








 

 

 

 

 

 
 

 

 

 

 

 

 

 

  

  

  

  

  

  

  

  

  

 

 

 

 

 

 



 

 

  

  

 

 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

 
 

 



 

 





 

 

 

 

 

 

 

 

 

 

 

 





 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 







http://ec.europa.eu/eahf/searchForm.html


 

 

 

 

 

 

 

 

http://ec.europa.eu/health/ph_determinants/life_style/nutrition/platform/platform_en.htm


 

 

 

 



 

 

 



 

 

 

 

 

 

 



 

 

 

 

http://ec.europa.eu/eahf/searchForm.html


 

http://ec.europa.eu/health/ph_determinants/life_style/nutrition/platform/platform_en.htm




 

 

 



 

 

 

 

 Final 
  

Intermediate Reports submitted 

 Type of Forum member Number Per cent Number Per cent Number Per cent 

Advertising, marketing, media and 
sponsorship organisations 

2 50% 2 50% 4 4% 

Production and sales organisations 24 38% 39 62% 63 69% 

NGO and health professionals 6 35% 11 65% 17 19% 

Research institutes and other 0 0% 7 100% 7 8% 

Total 32 35% 59 65% 91 100% 

 



Primary target group  Total number of monitoring reports 

Policy-makers and professionals 33 

Own staff 28 

Adults (both) 22 

Adolescent/children 4 

Adult female 2 

No target group specified 2 

Total number of monitoring reports 91 
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Priority 1: 
Responsible 
commercial 

communications 
and sales

Priority 2: Provide 
adequate 
consumer 

information

Priority 3: Inform 
and educate on 

effects of harmful 
drinking

Priority 4:Inform 
and educate on 

responsible 
patterns of 

consumption

Priority 5: Enforce 
age limits for 

selling and serving 
alcohol

Priority 6: Develop 
strategy to curb 

underage drinking

Priority 7: Promote 
effective behaviour 

change among 
children and 
adolescents



Type of Forum 
member 

Priority 1 Priority 2 Priority 3 Priority 4 Priority 5 Priority 6 Priority 7 Total 
monitoring 
reports 
  

  No. % No. % No. % No. % No. % No. % No. % No. % 

Production and 
sales organisations 

21 33% 6 10% 7 11% 17 27% 6 10% 5 8% 1 2% 63 69% 

NGO and health 
professionals 

1 6% 1 6% 10 59% 0 0% 1 6% 3 18% 1 6% 17 19% 

Research institutes 
and other 

0 0% 1 14% 2 29% 3 43% 0 0% 0 0% 1 14% 7 8% 

Advertising, 
marketing, media 
and sponsorship 

3 75% 0 0% 1 25% 0 0% 0 0% 0 0% 0 0% 4 4% 

All types 25 27% 8 9% 20 22% 20 22% 7 8% 8 9% 3 3% 91 
100

% 

 



Title of commitment Owner of report Status of report  Type of Forum member 

Compendium of regulations, self-
regulatory standards and 
industry codes of conduct on 
audiovisual advertising of 
alcoholic beverages 

Egta, Association of 
Television and Radio 
Sales Houses 

Final Advertising, marketing, 
media and sponsorship 
organisations 

Self-regulation survey amongst 
sponsorship rights holders 

The European 
Sponsorship Association 

Final Advertising, marketing, 
media and sponsorship 
organisations 

Strengthening advertising self-
regulatory effectiveness 

Advertising Information 
Group (AIG; 
representing ZAW and 
WKO) 

Intermediate Advertising, marketing, 
media and sponsorship 
organisations 

Training on internal code on 
commercial communication 

Heineken International Final Production and sales 
organisations 

The placement of the French 
pregnancy logo on the back label 
of all Pernod Ricard’s wine and 
spirit brands in the EU-27 
countries 

Pernod Ricard S.A. Final Production and sales 
organisations 

Enhanced staff training on 
compliance to SABMiller’s code 
of commercial communication 

SABMiller Final Production and sales 
organisations 

Brewers of Romania Association 
– self-regulation / independent 
jury 

The Brewers of Europe Final Production and sales 
organisations 

Brewers of Sweden – enhancing 
public awareness of the self-
regulation system 

The Brewers of Europe Final Production and sales 
organisations 

Polish Brewers – self-regulation 
(part 4) – increase the coverage 
of the commercial 
communications code 

The Brewers of Europe Final Production and sales 
organisations 

Polish Brewers – self-regulation 
(part 2) – introduction of impartial 
judgements within the system 

The Brewers of Europe Final Production and sales 
organisations 

Portuguese Brewers (APCV) – 
self-regulation beer code for 
commercial communication 

The Brewers of Europe Final Production and sales 
organisations 

The Danish Brewers’ Association 
– self-regulation of commercial 
communication 

The Brewers of Europe Final Production and sales 
organisations 

Union of Brewers in Bulgaria 
(UBB) – improved compliance 
mechanism for self-regulation 

The Brewers of Europe Final Production and sales 
organisations 

Improving compliance with code 
of commercial communications 

Anheuser-Busch InBev Intermediate Production and sales 
organisations 



Title of commitment Owner of report Status of report  Type of Forum member 

Bacardi Limited marketing 
principles 

Bacardi-Martini B.V. Intermediate Production and sales 
organisations 

Commercial communications for 
beer: The Brewers of Europe’s 7 
operational standards 

The Brewers of Europe Intermediate Production and sales 
organisations 

Czech Beer and Malt 
Association – upgrade self-
regulation system for beer 
commercial communications 

The Brewers of Europe Intermediate Production and sales 
organisations 

Dutch Brewers Association 
(CBK) – assurance on self-
regulation report 

The Brewers of Europe Intermediate Production and sales 
organisations 

Polish Brewers – self-regulation 
(part 1) – increase compliance 
with the commercial 
communication code 

The Brewers of Europe Intermediate Production and sales 
organisations 

Polish Brewers – self-regulation 
(part 3) – public awareness of 
complaints procedure within the 
system 

The Brewers of Europe Intermediate Production and sales 
organisations 

The Brewers of Spain’s self-
regulation code: expanded self-
regulation 

The Brewers of Europe Intermediate Production and sales 
organisations 

Marketing self-regulation The European Spirits 
Organisation (CEPS) 

Intermediate Production and sales 
organisations 

The Scotch Whisky Association 
(SWA) code of practice for the 
responsible marketing and 
promotion of Scotch whisky: 
audit of implementation and 
code development 

