Alcohol Promotion

Conceptual Definition 

Retailers attempt to increase demand through the advertising and promotion of their products. The purpose of advertising and promotion is to increase the attractiveness of drinking by creating an image favorable to consumption of these substances. Advertising and promotion are designed to recruit new users and to retain old users. The effects of alcohol advertising and promotion are largely mediated through drinking beliefs, affecting attitudes and individuals’ decisions regarding whether to drink, when to drink, and how much to drink. Promotion also influences the cultural and social context of drinking, potentially altering the perceived legitimacy of social drinking, including normalizing drinking and the integration of alcohol use into everyday life.
Measurement

General mass media advertising—this has been measured by (a) amount of dollars paid for general alcohol advertising or (b) the amount of time or space purchased for alcohol advertising. There appears to be no consistent measure of general advertising specifically targeted to youth drinking.

Content Analyses of Advertising—This measurement involving coding the amount (time or inches) of general advertising about alcohol and/or the coding of advertising which is judged (by pre-established criteria) to appeal to youth drinkers. See Strickland, Finn, and Lambert (1982), Finn and Strickland (1982), Austin and Hust (2005), and Grube and Waiters (2005) for information about content coding of alcohol advertising.

Billboard Advertising—the number, placement and size of billboard advertising of alcohol has been used in some communities as a measure of extent of local alcohol advertising. See Pasch, Komro, Perry, Hearst, and Farbakhsh (2007) for information on approaches to documenting the location and content of local billboards involving alcohol where all outdoor advertisements within 1,500 feet of public schools were documented and coded for content and theme.

Point-of-Purchase Advertising or Promotion—Where permitted by regulation, retailers and producers/wholesales place advertising or promotional materials or signs. The presence/absence or placement (at the point of service or sales or at the table in a bar or restaurant) are alternative means to measure advertising which is closely associated with actual sales or service of alcohol. 

Relationship of the Intermediate Variable to the Problem

Each year, the alcohol industry in the United States spends more than a billion U.S. dollars on "measured media" advertising, that is, television, radio, print, and outdoor ads. See http://www.ftc.gov/reports/alcohol/appendixb.htm The available evidence indicates that more than 300 wine brands, 350 beer brands, and 1,400 distilled spirits brands are marketed in the U.S., but fewer than a quarter of them are advertised through measured media each year. 

Promotion of alcohol occurs in many alternative forms of promotion beyond purchased mass media advertising space or time including sponsorship of cultural events, product placements in movies and TV show, point of sale advertising, and price promotions, etc.In its special report to the Federal Trade Commission one alcohol industry member estimated that during the course of a year, its advertising for a single mid-sized brand would reach 88 percent of adults an average frequency of 12 times -- more often in large markets. 
While precise figures are not available, special reports to the United States Federal Trade Commission suggest that total expenditures to promote alcohol may be three or more times its expenditures shown in measured media advertising alone. Even for heavily advertised brands, measured media advertising typically accounts for only one third to one half of total promotional expenditures and obviously many alcoholic brands do not use measured media at all. A wide array of alternative forms of alcohol promotion beyond purchased mass advertising used by the industry include:

· sponsorship of cultural, musical, and sporting events; 

· Internet advertising; 

· point-of-sale materials, including window and interior displays at retail outlets, bars, and restaurants; 

· distribution of brand-logoed items such as t-shirts, hats, watches, and glassware; 

· product placements in movies and TV shows; 
· catalogs and other direct mail communications; 

· price promotions such as sales, coupons, and rebates; and 

· trade promotions directed at wholesalers and retailers. 

