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Abstract 

Purpose: This paper has the purpose to analyze the impacts of a nationalization of 

the selling system for alcohol on the level of alcohol consumption and alcohol-

related harm. Further, it strives to outline the importance of social marketing in 

this process of change.  

Approach: In order to exemplify the case, a comparison between Sweden – 

where a state monopoly for alcohol already exists – and Germany is drawn. 

Therefore, the most important aspects of both countries’ alcohol policies are 

presented briefly. Hereafter, the concept of social marketing is explained with a 

focus on its effectiveness by which the necessity of upstream social marketing is 

stressed. Applying this knowledge to the alcohol sector it is pointed out that 

effective campaigns exist only rarely and suggestions are made how the 

effectiveness could be improved according to theoretical approaches.  

Empirical data gained from two separate surveys among a nonprobability sample 

of students in Germany and Sweden give information on how the consumers in 

both countries would react to a change in their respective retail system and to 

which degree alcohol is rooted in their social life.  

Findings: In fact, the results of the surveys support the theoretical suggestion that 

a nationalized retail system which is characterized by high prices, restricted 

availability, a ban on advertising and an effective age limit control causes the 

level of alcohol consumption and alcohol-related harm to decline. Such an 

intervention has been linked to but not been classified as social marketing so far. 

This paper reveals that it does fulfil the most important criteria of social 

marketing and hence is a more effective social marketing tool than most 

traditional ones like educational campaigns. Additional activities are needed in 

order to reinforce the impact of a change in the retail system since it is crucial to 

influence the people’s attitude towards alcohol instead of just imposing 

restrictions on them. 

Research implications: Social marketers should focus on upstream social 

marketing thus influencing the environment in which the individuals make the 

decision whether to drink or not. A state monopoly for alcohol causes a valuable 

change in the environment and clearly reduces the stimuli. Downstream strategies 

should to be revised, e.g. the focus of campaigns on binge drinking. 

Further research is needed to confirm the assumption that the implementation of a 

state monopoly for alcohol rather has short-term than long-term impacts which 

might be a reason for the fact that Sweden’s per capita consumption is not much 

lower than the German one. 
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1. Introduction 

1.1.  Background 

Alcohol is one of the three major causes in the world for harms to the people’s 

health and in several cases leads to premature deaths, the other two causes being 

smoking and traffic accidents which are often provoked by the consumption of 

alcohol as well (WHO, 2012a). Harms related to alcohol are diverse and do not 

exclusively concern the drinker but also the people in his or her social 

environment or even complete strangers (Anderson and Baumberg, 2006). Direct 

harms to the drinker’s health are related to heart diseases, a weakened immune 

system, liver diseases, an increased carcinogenic risk and an impaired brain 

development. It can also cause harm to a fetus and supports sexually risky 

behavior, thus leading to a higher risk of HIV infection or other sexually 

transmitted diseases (WHO, 2012a; WHO, 2012b; Anderson et al., 2009, 

Anderson and Baumberg, 2006). Other people than the drinker can be affected 

through domestic violence, crimes, drink-driving resulting in accidents, reduced 

productivity, property damage etc. (WHO, 2012a; Anderson et al., 2009; Jones, 

2011, Anderson and Baumberg, 2006). 

Europe is the region with the highest levels of alcohol consumption and alcohol-

related harms (WHO, 2012a) and Germany belongs to the upper third compared 

to the rest of the world (Drogenbeauftragte der Bundesregierung, 2012). Sweden 

was always said to have a low level of alcohol consumption but due to the strict 

alcohol policy and the possibilities to avoid it, the level of unregistered 

consumption is likely to be rather high (Arnberg and Lord, 2009) so that the 

difference between Germany and Sweden is not as large as one might assume. 

Certainly, both countries and their inhabitants are affected by alcohol-related 

harms and therefore, there are several attempts and strategies which are aimed at 

reducing the overall level of alcohol consumption. Concerning their respective 

policy, Germany and Sweden differ substantially. Whilst the German alcohol 

policy has traditionally been very loose and focused on a self-regulating system, 

the Swedish alcohol policy is characterized by a high level of control and 

restriction with a state monopoly for the retail of alcohol. The two countries vary 

significantly with regard to their alcohol tax rates, restrictions on advertising and 

the retail system (Brand et al., 2007).  

Apart from political measures, the alcohol problem is usually tackled through the 

use of social marketing strategies. The aim of all social marketing activities is to 

improve the public welfare without any financial motives (Kotler and Lee, 2008). 

Social marketing can be carried out in different ways but mostly occurs in the 

form of educational and attitudinal campaigns which are supposed to cause a 
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voluntary change in the individuals’ behavior (Wymer, 2011). Whether this is 

really the most effective way to reach the goal of improving people’s welfare, will 

be the topic of this thesis with a special focus on the alcohol consumption in 

Germany and Sweden and their ways of fighting the problem.  

The theoretical review will therefore further investigate the differences between 

the alcohol policies in both countries as well as define the role of social marketing 

more explicitly. Moreover, the existing social marketing strategies aimed at the 

alcohol problem will be reviewed very briefly in order to point out that a 

rethinking could be helpful. This need for a rethinking will be emphasized by the 

results of two separate surveys conducted among German and Swedish students 

which analyze the potential changes in behavior if the respective alcohol policy 

and the social marketing strategies are changed.  

1.2.  Purpose 

Since alcohol causes a wide range of health and social harm it is important to find 

an effective way of reducing the level of alcohol consumption. So far, neither the 

social marketers nor the politicians have been too successful in doing so. 

Therefore, this study has the purpose to find out whether the social marketing 

strategies should move from traditional methods like campaigns aimed at the 

individual to less usual strategies, which rather try to change the environment in 

which the individuals make their decisions. Of course, this is a very broad field 

and hence the study focuses clearly on one certain model of reducing the level of 

alcohol consumption: a state monopoly which restricts the availability and 

controls the prices of alcohol. What would happen if Sweden eliminated this 

monopoly and how would the German consumers react to a nationalization of 

their retail system for alcohol? By answering these questions, the study tries to 

analyze whether regulative strategies are more effective than educational 

campaigns and applies this to the specific case of a nationalized versus a 

privatized retail system, striving to evaluate which one has a stronger positive 

impact on the people’s welfare.  

1.3.  Research question 

The purpose leads to the following research question. 

Can a nationalized retail system for alcohol be an effective social 

marketing tool in terms of reducing the overall level of alcohol 

consumption and alcohol-related harm and changing the individuals’ 

attitude towards alcohol? 
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1.4.  Delimitation 

This research question has to be further delimited in order to find a proper answer. 

The study will try to answer it with respect to students only which means that the 

participants of the surveys are absolutely not representative for the entire 

population with regard to variables such as age, income or educational 

background. Still, it is reasonable to assume that the results of these surveys 

among students are valuable and of particular interest for this research question 

since students tend to be especially price-sensitive and therefore react quickly to 

changes in prices. Also, young people are outstandingly prone to marketing 

strategies (Anderson et al., 2009; Jones, 2011). Furthermore, a lot of students 

drink alcohol regularly and it will be interesting to see to which degree it is 

accepted and considered normal among them. The effectiveness of age limit 

controls is also an issue to be discussed and for that, students are well-qualified. 

