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Alcohol trends and responsible retailing 
 
Introduction 
The British Beer & Pub Association, along with the wider drinks industry, is committed to tackling problems 
of alcohol misuse and is doing a great deal, through voluntary initiatives and partnership.  
 
In recent years there has been a decline in overall consumption and more importantly, a number of trends 
indicating levels of harmful drinking and the effects of harmful consumption also show a decline. 
 

Key alcohol trends 
 Overall alcohol consumption in the UK (15+) has fallen 19% since the peak in 2004 and is down 9% 

since 2000. 

 The percentage of frequent drinkers fell between 2005-2012. For men, the figure dropped from 22% 
to 14% and for women, from 13% to 9%. 

 The percentage of those drinking over the recommended guidelines on their heaviest drinking day 
also fell from 2005-2012. Men dropped from 41% to 34% and women from 34% to 26%. 

 The proportion of young people in England (11-15 year olds) that have tried alcohol fell from 59% in 
2000 to 39% in 2013. 

 As a proportion of total hospital admissions, alcohol-related admissions have remained broadly flat 
since 2004 at around 1.3% of total admissions. (Public Health England caution against highlighting 
definite trends in admissions data due to changes in admissions coding methodology). 

 The number of alcohol-related deaths increased 36% between 2000 and a 2008 peak, before falling 
4% between 2008 and 2012. 

 In Great Britain, drink driving casualties fell by 45% between 2000 and 2012. 

 Alcohol related crime in England and Wales has fallen by 26% since 2001 (British Crime Survey)  

 Since 2000, in England and Wales there has been a 28% reduction in drink driving convictions. 
 

Alcohol harms - industry taking action 
The industry has taken a range of actions, both through the Public Health Responsibility Deal and through 
independent company actions, to address alcohol misuse and tackle key issues.   
 

 Alcohol labelling: the industry committed to ensure that over 80% of products sold would have 
labels with clear unit content, NHS guidelines and a warning about drinking when pregnant by 
December 2013. The brewing industry is on target to exceed this figure and is now awaiting the 
results of the final audit to measure the progress of the whole industry.     

 

 Awareness of alcohol units: the industry committed to provide consistent information on the unit 
content of alcoholic drinks in the on- and off-trade and look at communicating messages around 
drinking guidelines and associated health harms.  The BBPA worked with Drinkaware to develop a 
range of customer unit awareness materials depicting the unit content of popular drinks including 
posters, beer mats and tent cards which have been distributed to pubs. Materials with consistent 
messaging have also been rolled out in the off-trade. 

 

 Tackling under-age alcohol sales: the industry is fully committed to preventing/reducing underage 
sales, primarily through the rigorous application of Challenge 21 and Challenge 25 policies and 
campaigns. The BBPA was responsible for initiating the Challenge 21 initiative before it became a 
legal requirement for pubs. Since the campaign’s launch, the association has distributed around 
300,000 posters to pubs and made the poster freely available to download from the BBPA website. 
Challenge 21 is the most widely used and recognized age verification campaign in the on-trade in 
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England. Challenge 25 is more commonly used in the off-trade and in Scotland it is a legal 
requirement for all licensed premises. The Scottish Beer & Pub Association provides Challenge 25 
posters to companies. The industry has also supported PASS, the Proof-of-Age Standards scheme, 
which sets and maintains minimum criteria for proof-of-age card issuers to ensure that retailers can 
be happy to accept PASS accredited cards along with other permitted forms of proof-of-age, such as 
passports, driving licence and military ID.      

 

 Support for Drinkaware: The BBPA continues to support Drinkaware as the independent charitable 
trust set up in 2006 which promotes responsible drinking, and BBPA members continue to 
contribute to Drinkaware funding of around £5 million a year.  The Drinkaware website has attracted 
more than 6 million visits in the last 12 months and 300,000 people use the ‘My Drinkaware’ tracker. 
It is proven to cut alcohol consumption among the heaviest users by 20% (from 5 units per day to 3.9 
units per day). 

 

 Advertising and marketing of alcohol: the industry has supported the development of a new code of 
practice on sponsorship requiring the promotion of responsible drinking and continues to support 
the Portman Group Code of Practice on the Naming, Packaging and Promotion of Alcoholic Drinks 
which regulates all marketing of alcohol and the Advertising Standards Authority Codes which 
regulate broadcast and non-broadcast advertising. Both codes are consistent and ensure that 
marketing/advertising does not target children and that marketing/advertising is not promoting risky 
or irresponsible drinking or inappropriate messages.  

 

 Community actions to tackle alcohol harms: the industry provides both financial and in-kind 
support for partnerships schemes such as Pubwatch, Best Bar None, Purple Flag, Business 
Improvement Districts and Community Alcohol Partnerships which operate in local communities and 
bring together licensees, police and other local stakeholders to work together to share best practice, 
reduce crime and anti-social behaviour and promote a safer night-time economy. BBPA and its 
members have also been looking to engage with the selected Local Alcohol Action Areas and is 
looking at increasing support there where necessary. 

 

 Alcohol Unit Reduction: The industry has committed to help reduce the number of people drinking 
above the recommended guidelines by removing from the market, 1 billion units of alcohol annually 
by Dec 2015. BBPA member companies have pursued a range of actions on this pledge including the 
development and promotion of the low-alcohol beer category, which has seen huge growth 
benefiting from the 50% beer duty discount for beers below 2.8%, and some have reduced the abv 
of specific existing brands. To the end of 2012, beer delivered a contribution of 252 million in unit 
reduction, cider 51 million and RTDs 8 million. With three years left to report, overall the alcohol 
sector is on target to deliver the pledge by the end of 2015.  

 

Alternatives to new measures - better use of existing laws 
In additional to voluntary action being taken by companies, there are already a wide range of powers in 
place which can be used to deal with alcohol-related crime and disorder. However these are sometimes not 
used as effectively as they could be at a local level. These include: 
 

 Alcohol Control Zones: Under the Criminal Justice and Police Act 2001 local authorities have the 
power to introduce these (officially called Designated Public Place Orders), which give police the 
power to confiscate alcohol in a designated zone. 

 

 Serving drunks: Under section 141 of the Licensing Act 2003 it is illegal to serve drunks. However, 
this law is hardly ever enforced with just five convictions in 2013 and just one conviction for the 
offence of buying for someone that is intoxicated. 
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 Dispersal notices: Under the Violent Crime Reduction Act 2006, Section 27 notices can be issued to 
order individuals to leave a given area and not return for 48 hours. 

 

 Drinks Banning Orders: Also under the Violent Crime Reduction Act 2006, an individual who breaks 
the law or causes problems whilst drinking, can be banned from drinking or possessing alcohol in 
public, buying alcohol and from entering certain licensed premises.  

 

 Underage sales penalties: The Government recently increased the maximum fine to £20,000 for 
persistent underage selling at the same premises which can be just two occurrences. Authorities can 
also issue a 14-day closure order on the premises as well. Yet this level of fine has never been issued 
and there was just one conviction for this offence in 2013. Checkout staff that sell alcohol to people 
underage are also liable for a spot fine of up to £90 and a premises can receive a fine of up to 
£5,000. 

 

 Proxy purchasing penalties: It is an offence for a person to buy alcohol on behalf of a person under 
the age of 18 under Section 149 of the Licensing Act 2003. This carries the penalty of a fine of up to 
£5000, yet in 2011 there were just twenty convictions for this offence. 

 
  
For more information please contact David Wilson, Director of Public Affairs at the BBPA. 
dwilson@beerandpub.com:  020 7627 9151 
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