

 Social networks (Facebook, Twitter, YouTube, Memeburn, Pinterest, Google +) 

 Delivery vehicles 

 TV units in outlets 

 Trade marketing material in retail 

 Material that is printed for the brand by the brand (tickets to events, invitations etc.) 

Earned media 

Earned media refers to brand-related consumer actions and conversations such as P2P or P2B 
interactions and user-generated content. These have traditionally happened offline but more and 
more earned media is being generated online. Publicity gained in connection with promotional 
efforts that are not owned or paid for by the brand or company. Earned media is brand noise and 
coverage that can’t be bought. This can also be tracked and measured. 

Examples: 

 Consumer engagements on social networks like Facebook, Twitter, YouTube, Memeburn, 
Pinterest, Google + 

 Blogs and consumer-owned microsites which may or may not allow for engagement 
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 Newspapers, magazines, television programmes & radio programmes that give you 
coverage that has not been paid for or in respect of which no material exchange has taken 
place. 

Shared media 

Shared media refers to public participation in content creation. It is possible to invite public 
participation and still have a measure of control over the outcome and use of the content. This 
includes user-generated content, but is distinct from “earned media”. 

Examples: 

 Consumers creating brand content on social networks or in any other physical or digital 
format 

 Consumers creating brand content as part of a brand promotion which is picked up by 
media agencies and the placement is not paid for by the brand. 

Incidental media exposure 

Exposure that is devoid of any intentional effort to promote brand information. Brands are usually 
never involved in incidental media by virtue of it being ‘incidental’ i.e. not intended, but arises 
indirectly/in a supplementary way, by virtue of being present/associated with another form of 
communications/media. 
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