
Despite the alcohol industry's claims that it does not advertise to underage youth, young people
are consistently exposed to and affected by alcohol marketing. This exposure increases brand
awareness among youth and influences their attitudes and decisions about drinking.  Community
efforts to limit alcohol advertising, especially in youth-oriented media and events, help foster an
environment where youth can make healthy choices free from alcohol industry manipulation.

Marketing to Youth

Problem: The alcohol industry targets
youth with marketing messages to develop
loyal customers. 

- Youth are more likely to see alcohol advertising
on TV than ads for products such as juice, gum,
chips, sneakers, or jeans.1

- Anheuser-Busch ranks number one among all com-
panies in producing kid-friendly advertisements.2 A
study of children ages nine to 11 found they were
more familiar with Budweiser's frogs than with
Kellog's Tony the Tiger, the Mighty Morphin' Power
Rangers, or Smokey Bear.3

- Awareness of beer advertising among youth has
been shown to predict more positive views of drink-
ing and increased intentions to drink as an adult.4

- Youth who own alcohol brand promotional
items—such as T-shirts and baseball caps—are
more than 1.5 times more likely to use alcohol than
youth who do not.5

- Despite the alcohol industry's self-imposed regula-
tion banning advertising in media whose youth
audience is more than 30 percent, 25 alcohol
brands spent millions of dollars in 2004 on ads that
violated this 30 percent cap.6

Solution: Hold the alcohol industry
accountable for irresponsible marketing
practices; Strengthen and strictly enforce
policies that prevent youth overexposure to
alcohol ads.

- A 2005 study shows that even the 30 percent
youth audience threshold is too high.  A more effec-
tive youth-audience cap would prohibit alcohol
advertising in media for which the average youth
audience (aged 12-20) is more than 15 percent.7

- Efforts to reduce youth exposure to alcohol ads
enjoy strong public support: 77 percent of adults
favor banning alcohol sponsorship of youth-orient-
ed events, 75 percent favor banning alcohol ads in
youth-oriented media, and 71 percent favor ban-
ning alcohol on billboards where high levels of
youth exposure are likely.8

- When Coors Light and the "Coors Twins"
appeared in the PG-13 Scary Movie 3 and related
TV ads, community activists responded with
protests, media advocacy and letters to CEO Peter
Coors.  Following the backlash, Coors admitted
that it got "caught" and said it would end the TV
ads, revise its advertising pledge and end its deal
with the film's production company.9
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