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Time to blow the whistle on alcohol sport sponsorship

Alcohol Focus Scotland (AFS) is the national charity
working to prevent and reduce alcohol harm.
We want to see fewer people have their health
damaged or lives cut short due to alcohol, fewer
children and families suffering as a result of other
people’s drinking, and communities free from
alcohol-related crime and violence.

Scottish Health Action on Alcohol Problems (SHAAP)
represents the Medical Royal Colleges in Scotland and
the Faculty of Public Health in Scotland, providing the
authoritative medical and clinical voice on the need to
reduce the impact of alcohol-related harm on the health
and wellbeing of people in Scotland and the evidencebased approaches to achieve this.
ACKNOWLEDGEMENTS
AFS and SHAAP would like to thank Dr Richard Purves and
Dr Nathan Critchlow for their assistance with this report.

Page b

Recommendations for action

EXECUTIVE SUMMARY
Sport sponsorship provides an important and unique route for alcohol
companies to promote their brands. It capitalises on our love of sport and
emotional connections to our teams and players, so that we associate
alcohol brands with healthy activity and high-performing athletes.
New research from the Institute for Social
Marketing and Health at the University
of Stirling illustrates the extent, nature,
and frequency of alcohol sponsorship in
professional* football and rugby union in
Scotland. The key finding is that while only
a small proportion of football and rugby
union sponsors are alcohol companies,† the
wraparound nature of alcohol sponsorship
means that when it is present, it is frequent
and pervasive. Sport sponsorship provides
alcohol companies with a high-profile
and highly attractive means of reaching
large numbers of people, influencing
how much and how often they consume
alcohol. These findings highlight the need
for statutory restrictions to protect
people – particularly the young and
vulnerable – from the influence of
alcohol sport sponsorship.

*

We note that a number of the teams in the lower leagues of
the Scottish Professional Football League and the Scottish
Women’s Premier League are not professional. However,
for the purposes of this report, the term professional is used
throughout.

†

Alcohol companies refer to alcohol producers and
distributors but not retailers selling the products.

Sport should be something that inspires
good health and active participation,
and its use as a promotional vehicle for
addictive and health-harming products is
inappropriate.

Alcohol Focus Scotland (AFS) and
Scottish Health Action on Alcohol
Problems (SHAAP) recommend that
the Scottish Government should end
alcohol sponsorship of professional
sport, ensuring that comprehensive
and robust restrictions form part of a
broader strategy to control alcohol
marketing in Scotland.
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BACKGROUND
Despite recent reductions in average
alcohol consumption,1 Scotland’s
problematic relationship with alcohol
continues. Around a quarter of adults drink
above the Chief Medical Officers’ low-risk
drinking guidelines,1 and a fifth of 15 year
olds report drinking alcohol in the past
week, an increase from previous years
which counters the long-term downward
trend in alcohol consumption among
children.2 Nearly 4,000 people die as a
result of alcohol each year in Scotland,3
with alcohol death rates currently twice
what they were 30 years ago and almost
double those of our English neighbours.1
Alcohol companies invest billions of pounds
a year in marketing their products,4 aiming
not only to increase market share, as they
commonly claim, but also to increase
consumption, target heavy drinkers and
recruit new drinkers.5 6 Exposure to this
marketing activity is associated with
drinking initiation and increased alcohol
consumption.7 8 9 10 11
Young people and those in recovery from
alcohol dependence are particularly
susceptible to the influence of alcohol
marketing.

Recent research, which used the
same methodology – the Bradford Hill
criteria – which was used to establish
the causal link between tobacco and
cancer, has revealed that alcohol
marketing exposure is a cause of binge
drinking and drinking onset among
young people.12
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It also influences their attitudes13 and
increases their likelihood of developing
problems with alcohol later in life.14 For
people who have experienced alcohol
problems, alcohol marketing is a common
‘environmental trigger’ for relapse as it
stimulates the desire to drink. Those in
recovery from alcohol dependence have
highlighted “the persistent availability and
marketing of alcohol” as a significant risk to
their abstinence or moderation.15
Although research into the effects of
alcohol marketing has focused on the
young, it is likely that the widespread
marketing of alcohol contributes to the
high levels of alcohol consumption, and
associated harm, experienced by the
general population.7 16 This has led the
World Health Organization to encourage
countries to implement controls on alcohol
marketing, which they identify as one of
the three ‘best buys’ for alcohol policy,17
and as a high-impact strategy for reducing
the harmful use of alcohol and related
consequences.18
Sport sponsorship provides an important
and unique route for alcohol companies to
promote their brands. By capitalising on the
existing appeal and emotional connections
that we have with sports teams and
competitions, sponsorship provides alcohol
companies with a high-profile opportunity
to reach larger and more captive
audiences than may be possible through
other marketing activities. Sport sponsorship
has also been associated with increased
consumption and drinking onset amongst
children and adults who play sport.19
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AFS and SHAAP commissioned the Institute
for Social Marketing and Health at the
University of Stirling to examine the extent of
alcohol sponsorship in professional football
and rugby union in Scotland, with a view
to addressing a number of gaps in our
current understanding. These include the
extent of alcohol sport sponsorship, what
forms alcohol sponsorship takes, and how
frequently viewers and spectators may be
exposed.

