
 

  

 

FIVS & THE UNITED 
NATIONS SUSTAINABLE 
DEVELOPMENT GOALS 
Walking the Talk 

 
FIVS | 2022 

 



 

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

We would like to acknowledge, past and present, all of those within the FIVS family who have provided 
invaluable support through their work with our Presidential Council, Working Groups, Committees, 
Membership, and Secretariat. 

 
 

FIVS 
Launched on 27 October 2020 
Updated on 07 February 2022



 

FIVS   | 1 

 

Table of Contents 

 
1.  Introduction …………………………………………………………………………………………..……………………………. 3 

 
2.  FIVS Timeline …….……………………………………………………………………………………..…………………………. 5 

 
3.  FIVS and the UN SDGs at a Glance ……………………………………………………………..……………….………. 9 

 
4.  FIVS Actions to Help Achieve the UN SDGs ………………………………………………..………………………. 11 

 
5. Appendices ………………………………………………………………………………………………..…………………….... 18 

 

Appendix I Global Wine Producers’ Environmental Sustainability Principles 

Appendix II FIVS Guiding Principles for Advertising and Marketing Practices for Alcohol 
Beverages 

Appendix III Regulatory Principles to Enhance Coherence and to Facilitate Trade in  
  Wine 

Appendix IV FIVS Social Sustainability Principles for Ethical Trading 

 

 



 

FIVS   | 2 

 
1. INTRODUCTION Created by Chris Brunskill

from the Noun Project

  



Introduction 
 

FIVS   | 3 

1. Introduction 
In 2015, all 193 United Nations (UN) Member States unanimously adopted 17 Sustainable 
Development Goals (SDGs) pledging to end poverty, protect the planet, and secure peace and 
prosperity for everyone around the world by 2030. The achievement of the 17 goals, and the 169 
associated targets, relies on close collaboration between the private and public sectors to advance 
towards global environmental, social and economic sustainability. The SDGs also provide a universal 
language for all actors to discuss their sustainable practices and monitor their achievements. 
 
Against this background, I am delighted that we at FIVS have produced this document and launched it 
at this time, since the need to conduct our business responsibly and with an eye to future generations 
has never been clearer. In it, we present some of the activities and outputs of FIVS1 over the last 15-
20 years and show how we have been seeking to encourage environmental, social, and economic 
sustainability in the industry over that period. Although the whole structure and emphasis of our work 
is sustainability-oriented, it seemed appropriate at this time to present it through the lens of the UN 
SDGs to make the magnitude and scope of our commitment clearer and more accessible to a wider 
audience.  
 
Accordingly, the timeline in Section 2 shows our work products in the area of sustainable development 
over the last 15+ years. Two significant observations should be made in the light of this information: 

• All the outputs listed were approved unanimously by the members of FIVS (we work on the 
basis of complete consensus) – which demonstrates the high level of understanding at all levels 
of the organisation about the significance of promoting sustainable practices. 

• There has been a steady stream of FIVS initiatives in all areas of sustainability over a period of 
more than 15 years. All of these are designed to encourage the industry towards greater 
activity in these areas, as well as to equip it in making those efforts. 

 
Bearing in mind that the membership of FIVS encompasses approximately 75% of the wine traded 
globally, this amounts to a resounding commitment from the majority of wine producers around the 
world. 
 
Section 4 shows the level of intersection between these efforts by FIVS and various elements within 
the UN SDGs. In addition, the Appendices in Section 5 contain some examples of the tools that are 
listed in the timeline. It should be clear that FIVS is committed to continue its efforts in this area for 
the foreseeable future, and to continuous improvement both in the federation and in the tools it 
produces for members and the wider industry. We are justly proud of what we have done to date, but 
we are not intending to slow down, or to rest on our laurels going forward! 
 
 
        Greg Hodson 
        President 

         
 

                                                             
1FIVS has been a global voice for the alcohol beverage industry since 1951. FIVS is a non-governmental, global 
organisation that fosters collaboration between its members from the wine (and to a lesser extent, beer and 
spirits) sectors to advocate on public policy matters of mutual interest, and in relation to which consensus 
positions are reached by its members. FIVS gathers and disseminates this information to international and 
intergovernmental organisations as well as governments. Our members include producers, distributors, 
importers, regulators, exporters, and trade associations. In 2019, FIVS members accounted for around 75% of 
the wine traded globally. 
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2. FIVS Timeline 
Most of the work products mentioned in the timeline below are accessible in their full, current versions 
by clicking on the title. 
 
Year Initiative 
2004 FIVS adopts its first Strategic Plan which sets its direction and purpose for the future 

and acknowledges sustainable practices as a key success factor for the alcohol beverage 
industry. The vision of FIVS set forth in the strategic plan is: 
“A successful global beverage alcohol industry, operating on the principles of corporate 
social responsibility, sustainability, and focus on consumer interests, in an environment 
free from trade-distorting factors of all kinds”. 
 

2006 FIVS members unanimously adopt the first edition of the Global Wine Producers’ 
Environmental Sustainability Principles which recognise that environmentally 
sustainable practices are an imperative for the wine industry. The document presents a 
unifying set of environmental sustainability principles and assists in their 
implementation, whilst recognising the need for flexibility to address regional variation. 
 

2007 FIVS-Assure, an online database that gathers resources on social aspects programs in 
the wine, spirits, and beer sectors, is launched. The tool draws upon exemplary practices 
by companies, trade associations, and other entities from around the world and is made 
available to the general public on the FIVS website. 
 

2008 
 
 
 
 
 

FIVS-Abridge is created as an online database of international regulations and 
agreements for wine and spirits. The database consists of domestic regulations and 
relevant international agreements for markets around the world, covering topics such 
as certification, composition, labelling, and tariffs. Although the database is a 
subscription product, it is made available free of charge to government regulators in 
order to promote consistent, appropriate regulation for wine worldwide. 

