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Who is CopyClear?

✤ Established in 2003, CCCI - now CopyClear - was 
established with one purpose; to provide objective, 
pre-publication vetting for alcohol brands to help 
ensure that all marketing communications are 
compliant with the ASAI code.

✤ This is still the sole remit of CopyClear



Funding

✤ CopyClear is fully funded by the Drinks Industry - the 
brands pay, not the Agencies

✤ The CopyClear budget is pre-set by the Drinks 
Industry

✤ Funding is on a pro-rata basis and is based on the % 
number of submissions per brand, per year



CopyClear is Independent

✤ The Drinks Industry have no influence on, or input 
into, CopyClear and cannot impact on decisions in 
any way

✤ The CopyClear Board comprises representatives from 
IAPI member Agencies and AAI members; none of 
whom work with alcohol brands

✤ The CopyClear Compliance Managers are precluded 
from working with alcohol brands



What is our Mission?

✤ To enable you get your work into campaign in a way 
that is compliant with the code(s)

✤ through

✤ Clear, swift, precise and objective feedback



The Codes

✤ ASAI Code

✤ BAI General Advertising Code

✤ BAI General Advertising Notes

✤ AMCMB

✤ (drinkaware.ie)

http://drinkaware.ie
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The Scope of our Remit

✤ We look at consumer marketing communications -
across all media - for drinks’ brand activations in the 
Republic of Ireland

✤ Advertising

✤ On/Off trade

✤ Social - both owned and paid-for 

✤ Sponsorship

✤ Experiential



The Scope of our Remit

✤ We look at consumer marketing communications - across all 
media - for drinks’ brand activations in the Republic of Ireland

✤ Advertising

✤ On/Off trade

✤ Social - both owned and paid-for 

✤ Sponsorship

✤ Experiential

✤ If in doubt - submit the material anyway.



Spirit and Letter of the Code

✤ Our remit is to ensure that all alcohol consumer brand 
advertising - across all media channels - complies with 
both the spirit and the letter of the codes



Spirit versus Letter

✤ The Letter - the literalmeaning of a particular rule of 
the code.

✤ The Spirit - is the intention behind that rule.



The Team

✤ Eoghan Nolan

✤ Joe Clancy 

✤ Lynne Tracey

✤ Mags McLoughlin

✤ All are experienced advertising & marketing professionals.

✤ Rotated in order to avoid ‘group-think’.

✤ All Managers are consulted when copy is particularly challenging or 
open to different interpretation - ’30p’.



How we view the work

✤ We try to review all submissions from the perspective 
of the consumer:

✤ How are they likely to interpret your work?

✤ What is the likely consumer take-out?





Numbers of Submissions: 2003 - 2018

✤ 2003      1,972

✤ 2010      3,664

✤ 2013     3,888

✤ 2015     6,354

✤ 2017     6,823   

✤ 2018 8,318



Media Selection 2010-2018

TV OOH Owned 
on-line

Paid 
on-line

2010 763
(21%)

1,071
(29%) - 822

(22.5%)

2014 539
(8.7%)

1,498
(24.1%)

816
(13.3%)

1,325
(21.3%)

2017 458
(6.7)

1,090
(16%)

1,520
(22.3%)

2,216
(32.5%)

2018 604
(7.3%)

1,509
(18.1%)

1,707
(20.5%)

2,557
(30.7%)



How CopyClear Operates



Register with CopyClear



Upload your files



Upload your files



Upload your files



Upload your files



Upload your files





Hours

✤ Tuesday, Thursday & Friday 9:30 am- 2:30 pm

✤ At least 2 Managers on Duty

✤ Turn around time …. ASAP



How we respond

✤ When work is compliant, we provide Interim or Final
Approval.

✤ ‘30p’ introduced in late 2017

✤ When work is not compliant, we provide detailed 
feedback & cite the appropriate code reference (s).



3Op



Common Errors

✤ (Or how to ensure your ads don’t get pushed to the 
back of the queue ..)



1.  Visuals without copy 
or vice versa  



Enjoy a refreshing bottle 
of Kingfisher



Kingfisher gives you 
wings



2.  Responsibility Messaging



2.  Responsibility Messaging

Image requires Responsibility 
Messaging (RM).



