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Analysis of the Media Image 
and Presentation of Direct 
and Hidden Advertising 
of Alcohol in Selected Czech  
Mass Communication Media.  
Study Protocol

INTRODUCTION: The study protocol is focused on 
qualitative and quantitative analysis and reflection of 
the media image and presentation of direct and hidden 
alcohol advertising in the Czech mass media, with 
an emphasis on social network platforms with a high 
degree of influence on young people. It responds to 
the need for verified resource points for discussion of 
the effectiveness and extent of the existing statutory 
regulation of alcoholic beverage advertising and methods 
for its possible tightening. METHODS: For the analysis 
of traditional (printed) media, the method of content 
analysis (human coding) will be used, and quantification 
will be achieved through the scaling technique. For digital 
media, individual submissions will be assessed by using 
the Content Appealing to Youth Index (CAY), which has 
been designed and validated to quantify specific features 

of audio-visual alcohol advertising content. DISCUSSION: 
The goal of the study is to review up-to-date evidence-
based materials for health policy decision making related 
to preventive interventions to reduce alcohol usage. 
The study will reveal the degree of influence and the 
identification of the risk factors not only of direct but 
especially hidden advertising also presented on social 
media, which in particular affect young people at a risk 
age for starting alcohol consumption. The attitudes, 
approaches, persuasive strategies, and ethical opinions on 
alcohol consumption are presented and preferred by the 
community of social network users (especially influencers 
and celebrities). CONCLUSIONS: The innovativeness of 
the project is determined by the methodology used, which 
will produce comprehensive up-to-date evidence-based 
data for decision making in health policy.
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 B 1 INTRODUCTION

Although the effects of long-term substance abuse are rela-
tively well known and described, mass communication media 
are full of advertising messages promoting the consumption 
of alcoholic beverages. The advertising of alcoholic beverages 
is among the already-identified (yet modifiable) factors that 
shape attitudes towards alcohol consumption among young 
people (in the first two decades of life). Evidence from longi-
tudinal studies has shown (Chen, C.-Y. et al., 2017; Barry et 
al., 2018; Anderson et al., 2009) a direct impact of alcohol ad-
vertising and promotion on the initiation of drinking among 
non-drinkers, i.e. especially among young people (Agostinelli & 
Grube, 2002) and heavier drinking among existing drinkers. A 
study by Snyder et al. (2006) shows that spending $1 per capita 
increases the number of alcoholic beverages consumed among 
young people by 3%.

Recent work has also already addressed the marketing of al-
cohol on digital platforms (such as Facebook and Instagram 
and other types of social networks), which are beginning to 
play an increasingly important role in alcohol advertising, con-
necting producers and consumers in new ways (Barry et al., 
2018; Chen, C.-Y. et al., 2017; Weitzman, 2020). Access to so-
cial networks is essentially limited only by internet access and 
is, therefore, possible 24/7. As teenagers are online every day, 
experiences from social networks can be considered dominant 
in their lives.

The amount of money spent by the alcoholic beverage indus-
try on marketing activities is quite extraordinary and this ad-
vertising investment is growing. It is predicted (Brinkmann, 
2021) that global spending on alcoholic beverage advertising 
will reach $7.7 billion in 2023, an increase of 15% from 2020 
(when it was $6.7 billion). Although alcohol companies report 
that they have strengthened their self-regulatory standards, it 
appears that existing restrictions and regulations designed to 
protect minors are often violated. Cognitive and affective pro-
cessing of alcohol advertising and images of alcoholic beverag-
es can normalise drinking and increase positive expectations 
associated with consumption. Websites often provide infor-
mation regarding the price and point of sale of a given brand, 
which can again contribute to increased opportunities to drink 
(McClure et al., 2013).

Alcohol-related morbidity and mortality are preventable 
risk factors. Appropriate regulation of alcohol advertising, sup-
ported by the results of the proposed study, may become an 
important preventive factor with the potential to help prevent 
risky health behaviours. 

The issue of alcohol advertising, its legal and ethical regula-
tion and self-regulation, the historical development of adver-
tising restrictions and steering, and the impact of advertising 
on different categories (selected target groups) of consum-
ers is addressed in numerous local and international papers 
(Anderson et al., 2009). The roles and consequences of alcohol 
advertising and its relationship to consumption are discussed. 
Ways to control the growth of alcohol consumption through ad-
vertising have been suggested and the effectiveness of mass 

media campaigns to reduce consumption has been discussed 
(Young, 2018). 

