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Simultaneous interpretation

• This event will be in French. 

• Simultaneous English interpretation is available except for the Q&A portion 

(see Chat box for instructions)

• The English version of the presentation slides is available now in the Chat box



We acknowledge and respect the lək̓ʷəŋən peoples on whose traditional territory the University 

of Victoria stands and the Songhees, Esquimalt and W̱SÁNEĆ peoples whose historical 

relationships with the land continue to this day.

Land acknowledgement



Housekeeping

• Today’s webinar includes a presentation and Q&A = 60mins

• The presentation segment will be recorded (not Q&A). Links to the 

recording and webinar slides (English and French), will be emailed. 

• We invite your feedback about today’s session. A survey link will be 

shared in the Chat box and via email. 

• For persons with lived/living experience stipends: email 

capecopcoord@uvic.ca

• Next event: Wednesday, October 25: Canada’s Guidance on 

Alcohol and Health: Knowledge mobilization activities

The views and opinions expressed as part of this event are those of the presenters alone and 

do not necessarily represent those of our funders or other organizations acknowledged

mailto:capecopcoord@uvic.ca


Q&A format

• Use the chat box or Q&A tool to submit a 

question at any time (either privately to 

the moderator or to everyone).

• ‘raise hand’ during Q&A segment. The 

moderator will ask you to unmute to pose 

your question.

• The moderator may read aloud questions 

typed in the chat or Q&A tool. 

• Technical difficulties? please message us 

in the chat.



Marianne Dessureault

Legal Affairs Attorney and Spokesperson

Public Health Association of Québec (ASPQ)

Email: mdessureault@aspq.org

mailto:mdessureault@aspq.org


Promising policies to 
address alcohol 
harms in Quebec

October 4, 2023| 

CAPE CoP webinar



Mission et vision
The Association pour la santé publique du 
Québec (ASPQ) is an independent, non-
profit organization that brings together 
nearly 1,000 citizen and organizational 
partners to make sustainable health through 
prevention a priority. 

Sustainable health is: 

Greater health, for a longer time, in a 
healthier and safer environment, for 
everyone and for coming generations. 



Webinar context
• Evolving knowledge of the impact of alcohol on health and as a risk factor in 

various social issues.

• Summary of Quebec’s portraits and Canada’s (in FR and EN)

• Major costs (Qc : 3 G$ and Canada: 20 G$).

• Inspiring measures put in place by various agencies in Canada and around 
the world. 

• ASPQ’s publications such as the collection of promising policies to reduce 
alcohol-related harm (2022) introduces 6 policies.

• FR and EN versions

• 5 free webinars presented last spring (2023)

• CPHA/ACSP project : https://www.cpha.ca/substance-use

• @ : substanceuse@cpha.ca

https://aspq.org/app/uploads/2022/04/alcool_en_bref.pdf
https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=563d282a93&e=551a5d3d78
https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=fa97e88039&e=551a5d3d78
https://aspq.org/app/uploads/2022/04/recueil-pp_alcool-vc6922.pdf
https://www.aspq.org/app/uploads/2023/09/recueil-pp_alcool-ang_2023-vf.pdf
https://aspq.org/a-inscrire-a-vos-agendas-serie-de-5-webinaires-gratuits-en-matiere-dalcool/
https://www.cpha.ca/substance-use
mailto:substanceuse@cpha.ca


Discussed policies 

1. Reduce exposure to alcohol advertising in public spaces

2. Regulate alcohol sponsorships 

3. Warning labels 

4. Manage the prices 



Reducing exposure to alcohol 
advertising in public spaces 



What is advertising?

• Advertising is a set of 
practices, techniques and 
messages employed to bring 
attention to a product or 
brand.(ref. 1)  

• Advertising with or without 
direct solicitation



What is outdoor or public spaces advertising ?

• Various places can be considered as public space (digital 
environments, publlic roads, interiors of business, etc.)

• According to the Scottish Government’s proposal (ref. 2), this includes 
any advertising billboards, both digital and paper, as well as posters or 
signs that can be displayed in, on or near a range of settings, including: 

• public transport, stops and stations;  

• vehicles including buses and taxis; 

• Leisure facilities (e.g. sports centres, parks, leisure centres)

• Shopping centres and precincts; 

• Licensed premises (pubs and restaurants).

• Priviledge spaces for the industry 



In public transportation







On public thoroughfares





On commercial frontage







Mobile advertising



Effects of exposure to advertising

• Minors are the most exposed. (Ref. 3)

• Young people are attracted to ads. 