All data were collected in 2018 and 2019,
and mostly relate to the 2018/2019 sporting
season. Full methodology and findings
are reported in, ‘The extent, nature, and
frequency of alcohol sport sponsorship in
professional football and rugby union in
Scotland’.20
This report provides an overview of the
findings, with discussion of what this means
for alcohol sport sponsorship in Scotland
and recommendations from AFS and
SHAAP for the Scottish Government.

Three interlinked studies
were undertaken:
1. An open source audit of official
sponsorship arrangements, to
assess the extent to which football
and rugby union teams and
organisations in Scotland are
sponsored by alcohol companies.
2. Four in-depth case studies, to scope
the different marketing activities that
are utilised to promote partnerships
between football and rugby union
teams and alcohol companies.
3. A frequency analysis of all verbal
and visual references to alcohol
marketing observed in seven
televised broadcasts of professional
football and rugby union matches in
Scotland.
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RESEARCH FINDINGS
The extent of alcohol sport sponsorship
• Overall, alcohol companies represented
only 7% of the main sponsors or partners
recorded in the audit, with support
received from a diverse variety of other
companies (ranging from construction
and building firms to IT and digital
services).
• The majority of the teams audited (61%)
had no sponsorship relations with alcohol
companies.

• The proportion of alcohol sponsors was
higher among rugby union teams (15% of
all sponsors) than for football teams (4%
of all sponsors).
• The rugby union teams and organisations
audited had at least four alcohol
sponsors or partners each.
• Alcohol sponsorship was less prevalent
in football; a third of the teams and
organisations audited had at least one
alcohol sponsor or partner.

Image 1: Example of sponsor branding on pitch-side hoardings
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• Among the football teams, alcohol
sponsorship appeared more prevalent
within the Scottish Premier League (half
of the teams had at least one alcohol
sponsor) compared to the Scottish
Championship (a third of the teams had
at least one alcohol sponsor).
• Due to a lack of publicly available
information, it was not possible to identify
the total monetary value of alcohol
sponsorship to each club or organisation,
or how this compared to sponsorship
from other sources.
• Other sponsors that had an association
with alcohol such as the hospitality
sector (e.g. hotels, restaurants, pubs),
constituted a small proportion of overall
sponsors.

Image 2: The Tennent’s Up & Under Bar at Murrayfield
stadium

Image 3: Magners printed on the back of the team shirts
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The wraparound nature of alcohol sport
sponsorship activities
The case studies found that alcohol
sport sponsorship represents a variety of
sophisticated and often interconnected
activities, including:
• alcohol brand logos on match and
training strips;

• extensive social media activity (including
interactive content);
• partnership activity promoting the brand
or product via visits to breweries and
distilleries;
• competition tie-ins; and

• advertising inside and outside the stadiums;
• exclusive ‘pourage rights’ within the
stadiums and fan zones;
‡

• limited edition products which feature the
names of teams and their achievements;

Image 4: Example of limited edition products
‡
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Where the sponsor has a commercial agreement to sell or
supply their products at specified events.

• players, managers or coaches featuring
in adverts.
By featuring players in social media
adverts for alcohol brands, it appears that
these players are endorsing the products.

Image 5: Training kit sponsors get regular exposure
as images of the team training are used on social
media, the club website, and in print and broadcast
news reports
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Image 6: Example of advertising inside stadiums

Purchasing or consuming the product then
may become aspirational for the consumer
in order to emulate, or be similar to, their
sporting heroes.
Likewise, releasing limited edition
products that feature a specific event
or achievement as part of the name or
packaging means that fans are enticed
to purchase these items in order to feel as
though they are part of the event and
share in their team’s achievements.

The wraparound effect of alcohol
sponsorship was most pronounced among
the most high-profile teams. In these cases,
alcohol sponsorship appeared through
a variety of interconnected marketing
activities associated with the club,
ranging from the logos on their shirts and/
or training kits, brand presence on social
media (which engages fans throughout
the week, not just on match days), and
sales in their hospitality area.
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The frequency and nature of alcohol sport
sponsorship in televised broadcasts
• Viewers were frequently exposed to
alcohol marketing during televised
broadcasts for football and rugby union.
• Most alcohol marketing references
appeared in prominent places and during
the match. Examples included static and
electronic pitch-side advertising and
sponsorship logos on players’ shirts.
• Alcohol marketing references were most
frequent in the televised broadcasts of
rugby union.

During the live Six
Nations rugby union
match between
Scotland and
England there was
an alcohol reference
every 15 seconds.

• Almost all alcohol marketing references
during this broadcast involved explicit
promotion of a brand, particularly
through the use of logos and slogans.
The remainder were of alcohol being
consumed in the crowd.

Image 7: Pitch-side hoardings are visible throughout matches to spectators, on the TV and in reproduced media
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Image 8: Glen Moray logo positioned on back of shorts can be seen during scrums and so is commonly visible
during matches and reproduced media

• Attempts were made to analyse a
Scottish club-level rugby union match
but there were so many references visible
throughout that it was not possible to
code. This included logos on all player
and match official shirts, pitch-side
advertising, and advertising on posts
around the pitch and on corner flags.
• There were no references in the
international football matches analysed.