Incorrect level of approval sought

3.  Incorrect level of approval sought



4. Using someone else’s log-in & contact details 



5. Multiple Submissions



6.  ’Substantiation’ box wrongly ticked



✤ We neither kill nor cure

✤ We do not provide creative solutions or suggestions



What if you disagree with the 
Managers’ decision?



Appeals Process

✤ Collaborative and resolution focused

✤ Average of 1 – 2 appeals in last three years

✤ An independent Committee reviews the material in 
light of the ASAI code

✤ Approximately a two week process



Remember …

✤ The process works best when it is collaborative

✤ Engage early and often – preferably at concept stage

✤ Use the Footnotes available on the CopyClear website

✤ Work approved for other markets is not automatically 
cleared to run in RoI

✤ Material approved by CopyClear is not automatically 
approved by media owners such as RTÉ, etc..



Also…

✤ A single piece of work may be submitted as many times as 
needed as amends are made.



The ASAI Code & 
The CopyClear Footnotes



The CopyClear Footnotes

✤ Drafted to help users of the ASAI understand the intent 
behind the 7th ASAI Code…

✤ And how the new code will be read and understood by the 
CopyClear Managers.

✤ Developed with the co-operation and approval of the code 
owners.

✤ Updated June 2019.

✤ Not binding on the ASAI nor its complaints committee.



The ASAI Code



The ASAI Code

✤ Section 9 specifically refers to Alcoholic Drinks.

✤ However, the Managers also refer to the general code, specifically:

✤ Section 1 - Definitions 

✤ Section 2 - Scope and Application 

✤ Section 3 - General Rules

✤ Decency and Propriety

✤ Health & Safety

✤ Section 4 - Misleading Advertising



Consumer Take-out

✤ Useful to understand the intent behind Mar Comms 

✤ CopyClear must ultimately consider the likely 
consumer take-out

✤ What is the communication saying about the brand?



Consumer Take-out

✤ Useful to understand the intent behind Mar Comms 

✤ CopyClear must ultimately consider the likely 
consumer take-out

✤ What is the communication saying about the brand?

✤ The likely consumer take-out is not necessarily the intended 
consumer take-out







General Rules - ASAI

✤ Marketing communications must be legal, decent, honest & truthful

✤ The Code is applied in the spirit as well as in the letter.

✤ Respect the general principle of equality

✤ Be aware of public sensitivities & avoid the exploitation of sexuality and 
the use of coarseness and undesirable innuendo

✤ Should not use offensive or provocative copy or images merely to attract 
attention

✤ A marketing communication should not encourage or condone dangerous 
behaviour or unsafe practices.







General Rules - ASAI

✤ Marketing communications must be legal, decent, honest & truthful

✤ The Code is applied in the spirit as well as in the letter.

✤ Respect the principle of equality

✤ Be aware of public sensitivities & avoid the exploitation of sexuality and 
the use of coarseness and undesirable innuendo

✤ Should not use offensive or provocative copy or images merely to attract 
attention

✤ A marketing communication should not encourage or condone dangerous 
behaviour or unsafe practices.





General Rules - ASAI

✤ Marketing communications must be legal, decent, honest & truthful

✤ The Code is applied in the spirit as well as in the letter.

✤ Respect the principle of equality

✤ Be aware of public sensitivities & avoid the exploitation of sexuality and 
the use of coarseness and undesirable innuendo

✤ Should not use offensive or provocative copy or images merely to attract 
attention

✤ A marketing communication should not encourage or condone dangerous 
behaviour or unsafe practices.







General Rules - ASAI

✤ Marketing communications must be legal, decent, honest & truthful

✤ The Code is applied in the spirit as well as in the letter.

✤ Respect the principle of equality

✤ Be aware of public sensitivities & avoid the exploitation of sexuality and 
the use of coarseness and undesirable innuendo

✤ Should not use offensive or provocative copy or images merely to attract 
attention

✤ A marketing communication should not encourage or condone dangerous 
behaviour or unsafe practices.





General Principles of the ASAI 
Code - Section 9, Alcohol





✤ The examples used in this presentation were not 
submitted to CopyClear, but were sourced from 
international examples

✤ Many of the examples would not be compliant with 
more than one aspect of the ASAI code; however, for 
the purpose of this presentation the Managers are 
focusing on specific aspects of the code.



