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Non-Governmental Organizations (NGOs) have a

determinant role to play in preventing alcohol initiation

and reducing alcohol related harm, especially in

vulnerable groups such as women and youth. NGOs

can call for and help governments in adjusting their

policies to improve the health of their populations

through their active participation in public health

activities. Reducing the population’s exposure to

alcohol marketing can improve health and welfare.
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Basically because the alcohol industry is increasing the visibility of their products through different forms of

communication – marketing. This means that people will consume more. And this would be fine if alcohol was

an ordinary commodity, which it isn’t. In fact, alcohol harm is increasing worldwide and we need to do

something about it.

In most cultures, the primary image of alcoholic 

beverages is still a positive one, with drinking being

viewed as an important helper to sociability and a

relatively inexpensive and effective relaxant that can

help to cope with everyday problems. Besides its

social value, production and sale of alcoholic 

beverages have become an important and growing

economic activity.  But the benefits of alcohol use and

production represent today a significant cost to society

that can no longer be ignored. 

Even though drinking may vary from country to

country, in many countries consumption has been 

rising and so has alcohol-related harm (WHO, 2014).

Advances in research have reinforced the evidence

that alcohol is responsible for more than 220 disease

and injury conditions and also an important

carcinogen with a causal role in many cancers, 

including female breast cancer (Shield et al, 2013).

Evidence shows that the risk of death from an alcohol-

related illness or injury rises with increasing alcohol

consumption (Anderson et al., 2012). Alcohol is

actually one of the world’s leading risk factors for

morbidity, disability and mortality, being responsible

for one in every twenty deaths in the world (Rehm et

al., 2009; Rehm et al., 2010). 

According to the World Health Organization, 5.1% of

the global disease burden (measured as disability

adjusted life years – DALYs) and 5.9% (or 3.3

million) of all deaths in 2012 were attributable to

alcohol (WHO, 2014).

As with tobacco, the growth of modern industrial

production has contributed to change traditional ways

of drinking (Obot, 2000; Room et al., 2002). New

drinks have been introduced as well as new modes of

production and distribution rendering alcohol

available at any season and any time (Room et al.,

2005). Increased industrialised alcohol supply and

availability, product diversity together with the

development of sophisticated marketing and 

promotion techniques seem to be influencing the way

that people drink and reflect the changing context for

alcohol use and alcohol-related harm (Casswell et 

al., 2009).

Alcohol consumption is increasing and so is its impact in mortality 
and morbidity

3.3 million deaths every year result from 

harmful use of alcohol (WHO, 2014)

Why should NGOs monitor alcohol marketing?

“People consume Captain (ed: Ghanaian gin produced by Baron Distilleries)

in my mother’s bar. Captain ads are broadcasted on TV almost every day.

Sometimes this can influence young people, sometimes, because of the

friendliness of the adverts. Even my mother loves it.”

15 year-old Redva during the interview in Ghana,  MAMPA report, 2011
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With the increasing evidence of the impact of harmful

use of alcohol on global health, alcohol advertising

and marketing has increasingly gained attention from 

researchers and policy makers. Although there are

many factors that might contribute to the decision of

starting to drink, being exposed to alcohol marketing

has a significant impact. In fact, recent studies have

shown that systematic and aggressive alcohol

marketing, especially towards women and youth, has

an immediate effect on drinking behaviour and

contributes to accelerate initiation of drinking and

increase consumption among underage drinkers

(Anderson et al 2009; De Bruijn et al, 2016; Stautz et

al, 2016; Collins et al, 2016). Moreover, the tech-

niques used show the prominent role of the alcohol

industry in creating a culture that normalizes alcohol

consumption. 

The intended targets of alcohol marketing campaigns

have changed over the years. Campaigns are

developed to appeal to people that would not normally

drink a certain kind of beverage or would not drink at

all, like young people and women. In recent years,

billions of dollars have been invested by the alcohol

industry in marketing to increase alcohol

consumption, especially in developing countries,

contributing to pro-drinking attitudes and

normalisation of alcohol consumption, facilitating the

early onset of drinking and increasing the amount

consumed by those already drinking (Gordon et al,

2009). 

But marketing campaigns are not just designed to

increase sales. They also aim to influence alcohol

policy at the political level. A deeper look at alcohol

advertising messages can be enlightening of the argu-

ments used by the industry to defend their products in

order to prevent or delay restrictions being placed on

them. Common messages that the liquor industry

attempts to drive home through its heavy spending on

advertising have been synthesised in a 2011 EUCAM

report aiming at providing an insight into the strategic

thinking of the alcohol industry. Many examples of

alcohol marketing techniques and tools are presented

in this publication; however, much more could

certainly be collected in future marketing 

monitoring exercises.

“Biased representation as a communication tool… 

In recent years the [alcohol] disadvantages have 

become clearer as a result of scientific research. 

This fact alone is disconcerting for the alcohol

industry. The alcohol industry, as well as the advertis-

ing and retail industries, want to present the image of

alcohol exclusively as a tasty and healthy product.” In

“The Seven Key Messages of the Alcohol Industry”,

EUCAM, 2011.

Alcohol marketing normalizes and increases consumption

THE SEVEN KEY MESSAGES OF 

THE ALCOHOL INDUSTRY

Common messages identified are: 

1. Consuming alcohol is normal, common, 
healthy and very responsible.

2. The damage done by alcohol is caused 
by a small group of deviants who cannot 
handle alcohol.

3. Normal adult non-drinkers do not, 
in fact, exist.

4. Ignore the fact that alcohol is a harmful 
and addictive chemical substance 
(ethanol) for the body.

5. Alcohol problems can only be solved 
when all parties work together.

6. Alcohol marketing is not harmful. It is 
simply intended to assist the consumer 
in selecting a certain product or brand.

7. Education about responsible use is the 
best method to protect society from 
alcohol problems.

EUCAM newsletter, September 2016

Marketing increases alcohol consumption
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Besides this type of misleading messages used to

defend their product, the alcohol industry attempts to

influence alcohol policy through other key strategies

such as forming alliances with organizations, or the

public to give the impression of larger support for the

industry's position, or through the promotion of self-

regulatory codes, a tactic being promoted by the

alcohol industry as a sufficient means of regulating

alcohol marketing activities particularly in low and

middle income countries. 

Systematic violation of 

self-regulated marketing codes

In an effort to protect vulnerable populations,

alcoholic beverage advertisements and other

marketing materials are subject to restrictions that

might focus on the content of marketing messages or

on the exposure of young persons or other vulnerable

groups.  In many countries, alcohol industry groups

have developed self-regulation guidelines that

describe which types of content (and exposure

markets) they will voluntarily exclude. However,

recent research indicates that self-regulation codes

governing content are frequently violated and do not

prevent young persons, the primary group the codes

are designed to protect, from being exposed to alcohol

marketing (Vendrame et al., 2010; Babor et al., 2013;

Noel et al., 2016). 

The development of a methodology to monitor and

evaluate violations in industry self-regulatory codes,

such as the one described in the External Evaluation of

the MAMPA (Monitoring Alcohol Marketing Practices

in Africa) Project (Robaina, Babor, Noel, 2016),

published by FORUT, has been an important step in

evaluating compliance of alcohol industry with exis-

ting self-regulatory codes or with country marketing

regulation. 

Conclusions from several studies, including this

MAMPA evaluation report, show that:

1) scientific evidence on effects of alcohol 

marketing has improved, demonstrating that this 

marketing is detrimental specially to children and 

young adolescents;

2) self-regulation is contra productive and does 

not work;

3) there are alternatives to selfregulation that are more 

effective and can be promoted, such as statutory 

marketing controls.

Although questions remain on purpose and design 

of these codes, an unmonitored industry self-regulated

alcohol marketing activity combined with an 

increasing alcoholic beverage supply will be highly

detrimental, from a public health perspective, to

regions in the world being specially target by the

alcohol industry. By identifying repeated violations of

industry codes, NGOs may provide legislators with

sufficient justification to pass legislative restrictions to

alcohol marketing.

Who should monitor 

alcohol marketing?

This guide has been developed to assist NGOs and

other entities in monitoring alcohol marketing. This

can be done through collecting data on the volume and

content in different media and in other marketing

communications. This guide can also be used to assess

compliance with existing laws and regulations at

national or local levels and plans to create much

needed awareness among the public and policy makers

about alcohol marketing in countries. This information

will provide the basis for lobbying for and developing

appropriate regulatory policy responses. 

Alcohol industry’s self-regulation

of advertising does not work 
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To be able to monitor alcohol marketing it is important

to understand how marketing can influence our 

behaviour. In a very simple way, marketing is able to

create a “need”. And why? Because all of us are

motivated in our lives by basic needs and marketers

use these “needs” to appeal for consumption. 

The best known model for human needs is Abraham's

Maslow's (from top to bottom):

1. Biological and Physiological: food, sleep, shelter

2. Safety: employment, property, personal security

3. Love and sense of belonging: friendship, family, 

sexual intimacy

4. Self-esteem: confidence, achievement, respect

5. Self-actualization: transcendence, creativity, 

purpose

Based on this model, marketers align products (or

services) with these needs to create a need for a

product. Here are some practical examples which are

not from the alcohol field. Does anyone really need a

“Louis Vuitton” handbag? Not really. But every

woman wants to belong, to be accepted into a group of

people that often judge her by the brands she uses.

When marketing this bag, marketers are making the

handbag a solution for her need for respect and also

need for belonging to a certain social group. Same

with “Apple” or “Nike”. They don’t even need to

mention selling phones or shoes in their ads. These

products represent passion, creativity, crossing limits,

or enduring and accomplishing goals and that’s one of 

the keys to their success: they focus on the needs for

self-esteem and self-actualisation of their customers.

The role of marketing in 

alcohol consumption

One of the most powerful tools to encourage

consumption of alcohol used by industries is alcohol

marketing (Smith et al, 2009; Anderson et al., 2009).

The marketing of alcohol is multifaceted, strategic and

long term. It aims to influence the behavior of both

customers and stakeholders. And for that it uses a set

of processes and tools to create a need and promote

drinking. Barriers of alcohol consumption are

decreased and benefits are increased. 

