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“Developing brand loyalty among children has
become axiomatic among marketers in recent
years, a strategy central to the principle of ‘cradle
to grave marketing.’”

—Kathryn C. Montgomery,
“Children’s Media Culture in the New Millennium” 1

“There’s only one way to increase customers.
Either you switch them or you grow them from
birth.”

—James McNeal, marketing guru, author of 
Kids as Consumers: A Handbook of Marketing to Children2

“Sports provide experiences that allow our brands
to forge an emotional bond with beer consumers.”

—Tony Ponturo, 
Vice President for Corporate Media and Sports Marketing,

Anheuser-Busch3

[NCAA Mascot] “J.J. Jumper captures the interest
and imaginations of young fans.”

—NCAAKids.org,
a promotional web site run by the NCAA4
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Executive Summary
Mass marketers chase the youth market because young people

today have more money than ever before to spend, independent of
adult influence.  The youth market represents billions of dollars in
spending; connecting with a young consumer can also bring brand
awareness and allegiance, as well as profits, that could last a lifetime.  

Much like other “brands,” the NCAA has developed an aggres-
sive marketing program to attract young consumers.  With a TV ad
budget of $38 million, the NCAA is one of the biggest advertisers on
televised sports.  The Association also runs a multi-faceted array of
“hands-on” programs to involve and interest high school and college
youth in college sports.  Those programs represent a mixture of service,
public relations, and brand building for NCAA-member schools and
NCAA sports.

The NCAA wants its sports brand to connote learning, bal-
ance, spirit, community, fair play, and character — attributes that
appeal to many marketers that want to associate with the integrity and
quality of college sports.  Brewers, who advertise heavily during the
NCAA men’s basketball tournament, enjoy the association with the
presumed integrity and quality of college sports.

Brewers have a strong economic interest in reaching large tele-
vision audiences of sports fans, many of them young beer drinkers or
potential drinkers, including millions under the minimum legal drink-
ing age.  Young men (18-29) drink most of the beer consumed in the
U.S., and heavy beer drinking accounts for most beer consumption.
Those who start drinking early in life are much more likely to go on to
become heavy and addicted drinkers — and the beer industry’s best
customers.  Whether by design or not, the NCAA’s purposeful, youth-
focused branding activities help deliver that young audience to beer
marketers, among other advertisers.

Recent research demonstrates that televised alcohol advertising
has numerous effects on adolescent viewers.  Expert and lay analysts
agree that many beer ads shown during NCAA telecasts appeal to
underage persons as well as adults.  Beer advertisements on NCAA
games reach millions of underage viewers, including many college stu-
dents who follow their teams religiously during the tournament.

Many colleges are awash in alcohol-related problems, which are
among the most pressing student issues that college presidents face.
Schools invest millions of dollars and enormous time and energy on
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efforts to reduce and prevent those problems.  Hawking beer in college
sports undermines those efforts, and contradicts the missions of higher
education and the NCAA.

A growing awareness of this disconnect — among college presi-
dents, athletic directors, coaches, public health professionals, and poli-
cy makers — has put the issue of alcohol advertising squarely in the lap
of the NCAA, whose executive committee will consider the issue in
August 2005.  It’s time for the NCAA to rethink its relationship to
brewers and eliminate all alcohol advertising from its tournament tele-
casts.
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Introduction
Since 1906, the National Collegiate Athletic Association

(NCAA) has played a leading role in defining, managing, regulating,
and marketing college sports.  Its 1,024 active member schools promote
athletics as an important component of higher education, and the
Association, much like any other mass-marketed brand, promotes itself
as a vehicle for advertising and corporate sponsorships that support its
activities.  According to the NCAA’s web site, the organization’s brand-
ing initiative promotes attributes such as “Learning. Balance. Spirit.
Community. Fair play. Character.”

This report details how the NCAA uses those ideals to recruit
young, new fans and, by doing so, helps corral new drinkers for the
beer industry.  That result hardly conforms to the missions of higher
education or college sports.  Even the NCAA’s own advertising policies
purportedly exclude those ads that “do not appear to be in the best
interests of higher education.”5 Although the NCAA’s youth-branding
programs themselves are hardly controversial, the organization’s accept-
ance of beer advertising during televised collegiate sporting events has
been.

