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Dear Mr, Alarcén, u

Thank you for your letter on May 30, 2012, In that letter you asked for my specific input
“in analyzing the potential benefit the legislation may have on reducing underage drinking,
provide any studies or surveys on aleoho! advertising that influences underage alcohof drinking,
share reports and data on the financial burden and fogs of productivity and life caused by

underage drinking”,
Aleohol advertising that influences underage alcohol drinking

A large number of studies have considered the impact of alcoho! advertising on underags
drinking, Out of these studies, information has been collcctsd from seven rigorously selected
cobort studies featuring information on 13,255 participants’. This study evaluated a range of
different alcohol advertisement and marketang exposure including print and broadeast media.
Two studies measured the hours of TV and music video viewing. All measured drinking
behavior using a variety of outcome measures, Two studies evaluated drinkers and non-drinkers
separately, Baseline non-drinkers were significantly more likely to have become a drinker at
follow-up with greater exposure to alcohol advertisements, In studies thet included drinkers and
non-drinkers, increased exposure at baseline led to significantly increased risk of drinking at

follow-up,
This large systematic review concludes that exposure to ads and pxoduct placement even

those supposedly not directed at young people, leads to increased alcohol consumption. It is
recommended that counter advertising, social marketing techniques and other prevention options
such as parenting programs, price increases and limiting availability appears to be useful to limit

alcohol problems in young people.
Financial burden and loss of productivity and life caused by underage drinking

Underage drinking costs the citizens of California $6.8 billion in 2010, These costs
include medical care, work loss, and pain and suffering associated with multiple problems
resulting from the use of aleoho! by youth®. This translates to a cost of $1,811 per year for each
youth in the state or $3,05 per drink consumed underage. Excluding pain and suffering from
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these costs, the direct costs of underage drinking incuered through medical care and loss of work
cost California $2,918 million each year or $1.31 per drink. In contrast, a drink in California

retails for §1.51.
Costs of Underage Drinking by Problem, California 2010 §

) 0

Youth Violence : $3,754.5
| Youth Traffls Crashes $1,136.0
| High-Rigk Sex, Ages 14-20 $563.1

Youth Property Crime $605.8

Youth injury $188.2

Polsonings and Psychosss $83.9

FAS Among Mothars 15-20

. Youth violence thomicide, suicide, agpravated assault) and fraffic crashes atiributable to
aleohol use by underage youth in Californie represent the largest costs for the state. However, &
host of other problems contribute substantially to the overall cost. Among teen mothers, fetal

aleohol syndrome (FAS) alone costs California $152 million.
Young people who begin drinking before age 15 are four times more likely to develop

alcohol dependence and are two and & half times more likely to become abusers of aleohol than
- those who begin drmkmg at age 21 %, In 2009, 7,240 youth 12-20 years old were admitted for
;glooho! treatment in California, accounting for 17% of all treatment for alcohol abuse in the state

Aleokol Consumption by Yousth in Californiz

Underage drinking is wsdespread In California. Approxxmaialy 1,372,000 underage customers In
California drink each year, In 2007-2009, California students in grades 9-12 repor:ed

56.6% bad at Jeast one drink of alcohol on one or more days during their life,

19.9% had their firgt drink of alcohol, other than a few sips before age 13,

34.0% had at least one drink of alcohol on ene or more oceasion in the past 30 days.
21.0% had five or more drinks of alcoho! in a row (binge drinking) in the past 30 days.
7.5% had at least one drink of alcohol on school property in the past 30 days.

B 9 & B @

In 2009, underage customers consumed 17.5% of all alcohol sold in California, totaling $3,352
million { in sales (in 2010 dollars). These sales provided profits of $1,641 miltion to the alcohol
industry %, Ranking states based on the percentage of alcohol consumed underage, with I the
highest, California ranked number 33, This percentage is affected by both adult and youth

drinking levels.

3
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Annuel sales of alcohol consumed by youth in California averaged $2,443 per underage
customer. Underage customers were heavier consumers than adults, They drank an average of 44

drinks per day; in contrast, legal customers consumed only 1.6,

Hurm Assoclated with Underage Drinking in California

Underage drinking in California leads to substantial harm due to traffic crashes, violent crime,
“property crime, unintentional injury, and risky sex, ,

® During 2009, an estimated 141 traffic fatalities and 7,552 nonfatal traffic i quurzes were
attributable to driving after underage drinking.

‘o In 2009, an estimated 239 homicides; 114,500 nonfatal violent crimes such as rape,
rnbbery, and ageault; and 179,000 property crimes including burglary. Iarceny, and car
theft were attributable fo underage drinking.

e In 2007, an estimated 28 alcohol involvad fatel burns, drownings, and smcides were
attributable to underage drinking,

s In 2009, an estimated 2,820 teen pregnancies and 115,282 teens having risky sex were
attributable to underage drinking.

In closing, Assemblyman Alarcén, I strongly support your legislation to prohibit alcohol
advertising on city owned and contrelled property modeled after similar ordinances in the cities
of San Francisco, CA and Philadelphia, PA. ~

Yours Sincgely, - .
» . .t.-' v D
- . ."&w {r, ! W
-

Ernest P. Noble, Ph.D,, M.D.
Director of the UCLA Alcohol Résearch Center -
Former Director of National hmﬁmta on Aleohol Abuse and Aleoholism (NIAAA) in

Washington D.C,

- 'Smith LA, Foxcmﬁ DR. The effect of aicohof advertising, marketing and portrayal on drmkmg behavior in young
Eeop]e systematic review of prospective cohort studies. BMC Public Health 2009, 9:51.
Leavy, D.T., Miller, T.R. & Cox, K.C. (2003). Underage drinkmg societal costs and seller protits, Working Peper.
Calverton, MD PIRE,
Grent, B.F., & Dawson, D.A. (1997). Age at onset of alcoho! use and its association with DSM-IV glechol abuse
end dependence: Results from the National Longitudina! Alsohol Epidemiologic Survey, Journal of Substance

Abuse & 103110,
“Office of Applied Studies, Substance Abuse and Mental Health Services Adminlstration. Treatment Episods Data

Ser. (2011), Substance Abuse Treatment by Primary Substance of Abuse, According to .S’e:x, Age, Race, and

Efiznicizy, 2009. Available [OnIing]: dcpsr.umich,
SCenter for disease Control (CDC). (2011), Youth Risk Behavior Surveillance System (YRBSS} Avallabie {On-

line]: bitp://apps.necd.cde. govivouthonline/App/Defsult asnx |
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Date: April 5, 2013

Re: Council File: 11-1429

Testimony of David H. Jernigan, PhD to the Los Angeles City Council

My name is David Jernigan, and I am the Director of the Center on Alcohol Marketing and
Youth at the Johns Hopkins Bloomberg School of Public Health. My comments in this testimony
are my own views and do not represent the official position of the Bloomberg School or Johns

Hopkins University.

File #11-1429 will help the City of Los Angeles play a positive role in reducing youth exposure
to alcohol advertisements by prohibiting commercial advertising on or in publically owned or
controlled facilities. This proposal has the potential to reduce youth alcohol consumption and
help make area neighborhoods safer places for young people to live, grow, and flourish.

Alcohol use is widespread among our youth, and the consequences of youth alcohol use are real
and tragic. Young people who begin drinking prior to the age of 15 are five times more likely to
develop alcohol problems later in life than those who wait until they are 21 to drink, according to
the U.S. Surgeon General.[1] They are four times more likely to develop alcohol dependence,[2]
six times more likely to be in a physical fight after drinking, more than six times more likely to
be in a motor vehicle crash because of drinking, and almost five times more likely to suffer from
other unintentional injuries after drinking.[3] Every year approximately 4,700 people under age
21 die from injuries resulting from excessive alcohol use.[4] In California, approximately 545
deaths of young persons under 21 per year are attributable to alcohol use.[4]

Alcohol is the most popular drug of intoxication among our youth. The average age of first drink
for 12~ to 17- year-olds is 14, and this has changed little in recent years.[5] People aged 12 to 20



drink between 11 and 20% of all alcohol consumed in the US, and they drink substantially more
per occasion than adults.{6, 7]

A 2010 survey found that 41.2% of U.S. high school seniors reported drinking in the past month,
and 21.6% reported binge drinking in the past two weeks.[8] In Los Angeles, 25.5% of high
school students reported drinking alcohol for the first time before 13 years of age, 33% drank
alcohol in the past month, and 18 reported binge' drinking.[9]

In 2011, the U.S. Surgeon General issued the first National Prevention Strategy, which explicitly
recognized the importance and need for the federal government to conduct ongoing, independent,
and brand-specific monitoring of youth exposure to alcohol marketing in order to ensure
compliance with advertising standards and subsequent protection of youth from these marketing

influences.[10]

At least 14 longitudinal studies have followed groups of young people over time, measured their
exposure to alcohol marketing and their drinking behavior, and found that the more youth are
exposed to alcohol marketing, the more likely they are to drink or, if already drinking, to drink
more.[11, 12] One study specifically examining outdoor signage around schools found that
exposure to that signage in sixth grade predicted young people’s intentions to drink two years
later.[13] Another found a dose-response relationship with advertising exposure: for each
additional advertisement a young person saw above the monthly average, he or she drank one
percent more, and for each additional dollar per capita spent on alcohol advertising in a local
media market, young people drank three percent more.[14] Further, a new analysis of survey
data from 5,472 underage college students found that exposure to alcohol marketing was the
most formidable risk factor for underage drinking, more powerful than perceived drinking norms
or law alcohol policy enforcement. The same study found that exposure to alcohol education
programs had little effect on underage student drinking. This study and others suggest that
restrictions on alcohol marketing will more effectively reduce underage consumption than

alcohol education programs.[15]

While quantifying the precise benefit of the City of Los Angeles’ proposal to ban alcohol
advertising on City-owned and controlled property is not possible without more detailed
information on current youth exposure to that advertising, one could extrapolate from existing
studies. In addition to the findings detailed above about monthly average advertising exposure
and per capita alcohol advertising spending in a media market, another study estimated that a 28
percent reduction in alcohol advertising would decrease adolescent monthly drinking from 25
percent to between 21 and 24 percent, and binge drinking from 12 percent to between 8 and 11

1 This survey defines binge drinking as, “had five or more drinks of alcohol in a row within
* a couple of hours on at least 1 day during the 30 days before the survey.”



percent.[16] Yet another estimated that a complete ban on advertising would reduce years of life
by 16.4 percent, and a partial ban by 4 percent.