And how is this done? How can we encourage alcohol

consumption and influence someone to change his 

behavior towards alcoholic beverages?

Today we know that there is a mix of tools and tactics

that can be used to accomplish this task. But they need

to be documented so that we can better understand

how this is happening in certain contexts and what

type of policy measures would be most effective.

When collecting information on these tools & tactics

you may choose to focus on content and/or volume

mass media advertising (e.g. TV, outdoors), or choose

another tool or tactic as shown in table 1. 

Table 1. Marketing communication
tools & tactics

• Mass media advertising , using television, 
press & billboards 

• Mobile phones and the internet

• Promotion (price discounts or coupons & 
free giveaway samples).

• Sponsorship (sponsored contests, sport 
events or music concerts)

• Product placement (film scenes that 
depict alcohol use)

• Branding and brand segmentation 
(premium, economy, mid and 'ultra-low price')

• Packaging and pricing

• Social normalization

• Philanthropy and corporate social responsibility

Important theoretical aspects

Marketing is basically a mechanism for

securing market share and increasing

company profitability and where products

are designed to meet consumer needs and

to maximize customer satisfaction.
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Basically it is important to know that these

communication tools and tactics are tailored to the

cultural, religious and regulatory context and are

chosen according to specific goals. And they work!

Young people are of special concern. Numerous

reviews have concluded that the more young people

are exposed to alcohol marketing, the more likely they

are to drink or, if already drinking, to drink more

(Anderson et al 2009). For example, a non-drinking

12-year-olds who possess a promotional item from an

alcohol producer, or would like to have one, has a

77% higher chance of drinking one year later

compared to children who are not sensitive to alcohol

marketing (do not possess a promotional item and do

not have a favorite alcohol brand) (Henriksen et al.,

2008). 

They have also found that exposure to alcohol portrayal

in movies increases the risk that young adolescents start

to drink (Anderson et al, 2009; Hanewinkel et al, 2014).

Worryingly, studies have shown that alcohol use and

brand appearances are very prevalent in movies with

some 86% of popular movies in the United Kingdom

(Lyons et al, 2011) and 83% of Hollywood blockbusters

(Dal, 2008) depicting alcohol use. 

EUCAM, the AMMIE project 

(Alcohol Marketing Monitoring in Europe)

Advertisement from the 2015 Super Bock campaign "Take

friendship serioulsy". The teaser says: "How long is since

we last drank one?"

Advertising for alcoholic beverages in the mass

media may be the most noticeable form of alcohol

marketing but it represents only part of the big

picture. In fact, product placement, sponsorship,

promotion, with price discounts, or alcohol 

advertising in online media represent today a

relevant share of alcohol marketing in the media

landscape. Pricing the product so that it is affordable

to the target consumer and making it available

wherever those consumers may be is also an 

important part of the marketing mix. 



The value of social normalization 

and branding

Two important tactics are particularly relevant for

developing contexts, especially in countries where

most people don’t drink. These are about shaping the

social context (to normalize drinking), and branding

(to build lifelong customer loyalty to a brand).

Shaping the social context
Research indicates that people are more likely to adopt

behaviors and products that they think are normal.

Therefore, tactics can be used to bring some type of

behavior that may be initially regarded as outside the

range of normality, into gradually becoming accepted

as normal and as part of ordinary, everyday life. 

This is one of the functions of alcohol marketing. It

contributes to shape a social environment in which the

positive aspects of drinking become dominant and its

use is normalized (Smith & Foxcroft, 2009; Anderson

et al., 2009). Creative campaigns and strategies

position drinking alcohol as a normal social activity, a

behavior that should part of your daily life. Through

this type of mechanisms drinking becomes an activity

that one should be encouraged to adopt. 

Branding as a key strategy
Branding, that can be defined as the personality that

identifies the product, is one very important technique

used by the alcohol industry. It is used to build loyalty

to a certain drink.

Its importance is in the associations and the resulting

behavior it can engender. Basically the brand will be

associated with desirable qualities (e.g., attractiveness,

success, friendship, sexual prowess, or masculinity)

and with enjoyable activities (e.g., parties, cele-

brations, sports, and recreation) (Austin & Hust,

2005). This will give the brand a distinctive, likeable,

memorable identity. These associations have both a

social and individual dimension and are about how

people want to be seen by society and interact with

others (Evans & Hastings, 2008).   

Example 1: “The Spirit of Uganda”. 
Fondly referred to as UG by its loyal consumers, this

spirit (gin) was in 2010 the one most sold in Uganda,

having had an astonishing percent growth rate since

the launching of the campaign in 2005. This campaign

introduces content designed to promote drinking as

part of social life. The brand was positioned as a part

of the cultural and value system and embedded in the

lives and lifestyles of the target consumers, reinforcing

the values of friendship. The catchphrase “The spirit

that binds us!” positions Uganda Waragi as a “drink

that enhances the moments that you share with your

friends”. 

Example 2: “Michael Power”
The “Michael Power” campaign was launched in

1999, to advertise Guinness to the entire African

market and helped in achieving the company's target

of doubling the sales of Guinness by the year 2005.

The campaign was a success and helped in achieving

the sales goal two years before time and fostered

brand recognition. His catchphrase, "Guinness brings

out the power in you!" played into cultural ideals of a

strong African male casting the beer in the same

positive light as the strong, virile, triumphant hero

(Obot et al, 2005).

10
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Example 3: 

“We salute you”
Typically, an aspirational brand appeals to a target

consumer’s material and social class ambitions. In this

Nile beer ad, the top ¾ of the visual content is devoted

to a row of five men, standing tall and looking off into

the distance, symbolizing the future.  First in line is a

judge, dressed in a robe, followed by a construction

worker, a graduate wearing a cap and gown, a man in

a business suit and lastly a reporter. 

The catchphrase “You earned it!” provides an

emotional cue linked to reward and success that fits

directly into the consumers’ social aspirations.

Positioning drinking as an emblem of success and a

symbol of courage contributes to create a drinking

culture where those who do not drink seem to be

unable to achieve such qualities (Obot 2013).

Example 4: “Where’s the party?”
Alcohol-branded sponsorship of sport, cultural and

music events is an often used marketing instrument by

the alcohol industry. This type of sponsorship exposes

a large number of youth to alcohol marketing. In this

campaign several parties with sounding DJ’s are

proposed. The catchphrase “Probably the best

experience in the world” connects alcohol to music,

concerts and new experiences that youth really enjoy

and are eager for.

Example 5: “Reach for Greatness”
A football star of the Africa Cup of Nations is featured

in the top half of this Guinness advertisment.  He is

performing a scissor-kick high above a large crowd,

whose hands are reaching up towards the player.

Several hands (five) are holding bottles of Guinness.

The catchphrase “Reach for greatness”, puts emphasis

on aspirational hope and makes consumers desire to

be in the same position as the main character of the

advert. In consumers minds, Guiness is placed as the

ideal choice for reaching that “greatness”.
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Alcohol marketing is an important tool for the industry

to increase sales. This is usually done by creating a

favorable image around alcoholic beverages that leads

to a need for such a product.  But because alcohol

marketing contributes to increase consumption and to

drinking patterns that are harmful to health,

restrictions need to be further developed. 

To convince governments about the importance of

restricting alcohol marketing, it is essential to provide

insight in the volume, frequency, and content of

alcohol marketing and on compliance with existing

laws and regulations.

In fact, many policymakers have no idea of the 

intensity of alcohol marketing and are not aware of 

the enormous amount of alcohol marketing practices

that are disseminated by modern media channels, 

especially towards young people. At the same time,

because there is no systematic monitoring on alcohol

marketing, policy makers and responsible institutions

are unable to ensure compliance with advertising

standards and legislation. 

There are insufficient examples of marketing practices

available, especially from developing countries. There

is also a lack of concrete information on where, how

much and in what form alcohol marketing is present in

different countries. The tools presented in this guide

will equip specialists of NGOs to collect examples of

marketing in all media and to document and use this

information to create awareness and initiate policy

dialogue around alcohol marketing practices.

What can be monitored? 
All forms of alcohol marketing people are exposed to

in their normal everyday life can be monitored. This

may be:

• Outdoor marketing - billboards, posters, neon 

signs on stores as well as poppers on the street

• In-store (or in-club/in-bar) marketing - 

glassware, posters, price promotions, 

inside neon signs

• Broadcast advertisements - commercial spots, 

sponsorship messages, product placements in 

radio and TV broadcasts

• Print advertisements -folders, flyers, leaflets 

as well as ads and advertorials in newspapers 

and magazines, 

• Digital marketing - brand web pages, social 

media sites, commercial banners, interactive 

games, smartphone apps or other downloadable 

materials such as screensavers and 

desktop backgrounds

• Sponsorship of sports teams, leagues and 

events as well as of cultural events 

• Promotional items

• Any other forms of alcohol marketing 

that people may ordinarily encounter

The choice you make will depend on your objectives,

resources available and time frame. It may also

depend on your area of interest. The most important

thing is that you can do it using a step-by-step

standardized approach to monitor alcohol 

marketing practices.

Photo from MAMPA project, 2011 - Redd’s promotion
in a large supermarket in Kampala, Uganda

Rationale and objectives for the monitoring tool
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ELSA Project

The ELSA project assessed the enforcement

of national laws and self-regulation on the

advertising and marketing of alcoholic 

beverages in several European countries.

Available at:

http://www.eurocare.org/eu_projects/elsa Available at:

http://www.eurocare.org/eu_projects/ammie

Available at:

http://apps.who.int/iris/bitstream/10665/109914/

1/9789290231844.pdf

AMMIE Project

The Ammie project offers an insight into the

overall presence of alcohol marketing in five

European countries and describes the

content and the amount of alcohol 

advertising.

MAMPA Project

The MAMPA project offers an insight into

alcohol marketing in four African countries.

What approaches and methods 

can be used? 