Social marketing campaigns often have young people as their target group, so 

students are able to judge on the effectiveness of these campaigns. Hence, the 

behavioral change students would show if the retail system and social marketing 

strategies were changed is probably considerable. At the same time, it is not 

possible to generalize these results and answer the research question for the whole 

population as adults with a higher income or an alcohol addicted person might 

react differently to a change in the retail system or the social marketing strategies 

and the related consequences. This issue will be taken up in the discussion, 

though. So the result this study about students produces will be suitable to give 

some indication of how the remaining consumers would react. 

Further, the research question and the approach to it are mainly based on the total 

consumption level. This is the most common but not always the best tool to 

measure the effectiveness of a policy change as the effects of a change often vary 

for different demographic groups, people with different patterns of drinking and 

different alcohol-related problems (Room et al., 2002) such that the total 

consumption does not always indicate every effect that has occurred. 

2. Theoretical Review 

2.1.  Alcohol policy and consumption in Germany 

2.1.1. Background and development 

For the topic of this thesis it is sufficient to describe the background and 

development very briefly. As there is no and has never been a nationalized retail 

system for alcohol in Germany, the development of the existing system is not as 

relevant as that of the Swedish system. 
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Extensive information is especially available on the consumption of alcohol in the 

19
th

 century when particularly the working class consumed a large amount of 

spirits and in some cases even was paid with spirits. This high level of 

consumption is also known as “misery alcoholism” (Deutsche Hauptstelle für 

Suchtfragen; Grüttner, 1991). During the time of the German empire between 

1871 and 1918 (Bundeszentrale für politische Bildung), spirits were partly 

substituted by beer and the time of consumption shifted from the working hours to 

the evenings and the weekend as it is also common nowadays. Compared to 

Sweden (see below), the temperance and abstinence movement in Germany was 

weak and did not have many supporters (Grüttner, 1991). 

Less is known about the consumption of alcohol in the 1900s. Certainly, after a 

decline of the consumption of alcohol in the first half of the century (unknown 

author) it has risen dramatically from 3.1 litres of pure alcohol in 1950 up to the 

peak of 12.5 litres in 1980 followed by a slight reduction to 10.5 litres in 2000 

(BT Online: Das Psychotherapie Online Magazin). 

Alcohol policies have not experienced much development, mostly because the 

alcohol market is unregulated to the greatest extent. Supply and demand 

determine the produced amount and the prices, and the law for the protection of 

children and youth regulates who is allowed to buy and consume alcohol. A 

change in the laws worth mentioning is the implementation of a special tax on 

alcopops in 2004 (Deutsche Haupststelle für Suchtfragen, 2009). Due to the 

increased consumption of this kind of alcoholic beverage and the related risks, a 

price increase was needed to reduce the consumption especially among young 

people. Consequently, the consumption of alcopops declined substantially 

(Deutsche Hauptstelle für Suchtfragen, 2009). 

2.1.2. Current situation 

2.1.2.1. Legal regulations 

The law for the protection of children and youth states that spirits can only be sold 

to and consumed by adolescents who are 18 years or older. Other alcoholic 

beverages like beer and wine can be purchased and consumed by everyone who is 

16 years or older. Those younger than 16 years are allowed to drink alcohol when 

they are accompanied by a person who is entitled to custody 

(Jugendschutzgesetz). There is no general restriction on the consumption of 

alcohol in the public but some federal states have implemented bans on alcohol 

consumption in public transport (Drogenbeauftragte der Bundesregierung, 2012). 

Driving is allowed up to an alcohol concentration of 0.5‰ in the blood of the 

driver and new drivers have to be completely abstinent until they have reached the 

age of 21 (Straßenverkehrsgesetz). Drivers with more than 0.3‰ commit a 
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regulatory offence if they are not capable of driving appropriately anymore 

(Straßenverkehrsgesetz).  

2.1.2.2. Taxes 

Germany levies taxes on beer, spirits, sparkling wine and alcopops, but not on 

wine. The taxes on beer are the lowest, followed by those on spirits, sparkling 

wine and alcopops (Bundesamt für Gesundheit). The latter are extremely high in 

order to keep especially young people from consuming these beverages which are 

easily underestimated.  

2.1.2.3. Outlet density 

There are no legal restrictions on the outlet density in Germany (Bundesamt für 

Gesundheit). Since it is allowed to sell alcohol in each and every supermarket, gas 

station or any other kind of shop, the outlet density is extremely high. 

2.1.2.4. Opening hours  

Generally the opening hours are not regulated. As you can buy alcohol in so many 

different stores, the opening hours are highly extended and partly even 24 hours 

on 7 days a week.  

2.1.2.5. Advertising 

In Germany, the companies are allowed to advertise as much as they want and 

through every channel, as long as the advertisements do not mislead or jeopardize 

adolescents in any way (Drogenbeauftragte der Bundesregierung). There is a self-

regulating system which allows anyone to complain about the content of an 

advertisement, though. A restriction implemented in order to protect the youth 

from alcohol advertising is that the broadcast of spots advertising alcohol in 

cinemas is not allowed before 6 p.m. (Bundesministerium für Familie, Senioren, 

Frauen und Jugend).  

2.1.2.6. Level of consumption 

The current level of consumption amounts to 10 litres of pure alcohol on average 

per capita (Drogenbeauftragte der Bundesregierung, 2012). This means that it has 

declined substantially since 2005 when the WHO stated a per capita consumption 

which exceeded 12.5 litres of pure alcohol per capita. But still, Germany has one 

of the highest alcohol consumption levels in Europe and more than 9 million 

people drink alcohol in an immoderate and harmful way. More than 1 million are 

addicted and each year, 73,000 people die of the consequences of alcohol. Apart 

from these human harms, the economy is negatively affected and this harm 

amounts to more than 25 billion euros (Drogenbeauftragte der Bundesregierung, 

2012). 
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The favorite alcoholic beverage of the German consumers is beer, followed by 

wine and spirits. Concerning the drinking pattern, Germany differs from the 

Nordic countries. The consumption of alcohol takes place quite regularly, often 

almost daily. But irregular heavy drinking is less common than in the Nordic 

countries and public drunkenness is not really accepted (WHO, 2012b). 

2.2.  Alcohol policy and consumption in Sweden 

2.2.1. Background and development 

In order to understand how the restrictive Swedish alcohol retail system could be 

established, it is important to go through its development. As the nationalized 

retail system for alcohol is the main subject of this thesis, it will be described a bit 

more detailed in this section. 

Similar to the German practice, Swedish workers, maids or other servants often 

received a part of their wage in the form of spirits in the 1700s and 1800s 

(Arnberg and Lord, 2009). Consequently, alcohol and especially spirits became an 

important and natural part of people’s life. The propensity to consume spirits 

rather than beer and wine made Sweden become a part of the so-called “vodka-

belt” of Europe (Arnberg and Lord, 2009). 

