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SCARY ENOUGH FOR YA? ALCOHOLIC
ENERGY DRINKS APPEALING TO
YOUTH

OREGON PARTNERSHIP WARNS ABOUT NEW
PRODUCTS TAKING ADVANTAGE OF THE ENERGY
DRINK CRAZE

(Portland, Or) If you haven’t heard about Rockstar 21, Sparks, Bud Extra
and Tilt, you will.

Miller Brewing Company and Anheuser-Busch — the two largest U.S.
brewers - are the leading producers of a new alcoholic beverage product
capitalizing on the popularity of energy drinks marketed to young people.

Teenagers and young adults are the core consumer groups for energy drinks,
and the similarities in containers among the alcoholic and non-alcoholic
energy drinks suggest that alcohol producers are marketing alcoholic energy
drinks to young people.

“They just recently started appearing on store shelves,” says Pete Schulberg
of Oregon Partnership, a statewide nonprofit providing alcohol and drug
prevention education. “So now, more young people will be drinking
alcoholic beverages combined with high levels of caffeine and sweeteners
that will keep them drinking longer. It’s nothing less than a public health
hazard courtesy of the companies producing these products.”



This past year, Oregon Partnership helped lead the successful charge against
Spykes, an Anheuser-Busch energy drink sold in two-ounce, multi-colored
bottles containing 12 percent alcohol. Several months ago, Anheuser-Busch
pulled the product from the market.

The California-based Marin Institute, an alcohol industry watchdog group,
has just released the most comprehensive report yet on alcoholic energy
drinks.

“The available research suggests that alcoholic energy drinks create a
dangerous mix,” the report states. “Yet the alcohol industry markets the
beverages with messages that fail to alert users to the potential for
misjudging one’s intoxication. Indeed, these messages irresponsibly suggest
the beverages will enhance alertness and energy.”

The companies market these products as ways to “party all night.” On the
Tilt and Bud Extra websites, they say “Move from party to after-party,” “Get
your second wind,” and “Who’s up for staying out all night.”

The Marin Institute, along with Oregon Partnership, recommend that the
producers of alcoholic energy drinks containing alcohol take them off the
market, that the U.S. Department of Health and Human Services conducts
research on the health and safety of energy drinks and that the Federal Trade
Commission investigates energy drink producers’ marketing practices.
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