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Abstract
Purpose of Review This review investigates effects of al-
cohol advertising on adolescent drinking. Prior reviews
focused on behavioral outcomes and long-term effects.
In contrast, the present review focuses on subgroups with
greater exposure to alcohol advertising, research methods
to study alcohol advertising, potential mechanisms under-
lying relationships between adolescent exposure to alco-
hol advertising, and increased drinking and points to
prevention/intervention strategies that may reduce effects
of alcohol advertising.
Recent Findings Alcohol advertising influences current
and future drinking. Further, evidence suggests that ado-
lescents may be targeted specifically. Alcohol advertise-
ments may influence behavior by shifting alcohol expec-
tancies, norms regarding alcohol use, and positive atti-
tudes. Media literacy programs may be an effective inter-
vention strategy.
Summary Adolescents are exposed to large quantities of
alcohol advertisements, which violate guidelines set by
the alcohol industry. However, media literacy programs
may be a promising strategy for adolescents to increase
critical thinking and create more realistic expectations re-
garding alcohol.

Keywords Young adult . Alcohol marketing .Mechanisms .

Media literacy . Digital alcohol advertising

Introduction

Background

The use of media, including television, music, computer and
internet, print material, andmovies, is omnipresent among young
people. On average, adolescents spend 7.5 h a day interacting
with media through various outlets [1]. As such, media are used
as a tool for knowledge acquisition that offers a steady stream of
messages regarding myriad social, environmental, individual,
and interpersonal values, norms, and customs [1]. Prior research
indicates that not only are young people disproportionately ex-
posed to alcohol advertisements in print and television but also
that exposure to alcohol advertisements influences drinking be-
haviors and may accelerate the initiation of alcohol consumption
among underage drinkers [2].

In the USA, a majority of adolescents has consumed alco-
hol by their senior year of high school and half report getting
drunk [3, 4]. While alcohol use disorders (AUDs) are still
prevalent within the USA, young people are among the most
affected [5]. The most recent National Epidemiologic Survey
of Alcohol and Related Conditions (NESARC-III) found that
young adults aged 18–29 have the highest past year and life-
time rates of AUDs [5]. This may be due, in part, to frequent
heavy drinking among 15- and 16-year olds [2]. Further, the
economic impact of underage drinking is substantial, costing
the USA as much as $61.9 billion [6], and recent estimates
found the overall economic impact of excessive alcohol use to
total $249 billion [7]. Thus, examining how factors such as
alcohol advertising relate to adolescent drinking initiation and
AUDs is of substantial importance for public health.

This article is part of the Topical Collection on Alcohol

* Benjamin L. Berey
bberey@ufl.edu

1 Department of Health Education & Behavior, University of Florida,
P.O. Box 118210, Gainesville, FL 32611-8210, USA

2 Yale School of Medicine, New Haven, CT, USA
3 Pacific Institute for Research and Evaluation, 180 Grand Avenue

Suite 1200, Oakland, CA, USA

Curr Addict Rep (2017) 4:172–183
DOI 10.1007/s40429-017-0146-y

http://crossmark.crossref.org/dialog/?doi=10.1007/s40429-017-0146-y&domain=pdf


Regulation of Alcohol Advertising via Voluntary
Marketing Codes

Because heavy drinking is prevalent among adolescents and
young adults, it is important that alcohol advertising be prop-
erly regulated. Voluntarymarketing codes are the primary way
in which alcohol promotion is regulated in the USA [8].
Currently, three trade groups (i.e., Beer Institute; Wine
Institute; Distilled Spirits Council of the United States
[DISCUS]) have established voluntary marketing codes that
provide guidelines for alcohol advertising [9–11]. In general,
these codes specify that alcohol advertising should be restrict-
ed to media where 71.6% of the expected audience is of legal
drinking age (over 21 years), should not depict excessive
drinking or acceptance of drunken behavior, and should not
claim or represent that alcohol consumption is related for suc-
cess or status. Other provisions of the codes specify that nu-
dity, lewd, or sexually explicit behavior should not be
depicted. Some of the codes prohibit advertising within spec-
ified distances from schools or churches (e.g., 500 ft).
However, guidelines differ for beer, wine, and spirits [8, 12].
Although guidelines have been put into place regarding ad-
vertising content and placement, the codes encourage compa-
nies to establish internal procedures for monitoring their ad-
herence to the code and ensuring compliance [12], which may
constitute a conflict of interest, as self-imposed sanctions for
circumventing these guidelines may not be in the alcohol in-
dustries’ best interests. Similarly, these codes have been crit-
icized due to a lack of independent oversight, monitoring, and
enforcement [8]. Further, codes aimed at restricting underage
individuals from viewing digital alcohol advertisements can
be easily bypassed [13]. In some cases, age verification re-
strictions are nonexistent on social media platforms [14].
Specifically, a recent study examining youth access to alcohol
brands found that on Instagram, users of any age were able to
follow alcohol brand pages and were subsequently exposed to
an average of 362 alcohol advertisements within the past
30 days [14].

Beyond these voluntary codes, the Federal Trade
Commission (FTC) recommends that the alcohol industry re-
frain from using advertisements with substantial appeal to
underage consumers [12, 15]. However, a recent study explor-
ing adolescent and young adults’ perceptions of alcohol ad-
vertisements found that alcohol advertisements facilitated re-
laxation and social success, improved mood, and increased
confidence [16]. Additionally, a latent class analysis found
alcohol advertisements exploited specific themes such as par-
tying and relaxation [17]. Further, a sample of high school and
university students believed that alcohol advertisements
portrayed themes including the removal of negative emotions
and several students believed that these advertisements were
aimed at individuals younger than themselves [18]. These
findings illustrate the circumvention of specific codes (i.e.,

creating advertisements with substantial appeal to underage
consumers) by suggesting that alcohol increases social and
sexual success while also increasing positive affect and de-
creasing negative affect [16, 18]. This violates specifically
the marketing code that states, “beer advertising and market-
ing materials should not convey the impression that a beer has
special or unique qualities if it in fact does not” [10]. Recently,
an exhaustive review examined the content of and exposure to
alcohol marketing relative to the alcohol industry’s self-
regulated guidelines. Results suggest that violations are prev-
alent and do not meet the standards set to protect vulnerable
populations [19]. As such, it appears that self-regulation may
not be working optimally and can be improved.

Goals of the Present Review

Given these findings, extensive research has investigated the
associations between alcohol advertising and adolescent
drinking. Prior reviews have focused on indices of alcohol
marketing (i.e., price, promotion, product, and placement)
and behavioral drinking outcomes [20], the role of digital
media and its influences on adolescent drinking behavior
[21, 22], and the effects of youth exposure to alcohol adver-
tising longitudinally [23]. However, gaps in the literature re-
main, including whether specific demographic groups are
over exposed to alcohol advertisements, mechanisms under-
lying how alcohol advertisements influence behavior and po-
tential interventions geared towards reducing the effects of
alcohol advertisements among youth. As such, the aims of this
critical review are to (1) address whether certain demographic
groups are disproportionately exposed to alcohol advertising,
(2) review how alcohol advertising exposure is measured in
traditional and digital venues, (3) investigate mechanisms by
which alcohol advertising may influence drinking behavior,
and (4) evaluate whether media literacy programs can amelio-
rate the effects of alcohol advertising among adolescents and
young adults.

