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Still Growing After All These Years: Youth Exposure to Alcohol Advertising on Television, 2001–2005
Center on alcohol Marketing and Youth/ Georgetown University/ www.camy.org
In the wake of an historic increase in distilled spirits advertising on television since 2001, underage
exposure to alcohol advertising on television has grown substantially over the past five years, despite
alcohol industry marketing reforms implemented in 2003.
The Center on Alcohol Marketing and Youth (CAMY) at Georgetown University has analyzed youth
exposure to alcohol advertising on television from 2001 to 2005. Although a previous CAMY report has shown
that youth exposure to alcohol advertising in magazines is declining,2 the television data show that young
people are seeing a growing number of alcohol ads, and that the industry's voluntary 30% maximum
underage audience composition for its advertising placements has not succeeded in protecting youth from the
rising tide of alcohol advertising on television, particularly distilled spirits advertising on cable television.
From 2001 to 2005, alcohol companies spent $4.7 billion to place 1.4 million advertisements for
alcoholic beverages on television. Analysis of those advertisements shows that: :
Everyone is seeing more alcohol ads on television. In the wake of a 32% increase in spending on televised
alcohol ads and a 34% increase in the number of alcohol ads on television from 2001 to 2005, youth (ages 12 to
20) exposure to those ads increased by 41%, young adult (ages 21 to 34) exposure increased by 39%, and adult
(age 21+) exposure increased by 48%. Much of the growth of alcohol advertising on television is due to the
rapid expansion of distilled spirits advertising on cable. Distilled spirits ads and spending on cable in 2005
were more than 23 times what they were in 2001. Spending grew from $5 million to $122 million, and the
number of ads increased from 1,973 to 46,854. In the same period, beer spending on all television grew by 26%,
and spending on alcopops3 and wine declined.
The number of alcohol ads placed on programming more likely to be seen by youth4 ages 12 to 20 than
adults age 21+ has trended downwards over the past five years, but remains above 2001 levels. As a
percentage of alcohol product advertising on television, the number of such ads fell from 25% in 2001 to 20% in
2005.
The number of alcohol ads placed on programming exceeding the industry's voluntary standard of 30%
maximum underage audiences (measured on ages 2 to 20) has also trended downwards, and by 2005 was
slightly below 2001 levels. As a percentage of alcohol ads on television, ads on programming with underage
audiences above 30% fell from 11% in 2001 to 8% in 2005.
Youth overexposure to alcohol advertising was most likely to occur on cable television: in 2001 60% of
overexposure was on cable, while in 2005 93% of overexposure was on cable, a percentage far out of
proportion to the 43% of alcohol advertising dollars spent on cable in 2005.
On three cable networks—Comedy Central, VH1 and BET—youth were consistently overexposed to
alcohol advertising every year from 2001 to 2005.
In 2005, 12% of youth exposure to alcohol ads on television came from placements on programs with
audiences under age 21 in excess of 30%. More than one-third of the total youth exposure came from
placements on programming more likely to be viewed by youth than by adults.
Why the Concern
There are nearly 11 million underage drinkers in the United States, and 7.2 million of them report binge
drinking (consuming five or more drinks on a single occasion).5 Alcohol is the number one drug problem
among America's youth, and according to the Center for Disease Control and Prevention, 4,571 persons under
age 21 died as a result of alcohol use in 2001, the last year for which data is available.6 Alcohol use plays a
substantial role in all three leading causes of death among youth -- unintentional injuries (including motor
vehicle fatalities and drowning), suicides and homicides.7
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The earlier young people start to drink, the worse the consequences of drinking are likely to be:
compared to those who wait until they are age 21, young people who start drinking before age 15 are four
times more likely to become alcohol dependent, seven times more likely to be involved in an alcohol-related
motor vehicle crash, and at least ten times more likely to experience alcohol-related violence at some point in
their lives.8 Heavy use of alcohol during adolescence can impair the development of the brain, causing loss of
memory and other skills.9 Magnetic resonance imaging has also shown that teens with alcohol use disorders
have greater activity in areas of the brain previously linked to reward, positive affect and episodic recall in
response to alcoholic beverage advertisements, and that responses were highest in youth who consumed
more drinks per month and reported greater desires to drink.10
A growing number of long-term studies has shown that the more alcohol advertising young people
are exposed to, the more likely they are to drink or drink more.11 The Federal Trade Commission (FTC)
reviewed the alcohol industry's efforts at self-regulation of its marketing practices in 1999 and 2003,12 and
will examine their efforts again in 2007.
Notes :
1For

