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Background  
•  Consumption of alcohol by young people is a major public health 

concern1 

•  Alcohol marketing increases the likelihood that adolescents will start to 
use alcohol, and to drink more if they are already using alcohol2 

•  We need to keep pace with the fast-changing marketing environment –
moving towards greater levels of interactivity and the creation of online 
communities 

 
1. Gordon, R., MacKintosh, A. and Moodie, C. (2010). The impact of alcohol marketing on youth drinking behaviour: A two-stage cohort study. Alcohol & 
Alcoholism, 45(5), 470-480. 

2. Science Group of the European Alcohol and Health Forum (2009) Does marketing communication impact on the volume and patterns of consumption of 
alcoholic beverages, especially by young people? A review of longitudinal studies.  



Marketing on Social Media 

•  Jan 2011 – Bacardi ‘up to 90% of its digital spend’ shifted to 
Facebook 

•  2011 – Diageo ‘step up their multi-million dollar partnership with 
Facebook’       

•  Diageo reported an increase in their fan base from three and a half 
to 12 million in 2010-2011 



Study (Alcohol Research UK funded) 
  

•  Insights into the unique ways in which alcohol packaging, online 
marketing and social media combine 

 
•  How young people engage with this multi-platform marketing 
 
•  Phase I: netnography – identify, observe and analyse online 

communications regarding alcohol products on social media pages of 
certain alcohol brands 

 
•  Phase II: 8 focus groups with 14-17 year olds (6 participants per group, 

n=48) 
 



Reinforcement of the brand identity runs 
through and underpins all of a brand’s uses 

of social media 



Crafting a personality 



Creating desirable brand associations 



Working with users to co-create the brand 



Users engaged with and created alcohol 
brand-related content on SNS for a number 

of purposes… 



To express appreciation of a brand… 

Or negative opinion of new (low alcohol) product… 



To portray something about 
themselves to others 



To use the brand as a space or 
platform for conversation 



•  SNS are a dominant means of maintaining contact with and expanding 
their friendship group 

“It’s like a drug man, you need it” (Male, 16-17, C2DE) 
 
•  SNS are a shared space important to establishing a sense of belonging 
“Everybody has it, so it’s like if you have all you friends on it the it’s just easier that using 
one that nobody really has” (Female, 14-15, ABC1) 
 
•  Brands on SNS are central to building and expressing a sense of self-

identity     
“I’ve liked Top Shop page and all the stuff they post will  come up on my timeline so I can 
see it” (Female, 14-15, C2DE) 

What did young people (14-17 years) say about SNS?  



•  Young people use alcohol brand values to communicate their  identity 
to others 

“Budweiser is the most socially acceptable, everybody drinks that” (Male, 14-15, ABC1) 
“I would just want to walk about with a wee pink can, it’s so cool”  (Female, 14-15, C2DE) 
 
•  Alcohol brands play an important role in peer acceptance 
“You wouldn’t want to be caught drinking that if you were a guy.. Pelters thrown at 
you” (Male, 14-15, C2DE) 
 
•  Some alcohol packaging designed to appeal to younger drinkers 
“Usually like mixers and things that that are less strong, have less volume are brighter and 
catch your attention more” (Female, 14-15, ABC1) 

Young peoples’ ability to interpret alcohol brands 



Representation of alcohol marketing on SNS 

•  Unsolicited advertising messages for alcohol on SNS are everywhere 
“You get used to it, it’s just there all the time, you just stop noticing it” (Male, 16-17, C2DE) 

•  User-generated images of alcohol brands and alcohol consumption are a 
popular mode of self-expression 
“That is how I see most people drinking, on pictures” (Female, 14-15, C2DE) 

 
 

New packaging technologies such as augmented reality 
packaging could have the power to off-set negative brand 

associations 
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