The controversy surrounding beer ads on NCAA telecasts has
evolved over time.  In 1989, Dick Schultz, then executive director of
the NCAA, proposed a ban on all alcohol advertising during NCAA
broadcasts.  The organization rejected his proposal, and instead adopt-
ed the current policy that prohibits advertising for alcoholic beverages,
except for beverages with an alcohol content by volume of up to 6 per-
cent.  That “restriction” essentially creates a monopoly for beer adver-
tising on NCAA sports telecasts, while subjecting beer ads to a limit of
one minute per hour of game broadcast.  

The NCAA’s 1989 policy change acknowledged a problem
with alcohol advertising; however, the problem’s resolution ignored the
prime role of beer drinking as a source of campus mayhem, in favor of
retaining substantial advertising revenue from beer companies.6

Ultimately, the time limitation provided a meaningless restriction:
NCAA men’s championship telecasts contain a far higher proportion
of beer ads (16 times more) than appear in general television program-
ming.7

While serving as Secretary of Health and Human Services,
Donna Shalala, a former and now a current university president herself,
challenged the NCAA to clean up its act.  In 1998, Shalala exhorted
the group: “The time has come to sever the tie between college sports
and drinking — completely, absolutely, and forever.”8 That recommen-
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dation helped put the issue back on the NCAA’s and the public’s radar
screens, but generated no significant reform.

In the fall of 2003, the Center for Science in the Public Interest
launched the Campaign for Alcohol-Free Sports TV to break the tie
between sports and alcohol advertising.  The Campaign’s College
Commitment enlists university presidents and athletic directors to
work toward ending alcohol ads at the school, conference, and NCAA
levels.  By May 2005, 228 schools, including 60 in NCAA Division I,
had signed the pledge.9

In 2004 — and again in 2005 — U.S. Representative Tom
Osborne (R-NE) introduced a bipartisan House resolution urging the
NCAA voluntarily to ban beer ads during its broadcasts.  The resolu-
tion, which has been strenuously opposed by the beer industry, has not
yet been brought to a vote.

The NCAA and the Youth Market
The Coveted Youth Market

Young people represent an important target for advertisers in
America.  They count because they have increasing amounts of dispos-
able income and because they are susceptible to branding appeals for
products that they may consider buying now or at a later age. 

According to Juliet B. Schor in her book, Born to Buy: The
Commercialized Child and the New Consumer Culture, “[youth market-
ing guru James] McNeal reports that children aged four to twelve
made…$30 billion [in purchases] in 2002…an increase of 400 percent
[from 1989].”10 And that’s just the kids under 12.  Teenagers spent
$169 billion in 2004,11 making them a highly coveted advertising
demographic.  Each year, they’re joined in the marketplace by millions
more.  Companies know that winning those first dollars spent can
translate into a lifelong stream of income, because “grown-up customers
who form their brand allegiances in childhood are more loyal than con-
verts who adopt the brand later in life.”12

In order to compete for youth attention now and retain a rela-
tionship throughout adulthood, companies must build their brands
aggressively.  Branding efforts pay big dividends because children as
young as one year old are “brand impressionable,”13 and first graders
can recognize as many as many as 200 logos.14 Not only do children
recognize the logos, but they are drawn to them.  A 1996 survey found
that children ages nine to 11 years old were more familiar with
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Budweiser’s television frogs than with Kellogg’s Tony the Tiger, the
Mighty Morphin’ Power Rangers, or Smokey Bear.15 According to a
1998 advertising agency study, kids aged six to 17 years of age preferred
Budweiser’s cartoon ads over ads for Pepsi, Barbie, Snickers, or Nike.16

Kids notice those brands and that notice often leads to sales, even if
those sales occur sometime in the future.

