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Alcohol and Sport 



Alcohol, Sport and Social Media   
• The relationship between alcohol and sport has 
significant implications for public health (e.g., Jones, 
2010). 

• Extensive past research has explored traditional 
advertising and sponsorship. 

• Social media - platforms where users create a 
public or semi-public online profile to 
communicate and network (Kasavanam et al., 2010). 

• Alcohol brands use real world tie-ins, interactive 
games, competitions and ‘time-specific’ 
consumption (Nicholls, 2012). 



Gaps in Research 
• Strategies employed by alcohol brands, the 
nature of brand authored content and the tactics 
behind soliciting user generated content (Brodmerkel 

and Carah, 2013; McCreanor et al., 2013; Winpenny et al., 2014).  
 

• Further, a key area for research is to explore the 
role of social media in embedding alcohol 
conversations and consumption into “everyday 
life” (Nicholls, 2012: 491).  



Method 

• Alcohol brands sponsoring Australian professional sport - AFL, 
NRL and Cricket Australia during 2013/14. 

• Six beer, eight wine and three spirit brands. 

• Content analysis of social media. 

• Focus was on ‘sport-related communication’. 



Findings 



Call to Compete 

• Leveraging the competitive nature of sport to 
engage consumers - and augment the sport 
experience – through promotional competitions, 
generally linked to purchase. 





Call to Celebrate 

• Using sporting victory and shared camaraderie, 
alcohol is embedded as an integral part of 
celebration and basking in the reflected glory of 
sporting achievement. 







Call to Collaborate 

• Seeks interaction (‘like’, ‘comment’, ‘share’), co-
creation of content or user-generated content 
using sport to connect to the consumer. 



Low involvement collaboration 







Higher Involvement Collaboration 



User-Generated Content 



Co-creation of content 



Call to Consume 

• Beyond celebration, alcohol consumption is 
normalised as a routine part of the sport 
experience. 









Implications for Policy 
• What type of social media content, and frequency, is 

appropriate? What forms of collaboration and interaction 
which link sport and alcohol are appropriate for consumers 
to engage in? 

• Are the messages linking sport and alcohol, particularly 
those that invite consumer collaboration or interaction, 
more likely to appeal to minors? Are there adequate 
safeguards? 

• What mechanisms can be used to monitor social media 
activity by alcohol brands, particularly the less transparent 
activities which occur through consumer networks? 


