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Alcohol and health in the US 
 
Alcohol is the number one drug among young people today, and is linked to the three 
leading causes of deaths among young people: motor vehicle crashes, homicide, and 
suicide.  Numerous well documented studies that have found that the more young 
people are exposed to alcohol advertising, the more likely they are to start drinking.  Dr 
David Jernigan, a Professor of Health Law, Policy, and Management at the Boston 
University School of Public Health, and an advisor for the World Health Organization, is 
a leading expert on environmental strategies to reduce underage drinking,   He is 
recognized for his action-research approach to the issue of alcohol advertising, 
marketing, and promotion -- and its influence on young people. Join us and learn how 
we can minimize exposure to protect youth and eliminate youth impressions of alcohol 
marketing. We will also learn about the high vulnerability of the adolescent brain 
in terms judgment and immediate gratification -- with age 18 as the peak of alcohol 
dependency.  This discussion will center on how to delay initiation of alcohol use, 
and reduce the exposure which is a risk factor for young people with serious lifelong 
consequences 

 
 

- 6th leading cause of death in the us 
 
Alcohol over time in Illinois 

- Adult binge drinkers in Illinois, DuPage County-more than the average 
- Single biggest influence in young people’s drinking is the drinking of the adults around 

them 
- Binge drinkers and weed users are usually the same population 
- Alcohol is still the number one drug of teens 
- Young people who start drinking before 15 are 4x more likely to develop alcohol 

problems 
 
Brain development 

-brains don’t mature until 25 
-limbic system (emotion and reward) develops first, prefrontal cortex (logical reasoning, 
impulses, long range planning) develops later 
-part of the brain 
 
 



**Strong media campaign is strong enough to break through clutter and that costs a lot of 
money 
 
-We no longer permit malt-based beverages to include stimulants (big victory) because 
alcoholic energy drinks were creating a wave of wide awake drunks 
 
 
CDC for preventing excessive drinking 

- Screening, brief intervention (promising and important but expensive to do 
 
Drinking driving prevention 

- .05 in Utah rather than .08 here 
 
What doesn’t work? 
-education and persuasion programs are small at best 
-school based social norming campaigns  
-designated driver programs (makes a car full of designated drinkers and usually is the person 
who wasn’t going to drink in the first place so not effective) 
-School based peer organized interventions 
-responsible beverage service training 
-over service law enforcement initiatives 
 
SO, WHAT WILL WORK? 

- Raise alcohol taxes 
- Regulate alcohol outlet density 
- Dram shop liability  
- Avoid privatization of alcohol sales 
- Maintain limits on day sand hours of sales 
- Enhance enforcement of laws regarding alcohol sales to minors 
-  

WHO’s global strategy 
-reduce marketing, physical availability of alcohol, and increase the price 
 
 
Environment prevention 
-the 4 p’s 
-product; “alcopops”-most popular among the youngest drinkers and females, alcoholic energy 
drinks, powdered alcohol, alcoholic soda pop, hard seltzer 
-promotion-modern alcoholic beverages are of their essence marketed beverages 75% of ads 
target men. 
-price- price raise = people drinking less 
-place-place matters, 
 



-there are brands 8x more likely for kids to drink than adults, they also aren’t drinking what’s 
cheapest or easiest to get, even when stealing from parents they’re taking the good stuff (due 
to marketing),  
 
Social media: Memes, tweets, snapchat, Instagram 

- Making it more accessible and familiar 
- Funny memes 
- A lot of content is undisclosed as ads (should indicate this is a brand promotion they are 

getting paid for) 
- Objectification of women in alcohol ads 
- Captain Morgan Snapchat filters; kids using them 
- YouTube views; underage accounts able to subscribe to alcohol brands YouTube pages 
- Movies: tobacco mentions in movies has declined, but increased for alcohol mentions in 

g and pg rated movies 
- Music-frequently referenced 
- WHY DOES THIS MATTER …. because THE MORE KIDS ARE EXPOSED THE MORE LIKELY 

THE ARE TO START DRINKING or if they are already drinking it encourages them to 
drink more 

- Counter ads not often used with alcohol like they are with tobacco 
 
 
Illinois state scoreboard 

- Out of 8 best practices we had 2; we wrote into state code that alcohol ads can’t be 
false and misleading AND our state claims jurisdiction over electronic media, so we 
could theoretically say we need to have a smaller number of kids in audience when ads 
are played on tv, radio, etc. 

- Billboards?  
 
WHAT CAN BE DONE? 
-PRODUCT: Alcohol impact areas 
-Price 
-Place 
-Promotion-local ad bans, billboard and public transit, the most effective strategy would be to 
make ads and campaigns to target adults to change their behavior regarding drinking around 
minors (research supports this) 
 
 
If the evidence is so clear why aren’t we doing these things? 

- Highly concentrated, 10 companies sell most of the beer and spirits 
- They have more money to spend on marketing since they are a monopoly  
- Very effective  
- In the US were more concentrated; 2 beer companies, 3 wine, and 5 spirit companies 

have MORE THAN HALF of the market in their sector 



- At the federal level policy makers are hearing a great deal and regularly from the people 
that stand to profit the most 

- Alcohol industry says that they oppose abusive consumption but they refuse to define 
this.  

- Alcohol consumption rises with income 
- Marketing convinces people that everyone is doing it and the bottom line is the higher 

education group writes the laws and alcohol is their drug of choice; very different from 
tobacco 

 
 
 
CANNABIS 

- Control size and power of industry 
- create and safeguard state run monopolies 
- Ban the marketing 
- Keep local voice at table 
- Fund a research portfolio 
- What it takes? Advocacy 
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