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ABSTRACT 
Since the beginning of COVID-19, the use of alcohol has increased nationally and within 
the state of Florida. There are several factors that can be contributing to the elevated 
rates of alcohol consumption, one being the influence of social media. This study uses an
environmental scan distributed to twelve counties across the northeastern region of 
Florida to determine the messages that local store and media advertisement are 
delivering to the communities, specifically the youth. The study found that many social 
media advertisements are encouraging the use of alcohol due to the stressors of COVID-
19 and sudden lifestyle changes. Additionally, over 49% of advertisements within the 
establishments that sell alcohol claim to have free-standing displays and 12% are located
next to merchandise that supports drinking. Overall, businesses have used the pandemic 
as a chance to increase their alcohol sales and distribution while neglecting proper ID 
checking regulations, allowing the youth more access to this harmful substance. Bringing 
awareness to the messages being presented to the community may help to reduce 
alcohol consumption and ensure an extra layer of protection for youth accessibility. 

Keywords:  alcohol consumption, social media advertisement, COVID-19 

 

 

OBJECTIVES 

 To obtain a better understanding of patterns and trends  
related to alcohol messaging, promotion, and advertisement  

 
 To interpret the results of the environmental scan for further  

analysis of alcohol use messaging and the effect social media  
has on it  

 
 To establish guidelines and best practices related to Id  

checking to prevent access to underage youth in the  
midst of the pandemic  

 
 To increase awareness around alcohol messaging,  

promotion, and advertisement across social media sites  
 

 To increase awareness around alcohol messaging,  
promotion, and advertisement within Florida  
communities at establishments selling/serving alcohol  
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Executive Summary 
 

The Community Coalition Alliance (CCA) is a coalition of coalitions that provides a forum for partnerships, 

community involvement and participation, and interagency cooperation and collaboration by driving the use of 

data-driven decision-making and research informed strategies across Florida. Through ongoing support and 

funding, LSF Health Systems provides CCA the opportunity to contract with fourteen (14) community coalitions 

across the Northeast Region of Florida to implement community-based prevention strategies, provide technical 

assistance, and work to identify behavioral health priority areas through systematic data collection efforts.  

CCA has a vision to ensure that Floridians have a safe and healthy environment to live in. Formed in 2008, CCA 

was established upon request from a Federal Project Officer to be a group that provided mentoring to one 

another. As the organization has grown over the years, it offers a forum for partnerships, community involvement 

and participation, and interagency cooperation and collaborations by concentrating on issues in the community. 

This is done by collecting data to construct decisions and strategies while being aware of the risk and protective 

factors of youth. This group consists of community coalitions that include a wide range of professions who 

mobilize at the local level to aim for safer, healthier, and drug free communities (CCA, 2021). 

CCA’s mission is to work towards the health and wellness of all Floridians and is split into 3 different 

subcommittees. These subcommittes include Strategies and Implementation, Legislative, and the Needs 

Assessment Subcommittee. The Strategies and Implementation Subcommittee provides recommendations for 

strategies for research supported trends. The Legislative Subcommittee focuses more on policy and advocacy. 

These members give legislative sessions updates as well as discussion points for policy revisions. Finally, the Needs 

Assessment Subcommittee stresses hot spots or trends in addition to regional reports and areas of concern (CCA, 

2021). 

This comprehensive environmental scan covers the 12 of the 14 counties CCA oversees. Environmental scans are 

great resources to provide data and assessment opportunities through visual cues on local conditions surrounding 

alcohol, tobacco, and other drugs. This information provides additional insight to guide environmental strategies 

addressing local community context and needs especially during a unique time in our lifetime a global pandemic. 
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The surveyor is asked to report on the following key components of the environmental scan in the retail 

environment: 

► Advertisement 

► Use of Accessories 

► Warning Signs 

► Product Placement 

► Identification Efforts 

► Promotions 

Area Description 

According to the US Census Bureau, Florida is the fourth most populous state in the nation, and the diversity of 

its population creates unique challenges. The state is nearly evenly split between males and females and has a 

large youth and elder population. There is linguistic diversity with large numbers of Spanish and Creole speaking 

populations, which tend to cluster regionally.  

