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Preface
The Dutch producers and importers of beer, wine and spirits are cooperating in STIVA. STIVA
makes an active contribution to promoting a responsible alcohol consumption and wellconsidered alcohol advertising. This yearly report provides an overview of a number of important
facts and developments in the area of alcohol and society and self-regulation. STIVA thinks it is
important to communicate clearly on this.
STIVA is looking back on a fascinating year, in which we spent a lot of time and energy on the
creation of a new Advertising Code for Alcoholic Beverages. In particular the part of social media
was very interesting, especially because of the various sparring sessions with advertising agencies
and marketeers. STIVA is proud of the fact that we are the first sector in the Netherlands that has
taken its responsibility by including some rules for digital marketing in its Code.
In addition we carefully followed the discussion on the new Alcohol licensing and catering act
(Drank- en Horecawet). Some good steps are being taken to further push back alcohol abuse, in
particular by young people. At the same time STIVA finds that in day-to-day conversations, parents
are also much more aware of their role as far as preventing excessive alcohol consumption by
their children is concerned. This is again a positive development we witnessed in 2011. In this
international version of our yearly report 2011 we included some studies which were published in
2012. This deviates from STIVA in a nutshell such as it was published in the Netherlands, but
has the advantage that it offers insight into a number of current developments in the Netherlands.
For example, the number of heavy drinkers in the age group from 16 up to and including 19 years
decreased from 12,7% in 2010 to 9,0% in 2011. Binge drinking (5 units or more in a certain place)
among 12-year-olds fell from 17,5% in 2003 to 3,3% in 2011. STIVA hopes that these results will
continue in 2012 because of good self-regulation and by public private cooperation.
Peter de Wolf,
managing director of STIVA
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Facts and figures Alcohol consumption
More and more Dutch take our slogan ‘Enjoy, but drink in
moderation’ to heart. To us this proves that giving advice and
providing good information leads to more awareness.
And this, on its turn, leads to healthier behaviour.

The average alcohol consumption is decreasing
In 2000 the average number of litres of pure alcohol per capita was still 8,2 litres; In 2011 this
average dropped to 7,5 litres (-8,5%). The total decrease in the number of litres of alcohol per
capita in 30 years (1980-2011) amounts to 16% in total. Among the different types of alcoholic
beverages we see that the consumption of wine has increased while the consumption of beer
and especially spirits is decreasing. In 2012 the Central Bureau for Statistics (CBS) figures of
the “Leefstijlonderzoek” (Health Interview Survey) 2011 were made public. From this it appears
that the percentage of heavy drinkers in the Netherlands stay unchanged 9,4%. This means that
the major part of the Dutch consumes alcoholic beverages in a responsible manner. This trend
matches with the development in the consumption of low alcohol and non-alcoholic beer,
because here we can see a substantial increase in 2012.
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The consumption development of alcoholic beverages per head of the Dutch population in %

Consumptieontwikkeling van alcoholhoudende dranken per hoofd Nederlandse bevolking (index)
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STIVA believes that the current approach of enforcement,
education aimed at parents and public private cooperation is
the best way to reduce alcohol abuse among young people even
more in the coming years.

Alcohol consumption by young people is decreasing
The statistics from the past 10 years show that Dutch youngsters are drinking less alcohol.
This is reflected in all comparative studies by independent parties such as the Trimbos Institute
and the CBS. Furthermore, in 6 years time the average age of onset has increased by 2 years,
namely from 12 to 14 years.
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The diagrams alongside show the figures
of the Peilstation-survey that was published in 2012 a recurring survey among
more than 7000 pupils aged 12-15 years.
What is striking is the decline of young
people who ever drank alcohol and who
took part in binge drinking in the last
month.
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Simultaneously we see that unfortunately
there is an increase in the number of
registered cases of alcohol intoxication.
Of course, each of the reported cases of
alcohol intoxication is one too many.
However it concerns a small group,
namely 0,07% of the age group from
12 up to and including 15 years and is a
paradox with the development that the
Dutch youth are drinking less, later and
less often.
Nevertheless, STIVA follows this
development with concern.
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International comparison
The average alcohol consumption in the Netherlands is
considerably lower than the European average.

