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Youth (age 1220) Binge Drinking in the U.S.:
Much better than it would have been without community efforts, but not making
the progress we should be making
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Binged (5+ on single occasion) in the
past two weeks

st two weeks
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Beverage preference of 12" grade
female binge drinkers
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Youth drinking

A Alcohol use is the number one drug problem
among young people.

A In 2009, 10.4 million U.S. young people ages
12-20 reported drinking in the past month,
and 6.9 million reported binge drinking. (NSDUH)

A Every day, 4,750 kids under age 16 start
drinking. (NSDUH)

A The earlier young people begin drinking, the
worse the consequences are likely to be.
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Consequences of youth drinking

A Young people who begin drinking before age 15 are five times more
likely to develop alcohol problems later in life than those who wait to
drink until they are 21. (osg, 2007

A They are:
& four times more likely to develop alcohol dependence (Grant and Dawson 1997);

seven times more likely to be in a motor vehicle crash because of
drinking (Hingson et al. 2001);

eleven times more likely to be in a physical fight after drinking (Hingson et al.
2000);

twelve times more likely to suffer from other unintentional injuries after
drinking (Hingson et al. 2001).
A Alcohol is responsible for 5,000 deaths per year among people under
21. (osG, 2007)
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Brain activity in 15 year-olds during a
memory task

15-year-old male 15-year-ald male
drinke heavy drinker

Heavy use of alcohol during adolescence can impair brain
development, causing loss of memory and other skills.
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Alcohol advertising and youth:
adolescent brain research

A Brain imaging research has found that teens
with alcohol use disorders show greater
activity in areas of the brain previously linked
to reward, desire, positive affect and episodic
recall in response to alcoholic beverage
advertisements.

A The highest degree of brain response was in
youths who consume more drinks per month

and report greater desires to drink. (tapertetal.,
2003)
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A Recently published longitudinal studies have all found that the more

youth are exposed to alcohol advertising and marketing the more

they are likely to initiate drinking, even after controlling for other

variables.

A Forms of alcohol advertising and marki

onset among youth:
Television beer advertisements(Collins et
2004)
Alcohol ads in-magazines(Collins et al. 2003
Alcohol ads on billboards (Snyder et al. 2006; Pasch et al 2007‘) ;
In-store beer displays (Collins et al. 2007) :
Beer concessions at sporting events(Collins ef:al. 2007)
Per capita spending on alcohol advertising in‘their media.masket{Sayder
et al. 2006) e el
Alcohol use in movies(Sargent et al. 2006)
Ownership of alcohol promotional items (MccClui@igifal 2@8, eimiksan et al
2008)
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Effects of Alcohol Advertising

on Drinking Beliefs and Behaviors
(5™ 1 11t Graders)

Exposure! Positive

Expectancies Intend to
> Drink Beer:

Music . Adult
21 (R=41)
People
Overall Negative
Liking Expectancies
Stary, Intend to
Drink Beer.
Humor: ¢\ 27| 47 Next Year
i b (R?=.60)
Peer

Attention Drinking

Scaled ¢? (795) = 899.36, p < .01
NFI = .85, Robust CFl =.96
RMSEA = .036

Current
Drinking
Peer:
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Alcohol advertising:
music, character
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The youth alcohol market

The underage youth market is substantial, and
dominated by heavy drinking:

A Underage drinking accounts for between 11 and 20
percent of the U.S. alcohol market.

A Young people drink less frequently than adults, but
drink more per occasion than adults.

A More than 90% of the alcohol consumed by 1220
year-olds is drunk when the drinker is having five or
more drinks at a sitting (usually defined as within two
hours)
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Selfregulation in
the U.S. alcohol industry

A Alcohol industry self-regulation is the principal means
for regulating alcohol advertising in the U.S.