In the mid-1800s, the alcohol problem was first debated publicly and in the 

beginning of the 1900s, the first measures were implemented to fight the 

consumption of alcohol (Arnberg and Lord, 2009; Tomasson, 1998). The most 

important person in this process was Ivan Bratt, a physician and politician. His 

idea was that a prohibition of alcohol would not be realistic and desirable but that 

all private profit motives should be eliminated (Johansson, 2000). Therefore, he 

bought all companies owned by private enterprises and thus basically abolished 

the private alcohol trade (Johansson, 2000). It was also him who initiated the 

official implementation of the ration book in 1917. This so-called Bratt system 

provided each household which applied successfully with a ration book. In this 

way, the state could control how much each household purchased and 

furthermore, could regulate the permitted amount by setting different limits 

according to age, gender and social status (Arnberg and Lord, 2009; Tomasson, 

1998; Johansson, 2000; Holder et al., 2008). Meanwhile, a retail monopoly was 

introduced gradually, reaching its final form of the Systembolaget in 1955, when 

the Bratt System was abolished (Holder et al., 2008). This national monopoly was 

the only institution allowed to sell spirits, wine and beer off-premise to private 

customers as well as the only wholesaler to restaurants for alcoholic beverages 

(Holder et al., 2008). In addition, the state owned a monopoly for the production 

of spirits as well as for the import of wine, beer and spirits (Holder et al., 2008). 
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One reason this restrictive system could be established and was socially accepted 

is the relatively strong temperance movement which originated in the late 1800s 

and had many supporters (Johansson, 2000). Different organizations and 

committees claimed the general prohibition of alcohol in Sweden, but were finally 

voted down in favor of the Bratt System. The public was not willing to accept a 

prohibition of alcohol but thoroughly agreed with compromising control systems 

like the Bratt System or later the Systembolaget (Johansson, 2000). 

The next political changes worth mentioning occurred in the 1960s and early 

1970s when medium beer (at most 4.7 percent) could be sold in grocery stores and 

the age limit was reduced from 21 to 20 years (Holder et al., 2008). After this 

rather liberal period, the policy turned back to its restrictive nature by 

withdrawing the medium beer from the grocery stores, banning almost all 

advertising for alcohol and closing the Systembolaget stores on Saturdays (Holder 

et al., 2008). 

The most far-reaching change in the Swedish alcohol policy was caused by 

Sweden’s accession to the European Union in 1995. As a consequence, the 

monopoly on production, wholesale, import and export had to be abolished but 

Sweden managed to retain the retail monopoly given that domestic producers 

were not favored (Holder et al., 2008; Arnberg and Lord, 2009). The taxes were 

also kept at a very high level (Arnberg and Lord, 2009). The most significant 

change concerned the amounts of alcohol travelers are allowed to import from 

other EU countries. Since 2004 Sweden has the same rules as the other member 

states and this means quasi an unlimited amount of alcohol which can be brought 

into the country as long as it is for the private use. The indicative level amounts to 

10 litres of spirits, 20 litres of strong wine, 90 litres of wine and 110 litres of beer 

(Ramstedt and Gustafsson, 2009; Arnberg and Lord, 2009).  

Although the state monopoly was generally accepted by the Swedish population, 

the government implemented some changes in order to make Systembolaget more 

popular. These changes included opening hours on Saturdays and the 

transformation into self-service stores (Arnberg and Lord, 2009). 

The aim of the Swedish alcohol policy is to keep the overall level of alcohol 

consumption as low as possible in order to protect the population from the harms 

related to alcohol (Arnberg and Lord, 2009). In this connection, it focuses mainly 

on the total consumption model mentioned in the delimitations. This model 

assumes that the number of heavy drinkers and their problems fluctuates together 

with the total alcohol consumption (Olsson et al., 2002; Arnberg and Lord, 2009). 

Therefore, the policy does not aim at single problem drinkers but on the whole 

society. Apart from the restriction of availability through Systembolaget and the 

setting of high prices, the Swedish alcohol policy now also tries to educate the 



14 

 

population about the consequences of the consumption alcohol and change their 

drinking patterns (Holder et al., 2008). In this manner, the Swedish government 

hopes to reduce the total consumption of alcohol and thus also the number of 

heavy drinkers. 

2.2.2. Current situation 

2.2.2.1. Legal regulations 

In Systembolaget stores, only people who are 20 years or older can buy alcoholic 

beverages. The less strong beer in general stores can be purchased by everyone 

older than 18 years (Anderson and Baumberg, 2006; Holder et al., 2008). 

However, the on-premise sale of alcoholic beverages is possible to anyone who 

has reached the age of 18 years, no matter how strong the drink is (Bundesamt für 

Gesundheit). There are some restrictions on the consumption of alcohol in the 

public which differ from region to region. The drink-drive limit amounts to 0.2‰ 

with no difference between new and old drivers (Bundesamt für Gesundheit). 

2.2.2.2. Taxes  

As mentioned before, there are extremely high taxes in Sweden which have the 

purpose to raise the prices, thus reducing the consumption of alcohol (Arnberg 

and Lord, 2009). The highest tax is levied on spirits. Sweden charges 501.41 SEK 

per litre of pure alcohol compared to Germany where the tax amounts to 13.03 

euros (ca. 110 SEK) per litre of pure alcohol (Bundesamt für Gesundheit). Wine, 

sparkling wine and beer are also subject to tax, whereas alcopops are tax-free. 

2.2.2.3. Outlet density 

The outlet density is determined through the state monopoly Systembolaget. 

Currently, there are 421 stores and 508 agents throughout the country 

(Systembolaget). The regulation of the outlet density also serves as a tool to 

restrict the physical availability of alcohol which in turn lowers the alcohol 

consumption and alcohol-related harms (Jochelson, 2006; Jones, 2011; Anderson 

et al., 2009). 

2.2.2.4. Opening hours  

Just like the outlet density, the opening hours are restricted by means of the state 

monopoly. During the week, most Systembolaget stores are open between 10 a.m. 

and 6 p.m. whereas it already closes at 2 or 3 p.m. on Saturdays. On Sundays, all 

Systembolaget stores are closed (Holder et al., 2008). Reduced opening hours also 

restrict the physical availability and answer the same purpose as mentioned above 

(Anderson et al., 2009). 
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2.2.2.5. Advertising 

In Sweden, there are very strict regulations concerning the advertising of alcohol. 

Through the channels of radio, television, bills and cinema, no advertising of 

alcohol beverages is allowed at all. For the print media, the regulation is a bit 

looser allowing the advertising of alcoholic beverages with an alcohol content of 

up to 15% as long as there is some information about the negative consequences 

the consumption of alcohol has (Bundesamt für Gesundheit). This strict regulation 

has the purpose to reduce the alcohol-related harm and banning advertising can be 

a very effective way of doing so (Anderson et al., 2009). 

