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Marketing
Marketing is “the business activity that involves finding out what customers want,
using that information to design products and services, and selling them
effectively.”! It covers a wide range of activities and disciplines including — but not
limited to — advertising in traditional media outlets such as print, television and
radio, promotional activities in online and social media, and sponsorship of
sporting and music events. *
A common term used to define the key aspects of marketing is the ‘marketing mix’,
made up of the “four Ps”: Product, Place, Price and Promotion. Different activities
influence individuals in different ways, such as raising awareness of new and
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Promotion

existing products, reinforcing brand identity, and directly encouraging sales.

The alcohol marketing mix
Product

v

There are several ways that product design can facilitate increased consumption:

Approach

Product size

Increasing size (‘supersizing’) in the off-trade by
increasing can and bottle sizes, the number of
products contained in a multipack, or be
producing limited edition larger products.
Increasing size in the on-trade by selling drinks
in larger servings (e.g. ‘pitchers’, ‘fishbowls’,
bottles of wine). Decreasing size (two 330ml
cans still exceed the 568ml of a larger can).

Impact

Often used in conjunction with price to emphasise
increased value for money and reduce trips to the
bar.

The diminished feeling of indulgence may increase
frequency of consumption or the amount drunk in a
single occasion.?

Product features

How it tastes, how it looks. E.g. making
alcopops taste sweet and pleasant, colouring
the product itself.

Used to appeal to different audiences. Australian
research found the packaging used for ‘alcopops’,
designer drinks or Ready to Drink (RTD) beverages
appealed more to adolescents, and alcopops
appealed more to females.? Adolescents were more
likely to purchase a product with energy ingredients,
and products that looked like a soft drink.*

Glass design
The size and shape of glassware

Used to communicate brand values, curate a positive
drinking experience, and influence consumers to
drink and spend more.> Glass design can influence a
consumer’s ability to accurately assess or recall the
quantity of alcohol consumed, which may facilitate
increased consumption in the on trade and at home.®

Product composition

E.g. increasing the product strength, promoting
‘healthy features’ (e.g. Skinny Lager whose
branding emphasises that it contains less
calories than comparable lagers).

Perception of being less indulgent or having better
health properties can lead consumers to consume
more.




Reviews of research have reported a consistent relationship between outlet density and likelihood of
heavy drinking.” Within the retail setting, a variety of techniques are used to influence purchasing

behaviour:

Expose consumers to promotions

Influences purchasing behaviour,? e.g. research found
that those who participated in point-of-sale promotions
purchased a greater quantity than those who did not.®

Place products in temporary stacks at the end
of the alcohol aisles or create off-shelf
displays

Interrupts customer flow, captures attention, and may
instigate cravings.°

Give the impression that the product is selling
well or about to run out

Perceived scarcity may expedite purchase decisions.

Ensure products adopt a central position in
the store or are visible on key routes for
consumer tracks

E.g., near the tills, in a central aisle, at the
point of sale, at eye level.

Increases consumption and triggers unintended
purchases as more likely to come across/see the
products. End of aisle displays have been found to
increase the purchase of alcohol by up to 46%.?

Place products in the chillers

Implies ready for consumption and may instigate
cravings or reinforce purchasing decisions.

Position alcohol-related ‘cues’ elsewhere in
the retail setting

E.g. Marks and Spencer’s ‘Dine in for Two for
£10’ offer promotes that the deal comes with
‘free wine’.

Triggers unintended purchases.

Price

Consumption is correlated with price: higher affordability generally increases consumption and lower
affordability decreases consumption.’> Heavier drinkers are known to choose cheaper products that
provide the lowest price-per-unit.}* Crucially, given the restrictions on multi-buy discounts in Scotland,
marketing can also be used to imply that a product is good value or there has been a significant price
discount, which may trigger impulse purchases or lead a consumer to purchase greater quantities:

Approach Impact

Lower prices Can increase volume of purchase.®

Price or volume discounts and promotions Emphasises value for money, can increase volume of
purchase.!