These declines are important since a recently released longitudinal study of young people in Los
Angeles found that exposure to alcohol advertising at baseline was associated with increased
alcohol use over time as well as greater likelihood of alcohol problems three years later.[17]

A new ecological study from San Jose found that the presence of alcohol advertising sexualizing
Latina females in a block group predicted sexual violence against Latina and non-Latina females

“more powerfully than measures such as outlet density that have been strong predictors of
violence in other studies.[18] This ground-breaking research suggests that the benefits of
reducing outdoor alcohol advertising could extend beyond young people to women in general,
particularly if the removed advertising sexualizes women, as a substantial proportion of alcohol
advertising does.[19]

Local governments have a unique opportunity to address youth exposure to alcohol advertising,
and the City of Los Angeles is yet another example of cities taking local action to address the
critical public health issue of underage drinking.

Baltimore led the nation more than a decade ago in making the city safer for young people by
banning alcohol and tobacco advertising in its residential neighborhoods. In 2003, Phﬂadeiphia’s
City Council unanimously passed an ordinance banning future alcohol advertising on city-owned
property as a way to reduce the exposure to alcohol advertising to the nearly 27,000 school
children who rode public transit to school every year.[20]

In 2012, the Massachusetts Bay Transportation Authority in Boston eliminated all alcohol
advertising on its property including subway cars, trains, buses, and in the stations. A study
published in 2009 found that alcohol ads were viewed an estimated 18,269 times by Boston
public school student transit passengers during an average weekday, reaching the equivalent of
54.1% of that population.[21] The argument raised in the Report of the Chief Legislative Analyst
that the proposed ordinance would result in a loss in revenues to the City of between $400,000
and $600,000 assumes that the banned alcohol advertising would not be replaced by other, non-
alcohol advertising. This argument was raised in Boston as well, but in practice has not proven to
be true, since there is often a high level of demand for these public advertising spaces.

In 2003, Congress requested the National Research Council and the Institute of Medicine to
recommend a strategy to reduce and prevent underage drinking based on a review of the
evidence. They concluded that we need a “broad societal commitment” to reducing underage
drinking, including reducing youth exposure to alcohol advertising.[22]



Alcohol is indeed too attractive and too easy to obtain for our youth. Policy measures, such as
File #11-1429, are among the most effective strategies communities can do to reduce youth
exposure to alcohol marketing and prevent underage drinking.

Sincerely,
~o . -~
e
SN

David H. Jernigan, PhD
Director, Center on Alcohol Marketing and Youth;
Associate Professor, Johns Hopkins Bloomberg School of Public Health
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* April 8,2013

The Honorable Richard Alarcon
Councilmember, Seventh District
City of Los Angeles

200 North Spring Street, Room 470
Los Angeles, California 90012

Dear Councilmember Alarcon:

Thank you for the opportunity to review the Report of the Chief Legislative Analyst: Prohibiting Alcohol
Advertising on City Property, and to provide written testimony regarding the social impact of underage alcohol
consumption and related health consequences. :

Attached s information on the role of advertising and consumption by minors, as well as data on alcoho} use
and related consequences. This data clearly ilfustrates that limiting alcohol advertising is an evidence-based
approach to reducing aleohol consumption in minors.

I have also attached a recent report prepared by the Department of Public Health titled Reducing Adicokol-
Related Harms in Los dAngeles Cownty: A Cities and Communifies Health Report. Reducing alcohol
advertising in public places and in arcas commonly seen by minors was one of the eight recommendations of
how to reduce local alcohol-related conseguences. Research suggests that youth who view more alcohol
advertisements on average drink more and each additional advertisement seen increases consumption by one
percent, E“urdzermore youth who reside in markeis with greater alcoho! advertising tend to drink more than
those who do not.' Another study found that exposure to alcohot advertisements and/or liking of such
advertisernent by seventh graders influenced the severity of alcohol-related problems in the tenth grade? Itis
important to implement a variety of efforts to reduce the impact of alcohol-related consequences among youth

and young adults.

According to the Arnual Catastrophe ofAlcohoZ in California, Los Angeles Cowrty July 2008 report prepared
by the Marin Institute, the total economic burden of alcohol use in this County is $10.8 biliion or 31600 per
resident annually. This included costs related to illness ($5.4 billion), crime ($2.4 billion), traffic including
driving under the influence ($2.0 billion), and injury ($1.0 billion). For Los Angeles Couniy, this translates to
2,297 tives lost per vear, and 28 incidents per hour (e.g., injuries, crime, and high risk sexual activity) that can

be attributed to alcohol use.

' L.B. Snyder, F.E, Mitici, M. Slater, H.Sun, and Y.Strizhakova,. Effects of dicokol Adveriising Exposure on Drinking Among Youth. Archives of Pediatrics and

Adolescent Medicine, 160 (2006):18.24,
2IL. Grenmd, C.W. Dent, AW, Stacy. Sxposure to Alcohol Adveriisements and Teenage Alcohol-Related Problems. Pediatrics, 13E(February 2013): 369.379,

Michael &, Antenovich



The Honorable Richard Alarcon
April 8, 2013
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In addition to my letter and the attached Information on this important matter, I look forward to submitling oral
testimony, if necessary. Hyou have any questions or need additional information, please call John Viernes, Jr,
Director, Substance Abuse Prevention and Control, at (626) 299-4595.

| Sincerely,

nathan E. Fielding, M.D,, MP.H
irector and Health Officer

.!EF:jv:mg
35983

Attachment



Department of Public Health, Substance Abuse Prevention and Control

Research on Alcohol Advertising and Minor Consumption
Prepared and distributed in 2 Leller to Counclimember Alarctn originally on August 12, 2012 and updated on Aprif 4, 2013

Alcohol Industry Advertising

In & May 2012 publication entifled, “State Laws fo Reduce the Impact of Alcohol Marketing on Youth: Current Status and
Modef Policies,” the Center on Alcohol Marketing and Youth, at the John Hopikins University Bloomberg School of Public
Heaith reported the following advertising efforts made by the alcohol industry:

[:]

The Marin Institute in its March 2009 publication entitled, “Out-of-Home Alcoho! Adverfising: A 215-Century Guide fo
Effective Regulation,” cited the following:

@

&

Alcohol Advertisement Bans

Two research projects funded by grants from the National Institute on Alcohol Abuse and Atcoholism (NJAAA] to the
National Bureau of Economic Research found the following on alcohol ad bans and alcohol consumption:

Link Between Ads and Minor Consumption

L]

The alcohol industry spent more than $4 biliion each year marketing its projecis.*
Underage youth receive substantial exposure to this marketing, and multiple longitudinal studies have carrelated
this exposure with greater likelihood of drinking, or if young people have already initiated alcohol use, drinking

more.2

Spending on out-of-home advertising grew to over $8 billion doflars in 2008,

The ferm “put-of-home advertising” has replaced "outdoor advertising” because advertisers are no longer just
using billboards and signs to reach consumers; some of the newer technigues, such as video display terminals,
are placed indoors.

High-tech out-of-home advertisements such as digital biflboards, video z'networks and digital ads on buses were ;
expeciad to grow to over $2.85 billion in 2009, !

Historically, the alcohol industry has been one of the largest purchasers of cutdoor advertising,

Since 2006, the alcohol industr§ increased fotal advertising spending 4.8 percent fo total $2.2 billion,

Saffer {2000) found that alcoho! adverfising bans decrease aloohol consumption and alcohol sonsumption has a
positive ffect (i.2., increases) on the legisiation of alcohol advertising bans.*

Saffer & Dhaval (2003) utilized data from The Manitoring the Future (MTF} and the National Longitudinal Survey
of Youth 1987 (NLSYS7), which included oniy data for adolescents, to estimate the effects of alcohol advertising
on adolescent alcahol consumption (consumer demand). Results based on the NLSY97 suggest that a
complete ban on all alcohol adveriising could reduce adolescent monthly alcohol participation by about 24
percent and binge participation by about 42 percent. Both advertising (i.e. ad banning) and price policies were
shown to have the polential to substantially reduce adolescent alcohol consumption (impact on demand curve).
The results from the MTF and the NLSYS7 generally showed that alcohol adveriising has a positive effect on
annuaf alcohol participation, monthly participation and binge participation (i.e., demand increases), though
effects may vary by race and gender, Alcohol price generally has a negative effect on these parficipation

measures,5

Long-term studies have shown that youth who see, hear, and read more aicohol ads are more hkely to drink and 1
drink more heavily than their peers.®



Adcoho! Advertising and Minor Consumption
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¢ The first national long-term study of youth throughout the United States, funded by the NIAAA, found that for
underage youth, exposure to an additional alcohol ad was correlated with & one percent increase in drinking, and
that youth drank three percent more for every additional doltar per capita spent on alcohol advertising in 2 focal

market.”

& This study comes on the heels of two other long-term federally-funded studies as well as a variety of studies
from other countries that, taken together, present an increasing compelling picture that alcohol marketing has an

efiect on young people’s drinking 8

¢ A study of 2,250 middle-school students in Los Angeles found that 2 one standard deviation increase in
exposure to television programs containing alcohol comimercials in ssventh grade was refeted to a 1.4-old
increase in the likelihocd of beer consumption, a 1.34old increase in winefspirits consumption, and a 1.3-fold
increase in consuming at least three drinks Ina row one year later.?

