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Alcohol industry marketing spend

• AB Inbev is the 13th largest marketer in the world, spending $4.7 
billion globally in 2020

Advertising Age

• Alcohol marketing spend is increasingly going 
“below the line,” including social media:

• AB Inbev spent $595 million on traditional measured 
media in 2017, $947 million on “other marketing,” 
including digital and social media

• Molson Coors spent $429 million on traditional media 
in 2017, $456 million on “other marketing”



Marketing is more than just pictures

72% of children reported that 
“…seeing a favorite character 
using a certain brand makes 
them want to use that brand at 
least some of the time.” 

–Kennedy 2004 



Alcohol advertising and youth

• Initial published review (2009) summarizes 13 longitudinal studies 
• Followed groups of young people over time, monitoring alcohol marketing 

exposure and drinking behavior

• Find increased exposure to alcohol advertising and marketing is associated 
with drinking initiation and increased consumption and greater risk of 
problems, even after controlling for wide range of other variables

Anderson et al., Alcohol Alcohol
2009



More recent research findings

• Jernigan et al. systematic review 2017:

• 12 longitudinal studies published since 2008

• 9 unique cohorts containing 35,129 participants 
not previously reported on

• Cohorts from Europe, Asia and North America

• Range in duration from 9 months to 8 years

• All found significant associations between levels of 
exposure to alcohol marketing and subsequent 
levels of drinking among youth



Youth alcohol consumption by brand

• 2011 on-line survey of 1,031 young people ages 13-20

• Refuted common myths:
• Kids drinking the same brands as adults - FALSE
• Kids drink the cheapest brands - FALSE
• Kids drink the brands that are easiest for them to obtain – FALSE

• Associated brand and type of alcohol with consequences
• Kids who drink eight specific brands more likely to experience fights and injuries
• Kids who drink supersized alcopops exclusively six times more likely to suffer injuries

• Found significant effects from exposure:
• Kids with self-reported exposure to a brand three times more likely to drink that brand
• Alcohol brands popular among underage drinkers more likely than other brands to advertise in 

magazines with high underage readerships, resulting in the disproportionate exposure of 
underage youth

Siegel 2013



Industry self-regulation: Marketing should not appeal to youth?

• DISCUS code: The 
content of beverage 
alcohol advertising 
and marketing 
materials should not 
primarily appeal to 
individuals below the 
legal purchase age.



Industry self-regulation: Use during risky activities?

• Beer advertising and 
marketing materials 
should not portray 
beer drinking before 
or during activities, 
which for safety 
reasons, require a 
high degree of 
alertness or 
coordination. 

Video supplied by Nielsen Inc., used with permission






• Review of over 100 articles from multiple 
countries

• Of  the 19 studies evaluating marketing 
codes and 25 content analysis studies, all 
detected potentially harmful content

• 57 studies found high levels of youth 
exposure to alcohol advertising 

Effectiveness of industry self-regulation

• The current self-regulatory systems that 
govern alcohol marketing practices are 
not meeting their intended goal of 
protecting vulnerable populations



Alcohol marketing: The case for causality

• “Bradford Hill” criteria for assessing causal relationships between environment 
and disease:
✓Strength of the association
✓Dose-response relationship
✓Temporal association (does the cause precede the effect?)
✓Consistency (across locations, populations, circumstances)
✓Specificity (one type of exposure leads to one specific outcome)
✓Plausibility (biological or psychological)
✓Experimental evidence
✓Coherence (is there evidence youth drinking goes up without exposure or goes down 

without it?)
✓Analogy (similar to findings on tobacco marketing?)

Sargent and Babor 2020



Traditional business practices not practical for alcohol

A typical business plan includes:

• Efforts to retain and increase customers who 
are frequent buyers

• Discounts and promotions to gain new 
frequent buyers

• Advertising to young people to build a future 
customer base

For alcohol this means:

• Marketing to heavy drinkers

• Use of volume discounts to encourage 
greater use

• Marketing to underage youth to encourage 
present and future alcohol use

Acknowledgement: P. Erickson



Let’s put alcohol in everything…

https://www.businessinsider.com/alcoholic-beverages-lookalike-co-branded-juice-soft-drinks-states-restrict-2023-9



Individualism Freedom

Others: opportunity, free enterprise, competition, human rights, self-determination, independence, self-
reliance, trust, responsibility, leadership

Education Patriotism Motherhood
(Family)

Fairness Generosity Protection of Children
(and the Underdog)

Empowerment Sportsmanship

Industry messaging: shared values



Public health messaging?



What we can do
• Show up!

• CDC Community Guides
• WHO “Best Buys”
• Refocus on the overall environment
• Reframe the issue on shared values

• Protecting youth and communities
• Promote equity

• Health in All Policies approach

• Bring data to the conversation

• Solidify your partnerships

• Use the media

• Labels and warnings



Source: C. Greisen



Alcohol advertising and youth—impact 

• Youth exposure to alcohol advertising has been associated with 
expectancies that drinking will lead to happiness and social 
acceptance

Jones 2001, Fleming 2004, Ellickson 2005, Anderson 2009, Smith 2009, Jernigan 2017, Padon 2018

• Alcohol brands using more youth appealing 
content more likely to be consumed by youth 
than adults

• Longitudinal studies have found positive 
associations between youth exposure to alcohol 
advertisements and drinking initiation, frequency of 
drinking, and amount of alcohol consumed.
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