Triggers impulse purchases or leads a consumer to
purchase greater quantities.

Attention grabbing price labels, price marking
on products, or applying price discounts to
products not available in multipacks
Positioning smaller products or multipacks
next to larger ones

E.g. 35cl spirit bottles next to 70cl and 1 litre
bottles

Perceived value for money.

Research from the University of Sheffield research indicates that a ban on multi-buy promotions would
increase the efficacy of MUP; modelling has estimated greater reductions in levels of alcohol
consumption, alcohol-related hospital admissions and deaths when MUP is combined with an off-licensed
trade discount ban.!®



Promotion
Reviews of longitudinal research consistently report that exposure to marketing communications is
associated with increased consumption.'® These communications work in a variety of ways:

Approach Impact

Extend the contexts paired with alcohol May facilitate more frequent consumption by
Such as: associations with sports, the night- establishing or reinforcing cues and norms.
time economy, cultural entertainment, eating
meals, social occasions, seasonal holidays,
watching popular television, and even days of
the week (#WineWednesday,

#ThirstyThursday).?°

Competitions with the purchase of larger Incentivises consumers to purchase greater quantities
multipacks

Giveaways with limited edition packs Triggers impulse purchases

E.g. branded glassware or clothing

Setting marketing discourses in contexts May implicitly reinforce heavier consumption.

which are already synonymous with heavier
consumption
Such as pubs and bars, nightclubs, and music

festivals

Questionable efficacy of marketing to The lack of robust messages promoting lower-risk
promote lower-risk consumption drinking, particularly at the point of consumption, may
(‘Responsible drinking’) also be a component in drinking heavier quantities.

E.g. criticisms that pregnancy warning labels
lack visibility, and lower-risk drinking messages
are strategically ambiguous or secondary to
the goal of promoting alcohol consumption.?

Impact of alcohol marketing

Alcohol marketing contributes significantly to an ‘alcogenic’ environment, i.e. one that reflects and
promotes a culture of alcohol use. A number of systematic reviews have concluded that exposure to
alcohol marketing is associated with initiation of alcohol use and increased consumption.??

Certain groups in society are particularly vulnerable to the effects of alcohol marketing:

Exposure to alcohol marketing reduces the age at which young people start to drink, increases the
likelihood that they will drink, and increases the amount of alcohol that they consume if they
already drink.?3 Early age of drinking onset is associated with an increased likelihood of developing
alcohol abuse or dependence in adolescence and adulthood, and also with dependence at a
younger age.?*

Those in recovery from alcohol dependence have cited “the persistent availability and marketing
of alcohol” as the largest place-based risk that they face.?® ‘Environmental triggers’ are common
in relapse, and can include alcohol advertising and marketing, which cue the desire for alcohol.?®

As well as being 7 times more likely to die due to alcohol,?’ those living in our most deprived
communities have easy access to considerably more places to buy alcohol than those in our most
affluent areas.?® Those with the lowest incomes are most affected by high concentrations of places
to buy alcohol in their neighbourhood, with more alcohol outlets associated with higher levels of
problem drinking.?®



References

! Cambridge University Press (2019). Cambridge Dictionary. Retrieved 28/11/19 from
https://dictionary.cambridge.org/dictionary/english/marketing

2 Ferdman, A.R. (2016, February 12). Coca Cola’s clever new trick. The Washington Post. Retrieved from:
https://www.washingtonpost.com/news/wonk/wp/2016/02/11/coca-colas-clever-little-
trick/?utm_term=.532f321b1884; Just, D.R. & Wansink, B. (2014). One man’s tall is another man’s small: How the framing
of portion size influences food choice. Health Economics, 23, 776-791.

