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Characters consumed 
alcohol 3 times and 
alcoholic beverages 
were portrayed an 
additional 15 times 

Engels et al 2009



Characters consumed 
alcohol 18 times and 
alcoholic beverages 
were portrayed an 
additional 23 times 

Engels et al 2009



In both movies, there 
were two commercial 
breaks, either non-
alcohol or alcohol 
advertisements

Engels et al 2009
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A systematic review found:

13 studies of 

38,000 young people aged 10-21 years,

that measured their exposure to a variety of 
commercial communications on alcohol and 
then followed them up for 

between 8 months and 8 years  

Anderson et al 2009



12/13 studies reported an impact of exposure 
on subsequent alcohol use, 

including initiation of drinking 

and heavier drinking amongst existing drinkers

with a dose response relationship in all studies 
that reported such exposure and analysis.

Anderson et al 2009



The 13th study, which tested the impact of 
outdoor advertising placed near schools, failed 
to detect an impact on alcohol use, but found 
an impact on intentions to use 

Anderson et al 2009
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Some people, say, yes, but the effects are very 
small:

Not so!



In the experimental study the differences in 1 
hour were enormous:

The higher exposed group drank 3 glasses of 
alcohol, twice as much as the lower group (1.5 
glasses).

Engels et al 2009



Here is an example from one of the follow-up 
studies from America:

12 year olds were assessed for their exposure to 
a range of advertisements

One year later they were asked if they had 
drunk beer during the previous year.

1 in 6 said yes

Collins et al 2007



They were divided into four equal groups of 
advertising exposure:

Lowest
Lower
Higher
Highest

Collins et al 2007



Out of every 100 children, 

13 in the lowest quarter group had drank beer

20 in the highest quarter group had drank beer

In other words, the highest advertising is leading 
to 50% more children to drink than the lowest 
advertising. 

Collins et al 2007





Alcohol advertising targeting young people 
should be banned in all EU member states



Many authorities have argued that it is difficult 
to protect children and young people from 
advertising without introducing a complete ban







1. Alcohol marketing has multiple layers
2. Alcohol images activate craving in the brain
3. Advertising has immediate impact on drinking
4. Advertising has longer-term impact on drinking
5. The effects are by no means small, they take no 

account of content, and are only part of the total 
marketing mix  

6. Some authorities have suggested that the only 
effective way to reduce the impact of advertising 
on young people is through a ban, as is the case 
with tobacco


