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Zimbabwe

Australia

A draft “National Alcohol
Policy” being developed by the
government in Zimbabwe could
introduce significant restrictions
on the availability of alcohol
beverages by barring the sale
of alcohol from Monday to
Friday, introducing hours of sale,
and providing guidelines on
consumption for special events
such as weddings based on the
type of venue. There are also
reports that new laws will prohibit
the sale of alcohol to pregnant
women. Cabinet health Adviser
and former Minister of Health
Dr Timothy Stamps, asserted
that it would protect the public
against harmful drinking. The
policy is soon to be presented
to the Cabinet of Zimbabwe for
approval.

Health Minister Roger Cook has
confirmed the WA Government
is considering minimum pricing
on alcohol in a bid to curb
alcohol-related harm. The WA
Mental Health Commission and
the Department of Health are
investigating putting a minimum
floor price on standard takeaway
drinks.
Mr Cook claimed a minimum floor
price would act as a deterrent to
people who were high volume,
low cost consumers of alcohol
and would cause consumption
rates to fall, putting downward
pressure on health costs and
other associated costs including
policing, community safety and
domestic violence.

Guyana
In Guyana, Minister of Public
Security Khemraj Ramjattan has
endorsed proposals to increase
the legal purchase age from 18 to
21 years old. Ramjattan recently
provoked strong public criticism
for enforcing existing regulations
on age limits, hours of sale, and
server responsibility, including
prohibition on the service of
alcohol later than 2 am.
Minister of Social Cohesion Dr
George Norton recently stated
that the government planned
to adopt international best
practices such as tax increases
and collaborate with NGOs
such as WHO, as an alternative
to a previously announced
comprehensive national alcohol
policy.
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Vietnam
In Vietnam, a government decree
that bans the consumption of
alcohol by young people under 18
at licensed venues will take effect
on November 1. The new decree
will ban advertising of alcohol
and it will become illegal to
manufacture alcoholic beverages
without a permit. Households
producing wine to sell will need
to register with the local people’s
committee.
Distributors will be required to
put a stamp on alcohol products
to distinguish between domestic
manufactured and imported wine
and in order to sell alcohol to the
public the sellers are required to
hold a license. The sale of alcohol
products containing banned
materials or substandard products
that fail to meet food safety or
without clear indications of origin
will also be illegal. The ordering
of alcoholic products online, by
mail or telephone will also be
governed under the new law.
www.drinkingandyou.com
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Importance of considering cultural factors in determining effects on health of
alcohol consumption
Rehm J, Room R. The cultural aspect: How to measure and
interpret epidemiological data on alcohol-use disorders
across cultures. Nordic Studies on Alcohol and Drugs
2017;34:330–341. DOI: 10.1177/1455072517704795.
Authors’s Abstract
Aims: To examine the cultural impact on the diagnosis
of alcohol-use disorders using European countries as
examples.
Design: Narrative review.
Results: There are strong cultural norms guiding heavy
drinking occasions and loss of control. These norms not
only indicate what drinking behaviour is acceptable,
but also whether certain behaviours can be reported or
not. As modern diagnostic systems are based on lists of
mostly behavioural criteria, where alcohol-use disorders
are defined by a positive answer on at least one, two or
three of these criteria, culture will inevitably co-determine
how many people will get a diagnosis. This explains the
multifold differences in incidence and prevalence of
alcohol-use disorders, even between countries where the
average drinking levels are similar. Thus, the incidence
and prevalence of alcohol-use disorders as assessed
by surveys or rigorous application of standardised
instruments must be judged as measuring social norms
as well as the intended mental disorder.
Conclusions: Current practice to measure alcohol-use
disorders based on a list of culture-specific diagnostic
criteria results in incomparability in the incidence,
prevalence or disease burden between countries. For
epidemiological purposes, a more grounded definition of
diagnostic criteria seems necessary, which could probably
be given by using heavy drinking over time.

while others may relate especially to different
patterns of consumption. Drinking to intoxication
also varies and, as the present paper indicates, the
reporting of excess alcohol intake in epidemiologic
studies also varies according to cultural aspects of
populations.
In certain cultures, overt intoxication after drinking
is expected and even tends to not be condemned.
Further, if someone is drinking specifically to get
intoxicated, he/she may be more likely to report
that he/she became “drunk” on occasion; this would
be considered acceptable by certain cultures. In
the typical Italian culture, however, it would not be
socially acceptable for a guest at a family dinner to
become overtly intoxicated. In southern Europe
during a prolonged meal with an aperitif, many
glasses of wine with the meal, and even perhaps a
digestive after the meal, the total amount of alcohol
consumed may well be in excess of usual guidelines,
but drunkenness would not be considered
appropriate, and probably less often reported in an
epidemiologic study even if it had occurred.

Our Forum has repeatedly pointed out that the
effects on health of a reported given amount of
alcohol consumption are markedly modified by the
pattern of drinking, by other lifestyle factors, by
socio-economic status, and by cultural factors. These
have been commented upon by the Forum in recent
critiques: e.g., Smyth et al, Towers et al, Larsson et al,
and Katikireddi et al.

Adjusting for more than just the amount of alcohol
consumed in epidemiologic studies: Epidemiologists
attempt to adjust for many SES and cultural factors
by including data not only on the reported amount
of alcohol consumption but also on the pattern
of drinking, especially for binge drinking versus
drinking regularly and with food. However, the
time during which the alcohol consumed in a
given “drinking episode,” the rate of intake, is rarely
known or reported. [And everyone may not follow
the guideline of our late friend and associate, Serge
Renaud, who stated: “You drink water, but you sip
wine.”] Each factor surely has an effect on the peak
blood alcohol concentration (BAC) achieved, which
might be a better estimate of intake, but scientists
generally do not have data on BAC in their studies.

Cultural differences in alcohol consumption: It
has been clearly shown that presumably similar
amounts of alcohol have different health effects
in southern European countries (where wine with
meals is common) than in more northern European
countries, where beer and spirits are more likely to be
consumed and not usually with food. Some of these
differences may relate to the beverage consumed,

Thus, we know that the net effect of alcohol
consumption relates to the amount of alcohol,
the type of beverage, the rapidity of consumption,
whether drinking with or without food, and surely
a number of genetic factors of the drinker. What we
are often unsure about is what the cultural context
of drinking is for an individual subject or subjects
in a certain population: different cultures seem

Forum Comments
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to help control, or not control, the risk of drinking
excessively. As pointed out by the present paper,
these factors complicate the comparison of results of
epidemiologic studies from different cultures.
As an example, Rehm and Room report in the present
paper that in the EU in 2010, there was wide variation
in estimates of prevalence of alcohol-use disorders,
between less than 1% for Italy and Spain and more
than 12% for Latvia (Rehm, Anderson, et al, 2015).
On the other hand, the per capita consumption, or
even the per drinker consumption, only varied by a
factor of 3 (WHO 2014). As the authors state: “So the
incidence and prevalence of alcohol dependence
and alcohol-use disorders as assessed by surveys
or rigorous application of standardized instruments
must be judged as measuring social norms as well as
the intended mental disorder” (Rehm, Allamani, et al
2015; Rehm, Room, 2015). The same is true not only
for indices of excessive use but for the protective
effects of alcohol against cardiovascular disease,
diabetes, and dementia.
While the authors of this paper point out many
problems of assessing alcohol consumption and its
effects in epidemiologic studies that extend across
cultures, they do not present ready solutions to this
problem.
Specific Comments by Forum Members
Reviewer Skovenborg noted: “The discussion of
influences of cultural drinking norms on the country
level diagnostic prevalence of alcohol use disorders
is interesting and relevant, however, it might be
a bit subtle (not to say sophistic) for a review; also
the discussion of the subject is a bit clannish with
the two authors of the present paper being listed
as authors on 38 of the 81 references they provide.
What Rehm and Room do not seem to consider is the
obvious possibility that cultural drinking norms like
the Italian drinking patterns actually are protective
against several kinds of alcohol harms.”
Reviewer Ellison thought that “While this paper
deals primarily with identifying alcohol misuse, I
think that it is important that we recognize and
take into consideration cultural differences when
we attempt to make inferences based on the results
from individual studies. Failure to do so may bias
our interpretation of potentially adverse as well as
beneficial effects of moderate drinking.”

www.alcoholinmoderation.com

Reviewer Van Velden noted: “The pattern of alcohol
consumption, with or without meals, cultural and
social factors, as well as the genetic blueprint, all have
a great influence on the health outcomes associated
with alcohol consumption. Under reporting also has
a role to play, and this complicates matters further.”
Reviewer Ursini stated: “It is hard to add a single word:
education, economic status, cultural and religious
occasions, and the intake of alcohol with food —
all lead to ‘moderate’ intake. The biological rational
is always the same. A moderate amount of alcohol
is better than too much and too little. Apparently,
increasing the economic status and education would
be the best way to prevent abuse of alcohol. It is,
however, easier and cheaper prohibit it.”
Forum member Thelle stated: “I don’t have much to
add to the comments of others. However, the recent
paper from our research unit (Tverdal et al) supports
the benefits of moderate drinking on cardiovascular
disease. In our analyses of more than 100,000 subjects,
the consumption of wine (but not beer or spirits) was
the only beverage associated with protection against
cardiovascular disease.” Reviewer Ellison added that
“the Tverdal et al study also emphasizes the need
to separate ex-drinkers from lifetime abstainers in
the referent group. Considering both the type of
beverage usually consumed as well as accounting
for ex-drinkers may help in judging the effects of
cultural factors on health outcomes associated with
drinking.”
Forum member Goldfinger had some relevant
comments: “The topic addressed is interesting but
appears less relevant to our interests in moderate
alcohol intake and health consequences. Data
consistently demonstrate that heavy drinking,
usually defined as > 30 – 45 g/day of ethanol, is
associated with adverse health outcomes, although
this definition of heavy drinking has been variable,
and in my opinion toned down to appease those who
negate benefits of alcohol at all. Extrapolation of the
J-shaped curve has suggested optimum benefits to
cardiovascular health at up to 750 ml of wine daily
(Di Castelnuovo et al).
“From a health perspective, we and most others have
come to accept the benefits of the Italian model:
wine drinking below the threshold of drunkenness,
with a meal or at social events where food is also
consumed. This pattern is associated with enhanced
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cardiovascular health, general health, and longer
life — this falls within the cultural norms that most
civilized societies accept. Drinking for the purpose of
getting intoxicated, overindulging at festive events,
etc., is a pattern/behaviour incomparable with the
above Italian model, just as addictive alcoholism,
drinking associated with depression, or drinking with
evil intent (dating back to Noah) are not comparable.
Drinking patterns that clearly violate cultural norms
of civility are, for the most part, obvious and should be
factored in when studying potential health benefits.
In short, comparing varying patterns of drinking, just
like comparing different types of alcoholic beverages,
is far more complex, as we know, that looking at total
ethanol consumed over a specified period of time.”
Forum member Mattivi also had some comments:
“The Italian model is reported in questionable
wording: ‘with a clear norm of not showing any loss
of control and intoxication’ and again ‘due to the
norm of not showing effects.’ It is true that there is
a strong social stigma in Mediterranean countries
on people drinking to intoxication. Such people are
seen as ‘frail’ and ‘losers’. As a result, the Italian model
strongly encourages people to stop drinking before
reaching a level of consumption leading to loss of
control. This is quite different from ‘not showing
any loss of control.’ To drink at intoxication while not
showing any loss of control is an oxymoron!”
Mattivi continued: “These authors state: ‘In other
words, current international comparisons on alcohol
dependence or alcohol-use disorders are comparing
apples with oranges, and not similar health states.’
Such statements indicate what is possibly the
weakest point in the design of studies across different
countries. As we already stressed in several previous
commentaries, the kind of beverage matters (>40%
ethanol in water, such as in spirits, vs. <15% ethanol
in a fermented fruit juice containing also all the
beneficial components of the berry, such as in red
wines) and the moment of consumption matters
(as an example, the attenuation of postprandial
oxidative stress due to the well-documented increase
of plasma oxidized lipids is only achieved when the
beverage is taken with meals) (Natella et al, 2001,
2011). And finally, there is the need to combine the
assessment of alcohol intake with a robust marker
of ethanol consumption, such as the urinary ethyl
glucuronide and ethyl sulfate. Both biomarkers of
intake may be detectable in urine for up to 96 hours,
www.alcoholinmoderation.com

