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Alcphal-refated probiems have prafiferared on college campases v recend years aad hawe
resitlted in many aegalive conseqrences, meluding death The authars evamine vhe effects of
advertiied drink specials al bars [reduced prices oo beer grd wise, oll vou can deink for g
Jined pricel o dwie bebweed-sulngects experinteisis. The findings indicode thar rhese aavertised
prrovreolecnis pekihvely affect amitade s and ioteaiions of pafreszing the bare and inflieence
siselfenly eapeciations of amaasis covsamed for themeeeives gnd ovher conswners. The
putieers exeemine N ffects of the prediveleoies for consieiers wio ore caregonized G5 hage
cradd arerihinnge dripiers and find that ge desnbers differ fram moclingers in thelr afiiudes
prracd amteniony relited o fwel proviosions in several impariant wavs, For exampie, wien a
social responsihdliny oressage aboal sl drinking and driving o mclided in e
cefveriocement, oy palronage pifenilions are lower for wmonbinge drinkers, Bur tRese is #o
effeet of the message for lnge deinkees. The aeahors address impliceiions for consumer

wielfare and polic.

ollege presidents view excessive alcohol consump-
tion as the most serious problem on eollegs cam-
puses today [Center for Science in the Public Interest
20007, In response W such problems, messages emphasizing
social and personal responsibaliny are now a promotional
lache commoenly used by many brewerics and distillers.
Typically aimed @ yvoeng drinkers, these messages often
wirn ol the dangers of drinking and dniving or encourage
comsumers o know their lumits, However, young consumers
are also boankbarded with adventising that cncourages exces-
sive aleohol consumprion. For example, advertsimg in col-
lege newspapers often promotes drink specials such as
“Ladies drink frec all night long.” which appeared in
Louisiana State University™s student newspaper. and “Ease
your mind before linal exams with our mind eraser drink
special,” which appeared i the Auburn University student
newspaper (Erenberg and Hacker [997) Thus, while
natisnal hreweries attempt o enhance their images by pre-
senting sdvisory stalements such as “Think when vou drink™
and “Know when 1o say when,” local bars oflen promote
degp price discounts on aleoholic beverages and drink spe
cials thal may encourage crccRsIve consumplion
Wi examine two primary issues of mnterest e both coen-
sumer welfare proponcats and public policymakers, First
we exarmine how different types of alcohol beverage pro-
mations alfect binge and nonbinge drinkers” attiiwles, inten-
tons, pereeprions, and cxpectations. Second, given the pro
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liferation of promaotional messages that potentally encour-
age heavy, or binge, drinking, we consider whether mes-
saged that encourage responsthle drinking behavior have the
intended effect of discouraging binge dnnking or whether
they “hommerang™ and serve as an additional enticement o
frequent users of alcohol. Two studies examine these issues
across collese-amed consumers wha are categorzed as non-
bingze or binge drinkers,

Background and Hypotheses

Concerns Regarding College Students' Excessive
Alcohol Consumption
University officials, policy advocates, and government offi-
cials are concerned ahoui the level ol alcohol consumplion
and the extent of hinge drinking by college students. !
Mational attention was focused on the problem after several
well-publicized deaths, including those of an [83-year-old
Mas=achusers Inatitwte of Technology treshman and a 20
year old Louiziana State University undergraduate student.
Alcohal has been involved in two-thirds ol collese student
suicides, 98 % of college rapes, and B5% of vielent crime on
cimpus (CASA Commission  1994). Other rescarch has
fownid positive associations between high levels ol alcohol
consumpion and increased incidences of rallic fatalines,
unplanned sexual activity, physical and sexual assuult, unin-
eetional injuries, physical and cognitive imparrment, and
poor geademic performance (Presley. Meilman, and Lyena
1993, Wechsler and [ssac [992),

Although the Federal Trade Commission has iraditionally
advocated self-regulation of the alcohol beveragpe indusiry,

IHing: denking is defined as five or more donks o simgle e pendod
for o paan o Foair o marre drinks Tor o waman m soone siedics [ Werhsler
e al 1995, 2000 and as Give drinks o mare regandless of sex inoothers
{Bales el al. 200D, Sehalenberg en ol 15954
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il has recently taken aclion against several aleohol beverage
producers tor depicting young people consuming alcohol in
potentially dangerous situations in their advertising (Hacker
9% ). In response to an increased threal of regulation, many
producers now promode socially responsible drinking
hehaviors in their adventising (Erenberg and Hacker 19%7),
Increased public pressure and potential liability have also
pecsuaded many Niems in the industry o discontinue adver-
lising on college campuses, However, advertising by local
bars has taken the place of beverage ad vertizements in miny
college nowspapers.

