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Introduction

Recent scientific surveys stress the consistent coherence between the perception of alcohol marketing
and an increased risk in the initiation of alcohol consumption by adolescents. Anderson et al. (2009),
e.g. lately published an overview of 13 longitudinal studies on the effect of alcohol advertising and
media on youth drinking behavior. Within the described studies a total of over 38.000 youngsters were
followed for a longer period of time. Twelve out of thirteen studies herewith proved an effect of alcohol
marketing exposure on drinking behavior: the more youngsters were exposed to alcohol advertising,
the earlier their age of onset of drinking alcohol. Also, a higher exposure was related to a higher con-
sumption in the already drinkers. The only study that did not find a direct relationship with drinking
behavior did find an increased intention amongst youngsters to start drinking in the future. Intention
has proven to be the strongest predictor of behavior (Ajzen, 1991).

Taken together, longitudinal studies consistently point into the same direction: the more alcohol adver-
tising youngsters are exposed to, the higher the impact on their drinking behavior is. But also studies
that investigate the effects of exposure to alcohol cues on drinking behavior in the short term find ef-
fects on alcohol consumption (e.g. Engels et al., 2009; Koordeman et al., 2011a; 2011b; 2011c). Ado-
lescents who watch movies, that e.g. contain more alcohol scenes, drink significantly more alcohol
than youngsters who see a movie without/with less alcohol cues. Separate analyses of the drinking
behavior indicate that viewers unconsciously imitate the drinking behavior of the actors who are con-
suming alcohol in the movie (Koordeman et al., 2011).

The fAAl cohol Mar keting Monitoring Projecto (AMMIE) ai
effects of alcohol marketing.

Within the AMMIE project, which started in 2009, NGOs from five EU countries (Bulgaria, Denmark,

Germany, Italy and the Netherlands) have monitored alcohol marketing following a method developed

by the Dutch institute for alcohol policy. The results of this project will give insight in the overall pres-

ence of alcohol marketing in the five countries and describe the content and the amount of alcohol

advertising, with special attention to the opinion and exposure of young people. Furthermore, the pro-

ject will describe the functioning of the alcohol marketing regulation systems; this will lead to recom-

mendations to improve the regulatory system in order to protect young people against the harmful

influence of alcohol advertising.

The observation processes within the project comprised a volume-related monitoring resulting in an

anal ysis of young peopl e 6 smerd anpaesision.avioreover thel conteht ofl adver
alcohol marketing was observed within the participating countries. This content monitoring involved the

identification as well as the reporting and the youth-related judgement of marketing practices that are

in breach with the existing statutory and non-statutory marketing regulations. In addition, the promo-

tional activities of alcohol producers, whole salers, catering industrials and retailers have been ex-

plored to identify trends and innovations within the field of alcohol advertisement.

In Germany the project is funded by the European Commission and the Federal Ministry of Health.

In this report the monitoring results concerning trends and innovations in alcohol marketing in Germa-
ny are presented. Chapter 1 herewith exposes the way of monitoring alcohol advertisement in Germa-
ny. In part 2 marketing activities in the Internet and on TV are displayed while chapter 3 describes
different strategies of alcohol marketing. Part 4 presents outdoor marketing activities and chapter 5
finally offers conclusions and recommendations with regard to the monitoring results.

Given the fact that the advertising and marketing for alcohol is very broad, this overview will not be
complete. However, the subsequent described sources have been used as optimally as possible.



1. Monitoring trends and innovations in alcohol advertising in Germany

1.1 Structural monitoring of alcohol marketing

Parallel to the observation of sport sponsoring activities by the alcohol industry and the identification
alcohol marketing strategies that are breaching the existing advertising regulations, the AMMIE project
prospected for trends and innovations on the field of alcohol advertising primarily attracting children

and youngsters.

In order to identify possible trends on the field of alcohol marketing in Germany, advertising activities

in German media as well as on billboards and in restaurant and supermarket chains have been ob-
served from January 2010 until March 2011.

The observation of alcohol advertising in traditional media such as television, outdoor billboards,
newspapers and magazines was primarily effected wi t h t he hel p of the @0 call et
base being provided by #ithinghe 45monthgoryimonitdireg periadrtieh o .
German monitoring coordinator got access to the database four times, each time for one month (in
February, May, August and November 2010). During these sections all contemporaneous marketing
expressions were downloaded from the Library and consequently scanned with respect to possible
trends on the field of alcohol marketing.

