Alcohol Retail
Marketing and
Product Availability
in Oregon
This report describes how Oregonians are exposed to alcohol
products and marketing in the places they shop every day.
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Assessing Alcohol Marketing
in Oregon Stores
In 2018, Oregon Health Authority (OHA) conducted the Tobacco and Alcohol Retail Assessment,
a statewide assessment of tobacco and alcohol advertising, marketing and promotion in locations
where people shop daily. The assessment’s goal is to examine alcohol and tobacco marketing in
retail locations.‡
To collect data in a clear and objective way, OHA trained and partnered with teams of local
health department staff, nonprofit organizations, tribes and community volunteers to use a
standard assessment tool. These teams visited retailers that sold tobacco and were accessible to
youth younger than 18. The retail assessment led to new collaborations between OHA Tobacco
Prevention and Education Program (TPEP) and OHA Alcohol and Other Drug Prevention
Education and Program (ADPEP), as well as prevention coalition members, health department
staff, volunteers, and youth.
Assessment findings provide a snapshot of tobacco retailers that sell alcohol across Oregon and
shed light on the ways the industry advertises and markets to Oregonians, particularly youth.
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‡
The 2018 tobacco retail assessment report has been produced separately and is available here https://smokefreeoregon.com/retailassessment/. The
assessment was based on the Standardized Tobacco Assessment of Retail Settings but was modified to include an extensive assessment of alcohol in
the retail environment. The assessment does not include locations that sell alcohol but not tobacco, such as CVS, Grocery Outlet, or Target.
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Targeted Alcohol Marketing
Flavored alcohol products that mask the harsh taste of alcohol, including flavored malt beverages,
are widely available in retail stores.
The National Institute on Drug Abuse refers to flavored malt beverages as “alcopops” because
they are sweet, carbonated drinks offered in a variety of fruit flavors.20 These widely available
drinks may appeal to youth and encourage youth to drink more. More than four out of five
retailers in the assessment sold alcopops.
Malt liquor is another alcoholic beverage that masks higher alcohol content with a sweeter
or neutral flavor. Malt liquor is heavily marketed to African American, Native American and
Hispanic communities.19

A 24-ounce flavored malt beverage contains the same amount of alcohol as a
bottle of wine and two times the amount of sugar as a can of soda.

+
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Alcohol is more heavily advertised
in neighborhoods with more youth
of color than in mostly white
neighborhoods. Increased exposure
to advertising can lead to increased
alcohol consumption.19

“

For alcohol, the biggest trend
I noticed is that virtually
every type of alcohol product
is now available in a single
can for purchase. Cans are
inherently thought of as a
single serving because there is
no way to close them to keep
the beverage fresh in order to
finish it at another time. I saw
wine, hard cider, hard tea,
hard lemonade, malt liquor,
flavored malt liquor, hard
seltzers, beer, and flavored
beer (sold in single cans).
— Volunteer
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To Find Out More,
Check Out the Resources Below:
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Oregon Health Authority. Oregon Behavioral Risk Factor
Surveillance System (BRFSS), 2017. https://www.oregon.gov/
oha/PH/DISEASESCONDITIONS/CHRONICDISEASE/
DATAREPORTS/Documents/datatables/ORAnnualBRFSS_
riskfactors.pdf
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Trust for America’s Health and Well Being Trust analysis
of data from National Center For Health Statistics, CDC.
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wp-content/uploads/2019/03/FINAL-WBT-TFAH-2019PainNationUpdateBrief-1-1.pdf.
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Oregon Health Authority, Public Health Division, Prevention and
Health Promotion. Alcohol-related deaths. (2018). Accessible via:
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alcoholdeaths.pdf.
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Oregon Public Health Division. Oregon Health Authority.
CD Summary: What is Killing Oregonians: The public
health perspective(s). https://www.oregon.gov/OHA/PH/
DISEASESCONDITIONS/COMMUNICABLEDISEASE/
CDSUMMARYNEWSLETTER/Documents/2012/ohd6115.pdf.
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U.S. Department of Health and Human Services. The Surgeon
General’s Call to Action To Prevent and Reduce Underage Drinking.
U.S. Department of Health and Human Services, Office of the
Surgeon General, 2007. Available at: http://www.surgeongeneral.gov/
topics/underagedrinking/calltoaction.pdf.
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Substance Abuse and Mental Health Services Administration.
Report to Congress on the Prevention and Reduction of Underage
Drinking. External. Rockville, MD: U.S. Department of Health and
Human Services; 2017. https://store.samhsa.gov/product/Report-toCongress-on-the-Prevention-and-Reduction-of-Underage-Drinking/
PEP14-RTCUAD
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Oregon Health Authority. Oregon Healthy Teens (OHT),
2019. Accessible via: https://www.oregon.gov/oha/PH/
DISEASESCONDITIONS/CHRONICDISEASE/
DATAREPORTS/Documents/datatables/ORAnnualOHT_Alcohol.pdf.
“State laws to reduce the impact of alcohol marketing on youth:
Current Status and Model Policies,” n.d. http://camy.org/_docs/
research-to-practice/promotion/legal-resources/state-ad-laws/
CAMY_State_Alcohol_Ads_Report_2012.pdf

What do tobacco advertising restrictions look like today? https://
truthinitiative.org/news/what-do-tobacco-advertisingrestrictions-looktoday.
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Federal Trade Commission. Press Release: FTC Releases Fourth
Major Study on Alcohol Advertising and Industry Efforts to Reduce
Marketing to Underage Audiences ‘(2014). Accessible via: https://
www.ftc.gov/news-events/press-releases/2014/03/ftc-releases-fourthmajor-study-alcohol-advertising-industry.
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Anderson P, De Bruijn A, Angus K, et al. Special issue: the message
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Alcohol. 2009;44:229–243.
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use of alcohol. Geneva: WHO, 2010. Available at: http://www.who.
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