The Northeast Region is comprised of 23 counties across 5 circuits: 

► Circuit 3: Hamilton, Suwannee, Columbia, Lafayette, and Dixie Counties 

► Circuit 4: Clay, Duval, and Nassau Counties 

► Circuit 5: Marion, Citrus, Lake, Sumter, and Hernando Counties 

► Circuit 7: Volusia, Flagler, Putnam, and St. John’s Counties 

► Circuit 8: Levy, Gilchrist, Alachua, Baker, Bradford, and Union Counties 

For the past year, the population for the region was 3,761,645 residents. Duval County makes up nearly a quarter 

of the total population for the entire region (23 counties).  Across the 23 counties of the Northeast Region, there 

is great population size variability across the circuits and counties. The largest county (Duval) has a population size 

estimated at nearly a million while the smallest county of Lafayette is only at a total population of 8,781. The 

information below provides a brief highlight across those differences. 
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The tables below provide a breakdown of the population within the circuits.  

Table 1: Population Demographics: Race/Ethnicity & Gender 

  

Ethnicity Sex 
Total 
Population White Black/Other Hispanic Male Female 

STATE 20,278,447 15,343,997 3,270,863 5,015,015 9,914,361 10,364,086 

Northeast 3,761,645 2,918,298 580,453 369,494 1,852,072 1,922,573 

Circuit 3 154,529 123,070 403,624 11,705 544,326 72,682 

Circuit 4 1,251,144 831,038 420,106 116,779 608,506 642,638 

Circuit 5 1,154,045 994,748 159,297 139,678 558,404 595,641 

Circuit 7 956,374 812,840 143,534 109,328 466,050 490,324 

Circuit 8 394,418 293,427 100,991 33,203 197,059 197,359 

 

Race and Ethnicity 

The population total in 2019 for Northeast Florida was 1,737,552. In all Northeast counties the White population 

is at least 50% higher than all other populations. In Baker, Clay, Flagler, Nassau, Putnam, and St. Johns over 80% 

of the population is white (Hispanic or non-Hispanic) compared to Duval with only 60% of the population being 

white. Duval also has the highest Black population of these counties at 30%. Clay, Flagler, and Putnam also had 

higher rates of Hispanics with at least 10%, Flagler having the highest at 26.1%.  

 

Household Description 
 

For the Northeast Region, the family median income is $46,950, lower than both the state ($50,883) and U.S. 

median income ($61,372).  Comparing the counties within the Northeast Region, three out of the five circuits 

report even lower numbers. This is especially true for the rural counties within Circuit 3 averaging at $39,547.00.  

median income per year with 17.4% of the individuals below the 100% Federal Poverty Line (FPL) threshold.  Same 

as Circuit 3, Circuit 4 has a median income much higher than the region ($59,187.00) with only 9.6% individuals 

below the 100% FPL threshold.  
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Circuit 4 has the lowest population percent without a high school diploma and Circuit 3 has the highest population 

percent without high school diploma, 9.4% and 20.9% respectively.  Percent unemployment rate slightly varies 

between the two Circuits but by less than .5%. The Northeast region’s unemployment rate average is 4.4% and 

both Circuit 3 and 4 are below that average.  

 

Circuits 3 and 7 are identified as having the most population that speak less than “very well” English but does not 

have any relation to percent without college degree or percent unemployment.   

 

Income and Poverty 

It is estimated that 26.8% percent of families in Florida and 32.2 % in the Northeast Region with a female 

householder and no husband present had incomes below the poverty level. This is even higher when looking 

across the rural counties within Circuit 3 reporting at 47.4%.  The 2019 County Health Rankings used data from 

2016-2017 to capture the percentage of children enrolled in public schools that were eligible for free or reduced-

price lunch. During the 2016-2017 school year, 56% of public-school students statewide were eligible for free or 

reduced-price lunch. The Northeast region was just shy of that number, reporting at 55.6% eligible students. 

Table 2: Population Demographics: Age and Income 
  

Age 
Below 
Poverty 
Line <18 

Median 
Income 

  0-17 18-24 25-34 35-44 45-54 55-64 65+ %  $ 

STATE 4,111,582 1,770,799 2,602,567 2,465,145 2,752,893 2,648,572 3,926,572 22.29 $50,883.00 

Northeast 747,964 334,017 458,298 419,823 483,548 515,398 802,597 22.92 $46,949.87 

Circuit 3 32,055 160,675 68,452 98,841 89,773 100,673 105,600 17.4 $39,547.00 

Circuit 4 1,380,383 553,004 918,269 764,305 825,836 774,820 837,174 9.6 $59,187.00 

Circuit 5 127,707 965,736 354,699 528,801 533,462 661,001 793,319 9.9 $46,273.40 

Circuit 7 177,616 881,382 363,421 489,041 503,314 622,055 687,226 11.4 $50,536.50 

Circuit 8 74,361 365,590 334,452 279,871 210,305 221,117 235,712 15.0 $44,673.00 



NORTHEAST FLORIDA ALCOHOL ENVIRONMENTAL SCAN REPORT 2021 

8 | P a g e  
 

Alcohol Use & COVID-19 Implications 

During these uncertain times, those who misuse or abuse alcohol and/or other drugs are particularly vulnerable. 

