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GAPA Virtual Event 

Key note speakers:
Gianna Gayle Amul, Singapore: Alcohol industry Public Relations (CSR) and its implication for 
‘engagement’. https://youtu.be/dYihgbH2IjQ
Nasan Hessari Maani, UK: Alcohol industry: The elephant in the room? 
https://youtu.be/QuovT4APsJA
Paula Johns, Brazil: The role of the alcohol industry in national alcohol policy.  
https://youtu.be/_BtdNNgSn1Q
Video presentations are available on the GAPA website: www.globalgapa.org

Panel Chairs and Panellists included  
researchers, representatives of NGOs at  
national and global level and of WHO  
and other UN agencies. 

The Global Alcohol Policy Alliance Virtual Event, replacing the COVID-hit GAPC21, attracted 700 
registered participants. It was held via zoom over three days in October 2021 in three regions: Asia 
and Western Pacific; Europe, Africa and Eastern Mediterranean and the Americas and Western 
Pacific. A number of participants were able to participate in more than one region. Pre-recorded 
keynote presentations were viewed in each region followed by comments from an invited panel 
from the region.

Key themes
Key themes of the inaugural Global Alcohol Policy Virtual Event were:
• 	national and global activities of the alcohol industry illustrating their conflicting interests with 
	 public health  
• 	evidence for the best buys of alcohol policy and how to support implementation
• 	consideration of other aspects of the ‘way forward’, with a focus on the development of the 
	 WHO  global alcohol action plan, defining civil society’s policy objectives and building 
	 coalitions around them.

Day One’s theme was Industry public relations activities



Actors and strategies in industry public  
relations activities

A major dimension is the work of the global industry public relations 
organisations such as the International Alliance for Responsible 
Drinking and comparable organisations at national and regional 
level. One element highlighted was the apparent misleading of the 
public on cancer risk.

At the global level an example discussed was the WHO Foundation, 
a fund raising global entity, which has not excluded alcohol industry 
funding from its activities, despite its stated alignment with the  
Framework for Engagement with Non-State Actors. Other global 
entities accept industry funding.

Each region provided examples of a range of industry public  
relations activities designed to fit their country context in which 
engagement with government sectors and exclusion of NGOs were 
common. While much public relations activity is in form of partner-
ships with national governments, partnerships are also developed 
with civil society, other parts of the private sector and media.  
An example of partnership with the educational sector is Diageo’s 
school project SMASHED which has been implemented in many 
countries and rejected in some.

Countries differed in the extent to which the relationship between 
industry and government was normalised. In the Philippines a draft 
bill in which the role of ‘corporate social responsibility’ is legitimised 
was being challenged by public health advocates. In the African 
continent, governments’ lack of funding has supported open  
engagement with the alcohol industry taking on governmental roles 
such as funding operating theatres in Rwanda. In other contexts  
there was less normalisation of the industry involvement in policy 
but a lack of transparency about the vested interests of politicians.

Impact of the COVID pandemic

Globally, while the gap between industry “words” and “deeds” 
has become more obvious, the COVID pandemic has provided an 
opportunity for the industry to counteract denormalization processes 
by expanding their role in global health and development. Develop-
ment of renewable energy in post COVID economic development 
was being funded and supported by the alcohol industry in Africa 
and Eastern Europe.

The COVID pandemic had brought new circumstances but the 
same industry policy objectives were obvious: the industry argued 
for easing of lockdowns, and reducing restrictions on sale. Online 

     The WHO Foundation debacle  
is the direct result of High Income 
Countries underfunding the WHO  
over decades.

”
”

     The Global Fund for HIV , TB and 
Malaria are happy to take money  
from the AI.
”

”
     Block amend delay has been so 
effective in SA!” ”
     Delay by claiming that new  
research is needed.” ”
     They even find their own ‘peers’ to 
review research!” ”
     We should not sanction/tolerate 
more child alcohol grooming.” ”
     In Thailand, they try to implement 
smashed project with ministry of 
education but we voiced against this, 
then they stopped this project.

