
Alcohol JusticeAlcohol Justice
with Youth for Justicewith Youth for Justice

(Jovenes por la Justicia)(Jovenes por la Justicia)

Make Your OwnMake Your Own
Alcopop-Free ZoneAlcopop-Free Zone™™



Alcohol Justice, the industry watchdog,
promotes evidence-based
public health policies
and organizes campaigns
with diverse communities and youth
against the alcohol industry’s
harmful practices.

Our Mission



California alcohol sales
$19.5 billion in 2005

More than 817,322,000
gallons of alcohol
were sold in California
in 2005*

Beer represented almost
80% of these sales

California is the Largest
Alcohol Market in the U.S.



Alcohol-related Deaths in CA
Yearly: 9,439

Deaths caused by:
Illness: 5,382 (more

than half)
Injury: 2,371

Traffic Collision: 1,144

Violent Crime: 533

One person dies
every hour due to
alcohol use



!Roughly $1,000
per California
resident or
$3,000 per family

! 8 billion is
public
government cost

! Current taxes
are only  8 cents
per drink

The Cost of Alcohol in California
$38.4 Billion



" Consolidate into global firms

" Market: Get kids hooked

" Lobby: undermine effective prevention and keep taxes
low

" Public Relations: Blame parents (schools, servers,
cops)

" Public Relations: Fund ineffective prevention

Big Alcohol’s
Tactics



" Parent companies
HQ in Belgium
(Brazilian run) and
England

" 80% of the U.S. beer
market

ABInBev:
$395 million advertising 9 beers
$3,460,000 federal lobbying
$373,500 federal campaign contributions

MillerCoors:
$315 million advertising 7 beers
$1,367,000 federal lobbying
$426,930 fed campaign
contributions

Big Alcohol: Big Beer Duopoly



HQ: England
Top spirits producer
$99 million advertising
$1.96 million federal lobbying
$161,578 fed contributions
Connected to tobacco / wine

Big Alcohol: Spirits & Wine
Powerhouse



Lobbying Arms



Bacardi U.S.A.
Beam GlobalBrown-
FormanConstellation Brands
DIAGEOHood River Distillers
Pernod-Ricard
Sidney Frank Importing Co.

Anheuser-
Busch InBev
Asahi
Breweries
Bacardi-Martini
Beam Global
Brown-Forman
Diageo
Heineken
Molson Coors
Pernod Ricard
SABMiller

Front Groups



Increase alcohol prices (taxes and fees)

Stop youth-oriented products (AEDs, alcopops)

Restrict alcohol advertising

Refuse Big Alcohol funding and messages

Expose industry PR, lobbying, marketing

What can we do?



  Pick the Alcopop!Pick the Alcopop!

LetLet’’s play a games play a game……



Beer
651.25*

Wine
117.84*

What are Alcopops?What are Alcopops?

• Flavored malt beveragesFlavored malt beverages
•• Sweet, bubbly, fruity Sweet, bubbly, fruity
•• Taste like soda, juice, Taste like soda, juice,
   or energy drinks   or energy drinks
•• Bright colors, energetic names Bright colors, energetic names
•• Low cost Low cost
•• Super-sized, single-serving Super-sized, single-serving



“One can of Blast consumed in a
single occasion is a binge-drinking

episode”

Letter to Pabst from State Attorneys General
(MD, AZ, CA, CT, Guam, ID, IL, IA, KY, ME, MA, NM,
OH, OK, TN, UT, WA, and the City Attorney of San
Francisco)



Phusion Products
Makers of Four Loko

Graphic thanks to Oregon Partnership



Supersized Alcopops

• 8-12% alcohol by volume
• 23.5 - 24 oz. cans
• Alcopops
• Slick youth marketing
• Smaller versions still

supersized
• Single-Servings but huge







Who consumes Alcopops?Who consumes Alcopops?