= Another study, of middle-school students in South Dakota, found that exposure in seventh grade to beer
advertising via magazines, concession stands at sporting and music events, and in-store displays, but not
television, predicted frequency of drinking in ninth grade.®0

s Numerous long-term studies in other countries have found as well that youth who see, hear, and read more
alcohol ads are more likely o drink and drink more heavily than their peers."

o Astudy of 253 10 to 17 year olds in Califomia found that specific elements of heer ads (such as humor or use of
animal characters) significantly contributed to how much the young people liked the ads, which in tum increased
these young peocple's intentions to purchase the product and beer brand promoted by these advertisements, In
contrast, ads that focused on product-related characteristics or senf a message about the minimum drinking age
reduced young people’s desire fo purchase the product associated with them. 2

o Valentine G, Jayne M., Gould M. indicated that “increased counter-advertising” may be mors effective public
poficy than advertising bans. '3

s According to Grenand JL, Dent CW, Stacy AW, younger adolescents seerm fo be more susceptibie to the alcohol
TV commercials and expoesure to alcohol ads influence some youth fo drink more and “experience drinking-
related problems later in adolescence™

o Asystemic review of prospestive cohort studies by Smith L.A. and Foxeroft D.R. revealed that baseline non-
drinking youth were significanty more lkely to have become drinkers "at follow-up with greater exposure to
aicohol adveriisements”. Moreover, in studies that included drinkers and non-drinkers, increased exposure at
baseline led to significant increased risk of drinking at follow-up. '8

¢ Fleming K, Thorson E, Atkin CK tested the impact of alcohol advertising exposure on intentions to drink and
actual consumption. The findings supported that alcohol advertising influenced young people's attitudes and
perceptions, predicting intentions te drink especially among underage drinkers between the ages of 15 and 20,1

e Anderson et al reported in a systemafic meta-review of longitudinal studies that exposure 1o media and
commercial communications on alcohol is associated with the likelihood that adolescents will start to drink
alcohol, and with increased drinking amongst basefine drinkers. Based on the strength of this association, the
consistency of findings across numerous observationat studies, temporality of exposure and drinking behaviors
observed, dose-response relafionships, as well as the theoretical plausibility regarding the impact of media




Alcohol Advertising and Minor Consumption
Page 3 of 11

exposure and commercial commﬁnications, it was concluded that alcohol advertising and promotion increases
the likelihood that adotescents wili start to use alcohol, and o drink more [f they are already using alcohal. 7

Advertising is only one of the marketing tools that are used to develop and manage brands. The Worid Health
Organization (WHO) Globat Status Report on Alcohol and Young Peopie (41) emphasized the growing frend for
marketing expenditure to shift away from traditional forms of direct advertising in the print and broadeast media
{known as “above-the-line” activity), fo “below-the-line” ackvity, such as sponsorship, competifions and special
promotions, The report further estimated that since 1993, in the United States, around 75% of marketing
expenditure went below-the-line, Furthermore, these communications activities are in turn just part of the overall
marketing effort by the alcohal industry, which links promotional activity with product development, pricing and
distribution. 18

Staniey et ai {1585} idenfified that, in the case of bear, the primary influence on demand is the youthfulness of
the popuietion and that contro} faws with the strongest refationship to beer are minimurn Jegal age and Sunday
sales. The authors found that price and income are far'more inelastic for this type of alcoholic beverage (demand
is less affected) than for distifled spirits, Implying that conirol laws infiuencing price will have a refatively lesser
gffect on beer consumption than on spirits consumption. From a public policy perspective these results can be
used for a segment-based demarketing of alcohol. In other words, price intervention through tax increases,
resale price maintenance, or bans on price advertising will have a much larger effect on spirits consumption than

on beer consumption. 19

" Although the majority of studies support an adverfising ban to reduce underage drinking, a meta-analysis by

Aspara J. and Tikkanen H. recommended against advertising bans, based on their assessment of previous study
limitations on focusing specifically on adolescent consumplion and advertising.®

" Prevalence and Toll of Underage Drinking in America

In September 2011, a report entitied “Costs Associated with Underage Drinking in the United States and California”,
produced by the Pacific Institute for Research and Evaiuation {PIRE), stated that underage drinking cost the citizens of
the United States $62.0 billion in 2010. Some of these costs “include medical care, work logs, and pain and suffering
associated with the multiple problems resulting from the use of alcohol by youth” which translates to a cost of $2,070 per
year for each youth or $3.17 per drink consumed by vouth.2

Aleohol Use Among Young People Under 21 is the Leading Drug Problem in the United Siates

-]

More youth in the United States drink atcohol than smoke tobacco or marfuana, making it the drug most used by
American young seople?

Every day, 5,400 young people under 18 take their first drink of alcohol 22

in 2005, cne out of six eighth-graders, one in three fenth-graders, and nearly one oui of two fwelfth-graders were
current drinkers.

More than 7 millior underage youth, ages 12 to 20, reparted binge drinking - having five or more drinks on at
least one occasion in the past 30 days — in 2004, according to data released in September 2005.2
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Underage Drinking has Serfous Consequences

e The Centers for Disease Control and Prevention estimates that 4,571 deaths of youth under age 21 were
aftributable to excessive aleohol use in 2001,

» Every day, three teens die from drinking and driving.

o At least six more youth under 21 die each day of non-driving alcohal-related causes, such as homicide, suicide,
and drowning.2

»  More than 70,000 coliege students are victims of aicohol-telated sexual assault or date rape each year.®

s Recent studies have found that heavy exposure of the adolescent brain to alcohol may interfere with brain
development, causing loss of memory and other skills.®

Alcohol Is Used More by Young People than Tobacco or Marlfjuana

e More youth in the United States drink alcohot than smoke fobacco or marjjuana, making itthe drug most used by
American young people. in 2005, 17.1 percent of eighth-graders had consumed alcohol within the previous 30
days, compared with 8.3 percent who had smoked clgarettes and 6.6 percent who had used marijjuana ®

e In2005, 17.1 percent of eighth-graders had consumed alcohot within the previous 30 days, compared with 9.3
percent who had smoked cigaretias and 6.6 percent who had used marijuana.®?

Early Initiation into Alcohol Use Puts Young People at Much Greater Risk of Negative Consequences Later in Life

e Survey data indicate that those who start to drink before age 13 are nine times more [ikely to binge drink
frequently (five or more drinks per cccasion at least six times per month) compared with high scheol students
who begin drinking later, according fo an analysis published in 2005 by NIAAA 3

e Compared with non-drinkers, frequent binge drinkers (nea}ly 1 million high schoo! students nationwide) were
more likely to engage in ofher risky behaviors in the previous 30 days including carrying a gun, using marijuana,
using cocaine, and having sex with six or more partners 3

e Compared with persons who wait until age 21 or older to start drinking, those who start to drink before age 15
are 12 tmes more likely to be unintentionally Injured while under the influence of alcohol, seven fimes more likely
fo be in a motor vehicle crash after drinking, and at least 10 times more fikely to be In a physical fight after
drinking later in jife.3

»  Those who start to drink before age 15 are also four times more Ilkaly 1o meet the criteria for alcohol
dependence at some point in their lifefime.®

Drinking and Driving Lead to Numerous Fatalities

e According fo data published by the U.S. National Highway Traffic Safety Administration (NHTSA), every day
approximately three teens die from drinking and driving. 3

e NHTSA reports that 3,523 young driver ages 16 to 20 died in mofor vehicle crashes in 2004. Of these,
1048 (30 percent) had been drinking. %
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e Driving while intoxicated increase significantly between 1998 and 2001 among college students and others in the
18 to 24 age group, from 26.5 percent to 314 percent ¥

Drinking Results in Non-Driving-Related Fatalities

«  Every day, at least six teens die of non-driving alcohol related causes, such as homicide, suicide, and
drowning.40 ‘

»  Aloohol has been reported to be involved in 36 percent of homicides, 12 percent of male suicides, and 8 percent
of female suicides involving peopie under 21-—a tofal of about 1,500 homicides and 300 suicides in 2000, 4

Drinking is Strongly Linked to Violent Crime

e Young people under the age of 21 commit 45 percent of rapes, 44 percent of robberies, and 37 percent of other
assaulis. 2 .

e ltis estimated that nearly half {47%) of assaults are alcohol-related.®
e Mora than 70,000 college students are victims of alcohol-related sexual assatlt or date rape each year.

s Anesfimated 1,400 college students dis each year from alcohol- reletad injuries and 500,000 students are
injured while under the Infiuence of alcoho! each year.#®

Drinking Increases Likelihood of Sexual Activity
e Teenage gids who binge drink are up to 63 percent more Eikeiy to become tesn mothers,#

o In 2001, eight percent or an estimated 400,000 full-time coliege students ages 18 to 24 in the United States had
unprotected sexual intercourse as & result of drinking 4

s  Among Black and Hispanic youth, early alcohol inifiafion is positively associated with number of sexual partners
and pregnancy, as well as sexual inifiation and recent intercourse. Black and Hispanic females who used alcohol
by seventh grade were more likely than those who were non-drinkers to report recent sexual intercourse as
{enth-grade students. 4

Drinking is Tled to Delinguent Behaviors

s In 2003, the percentage of youth whe engaged i delinquent behaviors {such as stealing, fighting, selling itegal
drugs, or carrying a handgun) increased significantly with the level of past year alcohol use, Approximately 66
percent of youth who engaged in any of the delinquent behaviors listed above reported frequent binge drinking,
compared with 87 percent of youth who reported binge alcohol use, 44 percent who reporied past month alcohol
use, 44 percent who reportad alcohol use but not in the past month, and 30 percent who reported no alcohol
uge.®

o Forexample, the percentage of youth who carried handguns incréased significantly as the leve! of youth drinking
increased, according to an analysis published in 200559

i e e e e s e
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Effective Strategles to Reduce the Burden of Aleohol

= -Hollingworth et al indicated that a tax increase and an advertising ban were the most effective interventions to

reduce alcohol burden in the community. “A tax-based 17% increase in the price of alcohel of one doliar per six
pack of beer could reduce deaths from harmful drinking by 1,490, equivalent to 31,130 discounted years of
potential life saved or 3.3% of current alcohol-atirbutable mortality. A complete ban on alcohol advertising would
reduce deaths from harmful drinking by 7,808 and result in a 16.4% decrease in alcohol-related life-years lost, A
partial advertising ban would result in a 4% reduction in alccholrelated fife-years lost” Environmental
inferventions o prevent underage drinking can lead to reductions in adult mortality. “Amornyg interventions shown
to be successtul in reducing youthill drinking prevaience, advertising bans appear fo have the greatest potential

for premature mortality reduction™ 5!