”
”

     SMASHED approached the Hong 
Kong Government years ago offering its 
educational programmes in  
schools. Fortunately, … its offer was 
not supported.

”
”

     We have seen government receive 
support from the industry for  
COVID19. These are the incentives  
that make governments blind to the 
harm, besides them being share-
holders of the proceeds.

”

”



Industry messaging

Self-responsibility as an industry public relations theme was menti-
oned frequently, as has been reported in the research literature.

Industry’s role in relation to the sustainable development goals 
(SDGs) was a commonly reported focus of their public relations 
communications and beer brands have been recognised for their 
reduction in CO2 emissions and recycling. While sustainability  
improvements in alcohol production and distribution are positive, 
their public relations value to enhance credibility in the policy  
environment was recognised as a concern.

Another key public relations framing was the industry’s contribution 
to economic strength including taxation and employment. This was 
something participants felt we need more capacity to respond to.

Vested interests go beyond the producers of alcohol products and 
include the big retailers, marketing entities including the digital  
platforms and investors

While participants described their experiences of industry public 
relations the main focus of the day was on the way we respond to 
this activity.

Set Civil Society Priorities

Setting five year priorities can be informed by what changes might 
be most painful for the industry While taxation is valuable in redu-
cing consumption, restrictions on marketing are able to denormali-
se alcohol products.

Do not underestimate our power if we work collaboratively.

sales increased markedly and the TNACs supported ‘small  
businesses’, that is, bars. The industry argued against excise taxes 
on the basis of the pandemic, asking for drops or arguing against 
an increase and in the US a decrease in tax has been made  
permanent.

Public relations and marketing were closely aligned with life in a 
pandemic with very active use of digital media during COVID  
restrictions. The role of influencers in social media included  
persuasion against COVID pandemic protections restricting alcohol 
availability in South Africa and a Buddhist monk in Brazil promoting 
the public relations theme of selfresponsibility on behalf of a beer 
company.

     What happened in the Phillippines 
under COVID is exactly what happe-
ned in South Africa!
” 

”
     Tax breaks are subsidising the  
Beer / Beverage Industry to the  
point we are actually paying public 
money into their coffers, let alone 
foregoing taxation for public service 
delivery …!

” 

”

     This alcohol industry meme of 
“Responsible drinking” sounds good, 
but is WRONG. We must fight it. Their 
message isn’t really responsible drin-
king. Their message is DRINK.  
We have to fight that.

”  

”
     I wonder do we also need to pay 
attention to the investment world.  
3G Capital, major money managers  
– who own significant shares in 
alcohol, food and tobacco. Even more 
economic power!

”

”
     I think there is an increasing  
shift to piggy back on stronger  
attention to ESG (Environmental,  
Social, and Governance) priorities  
of investors – need to increasingly 
frame promoting health within this 
context.

”

”



Global and Regional responses
The need for a global response and a call for a WHO framework 
convention similar to the FCTC was common. WHO’s response to 
the global south was key and inclusion of the equivalent of Article 
5.3 of the FCTC (which requires governments to protect policy from 
industry interference) is crucial.

WHO’s use of the frame ‘harmful use of alcohol’ was critiqued.

The Treaty on Business and Human Rights was seen as a potential 
avenue but is not moving in this direction currently. UN and global 
organisations such as the World Bank are part of the solution and 
there needs to be a complete prohibition on subsidies for alcohol 
industries.

There is value in developing regional plans and working with WHO 
regional offices and other regional organisations such as ASEAN.

National level responses
At the national level it is important not to get waylaid on national 
alcohol plans which can take a lot of energy and often reflect  
ineffective measures. It is necessary to keep a focus on legislation. 
To achieve this there is a need for consistent focus on the best buys 
and explanation as to why an individual focus is not enough.  
Legislation can also be used to curtail the public relations activities 
of the industry.

     Are there discussions happening 
around establishing a similar treaty for 
alcohol? Feels very much needed.
”

”

     Is there an opportunity for the use 
of litigation re. the alcohol industry 
harms, especially using the argument 
of rights? We see successful cases re. 
the fossil fuel industry, where govern-
ments are having to pay attention to 
their duty of care to its citizens when 
considering fossil fuel projects.