• Influences the perception of alcohol consumption, habits 
and consumption levels. (Ref. 4-7)

• Advertising near schools is associated with lifetime 
consumption intention among children and adolescents. (Ref. 
8)



Regulation and anchor points in Quebec

• No provincial ban on alcohol advertising in public spaces

• Obligations of license holders (bars, restaurants, groceries, etc.) in the 
Règlement sur la publicité, la promotion et les programmes éducatifs en matière de 
boissons alcooliques

• related to content more than location and forms

• The State Corporation (Société des alcools du Québec or SAQ) is not subject to these 
Regulations. 

• Loi interdisant l’affichage publicitaire le long de certaines voies de circulation, and Loi sur 
la publicité le long des routes et le Règlement sur la publicité le long des routes 

• Posting of advertisements along highways maintained by the Ministry of Transport (provincial roads) 
(Rest stops and viewpoints) 

• Municipalities may have posting rules specific to their environment (e.g. the boroughs 
of Rosemont-Petite-Patrie and Plateau Mont-Royal)

https://www.legisquebec.gouv.qc.ca/fr/document/rc/p-9.1,%20r.%206


What is being done elsewhere

• On Prince Edward Island (Liquor Control Act, c. L-14, a.50)

• Prohibition on the advertising of alcohol by billboards or illuminated signs 
in public areas, except for those of the Crown Corporation. 

• In Saskatchewan (Beverage Alcohol Advertising Standards, 2016)

• Zoning restrictions have been implemented to prohibit signage near 
(200 m) primary or secondary schools and places of worship.

• In France, the Loi Évin strictly limits the marketing of alcohol in public spaces. 
• Outdoor or print advertising or displays are permitted to provide product 

information only, with no "lifestyle" advertising. 

• The City of New York prohibits advertising in its municipal infrastructures and 
facilities (Executive order no. 44, 2019), and the City’s transit service prohibits it on 
its public transit infrastructures. 



For more information

• ASPQ’s Case Study on 
restricting adverting in 
public spaces (FR and EN 
versions)

https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=b8d46d469b&e=551a5d3d78
https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=7df752d693&e=551a5d3d78


Strategy to consider for outdoor advertising  

• Prohibit advertising of brands or alcoholic 
products

• In public spaces

• Close to places frequented mainly by minors

• Along streets and highways



Regulate alcohol sponsorships 



What is sponsorship?

• Sponsorship is defined as “financial or material support for 
an event, product, organization or person for direct 
advertising benefit.” (réf. 9-10) 

• It is advertising, a set of practices, techniques and messages 
employed to bring attention to a product or brand. 

• It is not an impartial gift of the same type as philanthropy. 
Sponsorship implies an expectation of visibility in return for 
the money or product offered (visibility purchase).



Influencers 

• Influencer marketing 
• an association between a content 

creator or popular social media figure 
(influencers) and a company, for the 
purpose of promoting the latter's brand, 
products or services, in exchange for 
financial or material considerations. 

• It is an advertising strategy related 
to sponsorships



Why do businesses use sponsorships? 

The association with specific causes and events makes it 
possible to: 

• Boost the company image (ref. 11)

• Minimize effects and strengthen perceptions (ref. 11)

• Maintain a certain social norm by embodying a fun and 
even healthy lifestyle (Ref. 12)

• Promote product sales at (and after) the event, recognition 
and emotional connection to the brand (Ref. 11, 13)

• Implement an internal corporate social responsibility 
program (confusion re. donations)



Influence of sponsorship on consumers

• Exposure to marketing, including sponsorship and 
promotional items, influences perceptions, habits and 
levels of consumption. (Ref. 4, 5, 7, 13, 14)

• Many studies stress the presence and influence of sports 
sponsorships.
• Loyalty to the team and the sponsor and purchase intentions (Ref. 

15)

• Early initiation and increased use among minors (Ref. 16)

• Normalization of alcohol consumption and sponsorship (Ref. 17-18)

• Heavy drinking (Ref. 16)



In the sports world







In the healthcare community



In the cultural and artistic field









Regulation and anchor points in Quebec

• Sponsorships of sports, events or infrastructures are authorized. 

• Regulation respecting promotion, advertising and educational 
programs relating to alcoholic beverages (RLRQ, c. P-9,1, r.6) 

• General rules on advertising (art.2-3) prohibit a manufacturer from 
inciting minors to consume or from promoting consumption. 

• Essential measure to keep (art.7): prohibition against advertising on 
clothing and equipment intended for use by a person of minor age in a 
sport or in any other activity engaged in by a person of minor age.

• 65% of 15-year-olds and up in Quebec agree with forbidding 
alcohol sponsorships for groups or events attended by minors. 
(Léger-ASPQ, 2022)



What is being done elsewhere

• In France, the Loi Évin prohibits any type of advertising including 
alcohol sponsorship and product placement. 