There was an alcohol marketing
reference every
– 98 seconds in the live Scottish
Premier League match
– 71 seconds in the live Scottish Cup
Final
– 57 seconds in
the highlights of
Scottish Premier
League football
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DISCUSSION
Alcohol sport
sponsorship in
Scotland: small
numbers, big impact
This new research provides, for the first
time, insight into the extent, nature, and
frequency of alcohol sponsorship within
Scotland’s most popular spectator
sports, football and rugby union. The
findings suggest that despite alcohol
companies constituting a small
proportion of the overall number of
sponsors in football and (to a lesser
extent) rugby union, the comprehensive
and sophisticated nature of sponsorship
activity exposes people in Scotland to
high levels of alcohol marketing.

Tens of thousands attend matches in person
every week 21 alongside the millions who
watch televised Scottish football and rugby
union.22 23 24 In line with previous research,
this study demonstrates that televised
broadcasts of professional sports provide
a high-profile platform for exposure to
alcohol marketing.25 26 27 28 In addition, the
multifaceted and sophisticated nature
of alcohol sponsorship ensures it is highly
visible and stands out to consumers,
drawing upon a variety of techniques to
both explicitly promote products (e.g. pitchside advertising) and subtly blend them
among existing attractive and stimulating
content (e.g. logos on players’ match shirts).
It is also clear that many sponsorship
activities blur the line between marketing
content and promotion of the sports team.
This is particularly evident on social media.

Image 9: Branding is highly visible on posts, the ball and players’ strips
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For example, social media posts included
photographs showing players training in
alcohol branded kits and holding branded
shirts, players featured in video marketing
on YouTube, and brand logos displayed
during live match updates. In such cases,
the posts appear to simply be promoting
the team and their players, yet the alcohol
sponsorship is subtly omnipresent, not just on
match day but every day.
This is in keeping with the increased focus
(and associated spending) by alcohol
companies on digital and social media
marketing.29 30 By targeting specific groups
of consumers and encouraging active
engagement with the brand, including peer
sharing, digital marketing is more effective in
capturing and capitalising on the attention
of consumers than traditional forms of
marketing. Digital media, such as watching
videos and social networking, are particularly
popular among children and younger
people.31 32 The sophisticated nature of this
activity makes it difficult for young people to
recognise that they are being marketed to.33

Image 10: Magners have a presence throughout
hospitality areas at Celtic Park

Image 11: Example of sponsor advertising outside the stadium
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Why sport sponsorship
matters
Billions of pounds are invested each year
by alcohol companies in marketing their
products.4 This is with an aim not only to
increase market share, as they commonly
claim, but also to increase consumption,
target heavy drinkers and recruit new
drinkers.5 6 Exposure to such activity has
been associated with increased alcohol
consumption and drinking initiation.7 8 9 10 11
Sport sponsorship has also been found to
reach and influence children and young
people.
A recent survey found that almost a third
of 11-19 year olds in the UK recalled seeing
alcohol sponsorship for sports or events at
least weekly, while one in twenty recalled
seeing alcohol sponsorship daily or almost
daily.34
Young people are also able to recall
specific brands they have seen sponsoring
sporting events or teams,35 and exposure to
alcohol sport sponsorship has been shown
to influence drinking behaviour, increasing
consumption amongst young people.19

Image 13: Drawing of football pitch-side advertising
by child at Children’s Parliament workshop

In Scotland, research found that children
aged 10-11 years old strongly associated
football clubs and tournaments with the beer
brands that sponsor them; almost half of all
children (47%) and 60% of boys correctly
associated Carling beer with the Scottish
national football team (Carling sponsored the
Scottish Football Association until 2014).36
In 2019, Children’s Parliament Investigators
found 9-11 year olds had awareness and
knowledge of alcohol sport sponsorship.37
For instance, during a school workshop, one
child drew football pitch-side advertising
and spoke of the specific sponsorship
activity he had encountered:
The Champions League sponsor
is Heineken. The logo is green and
black. At the start of the match, they
announce the sponsor and you can see
the adverts all over the stadium.

The Children’s Parliament Investigators
called for an end to alcohol sponsorship
of events at which children may be
present in order to ensure all children
grow up in an environment free from the
negative impact of alcohol.37