”

”

     WHO language ” Harmful use of  
alcohol” confuse general public. 
“Harmful use of alcohol” must be 
changed.

”
”

     If we all agree that there is no 
harmless use of alcohol, we should all 
influence the WHO not to use the word 
‘harmful use of alcohol ‘. 

”
”

     NGOs have been quite emphatic 
before about the need to use “reduce 
consumption” rather than harmful use, 
but it is still alive and kicking. Real 
change in the wording of goals is very 
important. This wording is included in 
the Lithuanian alcohol control law.

”

”
     The WHO regional offices as well as 
other regional bodies are well placed 
to also put some of the global policies 
in context and encourage action at 
national and local levels.

”
”

     And also working with PAHO. …
people in Latin América trust a lot 
what comes from you. So, you are the 
strongest bond for alcohol advocacy 
strategies.

”
”

     With the key role the Caribbean 
region plays in the NCD agenda,  
better take up of alcohol policy would 
be very helpful in intergovernmental 
processes.

”
”



Public Health advocacys
Key elements of our advocacy include a focus on the economic  
benefits of less alcohol, using the approach of investment cases 
which have been useful in tobacco control advocacy.

Critiquing and opposing specific examples of industry penetration 
into policy making spaces is crucial, and successful examples such 
as the response of Addiction France to wine lobbying in the  
agricultural sector were described.

Is it possible to use legal challenges ?

There is a need to respond to people’s concern that advocacy for 
effective policy is an attack on their own personal drinking and  
instead to keep a focus on denormalising the alcohol industry, with 
a major focus on the transnational producers.

Alcohol use by advocates was seen as problematic by some and 
not so by others .

Day Two’s theme was the three ‘best 
buys’ of alcohol policy
Day two’s keynote presentations were presented by three of the 
co-authors of Alcohol No Ordinary Commodity the third edition of 
which will be published in 2022. Since the first edition in 2003, this 
book has disseminated a reliable summary of what is known about 
alcohol use around the world, the role of the alcohol industry, and 
the degree to which interventions to reduce harm are supported by 
evidence of effectiveness.

The book is authored by Tom Babor, Sally Casswell, Kate Graham, 
Taisia Huckle, Michael Livingston, Esa Österberg, Jürgen Rehm, 
Robin Room, Ingeborg Rossow, and Bundit Sornpaisarn.

Key note speakers:
Prof Thomas Babor: Overview. https://youtu.be/IlEc6UpuLss
Prof Bundit Sornpaisarn: Pricing policies.  
https://youtu.be/fYHpPKVYYIk
Prof Michael Livingston: Availability.  
https://youtu.be/-IeeODdALBc
Prof Sally Casswell: Marketing. https://youtu.be/TTtiwWBDGp4

Video presentations are available on the GAPA website:  
www.globalgapa.org

     We have seen success of litigation 
in tobacco control so surely should be 
applied to alcohol control too.
”

”
     Human Rights is a very much  
underutilised component of FASD 
Prevention and redress action.
”

”
     How can we fight against the 
alcohol industry while enjoying their 
harmful products?
”

”
     Gatekeeping advocates’ personal 
actions plays into industry framing  
of personal responsibility, rather  
than structural policy framing. (I’m 
abstinent 20years+)

”
”



Pricing
Pricing policy to reduce affordability is strong alcohol policy. The 
research literature on pricing has expanded in relation to reducing 
affordability via excise tax (evaluated as the strongest approach), 
minimum unit pricing (MUP), bans on selling alcohol below cost, 
and restrictions on promotion through discounting. Excise tax is an 
effective way to reduce demand and also a form of ‘polluter pays’.

Availability
Interventions to reduce accessibility include prohibition, government 
monopolies on alcohol sales, number and density of outlets, hours 
and days of sale (including late night sales), minimum legal  
purchase age, and restrictions on purchasing and drinking of  
particular beverage types, by particular individuals and in particular 
settings. While much evidence comes from research in high  
income countries there is a growing body of research in low and 
middle-income countries and sufficient evidence to support the  
value of these interventions in those settings. In each case the  
implementation is key and will differ in different settings. The  
expansion of the digital ecology has provided a new element in  
regard to availability of alcohol with online purchase emerging  
strongly in the context of the COVID pandemic.