Marketing on a social networking platform links commer-
cial advertising with user-generated and commented con-
tent, which of course significantly strengthens and extends 
its influence. 

Alcohol brand marketing uses a variety of social activation 
methods to stimulate engagement and create brand attach-
ment by encouraging interaction with the user – for example, 
by inviting them to co-create content, engage in an interactive 
game or sponsored online competition, etc. (Nicholls, 2012; 
Westberg et al., 2018). Co-created content is particularly influ-
ential because it is perceived as highly authentic. For example, 
it is also relatively easy to circumvent (ignore) regulations re-
stricting advertising to minors, etc. On top of that, this type of 
advertising does not require payment for its display. 

Westberg et al. (2018) point to a common strategy in the 
marketing of well-known alcoholic beverage brands, where 
the combination of promoting sport and using social me-
dia allows marketing efforts to be less conspicuous and 
it to be relatively easy to avoid scrutiny and restrictions. 
Sport, or rather the fandom of sport, is a widely embedded 
feature and part of the lifestyle of most human communi-
ties; a shared passion for sport brings communities togeth-
er and, on a national scale, evokes (across the spectrum of 
social and community status) feelings of ʻpatriotic prideʼ 
and belonging. However, in developed countries, sport is 
highly commercialised. The power of the combination of the 
emotional engagement of sports fans and the extraordinary 
potential of social media has created an unprecedented-
ly attractive platform for alcohol marketing. Alcohol spon-
sorship is a common feature of a large number of sports in 
the Czech Republic as well. For example, Pilsner Urquell is 
currently the main partner of the Czech national ice hockey 
team, and the Krušovice brewery was the official sponsor of 
the entire World Championship in Bratislava in 2019; until 
2017, the highest Czech football competition was run under 
the name Gambrinus Liga, etc. Some research considers this 
connection to be a key contributor to alcohol-related harm 
(Westberg et al., 2018).

An addiction-focused media analysis based on the assumption 
that media portrayal of alcohol is a significant factor in shaping 
public attitudes was presented by Zachová et al. (2019). The 
study showed that efforts to influence the public towards re-
ducing alcohol consumption are limited by the lack of media 
attention to the impact of alcohol consumption on health, fam-
ily, and society. A similar conclusion is reached by Houserová 
(2019), who investigated how Czech news media construct the 
image of alcohol users, and Noga (2012), who surveyed how 
Czech media report on the health effects of alcohol use. In her 
previous work (Kočvarová, 2019), the co-author of the present 
article demonstrated the possibilities and potential of media 
analysis in the Czech media.
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 B 2 METHODS 

2.1 Research sample and coding of messages 

A combination of qualitative and quantitative approaches is 
planned for the research process (Punch, 2008, p. 14). The re-
search will initially focus on the area of basic characteristics of 
advertising and will look for general features and characteris-
tics of alcohol news and advertising.

Media messages will be obtained through databases and se-
lected social platforms. Both paid and freely available databas-
es will be employed. We will use the approach used by recent 
research in this field (Kersbergen et al., 2022). We will search 
the available databases, especially the Nielsen Atmosphere 
media database, for media news that is related to alcohol. The 
media messages will be coded by using the approach suggest-
ed by Miovský (2014) as well as identifying the advertiser, type 
of media used, form, location, scope, and frequency of adver-
tising. We will randomly select at least 600 media news items 
to code for the reporting data, content, and context, and among 
these we will thematically analyse at least 300 randomly se-
lected articles. 

Another research strategy will be used for social media anal-
ysis. We will search for the social media product of the five 
largest alcohol brands in the Czech Republic; the profiles of 
Plzeňský Prazdoj and Gambrinus, Smíchovský Staropramen, 
Bernard Humpolec, and Likérka Plzeň Božkov have been se-
lected for the research on the basis of their relative market 
share. We expect to analyse at least 200 social media posts by 
additionally performing random selection for thematic anal-
ysis. For the social media analysis, we will employ CAY (the 
Content Appealing to Youth Index), which has been designed 
and validated to quantify specific features of the content of 
audio- visual alcohol advertising.