Image 12: Pitch-side hoardings are highly visible
throughout matches
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Value of alcohol sport
sponsorship
The financial details of sponsorship
deals are rarely disclosed by sponsors or
recipients, meaning little information is
publicly available about the financial value
of sponsorship deals. Nonetheless, this new
research helps us draw some inferences
regarding the potential significance of
alcohol sport sponsorship.
It shows that alcohol sponsors are attracted
to sporting organisations that offer the
largest opportunities for people to see
their messages, such as through potential
for televised matches and thousands of
fans attending live matches. Larger or
more successful teams were more likely
to be sponsored by large international
alcohol brands, whereas alcohol-related
sponsorship of the smaller club from the
lower league was limited to advertisements
within the stadium for local on-trade
hospitality premises.
This suggests that any restrictions on
sponsorship by alcohol companies would
directly affect a minority of clubs, and may
have less impact on smaller or lower-league
clubs, as they appear to be less dependent
on alcohol companies for sponsorship. In
addition, larger or more successful clubs are
plausibly more likely to attract replacement
sponsors given their popularity and visibility.
Previous experience suggests that placing
restrictions on what can be marketed
during professional sport does not have
any lasting negative impacts. For example,
the money coming into Australian sport did
not reduce after a federal ban on tobacco
advertising and sponsorship was imposed,
with revenue actually increasing by 45%
between implementation of the ban in 1996
and 2000.38 Furthermore, a UK simulation
estimated that 86% of lost revenues would
be replaced immediately by other sponsors

Image 14: Example of small pitch-side hoardings for
local businesses

if a comprehensive ban of alcohol and
gambling sponsorship were implemented.39
Recent figures illustrate that sponsorship
and commercial revenue made up only
26% of total SPL revenue in 2018: the majority
of revenue came from TV deals, UEFA and
gate receipts.40
The experience of the governing body
Scottish Women’s Football (SWF) in refusing
sponsorship from alcohol companies41 42 for
the past few years demonstrates that sports
organisations can thrive without it. SWF view
alcohol sport sponsorship as incompatible
with their goals of promoting a healthy
lifestyle and believe positioning themselves
as a ‘clean’ sport is beneficial not only
to those who participate in and follow
women’s football, but also to the long-term
growth and sustainability of their business. 43

SWF believe positioning themselves as
a ‘clean’ sport is beneficial not only to
participants but also to the growth and
sustainability of their business.
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Learning from elsewhere
Experience from restricting tobacco
marketing in the UK and alcohol
marketing in France suggests that the
most effective way to protect people
from exposure to alcohol marketing is
to introduce comprehensive restrictions
on a statutory basis, with robust
monitoring and enforcement backed
by sufficient sanctions.

Key lessons from tobacco
Sport sponsorship restrictions for tobacco
were introduced in the UK as part of a
comprehensive package of measures
through the Tobacco Advertising and
Promotion Act 2002. Regulations provided
for time-limited exceptions to the
prohibitions of these channels, with the ban
coming into effect in July 2003 for domestic
sport and July 2005 for world sport.
Research on the impact of tobacco
promotion and advertising restrictions
showed a decline in awareness of tobacco
sponsorship in countries where a ban
was imminent (Canada and the UK),
compared to countries where regulation
was unchanged (Australia and USA).44 It was
suggested that this decline was probably

Image 15: Ferrari race car and the driver’s clothing
in early 2010
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due to a decrease in the number and
promotion of sponsorships as the prohibition
date neared, with contracts not being
renewed or extended. The research also
highlighted the importance of not allowing
exemptions, showing significantly higher
levels of awareness of sport sponsorship
where exemptions were allowed (e.g.
Formula One racing).44
Although the UK tobacco legislation
included restrictions on some indirect
advertising through its brandsharing
regulations,45 tobacco companies continued
to promote their brands indirectly through
‘alibi marketing’. This is where conventional
logos or brand names are replaced with
key, identifiable components of the brand
identity. Malboro displayed white bar codes
that closely resembled their cigarette packs
on Formula 1 cars for five years after the
sponsorship ban came into effect.46 These
are longstanding tactics used by tobacco
companies47 and highlight the need for
careful drafting of the legislation to take
into account contemporary marketing
practices and to avoid the exploitation of
any legislative loopholes.

Recommendations for action

Key lessons from France
The French Évin Law (the ‘Loi Évin’),
in place since 1991, lists the specific
situations in which alcohol advertising
is allowed and bans any activities
that are not explicitly permitted.
Sponsorship of cultural and sporting
events is not listed and is therefore
prohibited. The legislation successfully
prevented Budweiser from sponsoring
the World Cup held in France in 1998,
with advertising rights sold to electronic
goods company, Casio.48 The legislation
also limited Heineken’s sponsorship of the
European Rugby Champions Cup before
2014 to the name ‘H Cup’ in France.49
When compared with those found by the
same researchers in the UEFA EURO 2016
tournament held in France, the alcohol
marketing references in the new Scottish
study were both more frequent and
more explicit.50

This suggests that France’s prohibition
of sport sponsorship is more effective in
controlling the volume and explicitness
of marketing than the self-regulatory
approach employed in Scotland. In
keeping with international research that
has questioned the effectiveness of selfregulatory codes,51 52 53 54 this demonstrates
the clear advantages of statutory
regulation.
The fact that some alcohol marketing did
take place at the EURO 2016 tournament
in France, where sport sponsorship is
prohibited, shows that alcohol companies
will seek to undermine restrictions that
are in place. Mirroring the tactics used
by tobacco companies in response to
marketing restrictions, such activity strongly
signifies the need for rigorous monitoring
and enforcement of restrictions, and
sufficient sanctions that would outweigh
any potential benefits of circumventing
them.50

Image 16: Alibi marketing during UEFA EURO 2016
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RECOMMENDATIONS
1

The Scottish Government should end alcohol sponsorship of
professional sport.

