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1. Scottish Grocers’ Federation (SGF) is pleased to respond to the Committee’s 
call for evidence on the sale and marketing of energy drinks on behalf of the 
Cross Party Group on Independent Convenience Stores.  The Cross Party 
Group on Independent Convenience Stores was established in September 
2016 and its purpose is: 
 
To inform MSPs of the issues and challenges facing independent 
convenience stores and to highlight the contribution local neighbourhood 
shops make to Scotland’s communities – particularly helping to sustain rural 
and marginalised urban communities -  and to Scotland’s economy (there are 
more convenience stores per head of population than in the rest of the UK). 
The group will bring together the key stakeholders in the independent 
convenience store sector: retailers, wholesalers, manufacturers and trade 
associations. It will connect with wider stakeholders in the voluntary and 
charity sectors and invite guest speakers to participate. 

The CPG on Independent Convenience Stores is the first of its kind and 
reflects the importance of the sector which is the largest type of retailer in 
Scotland. 

The Cross Party Group has met regularly since its inception and has been 
well attended throughout with a large number of retailers supporting the group 
but added to the mix have been academics, journalists, representatives from 
the legal profession and many other organisations who have been interested 
in the work of the CPG and the independent convenience store sector.  The 
list of MSPs who have officially joined the CPG has also grown. 

The CPG’s response is the same as SGF’s on this occasion.  SGF drafted the 
response and it received a full endorsement.   

2. In our view there are several challenges with this proposed petition, 
particularly in terms of implementation within convenience stores. We have 
listed these in the paragraphs below and trust that the Committee will find 
them useful. 

3. It is our strong view that good practice rather than legislation is the best way 
to approach the sale of energy drinks in convenience stores.  
 

4. We are not aware of any evidence to suggest that there is a problem with the 
sale and marketing of energy drinks to under-16s within our members’ stores. 
 

5. There are currently over 230 age-restricted products. Convenience stores in 
Scotland do not stock all of these products but it is becoming more onerous 
for retailers to implement compliance, meet training requirements and be fully 
aware of all their responsibilities. We would not recommend that banning the 
sale of energy drinks to under-16s is approached as an additional element to 
the current regime for alcohol licensing. If it were then essentially retailers 



 
 

would have to develop and implement an age verification policy along the 
lines of Challenge 25 and this would have to be underpinned by some form of 
test purchasing system. This would pose challenges for both retailers and 
Trading Standards. 
 

6. Trading Standards have fewer and fewer resources to fully enforce 
regulations (or to support retailers) – Nicotine Vapour Products, such as 
electronic cigarettes, have become the latest addition to the list of age-
restricted products. With effect from the 20th May Trading Standards have 
also had to ensure that retailers are compliant with the provisions of the 
European Tobacco Products Directive, this means ensuring that retailers only 
sell cigarettes in plain packs, that packs of ten cigarettes are no longer sold 
and that tobacco is not sold in packs of less than thirty grams in weight. Again 
this is adding to the growing list of enforcement activity for Trading Standards. 
 

7. Not all customers carry acceptable identification (and this is a problem across 
all age groups). It is our understanding that the Young Scot card has been 
issued to around 70% of young people in Scotland between the ages of 16-
26. As such there is not full coverage of what is likely to be the most valid 
form of identification in terms of age-verification of an energy drink purchase. 
This will undoubtedly cause problems for young people who can legitimately 
buy energy drinks but do not carry the appropriate identification. 
 

8. Typical amounts of caffeine found in food and drink products according to the 
European Food Information Council are shown below.1As this clearly shows, 
a regular sized caffeine based energy drink (250ml) contains less caffeine 
than a cup of filter coffee. This represents a relatively small source of caffeine 
to consumers.  
 
Energy Drink (250ml) 80mg 
Coffee (filter, one cup, 200ml) 90mg 
Tea (220ml) 50mg 
Coffee (espresso, 60ml) 80mg 
Standard can of cola (355ml) 40mg 
A bar of milk chocolate (50g) 10mg 
A bar of plain chocolate (50 g) 25mg 

 

9. We would like to refer the committee to the British Soft Drinks Association 
supplier code of practice2  on Energy Drinks which addresses concerns 
around the consumption of energy drinks by children. This has been issued to 
all Scottish Grocers’ Federation members.    
     

10. The labelling of energy drinks is already regulated at an EU and UK level. 
This framework has been developing for over a decade and is working 
effectively to ensure that consumers are informed on packs about the 
products.  

                                                             
1 www.eufic.org 
2 www.britishsoftdrinks.com/energy-drinks 
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11. Energy drinks are legally required to declare “High Caffeine Content. Not 
recommended for children or pregnant or breast-feeding women” followed by 
the exact caffeine content expressed in mg per 100ml on the label. Further to 
these labelling requirements, the industry Code of Practice from the BSDA 
also advocates for voluntary measures including responsible marketing and 
clear labelling on energy drink products. 
 

12. We are happy to work with key stakeholders such as the Scottish government 
to develop retailer guidance on the sale and marketing of energy drinks.  
 
 
 

 


