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Foreword

A

ccording to IQ’s June 2012 survey, alcohol and parties constitute a
common theme when young people portray images of themselves
in social media.¹ The web is packed with examples of ways in
which alcohol creates images in status updates and tweets.
And alcohol advertising investments continue to rise: from SEK 838 million in 2011 to SEK 928 million in 2012.² These figures are worrying, because
there’s strong evidence that alcohol advertising may get young people to drink
more. Research shows that the life period when people drink the most alcohol
is between ages 18 and 25.
Proportions of risky alcohol consumption are: 35% in the 16–29 age group
(among men) and 25% (among women) – compared to 17% and 9% for the
entire population, ages 16–84.³
According to Sweden’s National Board of Health and Welfare, heavy
drinking among young adults can lead to social and mental health problems.
Ultimately, it can develop into alcohol abuse or dependence.
Many advertisers follow current regulations for alcohol marketing. But
the increased amount of marketing also requires effective, more proactive,
compliance monitoring. An increasing amount of advertising is shared within
social media where regulations are perceived as unclear and the users’ own
material can be used to support the selling message.
I hope that this report initiates thoughts and contributes to discussions
about web-based alcohol advertising. Alcohol advertising on the web influences – and it influences young people the most.

Alcohol advertising
on the web influences – and it
influences young
people the most.

Magnus Jägerskog
CEO of IQ

1
2

3

IQ, Fullast på Facebook (IQ, Drunkest on Facebook), 2012:2 (2012).
TNS Sifo reklammätningar (Monitoring of investments in alcohol
advertising by TNS/Sifo, a market research company).
Levnadsvanor. Lägesrapport 2011 (Lifestyles. 2011 trends report).
Nationella folkhälsoenkäten Hälsa på lika villkor (National health
survey: “Health on equal terms”). Statens folkhälsoinstitut 2012
(Institute of Public Health, 2012).
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Web-based alcohol
advertising in 2013
Four in ten think that alcohol advertising in digital channels increased
in the past year. About every tenth person says that alcohol advertising
affects his or her alcohol consumption; almost eight out of ten believe that
this advertising affects others’ consumption.

Between 31 January and 12 February 2013, the
Novus web panel
enabled 1,026 web
interviews for this
survey.

ABOUT THE SURVEY
IQ commissioned Novus, a marketing research
company, to investigate web-based alcohol advertising and its impact on the public. This investigation also solicited responses about web-based
alcohol purchasing patterns.
Between 31 January and 12 February 2013, the
Novus web panel enabled 1,026 web interviews for
this survey.
The Novus web panel consists of about 35,000
persons. Panel members were recruited via tele
phone interviews and other means, and the panel
represents a national sample regarding age (range
18–79), gender, and region. Phase I interviews were
conducted with a random sample of the general
Swedish public, ages 18–79. Then complementary
interviews were done with a group, ages 18–24.

4   in10

think alcohol advertising
in digital channels increased in the past year.
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n

The report presents three sample groups:
The All sample corresponds to the Swedish
public, ages 18–79 (1,026 interviews).

n

The 18–24 group consists of persons between
ages 18 and 24 from the general sample plus the
complementary interviews (301 interviews).

n

The 25+ group consists of persons between ages
25 and 79 from the general sample (942 interviews).

The participation rate was 58%. The tables display
responses in whole numbers, so total percentages
may vary from 100.
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ALCOHOL ADVERTISING: MOST COMMON on SITES WITH
RECIPES AND ARTICLES ABOUT FOOD AND DRINKS
When it comes to web-based ads for beer, cider,
wine, and hard liquor, it’s common that the advertising occurs on sites with recipes and articles on food
and drinks.
According to 57% of the respondents, it’s very or
rather common to see wine ads on such sites; 53%
think the same applies to beer or cider, and 24%
think the same applies to liquor.
News sites constitute the second, most-common,
alcoholic-beverage advertising sites. Here, 43% of
all respondents perceive that it’s very or rather common to see wine ads; 41% says that the same applies
to beer or cider ads, and 18% says that the same
applies to liquor advertising.
A third, web-based, alcohol-advertising category
consists of banners and logos on other sites. Here,

30% of all respondents say that it’s very or rather
common to see wine ads; 28% says the same applies
to beer or cider ads, and 16% percent says the same
applies to liquor advertising.
Regarding social media, which younger target
groups frequently use, 20% of all respondents says
that it’s very or rather common to see wine ads;
19% says the same applies to beer or cider ads, and
11% says the same applies to liquor advertising.
Personal blogs constitute yet another web-based
alcohol advertising channel. Here, 12% of all respondents perceive that it’s very or rather common
to see wine ads in this channel; 11% says the same
applies to beer or cider ads, and 7% says the same
applies to liquor advertising.