  
2011 FIVS publishes the FIVS Guiding Principles for Advertising and Marketing outlining the 

major principles that should be considered in producing codes of best practice for the 
advertising and marketing of alcohol beverages. These include representation of 
moderate and responsible consumption, no depiction of minors, and abstaining from 
linking consumption with therapeutic benefits or personal success.  
 

2013 The FIVS Regulatory Principles to Enhance Coherence and to Facilitate Trade in Wine 
are unanimously endorsed by FIVS members. The 12 principles presented surround the 
establishment of regulatory limits for wine and verifying compliance with those limits 
by analytical methods. The overarching objective is to facilitate trade in wine and avoid 
obstacles to trade according to the rights and obligations of international accords. A 
series of technical documents produced by the FIVS Scientific and Technical Committee 
illustrate how practical application of the principles might occur.  
 

2015 The FIVS Guiding Principles for Advertising and Marketing are updated with an Annex 
on Digital Marketing in response to the rapid growth and increased relevance of digital 
marketing and advertising. This includes ensuring that digital campaigns are not 
accessible to underage users and that user privacy is protected in digital marketing. 
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2015 FIVS-APACE (FIVS Additives and Processing Aids Codex for Enology) is launched with 
the ambition of being a comprehensive online information source for additives and 
processing aids that are approved for winemaking use around the world. 
 

2016 The Global Wine Producers’ Environmental Sustainability Principles are updated after 
10 years of existence and made available in Spanish, Italian and French. 
 

2016 A second set of Regulatory Principles to Enhance Coherence and to Facilitate Trade in 
Wine composed of nine new principles is endorsed by FIVS members. 
 

2016 The FIVS International Wine Greenhouse Gas Protocol is released. Its purpose is to help 
winegrowers and vintners account for, improve, and communicate the corporate 
carbon emissions of their business by providing an industry standard; provide a 
consistent framework and ensure the Wine Greenhouse Gas Protocol aligns with 
current best practices; and integrate measures that ensure the longevity of the 
standard. 
 

2016 The FIVS Good Fining Practices: Guidelines for the fining of wine using proteinaceous 
agents with allergenic potential are published on the FIVS website. The document sets 
out the regulatory background to the labelling requirements for use of food additives 
and processing aids that are, or contain potential food allergens. It outlines guidance on 
internationally agreed best fining practices for winemaking, together with the validation 
procedures, scientific and empirical data that have been used to demonstrate that these 
practices remove from the final product detectable residues of substances used as fining 
agents in winemaking. 
 

2017 FIVS members adopt the FIVS Social Sustainability Principles for Ethical Trading. The 
principles set the foundation for actions undertaken by participants to incorporate 
social responsibility into the core of their business. This includes conducting business in 
respect of human rights and ensuring lawful, fair, and ethical behaviour in all 
commercial dealings. The pursuit of a constructive and open dialogue among business 
partners and stakeholders in order to reinforce the principles of socially responsible 
business is required as well as the establishment of mature relations along the supply 
chain to promote sustainable business practices. 
 

2017  FIVS and the University of Reims, Wine & Law Program – A Jean Monnet Chair, partner 
to create the Jean-Jacques Bouffard Scholarship. The scholarship offers the opportunity 
for industry professionals to attend the annual Autumn School of Wine Law in the 
European Union organised by the University of Reims.  
 

2017 FIVS members agree to align the structure of the federation according to the “triple 
bottom line of sustainability” (environmental, social, and economic) to reflect its long-
standing commitment to promoting a sustainable alcohol beverage industry. It now 
conducts a large part of its work through three working groups, each dedicated to one 
element of the triple bottom line approach. These groups are assisted by a Scientific and 
Technical Committee, and a Codex Alimentarius Task Force. 
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2018 FIVS and Wine in Moderation (the international organisation in charge of coordinating 
the international implementation and growth of the Wine in Moderation Programme 
which seeks to emphasise responsible drinking and moderate wine consumption around 
the world) sign a Memorandum of Understanding. Both organisations agree to further 
the shared objective of increasing awareness of the significance of social responsibility 
in the alcohol beverage area.  
 

2019 
 
 
 
2019 

FIVS and the University of Reims also launch the FIVS-Abridge Competition, which is 
open to university students and is based on a case study that uses FIVS-Abridge, a 
database of international regulations and agreements for wine and spirits. 
 
FIVS signs a Memorandum of Understanding with Oenoppia, an international trade 
association of producers focusing on oenological products. Both parties pledge to build 
on their joint work to promote a successful and sustainable global alcohol beverage 
sector, as well as to share information and promote educational efforts. The FIVS-
Oenoppia Guidelines for Purchasing and Due Diligence — Identity, Quality & Food 
Safety of Oenological Products are also published in a bid to help winemakers and 
suppliers to navigate more easily the complex process involved with the purchase and 
sale of oenological products. 
 

2019 FIVS launches the first edition of the FIVS International Sustainable Winegrowing 
Award. Based on the three pillars of sustainability, the award honours wine 
organisations that take a leading role in implementing sustainable practices. Wineries 
must demonstrate, inter alia, consistency with FIVS’s Global Wine Producers’ 
Environmental Sustainability Principles, which promotes the idea that the continued 
health of the wine industry relies on natural resources that are successfully integrated 
with sound ecological processes. 
 

2020 A new page dedicated to COVID-19 is published on the FIVS website. The page, which is 
publicly available, offers practical resources, technical and sanitary measures, 
guidelines, and trends in response to the COVID-19 pandemic.  
 

2021 FIVS launches its rebuilt FIVS-Assure database, which features an interactive map with 
national drinking guidelines and government recommendations, exemplary 
programmes, and over 100 initiatives. The new intuitive design enables users to locate 
a wider range of initiatives more easily by filtering by location, topic, recommendation 
vs. obligation, and implementing body. 
 

