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Six week social media campaign from February to April 2021
#drinklessforyourbreasts



Alcohol and health

5.3% of deaths and 5.1% of the disease burden globally are attributable to 
alcohol use, accounting for 3.3 million deaths per year worldwide

Bell, S., & Britton, A. (2014). An exploration of the dynamic longitudinal relationship between mental health and alcohol consumption: a prospective cohort study. BMC Medicine, 12(1), 91. doi:10.1186/1741-7015-12-91
Ornoy, A., & Ergaz, Z. (2010). Alcohol abuse in pregnant women: effects on the fetus and newborn, mode of action and maternal treatment. International journal of environmental research and public health, 7(2), 364-379. doi:10.3390/ijerph7020364
World Health Organization. (2018). Global Status Report on Alcohol and Health 2018. Retrieved from https://apps.who.int/iris/bitstream/handle/10665/274603/9789241565639-eng.pdf?ua=1



Current 
population-leve

l 
communication 

initiatives

• Improve 
alcohol-related 
knowledge

•Raise public 
awareness of 
alcohol-related 
consequences

•Overcome 
misconceptions

•Reduce alcohol 
consumption

Dixon, H. G., Pratt, I. S., Scully, M. L., Miller, J. R., Patterson, C., Hood, R., & Slevin, T. J. (2015). Using a mass media campaign to raise women's awareness of the link between alcohol and cancer: cross-sectional pre-intervention and post-intervention evaluation surveys. BMJ Open, 5(3), e006511. doi:10.1136/bmjopen-2014-006511
Flynn, B. S., Worden, J. K., Bunn, J. Y., Dorwaldt, A. L., Dana, G. S., & Callas, P. W. (2006). Mass media and community interventions to reduce alcohol use by early adolescents. J Stud Alcohol, 67(1), 66-74. doi:10.15288/jsa.2006.67.66
Hanson, J. D., Winberg, A., & Elliott, A. (2012). Development of a media campaign on fetal alcohol spectrum disorders for Northern Plains American Indian communities. Health Promot Pract, 13(6), 842-847. doi:10.1177/1524839911404232

•Mass media 
campaigns
• Television

• Radio

• Cinema

• Online broadcasting

• Newspapers and 
magazines

• Leaflets/booklets

• Direct mail

• Outdoor advertising



Current 
population-leve

l 
communication 

initiatives

•National media 
campaign to 
reduce underage 
drinking – federally 
funded at:

Dixon, H. G., Pratt, I. S., Scully, M. L., Miller, J. R., Patterson, C., Hood, R., & Slevin, T. J. (2015). Using a mass media campaign to raise women's awareness of the link between alcohol and cancer: cross-sectional pre-intervention and post-intervention evaluation surveys. BMJ Open, 5(3), e006511. doi:10.1136/bmjopen-2014-006511
Flynn, B. S., Worden, J. K., Bunn, J. Y., Dorwaldt, A. L., Dana, G. S., & Callas, P. W. (2006). Mass media and community interventions to reduce alcohol use by early adolescents. J Stud Alcohol, 67(1), 66-74. doi:10.15288/jsa.2006.67.66
Hanson, J. D., Winberg, A., & Elliott, A. (2012). Development of a media campaign on fetal alcohol spectrum disorders for Northern Plains American Indian communities. Health Promot Pract, 13(6), 842-847. doi:10.1177/1524839911404232

•Alcohol industry 
marketing:

$2 million $4 billion

•Total spent focusing on alcohol and 
youth and the broader community: 
$71.1 million



Social media 
campaigns

•Social media campaigns may 
offer an appealing route for 
public health messaging 

•Be potentially a more 
cost-effective option than 
traditional mass media



https://www.pewresearch.org/internet/fact-sheet/social-media/?menuItem=4abfc543-4bd1-4b1f-bd4a-e7c67728ab76

Today, 72% of the public uses some type of social media.



https://www.pewresearch.org/internet/fact-sheet/social-media/?menuItem=4abfc543-4bd1-4b1f-bd4a-e7c67728ab76



https://www.pewresearch.org/internet/fact-sheet/social-media/?menuItem=4abfc543-4bd1-4b1f-bd4a-e7c67728ab76



https://www.pewresearch.org/internet/fact-sheet/social-media/?menuItem=4abfc543-4bd1-4b1f-bd4a-e7c67728ab76

YouTube and Facebook are the most-widely used online platforms.



