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DUTY FREE WORLD COUNCIL

Self-Regulatory Code of Conduct for the Sale of
Alcohol Products in Duty Free & Travel Retail

Introduction

This Self-Regulatory Code of Conduct for the Sale of Alcohol Products in Duty
Free & Travel Retail (the “Code”) is designed specifically for manufacturers,
distributors, wholesalers and retailers in the duty free and travel retail industry
(the “Industry”), due to its unique nature and differences from domestic

retailing. Members of the Industry should fully understand and implement this
Code.

Industry members should ensure that their external advertising, marketing and
public relations consultants are aware of and comply with this Code. Where
appropriate, Industry members should partner with airport operators, airlines
and other third-party duty free & travel retail stakeholders to achieve this Code’s
objectives.

Above all the Code seeks to harness the potential of duty free and travel retail, an
industry which has long been at the vanguard of responsible alcohol
consumption thanks to its emphasis on luxury, premium quality brands and
limited editions and on an adult consumption experience. The Code is designed
to address in a holistic manner, all the aspects of duty free and travel retail
alcohol sales, from commercial communications to labelling, staff training and
conduct, as well as sampling.

Purpose

In recent years, retailers, manufacturers, national authorities and industry
associations such as the International Centre for Alcohol Policies have adopted
voluntary codes and guidelines for the responsible sale and advertising of
alcohol products. This Code works alongside such other codes by establishing
working principles designed specifically for the duty free & travel retail channel.

Why a separate Code for Duty Free & Travel Retail?

A separate code is warranted for duty free & travel retail due to unique features
that distinguish it from domestic retail:

a. Its unique customer base which consists of international travellers
frequently unable to speak the local language and potentially unfamiliar
with national laws on age of purchase, etc.

Duty free & travel retail customers are travellers with little time to spare
or who visit duty free & travel retail shops as an inherent part of the
travel experience.

Children and minors represent a very small proportion of visitors to duty
free & travel retail shops in which alcoholic beverages are sold, and
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Self-Regulatory Code of Conduct for the Sale of
Alcohol Products in Duty Free & Travel Retaill

INTRODUCTION

This Self-Regulatory Code of Conduct for the Sale of Alcohol Products in Duty Free/Travel Retail
across the Asia Pacific region is designed specifically for the duty free and travel retail indusiry,
due to its unigue nature and differences from domestic retailing environments. Alcohol business
operators in Duty Free/Travel Retail should fully understand the purpose of this Code and work to
comply with its guidelines.

Alcohol business operators in Duty Free/Travel Retail should ensure that their advertising,
promotion and sale of alcohol complies with relevant national laws. In case of inconsistency
between this Code and any more restrictive national law, the more restrictive national law shall

apply.

Operators should also ensure that their external consultants in advertising, marketing and public
relations are aware of this Code and its guidelines. Where appropriate, alcohol business
operators shall work with airport operators, airlines and other third-party Duty Free/Travel Retail
stakeholders to uphold the guidelines and the principles in this Code.

Purpose

In recent years, retailers, manufacturers, national authorities and industry associations such as
the International Centre for Alcohol Policies have developed and implemented voluntary codes
and guidelines for the responsible sale, promotion, marketing and advertising of alcohol
products. These codes address the personal, societal and health implications of alcohol
consumption and establish principles for responsible and ethical behavior.
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