Children are also routinely exposed to brands other than those
of toys, sugar cereals, and other products largely driven by youth dol-
lars.  Marketing expert McNeal notes that “security companies are tar-
geting kids, airline companies are targeting kids, gasoline companies are
targeting kids; those things we traditionally think of as adult products
are targeting kids.”17

Schor supports this observation: “One of the hottest trends in
youth marketing is age compression — the practice of taking products
and marketing messages originally designed for older kids and targeting
them to younger ones.  Age compression includes offering teen prod-
ucts and genres, pitching gratuitous violence to the twelve-and-under
crowd, cultivating brand preferences for items that were previously
unbranded among younger kids, and developing creative alcohol and
tobacco advertising that is not officially targeted to them but is widely
seen and greatly loved by children.”18

The NCAA Joins the Brand Wagon

The NCAA is a major brand that advertises heavily on sports
television.  In 2004, the Association ranked as the 52nd largest advertis-
er on sports television, with an investment of some $38.48 million.19

That ranking put the NCAA just behind Burger King ($38.90 million)
and just ahead of  Jeep ($38.46 million), two other considerable TV
advertisers.  CBS (which airs the NCAA men’s basketball champi-
onships until 2011) and the commercial sponsors that advertise on the
NCAA men’s basketball tournament must like that sort of self-
promotion, because the NCAA draws viewers (including young
people) to the network and the products hawked during the games.

According to Dennis Cryder, NCAA vice president for brand-
ing, broadcasting, and promotions: “After the bundled rights agree-
ment was signed…television networks and corporate America essential-
ly indicated they were going to define the NCAA if the NCAA didn’t
define itself.  They clearly said ‘NCAA, you need to start treating your-
self as a major brand because that’s what we bought and that’s how
we’re going to market you.’”20 The network and sponsors had “bought”
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the right to be affiliated with the athletic institution and they wanted
their money’s worth.

The value of a brand in large part translates into the size and
quality of the audience delivered to the advertisers.  And the NCAA
apparently delivers the goods.  According to The Wall Street Journal,
the “NCAA tournament gives advertisers something better [than the
Super Bowl offers]: a huge audience that stays engaged for several
weeks.”21 One advertiser values the NCAA audience for its “perishable
good”: young males “who want to watch an event in real time and
won’t flip past the commercials.”22 Die-hard college basketball fans,
particularly young students who follow teams in the tournament, are
among the most dedicated audience members.

The NCAA affiliation provides intangible benefits as
well.  According to officials at Coca-Cola, a major cor-
porate sponsor of the NCAA, “a partnership with the
NCAA can help build good will for our company.”23

“Marketers are also drawn by the youth and exuberance
of the players and fans, which give the tournament a
fresher feel,” notes The Wall Street Journal.24 Anheuser-
Busch’s Tony Ponturo touts the value of associating
with sports: “from an advertiser perspective, the only
reason you are sponsoring sports is to align with the

quality, integrity, and image of these sports.”25 Among sports on televi-
sion, the NCAA strongly delivers those attributes most desired by
Anheuser-Busch.

And what’s the brand image that the NCAA seeks to project?
After a thorough self-assessment, the NCAA identified six attributes
that “suggested the essence,” and thus the brand, of the association:
learning, balance, spirit, community, fair play, and character.26 Those
ideals form the core of a solid scholar-athlete experience.27 They proj-
ect exactly those values most coveted by Anheuser-Busch’s marketing
plans: quality, integrity, and the image of sports.

In essence, the NCAA brand is about strengthening and nur-
turing young people.  But, like its sponsors, the NCAA not only needs
to nurture, it also needs young people — as fans, and as future devo-
tees.  Some will end up playing NCAA sports, but many more will
grow into college age and adult fans, who can be “sold” to broadcasters
and advertisers for substantial sums that can support the organization.
The importance of that revenue is apparent: the bulk of the NCAA’s
current revenue comes from its broadcast and related rights contract
with CBS — more than $6 billion over 11 years.29
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to maintain and enhance the value of the
NCAA assets purchased by these ‘investors.’”28

—Dennis Cryder,
NCAA vice-president for branding,

broadcasting, and promotions



Recruiting a New Team: NCAA Outreach to Youth

Besides advertising heavily on sports television, the NCAA and
its member institutions run numerous youth recruitment programs at
the school, conference, and national levels to attract young people to
the NCAA brand.  While some of the programs focus on athletic
enrichment — with a nod to academic achievement — most simply
provide fun opportunities for kids to get to know the NCAA and its
sports.