The Scotch Whisky 
Association 

Intermediate Production and sales 
organisations 

www.marketresponsibly.eu European Forum for 
Responsible Drinking 

Intermediate Production and sales 
organisations 

Overview of European alcohol 
marketing regulations and 
overview of research on effects 
of alcohol marketing 

National Foundation for 
Alcohol Prevention 
(STAP) 

Intermediate NGOs and health 
professionals 



 

Title of commitment Owner of report Status of report  Type of Forum member 

Bacardi-Martini Limited: 
consumer Information 
website 

Bacardi-Martini B.V. Intermediate Production and sales 
organisations 

Reinforcing responsible 
drinking messages 

British Retail 
Consortium 

Intermediate Production and sales 
organisations 

Online dialogue: 
encouraging people to 
make informed choices 
about alcohol 

SABMiller Intermediate Production and sales 
organisations 

Consumer awareness The European 
Spirits Organisation 
( CEPS) 

Intermediate Production and sales 
organisations 

Independent evaluation The European 
Spirits Organisation 
(CEPS) 

Intermediate Production and sales 
organisations 

Programme to provide 
information to consumers 
in Europe 

European Forum for 
Responsible 
Drinking 

Intermediate Production and sales 
organisations 

To ascertain the education 
and practices of midwives 
in Member States on 
reducing alcohol-related 
harm preconception and 
during pregnancy 

European Midwives 
Association 

Intermediate NGOs and health professionals 

ICAP periodic review on 
drinking and culture 

International Center 
for Alcohol Policies 
(ICAP) 

Intermediate Research institutes and other 

 



 

 

 



Title of commitment Owner of report Status of report  Type of Forum member 

Educational contribution of 
editorial content 

European Federation of 
Magazine Publishers (FAEP) 

Intermediate Advertising, marketing, media 
and sponsorship 
organisations 
 

Finnish Federation of the 
Brewing Industry – ‘Drunk, 
you’re a fool!’ education 
campaign 

The Brewers of Europe Final Production and sales 
organisations 

La carretera te pide SIN The Brewers of Europe Final Production and sales 
organisations 
 

Employee responsible 
drinking programme 

Anheuser-Busch InBev Intermediate Production and sales 
organisations 

International Bartender 
Association server training 

Bacardi-Martini B.V. Intermediate Production and sales 
organisations 

Corporate social 
responsibility code 

Brown-Forman Intermediate Production and sales 
organisations 

Server training module Brown-Forman Intermediate Production and sales 
organisations 

Polish Brewers – drink 
driving in Poland beer 
industry program 

The Brewers of Europe Intermediate Production and sales 
organisations 

A new alcohol action 
Ireland website 

Alcohol Action Ireland (AAI) Final NGOs and health 
professionals 

Youth empowerment for a 
better life! 

Alcohol Policy Youth Network 
(APYN) 

Final NGOs and health 
professionals 

New Eurocare website Eurocare Final NGOs and health 
professionals 
 

Resource tool on alcohol 
addiction and 
homelessness 

FEANTSA (European 
Federation of National 
Organisations Working with 
People who are Homeless) 

Final NGOs and health 
professionals 

Support capacity and 
competence building 

Deutsche Hauptstelle fur 
Suchtfragen (DHS) 

Intermediate NGOs and health 
professionals 

Awareness raising of foetal 
alcohol spectrum disorders 
(FASD) 

Eurocare Intermediate NGOs and health 
professionals 

Translation and 
dissemination of ‘Alcohol in 
Europe‘ short report 

Eurocare Italia Intermediate NGOs and health 
professionals 

Building capacity for action 
on alcohol-related health 
policy 

European Public Health Alliance 
(EPHA) 

Intermediate NGOs and health 
professionals 



Title of commitment Owner of report Status of report  Type of Forum member 

Dissemination of updated 
alcohol information to 
relevant stakeholders 

European Public Health Alliance 
(EPHA) 

Intermediate NGOs and health 
professionals 

Promoting the 
understanding of alcohol-
related harm and effective 
health strategies 

Royal College of Physicians 
(RCP London) – member of the 
European Public Health Alliance 

Intermediate NGOs and health 
professionals 

Fight against alcohol-
related harm: the role of 
social insurers 

ESIP (European Social 
Insurance Platform) 

Intermediate Research institutes and other 

Safe and sober European Transport Safety 
Council (ETSC) 

Intermediate Research institutes and other 

 

 

 

 

 



Title of commitment Owner of report Status of report  Type of Forum 
member 

Social norms forum Anheuser-Busch InBev Final Production and sales 
organisations 

Attitudes to alcohol programme Diageo Plc Final Production and sales 
organisations 

Choices Germany Diageo Plc Final Production and sales 
organisations 

Help educate and remind 
consumers about the 
consequences of not drinking 
responsibly 

Heineken International Final Production and sales 
organisations 

Promotion of responsible 
consumption towards French 
general practitioners (GPs) 

Moet Hennessy Final Production and sales 
organisations 

Placement of a responsible 
drinking message on all of 
Pernod Ricard’s advertising in 
the EU-27 countries 

Pernod Ricard S.A. Final Production and sales 
organisations 

Campaign on responsible 
alcohol consumption 

SAB Miller (subsidiary: 
Dreher Breweries) 

Final Production and sales 
organisations 

Un dedo de espuma, dos dedos 
de frente (An inch of foam, two 
miles of mind / A thick head on 
your beer but not on your 
shoulders) 

The Brewers of Europe Final Production and sales 
organisations 

AssoBirra – ‘If you’re expecting a 
child, alcohol can wait’ 

The Brewers of Europe Final Production and sales 
organisations 

The Danish Brewers’ Association 
– Er du klar til at kore? (Are you 
ready to drive?) 