the purposes of this report, "underage youth" are persons ages 12 to 20, "underage" audiences refers to those ages 2 to 20
(television audiences are not measured below age 2) and "adults" are persons age 21 and above.
2Center on Alcohol Marketing and Youth, Youth Exposure to Alcohol Advertising in Magazines, 2001 to 2004: Good News, Bad News
(Washington, D.C.: Center on Alcohol Marketing and Youth, 2006).
3"Alcopops" are also referred to as "low-alcohol refreshers," "malternatives," "flavored malt beverages" or "ready-to-drink flavored
alcoholic beverages." Many of the brands in this category, which includes brands such as Mike's Hard Lemonade and Smirnoff Ice,
have alcohol contents of between 4% and 6%, similar to most traditional malt beverages. (Alcohol and Tobacco Tax and Trade Bureau
[TTB], "Notice No. 4—Flavored Malt Beverages and Related Proposals," Federal Register [March 24, 2003]: 14293.) The alcohol industry
treats these as a distinct category of alcoholic beverages. This report follows this industry convention.
4Underage youth are more likely to see on a per capita basis, or be "overexposed" to, a televised ad for alcohol when it is placed on a
program where the percentage of underage youth in the audience is greater than the percentage of underage youth in the general
population. "More likely to see" or "more popular among" (as well as percentage measures of youth overexposure and other
comparisons of adult and youth exposure to alcohol advertising in this report) are based on "gross rating points," an industry-standard
measure of how much an audience segment is exposed to advertising per capita. Another way of measuring advertising exposure is
"gross impressions" (the total number of times all members of a given audience are exposed to advertising). The adult population will
almost always receive far more gross impressions than youth because there are far more adults in the population than youth. Gross
rating points are calculated by dividing gross impressions by the relevant population (e.g. persons age 21+) and multiplying by 100,
thereby leveling the measurement playing field for differently-sized population segments. See Appendix B for a glossary of terms used
in this report.
5Substance Abuse and Mental Health Services Administration, Results from the 2005 National Survey on Drug Use and Health:
National Findings (Rockville, Md.: Office of Applied Studies, 2006). (accessed November 28, 2006).
6National Center for Chronic Disease Prevention and Health Promotion, Centers for Disease Control and Prevention, "AlcoholAttributable Deaths Report, United States 2001, Medium & High Average Daily Alcohol Consumption, Youth <21 years due to Alcohol
Exposure, by Cause and Gender" in the Alcohol-Related Disease Impact (ARDI) system. (accessed November 28, 2006).
7National Center for Injury Prevention and Control, Centers for Disease Control and Prevention, "10 Leading Causes of Death, United
States: 2003, All Races, Both Sexes," in the WISQARS Leading Causes of Death Reports, 1999–2003.(accessed November 28, 2006); and
National Research Council and Institute of Medicine, Reducing Underage Drinking: A Collective Responsibility (Washington, D.C.:
National Academies Press, 2004), 60-61.
8B. Grant, D. Dawson, "Age of Onset of Alcohol Use and Its Association with DSM-IV Alcohol Abuse and Dependence: Results from
the National Longitudinal Alcohol Epidemiologic Survey," Journal of Substance Abuse 9 (1997): 103-110; and R. Hingson, D. Kenkel,
"Social, Health, and Economic Consequences of Underage Drinking," in Reducing Underage Drinking: A Collective Responsibility,
Background Papers [CD-ROM] (Washington, D.C.: National Academies Press, 2004), 363.
9S.A. Brown, S.F. Tapert, "Health Consequences of Adolescent Alcohol Involvement," in Reducing Underage Drinking: A Collective
Responsibility, Background Papers [CD-ROM] (Washington, D.C.: National Academies Press, 2004), 383-401.
10S.F. Tapert et al., "Neural Response to Alcohol Stimuli in Adolescents with Alcohol Use Disorder," Archives of General Psychiatry 60
(2003): 727-735.
11See e.g., L.B. Snyder et al., "Effects of Alcohol Advertising Exposure on Drinking Among Youth," Archives of Pediatrics and
Adolescent Medicine 160 (2006):18-24; A.C. McClure et al., "Ownership of Alcohol-Branded Merchandise and Initiation of Teen
Drinking," American Journal of Preventive Medicine 30 (2006): 277-83; P.L. Ellickson et al., "Does alcohol advertising promote
adolescent drinking? Results from a longitudinal assessment," Addiction 100 (2005): 235-246; J.D. Sargent et al., "Alcohol Use in Motion
Pictures and Its Relation With Early-Onset Teen Drinking," Journal of Studies on Alcohol 67 (2006): 54-65; and A.W. Stacy et al.,
"Exposure to Televised Alcohol Ads and Subsequent Adolescent Alcohol Use," American Journal of Health Behavior 28 (2004): 498-509.
12Federal Trade Commission, Self-regulation in the Alcohol Industry: A Review of Industry Efforts to Avoid Promoting Alcohol to
Underage Consumers (Washington, D.C.: Federal Trade Commission, 1999); and Federal Trade Commission, Alcohol Marketing and
Advertising: A Federal Trade Commission Report to Congress (Washington, D.C.: Federal Trade Commission, 2003).