Adverisements for local bars often focus on deeply dis-
counted drink prices and special themes such as ladies” mghts
(1o attract both temale and male drinkers), hear-the-clock
specials, and “all vou can dnnk™ for a prespeciticd low price,
“All you can drink™ promaotions that offer unhmited drinks
for ome low pnee are prohibited or restricted in 18 sates,
However, many bars evade such laws by charging estremely
low prices on a per-drink basis, For example, some establish-
ments offer “any coin, any drink” specials and “penny”™ beers.
which are of panticular concern (o public policy advocates
because of their endency 10 promode binge drinking. Sur-
prisangly, little empirical research has examined how such
sdvertisements affect college students” attitudes and inten-
riens regarding their own alcohol consumption.

Conceptual Rationale and Hypotheses

In Swdy |, we examing how the tvpe of aleohol heverage
prormotien and its tme frame influence consumers” attirudes
wnd intentions. We use acquisition—transaction utilliny theory
(Thaler 1933) to hypathesize these effects across consemers
who are classificd as binge or nonbinge dnnkers. Acguisi-
tion wiility is simply the cconomic gan or loss from the
transaction and is equal 0 the amount by which the utility of
the purchased good exceeds the purchase price. Trunsaction
utility is equal te the internal reference price (Le. a memory-
based percepaon of a price standard that serves as a basis for
compartsen ) minus the purchase price of the prodoect (Licht
enstein, Burton, and Karson 199 1), Promoetions that substan
tally reduce prce ncrease aequisition unliny by decreasing
price {while holding the wuliy provided by the good con-
stant), thus cnhancing perceplions of economic gain, They
also incrense cansaction uihiny by lowering the offering
price relative o the internal reference prive Tor a drink pur-
chase 1n a bar or mghiclub. We expect such increases
Lhrough acgquisiion and transsction ublity o have a positive
effect on comsumer wllilodes and patronege and inceease the
perceived likelihood of greater alcohol conswmpricn.-
Longer promations are also expected 10 be associated
with higher utilittes than shorler promotons, Most con-
sumers patromizing & bar are Dikely o anoopate making
multiple drink purchases over an extended period of time,
The wiility gained from the purchase of discounted drnks
increases incrementally on the basis of the wme peried (or
which the discount is offered and the rate at which drinks are
purchased From the consumer’s perspective. the longer o

205 shisuld be moesd thae eeher theorstizal explanalions might exisl. For
canmple, sovial wiliy theary may provide a ralonale [or lavorable effecs
an patronnge indentions For bar Bappy hours. The Tocas of tais study leaned
tward price mesnipulations, 1o ahich transaeton and acquisainon mility the-
arnes e s closely jmad

price promation 15 10 ctlect. the greater 15 the cumulative
product-acquisition wnility, This, in wen, should result in
more (avorable atttudes and patronage inlentions  and
increase the likelihood of greater consumption.

Will binge and nonhinge drinkers respond differently 1o
“binge-drinking promotions™ [n general, the higher con-
sumption frequencies of binge drinkers suggest that the uul-
ity gained from alcoholic heverage promotions will he
greater far binge drinkers than for nenbinge drinkers.

Besearch has [ound that binge dnnkers have more posi-
tive attitudes toward drinking behaviors and have higher
lewcls of involvement with aleoholic beverages and bars
[(Schulenberg o1 al. [996; Twms 1999) Tlis suggesty that
hinge drinkers will have more favorahle attitudes woward the
ad and woward the bar sponsoring the promation, as well as
more favorable patronage intentions and perceptions of a
areater hikelthood of increased consumption for themselves
and nthers.