3 Gates, P., et al (January 2007)., ‘The influence of product packaging on young people's palatability rating for RTDs and
other alcoholic beverages’, Alcohol and Alcoholism, 42: 2, pp. 138142

4 Metzner C., and Kraus L (October 2007)., ‘The impact of alcopops on adolescent drinking: A literature review’, Alcohol
and Alcoholism ,43: 2, pp. 230-239

5 Forysth, A.J.M. (2006). Assessing the relationships between late night drinks marketing and alcohol-related disorder in
public space. London: Alcohol Education Research Council; Stead, M., Angus, K., MacDonald, L., & Bauld, L. (2014). Looking
into the glass: Glassware as an alcohol marketing tool, and the implications for policy. Alcohol and Alcoholism, 49(3), 317-
320; Troy, D.M., Maynard, O.M., Hickman, M., Attwood, A.S., & Munafo, M.R. (2015). The effect of glass shape on alcohol
consumption in a naturalistic setting: A feasibility study. Pilot Feasibility Studies, 1, 27.

6 Attwood, A.S., Scott-Samuel, N.E., Stothart, G., & Munafo, M.R. (2012). Glass shape influences consumption rate for
alcohol beverages. PLoS One, 7(8), e43007; Wansink, B., & van Ittersum, K. (2005). Shape of glass and amount of alcohol
poured: Comparative study of effect of practice and concentration. BMJ, 331, 1512-1514.

7 Bryden, A., Roberts, B., McKee, M., & Petticrew, M. (2012). A systematic review of the influence on alcohol use of
community level availability and marketing of alcohol. Health Place, 18, 349-357.

8 Jones, S.C. & Lynch, M. (2007). A pilot study investigating the nature of point-of-sale alcohol promotions in bottle shops
in a large Australian regional city. Australian and New Zealand Journal of Public Health, 31(4), 318-321; Jones, S.C. &
Magee, C.A. (2011). Exposure to alcohol adverting and alcohol consumption among Australian adolescents. Alcohol and
Alcoholism, 46(5), 630-637; Jones, S.C., & Smith, K.M. (2011). The effect of point of sale promotion on the alcohol
purchasing behaviour of young people in the metropolitan, regional and rural Australia. Journal of Youth Studies, 14(8),
885-900; Raciti, M., O’Hara, R., Sharma, B., Reinhard, K., & Davies, F. (2013). Examining price promotions, venue and place
of residence as predictors of alcohol consumption. Journal of Social Marketing, 3(1), 8-27.

% Jones, S.C., Barrie, L., Gregory, P., Allsop, S., Chikritzhs, T. (2015). The influence of price-related point-of-sale promotions
on bottle shop purchases of young adults. Drug and Alcohol Review, 34(2), 170-176.

0 Forecourt Trader. (2015, September). Heineken: In Category management (supplement). Forecourt Trader, 59.

11 Alcohol Focus Scotland, Scottish Health Action on Alcohol Problems, Balance North East, and Our Life. (2011). The four
steps to alcohol misuse: How the industry uses price, place, promotion and product design to persuade us that too much
alcohol is not enough. Glasgow: Alcohol Focus Scotland.

12 Nakamuraa, R., Pecheya, R., Suhrckea, M., Jebba, S., Marteau, T., (May 2014), ‘““Sales impact of displaying alcoholic and
non-alcoholic beverages in end-of-aisle locations: An observational study”’, Social Science and Medicine, 108, pp. 68-73
13 Booth, A., Meier, P., Stockwell, T., Sutton, A., Wilkinson, A., & Wong, R. (2008). Independent review of the effects of
alcohol pricing and promotion — Part A: Systematic reviews. Sheffield: University of Sheffield.

14 Foster, J.H. & Ferguson, C.S. (2012). Home drinking in the UK: Trends and cause. Alcohol and Alcoholism, 47(3), 355-
358.

15 Jones, S.C., Barrie, L., Gregory, P., Allsop, S., Chikritzhs, T. (2015). The influence of price-related point-of-sale promotions
on bottle shop purchases of young adults. Drug and Alcohol Review, 34(2), 170-176; Jones, S.C., & Smith, K.M. (2011). The
effect of point of sale promotion on the alcohol purchasing behaviour of young people in the metropolitan, regional and
rural Australia. Journal of Youth Studies, 14(8), 885-900; Kuo, M., Wechsler, H., Greenberg, P., & Lee, H. (2003). The
marketing of alcohol to college students: The role of low prices and special promotions. American Journal of Preventive
Medicine, 25(3), 203-211.