The CAY index includes variables (features, content elements) 
that have been shown to be attractive to young people by pre-
vious research (Padon et al., 2018) and allows us to determine 
the extent to which advertising content is attractive and ap-
pealing to young people, thus stimulating a response to adver-
tising, especially among this age group. These are the elements 
of advertising that stimulate emotional responses (and not only 
positive ones such as mystery, fantasy, and especially humour; 
violence – especially among older adolescents – also elicits 
an emotional response). Appealing to taste, price and product 
quality proves counterproductive for young people (leading to 
such ads being less popular) – probably as a result of a lack of 
previous experience, young people are unable to process the 
arguments or do not believe them. Conversely, the promise of 
positive consequences after using the product leads to a fa-
vourable evaluation of an advertisement by young people, who, 
especially in adolescence, experience more self-doubt than 
adults (Chen, M.-J. et al., 2005). A final category of CAY content, 
which is based on young peopleʼs natural desire for adventure 
and adrenaline-fuelled fun, consists of depictions of activities 
that should not be combined with alcohol consumption at all, 
such as mountain biking, boating, and sporting activities in 
general (Aitken et al., 1988).

1.1 Project overview 

There is also a discussion in the Czech Republic about the 
effectiveness and extent of the existing legal regulations and 
methods for possibly tightening them. To be able to proper-
ly substantiate the proposals for preventive measures, or se-
lected restrictions in the health policy aimed at limiting the 
consumption of alcoholic beverages, it is necessary to identify 
modifiable factors in alcohol advertising and marketing that 
have an influence and can support the premature onset of the 
initiation of consumption and the continuation of drinking al-
cohol in the first two decades of life. The effects of media con-
cepts of alcohol advertising, preferred approaches, the topics 
and meanings (perhaps also implicitly hidden) of advertising 
messages that are presented, accented marketing techniques, 
persuasive strategies, and other essential aspects in the ad-
vertising of alcoholic beverages have not yet been sufficient-
ly explored. Filling this gap is the main goal of the upcoming 
study – a media analysis of alcohol advertising in the Czech 
mass media. The research will be focused on the qualitative 
and subsequent quantitative analysis of alcohol advertising in 
terms of its presentation and interpretation in selected Czech 
mass media, with an emphasis on the online environment, 
which significantly affects the young generation in particu-
lar. The authors present the basic characteristics, focus, and 
persuasive strategies of alcohol advertising in the media un-
der investigation on the basis of data obtained and based on 
qualified research findings and proper statistical evaluation. 
They will describe the identified differences between individ-
ual types of mass communication media. 

Preferred advertising approaches, the most common ways 
of activating consumers, unethical marketing practices, 
non- observance and circumvention of legislative rules for 
the promotion of alcohol consumption, and problematic or 
controversial claims found in advertising will be recorded 
and characterised.

The analysis focuses mainly on the identification of potential 
risk factors for alcohol use, especially those that primarily af-
fect young people at a risk age for starting consumption.

Addictology currently lacks such focused topical research car-
ried out in the Czech mass media.
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2.2 Discussion of research questions 

Questions looking for persuasive advertising strategies used, 
i.e. whether alcohol advertising is combined with some attrac-
tive features of life and positive emotional experiences, will be 
interesting, whether the advertisement is targeted at a select-
ed sample of the population (for example, if it uses elements of 
nostalgia among the elderly or, conversely, the ideal of youth or 
sports sponsorship among fans, etc.).

Identifying ways to activate the consumer can be significant 
– for example, an offer to participate in a competition, an in-
vitation to celebrate (for example, a sports victory), to con-
sume (as part of a sports experience and the ritual of watch-
ing a sports broadcast), to “like”, vote, tip, or comment, or 
another activity.

According to the authors, the possible findings identifying risky, 
controversial, and unethical marketing practices in advertising 
are the most serious: the recipient of an advertisement may be 
exposed to multiple risky behaviours – for example, alcohol 
consumption may be shown in the advertisement as a prelude 
to sexual behaviour or in connection with smoking (Bleakley & 
Hennessy, 2019). The content of the advertisement may imply 
that alcohol helps and contributes to the achievement of per-
sonal, social, professional, financial, or other success (e.g. by 
displaying wealth – expensive and luxurious cars, luxurious 
equipment, jewellery, etc.).

The research will also focus on checking whether or not there 
are warnings in the advertisement about the illegal consump-
tion of alcohol by minors or the possible negative effects of al-
cohol and whether any practices are used that circumvent or 
eliminate existing prohibitions and restrictions – for example, 
non-alcoholic beers may have the same labels and names as 
alcoholic beers; the inscription “non-alcoholic” may be in small 
print and written vertically (Dąbrowska, 2002).

