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Summary

The influence of alcohol marketing on the drinking behaviour of young people is proven by a systematic
review of 13 studies, which concluded that exposure to alcohol marketing has a positive influence on the
likehood that young people start drinking and that increases the frequency and amount of alcohol use among
those who already drink (Anderson et al., 2009).

Since monitoring is crucial in terms of both adherence to existing alcohol marketing regulations and their
possible improvement, one of the AMMIE project’s activity was to describe what kind of trends and
innovations have been implemented in the five partner countries.

In the present report trends and innovations in alcohol advertising and marketing in 2010 in Italy are
described. Systematic monitoring of alcohol advertising can provide a clear picture of the possibilities that
Italian alcohol advertisers have to advertise for their product in order to attract and influence the drinking
behavior of new and existing consumers.
The monitoring activity has been performed according to the long experience of the Dutch Institute for
Alcohol Policy in the Netherlands (AMMIE project leader), which has performed this task the past several
years, commissioned by the Dutch ministry of Health, Welfare and Sports.

TV, internet, printed media and outdoor have been the object of the monitoring activities. All alcoholic
beverages (beer, wine, spirits and liqueurs) employ marketing strategies that relates alcohol consumption
with many different themes, most of them associating drinking with sexual, social and sportive success.
Examples included in this report are young people’s social and leisure activities, drink driving which is often
associated with the idea of “safe” low alcohol content, sport and cultural events promoted and often
sponsored by alcohol producers. In this phase of serious economic crisis, significant examples of “indirect”
alcohol marketing is represented by the alcohol industry’s provision of funding to restore historical buildings,
or by cause-related marketing to support humanitarian initiatives. Alcohol and women, which means both
associating alcohol with sexuality and designing special products targeting women, is another very common
theme. Finally, the exercise of outdoor monitoring gives an idea of the amount of alcohol marketing (young)
people are exposed, using non traditional advertising means.
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1. Introduction
The influence of alcohol advertising on the drinking behaviour of youngsters is clear. In a review study by
Anderson et al. (2009) published in the scientific journal Alcohol & Alcoholism, 13 longitudinal studies on the
effect of alcohol advertising and media on youth drinking behavior were analyzed.
A total of over 38.000 youngsters were followed for a longer period of time in these 13 studies. Twelve out of
thirteen studies 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 consumption 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 advertising
youngsters are exposed to, the bigger the impact on their drinking behavior. But also studies that investigate
the effects of exposure to alcohol cues on drinking behavior in the short term find effects on alcohol
consumption (e.g. Engels et al., 2009; Koordeman et al., 2011a; 2011b; 2011c). Adolescents 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 sipping behavior indicates that the viewers
unconsciously imitate the drinking behavior of the actors who are consuming alcohol in the movie
(Koordeman et al., 2011).

The finding that exposure to alcohol cues or ads affects drinking behavior of young people on the short as
well as on the long term, is in a way reflected in the Italian statutory regulation by a partial TV and radio ban
on alcohol advertising, although it refers only to spirits (art. 13 Law on alcohol and alcohol related problems,
2001).

1.1 Trend report 2010
In the present report, trends and innovations in alcohol advertising and marketing from 2010 will be
described. Systematic monitoring of alcohol advertising can provide a clear picture of the possibilities that
alcohol advertisers in Italy have to advertise for their product in order to attract and influence the drinking
behavior of new and existing consumers.

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 “marketing mix”.
The marketing mix is also known as the four P’s, referring to the four
marketing mix elements important in the marketing of any product
(see Figure 1):
Price: there are numerous ways to price a product.
Place: Place is also known as channel, distribution, or
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Figure 1. The marketing mix.

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

1.3 Attractive advertising is allowed
As will become clear throughout the report, much of the advertising is very attractive, also to young people. It
is remarkable, however, that many of the often very attractive alcohol advertising practices are not in
violation with the voluntary rules included in the Advertising Self-Regulation Code and also with the statutory
regulations which are presently in place. When looking at the marketing strategies which have been
identified through this monitoring activity, it is clear that they still offer a lot of room to create attractive
advertising, which might not be ‘specifically targeting’ minors, but can still be very appealing to them (which
is as harmful).