The Brewers of Europe Final Production and sales 
organisations 

To share with Forum members 
the impact and learning gained 
from delivering Scotland’s first-
ever Alcohol Awareness Week 

The Scotch Whisky 
Association 

Final Production and sales 
organisations 

‘Wine in moderation’ – Art de 
vivre programme  

Comité Européen des 
Entreprises de Vins (CEEV) 

Intermediate Production and sales 
organisations 

Evaluation of the Heineken rules 
on alcohol and work 

Heineken International Intermediate Production and sales 
organisations 

Contribute to consumer 
awareness of information service 
on blood alcohol content  
 

SABMiller Intermediate Production and sales 
organisations 

Responsible drinking – SMS 
programme 

SABMiller Intermediate Production and sales 
organisations 

Becoming drink aware – the 
practical promotion of positive 
drinking behaviours 

The Alcohol Beverage 
Federation of Ireland 

Intermediate Production and sales 
organisations 

Dutch Brewers Organisation 
(CBK) – information material on 
responsible drinking patterns 

The Brewers of Europe Intermediate Production and sales 
organisations 



Title of commitment Owner of report Status of report  Type of Forum 
member 

ICAP Blue Book: practical guides 
for alcohol policy and targeted 
interventions 

International Center for 
Alcohol Policies (ICAP) 

Intermediate Research institutes and 
other 

Attitudes and behaviour of young 
people towards alcohol 

IREB (Institut de Recherche 
Scientifique sur les Boissons) 

Intermediate Research institutes and 
other 

Call for tenders 2008 IREB (Institut de Recherche 
Scientifique sur les Boissons) 

Intermediate Research institutes and 
other 

 

 

 

 

 

 



Title of commitment Owner of report Status of report  Type of Forum 
member 

Raising awareness of retailers to 
carry out actions against abuse 
of alcohol 

EuroCommerce Intermediate Production and sales 
organisations 

Enforce age limits for serving 
and selling alcoholic beverages 

Finnish Hospitality Association 
(FHA) 

Intermediate Production and sales 
organisations 

Raising awareness of national 
associations / call for actions 

HOTREC – hotels, restaurants and 
cafés in the European Union 

Intermediate Production and sales 
organisations 

Actions for responsible service of 
alcohol 

Swedish Hotel and Restaurant 
Association (SHR) 

Intermediate Production and sales 
organisations 

The Belgian Brewers – curbing 
underage drinking: ‘Respect 16’ 

The Brewers of Europe Intermediate Production and sales 
organisations 

The German Brewers 
Association – Bier? Sorry. Erst 
ab 16 

The Brewers of Europe Intermediate Production and sales 
organisations 

Training guides for responsible 
service of alcohol 

European Forum for Responsible 
Drinking 

Final Production and sales 
organisations 

 

 

é

 

 



Title of commitment Owner of report Status of report  Type of Forum 
member 

Polish Brewers – underage drinking The Brewers of Europe Final Production and 
sales 
organisations 
 

Enforcement of age limits for selling 
and serving alcoholic drinks 

British Beer and Pub 
Association 

Intermediate Production and 
sales 
organisations 
 

Best bar none Brown-Forman Intermediate Production and 
sales 
organisations 
 

Promotion of alcohol abstinence 
among underage youth 

The Absolut Company 
(V&S Group) 

Intermediate Production and 
sales 
organisations 
 

Brewers of Romania – alcohol does 
not make you big: underage drinking 
campaign 

The Brewers of Europe Intermediate Production and 
sales 
organisations 

Alcohol-free café in Tallinn Estonian Temperance 
Union 

Intermediate NGOs and health 
professionals 

Statutory codes for alcohol 
advertising in Ireland 

National Youth Council of 
Ireland 

Intermediate NGOs and health 
professionals 

Building a network supporting 
evidence-based alcohol policies in 
the Baltic states 

NordAN (the Nordic 
Alcohol and Drug Policy 
Network) 

Intermediate NGOs and health 
professionals 

 

 

 



 

 

Title of commitment Owner of report Status of report  Type of Forum member 

The Danish Brewers’ 
Association – Er du klar (Are 
you ready?) 

The Brewers of Europe Intermediate Production and sales 
organisations 

Alcohol Policy Youth Network 
(APYN) 
 

Eurocare Final NGOs and health 
professionals 

The culture of extreme 
drinking 

International Center for 
Alcohol Policies (ICAP) 

Intermediate Research institutes and 
other 

 

 

 



 

 

 

 

 

 

 



 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 





Report fields 
 
 

Scoring criteria  

Fields marked with an asterisk (*) are mandatory.  

Access code:* Scoring not applicable 

Commitment Number: Scoring not applicable 

Title of the commitment:* Scoring not applicable 

Name of the Forum member organisation owning the 
commitment:* 

Scoring not applicable 

Is this a report for an ongoing commitment or a final 
report?:* 

Scoring not applicable 

What is the time period covered by this report (in the 
case of a final report, the reporting period is the life 
span of the commitment)?* 

Scoring not applicable 

Point of contact for the commitment (the person 
authorised by the organisation owning the 
commitment who can be contacted for information 
about the commitment):* 

Not scored 

1. Commitment summary (based on summary given 
in original commitment form):* 

Not scored 

2. Link to websites relating to the commitment: Not scored 

3. Description of the implementation of the 
commitment (max. 500 words):* 
 

Maximum score: 5 
Specificity 
Are key dates and milestones in the implementation 
of the commitment set out clearly? 
Is an overview of the resources involved in the 
implementation of the commitment given? 
Are details given on who is involved and/or 
responsible for the implementation of the 
commitment?  
Focus 
Is only relevant information included in the 
description? 
Is enough contextual information included to make 
the implementation of the commitment 
understandable? 

4. Objectives (cf. sections 4–5 of the Monitoring 
Commitment in Annex II of the Forum Charter): in 
which way and to what extent have the objectives set 
out in the original commitment form been achieved in 
the reporting period? (max. 500 words)* 
 

Maximum score: 5 
Specificity 
How and when have the objectives been achieved? 
Clarity 
How clearly are the objectives set out? 
Focus 
Is only relevant information included in the 
description of objectives? 
Is enough contextual information included to make 
the objectives of the commitment understandable? 
Measurement 
Is some quantitative data included on the 
implementation of the commitment (e.g. how many 
people have been reached, how many events have 
been organised)? 

5. Relevance – i.e. how did the commitment during 
the reporting period contribute to achieving the 
overall aims of the Forum (cf. section 3 of the 
Monitoring Commitment in Annex II of the Forum 
Charter)? (max. 250 words)* 
 

Maximum score: 5 
RAND Europe will not comment on the relevance of 
the commitments to the aims of the Forum but on 
whether the link between the commitments and the 
aims of the Forum is set out clearly. 
Clarity 
Does this section specify which aim/aims of the 
Forum the commitment relates to? Is it clear how 
commitment holders believe that their commitment is 
linked to the aim of the Forum? 
Focus 
Is only relevant information included in the 
description of objectives? 

6. Input indicators – resources allocated to the 
commitment (‘What was done to put the objectives 

Maximum score: 5 
Clarity 



into practice?‘) – cf. section 5a of the Monitoring 
Commitment in Annex II of the Forum Charter? 
(max. 250 words)* 
 

Are resources allocated to the commitment clearly 
set out? 
Focus 
Is only relevant information included? 

