Ban Forms of Alcohol Advertising                                                                       Fact Sheet & Talking Points 

[bookmark: _GoBack]What are NCDs?
“Non-communicable disease (NCD)” or “Chronic Disease” refers to health problems that cause ongoing damage to the body. If these conditions are not prevented or treated, they will worsen and lead to early death. 
The “big four” NCDs that cause problems worldwide are cardiovascular (heart and circulation), diabetes (too much sugar in the blood), cancer and chronic respiratory (lung) disease.  
Leaders in the government and community should work together to create countries with healthier people. Efforts should focus on lessening major risk factors. These include the following:
	Tobacco

	· Causes major lung problems, cancer, heart and circulation problems
· Worsens diabetes

	Harmful Alcohol Use

	· Causes problems with the liver
· Worsens high blood pressure and heart disease
· Can lead to obesity 
· May lead to job loss if there is a drinking problem

	Unhealthy Diet

	· Leads to obesity, which causes heart disease, diabetes and joint problems. 
· Increases the risk of developing cancer

	Physical Inactivity
	· Leads to obesity and joint problems



What you should know
The misuse and abuse of alcoholic beverages is a public health threat. It can lead to injuries, liver cirrhosis, cancers, cardiovascular diseases, and premature deaths. Socially, alcohol misuse and abuse can lead to poverty, family and partner violence, and poor social acceptance. Effective alcohol policy will help to reduce the prevalence of alcohol-related injuries, cardiovascular disease, cancers of the mouth and throat, esophagus, stomach, and liver, premature deaths, and disabilities. It will also improve the quality of life for individuals and communities, and potentially improve the socio-economic status of those otherwise affected by excessive alcohol use.

Why is this important?[footnoteRef:1],[footnoteRef:2] [1:  World Health Organization Alcohol Factsheet, February 2011]  [2:  Department of Health and Human Services, National Institute on Alcohol Abuse and Alcoholism and National Institutes of Health,  The Facts about Youth and Alcohol] 

· Harmful alcohol use kills 2.5 million people in the world each year.1
· Alcohol is the leading risk factor for disease burden in the Western Pacific.1
· Almost 10% of all deaths for young adults ages 19-29 are due to alcohol related causes. This amounts to up to 320,000 deaths in this age group.1
· Alcohol use causes harm to the individual physically, psychologically and socially. It also harms the people around them. Alcohol use is linked to violence, crime, sexual abuse, road traffic accidents, and loss of work, putting others at risk or danger.1
· Alcohol drinking by mothers is harmful to the development of the health of the developing fetus.1
· Significant changes occur in the body during adolescence.  Thus, alcohol use may affect brain development during this time.2  
· Alcohol use is linked to youth deaths by drowning, suicide and homicide.2  

What evidence shows the link between alcohol use and alcohol advertising?
There is a direct link to alcohol advertising causing an increase in appeal of drinking and consumption of alcohol by young people.
· Long-term studies have found that 7th grade middle school students that had a higher exposure to alcohol advertising at events and through in-store displays had a higher frequency of drinking when they reached 9th grade.[footnoteRef:3] [3:  Ellickson, P.L., Collins, R.L., Hambarsoomians, K., & McCaffrey, D.R. (2005). Does Alcohol Advertising Promote Adolescent Drinking? Results From a Longitudinal Assessment.  Addiction, 100: 235-46.] 

· Studies have found that youth ages 15-20 are most affected by these advertisements. If ads are found favorable to youth within this age range, they tend to have positive expectations about alcohol use and intentions to drink. [footnoteRef:4],[footnoteRef:5],[footnoteRef:6] [4:  Austin, E.W. & Knaus, C. (2000). Predicting the Potential for Risky Behavior Among Those Too Young to Drink as a Result of Appealing Advertising. Journal of Health Communications, 5: 13-27.]  [5:  Austin, E.W., Pinkleton, B. E., & Fujioka, Y. (2000). The Role of Interpretation Processes and Parental Discussion in the Media's Effects on Adolescents' Use of Alcohol. Pediatrics, 105: 343-349.]  [6:  Fleming, K., Thorson, E., & Atkin C.K. (2004). Alcohol Advertising Exposure and Perceptions: Links with Alcohol Expectancies and Intentions to Drink or Drinking in Underaged Youth and Young Adults. Journal of Health Communication, 9: 3-29.] 

