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* Wallack, L. (1983). Mass media campaigns in a hostile environment: advertising as anti-health education. Journal of Alcohol and Drug Education,
28(2), 51-63.

® Casswell, S. (1997). Public discourse on alcohol. Health Promotion International, 12(3), 251-257.

® Carah, N., & Brodmerkel, S. (2021). Alcohol marketing in the era of digital media platforms. Journal of studies on alcohol and drugs, 82(1), 18-27.

" McCreanor T., Moewaka Barnes H., Gregory M., Kaiwai H., and Borell S. (2005) Consuming identities: Alcohol marketing and the commodification of
youth experience. Addiction Research and Theory 13, 579-90.
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? Martino, S. C,, Setodji, C. M., Collins, R. L., D'Amico, E. J., Shadel, W. G., Tolpadi, A., & Becker, K. M. (2018). Persistence of shifts in beliefs associated
with exposure to alcohol advertising among adolescents. Journal of studies on alcohol and drugs, 79(3), 399-407.
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1% Courtney, A. L., Casey, B. J., & Rapuano, K. M. (2020). A neurobiological model of alcohol marketing effects on underage drinking. Journal of studies

on alcohol and drugs. Supplement, Sup 19(Suppl 19), 68-80.

' Grimes, A. (2008). Towards an integrated model of low attention advertising effects: a perceptual-conceptual framework. European Journal of

Marketing, 42(1/2), 69-86.

2 Finan, L. J,, Lipperman-Kreda, S., Grube, J. W., Balassone, A., & Kaner, E. (2020). Alcohol marketing and adolescent and young adult alcohol use

behaviors: a systematic review of cross-sectional studies. Journal of studies on alcohol and drugs. Supplement, Sup 19(Suppl 19), 42-56.
1 Jauchuen, N., Naseub, S., Chaiyasong, S., Thamarangsi, T. (2015). Alcohol-branded merchandise and alcohol consumption in Thai youth: a

loophole for brand advertising and legislation’s crisis in Thailand. Journal of Communication Arts, 33(3), 81-94.

1 Swahn, M. H., Palmier, J. B., Benegas-Segarra, A., & Sinson, F. A. (2013). Alcohol marketing and drunkenness among students in the Philippines:

findings from the nationally representative Global School-Based Student Health Survey. BMC Public Health, 13, 1159.
5 Emslie, C. (2019). How alcohol companies are using International Women’s Day to sell more drinks to women. The Conversation.

https://theconversation.com/how-alcoholcompanies-are-using-international-womens-day-to-sell-more-drinks-to-women-113081

16 Curtis, B. L., Lookatch, S. J., Ramo, D. E., McKay, J. R., Feinn, R. S., & Kranzler, H. R. (2018). Meta-analysis of the association of alcohol-related Social

media use with alcohol consumption and alcohol-related problems in adolescents and young adults. Alcoholism, clinical and experimental
research, 42(6), 978-986.

Gupta, H., Pettigrew, S., Lam, T., & Tait, R. J. (2016). A systematic review of the impact of exposure to Internet-based alcohol-related content on

young people’s alcohol use behaviours. Alcohol and alcoholism, 51(6), 763-771.

B Noel, J. K., Sammartino, C. J., & Rosenthal, S. R. (2020). Exposure to Digital Alcohol Marketing and Alcohol Use: A Systematic Review. Journal of

studies on alcohol and drugs, 19(Suppl 19), 57-67.

1 Larm, P., Raninen, J., Aslund, C., Svensson, J., & Nilsson, K. W. (2019). The increased trend of non-drinking alcohol among adolescents: what role

do internet activities have?. European journal of public health, 29(1), 27-32.
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1 Jernigan, D., Noel, J., Landon, J., Thornton, N., & Lobstein, T. (2017). Alcohol marketing and youth alcohol consumption: a systematic review of
longitudinal studies published since 2008. Addiction, 112 Suppl 1, 7-20.