As the monitoring of marketing strategies in traditional media moreover designated the subscription of
printed catering and | ifestyle magazirnensz, Ruhhas geeibtiy tm
well as the online lifestyle newsletter www.lifestylemagazine.de has been subscribed on a trial basis.

This way, possible openings of bars and discos, event notes and special offers such as discounts on
drinks or ¢Happy Hoursé s h lmavel bden identified. Finally flysheets from supermarkets have been
occasionally inspired in terms of special offers for alcoholic drinks or the market launch of new prod-
ucts.

Online marketing practices, however, were monitored by visiting websites of national and international

leading alcohol brands as well as by subscribing to online newsletters of popular alcohol producers.

Therefore a list, including homepages of the ten most appealing alcoholic beverages selected within

the ELSA project (STAP 2007) as well as several websites of popular beer producers, spirit brands

and wine producers, has been drawn. The newsletters of these websites (when available) have been

subscribed at the beginning of the monitoring period in January 2010 and the websites themselves

have been checked once a month in terms of new trends on the field of alcohol marketing. Moreover

soci al net working websites such as (Wwwhsudivieat)rmadn ASt ud
international page fFacebookd (www.facebook.de) were occasionally observed with regard to

marketing strategies of the alcohol industry.

Apart from these ways of observation, outdoor marketing strategies such as price promotions in su-

permarkets or promotion activities during festive events have been occasionally monitored by pur-

posefully visiting shopping malls and the city center of the workplace. Actually, during the World
Championship a systematic 6Outdoor Monitoringd was ¢
are related to this sportive event and thus to football in general.

Finally colleagues and friends were asked to keep an eye on marketing strategies and to inform the

monitoring coordinator in case of identifying innovations on the field of alcohol advertising.

1.2 Marketing Mix

It is important, while reading the report, to keep in mind the basic, tactical components of a marketing
plan, called the fimarketing mixo. The marketing mix i
marketing mix elements important in the marketing of any product (see Figure 1):

Price: There are numerous ways to price a product.

Place: Also known as channel, distribution, or intermediary. It is the mechanism through which
goods and/or services are moved from the manufacturer/ service provider to the user or consumer.

Product: consists of three levels: Core (the non-physical benefit of the product that makes it valuable
to you), Actual (the tangible, physical product) and Augmented product (the non-physical part of the
product which usually consists of lots of added value).



http://www.lifestylemagazine.de/
http://www.studivz.net/
http://www.facebook.de/

Promation: This includes all of the tools available to the marketer for 'marketing communication'.

Figure 1: The marketing mix*

the

marketing
mix

promotion

1.3 Alcohol Policy

The insights created by this report can be used to develop effective policy on alcohol advertising. The
report shows that alcohol marketing and advertising is very versatile with respect to content, form and
type of medium. When developing alcohol policy aiming at a restriction regarding harmful effects of
alcohol advertising, this broad range of practices should be taken into account.

! Source:

http://www.google.de/imgres?imgurl=http://www.ethno2b.com/four_principles _of the mark.gif& mgrefurl=http://www.ethno2b.co
m/MarketingmixGB.html&usg=_Eo06PvP7btbaUOAA07Ejkr DFh7Q=&h=500&wW=500&sz=10&hl=de&start=0&sig2=57eORw80
fE72n4FgkkoeCA&zoom=1&tbnid=yOekWobBMG YsM:&tbnh=167&tbnw=167&ei=KG8pTsPzK4rusgbp3fWiDA&prev=/search%
3Fg%3Dmarketing%2Bmix%26um%3D1%26h|%3Dde%26sa%3DN%26biw%3D1680%26bih%3D869%26tbm%3Disch&um=1&
itbs=1&iact=rc&dur=141&page=1&ndsp=28&ved=1t:429,r:6,s:0&tx=113&ty=45 [22.07.2011]
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2. Alcohol Advertisement in different media

Over the intervening months of monitoring alcohol advertising, it became clear that the alcohol industry
in Germany primarily uses online marketing practices to advertise products and set trends. Particularly

within specialoccasions | i ke St. Valentinebdts Day, Geu-man

nich Beer Fe sftd svtatie AdwdnOdedsanbtleerinternet is applied to present new prod-
ucts, forms of packaging and accessories as well as new flavours and thus to highlight brands and
products. In this context, the web presence of the respective producer itself, social networks like face-
book or online stores such as www.weltbild.de or www.amazon.de are particularly employed by the

Car

industry. Furthermore the advertising tool of 6 csrso medi a mar k et usedjitdadditisnalfyr e quen't

highlight advertising activities in the Internet. Hereunto, e.g., brief commercials pointing to sweep-

stakes or sales promot i o nasepwmducet dnébroadcastedioon ®+ 6 s webpage

Another frequently used medium to allude to products and brands in Germany is the television, broad-
casting a multiplicity of alcohol commercials and an even greater number of sponsoring advices. Final-
ly also the placement of products in supermarkets and the distribution of flysheets are often used by
marketing experts to set the stage for new trends and products.