Question: To what degree do you perceive that WINE advertising occurs in these channels or media (advertising
such as logos and banners)?
■ Very common

■ Rather common

Web sites with
recipes and
articles about
food and drinks

■ Rather rare
20%

All
Ages 18 –24

7%

Ages 25+

25%

25%

Personal blogs

15%

Ages 25+ 4%

15%

All 3% 9%
Ages 18 –24 4%
Ages 25+ 2% 8%

0

21%

18%
28%

22%

17%
18%

23%

17%
25%

20

18%

32%

24%

36%

13%

60%

19%
14%

18%

49% 4%

21%

14%

14%

26%

29%

14%

17%

25%
27%

26%

15%

Ages 18 –24 3%

9%

34%
26%

All 5%

21%

12%

26%

18%

Ages 25+ 6%

15%

22%

33%

All 5%

22%

26%

11%

Ages 18 –24 3%

Social networks

12%

33%

9%

12%

38%

10%

Ages 18 –24

Banners or logos
on other sites

30%

20%

All

■ I don’t use this channel
37%

23%

Ages 25+
News sites

■ Very rare or not at all

19%

45%

13%

62%

40

60

80

100
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Question: To what degree do you perceive that BEER and CIDER advertising occurs in these channels or media
(advertising such as logos and banners)?
■ Very common

■ Rather common

Web sites with
recipes and
articles about
food and drinks

■ Rather rare
14%

All
Ages 18 –24

Banners or logos
on other sites

9%
24%

All 4%
Ages 18 –24 4%
Ages 25+ 4%

Personal blogs

Ages 18 –24 3%
Ages 25+ 2% 8%

0
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15%

20

17%

16%
15%
16%
25%

28%
19%

17%
25%
32%

31%

44% 3%
25%

35%

15%

61%

21%

12%

18%

26%

21%

13%

22%

19%

28%

17%

All 2% 9%

9%

25%

22%

15%

22%

31%

23%
15%

7%

24%

29%

21%

Ages 25+ 4%

22%

28%
33%

All 4%

9%22%

25%

27%

Ages 18 –24 4%

Social networks

16%

32%

6%

Ages 25+

18%

40%

9%

Ages 18 –24

16%

37%

13%

All

■ I don’t use this channel

39%

17%

Ages 25+
News sites

■ Very rare or not at all

18%

43%

15%

63%

40

60

80

100
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Question: To what degree do you perceive that LIQUOR advertising occurs in these channels or media (advertising
such as logos and banners)?
■ Very common

■ Rather common

Web sites with
recipes and
articles about
food and drinks

■ Rather rare
19%

All 5%
Ages 18 –24 6%

Banners or logos
on other sites

13%

12%

All 1% 6%
Ages 18 –24 2% 8%
Ages 25+ 1% 5%

0

35%

33%

18%

37%
59%

30%

42%

19%

20

17%

33%

20%

13%

17%

58% 4%

19%
14%

14%

25%

24%

Ages 25+ 2% 8%
Personal blogs

31%

21%

17%

24%
44%

27%

All 2% 9%
Ages 18 –24 1%

32%

28%
14%

Ages 25+ 3%

34%

28%

Ages 18 –24 2% 9%

Social networks

48%
30%

20%
22%

36%

26%
15%

All 3%

27%

29%

Ages 18 –24 2% 9%

21%

34%

27%

15%

Ages 25+ 3%

28%

30%
20%

All 3%

■ I don’t use this channel

27%

10%

Ages 25+ 4%
News sites

■ Very rare or not at all

62%

40

60

80

100
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FOUR IN TEN perceive INCREASED ALCOHOL ADVERTISING IN DIGITAL CHANNELS
Regarding this question: How do you perceive
trends in alcoholic beverage advertising and
other alcohol-related marketing efforts within

digital channels in the last 12 months, 41% of all
respondents believe that advertising increased;
2% believe that advertising decreased.