Alcohol sport sponsorship promotes a culture of harmful alcohol use, and influences
drinking behaviour.12 19 Given the evidence that self-regulation of alcohol marketing is
not effective in reducing exposure,51 52 53 54 and the causal association between exposure
and underage drinking,12 the Scottish Government should bring forward proposals for
legislation to ban alcohol sponsorship of professional sport.

2

Restrictions on alcohol sport sponsorship should be
comprehensive and robust.

Sport sponsorship is a sophisticated mix of interconnected activities. The experience of
restricting tobacco sponsorship and of implementing alcohol sponsorship restrictions in
other countries demonstrates the necessity of regulations that are comprehensive and
robust in nature.
Statutory restrictions on alcohol sport sponsorship should cover all marketing activities,
including:
•
•
•
•
•
•
•
•
•

alcohol brand logos on match and training strips;
advertising within stadium grounds;
exclusive ‘pourage rights’ within stadiums and fan zones;
sports iconography on alcohol products (and vice versa);
social media activity;
competition tie-ins;
players, managers or coaches featuring in adverts;
partnership activity promoting brands or products; and
brandstretching and alibi marketing practices.

Such an approach minimises the opportunity for displacement of sponsorship activity
and helps future-proof against innovative marketing strategies.
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3

A rigorous and independent monitoring and enforcement
programme should accompany sport sponsorship restrictions

Adequate regulation requires a credible threat of enforcement. Robust sanctions, such
as substantial financial penalties, are necessary for restrictions to be effective and
meaningful.55 A rigorous monitoring and enforcement programme is required both to
ensure compliance and to enable sanctions to be applied in a timely manner. This would
also allow the regulations to be kept under review, ensuring they remain effective in light
of market innovation.
Monitoring and enforcement arrangements must be fully transparent and independent
from the alcohol and advertising industries and any other commercial interests where
there could be a conflict of interest.

4

Sport sponsorship restrictions should form part of a broader
strategy to address alcohol marketing

Sport sponsorship is only one of a range of activities used to market alcohol products.
Analysis of internal advertising agency documents has highlighted the importance of
the cumulative effect of the ‘marketing mix’ as a whole in the promotion of unhealthy
products.56 The greatest impact on reducing harmful alcohol use would be achieved
through a comprehensive ban on alcohol marketing, including advertising, promotion,
and sponsorship, as opposed to a ban on certain forms of marketing only.57
The forthcoming Scottish Government consultation on alcohol marketing, expected later
this year, should include consideration of wider restrictions on alcohol marketing.

Page 17

Time to blow the whistle on alcohol sport sponsorship

REFERENCES
1

2

Giles, L., & Robinson, M. (2019). Monitoring

8

Anderson, P., De Bruijn, A., Angus, K., Gordon,

and Evaluating Scotland’s Alcohol Strategy:

R., & Hastings, G. (2009). Impact of alcohol

Monitoring Report 2019. Edinburgh: NHS Health

advertising and media exposure on adolescent

Scotland. http://www.healthscotland.scot/

alcohol use: a systematic review of longitudinal

media/2587/mesas-monitoring-report-2019.pdf

studies. Alcohol and Alcoholism, 44(3), 229-243.

Scottish Government (2019). Scottish Schools

9

Smith, L. A., & Foxcroft, D. R. (2009). The effect of

Adolescent Lifestyle and Substance Use Survey

alcohol advertising, marketing and portrayal on

(SALSUS): Alcohol Report (2018). Edinburgh:

drinking behaviour in young people: systematic

Scottish Government. https://www.gov.scot/

review of prospective cohort studies. BMC Public

publications/scottish-schools-adolescent-lifestyle-

Health, 9(1), 51.

substance-use-survey-salsus-alcohol-report-2018/
10 Jernigan, D., Noel, J., Landon, J., Thornton, N.,
3

Tod, E., Grant, I., Wyper, G., Stockton, D., Robinson,

& Lobstein, T. (2017). Alcohol marketing and

M., McCartney, G., Fischbacher, C., Craig, N.,

youth alcohol consumption: a systematic

Mesalles-Naranjo, O. & Dobbie, R. (2018). Hospital

review of longitudinal studies published since

admissions, deaths and overall burden of disease

2008. Addiction, 112, 7-20.

attributable to alcohol consumption in Scotland.
Edinburgh: NHS Health Scotland. http://www.

11 Scott, S., Muirhead, C., Shucksmith, J., Tyrrell, R.,

scotpho.org.uk/media/1597/scotpho180201-bod-

& Kaner, E. (2017). Does industry-driven alcohol

alcohol-scotland.pdf

marketing influence adolescent drinking
behaviour? A systematic review. Alcohol and

4

For example, Diageo spent over £2 billion in

Alcoholism, 52(1), 84-94.