A Beer and distilled spirits companies are most active
marketers at this time.
0 Measured media expenditures 2006:
A Total alcohol spending: $2.0 billion
A Beer and ale alone: $1.28 billion
A Distilled spirits alone: $492 million
A Examine codes from two industry associations:
0 Beer Institute
o Distilled Spirits Council of the United States (DISCUS)
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Alcohol industry selfregulation

Beer advertising and Now Seduction Can
marketing materials Happen Anywhere
should not écl
represent that ) _
individuals cannot e )
obtain social,
professional,
educational, athletic, or
financial success or
status without beer
consumption.

Heineken
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Alcohol industry self-regulation

AoBeer adver:
and marketing
materials should not
portray or imply
illegal activity of any
kind...©o

A All 32 NFL stadiums
have policies
limiting beer sales to
2 per customer
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Alcohol industry self-regulation

A Beverage alcohol
advertising and
marketing
materials should
not be associated
with anti-social or
dangerous
behavior.
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Alcohol industry self-regulation

A DISCUS code:

0 Advertising and
marketing
materials should
not contain or
depict overt
sexual activity or
sexually lewd or
indecent images
or language.
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Alcohol industry self-regulation

A DISCUS Code

Beverage alcohol
advertising and
marketing materials
may depict affection or
other amorous gestures
or other attributes
associated with
sociability and
friendship.
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Previous national efforts on alcohol
advertising in the U.S.

A 1980s 8 SMART campaign
d Stop Marketing Alcohol on Radio and Television
8 Two million signatures delivered to Congress
d No action taken
A 1990s & SAFE bill
d0Sensible Advertising and Family E

8 Mandated warnings on alcohol advertisements d print and
broadcast

d Bill never even brought up for a vote in Congress
A 2000s 3 effort to get a national media campaign

d $140 million in illegal drugs media campaign

d $850,000 for alcohol campaign
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Center on Alcohol Marketing & Youth

Founded in 2002, our philosophy was that
reducing underage drinking requires a two-
pronged public health approach:

1) Reduce youmgespteaicphole 6 s

2) Reduce the appeal of alcohol to young
people, by:
- Providing public health messages about alcohol and
underage drinking

Limiting impact of alcohol advertising on youth by
reducing youth exposure to it
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What CAMY does

A Answers the question: how much alcohol advertising
do kids see?

A Tracks alcohol advertising on TV and radio and in
MEGEVANES]

A Uses standard industry sourcesd Neilsen, Arbitron,
etc. 0 to measure the audiences for that advertising.

A Shows that over and over again, kids are exposed to
more alcohol advertising per person than adults.
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Create alcohol advertising database

occurrence data brands audience data
ad placement details category + youth + adult
brand and occurrence level parent info GRPs, impressions

med.a aIcohoI category database
tools who was exposed to what advertlsmg

' ‘ ‘ ' audience delivery

category overview media comparlsons

The Center on local market detail youth vs. adult exposure {1
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CAMY Magazine Database

A 29,616 magazine ad occurrences 2001-2008
merged with audience data from MRI
& Brand and audience detail
0 Audit perspective

A Data set includes virtually all spending in
magazines monitored by Nielsen and MRI

0 database excludes demographic/regional editions,
unmeasured magazines, corporate and responsibility ads

The Center on . / ) "KINS
Alcohol Marketing and ( 7y BLOOMBERG
88 SCHOOL ¢ PUBLIC HEALTH|

/, .
{outsz
g prstmnds

DRUG-FREE ACTION

ALLIANCE

%

23



Get in the Game! Webinar Series Part |
Alcohol Marketing and Youth: Why @& a Problem and What You Can Do

Presented by David Jernigan, PhD, Director, Center for Alcohol Marketing and Youth
Held December 14, 201

Slide 24

Youth exposure to alcohol
advertising: magazines

In 2008, compared to adults 21
and over, youth ages 1220
saw per capitae |
10% more beer ads
16% more ads for alcopops