2021 The FIVS Guiding Principles for Advertising and Marketing for Alcohol Beverages are 
revised and reorganised into a more user-friendly format. A one-pager highlighting the 
core principles is added to the document. 
 

2021 
 
 
 
 
 
2021 

FIVS relaunches FIVS-APACE to appeal to readers with or without technical knowledge. 
Winemaking substances are reorganised into four different categories, with information 
on recommended usage in winemaking, usage levels, scientific evaluations by expert 
bodies, and the status of regulatory approval in various markets around the world. 
International, national, and regional sources of safety data are made available. 
 
FIVS’s Social Sustainability working group performed a UN SDG gap analysis, evaluating 
whether they are active in all the relevant UN SDG areas, and indicating which FIVS 
activities should be prioritised in 2022-2026.  
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4. FIVS’s Actions to Help Achieve the UN SDGs 
 

SDG 3 Good Health and Well-Being 

 

FIVS is actively engaged in the promotion of best practices on well-being and the 
responsible use of alcohol. In 2007, FIVS created FIVS-Assure which is a publicly 
available online database that gathers resources on social aspects programmes in the 
wine, spirits, and beer sectors. This tool draws upon exemplary practices by FIVS 
members, companies, trade associations, and other entities from around the world. 
A new version was launched in November 2020 with over 100 entries including an 
interactive map of national drinking guidelines around the world, featured initiatives, 
and an enhanced user interface.  
 
In 2018, FIVS partnered with the organisation Wine in Moderation with the shared 
objective of increasing awareness of the significance of social responsibility in the 
alcohol beverage area.  

 

SDG 4 Quality Education 

 

FIVS supports the acquisition of skills and knowledge to promote sustainable 
development via multiple channels. It circulates weekly news bulletins focused on 
economic, environmental, and social sustainability, and organises twice-yearly 
conferences centred on the sustainable development of the global alcohol industry. 
FIVS maintains a publicly available webpage collating practical resources, guidelines, 
and trends in response to the COVID-19 pandemic. 
 
FIVS created the Jean-Jacques Bouffard scholarship in 2017 which gives a young 
professional the opportunity to attend a course on international wine law at the 
University of Reims every year. The scholar is awarded a French university diploma 
upon completion of the course. FIVS also holds the annual FIVS-Abridge Competition: 
it is an academic competition for master’s level students based on a case study that 
uses FIVS-Abridge, a database of international regulations and agreements for wine 
and spirits. 
 
Finally, many of FIVS’s principles and activities promote quality education with a 
primary focus towards our members and regulators of our products:  
• the Global Wine Producers’ Environmental Sustainability Principles promote 

awareness through education in order to further “sustainability objectives and 
build awareness within the global wine sector” (see Appendix I). 

• the FIVS Guiding Principles for Advertising and Marketing encourage 
businesses to “conduct activity or materials that educate the public, including 
underage persons, about the consequences of alcohol consumption and the 
possible consequences of excessive or underage consumption” (see Appendix 
II). FIVS members reported convergence between their national advertising 
codes and the FIVS principles. 

• the FIVS International Sustainable Winegrowing Award rewards companies 
that actively integrate and train their workforce, and that support research and 
education to enhance their community’s environment. 
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• The FIVS Social Sustainability Principles for Ethical Trading provide guidance on 
how to incorporate social responsibility into the core of businesses (see 
Appendix IV). 

• FIVS-Assure, FIVS’s social responsibility database, makes available programmes 
and codes of conduct which encourage education for sustainable lifestyles. 

• FIVS and Wine in Moderation partnered in 2018 to encourage the adoption of 
responsible consumption programmes, support vocational training and promote 
sustainable lifestyles around the world. 

 

SDG 5 Gender Equality 

 

FIVS supports gender equality in working environments and advocates for it via the 
FIVS Social Sustainability Principles for Ethical Trading: “Participants and business 
partners shall not discriminate, exclude or have a certain preference for persons on 
the basis of gender (…)” (see Appendix IV). It is also making progress in this regard in 
its own structures regarding participation and leadership. Over the past seven years, 
FIVS has made good progress in increasing the representation of women in leadership 
roles at all levels of the organisation, including working groups, Presidential Council 
and Secretariat.  

 

SDG 6 Clean Water and Sanitation 

 

Water is paramount for the wine industry and has been a centre of preoccupation at 
FIVS for many years due to more frequent droughts and water scarcity. Unpredictable 
access to water has become a common issue for the wine industry in many parts of 
the world, leading vintners to introduce new drought-mitigation strategies to reduce 
their water usage. The FIVS Global Wine Producers’ Environmental Sustainability 
Principles (see Appendix I) have been promoting water use efficiency and reuse for 
more than 15 years by encouraging wineries to perform environmental risk 
assessments for water use efficiency and wastewater management and through the 
implementation of environmentally sustainable activities. Water management is also 
a central criterion for the FIVS International Sustainable Winegrowing Award. 
 
Furthermore, the FIVS Social Sustainability Principles for Ethical Trading encourage 
access to safe drinking water, safe and clean eating and resting areas in working 
environments, as well as healthy working and living conditions for workers and local 
communities and responses to potential threats to these (see Appendix IV). 

 

SDG 7 Affordable and Clean Energy 

 

FIVS encourages businesses to use renewable and clean energy through the FIVS 
Global Wine Producers’ Environmental Sustainability Principles, which recommend 
performing environmental risk assessments for energy use, carbon accounting, 
transportation, and fossil fuels, amongst others. Risk assessment is coupled with the 
implementation of environmental sustainability activities, evaluation, and continuous 
improvement for greater efficiency (see Appendix I). The FIVS International 
Sustainable Winegrowing Award also rewards vineyards with strong agricultural and 
winemaking protocols for energy savings. 
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SDG 8 Decent Work and Economic Growth 

 

FIVS encourages sustainable production across the board, enhancing economic 
performance, including job creation, innovation, and creativity. FIVS works to remove 
trade barriers around the world and to facilitate global trade via the promotion of the 
harmonization and/or mutual acceptance of regulations in areas such as beverage 
production methods and labelling, and through its Regulatory Principles to Enhance 
Coherence and to Facilitate Trade in Wine (see Appendix III). The Regulatory 
Principles are supported by technical papers produced by FIVS’s Scientific and 
Technical Committee, which are publicly available on the FIVS website. 
 