The stress from social isolation and other COVID-19 related life changes can lead to or worsen substance use and 

misuse. In a medically reviewed study conducted by the Recovery Village, it was reported that there was a 55% 

increase in past month alcohol consumption, with 18% of individuals reporting a significant increase (The Recovery 

Village, 2020).  There are also health risks resulting from chronic alcohol/drug use as it weakens the immune 

system and puts stress on the body’s cardiovascular and respiratory systems. Due to the shelter in place and stay 

at home orders it was clear that companies were trying to configure a way to maximize their sales with the hopes 

of limiting their lost revenue. Due to this, many establishments began strategizing ways to target their audience 

through the use of social media and social distancing regulations (Kenney, 2020).  

 

While using major social media platforms such as Instagram, Facebook, and Tok-tok, companies began to advertise 

alcohol as a coping mechanism, a solution for boredom, and a quick way to virtually connect with others. Not only 

did take-out alcoholic beverages become the new norm during quarantine, but also partnerships with food 

services and delivery services like Uber Eats, DoorDash, and Postmates. According to a recent article, it was 

mentioned that many alcohol distributors have been quick to capitalize on COVID-19. A study proved that on 

average there was at least one alcohol related advertisement displayed on a social media account every 35 

seconds (Recovery Village, 2020). The advertisements highlighted easy access to alcohol, getting a certain 

percentage more when purchasing specific deals, drinking during COVID-19, and drinking to cope with sudden 

lifestyle changes (Recovery Village, 2020). A study that questioned 1000 adults ages 18 and older reported that 

88% used alcohol between the months of April and May of 2020. 18% of these participants claimed to have 

significantly increased their consumption because of stress, boredom, and poor mental health (Kenney 2021). 

Additionally, mothers were finding themselves overwhelmed with their children's virtual schooling to the point 

where they were turning to social media to joke about drinking in order to survive staying at home (Recovery 

Village, 2020).  
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With such a change in lifestyle, adapting to what people assumed would only be a temporary change was difficult. 

Unfortunately, here we are a year later still facing the dangers of COVID-19 and the indirect risks that are arising 

from it. Not only has the pandemic sparked an inflation in alcohol consumption and abuse, but it has also increased 

the chance of several people developing a co-occurring substance use disorder (Recovery Village, 2020). Alcohol 

is known to be a central nervous system depressant that causes psychological harm and disturbed neurological 

pathways when used regularly. Although it is notorious for relieving short term stress, risks associated with this 

dangerous habit are emotional, physical, and mental. With social media dominating this generation and the 

widespread conversion to a virtual environment, it is important that there is awareness brought to this topic for 

both adults and the youth. It is essential that best practices are evaluated such as proper ID checking, limited 

youth exposure, and effective messaging. This report serves to evaluate COVID-19 related alcohol use increases, 

as well as the current environment of local alcohol retailers in northeast Florida. 

 

 

Underage Drinking Key Facts 
 
► 35.3% or 1 in 3 youth (10-14) in Northeast Florida report having ever used alcohol in their lifetimes.  

► Youth who begin drinking before age 14 are significantly more likely to experience alcohol 

dependence compared to individuals who begin drinking after 21 years of age. 

►  Youth who drink alcohol are more likely to experience negative consequences, such as memory 

problems, legal problems, and impaired school performance. 

►  Youth who started drinking before age 15 are 7x more likely to be in a motor vehicle crash after 

drinking compared to individuals who begin drinking after 21 years of age. 

► Youth who drink are more likely to carry out or be a victim of physical or sexual assault after 

drinking compared to others their age who do not drink. 
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Methodology 
An environmental scan was conducted through the use of a survey via Survey Monkey (see APPENDIX A for survey 

template). Qualitative data was collected about the types of establishments that are in each county that serve 

and sell alcohol. Questions specific to advertisement, accessibility, sales, distribution, and messaging were 

distributed to 12 coalitions across northeast Florida to have findings reported by surveyors. See table of all 

participating counties and zip codes below (Table 3). 

Survey Monkey was used because it ensured a consistency in the reporting of key items to be reported by the 

surveyors at targeted locations. Surveyors were required to provide answers to all questions. The scan was 

concluded on April 2, 2021, and results were formatted into an excel file organized by county and sent to the 

Community Coalition Alliance to be analyzed for conclusions.  