Average European alcohol consumption
The average European alcohol consumption is 12,45 litres (15 years and older). In the Netherlands this is lower, namely 9,73 litres. In the surrounding countries such as Germany (12,87) and
Belgium (12,00) the consumption is higher as well. In Sweden and Norway the non-registered
consumption is three times higher than in the Netherlands.

Drinking pattern
As regards drinking pattern - as considered by WHO - the Netherlands scores a 1 on a scale
from 1 to 5 (where 1 is the least risky drinking pattern and 5 is the most risky drinking pattern).
By way of comparison, Norway and Sweden both score a 3.

Young people
The HBSC study is a large international study into the health and wellbeing of children in Europe
and North America. This study is carried out every four years in cooperation with the World
Health Organisation. In 2009 the study was carried out in 39 countries among 11-, 13- and
15-year-old pupils. This study showed that Dutch 11- and 13-year-olds belong to the top 5 of the
most moderate drinkers.
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Weekly alcohol consumption
1% of the Dutch 11-year-olds drinks alcohol on a weekly basis, while in the rest of the countries
this is an average of 4 %. From the 13 year-olds, 4% drinks alcohol on a weekly basis, while the
average is 8%. With 22%, the 15-year-olds score about the same as the international average.
Drunkenness
1% of the Dutch 11-year-olds has been drunk twice or more, while the average is 2%. With the
Dutch 13-year-olds, this is 3%, as opposed to the international average of 9%. And with the
15-year-olds this is 18%, while the international average is 32%. Dutch young people are in the
top 3 of countries where young people are drunk the least often.
At the same time with the Peilstation-survey (Monitoring Research), data have been collected for
the international ESPAD research. From this European research among 15- and 16-year-olds in
37 countries it appears that the Netherlands are doing well. The Netherlands scores better than
average on ever drank and drunkenness. Countries such as Germany, Denmark and the UK
score considerably worse. The Netherlands scores below average on alcohol abuse during the
last month and the quantity of alcohol that one drank during the last opportunity. On this part
countries such as Sweden, Finland and Norway score worse than the Netherlands.
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International comparison The 2011 ESPAD Report - Lifetime prevalence
International comparison The 2011 ESPAD Report
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International comparison The 2011 ESPAD Report - Month prevalence
International comparison The 2011 ESPAD Report
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STIVA believes that the combination of good education and
enforcement is the best way to prevent alcohol in traffic.

Number of alcohol incidents in
traffic drops

Development of offenders of the alcohol limit in %
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Since the introduction of the Bob
campaign in 2001 there has been a
decline in the number of alcohol
incidents. The number of fatal traffic
accidents involving alcohol dropped
from 280 in 2001 to 105 in 2008.
The same development can be seen in
the number of road casualties (involving
hospitalization). The number of road
casualties involving alcohol dropped
from 3000 in 2001 to 2400 in 2008.
Also, the number of offenders of the
alcohol limit in traffic surveillances fell
from 4,1% in 2002 to 2,4% in 2010.
No measurement took place in 2009.
Among the group of novice drivers the
use of alcohol is also decreasing.
Thus, the percentage of offenders
fell from 4,8% in 2008 to 4,1% in 2010.
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Education and cooperation stakeholders
STIVA chooses, in consultation and cooperation with other
relevant parties, to work together on effective education to
prevent alcohol abuse.

Logo Not yet 16? Not a drop
The purpose of this logo is to make clear to both parents and young people that young people
should not drink any alcohol under the age of 16. The logo is used by all members of the Working
group on Alcohol and Youth. Participants in the Working group on Alcohol and Youth are: the
Ministry of Health, Welfare and Sport, the Ministry of Safety and Justice, the Ministry of the
Interior and Kingdom Relations, Royal Horeca Netherlands, NOC*NSF, Centraal Bureau
Levensmiddelenhandel (Dutch Central Office of Food Trade), Trimbos Institute and STIVA.
The logo ‘Not yet 16? Not a drop’ is obligatory for all TV and cinema commercials and all printed
messages. In 2011 a baseline study was done by the central government. This showed the
following results:
- 58% of the general public is familiar with the logo
- 63% of the young people from 12 up to and including 15 years of age
is familiar with the logo
- 73% of the parents with children from 12 up to and including 15 years
of age is familiar with the logo
- 79% of the general public thinks the logo is a good initiative
- as regards appreciation, the logo scores a 6,6 to 6,7

12

In short, these are nice results for a logo that has only been in use for one year. There is still
some room for improvement in the translation of knowledge and attitude into behaviour. This
could be improved by means of a joint campaign.