• In Finland, advertising including sponsorship of hard liquor (over 22% 
alcohol) is prohibited, and some restrictions apply to so-called average 
alcohols (containing no more than 22% alcohol). (Alkoholilaki, 28.12.2017/1102, 
art.50) 

• In Ireland, alcohol sponsorships are prohibited at events where the 
majority of participants are children, which address children or which 
involve driving. Restrictions also apply to sporting events. (Public Health 

(Alcohol) Act 2018, art.15-16)



What is being done elsewhere 

• Canada’s Northwest Territories adopted prohibitions stating that no holder 
of a manufacturing licence or any other manufacturer of liquor shall sponsor 
an event, activity or organization in which the participants or audience can 
reasonably be expected to consist primarily of minors, if the value of the 
sponsorship is over $1,500, or when giving out awards. (Liquor Regulations, R-069-
2008, art.74)

• University institutions have adopted alcohol sponsorship policies. For 
example, Université de Montréal does not allow for distributor sponsorship 
except for the SAQ. 

• Examples of tobacco (RLRQ, c. L-6.2, art.22) and cannabis laws in Quebec 
(RLRQ, c. C-5.3, art. 51)

• Prohibition of direct and indirect sponsorship without preventing 
donations (without promotion). 



For more information

• ASPQ’s Case Study on event 
and influencer sponsorships 
by the alcohol industry (FR 
and EN versions)

https://www.aspq.org/app/uploads/2023/09/2023_etude-de-cas_commandites_fr_vf.pdf
https://www.aspq.org/app/uploads/2023/09/2023_case-study_sponsorship_en_vf.pdf


Strategies to consider regarding 
sponsorships

• Ensure the correct interpretation of the 
term "advertising" in legislation and 
regulations. 

• Draw on cannabis and tobacco rules or 
examples from other jurisdictions.

• Encourage municipalities and cities to 
control sponsorships.

• Universities and student associations can 
adopt internal sponsorship policies. 



Warning labels on alcohol 
containers



Several types of warnings and labels

• Information about the standard drink and number of 
portions

• Information about risks (warnings)
• Cancers 
• Automobile operation
• Pregnancy 
• Energy drinks  
• Minimum age

• Information about consumption benchmarks

• Information about nutritional values



Why talk about warnings? 

• Certain types of information about alcohol consumption 
seem to be lacking or poorly understood: 
• Concept of standard drink

• Alcohol–cancer link

• Alcohol link during pregnancy and breast feeding

• A recommendation gaining greater visibility
• Bill S-254 from independent senator Brazeau

• 1st reading in Senate ended November 2022

• 2nd reading in Senate ongoing

• Awaiting reading in House of Commons

https://www.parl.ca/legisinfo/fr/projet-de-loi/44-1/s-254


Current legislative portrait and provincial 
jurisdiction

• Jurisdictions and powers shared between the federal and provincial 
governments concerning alcohol, including packaging and labeling

• Federal standards governing packaging and labeling
• Food and Drugs Act (R.S.C. [1985], c. F-27)

• Food and Drug Regulations

• Spirit Drinks Trade Act (S.C. 2005, c. 39)
• Safe Food for Canadians Act (S.C. 2012, c. 24)

• Provincial standards may be added for products sold in the province’s 
territory 
• Food Products Act excludes alcoholic beverages
• E.g.: Tobacco Control Act and Cannabis Regulation Act



Supports and perceptions

• 77% of Quebec adults agree with mandating messages on alcohol 
containers to warn about the dangers of alcohol consumption during 
pregnancy (Léger-ASPQ 2021)

• 72% of Quebecers 15 and up are in 
favor of adding warnings to alcohol 
containers concerning the risks of 
drinking alcohol (Léger-ASPQ 2022) 

• Half of Quebec adults feel that 
labeling the number of standard 
portions of alcohol would help them 
monitor their consumption (Léger-ASPQ 
2023)



What is being done elsewhere

• In the Yukon and Northwest Territories
• Pilot project (2017) to create a large

mandatory colored label (standard drinks,
cancer and pregnancy)

• The warning against the risks of cancer
related to alcohol was dropped following
strong pressure from the alcohol industry.

• Many countries require messages about
health risks, during pregnancy or when
driving an automobile, on all containers.
• E.g.: Ireland, South Korea, South Africa,

France, Australia, California, etc.

• The European Union is looking into the
matter.