Race, Ethnicity, Gender, and Age

While the overwhelming majority of adolescents are exposed
to and interact with media on a consistent basis, certain races,
ethnicities, and genders are differentially exposed to alcohol
advertisements [24••, 25, 26]. Previous results have been
equivocal [27], but a recent longitudinal study among 11- to
14-year olds found that females were exposed to more alcohol
advertisements on a daily basis than males [24••]. Further,
African-Americans and Hispanics were exposed to nearly
two times more alcohol advertisements than non-Hispanic
white youths were [24••]. Findings similar to these have been
replicated previously [25, 27–29]. These findings translate to
digital media as well. D’Amico and colleagues [30] found
statistically significant associations between African-
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American race and increased self-reported exposure to online
alcohol advertising. Alaniz and Wilkes [31] hypothesized that
differential rates of exposure among groups exist because al-
cohol companies use cultural symbols (e.g., red, green, and
white colors representing the Mexican national flag) as a way
to market to minority and disenfranchised populations.
However, it may be the sheer volume in which ethnic minor-
ities are exposed to alcohol advertisements in their communi-
ties that explains this disparity. Specifically, prior research
suggests that more densely populated minority neighborhoods
are exposed to more outdoor alcohol advertisements (i.e., bill-
boards) and storefront malt liquor advertisements [25, 28].
Although research has found lower substance use rates among
racial/ethnic adolescent minorities, those who do use have
greater long-term adverse outcomes relative to Caucasians
[32, 33]. Thus, future research should determine whether
overexposure to alcohol advertisements influences subsequent
drinking behaviors to a greater extent among certain ethnic
and racial groups.

Underage drinkers are also exposed to alcohol advertise-
ments more frequently than of age drinkers through myriad
media [26, 34, 35, 36, 37••, 38]. Specifically, a study using
Nielsen data found advertisement placements for alcoholic
beverages increased as a function of adolescent viewership
[34]. Similar results have been replicated in the UK, where
adolescents aged 10–15were exposed to 51%more ready-mix
drink (i.e., alcopops) alcohol advertisements than individuals
aged 25 and older [26]. In a recent study, examining exposure
rates across multiple marketing media, youths reported greater
past-month alcohol advertisement exposure relative to adults
(i.e., >21) on the internet, radio, and billboards [38]. These
findings, coupled with longitudinal studies reporting that ex-
posure to alcohol-related media was associated with a greater
likelihood of adolescent drinking initiation and greater in-
creases in alcohol consumption among adolescents already
drinking [2], illustrate the need for more effective policies that
reduce advertisement exposure and media literacy programs.
For example, increasing the percentage of adult audiences
from 71.6 to 80% for advertisement placements in radio, tele-
vision, and print media may help to decrease overexposure to
underage drinkers.

Traditional and Digital Exposure Venues

Television

As recently as 2014, the majority of alcohol companies’ mar-
keting budgets were allocated to television (TV), radio, and
magazine advertisements [15]. This is important, as a study
found that of 3719 TV viewers, 57% reported that they ac-
quired health-related information from daytime and primetime
TV dramas [39]. Further, recent research suggests that in the

USA, alcohol advertisements on TVappeared at a rate of one
advertisement every 3 min [17]. It is plausible that inaccurate
information regarding alcohol is acquired along with other
health-related information from watching TV. One study used
Nielsen data from 2005 to 2011 and found evidence indicating
that alcohol companies were targeting specifically underage
viewers with concentrated advertisements on cable TV at a
rate much greater than adult (i.e., >21) groups [37••]. This is
problematic considering that increased alcohol advertisement
exposure on TV is positively associated with past-month
drinking among underage drinkers [40].

Further, alcohol depictions and product placements in TV
programming are common [41]. These depictions and product
placements may reinforce alcohol advertisements. This prac-
tice is particularly problematic when the depictions and prod-
uct placements occur during TV shows that adolescents watch
frequently. Multiple studies have examined the relationship
between recent alcohol use and brand-specific exposures to
alcohol advertising on 20 commonly watched TV shows
[42••, 43, 44]. Results suggest that prevalence of alcohol use
among youths was approximately four times higher for alco-
hol brands that had advertisement exposures on the 20 com-
monly watched shows. Thus, assessing which brands young
people consumemay give a more fine-grained analysis of how
alcohol advertisements may influence behavior.

Studies examining whether exposure to alcohol advertise-
ments increases alcohol demand have yielded equivocal re-
sults [45, 46]. However, two studies [47, 48] found that alco-
hol marketing receptivity was significantly related to binge
drinking at baseline and binge drinking initiation longitudinal-
ly. These results persisted even after controlling for time spent
watching TV, personality characteristics, and perceived peer
drinking behaviors. Indeed, it appears that alcohol advertise-
ments influence several psychosocial factors, which ultimate-
ly may influence drinking behavior.

Magazines and Print Material

Alcohol advertisements are also commonly found in maga-
zines, and alcohol companies spent over 3.3 billion dollars
on product advertising for almost 35,000 advertisements over
a 10-year span from 2001 to 2011 [36]. Of those advertise-
ments, over 1000 were deemed noncompliant (i.e., alcohol
advertisements that appeared in magazines with over 30%
underage readership) and an additional 11,569 were deemed
as constituting overexposure [36]. Even though alcohol adver-
tising in magazines has decreased recently [36, 49], magazine
advertisements still provide a fruitful marketing avenue for
alcohol brands, as underage youths are exposed to such ad-
vertising to a greater degree than adults on a per capita basis
[49]. A recent study found 13,513 alcohol advertisements in
118 sampled magazines over a 5-year span [50]. Further, Ross
and colleagues [50] examined alcohol advertisements within
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these magazines and found that the most commonly con-
sumed alcohol brands by underage youths were also the most
commonly advertised in magazines with predominately un-
derage readers. Parallel to results by Chen and colleagues
[51] regarding alcohol advertisements increasing as a function
of adolescent TV viewership, Ross and colleagues [50] found
that as youth readership rose, so too did advertising for pre-
mium beer, low calorie beer, vodka, and rum. These results
provide strong evidence that alcoholic beverages commonly
consumed by youths are advertised excessively in magazines
with the largest youth audience. Whether brand-specific alco-
hol advertising in magazines causes subsequent brand-
specific drinking among underage youths lacks concrete evi-
dence but highlights the fact that youths are inundated by
advertising for the specific brands that they are most likely
to consume.

Digital Social Media

Currently, over 90% of adolescents report daily online ac-
tivity and 71% report using multiple social networking
sites [52]. As such, the alcohol industry went from spend-
ing $2 billion on social media in 2008 to $3.5 billion in
2013, which reflects changes in the way young people
view and access information [53]. Recently, the European
Centre for Alcohol Marketing (EUCAM) estimated that
online advertising resulting from a recent deal between
Google and Heineken has the ability to reach 103 million
minors monthly [54]. Thus, examining whether these shifts
equate to actual changes in drinking behaviors is impor-
tant. Hoffman and colleagues [55, 56] utilized cross-
sectional data from a large sample of college students and
found that students’ use of alcohol-marketing social media
on Facebook and Twitter was a significant predictor of
drinking frequency, drinks per drinking day, and problem
drinking, whereas general social media use was not.
However, it may be that drinkers are more likely than ab-
stainers to seek out alcohol-related social media sites.
Regardless, it appears that alcohol advertising on social
media may directly influence drinking behaviors in similar
ways as traditional alcohol advertising does.