Question: How do you perceive trends in alcoholic beverage advertising and other alcohol-related marketing
efforts within digital channels in the last 12 months?
■ All

■ Ages 18–24

■ Ages 25+

41%
32%

Increased

42%
28%

Unchanged, no difference

37%
26%
2%
6%
2%

Decreased

29%
26%

Don’t know

30%

0
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EVERY FIFTH PERSON TAKES AN EXTRA LOOK AT
PRODUCTS THEY’VE SEEN IN advertising
When asked: How does alcoholic beverage advertising and other alcohol-related marketing efforts
within digital channels affect your actions, 21% of
all respondents and 29% in the 18–24 age group
says that advertising makes them take an extra
look at advertised products.
When it comes to buying or consuming more
of a specific brand that’s marketed, 5% of all
respondents and 8% in the 18–24 age group

says that they do buy more of a specific brand.
The same applies to the advertised category of
alcoholic beverage: 5% of all respondents and 7%
in the 18–24 age group says that they purchase
or consume more wine, beer, cider, or liquor if
they’ve seen advertising for these products.
Four percent of the younger group (18–24) is
likely to want to buy immediately; only 1% in the
All group wants to do that.

Question: How do alcoholic beverage advertising and other alcohol-related marketing efforts
within digital channels affect your action?
■ Totally agree

■ Agree

I take an extra
look at these
products when
I get the chance

■ Somewhat disagree

All 2%

■ Totally disagree

19%

Ages 18 –24 4%

18%

I buy/consume more
All 5%
of the specific brand
that’s marketed when
I’m shopping
Ages 18 –24 1% 7%

All

4%
1%

I want to go out
and immediately buy

3%
1%

21%

44%

19%

7%

55% 5%

75%

18%

66%

13%

6%

9%

76% 6%

12%

Ages 18 –24 7%

Ages 25+

55% 5%

14%

Ages 25+ 5%
I buy/consume
more of the
marketed category

20%

25%

Ages 25+ 2%

■ Don’t know

78%

15%

70%

12%

78%

6%

8%

6%

All 1% 10%

83% 5%

3%
1%

79% 4%

Ages 18 –24

13%

Ages 25+ 1% 10%

0

84% 5%

20

40

60

80

100
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MORE THAN FOUR in TEN SEARCH FOR ALCOHOL
INFORMATION ON RECIPE PAGES
When asked: To what extent do you use the following digital channels to search for information on
alcoholic beverages, 42% of all respondents said

that they visit sites with recipes and tips. Secondly,
they go directly to manufacturers’ sites or blogs.

Question: To what extent do you use the following digital channels to search for information on alcoholic
beverages?
■ Often ■ Sometimes
Web sites with
recipes, tips,
reviews, and
various food
and drinks

■ Never
All 5%

Ages 18 –24 5%

34%

Ages 25+ 5%
Manufacturers’
or importers’ sites
or blogs

Ask friends via
social media
or email

61%

37%

58%

All 3%

26%

71%

Ages 18 –24 5%

23%

72%

Ages 25+ 2%

26%

72%

All 2%

19%

Ages 18 –24 5%

All 2%

79%
23%

Ages 25+ 2%
Apps

58%

37%

73%

19%

80%

13%

Ages 18 –24 3%

86%
20%

77%

Ages 25+ 1% 11%
Manufacturers’ or
All
importers’ presence
in social media
Ages 18 –24
such as
Facebook or
Twitter
Ages 25+

88%

8%

92%

10%

90%

7%

93%

Personal blogs that
All 1% 6%
focus principally
on alcoholic
beverages
Ages 18 –24 2% 9%

93%
89%

Ages 25+ 1% 5%

0
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“I WON’T BE AFFECTED, BUT OTHERS WILL BE”
The question regarding how advertising influences
us is complex. If advertising did not have an effect,
then it would not exist. At the same time, people
are often reluctant to admit that advertising influences their consumption.
We asked: If you generally think of alcohol
advertising on the web, do you feel that alcohol
advertising affects your consumption or others’
consumption of alcohol in any way? For example,

to try something new, drink more, or drink something similar.
We see great differences in the responses. About
one in ten (12%) of all respondents believe that
alcohol advertising affects their alcohol consumption. While 80% of all respondents think that
alcohol advertising affects others’ alcohol consumption. In the 18–24 age group, the proportion
that believe that alcohol advertising affects their
own consumption is larger; 18%.