J A NU A R Y — MA R C H,

T HE A ME R I C A N I S S U E

PAGE 3

For Immediate Release: Wednesday, April 4, 2007
Contact: Jeff Cronin, 202-777-8370 or Patti Truant, 202-777-8316
http://www.cspinet.org/new/200704041.html
CSPI Urges Nationwide Recall of Spykes "Liquid Lunchables"
Group Will Ask State Attorneys General to Investigate
WASHINGTON - They come in colorful teeny two-ounce containers and in kid-friendly flavors
like Spicy Mango, Hot Melons, Spicy Lime and Hot Chocolate. But these so-called Spykes aren’t
juiceboxes, they’re malt liquor with more than twice the alcohol concentration of beer. And according to
the nonprofit Center for Science in the Public Interest (CSPI), they are the latest attempt by AnheuserBusch to get children interested in alcohol. Today the nonprofit watchdog group is urging the brewer to
launch an immediate nationwide recall of Spykes and is calling on state attorneys general to investigate.
“This is a shameful ploy to market malt liquor to the Lunchables set,” said George A. Hacker,
director of alcohol policies at CSPI. “Anheuser-Busch is practically begging to be investigated,
subpoenaed, sued, or hauled before a Congressional committee to explain this one.”
According to Anheuser-Busch’s spykeme.com web site, Spykes are designed to be consumed on
their own, or to add sweetness (and additional alcohol) to beers. The site, which notably has no ageverification system for users, also provides improbable cocktail recipes, like the ‘Fruit Stand,’ which
contains a Hot Melons Spykes, Bacardi Limon rum, and beer; as well as teen-friendly accessories like
Instant Messaging icons and cell phone ringtones. Spykes cost 75 cents to $1 each.
Spykes are also fortified with caffeine, ginseng, and guarana - ingredients typically associated
with energy drinks that are popular with young people. Health officials have expressed concern that
caffeinated alcoholic beverages can give young people the impression that they can drink more without
becoming intoxicated or that the prospect of driving after drinking might seem safer.
One commenter on the Spyke web site, purportedly a consumer named Erica, wrote, “I can drink
these all day, and be ready to go out and party all night.” Keeping such a comment publicly available on
the product’s web site is a clear violation of the beer industry’s voluntary marketing code, according to
CSPI.
“Anheuser-Busch should immediately pull Spykes off of shelves, apologize to parents, and hope
that in the meantime, no young person wraps his or her car around a tree after being Spyked once too
often at the prom,” Hacker said.
CSPI also said its own litigation unit has opened up an investigation into Spykes and other
similar products, and may consider private litigation if state attorneys general do not act.
“These drinks make the ‘alcopops’ of yesteryear look geriatric by comparison,” Hacker said. “It’s
hard to imagine an adult purchasing this beverage, unless they were bringing it for a surprise date with
Chris Hansen on Dateline NBC.”
The introduction of Spykes comes on the heels of other Anheuser-Busch marketing efforts that
CSPI says are ill-conceived attempts to attract underage drinkers or promote excessive alcohol
consumption. Those include Bud.TV, an Internet video site geared to young people; a drinking game
called Bud Pong, which was withdrawn after a company spokesperson maintained that players were
meant to drink water, and not beer, during the game; and a Bud Light-sponsored shopping cart race in
Washington, D.C., called the Idiotarod.
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other drugs.
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New Report Makes Recommendations on How to “Take the ‘High’ Out of Higher Education”
Cesar Fax / April 2, 2007 / Volume 16 Issue 13 / www.cesar.umd.edu
Only one-fifth of administrators at U.S. colleges and universities believe that the school bears primary
responsibility to prevent alcohol abuse and drug use among their students, according to a recent report from the
National Center on Addiction and Substance Abuse at Columbia University. The two most frequently mentioned
barriers to implementing more effective substance use prevention policies and programs were that student substance
use is seen as a normal rite of passage (37.8%) and limited financial resources/funding (34.3%). The report concludes
that “institutions of higher education have an obligation to take on the problem of student drinking, smoking and
other drug use and abuse…” (p. 2) and makes several recommendations:
Change the Prevailing Climate. Set clear substance use/abuse policies and enforce them in consistent and
predictable ways. Target additional prevention services to times of high-risk substance use (e.g., freshman year,
weekends, athletic events, spring break). Hold Friday morning and afternoon classes and exams. Currently, only
21.3% of administrators say they hold classes and exams on Friday or Saturday mornings.
Engage and Change Attitudes of Students and Their Parents. Educate students and their parents about school
substance use policies as well as the signs and symptoms of substance abuse. Engage students through evidencebased peer education strategies. Report all substance use infractions of students under age 21 to parents or legal
guardian.
Address the Needs of High-Risk Students. Identify high-risk students (e.g., Greeks, freshmen, athletes, high school
users) and target science-based services to them. Routinely screen all students for substance abuse problems and
provide appropriate services.
Monitor Progress and Improve Results. Monitor rates of student substance use and related mental health problems
and adjust prevention and intervention efforts accordingly. Scientifically evaluate the effectiveness of services,
modifying those that do not seem to be working.