Further, a small, but growing literature suggests that restric-
tions on internet alcohol advertising fall short of industry stan-
dards. One study was able to access and subscribe to 100% of
official alcohol YouTube channels using fictitious underage
user profiles [57]. Using similar procedures, 22 official alco-
hol pages were fully accessible on Instagram and Twitter [14].
These findings call for regulatory changes, such as tightening
restrictions on accessibility to official alcohol company pages
via social media platforms by implementing age restrictions
for YouTube, Instagram, and Twitter and by making already
existing age restrictions harder to bypass.

Measuring Alcohol Marketing Exposure

Cross-Sectional and Longitudinal Surveys

Cross-sectional surveys are widely utilized to examine rela-
tions between alcohol marketing exposure and alcohol use
and rely on self-reported exposure and outcome measures
[55, 56, 58, 59]. Specifically, these studies have been utilized
due to their cost-effective and efficient nature while also
allowing for large sample sizes. For example, one study sur-
veyed 3415 adolescents and found that exposure to and rec-
ognition of masked alcohol advertisement images (e.g., snap-
shot of the Most Interesting Man in the World with any refer-
ence to Dos Equis removed) were related to ever drinking,
ever binge drinking, and current drinking [58]. Another study
found significant associations between involvement with and
awareness of alcohol advertisements and greater intentions to
drink in the future [59]. While cross-sectional studies offer
insight into the associations between alcohol advertising and
alcohol use, limitations exist, such as recall bias and the cor-
relational nature of results.

To improve upon the inherent limitations of cross-sectional
surveys, longitudinal surveys have been utilized previously to
assess temporal relations between alcohol marketing exposure
and alcohol consumption (for a review, see [38]). In particular,
one study found that greater exposure to alcohol advertising
during adolescence predicted drinking and intentions to drink
1 year later, even after controlling for current drinking [60].
Similar research including underage youth in Taiwan [61],
Germany [62], and the USA [48, 63] has replicated these
results. Further, among a large sample of low-risk adolescent
non-drinkers, greater exposure to alcohol portrayals in movies
was an independent predictor of drinking initiation and binge
drinking initiation 1 year later [64]. Two other studies found
that alcohol marketing receptivity (i.e., cued recall of alcohol
advertisement images) predicted binge drinking longitudinal-
ly [47, 48]. In fact, it appears that a reciprocal relation exists
between alcohol marketing exposure and drinking outcomes
[65, 66]. Thus, one study found increased alcohol marketing
exposure predicted binge drinking frequency 6 months later
and, at the same time, binge drinking predicted later exposure
to alcohol marketing [66]. However, it may be that specific
types of alcohol advertisements confer increased risk. One
study found increased exposure to alcohol advertisements
with a “partying theme” predicted drinking and binge drinking
onset 2 years later, whereas non-partying themed advertise-
ments did not, even after controlling for age, gender, alcohol
expectancies, and sensation-seeking [67••].

Ecological Momentary Assessments

Agrowing number of studies have utilized ecological momen-
tary assessments (EMA) to examine detailed real-time
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information regarding events of interest including alcohol ad-
vertising exposure among youth and adolescents [24••, 30, 68,
69]. EMA are an extension of self-report surveys but can be
administered at random or at predetermined times and in any
location using a smartphone or related device [70]. EMA stud-
ies are particularly useful as they can examine exposures
across time and context while reducing recall bias [70].
Moreover, EMA have the ability to examine within-person
variability (i.e., does drinking occur more frequently when
advertising exposure is higher?) and between-person variabil-
ity (i.e., are those with greater exposure more likely to drink
relative to those who are less exposed?). Recently, Collins and
colleagues [24••] utilized EMA in a sample of 11- to 14-year
olds over a 2-week span and logged exposures to 6695 alcohol
advertisements. Results indicated that the greatest proportion
of alcohol ad exposure was through outdoor advertisements
and television, which equated to almost two advertisements
viewed per youth, per day. However, exposure rates may be
underestimated as participants reduced their reporting later in
the study, potentially due to study fatigue. Martino and col-
leagues [68] examined within-person temporal relations be-
tween alcohol advertisement exposure and beliefs about alco-
hol. Results suggest that youths view peers who drink more
favorably and perceive alcohol use as more normative (e.g.,
“most teenagers drink alcohol”) after being exposed to an
alcohol advertisement. Further, these results suggest that
youths are exposed to an estimated 1000 alcohol advertise-
ments yearly. Indeed, EMA studies help advance our under-
standing of how alcohol advertisements influence certain be-
liefs regarding alcohol. Altogether, EMA allow for the collec-
tion of more fine-grained data than typical retrospective self-
reports (time-point).

Mechanisms

This section provides a critical overview of the only known
and recently conducted cross-sectional and longitudinal stud-
ies that provide evidence suggesting that social norms, alcohol
attitudes, and alcohol expectancies help to explain associa-
tions between alcohol advertisements and adolescent drinking
behavior (for a summary of these studies, see Table 1.).

Social Norms

Media help individuals learn about norms and social behav-
iors [74], and alcohol advertisements may influence alcohol-
related beliefs by altering perceived social norms [68].
Research has identified social norms as strong predictors of
alcohol use and related problems among adolescents and
young adults [75, 76]. Specifically, adolescents tend to over-
estimate peer drinking frequency [75], which may result from
messages obtained by viewing alcohol advertisements that
increase media-related cognitions [71]. For instance, one

study found that among adolescents, perceiving alcohol ad-
vertisements as more realistic and alcohol portrayals to be
more similar to themselves significantly increased beliefs that
alcohol use is normative [71]. While some studies have re-
ported null associations between social norms and alcohol
media exposure [77], Alhabash and colleagues [72] found that
level of interaction with alcohol advertisements on Facebook
(e.g., “likes” and “shares”) was a significant predictor of in-
tentions to consume alcohol among underage college students.
In this study, likes and shares were used as a proxy for social
norms, as status updates with more likes and shares were
indicative of acceptability of drinking and the perception of
increased alcohol use. It may be that alcohol advertising gen-
erally, and specifically on social media sites, facilitates beliefs
that alcohol use is normative because of their vast reach and
perceived acceptability.

Alcohol-Related Attitudes

Broadly, prior literature provides evidence that exposure to
alcohol advertising relates to more favorable attitudes regard-
ing alcohol use [16, 58]. Namely, one study found that among
adolescents and young adults, alcohol advertisements con-
veyed messages that alcohol relates to social success, relaxa-
tion, increased confidence, and improved mood [16]. Indeed,
another study found positive attitudes towards alcohol use to
partially mediate the association between alcohol advertising
exposure and alcohol use longitudinally [58]. Coupled with
recent findings that alcohol advertisements utilize humor and
friendship to exploit predominately themes of partying, love,
and sex [17], it is not surprising then that young peoplemay be
influenced to believe alcohol engenders mainly positive ef-
fects. Going forward, regulations should be enacted to help
counterbalance these themes. For example, requiring the alco-
hol industry to air one public safety announcement regarding
harms of excessive alcohol use for every advertisement con-
taining this type of positive portrayal of alcohol may help to
create more realistic attitudes towards drinking.