2019. Diageo (2019). Diageo Annual Report 2019.
London: Diageo. https://www.diageo.com/

12 Sargent, J.D. & Babor. T.F. (2020). The Relationship

PR1346/aws/media/7946/b3801-000797_diageo_

Between Exposure to Alcohol Marketing and

ar2019_strategic-report.pdf

Underage Drinking Is Causal. Journal of Studies
on Alcohol and Drugs, Journal of Studies on

5

Maani Hessari, N., Bertscher, A., Critchlow, N.,

Alcohol and Drugs, S19, 113-124.

Fitzgerald, N., Knai, C., Stead, M., & Petticrew, M.
(2019). Recruiting the “Heavy-Using Loyalists of

13 McClure, A. C., Stoolmiller, M., Tanski, S. E., Engels,

Tomorrow”: An Analysis of the Aims, Effects and

R. C., & Sargent, J. D. (2013). Alcohol marketing

Mechanisms of Alcohol Advertising, Based on

receptivity, marketing-specific cognitions, and

Advertising Industry Evaluations. International

underage binge drinking. Alcoholism: Clinical

Journal of Environmental Research and Public

and Experimental Research, 37, E404-E413.

Health, 16(21), 4092.
14 Donaldson, L. (2009). Guidance on the
6

7

Hastings, G., Brooks, O., Stead, M., Angus, K.,

Consumption of Alcohol by Children and

Anker, T., & Farrell, T. (2010). “They’ll drink bucket

Young People. Department of Health.

loads of the stuff”: An analysis of internal alcohol

https://webarchive.nationalarchives.gov.

industry advertising documents. London, UK:

uk/20130104153257/http://www.dh.gov.uk/prod_

Alcohol Education Research Council. http://oro.

consum_dh/groups/dh_digitalassets/documents/

open.ac.uk/22913/1/AERC_FinalReport_0060.pdf

digitalasset/dh_110256.pdf

Booth, A., Meier, P., Stockwell, T., Sutton, A.,

Place and recovery from alcohol dependence: A

Purhouse, R. & Taylor, K. (2008). Independent

journey through photovoice. Health & Place, 47,

review of the effects of alcohol pricing and

147-155.

promotion. Part A: systematic reviews. Sheffield:
University of Sheffield. https://www.sheffield.ac.uk/
polopoly_fs/1.95617!/file/PartA.pdf

Page 18

15 Shortt, N. K., Rhynas, S. J., & Holloway, A. (2017).

Wilkinson, A., Wong, R., Brennan, A., O’Reilly, R.,

Recommendations for action

16 Meier, P. S. (2011). Alcohol marketing research:

25 Adams, J., Coleman, J., & White, M. (2014). Alcohol

The need for a new research agenda. Addiction,

marketing in televised international football:

106(3), 446-471.

Frequency analysis. BMC Public Health, 14, 473.

17 World Health Organization (2010). Global Status

26 Graham, A., & Adams, J. (2014). Alcohol

Report on noncommunicable diseases. Geneva:

marketing in televised English professional

World Health Organization. https://www.who.int/

football: A frequency analysis. Alcohol and

nmh/publications/ncd_report_chapter4.pdf

Alcoholism, 49(3), 343-348.

18 World Health Organization (2018). SAFER. A World

27 Noel, J. K., Babor, T. F., Robania, K., Feulner, M.,

Free from Alcohol Related Harms. Geneva:

Vendrame, A., & Monteiro, M. (2017). Alcohol

World Health Organization. https://www.who.

marketing in the Americans and Spain during

int/substance_abuse/safer/msb_safer_brochure.

the 2014 FIFA World Cup Tournament. Addiction,

pdf?ua=1

112(S1), 64-73.

19 Brown, K. (2016). Association between alcohol

28 Purves, R.I., Critchlow, N., Stead, M., Adams, J.,

sport sponsorship and consumption: A systematic

& Brown, K. (2017). Alcohol marketing during the

review. Alcohol and Alcoholism, 51(6), 747-755.

UEFA EURO 2016 football tournament: A frequency
analysis. International Journal of Environmental

20 Purves, R. & Critchlow, N. (2020). The extent,

Research and Public Health, 14(7), 704.

nature, and frequency of alcohol sport
sponsorship in professional football and rugby

29 Jernigan, D. & Ross, C. S. (2020). The alcohol

union in Scotland. Stirling: Institute for Social

marketing landscape: Alcohol industry size, structure,

Marketing and Health, University of Stirling.

strategies, and public health responses. Journal of

https://www.alcohol-focus-scotland.org.uk/

Studies on Alcohol and Drugs, S19, 113-124.

media/439998/the-extent-nature-and-frequencyof-alcohol-sport-sponsorship.pdf

30 Alvomedia (2019). Digital Marketing Services. Shift
from Traditional Advertising to Digital Marketing.

21 British Broadcasting Corporation. (2019, May 31).
SPFL attendances rise for fourth consecutive

Retrieved 22/01/2020 from www.alvomedia.com/
alcohol-brands-digital-marketing/

season. BBC. Retrieved 14/02/2020 from https://
www.bbc.co.uk/sport/football/48473238.

31 Livingstone, S., Davidson, J., Bryce, J., Batool,
S., Haughton, C., & Nandi, A. (2017). Children’s

22 Bartlett, E. (2019, Jun 10). England vs Scotland

online activities, risks and safety: a literature

breaks TV viewing figures record as 6.1m tune

review by the UKCCIS evidence group. London:

in to watch Women’s World Cup match. iNews.

