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8 Practical steps for implementing the Article 5.3 Guidelines

1. Vision-setting: to develop the vision statement

2. Planning
a) Know who represents the tobacco industry in the country

• a.1 Actors in the international & national tobacco 
production chain

• a.2 Tobacco industry allies
b) Know what the industry does

b.1 Where to start searching
b.2 What the search should cover

c) Identify tobacco control partners & allies
d) Know the government structures that address areas of 

interest to the tobacco industry

3. Organizing executive action
a) Establish legal mechanisms to coordinate Article 5.3 

implementation and support tobacco industry monitoring
a.1 Disclosure of information and transparency

b) Coordinate Article 5.3 implementation within the 
Government and with civil society & the public
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https://iogt.org/wp-content/uploads/2019/05/Alcohol-industry-overview-2019.pdf
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The 10 largest alcoholic beverages companies worldwide, ranked according to total 
annual sales (domestically and internationally), as of December 2018. Company 
sales may include products other than alcoholic beverages.

1. Anheuser-Busch InBev   US$56.4 billion 
(up 23.7%)

2. Heineken Holding  $24.7 billion (up 7.4%)
3. Asahi Group Holdings $19.4 billion (up 

23.6%)
4. Kirin Holdings $16.6 billion (down -

13.1%)
5. Diageo $15.7 billion (up 3.3%)
6. Suntory Holdings  $11 billion (up 21.3%)
7. Molson Coors Brewing $10.9 billion (up 

122.4%)
8. Pernod Ricard $10.2 billion (up 5.2%)
9. Carlsberg $9.4 billion (up 1.1%)
10. Kweichow Moutai $8.5 billion (up 70%)

1

2

3

4
5

6

9 7

8

10



6

ASEAN beer market

Several operators dominate ASEAN 
market, including

• Big transnational alcohol companies
(i.e. Heineken (NETH), Carlsberg (DEN), 
Kirin (JAP), AB InBev (Belgium), Asahi 
(Japan) 

• Local industries in the region                                                         
(i.e. San Miguel (PHI), Sebeco (VIET), 
Singha (THA), Chang (THA), Habeco (Viet)

Heineken's future depends on Southeast Asia Dutch brewer goes for broke in last promising market (2017) 
https://asia.nikkei.com/Business/Multinationals-in-Asia/Heineken-s-future-depends-on-Southeast-Asia
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Increase of a joint venture between local and global brand 
(i.e. Heineken Asia Pacific: Tiger (Singapore), Bintang (Indonesia), Bivian (Vietnam))

"Asia is our growth engine, and Heineken's future depends on it. 
This region expected to contribute over 70% of global beer growth in the next 5 years

Frans Eusman, President of Heineken's Asia-Pacific operations.

Source: HEINEKEN: Positioned for growth in Asia Pacific https://docplayer.net/21083488-Heineken-positioned-for-growth-in-asia-pacific.html
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Asia Pacific: A highly Attractive Growth Region for Heineken
• Still low average consumption (emerging market)
• High proportion of younger population aged under 35
• Rising income levels
• Rising urbanization which is a key driver of increased beer consumption

• Big room for premium segment/brands
• Having potential local partners for mainstreaming the growth
• …

Source: HEINEKEN: Positioned for growth in Asia Pacific https://docplayer.net/21083488-Heineken-positioned-for-growth-in-asia-pacific.html
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4. Taking action
a) Monitor the strategies of the tobacco industry

• a.1 Marketing mapping
• a.2 Political mapping
• a.3 Mapping interference in tobacco-growing regions
• a.4 Mapping interference from State-owned tobacco 

companies
b) Prepare the legal framework and instruments

• b.1 Establish policies that prohibit any collaboration with 
the tobacco industry

• b.2 Establish accountability mechanisms for compliance 
with Article 5.3 provisions and Guidelines within the 
government

• b.3 Set up a firewall between government and the 
tobacco industry

5. Including Article 5.3 as a strategic point in tobacco control programmes/plans of action
6. Communicating with stakeholders and the public
7. Building capacity to implement Article 5.3 provisions and Guidelines
8. Monitoring overall Article 5.3 implementation

Practical steps for implementing the Article 5.3 Guidelines
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Source: First Asian Tobacco Interference Index 2018 
https://seatca.org/dmdocuments/TI%20Index%202
017%209%20November%20FINAL.pdf 
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7 Areas

1. Level of Participation in Policy-Development

2. So-called CSR activities

3. Benefits to the Alcohol Industry

4. Forms of Unnecessary Interaction

5. Transparency

6. Conflict of Interest

7. Preventive Measures
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• To understand and document more

– Who is the alcohol industry? 

– What does the alcohol industry want?

– What does the alcohol industry do?

• To monitor the roles of the alcohol industry in 
alcohol policy process (and public policies)

• To use evidence & research for policy movements

• To increase visibility of industry subversion (open the 
Pandora box)

• To set up vision (baby step of FCAC)

Take home messages



WHO Global Strategy

The WHO Global strategy on alcohol does not give the global alcohol 
producers a role in public health policy development or implementation.
They are only encouraged to “consider effective ways” to address alcohol 
problems within their core roles, rather than as public health professionals. 

In the view of WHO, the alcohol industry has no role in the formulation of 
alcohol policies (Chan, 2013). The alcohol industry does, however, have an 
ethical responsibility to minimize the harm caused by its products at all stages 
of the production chain, including product design and marketing. 

The ethical responsibility of the industry for the harm caused by its products 
cannot be regarded solely as a national issue. Multinational corporations have 
a responsibility for their behaviour all over the world, and should adhere to 
minimal ethical standards for responsible product design and marketing 
practices regardless of the country where their products are sold. 
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