1.4 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, type of medium
used, and volume or amount. When developing alcohol policy that aims to restrict the harmful effects of
alcohol advertising, one should take this broad range of practices into account. Given the variety of alcohol
advertising, not only via traditional media (e.g. radio, TV and print), but also via new and less ‘measurable’
media (e.g. internet, social media and promotional items), the partial time ban on radio and television is a
first, but also relatively modest measure to better protect minors. After all, alcohol advertising through a lot of
other media is not yet restricted and shifts in advertising patterns might occur.

1.5 Structural monitoring of alcohol marketing
The monitoring activity has been performed according to the long experience of the Dutch Institute for
Alcohol Policy in the Netherlands (AMMIE project leader), which has performed this task the past several
years, commissioned by the Dutch ministry of Health, Welfare and Sports. All AMMIE reports can be found
on www.eucam.info/eucam/home/ammie.html.

The trends in alcohol advertising and marketing from 2010 have been analyzed based on information from
several sources that have been monitored continuously and as structurally as possible during the entire year
2010. The most important sources of information were:
•

Program Creative Dynamix from Nielsen Media – used for the collection of advertising practices in
traditional media (radio,TV, print, outdoor) and for a content analysis on all TV commercials for
alcohol broadcast in 2010

•

Websites / Digital newsletters / Social media platforms and Annual Reports from alcohol producers

•

Articles in newspapers or information from other media sources about alcohol
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•

Trade and “business” journals and magazines of the distribution and hospitality sector, including
some free press:
Nightlife
Horeca
Cucina e Vini
Mixer
Gambero Rosso
2Night newsletter
Gotha
Martini&Pocket magazine

Text and statements from trade journals are sometimes literally ‘quoted’ in order to provide a clear overview
of how the alcohol producers and advertisers try to market their product.

1.6 Overview of the report
The report provides an overview of alcohol marketing on different media like TV, internet, printed media and
billboards (chapter 2), paying also attention to marketing strategies by different alcoholic drinks (Chapter 3).
The second part of this report is devoted to a description of marketing strategies by themes, associating
alcohol with young people/minors, lightness of alcoholic beverages, drink driving, cultural events, solidarity
and cause-related marketing, sexuality and finally women-specific products (Chapter 4). Some conclusions
and recommendations are presented at the end of the report. Finally, the results of the outdoor monitoring
activity, performed in Padova during the World Championship, is attached in Appendix A.

Given the fact that the advertising and marketing for alcohol is very broad, this overview will not be complete.
However, the aforementioned sources have been used as optimally as possible.
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2 . Alcohol marketing in different media
The media that have been monitored within the AMMIE project are TV, internet, printed media and billboards.

Some of the national regulations on alcohol marketing refer to the different media to which the regulations
themselves apply: generally the main focus is still on TV, and most of them, especially those issued many
years ago, do not mention alcohol marketing on the web and the new media.

The lack of internet and the new media in alcohol marketing regulations make them quite outdated. Indeed,
internet has become in the last years the most used and accessible information medium for the general
population, and in particular for young people, playing the role that was traditionally attributed to TV. The
numerous web opportunities have also watered down the use of printed media like daily newspaper and
magazines in marketing.

The marketing strategies adopted to promote alcoholic beverages have some peculiarities, based on the
different media that is used. As far as TV is concerned, advertising is usually a short 30-second spot in which
the message has to be really attractive and effective. TV advertising has specific characteristics which
capture the audience attention. In such a short time what really matters is not so much the product itself but
the images, the music, famous testimonials and the slogans that identify the product itself. All these elements
favour the involvement of the audience’s emotional sphere and make people perceive them almost as TV
shows, as well as activating the mechanisms of consuming that particular product.

The young TV audience, adolescents and minors are surely more vulnerable to exposure to the influence of
these marketing strategies. They still have to develop the ability to critically perceive and analyse the
message delivered. For young people the key references become famous testimonials, jingles, images that
refer to glamour, humour, actual trends and other attractive themes. TV advertising ads are often the theme
for conversation among young people, and even the youngest can easily recognise and remember them.

TV advertising of alcoholic beverages is no exception. All the strategies described above are employed as
elements which contribute to the attractiveness of the whole situation, beyond the product itself.
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A specific trend has been noticed regarding the promotion of spirits and aperitifs. In these cases the main
focus is on the ad’s main characters, who are extremely elegant and sophisticated. When glamour is linked
to famous testimonials, the ads become something more similar to movie art: examples are the Martini short
movie starring Monica Bellucci and the fashion stylists Dolce&Gabbana and Campari spot, in which actress
Jessica Alba enters the Campari Club.