Question: If you think of web-based alcohol advertising in general, do you feel that alcohol advertising on the web
affects your consumption and others’ consumption of alcohol in any way? For example, to try something new, drink
more, or drink something similar.
■ All

■ Ages 18–24

■ Ages 25+

Percent that said "Definitely yes", "Yes, maybe"

100%
80%

78%

78%

80%

60%

40%
18%

20%

12%

0%

11%

Web-based alcohol advertising
influence me

Web-based alcohol advertising
influence others

ONE IN FOURTEEN BOUGHT ALCOHOL VIA THE WEB
Seven percent of all respondents made web-based alcohol purchases during the past 12 months. To a somewhat lesser extent than respondents ages 25+, younger adults, ages 18–24, used the web to buy alcohol.
Question: Within the last 12 months, did you buy alcoholic beverages via the web?
■ All

■ Ages 18–24

■ Ages 25+

3%

Yes, several times

0%
4%
4%

Yes, once

4%
4%
93%

No

96%
93%

0

20

40

60

80

100
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FACEBOOK: Common TO SHARE ALCOHOL-RELATED INFORMATION
When asked: How common is it for your friends or
contacts to share alcohol-related information with
you on Facebook, 36% in the younger group, ages
18–24, says that sharing commonly occurs. The
corresponding figure for those ages 25+ is 11%.
Regarding the question: How do you feel about
alcohol-related content that your friends or contacts post on Facebook, younger respondents, ages

18–24 years, are more often positive (14%) than
respondents ages 25+ (6%).
When asked: How common is it for you to get
suggestions on Facebook to like – or to follow
pages – or to participate in events with alcoholrelated content, the younger group, ages 18–24, are
five times more likely to receive these invitations
(25%), compared to respondents ages 25+ (5%).

Question: How common is it for your friends or contacts to share alcohol-related information with you on Facebook?
■ All

■ Ages 18–24

■ Ages 25+

14%

Common

36%
11%

40%

Rarely

38%
41%
33%

I don’t use this channel

7%
35%

0

20

40

60

80

100

Question: How do you feel about alcohol-related content that your friends or contacts post on Facebook?
■ All

■ Ages 18–24

■ Ages 25+

7%
14%

Positive
6%

52%

Doesn’t matter

57%
53%
27%

Negative

21%
27%
14%

Don’t know

9%
14%

0
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Question: How common is it for you to get suggestions on Facebook to like – or to follow pages – or to
participate in events with alcohol-related content?
■ All

■ Ages 18–24

■ Ages 25+

6%

Common

25%
5%
59%

Rarely

68%
58%
34%

I don’t use this channel

8%
37%

0

20

40

60

80

100

ALCOHOL ADVERTISING: UNNECESSARY, glamourising, AND ENCOURAGEs DRINKING
Of all respondents, 63% think that web-based
alcohol advertising is unnecessary; 63% says that
it is glamourising, and 63% believe it encourages
alcohol consumption. About half (45%) of all
respondents think that alcohol advertising is intrusive. And one in three (32%) believe that web-

based alcohol advertising is moderate/reasonable.
Respondents, ages 18–24, have even stronger
perceptions of web-based alcohol advertising: 71%
think that it encourages alcohol consumption, 68%
think that it is glamourising, and 65% think that it
is unnecessary.

Question: Please indicate which of the following words might describe web-based alcohol advertising.
Web-based alcohol advertising is …
■ All

■ Ages 18–24

■ Ages 25+

80%
71%

70%

65%

60%

63%
63%

50%
40%

68%

63%
62%

63%
62%

46%
45%
45%
45%

45%
45%

44%
44%
41%

44%
43%

38%
38%

39%

38%

30%

34%
33%

37%
37%

30%

41%

36%

33%

31%
33%
32%

29%

30%

27%

30%
24%

27%

23%

20%
10%
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Alcohol marketing
in Sweden
Last year, alcohol companies invested SEK 928 million in alcohol
advertising – a 10.7% increase from 2011. Alcohol occurs in all types
of media – including the web. And web advertising is particularly
difficult to review.

à Sweden’s Alcohol Act prohibits specific target
marketing to, or describe for, children and adolescents below age 25.
Research shows that there is a correlation between exposure to alcohol marketing and young
people’s alcohol consumption.¹ Evidence from 13
studies of more than 38,000 young people points
to marketing as a significant influence in beginning to drink alcohol and encouraging heavier
drinking behaviour in existing young drinkers.
Chapter 7, §1 of the Alcohol Act specifies that
moderation should be particularly exercised in the
marketing of alcoholic beverages to consumers.
Advertising or other marketing activities must
not be intrusive and must not encourage alcohol
consumption. Persuasive or very active marketing
is considered to encourage alcohol usage, and this
type of marketing may not occur.
As per Sweden’s National Consumer Agency
guidelines for alcoholic beverage marketing, such
alcoholic marketing should be perceived to be
incompatible with the moderation requirement
that state or imply that alcohol consumption (i) increases physical or mental capacity, (ii) promotes
social or sexual success, and (iii) solves problems
such as loneliness or boredom.²