2.2.2.6. Level of consumption 

In 2012, the Swedes consumed on average 9.21 litres of pure alcohol per capita 

(for persons older than 15) which indicates a falling tendency taking the figures of 

recent years into consideration (Ramstedt et al., 2013). This is an estimation based 

on the registered consumption (Systembolaget, retail trade and the horeca sector) 

and the unregistered consumption (travelers’ imports, home distillation and 

smuggling) The unregistered sector has grown substantially in importance since 

2004 when Sweden accepted the rules of the European Union and allowed free 

import for the private use. The low level Sweden has compared to other European 

countries according to the officially registered consumption can hence not be 

confirmed if the unregistered sector is considered (Arnberg and Lord, 2009).  

The drinking pattern of the Nordic countries is quite notorious throughout Europe. 

The favored alcoholic beverage is spirituous liquor and the occasions for drinking 

are rather irregular but heavy. Furthermore, public drunkenness is more accepted 

than in other parts of Europe (WHO, 2012b; Johansson, 2000). Although this 

drinking pattern is still prevailing, some Swedes also approach different drinking 

patterns like consuming alcohol more often, but in smaller amounts, e.g. during 

the meals because they get more and more into contact with international people 

and their habits (Arnberg and Lord, 2009). In fact, these changes in the drinking 

pattern as well as the increased availability of alcohol have raised the level of 

alcohol consumption recently (Arnberg and Lord, 2009).  

2.2.3. Scenarios 

Given the fact that Sweden has allowed the import of alcohol from other 

European countries for the private use, it is questionable whether the monopoly 

with its restricted outlets and opening hours and the higher prices is still effective. 

A group of international researchers, led by Harold Holder, has analyzed this very 

question and the results will be presented in this section which is, if not indicated 

separately, based on their report (Holder et al., 2008). The figures provided are 

calculated based on the use of elaborated methods. They are very exact but of 

course there is no guarantee that the reality would be like this since it is not 
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possible to forecast the effects of a privatization that precisely. However, sensitive 

figures are used such that the reality is likely to be like that or even worse. 

Although there is no active debate about the privatization of the state monopoly at 

the moment, the scenario is interesting and significant for the topic of this thesis 

since the consequences of a privatization of the retail monopoly can give a clue of 

the effectiveness of this system. Would the Swedes consume more alcohol and 

suffer from more harm if the retail monopoly was privatized? Then it is effective 

in terms of reducing the level of consumption and the alcohol-related harm. 

Basically, the elimination of a state retail monopoly results in a larger number of 

stores selling alcohol, longer opening hours and lower prices due to the increased 

competition as previous studies have found out. The researchers have analyzed the 

elimination of the monopoly in two different scenarios: in scenario one, private 

specialty stores with a license are allowed to sell alcoholic beverages; scenario 

two describes the situation in which all grocery stores can sell alcoholic 

beverages.    

In the first scenario, it would be hardly possible to control the outlet density as the 

issue of licenses could not be restricted easily. Consequently, this form of a 

privatization would lead to a higher number of stores selling alcohol than 

currently and longer opening hours. In figures, this would mean an expansion 

from 421 Systembolaget stores to 1084 specialty shops. These shops would have 

10 additional trading hours which would result in an increase of the consumption. 

Additionally, the customers would find a smaller range of products in each single 

store, but in summary a larger assortment when you consider all stores. Also, 

there would be more advertising which would result in a noteworthy increase of 

consumption. The pricing system would not be homogenous anymore and the 

prices would be higher in rural than in urban areas. Although the change in the 

price level would not be very big due to the constantly high taxes, the commercial 

competition would still lead to price promotions and thus to a slightly reduced 

price level which again would raise the consumption. Further, the age limit 

control would be less effective as the stores have a profit motive which could 

additionally seduce them to sell alcohol to already intoxicated persons. 

In the second scenario, the increase in the number of stores would be even higher 

than in scenario one for most of the grocery stores would establish alcoholic 

beverages in their assortment. In fact, it is estimated that 8,000 outlets would sell 

alcohol thus raising the consumption dramatically. The opening hours would be 

extended considerably to 84 hours per week in total, including Sundays. This 

would result in a significant increase of the consumption. Pretty much as in the 

first scenario, the assortment in each grocery store would be smaller, but larger if 

you sum up all shops selling alcohol. The increase in advertising would cause the 



17 

 

consumption to rise, even more than in the first scenario. Grocery stores would 

probably stock and offer cheap products of lower quality which Systembolaget 

currently is not selling. That, and the special offers grocery stores could use to 

make the customers enter the shop and buy other things as well, would lead to a 

similarly slight price decrease as in scenario one raising the level of consumption. 

Ultimately, the age limit control is very likely to be less effective than under a 

state monopoly for the reason stated above.  

Harold Holder and his colleagues came to the conclusion that, given the first 

scenario, the consumption of alcohol would rise by 14% if the retail monopoly 

was privatized. The second scenario would even cause the consumption to 

increase by 29%. The alcohol-related harm would also increase significantly. In 

the case of the specialty shops, 700 alcohol-related deaths would occur and there 

would be 6,700 assaults. Given the second scenario, there would even be 1,580 

deaths and 14,200 assaults. The number of sick days would increase strongly, too. 

The privatization would especially affect young people and heavy drinkers. 

Young people can obtain alcohol more easily in private shops and are attracted by 

more affordable prices. Also, they are particularly sensitive to advertising 

campaigns and promotions. Intoxicated persons could also purchase alcohol more 

easily due to the profit motive of the shops. 

Hence, the privatization of the retail system would definitely cause the level of 

consumption to increase and consequently also the alcohol-related harm. As this 

implies negative impacts on the public health and safety of the Swedish 

population, the retail monopoly should be preserved. 

2.3.  Comparison between Sweden and Germany 

Most of the differences between the retail systems and the consumption are 

absolutely obvious. Sweden’s system is extremely restrictive with very high taxes, 

constrained physical availability of alcohol, bans on advertising and effective 

controls of the age limit of 20 and 18, respectively. Germany, however, does not 

have as many restrictions as Sweden. The taxes are much lower, the outlet density 

and opening hours are not controlled, advertising is less banned but still 

controlled, and the age controls are most likely less effective. Nevertheless, the 

levels of consumption do not vary too much. Does this mean that both retail 

systems are equally effective or ineffective? Not necessarily. As the scenarios 

suggest, the Swedish level of consumption and alcohol-related harms would be 

higher if the retail monopoly was privatized. A comparable scenario (the 

consequences of the nationalization of the retail system) does not exist for 
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Germany, but to find out whether a nationalized retail system would reduce the 

alcohol consumption in Germany is one of the aims of this thesis.  

Further, it should be clear that Sweden and Germany are not perfectly comparable 

as the retail system is not the only variable distinguishing the two countries. The 

drinking patterns also differ a lot – although they are approaching more and more 

(Arnberg and Lord, 2009) – and it is uncertain whether the Swedish drinking 

pattern led to the strict control measures or whether this kind of drinking culture 

was rather caused by the alcohol control policies (Johansson, 2000). This gives 

rise to the question if the same retail system would have the same implications on 

two different countries like Germany and Sweden.  