Monica Bellucci and Dolce&Gabbana for Martini Gold. Source: www.martinigold.com
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Jessica Alba for Campari. Source: www.campari.com

Humour and irony are also characteristics of TV alcohol advertising, focusing either on the main characters
or on the use of testimonials. The Amaro Cynar spot uses the irony of a famous musical group to produce a
remake of the old Cynar slogan launched in the 80s; in the case of Moretti Beer the man with the owl
costume means bad luck for your football team.

Amaro Cynar TV ad. Source: www.youtube.com
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Moretti Beer and the owl. Source: www.birramoretti.it/video.asp?pag=2&vid=11

Among TV alcohol advertising it is possible to find wine promotion examples in which the emphasis is on the
provenience and the production. It's interesting to note that the marketing strategy to underline these aspects
belongs to products that are generally defined as low-quality wines, sold in supermarkets at very low prices
and not even in bottles but in boxes,. Examples are Tavernello and Ronco-San Crispino wines.

Tavernello wine TV spot, with Prof. Tini at Bologna University and Enology Students.
Source: www.tavernello.it/spot2010botti.asp
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San Crispino wine TV spot.www.youtube.com/watch?v=GS9bftGGYB8

Beer brands in particular use cartoons in their TV spots: Ceres Beer cartoon characters are able to colour an
entire grey city, and the animated Forst Beer glasses walk in a beautiful mountain landscape, with music The
Carnival of the Animals: aquarium included in the soundtrack of The Beauty and the Beast movie.

Ceres Beer TV spot. Source: www.ceres.com
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Forst Beer animated glasses. Source: www.forst.it

As far as alcohol promotion on the internet is concerned, the strategies are quite different. Alcohol producers
have very articulated websites with many different opportunities. Together with the information parts
(company description, products, advices on coupling with food), all websites include information on
sponsorship of events and all sorts of different competitions and contests in which people can participate and
win prizes. These strategies make the audience become an “active” target of the producers and favour the
involvement in an interactive way.
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Peroni Beer images and contents. Source: www.peroni.it

15

CERES 4 ART, the Art Contest for young artists promoted by Ceres Beer. Source: www.ceres4art.it

Pampero contest targeting participants aged between 18 and 35. All registered users can see, vote and
comments the videos, and also upload their own videos for the contest, whose theme is your favourite bar.

Source: www.pamperofundacion.it/film-your-bar/concorso/

The producers’ website are continuously modified and updated, in regards to both graphics and contents.
This is also true for all alcohol marketing promoted through the web, therefore internet seems to be almost
impossible to monitor in a systematic way.
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Social networks, especially Facebook, are also used by alcohol producers to promote their products and to
launch sponsored events. Social networks’ users, too, create pages and profiles to promote alcohol
consumption and to communicate particular events in which alcohol consumption is the main activity.

Events created by social network' users: Botellòn Veneto and Feast of the grapes and wine – Bardolino
Source: www.facebook.com

Rotating advertising ads on Facebook personal profiles, in which producers are invited to join WineBox to
promote their wines. Source: www.facebook.com
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Birra Bionda: a profile to promote beer consumption created by social network's users and not referring to
any specific beer brand. Source: www.facebook.com

Martini’s contest to win a new FIAT 500 a month or a motorcycle helmet a week. Source: www.facebook.com
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Alcohol marketing on printed materials is performed by using images and slogans that have a significant
impact in itself, as everything must be included in one single shot. Another way of brand promoting in
magazines is represented by articles in which the alcoholic products are mentioned in association with an
event or a trend.
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3. Alcohol marketing by different drinks
Although the content of marketing strategies often overlaps the differences among alcoholic drinks, there are
some peculiarities which can be identified in regards to specific products.

3.1 Beer
Beer promotion has some peculiar characteristics, which have been identified both in the filed complaints
and in the general monitoring activity.