LSE https://assets.publishing.service.gov.

Retrieved 14/02/2020 from https://inews.co.uk/

uk/government/uploads/system/uploads/

sport/football/womens-football/england-vs-

attachment_data/file/759005/Literature_Review_

scotland-womens-world-cup-2019-tv-viewing-

Final_October_2017.pdf

figures-record-watch-bbc
32 Office for National Statistics (2020). Internet
23 British Broadcasting Corporation. (2015, Mar 23).

access – households and individuals,

Six nations draws record-breaking TV audience

Great Britain: 2019. London: Office for

for BBC. BBC. Retrieved 14/02/2020 from https://

National Statistics. https://www.ons.gov.

www.bbc.co.uk/sport/rugby-union/32019463.

uk/peoplepopulationandcommunity/
householdcharacteristics/homeinternet

24 Jackson, K. (2019, Apr 2). Celtic vs. Rangers
showdown attracts huge audience as

andsocialmediausage/bulletins/internet
accesshouseholdsandindividuals/2019

Premiership viewing figures soar. Daily Record.
Retrieved 14/02/2020 from https://www.
dailyrecord.co.uk/sport/football/football-news/
celtic-vs-rangers-showdown-attracts-14220660

Page 19

Time to blow the whistle on alcohol sport sponsorship

33 Lyons, A.C., McCreanor, T., Hutton, F., Goodwin,

41 British Broadcasting Corporation (1 October

I., Moewaka Barnes, H., Griffin, C. et al. (2014).

2018). Scottish women’s football ‘will reject

Flaunting it on Facebook: Young adults,

alcohol or gambling sponsors’. BBC. Retrieved

drinking cultures and the cult of celebrity.

14/02/2020 from: https://www.bbc.co.uk/sport/

Wellington, NZ: Massey University School of

football/45704266

Psychology. https://mro.massey.ac.nz/bitstream/
handle/10179/5187/DrinkingCulturesReportWeb.
pdf?sequence=3&isAllowed=y

42 Campbell, A. (20 February 2016). No booze or
betting: Women’s football rejects sponsorship
offers. The Herald. Retrieved 14/02/2020 from

34 Critchlow, N., MacKintosh, A.M., Thomas, C.,

https://www.heraldscotland.com/sport/14290531.

Hooper, L., Vohra, J. (2019). Awareness of alcohol

no-booze-or-betting-womens-football-rejects-

marketing, ownership of alcohol branded

sponsorship-offers/

merchandise, and the association with alcohol
consumption, higher-risk drinking, and drinking

43 Scottish Women’s Football (21 February 2019).

susceptibility: A cross-sectional survey in the UK.

No place for alcohol marketing in sport. Scottish

BMJ Open, 9(3), e025297

Women’s Football. Retrieved 14/02/2020 from
https://scotwomensfootball.com/no-to-alcohol-

35 Houghton, F., Scott, L., Houghton, S., & Lewis,

marketing/

C. (2014). Children’s awareness of alcohol
sponsorship of sport in Ireland: Munster Rugby

44 Harris, F., MacKintosh, A. M., Anderson, S.,

and the 2009 European Rugby Cup. International

Hastings, G., Borland, R., Fong, G. T., Hammond,

Journal of Public Health, 59(5), 829-832

D. & Cummings, K. M. (2006). Effects of the 2003
advertising/promotion ban in the United Kingdom

36 Alcohol Focus Scotland, Alcohol Concern,

on awareness of tobacco marketing: findings

Balance North East and Drinkwise (2015).

from the International Tobacco Control (ITC) Four

Children’s recognition of alcohol marketing.

Country Survey. Tobacco Control, 15(Suppl 3),

https://www.alcohol-focus-scotland.org.uk/

iii26-iii33.

media/62890/Children_s_Recognition_of_
Alcohol_Marketing_Briefing.pdf

45 Brandsharing, defined as “a form of indirect
advertising involving the use of tobacco

37 Children’s Parliament (2019). “It’s all around you,

branding on non-tobacco products or services,

all the time.” Children’s Parliament Investigates:

or vice versa”, restricted through section 11 of the

an alcohol-free childhood. Edinburgh: Children’s

Tobacco Advertising and Promotion Act 2002

Parliament. https://www.childrensparliament.org.

and the Tobacco Advertising and Promotion

uk/wp-content/uploads/Alcohol-free-Childhood-

(Brandsharing) Regulations 2004 (S.I. 2004/1824)

Online.pdf
46 Grant-Braham, B. & Britton, J. (2012). Motor racing,
38 World Health Organization (2002). Tobaccofree sports: play it clean. Geneva: World Health

tobacco company sponsorship, barcodes and
alibi marketing. Tobacco Control, 21(6), 529-535.

Organization. https://www.who.int/tobacco/
resources/publications/wntd/2002/en/web_
version.pdf

47 British American Tobacco (1979) cited in Bates, C.
& Rowell, A. (2004). Tobacco Explained. The truth
about the tobacco industry... in its own words.