In contrast, billboard advertising, price promotion as well as advertisements in magazines and news-
papers are used much less frequently to point to alcoholic products and set trends in Germany.

In the following various features relating to alcohol advertising in different German media are de-
scribed.

2.1 Alcohol advertisement in the Internet

2.1.1 Occasion-based online marketing

In Germany almost every alcohol producer, no matter if processing an international, a national or just a
locally limited degree of popularity, has its own web presence on which specific products and brands
are promoted in various ways. While some websites are limited to pure product information, a majority
of alcohol producers use image marketing tools such as the employment of celebrities, and animations
or the import of melodies and colours to highlight products and link them to a special kind of lifestyle.
The monitoring process primarily revealed that the majority of alcohol producers frequently make use
of high days and holidays or even special occasions to highlight already known products or to promote
new products within their websites.

Example of an online marketing practice in line with the launch of a TV show

I'n January 2011 a new season -Campitichln eih Btarshbltanich Hieb a s
rad ¢engl. @he Jungle Camp - I'm celebrity, get me out of here6) was br o ahe charmdl e d
RTL Germany. Within this program eleven celebrities were sent to the jungle of Australia, in order to

live there for a certain period without any ehect
line with the broadcast of this showthe Kr ugmann Mar kenspirituosen dambH

uct AAf femdlot z & Mo 1f kee figure 2) kaeptemixed beverage of cream and woodruff
ligueur being pr esented on the wwwingnannésn anderakdtetd ¢hrough the
ARTL i nt er acThe nanee of@hmisbaldaholic beverage is reminiscent of an animal living in
the jungle and the logo of the show is again printed on the label of the packaging.

2 Source: http://www.dschungel-camp.com/ [09.02.2011]
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http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=over&trestr=0x8004
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=the&trestr=0x8004
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=intervening&trestr=0x8004
http://www.weltbild.de/
http://www.amazon.de/
http://www.krugmann.com/
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=reminiscent&trestr=0x8002
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=of&trestr=0x8002
http://www.dschungel-camp.com/

Figure 2°

Example of online marketing activities during the German Carnival

The festivities of German Carnival such as outdoor processions and parties, primarily being taken out

in February and March, are generally seen through high alcohol consumption.

For this reason thetiiksegm&mb HBa sk e o spil progucthwitlgrh | i
the Carnival season and sometimes even designs alcohol-r el at ed accessories s
G¢ r t engl. Popsyeelt, see figure 3) that can be tied around the hips and moreover bear numerous
bottles of small alcoholic shots like thThiswaygam | i gLt
replaces a handbag or a bulky backpack and furthermore functions as an eye catcher.

Figure 3*

Example of I nternet mar ket i nMghiniaoross medi@camwgaignh St . Val ent

On the occasion of St . Val ent i Greldld0 Drag g ulhaer Iwi naec ccoen pl
cross media campaign in the form of a nationwide sweepstaket o mar ket iWitsindshopm™o duct s .
commercials and printed ads (see figure 4) possible consumers are askedt o devi se as-so call

% Source: http://www.krugmann.com/pages/startseite.html [09.02.2011]

* Source: http://www.krugmann.com/pages/startseite.html [09.02.2011]
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sage of | o paetifers final to sénd i fo the website www.sags-mit-freixenet.de, a dartner

webpagedo f the companyds wwnfteigenat.det T hper elseesntc e61 ove greet i ng
either be broadcasted on TV or published on a billboard in the prevailing hometown. Moreover they

are presented T together with all received messagesi on t he sweepstakeds website.
Such a cross media campaign always attracts great attention within the German population: Just in the

year 2011 more than 2.500 people participated in the competition (see figure 5).