Though doubling as valuable community and
public service programs, NCAA’s youth initiatives pre-
dominantly involve the nurturing of young NCAA
fans so they’ll stick to the brand for a lifetime.  “Our
research indicates the key to developing lifelong basket-
ball fans is through participation and the new NCAA
Kids section [of the website] offers children numerous
opportunities to do just that,” boasted Dennis Cryder,
the NCAA’s vice president for branding and communi-
cations.30

The NCAA runs at least 10 different youth
recruitment programs at the national level.  The pro-
grams include a kid-friendly web site
(www.ncaakids.org) with basketball computer games,
special appearances by NCAA mascot J.J. Jumper at
college basketball games, and “Hoop City,” a family-
focused fan festival “for all ages” during the Final Four
Tournament.  The NCAA’s aim is clear: to convince
children, adolescents, and teenagers that watching col-
lege sports is fun and exciting.  The programs encour-
age kids to feel connected to “their team” and the
NCAA: “If it happens to my team, it happens to me,”
asserts a downloadable screen saver on
www.ncaakids.org.31

J.J. Jumper, first introduced in 2000, puts a
happy face on college basketball’s youth recruitment.  The red-haired
frog mascot travels to NCAA member basketball games February
through April promoting youth involvement in NCAA basketball,
while teaching the rules of the game and the health benefits of playing
basketball.  The NCAA claims that “J.J. Jumper captures the interest
and imaginations of young fans… [and] encourages kids to believe in
themselves, get active, and embrace learning on the court and in the
classroom.”32
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Getting into the game:
A sampling of NCAA youth recruitment programs:40

• NCAA Kids Website: For kids aged 6-13, as well as
teachers and coaches.

• The Chalkboard: Tips on teaching and coaching basket-
ball, improving curriculum and having fun.

• J.J. Jumper: The NCAA Basketball mascot. 
• Take a Kid to the Game: A program encouraging adults

to take children to collegiate athletic contests.
• Fast Break: Classroom curriculum and games emphasiz-

ing good sportsmanship on and off the field.
• First Team: An education and mentoring program for

male basketball students in grades 9-12. 
• Stay-in-Bounds Program: An NCAA Hall of

Champions program teaching good sportsmanship to
Indianapolis-area youth in grades 3-8. 

• National Youth Sports Program (NYSP): A summer
sports and education program for low-income youth
administered by the National Youth Sports Corporation.

• Youth Education Through Sports Clinics (YES): Youth
clinics administered by the National Youth Sports
Corporation at selected NCAA championship sites.

• Good Sports: Art and ess ay conte st on good
sportsmans hip.

• Hoop City: A fan festival for the Final Four basketball
championships that includes clinics, games, and prizes.



Once a year, the NCAA holds “interactive fan-festivals” in con-
junction with the Final Four men’s and women’s basketball champi-
onships.  According to the Hoop City website, “Fans of all ages have
the opportunity to participate in numerous interactive basketball com-
petitions, basketball clinics, buy official NCAA themed merchandise,
win prizes and much, much more.”  Offering discounted admissions
fees to college students and kids under 12, Hoop City gives the
NCAA’s youngest supporters and their parents a place to become bet-
ter acquainted with all the NCAA brand has to offer — not only ath-
letically but commercially as well.  Coca-Cola is the primary sponsor of
the festival.33

The NCAA also provides encouragement and limited athletic
instruction for young athletes.  The NCAAKids.org web site offers
kids and coaches instructional films and multimedia presentations on

the rules of basketball, skill sets, good sportsmanship,
and similar resources.  A few programs offer more in-
depth mentoring and instruction, namely the “First
Team” program for male high school basketball stu-
dents and summertime National Youth Sports Program
clinics for low-income youth.

