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Alcohol industry influence 

•  Target vulnerable populations: youth, females, LGBT 

•  Misdirect with voluntary self-regulation charade 

•  Fund public relations/education/”responsibility” programs 

•  Focus specific marketing activities on public health-related causes 
such as breast cancer, HIV/AIDS, LGBT Pride & equality, natural 
disaster response, & American veterans returning home from 
service. 
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Alcohol & Breast Cancer 
•  The International Agency for Research on Cancer has classified 

beverage alcohol as a group 1 (cancerous to humans) 
carcinogen since 1988. 

 
 
•  Globally, alcohol-attributable cancers account for 25% of alcohol 

related deaths for women and 18% for men—making it one of 
the largest entirely avoidable risk factors. 

 
 
•  Alcohol use is a leading cause of cancer—and one of the largest 

avoidable and modifiable risk factors—even when used 
moderately. 









Alcohol & HIV 
•  Alcohol use is a leading factor in the increased incidence of HIV, 

strongly and consistently associated with two major modes of 
HIV transmission: high-risk sexual behaviors (unprotected sex, 
multiple partners, sex with partners at high risk) and injection 
drug use. 

•  Alcohol impairs immune function, plays a role in increased viral 
replication, and causes adverse effects on treatment adherence. 

•  Alcohol can also complicate the long-term health outcomes of 
HIV-positive individuals. 

•  Alcohol use is one of the most modifiable factors contributing to 
the risk of HIV infection as well as to the progression of HIV/
AIDS. 
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What industry gets 

•  Public relations 
•  Advertising – target audience(s) 
•  Tax breaks 
 
•  Credibility – with drinkers, legislators, other 

policymakers, regulators, investors, stockholders, 
NGOs 

 
•  Brand awareness, loyalty 
•  Positive brand image 
•  A brand-specific community 
•  Engagement with the brand 



What the public gets 
•  Promotion of a carcinogen and risk factor for serious, 

traumatic, costly infectious and noncommunicable 
diseases 

•  Donation details that are not transparent or easily 
accessible 

•  Disclosed donation amounts that are in no way 
comparable to the cost of the alcohol-related harm 

•  Conflict of interest: Alcohol producers using disease- or 
harm-specific campaigns to sell specifically-designed 
products that contribute to the specific harm a portion 
of their sales is supposedly going to address. 

 
 



What can be done? 
Industry 
•  Refrain from using cause marketing to sell alcohol products 

•  Ban cause marketing in industry voluntary self-regulatory 
guidelines 

•  If corporate donations are made, do not associate them with 
product or PR campaigns 

Government 
•  Investigate cause marketing claims as misleading, deceptive, or 

unfair to the public 

Media 
•  Stop playing into the cause marketing ploy. Articles and blog posts 

about the products gives industry more free PR. 



Industry: Stop cause marketing 

“We can’t waste  
another October. 

 
 End pinkwashing & 
stop cancer before it 

starts.” 
 

Karuna Jaggar 
Executive Director, Breast 

Cancer Action 
 



Alcohol Justice promotes evidence-based public health 
policies and organizes campaigns with diverse communities 

and youth against alcohol-related harm. 
 
 

•   Increase alcohol taxes and fees 

•   Remove dangerous, youth-oriented products from the market 

•   Restrict alcohol advertising & promotions 

•   Support state control of alcohol distribution and sales 


