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~ What’s New 1n Alcoholic
4~ Beverages?
.

~ » Alcoholic energy
drinks

~ (rapidly expanding
<

market)
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Targeting Youth

Core Consumer Group: Feenagers
and Young Adults

319% ofi 12-17 year olds
34% of 18 year olds
22% of 25-34 year olds

Popularity off nonalcoholic energy.
drink preducts promoted by:

1) mixing wiith alcohel

2) marketing premixed alcoholic energy.
drinks




viarketing strategies
Promoiting Youth
Consumption

e Monster Assault = Rock Star
s Sparks e Pimp Juice
e Cocalne Bawls

e Red Bull




<~ Marin Institute on
' ~ Alcehel Energy Drinks
<

-
~ = Energy drinks
are eguivalent to

:@@@@@

<~ 5-6 cups of Coffee
<
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4~ Marketing Strategies
‘ ~ Promote Youth Consumption
<4,

~ s Easy Acecess ol products at
< convenience stores

~ s “Grassroots” level marketing-
s events, extreme sports
~ SPENSOrSHIPS, Internet
Interactions, text messaging,
MysSpace.com
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~ Government Responses
to Public Health
~ CoOnNcerns

ALCOHOL, ENERGY
DRINKS AND YOUTH

N




U.S. Alcohol and Tobacco Tax
and Trade Bureau (T 1TB)

s [TIFB will take appropriate
enforcement action when we
determine that there has been
vielatiens of the advertising
provisions of the EFAA Act or Its
TEBB announcement, May 2007

ACTIONS TAKEN TO DATE: O
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* ~ Federal Trade Commission
4,

~ s The ETC has conducted no
< Investigation of alcohelic energy.
drinks.

e |t has established partnerships
with SAB Miller and ether
alcohol Industry groups to

< develop underage drinking

prevention programs.
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4~ Letter to Anheuser Busch From
| ~ 29 State Attorney Generals
<4,

< an safety risks of consuming

alcohol 1Tn combination wWith

~ e “GIven the documented health

< cafifeine or other stimulants,

~ Anheuser Busch's decision te
< Intreduce and premote Spykes Is
4‘ extremely troubling.”
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~ Letter to Anheuser Busch
~ from 29 Attorney Generals

e “Promoting alcoholic beverages
threugh the use of Ingredients,
packaging features, leges and
marketing messages that mimic
thoese of nenalcoholic refreshmenits
overtly capitalizes on the youth
marketing that already exists that

underage consumers.

(Anheuser Busch pulled Spykes form the market shortly after
receiving this letter)

~ may. be legally purchased by




Enter the Alcohol
Industry

s Mixing Vodka and Red Bull in
pars

s |ntroduction off premixed energy:
drinks

s U.S. two largest brewers — Miller
and Anheuser Busch have
entered the market




argeting Young People Wit
4 & a cheap alternative te mixed

drinks...
4,

s Price comparison: 3 alcoehelic brands
cosit about 25% less than 3 alcoholic
drinks

< Alcoholic Brands:

o Rockstar $1.39
e Sparks $1.53

- Tilt $1.53
<«

Nonalcoholic brands:
~ e Rockstar Juiced $ 2.03

e |Lost Energy $ 2.07
e SoBe Adrenaline Rush $ 2.03
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Alcoholic Energy Drinks and
<« Health:
‘ ~ What are the RiIsks?
<.

~ e Do Energy drinks really improve
<« performance and health?

~ s Negative Health impacts of
< caffeine and energy drinks

e Research on health effects of
other energy drink additives

e Health implications of adding
alcohol te energy drinks




X Public Heath
» ~ Implications
R
X

s Marketing and product design
promotes youth consumpition

o Alcohol + caffeine = a wide
4 awake drunk
<«

s Caflfeine masks alcohol’s
Intexicating effects, promotes

~ risk taking
4~ e Youth most likely to be effected
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Conclusion

s Combining
alcohol and
calfeine Is
potentially The: O Wik =)
harmiiul!




It’s Not Too Late!

A

~ o Let’s take action before
alcoholic energy drinks become
entrenched in the marketplace.

s Demand corporate
responsibility.

s Seek Regulatery referm at the
Federal, State and Lecal levels.




Recommendations

e Actions by beverage consumers

e Actions by alcohel distributors
and retailers

s Actions by the Federal
Government

s Actions by the State
Government

~ s Actions by parents
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It’s Time to Act!

e Let’s keep our children healthy
and safe!

<~ s Let’'s keep these preducts away.

~ firom them!
<«
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