Alcohol
Advertising Goals

Alcohol advertising
.~ focuses on
- educating consumers
- . about the positive
. aspects and

=% potential rewards of
. %, drinking, including
<+ times, places and

&' activitles for using

"3 | them.

Source: Lewrenca Wallack,
r: PH, School of Publia
galth, Un “l::I




Creating An Image

The alcohol industry uses
sophisticated and highly
specialized techniques to
educate consumers on
the uses and rewards of
alcohol. It seeks to place
the product in the best
possible light and is little,
if at all, concerned with
its possible
consequences.

Saires: Larenca Wallack, Dr, PH, Schvood of Pubilic Heaslih, Unlveralty of Califormie, Berkeley.




Marketing Techniques Directed to Heavy Drinkers

Ity a mellow song,
apood friend,
a laid back night.

Its Southern Comfort.

¢ m B i

* Giving alcohol human
traits such as security,
love, warmth and
perfection.

* Presenting alcohol as a
solution for isolation,
alienation and loneliness.

* Ignoring alcohol
problems by only
presenting the positive
aspects of drinking.

Sowrsd: Images Abouf dicohed, Fading Alcahel Concerns Through Educatlen, Soplombor 1483,




Alcohol Billboard Promotions
= "ﬂ1

Since the 1970’s, the top two

advertisers on billboards has
been the tobacco and alcohol
beverage industry.

Like most alcohol
advertising, billboards link

alcohol use with economic,

social, athletic, and sexual

success, and do nothing to

portray problems caused by
H){V ””MPIM] BARCELONAY: alcohol consumption.

1Y Stk SR

Gowrce: Fact Shoel: Alcahol and Tobacco Adveriigiag on BNiboards, Coalltlon for Soenle Beauty, nol dated.




The number and range of
black cultural, entertainment,
sports, social and other
events sponsored by major
alcohol producers are
staggering. They include:

« “Coors Presents” concert

tour features tnp names
in black music

o « “Miller Sound Express™

Hiesel™ . Budweiser’s “Superfest”
THE KING OF BEERS
COLD

THIS BUD'S FOR YOU

Budwelser

Source: Jet Magazinag, Junp 2, 1TR04G.




Alcohol Sponsorships

| Alcohol producers
- 1 AUESIREL  sponsor many
JT =18 independent artist
W{ﬂmﬂ%h [[ij_ul tours. Exclusive
NUELD D f sponsorship eliminates
THEPOWEROFLY.3|  competition. As the ad
e Y " states: “Only Miller Lite
M. | can bring him to you.”
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Source: Faclng Alcohol Concarma through Education, April, 1004,




Alcohol Billboards in Minority Communities

Surveys in San Francisco,
Boston, and Detroit have
shown up to 62% of
billboards in minority
neighborhoods advertised
tobacco or alcohol much
more than in other nearby
areas.

Source: Edward Liclishon pnd Petricla Taylor, Citlzens® Action Mandbook o Alcobol and Tobacce BiNboard Adverilalng.
Center for Sclenca In the Publio Interest, Washinglon DG and Scends Amaerkea, Washinglen DG, 1000. pp. 8, T.




The Challenge of Change

“It’s tough to change
attitudes about alcohol in
communities that are
immersed in seductive,
pro-alcohol messages.”

Source: Peter Boll, Executlve Direcior, Minnesota instilute on Biack Chemical Abuse.




Power

N Linking alcohol
consumption with
power and authority
is misleading.
Drinking has

nothing to do with
healthy power. It is
associated with
violence in many
forms.

Source: “images Aboul Alcohol,” Facing Alcohol Congems Through Education, Apdl 1891




Alcohol does not
create comfort or
safety. Turning to
alcohol for feelings of

comfort, safety,
security, reassurance
or to solve problems
is a sign of problem
drinking.

Source; “Images About Alcohol,” Facing Alechel Concems Through Education, April 1631,




#, Money / Success
“z
/. 7% Alcohol does not bring

M' financlal or other
| success. Its excessive

use has contributed to
the fallure of thousands
of Individuals and
businesses. Using alcohol
as a reward for success
Is inappropriate since
alcohol Is a potentially
addictive drug and one of
the biggest problems for
business and Industry In
the United States today.




How to pack for the weekend.

Fun

Alcohol may be
associated with fun

' activities, but alcohol
itself does not create
or guarantee fun.
Relying on alcohol to
make fun happen Is a
sign of an unhealithy
reliance on alcohol.

Source: “Images About Alcohol,” Facing Alcohol Concema Through Education, Aprll 1891,




Adventure




: Alcohol is an
| unsafe addition

to any risky

:1.ILH r_r i

~ = activity.

Source: "imeges About Alcohol” Facing Alechol Concemns Through Education, Apdil 1991
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Beer advertisements should not associate or
portray beer drinking before or during
activities in situations that require a

high degree of alertness.

Source: Brewlng Industry Voluntary Advertising Quldelines, Decomber 1004,




Alcohol and Fast Cars

“This Beer Wagon Has 800 Horses”
it B Many beer

' commercial scenes
associate beer with:

- Fast moving cars

- The excitement of speed
- Tests of manhood

- Tests of self control

- Few if any consequences

Gt Chut O The Ok Gt o The Cald.