· Alcohol advertising can reduce the promotion of underage drinking and decrease alcohol use. Research projects a 5%-8% decrease in alcohol consumption through increasing bans. [footnoteRef:7],[footnoteRef:8] [7:  Saffer, H. (1996). Studying the effects of alcohol advertising on consumption. Alcohol Health & Research World, 20(4), 266-272. ]  [8:  Saffer, H., & Dave, D., (2002). Alcohol consumption and alcohol advertising bans. Applied Economics, 34(11), 1325-1334. ] 


Important considerations 
Policy is more effective than self-regulation and restrictions and guidelines help to ensure a strong support system. Regulations on alcohol marketing are essential to control alcohol and decrease alcohol-related harm.
· In populations with a lower prevalence of heavy drinking, more targeted strategies, such as advertising bans are most cost effective.[footnoteRef:9] [9:  Chisholm, D., Rehm, J., Van Ommeren, M., & Monteiro M., (Nov 2004). Reducing the global burden of hazardous alcohol use: A comparative cost-effectiveness analysis. J Stud Alcohol, 65(6):782-93.] 

· An estimate on the effects of alcohol policies in the U.S. population concluded that a complete ban on alcohol advertising would be the most effective in affecting youth drinking, resulting in fewer deaths from harmful drinking and a 16.4% drop in alcohol-related life-years lost.[footnoteRef:10] [10:  Hollingworth, W. Ebel, B.E., McCarty, C.A., Garrison, M.M. Christakis, D.A. & Rivara, F.P. (2006). Prevention of Deaths From Harmful Drinking in the United States: The Potential Effects of Tax Increases and Advertising Bans on Young Drinkers. Journal of Studies on Alcohol, 67: 300-308.] 



An example of a successful policy[footnoteRef:11] [11:  Suggested legislative example was taken from the following: World Health Organization, Western Pacific Region (2011). Addressing the harmful use of alcohol: A guide to developing effective alcohol legislation. Geneva, Switzerland: WHO Press.  http://www.wpro.who.int/publications/docs/Addressingtheharmfuluseofalcoholforupload.pdf] 

Note: There is no “one-size-fits-all” approach.  Depending on your circumstances, your policy approach may vary. The suggestion provided below is a great example of a policy that may be used.  

Restrictions on alcohol advertising include any policies that limit advertising of alcoholic beverages, particularly advertising that exposes young people to alcohol messages.  Restrictions can be implemented voluntarily by a business, event or organization or can be in the form of a local ordinance or state law.  Here is an example of text from a successful policy from the World Health Organization, Western Pacific Region.

	Restrictions on the Promotion of Alcohol
Example policy:
1)  Except as authorized by subsection (2), no person shall advertise or promote or arrange for any other person to advertise or promote alcoholic beverages. 
2)  Despite subsection (1), a person may do any of the following: 
a)  Place advertisements for alcoholic beverages in newspaper media other than publications intended for young people;
b)  Display signs and posters inside licensed premises and inside an alcohol manufacturer’s place of business; 
c)  Undertake trade communications between producers, manufacturers, importers and sellers of alcoholic beverages; 
d)  Display the name, address and logo only of an alcohol manufacturer or distributor on the exterior of delivery vehicles for alcoholic beverages; 
e)  Use labeling and packaging for alcoholic products that complies with regulations under this Act; and 
f)  Display materials related to winemaking in museums or education establishments as well as at presentations and tastings of alcoholic beverages, advertising for alcoholic beverages and other materials authorized by subsection (2)
3) All shall be limited to describing or depicting the type, strength, origin, composition and other production characteristics of the alcohol product and the name and address of the manufacturer and agents, as well as methods of sale and consumption.
4) All advertising for alcoholic beverages except in trade communications must carry a health message specifying that “Alcohol can be dangerous for your health.” 



Who can I contact for more information?
 	Jeanie McKenzie
 	NCD Advisor, Tobacco and Alcohol Secretariat of the Pacific Community
Email:  JeanieM@spc.int 




Other successful policies
1. Restrict alcohol sponsorship at events, such as fairs, public celebrations, music concerts, sporting events, and such.  Here is an example of text from the World Health Organization, Western Pacific Region.11

	Alcohol Sponsorship Prohibited
Example policy:
1) This section applies to any event or activity if its name or any item used or associated with it or in connection with the organization, promotion, marketing or merchandising of the event or activity includes or is associated directly or indirectly with:
a)  any alcohol product; or 
b)  any trade mark of an alcohol product; or 
c)  a company name or any part of a company name which may be included in that alcohol product trade mark. 
2)  No person shall: 
a)  organize or promote any such event or activity which is to take place, in whole or in part, in (name of country); or 
b)  make any financial contribution towards the event or activity which is to take place, or is taking place, or has taken place, in whole or in part, in (name of country); or c)  make any financial contribution to any person in respect of: 
i)  the organization or promotion of the event or activity by that person; or 
ii)  participation by the person. 