Model Language from Cutrent Laws

In the March 2009 publication previously cited above entitied, *Qui-of-Home Alcohol Advertising: A 215-Century Gide fo
Effective Regulation,” the Marin Institute recommends that the most direct and powerful way that government can restrict
advertising that appears on its property is to pass a law or an ordinance staling what content is prohibited. The Marin
Institute gave the example that a locality could pass an ordinance prohibiting the piacement of any alcohol-related
advertising on public properiy 52 This study cited the foflowing model languags from curfent laws:

California {Cal Bus & Prof Code §25612.5

Type of law: State levelfcontent-neutral regulation

Relevant language: The Legistature finds and declares that it is in the inferest of the public health, safety, and welfare to
adopt operating standards as set forth in this section for specified retail pramises licensed by the depariment. The
standards set forih in this section are state standards that do not preclude the adoption and implementation of more
stringent Jocal regulations that are otherwise authorized by law. (This /s important to avold preemption, which could
preciude focalifies from going further than state law.) No more than 33 percent of the square footage of the windows and
clear doots of an off-sale premises shall bear advertising or signs of any sort, and all adverfising and signage shall be
placed and maintained in a manner that ensures that law enforcement personne! have a clear and unobstructed view of
the interior of the premises, including the area in which the cash registers are maintained, from the exterior public

sidewalk or entrance to the premises.

San Diego, California (858.0501)

Type of law: City levellcontent-based regulation of alcohol ads aimed af reducing underage drinking

Relevant language: It is unlawful for any person, business, or retaiier to place or maintain, or cause fo be placed or
maintained, any advertising of alcoholic beverages on a billboard that is within 500 feet of 2 school, playground,
recreation center or facility, child care center, or fibrary or that is more than 500 feet and the billhoard face and it
advertisement are clearly visible from a school, playground, recreation center or faciiity, child care center, or library, This

section dees not apply o any noncommercial message.

8an Francisco, Califoria

Type of law: Ban of alcoho! advertisements on public fransit

Note: this fanguage can be quite simple. Most transit advertising policies already include a list of prohibited content, so
just add alcohol o that list, You may also consider excluding other potentlally harmful products, as this policy does.
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Relevart language: Policy governing advertising on Municipal Transportation Agency (MTA) property. No advertisement
posted on MTA property shall;

+ Be false, misleading, or deceptive

« Appear fo promote the use of firearms

« Be clearly defamatory

« Be obscene or pomographic

= Advocate imminent lawlessness or violent action
« Promote alcoholic beverages or tobacco producis

San Jose, California (Ord, 27676}

Type of law: City levelfcontent-based regulation of alcohol ads aimed at reducing drinking and driving

Relevant language: No beer and wine advertising shall be located on motor fuel istands and no self-illuminated
advertising of beer or wine shall be located on buildings or windows.

Philadelphia, PA (Bill No. 030713)

Type of law: City level/content-based, government properiy/contracts

Relevant language: Every contract which permits any person to place advertising on City owned or controlled property

~ shall include a provision prohibiting the placement on such property of advertisements for alcobhol. For purposes

of this section, City owned or controfled property does nof include property used to hold professional sporting events.
Good example of legislative findings (i.e., the evidence needed) The City Couneil finds that.

(a) A September 10, 2003 report entitled, Underage Drinking: A Coflective Responsibiliy, released by the National
Academy of Sciences stated that more youth drink alcohol than smoke tobaceo or use other illegal drugs;

{b} In the most recent national survey on drug use, the 2002 Monitoring the Future report almost half or 48,6 percent of

twelfth graders reporied racent alcohol use;
(¢} Underage drinking plays a substantial role in the three leading causes of death among youth—motor vehicle fatalities,

suicide and hemicids;

(d) According to the American Medical Associafion, underage drinking is a factor in nearly one-half of all teen automobile
crashes, the leading cause of death among teenagers;

{e} Alcoho! abuse among young people is also finked to two-thirds of all sexua! assaults and date rape, and is a major
factor in unprotected sex amang youth, thereby increasing their risk of sexually fransmitted diseases;

{f) The National Academy of Sciences estimates that the social cost of underage drinking is $53 billion;

{g) in the Philadelphia Safe and Sound Report Card 2003, substance abuse among high schooi youth was rated
‘challenging, with major obstacles;”

{h} The most recent Youth Risk Behavior Survey compiled in 2001, which is based on self-raports by Philadelphia public
high school students, found that 31.6 percent of high school youth report having had one drink in the most recent 30-day
period;

{) Research by the National institute on Alcohol Abuse and Alcoholism, entitled Effects of the Mass Media on the Use
and Abuse of Alcohol has found that exposure to alcohol advertisements affects young peopls’s beliefs about drinking,
infenfions to drink, and actual drinking behavior;

(i} A substantial proportion of alcohol advertising reaches an underage audience and is presented in a style that is
atiractive to youth;

{k} A 1996 study of children ages 9 to 11 found that children were more familiar with Budweiser's television frogs than
with Keflogg's Tony the Tiger or Smokey the Bear;

() In a survey conducted for the Center on Alcohol Marketing and Youth in June of 2003, two-thirds of parents say that
seeing and hearing alcoho! adveriisements makes tesns more likely to drink alcohol and 82 percent of the parents
surveyed said that the risky behavior feens engage in while under the influence of alcohoi is a problem in society today;
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(m} Children and youth utifize city owned and controlled proparty on a daily basis, such as school buildings, recreation

centers, libraries and bus shelfers; and
(n} To the exdent that commercial advertising is allowed in these public facilities, the Cily of Philadeiphia can play a
positive role in reducing exposure of youth fo aicohol advertisements by prohibiting ¢he placement of such adverfisernents

on publicly owned or confrolled property.

Los Angeles County Current Law

The Los Angeles, Califamia County Code, Title 2 Administration, Part 2 Advertising, Chapter 2.132 Commercial
Marketing-Promotion and Advertising, under 2.132.120 Authorization and 2.132.130 Limitations, C..,5* mandates

the following:

e 2.132.120 Authorization - Notwithstanding any other provision of the Los Angeles County Code, the Board of
Supervisars is authorized to sell the right fo advertise on property that is owned or operated by the County of
Los Angeles (Ord. §1-0039 § 2 (part), 1981).

o 2,132,130 Limitations, C. - No adverfising for alcohol or tobacco products is permitted,
In conclusion, reducing the impact of aicohol marketing on young people is an Important public health goal since

underage drinking is a significant contributor to youth akeshol-related motor vehicle erashes and other forms of Injury,
violense, suicide, and problems associated with school and family. 5
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USCSchool
of Social Work

May 15, 2013

The Honorable Antonio Villaraigosa
Mayor, City of Los Angeles

Room 303, City Hall

200 North Spring St.

Los Angeles, CA 90012

RE: Prohibiting Alcohol Advertising on Los Angeles City Public Property

Dear Mayor Villaraigosa,

As a faculty researcher committed to the reduction of alcohol and substance use among our youth, [ ask you
to support a citywide ordinance prohibiting alcohol advertising in future city contracts. Recently the LA,
City Council agreed with the Coalition to Ban Alcohol Ads on Public Property in Los Angeles and
excluded alcohol advertising in the new 10-year city bus bench contract granted to Martin Outdoor Media

LLC.

I am deeply troubled by the over abundance of alcohol ads on public property in Los Angeles such as in bus
shelters and street furniture. Significant research shows a relationship between alcohol advertising and use
patterns by youth - this is well established! The City should not be a partner in promoting alcohol,
particularly when so much of the advertising is visible by our youth due to the ads proximity to schools, bus

stops and parks.

The L.A. County Department of Public Health recommends, "reducing alcohol advertising in public spaces
and in areas commonly seen by minors," as a way to help discourage underage drinking. Currently the Los
Angeles MTA does not allow alcohol advertising on its buses, trains and other transit facilities. The
research is clear, the more alcohol advertisements young people see, the more likely they are to drink and
drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including

reducing youth drinking and binge drinking.

I respectfully urge you to adopt a citywide policy prohibiting alcohol ads on public property.

Sincerely,

Jeremy T. Goldbach, Ph.D., LMSW
Assistant Professor

University of Southern California
School of Social Work

University of Southem California
1234 Trousdale Parkway, Los Angeles, California 90089-1234 » Tel: 213 740 1234 « Fax:213 740 1234

i
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Claremont

GRADUATE UNIVERSITY

School of Community and Glohal Health

May 22, 2013

The Honorable Richard Alarcon
Councilmember, Seventh District
City of Los Angeles

200 North Spring Street, Room 470
Los Angeles, California 90012

Dear Council member Alarcon:

Thank you for the opportunity to provide you with information on the influence of alcohol advertisements
on underage drinking. This letter supplements the letters that you have already received from Dr. Nobel at
UCLA and Dr. Fielding from the LA County Department of Public Health. I agree with the summary of
studies they have provided that show the negative impact alcohol advertising can have on youth
consumption of alcohol and the increased risk to the health of those youth due to that consumptien.

