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New trends in alcohol marketing aimed at young
people : Is effective regulation still possible ?

Å Political and social pressure against alcohol - related harm

Å Reaction of alcohol industry:
Â Glorifying self - regulation

Â Innovations in alcohol advertising

Â Creating a positive image of the brand and product

Å Corporate social responsibility as a marketing tool

Å How can this form of marketing be regulated effectively?
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How the alcohol industry 
reacts on political pressure:



Å Virtual environment is the most common cross -
border platform for tobacco advertising and the 
biggest challenge for the effective 
implementation of the EU advertising ban. (p.7, 
COM (2008) 330 final)

Å One of the remaining common marketing 
practices is to advertise the tobacco 
manufacturer with a positive image as a 
responsible market operator (p.9, COM (2008) 
330 final)

DG Sanco on regulating tobacco advertising:



Alcohol in the news (previous week):

Drink and drugs a leading cause of youth deaths
11 sep 2009 Guardian 



Other news last week:



Response alcohol industry:

Å Glorifying self - regulation to prevent legislation or to limit 
further statutary regulations.
Å Advantages of self - regulation according to EASA (September 2009):

Å Cheap & accessible

Å Quick 

Å Flexible

Å Reversal of Burden of proof

Å Complaints are handled case by case

Å Impartial

Å Effective sanctions

Å Increasing involvement in marketing practices that are 
difficult to restrict legally  

Å Creating a positive image of the brand and producer by 
Corporating Social Resposibility and marketing the product 
as responsible.



Trends in alcohol marketing: 

Å Advertisers are aware and make use of the 
cumulative effect of alcohol marketing:
Å Collins et al (2007) examined the joint effect of exposure to 

advertising in 6 channels; TV, Radio, Press, Point of Sale, Price 
Promotions & Merchandising; on youth drinking. 

Å Finding study: Joint effect of exposure at Grade 6 was strongly 
predictive of Grade 7 drinking & intentions to drink.

Å Youngsters are exposed by large amount 
marketing by many different channels.

Å Irish youth is exposed by alcohol marketing through 16 
different channels (NYCI, 2009)  

Å Marketing spend is moving into below the line 
channels (web, viral, sponsorship) and 
promotional items



Below the line channels : the internet and 
promotional item:

Å Recent Dutch research: 1 in 5 of 
the youngsters has visited a 
website of alcohol brands

Å 42,3% of the youngsters has an 
alcohol -branded promotional item 
(glasses, key cords,hats, posters 
etc).(2009, not yet published) 