Beer consumption is depicted as a social activity, to be performed with friends and which enhances
relationships. In these regards, the Moretti Beer campaign, which was filed as complaint and rejected by the
Committee, is really a good example: the slogan “There are meetings that one should never lose” plays with
the double meaning of the word “meeting” which in Italian can be referred to a sport match and to a social
meeting.

Moreover, there is also a strong link between beer and sports, making thus reference to sharing a passion
which is connected to beer consumption (again, Moretti Beer slogan “The real football connoisseur drinks
Moretti Beer”). National regulations on alcohol advertising and marketing only refer to the impossibility to
associate alcohol use with sportive success, thus leaving a big space open for the connection between
alcohol and sport in general.

Beer is also the official sponsor of the National Football Federation and of the National Rugby Federation.
Being both football and rugby very popular sports, this has a great impact in terms of promotion.
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Moretti Beer and football: “The real football connoisseurs drink Moretti Beer”. Source: www.moretti.it

Beer promotion is often targeting young people, by using the strategy of promoting events (Carlsberg Beer)
and by employing styles and communication means that are popular among them (Ceres Beer cartoon, Duff
Beer Simpson).

Source: www.carlsbergitalia.it
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Source: www.ceres.com

Sometimes beer promotion includes also the emphasis on its natural ingredients as a way to support the
positive association between the drink and a healthy lifestyle. When the ads including this link between beer
and possible health benefits have been filed for complaining, the Committee has asked the producers to
modify the ads’ content.
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Lambrate Brewery: beer is good for the body and for the spirit. It's also called 'liquid bread' and the ad says
that its value as a medicine has been scientifically proven. The beer ingredients, including vitamins, provide
benefits to the body. Source: http://birrificiolambrate.com/

3.2 Wine
The most popular trend regarding wine promotion is the emphasis on the light alcohol content, which is
presented as the ideal situation to reduce the risks associated to alcohol consumption. The main reference
is to drinking and driving, and the message delivered is that drinking a low alcohol content wine allows
people to drive afterwards (Volumi Bollati wines “The right alcohol dose with zero risks”), without mentioning
the individual variables regarding alcohol metabolism and thus providing a misleading message. Moreover,
in this case the universally accepted preventive message Don’t Drink and Drive is completely contradicted.

Volumi Bollati wines “The right alcohol dose
with zero risks”.
Source: Espresso weekly magazine,
november 12, 2009
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Young people seem to be targeted also by wine promotion, in terms of wine “new” consumers and main
characters in the ads. The use of styles and elements typical of the youth culture has been registered in
relation to wine promotion, too (Hello Kitty Wines, Brachetto Wines videos, Mionetto Wines).

Hello Kitty Wines
Source: www.tortiwinepinotnero.com/eprodotti_kitty.htm

Source: www.brachettodacqui.com/comunicazione/30/tv-spot.aspx
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Source: www.mionetto.com

Some wine producers, mostly at regional level, include sponsorship of sport teams in their promotion
activities and the selling of wine bottles branded with the team logo.

Source: www.juventus.com

Source: www.donellivini.it/it/world_sponsor.html
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3.3 Alcoholic energy drinks
Pre-mixed alcoholic energy drinks are not available in Italy. Nevertheless, the consumption of energy drinks
has become a real trend among young people, and the mix of alcoholic beverages (mainly vodka and gin) in
cocktails is extremely popular. In 2007 a national study conducted with a sample of 500 students showed
that a total of 56.9% of students declared using energy drinks, and among them 48.4% associate them
frequently with alcohol. In particular, 35.8% of energy drinks + alcohol users have used ED + alcohol more
than 3 times in the last month. This is strongly influenced by the idea that the energising effects of these
beverages counterbalance alcohol sedative effects.

Generally the promotion of energy drinks is not directly related to alcohol. However, examples of marketing
activities linking energy drinks with alcoholic beverages have been found. Alcoholic aperitifs served in energy
drink branded glass (ex: fi.GA as an acronymous for Guaranà flowers: the word 'figa' is in Italian a slang way
to refer to the female genital organ) and recipes for cocktails mixing energy drinks and alcohol on producer’s
websites.
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3.4 Spirits and liqueurs
Strong images and messages are usually employed in the promotion of high content alcoholic drinks, in
order to make them more attractive in comparison with low content alcoholic beverages.
The issue of sexuality and seduction is often employed, sometimes in association with irony with the attempt
to make the message less aggressive.

