
HOW DOES MARKETING OF ALCHOOL EFFECTS

Inferences about the modest effect sizes found are limited by the potential The influence of alcohol marketing and
advertising on the drinking.

Nevertheless, exposure and outcome measures varied considerably across studies see Supplementary Table
S1. Results seven cohort studies that followed up more than 13, young people aged 10 to 26 years old were
reviewed. Participants ranged between 9 and 17 years old at baseline; sample sizes ranged from to ,
participants. Yet, exposure measures of interest in this review were both user-generated and industry-led.
Alcohol sales per capita The total number of beer, wine, and liquor cases in hundreds sold per adults in each
state in was purchased from an industry source. Rather, marketing is designed only to encourage selection of
certain brands over others. Combining the data from these studies, we found that those who viewed alcohol
adverts drank more alcohol than those who viewed non-alcohol adverts. They are Introduce a statutory
framework with respect to the volume, content, and placement of all alcohol advertising in all media in Ireland
including the advertising of pubs or clubs. Figure 2. On the one hand the International Center for Alcohol
Policy ICAP reported in to a World Health Organisation WHO meeting [ 1 ] that there is no compelling
evidence of an association between advertising and drinking patterns or rates of abuse among young people,
noting that: "The industry does not condone promotion and advertising of beverage alcohol to those under the
legal minimum purchase age. Studies were combined using narrative synthesis, structured according to
drinking outcome of interest e. Results The electronic searches identified potentially relevant articles.
Drinking was greater among underage youth who reported higher mean levels of alcohol advertising exposure
Table 3. This includes advertising appearing on television, radio, newspapers, billboards, posters, or depiction
of alcohol use in movies, TV programmes, music videos and song lyrics, promotional activities including
give-aways such as t-shirts and other items bearing alcohol brand logos. Flow chart showing study selection
process. Conclusion Despite the volume of work, evidence is inconclusive in all four areas of marketing but
strongest for promotional activity. We identified seven studies that examined whether participants exposed to
alcohol advertising drank more alcohol after viewing than those who viewed advertising for non-alcohol
products. The study received approval from the University of Connecticut institutional review board. Due to
lack of effective regulations and legislation, young people are poorly protected from these sophisticated and
powerful influences on their drinking behaviour and expectations. Another potential confounder, alcohol sales
per capita, was entered at level 3. Fortunately, a number of such studies have been conducted.