Youth Education through Sports (YES) clinics, held at
selected NCAA championship sites, reach 10,000 10-

to 18-year-old sports fans annually.  YES offers a program of sports
skills, life skills, and conditioning sessions “conducted by top collegiate
coaches and student-athletes.”34 The clinics provide an opportunity
for the NCAA to reach young fans across the country using NCAA
student-athletes from marquee, as well as non-marquee, sports.  For
example, the 2003 YES clinic held in conjunction with the Division I
women’s soccer championship included four 35-minute sessions: skill
instruction, game-related issues, conditioning, and life skills.  Following
the clinic, participants received tickets to the championship game on
Sunday afternoon and various goodies from Coca-Cola and Brine.35

The NCAA 2004-2005 Basketball Promotional Kit offers
member schools free banners, decals, promotional giveaway offers,
assistance with television and radio PSAs and other advertising, and
ready-made programs like Fast Break, Take a Kid to a Game, and J.J.
Jumper.  That program advises schools on how to recruit fans as young
as six years old:  “The intent of the Fast Break program is to serve as a
tool that will help campus and conference marketing directors increase
regular-season attendance.  Developing a relationship with local grade
and middle schools may raise awareness about your institution’s men’s
and women’s basketball programs and result in increased regular-season
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Anheuser-Busch CEO Patrick Stokes claims:
“People who like sports are beer drinkers, and
people who are beer drinkers like sports.”47

With this in mind, Anheuser-Busch’s Budweiser and Bud
Light (in 2003) spent 82 percent and 77.2 percent,
respectively, of their total television advertising dollars on
sports television.48



attendance. Marketing directors have the opportunity to tailor the Fast
Break program to fit their desired marketing objectives.”36

The NCAA’s broad recruitment approach provides a model for
similar programs at individual schools around the country.  Nearly
every Division I basketball program boasts a version of a youth recruit-
ment program, ranging from college basketball summer camps and
clinics to kids’ clubs that offer members discounted admission, a t-shirt,
and the opportunity to meet the school’s student-athletes.

While those NCAA and college programs laudably inspire
young people to connect with the healthy competition of college bas-
ketball, they clearly serve as key marketing platforms for the
Association.  Unquestionably, the NCAA considers its youth programs
to be marketing opportunities for itself and its member institutions.

The Basketball Promotional Kit encourages
schools to start a “Take A Kid To A Game” (TAKG)
program, to introduce “the youth of America to all the
thrills and excitement of the in-person college basket-
ball experience.”  The kit continues: “The TAKG serves
two purposes on campus; community outreach and
increased attendance.  During the 2003-04 season, 396
women’s basketball programs and 347 men’s basketball
programs participated in the TAKG program.”37

Another program, Good Sports, an essay and art contest, offers
member schools “a chance…to build relationships within [their] com-
munity by working with local school districts and youth.”38 Even J.J.
Jumper has a clear marketing mission.  “J.J. travels across the country
making appearances at Divisions I, II and III men’s and women’s bas-
ketball games in an effort to draw young fans to your home court,”
reminds the NCAA.39

Although obviously well-intended, most of the NCAA’s youth
recruitment programs provide only short-term and episodic connec-
tions with fans.  Participants may gain knowledge and develop stronger
skills from some of the programs, but those programs serve at least as
well to acquaint them with the school and NCAA brands.  For all the
good that those programs deliver to children, the youth programs actu-
ally form the core of a sophisticated branding campaign designed to
build a fan — and consumer — base to peddle to advertisers in future
contracts for the broadcast rights to NCAA basketball games.
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“We need to understand that children start
following athletics at the age of nine or ten.
These beer ads are highly appealing to them.
When beer companies say their ads aren’t
directed at young people, I find it hard to
believe.”