My colleagues, Dr. Alan W. Stacy and Dr. Clyde Dent, and 1 recently published in Pediatrics (1/28/2013),
a well-respected medical journal, our report on a large study of alcohol advertising, alcohol uge, and
alcohol-related problems among adolescents in the greater Los Angeles area. We recruited nearly 3,000
students in 7" grade from randomly selected middle schools and surveyed them once a year across a 4
year period. The results showed that the level of exE)osure to televised alcohol advertisements in the 7%
grade predicted the increase in alcohol use in 7h 8% ang o grades, which in turn predicted the number of
problems related to alcohol use in 10 grade. Problems ranged from failing to do homework to getting
into fights because of drinking alcohol. Our study replicates previous findings on the influence of alcohol
advertising on underage drinking, and importantly, this was the first study to demonstrate the link from
exposure to alcohol advertising to problems related to underage drinking.

I strongly support your effort to protect the health of our youth by limiting their exposure to alcohol
advertising through passage of the ordinance to ban alcohol advertisements from city owned and

controlled property.

Sincerely,

frep Tt

Jerry L. Grenard, Ph.D.

Assistant Professor

School of Community and Giobal Health
Claremont Graduate University

Attachment: Pediatrics Article from 1/28/2013
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Jerry L. Grenard, Clyde W. Dent and Alan W, Stacy
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The online version of this article, along with updated information and services, is
located on the World Wide Web at:
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s advertising on underage drinking has been demonstrated in both

q?é‘%”* -

.

VHAT'S KNOWH ON THIS SUBJEST: The influence of alcoho!

cross-sectional and prospective studies. What is not well known is
whether this increase in drinking leads to more probiems reiated
to alooho! consumption, '

e WHAT THIS STEDY ADDS: Exposure to aicohol advertising and

¢ liking of those ads in grade 7 has a significant influence on the
severity of alcohol-related problems in grade 10 and that
influence is mediated by growth in alcoho! use from grades 7 to 9./‘

A

DBSEGTIVE: This study used prospective data to test the hypothesis
that exposure to alcchol adveriising contributes to an increase in un-
derage drinking and that an increase in underage drinking then leads
io problems associated with drinking alcohol.

RETHODS: Atotal of 3880 students were surveyed onge per year across
4 years from the 7ih through the 10th grades. Assessments included
several measures of exposure to alcohol advertising, alcoho! use, prob-
lems refated to aloohol use, and a range of covariates, such as age,
drinking by peers, drinking by close aduits, playing sports, general TV
watching, acculturation, parents’ jobs, and parents’ education.

BESHETS: Structural equation modeling of alcohol consumption showed
that exposure to aicohoi ads and/or liking of those ads in seventh grade
were predictive of the tatent growth factors for alcobol use (past 30 days
and past 6 months) after controfling for covariates. In addition, there
was a significant total effect for boys and a significard mediated
effect for girls of exposure to alcchol ads and liking of those ads in
7th grade through latert growth factors for alechol use on alcohol-
related problems in 10th grade.

CENGLUSMINES: Younger adolescents appear to be susceptibie 1o the
persuasive messages conigined in alcehol commerciats broadcast on
TV, which sometimes results in a positive affective reaction {0 the ads.
Alcohot ad exposure and the affective reaction to those ads influence
some youth to drink more and experience drinking-related problems
later in adolescence. Pediatrics 2013,131:2369-e379

e368
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Alcohol use among adolescents and
young adulls is a major health concern
in the United Siates. According 1o
a Substance Abuse and Menial Health
Services Adminisiration report pub-
lished in 2004,' ~108 million {(28%)
adolescenis reported drinking alcohol
in the past month, 16.6% reported
preblem behaviors related to alcohot
use, and 62% mel Diagnostic and
Statistical Manual of Mental Disorders,
Fourth Fdition criteria for substance
abuse or dependence.? Because of the
risks involved, considerable attention
has been given to the influence of al-
cohol advertising on underage drink-
ing. Cross-sectional sfudies have
consistently shown a small but signifi-
cant association between exposure to
alcoho! ads and alcohol use®® More
importantly, prospective studies have
shown similar findings providing sup-
port for a temporal relationship be-
tween exposure to ads and alcohol
use,™% which hag heen confirmed in
a gystematic review of 13 fongiudinal
studies.™ Few studies, however, have
successfully used prospective data to
demonstrate the temporal relationship
among exposure 1o alcehol ads, aico-
hol consumption, and problem behav-
iors associated with alcohol use.

The current study examined the effects
pfalcohol ad exposure on consumption
and problem behaviors across 4 years
of data coilection 1o test 2 hypothesss,
First, the influence of exposure to al-
cohol ads on undarage drinking was
hypothesized to interact with an effect
modifier (or moderator): an affective
reactionto alcoholads, selfreportedas
& liking of alcohol ads 5% It was antic-
ipated that adolescents who like alco-
hol advertisernents will be more likely
to elaborate on the content of the ads
(eg, imagine themselves in the scene),
and as a result, they will bhe more likely
10 he persuaded to try the product,®7
Studies on copy testing by advertisers
have shown that liking of advertisements
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is predictive of sales for consumer
products.® In addition, drinking among
adolescents and young adulis is asso-
ciated with desirabitity and identifica-
tion with characters in alcoho! ads®
and with liking of algchol ads.0®
Second, it was hypothesized that the
growth in alcohol use over the first 3
vears of the study would significantly
mediate the refationship between ex-
posure 1o aicohol ads in year 1 and
alcohch-related problems in year 4 {see
paths a and b in Fig 1). That is, effacts
of Year 1 alcohol ads on the growih
in alcohol consumption over time
{path a) was expecied to transiate into
later (Year 4) levels of alcohol prob-
lems {path b). Figure 1 depicts a con-
ceptual model that incorporates both
key hypotheses within a moderated-
mediation model.

METHODS
Participants

The current data were coljected ag part
of a prospective study on the influence
of alcohol advertising on underage
drinking.12.%  Participants recruited
from public schools were surveyed
during reguiar school hours from the
7th through 10th grades. Of the 4186
students recruited to participate in the
study, 3880 (93% of consented) stu-
dents completed the survey in at least 1
wave: 2086 (77%) were surveyed in 7th
grade, 2849 (73%) in the 8th grade,
2093 (54%) in the 9th grade, and 1603

Liking of
Alcabol
Ads

Exposure
to Alcohot
Ads

Growth of
Aleohol
Use

(41%) inthe 10th grade. Dropout inthe
9th and 10th grades was largely be-
cause of failure of entire schools to
remain in the study after initial agree-
menis by the schools to participate.
Thus, most dropouts werg not because
of subject selfselection factors that -
could confound results. Further, the
data analysis (outlined below) thor-
oughly addresses missing data. A total
of 23 public middie schools, randomiy
selected from ali middie schools in Los
Angeles County agreed to participate
in the study. The goal was to recruit
a sample representative of students

“attending Los Angefes County high

schools.

Progedures

Al seventh grade students in.each
schoo! at the time of the study were
invited to participate, Data collectors
visited classrooms fo distribute con-
sent and assent forms to studenis
about 2 weeks before administeringthe
surveys. Parents of the students either
signed a consent form brought home
from school by the student or gave
verbal consent to data colleciors via
tetephone ifthe consent forms were not
returned, Students signed assent forms
before completing the surveys. The
surveys and all procedures were ap-
proved by the University of Southern
California Institutional Review Board.
Students completed paper-andpencil
fuestionnaires during regular class-
room hours at their school.

Problems
Dug tor
Algohol

Use

Conceptual model of primary hypothesized paths tested in the moderated-mediation modals.
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Buicome Reaspres

Current alcohol use was assessed with
a fotal of 9 selfreport items. Five
items® assessed on how many days
during the past 30 days the participant
drank beer, wine, or liquor; drank 3 or
more beers in a row; drank 3 or more
glasses of wine or Hguer; and drank
enough to get drunk. An addiionat 4
items asked how often in the past 6
months participants drank beer, drank
wine or wine coolers, drank liquor, or
got drunk. An index was formed from
a2l 9 items (coefficient & = 0.81). Prob-
lems due to alcohol use were assessed
with 8 self-report items. #' Participants
indicated how often their alcohol use
caused them problems, such as not
being able to do their homework, get-
fing into fights, neglecting respon-
sibifities, or causing someone shame
or embarrassment. An index score was
formed from the 8 iterms (coefficient
o = 093).

Independent Yariables

Four measures of exposure o alcohol
advertising were assessed: (1} Expo-
sure to alcohol advertising on popular
shows, Participants indicated how
frequently they waiched 20 popular TV
shows during the past month on a 6-
point scale ranging from 1 (hever) {0 6
{every day). The frequency of watching
each show was muftiplied by the av-
erage frequency of alcoho! advertising
broadeast on each show during the 10
months before the survey® Data on
televised alcohol advertising during
the popular shows was purchased
from Nielsen Media Research {New
York, NY). The weighted items were
summed to vield an index score for the
number of alcohol ads each participant
was exposed to during a typical day of
watching popuiar shows {coefficient e
= (.79). This measure of exposure does
not directly ask about exposure to al-
cohot ads, and it has besan predictive
of alcohot use in past studies.’®22 (2)

PEDIATRICS Volume 131, Number 2, February 2013

Exposure to alcchol advertising on
sports programs. This measure was
gimitar to the popular shows assess-
ment except that it asked about the
frequency of watching college and pro-
fessional sporfs programs {(coefficient
o = 0.80), which often include a higher
frequency of alcohol advertisements
than other programming.2® (3) Mamory
for alcohol ads: cued recall. Surveys in-
cluded stili pictures captured from TV
advertisements including 2 example
and 15 lest ads? The still pictures
extracted from advertisements did not
contain brand names or logos. An open-
ended item askad participants to write
down what product was heing advertised.
Independert judges coded the respon-
ses as being related to the advertise-
ment or agt {k = 0.88). (4) Self-reported
observation of aicohol advertising. Par-
ficipants were asked 4 items® about
how often they saw alcohol commercials
on TV (coefficient « = §.72),

The survey included 3 items assessing
how much participants like alcoho! ads
on TV® Thae items assessed whethar
partisipants thought that alcohol ads
are funay or sexy, and whether they like
the alcchot ads betier than other ads
{coefficient @ = 0.78). These items mea-
sured an affective or emgtional reaction
o alcohol ads that has been useful in
both the study of alcohol advertisings15.19
and by the advertising industry in gen-
gral to estimate the potential effective-
ness of advertising copy.® Additional
covarigtes associated with agdverting
exposure, glcohol use, or alcoholrelated
problems included the amount of time
watching television 2, observing friends
drinking®; observing well-known aguiis
drinking®; participating in sports®'; age,
gender, ethnicity, language acculiura-
tion¥33; and parents’ ocoupation and ed-
dcation (see Appendix for assessments).