Jernigen, Ostroff, and Ross (2005) combined occurrence and audience data to calculate youth (aged 12–20 years) and adult (above the United States legal drinking age of 21 years) exposure to alcohol advertising on television and radio, in magazines and on the Internet. Their research in the United States shows that alcohol companies have placed significant amounts of advertising where youth are more likely per capita to be exposed to it than adults. These data are updated in Center for Alcohol Marketing and Youth (2007). This is reflected in the work of Hastings, Anderson, Cooke, and Gordon (2005) who also reviewed the published research on advertising and promotion of alcohol and concluded that most econometric studies provide little evidence of an aggregate effect on consumption, and little or no information about the effect on the drinking of youth and young people. Instead, Hastings et al. (2005) conclude that consumer studies which examine the effect of advertising on subgroups of consumers overcome the deficiency of large macro-studies and do suggest that there is a link between advertising and young people’s drinking knowledge, attitudes and behavior.
Markowitz and Grossman (1998) concluded that restrictions on alcohol advertising and increases in illegal drug prices have no effects on violence. Snyder, Milici, Slater, Sun, and Strizhakova (2006) in a study to test whether alcohol advertising expenditures and the degree of exposure to alcohol advertisements affect alcohol consumption by youth found that youth who saw more alcohol advertisements on average drank more (each additional advertisement seen increased the number of drinks consumed by 1% [event rate ratio, 1.01; 95% confidence interval, 1.01-1.02]). The study also found that youth in markets with greater alcohol advertising expenditures drank more (each additional dollar spent per capita raised the number of drinks consumed by 3% [event rate ratio, 1.03; 95% confidence interval, 1.01-1.05]). 

Research suggests that there is high recall of alcohol advertising among youth (e.g., Lieberman & Orlandi, 1987). This is not surprising because many advertisements are of high production value and use a combination of fast action, popular music, provocative imagery and humor. Nevertheless, the association between recall of number of advertisements seen on the one hand, and drinking status or behaviors on the other, does not necessarily signify a causal connection. 

A longitudinal study in New Zealand examined the association between recall of mass media messages about alcohol at ages 13 and 15 and drinking at age 18 (Connolly, Casswell, Zhang, & Silva, 1994). Among both males and females, consumption of wine and spirits at age 18 was not predicted by recall of commercial advertisements. For males however, the number of advertisements recalled at age 15 was significantly and positively associated with both average and maximum amounts of beer consumed at age 18. For females, the number of advertisements recalled at age 13 was significantly and negatively related to the frequency of beer consumption at age 18. Further analysis indicated that liking advertising at age 18 predicted heavier drinking and more alcohol-related problems at age 21 (Casswell & Zhang, 1998). 

Kuo, Weschler, Greenberg, and Lee (2003) provided compelling evidence linking price and promotions to problem drinking among college students. They analyzed the 2001 College Alcohol Study, which surveyed over 10,000 college students, as well as 830 on-premise and 1,684 off-premise venues at 118 colleges. Results showed that low price and heavy advertising and promotional activities were associated with increased heavy drinking among college students and with total number of drinks consumed. Researchers have found that alcohol advertising is disproportionately concentrated in low-income minority neighborhoods (Pasch et al., 2007) One study found that minority neighborhoods in Chicago have on average seven times the number of billboards advertising alcohol as do Caucasian neighborhoods (Hackbarth, Silvestri, & Casper, 1995). The researchers concluded that “Such concentration of alcohol advertising and availability likely translates into increased problems associated with alcohol use in these communities.” A similar observation is found in Alaniz (1998).  Pasch et al. (2007) studied the effects of alcohol advertising on billboards and window displays on pre-teens and early teens in the vicinity of 63 Chicago schools. They found that children living in areas with large numbers of alcohol ads on billboards, storefronts, bus stops and elsewhere are more likely to look favorably on drinking and had higher expressed intentions to drink.
Other studies examined the extent of advertising, the times and type of television programming that youth tend to watch and thus the implicit “targeting” of some advertising (Hill & Casswell, 2001). Measures to control advertising have been developed, at times as part of broader campaigns focusing on promotion in general. These efforts include ensuring compliance with reasonably stringent advertising codes of practice (e.g., California Wine Institute, 2005), campaigning to remove specific advertising (e.g., Woodruff, 1996), and advocating restricted hours for television ads or locations of billboards—e.g., away from schools. Other initiatives involve working with scriptwriters to give a more balanced portrayal of drinking in the mass media (Wallack, Dorfman, Jernigan, & Themba, 1993), seeking to curtail association between child-oriented events and advertising (e.g., Halloween and beer paraphernalia), and enacting warning messages and counter-advertising campaigns (Giesbrecht, Johnson, Anglin, Kavanagh, & Greenfield, 1998; Greenfield, Graves, & Kaskutas, 1999). 