16 Forysth, A.J.M. (2006). Assessing the relationships between late night drinks marketing and alcohol-related disorder in
public space. London: Alcohol Education Research Council

17 Jones, S.C., Barrie, L., Gregory, P., Allsop, S., Chikritzhs, T. (2015). The influence of price-related point-of-sale promotions
on bottle shop purchases of young adults. Drug and Alcohol Review, 34(2), 170-176; Jones, S.C., & Smith, K.M. (2011). The
effect of point of sale promotion on the alcohol purchasing behaviour of young people in the metropolitan, regional and
rural Australia. Journal of Youth Studies, 14(8), 885-900; Kuo, M., Wechsler, H., Greenberg, P., & Lee, H. (2003). The
marketing of alcohol to college students: The role of low prices and special promotions. American Journal of Preventive
Medicine, 25(3), 203-211.

8 Meng, Y. et al. (2012). Model-based appraisal of alcohol minimum pricing and off-licensed trade discount bans in
Scotland using the Sheffield Alcohol Policy Model (v.2): Second update based on newly available data. Sheffield:

ScHARR, University of Sheffield.

https://www.sheffield.ac.uk/polopoly fs/1.150021!/file/scotlandupdatejan2012.pdf

Meng, Y., et al (January 2012)., 'Model-based appraisal of alcohol minimum pricing and off-licensed trade discount bans
in Scotland using the Sheffield Alcohol Policy Model (v.2): Second update based on newly available data', SCHARR,



https://dictionary.cambridge.org/dictionary/english/marketing
https://www.washingtonpost.com/news/wonk/wp/2016/02/11/coca-colas-clever-little-trick/?utm_term=.532f321b1884
https://www.washingtonpost.com/news/wonk/wp/2016/02/11/coca-colas-clever-little-trick/?utm_term=.532f321b1884
https://www.sheffield.ac.uk/polopoly_fs/1.150021!/file/scotlandupdatejan2012.pdf

University of Sheffield, Sheffield Alcohol Research Group
http://www.shef.ac.uk/scharr/sections/ph/research/alpol/publications

1% Anderson, P., de Bruijn, A., Angus, K., Gordon, R., & Hastings, G. (2009). Impact of alcohol advertising and media
exposure on adolescent alcohol use: A systematic review of longitudinal studies. Alcohol and Alcoholism, 44(3), 229-243;
Jernigan, D. H., Noel, J., Landon, J., Thorton, N., & Lobstein, T. (2017). Alcohol marketing and youth alcohol consumption:
A systematic review of longitudinal studies published since 2008. Addiction, 112(S1), 7-20.

20 Atkinson, A. M., Ross-Houle, K. M., Begley, E., & Sumnall, H. (2014). Constructing alcohol identities: The role of social
network sites (SNS) in young peoples’ drinking cultures. (Alcohol insight number 119). London: Alcohol Research UK; Carah,
N., Brodmerkel, S., & Shaul, M. (2015). Breaching the code: Alcohol, Facebook and self-regulation. Deakin West, ACT:
Foundation for Alcohol Research and Education; Carah, N. (2014). Like, comment, share: Alcohol brand activity on
Facebook. Deakin West, ACT: Foundation for Alcohol Research and Education; Critchlow, N. (2017). An investigation into
digital alcohol marketing and user-created alcohol promotion, and the association with young adult’s knowledge,
attitudes, and behaviour [Doctoral thesis]; Forysth, A.J.M. (2006). Assessing the relationships between late night drinks
marketing and alcohol-related disorder in public space. London: Alcohol Education Research Council; Hastings, G., Brooks,
0., Stead, M., Angus, K., Anker, T., & Farrell, T. (2010). “They’ll drink bucket loads of the stuff”: An analysis of internal
alcohol industry advertising documents. London: Alcohol Education Research Council; Purves, R. I., Critchlow, N., Stead,
M., Adams, J., & Brown. (2017). Alcohol marketing during the UEFA EURO 2016 football tournament: A frequency analysis.
International Journal of Environmental Research and Public Health, 14(7), e704.

