Drink Specials: A Growing Problem that Encourages Binge Drinking

Fact Sheet

Limit the Practice of Reduced Alcoholic Beverage Pricing  

by Licensed Alcohol Vendors
Problem Summary
Over consumption of alcohol has been linked to serious personal, community health and safety issues.  Binge drinking has also shown to generate a significant amount of cost for the individual as well as the community.  This type of behavior is encouraged by the practice of drink specials.  Research has shown that implementing restrictions on establishments that engage in the sale of alcohol has significantly lowered the costs of alcohol related fatalities and increased the public’s safety and health.

Drink Specials are defined in the following ways: 

1) Free alcoholic beverages

2) Providing additional servings although the previous servings have NOT been consumed

3) Reduced price of alcoholic beverages during a fixed time i.e. Happy Hour

4) Unlimited Beverages at a fixed price for a fixed time

5) Awarding alcohol as a prize for participating in a contest

(NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)

Binge drinking is driven in large by the growing number of alcohol outlets within close proximity to the college campus community as well as tremendous low-priced specials and promotions.  Proximity and high-profile marketing make binge drinking a growing problem for university officials.

(LSU Campus Community Coalition for Change, Limit the Practice of Reduced Alcoholic Pricing by Licensed Alcohol Vendors, June 2005)

As of January, 2003, 27 states across the country have adapted provisions expressly prohibiting one or more of the acts mentioned above in order to preserve public health and public safety with in their region.

(NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)

Drink Specials do not only create an unsafe environment, they can lead to substantial costs to the community, both financially and emotionally. For example, studies have shown the following to be associated with binge drinking that is encouraged by the practice of Drink Specials:

1) At least 85,000 Americans die each year from alcohol related causes. This makes alcohol related problems the third leading cause of death in the United States. (NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)

2) Alcohol is present in as many as two-thirds of all sexual assaults and date rapes of college students (Institute of Medicine, Reducing Underage Drinking - A Collective Responsibility, September 2003)
3) 50% of people driving under the influence consumed their last drink at a licensed establishment (NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)
Research has shown a correlation between alcohol consumption, binge drinking, driving while under the influence and the price of alcoholic beverages. Studies have shown that increase in the price of alcohol significantly reduce the number of drinks consumed by the community.  As a result of these studies, researchers concluded that policies restricting drinks specials could have a positive impact on public health and lower the rates of alcohol related deaths and criminal behavior.

(NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)

An alcohol study conducted in 2001 by the Harvard School of Public Health examined the relationship between excessive drinking rates on college campuses and the volumes of alcohol, sale prices and frequent promotional materials found on campuses. 119 schools were used during this study and the results showed that lower drink prices and high binge drinking rates were significantly related.  Researched also observed a significant correlation between weekend beer specials/alcohol advertisements and an excessive binge drinking rate.

(NHTSA research report, Preventing Over-consumption of Alcohol - Sales to the Intoxicated and "Happy Hour", February 2005)

A study conducted in the Tampa/St. Petersburg area by the Tampa Alcohol Coalition concluded that of the 500 adults questioned, 62% of them felt that it was not appropriate for bars, restaurants, and retail establishments to advertise “all you can drink” specials at a fixed price. 30% felt it was appropriate and 8% were not sure.

(SurveyUSA Market Research Study #9026, TAC Alcohol Survey, April 2006)

Conclusion
Promotions by licensed establishments primarily target college students by advertising low-cost, high-volume opportunities which allow students to engage in excessive drinking and can lead to other dangerous practices in the Tampa Bay, Gainesville and Tallahassee area.  There exists a number of overwhelming statistics that confirm a dangerous relationship exists between drink specials, binge drinking and financial and emotional costs to the community.  In 2005, a young woman in Tampa Bay lost her life as a result of engaging in a “drink special” at a local bar and this type of tragedy is unacceptable and will not be tolerated. In order to ensure the safety of ALL the members of the community, it is essential to end the practice of drink specials with our area. One life to lose is one life too many.
Recommended Policy:
No licensed retail outlet shall:

1) Sell or otherwise furnish any alcoholic beverage that is free of charge

2) Sell or serve any alcohol beverage at a fixed price or on an “all you can drink” rate

3) Offer alcohol as a reward or prize for participation in a game or contest.

4) Sell or serve multiple alcoholic beverages for the price of a single alcoholic beverage.

5) Advertise or promote functions or events at the establishment that encourage excess drinking behavior

6) Advertise or promote drinking games or contests

7) Advertise or promote the establishment and its practices on a college or university campus
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