Negroni producer's website: Campaign Play Hard Play.
Source: www.negronianticadistilleria.com/home.php

Caffè Borghetti TV spot uses the seduction among the main characters to promote the alcoholic product.

Source: www.caffeborghetti.com/
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Glenn Grant Whisky TV spot also employs seduction and explicit sexual success.

Source: Nielsen AdLibrary360

The marketing strategies of spirits and liqueurs include the idea of conviviality. Parties and fun activities, very
often associated with young-looking characters, are used many times in alcohol ads.
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Source: www.articvodka.it

Source:www.campari.com

29

Glamour and famous testimonials are also typical of spirits and liqueurs' promotion.

Monica Bellucci and Dolce&Gabbana for Martini Gold. Source: www.martinigold.com

Bruce Willis for Sobieski Vodka. Source: www.vodkasobieski.com
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4. Marketing strategies
Promotion of alcoholic beverages is implemented by a series of coordinated actions aiming at increasing the
product selling. In general terms, the alcohol marketing strategies are extremely complex and multifaceted,
part of a precise plan. It is not simply advertising brands or products, but building a whole trend around the
product itself, enriching it with elements that have nothing to do with the product itself, instead they contribute
to make it recognizable and attractive.

4.1 Alcohol marketing strategies by themes
4.1.1. Alcohol and young people – minors
Young-looking people are included in alcohol marketing strategies, directly as main characters of the ad or
indirectly as target, for example by using cartoons.

Source: www.mionetto.com

Source:www.brachettodacqui.com/comunicazione/30/tv-spot

Source: www.vinicolaserena.com
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Source: www.tortiwinepinotnero.com/eprodotti_kitty.htm

The fact that these people are not minors, as prescribed in our national regulations which prohibit to employ
them in alcohol advertising, does not change the essence of the message delivered, since the content and
the elements used in the alcohol ads clearly refer to the youth culture.

Young people are also used as main characters in the promotion of events organized by alcohol producers
and targeting young people themselves.
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Source: www.carlsbergitalia.it

Examples have been found of alcohol brands producing merchandising which identify young people as the
main target: Carlsberg clothing collection or Campari luggage.

Contrary to the Council Recommendations on the drinking of alcohol by young people (2001/458/CE),
particularly in reference to children and adolescents elements, recommending to ensure that alcoholic
beverages are not designed or promoted to appeal to children and adolescents, and paying particular
attention inter alia, to the following elements: the use of styles (such as characters, motifs or colours)
associated with youth culture, several examples were identified in which alcohol advertisers use characters,
motives, music and colour which are explicitly attractive for children and adolescents. A number of ads
employ cartoon characters as the campaign testimonials, who very popular among children.
The use of cartoon styles in general has also been found (see Ceres Beer or Serena Wines videos).
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Homer Simpson is the main testimonial for Duff Beer

4.1.2. Lightness of alcoholic beverages / low alcohol content
A common trend is represented by the use of lightness and/or low alcohol content in promoting alcoholic
beverages, especially wines. The content of the ad’s message is therefore focused on the benefits of
reducing the risks associated with alcohol intake. The message is, of course, extremely ambiguous and
misleading, since it can make people underestimate the potential consequences of alcohol use, on the basis
of the high subjectivity of alcohol effects and the individual variables. One of the most well-known example is
the digestive liqueur slogan is “Cynar - The real but light Amaro”.

Source:www.cynar.it
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4.1.3. Drink driving
Closely related to the previous theme, another trend exists in which the low alcohol content is emphasised in
connection to the possibility of driving safely after drinking this particular alcoholic beverage, remaining below
the BAC legal limit. Again the message is delivered in general terms as applicable to everybody and is thus
misleading for the individual circumstances and variables.

Aqua21: “The low alcohol content makes it possible to drink even those who have to drive.”
Source: www.robertocastagner.it/it/prodotti/drink21/aqua21

4.1.4 Alcohol and cultural events
The lack of national regulations on alcohol sponsorship of cultural events produces the situation in which the
trend is very widespread and that alcohol brands not only have a very high visibility but also use them to
improve their image in the general population. In some cases the event is called with the alcohol brand
name.
Nastro Azzurro Beer is commonly associated with the Annual International Cinema Festival in Venice

Source: www.nastroazzurro.it/category/cinema/venezia/
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Moet Chandon French champaign is the Cinema Festival’s official sponsor

www.luxgallery.it/moet-chandon-a-venezia-2010-20282.php

Martini is the main sponsor of the 2010 edition of “the Pink Night” (similar to the White Nights in Europe with
shops and public places open all night and cultural musical events) in many Italian cities.