21 petticrew, M., Douglas, N., Knai, C., Durand, M.A., Eastmure, E., & Mays, N. (2015). Health information on alcoholic
beverage containers: Has the alcohol industry’s pledge in England to improve labelling been met? Addiction, 111(1), 51-
55; Nicholls, N. (2012). Everyday, everywhere: Alcohol marketing and social media -Current trends. Alcohol and
Alcoholism, 47(4), 486-493; Smith, S. W., Atkin, C. K., & Rozonwski, J. (2006). Are “drink responsibly” alcohol campaign
strategically ambiguous? Health Communication, 20(1), 1-11.

22 Anderson, P., De Bruijn, A., Angus, K., Gordon, R., & Hastings, G. (2009). Impact of alcohol advertising and media
exposure on adolescent alcohol use: a systematic review of longitudinal studies. Alcohol and alcoholism, 44(3), 229-243;
Smith, L. A., & Foxcroft, D. R. (2009). The effect of alcohol advertising, marketing and portrayal on drinking behaviour in
young people: systematic review of prospective cohort studies. BMC Public Health, 9(1), 51; Booth, A., Meier, P.,
Stockwell, T., Sutton, A., Wilkinson, A., Wong, R., Brennan, A., O'Reilly, R., Purhouse, R. & Taylor, K. (2008). Independent
review of the effects of alcohol pricing and promotion. Part A: systematic reviews. In Independent review of the effects of
alcohol pricing and promotion. Part A: systematic reviews. University of Sheffield.

2 Anderson et al. (2009). Impact of Alcohol Advertising and Media Exposure on Adolescent Alcohol Use: A Systematic
Review of Longitudinal Studies. Alcohol and Alcoholism, 44(3):229-43; Smith, L. & Foxcroft, D. (2009). The Effect of Alcohol
Advertising, Marketing and Portrayal of Drinking Behaviour in Young People: A Systematic Review of Prospective Cohort
Studies. BMC Public Health, 9:51; Jernigan, D. et al. (2016). Alcohol Marketing and Youth Consumption: A Systematic
Review of Longitudinal Studies Published Since 2008. Addiction, 112: 7-20

2 Donaldson, L. (2009). Guidance on the Consumption of Alcohol by Children and Young People, Department of Health.
% Shortt, N. K., Rhynas, S. J., & Holloway, A. (2017). Place and recovery from alcohol dependence: A journey through
photovoice. Health & Place, 47, 147-155

26 Shortt, N. K., Rhynas, S. J., & Holloway, A. (2017). Place and recovery from alcohol dependence: A journey through
photovoice. Health & Place, 47, 147-155.

?7 Giles, L., & Robinson, M. (2019). Monitoring and Evaluating Scotland’s Alcohol Strategy: Monitoring Report 2019.
Edinburgh: NHS Health Scotland. Available from http://www.healthscotland.scot/media/2587/mesas-monitoring-report-
2019.pdf

28 Shortt, N. K., Tisch, C., Pearce, J., Mitchell, R., Richardson, E. A., Hill, S., & Collin, J. (2015). A cross-sectional analysis of
the relationship between tobacco and alcohol outlet density and neighbourhood deprivation. BMC public health, 15(1):
1014.

2 Shortt, N. K., Rind, E., Pearce, J., Mitchell, R., & Curtis, S. (2018). Alcohol risk environments, vulnerability, and social
inequalities in alcohol consumption. Annals of the American Association of Geographers, 108(5), 1210-1227.



http://www.shef.ac.uk/scharr/sections/ph/research/alpol/publications
http://www.healthscotland.scot/media/2587/mesas-monitoring-report-2019.pdf
http://www.healthscotland.scot/media/2587/mesas-monitoring-report-2019.pdf