DIFFERENT RULES FOR NEWSPAPERS,
RADIO, TV, AND WEB
Sweden’s Alcohol Act prohibits alcoholic beverage
marketing to use commercial ads in radio or TV
programs.³
Alcohol marketing may use newspaper advertising for beverages that contain no more than 15%
alcohol by volume. Newspaper ads must display
text about alcohol’s harmful effects. Commercial

ads cannot exceed 2,100 column millimeters,
because a big ad grabs more attention than a small
ad. Consequently, a big ad most likely has more
influence/effect.
Today, web-based marketing rules are basically the same as for printed matter.4 Market-law
legislation regarding alcohol is not technologically
neutral in all respects. The above-described restrictions do not apply to web-based news publications.
Marketing is not permitted on sites whose main
target group or actual visitors are likely to consist
of persons younger than age 25. Yet we observed
that alcohol advertising in social media, such as
Facebook and YouTube, reaches these groups.
IQ commissioned Novus, a marketing research
company, to investigate web-based alcohol
advertising (25–31 October 2011). Survey results
revealed that to a greater extent than other age
groups, younger persons, between 16 and 29, see
alcohol advertising outdoors and in social media.
The results also revealed that they think advertising for beer, wine, and hard liquor is entertaining,

1

2

3

4

Evidence from 13
studies of more
than 38,000 young
people points to
marketing as a
significant influence in beginning
to drink alcohol
and encouraging
heavier drinking
behaviour in existing young drinkers.

“The impact of marketing communication on the volume and
patterns of consumption of alcoholic beverages, especially by
young people”. Commissioned by Science Group on behalf of the
European Alcohol and Health Forum in the EU.
Konsumentverkets författningssamling (KOFVS) 2009:6
(Consumer Agency Statutes).
Channels, such as TV3 and Kanal 5, which broadcast from other
countries, are not subject to the laws.
Tillsynsinsatser på alkohol- och tobaksområdet, Konsument
verkets rapport (“Regulatory measures on alcohol and tobacco”,
Consumer Agency report 2011:15).
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150%
increase in alcohol
advertising investments between
2008 and 2012

warm, and empathetic – and that it encourages
alcohol consumption.

WEB-BASED MARKETING INVESTIGATED
It is particularly important to protect children and
adolescents from alcoholic beverage marketing.
Consequently, in its 2013 policy/action plan for alcohol, drugs, doping, and tobacco, the government
wrote that there’s need for increased knowledge
of alcohol-marketing frequency and methods in
digital media.
Sweden’s Public Health and Consumer Agency
indicated the difficulty of web-based monitoring
and expressed need for new methods to capture
and examine that type of marketing.
On 10 May 2012, the government set up a
committee of inquiry that intended to identify:
(i) the extent to which children and adolescents
are exposed to alcoholic beverage marketing via
digital media and TV (including pay TV ) and (ii)
the marketing methods that are used.5 If necessary,
the government's special expert must propose
measures to reduce risk of children and adolescents
being exposed to illegal alcoholic beverage market-

ALCOHOLIC BEVERAGE
ADVERTISING
INVESTMENTS
IN MEDIA,*
Alcoholic
beverage
advertising
investments
in media,*
2000
– 31 –DECEMBER
2012, IN SEK
1 JANUARY
January
2000
31 December
2012, in SEK

1 000

SEK 928 m

800

600

400

*Trade press, local
press, local TV, popular
magazines, radio, metropolitan evening newspaper, metropolitan
morning newspaper,
TV, outdoors

200

SEK 8.2 m
0

ing via digital media – including self-regulating
measures that alcohol companies can implement
– without restricting opportunities for children and
adolescents to use digital media. The investigation’s
recommendations were issued 9 July 2013.

HEFTY ALCOHOL ADVERTISING
INCREASE
In TNS Sifo’s 2012 advertising survey, alcohol
companies reported that they spent SEK 928
million on alcohol advertising – an increase from
SEK 838 million in 2011. Since 2000, the increase
is even more dramatic; see diagram. Alcohol advertising increased 10.7% from 2011 to 2012, which
is more than the average for advertising investments, which only increased by 3.2%.6

ALCOHOL ADVERTISING INVESTMENTS –
THE LAST FIVE YEARS
During the period, the amount spent on alcohol
advertising increased 150% from SEK 369 million
to 928 million. In TNS Sifo’s list of 92 surveyed
sectors, investments in alcohol advertising rose
from 25th to 12th place.