and account also for incidental exposure to ethanol
from other, usually not reported, dietary sources.
Until these factors are considered, it is unlikely that
we will have the chance to reach a finely tuned
knowledge, capable to assess the cultural impact of
alcohol-use disorders.”
References from Forum review
Di Castelnuovo A, Rotondo S, Iacoviello L, Donati MB, de
Gaeteno G. Meta-analysis of wine and beer consumption
in relation to vascular risk. Circulation 2002;105:2836–
2844.
Katikireddi SV, Whitley E, Lewsey J, Gray L, Leyland AH.
Socioeconomic status as an effect modifier of alcohol
consumption and harm: analysis of linked cohort data.
Lancet Public Health 2017. Online publication May 10, 2017.
Dx.doi.org/10.1016/S2468-2667/(17)30078-6.
(Forum
review: (Forum review: www.alcoholresearchforum.org/
critique-199).
Larsson SC, Kaluza J, Wolk A. Combined impact of healthy
lifestyle factors on lifespan: two prospective cohorts. J
Int Med 2017. Pre-publication. Doi: 10.1111.joim.12637.
(Forum
review:
www.alcoholresearchforum.org/
critique-201.)
Natella F, Ghiselli A, Guidi A, Ursini F, Scaccini C. Red wine
mitigates the postprandial increase of LDL susceptibility to
oxidation. Free Radical Biology & Medicine 2001;30:1036–
1044.
Natella F, Macone A, Ramberti A, Forte M, Mattivi F. Matarese
RM, Scaccini C. Red wine prevents the postprandial
increase in plasma cholesterol oxidation products: a pilot
study. British Journal of Nutrition 2011;105:1718–1723.
Rehm J, Anderson P, Barry J, Dimitrov P, et al. Prevalence of
and potential influencing factors for alcohol dependence
in Europe. European Addiction Research 2015;21:6–18.
Rehm J, Allamani A, Elekes Z, Jakubczyk A, et al. Alcohol
dependence and treatment utilization in Europe: A
representative cross-sectional study in primary care. BMC
Family Practice 2015;16, 90.
Rehm J, Room R. Cultural specificity in alcohol use
disorders. Lancet 2015. Advance online publication.
doi:10.1016/S0140-6736(15)00123-3
Rehm J, Room R. The cultural aspect: How to measure and
interpret epidemiological data on alcohol-use disorders
across cultures. Nordic Studies on Alcohol and Drugs
2017;34:330–341. DOI: 10.1177/1455072517704795.
Smyth A, Teo KK, Rangarajan S, O’Donnell M, Zhang
X, Rana P, Leong DP, et al. Alcohol consumption and
cardiovascular disease, cancer, injury, admission to
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Lancet 2015. Pre-publication. http://dx.doi.org/10.1016/
S0140-6736(15)00235-4. Online/Comment http://dx.doi.
org/10.1016/ S0140-6736(15)00236-6. (Forum review:
www.bu.edu/alcohol-forum/critique-171).
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alcohol and cardiovascular disease mortality: a 16 year
follow-up of 115,592 Norwegian men and women aged
40–44 years. Eur J Epidemiol 2017; Sep 21. doi: 10.1007/
s10654-017-0313-4. [Epub ahead of print].
Towers A, Philipp M, Dulin P, Allen J. The “Health Benefits”
of Moderate Drinking in Older Adults may be Better
Explained by Socioeconomic Status. Pre-publication: J
Gerontol B Psychol Sci Soc Sci 2016. doi:10.1093/geronb/
gbw152. (Forum review: www.bu.edu/alcohol-forum/
critique-195.)
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Forum Summary
It has been clearly shown that presumably similar
amounts of alcohol tend to have different health
effects (both beneficial and adverse) in different
cultures. Greater health benefits from moderate
alcohol intake have been shown, for example, in
southern European countries (where wine with
meals is common) than in more northern European
countries, where beer and spirits are more likely
to be consumed and usually not with food. Some
of these differences may relate to the beverage
consumed, while others may relate especially to
different patterns of consumption. Further, in certain
cultures, intoxication after drinking is expected and
even tends to not be condemned. In the typical
Italian culture, however, it would not be socially
acceptable for a guest at a family dinner to become
overtly intoxicated, and such would probably be
less often reported in an epidemiologic study even
if it had occurred. Thus, similar rates of alcoholuse disorders would be ascertained differently in
different countries.
We know that the net effect of alcohol consumption
relates to the amount of alcohol, the type of beverage,
the rapidity of consumption, whether drinking with
or without food, and surely a number of genetic
factors of the drinker. What we are often unsure
about is what the cultural context of drinking is for an
individual subject or subjects in a certain population:
different cultures seem to help control, or not
control, the risk of drinking excessively. As pointed
out by the present paper, these factors complicate
the comparison of results of epidemiologic studies
from different cultures.

www.alcoholinmoderation.com

In planning and interpreting results of epidemiologic
studies, investigators now realize that simply
estimating the average alcohol consumption over
a period of time, usually a week, is inadequate
to quantify alcohol exposure. The pattern of
consumption (especially whether with or without
food and whether regularly or in binges) is especially
important. And, as the present study points out,
knowing about the cultural aspects of drinking for
a specific population is also key to interpreting the
results. How best to do this, so that studies in different
countries can be compared, remains difficult.
Contributions to this critique by the International
Scientific Forum on Alcohol Research have been
provided by the following members:
Giovanni de Gaetano, MD, PhD, Department of
Epidemiology and Prevention, IRCCS Istituto Neurologico
Mediterraneo NEUROMED, Pozzilli, Italy
R. Curtis Ellison, MD, Professor of Medicine, Section of
Preventive Medicine & Epidemiology, Boston University
School of Medicine, Boston, MA, USA
Harvey Finkel, MD, Hematology/Oncology, Boston
University Medical Center, Boston, MA, USA
Tedd Goldfinger, DO, FACC, Desert Cardiology of Tucson
Heart Center, University of Arizona School of Medicine,
Tucson, AZ, USA
Fulvio Mattivi, MSc, CAFE – Center Agriculture Food
Environment, University of Trento, via E. Mach 1, San
Michele all’Adige, Italy
Erik Skovenborg, MD, specialized in family medicine,
member of the Scandinavian Medical Alcohol Board,
Aarhus, Denmark
Creina Stockley, PhD, MSc Clinical Pharmacology, MBA;
Health and Regulatory Information Manager, Australian
Wine Research Institute, Glen Osmond, South Australia,
Australia
Dag S. Thelle, MD, PhD, Department of Biostatistics,
Institute of Basic Medical Sciences, University of Oslo,
Norway; Section for Epidemiology and Social Medicine,
Sahlgrenska Academy, University of Gothenburg, Sweden
Fulvio Ursini, MD, Dept. of Biological Chemistry, University
of Padova, Padova, Italy
David Van Velden, MD, Dept. of Pathology, Stellenbosch
University, Stellenbosch, South Africa
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Consumption of alcohol and cardiovascular disease mortality
A team of researchers investigated whether
teetotalism explains the upturn in cardiovascular
risk for non-drinkers and whether wine is a more
favourable alcohol type.
115,592 men and women aged 40-44 years who
participated in the age 40 programme in Norway
in 1994-1999 were followed for an average of 16
years with 550 cardiovascular deaths. Self-reported
number of glasses of beer, wine and spirits during 14
days was transformed to alcohol units/day. The mean
and median number of alcohol units/day were 0.70
and 0.46.
The study found that teetotallers had higher risk
of dying from cardiovascular disease than alcohol
consumers, multivariate adjusted hazard ratio 1.97
(95% CI) (1.52-2.56). The use of alcohol-related
deaths as endpoint substantiated a selection of

previous alcohol users to the teetotal group. Without
teetotallers there was no association between alcohol
consumption and cardiovascular disease mortality.
The multivariate adjusted hazard ratio per one unit/
day of wine was 0.76 (0.58-0.99). The corresponding
figures for beer and spirits were 1.04 (0.94-1.15) and
0.98 (0.75-1.29). The upturn in risk for non-drinkers
could be explained by a higher risk for teetotallers
who likely included previous alcohol users or
teetotallers who started to drink during follow-up.
Wine gave the most favourable risk estimates.
Source: Consumption of alcohol and cardiovascular
disease mortality: a 16 year follow-up of 115,592
Norwegian men and women aged 40-44 years. Tverdal A,
Magnus P, Selmer R, Thelle D. Eur J Epidemiol. 2017 Sep
21. doi: 10.1007/s10654-017-0313-4.

Change in alcohol intake in relation to weight change in a cohort of US men with
24 years of follow-up
A study prospectively investigated the potential
effects of alcohol by subtype on reported long-term
weight change. The researchers examined changes
in alcohol intake (total, wine, light beer, regular beer,
and liquor) and simultaneous changes in reported
body weight within 4-year periods from 1986 to 2010
from US men in the Health Professionals Follow-Up
Study. The results were adjusted for age, changes in
lifestyle and dietary covariates, and cardiovascular
risk factors.
The study included observations of 44,603 fouryear periods from 14,971 men. Total alcohol, total
beer, regular beer, and liquor intakes, modelled as
the increase in weight per increase in drinks per
day, were each directly associated with moderate
weight gain over the 4-year periods, in pounds: total
alcohol: 0.23 (0.10 to 0.35); total beer: 0.29 (0.08 to

www.alcoholinmoderation.com

0.51); regular beer: 0.61 (0.22 to 1.00); and liquor: 0.28
(0.09 to 0.48). Results for wine and light beer were as
follows: wine: 0.16 (-0.04 to 0.36) and light beer: -0.38
(-1.07 to 0.08). Results were strongest for men < 55
years old.
Increased alcohol consumption was associated with
minor reported weight gain at levels unlikely to be
clinically meaningful, the researchers conclude.
Beverage-specific differences were not substantial
enough to make dietary recommendations for weight
loss or maintenance by beverage type. The greatest
risk of weight gain was among men who increased
consumption to levels well above moderation.
Source: Change in Alcohol Intake in Relation to Weight
Change in a Cohort of US Men with 24 Years of Follow-Up.
Downer MK, Bertoia ML, Mukamal KJ, Rimm EB, Stampfer
MJ. Obesity (Silver Spring). 2017 Sep 20. doi: 10.1002/
oby.21979.
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The impact of alcohol on cognitive functions and dementia - evidence of doserelated effects
Regular alcohol consumption could affect cognitive
performance and the development of dementia.
So far, findings are contradictory, which might be
explained in part by dose-related effects.
For this narrative review, researchers undertook a
literature search for surveys investigating the impact
of alcohol consumption on cognitive performance
and the development of dementia. The majority of
studies observed a U-shaped relationship between
regular alcohol consumption and cognitive function:
frequent heavy consumption of alcohol alters brain
functions and decreases cognitive performance;
regular light and moderate consumption may have
protective impact.

In many studies, total abstainers show an inferior
cognitive performance than people with moderate
or light consumption. Nevertheless, the authors
state that policy implications are difficult to draw for
at least 2 reasons: (1) the possible risks associated
with alcohol consumption and (2) the potential
confounders in the group of non-consumers and
heavy consumers.
Source: Drink and think: impact of alcohol on cognitive
functions and dementia - evidence of dose-related effects
Gutwinski S; Schreiter S; Priller J; Henssler J; Wiers CE;
Heinz A. Pharmacopsychiatry, published early online 26
September 2017.

Correlates of alcohol consumption among Germans in the second half of life:
results of a population-based observational study
Authors of a recent study state that the body
of evidence about the relationship between
in particular psychological factors and alcohol
consumption among individuals in the second half
of life is still limited. Their research aimed to identify
factors associated with alcohol consumption among
individuals aged 40 and above, especially focusing
on psychological correlates.
Data were derived from a population-based sample
of 7,820 community-dwelling individuals aged 40 to
95 years in Germany. Alcohol consumption was rated
as 'never' (never drinkers), 'rarer than once a month',
'one to three times a month', 'once a week', 'several
times a week' (occasional drinkers), and 'daily' (daily
drinkers). Socio-economic factors, the illness level
and physical activity were considered as possible
determinants of alcohol consumption. In addition,
positive and negative affect, life satisfaction,
optimism, self-esteem, self-efficacy, and selfregulation were included as psychological factors.

Compared with never drinking, occasional and daily
drinking were positively associated with a decreased
loneliness, a higher life satisfaction, a higher positive
affect, a higher optimism, a higher self-efficacy
(occasional drinkers), a higher self-esteem, and
less perceived stress. In addition, compared with
never drinking, occasional and daily drinking were
positively associated with less physical illnesses,
male gender, and income.
The authors say their study extends the existing
literature on alcohol consumption behaviour
by giving new insights of correlates of drinking
behaviour among individuals in the second half
of life. Since interventions are available to address
this risk factor, the findings might help to identify
individuals with increased alcohol consumption.
Source: Correlates of alcohol consumption among
Germans in the second half of life: results of a populationbased observational study. Hajek A; Bock JO; Weyerer S;
Konig HH. BMC Geriatrics. Vol 17, Art No 207, 2017, 13pp.