—Dean Smith, former head basketball coach, 
University of North Carolina, in A Coach’s Life



The NCAA: Beer’s Pied Piper
Beer and the NCAA

As detailed above, the NCAA expends considerable effort pro-
moting its worthy “attributes” to children and teenagers as it recruits
them as current and future fans and consumers.  The NCAA brand
conjures a youth-friendly, wholesome, and healthy image with high-
minded, important ideals.  Those ideals provide an appealing image for
product marketers who invest substantially to reach the important
youth demographic delivered by the NCAA.

Beer makers, who ranked third among advertisers on televised
sports — ahead of fast-food, credit cards, computers, non-alcoholic
beverages, financial services, and movies41 — are among those
marketers that have the strongest designs on that target audience.  And,
whether a direct result of its youth-recruitment efforts or not, the
NCAA delivers millions of children and teenagers (along with adults)
to beer producers who hawk drinking to them during the NCAA’s bas-
ketball championship tournament.  

Intentional or not, the NCAA’s dedicated youth-
recruitment activities help provide a pipeline of impres-
sionable underage people directly to beer marketers,
adding to the goldmine of current consumers and the
coveted young-adult target audience.42

Brewers spend liberally to reach the college sports audi-
ence.  In 2003, beer producers invested $52.2 million
advertising on televised college sports.43 Bud Light led
the way (with $11.4 million), followed by Miller Lite,
Budweiser, and Coors Light.44

The 2003 NCAA basketball tournament alone concentrated $21.1
million in beer ads into the three weeks of games watched by more
than 6 million children and teens.45 In both 2001 and 2002, more beer
ads ran on the NCAA broadcasts than during the World Series, all col-
lege football bowl games, the Super Bowl, and NFL Monday Night
Football combined.46

Notwithstanding the beer industry’s ritual denials that its
advertising targets underage consumers, its spokespeople routinely
acknowledge the need to attract young consumers’ attention.
Anheuser-Busch’s Tony Ponturo admits that the company strives for
youthful edginess in its advertising, as leaning too old can make the
product seem “stale.”49 Not surprisingly, beer ads are among the most
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“Advertising alcoholic beverages during
college sports telecasts undermines the best
interests of higher education and compromises
the efforts of colleges and others to combat
epidemic levels of alcohol problems on many
campuses today.”

— Open Letter to Congress from Dean Smith, 
John Wooden, Rene Portland, Joe Paterno, Grant Teaff,

Jim Calhoun, and Andy Geiger, May 2004.69



popular and memorable ads on television, both among adults and chil-
dren.

Big Beer Needs New Drinkers

The beer industry has a strong economic interest in associating
itself with the NCAA and its sports audience.  Just as the NCAA con-
stantly courts new young fans, so do brewers.  They rely on young
drinkers to replace customers who quit, cut down on their drinking as
they age, or die.  Brand identification occurs early in life, and, by the
age of 21, many drinkers have already settled on a favorite.  Brewers
need to attract customers long before they reach the legal drinking age
because, on average, drinkers begin consuming at age 16.  

Brewers have more at stake than building brand awareness that
may translate into future sales.  Young people drink beer, and lots of it.
In the 1990s, 18-34-year-olds, who “made up only about 20 [percent]
of the total beer drinking population, consumed an estimated 70 [per-
cent] of all beer in this country.”50 And underage drinkers down much
of it.  Both binge and heavy drinking peak at age 21.51 More than a
quarter (29.2 percent) of high school seniors report downing five or
more drinks in a row in the past two weeks.52

Although it is hard to establish the exact percentage of all beer
consumed by underage persons, that amount must be substantial.
Evidence reported in the Journal of the American Medical Association
suggests that as much as 20 percent of all alcohol sold in the U.S. is con-
sumed by persons under age 21, so it is not unreasonable to conclude
that underage drinkers down a similar proportion of beer.53 After all,
beer is the beverage of choice among younger drinkers.54 If one were to
assume that underage drinkers consume just 15 percent of the beer sold
in the U.S., that would account for some $12 billion in yearly beer
sales, a fat chunk of industry revenue.  By any definition, illicit con-
sumption by consumers under age 21 constitutes an important, if not
essential, part of the beer market.

