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Why is reducing alcohol-related
problems a priority?

Alcohol abuse is one of the leading causes of death and disability
worldwide. Alcohol abuse is responsible for 4 percent of global
deaths and disability, nearly as much as tobacco and five times
the burden of illicit drugs (WHO). In developing countries with low
mortality, alcohol is the leading risk factor for males, causing
@ 8% of years lost to death and disability. Alcchal abuse
contributes to a wide range of social and health problems,
'|r1::|uc:|'|ng depr955'|cm, injuries, cancer, cirrhosis, dependence,
family disruption and loss of work productivity. Health and socia
problems from drinking often aoffect others besides the drinker.
While men do the bulk of the drink’mg wcnr|{:|wide_. WIOITIERN
disproportionately suffer the consequences, including alcohol-
related domestic viclence and reduced family budgets. Heawy
alcohol use takes a p{:rﬁ-::uk:r toll on the young, and has been
linked to high rates of youthful criminal behavicr, injury, and
impaired ability to achieve educational qualifications. Many

1n7. deaths and much disease and suffering could be prevented by

reducing alcohol use and related problems.



Approaches fo reducing alcohol abuse

The most effective approach to reduce alccholrelated problems is
to implement = c-:-mprehens-ive set of measures to reduce alcchol
consumption and related problems. Policy options include price
increases, restrictions on availability | i.e. limits on the times and
conditions of alcoholic beverage sales or service, minimum-age
limits), strong drink-driving legislation and ready access to
treatment. Some countries have succeeded in reducing per capita
consumption substantially, and consequently have reduced liver
cirrhosis deaths, a common indicator of alcoholrelated problems
in a society. EHorts to reduce alcchol consumption and related
problems face formidable obstacles: alcohol dependence; social
pressures; aggressive alcohal marketing and promotion; other

pressing health problems competing for limited resources. But

12/17/2006 S



Effective Interventions to reduce death, disease, disability and social problems related to alcohol abuse

INTERVENTIONS PROCESS INDICATORS
Higher taxes on alcoholic beverages drinkers (heavier drinkers particularly affected) ~ / price of alcoholic beverages
potential drinkers (especially youth) (adjust for inflafion)

/ tax as % of final sales price

[Non-price measures

Deterrence through sancfions on drinkers, traffic crash victims / drinking-driving laws, regulations,

drinkingrdriving, such as laws against driving extent fo which respected/enforced
hile at or above a defined blood-aleohol level

Requlating availability through minimum youth (minimum legal purchase age| / laws, regulations, extent fo which

legal purchase age; government monopoly respacted, enforced

of refail sales; resfrictions on hours or days drinkers (heavier drinkers offen

of sale, density of outlets, or availability particularly affected] / level of government control of market

by aleoholic sirength li.e. lack of smuggling, illegal

production and/or sale, etc )
/ number and trends in number of
outlets

BN A A AN hd




INTERVENTIONS

BENEFICIARIES/ TARGET GROUP

PROCESS INDICATORS

[Non-price measures

Harm reduction via greater implementation

of general safety measures such as seatbelts,
airbags, sidewalks, as well as bar/tavern
server and manager fraining

general public
bar/tavern staff and drinkers

/ laws, regulations, extent fo which
respected,/enforced

/ incentives for server and manager
fraining programs

Comprehensive bans on adverfising and
premotion of all alcohalic beverages, their

logos and brand names .

drinkers and potential drinkers (especially youth)

societal affitudes to drinking

/ laws, regulations, extent fo which
respected,/enforced

Better consumer information:

counter-udvertising, media coverage,
research findings

drinkers and potential drinkers
societal affitudes to drinking

/ knowledge of health risks, aftitudes
towards drinking

Help for heavy drinkers who wish to quit
or reduce their drinking, including access to
freatment for alcohol dependence, whether
iprofessional or veluntary (e.g. Alcoholics
Anonymous|

heavier and problematic drinkers

/ number of persons in treatment,
reatment waifing lists
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4.5 Restrictions on Consumption and Availability

Various legislative measures could be used for reducing alcohol
consumption, and thereby the harm from its use, by limiting the physical
availability of alcohol. There is evidence that limiting the easy availability
of alcohol influences the rates of alcohol-related injuries and other
problems (Klingemann, 1993).