The example of Sandy’s Law 2004 (Ontario) 

• Case Study by ASPQ (2022) 

• Sandy, 25 years old, died in 2004 following a foetal 
alcohol spectrum disorder (FASD)

• Sandy’s Law implemented February 1, 2005
• Unanimous vote in Ontario legislature 

• Amendments to Act Respecting Liquor Permits
• Obligation to display prevention and warning 

messages concerning alcohol and pregnancy in 
sales locations

• Fines for failure to comply

https://aspq.org/app/uploads/2022/04/etude-de-cas-ontario_loisandy_affiche.pdf


Strategies to consider in regard of warning 
labels 

• The obligation to affix warnings could be considered as 
part of a general strategy to implement enabling 
environments. 

• It is possible to  draw on what has been done in this area in other 
provinces and countries. 

• The material conditions are all just as important to 
ensure visibility and effectiveness. 

• Size, location, clarity and diversity of the messages, along with accuracy 
and visual graphics, are elements well worth considering. 



Can you see it? 

How the regulation is 
applied affects its 
effectiveness. 



The importance of a highly visible message



Manage the prices of alcohol



Why talk about pricing? 

• Attraction of prices for consumers
• Influence purchasing behaviour
• Influence consumption levels

• Diversity of strategies for lowering the sales price
• Frequent and advertised discounts and promotions

• Recent debate about taxes on alcoholic products (federal 
level) and about sales on products from SAQ

• Complex minimum price policy



Several types of price promotions

• Promotions related to the price of alcoholic beverages aim to cut 
a product’s price in the short term. 
• They directly affect the price of the alcohol by lowering it or giving the 

impression of a good deal. 

• Many forms: 
• Offer of another product upon the purchase of an alcoholic beverage 

(cross-promotion) 
• Sales or discounts 
• Contests 
• Discount coupons
• Tax payments
• Reduction for multiple purchases (2 for 1) 
• Cashback



Examples of promotions 



Examples of promotions 



Current legislative portrait in Quebec

Sales price rules: 

• Floor price for beer sold in grocery stores and convenience stores (grocery 
permit holders) 
• Prices vary according to alcohol content by volume
• Prices indexed annually and published by RACJQ

• Applicable specific provincial tax on alcohol above GST and QST and federal 
tax on alcohol

• Prices of products sold at Quebec liquor stores (SAQ) are covered by trade 
agreements

• Policies subject to free trade regulations and trade agreements (e.g. GATT) 
(ref.20-21)
• Exception for health protection

https://www.revenuquebec.ca/fr/entreprises/taxes/taxe-specifique-sur-les-boissons-alcooliques/
https://www.canada.ca/fr/agence-revenu/services/formulaires-publications/publications/edrates/taux-droits-accise.html
https://www.canada.ca/fr/agence-revenu/services/formulaires-publications/publications/edrates/taux-droits-accise.html
https://www.wto.org/french/docs_f/legal_f/gatt47.pdf


Current legislative portrait in Quebec
Regulations governing price promotions: 

• Prohibition of advertising that promotes irresponsible consumption (art. 2(4) Regulation respecting promotion, 
advertising and educational programs relating to alcoholic beverages)

For example: 
• Open bar 
• Ladies night featuring free alcohol
• Beat the clock 
• 3 for 1 or 4 for 1
• Cheap drinks (very low price) 

• Regulation prohibiting on-site consumption permit holders from offering or giving a discount on the 
normal price (art. 9 of the Act) 

• Regulation prohibiting on-site consumption permit holders from announcing free drinks in its 
advertising (art. 10 of the Act) 

• INSPQ’s report about the impacts of a minimum pricing in Quebec (ref. 19)  

https://www.legisquebec.gouv.qc.ca/fr/document/rc/p-9.1,%20r.%206
https://www.legisquebec.gouv.qc.ca/fr/document/rc/p-9.1,%20r.%206


What is being  done 
elsewhere 
With minimum prices:

• All Canadian provinces have 
minimum price policies on alcohol 
sold as off-sales or for on-site 
consumption. 
• Quebec and Alberta do not have any

for all types of alcohol sold.