FIVS also encourages the evaluation and adoption of appropriate new technologies 
and promotes the protection of private Intellectual Property rights in the global 
marketplace, e.g. from counterfeiting and other fraud. The wine industry is a value-
added sector comprising mostly micro-, small- and medium-sized enterprises and has 
a demonstrated economic multiplier effect on other segments of the economy, such 
as hospitality and tourism. Studies on the contribution of the alcohol beverage 
industry to various economies such as the United States, the European Union, and 
Canada are regularly conducted by FIVS members and collated on the FIVS website 
for further dissemination. 
 
In addition, FIVS encourages fair employment policies, such as fair remuneration and 
compliance with wage legislation or industry standards, as well as robust mechanisms 
to be established against child and bonded labour via the FIVS Social Sustainability 
Principles for Ethical Trading which were unanimously adopted by FIVS members in 
2017 (see Appendix IV).  

 

SDG 9 Industry, Innovation and Infrastructure 

 

FIVS has developed two sets of Principles to Enhance Regulatory Coherence and to 
Facilitate Trade in Wine and has developed supporting technical papers to help 
promote appropriate regulation of wine in the light of its unique product 
characteristics (see Appendix III). Many of the principles and papers have been 
presented to the International Organisation of Vine and Wine (OIV), the World Wine 
Trade Group, the Asia Pacific Economic Cooperation (APEC) economies via the APEC 
Wine Regulatory Forum and to other national governments by means of the 
International Wine Technical Summit (IWTS). FIVS’s online database of international 
regulations and agreements for wine and spirits, FIVS-Abridge, is supplied free of 
charge to governments of these economies to facilitate the development of more 
harmonized approaches to regulation. This is also the case with FIVS-APACE, which 
was designed by FIVS as a comprehensive online information source for additives and 
processing aids that are approved for winemaking use around the world. FIVS 
members also reported using the FIVS Good Fining Practices: Guidelines for the fining 
of wine using proteinaceous agents with allergenic potential, to respond to allergen 
labelling requirements around the world. 
 
In addition, FIVS is working on the development of technical guidelines and tools in 
relation to developing issues. This includes innovative approaches to nutritional and 
ingredient labelling and the development of digital and e-commerce strategies based 
on new technologies such as distributed ledger technology. 
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SDG 10 Reduced Inequalities 

 

FIVS’s Social Sustainability Principles for Ethical Trading (FSSPET) set the foundation 
for actions undertaken by participants to incorporate social responsibility into the 
core of their business. This includes promoting social inclusion for all regardless of any 
status or condition that could give rise to discrimination and prohibiting unethical 
behaviour such as bonded or child labour. FSSPET participants are expected to 
“conduct their businesses, within their sphere of influence, to respect human rights 
and ensure lawful, fair and ethical behaviour in all their commercial dealings […] and 
pursue an open dialogue among business partners and stakeholders in order to 
reinforce the principles of socially responsible business” (see Appendix IV). 
 
This set of principles and values reflects the beliefs of FIVS wine sector participants. 

 

SDG 12 Responsible Consumption and Production 

 

In its quest to advance the triple bottom line of sustainability, FIVS encourages waste 
reduction, as well as recycling and reuse, also known as the three Rs of waste 
management. The FIVS Global Wine Producers’ Environmental Sustainability 
Principles highlight the importance of conducting risk assessments for various by-
products including wastewater and solid wastes. In addition, the Principles stress the 
need to perform “self-assessments” and other forms of evaluation or reporting in 
order to drive continuous improvement (see Appendix I). In parallel, participants and 
business partners of the FIVS Social Sustainability Principles for Ethical Trading are 
expected to keep accurate information regarding their activities, structure, and 
performance, and to disclose these in accordance with applicable regulations and 
industry benchmark practices (see Appendix IV). 
 
The FIVS International Sustainable Winegrowing Award also rewards businesses that 
have packaging protocols for waste reduction, innovative approaches to 
management and valorisation of by-products, close the loop programmes, and show 
leadership in communication of sustainable best practices. 

 

SDG 13 Climate Action 

 

Climate change is a prominent issue for members of the alcohol beverage industry as 
they are currently grappling with its impacts around the world. FIVS has been 
supporting work in this area for many years: in 2007 FIVS members produced the first 
International Wine Carbon Calculator and made it available within FIVS to help 
wineries assess and improve their carbon footprint. An updated Greenhouse Gas 
Accounting Protocol was adopted by FIVS in 2016 to support a consistent 
quantification approach across the international wine industry when corporate carbon 
footprinting activities are undertaken. 
 
The FIVS Global Wine Producers’ Environmental Sustainability Principles also provide 
a framework for a coordinated, efficient, and results-driven approach to 
environmental sustainability and mitigation of climate change. Businesses are 
encouraged to integrate climate change mitigation measures into their strategies and 
planning by performing environmental risk assessments for carbon accounting, 
biodiversity, transportation, and fossil fuels. Industry members are also expected to 
partner with stakeholders and participate in sector-wide sustainability programmes in 
order to successfully address the transnational nature of climate change (see 
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Appendix I). Finally, the FIVS International Sustainable Winegrowing Award takes into 
account wineries’ efforts to reduce carbon emissions in its sustainability evaluation.   