•• In CA 47% of all alcopops areIn CA 47% of all alcopops are
consumed by youthconsumed by youth

•• Underage drinking generatesUnderage drinking generates
20 billion in revenue nationwide20 billion in revenue nationwide

•• One-third of girls ages 12-18 yearsOne-third of girls ages 12-18 years



Big AlcoholBig Alcohol’’s 3-point-plans 3-point-plan
for Targeting Youthfor Targeting Youth

1) 1) Create brandCreate brand
confusion with non-confusion with non-
alcoholic versionsalcoholic versions

2) 2) Provide a cheapProvide a cheap
alternative to mixingalternative to mixing
energy drinks withenergy drinks with
alcoholalcohol

3) 3) Deploy youth-friendlyDeploy youth-friendly
grassroots and viralgrassroots and viral
marketingmarketing



Types of HarmTypes of Harm
Associated with AlcoholAssociated with Alcohol

IllnessIllness

TrafficTrafficInjuryInjury

CrimeCrime



Steps to Building an AFZ CampaignSteps to Building an AFZ Campaign

Beer
651.25*

Wine
117.84*

!! Build local coalition of youth, alcohol policy advocates,Build local coalition of youth, alcohol policy advocates,
public health leaders, schools, faith and members of thepublic health leaders, schools, faith and members of the
communitycommunity



Steps to Building an AFZ CampaignSteps to Building an AFZ Campaign

Beer
651.25*

Wine
117.84*

- Train youth members on how to organize a- Train youth members on how to organize a
campaigncampaign

- Celebrate retailers who support the Alcopop-Free- Celebrate retailers who support the Alcopop-Free
ZoneZone™™ Campaign Campaign



Campaign ActivitiesCampaign Activities

Beer
651.25*

Wine
117.84*

Pass city and countyPass city and county
resolutions in supportresolutions in support



Campaign ActivitiesCampaign Activities
Direct Action at Circle KDirect Action at Circle K



Campaign ActivitiesCampaign Activities
Direct ActionDirect Action



Campaign AchievementsCampaign Achievements

Beer
651.25*

Wine
117.84*

•• Passed Resolutions supporting Alcopop-FreePassed Resolutions supporting Alcopop-Free
ZoneZone™™ Campaign: Campaign:

May 2012 Marin County Board of SupervisorsMay 2012 Marin County Board of Supervisors
June 2012 San Rafael City CouncilJune 2012 San Rafael City Council

          September 2012 Novato City CouncilSeptember 2012 Novato City Council

•• Seven stores have stopped selling alcopopsSeven stores have stopped selling alcopops

•• Local resident and small business supportLocal resident and small business support

•• Got great media coverageGot great media coverage



Youth RecruitmentYouth Recruitment

- Recruit youth from the local neighborhood- Recruit youth from the local neighborhood
- youth bring other youth- youth bring other youth
- Provide a monthly stipend based on attendance- Provide a monthly stipend based on attendance
- Provide home made food- Provide home made food
- Hire youth interns to manage the campaign- Hire youth interns to manage the campaign



Beer
651.25*

Wine
117.84*

Social MediaSocial Media



Beer
651.25*

Wine
117.84*

- Youth run the meetings with general consensus- Youth run the meetings with general consensus
- Youth train each other on responsibilities- Youth train each other on responsibilities
- They develop their own strategies and tactics- They develop their own strategies and tactics

Youth Coordination of campaignYouth Coordination of campaign



Beer
651.25*

Wine
117.84*

- Each time we take action at a local retailer our youth- Each time we take action at a local retailer our youth
membership growsmembership grows

- Our adult base of support also grows- Our adult base of support also grows

-We have support from the City of San Rafael, the local-We have support from the City of San Rafael, the local
police department and the probation departmentpolice department and the probation department

- Local politicians attend youth rallies to engage their- Local politicians attend youth rallies to engage their
votersvoters

Taking Action grows membershipTaking Action grows membership



We have the right to protect ourWe have the right to protect our
communites !!communites !!



Make Your OwnMake Your Own
Alcopop-Free ZoneAlcopop-Free Zone™™  CampaignCampaign

Beer
651.25*

Wine
117.84*

Alcohol Justice will Help!Alcohol Justice will Help!

alcopopfreezone.usalcopopfreezone.us

facebook.com/alcopopfreezonecanalfacebook.com/alcopopfreezonecanal



Make Your OwnMake Your Own
Alcopop-Free ZoneAlcopop-Free Zone™™  CampaignCampaign

Beer
651.25*

Wine
117.84*

Alcohol Justice will Help!Alcohol Justice will Help!

alcopopfreezone.usalcopopfreezone.us

facebook.com/alcopopfreezonecanalfacebook.com/alcopopfreezonecanal



Make Your Own
Alcopop-Free Zone ™™

Contact info:
Jorge Castillo, Advocacy Director
213-840-3336
JorgeC@alcoholjustice.org