If a country has a high level of per capita consumption, this implies that alcohol is 

socially accepted and somehow belongs to the country’s culture which makes it 

very hard for the politicians to introduce control measures (Johansson, 2000). This 

case applies for Germany which traditionally has had a high per capita 

consumption and where alcohol has a steady position in the culture. Moreover, the 

German alcohol industry is important in terms of providing jobs and generating 

revenue for the state and this makes the implementation of a restrictive system 

even more difficult (Johansson, 2000). Sweden, however, has always had a rather 

low level of consumption and the wine, spirits and brewing industries have never 

been as economically important as those in other European countries like 

Germany (Johansson, 2000). Therefore, it is reasonable to assume that this has 

contributed to the introduction of the existing restrictive alcohol policy. 

As a conclusion it can be said that Germany and Sweden do not only have 

different retail systems for alcohol but also distinct drinking cultures which 

influence the effects of the respective retail system and those of a change in the 

retail system. 

2.4.  Social marketing 

2.4.1. Definition 

“Social marketing is a process that applies marketing principles and techniques to 

create, communicate, and deliver value in order to influence target audience 

behaviors that benefit society (public health, safety, the environment, and 

communities) as well as the target audience” (Kotler, Lee and Rothschild, 2006 in 

Kotler and Lee, 2008, p. 7). A bit more extensively formulated, this means that 

social marketing includes all efforts which have the purpose to improve the public 

health and welfare by changing the individuals’ behavior (Kotler and Lee, 2008). 

Social marketing differs from commercial marketing to a considerable extent. As 

the definition points out, the aim of social marketing is societal, not financial 

(Gordon et al., 2006). Social marketers do not have a profit motive and if they sell 
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a product at all, then it is a desired behavior (Kotler and Lee, 2008; Donovan, 

2011a). But still, social marketing applies similar principles as commercial 

marketing (Donovan, 2011a). 

Andreasen (2002) has figured out six criteria which a program should fulfil in 

order to be classified as social marketing (although this is not mandatory). 

According to Jones (2011), the UK National Social Marketing Centre uses the 

same criteria in order to provide a guideline for effective social marketing 

programs. Firstly, the program has the purpose to change behavior. Second, the 

project is based on consumer research which means that the target audience’s 

needs, values and beliefs are considered, that the project is pre-tested and that it is 

monitored during the implementation (Andreasen, 2002; Gordon et al., 2006). 

Thirdly, the target group is chosen based on different segmentation variables. In 

the fourth place, an exchange value is offered which benefits the target audience 

so that it is motivated to change its behavior. Fifthly, the intervention uses the 

marketing mix including the four Ps product, price, place and promotion. 

Ultimately, the program also considers potential competitive behaviors and tries 

to minimize this competition for the desired behavior (Andreasen, 2002; Gordon 

et al., 2006).  

Social marketing can be subdivided into downstream and upstream activities. 

Downstream social marketing aims at the individuals and directly tries to change 

their behavior whereas upstream social marketing is directed towards those 

organizations and groups that can influence the environment in which the 

individuals make their decisions and therefore often aims at policy and regulations 

(Hoek and Jones, 2011; Wymer, 2011; Gordon et al., 2006). Bill Smith makes the 

same subdivision, but calls the downstream social marketing social advertising 

and the upstream activities social advocacy. According to him, social advertising 

focuses on changing the individuals’ attitudes and perceptions whereas social 

advocacy strives to achieve structural changes (Wymer, 2011). 

2.4.2. How is social marketing linked to policy? 

As Wymer (2011) emphasizes, policy changes are law, not social marketing. And 

French (2011, p. 359) stresses, “social marketing is not about telling people what 

to do or coercing them into doing it, but the art of understanding what will help 

people make choices and take action which will lead them to better lives”, a 

statement which is confirmed by Gordon et al. (2006). But still, social marketing 

should be applied to political issues and the desired behavior change does not 

necessarily have to be voluntary (Donovan, 2011a). Furthermore, policy does not 

only consist of making laws but can also include e.g. launching public information 

campaigns (Jochelson, 2006). Social marketing cannot be equated with policy in 

all cases but it can help to make policy more effective (French, 2011). The social 
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and political environment in which individuals make their decisions is crucial for 

the kind of decision they make and should therefore be as convenient as possible. 

This can be achieved by upstream efforts of social marketing on which social 

marketers should focus first (Kotler and Lee, 2008; French, 2011; Donovan, 

2011b). 

This means that social marketers can help policymakers to create more effective 

strategies by making them aware of the people’s needs, views and beliefs (French, 

2011). However, not only strategies can be influenced by social marketers, but 

also the actual legislative behavior. This is reasonable and appropriate if the social 

marketers try to influence a powerful person or group that is enabled to bring 

about or fight for a change in laws which can increase the public welfare 

(Andreasen, 2006). Donovan (2011a) calls this way of doing social marketing 

“warfare” in order to point out that advocacy clearly belongs to social marketing. 

All in all, although policy changes are not equal to social marketing, social 

marketing is definitely linked to policy and plays an important part in influencing 

politicians in order to create a favorable environment in which the individuals can 

make reasonable decisions (Wymer, 2011). Also, political measures and 

interventions themselves can be classified as social marketing activities if they 

fulfil the criteria set by Andreasen (2002) to a great extent. French (2011) labels 

policy as the fifth P in the marketing mix. 

2.4.3. The effectiveness of social marketing strategies 

Social marketing strategies often do not have the impacts the creators have hoped 

for. This can have several reasons. As it would exceed the scope of this thesis and 

is not too relevant for the problem, this section will not mention all of them but 

rather focus on a basic requirement when developing effective strategies, namely 

the importance of upstream social marketing. 

Social marketers fail to create effective strategies when they focus too much on 

the individual rather than on the population level (Hoek and Jones, 2011). 

Enforced by industries which stress that they are selling their products to educated 

customers who are responsible for their own choices (Hoek and Jones, 2011), 

many social marketers use downstream strategies and aim educational campaigns 

at individuals in order to change their behavior for the good (Wymer, 2011; 

Gordon et al., 2006). In doing so, they often overlook that it might be more 

beneficial to the society if it changed slightly as a whole than if a small target 

group changed substantially (Hoek and Jones, 2011). Applied to the practice, this 

would mean for example that it would be more desirable to slightly lower the 

alcohol consumption of the entire society than to strongly reduce the alcohol 

consumption of a small group of heavy drinkers (Hastings and Angus, 2011). So 
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in this case, an effective social marketing strategy would not aim exclusively at 

those who drink regularly and heavily, but also at those who drink in a safe and 

reasonable way. 