We expect the type of promotion offered o inleract with
denking status, Compared wih advertisements that do no
promele prce discounts, advertisements that olfler reduced
prices should have a greater (morc positive) mpact ror
kinge drinkers than for nonbinge drinkers. Becagse of dif-
ferences in purchase amownts and consumption lovels,
increases in odal acquisition and tansaction-related unlities
shoatld be geeater for binge than for sonbinge drinkors,; that
15, binge drinkers have more 1o gam fram heavily discounted
drnk prices than nonhinge drinkers do. On the basis of the
previous discussion, we offer hypotheses related 1o sdver-
tized alcobol heverage promodions, promotion ome frame,
amwd effects across hinge and nonbinge drinkers:

H,: Consumers will respond more Favoeably to advertisements
thar eimphasize alcoholic beverage promotions than w simi-
lar advertiscrwents that contain no such alcohol-related pro-
noticans, and effects will be stronger For lareer price reduc-
s, When exposed o advertisanaents with the aleoshol
promotioan, comsamers wall have more fawvorahle {a) -
ludes Lossardd thie ad, (b albitudes ewad the ban, and (el
inlenibions T praglraamiae Lhe ke, In addetion, conswines wall
exper| that baoth 40 they amd (e olhers al Lthe bar wall con
sumie emiore i loohelae hl;"l.-r.'r:lyf

i 5 Compiired with an alcohol beversee promniion thd tens oe
i shorier fime perusd, Consumers exposad o alverdisement s
with an aleohol promodwn that runs For g bomeer ime penod
will have more favorable (a) attitudes ioward the ad. (b ath-
tdes toward the bar. and (c) intentions to patronize the bar,
In additasie, conswmers will expect that boch od b thew and 1e)
ollsers ar the Bar will conswme more aleobalic beverioes.

Hy: Compared with consumers categorized s nonbinge
drinkers, binge drinkers exposed to bar advertisemen: pro-
motions will have more favoeable (a) atiudes toward the
ad, (b atatudes wsard the bar, and (C) antentions 1o PRLLT{-
T the bar, amd they will expect that both (d) they and (€]
otfiers al the bar will consume mare alooholic beverages,

H,: Tl influence of an aleohol Beverage promotion on (a) aiti-
lucle porweaarul the ad, (b snimide roward the bar, and (c) imen-
lions 1o pastronize Lhe bar will be stronges {moes Favarablo)
for hiﬂgn: drinkers than for nunl‘-‘illgl_t drimkers, 5w laly, the
dleohol promaotion will fesd o stronger effects for binge
drinkers with respect o their expectations of higher levels
af vonswimpiion od) For themselves ard (el for others
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In wddition o the perceived likelihood of increased con-
sumption, respondents” estimates of the specific number of
drinks they cxpect o consume and the specific number of
drinks they cxpect others o consume are cxaminad. As
nipted previously, consumers are presumed (o have a reler-
ence point with regard Lo the number of drinks they expect
to consume. This initial refercnce point may then be
adjusted on the hasis of Factors specitic to the current hehav-
wwral cpisode {Turris 1999, Siuational vanables that may
affect eslimated consumption relative to a reference point
include factors such as price discounts on alcohol, the
expected length of ume at the bar, amount of discretionary
funds availahlz, or the length of time a price promotion is
offered (Wylie, Zhang, and Casswell 1998). Drinking status
and promotion Lype are therelore expected 0 influence the
amount of alcohol respandents expect bolh temselves amd
ehers o consume, siven adjustments made 1o an milal ref-
erence point * Preoe research has shown that students” drink-
ing behaviors mimic those of their peers (Baer and Carney
1991} Consumers’ expecied aleohol consumption amounts
for themscelves and others should therefore be greater tor
hinge drinkers than for nonbinge drinkers. Consumption ref-
erence points also should be higher Tor men (than for
womenp and students [than for nonstudentz). In addition,
given lower mdivdual drink prices, hinge drinkers may per-
ceive greqter increased odal wility from a larger cumulative
number of drinks and may be less restricted by a fixed “ceil-
ing™ effect regarding the total number of donks 1o be con-
sumed 1 a single evening. This suggests that estinuled con-
surnplion amoaents will be anflugnced by an interaction

between promodion type and drinking status with the type of

consumer {Hy b,

My Specific expected aloohal consumpnion amounts witl be
hagher For {a) advemsements that use alcehol beverage pro-
motons. (b1 premotions thit ran lee o lenger Hme periad,
ick binge drinkers, amd (b men and shxlent consumers.