Figure 4°

Freixenet lasst Herze
hoher schlagen

,Una expresién del amor® — Freixenet bringt
grofe Gefirhle zum Ausdruck

Wenn Sch

Feiern Sie
lhre

z'eéz’

.
W) am Valentinstag
\’.
- Wit darkes urseres Telsetriem| Zusarvien haten Sie medy 9 2,500
O Liebeshotochedtes verschickt, die ale in der Galenie bestaast werdes kimaen

SALDNT AVSENEN

SE— |
; R = Y
Qe s 1)

ENENET A ACEBCOR g SAG'S MIT FREIXENET | TRADITION | FREIXENET CAVA | i

st s mies () VETIIND MTE A WIS

Examples of online marketing practices in line with the Football World Cup 2010

In advance as well as in the course of the Football World Cup 2010 several German breweries took
out huge advertising and lottery campaigns to promote their beer brands.

5 Source: Ad Library, Nielsen Media Research 2010

® Source: http://www.sags-mit-freixenet.de/#home [16.03.2011]
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Before the start of the Football Championship 2010the A Hasser °der ,Rg.paacmm-e i GmbH
plished the so cal |l edAs paH af his eompetitienrsev€ral pdultntern viete .cho-

sen from a great number of candidates, inordertor e pr esent Ger ma mBger Ghampibnse 6 Gl ob
6 v s .al @nual side tournament for amateur football players in Pretoria initiated by ABInBev (see

figure 6). Apart from the part.i ctheseleciebamateut playets wen afiie-dagr cup o,
stay for the Football World Cup in South Africa, as well as tickets for two eighth finals within this tour-

nament.

Figure 6

Countdown

| Home | Hasserdder Minner-Camp | Hasserider Cup | Fanshirt Aktion | TV-Spots | Unsere Produkte | Predict & Win

FIFA WM 2010
Hasserdder hat im WM Jahr 2010 ein neues T
Event fir echte Minner und echte Fuball Fans
ins Leben gerufen: Den Hasserdder Cup 2010!

—
So funktioniert der Cup > , 2 '\
A

Hintergrund Global Beer Champions 6vs.6 > o

Das Global Beer Champions 6vs.6 ist ein globates || «© — »

und jahrliches von ABInBev initilertes 6 gegen 6 GLOBAL

Kieinfeldturnier for Amateur-Fusballer. BEER
CHAMPIONS

Das Besondere daran ist, dass es in FIFA WM Jahren in

einem der dafur ausgewahiten Stadien ausgetragen wird

Aufierhaib der WM Jahre in Stadien der groen Fuliball

Teilnehmende Linder in 2010 >

Fotos des Teams

T Hier fuolet the alle Fotos
Der Gewinn i g Vol Cw"
Fotos vom Cup { 7’
Fotos des Teams ) Unser Team fiir Stidaffika
steht fest! TJetat ausehen!

Der Cup

During the Football World Cup the German brewery AKr
& Co.t K&K out a great sweepstake st i pbeihgepladedhogpthe hat so
bottles of t hbeersiihas to bebcalledied onda competition card and submitted to the

company. Then being in a so called user pool, every participant has the chance to win a car or a cer-

tain amount of money after a successful goal of the German national team (see figure 7).

Figure 7°

Gewinnen Sie 1 Million Euro!
Jetzt Sammeltrikot auf jeder Flasche.

" Source: http://www.hasseroeder.de/#/cup [09.06.2010]

8 Source: http://www.krombacher.de/vielspass/tor-millionaer/index.php [09.06.2010]
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Sweepstakes and lotteries generally catch the attention of consumers and oftentimes bind them to a
certain brand.

Example of an online sales deal

On occasion of the Advent season in November 2010 the online shop www.weltbild.de offered a so
calediBeer Adv e wincludirgl2edifdeaerr ent sorts of beer angéd-
sent for German men. 0

Such a present misguides the recipient to risky alcohol consumption as he (or perhaps even she) is
subtlety asked to drink beer on 24 days in a row without the two alcohol-free days which are recom-
mended by numerous renowned organisations such as the WHO or the DHS (Seitz et al. 2008) sug-
gest.

Figure 8°

2.1.2 Social Network Marketing

Facebook

Just as most of the alcohol producers dispose of an internet presence, a multiplicity of them also have
fan pages on Facebook, one of the most frequented Social Networking Services (SNS) in Germanym.
Generally such a fan page is hereby linked on the website of the advertising company, as in the case
of the distil-Grppe-AiBE REMEgEINCe is even twice alluding to the social
network (see figure 9).