9.5a
‘Should not state, depict or 
imply that the presence or 
consumption of alcohol can 
improve physical 
performance or personal 
qualities or capabilities’



9.5a
Improving personal 
performance



9.5a
Improving personal qualities 



9.5b
Should not state, depict or imply 
that the presence or consumption 
of alcohol can contribute to 
social, sporting or business 
success or distinction or that 
those who do not drink are less 
likely to be acceptable or 
successful than those who do.



9.5b
Linking alcohol with (business) 
success



9.5b
Social success 



9.5c
‘Should not state, depict or suggest, 
by word or allusion that the 
presence or consumption of alcohol 
can contribute towards sexual 
success or make the drinker more 
attractive. Advertisers should take 
account of public sensitivities 
regarding coarseness and sexual 
innuendo in marketing 
communications for alcohol.’



9.5c
Sexual success implicit



9.5c
Sexual innuendo



9.5d
‘Should not portray drinking 
alcohol as a challenge and 
should not state, depict or 
suggest that those who drink 
are brave, daring or tough’



9.5d
Body building - tough



9.5d
Implies bravery



9.5d
Strong men …



9.5d
Bravery



9.7a
‘Anyone depicted in an 
alcohol marketing 
communication should be 
aged over 25 and should 
appear to be over 25.’



9.7a
Bird’s eye …



9.7a
Worm’s eye …



9.7a

✤ The ASAI code requires that brands are able to 
validate that everyone depicted in marketing 
communications for an alcohol brand is over the age 
of 25 years



9.7a - One Exception

✤ ONE exception in the ASAI code:

✤ At over-18s ticketed events punters can be featured, 
provided:

✤ No brand or product is featured or held
✤ No branded clothing, hats, etc.
✤ Cannot appear to be under the influence of alcohol
✤ Only ‘images’ apply – no VOD / Facebook Live / stories etc.

✤ These images can only be posted in the context of the specific event and cannot be 
used in broader marketing communications

✤ Note – anyone employed by the brand must be over and look over 25 years



9.7b
‘Aspects of youth culture and 
treatments that are likely to 
appeal to children should not 
be used.  Treatments should 
not portray adolescent, 
juvenile, childish or immature 
behaviour.’



9.7b
Childish behaviour



9.5b
Star Wars – strong appeal to children



9.7b
Immature behaviour



9.7b
Image likely to appeal to children



9.7b
Immature behaviour
Appeal to children



9.7b
Juvenile attitude



9.7c
‘Marketing Communications 
should not feature personalities 
or characters (real or fictitious) 
that would have a particular 
appeal to children.’

[Heroes of the Young / HOTY’s]



ASAI Guidance Notes – 9.7(c)

✤ If there is ambiguity about a person who is proposed, 
then, in the avoidance of doubt, the proposed person 
should not be used
✤ 9.7(c) (c)

✤ Precluded sports teams:
✤ Irish National & Provincial rugby teams
✤ GAA Provincial & County teams
✤ 9.7(c) (e)

✤ ’Team’ is understood as including Managers, Coaches & support personnel; that is, 
anyone who is key to the performance of the team or that has a public profile 
associated with the team.



9.7c
16+ Movie with Charlize Theron



9.7c
Idris Elba - HOTY



9.7c
Professional sports folk



9.7e
‘Alcohol marketing communications should 
not be placed in media primarily intended for  
children. Advertisers should take account of 
the audience’s age profile so that marketing 
communications are communicated, so far as 
is possible, to adults. In this context the ASAI 
will have regard to the Alcohol Marketing, 
Communication and Sponsorship Codes of 
Practice, agreed by the Department of Health, 
the drinks industry, and the media as detailed 
under Other Requirements at 9.12.’

http://www.asai.ie/asaicode/section-9-alcoholic-drinks/


9.7e:  Media and Placement 

✤ CopyClear is charged with reviewing content and not 
placement

✤ The use of certain media choices may not be compliant 
with the AMCMB code.

✤ AMBCMB may be contacted directly if required.



9.7f
Digital media, including apps, 
that primarily promote an 
alcohol brand should be age 
gated through a secure and 
appropriate Age Verification 
System



9.7f
Not permitted



9.7f



9.8a
‘Marketing 
communications should 
only depict or imply the 
responsible and moderate 
consumption of alcoholic 
drinks.’