How alcohol 
companies 

can reach 
people on 

social media

• Alcohol companies pay for 
sponsored alcohol 
advertisements that ‘pop up’ 
in the newsfeeds or stories of 
their target audience, 
advertising specific drinks or 
bottle shop promotions. 

• Alcohol companies collect 
personal data of social media 
users and target those who 
frequently look up alcohol 
content.

Mayrhofer M, Matthes J, Einwiller S, Naderer B. User-generated content presenting brands on social media increases young adults’ purchase intention. International Journal of Advertising. 2020;39(1):166-86.



How alcohol 
companies 

can reach 
people on 

social media

• Social media influencers are 
paid by alcohol companies to 
upload photos or videos of 
themselves with an alcoholic 
drink.

Hendriks H, Wilmsen D, van Dalen W, Gebhardt WA. Picture Me Drinking: Alcohol-Related Posts by Instagram Influencers Popular Among Adolescents and Young Adults. Frontiers in Psychology. 2020;10(2991).



How alcohol 
companies 

can reach 
people on 

social media

• Alcohol brands also create 
official Facebook, Twitter or 
Instagram pages to engage 
‘fans’ through questions/polls, 
by posting photos and memes, 
hosting competitions, and 
sharing videos.

• This content is highly 
interactive and easily shared.

Carah N, Brodmerkel S, Shaul M. Breaching the code: Alcohol, Facebook and self-regulation. The University of Queensland, Australia: FARE; 2015.



What’s being done 
about this from a public 

health perspective?



Goals of the 
current 

systematic 
review study

1. What type(s) of social media campaigns 
have been used to reduce 
population-level alcohol consumption? 

2. What populations have been the targets 
of such campaigns? 

3. What have been the effects of these 
campaigns? 



Methods

• Literature search on February 
2022

•Preferred Reporting Items for 
Systematic reviews and 
Meta-Analyses (PRISMA)

•Effective Public Health Practice 
Project (EPHPP) Quality 
Assessment Tool for Quantitative 
Studies

•Databases: 
– PubMed

– Web of Science

– APA PsycINFO

– EMBASE

– MEDLINE 

– Cochrane Library

– Scopus

– ASSIA

– ERIC

– Communication & Mass Media Complete

– arXiv

– Engineering Village



SEARCH 
STRING



Methods

• Inclusion criteria:
• Alcohol consumption

• Alcohol-related social cognitive 
variables (e.g., awareness)

• Campaign exposure 

• Alcohol-related harm

• Health service usage

• Exclusion criteria: 
– Conference abstracts

– Qualitative-only studies

– Internet-based advertising campaigns 
(e.g., Google Ads) 

– General campaigns that included minimal 
alcohol messaging



Total studies 
= 11



Campaign 
objectives of 

the 11 studies 

1. To reduce drinking and driving (4)

2. To reduce alcohol-related risk and harm among college 
students (2)

3. Raise awareness of the dangers of drinking during 
pregnancy among women of childbearing age and in the 
general global population

4. To reduce the prevalence of alcohol-exposed pregnancies

5. Increase awareness that alcohol is a risk factor for cancer

6. To abstain from drinking for three months during the 
Buddhist Lent period

7. To identify differences in bystander intervention and 
alcohol use pre- to post-campaign



Study Quality: not strong



Media 
employed

• 8 studies used social media in combination with 
traditional mass media
• These studies distributed campaign messages 

predominantly through posters and flyers, radio 
announcements, TV broadcasts, newspapers, and 
billboards 