Participants 

Participants included retail 

locations in identified high risk zip 

codes within the contracted 

counties locations. High risk zip 

codes were identified by the 

coalitions who served that county 

based on data from County Health 

Rankings and other sources. A 

total of 12 coalitions participated 

across 12 counties and completed 

a total of 385 surveys from July 

2020-April 2021. 

 

Table 3: Counties & Zip Codes 
County  Zip Codes Surveyed Coalition Name 
Baker 32063, 32087, 32040 Baker Prevention Coalition 
Bradford 32091 Bradford Community 

Coalition 
Citrus 34428, 34429, 34442, 34450 Anti-Drug Coalition of Citrus 

County 
Clay 32068, 32656, 32073, 32003 Clay Action Coalition 
Dixie 32359, 32628, 32648, 32680, 

32692 
Dixie County Anti-Drug 
Coalition 

Duval 32211, 32218 Drug Free Duval 
Flagler 32136 Focus on Flagler Youth 

Coalition 
Hernando 34608, 34606, 34613, 

34609,34604, 34601 
Hernando Community 
Coalition 

Marion 34470, 34471, 34474 Marion County Children’s 
Alliance 

St. Johns 32259, 32054, 32084, 32301 PACT Prevention Coalition  
Sumter 34785, 32163, 33513, 34784 Sumter CAP (Community 

Action Partnership) 
Volusia 32114, 32117, 32720 One Voice for Volusia 
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The 7 P’s of Alcohol Marketing 
 

In Figure 7 below the 7 P’s of Marketing are represented with their components. These include people, physical 

evidence, process, promotion, product, price, and place (Steiert, 2021). Questions asked on the alcohol 

environmental scan specifically focus on four of these areas: promotion, product, price, and place. 

Product: Product is the combination of any goods and/or services provided by the company to a targeted 

audience. When we are talking about alcohol there are thousands of different products circulating in our 

communities. 

Price: Price is the cost asked of a customer in exchange 

for a good or service. The alcohol industry is fluid in 

pricing with items ranging from under a dollar to 

thousands of dollars, depending on the product. This 

allows them to meet the needs of a diverse audience. 

Promotion: Promotion is every tactic a business uses 

to inform consumers about their goods and services, 

including but not limited to, advertising through 

traditional media (television, radio, billboards, print 

and transportation media), digital media (Google, Facebook, Twitter, and display advertising) and public relations. 

Place: Place is both the facilities used to create and distribute a product (i.e., breweries, distilleries, vineyards, 

etc.) as well as the outlets — whether brick-and-mortar stores or the web — where it is sold. There are countless 

places products are sold. 

It is essential for prevention professionals and coalitions to understand these components in order to implement 

effective alcohol use prevention and intervention strategies in the communities they serve. In fact, the four P’s 

listed above can be used to counter the alcohol industry’s marketing in itself by applying these when implementing 

evidence-based strategies (Greisen et al., 2019). 

Figure 1: The 7 P’s of Marketing 
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Results of Scans & Discussion 
The results below display the outcomes from the Alcohol Environmental 
Scan. Focal points are types of establishments, advertisements and 
messaging, and location of alcohol. Advertisements from the results 
section. 
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Results 
A total of 12 counties participated in the survey and covered a total of 41 zip codes. The counties included 

Baker (32063, 32087, 32040), Bradford (32091), Citrus (34428, 34429, 34442, 34450), Clay (32068, 32656, 

32073, 32003), Dixie (32359, 32628, 32648, 32680, 32692), Duval (32211, 32218), Flagler (32136), Hernando 

(34608, 34606, 34613, 34609,34604, 34601), Marion (34470, 34471, 34474), St. Johns (32259, 32054, 32084, 

32301), Sumter (34785, 32163, 33513, 34784), and Volusia (32114, 32117, 32720). A total of 385 sites were 

surveyed with responses recorded. 

Of the surveyed establishments, approximately 48% were gas stations or convenience stores, 26% were retail 

stores, 14% were liquor stores, 4% were bars, and less than 1% were events. See figures and tables below for 

a visual description of these numbers. See tables and figures below for a visualization of this data. 
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According to data from the most recent Florida Youth Substance Abuse Survey (2020) conducted by the 

Florida Department of Children and Families (DCF), among students ages 15-17 in Northeast Florida, 5.6% 

bought alcohol in a store in the past 30-days of the survey, 0.7% bought alcohol from a restaurant, bar, or 

club, and 0.6% bought it at a public event. Moreover, 39.9% of students report that someone gave them the 

alcohol, followed by 17.6% who reported taking it from a family member, and 14.7% who had someone buy 

it for them (DCF, 2020).  