9.8a
‘dangerous’ as a descriptor of 
an alcoholic drink – not 
responsible consumption



9.8a
‘happy hour’ linked to juvenile 
behaviour – suggests lack of 
moderation 



9.8b
‘Marketing communications should 
not show, imply or encourage 
immoderate or irresponsible 
drinking or regular solitary drinking. 
This applies to the amount of alcohol, 
the numbers drinking or the way 
drinking is portrayed. 

The buying of a large round of drinks 
should not be depicted or implied’



9.8b
No explanation required



9.8b
Free-pour (spirits)



9.8b
Link to 12 pubs tradition



9.8b
‘any excuse’



9.8b – CopyClear Footnotes

✤ Natural bar scenario – 60% consuming alcohol

✤ Non-bar environment – 40% consuming alcohol

✤ Recommend that people are seen to be consuming 
non-alcoholic drinks



9.8b – CopyClear Footnotes

✤ In smaller groups of people:

✤ 3 people, 2 drinking, one not

✤ 4 people, 3 drinking, one not

✤ 5 people, 3 drinking, two not

✤ 6 people, 4 drinking, two not

✤ Recommend that people are seen to be consuming non-alcoholic drinks



9.8g
‘Marketing communications 
should not claim that alcohol has 
therapeutic qualities or that it is a 
stimulant, a mood-changer or a 
sedative, or that it is or can be 
transformative of an individual 
or a situation or that it is a means 
of boosting confidence or 
resolving personal conflict.’ 



9.8g
Boosting confidence (notwithstanding #metoo) 



9.8g
Mood changing



9.8g
Mood-changing



9.8h
‘Marketing communications should 
not depict any direct association with 
the consumption of alcoholic drinks 
and activities or locations where 
drinking alcohol would be unsafe, 
unwise or unacceptable. Where 
consumption is shown or implied it 
should not be represented as having 
taken place before or during 
engagement of the activity in 
question’. 



9.8h
So many – including dangerous 
activity



9.8i
‘Marketing communications 
should not associate the 
consumption of alcohol with 
operating machinery, driving, 
any activity relating to water or 
heights, or any other 
occupation that requires 
concentration in order to be 
done safely.’



9.8i
Close to or suggesting access to water – dangerous location 



9.8i
Direct link to the beach / water



9.8i
Safely proximate to water



9.8i
Linking alcohol to working –
band practice



Non Alcohol Product Variants 
(NAPV)



Non-Alcohol Product Variants (NAPV)

1) It should be very clear at the start and throughout a marketing 
communication that the product is non-alcoholic

a) There should be no scope for confusion over the product’s 
content from the beginning so that consumers are able to 
easily identify that the product being advertised is a non-
alcoholic product

Marketing communications for NAPV brand must be explicit and 
overt from the start (and throughout) that the brand being 
promoted is a non-alcoholic brand and must not in any way 
mislead the consumer into thinking that the brand contains 
alcohol



Non-Alcohol Product Variants (NAPV)

b) that there may be a number of ways to indicate the 
nature of the product the following should be taken 
into account

i) the context of the name of the product;

Some NAPV brands will not be directly linked to 
existing alcohol brands and some will carry the parent 
brand name and similar packaging.  Regardless, it 
must be clear that the brand is a 0.0% product.  



Non-Alcohol Product Variants (NAPV)

b) that there may be a number of ways to indicate the 
nature of the product the following should be taken 
into account

i) the context of the name of the product;
ii) and/or the content of the ad;

Marketing communications for alcohol brand often 
contain particular cues / styles / product shots 
/pouring shots that are synonymus with alcohol 
communications and so it must be clear that the brand 
is a 0.0% product



Non-Alcohol Product Variants (NAPV)

b) that there may be a number of ways to indicate the 
nature of the product the following should be taken 
into account

i) the context of the name of the product;
ii) and/or the content of the ad;
iii) and/or the media used

The media selection should be appropriate to an adult 
audience



Non-Alcohol Product Variants (NAPV)

c) Three potential scenarios are given by way of 
example:

i) Media - TV / Video-on-demand: If the product name 
clearly indicates the nature of the product , then this 
should be displayed prominently throughout the ad

ii) Media - Outdoor / Print / non-video online content:  If 
content immediately makes it clear that the product is a 
non-alcohol product, no further clarification required

iii) Media - radio:  content should make it clear at 
beginning nature of product



Media Scenarios

Some NAPV brands will not be directly linked to 
existing alcohol brands and some will carry the parent 
brand name and similar packaging.  When the NAPV is 
directly linked to the parent brand, it must be overt 
throughout the communication that this is a 0.0% 
variant.



