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Introduction
“	In our journey to become the world’s most celebrated wine company, TWE is committed
to creating quality wines that are promoted and consumed responsibly and safely.
Our ambition is to be the industry leader on the responsible marketing of wine.
	I am pleased to present you with our Responsible Marketing Guidelines which describe the
actions we are taking to fulfil this commitment and promote the responsible consumption
of alcohol. At TWE, responsible marketing is a shared responsibility and we all need to
play our part to market and sell our wine brands in an effective, responsible and safe way.”
Michael Clarke, Chief Executive Officer, Treasury Wine Estates

Our ambition is to lead the
wine sector on responsible
marketing, by educating our
employees, informing our
consumers and placing our
‘responsibility principles’
at the heart of all of our
advertising and promotional
materials.
These Responsible Marketing
Guidelines, and the Guiding
Principles that underpin
them, apply to all marketing
and promotional activities
undertaken by Treasury Wine
Estates (TWE), its consumer
brands and agencies. Whilst we
recognise and embrace cultural
differences across the markets
and regions in which we operate,
our commitment to leading the
wine industry on responsible
alcohol consumption means our
commitments apply globally,
regionally, nationally and locally
where our products are sold.

Specific activities, channels and
content that are covered by
these Guidelines include:
Advertising
Brand education and promotion
Broadcast and print media
Consumer research
Digital media
(including social media, apps
and augmented reality)
Experiential marketing
Merchandise
Packaging
Point of Sale materials
and displays
Media releases
Promotions
(both on and off premise)
Sampling
Sponsorships
Websites
Viral or word-of-mouth
campaigns
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Our Guiding
Principles
Adhering to laws, regulations and industry codes
Our brands and employees will comply with all applicable laws, regulations and industry codes on the
advertising and promotion of alcohol in the markets where our wines are sold. Where possible,
TWE seeks to adopt a best practice approach to the responsible marketing of wine.
Our Markets and Our People
Our marketing and advertising practices will show the responsible enjoyment of wine and will not
encourage excessive consumption or situations where irresponsible consumption is promoted.
We will educate and inform our employees on the responsible consumption of alcohol, so that they
can act as ambassadors for responsible consumption in their communities.
Appealing to Adults
Our advertising and promotional activities will only be directed towards consumers who are legally
entitled to purchase or consume alcohol in the markets where our wines are sold.
We will not use marketing imagery or collateral that appeals to underage consumers, and will work
with relevant associations and authorities to deliver campaigns that educate society on the responsible
consumption of alcohol.
Informative Labelling
As part of ensuring TWE’s commitment to responsible consumption messaging is consistent across
all markets, appropriate industry and/or government ‘health’ messages will be represented where
voluntarily agreed or legally required.
Inappropriate Associations
Our marketing and advertising practices will not associate the consumption of wine with pregnancy,
or potentially dangerous activities, such as driving, operating machinery or performing strenuous
athletic activity.
Our advertising and marketing materials will not contain indecent, demeaning or discriminatory material.
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Adhering
to laws,
regulations
and
industry
codes

Our Markets
and Our People

Our Guiding Principle

Our Guiding Principles

Our brands and employees will comply with all
applicable laws, regulations and industry codes
on the advertising and promotion of alcohol in
the markets where our wines are sold. Wherever
possible, TWE seeks to adopt a best practice
approach to the responsible marketing of wine.

Our marketing and advertising practices will show
the responsible enjoyment of wine and will not
encourage excessive consumption or situations
where irresponsible consumption is promoted.

In Practice
Appropriate processes are in place, both internally
and externally, to review consumer-facing marketing
activities prior to implementation or release into the
public domain.
The purpose of these processes is to ensure
we comply with all relevant legal requirements
throughout the countries in which the material
will be presented, and apply both the spirit and
the intent of appropriate advertising codes and
these guidelines, to all of our marketing activities.
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We will educate and inform our employees on
the responsible consumption of alcohol, so that
they can act as ambassadors for responsible
consumption in their communities.
In Practice

Our employees also have the opportunity to
act as ambassadors for our brands and through
their behaviour demonstrate the importance of
responsible consumption. To that end, we have
established internal policies and supporting
guidelines on responsible alcohol consumption,
as well as training and communication materials
to further educate and empower our employees.
Through education and awareness, we can create
appropriate wine experiences for ourselves,
our colleagues, friends and family, and the
community at large.

