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Highland’s relationship with alcohol

20% of people 

(14% of women, 27% of men) 

exceed the weekly guideline

39% of 13-year-olds and 72% of 15-
year-olds have drunk alcohol

Of those, 52% of 13-year-olds and 72% 
of 15-year-olds have been drunk

1,137 hospital admissions for conditions 
solely caused by alcohol in 2023/24 

303 hospital admissions for alcohol-
related cancers (in 2020)

53 people died in 2023 from conditions 
solely caused by alcohol 

(higher than average death rate)

135 people died in 2020 from all 
conditions caused by alcohol (x2.3)

Every year, alcohol costs Highland 
£84.9m or £383 per person in 2007
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Availability

Attractiveness 
(Marketing) 

Affordability 
(Price)

Effective action on alcohol harm
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MUP: Coordinated challenge  

Study into Industry Responses to 2008 Consultation

• Strong evidence is misrepresented

• Weak evidence is promoted

• Unsubstantiated claims about the adverse effects of policy 
proposals

• Promoting alternatives without evidence e.g. education, 
enforcement, self-regulation

Industry Use of Evidence to Influence Alcohol Policy: A Case Study of Submissions to the 2008 
Scottish Government Consultation, Jim McCambridge et al, April 2013
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MUP: Playing the economic card

ahead with a health-based justification for  
a minimum price, jurisdictions around the 
world will use that precedent discriminately 
against Scotch whisky. We calculate that we 
would lose 14.5% of our exports - £500 
         million-worth - over a number of 
                years.” “The bottling facility that we 

have in the Grangemouth constituency 
would be severely impacted by the 
introduction of a 50p minimum price, as 
would our main grain distillery in the 
   Highlands, near Inverness. It is on that    
         basis that we calculated that we 
                        could lose 300 jobs.”

“I can give you a 
guarantee that, if Scotland goes

Scotch Whisky 

Association CEO (former)

Whyte & Mackay CEO (former)



MUP Renewal: Broadening voices



Scottish Government Alcohol Marketing consultation 

Nov 2022 – Mar 2023

The consultation received 2,411 personalised 

responses from 1,985 individuals and 426 

organisations. In addition, it received 585 responses 

through campaigns organised by the Campaign for 

Real Ale and the Scottish Beer and Pub Association.

Respondents fell into two main groups:

• The first group comprised a large majority of 

individuals (around 3 in 4) and most organisational 

respondents (i.e. advertising and media 

organisations; alcohol producers; music, culture, 

events and sporting organisations; retail and 

hospitality organisations; business and private 

sector organisations; and organisations involved in 
setting advertising standards or developing self-

regulatory codes). Respondents in this group were 

content with the status quo and opposed further 

restrictions of any kind.

Marketing: Broadening voices



Marketing: challenging the 

evidence base
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Community Alcohol Partnerships (CAPs)  

• 23 CAPs in Scotland, backed by 
alcohol industry funding (incl. Fort 
William). 

• Funding sources include major alcohol 
industry groups

• Plans to establish another 40-50 CAPs

• Claim to reduce underage drinking, 
but concerns exist over their long-
term impact on policy and public 
health. 
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Industry Influence: Talk About Trust  

• Talk About Trust receives funding 
from alcohol industry sources.

• Delivers alcohol education in 
Scottish schools, training 785 
professionals across 33 
organisations

• Research shows industry-backed 
education materials downplay 
risks and shift responsibility onto 
young people.
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Priority primary prevention actions

PRICE

Introduce automatic 
uprating of the minimum 

unit price (MUP) for 
alcohol

AVAILABILITY

Reform the system for 
licensing off-trade and online 
sales to firstly cap and then 
reduce off-trade availability 

of alcohol 

MARKETING

Restrict alcohol marketing, 
including advertising outdoors, 
in public spaces and sport and 
event sponsorships, as well as 

displays in shops 
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What can HADP do? 

• Raise awareness of evidence base and of industry tactics

• Develop a conflict of interest policy for HADP

• Resist the development of CAPs in Highland

• Encourage schools not to use industry-funded materials such as 
Talk about Trust or Smashed 

• Challenge normalisation of alcohol by:

− local action to restrict alcohol marketing on publicly-owned sites

−creating health promoting spaces and encourage alcohol-free 
events and spaces



Thank you!

Alison Douglas, Chief Executive
alison.douglas@alcohol-focus-scotland.org.uk 
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