In addition, the social marketers thus accept to a certain extent the industries’ 

argument and assign the sole responsibility for their decisions to the individuals 

without considering the environment with all the powerful stimuli the individuals 

are exposed to (Hoek and Jones, 2011). These industries do not only promote their 

products in a commercial way but sometimes also engage in responsible 

marketing warning against the risks of their own products. What sounds desirable 

is often strengthening the company’s reputation and even has counterproductive 

effects on the target audience (Hastings and Angus, 2011; Jones, 2011). 

Therefore, industry-funded social marketing should be avoided and replaced 

through more effective strategies from independent organizations. 

One of the most common ways to apply social marketing is in the form of 

educational and attitudinal campaigns (Wymer, 2011). Regardless of how 

appealing and sophisticated they may have been designed, they are mostly 

ineffective when they are not combined with other measures (Jones, 2011; 

Jochelson, 2006). This can be justified with a model which actually describes the 

key statement of this section (see Wymer, 2011, p. 23). 

The lowest category represents all the environmental barriers the public is steadily 

exposed to. These barriers exist in the context in which consumers make their 

choices and often are stimuli provided by the industries. Depending on which 

societal problem it is, environmental barriers can also take the form of basic needs 

which are not fulfilled like the lack of enough potable water (Wymer, 2011). In 

any case, it is essential that these environmental barriers are abolished if the social 

marketing strategy is supposed to be effective (Wymer, 2011). If the environment 

in which the consumers make their decisions is free from barriers, the individuals 

can make free choices (Hoek and Jones, 2011). Removing these barriers often 

Motivation 

Ignorance 

Environmental Barriers 

Figure 1 Causal factors of societal problems 
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requires penalties and incentives which can be implemented by lawmakers and 

law implementers (Andreasen, 2006). So regulation cannot be avoided and is also 

desirable since legislation is able to cause changes that individuals would not 

initiate on their own and thus contributes to the public welfare (Jochelson, 2006).  

Only when this level of the pyramid has been achieved, downstream social 

marketing strategies can develop their full effectiveness according to Weis and 

Arnesen (Hoek and Jones, 2011). Then educational (aiming at the ignorance level) 

and attitudinal (aiming at the motivation level) campaigns can approach the 

individuals in order to improve their knowledge about the problem and to increase 

their motivation to change their behavior (Wymer, 2011; Jochelson, 2006). 

Applied to the alcohol problem, this means that industry-provided stimuli like 

cheap prices, easy access to alcohol and advertising have to be eliminated or at 

least strongly restricted before the social marketers can start to educate the public 

about the harms their alcohol consumption can have and thus to cause a 

behavioral change. 

Creating such an environment in which downstream social marketing strategies 

have a chance to work effectively can be done most forcefully by governments 

which function as a steward for their citizens (Jochelson, 2006). Hence, the focus 

of social marketers should lie on upstream social marketing in terms of raising the 

politicians’ awareness of the most important factors to change or the most 

effective measures to adopt if a certain problem is to be eliminated. 

Consecutively, the downstream strategies will gain in effectiveness and increase 

the public good which is the primary goal of all social marketing activities. 

2.5.  Social marketing and alcohol  

2.5.1. Current situation 

When asked about the areas in which social marketing has achieved a societal 

progress, only 36% out of 280 social marketing practitioners mentioned the 

alcohol problem which is hence evaluated as less successful than the areas of 

tobacco, global health epidemics and traffic safety (Beall et al., 2012). 

Correspondingly, 43% of them see a need for change of the social marketing 

strategies aimed at the abuse of alcohol (Beall et al., 2012). This reflects the 

current situation quite well. In general, the effectiveness of social marketing 

regarding alcohol is restricted because most of the campaigns focus on the 

individual level which leads to poor results in the majority of the cases (see 

previous section).  

In fact, there are a number of campaigns both in Germany and Sweden which are 

rated as successful by their planners. In Germany, the best known and most 
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widespread campaign is called “Alkohol? Kenn dein Limit”
1
, launched by a 

governmental institution in 2008. It uses posters, ads in magazines and cinema 

advertising as well as a peer education approach which means that trained peers 

communicate the campaign directly to the target group, e.g. at festivals, sports 

events or in the city center (Drogenbeauftragte der Bundesregierung, 2012; 

Alkohol? Kenn dein Limit.). Social media is also an important channel for the 

distribution of the campaign. In 2010, 90% of the target group had heard about the 

campaign which is evaluated as a success by the planners but there is no evidence 

on the actual impact the campaign has, namely whether the alcohol consumption 

among the targeted adolescents really has declined (Drogenbeauftragte der 

Bundesregierung, 2012). A very big Swedish initiative is “IQ” which 

compromises many different campaigns and projects having the purpose to 

achieve a smarter perception of alcohol (IQ).  

All in all, there are several campaigns existing throughout the world which have 

had a positive effect on the abuse of alcohol (Gordon et al., 2006) but there is a lot 

of space for improvement considering the high levels of alcohol consumption 

especially in Europe (WHO, 2012a). 

Still, social marketing is not very known and used in German-speaking countries 

with regard to prevention measures for alcohol abuse (Wettstein et al., 2012). 

Only half of the planners of such campaigns stated that they have used social 

marketing when designing their strategy and only in some of the campaigns 

investigated by Wettstein et al. (2012) the six criteria defining social marketing 

according to Andreasen (2002) have been used (see section 2.4.1). Scandinavian 

countries are at least more engaged in the research and practice of alcohol policies 

(Wettstein et al., 2012).  

In addition to ineffective educational campaigns, the current situation is also 

characterized by an environment in which drinking alcohol is socially accepted, 

regarded as harmless and even as necessary to have fun and where excuses are 

needed if someone does not want to drink (Jones, 2011). This picture is not least 

strengthened by the alcohol industry which spends only tiny sums on responsible 

advertising compared to what they spend on their commercial advertising 

(Hastings and Angus, 2011; Jones, 2011). As mentioned above, social marketing 

campaigns funded by the alcohol industry are furthermore not desirable since they 

benefit the company’s image and lead to a more positive perception of alcohol 

and the alcohol industry (Jones, 2011; Hastings and Angus, 2011). But since the 

alcohol industry is currently acting in concert, it has managed to impede the 

introduction of more effective measure by constantly stressing the individual 

                                                 
1
 Translated: Alcohol? Know your limits. 
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responsibility of each consumer (Jones, 2011). The social marketers, however, 

still lack this consistency in their efforts and have not succeeded in promoting a 

stronger support for the most effective strategies (Jones, 2011). 

2.5.2. The effectiveness of social marketing strategies regarding    

alcohol  

Educational campaigns, information spread in school and health awareness 

programs all try to increase the population’s knowledge about the risks of alcohol 

in order to change their attitude towards alcohol and consequently their behavior 

(Jochelson, 2006). They are hence aimed at the two upper levels of the pyramid 

presented above (see Figure 1). They strive to remove the ignorance and then 

motivate the people to change their behavior. However, this does not work since 

the environmental barriers from the ground level have not been eliminated first. 

