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We promote evidence-based public health policies and organize 

campaigns with diverse communities and youth against the alcohol 

industryôs harmful practices.

Å Charge for Harm

Å Stop Alcopops & Alcoholic Energy Drinks

Å Reduce Alcohol Advertising

Å Support State Control

ALCOHOL JUSTICE - The Industry Watchdog
formerly Marin Institute



The 1980ôs. And so it begané

30 years later, we know what 

does not change behavior:

ïMass media campaigns 

(including drink-driving 

campaigns)

ïWarning labels and signs

ïIndustry voluntary self-regulation 

codes

ïEducation and information

Babor, et al. Alcohol: No ordinary commodity. Research & public policy. (2010).



The Problem

ÅIncreased exposure to alcohol advertising leads 
to earlier onset of drinking, increased 
consumption, and favorable attitudes towards 
producers.

ÅResearchers have criticized these campaigns for 
vagueness, pro-drinking sentiment, and 
increasing the industryôs favor with the general 
public.

ÅFindings have not demonstrated ñdrink 
responsiblyò messages are effective in achieving 
public health outcomes.



Goals and Methods

ÅTo describe the industryôs use of ñdrink 

responsiblyò messages, we:

ïExamined alcohol ads in magazines, on 

Facebook, and YouTube

ÅMessage characteristics in product ads

ÅIndustry-sponsored ñdrink responsiblyò campaigns

ïCompared the ads to industry self-regulatory 

advertising codes



Findings

1. Many brands use their own graphic logos

2. Messages are formatted to blend into ads, hide, or 

disappear

3. Action-oriented drinking terms are combined with 

brand names and undefined ñresponsiblyò

4. Message size is tiny

5. Messages on Facebook and YouTube were tiny, if 

present; mostly nonexistent

6. Industry ñcampaignsò have devolved into one- shot 

press events and other public relations



Promotion - Graphic Logos



Message Format -

Mouse print is 

faint, low-contrast, 

tiny type, often 

buried out of easy 

sight in ads1,2

1 Mouseprint.org. Background. 2006. Available at: www.mouseprint.org/about. 
2 Portigal, S. Interacting with advertising. Interactions. March-April 2009. Vol. 16(2):52-53. 

Mouse print

http://www.mouseprint.org/about


Message Content - Vague

Drink

Sip

Enjoy

Discover

Celebrate

Fiesta

Play

responsibly  (brand name)



Message Size & Proportion

In the magazines we 

reviewed, ñdrink 

responsiblyò 

messages 

represented an 

average of 0.33% of 

the total ad inches.



Facebook - Svedka



Facebook - Svedka 



Facebook - Budweiser



Facebook - SKYY



Facebook - Four Loko