2.3 The analysis of addiction-specific media 
messages in the context of the Czech Republic 

The tool is designed for the social-psychological quantitative 
content analysis of media messages specifically for the field of 
addictology (the substance abuse field) and has not only been 
successfully piloted, but has also already been successfully 
used in several research studies (Bednárová, 2019; Jarmarová, 
2022; Novák et al., 2009). This obviates the need for the (oth-
erwise important step of) functional validation of the proposed 
data processing technique and the associated potential com-
plications. The manual will be modified before application to 
meet the specific needs of this study.

The collected data will be sorted into contingency and as-
sociation tables and subjected to proper statistical analysis  
(using Pearsonʼs chi-square test for goodness-of-fit, which 
tests whether empirically observed frequencies conform to a 
theoretical hypothesis about the frequency distribution). The 
media content will be searched for regularities (patterns, types) 

or, conversely, for differences and distinctions. The results will 
be presented in tables and graphs.

2.4 Ethical considerations 

Because the study processes and analyses publicly available 
data and is not based on interaction with the client(s), major 
potential ethical lapses are effectively eliminated. There is no 
need to address issues of confidentiality of information, poten-
tial harm to the client, protecting their privacy and personal in-
tegrity, and ensuring their safety.

The authors declare no conflict of interest. The alcohol indus-
try played no role in the design of the study, in the collection, 
analysis, or interpretation of the data, in the writing of the man-
uscript, or in the decision to publish the results.

 B 3 EXPECTED RESULTS

The mass media, which have a great opportunity to influence 
public reaction, should certainly not in any way promote life-
styles and behaviours that potentially threaten the quality of 
life and health. At the same time, however, in todayʼs market 
environment the media are subject to strong economic pres-
sure; they compete intensively to obtain (not lose) extremely 
significant income from assigned advertising and to cover the 
ever-increasing costs in the industry, or in this way, they in-
crease the size of their profit.

Research findings can reveal and shed light on the strategies 
and tactics used by alcoholic beverage marketers. The find-
ings will be used as an up-to-date evidence base for health 
policy decision making concerning preventive interventions to 
reduce alcohol use. This will enable the determination of the 
degree of influence and identification of risk factors not only 
of direct but especially of covert advertising, especially on so-
cial media, which particularly affects young people at risk of 
starting to drink. It will show a picture of the most important 
advertising themes that are massively shared in the space of 
mass communication.
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family characteristics, attitude and peer pressure, drinking by 
parents and close peers, or periods of life crisis and depression 
(Arterburn & Burns, 2001; Chen, C.-Y. et al., 2017). These are 
taken as ceteris paribus (Boyer, 1996).

In many cases, the advertising message is not clearly and un-
ambiguously distinguished from other messages, and the con-
sumer is given the impression that it is not an advertisement 
(Zibner, 2020). This research does not attempt to describe this 
so-called hidden form of advertising (typically advertorials and 
test trials in print media and product placement on television 
and social networks).

When making a qualified assessment of the appropriateness 
of possible bans or restrictions on advertising alcoholic bever-
ages, we must not allow ourselves to be caught in the trap of 
black-and-white moral attitudes and depict regulatory efforts 
as a fairy-tale clash of good and evil. For example, Siegfried et 
al. (2014) point out that it is necessary to evaluate not only the 
benefits but also the harms and costs associated with limiting 
or banning alcohol advertising. After evaluating a large sample 
of diverse studies, those authors conclude that there is a lack 
of reliable arguments for or against recommending the intro-
duction of restrictions on alcohol advertising. The quality of the 
evidence presented in the studies was overall assessed as very 
low. Proper empirical studies objectively examining the con-
sequences of banning or restricting alcohol advertising, based 
on a flawless methodology and defensible even before the 
strictest scientific criticism, prove to be extremely difficult for 
many reasons. In none of the studies that were included were 
the possible consequences of the regulation of the advertising 
market for alcoholic beverages addressed (reduction in profits 
of the alcohol and advertising industry, effects on employment, 
etc.). It also turns out that the alcohol industry looks imme-
diately for alternatives and ways of replacing any advertising 
“failure” (Dąbrowska, 2002).

In the Czech Republic, a country with a traditional high toler-
ance for the consumption of alcoholic beverages and where al-
cohol is a common part of all social life, it cannot be a realistic 
goal to completely ban alcohol advertising. The proposals for 
possible restrictions are therefore aimed at aggressive forms of 
advertising aimed at young people.