Applied to the alcohol problem, the model could look like this.
2
  

First of all, the environment is very pro-alcohol. It is considered normal to drink 

alcohol. Drinking alcohol belongs to the culture and someone who does not want 

to drink might even have to find excuses for it (Jones, 2011). It is further regarded 

as harmless by a majority of the people which is among other reasons caused by 

the industries that spread inconsistent information or even contradict the 

prevailing and established medical knowledge (Hoek and Jones, 2011). The 

individuals are also exposed to a lot of advertising, not only in the form of TV 

spots or ads in print media, but also through price promotions or the sponsoring of 

events (Jones, 2011). In most countries, they can purchase alcohol in each shop 

during extended opening hours. Hence, almost all of us live in an environment 

where alcohol is omnipresent, easily accessible and established. It is not really 

                                                 
2
 This does not apply to each country and is not universally valid. As pointed out before, for example the 

advertising is strictly restrained in Sweden. Still, for most European countries with a looser alcohol policy 
(Germany included), this is more or less valid. 
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Figure 2 Causal factors of the alcohol problem 
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astonishing that a campaign telling us that alcohol is unhealthy and can do harm to 

us is not successful in reducing our alcohol consumption. In fact, other measures 

are necessary. As in general social marketing, upstream activities need to be 

focused on in order to tackle the alcohol problem. Since programs including 

policy have turned out to be most effective when it comes to the reduction of 

harmful drinking (Hoek and Jones, 2011), social marketers should approach 

policymakers in order to make them aware of the possibilities which exist (Jones, 

2011). According to Anderson et al. (2009), the most effective alcohol policies, 

both in societal and economic terms, are the restriction of the physical availability 

of alcohol, the setting of high prices and the regulation of the marketing of 

alcohol.  

Higher prices can be achieved through setting minimum prices (Anderson et al., 

2009, WHO, 2012a) or increasing the tax rate on alcoholic beverages (Jochelson, 

2006; Anderson et al., 2009; WHO, 2012a). The latter option also provides the 

government with more tax revenue (Anderson and Baumberg, 2006). There is 

quite a lot of evidence that increasing the prices lowers the alcohol consumption 

and the related harms (Jochelson, 2006; Anderson et al., 2009; Holder et al., 

2008, Jones 2011; WHO, 2012a). Admittedly, a Danish tax cut and hence a price 

decrease in 2003 did not influence the alcohol consumption in southern Sweden 

although almost half of the alcohol consumed there is purchased in Germany or 

Denmark (Gustafsson and Ramstedt, 2011). The study conducted by Gustafsson 

and Ramstedt was based on the number of registered alcohol poisonings, though, 

which means that people still may have consumed more without being poisoned. 

Restricting the availability of alcohol primarily means controlling the outlet 

density, the age limit and the opening hours of the stores selling alcohol (WHO, 

2012a). Basically, it is valid that the more outlets sell alcohol and the longer their 

trading hours are, the more alcohol is consumed and the greater is the social harm 

(Jones, 2011; Jochelson, 2006; Anderson et al., 2009; WHO, 2012a; Holder et al., 

2008; WHO, 2012b). As both Olsson and Wikstrom (Jochelson, 2006) and 

Norström and Skog (Holder et al., 2008) noticed, the sales of alcohol increased 

when Systembolaget was opened on Saturdays for the first time. Also, the higher 

Swedish import quotas introduced in 2004 caused the number of alcohol 

poisonings to rise in southern Sweden where the people buy a significant amount 

of their alcohol abroad (Gustafsson and Ramstedt, 2011). Anderson et al. (2009) 

recommend a minimum age of at least 18 years and the implementation of 

government monopolies for the retail of alcohol since usually the number of 

outlets is lower and the opening hours are shorter under such a system. 
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Since advertising promotes positive images of alcohol (Jochelson, 2006; Jones, 

2011), advertising bans lower the consumption of alcohol and related harms 

(Jochelson, 2006), especially among adolescents to whom students still belong by 

a majority (Anderson et al., 2009; Jones, 2011; WHO, 2012a). 

So these three policy measures are most effective in reducing the level of alcohol 

consumption but are only seldom used and supported by the public, the 

government and social marketers (Jones, 2011). Again, this is not universally 

applicable since in the Nordic countries, the public acceptance of a restrictive 

retail system for alcohol has traditionally been relatively high (Johansson, 2000). 

But in countries with a loose alcohol policy and an established alcohol culture and 

industry the implementation of such restrictions would probably not be very 

appreciated (Johansson, 2000) and this is what the social marketers have to 

address when they want to be more effective (Jones, 2011). The focus should be 

on the supply rather than on the demand of alcohol (Jones, 2011) in order to 

change the pro-alcohol attitude which is dominating the society currently 

(Hastings and Angus, 2011). As in other areas, too, the social marketers’ most 

important task is hence to increase the knowledge of policymakers as well as the 

population about the most effective measures in order to facilitate the introduction 

of restrictive measures (Jones, 2011). 

2.6.  Summary 

The theoretical review has clearly shown the large differences between the 

German and the Swedish alcohol retail systems and policies and has come up with 

the question which one has stronger and more desirable impacts on the level of 

alcohol consumption. This question is difficult to answer since the drinking 

cultures and the importance of the alcohol industries also vary to a large extent 

and this influences the alcohol consumption and the possibilities to reduce it as 

well. 

Social marketing tries to improve the public welfare by lowering the overall 

alcohol consumption. Up to now, most of the social marketing activities aim at the 

individual level by educating about the risks and harms of alcohol, thus trying to 

bring about a voluntary behavior change. However, this is prevented by a pro-

alcohol environment which often makes alcohol appear harmless and provides 

stimuli which are stronger than every social marketing campaign. This is more 

valid for Germany than for Sweden since low prices, availability in each and 

every store and a lot of advertising stimulate the consumption of alcohol more 

than high prices and a strongly regulated supply and advertising system. Hence, 

especially the individual consumers in Germany are overwhelmed by the 

omnipresence and the societal acceptance of alcohol and this impedes the choice 

to drink less or even no alcohol. Younger people are especially affected by this 
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and stimuli like appealing advertising and price promotions are likely to have a 

particularly strong impact on them which is why a study among them is of 

specific interest and importance.  

So far, no considerable comparisons have been drawn between these two 

countries. Therefore, this thesis strives to find out whether the Swedish system 

would also be advantageous if implemented in Germany and if the German 

system would be disadvantageous if implemented in Sweden. Further, it 

investigates whether this change of the retail system can be classified as social 

marketing and if not, if social marketing still is important for the implementation 

of this change. The theory suggests that policy is an essential part of social 

marketing and can lead to beneficial behavior changes which would not be 

possible without regulatory interventions. Still it is to be analyzed in which way 

social marketing is linked to a potential change of the retail system in Germany or 

Sweden. 

The following hypotheses can be established and are to be proved right or wrong: 

 

A. A regulatory retail system is beneficial for a reduction of the alcohol 

consumption and the alcohol-related harms. 

I. Higher prices cause a decline in the alcohol consumption. 

II. The restriction of the outlet density causes the alcohol consumption 

to decrease. 

III. The age limit control is more effective under a regulatory retail 

system. 

