
The Sobering Truth 

 Our culture is saturated with advertising messages. The most important product of 

advertising is you. One of the largest profitable unnecessary products advertised is 

alcohol. We use these ads to define ourselves in social situations, link specific feelings to 

alcohol, and perpetuate stereotypes in our society. Alcohol advertisements are harmful by 

manipulating us to buy their product.  

 Whether we are driving in a car, listening to the radio, or waiting to watch our 

favorite television show, advertisements flood our lives each day. It’s estimated that in 

2004, the average person was exposed to 300 to 1,500 advertisements per day 

(Leidholdt).  As alcohol has become a three billion dollar industry, the amount of money 

companies spend just on advertising and marketing alone has grown dramatically (Spin). 

Alcohol companies have controlled us through subliminal advertising. Viewers are 

becoming numb to the alcohol product placement in movies and television series. 

Alcohol advertisements are continuously running throughout the Super Bowl 

commercials. The Super Bowl itself is sponsored by major alcohol companies. Our world 

is showered with the constant reminders that drinking is normal and cool. The negative 

implication drinking advertisements have on the general public is making generalizations 

on how we should act.  

 People learn how to hold a cigarette, kiss a person, and love to drink beer by 

observational learning through the media. When watching these advertisements, we are 

unconsciously aware what we base our societal expectations on. We use these ads to 

define ourselves in social situations and link specific feelings to alcohol. Alcohol 

advertisements connect glamorized lifestyles with their product. The true question is: 
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What are they really selling? Anheuser-Busch’s Budweiser television commercials are 

notorious for their advertisements of beautiful, sexy, high class men and women dancing 

and enjoying life at club venues.  Alcohol advertisements are paired with highly 

sexualized behavior. In the film documentary Spin the Bottle: Sex, Lies, and Alcohol, 

Jackson Kats states,  

One of the ways advertiser play on this sexual anxiety, this sexual tension 

is to associate the product of alcohol with sexual connection… Because 

there is disinhibiting quality, alcohol is a catalyst for sexual connection. 

[Spin] 

The entire relationship between beer and sex has created a worry free environment that 

shows no consequences. Advertisements steer away from showing the possibility of 

pregnancy and passing sexually transmitted diseases. Women are also generalized in 

television alcohol advertisements as highly sexualized “rewards” for men when they 

purchase or use the product. The portrayal of women in ads to be continuously sexual 

driven animals has created a negative stereotype. There’s this idea created that women 

have to please men. One printed advertisement by Michelob states, “Impress your 

gentlemen friends, show men you know a thing or two about beer” (Spin).  We live in a 

male heterosexual fantasy world that is all focused around alcohol. Men have produced 

this stereotype that the amount of alcohol a guy can drink proves his masculinity. As we 

are repeatedly exposed to these media messages, they alter our perception of what is real 

as we begin to accept these inaccurate generalizations to construct our social norms. This 

is damaging to our society by letting inappropriate behavior become common in our daily 

social settings. 
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 Advertisers ask us to buy many things beyond our absolute basic needs for 

survival. Alcohol advertisements affect us by manipulating consumers to buy their 

product. Alcohol beverages are luxury products, not a necessity. The constant flood of 

advertising messages will create and shape our needs. Advertisement companies have 

designed this conflict-solution formula in most ads. People see drinking alcohol as an 

escape from their daily pressure and problems of life.  Alcohol advertisements attach 

certain characteristics, such as status of wealth, to products so that consumers literately 

want to buy the “good life.” People develop a pseudo identity by associating themselves 

with alcohol brands in advertisements. We purchase the style and extravagance that 

alcohol ads portray. Alcohol advertisement implicitly tells us that products will make us 

socially acceptable, happier, and successful people. Ideas and actions make up who we 

are, not the products in which we buy. 

 Advertisements are not moral or immoral, but amoral. Alcohol companies do not 

care for the well-being of consumers, just profit. We as consumers need to read and 

decipher these ads and to see through the hype. We especially need to be aware of how 

our gender roles and sexual identities are being manipulated through alcohol 

advertisements. Men need to challenge the standards of stereotypical definitions of 

masculinity and manhood connected to drinking that are set by alcohol industries. A 

person is valued for their ideas and actions not by how many beers they can drink. Both 

men and women need to reject these inaccurate generalizations that construct our social 

norms. Once we take control over what’s socially expectable by being more “media 

literate,” then we can create and shape the world we want to live in: a world that’s not 

dominated by massive businesses.  
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