Our aim is to have a method for monitoring alcohol

marketing which can easily be implemented by NGOs

and relatively cost-efficient. Such a method has

already been developed by the Dutch Institute for

Alcohol Policy (STAP) and was used in several

projects such as the ELSA project (Enforcement of

national Laws and Self-regulation on advertising and

marketing of Alcohol), the AMMIE Project (Alcohol

Marketing Monitored in Europe), both financially

supported by the European Commission, and in the

MAMPA Project (Monitoring Alcohol Marketing

Practices in Africa) financially supported by the WHO

Regional Office for Africa. Using this method will

allow for greater comparability between geographic

areas or even countries and is more time-efficient than

creating measures from scratch.
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Now that you understand the importance of

monitoring alcohol marketing and you are ready to

move forward, we will provide you with a “how-to”

guide for observing and registering alcohol marketing

practices. It is important to note that the on-the-ground

reality of conducting field research can be challenging

and may threaten to delay and even jeopardize the

overall success of data collection. Therefore we offer

you general instructions, through a step-by-step

procedure, that will help to ensure the success of 

your activity. 

Step 1: 

Determine geographic places

of interest for the monitoring

exercise and identify existing

laws and regulations

In order to monitor alcohol marketing practices and then

be able to assess compliance with existing regulations on

advertising (such as content restrictions, time-specific or

audience specific bans, location or event specific bans),

promotion and sponsorship, or even industry self-

regulatory codes, you need to determine the geographic

places of interest for the monitoring exercise and then

identify the existing laws and regulations or codes that

apply in that geographic area. 

By doing this you will determine the geographic scope

of your monitoring exercise. Remember to consult

multiple sources, including finance and trade 

agreements and laws, media and advertising

regulations, etc. The policy level that you seek to 

influence and the parties that will be capable of taking

action (policy makers, enforcement agencies) should

also be considered. A key question you should answer

is how and when the results of this exercise will be

used. Another important aspect is that this exercise can

help identifying potential loopholes in the existing

laws and regulations in the domain you decided to

monitor and assess.

Step 2: 

Familiarize yourself with

channels and activities that are

part of an integrative alcohol

marketing strategy

In order to monitor alcohol marketing practices and

then be able to assess compliance with existing

regulations on advertising, promotion and sponsor-

ship, it is important to understand and be able to

recognize the “integrated marketing communications

mix” (IMC mix) and the channels used within the

geographic area of your monitoring exercise. 

Traditional AdvertisingDirect Marketing

IMC
Mix

Sales Promotions
1

25

Digital Marketing3Personal Selling 6

Events & ExperiencesPublic Relations
47

Steps for monitoring alcohol marketing practices
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Data collectors involved in the monitoring exercise

need to be instructed on the scope of alcohol

marketing and trained to recognize these activities. 

Analyses of both content and/or volume of exposure

related to advertising, promotion and/or sponsorship

can provide important information on the tactics

being used by the alcohol industry to create a need

for and to promote their products.

Another area of special interest in developing

countries is the association with the industry

corporate image. Corporate Social Responsibility

(CSR) provides support for charities & philanthropy,

community health projects, research and

environmental programs. The industry uses CSR to

promote a positive image and to persuade the 

beneficiaries of their support to favor their company

or brand. CSR can also be used to gain strategic

policy advantages with politicians and policy

makers. 

A data collector may observe content on a CSR

related event that is sponsored by an alcohol

company/brand that could cover the mix of 

advertising, promotion and sponsorship activities.

These events or activities, that provide many times

support for community projects, health interests,

research, etc, have become an integral element of

how the alcohol industry promotes itself (Yoon et al,

2013) and its use has been highly criticized. Other

industry tactics, such as traditional TV advertising or 

embedded advertising, can also be observed in detail

and registered.

Step 3: 

Define the objectives of your

monitoring exercise

This exercise should only be conducted if it serves a

strategic purpose. You should think why you want to

monitor and assess compliance with alcohol related

laws and regulations and how you intend to use the

results. By doing that you can identify the intended

audience for disseminating your results and for

directing your advocacy efforts. 

Basically you can use this exercise to demonstrate

violations of the law or to show gaps or deficiencies

in the existing laws and regulations that must be

addressed. You can also use it to educate policy

makers, the public and civil society about alcohol

marketing and the status of laws and regulation or

self-regulation compliance. Clarifying the intended

use of the results will help to determine which data

to collect and analyze as well as how to report and

disseminate the results.

Step 4: 

Define the budget and other

resources needed

Because there are a number of tasks and resources

needed to develop this exercise it is important to

develop a realistic and feasible plan that addresses

the key resources for the exercise such as the people

involved and the funding. This is usually done by a

project coordinator that will also ensure that data

collectors have all the materials, technology and

training necessary before collecting data. Since some

tasks require technical expertise, strategic 

partnerships with local universities and with policy

or advocacy groups can help bring together the 

necessary skill-sets needed.
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Step 5: 

Clarify the scope and set a

timeline for your monitoring

and compliance assessment

exercise

The scope of your exercise is defined by the purpose

that has been set for it (e.g. describe exposure,

demonstrate compliance or violations of the law and

regulations, evaluate progress, educate the public

about exposure, restrictions and status of compliance)

and by the resources available. The choice will have

important implications for the timeline, sampling 

approach, and procedures needed for data collection

and analysis.

This tool offers adaptable procedures for monitoring

alcohol advertising and marketing through collecting

data on the volume and content in different media and

in other marketing communications and assess

compliance with existing laws and regulations. You

will need to decide which items to include in an 

observation checklist that you will develop. These

items should help to describe exposure, assess

compliance or violation with existing self-regulation

codes, laws and regulations or demonstrate examples

of gaps in the legislation that are being exploited by

the industry. You should carefully consider the type of

data that you will collect in order to motivate policy

makers or other stakeholders to respond.

In developing the timeline you should take into

consideration the time needed to perform the

preparatory tasks for the exercise, the time needed to

collect the data and to analyze it, and the time for

reporting. This is especially important if there is an

ideal time to release the results.

Corporate Social Responsibility:

the Heineken Africa Foundation
Launched in 2007, this foundation provides

financial support to relevant health projects

and health-related education in sub-Saharan

African communities. All projects – malaria,

HIV, health clinics, medical equipment –

involve the participation of the local

Heineken subsidiaries. 

Like in other cases, it is debatable the role of

these breweries as partners in this type of

projects, and of the real value of this type of

funding to health systems in developing

countries.
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Step 6: 

Develop or adapt 

existing procedures

You will need to develop a clear and detailed

procedure to guide data collection that matches your

project needs and your country or jurisdiction reality.

Although other methods/procedures may exist -see for

example the method followed by Collins (2016), to

quantify middle school youth’s exposure to alcohol

advertisement where they equipped children with

handheld computers able to log every alcohol

advertisement they came across ) - , this tool

recommends that data collectors utilize a series of

easy-to-follow procedures, already tested in high and

in low and middle income countries that will allow

capturing in a systematic way alcohol advertising on

TV, radio, in magazines and on the streets, and

internet. Data can be entered into excel spreadsheets

(using different tabs for each type of media, see 

annex 1).

You also need to develop/adapt checklists according to

the scope of the monitoring and the laws and

regulations in your geographic area of interest. To

ensure good quality of data be sure that the contents of

the checklist are clear and specific (see annex 2 for

example of compliance checklist and annex 3 for 

observational checklist).

Step 7: 

Conduct training session

Data collectors must be trained in every aspect of the

procedures so that they know how to search for, 

identify and capture the information needed. Training 

sessions should include discussion on the purpose of

the monitoring exercise and enough time to review all

procedures.

Content analysis

Research on alcohol and tobacco has showed

that ad content designed to appeal to 

adolescents’ developmental needs 

promotes the use of these products. Therefore,

analyzing content is an extremely 

important task of a monitoring marketing

exercise.  To do this, ads can be evaluated

against defined standards and guidelines of

good advertising practices. These guidelines

can be set by the countries’ authorities or can

be proposed by the industry – i.e. self-

regulation advertising and marketing codes –

and basically describe which types of content

(and exposure markets) are unacceptable. In

the global context, self-regulation of alcohol

marketing is being promoted by industry-

sponsored organizations, such as the

International Alliance for Responsible Drinking

(IARD), previously known as  International

Center for Alcohol Policies (ICAP). 

Two-thirds of the visual content of this ad

shows five individuals (3 females and 2 males),

each holding a beer bottle and dressed in caps

and gowns.  The group is standing in front of

an academic setting and the phrase ‘You

deserve it!’ is written across the middle. In this

ad drinking is portrayed as a sign of maturity

and an important ingredient to improve mental

ability and for social success, violating two key

principles of the industry self-regulation code

governing the marketing of alcoholic 

beverages.
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Step 8: 

Conduct data collection

Depending on the objectives set for the monitoring and

assessment exercise, data collectors can perform the

whole set of procedures described below, or just

selected ones. Basically the objective is to collect the

ads, getting a good picture of the volume, placement

and of the content. 

This can help identifying the main tactics used in each

country by the alcohol industry and of course identify

if existing laws and regulations are being effective.

You should always pilot test before beginning full data

collection. This process will ensure operability, assess

timing and length, and indicate other contextual factors

that may be unique to the setting or to the data

collectors. 

During the period of collection it is important to

review submitted examples as they are received to

ensure that they are consistent with the established

procedures. The project coordinator should be

available to assist with any issues or questions during

this monitoring period.
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Alcohol advertising on television

What can be monitored?

An impression of the volume of alcohol marketing

broadcasted on television can be made by recording a

minimum of 3 hours of the 2 of the largest 

television channels at 2 week days and at 2 weekend

days over a one week period. Media use among youth

(following survey data if it exists) can be used to

select favorite TV channels among young people and

prime time(s) of watching. 

This footage can be analyzed by measuring the

number of alcohol advertisements, time of broadcas-

ting and alcohol producer and type of television pro-

gram around which it is broadcasted. This should be

done by two observers independently.  In the final

report, an impression of the content of televised

alcohol advertisements can be given by showing stills

of commercials.

How can you do this?