 

SDG 14 Life Below Water 

 

FIVS encourages the implementation of adequate measures to prevent or minimise 
all environmental degradation, and in particular water ecosystems, through the FIVS 
Social Sustainability Principles for Ethical Trading: “Participants and business partners 
should assess significant environmental impact of operations, and establish effective 
policies and procedures that reflect their environmental responsibility. They will seek 
to implement adequate measures to prevent or minimise adverse effects on the 
community, natural resources and the overall environment” (see Appendix IV). The 
same is expected from those who subscribe to the Global Wine Producers’ 
Environmental Sustainability Principles on the basis of environmental risk 
assessments for water use efficiency and wastewater management (see Appendix 
IV). The FIVS International Sustainable Winegrowing Award also considers efforts 
regarding biodiversity in all its forms in order to measure wineries’ commitment to 
sustainability.  

 

SDG 15 Life on Land 

 

As far back as 2006, the FIVS Global Wine Producers’ Environmental Sustainability 
Principles (GWPESP) recognised that the wine industry is entirely dependent on 
natural resources, solar energy, suitable climate, clean water, and healthy soils, and 
must successfully integrate these elements in an ecologically sound manner. The 
protection and the enhancement of these natural assets through sustainable 
practices is imperative. The GWPESP offer strategies to guide those in the industry in 
implementing sustainability principles. This includes performing environmental risk 
assessments for soil condition, biodiversity, neighbouring land area, and 
agrochemical use to ensure the preservation of terrestrial ecosystems (see Appendix 
IV). 
 
The FIVS Social Sustainability Principles for Ethical Trading also encourage 
participants and businesses to protect the environment by conducting risk 
assessments to prevent or minimise adverse effects of operations (see Appendix IV). 
 
The FIVS International Sustainable Winegrowing Award promotes sustainable land 
ecosystems by evaluating participants based on their approach to, inter alia, soil 
conversation, pest management, seed/variety selection, preservation, and diversity. 

 

SDG 17 Partnerships for the Goals 

 

As an international trade federation, FIVS is committed to multilateral collaboration 
and building partnerships between the public and private sectors. FIVS and its 
members adhere to a universal, rules-based, open, non-discriminatory, and equitable 
multilateral trading system under the World Trade Organization. 
 
FIVS is an active observer at Codex Alimentarius, the World Intellectual Property 
Organization, and the International Organisation of Vine and Wine. FIVS also actively 
collaborates with the Asia Pacific Economic Cooperation’s Wine Regulatory Forum, the 
International Wine Technical Summit and the World Wine Trade Group and produces 
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a wide variety of papers to promote appropriate and harmonised wine regulation 
around the world.  

 
Building partnerships is also central to FIVS’s values as stated in the FIVS Global Wine 
Producers’ Environmental Sustainability Principles (Partnering with Stakeholders, and 
Participation in Sector-Wide Sustainability Programmes). FIVS partners with 
organisations which share its vision of a successful global alcohol beverage industry, 
operating on the principles of economic, social, and environmental sustainability. FIVS 
has established memoranda of understanding with Oenoppia and Wine in 
Moderation, and works closely in partnership with the University of Reims on 
academic programmes in wine law. 
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FIVS GUIDING PRINCIPLES FOR  

ADVERTISING AND MARKETING PRACTICES 
FOR ALCOHOL BEVERAGES 

 
Introduction  
 
FIVS promotes initiatives that discourage the harmful or illegal use of alcohol. To meet this objective, FIVS 
Members and Affiliates have committed to ensuring that marketing and advertising communications are 
conducted in a manner that encourages consumption of alcohol beverages in moderation and with 
responsibility as part of a balanced diet.  
 
In addition, Members commit to complying with the marketing and advertising Codes in the relevant 
jurisdictions in which they operate. 
 
Application:  
These commitments apply to any medium including cinema, internet, social media, outdoor media, print, 
radio, television, telecommunications, or other direct to consumer media, including new and emerging 
technologies, without limitation. These commitments apply to direct communications as well as indirect 
representations paid for by companies, such as through the use of influencers and brand ambassadors. 
 
The guidelines apply to all Marketing Communications generated by or within the reasonable control of 
the company, including but not limited to:  
 
• Brand advertising (including trade advertising) 
• Competitions  
• Digital communications (including in mobile and social media and user generated content) 
• Alcohol Beverage product names and packaging 
• Advertorials  
• Alcohol brand extensions to non-alcohol beverage products  
• Point of sale materials  
• Retailer advertising  
• Marketing Collateral 
 
The following general principles have been identified as fundamental in this area. Examples are given of 
how the principles are applied given differing national and/or cultural situations in markets around the 
world.1 
 
 

 
1 For information on exemplary practices for the marketing and advertising of alcohol beverages, see the FIVS-
ASSURE database. 
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1. Consumption should only be represented at an appropriate age 
 
Explanation of the principle:  
The consumption of alcohol beverages by minors is a serious concern globally. Advertising and marketing 
should feature consumption only by individuals who are older than the national legal drinking age to help 
promote responsible consumption. 
 
Application of the principle in practice: 
 
Consideration should be given to including provisions such as the following in codes of best practice: 

 
• Images or references to characters, heroes or celebrities that appeal to minors should never be used. 

 
• Adults appearing in advertisements should be over 25 years of age.  

 
• Alcohol beverages shall not be suggested to be similar to another beverage/product that is primarily 

popular with those below legal drinking age. 
 
 
2. Advertisements and marketing should be placed in a way that does not appeal to 
under-aged consumers  
 
Explanation of the principle: 
Advertisements and marketing are intended for adults of legal drinking age who choose to drink and 
should not be placed in any media directly or indirectly appealing to those below the legal drinking age. 
 
Application of the principle in practice: 
 
• Advertisements should only be placed in media where more than 70% of the viewers are expected 

to be adults of legal drinking age. 
 
• No brand identification of alcohol beverages (logos, trademarks, etc.) should be used on items 

intended for use by minors, such as children’s clothing and toys. 
 
• Advertisements should not promote alcohol beverage use for events directed primarily towards 

children or in which children form a sizeable percentage of the audience. 
 