Non-Alcohol Product Variants (NAPV)

2) If there is absolutely no doubt that the product is a 
non-alcohol product variant, then on the basis that the 
product is an alternative to alcohol, the depiction of 
activities which could be considered a risk to personal 
safety (similar to that if alcohol was being or was to be 
consumed) is unlikely to be considered in conflict with 
the code requirements at Section 9.8



Non-Alcohol Product Variants (NAPV)

3) Children 

a) Children’s media and advertising that is proximate 
to schools must be avoided

b) Advertising should not appeal to minors in either 
placement or content

‘Minors’ refers to people under the age of 18 years.  
Activities, attitudes and behaviours that are likely 
to appeal to minors or that are associated with 
minors are precluded.



Non-Alcohol Product Variants (NAPV)

4) Marketing Communications should be clearly aimed 
at people aged 18 and over.

a) Treatments that would appeal primarily to children 
must not be used;

The ASAI code identifies children as anyone under 
the age of 18 years, behaviours, attitudes and 
activities that appeal to children or that are 
associated with children are precluded



Non-Alcohol Product Variants (NAPV)

b) Anyone depicted in a marketing communication 
shown drinking or playing a significant role should 
be aged over 25 and should appear to be over 25

People under the age of 25 years can be depicted in 
marketing communications but must be playing an 
incidental role



Non-Alcohol Product Variants (NAPV)

5) Executions for non-alcohol Product Variants will not 
later be repurposed for the advertising of other brand 
variants within the company portfolio in the Irish 
market



NAPV & CopyClear

✤ It has been agreed that CopyClear will act in an 
advisory capacity with regard to NAPV

✤ NAPV brands will not require a CopyClear approval 
code

✤ From August 31st 2019, NAPV brands will not be 
required to use the CopyClear advisory service in any 
capacity.



Bloggers, Influencers and 
Ambassadors





When is ‘content' considered to be 
marketing communications?

✤ Where an advertiser makes a payment and where the 
advertiser has control over the content - that is, the 
advertiser provides direction with regard to content

✤ ASAI FAQ on Blogging, April 2018













ASAI Code

✤ 3.31: A marketing communication should be presented in such a 
way that it is clear that it is a marketing communication

✤ 5.45: Advertisement promotions should be designed and presented 
in such a way that they can easily be distinguished from editorial 
material

✤ 5.46: Features, announcements or promotions that are published in 
exchange for a payment or other reciprocal arrangement where 
their content is controlled by the promoter should comply with the 
Code



What is the role, responsibility of 
the Blogger, etc?

✤ The Blogger, etc. is effectively acting as a publisher 
and so must adhere to those responsibilities

✤ And so the Blogger, etc. must indicate to their readers 
what material is marketing communications

✤ ASAI FAQ on Blogging, April 2018



Acceptable hashtags include:

✤ #ad

✤ #sp

✤ #spon

✤ #workwith

✤ #paidpartnership

✤ #brandambassador
✤ ASAI FAQ on Blogging, April 2018



When must a # be used?

✤ If a Blogger is paid to attend an event, each post / photo etc. 
must carry a #

✤ If a Blogger is paid and shares a link for the blog post on 
their own social media channel, they must identify it as 
marketing communication

✤ If a Blogger is working with a brand, it needs to be clear 
from the beginning of the post or video that this is sponsored 
communication and the appropriate # used

✤ ASAI FAQ on Blogging, April 2018



Bloggers, Ambassadors, 
Influencers

✤ Brands need to be able to demonstrate that Bloggers, 
Ambassadors and Influencers are not potential Heroes 
of the Young (HOTY’s)



The Consumer Perspective

✤ ‘Most consumers (76%) believe influencers are often, or always, 
compensated for promoting or reviewing a product.  Respondents 
are much more likely (44% vs 8%) to find influencer marketing 
acceptable if they disclose that they are compensated. 

✤ ‘Almost a quarter (22%) have made purchases based on influencer 
recommendations and 29% indicated they would purchase based 
on such a recommendation in the future

✤ ‘A vast majority (70%) think it is important for there to be rules 
and regulations around disclosure of compensation for influencers.

✤ http://www.adstandards.com/en/asclibrary/2017ASCConsumerResearch.pdf



Thank You.