Heavy drinkers (including many who are underage) comprise
the other key market that drives beer sales.  Ten percent of beer
drinkers consume 43 percent of the beer in this country;55 59 percent
of beer is consumed in hazardous amounts in the U.S.56 Heavy drinkers
are the beer market.  And many of those beer guzzlers started early.
The National Institute on Alcohol Abuse and Alcoholism reports that
young people who start drinking by age 15 are four times as likely to
become heavy, dependent drinkers than those who wait until they’re
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21.57 The beer industry certainly has a strong profit motive to appeal
to consumers younger than 21.

Ads Affect Kids

Millions of youngsters watch NCAA basketball, which delivers
them to advertisers for numerous products, including beer.  Our con-
servative estimates indicate that more than six million fans under the
age of 21 watched the 2005 NCAA men’s basketball championship
broadcast.58 Eugene Sacunda, an adjunct professor of media studies at
New York University, who handled beer accounts as a vice president at
the J. Walter Thompson ad agency, told National Public Radio that the
beer ads he saw on the NCAA broadcast were, in part, aimed at prepar-
ing the younger, pre-drinking age audience to develop a positive brand
awareness and a brand relationship with the beers advertised during the
game.59

Recent evidence suggests that youth exposure to beer ads on
television has a measurable impact on underage drinking.  Researchers
have determined that “exposure to alcohol advertising increases the risk
of subsequent alcohol use” among adolescents.60 Children who are
exposed to more alcohol advertising “believe that drinking is more like-
ly to have positive consequences, perceive higher levels of alcohol use
by and approval of drinking by peers, have greater intentions to drink
in the future, and have high levels of alcohol consumption.”61 Exposure
to beer advertisements significantly predicts adolescents’ knowledge of
beer brands, preference for beer brands, current drinking behaviors,
beer-brand loyalty, and intentions to drink.62

Although it may be difficult to establish a clear, causal connec-
tion between beer advertising and underage drinking, there can be no
doubt that the ads glamorize drinking, suggest that drinking leads to
good times and good friends, and thoroughly obscure the many risks
related to alcohol consumption.  Industry and NCAA claims that the
ads’ messages have no effect on underage drinking belie recent evidence
and common sense.  No one seems to question that similar ads for ciga-
rettes attract young people to smoking.

Beer and Colleges Don’t Mix

Based on the beer industry’s keen interest in marketing within
the world of sports and its need to attract young consumers, it’s not
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much of a surprise that the NCAA would be a natural venue for beer
advertising.  What is surprising, however, is the NCAA’s acquiescence
and participation in hawking beer to students and the many other
young people who tune into the games.

Unlike beer marketers, who depend on it, the NCAA and its
member schools don’t benefit from beer consumption by students and
other young fans.  Beer and other alcohol consumption among college
students too often translate into a steady source of problems.  This con-
text reveals the utter lack of principle in the NCAA’s choice to pro-
mote beer consumption to young viewers.

Each year, 1,700 college students die and 500,000 are injured
from alcohol-related causes;63 70,000 are sexually assaulted in alcohol-
fueled attacks.64 In 2002 alone, more than 10 alcohol-induced celebra-
tory riots and campus disturbances erupted among sports fans at col-
leges across America.65 In 2001, two out of five college students were
classified as binge drinkers.66 Almost half of all alcohol use reported by
college students is attributable to those who are underage.67 And stu-
dents who identify as sports fans are more likely to engage in binge
drinking behavior, as well.68

Those problems hit the core of universities’ missions as well:
high alcohol consumption is associated with lower grade point averages
among students, lower academic achievement, and lower wage
potential.70

Many schools pay a steep price in campus property damage,
lost tuition from drop outs and failures, personnel who have to deal
with alcohol-related issues, college counseling centers, security staff,
administrative hearings on academic and disciplinary cases, and the
costs of litigation arising from alcohol-related harm.  Intangible costs
may include strains in the relationship between schools and surround-
ing communities, a diminished reputation, and the time lost and stress
felt by college staff members who work on alcohol-related issues.71