Our wines and how they are intended to be
consumed provide an opportunity for social
interaction and engagement. Millions of adults around
the world enjoy drinking our wines. As a producer of
alcoholic beverages, we recognise our role to be a
leader and encourage the responsible consumption
of wine through our advertising materials and the
responsible presentation of our products.
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Appealing
to Adults
Our Guiding Principles

In Practice

Our advertising and promotional
activities will only be directed
towards consumers who are
legally entitled to purchase or
consume alcohol in the markets
where our wines are sold.

Youth
We ensure that our marketing
materials do not appeal to those
under the age of 25 by avoiding
the use of cartoon images,
young musical references and
ambassadors that are primarily
appealing to children or young
adults. We do not make
references to youth in language,
imagery, activity or wardrobe
and all talent featured in any
above the line campaign must
be aged 25 or over, clearly
look over the age of 25 and
be depicted as adults.

We will not use marketing
imagery or collateral that appeals
to underage consumers. We will
work with relevant associations
and authorities to deliver
campaigns that educate society
on the responsible consumption
of alcohol.

Children and adolescents will
only appear in our advertising in
social environments such as a
family picnic or BBQ, or where
there is no implication they will
consume or serve alcohol.
Placement
We work together with our
agencies and internal marketing
teams to ensure that advertising
is not directed at those under the
relevant legal drinking age via
any media channel.
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Informative
Labelling
Our Guiding Principle
As part of ensuring TWE’s
commitment to responsible
consumption messaging is
consistent across all markets,
appropriate industry and/or
government ‘health’ messages
will be represented where
voluntarily agreed or legally
required.
In Practice
Our wine labels, advertising and
promotional materials feature
responsible drinking messages
relevant to each region.
These include:
DrinkWise logo
(Australia and New Zealand)

• 

Drinkaware web address
(United Kingdom)

• 

Enjoy Responsibly logo
(other countries)

• 

Responsible consumption
messaging on our wines

Standard Drinks: To help inform consumers
on how many units of alcohol/standard drinks
are contained within the bottle. Used in
Australia, New Zealand and Asia. In the UK
and Europe, this information is presented
in UK units.

Appropriate industry and/or
government ‘health’ messages
are represented where
voluntarily agreed or legally
required, such as the Surgeon
General warning in the United
States.
All TWE bottles labelled from
Vintage 2014 onwards must
include a written message or
image (the ‘Pregnant logo’)
regarding drinking while
pregnant.

DrinkWise Pregnancy Logo or written
pregnancy message: Carried on all TWE
products.

DrinkWise Message: Voluntary labelling
applicable in Australia. Carried on TWE
physical and digital assets in Australia.

Drinkaware Website Address: Voluntary
labelling applicable in the UK. Carried
on almost all TWE physical and digital
assets with links to a range of Drinkaware
consumer education materials.

Finally, information on the calorie
content of all of TWE’s wines
will be made available online via
www.tweglobal.com/calories.
In most markets consumers will
be referred to the web address
via an on-label reference.
These commitments are in
addition to the number of
standard drinks, appropriate
consumer information on alcohol
units and/or percentage of
alcohol content.

Enjoy Responsibly: TWE responsibility
message used on marketing and
promotional materials in markets where
DrinkWise or Drinkaware messages
are not recognised.

Please Drink Responsibly/
Drinkaware Message: Messaging
carried on TWE products in Europe
as part of industry wide voluntary
agreements.

US Surgeon General Message:
Government warning that must be
carried on all alcohol products sold in
the United States.
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Inappropriate
Associations
Our Guiding Principles
Our marketing and advertising
practices will not associate
the consumption of wine
with pregnancy or potentially
dangerous activities, such as
driving, operating machinery
or performing strenuous
athletic activity.
Our advertising and marketing
materials will not contain indecent,
demeaning, or discriminatory
material.
In Practice
Contributing to success
TWE ensures that its marketing
materials do not suggest that the
presence of wine contributes to
any form of success. To this end,
our marketing materials do not
imply that the consumption of
wine makes an individual more
attractive, or someone else more
attractive to them. They also do not
appear to make an individual more
skilled at sport or better at a job.
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Mood change and benefits
Our campaigns do not suggest
that the presence of alcohol
creates or contributes to a
change of mood or environment.
We avoid creative concepts
that deploy a psychedelic or
other graphic backdrop which
may have connotations with
substance abuse, or portray
people becoming more relaxed
due to the presence of alcohol.
Our marketing materials do not
suggest that the consumption
of alcohol offers any kind of
therapeutic or health benefit, or
is otherwise ‘good’ for you.