1) The channels should be recorded on 2 recorders 

at 2 color televisions. Recording needs to be done 

in a shaded, quite room without background 

noise and a power supply that is as secure as 

possible for both the TV as well as the camera. 

Make sure the TV has a good sound quality 

and level. 

2) The recording can be done by the use of a digital 

film camera with fully (!!!) charged battery and 

32 GB SD card in front of a color television or 

by using Pinnacle Dazzle DVD Recorder HD 

which are small mobile recorders that save the 

footage on an external hard disk. By connecting 

the external hard disks to a computer, the footage 

can be analyzed and screenshots can be 

taken easily. 

3) If you use a digital camera, recording needs to be 

done in MP4 format (= default format camera) in 

low resolution. Recordings might be automatically

split and saved in files of max 50 minutes.

4) DO NOT change the automatic generated file 

names. Write down on the data collection form in 

the exact (local) time at which you started and 

stopped recording and the corresponding 

file name(s). 

5) The camera and TV must be in such position that 

the full TV screen is recorded, but not more than 

that. This will probably be around 2 meters 

between TV and camera. The camera can be 

zoomed in a little bit if needed, but preferably the 

distance between camera and TV should be as 

small as possible to record the full screen. 

6) Make sure the date and time is active and 

correctly set. Also make sure you have tested 

process, equipment, channels and (quality of the) 

recording at least a few days before the actual 

recording and again 1 hour before. 

7) The recording process should be regularly 

checked (at least once every 15 minutes). Once 

you have made all the records you need to 

analyze them and fill-in the TV Form (Annex 1a).

All the spreadsheets and checklists in this manual

can also be downloaded in Excel format:

http://www.add-resources.org/monitoring-

alcohol-marketing.5947842-315773.html
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Alcohol advertising on the radio

What can be monitored?

An impression of the volume of alcohol marketing

broadcasted on the 2 largest radio stations can be made

by recording a minimum of 3 hours at 2 week days

and at 2 weekend days over a one week period.

Preferred radio stations among youth (following

survey data if it exists) can be used to select favorite

radio stations among young people and prime time(s)

of listening to those stations. This will be done by two

observers independently.

The recordings can be analyzed by measuring the

number of alcohol advertisements, time of 

broadcasting, content of alcohol advertisement and

alcohol producer. In the final report, an impression of

the content of radio alcohol advertisements will 

be given by citing radio commercials.

How can you do this?

1) If the channels are broadcasted on the internet, 

the channels can be recorded on a computer. If 

not, the recording can be done by the use of a 

digital film camera in front of a radio with access 

to the 2 radio channels to be recorded. 

2) Recording needs to be done in a quiet room 

without background noise. Recording needs to be 

done in MP4 format (= default format camera) in 

the low resolution. Recordings might be 

automatically split and saved in files of max 

50 minutes. 

3) DO NOT change the automatic generated file 

names and note them carefully on the Radio 

form. The camera and radio must be in such 

position that the radio speaker is in direct line and 

within 50 cm of the camera microphone. 

If possible, let the camera film the radio display 

showing the frequency recorded. The best sound 

quality however has higher priority than filming 

the radio display. 

4) During recording a staff member needs to be 

present who knows how to operate all equipment, 

has read the manual(s), this protocol and can 

solve technical issues. He/she should check the 

recording process regularly (at least once every 

15 minutes). 

5) You should also make sure you have tested 

process, equipment, channels and (quality of the) 

recording at least a few days before the actual 

recording and again 1 hour before to ensure that 

the recording is audible and understandable. 

6) Once you have made all the records you need to 

analyze them and fill-in the Radio Form 

(Annex 1b). 

7) Make sure that the data analysis is done by 

someone who is well versed in the languages and 

dialects that are used on the chosen channels.



Alcohol advertising in magazines

What can be monitored?

An impression of the volume of alcohol marketing

printed in popular magazines and newspapers can be

made by recording the amount and content of alcohol

advertisements in 3 daily newspapers, 

3 weekly newspapers or magazines and 3 monthly

magazines. The alcohol marketing found should be

photographed or scanned and saved on a computer.

Results from media use surveys among youth can be

used to select the favorite newspapers and/or

magazines among young people. The prints can be

analyzed by measuring the number of alcohol

advertisements, place of the ad, content and alcohol

producer. In the final report, an impression of the

content of printed alcohol advertisements in

magazines can be given by showing scanned copies of

the advertisements.

How can you do this?

1) The monitoring should take place in 4 weeks. 

2) In these weeks buy as much of the print media as 

possible. Thus, daily newspapers are bought 

daily, weekly media are bought every week, etc. 

If available, 9 popular magazines, newspapers, 

weekly and monthly magazines can be bought 

and scanned alcohol ads will be saved on a 

computer. Out of those, two magazines/news

papers should be the ones targeting young adults 

(18-21 years of age). 

3) The print media for alcohol marketing should be 

analyzed using the Print report form, one for 

each observer. 

4) Make a digital photo of each alcohol marketing 

found, in such way that that the content is clearly 

visible and readable. 

5) DO NOT change the automatic generated file 

names but note them carefully on the Print report 

form (Annex 1c). Keep the newspaper/magazine 

your project file.

22
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Alcohol advertising on the street

What can be monitored?

An impression of the volume of alcohol marketing on

the street can be made by recording the amount and

content of outdoor alcohol advertisements in the

public domain on billboards and outside stores. Two

study areas can be defined according to project needs: 

one in the centre of the urban- and one in the centre of

the rural city selected for the monitoring exercise.

Each area is defined as a circle of 500 meter around

the most central secondary school in the city centre.

The circular area is identified using Google Maps. The

selected area will be monitored simultaneously by two

independent teams of 2 persons each. The number of

alcohol advertisements, place and content of the ad

and alcohol producer are analyzed. In the final report,

an impression of the content of outdoor alcohol

advertising in the selected areas will be given by

showing photos of identified outdoor alcohol

advertisements.

How can you do this?

The easiest and most reliable way of doing this would

be to use GPS enabled smartphones with camera's on

them or use the EUCAM ‘Monitoring 2.0 application’

to get this done. Although this is a paid application

NGOs are free to contact the organisation and find

possible ways of collaboration for this exercise. Using

EUCAM’s app, when people download the app and

install it on their mobile GPS enabled device, they can

take pictures of the alcohol marketing they encounter

and answer further questions about that specific 

instance of alcohol marketing. 

Afterwards this data will be automatically uploaded in

a data file ready for statistical analysis and the pictures

will turn up in an online geographical map, making it

easy to visualize the density of alcohol marketing as

well as to measure relative distances. Before starting,

make sure there is GPS signal in the area you want 

to monitor!

You can also use google maps and map outdoor

advertising using the following steps:

1) Determine the rural and urban 

monitoring areas:

a) Locate the city centre of the two cities that 

have been used as urban and rural areas 

for the survey study. For example Dar Es 

Salaam in Tanzania as the urban area 

in Tanzania.

b) Find the secondary school that is located 

most central in the city centre. For 

example Zaniki Secondary School in 

Dar Es Salaam.

2) Draw a circle of 500m (0.31 miles) around 

the school.

3) For the monitoring work, it is important that 

the teams have a good map where the 

monitoring area is clearly indicated. Note that 

the map can be used by the two monitoring 

teams to orientate themselves but must also 

be used to indicate where each photo is taken. 

Therefore, it is important that the map is big 

enough and remains in good shape during the 

work and thereafter. It’s a key document for 

analyzing the data. 

By default use the Google map made in step 1, 

printed on A3 format. Take a spare copy of the 

map per team, which can be used if the map is 

full or damaged. If the Google map does not 

show actual streets detailed enough, a good map 

(with small scale of maximum 1:10.000 but 

preferably smaller (e.g. 1:5000)) can be used 

as well). 

MAMPA, Outdoor monitoring exercise,

Madagascar, 2013
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4) Select two teams of two persons that will 

monitor alcohol advertising on the street 

simultaneously at the same time, by marking 

them on the map and taking photos. They 

should also mark all secondary schools (SS), 

primary schools (PS), sport facilities (SF) and 

alcohol outlets (AO) on the map.

5) This will result in two datasets of the same 

area in the same period which will increase 

the reliability of the results. 

6) Both teams monitor the selected area at the 

same time. To make sure that they monitor 

independently from each other as much as 

possible, they should not walk together. It 

may be helpful to determine an efficient route 

covering all streets within the circle for both 

observation teams before the start. One person of 

each team is making photos, the other person is 

making notes on the map and standing next to the 

ad with the reference item.

7) Take at least three photo’s in jpg format of each 

alcohol marketing found:

a) At least one close up showing the full ad 

covering the whole photo.

b) At least one showing the ad and a reference 

item of which the exact size is known. This 

makes it possible to calculate the size of the ad 

later on. The reference item and ad should be 

at the same distance from the camera. 

Use a 30 cm colored ruler for smaller items 

and a 100 cm colored stick for larger items. 

For example, one of the team members can 

stand next to a billboard with the 100cm stick 

when making the picture. If this is impossible, 

estimate the size of the ad and write it down 

on the map.

c) At least one photo showing the wider context 

of  the ad (street, shop, etc). More photos are 

a plus.

8) DO NOT change the automatic generated file 

names given by the camera. 

9) Indicate clearly on the map where the photos 

were taken using an arrow and writing the file 

name of the close up photo on the map.

10) When back into the office, review all 

photos and fill in the Outdoor Form (Annex 1d).
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Alcohol advertising on the internet

What can be monitored?

An impression of relevant volume of alcohol

marketing on the internet can be made by visiting

home pages of websites that are most popular among

the target group selected or the scope of the exercise

(e.g. CSR). Since exposure on the internet is highly

customized depending on user profile, (search history

of) the computer used, and users ‘friends’ (social

media), it is impossible to monitor actual exposure.

Therefore, the focus can be the exploration of the pos-

sible content that the target group might be exposed to.

The number of alcohol advertisements, place of the ad,

the hyperlink attached to the ad and impression of the

content of alcohol advertising can be monitored.

How can you do this?

1) The monitoring of alcohol marketing on the 

internet is done by two observers independently.  

