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Summary of the issues: According to the CDC (2005),
alcohol and other drug use constitutes one of the primary
types of behaviors that contributes to morbidity and mor-
tality of individuals 5-24 years old.** Underage drinking in
the United States is marked by abuse. For 15- to 17-year-
olds, 25% report being current drinkers, and 65% of those
current drinkers report having had five or more drinks on
at least one occasion. By the time they are 18 to 20 years
old, 48% report being current drinkers, and 71% of those
drinkers report having had five or more drinks on at least
one occasion.

The alcohol industry placed 51,084 ads on television in
2001 at a cost of $119 million. Almost a quarter of the tel-
evision alcohol advertising in 2001 —51,084 ads—was
delivered more effectively to youth than to adults.%”
Exposure to media portrayals of alcohol use may lead to
increased drinking. Alcohol use is frequently portrayed in
television programming and advertising. Alcohol con-
sumption on television is frequently glamorized and its
negative effects minimized or not mentioned.

Summary of evidence: Leslie, et al. randomly sam-
pled individuals age 15 to 26 within households and house-
holds randomly within media markets. Markets were sys-
tematically selected from the top 75 media markets, repre-
senting 79% of the US population. The baseline refusal
rate was 24%. Sample sizes per wave were 1872, 1173,
787, and 588. Data on alcohol advertising expenditures on
television, radio, billboards, and newspapers were collect-
ed.! They found that youths who saw more alcohol adver-
tisements on average drank more (each additional adver-
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tisement seen increased the number of drinks consumed by
1% [event rate ratio, 1.01; 95% confidence interval, 1.01-
1.02]). Youths in markets with greater alcohol advertising
expenditures also 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]).

JW Grube et al. found that awareness of television beer
advertising was associated with more favorable beliefs
about drinking, to greater knowledge of beer brands and
slogans, and to increased intentions to drink as an adult.
These findings were based on a random sample of 468
fifth- and sixth-grade schoolchildren from a northern
California community. Data were collected in the home
with a combination of self-administered questionnaires and
structured interviews.?

Robinson et al. conducted a prospective cohort study
involving 18-month follow-up of 1533 ninth-grade stu-
dents (mean age = 14.6 years). Study revealed that onset of
drinking was significantly associated with baseline hours
of television viewing (odds ratio [OR] = 1.09; 95% confi-
dence interval [95% CI] = 1.01-1.18), music video viewing
(OR = 1.31; 95% CI = 1.17-1.47), and videotape viewing
(OR = 0.89; 95% CI = 0.79-0.99), controlling for age, sex,
ethnicity, and use of other media.’

In 2000-2001, Austin et al. using data from computer-
assisted, self-administered interviews with youths aged
9-17 years (n = 652}, found that skepticism was negative-
ly associated with positive affect toward alcohol portrayals
and positively with the desire to emulate characters por-
trayed in alcohol advertisements. These, in turn, predicted
expectancies and liking of and/or desire for beer toys and
brands, which predicted alcohol use. Parental guidance
decreased alcohol use directly and indirectly by lessening
the influences of positive affect toward advertising.?
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