Source:www.lanotterosa.it/12032-news-martini-rosato-main-sponsor-delledizione-2010.php
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The most important and popular musical event of the year is Heineken Jammin' Festival; other examples are
Jack Daniel's on Tour and Beck's Music Experience.

Guggenheim Museum in Venice promotes the Happy Spritz Aperol, an event combining art, music and Spritz
(a very popular pre-mixed alcoholic drink), whereas the historical Caffè Pedrocchi in Padova is the organiser
of the literature event “A tutto volume” in which readings are associated with free wines tasting.

Source:www.caffepedrocchi.it/it_caffe_ristorante_eventi_pedr
occhi_padova_meeting_congressi_www.caffepedrocchi.it_fes
tival_gusto_letteratura_vini_a_tutto_volume-298.htm

Source: www.guggenheim-venice.it/happy_spritz/happy_spritz2011.html
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4.1.5. Alcohol and cause-related marketing
Even the support to humanitarian causes is included in the marketing strategies of alcohol producers. A
series of examples of this trend have been found both at local level by small charities and at national and
international level by worldwide organizations. Thus, Cooperativa Sociale “Pausa Cafè” produces beer in
prison in connection with an Amnesty International campaign, which is supported through the promotion of
this special beer’s consumption.

Source: www.ecoditorino.org/birra-artigianale-prodotta-in-carcere-per-amnesty-international-sabato-sera-atorino.htm

Comunità Sant'Egidio, a big national charity based in Rome , promotes food and wine tasting events to fund
projects for the fight against AIDS-HIV in Africa. The initiative is called Wine for Life, which for the first time
makes the link between high quality wines and the safety of a big continent like Africa, where more than 25
million people have HIV/AIDS.
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Source: www.wineforlife.com/it/

Emergency, very active in offering free medical care to people in Afghanistan and other developing countries,
has launched a solidarity auction selling high quality wines for fund raising. The campaign’s motto is Sips of
peace for Emergency: the curing wine

Source: www.newsfood.com/q/db768eaa/sorsi-di-pace-per-emergency-il-vino-che-cura/
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Medici Senza Frontiere Italy (Medecins Sans Frontiers) has had an agreement with a wine producer to sell
online bottles of his wines, giving all the money to the organization to support people in Haiti after the
earthquake.

Source: www.intravino.com/vino/vino-per-haiti-solidarieta-che-ci-piace/

This trend includes also a public institution, the Veneto Region
Government, which, has promoted the selling of wines “Pro Haiti
Emergency” in collaboration with the Italian Red Cross.
Source: www.regione.veneto.it/Notizie/Comunicati+Stampa/Marzo+2010/485.htm

Finally, Nastro Azzurro Beer has produced a special collection of beer
bottles signed by famous Italian actors, whose income has been devoted
to a campaign for young people’s support after the Abruzzo earthquake.
Source: www.facebook.com/group.php?gid=210115477525
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4.1.6. Alcohol and social responsibility – Restoration of historical patrimony
In 2010 a big debate has been registered on the issue of huge companies and multinationals sponsoring the
restoration of Italian historical monuments. In a time of financial crisis the economic operators have
recognised this practice to be an ideal instrument to get a high visibility with relatively low expenditures.
Alcohol producers have not missed the occasion to use this strategy to promote their products: in September
2010 a Moet & Chandon huge billboard was covering almost the whole historical Venetian palace in San
Marco square, as they were contributing to its restoration.