Dats Analyses

Construction of the structural equation
models used to test the hypotheses

involved 2 steps® First a measure-
ment model established the simple
structure of the model, measurement
invariance across gender and ac-
ceptability of parcels as indicators®
The second step invelved fitting of 4
latent growth-curve models, one for
each measure of exposure to alcohol
adveriising. Goodness-of-fit statistics®”
included the y° test, Comparative Fit
Index, Tucker-Lewis index, Root Mean
Squared Error of Approximation, and
the Standardized Root Mean Sguare
Residual. The current analyses used
full information maximum likelihcod
estimation®® 1o adjust for uncertainty
associated with missing data. Media-
tion effects (is, specific and total in-
direst effecis) were assessed using the
multivariate & method® This method
estimates significance for the product
of 2 regression coefficients, the co-
efficient for the mediator regressed on
the predictor and the coefficient for the
outcome regressed on the mediator
adiusted for the predictor and is con-
sistent with criteria recommended by
MacKinnon et al % Mplus*' was used fo
fit the measurement and the istent
growih models. SEs were adjusted for
clustering by school 41

RESUETS

Demographic characteristics fortime 1
of the study, as shown in Table 1, in-
dicated that the students in seventh
grade were 1251 (3D = 0.54) years oid.
Thirteen percent were non-Hispanic
whites and 48% were Hispanic. Boys
reported significantly more alcohol
use than girls for past 30-day use of
beer, lifetime binging with beer, and
past 30 days binging with beer, and
boys reported more negative con-
sequences as a resuit of alcohol use.
Participants maore ikely to have been
jost to follow-up included those in wave
1 who knew peers (odds ratio [OR] =
1.30;, 85% confidence inferval [Gl] =
1.16~1.44) or adults (OR = 1.13; 85% Ci
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= 1.05-1.21) who drank alcohol, were
exposed to more alcohol commercials
cn popular shows (OR = 1.28; 95% Ci =
1.01-1.51), or were Asian compared
with whites (OR = 2.00; 85% £l = 1.30-
3.08). There was no difference for those
lost to foliow-up based on gender, age
accuituration, participation in sports,
parents’ education, lifetime or past 30-
day alcohol use, alcohoi-retated prab-
lems, TV viewing, self-reported exposure
to advertisements, or liking of alcohol
advertisements.

Meassuremant Model

The measurement mode! examined the
factor loading, simple siructurs, and
measurement invariance of the latent
variables propesed for the models.
Indicators loaded well on their hy-
pothesized latent variables in separate
models for girls and boys. Examination
of a priori hypothesized meodification
indiges for cross-loadings among the
alcghol use, alcohol-related problems,
ad exposure, and liking of ads target
latent factors provided support for
a simple structure among the factors.
The measurement model findings for
the alcoholrelated problems factor
warranted the use of pargels of indi-
cators in the structural model to pro-
vide more stable model estimation 3842
Tests for invariance of loadings and
thrasholds in a muitigroup model by
gender was adequate to compare struc-
fural modeals across gender®® Similar
tests for invariance of lnadings and
thresholds in a muiigroup model by
grade provided evidence for invariance
across time for items measuring atco-
hol use ih the growth curves.

Ltatent Browth Models

The tatent growth factors for alcohol
use over times 1 through 3 and the
latent factor for alcohoi-related prob-
lems were regressed on €ach of the 4
alcohol ad exposure measures in 4
separate series of model evaluations.
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¢ Demographic Information for Participants in Seventh Grade

ltera Total Girls Boys
Gender, n (%) 38090 (100) 1805 (50.14) 1894 (40.86)
Age, mean {5D) 12.51 {0.54) 1251 (0.54) 12.51 (0.53)
Ethnicity, n (%)
waite/non-Hispanic 520 (1331 261 (15.78} 259 (15.60}
Hispanis 1862 {47.87) 937 {49.47) §23 (48.45)
Asian 662 {17.02) 324 (1711 338 (17,74}
Black/African American 120 (3.08} 56 (2.96) 64 (3.36)
Native Hawaiian or Pacific Istander 30 (077 15079 15 {079
American Indign or American Native 37 (08D 17 Q80 20 (1.85)
Don't know 491 (12.62) 196 (10.35) 208 {10.81)
Mixed 168 (4.52) 88 (4.65) 80 (4.20)
Language acculturation, mean (80} 422 {3.76) 414 (0.79) 428 (0.72)
At least 1 drink of beer in lifetime, n {%)
0d 1585 (58.94) 842 (59.21) 753 {54 80)
1d 532 (18.89) 280 {18.28) 272 (8.7
24 242 (864 123 (8.65) 119 {883)
3to9d 218 (7.11) 01 (7,10} 115 {8.34)
0% 19 d 86 (3.07} 38 Q.74 47 (3.4
Wio3gd o0 (179} 24 (189) 26 (1.89)
40to 88 d 30 (1.07) 15 (1.09) 15 (109)
160 or more days 50 (1.78) 18 {1.27) 32 (2.52)
At least 1 drink of beer in past 30 days, n (%)°
6d 2414 (B3.1B) 1243 (8444) 1171 (8189
1d 281 (958) 140 (9.51} 141 (9.88)
2d 80 £3.10} 40 @272 50 (3.50)
dwhd 55 {1.90} 20 (1.36) 35 (2.45)
6to8d 27 0.93) 16 (1.08) 11{0.77)
16to 18d 9 {0.5%) 8041 34021
0029d 6 {0.21) 3 0.20) 32
All 3G d 20 (0.89) 4 {0.27) 16 (1.12)
At least T drink of wine or liquor in lifetime, n (%6)
od 1799 (64.67) 834 (66.15) 865 (63.14)
1d 455 (16.36) 215 {18.23) 240 (17.52)
2d 216 (7.59) 13800 97 (7.08)
Sipod 153 (5.50) 78 {552) 75 (547
10te 18 ¢ 89 {2.48} 35 (2.34) 38 (2.63)
20t039d 49 (1.44) 17 {1.20} 23 (168)
401088 4d 23 (0.83) 0 {0.64 14 {1.02)
100 or more days 35 (118 13002 20 {1.48)
At least 1 drink of wine or liquor in past 30 days, n (%}
od 2422 (8381 1246 (B5.05) 1176 (82.53)
1d 272 {841) 124 (8.48) 148 (10.39)
2d 1G5 {3.68) 54 (359 51 (3.58)
3tobd 34 (1.18) 17 {1.16) 17(1.19)
giobd 23 (0.80) 14 {5.96) 9 {0.63)
1010 19d 10 {0.35) 5{0.34) 5 {0.35}
0t029d § 2 2014 4{0.28)
All 30 d 18 (0.62) 340204 15 {1.05)
3 or more drinks of beer in a row in lifetime, » %0*
0d 2432 (88.12) 1258 (89.82) 1174 (86.28)
ig 134 (4.88) 81 (4.36) 73 (5.36)
2d 70 (2.54} 33 (2.36) 37274
3to8d 45 {1.63} 12 053) 32 {2.35)
0to19d 26 (0.94) 13 10.85; "13 (0.56)
0to384d 25 (0.8Y) 14 {100 11 (0.81)
01088d 8 (0.29) 2{0.14) G {044}
100 or more days 20 (0.72) 5 (0.38) 15 (110
3 or more drinks of beer in a row in past 30 days, n (36)°
0d 2688 (92.81) 1583 {94.403 1305 (91.59)
1d 105 (3.83) 47 {321 58 {4.06)
2d 34 (1.18) 14 {0.96} 20 (1.40)
3tobd 25 {0.88) (061 16 (1.12)

Pownloaded from pediatics.asppublications.org by guest on January 29, 2013



Sontinued
term Total Girls Boys
Stobd 11 {0.38) 5 {0.34) 6 (0.42)
010 19d 7 (0.24) 3{0.20) 4 {0.28)
to28d 8 (0.21) 240,14 4 {0.28)
M 304 17 0.5%) 2{0.14) 15 {1.08)
3 or more drinks of wine or liguor in lifetime, n (%)
0d 2448 (88.15) 1263 (S067) 1185 {87.58)
1d 135 (4.92) 35 (3.95) 80 (5.9%)
24d 58(211) 31(22%) 27 (2.00)
3te9d 43 (1.57) 20 {1.44) 2501.70)
1080 19 ¢ 20 (0.73) & {0.65) 11 (0.81)
w30 d 17 (0.62) 7 {0.50} 10 (0.74)
40to 99 d §(0.22 2014 4 (0.30)
100 or more days 18 (069 6 {(0.4%) 13 (0.96)
3 or more drinks of wine or liquor in past 30 days, n (%)
0d 2707 (93.75) 1384 (94.60) 1323 (32.84}
1d a2 (3.19) 43 {2.94) 49 (5.44)
2d 3G (1.04) 16 {1.09) 14 (0.88)
3tobd 18 (0.62) 10 (0.68) 8 (0.56)
Gto0d 13 (0.45) 4(0.27) 9 (0.63)
10to 19d 7{0.24) 2 (0.14) 5 {0.35}
20to29d 6 (0.21) 2 (0.14) 4{(.268}
AlL30 ¢ 15 (0.52) 2 (0.14) 13 (391
Consequences of alcoho! use, mean (S0P 0.08 (041) 0.08 (0.38) 0.1% (344)

* Alcohal use by student gender wes significant for past 50-lays use of beer, lifetime binging with beer, and past 30- days
binging with beer a x*(7) = 14.07, £<.05), but all other comparisens of alcohol use by student gender were nonsignificant

(ail P> 05).

b Conseguences of aicoho! use difiered by gender (H2548] e ~2.15, P < 05); P~ proportion.

