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THE PROBLEM: UNDERAGE 
DRINKING 
In Revere and the Nation 



VIDEO 
 Watch “This Place” by FACE 

 

Presenter
Presentation Notes
Watch till minute 4:17

http://www.youtube.com/watch?v=E8VPZRT2wPA&gclid=CN6azI_4hMICFWYQ7Aod8hEA6Q


UNDERAGE DRINKING HARMS OUR YOUTH 
 

 
o Alcohol is the most commonly 

used drug among America’s 
youth.  

o Nationally1: 
o 68% of 12th graders 
o 52% of 10th graders 
o 28% of 8th graders 

 
 
 

Photo: http://metro.co.uk/2014/03/06/teenager-suffers-three-heart-attacks-after-drinking-ten-jagerbombs-in-two-hours-4449369/ 

Source: National Institute of Drug Abuse, Monitoring the Future Survey 
http://www.drugabuse.gov/drugs-abuse/alcohol  

Presenter
Presentation Notes
Each year, an estimated 5,000 underage youth die from excessive alcohol use. According to NIDA’s Monitoring the Future survey, 68.2% of 12th graders have used alcohol at some point in their life, the majority of whom had consumed alcohol in the last year. Among 10th graders asked the same question, 52% had consumed alcohol sometime in their life AND28% of all 8th graders

http://metro.co.uk/2014/03/06/teenager-suffers-three-heart-attacks-after-drinking-ten-jagerbombs-in-two-hours-4449369/
http://www.drugabuse.gov/drugs-abuse/alcohol


REVERE YOUTH ALCOHOL USE 
HIGH SCHOOL: 2007-20132 

2007 2009 2011 2013 
Revere 50% 45% 40% 37% 
Mass. 46% 44% 40% 36% 
Nation 45% 42% 39% 35% 
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2007 2009 2011 2013 
Revere 73% 71% 62% 60% 
Mass. 73% 71% 68% 63% 
Nation 75% 73% 71% 66% 
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Presenter
Presentation Notes
Current alcohol use – steady decline in last 14 years, gap closes between Revere, MA and USLifetime – Revere *below* MA and US



REVERE YOUTH BINGE DRINKING 
 HIGH SCHOOL: 2007-20132  
 

Presenter
Presentation Notes
Interesting note is that even though it has consistently dropped in parallel with the state, Revere youth consistently binge drink at a higher rate than the state average. Binge drinking defined: 5+ drinks in the past 30 daysAlso for time, this could be eliminated if it is running long because it’s more of an aside



WHEN STUDENTS START USING  
High School: 1999-20132 

Tobacco Alcohol Marijuana 
1999 13.3 12.9 13.7 
2001 12.6 12.7 13.5 
2003 12.6 12.8 13.2 
2005 12.6 12.8 13.3 
2007 12.8 12.7 13.3 
2009 13.0 13.2 13.7 
2011 12.8 13.1 13.4 
2013 13.1 13.1 13.8 
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Source:  1999-2013 Revere High School YRBS 
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Presentation Notes
Age of onset increase in tobacco and marijuanaAlcohol age remains the sameInteresting to note that tobacco and alcohol ages are the same



THE HARMS: SAFETY AND HEALTH 
o Safety concerns: 

o 5,000 underage youth die from excessive 
alcohol use each year3.  

o 26% of Revere youth reported riding with 
a drunk driver2.  
 

o Health concerns: 
o Youth who drink faced 2x the likelihood 

of a sexually transmitted disease 
during the past year3 AND...   

o 5x the risk of problem drinking later in 
life3.  

 

Presenter
Presentation Notes
5,000 underage youth die from excessive alcohol use each year[cite source]. Heavily drinking youth are twice as likely as non-drinker to have had a sexually transmitted disease during the past year. Young people who start drinking before the age of 15 are five times more likely to have alcohol problems later in life than those who begin drinking at age 21 or older. 