Source: www.venicepost.it/news/pubblicita-moet-chandon-venezia.html

4.1.7. Alcohol and sexuality
The use of images and elements related to sexuality has always been one of the main strategies employed
by the alcohol industry to promote their products. The national regulations make reference solely to the
association between alcohol consumption and sexual success. This is naturally very limited and subject to
interpretation, as it does not include the whole issue of sexuality in promoting alcoholic beverages. In these
regards it has been noticed how humour and irony are used as tools to legitimate strong sexual images, in
the attempt to water down the link between alcohol and sex. In the complaints filed on the grounds of the
issue of alcohol and sexuality, the Committees have upheld only one complaint, but on the grounds that the
ad was against the Code in terms of the respect of the individual dignity by using a demeaning image of
women (Birra Viru).
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Source: La Gazzetta dello Sport 4 Febr 2010

Source: www.negronianticadistilleria.com/home.php

http//:adsoftheworld.com/forum/exhibition/bacardi_breezer_campaign

42

4.1.8. Alcohol and women
Women are very often the main characters in alcohol marketing: they are depicted either as participants in
social occasions or with a strong erotic images which have nothing to be related to the product that is being
promoted, as already explained in the previous paragraph.
In some cases, women are the specific target group of the promotion of alcoholic products that are especially
designed to attract women, by using a special packaging and by associating the alcoholic beverage with
accessories: examples of this trend are jewels on Hello Kitty wines bottles and the Heineken lip gloss
promoted as the ideal St Valentine’s gift.

Source: http://aizercast.wordpress.com/2010/02/04/beergloss-il-lucidalabbra-al-sapore-di-birra-per-san-valentino/

Alcohol marketing specifically targeting women is also performed by promoting alcoholic beverages
specifically designed for them, marking a clear difference with the male attitude towards alcohol.
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Source: www.classfoodandrink.net/2010/04/martinisigillo-blu/11

Source: www.bynecker.com/en/galerie/intro_girl.htm

4.2 Other strategies
4.2.1. Packaging
Packaging is an important marketing strategy. Colours, shapes and materials used in promoting alcoholic
beverages are powerful tools which have a great impact to attract consumers.

www.absolut.com/products/rockedition

www.absolut.com/products/masquerade
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Special packaging are often associated to special events.

Beer for Christmas

Special bottle for the Heineken Jammin' Festival 2010

Also size (Heineken 5 liter big container or Martini mini size 60 ml) seems to be a distinctive element for
packaging.
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4.2.2. Alcohol and glamour / famous testimonials
The association between alcohol consumption and glamour is one of the most common trend among the
marketing strategies of alcoholic beverages. Here the product itself is almost in the background, compared to
the whole system of suggestive elements which lead to a message of luxury and glamour. In these regards,
many examples have been found: the fashion designer Roberto Cavalli branded Vodka, Moet & Chandon
champagne with actress Scarlett Johansson as testimonial, Dolce&Gabbana branded Martini Gold.

Source: www.robertocavallivodka.com/

Source: www.moet.com

The partnership between Martini and Dolce&Gabbana is a very well-established and long-lasting one, started
in 1998 with the opening of the first Martini bar in the DOLCE&GABBANA store in Milan. In 2010 this
partnership has been reiterated through the new Martini Gold TV spot, which is a brief version of a short
movie starring Monica Bellucci, shot in Rome with a “Fellinian” atmosphere. The entire movie is available
online.
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Source: www.martinigold.com
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5. Conclusions

TV and Internet are both

huge

sources for alcohol marketing strategies, but very difficult to monitor,

although for different reasons: on one hand it is very expensive to buy TV data, on the other no systematic
information is available on alcohol marketing on the internet, and the content changes very rapidly.

References to youth culture in general seem to be quite frequent. Examples of this trends are the use of
cartoons in a number of beer ads and also the association/sponsoring of music events which attract a high
number of youngsters.

The involvement of famous testimonials with their glamorous lifestyle is still a marketing element used to
imply the association of alcohol and success in general.
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6. Recommendations

Given the fact that alcohol marketing on the internet is very pervasive and difficult to monitor, a ban on
internet advertising would be recommended. New media technologies in general (including social networks,
blogs, chats and User Generated Advertisement like YouTube) seem to be a central challenge in alcohol
marketing. They are constantly evolving and therefore difficult to regulate.

On the grounds of the undoubted association between alcohol and health damages, charities working on
health issues should not be sponsored and/or funded by alcohol producers.

Alcohol marketing specifically targeting women should be also better regulated, given the increase of alcohol
use among young girls and women, as well as the increased risk of breast cancer.

Regulation on alcohol marketing should include a mandatory ban of elements relating to youth culture like,
for instance, the use of cartoons.
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