Alcohol advertising investments,
2008–2012
Year

SEK million

2012

928

12

2011

838

16

2010

667

18

2009

416

22

2008

369

25

5

6

2000

2001 2002 2003

14 IQ REPORT 2013:2

2004 2005 2006 2007

2008 2009

2010 2011 2012

Ranking

Utredningen om tillsyn av marknadsföring och e-handel med
alkoholdrycker m.m. ("Study on oversight of marketing and ecommerce in alcoholic beverages …, S 2012:04.)
In total, advertising spending last year rose to SEK 52,992,470,000;
the corresponding 2011 amount was SEK 51,340,190,000.

Web-based alcohol advertising

ALCOHOL COMPANIES’ SOCIAL MEDIA
PRESENCE
What experiences do young adults have with
alcohol advertising in social networks? In 2012, IQ
commissioned Novus to survey persons between
ages 18 and 25 – to listen to their experiences
(1,023 interviews were done via the web between
11 and 19 June 2012).
Survey results revealed that more than one in
five respondents thinks that there’s a lot of alcohol
advertising in social media such as Facebook,
Twitter, and other social forums. In addition, three
in ten also perceived that beer, wine, and liquor
advertising in social media increased during the
past year. Via social media, four in ten received
party invitations from alcohol companies, bars,
pubs, and such. This is particularly true for respondents ages 18–20. Here, 17% received invitations one or several times a week. An additional
33% received invitations about once a month or a
few times a year.

Alcohol companies choose to be in social media
so that they can create relationships with young
consumers. Via party invitations, arranging
competitions, and a presence in popular youth environments, they built a lifestyle around the brand
– often in concert with the image or identity that
young consumers are trying to create. Alcohol
companies’ social-media presence functions like
outreach – in the sense that events, status updates,
and other activities are played out in attractive
youth environments.
Within social media, interaction is created
between individuals and alcohol companies’
advertising pages. Inventive ways to ingest large
amounts of alcohol are spotlighted. To show up
drunk seems to indicate an outgoing, socially
successful lifestyle. Partying often occurs and is
directed by alcohol companies.

Alcohol companies'
social-media presence functions like
outreach in the
sense that events,
status updates, and
other activities are
played out in attractive youth environments.

A few facts
Sweden's Breweries and Sweden's Liquor &
Wine Suppliers’ Association established the
alcohol suppliers’ examiner post (Alkoholleverantörernas Granskningsman), which is
commissioned to monitor alcoholic beverage
marketing.
Together, these organizations/associations have agreed on an alcoholic beverage
advertising recommendation: Sweden’s
Advertisers; Sweden’s Breweries; Liquor &
Wine Suppliers; and Sweden's Marketing
Federation. The recommendation states that
the same general marketing rules apply – even
in social media.
On pages that contain alcoholic beverage marketing, the sender must clearly state
the applicable age limit for purchasing the
marketed beverages. Active age verification
is mandatory for access to the web sites. At
least 70% of actual visitors must be ages 25+
for marketing to occur on the site; such sites
may not publish links that lead to sites with
alcohol advertising.
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How Swedes search
– web-use trends among
Sweden's residents¹
People in Sweden increasingly spend their time on the web. And users are
getting younger. Last year, 50% of all three-year-olds were online. More
than 50% of the population uses smartphones to navigate the web. E-commerce continues to grow and so does the number of Facebook users.

à With every year that passes Sweden's residents

The younger group
has a more proactive approach to
the web. They want
to be involved and
contribute. That's
why they use the
web much more
than the older
group – to listen or
download music,
share files, upload
photos, and post
messages in open
discussions.

64%
ages 19–25 use
a social network
every day.

increasingly spend their time on the web – and
web users' average age is decreasing. In 2012, 50%
of children, age 3, used the web – and 40% of
children, age 2. Right now, the greatest web-usage
upswing is among children, ages 9–11.
Currently, about 90% of all residents have web
access.

MOBILE CONNECTIVITY UPSURGE
Mobile connections via smartphones and tablets
constitute a major change during the past two
years. The trend began in 2011, with a doubling
of those using smartphones – from 16% to 30%.
In 2012, usage almost doubled again – from 30%
to 55%. Now 50% of Sweden's residents have web
access via smartphones.

EVERY FIFTH RESIDENT USES A TABLET
Tablets continue to increase in popularity. One
in five residents currently uses a tablet. Among
families with children, one in three uses them. The
most frequent users are ages 2–15; here, nearly
50% use a tablet: the higher the income and the
higher the education, the higher the tablet usage.

