MADD KY Youth in Action Alcopops Presentation Outline
I. What are Alcopops? 

A. Definition: Alcoholic Energy Drinks, Wine Coolers, and other Flavored Malt Beverages with special appeal to youth
B. Other names: Malternatives, Flavored Malt Beverages, Girly Drinks, etc.
C. Youth Appeal: Sweet flavors, cool names, bright colors, and packaging to resemble non-alcoholic drinks
II. MADD KY Alcopops Presentation

A. MADD Youth in Action’s mission is to reduce youth’s social and retail access to alcohol and support the enforcement of underage drinking laws

B. The display is for educational use only.  Youth are not in “possession” of alcohol with intent to purchase or consume it during this presentation, and so, are not in violation of the Minor in Possession Law.
C. Ask for the presentation to be recommended to other adult groups
III. Underage Drinking’s Harm
A. Alcohol is the No. 1 drug of choice for American youth

B. Alcohol damages the developing teen brain

C. Alcohol-related injuries are the leading cause of death to youth

D. Early drinking increases the risk of substance abuse and addiction

E. Teens who drink are also more likely to get in a fight, suffer academically, not recall their behavior, get rapped, commit suicide, and withdraw from family and/or friends
IV. Youth Appeal
A. Alcopops, Loaded with Sugar, High in Calories

1. Alcohol and Caffeine both dehydrate the body

2. Overconsumption of alcohol can lead to vitamin and mineral deficiencies

3. One 23.5-oz can of the Alcopop Four Loko contains as many calories as an entire Subway meal, Big Mac, a 6-pack of beer, or 3-Krispy Kreme Donuts

4. According to one Alcohol Ad, these drinks appeal to young drinkers who haven’t developed a taste for alcohol yet.   The added sweeteners and fruit juices mask the taste of the alcohol
B. Alcopops are packaged to resemble youth friendly non-alcoholic beverages like soda and juice.  Adults and youth without the right information could easily pickup an alcoholic beverage Alcopop by mistake; however, it is still the retailer’s, consumers, and adult’s responsibility to know the difference:
1. %ALC/VOL (alcoholic)

2. Surgeon General’s Warning (alcoholic)

3. Nutrition Facts (non-alcoholic)

4. The penalty for socially providing alcohol to a minor is 90 up to a year in jail and up to a $500 fine.  Alcohol Retailers can also be subject to fines and possibly lose their liquor license for selling alcohol to a minor under-21
C. Alcopops are marketed mostly online through social media sites like Facebook, You Tube, and websites featuring rap artists and other teen icons
1. Ex- In 2008, in response to a lawsuit filed by many state’s Attorney Generals, Sparks was forced to reformulate it’s Alcoholic Energy Drink and disable its website due to its appeal to youth
2. Ex- Four Loko Facebook Page accessed in July 2010, showed 121,828 fans with photos of teens bragging about drinking Four underage.  The mission tab was “To get us all drunk (”
3. In December 2010, the Federal Trade Commission issued a warning that high-alcohol content large size containers could in themselves be considered deception marketing
V. Alcopops under Fire: Alcoholic Energy Drinks
A. In late 2010, the FDA banned Alcoholic Energy Drinks (a type of Alcopop) calling caffeine an “unsafe food addictive”.
1. Before the ban, the mix of the stimulant caffeine with the depressant alcohol created a false sense a person was not as intoxicated leading to increased binge drinking, overconsumption, alcohol poisoning, and in many cases death
2. Alcoholic Energy Drinks first came into the national media spotlight after college students from Central Washington University were hospitalized after consuming Four Loko

3. On November 19, 2010, the KY ABC released a letter urging KY Manufacturers, Distributors, and Retailers of malt beverages to discontinue all further sales of combined energy/alcoholic beverages until the US FDA could conclude these beverages were safe for consumption

4. Many state legislatures passed their own legislation to outlaw the alcoholic energy drinks even before the federal ban.
B. Following the ban, many brands reformulated their alcoholic energy drinks
1. The drinks came out without the caffeine in larger sizes with more alcohol
2. “A binge drink in a can”

a) One 24-oz Single-Serving Can at 12% Alcohol Content is the equivalent of 5.7 cans Bud-Light

b) Two of these highly potent alcoholic beverages in an hour can get someone to a potentially fatal BAC of 0.30%, that’s comatose
VI. GOAL 1: Increase adult awareness of Alcopops on the market, and how to identify Alcopops from similar looking non-alcoholic products
A. Recognize the difference: 3-steps
B. Keep yourself informed:

1. Connect to your teen before the problem starts.  Share family activities. Be a role model.  Agree on rules and consequences. 
a) 74% of kids (8-17) said their parents are the leading influence on their decisions about drinking
2. Give and get respect.  Monitor your teen’s behavior.  Enforce consequences consistently.
3. Utilize Facebook and other forms of online media to stay up to date on new Alcoholic Products
VII. GOAL 2: Change what’s in the product- remove the caffeine, restrict the size and amount of alcohol in single serving containers
VIII. Goal 3: Change how Alcopops are Sold

A. Require alcoholic drinks to placed in a separate area away from non-alcoholic drinks

1. Some KY Retailers, partially as result of this presentation have elected to change the layout of their store/s

B. Mandate Responsible Alcohol Beverage Server Training statewide

C. Tennessee, Iowa, and other States Model: Restrict high alcohol content beverages to be sold in liquor stores where under-21s are not legally permitted
1. Tilt recently released it would voluntarily reduce the amount of alcohol in their 24-oz single serving cans from 12% to 8% ALC/VOL
D. European Model: change the tax status of Alcopops from beer to distilled spirits with increase the tax rates and prices of these beverages

1. (2 Receipts) Rockstar 24-oz verses Four Loko Alcoholic 23.5-oz, the non-alcoholic beverage cost less.  Lower priced items are more appealing to youth with limited disposable income
IX. GOAL 4: To alert adults of other ways teens might be concealing alcohol

A. Reef Flask Sandal- 3oz flask per shoe and/or a bottle open

B. Clair’s Icing Store Bedazzled Flask
X. CONCLUSION: WHAT CAN YOU DO?

A. Educate yourself
B.  Inform your legislators and the ABC how these beverages contribute to binge drinks, and of the need to make them less accessible to youth
C.  Encourage retailers to position fruity flavored malt beverages away from non-alcoholic drinks