Point of Purchase Promotion to Underage Drinking. Although the exact relation is unknown, greater promotion may decrease price by increasing competition. This especially appears to be the case for local advertising. Price may then mediate the effects of promotion on consumption. In a study of college communities, for example, it was found that alcohol specials, promotions, and advertisements were prevalent in the alcohol outlets around the campuses. Low sale prices and frequent promotions and advertisements were associated with higher binge drinking rates (Kuo et al., 2003). Harwood et al. (2003) found that community, neighborhood and private grocery store characteristics were related to beer price; however, only community and store characteristics were predictive of beer promotions.  They concluded that pricing and promotion of beer varies systematically by some characteristics of communities, neighborhoods, and stores, but not significantly by the number of young people populating a neighborhood.
Snyder et al. (2006) found that restrictions on point-of-purchase price advertising at liquor stores reduced the probability of drinking and driving among all drinkers and with price advertising, prices may be expected to fall, thereby leading to increases in over all consumption.  They found that drinkers who lived in states permitting grocery stores to sell beer and wine had a significantly higher probability of drinking and driving and they concluded that that advertising and availability of alcohol promote drinking.

Ellickson, Collins, Hambarsoomians, and McCaffrey (2005) examined the relationship between exposure to different forms of alcohol advertising and subsequent drinking among US adolescents. They found that for seventh-grade non-drinkers, exposure to in-store beer displays predicted drinking onset by grade 9; for seventh-grade drinkers, exposure to magazines with alcohol advertisements and to beer concession stands at sports or music events predicted frequency of grade 9 drinking, These research findings are reflected in sales information that 74% of all beer sales in the U.S. are in retail establishments, led by convenience stores and gas stations and that young adults (aged 21‑27) are most likely to purchase beer in package and convenience stores. (Miller Brewing Company, 1997), and that 75% of teens shop at convenience or convenience/gas stores weekly (Point of Purchase Advertising Institute, 1992).
Bray, Loomis, and Engelen (2007) investigated the association between beer product characteristics (type, package size, and brand name), market-area socioeconomic characteristics, and promoted sales of beer in grocery stores. Using supermarket scanner data from 64 market areas across the United States over 5 years they found that large-volume product containers, such as 144-oz and 288-oz packages, are more likely to be promoted than smaller package sizes. The researchers noted that marketing research has shown in-store merchandising and promotions to substantially increase beer sales and that purchasing large package sizes may increase total consumption.
Relationship of the Intermediate Variable to Other Variables

Alcohol Promotion to Drinking Beliefs and Expectancies--Expectancies related to the effects of alcohol and intentions to drink can also be influenced by advertising. For example, Lipsitz, Brake, Vincent, and Winters (1993) found fifth and sixth grader students exposed to television commercials had more positive expectations of the consequences of drinking. Among pre-adolescents, Austin and Meili (1994) found that children’s intentions to drink were predicted by their perception of alcohol-related behavior in the home environment, their interpretation of TV messages, their desire to be like the television characters who drink, and their expectancies that drinking brings rewards. Grube and Wallack (1994) reported that fifth and sixth graders’ awareness of beer advertising on television was related to more favorable beliefs about drinking, greater knowledge of brands and slogans, and increased intention to drink as an adult.