Modelling revealed that 12.0% of the individuals
were daily drinkers, 76.5% were occasional drinkers,
and 11.5% of the individuals never drank alcohol.
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Beer ingredient hordenine activates the reward centre in the brain
Scientists
at
Friedrich-Alexander-Universität
Erlangen-Nürnberg (FAU) examined 13,000 food
components to find out whether they stimulate the
reward centre in the brain and make people feel
good. Hordenine, which is found in malted barley
and beer was identified as one of the substances that
activate the dopamine D2 receptor.
According to the research, the feel-good effect of
some foodstuffs is caused by the neurotransmitter
dopamine – these foods stimulate the reward centre
in the brain where the dopamine D2 receptor is
located. Researchers at FAU investigated whether
there are special substances in foods that activate the
dopamine D2 receptor in the same way as dopamine.
The team worked with FAU’s Computer Chemistry
Centre using a virtual screening approach that is
often used in pharmaceutical research. This process
analyses food components in a computer simulation
rather than in the laboratory. Using computer
simulations enables scientists to investigate all types
of known substance whereas in the laboratory it is
only feasible to test a small selection of foodstuff
extracts using standard screening techniques.
Initially, the scientists set up a database of 13,000
molecules that occur in foodstuffs. Using this
database, they identified molecules that fit the
dopamine D2 receptor – rather like finding the right
key for a lock. The system was then used to identify
which molecules could interact with the dopamine
D2 receptor; these might be present in synthetic
substances already known to interact with the

receptor, such as medicines for treating Parkinson’s
and schizophrenia, or which might be candidates for
interaction due to the three-dimensional structure of
the receptor. 17 of the original 13,000 options were
selected and these were analysed in the laboratory.
The most promising results were obtained for
hordenine, a substance present in malted barley and
beer. ‘It came as a bit of surprise that a substance in
beer activates the dopamine D2 receptor, especially
as we were not specifically looking at stimulant
foodstuffs,’ explains Prof. Dr. Monika Pischetsrieder.
Just like dopamine, hordenine stimulates the
dopamine D2 receptor, however it uses a different
signalling pathway. In contrast with dopamine,
hordenine activates the receptor solely through G
proteins, potentially leading to a more prolonged
effect on the reward centre of the brain. The team
is now investigating whether hordenine levels in
beer are sufficient to have a significant effect on the
reward centre. The researchers state that their results
indicate that hordenine may well contribute to the
mood-boosting effect of beer.
Source: Scientific Reports: Sommer, Thomas; Hübner,
Harald; El Kerdawy, Ahmed; Gmeiner, Peter; Pischetsrieder,
Monika; Clark, Tim. Identification of the Beer Component
Hordenine as Food-Derived Dopamine D2 Receptor
Agonist by Virtual Screening a 3D Compound Database.
Scientific Reports (2017), 7: 44201, DOI: 10.1038/
srep44201.

fau.eu/2017/09/25/news/research/beer-can-liftyour-spirits/

Protective effects of tea, red wine and cocoa in diabetes
According to authors of a recent review, the prevention
of diabetes through the diet has recently received an
increasing interest, and polyphenolic compounds,
such as flavanols, have become important potential
chemopreventive natural agents due to their proved
benefits on health, with low toxicity and cost.
Tea, red wine and cocoa are good sources of flavanols
and these highly consumed foods might contribute
to prevent diabetes. In this regard, there is increasing
evidence for a protective effect of tea, red wine and
cocoa consumption against this disorder.
The review summarises the available epidemiological
and interventional human studies providing evidence
www.alcoholinmoderation.com

for and against this effect. Overall observational
data suggest a benefit, but results are still equivocal
and likely confounded by lifestyle and background
dietary factors.
The weight of data indicate favourable effects on
diabetes risk factors for tea, red wine and cocoa
intake, and a number of plausible mechanisms have
been elucidated in human studies.
Source: Protective effects of tea, red wine and cocoa in
diabetes. Evidences from human studies. Martin MA,
Goya L, Ramos S. Food Chem Toxicol. 2017 Sep 8;109(Pt
1):302-314. doi: 10.1016/j.fct.2017.09.015.
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Low alcohol consumption and pregnancy and childhood outcomes
A study investigated the effects of low-to-moderate
levels of maternal alcohol consumption in pregnancy
on pregnancy and longer-term offspring outcomes.
24 cohort and two quasi experimental studies were
included a the meta analysis.
The study found a limited number of prospective
studies specifically addressing the question of
whether light maternal alcohol consumption (i.e.,
up to 32 g/week (or 4 UK units) has any causal
effect (adverse or beneficial) on infant and later
offspring outcomes and pregnancy outcomes, and,
as a result the study identified a paucity of evidence
demonstrating a clear detrimental effect, or safe
limit, of light alcohol consumption on outcomes.
The researchers did find that the odds of small for
gestational age and preterm birth were higher for
babies whose mothers consumed up to 32 g/week
versus none, but estimates for preterm birth were also
compatible with no association: summary OR 1.08,

95% CI (1.02 - 1.14) (seven studies, all estimates were
adjusted) OR 1.10, 95% CI (0.95 - 1.28) (nine studies,
includes one unadjusted estimates), respectively.
The upper limit that researchers chose to examine
is that of the current version of the UK National
Institute for Health and Care Excellence guidelines.
The authors conclude that evidence of the effects
of drinking ≤32 g/week in pregnancy is sparse. As
there was some evidence that even light prenatal
alcohol consumption is associated with being small
for gestational age and preterm delivery, guidance
could advise abstention as a precautionary principle
but should explain the paucity of evidence
Source: Low alcohol consumption and pregnancy and
childhood outcomes: time to change guidelines indicating
apparently ‘safe’ levels of alcohol during pregnancy?
A systematic review and meta-analyses. L Mamluk, HB
Edwards, J Savović, et al. BMJ Open Volume 7, Issue 7.

Meta-analysis of the association between alcohol consumption and abdominal
aortic aneurysm
Alcohol is a possible risk factor for abdominal aortic
aneurysm (AAA), but evidence from individual studies
is weak and inconsistent. Existing narrative reviews
suggest the possibility of non-linear associations.
A study aimed to quantify any association using
a systematic literature review, followed by doseresponse meta-analysis of prospective studies.
Research databases were searched to identify
relevant prospective studies of alcohol consumption
and AAA risk. Summary estimates of highest versus
lowest levels of consumption, and linear and nonlinear dose-response curves were quantified using
random-effects models.
Eleven relevant cohorts were identified describing
results from 3,580 individuals with AAA among
473, 092 participants. Data were extracted from ten
cohorts for meta-analyses of high versus low levels of
alcohol consumption (risk ratio for AAA 0·93, 95% CI
(0·78 to 1·11). The linear dose-response risk ratio for

www.alcoholinmoderation.com

AAA, derived from 11 cohorts, was 1·00 (0·97 to 1·04)
per 8 g alcohol per day. Non-linear dose-response
results showed a tick-shaped curve with lower risk
up to 2 units/day, but increasing risk beyond that
(P = 0·05). The increase in risk beyond 2 units/day was
stronger in men than in women.
The authors conclude that although the linear
dose-response analysis revealed little evidence of
an association between alcohol consumption and
AAA risk, a tick-shaped trend in the association was
observed. This non-linear dose-response analysis
revealed reduced risks for alcohol consumption
below 2 units/day, masking increased risks for 2 or
more units/day.
Source: Meta-analysis of the association between alcohol
consumption and abdominal aortic aneurysm. Spencer
SM, Trower AJ, Jia X, Scott DJA, Greenwood DC. Br J Surg.
2017 Sep 7. doi: 10.1002/bjs.10674.
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Low dose of alcohol attenuates pro-atherosclerotic activity of thrombin
Thrombin, the active enzyme of the coagulation
system, plays a critical role in the pathogenesis
of atherosclerosis. Vascular repair promoted
by stromal cell-derived factor-1 is a protective
process in atherosclerosis. Consumption of low
amount of alcohol is believed to reduce the risk
of atherosclerotic cardiovascular disease but the
mechanism is unclear. A study evaluated whether
alcohol can modulate the expression of stromal cellderived factor-1 and the pro-atherosclerotic activity
of thrombin.

dose of ethanol significantly decreased thrombininduced production of pro-inflammatory cytokines
and chemokines, and significantly increased the
production of stromal cell-derived factor-1 compared
to cells treated with thrombin alone. Ethanol
significantly counteracted the decreased expression
of histone deacetylases and sirtuins induced by
thrombin. Inhibition of histone deacetylase-2 with
trichostatin A or with specific siRNA abolished the
stimulatory activity of low-dose ethanol on stromal
cell-derived factor-1.

Hepatocytes, monocytes, vascular endothelial and
vascular smooth muscle cells were pre-treated
with increasing concentrations of ethanol before
stimulation with thrombin. The expression of
cytokines, chemokines, cell adhesion molecules and
epigenetic factors, including histone deacetylases
and sirtuins, was evaluated.

The authors conclude that a low-dose of ethanol
attenuates the inflammatory response and
counteracts the reduced expression of stromal
cell-derived factor-1 induced by thrombin via
an epigenetic mechanism, providing a potential
explanation for the protective activity of low dose of
alcohol in atherosclerosis.

Thrombin stimulation significantly enhanced
the expression of pro-inflammatory cytokines,
chemokines and cell adhesion molecules, but
significantly decreased the expression of stromal
cell-derived factor-1. Pre-treatment of cells with a low

Source: Low dose of alcohol attenuates pro-atherosclerotic
activity of thrombin. Toda M, Totoki T, Nakamura C, Yasuma
T, D' Alessandro-Gabazza CN, Mifuji-Moroka R, Nishihama
K, Iwasa M, Horiki N, Gabazza EC, Takei Y. Atherosclerosis.
2017 Oct;265:215-224.

Alcohol consumption across the life course and mammographic density in
premenopausal women
Consumption of alcoholic beverages during
adolescence and early adulthood has been linked
with higher breast cancer risk. The influence of
alcohol consumption early in life on mammographic
breast density, a marker of breast cancer risk, is
inconclusive. A study examined associations of
alcohol consumption across the life course with
premenopausal mammographic density.
The study population included 1,211 premenopausal
women in the Nurses' Health Study II without
cancer, who recalled their alcohol consumption
at age 15 through enrolment in 1989 (baseline),
and had mammograms available. Recent alcohol
consumption was updated over follow-up.
Percent and absolute measures of mammographic
density were quantified using mammograms and
generalised linear regression was used to assess
associations.
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There were no notable differences in any of the three
density measures for alcohol consumption at any age
(15-17, 18-22, 23-30, and 31-mammogram). Neither
alcohol consumption before first pregnancy nor after
first pregnancy was significantly associated with any
of the three density measures.
The authors conclude that moderate alcohol
consumption during different age intervals during
adolescence and early adulthood was not associated
with mammographic density in premenopausal
women.
Source: Alcohol consumption across the life course and
mammographic density in premenopausal women. Liu Y,
Tamimi RM, Colditz GA, Bertrand KA. Epidemiology. First
Online: 26 September 2017.
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A review of the evidence on standard drink labelling
Understanding the concept of a standard drink (SD)
is foundational knowledge to many public health
policies aimed at reducing alcohol-related harms.
These policies include adhering to low-risk drinking
guidelines, screening brief intervention and referral
activities, and counter alcohol-impaired driving
initiatives. A lack of awareness of SDs might preclude
the effectiveness of these interventions. A systematic
review was conducted to review the evidence about
how effective alcohol labels are in communicating
SD information to the consumer.
A systematic review was conducted to identify
peer-reviewed articles and grey literature from
relevant indexes from January 1990 to January
2016. Additionally, policy makers and researchers in
countries where standard drink labels (SDLs) have
been implemented were consulted to help identify
relevant literature. The search strategy was focused
on the impact of SDLs relative to a range of outcomes,
including awareness of SDs, pouring behaviours, and
consumption patterns.

Eleven records were eligible for inclusion. The
evidence suggests that knowledge of the definition
of an SD is low. However, SDLs can help individuals
more accurately identify and pour an SD. SDLs need
to be supported by educational initiatives to help the
consumer understand the SD information provided
on the beverage container. To date, there has been
no comprehensive evaluation of the impact of SDLs.
The authors conclude that SDLs have the potential
to increase awareness of SDs and facilitate the
monitoring of personal alcohol consumption in
the context of a comprehensive alcohol strategy.
However, their impact on drinking behaviours
requires further exploration, especially among highrisk populations.
Source: Can a label help me drink in moderation? A review
of the evidence on standard drink labelling. Wettlaufer
A, Substance Use and Misuse, Published early online 22
September 2017.

Anti-drinking campaigns aimed at young people often backfire
According to new research published in the journal “In our research, we wanted to explore what
Addiction Research and Theory, campaigns designed kinds of messages are more effective in changing
to dissuade young people from so-called bolting people’s intentions to bolt. Our results highlight the
(rapidly drinking an alcoholic drink) an alcoholic potentially harmful effects of exposure to what’s
drink appear to be completely ineffective, and in called an ‘injunctive norm’ — a message about the
approval or disapproval of others. Meanwhile, a
certain cases, may have the opposite effect.
For the study, researchers analysed participants’ ‘descriptive norm’ — telling people what others do
reactions to a poster warning of the consequences rather than what they think — had a positive impact.”
of bolting and they discovered that the message had The researchers point out that beliefs about how
other people behave are often the “best predictor”
virtually no effect on people’s future intentions.
Furthermore, when a statement was added to the in terms of general drinking behaviour and binge
poster expressing how other people disapprove drinking. However, they say that using these beliefs
of bolting, it made participants want to bolt in the to change behaviour needs to be done carefully to
future. However, when the statement was changed ensure campaigns have the desired effect.
to a message saying that most people “do not bolt “This demonstrates how careful we need to be in
drinks on a night out,” the message was far more selecting the right message in campaigns, and
evaluating them before wider dissemination,
effective.
“Many young people overestimate the extent to as poorly designed campaigns, however wellwhich their peers both approve of and engage in intentioned, can backfire,” said Professor Charles
risky drinking behaviours,” said study author Dr Abraham of the University of Exeter Medical School.

