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INTRODUCTION

Alcohol advertising is subject to compre-
hensive legal regulation in Germany, par-
ticularly in the context of protection of
children and young people. Online adver-
tising also does not take place in a legal
vacuum. According to the Inter-State
Treaty on the Protection of Youth in the
Media, for example, alcohol advertising in
the Internet must not be aimed directly at
children and young people, or be particu-
larly attractive in its presentation to chil-
dren and young people, or depict them
consuming alcohol. In addition to what is
required by law, manufacturers and im-
porters of alcoholic beverages, retailers,
media and agencies assume independent
responsibility by observing the “German
Advertising Standards Council Code of
Conduct on all forms of commercial com-
munication for Alcoholic Beverages” Code
of Conduct of the German Advertising
Standards Council on Commercial Com-
munications for Alcoholic Beverages”.
First adopted in 1976 by the umbrella or-
ganisation the German Advertising Feder-
ation (ZAW) and frequently updated since
then, this applies to all forms of commer-
cial communication (online and offline). It
includes classic advertising, for example

on TV, outdoor advertising, in newspapers
and magazines, on the radio, but also
online and mobile advertising, advertising
in social networks, sponsoring, product
placement or display advertising at point
of sale. The rules contained in the Code
are the central benchmark for the adver-
tising of alcoholic beverages. They pro-
vide that everything is to be avoided in
commercial communication for this prod-
uct group which could be misunderstood
as an invitation to abuse or an incitement
to excessive consumption. Special provi-
sions apply to the protection of children
and young people.

Commercial communication and dialogue
with customers increasingly also take
place in the social media appearances of
the manufacturers of alcoholic beverages
as well as through promotional messages
conveyed by influencers on behalf of man-
ufacturers of alcoholic beverages. Social
media present special demands for re-
sponsible commercial communication.
These guidelines set out the requirements
for the application of the Code in social
media.

GUIDELINES FOR SOCIAL MEDIA
1. Age limits

In the social media channels of manufac-
turers of alcoholic beverages the available
platform-specific age limits should be em-
ployed (e.g. Option/Default value “Alco-
hol-related” [Meta], "Age restriction”
[YouTubel.

If a digital platform does not provide an
age-verification function on a digital plat-
form, an age indication must follow, that
the content is exclusively intended for
persons legally permitted to purchase and
consume alcohol.
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2. Forwarding message

In social media channels controlled by
manufacturers of alcoholic beverages
which allow the sharing or forwarding of
content, the redirection option, wherever
technically possible, must be set so that
forwarding to persons below the legal
minimum age is excluded.

If the operators of the platform do not
provide the technical possibility, or do so
only at the expense of disproportionately
high cost or effort, a notice must be in-
cluded to inform the visitor to the social-
media channel that the content is in-
tended exclusively for persons of the le-
gally required minimum age and the con-
tent must only be shared with this age
group.

3. User-generated content

User-generated content (all content - in-
cluding text, videos and pictures - not
originating from the companies publishing
the advertising but from third parties),
which will be uploaded into the digital
channels of manufacturers of alcoholic
beverages should regularly be controlled
to determine its conformity with the
Codes of the Advertising Industry (in this
case: the Code of Conduct of the German
Advertising Standards Council). Inappro-
priate content should be deleted, with ref-
erence to the Codes of the German Adver-
tising Standards Council.

In their social-media appearances, manu-
facturers of alcoholic beverages should in-
form users of this practice, provide a link
to the Code of Conduct of the German
Advertising Council and draw attention to
the fact that pictures/texts contrary to the
Code will be deleted. This can be done, for
example, as a “netiquette”.

4. Transparency

In their social-media channels, it should al-
ways be made clear by manufacturers of
alcoholic beverages that they are officially
responsible for the operation of the re-
spective offering. In addition to the neces-
sary transparency for the user, this also
provides for their own security (distin-
guishing them from “fan sites”, which can-
not be controlled by the company).

5. Influencers

The German Advertising Standards Coun-
cil Code of Conduct on all forms of com-
mercial communication for Alcoholic Bev-
erages applies without restriction to influ-
encers acting on behalf of the advertising
company. Companies must instruct the in-
fluencers working for them that the Ger-
man Advertising Council's Code of Con-
duct on all forms of commercial commu-
nication for Alcoholic Beverages must be
observed in all commercial communica-
tion published by influencers on the com-
pany's behalf.

Influencers must, at the very least, appear
to be young adults.

If the Advertising Council identifies a vio-
lation of the Code in commercial commu-
nication by an influencer on behalf of a
company, the company must request the
deletion of that commercial communica-
tion.

Example for information on Social-Media-
Channel:

“This channel features alcoholic bever-
ages and is for adults only. Do not share
with minors. We reserve the right to delete
comments that violate legal standards or
the German Advertising Council’'s Code of
Conduct.”
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