THE HARMS: SOCIAL 

o Economic cost is over $62billion/year3: 
o Medical care 
o Lost productivity 
o Pain and suffering 

 
 

 
o Personal development also suffers1,4: 

o Education 
o Social development 
o Brain development 
 

Presenter
Presentation Notes
Note from Heather: Make sure to “beg the question” of what factors would lead teens to ignore all the data and introduce the idea of marketing as the one we want to focus on today.Young people who start drinking before the age of 15 are five times more likely to have alcohol problems later in life than those who begin drinking at age 21 or older. Underage drinking costs the United States nearly $62 billion a year in medical care, lost productivity, and the pain and suffering of young drinkers.Impacts education! Education impact. There is growing evidence to suggest that alcohol use prior to age 21 impairs crucial aspects of youthful brain development. In one recent study, heavy drinking adolescents who had been sober for three weeks still scored 10% lower than non-drinking peers on test requiring verbal and nonverbal recall and skills needed for map reading, geometry, and science. Social development (according to CDC): reduces development of coping skills, reduces participation in healthy social activitiesBrain development: Prefrontal cortex is still developing (decision-making area of the brain), and disruption of development has been associated with increased risk of mental illnesses such as depression, anxiety, substance abuse disorders, etc. It can also affect memory and ability to quickly make decisions. (CDC)



THE PROBLEM:  
MARKETING ALCOHOL TO OUR YOUTH 
How Advertising Targets the Next Generation 

Presenter
Presentation Notes
Logic:1-Establish that they market to kids2-Explain what that looks like3-Give examples of national4-Give examples of Revere



ALCOHOL ADS REACH OUR YOUTH 
 
 In 2005, alcohol advertisers spent $2 billion on 

alcohol advertising.3,5 
 

 Between 2001 and 2005, youth exposure to alcohol 
advertising on television in the U.S. increased by 
41%6. 
Distilled spirits advertising on television rose from 

1,973 ads in 2001 to 46,854 ads in 20056. 
 

Presenter
Presentation Notes
Parents and peers have a large impact on youth decisions to drink. However, research clearly indicates that alcohol advertising and marketing also have a significant effect by influencing youth and adult expectations and attitudes, and helping to create an environment that promotes underage drinking.



ADS INFLUENCE YOUTH BEHAVIOR 
 Studies have shown that:  

 Above average exposure to ads is 
associated with increased 
underage drinking7. 

 Money spent on ads are 
associated with increased 
underage drinking. 

 Ads lead to positive expectancies 
of alcohol’s effects8,9. 

 Why? 
 Ads feed on the state of their 

brain development w.r.t risk, 
gratification, and social status10. 

 
Example: Smirnoff Whipped Cream Vodka - Aired 
on television programs in 2012, including 
SportsCenter. 

 

Presenter
Presentation Notes
For each additional alcohol ad a young person saw he/she drank 1% more. For every additional dollar per person spent on alcohol advertising in a local market, underage drinkers consumed 3% more alcohol. Adolescents, because of how the human brain develops, may be particularly attracted to branded products such as alcohol that are associated with risky behavior and that provide, in their view, immediate gratification, thrills and/or social status.11

http://www.youtube.com/watch?v=kIxYmdxo4UA


ADS INFLUENCE YOUTH BEHAVIOR 
 
 Underage youth are drawn to music, animal 

and people characters, story and humor in 
alcohol advertising.  
 
 
 
 
 
 
 
 

 Example: Bud Light Beer - Aired on television 
programs in 2012, including Superbowl XLVI.: 

     http://www.youtube.com/watch?v=T5GbB4X-wZA 

 

Presenter
Presentation Notes
A study on the responses of young people to alcohol advertising found that underage youth are drawn to music, animal and people characters, story and humor in alcohol advertising. Ads that were liked by youth in the study were more likely to elicit responses from youth saying they wanted to purchase the brand and products advertised. The three most popular alcohol ads among youth in the study used animal characters as the leading actors.10A review of the neuroscience, psychology and marketing literatures concluded that adolescents, because of how the human brain develops, may be particularly attracted to branded products such as alcohol that are associated with risky behavior and that provide, in their view, immediate gratification, thrills and/or social status.11If young people like alcohol ads, they are more likely to have positive expectancies about alcohol use and to intend to drink or to drink.12,13

http://www.youtube.com/watch?v=T5GbB4X-wZA


THIS PLACE… 

Minute 8:45 9:20 samples of alcohol advertising 

Presenter
Presentation Notes
Minute 8:45 9:20 samples of alcohol advertising



Presenter
Presentation Notes
Photos from around Revere. Courtesy of Revere CARES. 