Figure 3 shows where alcohol is generally located in the store. Placement is one of the 7 P’s of marketing.

According to the Acion Opportunity Fund (AOF, 2021), when products are placed in the front of the store 

people will generally make quick decisions on these items due to their convenient location. Approximately 

28%, or about 1 in 3, of surveyed sites had alcohol located in the front of the store, while 74% had alcohol 

located in the back, 45.6% placed alcohol in the isles, and 18.5% kept alcohol behind the counter. 
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Figure 4 below describes the proximity of the alcohol to non-alcoholic items. Of the sites surveys, 

approximately 46% kept alcohol within less than 5 ft of the non-alcoholic items, while 56% kept them within 

eyesight, and 32% kept alcoholic beverages in the same cooler. 

 

 

 

 

 

 

 

 

 
 

Types of products were also analyzed in this environmental scan including whether single-serving beverages 

were available, or if the store sold alcoholic energy drinks. These products typically target different audiences 

and are therefore easier to promote to specific audiences.  

According to the results of the current environmental scan (Figure 5, Table 4), approximately 84% of surveyed 

locations offered single-serving beverages to their customers, while only 16% reported not having these 

types of beverages available. In Figure 6, Table 5, surveyors were asked to report where the single-serving 

beverages were located if they were available in the retail setting. Of the 84% of locations which sold single-

serving beverages approximately 22% were located by the exit, 78% were located in the back, and only 16% 

were located behind the counter.  
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Often times we might also see these items in what are called end-cap displays. According to the Meredith 

Corporation (2018), endcap displays are located at the ends of isles to advertise new, in season, or popular 

products with the allure of these being discount items. The manufacturers of these products will often pay 

to have their products located in these eye-catching locations (Meredith Corporation, 2018). 

Figure 6 & Table 5: 
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When asked whether the retail setting sold energy drinks containing alcohol surveyors reported that of the 

sites surveyed only 19% sold energy drinks containing alcohol in them, while 80% did not. In reference to 

location of the energy drinks containing alcohol, 21% were located with the other alcoholic beverages, 3% 

were in the same cooler as the other energy drinks. 
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Figure 9, Table 8 highlights additional items being sold in the same retail setting as the alcoholic beverages. 

Of 385 surveyed locations 49 or 13%, also sold alcohol promotional gear including key chains, beads, buttons. 

An additional 13% also sold merchandise in proximity of the alcoholic beverages which encouraged drinking 

games including decks of cards, ping-pong balls, shot glasses, and other items (see appendix for images taken 

by surveyors in these locations). Moreover, 1 in 7 sites sold synthetic marijuana or herbal incense such as K2 

spice, and 31% sold drug paraphernalia such as paper, pipes, bowls, or bongs. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

According to the American Addiction Centers (AAC), alcohol is one of the most common drugs of choice with 

over 216 million Americans engage in drinking in their lifetime, and 65 million engaging in heavy or binge 

drinking. Moreover, 90 million Americans are estimated to be current marijuana users. As marijuana use 

becomes legal and used more commonly among Americans, we see that individuals are combing these 

substances. These combinations can often times be dangerous with decreased judgements, dehydration, and 

potential for overdose (AAC, 2020).  

0 50 100 150 200 250 300 350 400

Is there any promotional gear available? (Key chains, beads,
buttons, etc...)

Is there merchandise next to alcoholic beverages that 
encourage drinking games? (Deck of cards, Ping-Pong …

Do they sell synthetic marijuana or herbal incense such as
K2 Spice?

Are they selling drug paraphernalia such as paper, pipes,
bowls, or bongs?

Is there any promotional gear
available? (Key chains, beads,

buttons, etc...)

Is there merchandise next to 
alcoholic beverages that 

encourage drinking games? 
(Deck of cards, Ping-Pong 
balls, shot glasses, etc…)

Do they sell synthetic
marijuana or herbal incense

such as K2 Spice?

Are they selling drug
paraphernalia such as paper,

pipes, bowls, or bongs?

No 336 335 336 263
Yes 49 49 49 121

Figure 9: Additional Items Being Sold in Locations

No Yes
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Figure 10, Table 9 depicts additional advertisement seen in the surveyed locations such as displays for alcohol 

next to beach or picnic items and whether there are free-standing beer/liquor displays in the aisles. Of the 

locations surveyed, 183 or approximately 50% were reported to have free-standing beer/liquor displays, 

while 33 or 10% had displays located near beach or picnic items.  

