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Introduction
This paper is intended to summarize research and studies of price on alcohol consumption and impact on brain development for young adults.  Washington Healthy Youth Survey data was included to provide a local comparison.  The summary will be shared with the Tied House Review Team to create discussion and awareness as options for change to the Tied House Statute are considered.
Description of Issue

Various studies have been performed to attempt to understand the impacts of alcohol price, availability, and advertising on youth.  It is difficult to determine clear, reliable “cause” and “effect” links from all the research data but there is enough evidence to indicate negative impacts exist.  It is still important to consider the research and potential impacts to public safety when discussing changes to the Tied House Statute.
Background

Washington State’s Three-Tier system and “Tied House” laws were introduced after the repeal of Prohibition to avoid an imbalance between alcohol producers and retailers and to limit activities and relationships between the tiers.  Tied House regulations require the financial separation (or independence) of manufacturers from retailers.  Advance of money or money’s worth, including advertising, to a retailer by a manufacturer or distributor is prohibited, other than specific narrow exceptions.  Exceptions include items of nominal value such as bottle openers, corkscrews, tap marking devices, etc., to higher valued activities such as stock/rotate beer and wine inventories, build beer/wine displays, and price brands. This is to prevent undue influence on retailers and ultimately, on consumers.  
Money’s worth encompasses both things of value and advertising activities.    Liquor advertising laws cover activities and items such as:

· Price advertising

· Happy hour

· No “free” or “complimentary” liquor

· “Novelty” versus “point-of-sale” items

· Point-of-sale items

· Promotions

· Outdoor advertising signs

· Arrangements for brand advertising with sport/entertainment facility at the facility.

As the Tied House Statute Review Team considers options for change, it is important to consider societal impacts to the public, including minors.  Numerous research studies have been conducted to try and determine actual “cause” and “effect” from alcohol consumption.  Alcohol and youth facts show: 
· Alcohol is a leading cause of death among youth, particularly teenagers. It contributes substantially to adolescent motor vehicle crashes, other traumatic injuries, suicide, date rape, and family and school problems.

· Every day, an average 11,318 American youth (12-20 years of age) try alcohol for the first time compared with 6,488 for marijuana; 2,786 for cocaine; and 386 for heroin.
· In Washington, alcohol is the drug of choice for teens and some are already heavy drinkers.  Those reporting binge drinking in the past two weeks:

· One in every four 12th graders (26%)

· One in every five 10th graders (20%)

· One in every ten 8th graders (9%)

· Alcohol is by far the most used and abused drug among American teenagers.

· Children who drink alcohol by 7th grade are more likely to report academic problems, substance use, and delinquent behavior in both middle and high school.  By young adulthood, early alcohol use was associated with employment problems, other substance abuse, and criminal and other violent behavior.

· Young people who begin drinking before age 15 are four times more likely to develop alcoholism than those who begin drinking at 21.

· More than 1,700 college students in the U.S. are killed each year – about 4.65 a day—as a result of alcohol-related injuries.  
Youth alcohol consumption (individuals under the age of 21) is a major public health concern.  Youth who range from 12 to 20 years of age, drink almost 20 percent of all the alcohol consumed in the United States.  One research study found that underage drinkers and adult excessive drinkers are responsible for about 50 percent of alcohol consumption and about 49 percent of consumer expenditure.  

One fourth of approximately two million deaths each year can be attributed to alcohol, tobacco, and other drugs.  Alcohol use is responsible for more than 100,000 deaths annually.  On a positive note, based on the 2006 Healthy Youth Survey, most kids in Washington are not drinking.  Since 2000, prevention programs have helped drive down regular alcohol use.

· 6th graders (down by 53%)
· 8th graders (down by 31%)—binge drinking down by 42%

· 10th graders (down by 13%)---binge drinking down by 15%

· 12th graders (down by 10%)---binge drinking down by 18%
Research
A variety of factors can influence an individual’s decision to consume alcohol.  Some research studies suggest that alcohol advertising, price of alcohol, and underage drinking laws (includes legal drinking age) affect underage drinking.  It is particularly difficult to pinpoint specific factors that a young person considers.  Additional consideration must also be given to parenting style, peer groups, participation in after-school activities, and where they live.
Key Research Findings for Alcohol Advertising, Price, and Legislation

· Industry spending on television beer ads in 2002 was $972 million (up 45 percent from 1998).
· Industry spending on television liquor (spirits) ads in 2002 was $18 million (up 530 percent from 1998).

· Young people see 49 percent more beer ads and 27 percent more ads for distilled spirits than adults.

· Studies have found that young people’s alcohol consumption drops significantly in response to price or tax changes, in some cases exceeding the reductions estimated for the general population.
· When States increased the legal drinking age to 21, alcohol-related crashes among people younger than 21 decreased an average of 16 percent.

· NHTSA estimates the legal drinking age of 21 saves 700 to 1,000 lives (in the US) annually, and has prevented more than 21,000 traffic deaths since 1976.

· The first 30 States to adopt zero-tolerance laws had a 19 percent decline in the proportion of people younger than 21 who drove after drinking, when compared with States without these laws, and a 23 percent decline in the proportion who drove after five or more drinks.

Alcohol Advertising

Alcohol advertising is prevalent and accessed through several means such as television, radio, magazines, internet, and billboards.  Beer is the beverage of choice for many youth.  Half of the televised beer ads appear during Saturday or Sunday afternoon sporting events.  “Between 1998 and 2002, industry spending on televised beer ads increased 45 percent to $972 million.  Over the same period, spending on liquor advertising increased 530 percent to $18 million” [Source:  Center for Science in the Public Interest (CSPI) 2003].