• Advertisements should not be located outdoors in the vicinity (500 feet or 150 metres) of a school 
or educational campus, unless within a licensed establishment. They should not appear in college or 
school newspapers. 
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3. Alcohol beverage consumption should only be represented in moderation and with 
responsibility 
 
Explanation of the principle: 
Advertisements and marketing initiatives should never encourage or make light of harmful drinking 
practices. Advertisements and marketing initiatives are most constructive when they feature alcohol 
consumption in a safe and appropriate manner and setting.  
 
NB.: A Marketing Communication must not encourage or show the rapid consumption of alcohol, or 
irresponsible behaviour and/or consumption based on alcohol strength. 
 
Application of the principle in practice: 
 
Consideration should be given to including provisions such as the following in codes of best practice: 

 
• Advertisements and marketing initiatives should not portray excessive consumption or the abuse of 

alcohol, or feature persons who appear to be intoxicated 
 

• Advertisements and marketing initiatives should not depict the consumption of alcohol beverages in 
association with illegal, violent, aggressive or out of control behaviour. .   
 

• Advertisements and marketing initiatives should not depict any direct association between the 
consumption of alcohol beverages, and the operation of a motor vehicle, boat or aircraft or 
engagement in any sport (including swimming and water sports) or any potentially hazardous 
activity. 
 

• Advertisements and marketing initiatives should not challenge or dare people to drink alcohol and 
should not contain any inducement to prefer an alcohol beverage because of its alcohol content. Nor 
should they present abstinence or moderation in a negative way.  
 

• Advertisements and marketing initiatives should avoid point of sale promotions that do not comply 
with applicable codes of national practice or are inconsistent with responsible promotional practices.  
 

• Advertisements and marketing initiatives should not depict the consumption of alcohol beverages 
for the effects their alcohol content may produce.  
 

• Advertisements and marketing initiatives should not convey the implication that excessive drinking 
or loss of control is amusing.  
 

• Advertising should not be directed towards pregnant women. 
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4. Consumption should not be represented as linked with therapeutic benefits or 
personal success 
 
Explanation of the principle: 
Advertisements should not link alcohol consumption with therapeutic benefits or to personal, business, 
social, sporting, sexual or other success. All marketing and advertising communications will be accurate, 
truthful and not promote any health benefits.  
 
Application of the principle in practice: 
 
Consideration should be given to including provisions such as the following in codes of best practice: 

 
• Advertisements and marketing initiatives should not imply that consumption will prevent or cure any 

illnesses or diseases.  
 

• Advertisements and marketing initiatives should not depict the consumption or presence of alcohol 
beverages as a cause of or as contributing to the achievement of personal, business, social, sporting, 
sexual or other success.  
 

• Advertisements shall not portray alcohol consumption as a rite of passage to adulthood. 
 

• Advertisements and marketing initiatives should not suggest that alcohol consumption enhances 
mental ability or physical performance.  
 

• All advertisements should be in good taste and shall not denigrate the human form, or people based 
on gender, religion, or protected class. 

 
 
5. Consistency with these principles should be ensured by a vetting system 
 
Explanation of the principle:  
Self-regulatory mechanisms for advertisements and promotional materials have led to a substantial 
reduction in inappropriate alcohol advertisements. One effective element of a self-regulatory approach is 
the establishment of a system by which materials can be reviewed against codes of best practice and 
other principles and found to be in compliance with them before use. 
 
Application of the principle in practice: 

 
• Codes of best practice for advertising and marketing of alcohol beverages should contain a self-

regulatory review system for advertisements and possibly other marketing materials. 
 

• The system should allow for use of independent adjudicators to evaluate advertisements and 
determine if they are in accordance with national codes of best practice. 
 

• There should be an established system for addressing advertisements that do not meet the standards 
expressed in this document or in relevant codes. 
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6. Digital advertising and marketing should protect user privacy and prevent those 
under the legal drinking age from accessing it 
 
Explanation of the principle: 
Industry members should take measures to protect the privacy of users of their digital platforms2. Due to 
greater digital accessibility, it has become necessary for industry members to take additional steps to 
ensure that all their alcohol-related digital campaigns are not accessible to underage users. 
 
 
Application of the principle in practice: 
 

• All digital marketing and advertising campaigns should feature an age affirmation tool3 upon entry 
to confirm that only persons of legal purchasing age are accessing their information.  
 
o Visitors may be invited to set-up a “Remember me” option4 to facilitate easier access to the 

site in the future, but: 
- This invitation should be accompanied by a reminder to the visitor to consider the 

appropriateness of this option if the computer is shared with youth who are not at an age 
where they can legally purchase the product. 

- Direct electronic communications may contain a link allowing direct entry to the site (i.e. 
by-passing any age affirmation requests) for registered members who have already 
affirmed that they are over the applicable legal age of purchase. 

 
• If information provided on the digital platform can be forwarded5, a warning should be included 

pertaining to the risks of sharing information with underage persons. 
 

• In cases of unidirectional communication, i.e. solely from the producer to the consumer, industry 
members should not directly communicate with users within a space that has greater than 30% 
members under the legal purchasing age. Digital platforms should adopt regular demographic 
surveys of user ages to ensure they are not attracting underage youth.   
 

• Industry members should post clear guidelines for user-generated content6 on their digital 
platforms, regularly review it for compliance, and deal with violations appropriately (e.g., user 
suspension, account deletion, etc.). 
 

• Digital platforms should feature an age affirmation tool before the collection of any information. 
They should include details about how personal data will be collected and used. Under no 
circumstances should the information collected be sold or shared with third parties without the 
individual’s consent. 
 

• Digital campaigns should offer the option to “opt in” or “opt out” of receiving direct digital 
marketing communications. 