Marketing
Digital media has also dramatically affected the nature of alcohol 
marketing with most integrated marketing campaigns now including 
digital elements. Research on the impact of marketing has continu-
ed to demonstrate a strong effect on consumption and is likely to 
be stronger from the highly targeted digital marketing and is of con-
cern for vulnerable sectors of the population . Alibi marketing and 
‘brand stretching’ are becoming issues. There is a lack of evaluati-
on of comprehensive bans on marketing because such bans have 
not been implemented but the evidence on the effects of exposure 
to marketing supports the values of such bans . The global nature 
of alcohol marketing means that an international response will be 
required, and will be difficult to achieve without a legally binding 
treaty, such as been effective for tobacco control.

     We must use the term HEALTH tax. 
We must get the media and politicians 
to stop talking about ”sin” tax. We 
must (one voice policy) also constantly 
talk about Health tax.

”
”

     Alcohol taxation is thus an appro-
priate and powerful tool for govern-
ments to use to tackle alcohol harm, 
to achieve the SDGs and to re-balance 
health inequalities.

”
”

     In Norway the monopoly shops 
have wide popular support both  
because of the public health mandate 
and because it is well run and  
considered service oriented.

”
”

     A policy of not advertising to 
children is worthless. The only useful 
and successful way is a TOTAL ban on 
ALL advertising and Promotion and 
Sponsorship.

”
”

     Re zero beer, if the logo is there it 
is alcohol promotion. The Netherlands 
government was just convinced by 
Heineken to allow sports sponsorship 
by zero Heineken so their brand is 
everywhere.

”

”
     The problem in the EU is that bro-
adcasting of marketing is allowed from 
abroad. Leaving national legislations 
void. Sweden has had cases trying to 
address this problem. …… underlining 
the need for international response.

”

”
     Imported marketing is a challenge, 
like in Botswana where marketing 
is nationally restricted, but comes in 
through external TV channels.

”
”

     The effectiveness of any Best Buy 
is also dependent upon the regulatory 
environment/industry compliance 
system within which they are located. 
This is more than simple ‘licensing’ 
and should be acknowledged as a 
crucial prerequisite/qualification when 
promoting BB particularly those on the 
alcohol ’supply’ side.

”

”



Creating a narrative of a better world based  
on the best buys
In terms of NGO advocacy for the best buys it was suggested  
building a narrative of a better world as a result of policy imple-
mentation, using positive language about what we want rather than 
what we don’t want, is needed. In relation to this ‘new world’ the 
South African experience of reduced availability of alcohol during 
response to the COVID pandemic was cited as having provided real 
life experience of a different world; “it really changed how children 
and women experienced life in their own communities” This  
experience reinforced that alcohol is a development issue affecting 
every aspect of life. There needs to be much more dissemination of 
the best buys in relatable ways and to counter individualistic  
approaches to harm from alcohol.

Community messaging and evidence
Community based messages rather than “academic” ones are  
needed and there was discussion about the involvement of those 
with experience of alcohol problems into the collaborations which 
need to be built. Another approach being used is to increase liaison 
with journalists to increase positive coverage in the media and  
to enlist support from champions in the community. However,  
evidence and data are also crucial.

     With tobacco, people supported the 
smoke free bans measures AFTER they 
were implemented not before. We need 
to be more confident and bring positive 
visions.

”
”

     We have research showing that 
South Africans enjoyed the alcohol 
ban – it made their lives safer and less 
noisy. Even drinkers supported it.

”
”

     We must have credible scientific 
evidence – but – we have to convey it 
and sell it to politicians and legislators 
(and the public) in an easy to under-
stand, acceptable style upon which 
they will take action.

”

”

     I also believe that communities 
can be very strong influence but the 
communities need the research first 
and then we need to translate it to 
simple community messages who can 
influence the national policy making- 
so again it comes to the messaging.