Studies of changes in hours or days of sale have often demonstrated
increased drinking or increased rates of alcohol-related harm with
increased number of hours or days of sale (Chikritzhs, 2002). Babor
(2002) and colleagues note that reductions in the hours and days of
sale, and number of outlets are associated with a reduction in alcohol
consumption and related problems.
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4.5.1 Legal age limit for buying alcohol

Setting a minimum legal age limit for purchasing or drinking alcohol is

a measure targeted at the youth by restricting their access to alcohol.
Among the youth, alcohol use usually begins as 'experimentation’ often
initiated in peer groups. School friends often form the first group in which
alcohol consumption is initiated. |t may also occur within the family, at
social gatherings on special occasions such as birthdays or marriages,
where alcohol is served. In the SEAR Member States the legal age limit
for buying alcohol, either on-premise (restaurant/bar) or off-licence
(shops, supermarkets), is 18. In Indonesia it is 21, and 25 in India.

Evidence suggests that consumption of alcohol is usually influenced by
the age at which alcohol is legally available (for purchase in shops or
consumption in bars) and a higher age for purchasing/drinking is effective
in reducing alcohol-related problems and the consumption of alcohol by
minors (Grube, 2001). Some studies from Western countries show that one

. of the predictors of life-time alcohol-related problems is early age of onset
of reqular alcohol consumption (Chou, 1992; Kraus, 2000).
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4.5.2 Restrictions on alcohol consumption in different public domains

Prohibition of public drinking at specific settings such as educational
institutions, public places (offices and factories), recreational settings
(parks and beaches, cinema halls, sports stadiums) and fast-food
restaurants could ensure a safe public environment and minimize or

avoid injuries and loss of public property.

Restricting alcohol consumption at workplaces could potentially reduce
some forms of alcohol-related harm. One of the measures to reduce
work-related accidents and absentesism is to develop comprehensive
workplace health programmes that address alcohol and drug abuse, thus
resulting in a healthier and more productive workforce.,

Restriction of drinking in public places, recreational settings, the
workplace and other public domains is to emphasize that alcohol is a
special commaodity which does not mix well with certain environments
and occupations, or with workplaces and is crucial to encouraging
safety and orderly behaviour. To derive benefit from these messages it

is essential that there is strict enforcement of the law by the concerned

. agencies and that there is complete support from local communities for
such rules.
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The World Health Organisation's European Charter on Alcohol states:

"All children and adolescents have the right to grow up in an environment
protected from the negative consequences of alcohol consumption and, to
the extent possible, from the promotion of alcoholic beverages”

As part of a strategy for alcohol action, the charter suggests that each
Member State "Implement strict controls, recognizing existing limitations
or bans in some countries, on direct and indirect advertising of alcoholic
beverages and ensure that no form of advertising is specifically addressed
to young people, for instance, through the linking of alcohol to sports.”

The WHQO Charter has been signed by all the Member States of the EU,

including the UK.
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The arguments regarding alcohol advertising are in most respects parallel to those
concerning tobacco advertising, An analysis of internal documents from
advertising agencies working for tobacco companies® exposed as highly
disingenuous the standard tobacco (and alcohol) industry arguments that
advertising is only about expanding or protecting brand share, not total

consumption, and that if there are any problems industry self-regulation is the
answer.,

The analysis concluded that:

o The aim was to increase consumption as well as brand share. Individual
brands gain from market expansion and therefore deliberate plans were
made to encourage it.

o Other industry strategies included undermining government policy and

evading regulation - for example, resisting and circumventing restrictions
on advertising and tax increases on tobacco products.

o Voluntary, self-regulatory codes were treated cynically, the advertising
agencies playing cat and mouse with the regulatory body, pushing to the
limits and avoiding the rules whenever possible.
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The yvoung were a key target, and the imagery used in the advertising was
designed to attract them, although for public consumption, care was taken
always to refer to the young adult market. The lifestyles, motivations and
aspirations of young people were continuously assessed. It was concluded
that young people smoked for emotional reasons and that the branding
could meet their needs by adding aspiration, coolness and " street cred' to
the products. This in itself was counter to the regulatory code which
stipulated that cigarette ads should not suggest that smoking was
associated with social success or play on the susceptibilities of the
emotionally vulnerable, especially the young.

The issue was marketing, not just advertising alone. All aspects of
marketing such as price, distribution and other commercial communications
such as point of sale material and direct mail were brought into play to

maximise the uptake and continuance of smoking and thus to increase
sales.

Advertising and sponsorship became one, performing the same key task of

promoting the all important brand images that appeal to young smokers.
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Alcohol Advertising and Children

American studies have found that children and teenagers respond particularly
positively to TV advertisements featuring animals, humour, music and celebrities.
It is suggested, therefore, that policy makers should ensure that advertisements
should focus on product-related characteristics, using content less appealing fo
children and teenagers.?