Bob campaign
The Bob campaign is a joint initiative of the Ministry of Infrastructure and Environment, the joint
producers of beer, wine and spirits and Veilig Verkeer Nederland (Safe Traffic Netherlands).
The Bob campaign promotes sober driving where Bob is the one who stays sober, so that
everyone arrives home safely. The sector makes a contribution to this campaign by financing
activities of Veilig Verkeer Nederland. STIVA also takes part in the Implementation consultation
group of Bob in which for example the Ministry of Infrastructure and Environment is also
represented.
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Self-regulation
STIVA believes in the power of self-regulation. It is an effective
and flexible instrument which offers a quick solution to changing
circumstances.

Self-regulation is a set of agreements the sector has agreed to among each other.
In the case of a well-considered alcohol advertising, these agreements have been assembled in
the Advertising Code for Alcoholic Beverages (Code). The Advertising Code for Alcoholic
Beverages is part of the Dutch Advertising Code. The advertising messages against which a
complaint is filed, are judged by the Advertising Code Commission of the Dutch Advertising
Code Authority.
An advantage of self-regulation is that the public support for it is high and that the rules are well
observed. Therefore this is an effective way of regulation. This is proved by the limited number
of allowed complaints. Self-regulation is flexible, because of which the rules can be adjusted to
new circumstances quite easily and quickly. An example of this is that in the new Advertising
Code for Alcoholic Beverages the theme ‘social media’ is also bound by regulations. The alcohol
sector is the first sector in the Netherlands that has drawn up regulations on social media
through self-regulation.
Minister Schippers of Health, Welfare and Sport (VWS) indicated in a letter dd. November 24,
2011 addressed to the Dutch Lower Chamber: “The cabinet has confidence in the effectiveness
of self-regulation and has chosen not to include any additional measures for advertising in the
renewal of the Alcohol licensing and catering act (Drank- en Horecawet)”. STIVA is pleased with
this sign of appreciation for the self-regulation of alcohol advertising.
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The activities of STIVA in
the area of self-regulation
are described below.
New Dutch Advertising Code for
Alcoholic Beverages
Because of several developments such as
new technologies and jurisprudence, a
modification of the Code was desirable.
The most important change is a new article
on digital marketing and social media.
Several sessions with professionals were
organised for this. There are also
intensifications in the area of minors, sports
and work. In the Code the guide has been
adjusted with the background and the reason
of the article and a number of practical
examples, so that it offers marketing
professionals more clearness about what is
and what is not allowed. The new Code has
come into force on January 1st, 2012. On the
renewed website www.alcoholcode.nl you
can find more information on the changes,
transitional terms and you can download the
pdf of the Code.

Pre-testing of commercials

Investigation into Youth channels

Since 2005 all television and radio commercials
are tested for any possible conflict with the
Advertising Code for Alcoholic Beverages
before transmission. Because of this the
sector can realize a very high compliance
percentage. The testing is done by a
commission that consists of a number of
representatives of the sector and by three
independent experts in the areas of
marketing, public affairs and science.
In 2011 52 television, cinema and radio
commercials were submitted to the STIVA
Testing commission for pre-testing.

Every year STIVA has an investigation done
into which radio and television channels
can be regarded as youth channel on the
basis of the viewing and listening figures.
For the coming year (January1st, 2012 up
to and including December 31st, 2012),
the television channels MTV, Disney
Channel and TeenNick have been
appointed as youth channels. For the radio
this is the channel called SLAM!FM. A youth
channel is a channel that reaches more
than 25% minors (younger than 18 years).