Where applicable, one takes the identity of a 14 

year old boy, the other of a 14 year old girl. 

Both observers need to be experienced internet 

users. In case of monitoring social media (like 

Facebook or Twitter), the observers must be 

familiar with using them. 

2) Both observers visit the 3 most popular websites 

on Friday afternoon for 4 weeks at the same time 

(preferred) or straight after each other. 

3) Monitoring means that the observer browses each 

website looking for alcohol related content that is 

placed on the website by alcohol producing 

companies themselves (called “brand authored 

alcohol related content”). Content that is 

uploaded to the website by others (like users) is 

not monitored. If brand authored alcohol related 

content is found, the observer makes a screen-

shot, saves it and records the alcohol related 

content using the Internet form. 

For screen shots you can also use a special 

capture software program, like Gadwin 

(http://www.gadwin.com/printscreen/).

Any link that clearly seems to refer to brand 

authored alcohol related content is followed and 

the landing page monitored. Emails (including 

attachments and links) from these websites are 

monitored as well and alcohol related content 

recorded (see also next point). 

4) If ads are changing in a loop, make a screenshot 

of each ad that contains alcohol marketing. If the 

ads are continuously refreshed without a loop (so 

there is an endless number of ads), monitor 5 ads 

and proceed to other pages.

5) If the website has a search facility, search for the 

following keywords (translate where needed in 

your local language): “alcohol”, “beer”, “drink” 

and the 3 most popular alcohol brands among 

youth in your country. For each keyword, the first 

10 results that seem relevant to you, open the 

page, make and save a screenshot, review the 

page in terms of alcohol related content and make 

additional screenshots if needed for any alcohol 

marketing found. Follow all links that seem to 

refer to alcohol related content, especially when 

young people seem to be targeted.

6) For reporting and publication of the results, it is 

important that the websites containing alcohol 

marketing are recorded. For that you can save 

screenshot files in jpeg format. Make sure that 

when doing it you capture the entire screen, 

including date/time, and url.
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Step 9: 

Data management

For file name management it is important that all

alcohol marketing communications observed:

1. have an unique ID number that is used in 

any file related to that particular observation, and

2. are registered in the data entry form (annex 

1a,b,c,d) under that ID number. 

To ensure that all photo and video files have unique

names it is important that all photo and video files

remain on the SD cards in the video and photo camera

during the exercise and that file names are not

changed. In that way the cameras will never use the

same file name twice. Data should be copied to a 

computer for back up and analysis, using the USB

cable that comes with the cameras. Also on the 

computer file names must remain unchanged.

Folder structure

Make the following basic folder structure on your

computer:

a) \\Monitoring data

b) \Video – use this folder for any file that comes 

from the video camera named with the file 

name given by the video camera. Leave all 

originals on the camera.

c) \Photo – use this folder for any file that comes 

from the photo camera named with the file 

name given by the photo camera. Leave all 

originals on the camera.

d) \Screenshots – use this folder for any screen-

shot made on your computer; Make subfolders 

for screenshots made by observer A and a sub

folder for those made by observer B. For 

example, if you are observer A and you make a 

screenshot of a website recorded as ID number 

13 on the WWW report form in annex 1d, your 

screenshot is saved as WWW_13.jpg. If more 

screenshots of one alcohol marketing needs to 

be saved, add a alphabetic number, e.g. 

WWW_A_13b.jpg,  

WWW_A_13c.jpg, etc.
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Step 10: 

Analyze your results

Once all necessary data has been collected and the

forms have been completed, results can be analyzed.

As already mentioned, ensuring high quality data

involves good planning and supervision at every step

of the process. As data is collected and submitted, the

project staff should check the files and confirm its

quality (clearly captured, complete and consistent with

the protocol). The Excel data entry forms should also

be revised. 

Once data quality is verified, results can be analyzed

using the tools and software most appropriate to the

skills and capacity of project staff as well as the scope

of your exercise. Results should show evidence of

compliance, violations or gaps in the laws and

regulations, and be guided by questions that involve

matters related to volume and content of alcohol

marketing. 

Other key questions are important such as:

a) What companies/producers are compliant with 

or violate existing laws and regulations?

b) Which tactics is the industry using to promote 

their brands and products on TV, radio, press 

and internet?

c) Do examples show gaps in existing laws 

and regulations?

Remember to consider the enforcement capacity of

national or local government, and seek to identify

parties that are able or likely to respond to the 

assessment results.

Step 11: 

Disseminate results 

Once you have the final results, you should consider

the most appropriate way of disseminating them. Be

sure to define your audience and develop key 

messages that are tailored to reach and influence your

targeted audience. The primary targets for this type of

monitoring are policy makers and enforcement

agencies. 

Results can be presented through small briefings or

press conferences, and should clearly indicate whether

or not laws and regulations are being adhered to as

well as expose existing gaps. They should also include

an appeal for additional resources needed to improve

compliance. 

Disseminating the results through these type of

briefings before making the results publically

available to public and civil society helps building

trust and may be more likely to result in action from

those agencies.



28

Anderson, P., Møller, L., Galea, G. (eds). Alcohol in the European Union Consumption, harm and

policy approaches. Copenhagen: WHO Regional Office for Europe, 2012.

Anderson, P., de Bruijn, A., Angus, K., Gordon, R., & Hastings, G. Impact of alcohol advertising and

media exposure on adolescent alcohol use: A systematic review of longitudinal studies. Alcohol and

Alcoholism 2009; 44: 229–243. doi:10.1093/alcalc/agn115.

Austin, E.W., & Hust, S.J.T. Targeting adolescents? The content and frequency of alcoholic and

nonalcoholic beverage ads in magazine and video formats November 1999-April 2000. Journal of

Health Communication 2005; 10: 769–785. doi:10.1080/10810730500326757.

Babor, T.F., Xuan, Z., Damon, D. A new method for evaluating compliance with industry self-

regulation codes governing the content of alcohol advertising. Alcohol Clin Exp Res. Epub ahead of

print May 17, 2013. 

Casswell, S., & Thamarangsi, T. Reducing harm from alcohol: call to action. The Lancet 2009;

373:2247-57.

Collins, R.L., Martino, S.C., Kovalchik, S.A., Becker, K.M., Shadel, W.G., D'Amico, E.J. Alcohol

Advertising Exposure Among Middle School-Age Youth: An Assessment Across All Media and

Venues. J Stud Alcohol Drugs 2016; 77:384-92.

Dal Cin, S., Worth, K.A., Dalton, M.A., Sargent, J.D. Youth exposure to alcohol use and brand

appearances in popular contemporary movies. Addiction. 2008;103(12):1925–1932pmid:18705684

De Bruijn. Alcohol marketing practices in Africa: findings from the Gambia, Ghana, Nigeria and

Uganda,  2011.- See more at: http://apps.who.int/iris/handle/10665/109914#sthash.gxhPDQBF.dpuf.

De Bruijn. Commercial promotion of drinking in Europe: Key findings of independent monitoring of

alcohol marketing in five European countries. The Dutch Institute for Alcohol Policy (STAP), 2012.

De Bruijn, A., Tanghe, J., de Leeuw, R., Engels, R., Anderson, P., Beccaria, F., Bujalski, M., Celata,

C., Gosselt, J., Schreckenberg, D., Słodownik, L., Wothge, J., and van Dalen, W. European longitudinal

study on the relationship between adolescents’ alcohol marketing exposure and alcohol use. Addiction

2016; 111: doi: 10.1111/add.13455

Gordon, R., Harris, F., Marie Mackintosh, A., Moodie, C. Assessing the cumulative impact of alcohol

marketing on young people’s drinking: Cross-sectional data findings, Addiction Research and Theory

2011; 19: 66–75.

Henriksen, L., Feighery, E.C., Schleicher, N.C., Fortmann, S.P. Receptivity to alcohol marketing

predicts initiation of alcohol use. J Adolesc Health 2008; 42:28–35.

Hanewinkel, R., Sargent, J., Hunt,K., Sweeting, H., Engels, R., Scholte, R., Mathis, F., Florek, E.,

Morgenstern, M.  Portrayal of Alcohol Consumption in Movies and Drinking Initiation in Low-Risk

Adolescents. Pediatrics, 2014;133: 973-82.

Lyons, A., McNeill, A., Gilmore, I., Britton, J. Alcohol imagery and branding, and age classification of

films popular in the UK. Int J Epidemiol. 2011;40(5):1411–19.

Noel, J., & Babor, T. Does industry self-regulation protect young persons from exposure to alcohol

marketing? A review of compliance and complaint studies.  Addiction 2016. DOI: 10.111/add.13432

Obot, I.S. The measurement of drinking patterns and alcohol problems in Nigeria. Journal of Sub-

stance Abuse 2000; 12: 169−81.

Obot, Isidore S., & Ibanga, Akan J. The Globe: Selling booze: alcohol marketing in Nigeria. Institute

of Alcohol Studies. November 6, 2005.

Rehm, J., Baliunas, D., Borges, G. et al. The relation between different dimensions of alcohol

consumption and burden of disease: an overview. Addiction 2010; 105:817–843. 

Rehm, J., Mathers, C., Patra, J., et al. Global burden of disease and injury and economic cost att-

ributable to alcohol use and alcohol use disorders. The Lancet 2009; 373:11.

References



29

Robaina, K., Babor, T., Noel, J. Evaluating compliance with alcohol industry self-regulation in seven

countries in Africa. University of Connecticut School of Medicine 2016.

Room, R. et al. Alcohol in Developing Societies: A Public Health Approach. Helsinki: Finnish

Foundation for Alcohol Studies (in collaboration with World Health Organization), 2002.

Room, R., Babor, T.F., Rehm, J. Alcohol and public health. Lancet 2005; 365: 519-530.

Shield, K., Parry, C., Rehm, J. Focus On: Chronic Diseases and Conditions Related to Alcohol Use.

Alcohol Research: Current Reviews 2013; 35: 155-73.

Smith, L., Foxcroft, D. The effect of alcohol advertising, marketing and portrayal on drinking be-

haviour in young people: systematic review of prospective cohort studies. BMC Public Health 2009;

9:51  doi:10.1186/1471-2458-9-51.