73% fewer wine ads

The overwhelming majority of
youth exposured 78%- came
from ads placed in
magazines with
disproportionate youth
audiences.
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Magazines 2002: Archivesarticle

A Girls much more overexposed than boys

0 Girls saw 68% more beer advertising, 95% more
alcopops advertising per capita than women

0 Girls saw more alcopops and beer advertising per
capita than young adult women (21-34)

& Boys saw more than adult men but not more than
young adult men, rates of overexposure lower
(Arch Pediatr Adolesc Med2004)
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CAMY TV Database

A Industry standard sources (TNS and Nielsen)

A 2.1 million ad occurrences 2001-2009
A Network, program, brand, category

A Audience information

A Product, Responsibility, Corporate

A 9000+ commercials viewed and classified
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Youth Exposure to Alcohol Ads on
Television

In 2007, 340,337 alcohol product commercials appeared on U.S. television.

Underage youth ages 1220 were more likely than legal-age adults on a per
capita basis to have seen 68,700 of them, or about 20%.

These ads accounted for more than 40% of youth exposure to alcohol
advertising on television.

From 2001 to 2007 & the number of television alcohol ads seen by the
average 12 to 20 yearold increased by 38%.

Much of this increase was in distilled spirits ads, especially on cable TV.

Forthcoming CAMY TV report:
& Youth exposure just keeps rising
d Industryds 30% oproportional é6 threshold i

& 30% standard completely ineffective at protecting youth & youth exposure from 2004 forward
grew faster than adult or young adult exposure
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Radio 2006

A Analysis of census of all alcohol advertising in 28 of
the largest U.S. markets in 2006:

0 More than a third 8 120,299 or 35.6% 0 of advertising
placements for alcohol were on programming that youth
ages 12 to 20 were more likely per capita to hear than
adults.

These ads accounted for more than half (58%) of youth
exposure to alcohol advertising on the radio.

Approximately one in twelve d 27,862 or 8% 9 alcohol
advertisements were on programming with youth audience
compositions greater than the
maximum of 30%.

18 out of 143 brands placed 20% or more of their
advertisements on programming with youth audiences above
30%.
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Minority Youth Exposure

CAMY has issued two reports on Hispanic and two on
African-American youth exposure to alcohol advertising.

In 2004, compared to the average for youth,
9 Hispanic youth age 12 to 20 were exposed to:

1 20% more alcohol advertising in Englishlanguage magazines

9 More radio advertising for alcohol in 7 of the top 20 markets by
Hispanic population in summer 2004

9 African-American youth age 12 to 20 were exposed to:
1 34% more alcohol advertising in national magazines

1 More radio advertising for alcohol in 6 of the top 10 markets by
population in summer 2004
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Importance of Monitoring
at Brand Level

A Magazines, 2008:

0 16 brands (5% of brands advertising alcohol in
national magazines in 2008) accounted for half of
youth exposure to alcohol advertising.

A Television, 2007:

0 10 brands (7.3% of brands advertising on TV in
2007) accounted for 41% of youth overexposure
and 52% of advertisements placed above the
industry's voluntary standard of a 30% maximum
for youth in its audiences.
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Does the industr)

A Magazine study:

d The ratio of the probability of a youth alcoholic beverage type
advertising in a magazine to that of an adult type advertising in a
magazine increased from 1.5 to 4.6 as youth readership increased
from 0% to 40%.