He Both the type of promotion amd drinking status will inceract
with the type of consumer (e.2., self, sex. studeni] to influ-
ence specific expected alcohael consumption amounis

Study 1
Method

Pilor Tesis

An initial pilod test was performed to help determing appro-
priate levels lor the manipulagons. Undergraduate sudents
(n = 217 were exposed 1o an advertisement with oo price-
related information for & leitioes bar, and then they
responded 10 a series of questions, Findings indicate that
perceplions of “normal™ prices for a [ 2-ounce beer and a 4-
ounce pluss of wine a1 the fictitious bar were $3.00 and

§3.30, respectively. Respondents also provided estimates cf

the number of drinks the average man and woman would
consume at the full price, the low discount price (51.50), and
the very low discount price (3,509, The results showed that

IC casumprion esiimates were abtained Tor subgpects theinsdves (gl [ b
fur Four growps of consumesrs Tiveks stadents, Faivake snedenes, male noa.
alpdenis, amd Temgk: nansiuckenis)

the very low price resulted in the greatest estimates of con-
sumpticen, and the very low price and a longer-running pro-
mcdion (RO es, unnd P00 A8 were percerved maost
Favnirahly.

Design, Participants, and Procedures

The study design was a 3 (type of promotion) x 2 {hours of
the promotiony * 2 (drnking stas) betwesn-subjects
experiment. The tvpe of promotion manipulaten included
three conditions: {17 %.50 drink special on beer or wine, {2)
51.H) drink special on beer or wine, and (3) reduced prices
an appenizers (the contral with no discount on alcoholic bey-
erages). The duration of the promction varied acrass the fal -
lovwing twn levels: (1) 4000 powa. until 7:060 ew. and (27 400
P unol 1O s, The sample consisted of 189 subjects
who reponted having consumed alcohol in the past six
months. The slvertisme stunulus was for a hotiious bar and
mghiclub ramed Top Shell, and o lfeatured the copy, “Cuold-
est beerffinest wing anvwhere” and promoted a “Wednesday
night special,” All manipulations were presented i the form
f & mock-up of a newspagper advertisement simelar 1@ those
typically found in campus newspapers. Except for the
manipulated tvpe and hours of the promoton. all other
information presented in the advertisement was invariant,

Sulbpects werc undergraduane students an a magor Southern
uhiversity who voluntarily participated in this stady. The
mean age of respondents was 21.4 years.d The subjects were
categonized by drinking status {enther binge or nonbinge
drinkers) on the basis of sell-repors of whether they had
consumed Nve or more drinks a0 a single sunng during the
past l4-day period {Wechsler et al. 1995, 2000 Al subjects
included in the analvses reporied that they had consumed
s alcohehe beversges dunng the past six months {1e.,
nondonkers were excluded from the aﬂﬁl:.-wi_l-. Fur these
drinkers, BT sabjects were classitied as hinge drinkers and
102 were cutegorized us nonhinge drinkers.

Dependent Measures

The questiennaire contamed measares of aniede 1owand the
ad, aninede toward e bar, har patronage intentions, znd
alcohal consumption—related expectations. Attitude toward
the ad wis measured with a [our-item scale (seven-ponl
Mems with endpoints of “pood”Mbad,” “like" S dishke,”
“posilive Mregative,” interesting™“horing”; alpha = 93}
Antitudes roward the bar/nightclub were also measured with
four seven-point iems (Cpositive” S negative,” “un”Tbor-
ing,” “exciting™dull.,” “Favorable™ "unlavorable™; alpha -
867, Intentiens o patromize the har were measured with two
seven-point tems Clikely"Funlikely,” “possible™ nol pos-
sible™; = S0, Two ems assessed subjects’ aleohol con-
surnplion -related expectatncis Tor themaelves C"Waould you
be likely o drink maore than usual because of the special™;
endpoints of “very likelv™very unlikely) and for others
("“The Wednesday night promotion will lead some cus-
tomers o drink more than they should™: endpoints of
“strongly agree” Mstrongly disazree” ). For all nems, mgher
seores indicate more [avorable responses.
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