The hypothesized moderator, liking of
alcohol ads, was included in each of the
4 models. Inaddition, the growth factors
were simultangousty regressed on
coveriates measured at time 1, in-
cluding age, observing peers drink,
observing adults drink, playing sports,
general TV watching, language acouftur-
ation, and sociceconomic status (ocou-
pationandeducation ofeachpariicipants
parents). All structural growth models
differed by gender, so only those results
for multigroup models by gender are
presented here.

Ag shown in Tabie 2 and Fig 2, the ¢o-
efficient for the intercept regressed
onthe interaction term was significant
for boys and for girls. Figure 3 depicts
this interaction Hlustrating that the
level of exposure to ads was more
predictive of alcohol use in seventh
grade for those students who reported
a greater liking of aicohol ads. Thare
was ng interaction in the prediction
of the slope for the latent growth for
alcohol use.
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Significant mediation effecis or indirect
effects were ohserved among girls for
the path from exposure fo ads on
popllar shows at time 1 through the
growth curve siopes to problems at
time 4 {8 method indirect effect: ab =
0.081, P = 02} and for the path from
liking of ads at time 1 through the
growth curve intercepts to problems at
time 4 (gb = 0105, £ = 03). Among
boys, there was a significant fotal ef-
fect of the interaction term for popular
shows and liking of ads at time 1 on
problems at time 4, which included the
direct effect on time 4 problems and
indirect effects through the intercept
and slope {6 method total effect: b =
0.164, F = 02). These effects among
girls and boys were significant even
after adjustment for time 1 problems,
age, friends drinking, adults drinking,
playing sports, general TV watching,
acculturation, parents’ jobs, parenis’
education, and clustering by school.

The covariates, alcohol-related prob-
lems at time 1 and friends and ciose

adult drinking at time 1, were signifi-
cant prediciors of the intercept for
girls. The same covariates pius lan-
suage acculturation and parent jobs
were gignificant predictors of the in-
tercept for boys. For boys, drinking by
friends and language acculturaticn
were significant predictors ofthe slope,
and the sign ofthe coefficients for these
predictors changed befween the in-
tercept and the slope, suggesting that
those higher in alcohol use at time 1
might have had lower growth rates than
those lower in use ai time 1. None ofthe
time 1 variables were significant direct-
gffect ~(unmediated) predictors of
alcohol-retated problems at time 4 for
boys or girls,

Mediation models for the other 3 ex-
posure measures (frequency of
watching sports show, cued recall
of ads, and self-reported frequency of
seeing alcohol ads) fit the data very
well {rasuits not shown). In all 3
modeis for girls, the intercept for the
growth of alcoho! use mediated the
influence of liking of alcohol ads at
time 1 on atcohol-refated problems at
fime 4. No other indirect effects were
significant for girls or boys. inthese 3
mediation models for girls, both the
intercept and slope for the growth of
alcohol use were posiiive predictors of
the level of alcoholrelated problems at
time 4, whereas this was nofthe casefor
boys.

HacHSSIoN

This study provides evidence support-
ing the hypothesis that exposure to
algohol advertising and affactive reac-
tions to those advertisemenis on tele-
vision influence underage drinking and
ihe development of alcohol-related
problems. The growth of alcohol use
from the seventh through the ninth
grades is predicted by the frequency of
watching poputar shows and self-
reparts on the liking of alcohsl ads. In
partial support of hypothesis 1, there

ed?3
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is a significant interaction between
exposure to ads and fiking of ads inthe
prediction of the intercept (but not the
siope) for a growth curve modeled
across these grade levels for both male
and female students. The interaction
shows that the ieve! of exposure to ads
is more predictive of a higher level of
algohol use in seventh grade for those
students who report a greater liking of
alcohot ads. In addition to this in-
teraction observed at time 1, the fre-
quency of watching popuiar shows at
time 1predictsthe slope for the growth
~ of alcohol use for girls, and the liking of

alcohol ads at time 1 predicts the slope
for boys.

In support of hypothesis 2, the media-
tion model shows that the inflience of
atcohot ads attime 1 ontihe ocourrence
of alcohokrelated problems at time 4 is
mediated by the growth of alcohol use.
Among girls, there was a significant
indirect effect of exposure to ags on
popular shows intime 1 onproblems in
time 4 through the growth of alcohol
use, and among boys, there was a sig-
nificant total effect from the shows and
liking interaction term in time 1 to
probtems intime 4. These relationships
are significant even after adjusting for
arangeofothercovariaies measured at
time 1that are known to be associated
with aicohol use. The other 3 measures
of exposureto alcoho! advertising show
simifar findings, although these mea-
sures are somewhat lgss predictive of
the growth in alcohol use and alcohot-
retated problems.

Atthough causality cannot be verified
in 1 observationat study, the relevant
theories and empirical evidence from
the current prospective study and
pravious research are consistent with
possibie causal effects linking alcohol
advertising to underage alcohol use
and alcohol-related problems. In the
current study, measures of exposure
at time 1 are gssociated with the in-
greasing use of alcohol over time and the

e374 GRENARD et al

Standardized Parameter Estimates for the Mediation Modal

Girls Boys
Parameter Estimate SE Parameter Estimate SE
Intercept on
T1 alcoho! use 0.75gw* 0.048 G827 04,038
T2 alechot use 0,590 4080 08450 0047
T3 alechot use (466> {056 0.508%> 0.030
Siope on
T1 alcohoi use 0.008 0.000 0.000 0060
12 alcohol use 0,404 0.036 0,349 0057
T3 alcohol use 0.640%* 0.058 0.548wx 0.101
14 alcohol-related problems on
T4 problems 1 A T (4029 0720 0035
T4 problems 2 {.592r* 03¢ 0721 0.058
T4 protiems 3 0.705% 0.038 0,736 0.048
T4 probiems 4 0.734% 0.050 0.780" 0637
Intercept sn T1 pradictors
Popular shows -{,052 0034 -D.027 0031
Liking of ads 0.287+ 0847 0,371 4.028
Shows x Liking 0091+ {4042 0.093* 0048
T1 problems 0297+ 0.123 0264 0.084
Age 0036 0.031 0.040 0.030
Peer drinking 0.426%= 0.080 0.53g%** 0052
Playing sporis 0.008 0.043 -£.009 0.024
Acult drinking 0.155%* 04836 0.138% 0.053
General TV viewing 0012 0534 0012 8037
Language actuituration 00650 0.042 ~0.098> 0.040
Parents’ jobs 0,600 0.041 [ERE Vil 0.048
Parents’ education -0.041 0048 ~0.002 8030
Stops on Tt predicters
Popular shows 0190 3058 0.113 0483
Liking of ads -0.021 0678 0.129* 0.080
Shows x Liking -0.083 0.088 =0.112 0081
T1 problems -0.125 0.135 3076 0.188
Age 0531 0038 ~0.075 3068
Peer drinking 0.657 0875 -~ 483+ 0128
Playing sports -GA37 4073 3015 0.074
Adult drinking ~0.029 0067 -0.103 0.119
General TV viewing -0.02% 0.084 -0.058 0.662
Language acculluration 0.028 0.073 0.227* 4097
Parents’ johs 0.130 0075 -{0.135 .08
Parents’ education -0.085 0464 0.800 0.090
T4 alcohot-reiated problems on
Intarcept 0.395* {166 0.177 0.303
Slope 0.478% 0.108 G178 0214
Popular shows -0.054 0.085 -0.007 0.558
Liking of ads ~3.102 c.084 ~(.08% 0062
Shows x Liking 0040 0572 0.167 b.oad
T1 problems 0050 o570 0014 0.080
Age 0.036 0048 ~-0404 0054
Peer drinking -0.622 0.085 ¢.234 0214
Playing sports 0G50 0058 0027 0044
Adult drinking ~{.027 ¢.041 0021 0074
General TV viewing 3022 {062 ~0021 0.083
Language aoculturation 0.013 0463 ~0048 0.086
Parents’ jobs -0.003 0103 0061 0.092
Parents’ education 0.008 0.054 ~(,018 0.100
intercepts for latent factors
Problems with atcohol at T4 0000 0.000 0.232 0,184
Growth gurve intercept {.526% 0,032 0.405%* 0.032
Growth curve slope {490 0058 G441 0,104
Residual variances
0.5000 0.041 0.482% 2.050

14 problems 1
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Continued _ _

Parameter Estimate SE Parameter £stimate SE

T4 problems 2 0520+ 0054 0.481% 0.080
T4 probiems 3 0502~ 0.054 0458w 0671
T4 probiems 4 0462+ 0.074 0,395 0058
T1 aicohoi use D.424% 0.070 0326+ 0.083
T2 algoho! use 0.573% 0.049 08310 0046
T3 sloohol use 0.404%+ 0075 0,648+ 0087
intercept 0.386%* (086 0.283% 0077
Slope D g2t ¢.055 {688 0.087
T4 alcohol-related probiems DBBT 0.081 0.84g%* 0.054
Effects from Shows to Problems
Total 0.017 0451 0.008 0.046
Total indirect 0.070 - 0842 0.015 0528
indirect Shows -~ | — Problems -0521 0018 -0.005 0.0698
indirect Shows — § — Problems 0091 0.040 002 (028
Direct Shows -~ Problems ~3.054 0.065 ~0.007 0.058
Effects from Liking to Problems
Totat -3.007 0.0683 ~0.042 0.041
Total indirect 0085 0.057 0053 0.058
indirect Liking — | — Problems 0105 0.048 0030 0052
Indirect Liking — S — Probiems ~0.010 0038 0.023 0.030
Direct Liking — Problems -0.102 0084 -0,095 0.082
tffects from Interaction SxL to Probiems
Total 0.038 0.666 0.164* £.068
Total indirect -0.004 0540 -0.004 0.045
Indirect from Sxi - | — Probiems 0.038 0.026 0.018 0032
indirect from SxL — § — Problems -0039 0.031 -0.020 0.029
Direct from Sxi — Problems 0.040 0072 0.1687 0.094