For the greater effectiveness of the possible stricter regulation 
of advertising (McClure et al., 2013), it would be appropriate to 
combine restrictions with a set of preventive measures – es-
pecially by strengthening media literacy, which increases the 
critical acceptance of advertising content in general (Grenard 
et al., 2013).

 B 4 DISCUSSION

4.1 Strengths of the research

The research topic is current and necessary, as it will provide 
a description of the basic characteristics of the advertising of 
alcoholic beverages in both traditional (television, radio, and 
print) and online media (e.g. Instagram). The emphasis is on 
identifying questionable, controversial, and unethical advertis-
ing practices and consumer activation marketing techniques. 
The innovativeness of the project is determined by the method 
of quantitative content analysis, human coding, and the em-
phasis on statistical processing and data extraction. The use of 
a relatively large sample set is a big advantage.

It is assumed that the coding of the data will be done by one 
person, thus ensuring that all the coding is carried out ac-
cording to the same principles and policies. However, in such 
a case, the research may be burdened by a systematic error 
(Vavrinčíková et al., 2012). To ensure higher reliability (to re-
veal the mentioned undesirable influence), a reliability test will 
be used on randomly selected parts of qualitative material with 
a time gap (Scherer, 1998). If necessary, the expert supervision 
of the other author will be used.

The results received and outputs will be obtained on the basis 
of Evidence-Based Practice and form up-to-date and expert-
ly supported materials for discussion and qualified decision 
making in health policy on the extent of, and methods for, the 
possible tightening of the existing legal regulations govern-
ing the advertising of alcoholic beverages. Supporting mean-
ingful adjustments to advertising for alcoholic beverages can 
contribute to less risky consumer behaviour, limiting alcohol 
consumption, and subsequently improving the health status 
of the population.

4.2 Limitations of the research

One can, of course, argue about the advantages and disadvan-
tages of the preferred quantitative approach. The quantitative 
concept of the issue of media image research and the presenta-
tion of direct and hidden alcohol advertising in the mass me-
dia, built on the method of content media analysis, has not only 
several clear advantages but also certain limitations. A qualita-
tive approach (in contrast to a quantitative one) allows one to 
examine the issue in great detail and to find connections. This 
was included at the beginning of the research to gain a deep-
er understanding of the phenomenon of alcohol advertising. 
Qualitative findings, however, are not suitable for processing a 
large amount of data; the outputs cannot be processed statisti-
cally and therefore it is not possible to infer, for example, how 
often a given aspect of advertising occurs, who the advertiser 
most often is, etc.

The research is focused on finding out possible marketing 
methods and efforts to influence alcohol consumption made 
by advertising alcoholic beverages. Thus, it does not take into 
account other possible factors that may affect the decision to 
consume, such as gender, education, socio-economic status, 
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 B 5 CONCLUSIONS

The research has the ambition of contributing to a deeper 
understanding of what the basic characteristics, concepts, 
and advertisements of alcohol in the mass communication 
media that are investigated are, based on the findings of 
scientific research and the statistical evaluation of the data 
collected, which can be verified again. Because our assump-
tions are just that, merely assumptions, they can be biased 
or influenced by our prejudices. Within the framework of a 
professional approach, it is of course advantageous if addic-
tology can rely on such expertly ascertained (“measured”) 
results, rather than on mere feelings and (perhaps even 
qualified) assumptions.

The application of the results of the media analysis that will 
be conducted could allow addictologists (and related pro-
fessions) to make specific interventions in the promotion of 
the policy of limiting the advertising of alcoholic beverages. 
Qualified regulation of advertising is one of the prerequisites 
for reducing the consumption of alcoholic beverages in the 
Czech Republic, at least in the area of   underage drinking. 
For representatives of the addiction community, coopera-
tion, discussion, and media lobbying to promote the interest 
in addiction – gradually influencing the publicʼs attitudes 
towards alcohol abuse – represent an important task. It is 
through qualified documents that effective pressure can be 
exerted on public opinion and representatives of political 
parties, who have the opportunity to make necessary and 
desirable changes in the setting of the width and conditions 
of alcohol advertising. A greater understanding of the func-
tioning of the media in the implementation of advertising 
messages for alcoholic beverages can be further applied in 
selected areas of addiction theory and practice and will thus 
contribute to cultivation and greater efficiency in communi-
cation with the mass media. Communication with the mass 
media is important for addictology because communication 
activity with the public is required for all addictology institu-
tions, workplaces, and facilities.
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