
 
 
INDIVIDUAL PLEDGE  
 

Responsibility Deal alcohol network core commitment 
We will foster a culture of responsible drinking, 

which will help people to drink within the guidelines 
 

British Beer and Pub Association (BBPA) individual pledge 
BBPA and its members will take action to help deliver the pledge to remove a billion units 

of alcohol sold annually from the market, by the end of 2015. 

 
Pledge description and delivering the pledge 
The BBPA and its members agree to undertake one or more of the following actions and 
to report the action taken and progress on delivery to BBPA. 

1. Pub-owning BBPA members to offer a house wine below 12.5% to their 
tenants/lessees and in their directly managed pubs. 

2. Pub-owning members to actively promote lower-alcohol products in their pubs and 
to their tenants/lessees. 

3. Pub-owning BBPA members to offer at least one non/lower alcohol beer to their 
tenants/lessees and in their directly managed outlets. 

4. To include at least one non/lower-alcohol beer at every event undertaken on behalf 
of BBPA. 

5. BBPA to organise one event per year specifically focused on non and lower 
alcohol beers – this would be aimed at consumer and health media. 

6. To showcase non and lower alcohol beers on the Beer Genie website and through 
the Let There Be Beer campaign. 

7. Brewers (who wholesale other brewers’ products) to offer at least one non/lower 
alcohol beers to their customers. 

Ambition and timeframe 
The objective of this pledge is to facilitate the BBPA and its members to commit to taking 
sector appropriate action to help deliver the pledge to remove a billion units of alcohol 
from the market, by the end of 2015. 
Monitoring progress 
BBPA members will report the action taken and progress on delivery to BBPA.   BBPA will 
report an aggregate of delivery through one annual update on the Responsibility Deal 
website.    
Monitoring delivery of the pledge will be included in the arrangements already in place to 
monitor delivery of pledge A8 to remove 1 billion units from the market by the end of 
2015.   This is measured on an industry-wide basis, includes using HMRC clearance data 
and sales data gathered by AC Neilsen market research.   
Date of pledge launch:  July 2014 



 
 
Public health benefit expected 
Increasing the range and number of different products available gives consumers more 
choice and allows them to consider choosing a lower alcohol option which can have a 
positive impact on health by reducing the number of units consumed.  
Little stories making a big difference 
Admiral Taverns  
Admiral Taverns owns 975 leased and tenanted pubs.  
Wine: Admiral Taverns features three low-ABV wines in its Wines and Spirits Guide, all 
5.5% ABV. The company also promotes them in its in-house magazine and provide 
training to telesales staff to provide focus, particularly over the festive period.  
Beer: The company promotes lower-ABV packaged beers at 2% and 2.8% ABV. These 
are also featured in the in-house magazine. During August, the company promoted the 
lower wholesale price further, with a £10 reduction (per 9 gallons).  
Admiral has promoted standard plus beer with an increased distribution of these 4% ABV 
brands. This has led to a shift towards standard ABV (lower-strength) volumes in pubs.  
Star Pubs & Bars (part of Heineken) 
Star Pubs & Bars owns 1,300 leased and tenanted pubs 
Wine: Star Pubs & Bars has appointed two category partners to offer lower alcohol 
options at cheaper prices. Through our suppliers our lessees are offered a wide range of 
house wines which are at the lower end of the ABV scale and are cheaper, so become a 
big driver of what is sold in pubs. The company will increase promotion of these products. 
Beer: Heineken has been at the forefront of the billion unit reduction pledge. White 
Lightning Cider and Strongbow were delisted in November 2010. The ABV of bottled and 
canned Strongbow has been reduced, from 5.3% to 5%, and John Smith’s from 3.8% to 
3.6%. The company has also successfully launched Radler, a 2% Fosters cut with cloudy 
lemon.  
Mitchells & Butlers  
Mitchells & Butlers operates around 1,600 managed pubs 
Wine: M & B has moved its house wine from 13% ABV to 11% ABV, thus removing 3.7 
million units of alcohol per year. House wines make up 20% of its wine sales. 
Beer: In the financial year to September 2013, sales of lower-strength beers led to a 
reduction of 5.2 million units of alcohol across M&B pubs, restaurants and bars.  
Overall these two initiatives have reduced alcohol consumption by M&B’s guests by 8 
million units of alcohol in the last year. The company is now selling 35 million less 
alcoholic drinks per year compared to 4 years ago (a drop of 11%) and selling 5 million 
more soft drinks (an increase of 4% over the same time period).  
It is also worth noting that in the company’s biggest pub restaurant brand, Harvester, soft 
drinks make up 62% of all beverages sold. Adult diners eating out with children are less 
likely to drink alcohol.  
Marstons  
Marstons owns 1,800 pubs, 500 of which are managed and the rest leased or tenanted.  
Wine: In the managed estate, house wines are now 11% ABV which is 1.5% to 2% lower 
than the wines they replaced. Since their introduction 18 months ago, they have sold over 
700,000 bottles. Two of their most popular wines are at 9.5% and they have sold 430,000 
bottles this year. Sales of 5.5% ABV wine are 28,000 bottles since their launch.  



 
 
Beer: Marstons has supported the million unit reduction pledge by reducing the strength 
of Pedigree, its national brand, from 5% to 4.5% ABV. The company plans to reduce 
Ringwood Boondoggle to 4.2%, Scarecrow from 4.6% to 4% and Old Thumper from 5.6% 
to 5.1%. Marstons also promotes its own low alcohol and alcohol free beer.  
Punch Taverns 
Punch Taverns owns 4,900 leased and tenanted pubs.  
Wine and Beer: Between October 2009 and October 2013, cask and bottled ale and cider 
reduced in strength by an overall average of 1.5% abv and wine by 0.2% abv.  
Enterprise Inns 
Enterprise Inns owns 6,200 leased and tenanted pubs.  
Wine: Enterprise created a feature for eight different 5.5% wines on a whole page in its 
new wines catalogue. Since the launch of this category, Enterprise pubs have sold 6,600, 
6 x 75cl cases which equates to approximately 165,000 fewer units of alcohol. Enterprise 
is publishing an article in the Christmas edition of its in-house magazine on the billion unit 
reduction pledge, alongside a price promotion for lighter alcohol wines. 