”

”
     Having data is crucial. I firmly  
believe it would be helpful for us in 
Africa to collect and report on  
alcohol-related trauma routinely (even 
if just at a selected number of sentinel 
surveillance sites) – it will show the 
effect of alcohol on the health care 
system and broadly could be a baro-
meter of how well countries are doing 
to address upstream drivers of heavy 
drinking – very useful for advocacy.

” 

”

     Having a model law is a starting 
point to engage countries. It would need 
tailoring, but offers opportunity to  
ensure the inclusion of the best buys.

”
”



Economic considerations
Advocacy should not rely only on economic considerations but 
include other values. Values based advocacy is key. Arguments 
about restrictions of alcohol availability in response to the COVID 
pandemic have often centred on the economic implications. In-
dustry inflations of economic benefits need to be challenged , but 
advocates also need to keep the focus of the public discussion on 
the harms to people when effective policy is not implemented.

Economic costs are relevant for policy makers. Investment cases 
such as those on NCDs by UNDP show the value of investing in the 
policy best buys.

Building collaborations
Countries and regions differ in terms of existing collaborations for 
alcohol policy. In one Latin American country, for example, it was 
reported there is no medical or scientific participation in advocacy 
for alcohol policy and health benefits of alcohol are still being pro-
moted.. A way forward in this context is to engage health professi-
onals in public discussion about alcohol policy. There are parts of 
the globe where no NGOs exist which have a focus alcohol issues 
and this is one reason why greater support for LMICs is needed. 
Networks can be difficult to sustain and we need to find new ways 
of operating our coalitions.

     Value based advocacy is the angle 
to develop the messaging in the lan-
guage that everybody can understand 
but I think the aim needs to be “faces 
with facts” to keep the evidence based 
approach.

”

”

     The economic players overstate 
and overplay their role, importance and 
value. ….jobs are not lost because al-
cohol sales might go down. The money 
previously wasted on alcohol doesn’t 
disappear. It is spent on other products 
and goods which create jobs and gene-
rate tax income.

”

”
     And we must all remember that we 
must stay united and stick to our own 
narrative!!
”

”
     We urgently need to create a fact 
sheet with data on costs for GDP and 
send to all policy makers/legislators.
”

”

     Alcohol touches so many of the 
social and health issues that do have 
traction. We need to make the case and 
the connections across issues.

”
”

     Are the economic arguments,  
industry the same world wide. There 
are good estimates from OECD and 
Bloomberg/WHO about cost effective-
ness of taxes …..

”
”



Using SAFER
The WHO led initiative SAFER (link) was seen to be providing “fra-
meworks of what’s possible”, as already exist for some other de-
terminants of NCDs. SAFER’s promotion is key to implementing 
the best buys and regional platforms to promote its implementation 
such as that planned for Asia in 2022 will be valuable.   The five 
pillars of SAFER have been used to frame a report on the status of 
alcohol policy in Mexico to explain the need for change to politici-
ans. It was well received but the translation into legislation remains 
uncertain.

Choosing priorities from SAFER
Discussion on choosing a top priority between the five SAFER inter-
ventions recognised that price strategies and availability are about 
drinking now, whereas marketing is also about the future and a 
broader objective of denormalising alcohol products and, although 
restrictions on marketing are strongly opposed by industry, these 
still remain a strong priority.

     We need to avoid suggesting that 
single solutions will solve the problems 
related to alcohol consumption. Increa-
sing execise taxes should be part of a 
portfolio of interventions.

”
”

     To win a war on all fronts (SAFER) 
it is necessary to win a battle at every 
moment/opportunity (tax or marketing 
or intervention/treatment)… let’s not 
forget to adopt a specific strategy at 
each moment – favoring each oppor-
tune battle you have conditions to be 
won – without forgetting the whole.

”

”

     It’s a package of interventions. 
Banning advertising and Promotion 
and Sponsorships. AAPS. De-normalize 
drinking. Large graphic health  
warnings on products, raising the 
age, and cost to consumer and more, 
Of these, affordability is probably the 
most effective. We must attack it all.