Research examining the potential effects of exposure to drinking on television on young people’s drinking beliefs and behaviors have concluded that the evidence for the effects of alcohol advertising on drinking beliefs and behaviors is limited at best (e.g., Atkin, 1995; Calfee & Scheraga, 1994; Fisher, 1993; Nelson & Young, 2001; Nelson, 1999). Generally speaking, correlational studies have found small, but statistically significant, relations between television viewing and alcohol-related beliefs and behaviors. Thus, Tucker (1985) found that high school boys who were heavier television viewers drank more than lighter viewers. Similarly, Neuendorf (1985) reported that television viewing was related to beliefs about drinking among 10- to 14-year-old adolescents: Heavier viewers were more likely than lighter viewers to agree that people who drink are happy and you have to drink to have fun at a sporting event. More recently, in a prospective study of 1,533 ninth-grade students, it was found that television viewing was related to initiation of drinking over an 18-month period (Robinson, Chen, & Killen, 1998). Snyder and her colleagues (2006) found that youth in markets with greater alcohol advertising expenditures drank more, with each additional dollar spent per capita raising the number of drinks consumed by 3%. Coulson, Moran, and Nelson (2001) report a series of analyses using quarterly advertising expenditures, taking into account the relative audience reach of different media types. Some significant effects of alcohol advertising were found, although they were quite small. Thus, spirits advertising had a positive effect on spirits consumption one quarter (3 months) later, and a contemporaneous positive effect on wine consumption. Wine advertising, however, had a negative effect on spirits consumption after one quarter and a positive contemporaneous effect on wine consumption. It was concluded that the effects of alcohol advertising on overall consumption were negligible.

Similar results have been reported for advertising expenditures on per capita alcohol consumption in Ontario, Canada (Larivière, Larue, & Chalfant, 2000). Although the results were unstable and varied considerably depending on model specification, they suggested that spirits consumption was positively related to advertising expenditures, whereas beer and wine consumption were negatively related to advertising expenditures. They concluded that advertising effects were subtle, may vary by beverage, and probably affect brand or product allocation, rather than overall consumption. Although significant positive relations were found between TV viewing of alcohol advertising and self-reported involvement in risky behaviors for specific genres (e.g., cartoons), the results were inconsistent across genres and no effect was found for overall TV viewing. These correlational studies suffer from potentially serious conceptual and methodological problems. 

In addition to the correlational studies, the influence of televised portrayals of drinking on young people has been addressed in experimental studies (Kotch, Coulter, & Lipsitz, 1986; Rychtarik, Fairbank, Allen, Foy, & Drabman, 1983). In both of these studies, children who were shown videotaped segments from popular television series containing drinking scenes expressed more favorable attitudes and beliefs about drinking than did children exposed to similar segments without drinking. In one case (Kotch et al., 1986) significant effects were found for boys but not girls, and then only for a few of the measures of alcohol beliefs that were obtained. Although these studies are suggestive, they are problematic. The effects were small and selective, and the experimental situation simply cannot provide a parallel to the real world where exposure occurs more or less regularly over relatively long periods of time. In sum, the available evidence regarding the influence of televised alcohol portrayals on young people is inconclusive, at best. 

Studies on the effects on youth of exposure to depictions of drinking in films are rare. In one study (Bahk, 2001), college students were exposed to one of two versions of A Star Is Born, one of which depicted negative consequences of drinking for the lead character (e.g., performing poorly at a concert, fighting, dying in a drinking-related crash) and the other with the negative consequences edited out, leaving primarily positive consequences. The results indicated that viewing the positive consequences version, relative to the negative consequences version, led to more favorable attitudes toward drinking and to stronger intentions to drink. The effects were strongest for attitudes toward drinking for tension reduction and amusement and intentions to drink for stress management.  In a similar study (Kulick & Rosenberg, 2001), college students were exposed to a series of eight film clips with or without depictions of spirits consumption. Results indicated that participants in the positive portrayal condition had significantly more positive alcohol expectancies compared with controls, although they did not differ significantly from those in the negative portrayals condition. Few studies have investigated the effects of film portrayals of drinking on young adults, adolescents, and children. The findings from these studies are mixed. Although evidence from one study shows that such portrayals can have small effects on drinking attitudes and intentions, the results from the second study are ambiguous.

.