2 McClure, A. C,, Stoolmiller, M., Tanski, S. E., Engels, R. C., & Sargent, J. D. (2013). Alcohol marketing receptivity, marketingspecific cognitions, and
underage binge drinking. Alcoholism, clinical and experimental research, 37 Suppll (Suppl 1), E404-413.

2 Babor, T. F., Robaina, K., Brown K., Noel, J., Cremonte, M., Pantani, D., Peltzer, R. I, & Pinsky, I. (2018) Is the alcohol industry doing well by ‘doing
good’? Findings from a content analysis of the alcohol industry’s actions to reduce harmful drinking. BMJ Open, 8:e024325 doi: 10.1136/bmjopen-
2018-024325

* Zerhouni, O., Begue, S., & O’Brien, K. (2019). How alcohol advertising and sponsorship works: effects through indirect measures. Drug and Alcohol
Review, 38(4), 391-398.

> Brown, K. (2016). Association between alcohol sports sponsorship and consumption: a systematic review. Alcohol and alcoholism, 51(6), 747-755.
* Meier, P. S. (2011). Alcohol marketing research: the need for a new agenda. Addiction, 106(3), 466-471.

% Casswell, S. (2012). Current status of alcohol marketing policy—an urgent challenge for global governance. Addiction, 107(3), 478-485.
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* World Health Organization (2018) Global status report on alcohol and health 2018 https://www.who.int/publications/i/item/9789241565639
%’ Scobie G. et al (2022) Review of alcohol marketing restrictions in seven European countries. Public Health Scotland
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effectiveness and limitations. Addiction, 112 Suppl 1, 86-93.

» Montonen, M., & Tuominen, I. (2017). Restricting alcohol marketing on social media in Finland. In: Lyons, A., McCreanor, T., Goodwin, I., & Barnes,
H. M. (eds.). Youth Drinking Cultures in a Digital World: Alcohol, Social Media and Cultures of Intoxication (pp. 202-217). Routledge.

%0 Kauppila, E., Lindeman, M., Svensson, J., Hellman, M. & Katainen, A. (2019) Alcohol marketing on social media sites in Finland and Sweden,
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3 Stautz, K., Brown, K. G., King, S. E., Shemilt, I., & Marteau, T. M. (2016). 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, 16, 465.
* Alhabash S, McAlister A, Wonkyung K, Lou, C., Cunningham, C., Quilliam, TE. (2016). Saw it in Facebook, drank it at the bar: effects of exposure to
Facebook alcohol ads on alcohol-related behaviors. Journal of Interactive Advertising, 16(1), 44-58.

36 Jernigan D, Noel J, Landon J, et al. (2017). Alcohol marketing and youth alcohol consumption: a systematic review of longitudinal studies
published since 2008. Addiction, 112, 7-20.

3 Curtis, B. L., Lookatch, S. J., Ramo, D. E., McKay, J. R., Feinn, R. S., & Kranzler, H. R. (2018). Meta-analysis of the association of alcohol-related Social
media use with alcohol consumption and alcohol-related problems in adolescents and young adults. Alcoholism, clinical and experimental

research, 42(6), 978-986.

8 Gupta, H., Pettigrew, S., Lam, T., & Tait, R. J. (2016). A systematic review of the impact of exposure to Internet-based alcohol-related content on

young people’s alcohol use behaviours. Alcohol and alcoholism, 51(6), 763-771.

» Noel, J. K., Sammartino, C. J., & Rosenthal, S. R. (2020). Exposure to Digital Alcohol Marketing and Alcohol Use: A Systematic Review. Journal of
studies on alcohol and drugs, 19(Suppl 19), 57-67.
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a0 Critchlow, N., MacKintosh, A. M., Hooper, L., Thomas, C., & Vohra, J. (2019). Participation with alcohol marketing and user-created promotion on

social media, and the association with higher-risk alcohol consumption and brand identification among adolescents in the UK. Addiction research &

theory, 27(6), 515-526.

o Courtney, A. L., Casey, B. J.,, & Rapuano, K. M. (2020). A neurobiological model of alcohol marketing effects on underage drinking. Journal of studies

on alcohol and drugs. Supplement, Sup 19(Suppl 19), 68-80.