2. In a recent report comparing all 50 states in the U.S., the state of Virginia was shown to have the most comprehensive policy on alcohol advertising.[footnoteRef:12]  The Virginia alcohol policy can be found at Alcoholic Beverage Control Act Virginia. [12:  Center on Alcohol Marketing and Youth, State Alcohol Advertising Laws Current Status and Model Policies. http://www.camy.org/action/Legal_Resources/State%20Ad%20Laws/CAMY_State_Alcohol_Ads_Report_2012.pdf] 

·  Law on outdoor advertising
·  Law on illegal advertising

3. The WHO recently compiled a great resource regarding global policies targeting alcohol advertising: Addressing the Harmful Use of Alcohol (see pages 91-95)

4. 	Below are guidelines of best practices to reduce youth exposure to alcohol advertisements.[footnoteRef:13] [13:  Guidelines on “Best Practices” was taken from the following: Center on Alcohol Marketing and Youth, State Alcohol Advertising Laws Current Status and Model Policies. http://www.camy.org/action/Legal_Resources/State%20Ad%20Laws/CAMY_State_Alcohol_Ads_Report_2012.pdf] 

1) Prohibit False or Misleading Alcohol Advertisements 
U.S. Federal Example: “An advertisement of distilled spirits shall not contain: (1) Any statement that is false or untrue in any material particular, or that, irrespective of falsity, directly, or by ambiguity, omission, or inference, or by the addition of irrelevant, scientific or technical matter tends to create a misleading impression.” 

2) Prohibit Alcohol That Targets Minors 
Alabama Example: “No advertisement shall include anything which might appeal to minors by implying that the consumption of alcoholic beverages is fashionable or the accepted course of behavior.” 

3) Prohibit Images of Children in Alcohol Advertisements
Connecticut Example: “No alcohol advertisement shall include] any scene in which is portrayed a child or objects, such as toys, suggestive of the presence of a child or which in any manner portrays the likeness of a child or contains the use of figures or symbols which are customarily associated with children.” 

4) Prohibit Images or Statements that Portray or Encourage Intoxication
Example: Policies may forbid ads that: induce people to consume alcoholic liquor to excess; make references to the intoxicating effects of alcohol; depict activities that tend to encourage excessive and/or uncontrollable consumption; encourage or induce drinking excessive amounts or at an unduly rapid rate; encourage intemperance; or use words such as “high test,” “high proof,” and “extra strong.” Some may limit the provisions application to one type of alcoholic beverages (e.g., distilled spirits).

5) Establish Explicit Jurisdiction Over In-State Electronic Media 
Example: Regulatory authority for electronic media—television and radio—provisions that explicitly provide the alcohol control agency jurisdiction over both television and radio advertising.

6) Restrict Outdoor Alcohol Advertising in Locations Where Children are Likely to Be Present
Example: Outdoor advertising includes all forms of print advertising placed in locations where the general public can view it. Billboards, paintings, banners, posters and the like are all included in this category. Prohibit outdoor advertising in any public venue, e.g. public buildings and stadiums.

7) Prohibit Outdoor Advertising Near Schools, Public Playgrounds and Churches
Key Criteria: 
(1) A distance threshold of 500 feet from any school, church or playground.
(2) Inclusion of all types of alcoholic beverage advertising.
(3) Inclusion of schools, public playgrounds and churches as youth venues.

8) Restrict Alcohol Advertising on Alcohol Retail Outlet Windows and Outside Areas
Key Criteria: 
(1) The regulation significantly limits the amount of advertising on the outside and in the immediate vicinity of the retail establishment.
(2) The regulation significantly limits the amount of advertising placed on both the inside and outside of windows. To be effective, the regulation should establish a specific limitation.
California Example: “No more than 33 percent of the square footage of the windows and clear doors of an off-sale premises shall bear advertising or signs of any sort, and all advertising and signage shall be placed and maintained in a manner that ensures that law enforcement personnel have a clear and unobstructed view of the interior of the premises, including the area in which the cash registers are maintained, from the exterior public sidewalk or entrance to the premises. However, this latter requirement shall not apply to premises where there are no windows, or where existing windows are located at a height that precludes a view of the interior of the premises to a person standing outside the premises.”

9) Restrict Sponsorship of Civic Events 
Key Criteria: 
(1) Prohibit alcohol industry sponsorship of college/school events
(2) Prohibit alcohol industry sponsorship of events in public venues (e.g., parks, street fairs, government buildings)
(3) Significantly limit sponsorship of events in private venues other than alcohol retail outlets.

10) Limit Giveaways and Contests
Key Criteria:
(1)  Prohibit any giveaways as reward for purchasing the producer’s or distributor’s products; and 
(2)  Prohibit the distribution of promotional materials at commercial or civic events at least to those under the legal drinking age. 

 Who can I contact for more information? 
Jeanie McKenzie
NCD Advisor, Tobacco and Alcohol Secretariat of the Pacific Community
Email:  JeanieM@spc.int 
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