The results of earlier experimental studies have been mixed with some studies finding no effects (e.g., Kohn, Smart, & Ogborne, 1984; Sobell et al., 1986) and other studies finding small or short-term effects for some study participants (e.g., Kohn & Smart, 1987). Apparently only a single recent study has been published that experimentally manipulated exposure to alcohol advertising (Lipsitz et al., 1993). This study was intended to investigate the effects of television beer advertising on alcohol expectancies among young people who were not yet regular drinkers. Groups of fifth and eighth graders were exposed to videotapes containing five beer commercials, the same five beer commercials plus two anti-drinking public service advertisements, or five soft drink commercials. Results of a memory task indicated that the children paid attention to the advertisements and remembered seeing the beer and soft drink commercials. Despite the attention given to the advertisements, however, neither exposure to the beer advertisements alone nor to the beer advertisements in combination with the anti-drinking PSAs affected scores on the alcohol expectancy scales. The results of these experimental studies offer only very limited evidence that alcohol advertising promotes more favorable drinking beliefs or increases consumption. Laboratory studies of alcohol advertising effects, however, can be criticized (See Atkin, 1995; Grube, 1995, Grube, 2004; Lastovicka, 1995; Thorson, 1995). First, although laboratory experimental studies can control for extraneous factors and allow for strong causal inferences, they often lack realism. In the typical study, respondents will be exposed to alcohol advertising in an artificial setting (e.g., schoolroom) that does not resemble the natural viewing situation. As a result, it is difficult to draw conclusions about the “real-world” effects of alcohol advertising on beliefs and behaviors based on these laboratory studies. Second, it has been noted that advertisers target specific audiences with particular advertisements which can not necessarily be replicated in experimental conditions (Thorson, 1995).
Alcohol Promotion to Community Norms about Youth Drinking. Alcohol promotion may undermine existing community norms about alcohol or set new norms. However, there is little direct empirical evidence of this relation.
Strategies

Advertising Restrictions. At the aggregate level, a central focus has been on trends in alcohol advertising, per capita consumption and drinking problems. Only a few studies have considered the effects of alcohol advertising restrictions on alcohol consumption or problems. Saffer (1991) investigated the effects of restrictions on broadcast alcohol advertising on alcohol consumption and alcohol problems (liver cirrhosis mortality, motor vehicle fatalities) in 17 European and North American countries. He found that countries with partial restrictions on alcohol advertising had lower alcohol consumption and fewer problems than countries with no restrictions. Countries with complete bans had lower rates than countries with partial restrictions. A reanalysis, however, suggested that there was reverse causation, with those countries experiencing low rates of alcohol problems being more likely to adopt alcohol advertising bans than were countries with high rates of alcohol problems (Young, 1993). A study of alcohol advertising restrictions in 20 countries over 26 years found that moving from no restrictions to partial restrictions or from partial restrictions to total bans reduced alcohol consumption between 5%-8% (Saffer & Dhaval, 2002). Other recent studies have found no effects of advertising bans (Nelson & Young, 2001).  

Saffer (2002) completed a review of published research literature on the potential effects of alcohol advertising on consumption and in particular the effects on youth drinking. He concluded that the results of the review suggest that alcohol advertising does increase consumption but that an alcohol advertising ban alone is insufficient to limit all forms of promotion and that a comprehensive ban would receive substantial public support. Saffer and Dhaval (2002) concluded following an analysis of national alcohol consumption related to total advertising expenditures that alcohol advertising bans decrease alcohol consumption. They found that one more ban on beer and wine or on spirits advertising would reduce consumption by about 5% and one more ban on all alcohol advertising in a media would reduce consumption y about 8%. Nelson (2003) used a panel of 45 states for the period 1982–1997. This study analyzes the importance of several restrictive alcohol regulations, including advertising bans for billboards, bans of price advertising, state monopoly control of retail stores, and changes in the minimum legal drinking age. In contrast to previous research, the study allows for substitution among beverages as a response to a regulation that targets a specific beverage. Nelson (2003) concluded that “bans of advertising do not reduce total alcohol consumption, which partly reflects substitution effects.”  Recently, it has been estimated that a total ban on alcohol advertising in the US would result in a 16.4% decrease in alcohol-related life-years lost, and a partial advertising ban would result in a 4% reduction in alcohol-related life-years lost (Hollingworth et al., 2006). Tremblay and Okuyama (2001) conducted an analysis of the potential effect of spirits advertising on the demand for spirits as a result of spirits producers ending their voluntary ban on broadcast advertising. The authors argued that previous conclusions of policy economists that removing this voluntary ban had no effect on alcohol consumption was incorrect because it ignores the fact that advertising restrictions may affect industry competition as well as market demand.