* Grimes, A. (2008). Towards an integrated model of low attention advertising effects: a perceptual-conceptual framework. European Journal of

Marketing, 42(1/2), 69-86.

43 Niederdeppe, J., Avery, R. J., Tabor, E., Lee, N. W., Welch, B., & Skurka, C. (2021). Estimated televised alcohol advertising exposure in the past year

and associations with past 30-day drinking behavior among American adults: results from a secondary analysis of large-scale advertising and survey
data. Addiction, 116(2), 280-289.

a Snyder, L. B., Milici, F. F., Slater, M., Sun, H., & Strizhakova, Y. (2006). Effects of alcohol advertising exposure on drinking among youth. Archives of
pediatrics & adolescent medicine, 160(1), 18-24.

45 Naimi, T. S., Ross, C. S., Siegel, M. B., DeJong, W., & Jernigan, D. H. (2016). Amount of Televised Alcohol Advertising Exposure and the Quantity of

Alcohol Consumed by Youth. Journal of studies on alcohol and drugs, 77(5), 723-729.

“ Molloy, E. (2016). This Ad is for You: Targeting and the Effect of Alcohol Advertising on Youth Drinking. Health economics, 25(2), 148-164.

16




v/

Centre for Alcohol Studies

guiiteilomigs

ya <
Quwus
?Jd'csn ¢

NANUN

a3UnanIsANEN

Saffer agAuy
2006

nsAnwiUTsuiiguninnafifissaunisilaiulavansaiuysediuii n1san
lawanasianuasesag 28 axdiganauynlunisaulunguergdosuazan
wgAnssuANisnlUlesesas 1 fedeuas 4%

Jernigan Lay
Aty 2016,
Anderson Wag
Ay 2009,
Smith asAe
2009, Lobsteing
wazAy 2016

NAIIFYANWTEETE1INTT 21 Fuilan Juduin anudunusseniInenis
193Ud ol auaNLATRIRLLDANDTDA LAY NITSUAUANVDLANLALLENIVY WASNT
AUNINUINVU 1umaitf]uﬁn§m&jLLé’a“B"“”’SO’“

Morgenstern
LazAde 2011

< A Yo A A oA & 4
Wnwazle Yoy 11-17 Uilasudelavanniosiuueanegedilonalunis
Busuanluszeziian 9 Waunasannlasuaatu?

Jernigan gy
Aty 2016,
Esser LLagmiuy
2018

A vo A a a I3 p= a I a o
LWNTUNATUFD LI ¥LATBIRLLBANDTad L dloN @ Nnang JuALALALIN
PIRAUWUULAEIUINNINeNTUN LIRS UER v 1.38 - 2.15 1i1* wunaln
N155u3 anuTureukardle auineuddlaazie/iu Ingdvisnanenisay
fannpaosiuivenlavan wavdidmaazausanisauiioevulsudu
93[7 a vV 53
Hlvgjdnee

2IANBUNLY
lanusgdngilnia
glsy 2019

3 Y o a 54 = v
NTIeuvetesinIseuelandsedngineglsy® 15ee maisyiawasns
muANAanssuNIsRaIAvedudvhateguaminuazievuludeseulal
(Aviausinnfs; Digital marketing) szyinanuazievululagiuldiaaiiu
= ¢ é{ 14 Y| (% ' = |
dovoulatuniu (Feuaz 73 voriviudingueysening 13-17 U s1eauh
AURARNUAUAIYBIRUTUATII LB UN BB lAY) Usenauduaune1ey
DL LDIVBINIAAAIMNTINDINNT VUNVULAL KALLATOINY TIUDITINT
\wsoshuLeanagedyutivinseaiaiunguinuaz dejurnudessulatuay
woUNALATUA1S 9 Malnsdndidete Wnuaztevudslasudelavanuaznis

o Saffer, H. & Dave, D. (2006). Alcohol advertising and alcohol consumption by adolescents. Health economics, 15(6), 617-637.

a8 Jernigan, D., Noel, J., Landon, J., Thomnton, N. & Lobstein, T. (2016) Alcohol marketing and youth alcohol consumption: a systematic review of
longitudinal studies published since 2008. Addiction, 112 (Suppl 1): 7-20. doi:10.1111/add.13591
@ Anderson, P., De Bruijn, A., Angus, K., Gordon, R. & Hastings, G. (2009) Impact of alcohol advertising and media exposure on adolescent alcohol

use: A systematic review of longitudinal studies. Alcohol and Alcoholism, vol. 44, no. 3, pp. 229-243.