• For reasons of public health, other
countries have adopted a minimum
price policy:
• Scotland implemented a minimum (or

unit) price per alcohol in 2018
• Wales in 2020
• Ireland in 2022.
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Off-sales consumption On-site consumption

Beer Wine Beer 

shandy

Spirits Beer Wine Beer shandy Spirits

BC 1.35 1.03 1.12 1.37 3.22 3.45 2.47 5.18

AB - - - - 2.39 1.76 1.98 4.32

SK 1.52 1.45 1.28 1.38 2.09 1.68 1.61 3.38

MB 1.37 1.22 1.27 1.27 2.25 2.16 1.61 3.38

ON 1.33 1.17 1.19 1.49 2.00 1.92 1.43 2.94

QC 1.36 - 0.93 - - - - -

NB 1.27 1.23 1.65. 1.05 1.35 1.73 3.10 2.16

PE 2.17 2.05 1.94 1.51 2.50 3.45 2.45 3.45

NS 1.82 1.82 1.78 1.48 2.40 2.40 1.72 3.67

NL 1.83 1.72 2.12 1.47 1.65 1.91 1.13 2.34

Table Illustrating minimum prices ($) in 2017 in the other Canadian
provinces (these prices may differ from current prices) by alcohol type

*The data are taken from CAPE reports by province and territory from the Canadian
Institute for Substance Use Research at the University of Victoria,
https://www.uvic.ca/research/centres/cisur/projects/active/projects/Canadian-
alcohol-policy-evaluation.php

https://www.gov.scot/policies/alcohol-and-drugs/minimum-unit-pricing/
https://www.legislation.gov.uk/anaw/2018/5/enacted
https://www.irishstatutebook.ie/eli/2018/act/24/enacted/en/print.html
https://www.uvic.ca/research/centres/cisur/projects/active/projects/Canadian-alcohol-policy-evaluation.php
https://www.uvic.ca/research/centres/cisur/projects/active/projects/Canadian-alcohol-policy-evaluation.php


What is being  done elsewhere 

Concerning price-related promotions:

• Since 2021, Ireland has prohibited promotions related to the price of
alcohol, including discounts on multiple purchases, tips, cross-
promotions and loyalty programs. (Regulations 2020, S.I. No 4/2020)

• The Northwest Territories prohibits the distribution of discount
coupons that can be exchanged to purchase alcohol. (art. 72 Liquor Act)

• Ontario’s guidelines specify that price promotions based on the
purchase of other beverages (promotions for multiple purchases, 2 for
1, half-price, etc.) and promotions targeting certain groups (students,
women, etc.) are prohibited.

https://www.irishstatutebook.ie/eli/2020/si/4/made/en/print#:~:text=The%20purpose%20of%20these%20Regulations,of%203%20days%20or%20less
https://www.agco.ca/fr/alcohol/determination-du-prix-de-vente-et-de-promotion-des-boissons-alcoolisees


Strategies to consider regarding prices

• Implement a standard minimum price per alcoholic drink for 
all alcoholic beverages sold.

• Prohibit offers of a promotional product with the purchase of 
alcoholic products (cross-promotion).

• Prohibit price promotions for multiple purchases (Happy Hour, 
2 for 1, payment of taxes, etc.).

• Prohibit loyalty programs or coupons that can be exchanged 
for alcoholic products.

• Prohibit the advertising of price-related promotions. 



Conclusion

An example of an Act including all suggested 
policies 

• Case study of the Ireland’s public health law in 
alcohol adopted in  2018 (FR and EN versions).  

• The law includes five main areas of intervention:
• a minimum price on alcoholic products based on alcohol 

content;

• a mandatory warning label on alcoholic beverage containers;

• restrictions on public advertising and sponsorship of alcohol 
products; 

• a reduction in the visibility of alcohol products at points of sale;

• restrictions on the sale and supply of alcohol products

https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=f48b13e9eb&e=551a5d3d78
https://aspq.us4.list-manage.com/track/click?u=59a13b6fcc132c43b98f86623&id=d7a7b02045&e=551a5d3d78


Publications available at www.aspq.org (Priorité « alcool »): 

• Les impacts de la consommation d’alcool sur les Québécoises
(2023)

• L’alcool au Québec : une consommation soutenue par une norme 
sociale favorable (2022)

• L'alcool au Québec : opinions de la population et des organismes
sur la norme sociale et les politiques publiques (2022)

• Études de cas : Colombie-Britannique (0,05)

• Portrait du marketing. Des stratégies pour tous les goûts (2021)

Other ASPQ’s publications

http://www.aspq.org/
https://aspq.org/app/uploads/2023/08/vf_revue_narrative.pdf
https://aspq.org/app/uploads/2022/04/2022_alcool_facteurs_normes_qc_vf.pdf
https://www.aspq.org/app/uploads/2022/06/2022_opinions-pop-organisations-alcool_vf.pdf
https://www.aspq.org/app/uploads/2022/06/2022_opinions-pop-organisations-alcool_vf.pdf
https://aspq.org/app/uploads/2022/03/etude-de-cas_bc_vf.pdf
https://www.aspq.org/nos-outils/portrait-du-marketing-de-lalcool-au-quebec/2020_rapport_4p_alcool_aspq_z/
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