”

”



Dealing with industry interference and building 
governmental support
Industry interference and the need to manage this was universally 
recognised as a major obstacle to the implementation of the best 
buys . For example, lack of implementation of best buys in Europe 
was a result of industry interference , trade agreements, and lack of 
cross-government cooperation.

While building capacity among Ministries of Health to support the 
best buys was recommended, a sole focus on Ministries of Health 
was “barking up the wrong tree” when we need to be talking to 
other sectors such as Finance and Trade ministries around tax and 
trade agreements and ministry of Agriculture, given that these are 
the sectors likely to block reform.

Protection of the best buys policy from industry interference is 
essential and requires more open discussion of conflict of interest 
and profit motive . Any engagement with the industry was seen to 
be a waste of time and, because of the industry tactic of delaying 
and blocking reform using government processes, advocates need 
to consider carefully when to disengage from processes that enable 
industry game-playing.

Setting and communicating priorities
It is necessary to speak with one voice at international level (and 
wash dirty linen in private). Priorities need to be set at national and 
regional levels that are sensitive to cultural context, however the 
extent of diversity between countries and the extent of conflicting 
interests is a argument to keep pursuing discussion on a global 
response similar to the FCTC. In all our priority setting and activities 
we must ‘leave no LMICs behind’.

     We must work toward a Framework 
Convention on Alcohol Control and par-
ticularly Article 5.3 which deals with 
industry interference in policy matters. 
It is vital, Though we haven’t yet got 
that done for tobacco. A huge lack of 
political will and industry interference 
pressure/”persuasion.

”

”
     Revealing the role of the industry 
to the public and decision makers will 
help.
”

”
     The problem is singling out the 
industry. My research establishes 
failed governance safeguards enable 
the industry to capture the industry 
regulatory process. Politicians are 
equally to blame.

”

”
     Also useful to make sure that  
governments do not include industry 
on their delegations to WHA or Codex  
– it makes a massive difference.

”
”

     We have to denounce the industry 
but also the politicians, parties (and 
governments) who are, for the most 
part, supported and supporters of the 
industry and its messages… and thus 
are deaf to any evidence and slow in 
any action that is imposed on them by 
public health and science… and they 
are an instrument of the industry to act 
at EU or WHO level without being itself 
there…

”

”
     COI is a real challenge in the con-
text of governments in the South not 
having the resources for development 
priorities. CSO is is just as challenged. 
An international policy guideline on COI 
will be very useful to assist in mana-
ging & monitoring.

”

”



Day Three’s theme was The way forward 
including response to the WHO process of 
developing a global alcohol action plan.
Key note speakers:
Professor Sally Casswell on behalf of the Global Policy Alliance: 
Global Alcohol Policy Alliance response to WHO Action Plan, and 
priorities for action. https://youtu.be/xnwWgjmWh-4
Patti Rundall: Learning from Baby milk: the importance of inde-
pendent monitoring and reporting. https://youtu.be/KBtxZZuH60M
Dr Thaksaphon Thamarangsi (Mek): The way forward – Building 
broader coalitions and keeping options open.
https://youtu.be/zZfB-jiCQq0

Video presentations are available on the GAPA website:  
www.globalgapa.org

Successful Civil Society Advocacy 
Pricing policy to reduce affordability is strong alcohol policy. The 
research literature on pricing has expanded in relation to reducing 
affordability via excise tax (evaluated as the strongest approach), 
minimum unit pricing (MUP), bans on selling alcohol below cost, 
and restrictions on promotion through discounting. Excise tax is an 
effective way to reduce demand and also a form of ‘polluter pays’.

Global Alcohol Policy Alliance Priorities
GAPA’s priorities for the coming years included de-normalise the 
marketing, PR and lobbying practices of alcohol industry and  
related vested interest entities, remaining a ‘critical friend’ to WHO, 
seeking alignments with other UN and development agencies and 
contributing to building a broader coalition among civil society.