Alcohol Expectancies

There is reason to believe that alcohol advertisements seen by
persons under the legal drinking age may subsequently influ-
ence their beliefs about alcohol [78]. This is particularly true
even among very young children, as positive alcohol expec-
tancies increase as a function of age, but particularly so during
the third and fourth grade [79]. Further, these results have been
replicated among adolescents aged 11 to 14 years old [80].
Specifically, Chen and colleagues [51] found that 10 and
12 year olds who watched more than 2 h of TV per day were
more likely to have greater positive alcohol expectancies and
decreased negative alcohol expectancies. Similar results fo-
cusing on online alcohol marketing exposure have been
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Table 1 Summary of nine studies with findings detailing potential mechanisms between alcohol advertisements and adolescent drinking

Study
citation

Country(s) Sample characteristics Construct(s)
assessed

Study design Outcome measure(s) Brief summary of results

Martino et al.
[68]

USA 606 middle-school students;
46% female; 25%
Non-Hispanic White; 23%
ever tried alcohol

Norms 2-week
longitudinal
study design
using EMA
procedures

1. Prototype
perception

2. Perceived norms
3. Positive outcome

expectancies
4. Negative outcome

expectancies

Drinking alcohol was viewed
as more normative at times
of exposure to an alcohol
advertisement relative to
randomly sampled moments
of nonexposure; this effect
was significant for
non-Hispanic Whites but not
for Hispanic Ethnicity or
black race.

Elmore et al.
[71]

USA 817 adolescent high school
students aged 12–19; 48%
female; 64.4% Caucasian;

24.1% reported previous
alcohol use

Norms Cross-sectional
baseline
assessments

Substance use norms There was a significant
relationship between
media-related cognitions and
perceptions of descriptive
and injunctive norms for
both alcohol and tobacco
use.

Alhabash
et al. [72]

USA 379 college students; mean
age = 20.58 years; 57.1%
female; 77.2% Caucasian

Norms;
Alcohol
attitudes

Cross-sectional
online survey

1. Attitudes towards
alcohol
advertisement and
status updates

2. Viral behavioral
intentions for
advertisements
and status updates

3. Intentions to
consume alcohol

Intentions to consume alcohol
were higher when attitudes
towards alcohol
advertisements and viral
behavioral intentions for
advertisements and status
updates were more positive.
Higher likes and shares were
indicative of greater drinking
norms.

Weaver et al.
[16]

Australia 172 adolescents and young
adults aged 16–29; 15%
aged 16–17; 34% aged
18–24; 50% aged 25–29;
63% female; 53% reported
having a drink containing
alcohol at least twice a
month; 40% 1–2 drinks on
a typical drinking day; 17%
6 or more drinks at least
once a month

Alcohol
attitudes

Cross-sectional
online survey

1. Perceived main
messages of
prompted and
unprompted
alcohol
advertisements
through Facebook

2. Perceived key
messages of
alcohol
advertising
through Facebook

3. Perceived target
audience of
alcohol
advertisements on
Facebook

Unprompted main messages of
alcohol advertisements
included social success and
partying. Prompted
messages of alcohol
advertisements included
inducing relaxation,
improving mood, making
one feel more social and
outgoing, and increased
personal confidence

Younger participants (i.e.,
16–17 year olds) were more
likely to agree that alcohol
advertisements presented
these themes in the alcohol
advertisements. Most
16–17 year olds perceived
alcohol advertisements were
directed at individuals
slightly older or much older
than them. Most 18–24 year
olds perceived alcohol
advertisements were targeted
at people their age. Slightly
over half of 25–29 year olds
perceived alcohol
advertisements were
directed at individuals their
age.

Morgenstern
et al. [62]

Germany 3415 adolescents aged
11–17 years at baseline;
mean age = 12.2 years;

Alcohol
attitudes

Longitudinal
survey
design

1. Alcohol Attitudes
2. Current alcohol

use

Five hindred eighty-one (28%)
of the baseline nondrinkers
were current drinkers at
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Table 1 (continued)

Study
citation

Country(s) Sample characteristics Construct(s)
assessed

Study design Outcome measure(s) Brief summary of results

53% female; 2130 (70%)
nondrinkers; 3029 (88%)
retained at follow-up

3. Lifetime binge
drinking

follow-up and 276 (15%) of
baseline never-bingers drank
at least once between
baseline and follow-up. Nine
hundred eighty (46%) held
more positive alcohol
attitudes at follow-up.
Exposure to alcohol
advertising was positively
correlated with alcohol use,
binge drinking initiation and
more positive alcohol
attitudes.

More positive alcohol attitudes
partially mediated the
relations between baseline
alcohol advertising
exposure, baseline
alcohol-related attitudes,
baseline alcohol use of peers
and alcohol use at follow-up.

Chen et al.
[51]

Taiwan 1547 adolescents aged
10–12 years; 50.3%
female; 64.9% never
drinkers

Alcohol
expectan-
cies

Longitudinal
survey
design

1. Positive alcohol
expectancies

2. Negative alcohol
expectancies

Positive alcohol expectancies
increased with television
viewing amount
Specifically, more time spent
watching TV was associated
with increased expectations
that alcohol facilitated
relaxation and tension
reduction 1 year later. More
time spent watching TV was
associated with dampened
negative alcohol
expectancies.

Dal Cin et al.
[77]

USA 6522 adolescents aged
10–14 years; mean
age = 12.05 years; 49%
female; 66% Caucasian;
81% non-hispanic

Alcohol
expectan-
cies; social
norms

Longitudinal,
nationally
representati-
ve,
random-digit
dial
telephone
survey

1. Adolescent
alcohol
consumption

2. Willingness to use
alcohol

Alcohol expectancies, but not
norms related to alcohol use,
mediated the relationship
between alcohol exposure in
movies and alcohol
consumption. Specifically,
greater alcohol exposure in
movies at time one and time
two predicted greater alcohol
expectancies at time three,
which was associated with a
greater willingness to use
alcohol at time three, and
was a significant predictor of
alcohol consumption at time
four.

de Bruijn
et al. [73]

Germany,
Italy, the
Netherlan-
ds, Poland

6651 adolescents, mean
age = 13.95 years; 51.1%
female; 21% current
smokers

Alcohol
expectan-
cies

Longitudinal
online survey

1. Positive alcohol
expectancies

2. Negative alcohol
expectancies

3. Arousal
expectancies

4. Sedation
expectancies

5. Alcohol use

The association between online
alcohol marketing and both
positive and negative
alcohol expectancies was
greatest when no alcohol use
was reported at time one.
Alcohol use at baseline was
positively associated with
both arousal and sedation
expectancies. Further, online
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replicated longitudinally in a large sample of European ado-
lescents. Specifically, alcohol expectancies were found to me-
diate the relation between online alcohol marketing exposure
and past month drinking frequency over 1 year later [73].
Further, alcohol expectancies mediated the relations between
alcohol exposure in movies and alcohol consumption in a
sample of adolescents [77]. Therefore, alcohol advertisements
and other media exposures appear to shape expectations re-
garding the effects of alcohol, which also influence subse-
quent drinking behaviors over long periods of time.