College students are not alone among youth in abusing alco-
hol: alcohol is the drug of choice among American youth.  One in five
15-year-olds reported drinking in the past month.72 Thirty-seven per-
cent of sixth, seventh, and eighth graders reported drinking alcohol in
2002-2003, many of them at dangerously high levels.73 More than half
(60.3 percent) of high school seniors have been drunk, and more than a
quarter (29.2 percent) report downing five or more drinks in a row in
the past two weeks.74 Alcohol is a significant factor in the four leading
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causes of death among persons aged 10 to 24: motor-vehicle crashes,
unintentional injuries, homicide, and suicide.75

With that backdrop, the NCAA’s advertising policy, which
proclaims that ads should be in the “best interests of higher
education,”76 reveals more than a touch of irony.  Pitching beer to stu-
dents and other young fans during NCAA games counters the educa-
tional mission of the NCAA and its member colleges and undercuts
the many costly prevention measures taken on those campuses today.

Few college presidents fail to acknowledge the fundamental disconnect
between a university’s commitment to reducing harms from binge and
underage drinking and allowing alcohol ads on college sports broad-
casts.  Beer marketers want to sell beer — as much of it as possible; the
NCAA’s mission focuses on developing and nurturing student-athletes
and athletics in higher education.  The two are simply incompatible.
As former Ohio State University athletic director Andy Geiger asserts:
“It’s inconsistent to say you want to discourage underage drinking and
turn around and huckster the stuff on your broadcasts.”77

Conclusion
Perhaps Congressman Tom Osborne (R-NE), former football

coach at the University of Nebraska, said it best:

“It is particularly difficult for me to understand beer
commercials and malt liquor commercials appearing
during NCAA sports events.  Most of the young peo-
ple who participate in NCAA athletics are under the
legal drinking age, and since intercollegiate athletes are
supposed to represent positive values, the alcohol com-
mercials seem particularly inappropriate. … Rather
than make money from the beer commercials, universi-
ties have a unique opportunity to minimize the expo-
sure of young people to alcohol advertising and send a
clear message on the serious risks of underage and
excessive drinking.”78

The NCAA profits from the promotion of beer to college stu-
dents and other underage fans and participates in the infusion of beer
into college sports.  That complicity in delivering young consumers to
beer marketers undermines its credibility and undercuts the effective-
ness of positive efforts to prevent and reduce alcohol problems among
college students.
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NCAA’s youth programs are not the problem.  Their value
mirrors the NCAA’s core principles and mission: learning, balance,
spirit, community, fair play, and character.  The acceptance of beer
advertising in NCAA sports is way out of bounds.

Within the past year, 228 NCAA schools and two athletic
conferences (the Big South and Ivy League) have signed the College
Commitment, pledging to prohibit alcohol advertising on locally pro-
duced college sports telecasts and to work within their athletic confer-
ences and the NCAA to end all alcohol advertising on college sports.
More than 185 national, state, and local groups have joined the
Campaign for Alcohol-Free Sports TV, which has led the effort for
reform within the NCAA.  Momentum is building.

In October 2004, the NCAA Division I Board of Directors
(the presidents of 18 member institutions) put the issue of alcohol poli-
cies, including alcohol advertising policies, squarely on the NCAA
agenda.  At its April 2005 meeting, the NCAA Board referred the mat-
ter to the Association’s executive committee, to “develop a comprehen-
sive policy for alcohol advertising on NCAA sports.”79 Those presi-
dents surely recognize that the NCAA’s well-intentioned youth-
recruitment programs may be having the unintended effect of maxi-
mizing a youth audience for beer marketers, among other advertisers.
They should vote to protect the integrity of those programs, by elimi-
nating beer ads on NCAA sports telecasts.

As Big East Conference Commissioner Mike Tranghese told
USA Today in early 2004, “It’s [the relationship between beer ads and
college sports] on the table for discussion.  It’s hard to argue on the side
of promoting drinking.”80 The NCAA should heed his wise counsel, a
position shared by many in college sports today.
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