 
2 Interactive forms of advertising including but not limited to: social networks (e.g., Facebook, LinkedIn), video 
sharing (e.g., Vine, YouTube), blogs, microblogs (e.g., Twitter, Tumblr), apps and websites. 
3 A process that affirms the user is of legal purchasing age. 
4 A tool that allows users to save their login information for a particular digital platform on their computer. 
5 Shared, emailed, or sent to other users. 
6 Content created or posted by consumers on a digital platform. 
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• Digital platforms should include details about how personal data will be collected and used. Under 

no circumstances should the information collected be sold or shared with third parties. 
 

• Industry members should take appropriate measures to keep user information secure and 
protected from loss or theft. 
 

• Data collection and retention must be conducted in accordance with all applicable laws. 
 
 

7. Event sponsorship7 should be done appropriately and responsibly  
 
Explanation of the principle: 
Alcohol beverage companies and associations play a valuable role in supporting many community events 
and activities. They are normally able to promote their products at these events, as well as having the 
right to promote their association with the events and event participation. Alcohol beverage companies 
are urged to ensure that their promotions are consistent with these principles and with applicable 
national codes of best practice, and in particular, that they: 
     • employ promotional staff, 
     • promote, serve, or give prizes to people, 
who are above the national legal drinking age. 
 
Application of the principle in practice: 
 
It is strongly recommended that alcohol beverage companies to ensure that: 

 
• They do not promote their products at events that are clearly designed to target people under the 

legal drinking age.  
 

• All promotional advertising in support of events and all promotional materials distributed at them 
are fully consistent with principles such as those presented in this document. 
 

• Alcohol beverages are served at events in a way that is consistent with principles such as those 
presented in this document, and where applicable with legal requirements, for responsible serving 
of alcohol. 
 

• Participants in giveaways promoted by alcohol companies at or in association with events must be 
over the legal drinking age. 
 

• Prizes given away in promotions associated with alcohol beverage companies are awarded only to 
winners who are over the national legal drinking age. 
 

• Promotional staff at events are over the national legal drinking age.  
 

 
7 Sponsorship means any agreement or part of an agreement involving payment or other consideration in lieu of 
payment by a Marketer to support a sporting or cultural property, event or activity, in return for which the 
sponsored party agrees to be associated with or promote the sponsor’s Alcohol Beverage or outlet. Sponsorship 
also includes naming rights of events or teams and the inclusion of a brand name and/or logo at an event venue or 
on uniforms of participants (excluding branded merchandise). 
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Background 
 
FIVS has been a global trade federation for the alcohol beverage industry since 1951. It is committed to 
providing a venue and developing tools to encourage and secure sustainable development by our 
members and the wider industry, in keeping with the United Nations Sustainable Development Goals. Our 
membership includes producers, importers, exporters and trade associations (currently accounting for 
75% of the wine traded globally). We also welcome and collaborate effectively with affiliates from allied 
industries. 
 
Many codes of practice have appeared over recent years and in different countries to provide a 
framework for the responsible advertising and marketing of alcohol beverages. Some have been 
developed by individual companies, some by trade associations, and some by other groups. It is important 
to have the greatest degree of coherence possible between these codes, while acknowledging that 
national and cultural norms, together with differing national regulatory frameworks, require variances in 
some areas.  
 
To advance this goal, and in keeping with its vision, FIVS developed this document to outline the major 
principles that producers should adhere to, and that should therefore be considered in producing and 
revising codes of practice for the advertising and marketing of alcohol beverages around the world. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Updated on 29/10/2021 
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FIVS Social Sustainability Principles for 
Ethical Trading 
Preamble 
The FIVS Social Sustainability Principles for Ethical Trading (FSSPET) project was launched by FIVS in 
April 2015. This set of principles and values reflect the beliefs of FIVS Wine Sector Participants and are 
consistent with those with whom they conduct business.  

The Social Sustainability Principles for Ethical Trading set the foundation for actions undertaken by 
participants to incorporate social responsibility into the core of their business.  

The FSSPET refers to international conventions such as the Universal Declaration of Human Rights, the 
Children’s Rights and Business Principles, United Nations (UN) Guiding Principles for Business and 
Human Rights, Organisation for Economic Co-operation and Development (OECD) Guidelines, UN 
Global Compact and International Labour Organisation (ILO) Conventions and Recommendations 
relevant to improve working conditions in the supply chain. 

The FSSPET also refers to the FIVS Global Wine Producers Environmental Sustainability Principles. 

Business enterprises that endorse the FSSPET are committed to the principles set out in this document 
and to conduct their businesses, within their sphere of influence, to respect human rights and ensure 
lawful, fair and ethical behaviour in all their commercial dealings. FSSPET and its participants pursue 
a constructive and open dialogue among business partners and stakeholders in order to reinforce the 
principles of socially responsible business. Furthermore, they see the establishment of mature 
relations along the supply chain as being key for sustainable businesses. 

Values 

By endorsing the FSSPET Participants are guided by the following values: 

1. Continuous improvement: To implement the elements of the FSSPET in such a way as to 
continually improve upon their operations and those within their supply chain. 
 

2. Cooperation: Working collectively with employees, neighbours and interested stakeholders in 
the implementation of the principles for the betterment of the Global Wine Sector and its 
participants.  
 

3. Empowerment: A central aim for the FSSPET is to empower Participants and their business 
partners, particularly in the case of producers who will be monitored, to develop their supply 
chains in a way that respects human and labour rights. The development of internal 
management systems plays a critical role in bringing the FSSPET principles to the heart of 
business enterprises’ culture. 



Appendix IV 

FIVS   | 56 
 

FIVS Social Sustainability Principles for Ethical Trading – April 2017 - 2/5 

Principles 

FSSPET Participants expect all their business partners and suppliers to observe the FSSPET. 
Furthermore, Participants expect that any business partners that subscribe to these principles should 
be able to show evidence that they take (a) all necessary measures to ensure their own observance of 
the FSSPET; (b) reasonable measures to ensure that all of their business partners involved in the 
production process(es) observe the FSSPET.  