•Only 3 studies evaluated campaigns that relied 
solely or primarily on social media to reduce 
alcohol consumption 
• 2 campaigns included an additional website component, 

while one was entirely Facebook based 

• Only 1 campaign had international reach, through a 
partnership of organizations from thirteen countries 
that disseminated campaign-related photos and videos 
on Facebook and Twitter



Social media 
platforms 

used

• Facebook was by far the most common 
• In nine of the eleven studies (82%)

•Other platforms included Instagram (27%), 
Twitter (27%), YouTube (18%), and Myspace 
(9%)

•All but four studies used multiple social media 
platforms

•One study did not specify which social media 
platform was used



Population 
groups 

targeted 

•4 campaigns targeted general adult populations 

•1 campaign targeted young adults 

•4 campaigns targeted college students 

•2 campaigns targeted women, aiming to reduce 
alcohol consumption in pregnancy



Campaign 
exposure and 
engagement

•5 studies provided quantifiable social media 
engagement 

•Metrics included:
• Impressions (the number of times a content has been 

displayed no matter if it was clicked or not)
• Ranged from 3,694 to 3,943,605

• Reach (the number of users who have seen the 
content)
• Ranged from 9,213 to 30,253

• Clicks (the number of clicks on the content)
• Only one reported: 1,170 clicks

• Likes (how often users interact with updates) 
• Ranged from 154 to 1,386



Social 
cognitive-chan

ges

• Information/Awareness
• Just one study explicitly indicated that 23.9% of the 

participants “learned something” when asked if the 
media campaign messages had any influence

•Attitudes/Beliefs/Intentions
• 7 of 11 studies measured changes in attitudes, 

beliefs, and/or intentions related to alcohol 
consumption



Changes in 
Alcohol 

Consumption 
or Harms

•8 of 11 studies measured behavior change 

related to alcohol consumption 

•A temporary abstinence campaign in Thailand 

was effective:

• 1/3 of current drinkers abstained completely during 

the 3-month period

• 16.3% abstained for a certain period

• 18.7% decreased their alcohol consumption 

• Had a participation rate of 67.2%



Changes in 
Alcohol 

Consumption 
or Harms

• 4 studies measured behavior changes related to drink 

driving:

• 2 found no overall effect on self-reported driving after drinking

• 1 found significant reductions in both self-reported driving and 

in drivers with BrACs ≥ 0.08 g/dl 

• 1 showed significant declines in drink driving prevalence rates

• 3 other campaigns conducted on college campuses also 

found mixed results:

• 1 found a significant decrease in rates of binge drinking

• 1 indicated one-quarter of respondents reported reducing the 

amount (28.8%) or occasions (30.8%) they drank

• 1 detected no significant differences in quantity or duration of 

drinking



Discussion

•The ability of social media platforms to reach 
a broad audience through campaign messages 
via posts, photos, and videos is apparent

•The reach of the campaigns covered in this 
review ranged from thousands to millions of 
people, measured in terms of media 
impressions.

•However, measurement of the effectiveness 
of reach through social media in changing 
actual behavior remains limited, and studies 
that have attempted to measure this have 
mostly been of weak quality.



Discussion

• With the exception of 1 study, no studies were 
able to isolate the effects of social media alone 
on exposure outcomes such as information, 
awareness, attitudes, intentions, and/or 
behavior change

• The only measurements of audience reach 
included views, impressions, clicks, likes, 
shares, and/or comments on Facebook, 
Instagram, Twitter, or YouTube

• The evidence suggests that using social media 
as a public health tool to raise awareness and 
promote change in alcohol consumption is still 
relatively nascent and underdeveloped

• It is also far behind what is happening with 
other health issues, and with what the alcohol 
industry is doing



PUBLIC 
HEALTH

Alcohol 
Marketers

Guess who is losing?





Closing 
thoughts

1. Where is the funding?

2. Where are the experiments?

3. Why are we basically silent or 

doing a terrible job in 

arguably the most powerful 

media of our time?



THANK YOU!

yehjih@bu.edu

mailto:dhjern@bu.edu

