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The alcohol Industry is primarily a marketing industry. 

The fact is a lot of alcohol marketing is appealing to young people; in order to limit the impact of alcohol marketing on young people we need to cut down the increasingly large volume of it that is appealing to young people. 

A quote from the 2005 annual report of Heineken reads “in 2005 we increased our spending in innovation and marketing in order to reinforce our brand portfolio and to address declining beer consumption in western countries”. Ultimately, the alcohol industry goal is to increase their profits by selling their product and designing appealing and effective alcohol marketing strategies is a means to do this. 

Analyzing alcohol advertisements and the messages they contain, it is evident that these ads are quite simply funny and nice. They do not say anything but suggest and build an image around drinking and the alcoholic drinks. The advertisements are more about portrayals of lifestyles, motivations, aspirations and coolness, and less about the product.

Some examples of alcohol advertising that are appealing to young people: Heineken commercial. Most of the 200 15-year-old we interviewed in the Netherlands, mentioned this advert as their favourite, and yet, it does not show anyone drinking.

However, our concern should not simply be the very explicit, extreme and sexually arousing messages, but the ever increasing volume of commercial communications. 

Here are some examples of products targeted to young adults; the problem is that young teenagers want to be adults and they look up at adults and at the products used by young adults. 
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Examples of events sponsored by alcohol brands include sport events, concerts, parties, etc. 

Sponsorship and advertising have in fact become indistinguishable. The prime purpose of sponsorship, like advertising, is to promote the all important brand images that are used to appeal to young drinkers. Events and programmes are chosen first and foremost for their potential in this area. Careful consumer research is carried out to examine the image of particular programmes or sports and the most appropriate and influential ones are then selected. 

Sponsorship is particularly well suited to the communication of brand imagery, in the sense that it is more hidden, enabling covert or “subliminal” messages to be conveyed. This is easily used to sidestep controls on advertising, as well as being cheaper method, which is potentially less exposed to criticism.

Here are some examples of merchandising products that show the extent to which alcohol brands have become more than a just product. What about having your own Martini pool, Heineken key-ring, Bacardi-belly button  ring or Bacardi mobile phone cover and accessories ….

An example of a website which promotes the beer tender for all-time beer access from your kitchen and you can practice online pouring a beer.

Here are some examples of websites of brands that are very popular among young people and that contain many playful elements. 

 www.bacardi.nl
· Cocktail recipes
· Learn salsa (footsteps on screen)

www.grolsch.nl
· collect ‘music miles’

· bar game; bar empire game; big beer quiz …..

www.malibu.nl
· Jam session

www.heineken.nl
· Clone a girl (and if you have a webcam and a can of beer you can also clone it) 

On these websites there aren’t many references to the alcoholic beverage itself. 

If the impact of alcohol marketing can be so worrying, to what ends are these appealing promotions designed ?
Most of the marketing practices are targeted to young adults (18 to 25 years old) because they are the biggest drinkers. Research shows how brand allegiance rises strongly during teenage years, that is why creating brand allegiance among young people and children is an investment that the industry is sure to cash in on later. Advertising to teenagers is, in effect an investment in future customers. 

Alcohol advertisers often promote their products to young adults and not to teenagers, which is forbidden. The problem however is that teenagers look up to young adults and they are attracted to products for young adults. So even if they advertise to young adults, teenagers are likely to be attracted to these products as well. 

And that is why even if alcohol advertisers do not target young people, their products and advertising will be very appealing to young people. 

There is regulation, like the Television Without Frontiers, to protect consumers, specifically  minors. The TV Without Frontiers Directive as well as many of the codes and regulations establishes that alcohol advertising should not suggest that consumption of alcohol contributes to social or sexual success. 

However, regulation does not prevent the huge amount of very appealing alcohol promotion that associates alcohol with coolness, party, fun….

This is partly because the existing regulation prohibits explicit messages about alcohol consumption; however, as you have just seen, most promotions of alcoholic beverages do not send out explicit messages about alcohol, but rather, convey a message about ‘lifestyle’ or use the means of humour promote the product.

On the other hand, these regulations do not prevent alcohol marketing from being everywhere and  broadcast around the clock. There are many countries that do not have time bans on advertising. And the result is that, for example, in the Netherlands, almost half of alcohol television commercials are broadcast before 9 p.m. and therefore reach a young audience. 

So in order to limit the impact of alcohol advertising to young people you need to reduce the exposure of young people to alcohol advertising by introducing time limitations. 

Content restrictions are not proven to be effective. But if content is restricted it should be very clear how. A good example is the Loi Evin in France, where alcohol advertising is restricted to product information only.
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