39 Yang, Y. & Goldfarb, A. (2015). Banning
controversial sponsors: Understanding equilibrium

Geneva: World Health Organization. https://www.
who.int/tobacco/media/en/TobaccoExplained.pdf

outcomes when sports sponsorships are viewed
as two-sided matches. Journal of Marketing
Research, 52(5), 593-615.

48 Dauncey, H. & Hare, G. (2014). France and the
1998 World Cup: The national impact of a world
sporting event. Routledge.

40 Bienkowski, S. (27 January 2020). Scottish
Premiership: Tickets sales comprise 43% of
revenue. BBC Sport. Retrieved 29/01/2020 from
https://www.bbc.co.uk/sport/football/51177558

Page 20

Recommendations for action

49 Grossobel, S. & Faber, S. (23 March 2017). Loi

54 Alcohol Concern and Alcohol Research UK

Évin: How Law Makers in France Have Forced

(2018). Fit for purpose?: An analysis of the role

a Divide Between Alcohol & Sport. Cleveland:

of the Portman Group in alcohol industry self-

Squire Paton Boggs. Retrieved 11/02/2020 from

regulation. London, UK: Alcohol Concern and

https://www.sports.legal/2017/03/loi-evin-how-

Alcohol Research UK. https://alcoholchange.org.

law-makers-in-france-have-forced-a-divide-

uk/publication/fit-for-purpose-an-analysis-of-the-

between-alcohol-sport/

role-of-the-portman-group-in-alcohol-industryself-regulation

50 Purves, R.I., Critchlow, N. & Stead, M. (2017). Foul
play?: Alcohol marketing during UEFA EURO 2016.

55 De Bruijn, A., Johansen, I. & Van den Broeck, A.

London, UK: Institute for Alcohol Studies, Scottish

(2010). Effective Alcohol Marketing Regulations: A

Health Action on Alcohol Problems, Alcohol

proposed framework to evaluate existing alcohol

Action Ireland. http://www.ias.org.uk/uploads/

marketing regulations. Utrecht: STAP2010. https://

pdf/IAS%20reports/rp24042017.pdf

www.stap.nl/content/bestanden/literature-studyalcohol-marketing.pdf

51 Noel, J., Babor, T.F. & Robaina, K. (2017). Industry
self-regulation of alcohol marketing: A systematic

56 Hastings, G. & MacFadyen, L (2000). ‘Keep

review of content and exposure research.

Smiling – No One’s Going to Die. An Analysis

Addiction, 112(S1), 28-50.

of Internal Documents from the Tobacco
Industry’s Main UK Advertising Agencies. Centre

52 Noel J. & Babor T. (2017). Does industry self-

for Tobacco Control Research’, University of

regulation protect young persons from exposure

Strathclyde. http://www.tobaccopapers.com/

to alcohol marketing? A review of compliance

keepsmiling/KeepSmilingReport.pdf

and complaint studies. Addiction, 112(S1), 51–56.
57 Pan American Health Organization (2017).
53 Noel, J., Lazzarini, Z., Robiana, K. & Vendrame, A.

Background on alcohol marketing regulation and

(2017). Alcohol industry self-regulation: who is it

monitoring for the protection of public health.

really protecting? Addiction, 112(S1), 57-63.

Tech. Note PAHO/NMH/17-003. Washington, D.C.:
Pan American Health Organization. http://iris.
paho.org/xmlui/handle/123456789/33972

Page 21

Time to blow the whistle on alcohol sport sponsorship

IMAGE CREDITS
Cover: Editorial credit: LiveMediaSrl / Shutterstock.com
Image 1: Editorial credit: D. Ribeiro / Shutterstock.com
Image 2: Alcohol Focus Scotland
Image 3: Editorial credit: Stefan Holm / Shutterstock.com
Image 4: Alcohol Focus Scotland
Image 5: Editorial credit: Lee Smith / Action Images via Reuters
Image 6: Editorial credit David Young / Action Plus
Image 7: Editorial credit Craig Brough / REUTERS
Image 8: Editorial credit: D. Ribeiro / Shutterstock.com
Image 9: Editorial credit: JLP Photography
Image 10: Editorial credit: Richard Purves
Image 11: Editorial credit: Richard Purves
Image 12: Editorial credit: Russell Cheyne / REUTERS
Image 13: Children’s Parliament
Image 14: Editorial credit: Nathan Critchlow
Image 15: LAT Photographic. Grant-Braham, B. & Britton, J. (2012). Motor racing, tobacco company sponsorship,
barcodes and alibi marketing. Tobacco Control, 21(6), 529-535.’
Image 16: Editorial credit: katatonia82 / Shutterstock.com

Page 22

Recommendations for action

Page 23

Time to blow the whistle on alcohol sport sponsorship

166 Buchanan Street, Glasgow G1 2LW
0141 572 6700
enquiries@alcohol-focus-scotland.org.uk
www.alcohol-focus-scotland.org.uk
@alcoholfocus
Alcohol Focus Scotland is a Registered Scottish Charity (SC009538)
and a Company Limited by Guarantee (Scottish Company No.SC094096).
Page 24