Intervention Strategies

Studies examining how alcohol advertisements influence be-
havior are important, but the emphasis should be focused
equally on interventions mitigating the effects of alcohol ad-
vertising. Interventions aimed at increasing media literacy
may be one approach, and the available studies generally have
reported positive outcomes (for a review, see [81]). Broadly,
media literacy relates to the ability to utilize, comprehend, and
appraise media in various forms and emphasizes improving an
individual’s fact-based knowledge and critical skills regarding
media [82]. Increasing media literacy may help young people
critically assess advertising messages that portray alcohol in
an overly positive light. For example, a preventive interven-
tion program aimed at improving media literacy skills among
middle school youths found significant reductions in inten-
tions to use alcohol in the intervention condition relative to
controls [83]. Previously, Chen [82] enrolled adolescents into
the TeenSmart TV media literacy program that included a
negative media lesson condition and a balanced evaluative
approach condition. Results showed that adolescent males in
the negative media condition perceived television characters
to be less realistic and considered drinking to have negative
consequences. However, adolescent girls perceived greater
media skepticism from the balanced evaluative approach. A
more recent pilot study aimed to strengthen logical reasoning
among 9–12-year olds using a media literacy program in
Australia. Results suggest that the program led to increases

inmedia deconstruction skills, and as a result, decreased social
norms of teen drinking and dampened positive alcohol expec-
tancies [84]. Moreover, it appears that certain personality fac-
tors are important to consider when creating a media literacy
program. Austin and colleagues [85] evaluated personality
factors, namely need for cognition (NFC; processing images
analytically) and need for affect (NFA; processing images
through affective cues) in relation tomedia literacy and critical
thinking skills. Specifically, individuals higher in NFC, but
not NFA, thought more critically about media sources, which
affected skepticism towards alcohol advertisements by
influencing alcohol expectancies and wishful identification,
or the desire to emulate others. These results indicate not only
that increasing media literacy can lead to more realistic eval-
uations of alcohol advertisements but also that critical think-
ing skills regarding alcohol marketing can influence beliefs
about alcohol marketing messages. Therefore, media literacy
programs can and should be implemented in schools as a way
to galvanize critical thinking towards alcohol advertisements
and alcohol use more generally. Finally, it is vital to tailor
these programs while considering gender differences and
whether results may differ by race/ethnicity, and also utilizing
follow-up and longitudinal study designs.

Implications and Future Directions

Media use among young people is ubiquitous, and adoles-
cents are exposed to large quantities of alcohol advertising
on a daily basis. Indeed, much alcohol advertising violates
self-imposed guidelines set in place by the alcohol industry
and have been shown to influence a wide range of cognitive
and psychosocial factors. As such, enacting stricter policies
may have a significant impact on adolescent exposure to
alcohol advertising. For example, Doran and colleagues
[86] proposed several implementable and cost-effective
measures, namely mass media campaigns, and advertising
bans. Indeed, stronger state- and local-level alcohol policies
have been shown to reduce the likelihood of adolescent
drinking [87, 88]. Namely, one study examined associations

Table 1 (continued)

Study
citation

Country(s) Sample characteristics Construct(s)
assessed

Study design Outcome measure(s) Brief summary of results

alcohol marketing exposure
at time one was a significant
predictor of past month
alcohol use at time two. All
four types of expectancies
partially mediated the
relationship between time
one online alcohol
marketing exposure and time
two past month alcohol use.
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between alcohol advertising restrictions and heavy drinking
among older adults. Results identified an inverse associa-
tion between advertising restrictions and prevalence of
heavy drinking across 16 European countries [89]. While
the sample consisted of older adults, it is reasonable to as-
sume that similar relations may exist, and even to a greater
extent, among young people, considering that their use of
media in general is greater than that of older individuals
[90]. Indeed, a cross-national study of 26 countries using
aggregated data found a negative association between alco-
hol advertising restrictions and adolescents’ drinking,
heavy drinking, and early onset of drinking, although these
associations were attenuated when overall per capita con-
sumption was included in the models [91].

Moving forward, innovative methodological approaches
are needed to advance our understanding regarding if and
how alcohol advertising influences drinking behaviors.
Specifically, future studies should obtain more comprehensive
information by studying alcohol advertisement exposure from
a brand level, rather than product level, perspective. Alcohol is
marketed as specific brands rather than as a general product,
and branding is essential to alcohol marketing [92]. Studying
aggregate levels of alcohol advertising, including brands of
alcohol that youths and adolescents are unlikely to drink,
may produce “an averaging effect that would dilute the effect
of advertising for a specific brand if it were truly influencing
youth consumption” [93]. Although one can argue that adver-
tising influences brand choice and not overall consumption,
recent results do not support this notion. Specifically, as alco-
hol consumption of specific brands advertised on popular tele-
vision showswatched by underage youth increased, consump-
tion of alcohol brands not advertised on these shows did not
decrease [40].

Further, re-conceptualizing what constitutes alcohol ad-
vertising may have research, policy, and public health
implications. Traditional research examining alcohol ad-
vertising rarely, if ever, takes into consideration when an
individual becomes a brand ambassador and the influence
that may have among individuals within a particular so-
cial network. Determining whether circulating alcohol
brand materials among peers influences norms, expectan-
cies, attitudes, and behaviors is an important research av-
enue. Similarly, studies suggest that there is exponential
growth in the use of product placements in television en-
tertainment programming, film, and music as a part of the
alcohol industry’s marketing strategy [94]. Although there
is limited research on the effects of product placements,
there is some indication that they can have effects on
adolescents’ drinking [8]. Including a brief epilogue or
warning about product placements may reduce the impact
of pro-alcohol storylines [41]. Further research in this area
is needed, however, to determine the most effective con-
tent and placement of such counter-messages.

EMA are one particularly useful methodological approach
for studying alcohol marketing exposure as they allow for
examination of both within and between person variability.
Further, EMA can capture experiential attitudes and beliefs
regarding alcohol advertisements in real time and across con-
texts. Moving forward, longitudinal research designs using
EMA procedures should examine alcohol advertisement ex-
posure from a brand level perspective and the influence of
brand ambassadors within peer networks. Further, it will be
important to include various age ranges and ethnicities/races
to determine whether the effects exist during developmental
transitions (i.e., adolescence to young adulthood) and whether
these effects differ across race/ethnicity.

While racial and ethnic minorities appear to be dispropor-
tionately exposed to alcohol advertising, future research
should address how different races are affected by alcohol
marketing exposure. To our knowledge, only one study has
examined racial differences in the influence of media and
found that increased exposure to alcohol use in movies was
a longitudinal predictor of alcohol consumption; however,
these effects were much stronger for Caucasian adolescents
than Black adolescents [95]. Thus, an important future direc-
tion is to replicate and extend work that examines if, how, and
why alcohol marketing is more or less influential among eth-
nic minorities.

Conclusion

This narrative review identifies important ways in which ex-
posure to alcohol advertising during adolescence influences
several factors leading to underage alcohol consumption.
Specifically, alcohol advertising appears to influence adoles-
cents’ attitudes towards alcohol, increase positive expecta-
tions regarding alcohol, and make alcohol use appear more
normative. Further, this review identifies an underutilized ap-
proach to studying alcohol advertisement exposure (i.e.,
EMA) that may help to collect more fine-grained data beyond
traditional methods such as cross-sectional surveys. Use of
EMA may be particularly helpful when examining exposure
to digital online alcohol marketing given the ubiquity of social
media use among this age group. It is important to note that
current voluntary marketing codes inadequately protect under-
age youth from overexposure to alcohol advertisements and,
in many cases, can be easily circumvented or disregarded
completely, especially on social media platforms. Thus, the
alcohol industry should be encouraged to strictly enforce
and further amend current standards to prevent marketing di-
rectly to young people. Further, a continuation of interven-
tions aimed to increase critical thinking regarding alcohol
marketing messages (i.e., media literacy) among adolescents
might attenuate the effects of alcohol advertising.