Sex and sexuality
Our creative concepts and
marketing material do not suggest
sexual activity, either directly or
indirectly. Furthermore we portray
all characters, both men and
women, within our advertising
material as empowered and
capable individuals.
Discrimination
We do not promote any form of
discrimination on the grounds of
race, gender, sexuality, religion,
ethnicity, nationality, politics or
disability.

Offensive behaviour and
language
We do not include verbal or
visual cues within our marketing
material or concepts that may be
found to be glorifying or inciting
violence, intimidating, dangerous,
anti-social or illegal behaviour.
Safety
We do not support or deploy
creative concepts that depict
characters drinking in cars even
if they are not the driver, nor do
we promote unsafe behaviours
or practices in our marketing
materials.
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Stakeholder
Engagement
To ensure our employees and
those working on our behalf,
such as agencies, understand our
responsibility requirements, we
have established a Responsible
Sales and Marketing Handbook
which provides additional detail
and instruction on adherence
to our Responsible Marketing
Guidelines. The Responsible
Marketing Guidelines and
Responsible Sales and Marketing
Handbook are embedded in
our Marketing team’s ways of
working through regular training
and engagement with the Legal
and Governance team.
Within the Handbook, we have
also established a set of Social
Media Monitoring Guidelines
which establish stricter oversight
across our digital content.
These Guidelines detail steps
to be taken to assess social
media posts for their level of
appropriateness in relation to
alcohol consumption and social
expectations. They outline
actions to be taken in the event
that any post breaches our
Alcohol Policy, Responsible
Marketing Guidelines or the
various Codes of Conduct to
which we adhere around
the globe.
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The Handbook also provides for
regular review and monitoring
of TWE’s social media
platforms outlining steps to
remove posts that promote
or incite inappropriate alcohol
consumption, as well as any
other inappropriate content, on
any of its social media assets
within a reasonable time frame.
TWE believes that working with
our industry peers, associations
and relevant stakeholders is
a critical component to effect
long term behaviour change
addressing inappropriate alcohol
consumption.
TWE is proud to work in
partnership with organisations
that promote the responsible
consumption of alcohol.
We work with several groups
that lead alcohol education
and responsibility initiatives,
including DrinkWise (AU),
Australian Beverages Advertising
Code (ABAC), Drinkaware
(UK), Community Alcohol
Partnerships (CAP) (UK), and
national organisations such as
the Alcohol Beverages Australia
(ABA) who are partners of the
International Association for
Responsible Drinking (IARD).
TWE is a member of DrinkWise
and Australian Grape and Wine
in Australia. In the UK, TWE is a
member and has a representative
on the Board of Wine & Spirits
Trade Association and is a
funder of Community Alcohol

Partnerships and Drinkaware.
Further detail on the activities
of these organisations, can be
accessed via the following links:
DrinkWise
drinkwise.org.au
Australian Grape and Wine
(previously Winemakers’
Federation of Australia)
agw.org.au
Australian Beverages
Advertising Code Scheme
abac.org.au
Alcohol Beverages Australia
alcoholbeveragesaustralia.
org.au
Drinkaware
drinkaware.co.uk
Community Alcohol
Partnerships
communityalcoholpartnerships.
co.uk
Wine & Spirits Trade
Association
wsta.co.uk

Review
and feedback

Training on these guidelines will
be provided to relevant parts of
the business annually, and we will
publish our progress in achieving
our responsible marketing
objectives via relevant channels.
If you have any feedback or would
like to get in touch with us directly
about the responsible marketing
or consumption of alcohol please
contact us at:
crprogram@tweglobal.com

Responsible Drinking
responsibledrinking.org
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For further information contact
crprogram@tweglobal.com
or go to www.tweglobal.com
Version 2019

