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Alcohol labelling
could cost £136m

Gov't estimates 1% fall
in consumption

John Harrington
john.harrington@william-reed.co.uk

A proposed mandatory alco-
hol labelling code for pro-
ducers could cost the on-
trade up to £136.2m per year
in lost sales.

That Government estimate
assumes there will be a 1%
fall in consumption as peo-
ple are more conscious about
how much they drink. The
total cost to the on and off
trades would be £194m.

While the Government
admitted it’s “not possible”
to quantify the reduction, it’s
“likely” that some people
would drink less. Other esti-
mates put the impact to the
on-trade at £16.3m (0.1% con-
sumption fall) and £5.6m
(0.02% reduction).

The Government has pro-
posed a mandatory scheme
after anew report found just
15% of drinks producers
included five key pieces of
information agreed in a vol-
untary code in 2007. Other
options are do nothing or
strengthen self-regulation.

“Despite responsible
efforts from brands such as
Bulmers, Foster’s, Kronen-
bourg and the major super-
markets, overall progress on
labelling is very disappoint-
ing,” said public health min-
ister Gillian Merron. “We will
not hesitate to act decisively
if industry does not deliver.”

New code
could
seriously
harm your
business
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Health secretary Andy
Burnham said: “We have
now received assurances to
comply from most of the
major manufacturers and
retailers. I invite industry as
a whole to deliver on these
assurances, and look for-
ward to finding a way to
make this happen during the
consultation.”

But the British Beer & Pub

Association (BBPA) said
“considerable” progress had
been made. For example,
91% of beer cans and bottles
have unit information, 75%
have a responsibility mes-
sage, 82% have the Drink-
aware logo, 40% have the
responsible drinking guide-
lines and 31% have a preg-
nancy warning.

BBPA boss Brigid Sim-
monds said this “not only
shows the merits of the vol-
untary approach, but dem-
onstrates why Government
should continue to back the
voluntary approach as the
best way of achieving their
objective of better informa-
tion for consumers”.

However, the Govern-
ment’s concern is that only
15% have all five elements.

Meanwhile, Diageo com-
mitted to adopting the five
messages on all its packag-
ing — 200 million bottles and
cans — by the end of 2012.

Heineken UK said cur-
rently all five pieces of infor-
mation are carried on its
packaging, while Molson
Coors is “firmly committed”
to its 2007 promise.

Miller Brands UK said it
includes the information on
its outer packaging for retail
as well as on labels. Manag-
ing director Nick Miller said:
“We even stopped importing
one of our products because
ofthe complexities of putting
advice on that niche brand.”

The consultation, which
closes on 9 May, can be found
at www.dh.gov.uk.
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Minees a
arcel

Stuart Mills, founder of useyourlocal.com
talks to Jo Bruce about parcel collections,
pubs connecting with their local

communities and bringing in football fans

ccording to Google, the

word pub is entered

into the search engine
0 million times a
onth.

This super surfing of our indus-
tryes favourite three letters high-
lights consumerse continuing affec-
tion for and interest in the British
pub.

Website useyoulocal.com aims to
tap into this feeling for the British
pub and help licensees connect with
their local communities in order to
drive extra business.

Stuart Mills, founder of useyourlo-

cal.com, says: ¢t is all about helping
pubs cement their place at the heart
of their local community, ultimately
getting them more customers
through their doors, more often.

*Weere best known for our parcel
collection service, which lets people
have parcels delivered to their local
pub, but weere also a social network
for pubs that helps them to market
themselves better and communicate
with their customers.Z

He adds: «Consumers do want to
help their pubs, but pubs have to
help themselves. Itis not a magic bul-
let, but ites a very valuable tool to help

them get more people in the door.Z
Useyourlocal.com is a joint part-
nership between Mills and his former
employer Heineken UK (formerly
Scottish & Newcastle (S&N)), which
Mills describes as being his equiva-

lent of Dragonse Denes Theo Paphitis.

He says: ¢| have the freedom to oper-
ate as a separate business, but with
the backing and support there, if
needed.Z

It was an internal S&N Dragonse
Den-style competition that saw Mills
pitching his idea to the S&N board on
the London Eye. The board were «inZ,
as the dragons say, and seven months
on Millses useyourlocal.com has
1,500 registered pub members.

The highest profile element of
useyourlocal.com is the parcel deliv-
ery service. This has captured the
mediass attention and licensees pass-

This is all about
helping pubs
cement their place
at the heart of their
local community

ing parcels over the bar have fea-
tured on the Chris Evans Breakfast
Show Jeremy Vine ShaBBC Break-
fast and in the Sun Timesand the
Independent

The parcel scheme works by cus-
tomers searching for their nearest
registered pub on the useyourlocal
site. They register their parcel for
free on the site and give it a unique
code. Useyourlocal.com then emails
the licensee with the delivery de-
tails. The pub has a responsibility to
contact the parcel owner three times
by email and keep packages for 21
days. Customers are alerted to the
fact that the pub is part of the parcel
scheme through table talkers and
window stickers.

Licensees need not fear that their
cellars and store rooms will end up
overflowing with parcels as they can
set a limit on the number of parcels
they are willing to hold at any time,
and parcels are never bigger or heav-
ier than aircraft hand luggage.

Parcels are also insured up to the
value of £300, just in case any dam-
age occurs during their time at the
pub. Licensees may need to tell their
insurers that they are going to be
offering additional services, but in
most cases this shouldnet mean an
increase in premiums.

Given that there are some 40 mil-
lion unsuccessful first-time deliver-
ies every year by Royal Mail, Mills
believes licensees can offer consum-
ers a good solution.

So are brown paper packages tied
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