 

 

 

 

 

 

 

 

 

 

 

 

Advertisement was also taken into consideration as this is a major marketing strategy in our communities 

and can have negative impacts on decision making when it comes to purchasing alcohol beverages. A total 

of 22,235 were recorded within and outside of the locations surveyed equating to about 58 per location. 

According to the results of the environmental scans 54% of all advertisements were located inside the store 

regardless of product, while 21% were located outside the store regardless of product. Outside alcohol-

related messaging displays of the store equated to 1336 or 6% of total advertisements recorded, while inside 

alcohol-related messaging equated to 3937 or 18% of total advertisements. Signs containing drug 

paraphernalia and/or synthetic drugs were also recorded (i.e., Kratom, CBD). Of the total advertisements 

recorded approximately 265 contained messaging for drug paraphernalia or synthetic drugs, equating to 

about 1% of all advertisements. See Table 10 and Figure 11 for a visualization of this data. 

0 50 100 150 200 250 300 350 400

Are there any Free-standing beer/liquor displays?

Are there displays for alcohol next to beach or picnic
items?

Are there any Free-standing beer/liquor displays? Are there displays for alcohol next to beach or picnic
items?

Yes 183 33
No 183 295

Figure 10: Advertisement

Yes No
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Table 4: Advertisement 
OUTSIDE: How 
many total ads 
are displayed 
outside the 
store? (ALL 
ADS-regardless 
of product) 

INSIDE: How 
many total ads 
are displayed 
inside the 
store? (ALL 
ADS-regardless 
of product) 

OUTSIDE: How 
many signs 
contain 
alcohol-related 
messaging are 
displayed 
outside the 
store? 

INSIDE: How 
many signs 
contain 
alcohol-related 
messaging are 
displayed 
inside the 
store? 

OUTSIDE: How 
many signs 
contain drug 
paraphernalia 
and/or 
synthetic drugs 
sold as organic 
i.e., kratom, 
CDB oil? 

INSIDE: How 
many signs 
contain drug 
paraphernalia 
and/or 
synthetic drugs 
sold as organic 
i.e., kratom, 
CDB oil? 

4597 12100 1336 3937 111 154 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

21%

54%

6%

18%
0%1%

Figure 11: Advertisement

OUTSIDE: How many total ads are displayed
outside the store? ( ALL ADS-regardless of
product)

INSIDE: How many total ads are displayed inside
the store? ( ALL ADS-regardless of product)

OUTSIDE: How many signs contain alcohol-related
messaging are displayed outside the store?

INSIDE: How many signs contain alcohol-related
messaging are displayed inside the store?

OUTSIDE: How many signs contain drug
paraphernalia and/or synthetic drugs sold as
organic i.e. kratom, CDB oil?

INSIDE: How many signs contain drug
paraphernalia and/or synthetic drugs sold as
organic i.e. kratom, CDB oil?
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Surveyors were also asked to record warning signs at the different sites surveyed. Warning signs were also 

calculated for both inside and outside signage. Warning signs that were to be recorded including signs for 

sale of alcohol, signs detailing the negative health effects of alcohol consumption, signs that warn about the 

legality of purchasing alcohol for minors, as well as tobacco control signs for the age of sale restrictions, 

negative health consequences, and illegal purchases for minors. Table 11 below provides details related to 

the numbers of these advertisements recorded inside and outside the retail setting.   

Table 5: Warning Signs 
OUTSI
DE: 
How 
many 
alcoho
l 
contro
l signs 
for age 
of sale 
are 
locate
d 
OUTSI
DE the 
store? 

INSIDE
: How 
many 
alcoho
l 
contro
l signs 
for age 
of sale 
are 
locate
d 
INSIDE 
the 
store? 

OUTSI
DE: 
Are 
there 
any 
signs 
detaili
ng the 
negati
ve 
health 
effects 
of 
alcoho
l 
consu
mptio
n? 

INSIDE
: Are 
there 
any 
signs 
detaili
ng the 
negati
ve 
health 
effects 
of 
alcoho
l 
consu
mptio
n? 

OUTSI
DE: 
Are 
there 
any 
signs 
that 
warn it 
is 
illegal 
to 
purcha
se 
alcoho
l for 
minors
? 

INSIDE
: Are 
there 
any 
signs 
that 
warn it 
is 
illegal 
to 
purcha
se 
alcoho
l for 
minors
? 

OUTSI
DE: 
Are 
there 
any 
tobacc
o 
contro
l signs 
for age 
of sale 
restric
tions? 

INSIDE
: Are 
there 
any 
tobacc
o 
contro
l signs 
for age 
of sale 
restric
tions? 