STAP. Alcohol marketing in Europe: strengthening regulation to protect young people. Utrecht:

National Foundation for Alcohol Prevention, 2007.

Stautz, K., Brown, K.G., King, S.E., Shemilt, I., Marteau, T.M. Immediate effects of alcohol

marketing communications and media portrayals on consumption and cognition: a systematic review

and meta-analysis of experimental studies. BMC Public Health 2016; 16:465. DOI: 10.1186/s12889-

016-3116-8

Vendrame, A., Pinksy, I., Silva, R., Babor, T.F. Assessment of self-regulatory code violations in

Brazilian television beer advertisements. J Stud Alcohol Drugs 2010; 71: 445–451.

WHO. 2014. Global Status Report on Alcohol and Health - 2014. Geneva: World Health Organization.

Yoon, S., Lam, T.H. The illusion of righteousness: corporate social responsibility practices of the

alcohol industry. BMC Public Health 2013; 13:630. doi: 10.1186/1471-2458-13-630.



Ap
pe

nd
ix 

1a
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– o
n 

TV
 (1

)

st
ar

t:
st

op
:

fil
en

am
e 

1
Fi

le
 n

am
es

 (g
ive

n 
by

 th
e 

ca
m

er
a)

:

fil
en

am
e 

2
fil

en
am

e 
3

Fo
r e

xa
m

pl
e:

 0
7:

02

Fo
r e

xa
m

pl
e:

 0
8:

35

Fo
r e

xa
m

pl
e:

 F
ile

 0
06

8

Fo
r e

xa
m

pl
e:

 F
ile

 0
00

1

Fo
r e

xa
m

pl
e:

 (.
M

PG
), 

if a
pp

lic
ab

le

Id
en

tif
ic

at
io

n
Pr

od
uc

t i
nf

or
m

at
io

n
Id

_#
Fi

le
 n

am
e 

sc
re

en
sh

ot
 (j

pg
)

Ex
am

pl
e:

 1
TV

!_
A_

1.
jp

g

2 3 4 5 6 7 8 9 10 11 12

Br
an

d 
na

m
e/

Na
m

e 
pr

od
uc

t
Na

m
e 

co
m

pa
ny

 a
nd

/o
r c

am
pa

ig
n

Ty
pe

 o
f l

iq
uo

r 

Fo
r e

xa
m

pl
e:

 B
ee

r; 
W

ine
; 

Al
co

po
ps

; S
pi

rit
s; 

Ci
de

r

Dr
au

gh
tk

eg
He

ine
ke

n
Be

er

Al
co

ho
l A

dv
er

tis
em

en
ts

 fo
un

d:

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
0



Ap
pe

nd
ix 

1a
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– o
n 

TV
 (2

)

Pr
og

ra
m

 d
ur

in
g/

be
fo

re
/a

fte
r a

dv
er

st
ise

m
en

t i
s b

ro
ad

ca
st

ed
Ad

ve
rti

se
m

en
t

Na
m

e
Ti

m
e 

of
 b

ro
ad

ca
st

(h
r:m

in)

Ch
am

pi
on

s 
Le

ag
ue

 fin
al

20
:1

0

Ta
rg

et
 a

ud
ie

nc
e 

Fo
r e

xa
m

pl
e:

 C
hil

dr
en

/
Ad

ol
es

ce
nt

s/
 A

du
lts

; 
W

om
en

/M
en

Ti
m

e 
of

 b
ro

ad
ca

st
(h

r:m
in)

Du
ra

tio
n

(s
ec

on
ds

)
Po

sit
io

n 
in

 p
ro

gr
am

Br
ea

k; 
Sp

on
so

rin
g 

of
 p

ro
gr

am
; 

Sp
on

so
rin

g 
in 

pr
og

ra
m

; 
Ed

ito
ria

l in
 p

ro
gr

am

De
sc

rip
tio

n 
co

nt
en

t
P=

pr
od

uc
t i

nf
or

m
at

io
n;

 
S=

co
nn

ec
tio

ns
 

Sp
or

t; 
Y=

 Yo
ut

h 
Cu

ltu
re

; 
SS

=S
ex

ua
l S

uc
ce

ss
; 

G=
Gl

am
ou

r; 
Ot

he
r, 

na
m

ely
Ad

ult
s

00
:1

2
46

Br
ea

k
S

Al
co

ho
l A

dv
er

tis
em

en
ts

 fo
un

d:

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
1



Ap
pe

nd
ix 

1b
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– o
n 

Ra
di

o 
(1

)

Fi
lle

d 
in

 b
y (

na
m

e 
an

d 
or

ga
ni

za
tio

n)
:

Ti
tle

 c
ha

nn
el

:
De

sc
rip

tio
n 

ch
an

ne
l:

Ta
rg

et
 a

ud
ie

nc
e:

Re
co

rd
in

g 
da

y:
Re

co
rd

in
g 

(lo
ca

l) 
tim

e
st

ar
t:

st
op

:

Fi
le

 n
am

es
 

(g
ive

n 
by

 th
e 

ca
m

er
a)

: 
fil

en
am

e 
1:

fil
en

am
e 

2:
fil

en
am

e 
3:

Fo
r e

xa
m

pl
e:

 F
ra

ns
 v

an
 Z

oe
st

, S
TA

P

Fo
r e

xa
m

pl
e:

 M
ala

w
i B

ro
ad

ca
st

ing
 C

om
pa

ny

Fo
r e

xa
m

pl
e:

 s
po

rt 
ch

an
ne

l/c
om

ed
y 

ch
an

ne
l/n

ew
s 

ch
an

ne
l/e

tc

Fo
r e

xa
m

pl
e:

 c
hil

dr
en

/a
do

les
ce

nt
s/

ad
ult

s/
w

om
en

/m
en

/fa
m

ily

Fo
r e

xa
m

pl
e:

 0
1/

06
/2

01
2)

Fo
r e

xa
m

pl
e:

  0
8:

12
 P

M
 (1

2 
m

inu
te

s 
af

te
r e

ig
ht

 in
 th

e 
ev

en
ing

Fo
r e

xa
m

pl
e:

  0
9:

25
 P

M
 (t

w
en

ty
fiv

e 
m

inu
te

s 
af

te
r n

ine
 in

 th
e 

ev
en

ig
ha

lf p
as

t 9
 in

 th
e 

ev
en

ing

(.M
PG

), 
if a

pp
lic

ab
le

(.M
PG

)

(.M
PG

), 
if a

pp
lic

ab
le

fil
en

am
e 

4:
fil

en
am

e 
5:

fil
en

am
e 

6:
(.M

PG
), 

if a
pp

lic
ab

le

(.M
PG

), 
if a

pp
lic

ab
le

(.M
PG

), 
if a

pp
lic

ab
le

Id
en

tif
ic

at
io

n
Pr

od
uc

t i
nf

or
m

at
io

n
Id

_#
Fi

le
 n

am
e 

sc
re

en
sh

ot
 (j

pg
)

Ex
am

pl
e:

 1
RA

DI
O

5_
A_

1.
jp

g

2 3 4 5 6 7 8 9 10 11

Br
an

d 
na

m
e/

Na
m

e 
pr

od
uc

t
Na

m
e 

co
m

pa
ny

 a
nd

/o
r c

am
pa

ig
n

Ty
pe

 o
f l

iq
uo

r 
(F

or
 e

xa
m

pl
e:

 B
ee

r; 
W

ine
; 

Al
co

po
ps

; S
pi

rit
s; 

Ci
de

r)

Dr
au

gh
tk

eg
He

ine
ke

n
Be

er

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
2



Ap
pe

nd
ix 

1b
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– o
n 

Ra
di

o 
(2

)

Pr
og

ra
m

 d
ur

in
g/

be
fo

re
/a

fte
r a

dv
er

st
ise

m
en

t i
s b

ro
ad

ca
st

ed
Ad

ve
rti

se
m

en
t

Na
m

e
Ti

m
e 

of
 

br
oa

dc
as

t
(h

r:m
in

)

Ta
rg

et
 a

ud
ie

nc
e 

Fo
r e

xa
m

pl
e:

 C
hil

dr
en

/
Ad

ol
es

ce
nt

s/
 A

du
lts

; 
W

om
en

/M
en

Ex
am

pl
e:

 1
Ch

am
pi

on
s 

Le
ag

ue
 fin

al
20

:1
0:

00

Ti
m

e 
of

 
br

oa
dc

as
t

(H
r:m

in
)

Du
ra

tio
n

(s
ec

on
ds

)
Po

sit
io

n 
in

 p
ro

gr
am

Br
ea

k; 
Sp

on
so

rin
g 

of
 p

ro
gr

am
; 

Sp
on

so
rin

g 
in 

pr
og

ra
m

; 
Ed

ito
ria

l in
 p

ro
gr

am

De
sc

rip
tio

n 
co

nt
en

t
P=

pr
od

uc
t i

nf
or

m
at

io
n;

 S
=c

on
ne

ct
io

ns
 

Sp
or

t; 
Y=

 Yo
ut

h 
Cu

ltu
re

; S
S=

Se
xu

al 
Su

cc
es

s; 
G=

Gl
am

ou
r; 

Ot
he

r, 
na

m
ely

…

00
:1

2:
10

46
Br

ea
k

S
Ad

ult
s

2 3 4 5 6 7 8 9 10 Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
3



Ap
pe

nd
ix 

1c
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– P
RI

NT
 M

ED
IA

 (1
) 

Fi
lle

d 
in

 b
y (

na
m

e 
an

d 
or

ga
ni

za
tio

n)
:

Al
co

ho
l M

ar
ke

tin
g 

fo
un

d:

