
Problem: Alcohol industry "responsibility"
messages are usually a PR ploy—not valid
health education. 

- Television ads for alcohol products outnumber
"responsibility" messages by 32 to one.1

- From 2001 to 2003, the industry spent $2.5 bil-
lion on television product advertising, dwarfing the
$92 million spent on responsibility programs by 27
to one.2

- In the same period, youth aged 12-20 were 96
times more likely to see a television ad for an alco-
hol product than an ad about the risks of underage
drinking.  They were 43 times more likely to see a
product ad than a message about drinking and
driving.3 

- For young TV viewers aged 16-22, industry spon-
sored responsibility ads may actually encourage
risky drinking behavior and increase alcohol
sales.4

Solution: To help reduce the problems
caused by its products, the alcohol industry
should cease marketing to youth and instead
fund independent efforts that have more cred-
ibility.

- In a major report to Congress, the National
Academy of Sciences Institute of Medicine recom-
mended that the alcohol industry take steps to
reduce youth exposure to alcohol advertising and
contribute to independent efforts to reduce under-
age drinking.5

- Eliminating alcohol advertising in any media for
which the youth audience is larger than 15 percent
would significantly reduce the number of youth
overexposed to alcohol ads.6 

- Research has shown that among young viewers
aged 16-22, industry responsibility messages are
considered less informative, less believable, and
less effective than independent public service mes-
sages.7

The biggest alcohol companies try to portray themselves as good corporate citizens with 
advertising and education programs that emphasize "responsibility."  These public relations ploys
are the industry's attempt to avoid responsibility for the consequences of its products and shift
blame to individual consumers.  If the alcohol industry is serious about responsibility, it should
begin by ending its own irresponsible marketing to underage youth.
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