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Introduction: Convergence of the Gender Gap

In the UK, women’s alcohol consumption of spirits and alcopops is
held to be worth £2mn (1). In 2006, men in the UK were still
more likely than women to drink frequently – 37 per cent of men
said that they drank on at least three days a week, compared
with 24 percent of the women (2). However, we see that the
alcohol consumption of women in the UK and the alcohol related
harm increase sharply. Alcohol-related deaths have doubled since
1991 - up from 4,144 to 8,386 in 2004 (3). In the UK we see that
the increase of alcohol consumption of British women goes hand
in hand with the new ‘Ladette’ culture in the UK, where young
girls up to 25 years of age imitate macho behaviour of their male
counterparts and where female celebrities have publicly
celebrated their ability to drink more and quicker than men.

UK women aged between 18 and 25 consume more alcohol than
women in any other country (1). The trend is less marked in the
rest of Europe (4). In France, women tend to drink half as much
compared to men; in Germany only 7.5% of women consume
more than 21 grams of alcohol per day. In Spain, the total
lifetime prevalence of alcohol consumption for women is only
42.6% (1). However, this gender gap converges rapidly in most
European countries and women tend to increase their
consumption of alcohol.

Danger of Alcohol intake to women

Besides the risks of alcohol intake during pregnancy, there is an
increasing body of research which shows that women are more
sensitive to the effects of alcohol compared to men. Women have
more body fat and less water compared to men. Because of this,
the alcohol concentration in the blood becomes higher at the
same volume of alcohol of women than of men. Research shows
that women are more likely to develop liver disorders (5).

Among women both physical and memory functions decrease
within a shorter period of time than among men and this already
happens after less alcohol intake. Excessive alcohol consumption
can reduce their intellectual skills more rapidly (6). In addition,
research indicates that drinking alcohol increases the likelihood of
breast cancer (7). It is approximated that the intake of alcohol
contributes to about 4% of all breast cancer.

Marketing towards women

With female alcohol consumption increasing, brands and
manufacturers are targeting women more within this sector. With
2.2% of products launched in the liqueurs and alcohol sector
aimed at women (compared with 1.1% for men), formulating and
marketing the category to suit them is clearly an opportunity (1).
Advertisements like to enforce this drinking trend by adapting
their marketing strategies in order to widen the appeal of the
product. A product that previously was only marketed to men,
currently involves women in the advertisements to highlight that
they may also enjoy the product. According to the Beer Institute,
25% of beer’s consumers are women. Some brands are beginning
to target women, through new product development and
marketing.

Up: The British celebrity Lilly Allen
is often seen boozing with friends
(source: www.dailymail.co.uk)

Below: Ladette culture: Experts are
worried girls are following bad
examples set out by partying
celebrities
(source:www.dailymail.co.uk)
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