7. Output indicators – measure from a quantitative 
point of view the results created through the use of 
inputs (‘What was achieved with the resources 
allocated to the commitment‘) – cf. section 5b of the 
Monitoring Commitment in Annex II of the Forum 
Charter (max. 250 words):* 

Maximum score: 5 
Clarity 
Are output indicators clearly set out? 
Focus 
Is only relevant information included? 

8. Outcome and impact indicators (‘How successful 
has the commitment been during the reporting period 
in relation to the original objectives’) - cf. section 6 of 
the Monitoring Commitment in Annex II of the Forum 
Charter. These indications go beyond the minimum 
agreed requirements to monitor a commitment, and it 
is expected that this type of evaluation will not be 
carried out for all commitments (max. 250 words):* : 
 
Short term: 
Medium term: 
Long term: 
Other: 
 

Maximum score: 5 
Clarity 
Are outcome and impact indicators clearly set out? 
Focus 
Is only relevant information included? 
 

9. Evaluation details – tools and methods used, 
internal or external evaluators ... (max. 250 words; 
mandatory for final report only):* 
 

Maximum score: 5 
This section is mandatory for final monitoring reports 
only. However, RAND Europe will provide scores for 
final reports and indicative scores for intermediate 
reports to inform Forum members of how this section 
could be improved if applicable.  
Specificity 
Are the evaluation details provided specifically linked 
to the commitment / different parts of the 
commitment? 
Clarity 
Are the evaluation details provided clearly set out? 
Focus 
Is only relevant information included? 

10. Other comments related to monitoring the 
commitment. This section is to be used to add any 
other information which can be useful in terms of 
understanding issues relating to the monitoring of 
your commitment, such as any major obstacles that 
have been encountered, sources of data used, etc. If 
the basic details of the commitment have been 
changed, this field is to be used to explain why and 
how they were changed (max. 300 words): 

Maximum score: 5 
This section is not mandatory and should be used 
only when extra information is required to make the 
commitment fully understandable, as is explained in 
the right-hand column. 
Focus 
Is only relevant information included? 
 

11. Dissemination (‘How were the results of the 
commitment disseminated?’) (max. 250 words; 
mandatory only for final report):* 
 

Maximum score: 5 
This section is mandatory for final monitoring reports 
only. However, RAND Europe will provide scores for 
final reports and indicative scores for intermediate 
reports to inform Forum members of how this section 
could be improved if applicable.  
Specificity 
What resources were used for dissemination? 
How and when has/will dissemination of the results 
occur? 
Who is dissemination aimed at and how many 
people/organisations does it expect to reach / has it 
reached? 
Focus 
Is only relevant information included? 
Is enough contextual information included to enable 
the reader of the commitment to judge/gauge the 
scale of dissemination? 
 

12. References to further information relating to the 
monitoring of the commitment: 

Not scored 



 



 

 Section Criteria Scores Comments 

Fields marked with an asterisk (*) are mandatory.  

Description of the 
implementation of the 
commitment * 

Specificity 
Are key dates and milestones in the 
implementation of the commitment set out 
clearly? 
Is an overview of the resources involved in 
the implementation of the commitment 
given? 
Are details given of who is involved and/or 
responsible for the implementation of the 
commitment?  
Who is the commitment directed to? 
Focus 
Is only relevant information included in the 
description? 
Is enough contextual information included to 
make the implementation of the commitment 
understandable? 

 

  

Objectives: In what 
way and to which 
extent have the 
objectives set out in 
the original 
commitment form 
been achieved in the 
reporting period? * 

Specificity 
How and when have the objectives been 
achieved? 
Clarity 
How clearly are the objectives set out? 
Focus 
Is only relevant information included in the 
description of objectives? 
Is enough contextual information included to 
make the objectives of the commitment 
understandable? 
Measurement 
Are some quantitative data included on the 
implementation of the commitment (e.g. how 
many people have been reached, how many 
events have been organised)? 

 

  

Relevance (i.e. How 
did the commitment 
during the reporting 
period contribute to 
achieving the overall 
aims of the Forum?) * 

RAND Europe will not comment on the 
relevance of the commitments to the aims of 
the Forum but on whether the link between 
the commitments and the aims of the Forum 
is set out clearly. 
Clarity 
Does this section specify which aim/aims of 
the Forum the commitment relates to? Is it 
clear how commitment holders believe that 
their commitment is linked to the aim of the 
Forum? 
Focus 
Is only relevant information included in the 
description of objectives? 

  

Input indicators 
(resources allocated 
to the commitment) * 

Clarity 
Are resources allocated to the commitment 
clearly set out? 
Focus 
Is only relevant information included? 

  

Output indicators 
(measure from a 
quantitative point of 
view the results 
created through the 
use of inputs) * 

Clarity 
Are output indicators clearly set out? 
Focus 
Is only relevant information included? 

  

Outcome and impact 
indicators (How 

Clarity 
Are outcome and impact indicators clearly 

  



successful has the 
commitment been 
during the reporting 
period in relation to 
the original 
objectives?) * 

set out? 
Focus 
Is only relevant information included? 

 

Evaluation details 
(tools and methods 
used, internal or 
external evaluators, 
etc.) * 

This section is mandatory for final 
monitoring reports only. However, RAND 
Europe will provide scores for final reports 
and indicative scores for intermediate 
reports to inform Forum members of how 
this section could be improved if applicable.  
Specificity 
Are the evaluation details provided 
specifically linked to the commitment / 
different parts of the commitment? 
Clarity 
Are the evaluation details provided clearly 
set out? 
Focus 
Is only relevant information included? 

  

Other comments 
related to monitoring 
the commitments 
(this section is to be 
used to add any other 
information which 
may be useful in 
terms of 
understanding issues 
relating to the 
monitoring of your 
commitment, such as 
any major obstacles 
that have been 
encountered, sources 
of data used, etc.; if 
the basic details of 
the commitments 
have been changed, 
this field is to be used 
to explain why and 
how they were 
changed). 

Focus 
Is only relevant information included? 

 

  

Dissemination (How 
were the results of 
the commitment 
disseminated?) (max. 
250 words; 
mandatory for final 
report only):* 
 

This section is mandatory for final 
monitoring reports only. However, RAND 
Europe will provide scores for final reports 
and indicative scores for intermediate 
reports to inform Forum members of how 
this section could be improved if applicable.  
Specificity 
What resources were used for 
dissemination? 
How and when has/will dissemination of the 
results occur? 
Who is dissemination aimed at and how 
many people/organisations does it expect to 
reach / has it reached? 
Focus 
Is only relevant information included? 
Is enough contextual information included to 
enable the reader of the commitment to 
judge/gauge the scale of dissemination? 
 