Thus in magazines with highest youth readerships, youth alcoholic
beverage types were more than four times more likely to advertise
than adult alcoholic beverage types (ing et al. joumal of Adolescent Health2009)

A Cable television study:

d Census of 608,591 advertisements on cable television, 2001 to
2006

each onepoint increase in the percentage of the audience that was
adolescent was associated with more beer (+7%), spirits (+15%),
and alcopop (+22%) ads per viewehour, but fewer wine (8%) ads
(P<.001 for all). (Chung et al. American Journal of Public Health 2009)
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Al cohol I ndustry or e

Adoéno one can match th<¢ermal coh
commitment to public -service advertising that discourages
underage drinkingébod

o Jeff Periman, American Advertising Federation
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Alcohol industry
oresponsibi ity

AA omi xed message. ¢
AFrom 2001 to 2007, youth 12-20

were 22 times more likely to see a
product ad for alcohol on television
than an alcohol industry
oresponsi bili

re
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Bottom line

A Whether intentional or not, current beer and distilled
spirits industry practices pervasively overexpose youth to
alcohol advertising

A This overexposure is responsible for a substantial
proportion of youth exposure to alcohol advertising:

0 77% of magazine exposure
0 58% of radio exposure
d More than a third of TV exposure

A Presentation only covers measured mediad one small
subset of marketing. Other key areas: product placement,
sponsorships, Spring Break, campus marketing, sports
marketing, point of purchase, etc.
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. Al clogpops o

A Industry spokespersons have described
al copops as dedvelgned
drinkersoé and those
of beer.

A Even though most of them have distilled
spirits in them, the industry claimed they were
made from beer,.so,that,they could be:

0 Taxed lower
0 Sold in convenience stores
o Advertised on TV
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How popular are alcopops
among kids?
i .

L
A Most popularwith the Wgest drinkers.

A 78% of'eurrent 8" g rinkers (past 30
past 30 days.

A 71% of current 10 grade dr
days) drank alcopops in the past 30'days.

A 65% of current 12" grade drinkers (pasf 30
days) drank alcopops in the past 30 days. «a = %%

A 42% of current drinkers, age 19 to 30, drank
alcopops in.the past 30 days.

Source: MTF 2004
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Alcopops most popular with females

INn every age group

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

o Male
B Female

Percent of current drinkers
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New product s ¢
A Shotpaks 8 17% alcohol-. 99 eac h é

A Featured on the Today show in July
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New products

Research findings on effects of alcoholic energ
drinks on the drinker:

ASubjective perceptions of intoxication
decreased (i.e. headache, weakness, dry
mouth, perception of impaired motor
coordination) compared to effects of
drinking alcoholic norenergy drink

Aowever, according to objective tests,

were still just as impairedacersossseos, 2006)

AMED drinkers more likely to engage in
dangerous activities
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New product s:

A Caffeinated alcoholic beverages declared
adulterated product by FDA in November 2010
d banned from the market by midDecember

ACompani esd r eslhpwneers oD
Obinge in a-at@zo@dpsdRup
0 Same packaging
0 Same huge serving size
0 Similar dangers to youth
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New products:
alcoholic whipped cream

Aowhipahol 6,
Lightningo,

A One can has alcohol
content of 3 beers (18.5% &

alcohol)

A Flavors like white
chocolate raspberry and
strawberry colada
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IHE ONE]
=4 A Many examples:
d Kahluain
Catwoman
d Coors in Scary
Movie 3
Sy d % | d Carlsbergin
Fz:\p\ 5 ek Spiderman
HOWto_ ; § .
A A ! 8 Heineken ($10
L( SE \(_ il L million) in Matrix
INTEN' DA Reloaded
Anheuser-Busch: Wedding Crashers, Batman Begins, Seabiscuit, Spider Man, Oceans
Eleven, Terminator 3, Dodgeball, Collateral, Good Will Hunting, As Good As It Gets,
Jerry Maguire, Children of a Lesser God, Mission Impossible, Ace Ventura: Pet
Detective, Forrest Gump, The Silence of the Lambs, Platoon, Dirty Dancing, Working
Girl, Top Gun, Rain Man, Erin Brockovickand Close Encounters of the Third Kind
Rcohe] Viarketing.ns re |
] arketing and ( } 3FRG
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Viral Marketing on the Internet

A Smirnoff Ice
0OTea Part a

d Never broadcast

d More than 4
million hits on
Youtube to date

0 Sequel has more
than 3 million
hits
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Alcohol Web Sites

A Fifty-five alcohol Web sites
tracked by comScore Media
Metrix during the last six months
of 2003 had almost 700,000 in -
depth visits from underage youth.