Joanne Smith of the University of Exeter. “One way Source: When and how does normative feedback reduce
to tackle risky drinking is to try to correct these intentions to drink irresponsibly? An experimental
misperceptions through health campaigns, such as investigation. JR Smith, WR Louis & C Abraham, Addiction
Research and Theory, Published online: 17 Aug 2017.
posters.”
www.alcoholinmoderation.com
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The short term impact of the Alcohol Act on alcohol-related deaths and hospital
admissions in Scotland
The introduction of the Alcohol Act in Scotland
on 1 October 2011, which included a ban on
multi-buy promotions, was likely associated with
a fall in off-trade alcohol sales in the year after its
implementation. A study tested if the same legislation
was associated with reduced levels of alcohol-related
deaths and hospital admissions in the 3-year period
after its introduction. Comparisons were made with
unexposed populations in the rest of Great Britain.
For alcohol-related deaths, there were a total of
17,732 in Scotland and 88,001 in England/Wales
across 169 four-week periods between January
2001 and December 2013. For alcohol-related
hospital admissions, there were a total of 121,314
in Scotland and 696,892 in England across 182 fourweek periods between January 2001 and December
2014. Data were obtained by age, sex and area-based
socioeconomic position.
There was no evidence to suggest that the Alcohol
Act was associated with changes in the overall rate of
alcohol-related deaths [incidence rate ratio (IRR) 0.99,

95% confidence interval (0.91 to 1.07)] or hospital
admissions [IRR 0.98 (0.95 to 1.02)] in Scotland. In
control group analyses, the pseudo intervention
variable was not associated with a change in alcoholrelated death rates in England/Wales [IRR 0.99 (0.95
to 1.02)], but was associated with an increase in
alcohol-related hospital admission rates in England
[IRR 1.05 (1.03 to 1.07)]. In combined models, the
interaction analysis did not provide support for a 'net
effect' of the legislation on alcohol-related deaths
in Scotland compared with England/Wales [IRR
0.99 (0.95 to 1.04)], but suggested a net reduction
in hospital admissions for Scotland compared with
England [IRR 0.93 (0.87 to 0.98)].
The implementation of the Alcohol Act in Scotland
has not been associated clearly with a reduction in
alcohol-related deaths or hospital admissions in the
3-year period after it was implemented in October
2011, the authors conclude.
Source: The short term impact of the Alcohol Act on
alcohol-related deaths and hospital admissions in
Scotland: a natural experiment. Robinson M, Bouttell J,
Lewsey J, Mackay D, McCartney G, Beeston C. Addiction.
2017 Sep 6. doi: 10.1111/add.14019.

Motivations for reducing alcohol consumption: exploring experiences that may
lead to a change in drinking habits
A paper published in the journal Addictive Behaviors
explored the experiences that might lead people to
reduce their alcohol consumption compared these
findings between respondents from 21 different
countries.
Global Drug Survey is an online cross sectional,
opportunistic anonymous survey. This paper includes
72,209 respondents from 21 counties with over 250
respondents (60.8% male).
32.9% of participants reported that they would like
to drink less alcohol over the next 12 months, and a
third thought their GP would tell them to cut down
if they were honest about their drinking. The primary
experiences that were rated as most likely to lead
to a change in behaviour were related to physical
health, sexual assault and having to seek emergency
medical treatment.

www.alcoholinmoderation.com

Respondents from Germany were more likely to select
embarrassment as a motivation to reduce drinking
than those from other counties. Females were
more likely to report indicate motivations related to
sexual regret, sexual assault or seeking treatment.
Older participants and those in the low risk audit
category were more likely to report embarrassment
or forgetfulness as potential motivation for change.
Understanding the different motivations that may
lead individuals to change their drinking behaviours
can be used to inform targeted brief interventions
and targeted public health guidance.
Source: Motivations for reducing alcohol consumption:
An international survey exploring experiences that may
lead to a change in drinking habits. Davies EL, Conroy D,
Winstock AR, Ferris J. Addict Behav. 2017 Dec;75:40-46.
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Brief online intervention to reduce alcohol consumption in new university
students
A study tested whether an intervention that
combined (1) messages that target key beliefs from
the theory of planned behaviour (TPB) that underlie
binge drinking, (2) a self-affirmation manipulation to
reduce defensive processing, and (3) implementation
intentions (if-then plans to avoid binge drinking)
would reduce alcohol consumption in the first 6
months at university.
Before starting university, 2,951students completed
measures of alcohol consumption and were
randomly assigned to condition in a full-factorial
design. TPB cognitions about binge drinking were
assessed immediately post-intervention and at 1 and
6 months. Alcohol consumption was assessed after 1
week (n = 1,885), 1 month (n = 1,389), and 6 months
(n = 892) at university. TPB cognitions were assessed
again at 1 and 6 months.
Participants who received the TPB messages had
significantly less favourable cognitions about binge

drinking (except perceived control), consumed fewer
units of alcohol, engaged in binge drinking less
frequently, and had less harmful patterns of alcohol
consumption during their first 6 months at university.
The other main effects were non-significant.
The findings support the use of TPB-based
interventions to reduce students' alcohol
consumption, but question the use of self-affirmation
and implementation intentions before starting
university when the messages may not represent a
threat to self-identity and when students may have
limited knowledge and experience of the pressures
to drink alcohol at university.
Source: A randomized controlled trial of a brief online
intervention to reduce alcohol consumption in new
university students: Combining self-affirmation, theory
of planned behaviour messages, and implementation
intentions. Norman P, Cameron D, Epton T, Webb TL, Harris
PR, Millings A, Sheeran P. Br J Health Psychol. 2017 Sep 20.
doi: 10.1111/bjhp.12277.

Impact of calorie or unit information on ad libitum alcohol consumption
A study investigated the impact of unit and
calorie information on drinking behaviour. In this
experimental human laboratory study, participants
were randomised to one of four conditions, balanced
by gender, using a 2 (unit information: present vs.
absent) x 2 (calorie information: present vs. absent)
between-subjects design. The percentage of beer
consumed during the taste test was the primary
outcome measure.
Among this largely undergraduate student
population, the researchers found no evidence
that either unit or calorie information impacted
alcohol consumption in an ad libitum taste test.
A manipulation check indicated that few of the
participants receiving either unit and/or calorie
information could accurately recall the number of
units and/or calories in the beverages provided to
them, indicating low levels of engagement with
this information. Analysis of qualitative reactions
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to calorie and unit labelling indicated possible
negative unintended consequences of calorie and
unit information, including using unit information to
facilitate consumption of higher strength beverages,
and calorie information to reduce food consumption
prior to a drinking episode.
The researchers find no evidence to support an effect
of unit or calorie information on drinking behaviour. It
is possible that compulsory unit and calorie labelling,
at least in the numeric format used here, would have
no effect on alcohol intake and may even have some
negative unintended consequences among certain
populations.
Source: No impact of calorie or unit information on ad
libitum alcohol consumption Maynard OM; Langfield T;
Attwood AS; Allen E; Drew I; Votier A; Munafo MR. Alcohol
and Alcoholism, published early online 18 September
2017.
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The decline in adult activities among US adolescents
A study published in the journal Child Development
highlights that in seven large, nationally
representative surveys of US adolescents 1976–2016
(N = 8.44 million, ages 13–19), fewer adolescents
in recent years engaged in adult activities such as
having sex, dating, drinking alcohol, working for
pay, going out without their parents, and driving,
suggesting a slow life strategy. Adult activities were
less common when median income, life expectancy,
college enrolment, and age at first birth were higher
and family size and pathogen prevalence were lower,
consistent with life history theory. The authors state
that the trends are unlikely to be due to homework
and extracurricular time, which stayed steady or
declined, and may or may not be linked to increased
Internet use.
The declines in adult activities appeared across
racial, geographic and socioeconomic lines and in
rural, urban and suburban areas. Between 1976 and
1979, 86% of high school seniors had gone on a
date; between 2010 and 2015, only 63% had. During
the same period, the portion that had ever earned
money from working fell from 76% to 55%. And the
portion that had tried alcohol declined from 93% to

67% between 2010 and 2016. According to statistics
from the Centers for Disease Control and Prevention,
teens have also reported a steady decline in sexual
activity in recent decades. The portion of high school
students who’d had sex fell from 54% in 1991 to 41%
in 2015.
Lead author Jean Twenge commented that according
to evolutionary-psychology theory, a person’s ‘life
strategy’ slows down or speeds up depending on
the person’s surroundings, exposure to a ‘harsh
and unpredictable’ environment leads to faster
development, while a more resource-rich and secure
environment has the opposite effect. But the United
States is shifting more toward the slower model, and
the change is apparent across the socioeconomic
spectrum. “Even in families whose parents didn’t
have a college education . . . families are smaller, and
the idea that children need to be carefully nurtured
has really sunk in,” Twenge added.
Source: The decline in adult activities among US
adolescents, 1976–2016. Jean M. Twenge, Heejung Park.
Child Development, first published: 18 September 2017.

onlinelibrary.wiley.com/doi/10.1111/cdev.12930/full

UK Millenials changing attitude to alcohol
New research in the
UK suggests that there
is a cultural change
among Millennials and
their attitude to alcohol
consumption.
A survey of 1,023
millennials found that
alcohol
consumption
is on the decline in the
younger generation, with
millennials
consuming
just five units a week on average. Only one in 10
participants in the study saw getting drunk as cool.
Four in ten feel negative about people who are
drunk – seeing them as pathetic, embarrassing and
belonging to an older generation.
The report Brighter Futures - Challenging Perceptions
of Millennials published in September identifies four
themes:
www.alcoholinmoderation.com

On average, Millennials are spending £3,750 a year
on going-out, £1,750 of which is spent on tickets to
events. The numbers of people going out are up vs a
year ago, and there’s a desire to do more; as well as
a willingness to make sacrifices in day to day life to
fund it.
Millennials are going out to a wide range of festivals
and events – from music festivals to immersive
experiences and wellness events. They’re fulfilling
different needs for them: to meet people, to find
love, to get out of their comfort zone, or to indulge
themselves.
Health lifestyles are up, alcohol is down. Events are
playing a key role in this rise of wellness.
One of the reasons for the drop in drinking is that
Millennials want to enjoy (and remember) the
moment more.
accessaa.co.uk/wp-content/uploads/2017/09/
Brighter-Futures-Eventbrite-Millennials-Report.pdf
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Australia National Drug Strategy Household Survey 2016
The detailed results from the 2016 National Drug
Strategy Household Survey in Australia were
published on 28 September, based on responses
from almost 24,000 Australians aged 14 years and
over about their use of, and opinions about: alcohol;
tobacco; and illicit drugs. There are some encouraging
trends, particularly among young people.
The average age at which young people aged 14–24
first tried alcohol has steadily risen since 1998 from
14.4 to 16.1 in 2016. The average age of initiation
was similar for males and females aged 14–24, and
between 2013 and 2016, increased for both sexes—
from 15.7 to 16.2 for males and from 15.6 to 16.0 for
females.
The proportion of participants who consumed alcohol
daily declined from 6.5% in 2013 to 5.9% in 2016 and
those exceeding lifetime risk guidelines also declined
from 18.2% to 17.1%. 37% of respondents drank
at levels considered low risk of harm, but a similar
proportion (38%) drank at levels that placed them at
harm either in the short or long term in the previous
12 months. Males were far more likely than females
to have shown drinking patterns that simultaneously
placed them at risk of lifetime harm and single
occasion harm at least once a year (22% compared
with 8.3%).
15% of those surveyed had consumed 11 or more
standard drinks on a single drinking occasion in the
past 12 months and 6.9% had done so in the last
month, down slightly from 2013. People in their late
teens and early 20s (15.3%) were still more likely to
consume 11 or more standard drinks at least monthly
than people in other age groups, although this has
declined from 24% in 2010. The proportion of people
consuming 11 or more standard drinks on a single
drinking occasion in the past 12 months significantly
increased between 2013 and 2016 for people in their
50s (9.1% to 11.9%) and 60s (4.7% to 6.1%).
Among recent drinkers, 24% had been a victim of
an alcohol-related incident in 2016, 17.4% had put

themselves or others at risk of harm while under
the influence of alcohol in the last 12 months, with
driving a vehicle being the most common activity
undertaken (9.9% of recent drinkers); and 9% had
injured themselves or someone else because of their
drinking in their lifetime. 22% of survey participants
had been a victim of an alcohol-related incident in
2016, down from 26% in 2013. There were significant
declines in the proportion of participants reporting
that they had experienced verbal abuse (22% to
18.7%), being put in fear (12.6% to 11.4%) and
physical abuse (8.7% to 7.3%).
48% of recent drinkers had undertaken at least some
alcohol moderation behaviour. The main reason
chosen was ‘for health’. People aged 25–29 were the
most likely to take any action to reduce their alcohol
use, while people aged 70 or older were the least likely.
People in their 30s were the most likely to reduce the
amount they drank per session (32%). Those aged
25–29 were the most likely to reduce the number of
times they drank (34%) than other age groups.
A greater proportion of people living in remote or
very remote areas abstained from alcohol in 2016
than in 2013 (26% compared with 17.5%) and a lower
proportion exceeded the lifetime risk guidelines (26%
compared with 35%).
In 2016, there were 13 (out of 18) measures to reduce
problems associated with alcohol that received less
support than in 2013. Reducing the trading hours
for pubs and clubs decreased the most, from 47%
in 2013 to 39% in 2016. The best supported policies
were to establish ‘more severe penalties for drink
driving’ (84%), followed by the ‘stricter enforcement
of law against supplying alcohol to minors’ (81%).
In 2016, alcohol continued to be the most commonly
mentioned drug that people thought caused the
most deaths (35%) but excessive use of alcohol was
no longer the drug people feel is of most concern to
the general community (declining from 43% to 28%),
with meth/amphetamine are overtaking alcohol and
more than doubling
since 2013 (from
16.1% to 40%).
aihw.gov.au/reports/
illicit-use-of-drugs/
ndshs-2016-detailed/
contents/table -ofcontents
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Older men drink more frequently, but younger men consume more in the US
The results of a Gallup poll were published in
September. The survey was based on interviews with
11,544 randomly selected US adults, aged 18 and
older, who drink alcohol, living in all 50 US states and
the District of Columbia.
Among the 67% of US men who drink alcohol, those
aged 50 and older are more likely than those under
50 to say they have imbibed within the last 24 hours,
which suggests older men drink more frequently
than younger men. Younger men are more likely to
consume larger quantities than older men on the
occasions when they do consume alcohol.
Patterns of Alcohol Consumption Among Americans Who
Drink
Drank alcohol
within the last 24
hours %

Mean number of
drinks in the last
seven days

US adults

34

4.3

Men, 18 to 49

37

6.2

Men, 50 and older

45

5.3

Women, 18 to 49

26

2.9

Women, 50 +

30

2.3

Results of Gallup's US Consumption Habits Survey
from 2001-2017 indicate that men in all age groups
drink more often than women do. Among drinkers,
45% of older men report having had a drink in the
past day, followed by 37% of younger men, 30% of
older women and 26% of younger women.