Presenter
Presentation Notes
Photos from around Revere. Courtesy of Revere CARES. 



THE SOLUTION:  
A COMMUNITY APPROACH 
How WE Can Affect Change for Our Youth 



WHY WE SHOULD CARE 
 

 These are our youth, and we can affect change! 
 
 A 28% reduction in alcohol advertising would11: 

 Reduce adolescent monthly alcohol 
participation from 25% to between 24% and 
21%, and  

 Reduce adolescent participation in binge 
drinking from 12% to between 11% and 8%. 

 

Presenter
Presentation Notes
An econometric analysis using data from the National Longitudinal Survey of Youth 1997 estimated that a 28% reduction in alcohol advertising would reduce adolescent monthly alcohol participation from 25% to between 24% and 21%, and would reduce adolescent participation in binge drinking from 12% to between 11% and 8%.7Note: That may not sound like a lot. But when you think nationally, that represents a large chunk of teens. 



HOW? COMMUNITY APPROACH! 
 Process:  

 Enforce existing ordinances  
 Document compliance and changing needs 
 Work towards new ordinances that support change 
 Educate vendors, parents, youth, etc.  

 Areas to assess:  
 Current enforcement 
 Ad placement 
 Ad content 
 Ad frequency 

Presenter
Presentation Notes
Areas to assess:	Enforcement: are our current ordinances being enforced? Who is doing that? Is it effective?	Placement: where are kids accessing? Which channels of media, and when print, is it near their 	schools, places of play, or popular hangouts? 	Content: do ads they access mislead young minds re the outcomes of drinking? 	Frequency: is saturation above average? Is it bombarding or simply present in the background?



TAKE ACTION: EXAMPLES AT WORK 
 Oakland, California has been restricting alcohol 

advertisements since 1998 by3: 
 Prohibiting alcohol ads on billboards in residential 

areas and near schools.  
 It also bans alcohol advertising within three blocks of 

recreation centers, churches, and licensed day care 
facilities.  

 Ohio Parents for Drug Free Youth partnered 
with the community to champion statewide laws 
that3:  
 Prohibit all alcohol billboards within 500 feet of 

schools, parks and churches. 
 

Presenter
Presentation Notes
Oakland, California also has an ordinance restricting alcohol advertisements. Adopted in 1998, the ordinance prohibits alcohol ads on billboards in residential areas and near schools. It also bans alcohol advertising within three blocks of recreation centers, churches, and licensed day care facilities (UMN-Alcohol epidemiology)The State of Ohio adopted in May 2004 an administrative rule prohibiting all alcohol billboards within 500 feet of schools, parks and churches. Ohio Parents for Drug Free Youth championed this reform and was supported by many other groups.



TAKE ACTION: POSSIBILITIES12  
 Work with sponsors of community or ethnic 

holiday events to ensure that such events do not 
promote a culture in which underage drinking is 
acceptable.  

 Urge the alcohol industry to voluntarily reduce 
outdoor alcohol advertising. 

 Work towards city ordinances that restrict ad 
placement and/or blocking misleading messages 
from appearing where youth can access them.  

 Conduct ongoing surveillance of quantity and 
frequency of advertising in public space.  

Presenter
Presentation Notes
We are already planning compliance checks and an environmental assessment that we encourage community members to participate in! [explain]



THIS PLACE VIDEO 
 Minute 9:58 12:45 or 13:18 

Presenter
Presentation Notes
This Place video, minute 9:58 12:45 or 13:18



THANK YOU!  
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