180 Curr Addict Rep (2017) 4:172–183



Acknowledgements During preparation of this manuscript Dr. Grube
was supported by grant number P60-AA06282 (Environmental
Approaches to Prevention) from the National Institute on Alcohol
Abuse and Alcoholism (NIAAA) of the National Institutes of Health
(NIH). The content is solely the responsibility of the authors and does
not necessarily represent the official views of NIAAA or NIH

Compliance with Ethical Standards

Conflict of Interest Benjamin Berey, Cassidy LoParco, Robert
Leeman, and Joel Grube declare that they have no conflicts of interest.

Human and Animal Rights and Informed Consent This article does
not contain any studies with human or animal subjects performed by any
of the authors.

References

Papers of particular interest, published recently, have been
highlighted as:
•• Of major importance

1. Rideout VJ, Foehr UG, Roberts DF. Generation M [superscript 2]:
Media in the Lives of 8-to 18-Year-Olds. Henry J Kaiser Family
Foundation. 2010.

2. Anderson P, De Bruijn A, Angus K, Gordon R, Hastings G. Impact
of alcohol advertising and media exposure on adolescent alcohol
use: a systematic review of longitudinal studies. Alcohol Alcohol.
2009;44(3):229–43.

3. Eaton DK, Kann L, Kinchen S, Shanklin S, Flint KH, Hawkins J,
et al. Youth risk behavior surveillance—United States, 2011.
Morbidity and Mortality Weekly Report: Surveillance Summaries.
2012;61(4):1–162.

4. Johnston LD, O’Malley, PM, Miech, RA, Bachman, JG, &
Schulenberg, JE. Monitoring the Future national results on drug
use: 1975–2013: Overview, Key Findings on Adolescent Drug
Use. 2014.

5. Grant BF, Goldstein RB, Saha TD, Chou SP, Jung J, Zhang H, et al.
Epidemiology of DSM-5 alcohol use disorder: results from the
National Epidemiologic Survey on alcohol and related conditions
III. JAMA psychiatry. 2015;72(8):757–66.

6. Miller TR, Levy DT, Spicer RS, Taylor DM. Societal costs of un-
derage drinking. J Stud Alcohol. 2006;67(4):519–28.

7. Sacks JJ, Gonzales KR, Bouchery EE, Tomedi LE, Brewer RD.
2010 national and state costs of excessive alcohol consumption.
Am J Prev Med. 2015;49(5):e73–e9.

8. Russell CR, Russell DW, Grube JW. Substance use in the media. In:
Sher KJ, editor. The Oxford handbook of substance use and sub-
stance use disorders. New York, NY: Oxford University Press;
2016. p. 625–49.

9. Distilled Spirits Council of the United States. Code of Responsible
Practices for Beverage Alcohol Advertising and Marketing 2011.

10. Beer Institute. Advertising and Marketing Code. 2015.
11. Wine Institute. Code of Advertising Standards. 2011. https://www.

wineinstitute.org/initiatives/issuesandpolicy/adcode/details.
12. Mosher J. Alcohol industry voluntary regulation of its advertising

practices: a status report. Center for the Study of Law and
Enforcement Policy Pacific Institute for Research and Evaluation
February. 2006.

13. Jones SC, Thom JA, Davoren S, Barrie L. Internet filters and entry
pages do not protect children from online alcohol marketing. J
Public Health Policy. 2014;35(1):75–90.

14. Barry AE, Bates AM, Olusanya O, Vinal CE, Martin E, Peoples JE
et al. Alcohol marketing on Twitter and Instagram: evidence of
directly advertising to youth/adolescents. Alcohol and
Alcoholism. 2015:agv128.

15. Federal Trade Commission. Self-regulation in the alcohol industry.
A Review of Industry Efforts. 2014.

16. Weaver ER, Wright CJ, Dietze PM, Lim MS. ‘A drink that makes
you feel happier, relaxed and loving’: young people’s perceptions of
alcohol advertising on Facebook. Alcohol and Alcoholism. 2016:
agv134.

17. Morgenstern M, Schoeppe F, Campbell J, Braam MW, Stoolmiller
M, Sargent JD. Content themes of alcohol advertising in US televi-
sion—latent class analysis. Alcohol Clin Exp Res. 2015;39(9):
1766–74.

18. Jones SC, Donovan RJ. Messages in alcohol advertising targeted to
youth. Aust N Z J Public Health. 2001;25(2):126–31.

19. Noel JK, Babor TF, Robaina K. Industry self-regulation of alcohol
marketing: a systematic review of content and exposure research.
Addiction. 2017;112(S1):28–50.

20. Scott S, Muirhead C, Shucksmith J, Tyrrell R, Kaner E. Does
industry-driven alcohol marketing influence adolescent drinking
behaviour? A systematic review. Alcohol and alcoholism. 2016.

21. Lobstein T, Landon J, Thornton N, Jernigan D. The commercial use
of digital media to market alcohol products: a narrative review.
Addiction. 2016.

22. Gupta H, Pettigrew S, Lam T, Tait RJ. A systematic review of the
impact of exposure to internet-based alcohol-related content on
young people’s alcohol use behaviours. Alcohol Alcohol.
2016;51(6):763–71.

23. Jernigan D, Noel J, Landon J, Thornton N, Lobstein T. Alcohol
marketing and youth alcohol consumption: a systematic review of
longitudinal studies published since 2008. Addiction. 2016.

24.•• Collins RL, Martino SC, Kovalchik SA, Becker KM, Shadel WG,
D’Amico EJ. Alcohol advertising exposure among middle school–
age youth: an assessment across all media and venues. Journal of
studies on alcohol and drugs. 2016;77(3):384–92. Across all me-
dia, female adolescents were exposed to more alcohol advertise-
ments longitudinally relatives to male adolescents. Further, eth-
nic minorities were exposed to twice the amount of alcohol ad-
vertisements relative to non-Hispanic Whites.

25. Pasch KE, Komro KA, Perry CL, Hearst MO, Farbakhsh K. Does
outdoor alcohol advertising around elementary schools vary by the
ethnicity of students in the school? Ethnicity & health. 2009;14(2):
225–36.

26. Winpenny E, Patil S, Elliott M, Villalba van Dijk L, Hinrichs S,
Marteau T, et al. Assessment of young people’s exposure to alcohol
marketing in audiovisual and online media. Cambridge: RAND
Europe; 2012.

27. Ringel JS, Collins RL, Ellickson PL. Time trends and demographic
differences in youth exposure to alcohol advertising on television. J
Adolesc Health. 2006;39(4):473–80.

28. McKee P, Jones-Webb R,Hannan P, PhamL.Malt liquormarketing
in inner cities: the role of neighborhood racial composition. J Ethn
Subst Abus. 2011;10(1):24–38.

29. Center on Alcohol Marketing and Youth (CAMY). Exposure of
African-American Youth to Alcohol Advertising, 2008 and 2009.
2012.

30. D’amico EJ, Martino SC, Collins RL, Shadel WG, Tolpadi A,
Kovalchik S, et al. Factors associated with younger adolescents’
exposure to online alcohol advertising. Psychol Addict Behav.
2017;31(2):212.

31. Alaniz ML, Wilkes C. Pro-drinking messages and message envi-
ronments for young adults: the case of alcohol industry advertising
in African American, Latino, and Native American communities.
Journal of Public Health Policy. 1998:447–72.