Na
m

e:
Fo

r e
xa

m
pl

e:
 K

uli
m

ba
 C

hio
tc

ha
, D

ru
g 

Fig
ht

 M
ala

w
i

Id
en

tif
ic

at
io

n
In

fo
rm

at
io

n 
ab

ou
t t

he
 n

ew
sp

ap
er

/m
ag

az
in

e
ID

_#
Fi

le
 n

am
e 

ph
ot

o
Ti

tle
De

sc
rip

tio
n

Is
su

e
Da

te
Ta

rg
et

 a
ud

ie
nc

e
# 

Pa
ge

s
Si

ze
Fr

eq
ue

nc
y 

of
 re

le
as

e
Bo

ug
ht

 a
t

Ex
am

pl
e:

 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

PR
IN

T_
1.

jp
g

Ta
nz

an
ia 

Da
im

a
ne

w
sp

ap
er

45
/2

01
2

01
-0

6-
12

ad
ult

s
25

A2
da

ily
sh

op

.jp
g

ne
w

sp
ap

er
/ 

sp
or

tm
ag

az
ine

/ 
et

c

dd
/m

m
/y

yy
A2

/A
3/

A4
/

A5
/A

6/
 

sm
all

er

da
ily

/
tw

ice
 a

 w
ee

k/
w

ee
kly

/
m

on
ht

ly/
 e

tc

su
pe

rm
ar

ke
t/

sh
op

/
st

re
et

/
ot

he
r n

am
ely

 …

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
4



Ap
pe

nd
ix 

1c
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– P
RI

NT
 M

ED
IA

 (2
)

Al
co

ho
l M

ar
ke

tin
g 

fo
un

d:

Pr
od

uc
t i

nf
or

m
at

io
n

Ad
ve

rti
se

m
en

t
Br

an
d 

na
m

e/
Na

m
e 

pr
od

uc
t

Co
m

pa
ny

 a
nd

/
or

 N
am

e 
ca

m
pa

ig
n

Ty
pe

 o
f l

iq
uo

r
Pa

ge
 N

um
be

r
Si

ze
Ed

ito
ria

l
Im

ag
e

De
sc

rip
tio

n 
co

nt
en

t

Dr
au

gh
tk

eg
15

x2
5

Ye
s

G
n

He
ine

ke
n

Be
er

12

Fo
r e

xa
m

pl
e:

 B
ee

r; 
W

ine
; A

lco
po

ps
; 

Sp
irit

s;
 C

id
er

cm
xc

m
 

(H
eig

ht
 x

 W
id

th
)

Ye
s/

No
Ye

s/
No

P=
pr

od
uc

t i
nf

or
m

at
io

n;
 

S=
co

nn
ec

tio
ns

 to
 S

po
rt;

Y=
 Y

ou
th

 C
ult

ur
e;

  S
S=

Se
xu

al 
Su

cc
es

s;
 

G
=G

lam
ou

r; 
O

th
er

, n
am

ely
 …

.

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
5



Ap
pe

nd
ix 

1d
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– O
UT

DO
OR

, R
UR

AL
 A

RE
A 

(1
)

Fi
lle

d 
in

 b
y (

na
m

es
 a

nd
 o

rg
an

iza
tio

n)
:

Al
co

ho
l M

ar
ke

tin
g 

fo
un

d:

Na
m

e 
1:

Fo
r e

xa
m

pl
e:

 J
or

ge
 T

ha
w

e

Na
m

e 
2:

Fo
r e

xa
m

pl
e:

 Y
am

ika
ni 

Ph
iri

Ci
ty

:
Fo

r e
xa

m
pl

e:
 S

ali
m

a

Na
m

e 
ar

ea
: 

Fo
r e

xa
m

pl
e:

 S
ali

m
a 

to
w

n

Re
co

rd
in

g 
da

y (
dd

/m
m

/y
yy

y)
:

Fo
r e

xa
m

pl
e:

 1
4/

09
/2

01
2

Re
co

rd
in

g 
tim

e 
(h

rs
 A

M
/P

M
):

Fo
r e

xa
m

pl
e:

 1
0:

12
-1

1:
16

am

Id
 n

um
be

r o
f m

ap
:

Fo
r e

xa
m

pl
e:

 M
sa

lur
a 

Te
am

 A
 1

4/
09

/2
01

2)

Id
en

tif
ic

at
io

n
Pr

od
uc

t i
nf

or
m

at
io

n
Id

_#
Fi

le
 N

am
e 

Cl
os

e 
up

 p
ho

to
 

(=
 w

rit
en

 o
n 

th
e 

m
ap

)
Fi

le
 N

am
e 

Ph
ot

o 
w

ith
 re

fe
re

nc
e 

ite
m

Fi
le

 N
am

e 
Co

nt
ex

t P
ho

to
Br

an
d 

na
m

e/
Na

m
e 

pr
od

uc
t

Na
m

e 
co

m
pa

ny
 

an
d/

or
 c

am
pa

ig
n

Ty
pe

 o
f l

iq
uo

r

Ex
am

pl
e:

 1 2 3 4 5 6 7 8 9

Fo
r e

xa
m

pl
e:

 B
ee

r; 
W

ine
; 

Al
co

po
ps

; S
pi

rit
s;

 C
id

er

Be
er

He
ine

ke
n

Dr
au

gh
tk

eg
O

UT
_U

RB
AN

_1
a.

jp
g

O
UT

_U
RB

AN
_1

b.
jp

g
O

UT
_U

RB
AN

_1
c.

jp
g

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
6



Ap
pe

nd
ix 

1d
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– O
UT

DO
OR

, R
UR

AL
 A

RE
A 

(2
) 

Ad
ve

rti
se

m
en

t
Ty

pe
 o

f o
ut

do
or

 
ad

ve
rti

sin
g 

Fo
r e

xa
m

pl
e:

 
bi

llb
oa

rd
/w

all
/

ou
ts

id
e 

st
or

e/
O

th
er

, n
am

ely
 …

Bi
llb

oa
rd

O
n 

Bu
ild

ing
Bu

sy
 R

oa
d

P
80

x1
21

10
0

SS
55

0
20

0
S

Pl
ac

e

Fo
r E

xa
m

pl
e:

 
on

 b
uil

di
ng

/in
 s

tre
et

Co
nt

ex
t

Fo
r e

xa
m

pl
e:

 
bu

sy
 ro

ad
, 

sh
op

pi
ng

 a
re

a,
 e

tc

Co
nt

en
t

P=
pr

od
uc

t i
nf

or
m

at
io

n;
 

S=
co

nn
ec

tio
ns

 to
 S

po
rt;

   
Y=

 Y
ou

th
 C

ult
ur

e;
 

SS
=S

ex
ua

l S
uc

ce
ss

; 
G

=G
lam

ou
r; 

O
th

er
, n

am
ely

 …

Si
ze

 o
n 

sc
re

en
 

W
ha

t i
s 

siz
e 

on
 s

cr
ee

n 
of

 th
e 

ad
ve

rti
se

m
en

t 
in 

m
m

? 
(W

id
th

 x
 H

eig
th

)

W
ha

t i
s 

siz
e 

on
 s

cr
ee

n 
of

 th
e 

re
fe

re
nc

e 
ite

m
 

in 
m

m
? 

(L
en

gt
h)

W
ic

h 
re

fe
re

nc
e 

ite
m

?
R 

= 
Ru

ler
 (3

00
 m

m
) o

r
S 

= 
St

ick
 (1

00
0 

m
m

) o
r

O
 =

 O
th

er
, n

am
ely

 …
.

(…
.m

m
)

M
et

er
s t

o 
ne

ar
es

t s
ch

oo
l o

r 
sp

or
t f

ac
ilit

y 
M

et
er

s 
to

 s
ch

oo
l:

PS
 =

 P
rim

ar
y 

Sc
ho

ol
;

SS
 =

 S
ec

on
da

ry
 s

ch
oo

l

M
et

er
s 

to
 s

po
rt 

fa
cil

ity

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
7



Ap
pe

nd
ix 

1e
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– O
UT

DO
OR

, U
RB

AN
 A

RE
A 

(1
) 

Fi
lle

d 
in

 b
y (

na
m

e 
an

d 
or

ga
ni

za
tio

n)
:

Al
co

ho
l M

ar
ke

tin
g 

fo
un

d:

Na
m

e 
1:

Fo
r e

xa
m

pl
e:

 J
or

ge
 T

ha
w

e,
 D

ru
g 

Fig
ht

 M
ala

w
i

Na
m

e 
2:

Fo
r e

xa
m

pl
e:

 L
ez

ina
 M

be
re

ng
a,

 D
ru

g 
Fig

ht
 M

ala
w

i

Ci
ty

:
Fo

r e
xa

m
pl

e:
 L

ilo
ng

w
e

Na
m

e 
ar

ea
: 

Fo
r e

xa
m

pl
e:

 A
re

a 
3 

an
d 

4

Re
co

rd
in

g 
da

y (
dd

/m
m

/y
yy

y)
:

Fo
r e

xa
m

pl
e:

 1
0-

11
/0

9/
20

12

Re
co

rd
in

g 
tim

e 
(h

rs
 A

M
/P

M
):

Fo
r e

xa
m

pl
e:

 1
1:

14

Id
 n

um
be

r o
f m

ap
:

Fo
r e

xa
m

pl
e:

 B
w

ail
a 

Te
am

 A
 1

0-
11

/0
9/

20
12

)

Id
en

tif
ic

at
io

n
Id

_#
Fi

le
 N

am
e 

Cl
os

e 
up

 p
ho

to
 

(=
 w

rit
en

 o
n 

th
e 

m
ap

)
Fi

le
 N

am
e 

Ph
ot

o 
w

ith
 re

fe
re

nc
e 

ite
m

Fi
le

 N
am

e 
Co

nt
ex

t P
ho

to
Br

an
d 

na
m

e/
Na

m
e 

pr
od

uc
t

Na
m

e 
co

m
pa

ny
 

an
d/

or
 c

am
pa

ig
n

Ty
pe

 o
f l

iq
uo

r

Ex
am

pl
e:

 1 2 3 4 5 6 7 8 9

Fo
r e

xa
m

pl
e:

 B
ee

r; 
W

ine
; 

Al
co

po
ps

; S
pi

rit
s;

 C
id

er

Be
er

He
ine

ke
n

Dr
au

gh
tk

eg

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
8



Ap
pe

nd
ix 

1e
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– O
UT

DO
OR

, U
RB

AN
 A

RE
A 

(2
) 