Al most 60% of bac |
al most hal f eaépths k \&

visits were from underage youth.

With the help of parent volunteers
in seven states and the District of
Columbia, CAMY tested eight
leading parental control software
packages and found that 76% of
alcohol brands eluded parental
controls half the time or more.
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Site Demographics (August 2010)

2-20/2+ (30%) 12-20/2+ (13.3%) 12-20/12+ (15%)
Twitter 19.03% 10.58% 10.86%
YouTube 13.11% 14.77%
Facebook 9.48% 12.42% 13.29%
Flickr 20.61% 7.79% 7.92%
Myspace 22.99%

A Limitations:

o0 Overall site demographicsd not for specific pages or
channels

0 Metrics largely undeveloped for this kind of marketing

Data source: The Nielsen Company

@ BLOOMBIRG

us )
( DRUG-FREE ACTION

ALLIANCE



Get in the Game! Webinar Series Part |
Alcohol Marketing and Youth: Why @& a Problem and What You Can Do

Presented by David Jernigan, PhD, Director, Center for Alcohol Marketing and Youth
Held December 14, 201

Slide 47

Fans on Facebook

Brand Page Postsin Last | Likes Postsin Last | Likes Comments
2 Weeks 2 Months
Bacardi Bacardi 119,009 1 470 54 13 3,036 477

Bacardi Bacardi Mojito 75,250 0 0 0

Bacardi Bacardi Torched 16,476 0 0 0 102
Cherry

Bacardi Bacardi Dragon 12,766 67 18 18
Berry

Heineken Heineken 465,456 3,040

Heineken Heineken Light 34,160 132 377

Absolut Vodka ~ Absolut Vodka 530,266 12 204

Coors Light Coors Light 352,712 245 924

Coors Light Coors Light 74,033 42 639
Brewing Company

Smirnoff Smirnoff Ice 554,773 58 184

Smirnoff Smirnoff US 96,670 1647 6,699
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Estimated Impressions on Twitter

553

Bacardi 18,829 5,206,218
Heineken 2,851 55 78,402
Absolut Vodka 622 160 49,760
Coors Light 1,883 126 118,629

Smirnoff 11,702 6,547,269
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Impressions via Top BrandRelated
YouTube Videos*

Bacardi http://www.youtube.com/watch?v=5RFxGn6C6a Bacardi Mojito Ad 2,411,243
k

Heineken http://www.youtube.com/watch?v=S1ZZreXEqSY  NEW Heineken Commerciab verry 8,572,796
funny

Absolut Vodka  http://www.youtube.com/watch?v=5p0QtIMKt1s A Vodka Movie by Zach 1,923,074
Galifanakis, Tim and Eric

Coors Light http://www.youtube.com/watch?v=jdUr5hFOyGc Coors Light Jim Mora Press 1,059,570
Conference Ad

Smirnoff http://www.youtube.com/watch?v=PTU2He2BIcO  Tea Partay 5,582,600
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Contextual Advertising 6 Pandora
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Bud Light Lime on Pandora

T,
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Bud Light Lime Facebook Page

-

203,792 fans, 3 brand-uploaded videos, 515 brand-uploaded
photos, 338 user-uploaded photos
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Brand-Uploaded Photo

ud Light Lim Wall Photos
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Fan Photo on Bud Light Lime Facebook Page
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Fan Photo on Bud Light Lime Facebook Page
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Brand-Uploaded Photo

21 years
old?
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Brand-Uploaded Photo

te's Photos - 1 Million Vortex™ Bottles of Beer on the Photo Wall - Ft Worth

21 years
old?
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Brand-Uploaded Photo

hotos - illi

21 years
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Brand-Uploaded Photos
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