  



Description of 
implementation 

Objectives Relevance Input 
indicators 

Output 
indicators 

Outcome 
and 
impact 
indicators 

Evaluation 
details 

Other 
comments 

Dissemination 

3 4 4 2 5 1 4 2 4 

 

3 4

4

2

5

1

4

2

4

0

1

2

3

4

5
Description of implementation

Objectives

Relevance

Input indicators

Output indicatorsOutcome and impact indicators

Evaluation details

Other comments

Dissemination





 

 

Score Meaning 



5 Excellent 

4 Good 

3 Adequate 

2 Poor 

1 Very poor 

0 or N/A No response 

 

 

Section Median score 

1. Description of commitment 3 

2. Objectives 3 

3. Relevance 2 

4. Input indicators 3 

5. Output indicators 3 

6. Outcome and impact indicators 3 

7. Evaluation details 3 

8. Other comments 4 

9. Dissemination 3 

 



Section Median score for 
intermediate reports 

Median score for final 
reports 

1. Description of implementation 3 3 

2. Objectives 3 3 

3. Relevance 2 2 

4. Input indicators 2 3 

5. Output indicators 3 3 

6. Outcome and impact Indicators 2 3 

7. Evaluation details 3 3 

8. Other comments 3.5 4 

9. Dissemination 3 2 

 



Type of 
commitment 
holder 

Total 
commitments 

Description  Objectives Relevance Input  Output  Outcome 
& Impact  

Evaluation  Other 
Comments 

Dissemination 

Advertising, 
marketing, 
media and 
sponsorship  

4 4 4 3 2.5 3 2.5 4 5 4.5 

Production 
and sales  63 3 3 2 3 3 3 3 3 2 

NGOs and 
health 
professionals  

17 4 3 3 3 3 3 3 5 3 

Research 
institutes and 
other  

7 3 3 2 2 2 1 3 n/a 3 

 

Priority area Total 
commitments 

Description  Objectives Relevance Input  Output  Outcome 
& Impact  

Evaluation  Other 
comments 

Dissemination 

Priority 1 Better 

cooperation/actions 
on responsible 
commercial 
communications 
and sales 

25              3.5                  3              2  
             
2.5  

            
3  

            3              3              5              2  

Priority 2 Develop 

efficient common 
approaches to 
provide adequate 
consumer 
information 

8             3                  3              2  
            
2  

            
3  

            2              2              3              3  



Priority 3 Develop 
information and 
education 
programmes on the 
effect of harmful 
drinking 

20             3                  3              2  
            
3  

            
3  

            3              3              4              3  

Priority 4 Develop 
information and 
education 
programmes on 
responsible 
patterns of 
consumption 

20             3                  3              2  
             
2.5  

            
3  

            3              3              3              3  

Priority 5 Enforce 

age limits for 
selling and serving 
alcoholic 
beverages 

7             3                  3              2  
             
2.5  

            
3  

            3              3              3              3  

Priority 6 Develop 
a strategy aimed at 
curbing underage 
drinking 

8             3                  3  
             
3.5  

            
3  

             
3.5  

             
2.5  

            3              4              2  

Priority 7 Promote 

effective 
behavioural 
change among 
children and 
adolescents 

3             3              3           2.5  
         
2.5  

            
4  

            3              3  
            4  

            2  

Median scores 
across all priority 
areas 

91             3              3              2  
         
2.5  

            
3  

            3              3  
            4  

            3  
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 Score:  1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of 
row 

Number 
scored 

% of 
row 

Number 
scored 

% of 
row 

Number 
scored 

% of 
row 

Number 
scored 

% of 
row 

Advertising, 
marketing, 
media and 
sponsorship  

4 1 25% 0 0.0% 0 0.0% 2 50.0% 1 25.0% 

Production 
and sales  

63 4 6.1% 5 7.9% 30 45.5% 22 34.9% 2 3.4% 

NGOs and 
health 
professionals  

17 0 0.0% 6 35.3% 5 29.4% 4 23.5% 2 11.8% 

Research 
institutes and 
other 

7 1 14.3% 2 28.6% 2 28.6% 2 28.6% 0 0.0% 
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 Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Advertising, 
marketing, 
media and 
sponsorship 

4 1 25.0% 0 0.0% 0 0.0% 2 50.0% 1 25.0% 

Production 
and sales  

62 2 3.2% 17 27.4% 32 51.6% 10 16.1% 1 1.6% 

NGOs and 
health 
professionals  

17 1 5.9% 4 23.5% 9 52.9% 1 5.9% 2 11.8% 

Research 
institutes and 
other 

7 2 28.6% 1 14.3% 3 42.9% 1 14.3% 0 0.0% 
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 Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Advertising, 
marketing, 
media and 
sponsorship 

4 1 25.0% 0 0.0% 2 50.0% 0 0.0% 1 25.0% 

Production 
and sales  

62 13 21.0% 28 45.2% 8 12.9% 10 16.1% 3 4.8% 

NGOs and 
health 
professionals  

17 2 11.8% 4 23.5% 6 35.3% 3 17.6% 2 11.8% 

Research 
institutes and 
other 

7 1 14.3% 6 85.7% 0 0.0% 0 0.0% 0 0.0% 

 



 Score: 1 2 3 4 5 

Type Total 
commitments 
scored 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Advertising, 
marketing, 
media and 
sponsorship 

4 0 0.0% 2 50.0% 1 25.0% 1 25.0% 0 0.0% 

Production 
and sales  

63 7 11.1% 20 31.7% 18 28.6% 17 27.0% 1 1.6% 

NGOs and 
health 
professionals  

17 3 17.6% 6 35.3% 5 29.4% 2 11.8% 1 5.9% 

Research 
institutes and 
other 

7 0 0.0% 6 85.7% 1 14.3% 0 0.0% 0 0.0% 
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  Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Number 
scored  

% of 
row 

Advertising, 
marketing, 
media and 
sponsorship 

4 0 0.0% 2 50.0% 0 0.0% 1 25.0% 1 25.0% 

Production 
and sales  

62 3 4.8% 16 25.8% 17 27.4% 16 25.8 % 10 16.1% 

NGOs and 
health 
professionals  

17 2 11.8% 2 11.8% 7 41.2% 5 29.4% 1 5.9% 

Research 
institutes and 
other 

7 0 0.0% 4 57.1% 2 28.6% 1 14.3% 0 0.0% 

 



 Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of row Number 
scored 

% of row Number 
scored 

% of row Number 
scored 

% of row Number 
scored 

% of row 

Advertising, 
marketing, 
media and 
sponsorship 

4 0 0.0% 2 50.0% 1 25.0% 1 25.0% 0 0.0% 

Production and 
sales  

57 10 17.5% 15 26.3% 19 33.3% 12 21.1% 1 1.8% 

NGOs and 
health 
professionals  

15 2 13.3% 3 20.0% 7 46.7% 3 20.0% 0 0.0% 

Research 
institutes and 
other 

7 3 75.0% 1 25.0% 0 0.0% 0 0.0% 0 0.0% 
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 Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of row Number 
scored 

% of row Number 
scored 

% of row Number 
scored 

% of row Number 
scored 

% of row 

Advertising, 
marketing, 
media and 
sponsorship  

2 0 0.0% 0 0.0% 0 0.0% 2 100.0% 0 0.0% 

Production 
and sales  51 2 3.9% 9 17.6% 30 58.8% 9 17.6% 1 2.0% 

NGOs and 
health 
professionals  

14 3 21.4% 3 21.4% 6 42.9% 2 14.3% 0 0.0% 

Research 
institutes and 
other 

6 1 16.7% 0 0.0% 4 66.7% 1 16.7% 0 0.0% 
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 Score: 1 2 3 4 5 

Type Total 
monitoring 
reports 
scored 

Number 
scored  

% of 
row 

Number 
scored 

% of 
row 

Number 
scored 

% of 
row 

Per cent % of 
row 

Per cent % of 
row 

Advertising, 
marketing, 
media and 
sponsorship 

2 0 0.0% 0 0.0% 0 0.0% 1 50.0% 1 50.0% 

Production and 
sales  46 2 4.3% 28 60.9% 5 10.9% 10 21.7% 1 2.2% 

NGOs and 
health 
professionals  

13 0 0.0% 1 7.7% 6 46.2% 5 38.5% 1 7.7% 

Research 
institutes and 
other 

4 0 0.0% 1 20.0% 3 60.0% 1 20.0% 0 0.0% 
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Inputs Implementation Outputs
Outcomes and 

impacts

What resources were used in 

developing and implementing 

the commitment?

e.g. Staff time and skills, 

financial inputs, materials 

and the role of reputation in 

creating a website on the 

harms of binge drinking

What activities and actions 

were carried out during the 

commitment?

e.g. Activities involved in 

designing, launching and 

promoting a website

What resources, events or 

programmes were created 

using the inputs?

e.g. A website, promotional 

materials and 

advertisements about the 

website

What changes in attitudes 

or behaviour occurred as a 

result of the commitment?

e.g. Increased awareness 

about the harms of binge 

drinking or a change in 

binge-drinking behaviour



 







http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/report_commitments_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/report_commitments_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/alcohol_progress.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/alcohol_progress.pdf
http://www.rand.org/pubs/technical_reports/TR609/
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/Alcohol_charter2007.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/Alcohol_charter2007.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/alcohol_com_625_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/documents/alcohol_com_625_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/openforum_en.pdf
http://ec.europa.eu/health/ph_determinants/life_style/alcohol/Forum/docs/openforum_en.pdf








Monitoring report number Title of commitment Owner of 
report 

Status of report 

1197048401839-442 A new alcohol action 
Ireland website 

Alcohol Action 
Ireland (AAI) 

Final 

1214859773909-618 Youth empowerment for a 
better life! 

Alcohol Policy 
Youth Network 
(APYN) 

Final 

 
1216060889036-636 

 
Social norms forum 

 
Anheuser-
Busch InBev 

 
Final 

1196702688886-306 Attitudes to alcohol 
programme 

Diageo Plc Final 

1216159858763-712 Choices Germany Diageo Plc Final 

1229613770777-890 Compendium of 
regulations, self-regulatory 
standards and industry 
codes of conduct on 
audiovisual advertising of 
alcoholic beverages 

Egta, 
Association of 
Television and 
Radio Sales 
Houses 

Final 

1228146625529-830 Alcohol Policy Youth 
Network (APYN) 

Eurocare Final 

1228216531080-846 New Eurocare website Eurocare Final 

12161418001149-642 Training guides for 
responsible service of 
alcohol 

European 
Forum for 
Responsible 
Drinking 

Final 

1228144732390-824 Resource tool on alcohol 
addiction and 
homelessness 

FEANTSA 
(European 
Federation of 
National 
Organisations 
Working with 
People who are 
Homeless) 

Final 

1196777155682-408 Help educate and remind 
consumers about the 
consequences of not 
drinking responsibly 

Heineken 
International 

Final 

1228130395499-818 Training on internal code 
on commercial 
communication 

Heineken 
International 

Final 



Monitoring report number Title of commitment Owner of 
report 

Status of report 

1228301985360-860 Promotion of responsible 
consumption towards 
French general 
practitioners (GPs) 

Moet Hennessy Final 

120350419465-572 Placement of a 
responsible drinking 
message on all of Pernod 
Ricard’s advertising in the 
EU-27 countries 

Pernod Ricard 
S.A. 

Final 

1203504835220-574 The placement of the 
French pregnancy logo on 
the back label of all 
Pernod Ricard’s wine and 
spirit brands in the EU-27 
countries 

Pernod Ricard 
S.A. 

Final 

1213352041248-616 Campaign on responsible 
alcohol consumption 

SAB Miller 
(subsidiary: 
Dreher 
Breweries) 

Final 

1215864772016-626 Enhanced staff training on 
compliance to SABMiller’s 
code of commercial 
communication 

SABMiller Final 

1216143884015-654 Un dedo de espuma, dos 
dedos de frent (An inch of 
foam, two miles of mind /  
A thick head on your beer 
but not on your shoulders) 

The Brewers of 
Europe 

Final 

1196698216859-190 AssoBirra – ‘If you’re 
expecting a child, alcohol 
can wait’ 

The Brewers of 
Europe 

Final 

1196695179200-140 Brewers of Romania 
Association – self-
regulation / independent 
jury 

The Brewers of 
Europe 

Final 

1228127517364-796 Brewers of Sweden – 
enhancing public 
awareness of the self-
regulation system 

The Brewers of 
Europe 

Final 

1196691370225-52 Finnish Federation of the 
Brewing Industry – ‘Drunk, 
you’re a fool!’ education 
campaign 

The Brewers of 
Europe 

Final 

1196711802738-338 La carretera te pide SIN The Brewers of 
Europe 

Final 

1228128547627-804 Polish Brewers – self-
regulation (part 4) – 
increase the coverage of 
the commercial 
communications code 

The Brewers of 
Europe 

Final 

1228129328818-810 Polish Brewers – self-
regulation (part 2) – 
introduction of impartial 
judgements within the 
system 

The Brewers of 
Europe 

Final 

1216145752291-684 Polish Brewers – 
underage drinking 

The Brewers of 
Europe 

Final 

1196698643506-264 Portuguese Brewers 
(APCV) – self-regulation 
beer code for commercial 
communication 

The Brewers of 
Europe 

Final 



Monitoring report number Title of commitment Owner of 
report 

Status of report 

1216141124022-638 The Danish Brewers’ 
Association – Er du klar til 
at kore? (Are you ready to 
drive?) 

