ALCOHOL PROMOTION:

WHY MARKETING REGULATION MATTERS?

Breadth of marketing practices

Alcohol marketing refers to all elements of
the effort to sell commercially produced
alcoholic beverages, including TV, radio,

print and digital media. —

Integrated marketing campaigns have expanded beyond print mass
media, direct mail, billboards, TV and radio and now commonly
include digital components including social media, internet
advertisements, and the use of “influencers”.

The expanded use of media that crosses national boundaries occurs in an
internationally unregulated environment in which digital trade clauses in
international trade and investment agreements protect the obscure
nature of the digital media.

Smart phones are a central platform of digital marketing. In low and
middle-income countries they are more likely to be owned by the prime
targets for alcohol marketing, namely younger, better educated, and
higher-income people.

Public relations activities — also known as corporate social responsibility
programs — by industry organizations may also be a form of brand
marketing and a way to ward off effective policy at the same time.

Promotion of alcohol brands by digital platforms

has expanded significantly to include:
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Such as contests,
promotions, and
sponsorships to develop
brand loyalty and display
drinking behaviors in
social and positive
contexts, shaping
perceptions of alcohol
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What the
research shows

® Exposure to alcohol

marketing increases the
attractiveness of alcohol
and the likelihood of
early onset of drinking
and binge drinking by
young people.

Exposure to alcohol
images and messages
can precipitate craving
and relapse in persons
with alcohol
dependence.

Marketing spending is
likely contributing to
increased alcohol
consumptionin
emerging economies.

A recent study of adults
in the United States of
America suggested that
every 1% increase in
exposure to TV alcohol
advertisements over
the past 12 months was
associated with 11%
higher odds of drinking
in the past monthand a
5% increase in the
number of drinks
consumed.
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® Partial restrictions predominate, leaving large gaps and ® The market power of transnational corporations is a
poor enforcement. significant obstacle to cross-border marketing regulation.
® When some restrictions are implemented, the economic ® Trade and investment agreements led by commercial
operators redeploy funds to unregulated modes/venues. interests often override national regulations.
® Digital marketing is often ephemeral and hidden. ® The WHO Global Alcohol Strategy and the Global Alcohol

Action Plan identify a strong need to control cross-border

® |ntricate, well-publicized self-regulatory regimes are .
alcohol marketing.

ineffective.

conclusions.
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