An American study found that heavy advertising by the alcohol industry in the US
has such considerable influence on adolescents that its removal would lower
underage drinking in general and binge drinking in particular. The analysis
suggested that the complete elimination of alcohol advertising could reduce
monthly drinking by adolescents from about 25% to about 21%, and binge
drinking from 12% to around 7%. However, these estimated reductions were
substantially less than those which the analysis suggested would result from
significantly increasing the price of alcoholic drinks.®
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A recent study of the impact of alcohol advertising on teenagers in Ireland found:’

- Alcohol advertisements were identified as their favourites by the majority
of those surveyed

- Most of the teenagers bhelieved that the majority of the alcohol
advertisements were targeted at young people. This was because the
advertisements depicted scenes - dancing, clubbing, lively music, wild
activities - identified with young people

- The teenagers interpreted alcohol advertisements as suggesting, contrary
to the code governing alcohol advertising, that alcohol is a gateway to
social and sexual success and as having mood altering and therapeutic
properties.
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UK advertising expenditure at current prices and correlations with alcohol
consumption 11-15 year old children: 1992-2000°

Close relationship between annual expenditure on alcohol advertising

and weekly alcohol ot 11-15 year old children (R=0.995)
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Alcohol Marketing and Young People’s
Drinking: A Review of the Research

GERARD HASTINGS , SUSAN ANDERSON,
EMMA COOKE and ROSS GORDON

ABSTRACT

The influence of alcohol advertising on young people continues to be the subject of
much debate. This paper presents a review of the literature showing that, while
many econometric studies suggest little effect, more focused consumer studies,
especially recent ones with sophisticated designs, do show clear links between

advertising and behaviour. Furthermore, these effects have to be viewed in

combination with the possible impact of other marketing activities such as price
promotions, distribution, point of sale activity and new product development. Here,
the evidence base is less well developed, but there are indications of effects. It must
be acknowledged that categorical statements of cause and effect are always difficult
in the social sciences; marketing is a complex phenomenon involving the active
participation of consumers as well as marketers and more research is needed on its
cumulative impact. Nonetheless, the literature presents an increasingly compelling
picture that alcohol marketing is having an effect on young people’s drinking,

Journal of Public Health Policy (2005) 26, 296—311.
doi:to.1057/palgrave.jphp.3200039

Keywords: alcohol, advertising, marketing, vouth

113



recently, Saftfer used panel data from the US National Longitudinal
Survey of Youth (1997) combined with alcohol advertising data at
the market level for five media to estimate individual fixed effects
models. He found that a complete ban on alcohol advertising could
reduce monthly drinking by adolescents by roughly 24%, and

monthly binge drinking by 42% (11).

In addition to the problems of wvariation noted by Saffer,
econometric studies have a number of other weaknesses that stem
from the fact that they are dependent on the construction of complex
equations to model an extremely sophisticated social phenomenon.
In reality, these models have a number of major flaws (12—-18):
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Data on key variables, most notably advertising expenditure, are
missing.

Advertising spending 1s assumed to be an accurate marker of
advertising effectiveness; in fact the work of Strickland (19)
suggests that both the medium and the creative theme of
advertising are important variables.

Models of advertising effect are naive, ignoring recent research

which shows that consumers are actively involved in the
communication process (20,21) and indeed that alcohol advertis-
ing, which is built on this premise, is more effective (22,23).
Complications such as feedback - the potential reciprocity of
advertising and consumption levels — and advertising wear-out are
frequently ignored.

Beyond crude consumption levels, little insight is provided into
consumers’ drinking knowledge, attitudes and behaviour.

They focus on advertising and ignore the integrated nature of

marketing.




Much of the research has focused on advertising rather than
marketing. Most econometric studies provide little evidence of an

effect; however, methodological weaknesses, and especially their

tocus on population level effects, mean theyv can tell us little about

voung people. Consumer studies overcome this deficiency and do

suggest that there is a link between advertising and young people’s
drinking knowledge, attitudes and behaviour. However, they also
remind us of the complexity of the issue we are studying, which is
both subjective and multifactorial. It is subjective in that consumers
and marketers are in a dynamic relationship, with the latter
continually trying to hone and enhance their offering to make it
more potent. It is multifactorial in that advertising is just one element
of marketing that also involves getting the right product at the right
price in the right place. Research suggests that each of these variables
also has an impact on young people.
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