E-COMMERCE CONTINUES TO GROW
Today, 84% of web users (72% of the population)
have shopped via the web. One reason for this
high figure is that credit card fraud decreased. In
2000, 72% worried about this. Today, the proportion of worriers has dropped to 21%.

HOW TO ACT AMONG AGE GROUPS ON
THE WEB?
Writing and reading email is still the most frequently occurring internet-based activity. Also
common is searching for news and listening to music. Differences occur when it comes to web usage,
which is primarily reflected in social media usage.
Today, 64%, ages 19–25, use a social networking
site every day – compared with 30%, ages 46–55.
During the past five years, social network expansion skyrocketed – especially Facebook. With each
year, 10% of the population (new users) joined the
trend, although a slowdown has occurred, and the
growth is less pronounced.
One particular difference exists between the
younger user group, ages 12–35, compared to older
users. The younger group has a more proactive
approach to the web. They want to be involved
and contribute. That's why they use the web much
more than the older group – to listen or download
music, share files, upload photos, and post messages in open discussions.

TOO MUCH TIME WITH WEB
For those ages 12–25, the web plays a key role –
more so privately than in schools; 78% claim that
the web is important or very important.
Also, four in ten, ages 12–25, stated that they
often or very often feel that they spend too much
time online.

1
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This section is based on Olle Find Ahlstrom's Svenskarna och
Internet 2012 (Swedes and the Internet).

Web-based
Alkoholreklam
alcohol advertising
på internet
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Young adults' alcohol
consumption
Alcohol consumption is significantly higher today than in 2000 when 8.4 liters
of pure alcohol per inhabitant were consumed by residents ages 15+. Now,
consumption is up to 9.4 liters. Every third young man and every fourth young
woman, between ages 16–29, have harmful drinking habits.

35%
of men, ages 16–29
have harmful
alcohol habits.
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For ages 16–29, the proportion of men with harmful drinking habits is 35% and of women, 25%
– compared to 17% and 9%, respectively, for the
entire population, ages 16– 84 years.¹
According to the National Board of Health and
Welfare, heavy drinking among young adults can
lead to social and mental health problems – and
ultimately to alcohol abuse or dependence.²
The most common cause of death, due to young
adults’ alcohol consumption, is accidents/injuries,
while cardiovascular diseases cause the most
deaths due to alcohol consumption among older
persons.³ Most young adults are still in a life phase

in which more stable drinking habits have not yet
been established; consequently, prevention during
this period may reduce risk of negative alcoholrelated consequences later in life.
1. Levnadsvanor. Lägesrapport 2011. Nationella folkhälsoenkäten –
Hälsa på lika villkor. Statens folkhälsoinstitut 2012. ("Living habits".
Trends report 2011. National Public Health Survey: Health on equal
terms. Institute of Public Health, 2012).
2. Nationella riktlinjer för sjukdomsförebyggande metoder. Socialstyrelsen 2011 (National guidelines for disease prevention methods.
National Board of Health and Welfare, 2011).
3. Andréasson, S, Allebeck, P. Alkohol och hälsa. En kunskaps
översikt om alkoholens positiva och negativa effekter på vår hälsa.
Statens folkhälsoinstitut. 2005;11. (Alcohol and Health. "Overview
of alcohol's positive and negative effects on our health". Institute of
Public Health, 2005, 11).
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1

2

Alkoholkonsumtionen i Sverige 2011, Centrum för socialvetenskaplig alkohol- och drogforskning, SoRAD, Stockholms
universitet, 2012. ("Alcohol consumption in Sweden in 2011",
the Centre for Social Research on Alcohol and Drugs,
SoRAD, Stockholm University, 2012).
A new computational model is introduced from 2009 onward. Under the old model, consumption was 9.2 liters.

20%
of men ages 16–29
have ended up in
quarrels when they
drank – at least once
in the last year.

22%
of men ages 16–29
stated that alcohol
consumption had a
negative effect on
personal finances.

9.4

2011

Alcohol consumption is significantly higher
today than in 2000. After a sharp increase
between 2000 and 2004, total consumption,
although reduced, is still about 1 liter higher –
compared to 2000. Total alcohol consumption
is estimated to be 9.4 liters for 2011 – compared to 8.4 liters for 2000 (expressed in liters
of pure alcohol (100%) per person, ages 15+).²

liters per
inhabitant

8.4

2000

Alcohol consumption
in Sweden¹

12.5%
of women ages 16–29 have
ended up in quarrels when
they drank – at least once
in the last year.