Youth see ads for alcoholic beverages in magazines, on billboards, and on the internet.  Based on data from the Center on Alcohol Marketing and Youth (CAMY), youth saw 49 percent more beer ads and 20 percent more distilled spirits ads than did adults [CAMY 2004].   Boys are more likely to be aware of and remember beer marketing and may be more likely to drink due to awareness through advertising.
The marketing aspect of alcohol near college campuses is linked with higher rates of heavy drinking among students.  Previous studies from the Harvard School said that students under 21 drink 48 percent of all alcoholic beverages consumed on college campuses.  Some of the marketing practices criticized include:

· Sale prices at taverns and stores, as low as 25 cents for a beer at a bar.

· Selling beer in 24-packs with lower prices per can.

· Signs on bars and liquor stores advertising special weekend prices.

A recent study conduct by RAND, a non-profit research organization, determined that youth exposure to alcohol advertising appears to influence their decision to drink a year later.  They studied children in the sixth grade in South Dakota about their exposure to alcohol advertising and marketing.  They conducted a second survey of the same children a year later about drinking intentions and behavior.  South Dakota is ranked among the top ten states for binge drinking among adolescents.  RAND said more research is still needed.

Key findings from the RAND study were that alcohol advertising, including promotional items, had a significant influence on youth.  About 50 percent of the youth surveyed were more likely to drink and 36 percent were more likely to intend to drink than youth with very limited exposure to alcohol advertising.   By the time children are in the eighth grade, slightly more than 50 percent have already experimented with alcohol.  Nineteen percent of children who owned some type of alcohol promotional item (hat, t-shirt, etc.) were nearly twice as likely to drink, or intend to drink, as other youngsters.  
Studies of youth have found that increased exposure to alcohol ads is associated with increased consumption.  However, at the aggregate level, studies of the effects of advertising restrictions have produced inconsistent findings regarding the relationship between alcohol promotion, per capita consumption, and drinking problems.  Studies of partial advertising bans in Canadian provinces failed to show clear impacts, possibly because advertising from outside the province was not restricted.  However, a study of advertising bans implemented in Europe in the 1970’s showed significant effects, including lower levels of consumption and alcohol-related problems as indicated by motor vehicle fatality rates. 
In general, research on the impact of alcohol advertising on actual drinking behavior has been mixed, and observed studies have been small.  In addition, many of the cited studies are subject to recall bias.  It is difficult to draw definitive conclusions about the relationship between advertising and alcohol consumption. 
Alcohol Price/Availability
All goods are sensitive to price.  This sensitivity is called “elasticity.”  A study by Michael Grossman and Douglas Coate produced evidence that beer consumption by minors is price sensitive.  Beer was the primary focus because it is often the alcohol of choice for minors.  Part of the reason price is so important to minors is they generally have less disposal income, tend to discount the future, and are more influenced by peer pressure.  

Traffic accidents and fatalities data could not clearly be linked to alcohol prices and higher taxes.  It is found to be a factor, but not the primary factor.  Other contributing factors that affect alcohol consumption include reduced availability and higher legal drinking ages.
While the evidence suggest that higher prices and taxes can help reduce alcohol consumption and alcohol-related problems, more research is needed to clarify the effects and link to price and higher taxes.
In summary, studies have shown that increases in alcohol taxes reduce alcohol-related problems, including drinking and driving and criminal activity.  Some studies show that higher prices or taxes result in less consumption, however, the estimates on the effects vary.  Most studies conducted in the late eighties to late nineties found decreased consumption by young adults in response to price or tax changes.  However a study conducted in 1999 found only small or insignificant impacts, on teen drinking behavior could be attributed to price  
Brain Development in Youth
The brain undergoes dynamic changes during adolescence.  Consuming alcohol during that development period can seriously damage long and short-term growth processes.  The human brain is not fully developed until a person reaches their twenties.  Damage from consuming alcohol at an early age can be long-term and irreversible.  In addition, short-term or moderate drinking impairs learning and memory far more in youth than adults.  Adolescents need only drink half as much to suffer the same negative effects.

Youth who drink can have a significant reduction in learning and memory, and teen alcohol users are most susceptible to damaging brain areas that are undergoing dramatic changes in adolescence.  The brain has what’s called “gray matter” which is the part of the brain dominated by cell bodies and has no myelin covering (in contrast to white matter).  Gray matter volume increases at early ages followed by sustained loss and thinning starting around puberty.  Scientists think this process reflects greater organization of the brain as it “prunes” redundant connections, and increases in myelin which leads to enhanced brain transmission.  The brain refines its ability to reason, plan, make decisions, and multi-task after the teen years into the twenties.
The brain’s reward center is also more active during adolescence. The adolescent brain is still strengthening connections between its reasoning and emotion-related region.  This means teens are more likely to engage in risky behaviors such as drinking.

Underage drinking increases the risk of addiction.  Because alcohol has a greater impact on the developing brain, kids who drink before age 15 are 5 times more likely to develop alcohol problems as adults.  Compared to students who drink moderately or not at all, frequent drinkers may never be able to catch up in adulthood since alcohol inhibits systems crucial for storing new information as long-term memories and makes it difficult to immediately remember what was just learned.
Brain development research is a relatively new area of study and many studies are currently in progress.
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