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TELEVISION, ALCOHOL ADS AND YOUTH 
 
As shown in the Center on Alcohol Marketing and Youth's December 2006 report, Still Growing After All These Years: 
Youth Exposure to Alcohol Advertising on Television, 2001–2005, alcohol companies spent $4.7 billion to place 1.4 
million advertisements for alcoholic beverages on television from 2001 to 2005. 

Alcohol advertising on television—and youth exposure to it—grew dramatically between 2001 and 2005:  

• Teens aged 12 to 19 ranked ads for Bud Light as number one and Budweiser as number four when asked to 
choose their favorite television commercial in a spring 2005 study. Among the other brands ranked behind 
Budweiser in popularity in teens' top 10 were GEICO, Six Flags, Pepsi and Quiznos ads.1  

• Everyone is seeing more alcohol ads on television. From 2001 to 2005, youth (ages 12 to 20) exposure to those 
ads increased by 41%, compared to a 39% increase in exposure to young adults (ages 21 to 34), and a 48% 
increase in adult (age 21+) exposure.2  

• The number of alcohol ads placed on programming more likely to be seen by youth ages 12 to 20 than adults age 
21+ has trended downwards over the past five years, but remains above 2001 levels. As a percentage of alcohol 
product advertising on television, the number of such ads fell from 25% (56,852 ads) in 2001 to 20% (60,811 ads) 
in 2005.3,4  

• Driving the increases in alcohol advertising on television from 2001 to 2005 was the historic increase in ads for 
distilled spirits on national cable networks—from 1,973 in 2001 to 46,854 in 2005. Spending on distilled spirits 
advertising on television grew from $5 million in 2001 to $122 million in 2005.5 

Teens' favorite television programs had alcohol advertising:  

• Programming popular with teens is filled with alcohol advertising. Since 2001, alcohol ads have appeared every 
year on 13 or more of the 15 programs most popular with teens ages 12 to 17.6  

• Throughout 2005, alcohol companies placed more than 1,300 ads on 14 of the 15 programs most popular with 
teen audiences, including Lost, Desperate Housewives, Monday Night Football and CSI, at a cost of nearly $38 
million.7  

• Youth overexposure to alcohol advertising is most likely to occur on cable television. In 2001, 60% of youth 
overexposure was on cable television, while in 2005, 93% of overexposure was on cable. On three cable networks 
– Comedy Central, VH1 and BET – youth were consistently overexposed to alcohol advertising every year from 
2001 to 2005. In 2005, youth were more likely to see alcohol advertisements on these networks than young adults 
ages 21 to 34, a group often mentioned as the industry's target audience.8 
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