OUTSI
DE: 
Are 
there 
any 
signs 
detaili
ng the 
negati
ve 
health 
effects 
of 
tobacc
o use? 

INSIDE
: Are 
there 
any 
signs 
detaili
ng the 
negati
ve 
health 
effects 
of 
tobacc
o use? 

OUTSI
DE: 
Are 
there 
any 
signs 
that 
warn it 
is 
illegal 
to 
purcha
se 
tobacc
o for 
minors
? 

INSIDE
: Are 
there 
any 
signs 
that 
warn it 
is 
illegal 
to 
purcha
se 
tobacc
o for 
minors
? 

278 729 27 86 136 309 269 440 207 637 183 293 
 

In total 3,594 warning signs were recorded at the surveyed locations. Of these 1,100 or 31% were located 

outside of the retail setting, with the other 69% being located within the retail setting. Approximately 8% 

contained signs outside for age of sale, while 20% contained signs inside for age of sale, while 13% warned it 

is illegal to purchase alcohol for minors (4% outside, 9% inside). Only 3% of signs located inside and outside 

of the store detailed the negative health effects of alcohol consumption.  
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Tobacco signage was also recorded within the retail setting as a majority of sites which sell alcohol also sell 

tobacco products. According to surveyors, 19% of retailers had tobacco control signs for age of sale 

restrictions located inside or outside of the location, 24% had signs detailing the negative health effects of 

tobacco use (700% more than those for negative health effects of alcohol), and 13% has signs warning it is 

illegal to purchase tobacco for minors. See figure 12 for a visual depiction of this data. 

 

278, 8%

729, 20%

27, 1%

86, 2%

136, 4%

309, 9%

269, 7%

440, 12%

207, 6%

637, 18%

183, 5%

293, 8%

Figure 12: Warning Signs
OUTSIDE: How many alcohol
control signs for age of sale are
located OUTSIDE the store?
INSIDE: How many alcohol control
signs for age of sale are located
INSIDE the store?
OUTSIDE: Are there any signs
detailing the negative health
effects of alcohol consumption?
INSIDE: Are there any signs
detailing the negative health
effects of alcohol consumption?
OUTSIDE: Are there any signs that
warn it is illegal to purchase
alcohol for minors?
INSIDE: Are there any signs that
warn it is illegal to purchase
alcohol for minors?
OUTSIDE: Are there any tobacco
control signs for age of sale
restrictions?
INSIDE: Are there any tobacco
control signs for age of sale
restrictions?
OUTSIDE: Are there any signs
detailing the negative health
effects of tobacco use?
INSIDE: Are there any signs
detailing the negative health
effects of tobacco use?
OUTSIDE: Are there any signs that
warn it is illegal to purchase
tobacco for minors?
INSIDE: Are there any signs that
warn it is illegal to purchase
tobacco for minors?
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Discussion 
The results from the AES have some notable points. Nearly half of the recorded establishments have free-

standing beer displays, more claiming that there are than not. This means that the store managers are 

arranging the floor plan to have these free-standing displays structured for customers to see. The goal is to 

seek attention from the customers in order to 

encourage a purchase. Many displays are located near 

the registers or near common household items to 

ensure that customers will not miss it. The survey 

results indicate that >28% of the alcohol was 

positioned at the front of the store. When considering 

these displays, it is important to mention that many 

underaged youth come into contact with them 

because of their location.  

Also important to consider are the words on the 

advertisements themselves which may be very 

convincing to buyers due to the “positive” nature of 

the message. In 2021 it was recommended by Tom 

Harvey, co-founder of YesMore Drinks Marketing Agency, an alcohol marketing agency, that the 6 big 

consumer trends to target in 2021 are health conscious-consumers, planet/pollution-conscious consumers, 

purpose-driven consumers, fame-hungry consumers, conveience-led consumers, and quality-led consumers 

(Harvey, 2020). Alcohol companies are working to expand their audiences and recruit  individuals to their 

loyalty base.  For example, in Figure 13, there is a free-standing display that encourages adults to buy a Vodka 

Squeeze and then proceeds to speak about great it is for the pool or a boat. There are also little speaking 

 

Figure 13: Free-standing alcohol display located 
in a local Walmart displaying Vodka Squeeze 

alcoholic beverages. 
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bubbles that have sugar free written in them. Alcohol companies use information such as sugar-free and low-

calorie to drive sales to additional audiednece who might not purchase the item otherwise (Balzer, 2021).  

The environmental scan surveyors also recorded a lack of warning signs in retail environments compared to 

advertisements which is concerning as these are another front line defense to preventing underage alcohol 

cosnumtion. In a study conducted in 2016 by Stautz, et al., they found persons who were exposed to alcohol 

warning signs were more likely to have negative emotions towards alcohol consumption. 