US men aged 50 and older report they consumed an
average of 5.3 alcoholic drinks over the past seven
days, while men aged 18 to 49 had an average of
6.2 drinks. Both older and younger women report
drinking an average of fewer than three alcoholic
beverages in the last week.
The beverage preference for men and women is
different. Men are more likely to prefer beer (62%)
than either wine (11%) or liquor (24%). In contrast,
women favour wine (50%) over beer (19%) or liquor
(28%). Even when accounting for gender and age,
individuals who consume beer report drinking more
alcoholic beverages than those who prefer wine.
Separate Gallup research has shown that men aged 50
and older have embraced the theory that moderate
drinking offers health benefits to a greater degree
than other groups, with 31% saying they believe
moderate drinking has a positive effect on health.
This compares with 23% of younger men and 22%
or fewer of women in both age groups. The authors
suggest that older men's pattern of drinking more
frequently but consuming less alcohol each week
possibly reflects in part their greater perception that
moderate drinking has positive health benefits.
Regardless of gender, those aged 18 to 49 are more
likely to report they sometimes drink more than they
should. The figures are 32% and 19% for younger
and older men, respectively, and 21% and 10% for
younger and older women, respectively.
gallup.com/poll/218423/older-men-drink-regularlyyounger-men-drink.aspx?

The effect of sanction changes on drunk-driving injuries/deaths in Taiwan
Driving under the influence (DUI) is one of the major
causes of traffic accidents in Taiwan. About 5% of
injuries involve DUI, and nearly 20% of traffic deaths
are due to alcohol-related crashes. During early 2006
to the end of 2014, the authorities in Taiwan increased
the severity of fine and jail penalties for DUI offenders
three times. A study examined the effects of sanction
changes on the reduction of drunk-driving casualties
during this period.
The researchers found that drink-driving injuries
and deaths significantly dropped after the statutory
changes. The monthly drunk-driving injures
decreased nearly 40% and the monthly alcoholrelated traffic death dropped more than 80%. The
www.alcoholinmoderation.com

reduction was immediate following all sanction
changes that raised the maximum fines or jail
terms of DUI offenders. Policies that increased the
maximum jail terms of DUI offenders seem to have
a better gradual effect on the reduction of alcoholrelated traffic casualties.
Although increased sanctions are found to be
effective in reducing drunk-driving casualties, the
researchers suggest that future research is needed
to examine the policy-to-perception and the policyto-behaviour links.
Source: Sanction changes and drunk-driving injuries/
deaths in Taiwan Chan YS; Chen CS; Huang L; Peng YI
Accident Analysis and Prevention Vol 107, 2017, pp102109.
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WHO launches new NCDs Progress Monitor
The World Health Organization has published a
new report asserting that the world’s governments
must increase efforts to meet internationally agreed
targets to reduce noncommunicable diseases (NCDs)
and NCD-related premature deaths.

•

The WHO Noncommunicable Diseases Progress
Monitor 2017 charts governments’ actions to set
targets, implement policies to address the four main
shared and modifiable NCD risk factors of harmful
drinking, smoking, unhealthy diet, and physical
inactivity, and build capacities to reduce and treat
NCDs.

•

The Progress Monitor provides data on 19 indicators,
including measures to deter harmful drinking, and
WHO Director-General Dr Tedros Ghebreyesus
stated that “bolder political action is needed to
address constraints in controlling NCDs, including
the mobilisation of domestic and external resources
and safeguarding communities from interference by
powerful economic operators.”
The report indicates that progress around the world
has been “uneven and insufficient.” key highlights of
the 2017 edition include:

•

•
•

•

•

93 countries have set national targets to address
NCDs, up from 59 in 2015;
94 countries have implemented operational
multisectoral strategies to address NCDs,
compared to 64 in 2015;
90 countries have developed guidelines for
managing the four major NCDs, up from 50 in
2015;
100 countries have conducted physical activity
awareness campaigns;
Six countries have not achieved any of the
progress indicators, compared to 14 in 2015. Five
of the six countries are African;
Costa Rica and Iran lead the 10 the best performing
countries, with each achieving 15 of the 19
indicators, followed by Brazil, Bulgaria, Turkey and
the United Kingdom (each 13); Finland, Norway,
Saudi Arabia and Thailand (12).
No country from the WHO Africa region achieved
more than eight of the progress indicators.

who.int/mediacentre/news/releases/2017/ncdsprogress-report/en/

Leading alcohol producers sign pledge for new responsibility standards for
digital marketing
Some of the world’s leading alcohol producers,
including Diageo, Pernod Ricard and Bacardi Limited,
have pledged to develop “robust” new responsibility
standards for digital marketing. At a meeting in
Copenhagen the company CEOs announced their
further commitment to develop, in collaboration
with others, new robust responsible marketing
standards for digital channels that represent bestpractice in this rapidly-changing field.
Signed by the heads of 11 leading beer, wine and
spirits companies, the pledge outlines their intention
to “create rigorous standards” for the industry by
working with internal marketers, agencies and social
media companies. The standards are designed to
“reassure others” that advertising is only directed to
“adults who can lawfully buy our products”.
“Information technology is changing our world faster
than at any time in history and the explosion of digital
channels has transformed the way in which people
understand and interact with our brands,” they said
in a statement.
www.alcoholinmoderation.com

“Although we have achieved significant progress
in strengthening and expanding marketing
codes of practice, digital media presents evolving
opportunities with improved consumer insights,
better data and technology. We are determined to
use these opportunities to set robust responsibility
standards for digital marketing that take account of
the changing landscape and reassure others that we
direct our advertising only to those adults who can
lawfully buy our products.
“By working with our marketers internally, agencies
and social media companies we believe we can
create these rigorous standards for our industry
and potentially for others. We know we can achieve
more together than we can by working separately,
and we welcome the opportunity to play a full and
proactive role in further reducing the harmful use of
alcohol in support of the United Nation’s Sustainable
Development Goals.”
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Scottish Health Survey
The latest Scottish Health Survey report published
October 3 includes statistics on mental health,
general health and caring, alcohol consumption,
smoking, diet, physical activity, obesity, respiratory
conditions, cardiovascular disease, and diabetes.
The survey finds that the proportion of adults
drinking over the recommended maximum of 14
units per week fell from 34% in 2003 to 25% in 2013
and has stayed at a similar level since (25% in 2014
and 26% in 2015 and 2016). Men are twice as likely to
drink above the limit as women (35% v. 17%).

The percentage of adults reporting that they do not
drink alcohol increased significantly from 11% in 2003
to 16% in 2013, and has remained at this level since.
The average number of units of alcohol consumed
per week by drinkers has decreased since 2003 from
16.1 units to 12.8 units in 2016. The proportion of
adults who drank on more than 5 days in the last week
has risen after a period of decline (10% in 2014 and
13% in 2016). The average number of units of alcohol
consumed by adults on their heaviest drinking day
fell from 7.7 units in 2003 to 6.9 units in 2013, and has
remained at a broadly similar level since
then (7.3 units in 2016).
More adults reported not drinking
alcohol in the most deprived areas (26%)
than the least deprived areas (11%) and
people in the least deprived areas drank
on more days (2.9) than those in the
most deprived areas (2.3 days). However,
Female drinkers in the least deprived
areas had higher weekly consumption
levels than female drinkers in other areas
(9.7 units).
gov.scot/Publications/2017/10/7371

What Publicans think about policy,
public health and the changing trade

WSTA launches draft Strategic Plan
2017-2022

The report, Pubs Quizzed:
What Publicans Think About
Policy, Public Health and the
Changing Trade, released
by the Institute of Alcohol
Studies (IAS) is based on
the results of a national
survey of pub managers.
It found 83% believe
supermarket
alcohol
is too cheap, with 48%
saying competition from
shops and supermarkets are among their top three
concerns. 72% of publicans believe the government
should raise taxes on alcohol in supermarkets to
tackle the problem. 41% are in favour of MUP versus
22% against.
ias.org.uk/uploads/pdf/IAS%20reports/rp26092017.
pdf

The WSTA launched its new draft strategic plan for
2017-2022 at its Annual Conference in September.
Speaking at the conference, Miles Beale, Chief
Executive, WSTA, said that “The Plan aims to
consolidate all work the WSTA undertakes for
members. It also seeks, for the first time, to outline
goals we want to achieve as an Association during
the next five years, as well as how we intend to
achieve them.”

www.alcoholinmoderation.com

The report identifies the 4 core aims: to ensure that
the wine and spirit industry is appropriately taxed
and regulated, internationally focused, socially
responsible and collaborative.
wsta.co.uk/press/876-wsta-launches-draft-strategicplan-2017-2022
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Industry guidance for communicating alcohol and health-related information
The Portman Group has developed best practice
guidance for drinks producers on communicating
alcohol and health-related information to consumers
across multiple channels, including on-pack and
online. This has been done in consultation with the
sector trade associations for drinks producers, (BBPA,
NACM, SWA and WSTA).
The new guidance supersedes the 2011 guidance
agreed under the Department of Health
Responsibility Deal Alcohol Network Labelling
Pledge.
The guidance provides icons and best practice
options for on pack labelling including three
minimum elements:
• Unit alcohol content per container (and optional
per typical serve)
• Pregnancy logo/message
• Active signposting to Drinkaware.co.uk

In addition, there is guidance on how to reflect the
revised CMO guidelines on lower risk drinking with
wording as agreed with Department of Health, and a
range of other helpful information which producers
could communicate.
A deadline of 1 September 2019 for the removal of
out-of-date information has been agreed with the
Department of Health and Food Standards Agency.
portmangroup.org.uk/codes/alcohol-marketing/
communicating-alcohol-and-health-relatedinformation

British drinkers favour premium drinks from branded pubs and upmarket bars

The value of alcohol sold out-of-home in Britain’s
pubs, bars and restaurants rose by 1.8% in 2016,
figures from CGA Strategy reveal. According to CGA’s
Alcohol Sales Tracker, the value of alcoholic drink
sales climbed to £24.4bn—around £428m higher
than in 2015. The volume of sales across the same
period, however, fell by 1.7%.
The new data suggests that British drinkers are
increasingly favouring premium drinks from branded
pubs and upmarket bars. The total value of the outof-home alcoholic drinks market at £24.6 billion in the
year to mid-June—a year-on-year increase of 0.6%,
but a decline of 2.6% in volume terms. This continues
“a long-term slowdown as British consumers scale
back their drinking occasions and spend a little more
money on slightly fewer drinks”. The reduction has
been most apparent in London, where growth in the
value of sales has more than halved in the last year.
There has been a drop in sales of alcoholic drinks
through leased and tenanted pubs, and only marginal
www.alcoholinmoderation.com

growth among independent operators. Instead,
consumers are increasingly opting to drink at premium
bars and managed pubs, often combining their visits
with eating. CGA classifies 35% of the out-of-home
drinking market as premium—but these outlets now
account for 47% of all sales by value, and are gaining
market share each year. Sales growth through the
managed pub sector is also healthy, standing at 2.8%
in the year to mid-June. Above-average sales value
growth was seen for cider (2%), but sales growth in
spirits halved from the previous year.
The research suggests that more drinkers are
heeding messages about healthy levels of alcohol
consumption, and are becoming more adventurous
in their choices when they do decide to go out.
CGA chief executive Phil Tate said: “Our figures reveal
the increasing complexity and sophistication of
Britain’s out-of-home drinks market. The small fall in
volume sales rebuts the much-publicised idea that
levels of unhealthy drinking are soaring, suggesting
instead that consumers are continuing to demand
better quality when they choose to drink out... Brands
that can supply their customers with the right range,
atmosphere and experience, and establish clear
points of difference from the mainstream, will be
best placed to thrive in the years ahead.”
cga.co.uk/2017/04/10/2017410value-of-out-ofhome-alcohol-sales-climbs-18-in-2016/
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Campaign cuts drunken advances in the UK
A recent UK publicity campaign in the UK has helped
combat alcohol-fuelled sexual contact, recent
research has found. Dr Matthew Wood, from Brighton
University and Professor Paurav Shukla from Essex
Business School evaluated a campaign by Drinkaware
following a campaign that the charity developed in
response to a Yougov survey in 2016 in which 35% of
women and 9% of men reported receiving unwanted
sexual contact on a night out, ranging from grabbing
and groping to serious sexual assault. Drinkaware’s
campaign message was ‘If you wouldn’t do it or
tolerate it when sober, then you shouldn’t when
drunk’ and it targeted young adults in the North West
of England through cinemas, advertising, posters,
Spotify, YouTube and social media.
The campaign team surveyed more than 2,000 people
before and after the campaign and their feedback was
compared with those from a control group who had
not been exposed to the campaign. The evaluation
by Dr Wood and Professor Shukla found that the
campaign was a success. The experimental group with
campaign recall demonstrated a significant change
in their attitudes to harmful drinking behaviours and
unwanted sexual attention compared to the control
group. A number of gender differences as well as
drink-enjoyment-related differences pre- and postcampaign were observed. Female respondents who
were able to recall the campaign demonstrated a
significantly lower tolerance of unwanted sexual
attention than those who were unable to recall it
in either the experimental or control regions. The
campaign had limited impact on people who enjoy
drunken night outs (DNOs). However, those who do
not enjoy DNOs demonstrated significantly higher
negative attitudes towards harmful drinking postcampaign recall.
Dr Wood said: “Our evaluation showed that targeted
social advertising can be effective in re-establishing
boundaries, leading to a positive impact on antisocial behaviours.”
Professor Shukla said: “It has been observed by police
in the UK that unwanted sexual attention in pubs, bars
and nightclubs has become so common that people
don’t even bother reporting it… Our evaluation
showed that targeted social advertising can be
effective in re-establishing boundaries, leading to a
positive impact on anti-social behaviours.”