Civil Society Engagement to Monitor WHO Recommendations 
The International Baby Food Network (IBFAN) monitors the 1981 
International Code of Marketing of Baby Food Substitutes,; this 
is included in Code on Marketing of Breast Milk Substitutes. This 
is the first international consumer protection tool of its kind. It is 
under-pinned by Human Rights instruments, and its adoption was 
opposed only by the U.S. IBFAM’s work is not about promoting 
breast feeding per se, but targets predatory marketing, and getting 
sound information to those providing infant care. This independent 
organisation is completely free of conflicts of interest and is still 
needed because marketing by the huge global baby food industry is 
increasing in some regions.

     We need to be tuned into other  
areas where ‘economic operators’  
may be given a seat at the table and 
work hard to stop it – failure to speak 
up risks further entrenching and l 
egitimising their role through ’side 
doors’. … they are actively pushing at 
side doors across health and  
development from communicable  
diseases to road safety, women’s  
rights, violence, and climate etc.  
they are e_v_e_r_y_w_h_e_r_e and 
we need to collaborate to shine a 
spotlight on whatever dark corners 
they hide in.

”

”



Networks of Networks Built on Trust and Humility
Building networks (aka coalitions or alliances) depends on under-
standing what, why and how we connect. This will create collective 
power and clear targets. We build collective capacity in order to do 
more with less and to support each other. The most valuable is a 
strategic network with a future orientation, open to new possibilities 
and achieving leverage for change. A network of networks in which 
there is a core and periphery of independent elements is strong be-
cause it withstands disruption of any specific part. Trust not control 
and humility not self-interest or brand promotion is essential to buil-
ding a network for public health. Perseverance is our secret power.

Ongoing Concerns over the draft WHO Global 
Alcohol Action Plan

Penetration by the alcohol industry
The current version of the draft Action Plan still implies the alcohol 
industry has a role in the action points. This is considered inappro-
priate at both global and national level.
Lack of management of conflict of interest

There are no obligations on the secretariat with regard to managing 
conflicts of interest. This needs to be stronger at both government 
and secretariat level but is not mentioned in the Action Plan.

Lack of reporting and accountability
Reporting is allocated very little time at Executive Board and WHA, 
so the Alcohol Action Plan needs a reporting mechanism, with re-
ports made public. If the Action Plan is adopted it will be a WHO re-
commendation and therefore detailed reporting in a standard format 
should be required and made public. The biennial implementation 
status reports of the International Code of Marketing of Breast-milk 
Substitutes are mandated by the Code itself in Article 11.7. Becau-
se the Acton Plan is not a code reporting will need to be mandated 
elsewhere.

Lack of involvement of LMICs
There is poor representation of many member states in Geneva, due 
to lack of capacity, so they are unlikely to have much input despite 
high levels of concern about the issue. Engagement with member 
states emphasising the Action Plan should respond to equity needs 
to happen quickly.

     The formulation and implemen-
tation of public health policies for  
alcohol policy should be protected 
from the alcohol industry to the  
greatest extent possible…. At the  
very least, WHO should develop a 
standalone document with specific 
guidance to Member States on how to 
protect alcohol policy development, 
implementation, and evaluation from 
alcohol industry interference.

”

”

     Maybe we can also start  
advocating that the WHO stop  
interacting with the alcohol industry? 
If they want to maintain engagement 
with the alcohol industry, including 
during the consultation processes, the 
proceedings and sessions should be 
transparent and publicly available.

”

”



Moving forward
Strengthen Human Rights approach
A “human rights approach” is mentioned in the draft action plan, 
and this needs to be strengthened. In particular, it does not  
reference the existing international human rights instruments,  
including those that relate to NCDs and thus alcohol. Strengthening 
in this way would introduce governmental accountability in human 
rights.

Another area is protection of children. Reducing exposure of  
children to alcohol marketing has parallels with other products,  
and work by WHO, UNICEF and The Lancet calls for a global 
movement to protect children, tightening national regulation of 
harmful commercial marketing, in conjunction with a new protocol 
to the UN Convention on the Rights of the Child.

Development agencies are potential collaborators but generally 
have not engaged on the need for alcohol policy .