Curr Addict Rep (2017) 4:172–183 181

https://www.wineinstitute.org/initiatives/issuesandpolicy/adcode/details
https://www.wineinstitute.org/initiatives/issuesandpolicy/adcode/details


32. Gil AG, Wagner EF, Tubman JG. Associations between early-
adolescent substance use and subsequent young-adult substance
use disorders and psychiatric disorders among a multiethnic male
sample in South Florida. Am J Public Health. 2004;94(9):1603–9.

33. Chen P, Jacobson KC. Developmental trajectories of substance use
from early adolescence to young adulthood: gender and racial/
ethnic differences. J Adolesc Health. 2012;50(2):154–63.

34. Chung PJ, Garfield CF, Elliott MN, Ostroff J, Ross C, Jernigan DH,
et al. Association between adolescent viewership and alcohol ad-
vertising on cable television. Am J Public Health. 2010;100(3):
555–62.

35. Jernigan DH, Ross C. Monitoring youth exposure to advertising on
television: the devil is in the details. Journal of Public Affairs.
2010;10(1–2):36–49.

36. Ross CS, Henehan ER, Jernigan DH. Youth exposure to alcohol
advertising in National Magazines in the United States, 2001–2011.
Am J Public Health. 2017;107(1):136–42.

37.•• Ross CS, Ostroff J, Jernigan DH. Evidence of underage targeting of
alcohol advertising on television in the United States: lessons from
the Lockyer v. Reynolds decisions. J Public Health Policy.
2014;35(1):105–18. Authors found evidence suggesting that un-
derage youth were targeted with concentrated alcohol adver-
tisements on TV relative to adult groups.

38. Jernigan DH, Padon A, Ross C, Borzekowski D. Self-reported
youth and adult exposure to alcohol marketing in traditional and
digital media: results of a pilot survey. Alcohol Clin Exp Res.
2017;41(3):618–25.

39. Beck V, Huang GC, Pollard WE, Johnson TJ, editors. TV drama
viewers and health information. San Francisco: American Public
Health Association 131st Annual Meeting and Exposition; 2003.

40. Naimi TS, Ross CS, Siegel MB, DeJong W, Jernigan DH. Amount
of televised alcohol advertising exposure and the quantity of alco-
hol consumed by youth. Journal of Studies on Alcohol and Drugs.
2016;77(5):723–9.

41. Russell CA, Russell DW. Alcohol messages in prime-time televi-
sion series. J Consum Aff. 2009;43(1):108–28.

42.•• Ross CS, Maple E, Siegel M, DeJong W, Naimi TS, Padon AA,
et al. The relationship between population-level exposure to alcohol
advertising on television and brand-specific consumption among
underage youth in the US. Alcohol Alcohol. 2015;50(3):358–64.
Evidence suggests that alcohol brands commonly consumed by
underage youth are disproportionately advertised on TV shows
most watched by those under the age of 21.

43. Roberts SP, Siegel MB, DeJong W, Ross CS, Naimi T, Albers A,
et al. Brands matter: major findings from the Alcohol Brand
Research Among Underage Drinkers (ABRAND) project.
Addiction research & theory. 2016;24(1):32–9.

44. Siegel M, Ross CS, Albers AB, Dejong W, King I, Charles, Naimi
TS, et al. The relationship between exposure to brand-specific al-
cohol advertising and brand-specific consumption among underage
drinkers–United States, 2011–2012. The American journal of drug
and alcohol abuse. 2016;42(1):4–14.

45. Smart RG. Does alcohol advertising affect overall consumption? A
review of empirical studies. J Stud Alcohol. 1988;49(4):314–23.

46. Siegfried N, Pienaar DC, Ataguba JE, Volmink J, Kredo T, Jere M
et al. Restricting or banning alcohol advertising to reduce alcohol
consumption in adults and adolescents. The Cochrane Library.
2014.

47. Morgenstern M, Sargent JD, Sweeting H, Faggiano F, Mathis F,
Hanewinkel R. Favourite alcohol advertisements and binge drink-
ing among adolescents: a cross-cultural cohort study. Addiction.
2014;109(12):2005–15.

48. Tanski SE, McClure AC, Li Z, Jackson K, Morgenstern M, Li Z,
et al. Cued recall of alcohol advertising on television and underage
drinking behavior. JAMA Pediatr. 2015;169(3):264–71.

49. Center on Alcohol Marketing and Youth (CAMY). Youth exposure
to alcohol advertising in national magazines, 2001–2008. 2010.

50. Ross CS, Ostroff J, Siegel MB, DeJongW, Naimi TS, Jernigan DH.
Youth alcohol brand consumption and exposure to brand advertis-
ing in magazines. Journal of studies on alcohol and drugs.
2014;75(4):615–22.

51. Chen Y-Y, Chiu Y-C, Ting T-T, Liao H-Y, Chen WJ, Chen C-Y.
Television viewing and alcohol advertising with alcohol expectan-
cies among school-aged children in Taiwan. Drug Alcohol Depend.
2016;162:219–26.

52. Lenhart A. Teens, social media & technology overview 2015. Pew
Research Center. 2015;9.

53. InteractiveMarketing Bureau.Worldwide social ad spending. 2012.
54. de Bruijn A, Engels R, Anderson P, Bujalski M, Gosselt J,

Schreckenberg D, et al. Exposure to online alcohol marketing and
adolescents’ drinking: a cross-sectional study in four European
countries. Alcohol Alcohol. 2016;

55. Hoffman EW, Pinkleton BE,Weintraub Austin E, Reyes-Velázquez
W. Exploring college students’ use of general and alcohol-related
social media and their associations with alcohol-related behaviors. J
Am Coll Heal. 2014;62(5):328–35.

56. Hoffman EW, Austin EW, Pinkleton BE, Austin BW. An explora-
tion of the associations of alcohol-related social media use and
message interpretation outcomes to problem drinking among col-
lege students. Health Commun. 2016:1–8.

57. Barry AE, Johnson E, Rabre A, Darville G, Donovan KM,
Efunbumi O. Underage access to online alcohol marketing content:
a YouTube case study. Alcohol Alcohol. 2015;50(1):89–94.

58. MorgensternM, Isensee B, Sargent JD, Hanewinkel R. Exposure to
alcohol advertising and teen drinking. Prev Med. 2011;52(2):146–
51.

59. Gordon R, Harris F, Marie Mackintosh A,Moodie C. Assessing the
cumulative impact of alcohol marketing on young people’s drink-
ing: cross-sectional data findings. Addiction Research & Theory.
2011;19(1):66–75.

60. Collins RL, Ellickson PL,McCaffrey D, Hambarsoomians K. Early
adolescent exposure to alcohol advertising and its relationship to
underage drinking. J Adolesc Health. 2007;40(6):527–34.

61. Chang F-c, Lee C-m, Chen P-h, Chiu C-h, Miao N-f, Pan Y-c, et al.
Using media exposure to predict the initiation and persistence of
youth alcohol use in Taiwan. International Journal of Drug Policy.
2014;25(3):386–92.

62. MorgensternM, Isensee B, Sargent JD, Hanewinkel R. Attitudes as
mediators of the longitudinal association between alcohol advertis-
ing and youth drinking. Archives of pediatrics & adolescent medi-
cine. 2011;165(7):610–6.

63. McClure AC, Tanski SE, Li Z, Jackson K, Morgenstern M, Li Z
et al. Internet alcohol marketing and underage alcohol use.
Pediatrics. 2016:peds. 2015–149.

64. Hanewinkel R, Sargent JD, Hunt K, Sweeting H, Engels RC,
Scholte RH et al. Portrayal of alcohol consumption in movies and
drinking initiation in low-risk adolescents. Pediatrics. 2014:peds.
2013–3880.