Sowrce: Johnson, “Sporis & Sude,” Sporfs Mustrated, Augusl 8, 1000, p.Th




Alcohol Promotion in Motor Sports

Motor sporis receive
the most money of all
sports. Beer
producers spend
close to $50 million
per year on motor
sports sponsorships.

Eource: U5 Departmend of Juslice. “Drunk Dviving."” Bursau of Justice Stalistics Special Report, Febiruary, 16383




Alcohol and Recreational Vehicles

Education and policy
efforts on drinking and
driving must expand to
include other vehicle
issues like:

—Motorcycles
—Snow Mobiles

—Any type of Watercraft
including Jet Skiis

—All Terrain Vehicles

JEs Rl

Bounna; FALGC.E. Facing Alcchol Conoerns Through Educallan, Augual 1903,




#8289 The Paradox of
e+ Alcohol Advertising
in Sporis

Alcohol ads frequently
use sports Images to
promote consumption. .

Mixing alcohol with
athletic excellence Is
hypocritical, irresponsible
and hazardous to the
nation’s health.

L

|++|.‘-:+ -il

Source: “images About Alcohol,” Fecing Alcohol Concerns Through Education, April 1084,







Diversity of Beverage
Industry Sponsorships

“Coors alone has
sponsorship involvements
In 108 categories of
sporting events, running
the gamut from fishing,

skydiving and water skiing
to all types of road racing
events.”

it
b sl Source: Buchanan and Lev, Beor and Fast Cars: How Browers
“  Target Blue-Collar Youth Through Molor Sport Sponsorships.
Marin Institute for the Prevention of Alcohol

Other Drug Problems, San Rafsel, CA, AAA
Foundation for Trafllc Safely,
Mol Dated, 1080 or 1990, p. 25.




Source: Sports lllustrated, August 8, 1988.

Anheuser-Busch
Helps Finance:

® All 24 major league
baseball teams

® 20 of 28 NFL teams

® More than 300
college teams

® About 1,000 other
sporting events




@ Event sponsorship increased
700 percent during the
1980s.

* . @ The brewing industry is the
/. second biggest spender In
A sponsorship events.

@ Auto racing is the second
largest spectator sport in
America.

@ Motor sports receive more
sponsorship money than any

other sport.

Source: “Beer & Fast Cars: How Browers Terget Bluo-collar Youth {hrough Molor Sport
Bponsorships,” 1089




The Beverage
Industry’s
Love Affair
With Sports

"Coors is sold on sports
because sports sells
Coors.’ We hum that on

our way to work .."

Steve Shafer of Coors.

Source: Buchanan and Lov, Boer and Fast Canac
ugh Motor
Epunmrm!pn. Marin Institute for the Provention
lﬂdﬂﬂmrl.'lmg Probloms, San Rafael, CA,
uﬁdﬂm or Traffic Safety, Not Dated, 1980 or

LIGHT
MS. FITNESS USA FINALS

Docembae 15, 1990 » Tropdoamna Helel, Los Vegos Hevoda




Sex

4 Alcohol does not
‘ ' ';- create healthy,
1 positive sexual
attractiveness.
4 Alcohol impairs
- sexual performance.

It also plays a
significant role In

. unwanted and
unplanned sexual
encounters, rapes
and other sexual
violence.

Source: "Tmages About Alcohol” Facing Alcohol Concerns Through Education, April 1891,




Sometimes, romance needs a little nudge.

COURVOISIER
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“\When | said vodka
-~ |meant Denaka.’
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Want to dance?
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“She was Law Review /
And she drinks Johnnie Walke /

Marketing Alcohol
to Women

Women are now heavily

! 4‘ targeted for marketing of
alcoholic beverages. According

' to Impact, a liquor industry

newsletter, women will spend
$30 billion on alcoholic
beverages in 1994, compared
with $20 billion in 1984.

Good taste is always an asscts E!

Source: “Belty Briefcase Buys More Boltles,” Advertiaing Age, Thursday, September 12, 1805,




"~ “He'snot rnednramrthmg | crazy about my kid.
Emd hmlilrnlnlﬂggﬂhlmlﬂ“*ﬂ’kﬂ A And heﬁmlt}; Jn:hme“h]ker"




1 “I—!E'sqm:czes the toothpaste
“from the bottom.

drinks; ]i;ﬂinnm\“h%ﬂ-:ﬂrﬂﬂ "
= 4 =

i *He loves my min.
#And he drinks JohnnieWalker”

Cmwad e 1 by an e
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THE NIGHT KeEVEALS
WHAT TiHE DAY HIDES.

EXPLORE T

BecazDy BlaCk
THE TASTE OF THE NIGHT.







Some FEOAE FEAR.THE NIGHT
PecaLsE IT LIBHERZATES
THE OTHER SENDES,







SOME PEOFLE eMBEaCe THE NIGHT
BECAVUSE THE RULES OF THE DAY

PO WOT AFPLY

Bacagon BLack
THE TINDTE OF Tiie NIGHT




Some FEOAE FEAK.THE NIGHT
PeEcavoE IT LI BERATES
THE OTHERZ SENSES.




SOME PEOFLE emBiace THE NIGHT
BECAVSE THE RULES OF THE DAY
| PO NOT ArPLY '

BPAARD BLAck
THE TIN2TE OF Ti-te NIGHT