The Brewers of 
Europe 

Final 

1228227306321-854 The Danish Brewers’ 
Association – self-
regulation of commercial 
communication 

The Brewers of 
Europe 

Final 

1203936976825-588 Union of Brewers in 
Bulgaria (UBB) improved 
compliance mechanism for 
self-regulation 

The Brewers of 
Europe 

Final 

1228212969085-840 Self-regulation survey 
amongst sponsorship 
rights holders 

The European 
Sponsorship 
Association 

Final 

1215161243841-622 To share with Forum 
members the impact and 
learning gained from 
delivering Scotland’s first-
ever Alcohol Awareness 
Week 

The Scotch 
Whisky 
Association 

Final 

1228226937284-850 Strengthening advertising 
self-regulatory 
effectiveness 

Advertising 
Information 
Group (AIG; 
representing 
ZAW and WKO 

Intermediate 

1216154861853-708 Employee responsible 
drinking program 

Anheuser-
Busch InBev 

Intermediate 

1216154882875-710 Improving compliance with 
code of commercial 
communications 

Anheuser-
Busch InBev 

Intermediate 

1196770132284-388 Bacardi Limited marketing 
principles 

Bacardi-Martini 
B.V. 

Intermediate 

1228310552345-872 Bacardi-Martini Limited 
consumer information 
website 

Bacardi-Martini 
B.V. 

Intermediate 

1228301123926-856 International Bartender 
Association server training 

Bacardi-Martini 
B.V. 

Intermediate 

1203610460993-584 Enforcement of age limits 
for selling and serving 
alcoholic drinks 

British Beer and 
Pub Association 

Intermediate 

1203426211251-542 Reinforcing responsible 
drinking messages 

British Retail 
Consortium 

Intermediate 

1201506750732-526 Best bar none Brown-Forman Intermediate 

1201506713491-524 Corporate social 
responsibility code 

Brown-Forman Intermediate 

1228227074666-852 Server training module Brown-Forman Intermediate 

1228386816447-878 ‘Wine in moderation‘ – Art 
de vivre programme 

CEEV (Comite 

Européen des 
Entreprises de 
Vins) 

Intermediate 

1228208154485-834 Support capacity and 
competence building 

Deutsche 
Hauptstelle fur 
Suchtfragen 
(DHS) 

Intermediate 



Monitoring report number Title of commitment Owner of 
report 

Status of report 

1212734516624-614 Fight against alcohol-
related harm: the role of 
social insurers 

ESIP (European 
Social 
Insurance 
Platform) 

Intermediate 

1228213572869-842 Alcohol-free café in Tallinn Estonian 
Temperance 
Union 

Intermediate 

1228145491123-826 Awareness raising of 
foetal alcohol spectrum 
disorders (FASD) 

Eurocare Intermediate 

1228214579818-844 Translation and 
dissemination of ‘Alcohol 
in Europe‘ short report 

Eurocare Italia Intermediate 

1216042634636-634 Raising awareness of 
retailers to carry out 
actions against abuse of 
alcohol 

EuroCommerce Intermediate 

1228306431623-864 Educational contribution of 
editorial content 

European 
Federation of 
Magazine 
Publishers 
(FAEP) 

Intermediate 

1216141988585-646 Programme to provide 
information to consumers 
in Europe 

European 
Forum for 
Responsible 
Drinking 

Intermediate 

1216141920060-644 www.marketresponsibly.eu European 
Forum for 
Responsible 
Drinking 

Intermediate 

1228211384102-838 To ascertain the education 
and practices of midwives 
in Member States on 
reducing alcohol-related 
harm preconception and 
during pregnancy 

European 
Midwives 
Association 

Intermediate 

1203433846763-554 Building capacity for action 
on alcohol-related health 
policy 

European Public 
Health Alliance 
(EPHA) 

Intermediate 

1203434684128-556 Dissemination of updated 
alcohol information to 
relevant stakeholders 

European Public 
Health Alliance 
(EPHA) 

Intermediate 

1196694977669-138 Safe and sober European 
Transport 
Safety Council 
(ETSC) 

Intermediate 

122812845206-802 Enforce age limits for 
serving and selling 
alcoholic beverages 

Finnish 
Hospitality 
Association 
(FHA) 

Intermediate 

1228144364849-822 Evaluation of the 
Heineken rules on alcohol 
and work 

Heineken 
International 

Intermediate 

1201877371999-534 Raising awareness of 
national associations / call 
for actions 

HOTREC– 
hotels, 
restaurants and 
cafés in the 
European Union 

Intermediate 

1196693847270-98 ICAP Blue Book: practical 
guides for alcohol policy 
and targeted interventions 

International 
Center for 
Alcohol Policies 
(ICAP) 

Intermediate 

1196696522731-152 ICAP periodic review of 
drinking and culture 

International 
Center for 
Alcohol Policies 

Intermediate 



Monitoring report number Title of commitment Owner of 
report 

Status of report 

(ICAP) 

1196695684694-146 The culture of extreme 
drinking 

International 
Center for 
Alcohol Policies 
(ICAP) 

Intermediate 

1197825030274-462 Attitudes and behaviour of 
young people towards 
alcohol 

IREB (Institut de 
Recherche 
Scientifique sur 
les Boissons) 

Intermediate 

1197371649461-450 Call for tenders 2008 IREB (Institut de 
Recherche 
Scientifique sur 
les Boissons) 

Intermediate 

1196415630102-12 Overview of European 
alcohol marketing 
regulations and overview 
of research on effects of 
alcohol marketing 

National 
Foundation for 
Alcohol 
Prevention 
(STAP) 

Intermediate 

1232136241387-894 Statutory codes for alcohol 
advertising in Ireland 

National Youth 
Council of 
Ireland 

Intermediate 

1218203595650-728 Building a network 
supporting evidence-
based alcohol policies in 
the Baltic states 