1. The rights of Freedom of Association and Collective Bargaining  

Participants and business partners shall: (a) respect the right of workers to form unions in a free and 
democratic way; (b) not discriminate against workers because of trade union membership; and (c) 
respect workers’ right to bargain collectively. Business partners shall not prevent workers’ 
representatives from having access to workers in the workplace or from interacting with them. 

If operating in countries where trade union activity is unlawful or where free and democratic trade 
union activity is not allowed, business partners shall respect this principle by allowing workers to freely 
elect their own representatives with whom the company can enter into dialogue about workplace 
issues. 

2. No Discrimination  

Participants and business partners shall not discriminate, exclude or have a certain preference for 
persons on the basis of gender, age, religion, race, caste, birth, social background, disability, ethnic 
and national origin, nationality, membership in unions or any other legitimated organisations, political 
affiliation or opinions, sexual orientation, family responsibilities, marital status, diseases or any other 
condition that could give rise to discrimination.  

3. Fair Remuneration  

Participants and business partners observe this principle when they respect the right of the workers 
to receive fair remuneration that is sufficient to provide them with a decent living for themselves and 
their families, as well as the social benefits legally granted, without prejudice to the specific 
expectations set out hereunder. 

Participants and business partners shall comply, as a minimum, with wages mandated by 
governments’ minimum wage legislation, or industry standards approved on the basis of collective 
bargaining, whichever is higher.  

Wages are to be paid in a timely manner, regularly, and fully in legal tender.  

4. Decent Working Hours 

Participants and business partners observe this principle when they ensure that workers work 
according to the Award conditions set out under State, Territory and National legislation. 
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5. Occupational Health and Safety  

Participants and business partners shall comply with occupational health and safety regulations. 

Participants and business partners observe this principle when they respect the right to healthy 
working and living conditions of workers and local communities, without prejudice to the specific 
expectations set out hereunder.  

The active co-operation between management and workers, and/or their representatives is essential 
in order to develop and implement systems towards ensuring a safe and healthy work environment.  

Participants and business partners shall ensure that there are systems in place to detect, assess, avoid 
and respond to potential threats to the health and safety of workers. They shall take effective 
measures to prevent workers from having accidents, injuries or illnesses, arising from, associated with, 
or occurring during work. These measures should aim at minimising so far as is reasonable the causes 
of hazards inherent within the workplace.  

Participants and business partners shall take all appropriate measures within their sphere of influence, 
to see to the stability and safety of the equipment and buildings they use, including residential facilities 
to workers when these are provided by the employer as well as to protect against any foreseeable 
emergency. Participant and business partners shall respect the workers’ right to exit the premises 
from imminent danger without seeking permission.  

Participants and business partners shall ensure adequate occupational medical assistance and related 
facilities. 

Participants and business partners shall ensure access to drinking water, safe and clean eating and 
resting areas.  

6. No Child Labour  

Participants and business partners will not employ directly or indirectly, children below the minimum 
age of completion of compulsory schooling as defined by law, which shall not be less than 15 years, 
unless the exceptions recognised by the ILO apply. 

Participants and business partners must establish robust age-verification mechanisms as part of the 
recruitment process, which may not be in any way degrading or disrespectful to the worker.  

7. Casual and Seasonal Labour 

The nature of employment in the wine sector is that at certain times, casual and seasonal labour is a 
significant source of employment. 

Participants and business partners should ensure work is performed on the basis of a recognised and 
documented employment relationship, established in compliance with national legislation, custom or 
practice and international labour standards, whichever provides greater protection. 

Before entering into employment, Participants and business partners are to provide workers with 
understandable information about their rights, responsibilities and employment conditions, including 
working hours, remuneration and terms of payment.  
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Participants and business partners should aim at providing decent working conditions that also 
support workers, both women and men, in their roles as parents or caregivers.  

8. No Bonded Labour  

Participants and business partners shall not engage in any form of servitude, forced, bonded, 
indentured, trafficked or non-voluntary labour. 

Participants and business partners will risk allegations of complicity if they benefit from the use of 
such forms of labour by their business partners.  

Participants and business partners shall act with special diligence when engaging and recruiting 
migrant workers both directly and indirectly.  

Participants and business partners shall allow their workers the right to leave work and freely 
terminate their employment provided that workers give reasonable notice to the employer. 

Participants and business partners shall ensure that workers are not subject to inhumane or degrading 
treatment, corporal punishment, mental or physical coercion and/or verbal abuse.  

All disciplinary procedures must be established in writing, and are to be explained verbally to workers 
in clear and understandable terms. 

9. Protection of the Environment  

Participants and business partners observe this principle when they take the necessary measures to 
avoid environmental degradation, without prejudice to the specific expectations set out in this 
chapter. 

Participants and business partners should assess significant environmental impact of operations, and 
establish effective policies and procedures that reflect their environmental responsibility. They will 
see to implement adequate measures to prevent or minimise adverse effects on the community, 
natural resources and the overall environment. 

Participants and business partners observe this principle when they subscribe to the FIVS Global Wine 
Producers Environmental Sustainability Principles and are members of a national environmental 
program or equivalent. 

10. Ethical Business Behaviour  

Participants and business partners observe this principle when, and without prejudice to the goals and 
expectations set out in this chapter, they are not involved in any act of corruption, extortion or 
embezzlement, nor in any form of bribery - including but not limited to - the promising, offering, giving 
or accepting of any improper monetary or other incentive. 

Participants and business partners are expected to keep accurate information regarding their 
activities, structure and performance, and should disclose these in accordance with applicable 
regulations and industry benchmark practices. 
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Furthermore, they should collect, use and otherwise process personal information (including that 
from workers, business partners, customers and consumers in their sphere of influence) with 
reasonable care. The collection, use and other processing of personal information is to comply with 
privacy and information security laws and regulatory requirements. 
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