To continue, the advertisements collected in the social media scan were even more astonishing. There 

seemed to be several that encouraged alcohol as a reason to gather with friends after a stressful day, with 

Figure 14 being the one that stood out 

the most.  

The site is called Kids Activity Blogs 

and it is intended to be an alcohol-

free site geared towards children’s 

activities, jokes, and crafts. 

Unfortunately, there was a large 

advertisement explaining how Costco 

would be selling jello shots placed on 

the site. Down in the description 

about the product, it states that the 

shots come in multiple colors and flavors, gluten free, and have an ABV level of 12.5%. The ad also suggests 

that this is perfect for a party but urges social distancing simultaneously and claims that it is only meant for 

adults. This single advertisement demonstrates how much of a negative impact media has created on youth 

and the health of the community. Also important to consider is when children are constantly seeing things  

Figure 14: An advertisement collected from a children's blog 
that explained gelatin shots. 
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of this nature, it delivers a message that alcohol is okay to drink and might have a negative influence their 

decisions. 

Past longitudinal studies have linked youth exposure to these types of advetisements to earlier initation of 

drinking and excessive drinking (Grenard, Dent, Stacy, 2013; Snyder, Milici, Slater, Sun, Strizhakova, 2006).

The alcohol industry is self-regulated when it comes to advertisements, and therefore are the primary 

protection against youth exposure to alcohol advertising, however, we see more advertising continually 

targeted toward youth (Jernigan, Ostroff & Ross, 2005). In fact, the alcohol industry has reported setting a 

30% limit on itself for marketing to youth, but the Center on Alcohol Marketing and Youth (CAMY) at the 

Bloomberg School of Public Health reports much higher rates being seen (Bonnie, O'Connell, 2004). In a study 

of self-reported youth and adult exposure to alcohol marketing in traditional and digital media, 1,192 youth 

(ages 13-20) and 1,124 adults (ages ≥21). The study found that youth were more likely to recall alcohol 

advertisements compared to adults in a multitude of settings including telvesion, internet, radio, billboards, 

and ones of celebrities (Jernigan, Padon, Ross, Borzekowski, 2017). 

Moreover, the state of Florida is currently in the process 

of finalizing a bill making permanent alcohol to-go 

orders legal.. New legislation claims that people should 

be able to exercise their freedoms and get their money’s 

worth if a new bottle of alcohol was not finished in the 

store. As long as the bottle is resealed, does not exceed 

32 ounces, and is placed in a locked compartment away 

from the drivers reach, it is deemed acceptable to take 

out of the restaurant. The new bill goes into effect July 

1, 2021 (Wink News, 2021).  
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 Conclusions and Recommendations 

To conclude, alcohol consumption has continued to rise during the COVID-19 pandemic 

(Calina, et al., 2021). Since the swift change to a virtual arena, both children and adults are 

spending an excessive amount of time on the internet where they are consumed by 

messages. Messages range in their meaning and impact, and it is essential that we as the 

public health workforce reassure our youth is safe from negative messages that encourage 

underage drinking or justifying alcohol use. Moreover, it is fundamental to secure health 

and safety within our communities from harmful environmental factors so that we can 

create the best living conditions for all Floridians.  

For the future, it is recommended by the authors of this report to repeat this study once the 

virus has slowed down to see whether or not large distributors are still using COVID-19 as a 

business strategy to help their sales. Additional questions should also be asked regarding

possible youth targeting including the proximity of these establishments to locations where 

youth frequent, height of signage, and availability of sugary drinks. It may also be beneficial 

to hold focus groups with the surveyors to find out what they are seeing in their 

communities, and how they felt about the results of the scans compared to their own 

assumptions. Future expansion of the study within and outside of the northeast region of 

Florida is also essential in order to obtain more accurate results of what our communties 

look like as whole.  

Furthermore, mass media campaigns and other evidence-based strategies which directly 

target price, promotion, product, and placement of alochol are essential in reducing and 

preventing alcohol consumption within our communties (Young et al., 2018). As alcohol 

companies work to target more audiences it will be crucial counter strategies are in place to 

highlight the negative effects of conumption on the gereral population. 

“The 
awareness 
that health is 
dependent 
upon 
habitats that 
we control 
makes us the 
first 
generation in 
history that 
to a large 
extent 
determines 
its own 
destiny.” 
– Jimmy Carter 
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APPENDIX A: Survey Template 
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APPENDIX B: ID Checking Infographic 
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