Some natural experiments on partial advertising bans have not provided a sound basis for determining the unique potency of advertising (Montonen, 1996). Studies of partial advertising bans in Canadian provinces (Ogborne & Smart, 1980; Smart & Cutler, 1976) failed to show clear impacts perhaps because advertising from outside the province was not restricted. Other international studies found that bans produced no drop in consumption and that stricter rules did not produce lower rates of drinking (Simpson, Beirness, Mayhew, & Donelson, 1985). In contrast, a major cross-national time-series study of advertising bans implemented in European Community countries during the 1970s showed significant effects, including lower levels of consumption and alcohol-related problems, as indicated by motor vehicle fatality rates (Edwards et al., 1994; Saffer, 1991, 1995, 1998). Apparently no studies have investigated the specific effects of advertising restrictions on drinking or drinking problems among young people. The effects of advertising restrictions on young people’s drinking is best considered an open question.

Warning Labels Warning labels on beverage containers constitute another strategy for targeting risky drinking. The warning label legislation is among the few U.S. federal alcohol policies motivated by public health concerns to be successfully enacted after 20 years of legislative attempts (Kaskutas, 1995). It was enacted in 1988 (P.L. 100-690) and implemented in November 1989. The warning label mandated on all alcohol containers carried a “Government Warning” tag line and alluded to the Surgeon General as the source of the determinations covered. The warnings included: 1) birth defects risks during pregnancy; 2) impairment when driving; 3) impairment when operating machinery; and 4) health problems. Some states also require posted warnings of alcohol risks in establishments that serve or sell alcohol. 
An early evaluation of warning labels on alcohol beverage containers in the US found that about one fifth of respondents to a national survey remembered seeing the warnings six months after their introduction (Kaskutas & Greenfield, 1992; Graves, 1993). A study of US adolescents found that there were increases in awareness, exposure to, and memory of the labels after they were implemented, but there were no changes in alcohol use or beliefs about the risks targeted by the warning (MacKinnon, Pentz, & Stacy, 1993). 
Self-reported precautionary behaviors have increased including personal caution regarding drinking and driving and drinking during pregnancy (Kaskutas & Greenfield, 1992; Greenfield, 1997; Greenfield & Kaskutas, 1998; Greenfield et al., 1999). No direct impacts of warning labels on alcohol-related problems have been reported. Much of the effect seen is consistent with the intent of Congress to remind the public of certain risks associated with drinking (Greenfield et al., 1999). An experimental study of college students by Snyder and Blood (1992) involved participants looking at different advertisements for alcoholic products, some with the U.S. Surgeon General’s warning and some without. Results showed that the warnings did not increase perceptions of alcohol risk and even made products more attractive to both drinkers and nondrinkers. Conversely, the U.S. Warning Labels Study found that awareness—as indicated by conversations about risks—was greater among the more frequent drinkers, including young adults (Kaskutas & Greenfield, 1997; Greenfield & Kaskutas, 1998). 

The effect of warning label exposure on conversations about risks of drinking during pregnancy was seen also among women of childbearing age (Kaskutas, Greenfield, Lee, & Cote, 1998), and not limited to those with high levels of health consciousness (Kaskutas & Greenfield, 1997). Conversely, studies in prenatal clinics yielded little indication that the warning label had little effect on drinking by inner city ethnic minority women (Hankin, Sloan, & Sokol, 1998) so certain groups at particularly high risk may not be expected to be effectively reached. Greenfield and Kaskutas (1998) noted that, while after four or more years, warning label exposure rates may have leveled off, penetration of the warning label has been sufficient to reach numerous heavy drinkers (Greenfield, 1997). The more drinkers handle (open) containers and, especially for men, the more alcohol they purchased, the more likely the more they are to have seen and recalled the label’s messages. Thus, warning labels assure that those most involved in drinking will have exposure to health messages. Overall, there is only limited evidence that alcohol beverage warning labels have any discernable effect on problem drinking among young people.