%% Smith, L. & Foxcroft, D. (2009) The effect of alcohol advertising, marketing and portrayal on drinking behaviour in young people: Systematic review

of prospective cohort studies. BMC Public Health, vol. 9, no. 51.

51 Lobsteing, T., Landon, J., Thornton, N. & Jernigan, D. (2016) The commercial use of digital media to market alcohol products: a narrative review.
Addiction, 112 (Suppl 1):21-27 doi:10.1111/add.13493
52 Morgenstern, M., Isensee, B., Sargent J. & Hanewinkel, R. (2011) Attitudes as mediators of the longitudinal association between alcohol advertising

and youth drinking. Archives of Pediatrics & Adolescent Medicine, vol. 165, no. 7, pp. 610-6,.

> Esser, MB. & Jernigan, D. (2018) Policy Approaches for Regulating Alcohol Marketing in a Global Context: A Public Health Perspective. Annu. Rev.
Public Health 2018. 39:385-401 https://doi.org/10.1146/annurev-publhealth040617-014711

> WHO Regional Office for Europe (WHO/Europe) (2019) Monitoring and Restricting Digital Marketing of Unhealthy Products to Children and
Adolescents, WHO/Europe, Denmark, https://bit.ly/3lgFn3G
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5 Noel, J. K., Sammartino, C. J., & Rosenthal, S. R. (2020). Exposure to Digital Alcohol Marketing and Alcohol Use: A Systematic Review. Journal of
Studies on Alcohol and Drugs, Supplement, (s19), 57-67. doi:10.15288/jsads.2020.519.57

*¢ Brown K. (2016) Association Between Alcohol Sports Sponsorship and Consumption: A Systematic Review. Alcohol Alcohol. 51(6):747-755.

57 Rossen, I., Pettigrew, S., Jongenelis, M., Stafford, J., Wakefield, M., and Chikritzhs, T. (2017). Evidence on the nature and extent of alcohol

promotion and the consequences for young people's alcohol consumption

https://healthsciences.curtin.edu.au/wp-content/uploads/sites/6/2019/03/alcohol-promotion-review.pdf
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%% Alcohol Focus Scotland (AFS) & Scottish Health Action on Alcohol. Problems (SHAAP). (2020). Time to blow the whistle on alcohol sport
sponsorship Recommendations for action. https://www.shaap.org.uk/downloads/reports-and-briefings/231-time-to-blow-the-whistle-on-alcohol-

sports-sponsorship.html

% Courtney AL, Casey BJ, Rapuano KM. (2020). A Neurobiological Model of Alcohol Marketing Effects on Underage Drinking. J Stud Alcohol Drugs
Suppl. Sup 19(Suppl 19):68-80. Epub 2020/02/23. doi: 10.15288/jsads.2020.519.68. PubMed PMID: 32079563; PubMed Central PMCID: PMC7064001.
© de Bruijn A, Engels R, Anderson P, Bujalski M, Gosselt J, Schreckenberg D, et al. (2016). Exposure to online alcohol marketing and adolescents’

drinking: a cross-sectional study in four European countries. Alcohol and Alcoholism. 51(5):615-21.

*! Boontem P, Saengow U. (2021). Association between Self-Reported Exposure to Alcohol Advertisements and Drinking Behaviors: An Analysis of a
Population-Based Survey in Thailand. Int J Environ Res Public Health. 18(21). Epub 2021/11/14. doi: 10.3390/ijerph182111271. PubMed PMID:
34769790; PubMed Central PMCID: PMC8583157.
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