Ad
ve

rti
se

m
en

t
Ty

pe
 o

f o
ut

do
or

 
ad

ve
rti

sin
g 

Fo
r e

xa
m

pl
e:

 
bi

llb
oa

rd
/w

all
/

ou
ts

id
e 

st
or

e/
O

th
er

, n
am

ely
 …

Bi
llb

oa
rd

O
n 

Bu
ild

ing
Bu

sy
 R

oa
d

P
80

x1
21

10
0

SS
55

0
20

0
S

Pl
ac

e

Fo
r E

xa
m

pl
e:

 
on

 b
uil

di
ng

/in
 s

tre
et

Co
nt

ex
t

Fo
r e

xa
m

pl
e:

 
bu

sy
 ro

ad
, 

sh
op

pi
ng

 a
re

a,
 e

tc

Co
nt

en
t

P=
pr

od
uc

t i
nf

or
m

at
io

n;
 

S=
co

nn
ec

tio
ns

 to
 S

po
rt;

   
Y=

 Y
ou

th
 C

ult
ur

e;
 

SS
=S

ex
ua

l S
uc

ce
ss

; 
G

=G
lam

ou
r; 

O
th

er
, n

am
ely

 …

Si
ze

 o
n 

sc
re

en
 

W
ha

t i
s 

siz
e 

on
 s

cr
ee

n 
of

 th
e 

ad
ve

rti
se

m
en

t 
in 

m
m

? 
(W

id
th

 x
 H

eig
th

)

W
ha

t i
s 

siz
e 

on
 s

cr
ee

n 
of

 th
e 

re
fe

re
nc

e 
ite

m
 

in 
m

m
? 

(L
en

gt
h)

W
ic

h 
re

fe
re

nc
e 

ite
m

?
R 

= 
Ru

ler
 (3

00
 m

m
) o

r
S 

= 
St

ick
 (1

00
0 

m
m

) o
r

O
 =

 O
th

er
, n

am
ely

 …
.

(…
.m

m
)

M
et

er
s t

o 
ne

ar
es

t s
ch

oo
l o

r 
sp

or
t f

ac
ilit

y 
M

et
er

s 
to

 s
ch

oo
l:

PS
 =

 P
rim

ar
y 

Sc
ho

ol
;

SS
 =

 S
ec

on
da

ry
 s

ch
oo

l

M
et

er
s 

to
 s

po
rt 

fa
cil

ity

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

3
9



Ap
pe

nd
ix 

1f
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– I
NT

ER
NE

T 
ON

LI
NE

 (1
)

Fi
lle

d 
in

 b
y (

na
m

e 
an

d 
or

ga
ni

za
tio

n)
:

Al
co

ho
l M

ar
ke

tin
g 

fo
un

d:

Na
m

e:
Fo

r e
xa

m
pl

e:
 C

ha
rit

y 
Ph

iri,
 D

ru
g 

Fig
ht

 M
ala

w
i

Sc
re

en
 si

ze
 (w

id
th

 x 
he

ig
ht

 in
 c

m
): 

Fo
r e

xa
m

pl
e:

 3
3.

2x
19

Sc
re

en
 re

so
lu

tio
n 

(w
id

th
 x 

he
ig

ht
 in

 p
ixe

ls)
:

Fo
r e

xa
m

pl
e:

 1
36

6x
76

8

Id
en

tif
ic

at
io

n
In

fo
rm

at
io

n 
w

eb
sit

e
Id

_#
Fi

le
 n

am
e 

sc
re

en
sh

ot
Da

te
 a

cc
es

se
d

UR
L

UR
L 

at
 W

eb
ci

ta
tio

n.
or

g
Ta

rg
et

 a
ud

ie
nc

e
Ty

pe
 o

f w
eb

sit
e

Ex
am

pl
e:

 1 2 3 4 5 6 7 8 9 10 11 12

S=
 S

ta
tic

/  
   

   
   

   
   

 
I =

 in
te

ra
ct

ive

W
W

W
_1

.jp
g

.jp
g

dd
-m

m
-y

yy
w

w
w.

ab
c.

nl
ht

tp
://

w
w

w.
w

eb
cit

at
io

n.
or

g/
xx

xx
Fo

r e
xa

m
pl

e:
 

ch
ild

re
n/

ad
ol

es
ce

nt
s/

ad
ult

s/
w

om
en

/m
en

/
fa

m
ily

/o
th

er
, n

am
ely

 …

10
-0

5-
12

ht
tp

://
w

w
w.

he
ine

ke
n.

co
m

/z
a/

ue
fa

/s
ta

rfi
na

llp
.a

sp
x

ht
tp

://
w

w
w.

w
eb

cit
at

io
n.

or
g/

68
aH

Dl
Le

F
ad

ol
es

en
ts

I

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

4
0



Ap
pe

nd
ix 

1f
: S

am
pl

e 
re

gi
st

ra
tio

n 
fo

rm
s 

– I
NT

ER
NE

T 
ON

LI
NE

 (2
)

Pr
od

uc
t i

nf
or

m
at

io
n

Ad
ve

rti
se

m
en

t
Br

an
d 

na
m

e/
Na

m
e 

pr
od

uc
t

Ty
pe

 o
f 

ad
ve

rti
sin

g 
Co

nt
en

t r
ef

er
s t

o
St

ra
te

gy
Pl

ac
e 

on
 sc

re
en

Na
m

e 
co

m
pa

ny
 

an
d/

or
 c

am
pa

ig
n

Ty
pe

 o
f l

iq
uo

r 
Si

ze
 o

n 
sc

re
en

UR
L 

la
nd

in
gs

pa
ge

Dr
au

gh
tk

eg
He

ine
ke

n
Be

er
V

SS
I

B,
 R

22
x2

5

Fo
r e

xa
m

pl
e:

 B
ee

r; 
W

ine
; A

lco
po

ps
; 

Sp
irit

s;
 C

id
er

If 
th

e 
ad

ve
rti

se
m

en
t  

is 
lin

ke
d 

to
 a

no
th

er
 

w
eb

pa
ge

, c
op

y 
th

e 
lin

k 
to

 th
is 

pa
ge

 

B 
= 

Ba
nn

er
;

E 
= 

Ed
ito

ria
l/t

ex
t;

P 
= 

Ph
ot

o;
V 

= 
Vi

de
o

L 
= 

lef
t; 

R 
= 

Ri
gh

t;
T 

= 
To

p;
 B

= 
Bo

tto
m

;
C 

= 
Ce

nt
re

W
ha

t i
s 

siz
e 

on
 

sc
re

en
 o

f t
he

 
ad

ve
rti

se
m

en
t i

n 
m

m
? 

(W
id

th
 x

 H
eig

th
)

R 
= 

Re
al 

w
or

ld
 T

ie 
In

;
G

 =
 In

te
ra

ct
ive

 g
am

e;
S 

= 
Sp

on
so

r O
nli

ne
 E

ve
nt

;
I =

 In
vit

at
io

n 
to

 d
rin

k;
P 

= 
Pr

od
uc

t I
nf

or
m

at
io

n;
O

th
er

, n
am

ely
 …

S=
Sp

or
t; 

Y=
 Y

ou
th

 C
ult

ur
e;

SS
=S

ex
ua

l S
uc

ce
ss

;
G

=G
lam

ou
r; 

O
th

er
, n

am
ely

…

Th
is 

fo
rm

 sh
ou

ld
 b

e 
ad

ap
te

d 
to

 re
fle

ct
 th

e 
pr

oj
ec

t n
ee

ds
.

4
1



42

Appendix 2: Sample Compliance Form Checklist
This form should be adapted to reflect current legislation in the geographic area of interest 

or the industry self-regulations codes.

Observation Items Yes/No
Compliance/

violation
Notes/comments

1. Is this example showing situations where people 
are drinking an alcoholic beverage excessively, 
irresponsibly or otherwise encourages 
immoderate consumption?

2. Is this example suggesting that being drunk or 
intoxicated is acceptable? 

3. Is this example using symbols, language, music, 
gestures, or cartoon characters that are associated 
with or are intended to appeal primarily to persons 
below legal purchase age?

4. Is this example showing traditional heroes or 
current celebrities, such as entertainment figures 
and athletes, who appeal primarily to people below
legal purchase age.

5. Is this example associating athletic success with 
drinking the alcohol product? 

6. Is this ad conveying the message that drinking is 
linked to being more energetic or dynamic?

7. Is this example conveying the message that alcohol 
improves femininity /masculinity and the capacity 
to be more attractive to others?

8. Is this example suggesting that drinking leads to an 
exciting adventurous life?

9. Is this example suggesting that drinking has a 
positive emotional benefit, such as reducing 
anxiety or depression?

10. Is this example conveying the message that 
drinking leads to having a more independent/
individualistic or cool personality? Or to being 
more popular and accepted?

11.Is this example suggesting that drinking will help a 
person to relax or relieve stress or improve 
personal problems?

12.Is this example portraying alcohol product as key 
to sexual success?

13.Is this example associating drinking with removing 
social and/or sexual inhibitions? 

14.Is this example associating drinking with improvement 
of social status, basic living conditions?
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Appendix 3: Sample In-Depth Observation Checklist
This form should be used to describe an industry-sponsored event.

1. Date: 2. Name of the event:

4. Sponsoring company or brand:3. Location:

5. Describe the type of event:

a. Sponsored event (sports, music, art or entertainment, cultural, bar or night club)

b. Corporate Social Responsability event (educational, environmental, health or community 

welfare, drink and driving initiative, violence prevention)

6. List the co-sponsors (join sample)

7. Were alcohol beverages free samples provided at the event?

8. Were alcohol beverages sold at the event? 

Was there a special offer/price? Multi-pack discounts?

9. Were coupons provided (join a sample)

10. Were there gifts or objects with the logo/symbol/brand name provided 

(such as t-shirts, hats, other)

11. Did the event include interactive media or gaming features? Describe.

12. Was customer information collected (e.g. name, address, email, other)
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