12%

of women ages 16–29 stated
that alcohol consumption
had a negative effect on
personal finances.

liters per
inhabitant

Negative consequences
common among younger
persons
Various problems may arise in relation to alcohol
consumption. According to the report “Figures of
alcohol 2010”, it's clear that several negative consequences especially affect young people – and more
often men than women.¹ For example, about 20% of
male drinkers, ages 16–29, ended up in an argument
at least once during the last year – in connection with
drinking. The corresponding figure for women was
12.5%. Getting into fights is less common. Nevertheless, 11% of men, ages 16–29, stated that fighting
has occurred (compared with 1.7% of women).
Alcohol consumption can have negative effects on
personal finances; this effect is also most prevalent
in younger persons, where 22% of men and 12% of
women stated this in 2009.
1

Figures of alcohol 2010, a statistical yearly report from the monitoring study, the Centre for Social Research on Alcohol and Drugs
(SoRAD), Stockholm University, 2010.
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Summary
One in ten perceives that web-based alcohol advertising influences them.
Eight in ten believe that web-based alcohol advertising influences others. So it's
reasonable to assume that most persons perceive web-based alcohol advertising to be something that affects humans, and this is especially true for young
people. Four in ten in that group think that web-based alcohol advertising is
credible.
à Survey results revealed that the respondents:
n

n

Age and consumption patterns are
key factors that
affect ways in
which web-based
alcohol advertising
influences people.

n
n

n

n

Ages 25+ are exposed to alcohol advertising via
web-based news sites – to a greater extent than
those below age 25.
Below age 25 are exposed to alcohol advertising via social media – to a greater extent than
persons ages 25+.
Below age 25 are clearly more influenced by
alcohol advertising than persons ages 25+.
Below ages 25 are five times more likely to
receive invitations to events from alcohol suppliers than persons ages 25+.
Share alcohol-related information from Facebook friends or contacts, and sharing is three
times more common among persons below age
25 than among persons ages 25+.
Believe (six in ten) that web-based alcohol advertising encourages alcohol consumption; many
consider the advertising to be glamourising.

Alcohol advertising in digital channels particularly reaches and affects the young. One in four
indicates that it's common to be invited to events,
which is five times more common than among
persons ages 25+. Young persons also stated
that alcohol-related advertising leaves a greater
impression on them, and they mostly look for
products that they've seen advertised.
This is paradoxical, because alcoholic beverage
marketing may not target persons below age 25.
And if the advertising is perceived as glamouris-

1in10

believe that web-based alcohol
advertising influences them.
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ing, then it does not meet the mandated requirement for a certain degree of sobriety.
In their own way, young persons have a critical
attitude toward alcohol advertising, while this
group internalizes the strongest impression of alcohol advertising and is most exposed to it. Young
persons use social networks to a greater degree
than older ones, and in these channels they are
exposed to alcohol advertising in a way that does
not apply to the public as a whole.
Age and consumption patterns are key factors that affect ways in which web-based alcohol
advertising influences people. These two factors determine (i) the frequency with which they
see advertising, (ii) ways in which advertising is
perceived, and (iii) whether or not they act on the
advertising message. The more alcohol they consume, the more advertising they see, and the more
sympathetic they become to alcohol advertising.
Alcohol advertising clearly affects people. Every
fifth respondent looks for items they have seen
advertised, and they consume even more after
seeing web-based ads. Most likely, these data are
under-reported, because people are reluctant to
admit that advertising influences them.
Overall, the picture that emerges from this
survey is well aligned with previous investigations
on the same theme, for example, the IQ report
on the Drunkest on Facebook from 2012 and the
Novus investigation that IQ commissioned in
November 2011.

8    in10

believe that web-based alcohol
advertising influences others.
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NARVA

IQ for a smart
view on alcohol
IQ strives to create smarter, healthier perspectives about
alcohol throughout Swedish society. IQ’s vision is to establish
moderation as a key value. It should be obvious to abstain
from alcohol in the workplace, when driving, among
youngsters and during pregnancy.
IQ distributes information about alcohol risks and inspires
sensible attitudes toward alcohol. Via its network, IQ brings
together alcohol sector players and best practices and
facilitates knowledge acquisition regarding current alcohol
issues.
IQ wants to get the message across without lecturing.
Only free-will creates real change. The IQ initiative is an independent subsidiary of Systembolaget – Sweden’s importer,
distributor, and retail chain of alcohol stores.
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