www.alcoholinmoderation.com

Following the research, Drinkaware have introduced a
new initiative as part of the on-going ‘If You Wouldn’t
Sober, You Shouldn’t Drunk’ campaign. The ‘It’s Ok to
Ask’ initiative is designed to encourage bystanders
to speak out when they witness someone being
harassed by a drunken individual.
The campaign is being rolled out in cinemas, on the
All4 digital channel, online and in venues across the
North West of England in particular. It is designed
to encourage those who see sexual harassment
taking place to either step in where it is safe to do
so on the side of the person being targeted or alert
staff and security to the problem. The mantras of
the campaign are: ‘Spot It’ (is something going on?),
‘Check It’ (is it safe to intervene?) and ‘Speak Out’ (if
safe, ask the person being harassed if they need help
or speak to security). Venues and bar operators are
also being encouraged to participate and help crack
down on such behaviour.
Drinkaware chief executive Elaine Hindal said:
“Drunken sexual harassment is seen by too many
young people as part and parcel of a night out. The
aim of the ‘It’s OK to Ask’ campaign is to empower
people to challenge this behaviour... Operators
can play their part by supporting bystanders who
come to them for help and by taking the issue
seriously, helping to foster a positive and safe social
environment where drunken sexual harassment is
not tolerated.”
Source: You wouldn’t sober, you shouldn’t drunk: a
behavioural change approach to changing attitudes
and responses to unwanted sexual attention in pubs
and clubs. Wood M; Shukla P Alcohol and Alcoholism,
published early online 30 August 2017.
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Talk about Alcohol programme found to be effective in areas where alcohol
related indices of harm for under 18s are highest
The Alcohol Education Trust created, piloted and
trialled the Talk about Alcohol programme over
2 years in a UK setting. Following a successful
independent matched evaluation by NFER among
4,000 pupils in 30 schools (2011-13) there was a
further follow up 2 years later (2015) of the same
cohort. The AET has continued to enhance its offer
and is now working towards rolling out its evidence
based alcohol resources (3/3 in the Centre for Analysis
for Youth Transitions CAYT matrix) in England.
The Alcohol Education Trust (AET) commissioned
the UCL Institute of Education to evaluate its
effectiveness as part of a grant from The Life Education
and Education Foundation (LEAF). It was a one-year
evaluation of their Talk about Alcohol programme
from September 2015 to July 2016 to assess the
impact on Year 8 (age 12-13) students in three local
alcohol action areas (LAAA’s) of high deprivation
where alcohol related hospital admissions for under
18s were in the top ten in England.
The aim was to find whether the Talk about Alcohol
programme is as effective in targetted areas as it is
in the general school-aged population. The main
outcomes were age of onset of drinking, frequency
of drinking, frequency of drunkeness/binge drinking,
social norm perceptions and life skills related to
alcohol risk-taking.

The evaluation of the programme in high-risk areas
for alcohol-related indices of harm for under 18’s
supports the conclusions of the previous matched
evaluation. The Talk about Alcohol programme
was found to be an effective early intervention
for participating students in delaying the onset of
drinking alcohol, and improving knowledge about
alcohol and its effects. The intervention also showed
effect in preventing an increase in the frequency of
drinking and drunkenness.
The report authors stress
that continued fidelity to
the Talk About Alcohol
programme in Year 9 will be
a key aspect of its continued
effectiveness. The success
is
further
underscored
by the enthusiasm of the
participating schools, with
100% wishing to complete
the two additional lessons in
Year 9.
alcoholeducationtrust.org/
wp-content/uploads/2017/09/LEAF_Evaluation_
final.pdf

SORS device detects counterfeit alcohol
Researchers at The University of Manchester have
developed the world's first handheld SORS device
that can detect fake spirits whilst still in the bottle.
SORS, or 'spatially offset Raman spectroscopy,"
devices give highly accurate chemical analysis of
objects and contents beneath concealing surfaces,
such as glass. It works by using 'an optical approach'
where lasers are directed through the glass.
SORS devices are already commercially available,
being used for security and detection of hazardous
materials and pharmaceutical analysis. This latest
version, developed at the University's School
of Chemistry in the Manchester Institute of
Biotechnology (MIB), is the first time such a tool has
been used for a food or beverage product. Their
research was published in Nature (September 21).

www.alcoholinmoderation.com

Dr David Ellis, who co-authored the project, added:
"Sales of illicit spirit drinks can also have serious health
impacts when industrial alcohols or methanol are
used by counterfeiters and unknowingly consumed,
with multiple deaths reported worldwide each year...
we have developed this approach, to ensure brand
authenticity and to safeguard public health."
The team tested the gadget on around 150 wellknown brands of Scotch Whisky, rum, gin and vodka
in closed glass containers, including 40 counterfeit
products. As well as detecting the contents of fake
alcohol, the researchers could also discriminate
between multiple well-known Scotch Whisky brands
and detect different levels of alcohol.
nature.com/articles/s41598-017-12263-0
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New liver disease data shows major variation across England
The 2nd Atlas of Variation in risk factors and
healthcare for liver disease was published by
Public Health England on September 14. It shows
a wide variation of premature mortality rates from
liver disease across England. Up to 90% of cases
of liver disease are due to alcohol misuse, obesity
and Hepatitis B and C. The atlas will help health
professionals to allocate their resources to improve
patient outcomes.
The report shows premature mortality rates – dying
before the age of 75 – ranged from 3.9 per 100,000
in South Norfolk clinical commissioning group (CCG)
to 30.1 per 100,000 in Blackpool CCG, a 7.7 fold
difference.
The atlas is made up of 39 indicators, 19 of which
show trend data over time. Progress is mixed, with
10 indicators showing improvements including a
reduction of premature deaths and fewer alcoholspecific hospital admissions for under 18s. Nine
of the indicators have become worse over time,
including a doubling of hospital admission rates for
cirrhosis from 54.8 per 100,000 to 108.4 per 100,000
people over the past decade. This indicator also
varies significantly across the country with an 8.5 fold
variation across CCGs and this gap has widened over
the past decade.

Liver disease is responsible for almost 12% of deaths
in men aged 40 to 49 years and is now the fourth
most common cause of ‘years of life lost’ in people
aged under 75, after heart disease and lung cancer.
The atlas also exposes health inequalities in England.
There is a 7.4 fold difference in the rate of alcoholspecific hospital admissions across the country, with
the majority of the higher rates being clustered in
the more deprived areas. Also, in the most deprived
fifth of the country, people with liver disease die 9
years earlier than those in the most affluent fifth.
fingertips.phe.org.uk/profile/atlas-of-variation

Alcohol vulnerability awareness e-learning
Drinkaware, in partnership with CPL Training Group,
has developed a new alcohol vulnerability awareness
e-learning course designed to educate employees
in on-trade and entertainment venues about the
potential risks and vulnerabilities for customers who
are drunk.

The course covers areas such as ‘what vulnerability
means’, ‘what makes a person vulnerable to harm’,
‘how to spot harassment’, ‘how to help customers
who have experienced harassment’ and ‘how to
act in situations involving vulnerable people’ it also
includes other good advice for staff.

The e-leaning is designed for staff working inside
venues; including bar staff, glass collectors, first
aiders and anyone else whose role involves direct
contact with customers throughout the night. By
equipping staff with the ability to identify alcohol
related vulnerability and take steps to help prevent
customers from coming to harm, it is of benefit to
any bar, club or venue where alcohol is sold.

The e-learning content evolved from the Drinkaware
Crew scheme, which provides training for dedicated
staff working in large clubs and venues to promote
a positive social atmosphere and to support
the welfare of young adults on a night out. The
Drinkaware Crew training is endorsed by the British
Institute of Innkeeping, and is recommended by the
Home Office.
drink aware.co.uk/work-with-us/alcoholvulnerability-awareness-e-learning/
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Cabinet prioritises Alcohol Bill in Ireland
In Ireland, the Cabinet has agreed on the legislation
that will come before the Oireachtas this autumn. The
priority legislation identified by the Cabinet included
the Public Health (Alcohol) Bill, which contains a
range of measures – minimum unit pricing, health
labelling, regulation of alcohol marketing and
promotion and structural separation, designed to
work together to reduce alcohol consumption in
Ireland and associated alcohol related harms. While
the Government has had problems progressing the
Alcohol Bill, it is expected that it could come before
the Dáil and Seanad in the coming weeks.
A campaign to remove the requirement for “booze
curtains” from the alcohol bill has been launched by
representatives of the country’s convenience stores.
The Convenience Stores and Newsagents Association

of Ireland (CSNA), which represents over 1,200
shopkeepers, has instructed its members to give
customers a “visual representation” of how proposal
will affect their shopping. Shops can use words like
wine and beer to designate where drink is stored, but
they cannot allow products and advertisements for
alcoholic products to be “readily visible to members
of the public from outside the area”.
The CNSA has urged members and customers to
contact members of parliament and has also hired
consultants to lobby politicians. Vincent Jennings,
chief of the CSNA, said the bill was unfair to retailers.
The CSNA claims the government has not done a
cost assessment, which, depending on the size of the
shop, it could range from €5,000 to €40,000.

New campaign in Ireland warns of dangers of drink driving the ‘morning after’
The Road Safety Authority (RSA) and An Garda
Síochána have launched a public information
campaign to educate drivers about the dangers of
driving the morning after drinking alcohol.
The RSA’s decision to create a campaign to highlight
the dangers of driving the morning after drinking
alcohol was prompted by recent research showing
that 11% of the 222 fatal collisions in which a driver
had consumed alcohol, occurred between the hours
of 7am and 11am.
Ms Moyagh Murdock, Chief Executive Officer, Road
Safety Authority, said: “Most of us would never
plan to drink and drive but the reality is that some
people don’t think about the repercussion of drink
driving the following morning. The RSA’s new public
information campaign aims to make people aware of
the dangers of the dangers the following morning so
they can continue to do the right thing and arrange
alternative transport. Drink driving is drink driving
no matter what time of the day or week it is.”
Assistant Commissioner Michael Finn, of the Garda
National Roads Policing Unit said, An Garda Síochána
target drink driving on a 24/7 basis, including the
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morning after. "Figures we
published in the run up to
a Bank Holiday weekend
last year showed that,
12% of arrests for driving
under the influence of an
intoxicant occur between
8am and 2pm and of those,
almost a third happen on a
Sunday, peaking between
11am and 2pm. I would
appeal to appeal to every
driver to be responsible
and never, ever drink and
drive...no matter what time of the day it is.”
The new campaign includes two new radio
advertisements, aimed at making people aware
that they may not be fit to drive the morning after a
night out, and will be broadcast on all national and
regional radio stations over the next three weeks. It’s
also being supported by outdoor advertising and
social media.
rsa.ie/en/Utility/News/2017/New-campaign-warnsof-dangers-of-drink-driving-the-morning-after/
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Greater Manchester - Communities in Charge of Alcohol’
A pioneering programme ‘Communities in Charge of
Alcohol’ was been launched in Greater Manchester
on September 21 to reduce the growing number
of people who are drinking excessive amounts of
alcohol across the city region.
The latest statistics from Public Health England
show rates of alcohol-specific hospital admissions
and mortality are significantly higher across all 10
boroughs in Greater Manchester than the England
average.
The project is to be led by community volunteers
called ‘Community Alcohol Champions’ who are
being trained to help family, friends and colleagues
to rethink their drinking habits.
Deputy Mayor for Policing and Crime Beverley
Hughes has backed the initiative saying: “Alcoholrelated crime is putting avoidable pressure on already
overstretched police and health services. The effect

of binge drinking on antisocial behaviour is widely
known but excessive alcohol consumption also leads
to an increase in more serious crimes that are being
committed across Greater Manchester.
“It is important not only for community safety but
also for the health and wellbeing of our residents
that we encourage people to cut down on the
amount of alcohol they drink. Many people in
Greater Manchester are unaware of the effect alcohol
is having on their health. Our Alcohol Champions
will be figures of trust in the community who will
support people as they think about and change their
drinking habits.”
The programme is first being introduced in Salford
and Stockport, and will be rolled out to all other
boroughs across Greater Manchester by May 2018.
Salford Healthy Communities (SHC) will run the
project on behalf of Salford City Council’s public
health team.

