
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Description of strategy 

 

WYSAC, University of Wyoming 55 Catalog of Environmental Prevention Strategies 

Discussion of effectiveness  

ALCOHOL ADVERTISING RESTRICTIONS IN PUBLIC 

PLACES 

Restrictions on alcohol advertising include 
any policies that limit advertising of alcoholic 
beverages, particularly advertising that 
exposes young people to pro-alcohol 
messages. Restrictions can be in the form of a 
local ordinance or state law, or can be 
implemented voluntarily by a business, 
event, or organization and can include: 

 banning ads on buses, trains, kiosks, 
billboards and supermarket carts, and in 
bus shelters, schools, and theme parks; 

 banning or limiting advertising and 
sponsorship at community events such 
as festivals, parties, rodeos, concerts, 
and sporting events; 

 banning advertising in areas surrounding 
schools, residential areas, faith 
organizations, etc.; 

 restricting or banning TV and/or radio 
alcohol commercials; 

 restricting alcohol advertising in 
newspapers and/or on the Internet; 

 countering alcohol ads with public 
service announcements; 

 restricting the size and placement of 
window advertisements in liquor and 
convenience stores; 

 requiring all alcohol ads in the local 
media to include warnings about the 
health risks of alcohol consumption; 

 setting a maximum for the percentage of 
total print advertising space that alcohol 
ads can cover;  

 reducing the disproportionately high 
number of alcohol billboards in low-
income neighborhoods;  

 prohibiting images and statements that 
portray or encourage intoxication; and, 

 enforcing existing restrictions on alcohol 
advertising (University of Minnesota 
Alcohol Epidemiology Program, 2009).  

 

 
 
 
 
 
 
 

Alcohol 
Although results are varied for advertising 
restrictions for alcohol, they are generally 
supportive and suggest advertising 
restrictions may be most effective when 
employed as part of a multi-component 
effort (Weitzman, Nelson, Lee, & Wechsler, 
2004). 

 

Other names/examples: Billboard 
bans 

Intervening Variables 

Retail Pricing 

 
Retail availability  
Social availability  
Law Enforcement  
Community norms 

 
Promotion & media  
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