Holding corporations accountable
There are many organisations, such as Third World Network, which 
do not work in alcohol but have useful skills and experience in 
governance and conflicts of interest, and who are in the business of 
holding industry accountable

Broader issues of corporate capitalism
People who are interested in the harms from specific commercial 
products are also interested in the health harm from the way  
mega-corporations operate more generally, e.g. Amazon (the 
company). There are pros and cons of compartmentalising the  
product issues.

Gender Issues
In gender-based violence there is an intersection of gender norms 
and alcohol norms that lead to substantial harms.

There are also significant harms to stigmatised sectors, e.g. sex 
workers, non-binary genders. Building coalitions that are inclusive 
of those usually excluded and those who understand alcohol use 
and harms through different lenses can produce a wider range of 
responses.

International coalition among indigenous people.
Consumption is high often reflecting the processes of coloni-
sation, leading to a greater burden of alcohol related health and 
social harms among indigenous peoples compared with the rest  
of the population. FASD and its impacts has had little attention,  
and incarceration rates are high. Those who are most affected by  
alcohol tend to be blamed and stigmatised.

     The importance of the reliance of a 
Human Rights as an avenue to hold the 
industry accountable. Encourage our 
policy advocacy to adopt this balanced 
approach and avoid siloing.

”
”

     A rights based approach with focus 
on children is critical.” ”

     We are involved with development 
co-operation actors and organisations 
in various countries and it is clear that 
negative alcohol industry influence in 
development is not understood and it is 
not discussed. Key global development 
agencies need advocacy to understand 
this topic.

”

”

     I have driven a change in South 
Africa to always say “Alcohol, tobacco 
and other drugs” which puts the two 
major legal addictive drugs together 
with illegal drugs.

”
”

     Human rights and child rights!” ”



Other unhealthy products
Health taxes (i.e. fiscal policies for health) as an area where we  
need to collaborate with other networks – getting the principle r 
ecognised will aid progress for all harmful products. Need to  
engage with Ministries other than Health, particularly Finance,  
as Health can’t raise taxes.

There is value in alignment with tobacco Both are addictive the  
product can’t easily be reformulated, unlike processed food.

     Alcohol is exactly like tobacco 
BECAUSE unlike the food industry, 
alcohol companies can’t change their 
products. AND harm reduction mea-
sures (0% alcohol products) are just 
another tactic to divide us and conquer. 
We should not fall into that trap.

”

”

     Thanks all. Grateful for this 
insightful forum.” ”
     Many thanks for great sessions!” ”

     Thank you for this Wonderfull 
session! So many thoughts to consider 
and continue working on!
”

”

     Thanks for such a great interaction. 
It was inspiring. Looking forward for 
a Global Framework Convention on 
Alcohol Control.

”
”

     Thank you colleagues across the 
globe!” ”

     Many thanks all!!!” ”
     This was a fantastic session.  
Congratulations to all.” ”
     Thank you very much for the 
opportunity afforded. Much  
Educated, Enriched and Enlighten by all 
Key note speakers, panelists and  
all participants. Best of Luck in all your 
endeavors.

”

”
     Thank you! This was an excellent 
learning opportunity. Keep up the 
excellent work, GAPA!
”

”

     WE SHALL OVERCOME; THE 
STRUGGLE IS ABOUT TO END.  
OUR GOLIATH ALCOHOL INDUSTRY  
WILL MEET WITH DAVID SOONER  
THAN IT THINKS.

”
”

     Thank you!” ”
     Thank you all and looking forward 
to continuing collaboration. Looking 
forward to GAPC2023!
”

”
     Thank you all. Super informative 
particularly for the newbies. Shout out 
to all the speakers from SEA.
”

”

     Perhaps we should look at whether 
GAPA can host international engage-
ments online throughout the year, 
assisting in furthering international 
engagement and collaborative support 
for the work each of us is doing in our 
various countries, waging an inter-
national struggle into a international 
industry?

”

”
     It is very important to look back at 
our approaches correct the direction 
and share the experiences and ideas 
of others. This conference was very 
important to work as a network and 
thank you for all.

”

”

Words of Farewell