{, intercept factor for growth curve; na, not avaiiable, slope variance fixed at O 8, slope factor for growth curee; Sxl,
interaction term for popular shows and iiking of alcohol ads; T1, time 1; 72, time 2; T3, time 3,

P05,

il

o 001,

| oazevas | veanmsi § veasmava
Wave 1 Wave 3
Alcobot Alcohpl
) £.349/0.404 "0.559/0.640

.82 10,759 £,643/0.590),

0.686/0.921

ns/ATR

Wave 4
Problams

Shows x Like

(1845/8.66%

gevelopment of alcohol-related problems
at time 4, demonstrating a temporal
ordering of predictors and outcomes. In
addition, the models for this study
control for a range of potentially con-
founding variables, including strong
predictors, such as previous alcohol-
related problems and peer influences.
In previous studies, the indirect mea-
sure of exposurs to alcohol ads on’
popuiar shows is predictive of alcohol
use?>% and measures for Hiking of al-

cohol ads are predictive of aicoho!
useﬁ,@.?ﬂ,!s

The findings here are also consistent
with well-established theories on vi-
carious learning, such as Social
Learning Theory% theories on per-
suasive messages in the media, such
as the Eiaboration Likelihood Model,®
and with the more recent Message
Interpretation Process model by Austin
and colleagues? Austin and colleagues®
provide evidence for the influence of
aicoho! advertising on alcohol use
through a number of affective media-
tors, including liking of advertisements 5%
Liking or desirability of alcohol adver-
tisements predicls identification with

14827050

{.481/0.522

(3580503

0.392/0.46%

Mediation modet for alcoholrelated problems, Alcohol use = past 30 days + past 6 months. |, growth curve intercepts; S, growth curve slopes. Standardized
parameter estimates: boys/girls (P << 05). Paths that were nonsignificant for both boys and girls are not included inthe figure for clarity (eg, the direct effect
of popular shows on wave 4 problems was not significant and is not shown). Adjusted for wave 1 problems, age, drinking peers, drinking adults, playing
sports, genaral TV watching, acculturation, parents' jobs, parents’ education, and clustering by school. Fit indices: X"USO) = 182,86, P = 002; Comparative Fit
Index = 0.98; TuckerLewis Indax = 0.87; Root Mean Scuared Error of Approximation = 015; Standardized Root Mean Square Residual = 026. ns = non-significant.

PECHATRICS Volume 131, Number 2, February 2013
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i_""’" Liking at mean + 1 50 wwme—{ jking af mean - -a» -Liking at mean « 1 5

2.500 +

2.900

1.500

L.

1.009

0560

Irtercapt for Growth Curves

5000 ¥ ¥ v
0 05 1 1.5

Exposure fo Ads on Pepuar Shows

L] T T 1

2 2.5 3 3.5 #

B g

1400 -

1200

’’’’’’

uuuuu

Intarcept for Growth Curves

0.250

0.000 T Y T
0 0.5 1 1.5

Exposure to Ads on Popular Shows

T T T T

2 25 3 356 4

Interaction of exposuretoadswith liking of ads. Liking of ads plotied at the mean, the mean plus 1 30, and

the mean minus 1 SD.

portrayals of alcohol use in advertise-
ments, which, inturn, predicts Hking of
brands of beer and positive expectan-
cies for alcoho! use. The overall in-
fluence of liking of advertisemenis on
alcohol use might be somewhat larger
inthe current maedel ifthese mediating
pathways were taken info account. [n
another study of advertising, Austin
et al* found that a media-literacy in-
fervention increased Sskepticism (re-
duced liking for advertising, as
expected, but also increased recall of
advertisement. This is consistent with
the current study where memory and

€376 GRENARD et al

liking of advertisements interact. That
is, a greater memory for alcohol ad-
vertisement does not necessarily mean
an increase in alcchol use; it also
depends on liking of the advertise-
ments. This combination of theory and
empirical evidence across research
teams provides reascnably good sup-
port for the influenge of exposure to
alcoho! advertisements on aleshot use
and alcoholrgiated problems among
adolescents,

A few limitations warrant discussion.
First, the current results may be gen-
eralized oniy to public school students

inthe Los Angeles area. Second, alcohol
use measures among young adoles-
cents are often skewed toward §, and
thig is frue in the current sample. Sev-
erth graders were actually recruited
because of their low levels of alcohol
usetoexaminethe earlydevelopment of
alcoho) use, but, unfortunhately, these
skewed measures may have contrib-
uted, inpart, to some ofthe nult findings
in this study. Finally, not ail resuits
converge across muitiple measures of
exposure to advertising, but there is
littie literature available that indicates
which exposure measures are optimal.
However, it may not be surprising that
cued recall of advertisements was not
predictive of alcohol use. in the com-
rmunicationtheory oflang,* cued recail
is thought to he a iess effective mea-
sure of retrieval/accessibility of in-
formation than it i a measure of
ancoding/availability of information#?
In encoding specificity®® and transfer-
appropriate processing'® views, cued
recall wouid reflect good accessibility
and predictability at the time of drink-
ing decisions only if the retrieval cues
at test overlap well with retrieval cues
during ihese later decisions; such
overlap is unlikely, as the fest cues
were still pictures of commercials.
Howaver, the use of the indirect mea-
sure of exposure on popular shows and
liking of ads are used successfully
across a range of studies, and, in par-
ticufar iiking of ads, although not
strictly a measure of exposure, is used
agross product categories to predict
the success of individual ads or ad
campaigns.'®

CORCLUSIONS

The accumulation of evidence for the
influence of televised aicohol agver-
tisements on underage drinking has
important implications for prevention.
First, children can be taught about the
design of persuasive messages in the
media sarly to help them avoid undue
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influence by the media on their
behaviors.*5%¢ Second, it is impor-
tant to have a comprehensive policy
1o limif the exposure of children to
alcohol ads on television and on
- other media, such as the Internet,
print media, and display ads. Al-
though there are other infiuences on
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Assessments
Assessment

o

Example ftem

Response Gption Anchors

Current frequency and quantity
of aleohot use™
Probiems associated with alcohol use®

Exposure to alcoho! advertising®
on popular shows™

Exposure to alcohol advertising®
on sports shows™%

Cued recall memory for alcohol
advertisements™

Self-reported observation of
alechol sdvertisements®

Liking of alcohol advertisements®™®

Propensity to watch Tv*%®
Observed drinking by peers
and friends®

Observed drinking by known atults™

Participation in sports™
tanguage acoulturation™™

Socioeconomic status®

-Socioeconomic status™

081

093

0.79

0.80

0.74

0.72

&.78

0.78

886

0.84

0.73

8.67

na

na

During the last 30 4, on how many

days did you...have at least 1 grink of beer?
How many times have you ever...gone

to school drunk?
How frequently do you watsh MTV?

How ofter: to you watsh professional foothall?
What product is being advertised in the photo?

in the past week, how many commerciais
have yau seen for alcohol drinks tike
beer, wine, or liquor?

0Of ali the commercials you see on TV, how
much do you ke the TV commercizls
for alcohol?

On a typisal weekday, how many hours a
day do you watch TV.. .after school
before dinner?

About how often did you do the following
things in the fast B mo...saw somegone
your age drink beer or other alcchol?

Abosst how often did you do the following
things in the {ast § mo...saw an aduit
you know weil drink alcohol?

About how often did you do the foliowing
things in the last 8 m¢... played soccer?

What fanguage(s) do you usuaily speak at home?

What is the highest grade compieted
by your mother?

What type of work does your father do?

0=04d

T=3l30d

1= never

4 = more than 10 times
1= never

6 = avery day

1 = never

6 = every day
Open-ended

G = none
& = 8 or more

1 =1 like alcohol commercials
the most

4 = | like the alcohol commercials
the least

1 =1 g0 not watch TV

§=5hormgre

0 = never
6 = every day

0 = never
6 = every day

0 = never

& = every day

1 = only English

5 = only anciher language

1= not gompieted eiementary
school

6 = Jompleted graduate schooi

Open-snded (coded)

na, not applicabie.

* The frequency of watching popular shows or sports programs was weighted by the frequenty of alcoho! advertiserments broageast on those shows in the previeus 10 mo, as reported by

Nielsen Media Research {See text),

PEDIATRIGS Volume 131, Number 2, February 2013

Downloaded from pediatrics.aappublications.org by guest on January 29, 2013

e379



Exposure to Aleohol Advertisements and Teenage Alcohol-Related Problems
Jerry L. Grenard, Clyde W. Dent and Alan W. Stacy
Pedliatrics; originally published online January 28, 2013;
DO 10 1542/peds 20121480

Updated Information & including high resolution figures, can be found at:

Services hatpi//pediatrics.aappublications.org/content/early/2013/01/23
fpeds.2012-1480

Subspecialty Collections This article, along with others on similar topics, appears in

the following cotlection(s):

Adolescent Medicine
htip://pediatrics.aappublications.org/cgi/collection/adolescent
_medicine

Permissions & Licensing Information about reproducing this article in parts (figures,
tables) or in its entirety can be found online at: o
http://pediatrics.aappublications.org/site/misc/Permissions,xh

tml

Reprints Information about ordering reprints can be found eniine:
http:/ipediatrics.aappublications.org/site/misc/reprints.xhiml

PEDIATRICS is the official journal of the American Acadeny of Pediatrics. A monthly
publication, it has been published continuously since 1948, PEDIATRICS is owned, published,
and trademarked by the American Academy of Pediatrics, 141 Northwest Point Boulevard, Elk
Grove Village, Ninois, 60007. Copyright © 2013 by the American Academy of Pediatrics. All
rights reserved., Print ISSN: 0031-4005, Online ISSN: 1098-4275;

American Academy of Pediatrics &
DEDICATED TO THE HEALTH OF ALL CHILDREN" g

Downloaded from pediatrics.aappublications.org by guest on January 29, 2013