Mass Media Counter-Advertising Campaigns. This intervention involves disseminating information about a product, its effects, or the industry that promotes it, in order to decrease its appeal directly (Stewart, 1997). Counter-advertising can take the form of media literacy efforts to raise public awareness of industry tactics, and a module in community or school prevention programs (e.g., Greenfield & Zimmerman, 1993). There is evidence that synergies are achieved by implementing multi-faceted strategies, such as health messages at the point of purchase signs and public service announcements (PSAs) (Kaskutas & Graves, 1994; Kaskutas et al., 1998). 

Billboard Bans of Alcohol Advertising— Billboard advertising, which can also include freestanding signs and signs on buildings, vehicles and other public locations (such as bus placards or subway ads) have been targeted by communities as a prevention strategy to reduce alcohol promotion. Some communities have undertaken the strategy of restricting or limiting the number and/or placement of billboards which contain alcohol advertising (Hackbarth et al., 2001). Such strategies are based upon the potential influence of exposure to positive alcohol messages on intention to drink and actual drinking by underage persons. 
Milwaukee Fighting Back's Erase and Replace Campaign successfully reduced the number of billboards and signs advertising alcohol in the community.  The campaign pressured billboard companies to abide by voluntary advertising guidelines by threatening to advocate for policies that would ban all billboards in the area. Companies complied with voluntary guidelines by agreeing to limit alcohol and tobacco advertising on billboards in Milwaukee County. The San Antonio based Fighting Back "chapter" helped youth organize to replace billboards advertising alcohol with billboards with positive messages. As part of this effort was a billboard "count" that compared the numbers of billboards in minority neighborhoods with Anglo communities. The target of the effort were two the billboard advertising companies in the city. See Rabago (2000). 
A complete handbook for local action on alcohol advertising is found at: http://www.faceproject.org/Resources/CommunityActionKits.html See the University of Minnasota School of Public Health suggested legal ordinance to limit billboards which advertise alcohol: http://www.epi.umn.edu/alcohol/sample/billbrd.shtm. as well as the Health Policy Guide: http://www.healthpolicyguide.org/doc.asp?id=126 and Coalitions against Alcohol and Drug Abuse (CADCA) at: http://www.cspinet.org/booze/Alcohol_Advertising.pdf. 

Nelson (2003) as a part of his study of the effect of several restrictive alcohol regulations, included advertising bans for billboards and bans of price advertising. In contrast to previous research, the study allows for substitution among beverages and concluded that “bans of advertising do not reduce total alcohol consumption, which partly reflects substitution effects.” Nelson did not address the effects of advertising bans on underage drinking. There are no studies specifically of the effects of a local ban or restriction on billboard or public advertising of alcohol and underage drinking initiation or drinking level. 
Summary
Alcohol portrayals are relatively common on television, in film, and in music and music videos. These portrayals are largely positive or neutral, often associating drinking with positive consequences or desirable attributes. Negative consequences of drinking are rarely portrayed. Only a few studies have investigated the effects of exposure to alcohol portrayals in popular media. With some notable exceptions (e.g., Saffer, 1997), experimental and ecological studies have produced little or no evidence that alcohol advertising affects drinking beliefs, behaviors, or problems among young people. In contrast to experimental and ecological studies, however, survey research studies on alcohol advertising and young people consistently indicate that there are small, but significant, correlations between awareness of and affect toward alcohol advertising and drinking beliefs and behaviors among young people. Children and adolescents who are more aware of and favorably disposed to alcohol advertisements hold more favorable beliefs about drinking, intend to drink more frequently as adults, and drink more frequently and in larger quantities than do other young people. Taken as a whole, the survey studies provide some evidence that alcohol advertising may influence drinking beliefs and behaviors among some children and adolescents.

A growing body of research is confirming and extending these findings (cf. Martin et al., 2002). This evidence, however, is far from conclusive. Because of the cross-sectional design of most of the published studies, causal inferences are difficult. Alcohol advertising may predispose young people to drink or the opposite may be true instead. That is, young people who are favorable toward drinking may seek out information about alcohol and thus be more attentive to alcohol advertisements. Although studies using longitudinal data and nonrecursive modeling techniques suggest that responses to advertising affect many drinking behaviors, further research is needed. Longitudinal studies that follow the samples of young people from childhood to late adolescence and that adequately control for past drinking behaviors and predisposition would be particularly useful.