Monitoring of complaints Advertising
Code Commission
STIVA keeps the jurisprudence of the
Advertising Code Commission up to date and
informs its supporters on this. In 2011, a total
of 14 complaints that were related to the
Advertising Code for Alcoholic beverages were
judged by the Advertising Code Commission.
Out of these 14 complaints, 5 complaints were
not dealt with and 5 of them were rejected by
the Advertising Code Commission. By way of
comparison, in 2010 out of 37 complaints,
21 were rejected by the Advertising Code
Commission.
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Random checks of catering promotions

 STIVA Symposium Advertising Code for Alcoholic Beverages
 The new code presented by STIVA chairman Philip de Ridder

Catering promotions are promotions that are organized
by alcohol producers and importers in catering facilities
and at events. These promotions should be reported to
STIVA beforehand. In 2011 1.335 promotions were
reported, of which 129 were checked by a STIVA
Mystery Guest. Our aim is to check 10% of all catering
and event promotions and this has almost been realized;
9.7% of all catering and event promotions has been
checked. In 2011 STIVA again had a desk research done
into the possible ‘dark number’ of promotions. This
research shows that 4% of all promotions which were
carried out, are not reported. This is an improvement
with regard to the previous measurements; then the
percentage was 6%.

Symposium Advertising Code for Alcoholic
Beverages
On October 7, the yearly STIVA symposium on the
Advertising Code for Alcoholic Beverages took place in
the Machine building on the grounds of the Westergas
factory in Amsterdam. During this symposium the
modification of the code was the central point. More than
150 professionals from the alcohol sector attended this
symposium. Philip de Ridder, chairman of STIVA,
stressed the importance of the ambassadorship of all
people present. He further indicated that it is important to
be both proud of and critical towards STIVA, the Code,
your own company and yourself. Then he presented the

new code to 3 marketeers from the beer, wine
and spirits sector. Subsequently advertising
law lawyers Ebba Hoogenraad and Richard
van Schaik clarified the most important
changes of the code by means of a number of
practical examples. The afternoon was closed
with an international debate with three experts
on the international alcohol policy. By means
of a number of statements Rutger Goethart
from Heineken International, Alan Butler from
Diageo, London and Marjana Martinic from
ICAP, Washington DC shared their visions
about what the alcohol sector can expect as
regards regulations from Brussels and the rest
of the world.

Youth panel also watches all
commercials
Since May 1st, 2010 STIVA has started to
make use of a youth panel. Next to the current
testing commission, this youth panel judges
television, cinema and radio commercials in
view of the Advertising Code for Alcoholic
Beverages. The aim of this is to gain a better
insight into what young people really think
about the advertising messages and to check
whether these opinions differ from the
opinions of the current members of the
Testing commission.

Internal Workshops on the Code in
companies

Informing supporters on
developments

Employees of STIVA also give internal
workshops in companies. During these
incompany workshops STIVA gives an
explanation of the Advertising Code for
Alcoholic Beverages, what is and what is not
allowed and what this means for the activities
of professionals who are working in marketing
and sales. In 2011 STIVA gave 7 of these
workshops by which around 130 professionals
were directly reached. Among other, STIVA
visited Ab-Inbev, Bavaria, Heineken and
Flügel. In this way STIVA also takes note of
some very practical matters marketeers are
faced with.

Through our newsletters we keep our
supporters up to date on any
developments with regard to the political
climate, self-regulation and other relevant
issues. In 2011 we sent 7 newsletters.

Answering questions for advice on
advertising messages
Since 2010 STIVA has been keeping a file in
which all questions from advertisers on the
Code are noted. In this way we will gain more
insight into which questions our supporters
have and to which articles these questions are
related. In 2011 we answered more than 650
questions on advertising messages.
Most of these questions were related to
sports, price promotions, the educational
slogan or logo and social media.
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Preview of 2012 and beyond
During the coming years STIVA will keep doing its best to promote a responsible
alcohol consumption and a well-considered alcohol marketing and to suppress
alcohol abuse. During the coming year, STIVA will, besides its existing activities,
carry on with its TakeZero project in another form. TakeZero is a project which has
clearly yielded a surplus value, namely to make young people think about their
alcohol abuse and the consequences of this for their environment. In 2012 STIVA will
introduce its new name, corporate identity and logo. In addition we will launch the
renewed website www.stiva.nl and take steps to make social media a structured
part of our policy. STIVA has observed that the national agenda with regard to the
theme alcohol and society is expressly influenced from Brussels. STIVA’s goal is to
carry out its vision more in Brussels too.
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