Drinking and driving - Millennials more
responsible than others?

Facebook trial lets users hide alcohol
adverts

Beer Canada has released a study indicating that
82% of 18- to 24-year-olds have relied on designated
drivers to bring them home after consuming alcohol
beverages, compared to 67% of 34- to 54-yearolds and 55% of respondents aged 55 years old
or older. The trade association commissioned the
Ipsos Canada survey as part of its Partners for Safer
Communities initiative.

Facebook users will soon be able to block adverts in
their news feed, starting with ads related to alcohol
and parenting.
The social network's 1.8 billion users have already
been able to select topics they're interested in seeing
targeted ads for, like wine or skiing, but this is the
first time Facebook has let people proactively block
certain kinds of ads from being shown.

According to the research 34% of “millennials”
A Facebook spokesperson commented, “This is an
reported being more likely to use social media while
early test that will allow people to hide ad topics they
consuming alcohol, and 29% reported that having
prefer not to see… We are starting with alcohol and
access to social media made them do things that they
parenting since those were the two most common
regret later, “which probably explains why so many of
topics that came up in our research."
them avoid combining the two.” Approximately 41%
of 18- to 24-year-old respondents stated that social Alcoholism charities have complained about the
media ensures safe late-night travel when intoxicated volume of alcohol advertising on social media,
through enabling ride-sharing, compared to 21% claiming that it increases rates of problem drinking
and can cause recovering alcoholics to relapse.
and 18% respectively in the older age groups
journaldemontreal.com/2017/09/13/alcool-au- The new blocking tool is part of a redesigned ad
volant-les-milleniaux-plus-responsables-que-les- preferences menu that Facebook announced in
September.
autres-1
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AIM SOCIAL AND POLICY NEWS
Calls to improve labelling of alcoholic beverages in Europe
On September 27 in the European Parliament, MEPs
and health campaigners called for the alignment of
alcoholic beverages with other food products.
In March 2017, the European Commission published
a report stating that no objective grounds were
identified which would justify the absence of
information on ingredients and nutritional
information on alcoholic beverages. The European
Commission gave the alcohol producers 1 year to
deliver a self-regulatory. The Commissioner for Health
and Food Safety Vytenis Andriukaitis has also said
that this approach should cover all types of alcoholic
beverages in order to avoid any misunderstanding
or confusion from the consumers and to allow
comparisons between the different types of alcoholic
beverages.
”People have a right to know what is really in the
products they buy. The EU legal framework must
ensure that consumers can make truly informed and
easily comparable choices for all alcoholic beverages,
just as they can for other products. Therefore, we
should close the current loophole in the Food
Information to Consumers regulation so that the
content in all alcoholic beverages is provided per

100ml” said MEP Jytte Guteland, who hosted the
event.
Listing ingredients contained in a beverage would
alert the consumer to the presence of any potentially
harmful substances. More importantly, providing
nutritional information such as energy content
allows consumers to monitor their diets better, and
makes it easier to keep a healthy lifestyle.
Alcohol labelling has traditionally been opposed by
some producers, especially in the wine sector and
amongst small and medium-sized producers. The
organisers of the event emphasised that they aim
to ensure that consumers have easily accessible
information about the products at the point of sale.
”We recognise the concerns of small and mediumsized producers. However, the EU has in its repertoire
tools that could ease that burden. Currently, the
Common Agricultural Policy spends nearly €250
million a year on wine promotion. Surely some of
that money can be used to produce labels that would
provide consumers with information on calories and
ingredients”, said Mariann Skar, Secretary General of
European Alcohol Policy Alliance.

New Alcohol Act submitted to Parliament in Finland
On 14 September the Finnish government submitted
a proposal to Parliament for a comprehensive reform
of the Alcohol Act that will be debated during the
autumn session.
The new alcohol Act would allow grocery stores,
kiosks and petrol stations to sell stronger alcoholic
beverages than at present: stronger beers and ciders
and long drink beverages produced by adding
distilled alcohol containing no more than 5.5% by
volume of ethyl alcohol.
Under the Act, the opening hours of restaurants
and bars would be deregulated. The regular serving
hours would still end at 1.30am, but restaurants and
bars could continue to serve alcohol until 4am by
notifying the authorities of the extension.
The different types of serving licences for restaurants
and bars currently in would be replaced by only
one serving licence covering all types of alcoholic
beverages and the qualification requirements for
responsible managers in restaurants and bars would
be made less stringent.
The new Alcohol Act would introduce the concept
of craft beer, which the producers could sell directly
www.alcoholinmoderation.com

at the place of production. Microbrewery products,
or craft beers, would refer to alcoholic beverages
produced primarily from malt by fermentation and
containing no more than 12% by volume of ethyl
alcohol.
Licensed premises would be able to sell alcoholic
beverages to consumers for consumption off the
premises in accordance with the normal retail sales
rules.Retail stores would no longer be allowed to give
customers rewards or pay bonuses for the purchase
of alcoholic beverages. The ban would also apply to
alcoholic beverages purchased abroad or on board
ferries; all purchases of alcoholic beverages would
be excluded from the bonus systems of Finnish retail
stores. A similar ban is already in place for the sale of
tobacco products.
No amendments are proposed to the provision on
cross-border distance sales of alcoholic beverages,
and distance sales would still be prohibited. The
provision will be reconsidered once the Supreme
Court issues its ruling on the EU Court of Justice
case C-198/2014 Visnapuu concerning the ban on
distance sales.
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France Health Strategy

FASD Awareness Day inititatives

In France, Minister of Health, Agnès Buzyn, has
launched the consultation phase of the government’s
new national health strategy, which will focus on
the reducing the prevalence of non-communicable
diseases (NCDs). The High Council for Public Health
(HCSP) identified the priority areas for the draft policy,
suggesting that public health officials should focus
on diet, beverage alcohol consumption, and drug
use, which it referred to as the “three risk factors” that
contributed to a majority of preventable mortalities.

September 9 was FASD Awareness Day. In France,
the National Public Health Agency (ANSP) launched
a month-long campaign to raise awareness among
expecting mothers and the general public about
the risks of consuming alcohol beverages while
pregnant.

Buzyn announced that the new policy will deter
harmful drinking, smoking, and unhealthy diet,
and would be implemented in 2018 following the
consultation phase, stating that the government’s
goal “is to develop a medium- and long-term vision…
[that would give fresh] impetus and breath to our
health policies.”

Alcohol, tobacco and drug
consumption rise over last five years in
Portugal
Results from the 4th National Survey on the Use of
Psychoactive Substances in the General Population,
Portugal 2016/17 show that the consumption of
alcohol, tobacco and illegal psychoactive substances,
have increased in the last five years in Portugal.
The study by the Intervention Service for Addictive
Behaviours and Dependencies (SICAD) focused on
the use of legal psychoactive substance (alcohol,
tobacco, sedatives, tranquilisers and/or hypnotics,
and anabolic steroids), and illegal drugs (cannabis,
ecstasy, amphetamines, cocaine, heroin, LSD, magic
mushrooms and of new psychoactive substances), as
well as gambling practices.
According to the study, alcohol consumption shows
increases in lifetime prevalence, both among the
total population (15-74 years) and among the young
adult population (15-34 years), and among both
men and women. Tobacco consumption shows a
slight rise in lifetime prevalence, which, according to
the report, "is mainly due to increased consumption
among women." The study also saw an increase from
8.3% in 2012, to 10.2% in 2016/17, in the prevalence
of illegal psychoactive substance use.

The ANSP campaign follows the release of a recent
survey in which 44% of respondents stated that there
was no safe level of consumption during pregnancy,
compared to 25% in 2015, and 64% agreed that
consuming a standard serving of wine or beer poses
as much of a health risk as a beverage with a higher
alcohol by volume (ABV), compared to 53% in 2015.
ANSP Director General Dr François Bourdillon stated
that the survey indicates that the public is more
aware that there is “no safe level of alcohol” during
pregnancy, acknowledging that there is still progress
to be made.
The fourth edition of the international campaign
Too Young To Drink was launched to raise awareness
of the risks of prenatal exposure to alcohol. The
network of partner organisations has now exceeded
80 organisations in 36 countries around the world,
working together to raise awareness of FASD
internationally.
The major aims of the Too Young To Drink campaign
are to raise awareness of the dangers of drinking
during pregnancy among the child-bearing aged
population and in the community; to spread accurate,
research-based information on the risks of using
alcohol during pregnancy and to empower women
and encourage families, friends and the society to
support alcohol-free pregnancies.
This year, a new visual component was developed.
It consists of a drawing, which was created by the
Italian artist, art director, satirical author, Beppe Mora.
tooyoungtodrink.org

www.sicad.pt
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Beer, wine and spirits producers’ fourth annual progress report on commitments
to reduce harmful drinking
The International Alliance for Responsible Drinking
(IARD) has released its fourth annual Producers’
Commitments progress report. The Beer, Wine and
Spirits Producers’ Commitments to Reduce Harmful
Drinking were launched in 2012 as a five-year plan of
commitments.
The 2016 report covers the fourth year of activity and
includes 9 case studies from around the world. All
facts and figures have been externally monitored
and evaluated by Accenture Strategy and assurance
is provided by KPMG. As far as Europe is concerned,
the report focuses on Poland and Spain.
In Poland, a number of initiatives are running to address
consumer misperceptions about alcohol beverages
and reduce harmful drinking. Strong focus on drinkdriving for many years is delivering results with a
55% decrease of alcoholrelated road crashes over
the last decade. Spirits
producers
partnered
with the NGO MONAR
to deliver the “Positive
Learning Laboratory,” an
intervention to promote
healthy lifestyles among
young people and deter underage drinking.
The programme emphasises the importance of
complying with the legal purchase age of 18 in
Poland. According to the most recent studies (ESPAD
& HBSC), underage drinking in Poland is decreasing,
but more needs to be done.
Spain is focusing on the same
areas as Poland with great
success regarding underage
drinking.
The Ministry of
Health together with a
network of 300 town halls
and public institutions, 170
celebrities and the spirits
producers (FEBE) have joined
forces around the campaign, “Not a single drop
for minors”. Spain is among the countries with the
highest decline in weekly alcohol consumption by
11, 13 and 15 year olds.

incorporates practical Responsible Service of
Alcohol (RSA) elements, which complements the
internationally acclaimed “How to Drink Properly”
campaign, which is led by DrinkWise Australia, a body
supported by Diageo and other alcohol companies.
This Diageo training in Australia reached 5,497
bartenders and included an explanation of standard
drinks, and information on the effects of alcohol,
minimum legal purchase age (LPA) for alcohol
beverages and legal blood alcohol concentration
(BAC) limits for drivers.
Through IARD, the alcohol industry signed a
Memorandum of Understanding (MoU) with the
Ministry of Health and Welfare (SESPAS) in the
Dominican Republic in May 2016 - a first for the
country. The MoU established a comprehensive work
plan to address underage drinking, strengthen and
expand marketing codes of practice, reduce drink
driving, and enlist the support of retailers in efforts
to reduce harmful drinking.
Henry Ashworth President of the International
Alliance for Responsible Drinking said: “The
2016 Producers’ Commitments Progress Report
demonstrates the determination of our leading
producers to be a force for good within their
industries and society. Long term sustainable change
and a reduction in harmful drinking can only happen
when private, public and not for profit organisations
work together locally, nationally and globally. We
want to work with others to create new relationships
and models of working that drive positive change
through our all communities.”

Outside Europe, In Australia, Diageo’s Bar Academy
training for those working in the hospitality industry
www.alcoholinmoderation.com
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US programme provides up to 150,000 free round-trip Lyft rides
can have a real impact on reducing drunk driving,”
said Katja Zastrow, vice president, Corporate Social
Responsibility & Better World, Anheuser-Busch.
“Making it home safe at the end of the night starts
with getting a ride at the beginning of the night, so
we want to encourage people to plan ahead.”
Budweiser has announced the next step in its Give
A Damn campaign, together with safe ride partner
Lyft. Following the success of a pilot programme last
year during which Budweiser delivered more than
35,000 rides home across six states plus Washington,
D.C., the brand will expand the 2017 campaign to
offer 150,000 round-trip rides across nine states plus
Washington, D.C. to help people get to and from
their nights out.
According to Budweiser, Give A Damn aims to
make a strong statement against drunk driving
and celebrate people who embrace Budweiser’s
responsible drinking message: “Give A Damn. Don’t
Drive Drunk.” Throughout the 15-week campaign,
Budweiser and Lyft will offer 10,000 round-trip rides
every weekend and on select holidays, when people
need them most.
“We are proud to continue our partnership with
Lyft to implement evidence-based solutions that

Running form September 21, through the end
of the year, the scheme will provide rides in New
York, Colorado, Illinois, Florida, Massachusetts,
Pennsylvania, Missouri, Texas, Georgia and
Washington, D.C. Budweiser will share a unique ride
code on its Facebook and Instagram channels each
Thursday at 2 pm , which new and existing Lyft users
over the age of 21 can use to claim a $20 ride credit
(two $10 one-way rides) through the Lyft app. The
credits can be redeemed for rides taken between
5 pm and 5 am local time that Thursday, Friday or
Saturday night.
To further promote the campaign’s responsible
drinking message, Budweiser has released a new
video spot, titled “Give A Damn,” to celebrate its
partnership with Lyft and recognise the people who
plan ahead to get safely to and from their night out.
This ad will live on Budweiser’s social media channels
through the end of the year.