NordAN (the 
Nordic Alcohol 
and Drug Policy 
Network) 

Intermediate 

1228127899006-800 Promoting the 
understanding of alcohol-
related harm and effective 
health strategies 

Royal College of 
Physicians 
(RCP London) –
member of the 
European Public 
Health Alliance 

Intermediate 

1215867169333-630 Contribute to consumer 
awareness of information 
service on blood alcohol 
content 

SABMiller Intermediate 

1216026329291-632 Online dialogue: 
encouraging people to 
make informed choices 
about alcohol 

SABMiller Intermediate 

1215865685036-628 Responsible drinking – 
SMS program 

SABMiller Intermediate 

1207292888431-610 Actions for responsible 
service of alcohol 

Swedish Hotel 
and Restaurant 
Association 
(SHR) 

Intermediate 

1228306022073-862 Promotion of alcohol 
abstinence among 
underage youth 

The Absolut 
Company (V&S 
Group) 

Intermediate 

1217316912918-726 Becoming drink aware – 
the practical promotion of 
positive drinking 
behaviours 

The Alcohol 
Beverage 
Federation of 
Ireland 

Intermediate 

1196692389398-60 Brewers of Romania – 
alcohol does not make you 
big: underage drinking 
campaign 

The Brewers of 
Europe 

Intermediate 

1216143966489-656 Commercial 
communications for beer: 
The Brewers of Europe’s 7 
operational standards 

The Brewers of 
Europe 

Intermediate 



Monitoring report number Title of commitment Owner of 
report 

Status of report 

1216148423958-690 Czech Beer and Malt 
Association – upgrade 
self-regulation system for 
beer commercial 
communications 

The Brewers of 
Europe 

Intermediate 

1203428726840-544 Dutch Brewers Association 
(CBK) – assurance on 
self-regulation report 

The Brewers of 
Europe 

Intermediate 

1228130695881-820 Dutch Brewers 
Organisation (CBK) – 
Information material on 
responsible drinking 
patterns 

The Brewers of 
Europe 

Intermediate 

1228311211775-874 Polish Brewers – drink 
driving in Poland beer 
industry program 

The Brewers of 
Europe 

Intermediate 

1228128976425-808 Polish Brewers – self-
regulation (part 1) – 
Increase compliance with 
the commercial 
communication code 

The Brewers of 
Europe 

Intermediate 

1228311606999-876 Polish Brewers – self-
regulation (part 3) – public 
awareness of complaints 
procedure within the 
system 

The Brewers of 
Europe 

Intermediate 

1228226898485-848 The Belgian Brewers – 
curbing underage drinking: 
‘Respect 16’ 

The Brewers of 
Europe 

Intermediate 

1216144929885-682 The Brewers of Spain’s 
self-regulation code: 
expanded self-regulation 

The Brewers of 
Europe 

Intermediate 

1216141269623-640 The Danish Brewers’ 
Association – Er du klar 
(Are you ready?) 

The Brewers of 
Europe 

Intermediate 

1196688632636-46 The German Brewers 
Association – Bier? Sorry. 
Erst ab 16 

The Brewers of 
Europe 

Intermediate 

1204018900194-596 Consumer awareness The European 
Spirits 
Organisation 
(CEPS) 

Intermediate 

1228301522619-858 Independent evaluation The European 
Spirits 
Organisation 
(CEPS) 

Intermediate 

1228130049267-814 Marketing self-regulation The European 
Spirits 
Organisation 
(CEPS) 

Intermediate 

1215167754648-624 The Scotch Whisky 
Association (SWA) code of 
practice for the 
responsible marketing and 
promotion of Scotch 
whisky: audit of 
implementation and code 
development 

The Scotch 
Whisky 
Association 

Intermediate 



(fields marked with an asterisk (*)are mandatory)

 

Access code:*  
 

Commitment #:  

Title of the commitment:*  

Name of the Forum member 

organisation owning the 

commitment:* 

 

Is this a report for an ongoing 
commitment or a final report?:* 

 

What is the time period covered by 

this report (in the case of a final 
report, the reporting period is the 

life span of the commitment)?* 

 

 

Point of contact for the commitment (the person authorised by the 
organisation owning the commitment who can be contacted for information 

about the commitment):* 

 

 

Commitment summary (based on summary given in original commitment 

form):* 

 

 

Link to websites relating to the commitment: 

 



 

Description of the implementation of the commitment (max. 500 words):* 

 

 

Objectives (cf. sections 4–5 of the Monitoring Commitment in Annex II of 

the Forum Charter): in which way and to which extent have the objectives 
set out in the original commitment form been achieved in the reporting 

period? (max. 500 words):* 

 
 
 
 
 

 
 
 
 
 
 

 
 
 
 
 

Relevance (i.e. how did the commitment during the reporting period 

contribute to achieving the overall aims of the Forum – cf. section 3 of the 
Monitoring Commitment in Annex II of the Forum Charter) (max. 250 

words):* 

 

 

Input indicators (resources allocated to the commitment (‘What was done to 

put the objectives into practice?‘) – cf. section 5a of the Monitoring 

Commitment in Annex II of the Forum Charter) (max. 250 words):* 

 

 

Output indicators (measure from a quantitative point of view the results 

created through the use of inputs (‘What was achieved with the resources 
allocated to the commitment‘) – cf. section 5b of the Monitoring 

Commitment in Annex II of the Forum Charter) (max. 250 words):* 

 

 

Outcome and impact indicators (How successful has the commitment been 

during the reporting period in relation to the original objectives – cf. section 
6 of the Monitoring Commitment in Annex II of the Forum Charter. These 

indications go beyond the minimum agreed requirements to monitor a 
commitment, and it is expected that this type of evaluation will not be 

carried out for all commitments.) (max. 250 words)* : 

Short term: 
 

 

 



Medium term: 
 

 

 

Long term: 

 

 

 

Other: 

 
 

 

Evaluation details (tools and methods used, internal or external evaluators 
...)(max. 250 words) (*mandatory for final report only):* 

 
 

 

 

Other comments related to monitoring the commitment (This section is to be 
used to add any other information which can be useful in terms of 

understanding issues relating to the monitoring of your commitment, such 

as any major obstacles that have been encountered, sources of data used, 
etc. If the basic details of the commitment have been changed, this field is 

to be used to explain why and how they were changed.) (max. 300 words): 

 

 

Dissemination (How were the results of the commitment disseminated?) 

(max. 250 words) (*mandatory for final report only):* 

 

 

References to further information relating to the monitoring of the 

commitment: 
 
 

 
 