Figure 9"

Source: http://www.weltbild-news.de/geschenke-trends-lifestyle/bier-adventskalender-das-optimale-geschenk-fuer-
maenner.html [28.10.2010]

1% Source: http://de-de.facebook.com/

! Source: http://www.berentzen.de/ [10.05.2011]
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The users of the prevailing pages having declared themselves as fans of a producing company or an

alcoholic beverage are obviously very young people who are i according to the existing Youth Protec-

tion Act i certainly not allowed to consume the promoted products in the public. This is, e.g., under-

lined by the photos beingupl oaded on the fan page 0 Bnduisplayingge Mi ni
persons who are visually younger than the legal drinking age (see figure 10, first picture). Moreover

the wide range of offerings within such pages like event notes, sweepstakes, the presentation of new

flavours (see e.g. figure 11) or the possible exchange of common interests between fans as well as

the infformaladdr essing of the sitesé visitors clearly indi
pages are children and youngsters.

These observations lead to the assumption that alcohol producers can thoroughly promote their prod-
ucts on a social network and even directly target children and youngsters.

Figure 10"
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[ rretes

& gefalt das.

ROTWEIN COLA,

Welcher Mix?
Samstag um 06:43

7" N Kalte Muschi - Rotwein Cola Zeugs
Uuuuaaaahhhh wi sind immer noch voll auf ROCK ‘N ROLL MODUS mit unserer
%147 KALTE MUSCHI MUSICBOX. Ich glaub den beiden Kleinen muss ich bald nen
Motorrad und ne Lederjacke kaufen.

Brian Setzer - The Dirty Boogie - Live!
e.com

B2 Pinnwand

E] nfo

Fotos (51 &Y 17 Personen gefallt das.

(] Veranstaitungen 2 Kalte Muschi - Rotwein Cola Zeugs WAHNSINN: Checkt das
B Video AP 455 50LO bei 3:26 und creht die Ariage auf.

Freitag um 12:51

=
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Source:
http://www.facebook.com/search.php?q=fruchtige%20minis&init=quick&tas=0.3137543236454594&ref=ts#! /berentzen.minis
[01.04.2011]
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jSource:
http://www.facebook.com/search.php?g=fruchtige%20minis&init=quick&tas=0.31375432364 54594 &ref=ts#!/Kaltemuschi
[01.04.2011]

12


http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=thoroughly&trestr=0x8004
http://www.facebook.com/search.php?q=fruchtige%20minis&init=quick&tas=0.3137543236454594&ref=ts#!/berentzen.minis
http://www.facebook.com/search.php?q=fruchtige%20minis&init=quick&tas=0.3137543236454594&ref=ts#!/Kaltemuschi

While the websites of alcohol producers oftentimes superpose an age query, the alcohol fan pages on

Facebook can obviously be visited by everyone,

facebook user has the possibility to create an alcohol-related fan group, featuring a discussing board,
al list of members, a wall for members to post comments, photos, videos, web links etc. So even mi-
nors are obviously able to design a fan group which praises an alcohol brand.

Studivz

Not only Facebook but alsothe Ger man net w o'f ,KargétiBgt swdkntsyandotrainees, promote
alcoholic products. For instance, in September 2010, on the occasion of the 160-year anniversary of
the whiskey beverage Jack Daniels, the logo of the product was largely displayed on the individual
starting page of the network service (see figure 12).

Figure 12'°

B‘“\:):ngf WIR FEIERN DEN GANZEN SEPTEMBER

JACK'S 160. GEBURTSTAG!

STUDIVERZEICHNIS Suche Einladen Hife Klartext Handy Einst
‘?}StudiVZ

Blickfanger

Kostenlose Musik fir Dicht
Hol Dir den Coke Happiness Player auf Dein Profi

Neues aus Deinem Netzwerk

B Nachvicheer -))zjr,,..‘...(r, 55 antragen

BIRTHDAY

Geburtstage

Ich erkenne Gber 1,000
Stadte an ihren

fersende einen Gute-Laune-Fim und gewinne eine London-Reise.
ge... Jetzt hve chatten und verlisben auf KissNoFrog.com
GENIESSE VERANTWORTUNGSBEWUSST.

Another example of alcohol adver t i sement on t he Gekismisplayesd withidh fgare 6 s

13. Just as in Facebook, the users of studivz are able to design fan groups that are related to alcoholic

rr e s

net w

products. The bel ow s howini tghso ulpy A@akld ,c te.dg .t,o Praamot es

beverage Cab. In the case a studivz-user enters this group the logo of Cap appears on his individual
profile and thus draws attention to the brand.

Figure 13

 Source: www.studivz.net [13.09.2010]

15 Source: http://www.studivz.net/Home [13.09.2010]
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