NC ABC launches New ‘Talk It Out’ campaign messages
The North Carolina Alcohol
Beverage Control Commission
introduced a new campaign
to combat underage drinking
across the state. The Talk It Out
campaign has been underway
since 2014 with an ambition to
curb underage drinking in the
state and a new phase of the campaign was launched
just before Labor Day.
ABC chairman Zander Guy said the new phase of the
Talk It Out campaign would focus on communicating
to parents.
“Our goal is to prompt parents to simply understand
that underage drinking is a problem and it can
damage kids’ brains,” Guy said. “And we are urging

www.alcoholinmoderation.com

our parents to take that key step to address it by
talking to their children.”
Elinor Landes, director of a local partnership to combat
underage drinking between the Town of Chapel Hill
and The University of North Carolina, commented
that research showed that conversations between
parents and children demonstrate improvements in
underage drinking percentages.
“The Chapel Hill coalition has called our campaign ‘A
Conversation Worth Having,’” Landes said, “because
we believe in the power of these conversations. And
that is one of the greatest aspects of the Talk It Out
campaign... At the end of the day, it’s about fostering
a healthy relationship between parent and child
through open, honest conversation.”
talkitoutnc.org
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Global Beer Responsibility Day
Europe’s brewers renew their pledge with #BeerWisdom
As part of the second Global Beer Responsibility
Day, The Brewers of Europe, representing over
6,500 brewers in Europe, has launched a new digital
campaign to support responsible beer consumption
– #BeerWisdom www.beerwisdom.eu and released
the latest reporting on the roll-out of the European
Beer Pledge.
The Third Report - 20122015 on the European beer
pledge states that since
its launch in the European
Parliament in 2012, Europe’s
brewers have continued to
step up with activities in
line with the pledge and
in doing so, the brewing
sector has contributed to the

implementation not just of the EU Strategy to support
Member States in reducing alcohol-related harm, but
the CNAPA Action Plan, the WHO Global Strategy, the
WHO Euro Action Plan and national alcohol plans
across the EU. Brewers are now responsible for the
roll-out of over 130 commitments made under the
EU Alcohol and Health Forum, well over a third of all
the commitments made by Forum members.
The report covers a selection of activities carried out
until end 2015 and seeks to provide a picture of the
extent of brewer activity in support of the Pledge.
The report has been reviewed by the independent
third party KPMG Sustainability, which requires all
significant claims within the report to be backed up
by evidence.
brewersofeurope.org/uploads/mycms-files/
documents/publications/2017/beer_pledge_web.
pdf

AB InBev to invest $1 bn globally on smart drinking programme
Also on Global Beer Responsible Day, AnheuserBusch InBev announced an investment of USD 1
billion on a global programme that aims to reduce
harmful use of alcohol by end of 2025. The funds will
be used on social marketing campaigns and related
programmes in India and other countries.
AB InBev has launched a multi-city pilot programme in
six cities around the world to reduce the harmful use
of alcohol by 10%. By the end of 2025, the company
is also aiming to expand their product portfolio to
ensure that at least 20% of AB InBev's global beer
volume is 'No or Lower-Alcohol' to reduce harmful
alcohol use, it said.

InBev- India Business Unit President Ben Verhaert
said: "Our theme this year promotes the idea that
making smart choices about drinking today helps
make tomorrow possible." The company said it has
rolled out a new campaign called 'Who's Your Bob'
for consumers in four cities - Bengaluru, Gurgaon,
Hyderabad and Mumbai with an aim to promote the
message of not drinking and driving.

In India, the company has partnered with the
National Restaurant Association of India (NRAI) as
well as the Ola Cabs to work together to expand
the message of smart and responsible drinking. AB

www.alcoholinmoderation.com

			

www.drinkingandyou.com

AIM SOCIAL AND POLICY NEWS

31

Carlsberg promotes responsible drinking with 20 million people in 20 countries
On 15 September, the Carlsberg Group, together with
business partners and social organisations celebrated
the third annual Global Beer Responsibility Day.
Across its markets, Carlsberg ran a variety of
programmes aimed at promoting responsible
drinking and reducing irresponsible consumption
- including the prevention of drink driving and
underage drinking, server and seller training efforts
and consumer education programmes. Carlsberg
also promoted its range of alcohol free beers to
give consumers a broader set of choice at different
drinking occasions, aiming to reach over 20 million
people in 20 markets on the day together with
partners such as restaurants, bars, authorities and
NGOs.
As part of its new sustainability programme,
Together Towards ZERO, Carlsberg has set a vision
for a society without irresponsible drinking along
with ambitions of ZERO carbon emissions, ZERO
water waste and ZERO accidents. By 2030, Carlsberg
aims to see a continuous reduction in irresponsible
drinking across all of its markets in support of
the World Health Organisation’s (WHO) objective
to reduce harmful drinking, and Sustainable
Development Goal #3 - to ensure healthy lives and
promote well-being for all ages.
Cees ‘t Hart, CEO of the Carlsberg Group, said: “On
Global Beer Responsibility Day we celebrate the

positive role of beer in society and our year-round
efforts to promote responsible drinking. It is a strong
example of how we are working towards our ambition
of a society with ZERO irresponsible drinking, as
part of our new sustainability programme, Together
Towards ZERO. I am particularly pleased to see so
many of our business partners and stakeholders
joining us in collective solutions to important societal
challenges.”
In
Denmark,
Carlsberg
raised
awareness about the
risk of cycling while
under the influence
of alcohol. Through
partnering with the
Danish Road Safety Council and a Copenhagenbased taxi company, the beer brand encouraged
drinkers to leave their bikes by offering a free taxiride home.
Carlsberg Sweden activated a mobile alcohol free
mini bar in Stockholm to sample alcohol free beer,
and ran a social media campaign around responsible
choices for the right occasions.
In India and China the local Carlsberg companies
are collaborated with local polices authorities, bars,
restaurants and other partners to raise awareness
about the risks of drink driving.

Self-service draft beer system in the UK

An Ireland-based company called Drink Command
has released a new self-service draft beer system that
enables customers to pour and pay for their drinks
directly at the beer tap with the help of a full-service
payment management system from Verifone.

www.alcoholinmoderation.com

Drink Command said the service aims to reduce
queues, improve speed of service and enable
customers to pay with a contactless card, NFCenabled smartphone and other payment methods at
the tap.
Hilton Hotels and The University of Reading are
among the first locations in the UK to roll out the
technology.
Critics are asking how you can ensure that that those
who have drunk too much are not served, especially
in a University location. This self serve trend makes
self regulation as well as supervision harder and it is
wondered how these issues will be addressed.
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Heineken campaigns against drink driving as study unveils behavioural causes
Heineken has revealed the findings of its selfcommissioned research into drink driving.

to help change attitudes and behaviours and reduce
drink driving around the world”.

The global study of 10,000 people who have
driven after consuming alcohol, found that 79% of
respondents plan their journey before a night out.
Naturally all good plans can fail. The study links drink
driving to cultural and societal norms, which have
the ability to override any good intentions in the
heat of the moment.

“To play our part in reducing drink driving, we have
partnered with Nudge and behavioural design
expert, Sille Krukow, a visiting professor at University
of Colorado, Denver. Based on the findings of the
study, and using Sille’s expertise, we will develop
responsible drinking campaigns in selected markets
to test and measure drink driving reduction initiatives
based on nudge theory.”

Half of drink drivers would not describe their
behaviour as ‘drink driving’, a quarter think drink
driving is accepted by their culture and only 43%
were concerned about getting caught by the police.
64% find it acceptable to drink and drive if they have
eaten a lot, alternated between alcoholic drinks, or
taken a short nap and half believe they can drink
more than non-drink drivers before their skills are
impaired.

Sille Krukow of Nudge added: “Changing consumer
behaviour is a matter of integrating visual feedback
and behavioural principles into decision making
moments. The social group can be of great, positive
influence on the decision not to drink and drive. We
will focus on solutions that can empower the group
to stay in control and positively encourage their
peers to make the correct decisions.”

Expanding upon its Enjoy Heineken Responsibly
platform and following its sponsorship of the Italian
Grand Prix, the company is looking to combat the
causes of drink driving at its root.
Gianluca Di Tondo, senior director global Heineken
brand, said: “Our ‘When You Drive, Never Drink’
programme gives us an unprecedented opportunity

Be the mentor campaign, South Africa
South African Breweries has created the 18+ Be The
Mentor programme, enabling ordinary people to
share their life lessons with young mentees who
might otherwise be at risk from negative outside
influences.
The programme was recently refreshed in a campaign
called “Be Part of the Change” (#BeTheMentor) and
its primary focus is on helping under-18s say no

to alcohol. Using this as a starting point, SAB also
encourages the mentoring relationship to inspire
young people to set goals and work towards them,
helping them to realise their full potential.
The initiative recognises that under-18s can
sometimes find it difficult to ‘connect’ with older
generations and to take advice from them on various
issues including the harmful effects of underage
drinking. To counter this, it aims to attract mentors
who are only a little older then the mentees, but who
have still earned respect for what they have achieved;
are able to speak in a language that resonates; and
can share life lessons that are still very fresh.
bethementor.sab.co.za/blog/sab-18-the-lastingmentorship
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AIM – Alcohol in Moderation was founded in 1991 as an independent not for profit organisation
whose role is to communicate “The Responsible Drinking Message” and to summarise and log relevant
research, legislation, policy and campaigns regarding alcohol, health, social and policy issues.

AIM Mission Statement
• To work internationally to disseminate accurate social, scientific and medical research concerning responsible and
moderate drinking
• To strive to ensure that alcohol is consumed responsibly and in moderation
• To encourage informed and balanced debate on alcohol, health and social issues
• To communicate and publicise relevant medical and scientific research in a clear and concise format, contributed to by
AIM’s Council of 20 Professors and Specialists
• To publish information via www.alcoholinmoderation.com on moderate drinking and health, social and policy issues –
comprehensively indexed and fully searchable without charge
• To educate consumers on responsible drinking and related health issues via www.drinkingandyou.com and publications,
based on national government guidelines enabling consumers to make informed choices regarding drinking
• To inform and educate those working in the beverage alcohol industry regarding the responsible production, marketing,
sale and promotion of alcohol
• To distribute AIM Digest Online without charge to policy makers, legislators and researchers involved in alcohol issues
• To direct enquiries towards full, peer reviewed or referenced sources of information and statistics where possible
• To work with organisations, charities, companies and associations to create programmes, materials and policies built
around the responsible consumption of alcohol.

AIM Social, Scientific And Medical Council
Helena Conibear, Executive and Editorial Director, AIMAlcohol in Moderation, UK
Professor Alan Crozier, Research Associate, Department
of Nutrition, UC Davis, US
Professor R. Curtis Ellison, Chief, Emeritus, Section
of Preventive Medicine & Epidemiology; Professor of
Medicine, Boston University School of Medicine, US
Harvey Finkel MD, Clinical Professor of Medicine
(oncology and haematology), Boston University School
of Medicine, US
Professor Adrian Furnham, Professor in Psychology and
occupational psychology, University College London, UK
Giovanni de Gaetano, MD, PhD, Head of the Department
of Epidemiology and Prevention, IRCCS Istituto
Neurologico Mediterraneo NEUROMED, Pozzilli, Italy
Tedd Goldfinger FACC, FCCP, President, Desert Heart
Foundation, Tucson, University of Arizona, US
Professor Dwight B. Heath, Anthropologist, Professor
Emeritus of Anthropology, Brown University, US
Professor OFW James, Emeritus Professor of Hepatology,
Newcastle University, UK
Arthur Klatsky MD, adjunct investigator at the Kaiser
Permanente Northern California Division of Research, US
Lynn Gretkowski MD, Obstetrics and Gynaecology,
Faculty member Stanford University, US
Ellen Mack MD, Oncologist
www.alcoholinmoderation.com

Professor JM Orgogozo, Professor of brain science,
Institut de Cerveau, University of Bordeaux, France
Stanton Peele PhD, Social Policy Consultant, US
Prof Susan J van Rensburg MSc, PhD, Emeritus
Associate Professor in the Division of Chemical
Pathology, Tygerberg Hospital, University of
Stellenbosch, South Africa
Arne Svilaas MD, PhD, Chief Consultant, Lipid Clinic, Oslo
University Hospital, Oslo, Norway.
Dr Erik Skovenborg, Scandinavian Medical Alcohol Board
Creina S Stockley MSc, MBA, PhD, Health and Regulation,
The Australian Wine Research Institute, Australia
Professor Pierre-louis Teissedre, PhD, Faculty of
Oenology–ISVV, University Victor Segalen Bordeaux,
France
Dag Thelle MD, PhD, Senior Professor of Cardiovascular
Epidemiology and Prevention, University of Gothenburg,
Sweden; Senior Professor of Quantitative Medicine at the
University of Oslo, Norway
David P van Velden MD, Dept of Pathology, Stellenbosch
University, Stellenbosch, South Africa
David Vauzour PhD Senior Research Associate,
Department of Nutrition, Norwich Medical School, 		
University of East Anglia, Norwich, UK
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