65. Tucker JS, Miles JN, D’Amico EJ. Cross-lagged associations be-
tween substance use-related media exposure and alcohol use during
middle school. J Adolesc Health. 2013;53(4):460–4.

66. Bruijn A, Tanghe J, Leeuw R, Engels R, Anderson P, Beccaria F,
et al. European longitudinal study on the relationship between ad-
olescents’ alcohol marketing exposure and alcohol use. Addiction.
2016;111(10):1774–83.

67.•• Morgenstern M, Li Z, Li Z, Sargent JD. The party effect: prediction
of future alcohol use based on exposure to specific alcohol adver-
tising content. Addiction. 2017;112(1):63–70. Increased exposure
to alcohol advertisements with a partying theme longitudinally
predicted alcohol use and binge drinking frequency among un-
derage youth.

182 Curr Addict Rep (2017) 4:172–183



68. Martino SC, Kovalchik SA, Collins RL, Becker KM, Shadel WG,
D’Amico EJ. Ecological momentary assessment of the association
between exposure to alcohol advertising and early adolescents’ be-
liefs about alcohol. J Adolesc Health. 2016;58(1):85–91.

69. Scharf DM, Martino SC, Setodji CM, Staplefoote BL, Shadel WG.
Middle and high school students’ exposure to alcohol-and
smoking-related media: a pilot study using ecological momentary
assessment. Psychol Addict Behav. 2013;27(4):1201.

70. Shiffman S, Stone AA, HuffordMR. Ecological momentary assess-
ment. Annu Rev Clin Psychol. 2008;4:1–32.

71. Elmore KC, Scull TM, Kupersmidt JB. Media as a “super peer”:
how adolescents interpret media messages predicts their perception
of alcohol and tobacco use norms. Journal of youth and adoles-
cence. 2016:1–12.

72. Alhabash S, McAlister AR, Quilliam ET, Richards JI, Lou C.
Alcohol’s getting a bit more social: when alcohol marketing mes-
sages on facebook increase young adults’ intentions to imbibe.
Mass Communication and Society. 2015;18(3):350–75.

73. de Bruijn A, Tanghe J, Beccaria F, Buljaski M, Celata C, Gosselt J
et al. Report on the impact of European alcohol marketing exposure
on youth alcohol expectancies and youth drinking. 2012.

74. Noguti V, Russell CA. The moderating role of social norms on the
effects of product placement in television fiction: a field study in
Brazil. Journal of Current Issues & Research in Advertising.
2015;36(1):20–34.

75. Borsari B, Carey KB. Descriptive and injunctive norms in college
drinking: a meta-analytic integration. J Stud Alcohol. 2003;64(3):
331–41.

76. LaBrie JW, Hummer JF, Neighbors C, LarimerME.Whose opinion
matters? The relationship between injunctive norms and alcohol
consequences in college students. Addict Behav. 2010;35(4):343–
9.

77. Dal Cin S, Worth KA, Dalton MA, Sargent JD. Youth exposure to
alcohol use and brand appearances in popular contemporary
movies. Addiction. 2008;103(12):1925–32.

78. Grube JW, Waiters E. Alcohol in the media: content and effects on
drinking beliefs and behaviors among youth. Adolescent medicine
clinics. 2005;16(2):327.

79. Miller PM, Smith GT, Goldman MS. Emergence of alcohol expec-
tancies in childhood: a possible critical period. J Stud Alcohol.
1990;51(4):343–9.

80. Christiansen BA, Smith GT, Roehling PV, Goldman MS. Using
alcohol expectancies to predict adolescent drinking behavior after
one year. J Consult Clin Psychol. 1989;57(1):93.

81. Hindmarsh CS, Jones SC, Kervin L. Effectiveness of alcohol media
literacy programmes: a systematic literature review. Health Educ
Res. 2015;30(3):449–65.

82. Chen Y-C. The effectiveness of different approaches to media liter-
acy in modifying adolescents’ responses to alcohol. J Health
Commun. 2013;18(6):723–39.

83. Kupersmidt JB, Scull TM, Benson JW. Improving media message
interpretation processing skills to promote healthy decision making
about substance use: the effects of the middle school media ready
curriculum. J Health Commun. 2012;17(5):546–63.

84. Gordon CS, Howard SJ, Jones SC, Kervin LK. Evaluation of an
Australian alcohol media literacy program. Journal of Studies on
Alcohol and Drugs. 2016;77(6):950–7.

85. Austin EW, Muldrow A, Austin BW. Examining how media liter-
acy and personality factors predict skepticism toward alcohol ad-
vertising. J Health Commun. 2016;21(5):600–9.

86. Doran CM, Hall WD, Shakeshaft AP, Vos T, Cobiac LJ. Alcohol
policy reform in Australia: what can we learn from the evidence.
Med J Aust. 2010;192(8):468–70.

87. Paschall MJ, Lipperman-Kreda S, Grube JW. Effects of the local
alcohol environment on adolescents’ drinking behaviors and be-
liefs. Addiction. 2014;109(3):407–16.

88. Xuan Z, Blanchette JG, Nelson TF, Nguyen TH, Hadland SE,
Oussayef NL, et al. Youth drinking in the United States: relation-
ships with alcohol policies and adult drinking. Pediatrics.
2015;136(1):18–27.

89. Bosque-Prous M, Espelt A, Guitart AM, Bartroli M, Villalbí JR,
Brugal MT. Association between stricter alcohol advertising regu-
lations and lower hazardous drinking across European countries.
Addiction. 2014;109(10):1634–43.

90. Perrin A. Social media usage. Pew Research Center. 2015;
91. Paschall MJ, Grube JW, Kypri K. Alcohol control policies and

alcohol consumption by youth: a multi-national study. Addiction.
2009;104(11):1849–55.

92. Saffer H. Alcohol advertising and youth. J Stud Alcohol Suppl.
2002;(14):173–81.

93. Siegel M, Jernigan, D.H. Alcohol Brand Research Among
Underage Youth. http://www.youthalcoholbrands.com/
background.html.

94. Russell CA, Belch M. A managerial investigation into the product
placement industry. J Advert Res. 2005;45(1):73–92.

95. Gibbons FX, Pomery EA, Gerrard M, Sargent JD,Weng C-Y,Wills
TA, et al. Media as social influence: racial differences in the effects
of peers and media on adolescent alcohol cognitions and consump-
tion. Psychol Addict Behav. 2010;24(4):649.

Curr Addict Rep (2017) 4:172–183 183

http://www.youthalcoholbrands.com/background.html
http://www.youthalcoholbrands.com/background.html

	The Myriad Influences of Alcohol Advertising �on Adolescent Drinking
	Abstract
	Abstract
	Abstract
	Abstract
	Introduction
	Background
	Regulation of Alcohol Advertising via Voluntary Marketing Codes
	Goals of the Present Review
	Race, Ethnicity, Gender, and Age


	Traditional and Digital Exposure Venues
	Television
	Magazines and Print Material
	Digital Social Media

	Measuring Alcohol Marketing Exposure
	Cross-Sectional and Longitudinal Surveys
	Ecological Momentary Assessments
	Mechanisms
	Social Norms
	Alcohol-Related Attitudes
	Alcohol Expectancies
	Intervention Strategies
	Implications and Future Directions


	Conclusion
	References
	Papers of particular interest, published recently, have been highlighted as: ••Of major importance