B. A change of the retail system does not fulfil the traditional criteria for 

social marketing activities. 

C. Social marketing is an important assistance for the successful 

implementation of a different retail system for alcohol. 

3. Research Method 

3.1. Choice of method 

In order to confirm or reject the first hypothesis, two web-administered online 

surveys were developed and implemented. Though the hypothesis is already 

supported by existing literature, it seems important to analyze whether the people 

in Sweden and Germany would really react like forecasted. For this, a survey 

among them is the most suitable way and online surveys facilitate the analysis of 

the results substantially.  

For the second hypothesis, no empirical data is used. Instead, it will be analyzed 

with the aid of the six criteria established by Andreasen (see section 2.4.1) since 
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these are accepted and regarded as a valid definition throughout the social 

marketing researchers. 

Finally, the third hypothesis will be evaluated based on both the empirical data 

collected from the surveys and the theoretical review.   

3.2.  Design of the study 

The first survey was supposed to be answered by people studying in Germany 

with the goal to find out how they consume alcohol currently and how they would 

react to a change in the retail system. This survey consists of 24 questions in total 

of which 19 are closed questions – partly with an optional text box for additional 

answers –, 3 are open-ended and 2 questions require a classification on a scale. 

The questions were asked in German in order to lower the risk of any 

misunderstandings. The translated version of the questionnaire can be found in the 

appendix. The survey ran between April 15, 2013 and the May 6, 2013 and 381 

usable responses were collected. 

The second survey was conducted among people studying in Sweden and aimed at 

finding out what their current alcohol consumption is like and how they would 

react to a privatization of the retail system. The survey consists of 23 questions in 

total of which 17 are closed questions – partly with an optional text box for 

additional answers –, 3 are open-ended and 3 questions require a classification on 

a scale. The questions of both surveys coincide to a large extent but had to be 

adapted to the research objective in some cases. Since the questions are mostly 

just changed to the opposite, the results can still be compared. The questions of 

this survey were asked in English which increases the risk of misunderstandings 

due to language barriers. The questionnaire is attached in the appendix as well. 

The survey ran from the April 13, 2013 till May 8, 2013 and 199 usable responses 

were collected. 

3.3.  Sampling and distribution method 

Since the surveys could be answered by both alcohol-consuming and non-

consuming students the populations were all the students in Germany and Sweden 

respectively. Out of this population, a sample had to be chosen. It is not possible 

to reach all students from all universities which is why a simple random sample 

from the entire population was impossible to take. Instead, a nonprobability 

sample was taken. 

In the case of the survey for the German students, it was distributed mainly via 

email to the students of my university, Fachhochschule Aachen, which is possible 

with the help of the different departments’ administration office. Further 

invitations were sent via Facebook to students of other universities. Here, 

snowball sampling was applied as well, since everybody was asked to invite any 
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other student to the survey whose only eligibility criterion was that the 

participants have to study in Germany. Due to this distribution method, it is not 

possible to determine a response rate as it is not known how many people exactly 

have been invited. Hence, there has been no effort to reinforce the invitation for 

the nonrespondents. 

The survey among the Swedish students was distributed similarly to a large 

extent. Students of the Mid Sweden University were invited via email since it is 

possible to send emails to certain study programs or courses in the student portal. 

However, not all students could be invited due to time restraints which is why the 

focus was laid upon programs with many participants. Students of other 

universities were reached in distinct ways. In some cases, an invitation was 

forwarded by the administration office of a department, in other cases, the student 

office sent me email addresses of a random sample of their students to whom I 

could then send an invitation. Another possibility was to put the survey link on the 

virtual blackboard. Also, snowball sampling was applied by asking students to 

pass the survey on to fellow students. Altogether, most large universities were 

addressed in some way: Mid Sweden University, Lund, Stockholm, Uppsala, 

Malmo, Gothenburg and Umeå. The calculation of a response rate is again 

impossible due to the unknown number of students to whom the survey was sent 

out. Still, it is certain that the rate is relatively low. 

Both surveys were pre-tested by potential participants which helped to remove 

ambiguities. The participation was anonymous and the issue of multiple 

participations was minimized by a blockage of the IP address.  

3.4.  Interpretation 

The process of interpretation started with a cleaning of the survey data. 

Incomplete answer sheets were eliminated if the majority of the questions or the 

most crucial questions had not been answered. The remaining missing answers 

were treated as item nonresponses. Then the results were screened and analyzed. 

The order of the questions was changed for the presentation of the results such 

that content-related sections could be formed to facilitate the reading and 

understanding of the analysis. 

Whenever it was reasonable to presume a relationship between the results of two 

questions and this relationship was of importance for the research objective, the 

correlation coefficient was calculated according to Bravais and Pearson. For this 

purpose, the ordinal variables were transformed into interval variables by 

assigning figures to them. This is an accepted and appropriate procedure since the 

perfectly correct way of calculating correlations for ordinal variables is the 

polychoric correlation which requires iterative estimation procedures and was 

hence not practicable. Further, the results from the Pearson correlation were 
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counterchecked by calculating the correlation coefficient according to Spearman. 

In all cases except for one, the coefficients differed only slightly and both results 

were significant. So it is adequate to use the Pearson correlation and all the 

indicated values are based on this method. Due to the relatively large sample sizes 

and the conducted significance tests, the results of the descriptive statistics are 

also significant for the entire population. For the two-tailed significance tests, a 

fixed level of α=.05 was set and the calculated p values were compared to this 

level.  

In the following, the results of the two surveys were compared in order to evaluate 

the hypotheses accurately. Apparent differences were tested for significance using 

the t test for independent samples. The variables were tested to be normally 

distributed (and if not, N is still >30) and the Levene’s Test for Equality of 

Variances showed whether the variables are homogenous. Considering this, the p 

value was compared to the critical significance level of α=.05. Excel and SPSS 

were used for these calculations. 

3.5.  Validity and reliability 

The validity of the results can be considered to be high since the questions were 

designed according to the theory presented above. The factors which were figured 

out to influence the alcohol consumption most are examined such that the survey 

measures what it is supposed to measure. If the answers revealed any 

imprecisenesses or ambiguities of the questions, this was considered in the 

analysis. 

Due to the nonprobability sample, the generalizability of the research findings and 

hence the reliability is questionable. However, the most important characteristic of 

a sample is that it has to be representative for the population (Sue and Ritter, 

2007). Apart from the geographical concentration which occurs in both surveys 

(but more for that among the students in Germany) the sample can be seen as 

representative although it is not drawn randomly. The students asked to participate 

vary in gender, age, origin and study program. These factors could have an 

influence on their alcohol consumption and are thus relevant. The place where 

they study, however, is only relevant for few questions and for the analysis of 

those, it was considered properly. Further, the sample size is quite large, 

especially in the case of the survey among the German students. It is hence 

appropriate to assume that the results from this sample are significant and valid 

for the entire populations of all students as the statistical significance tests also 

have confirmed. 
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4. Results and analysis 

4.1. Survey among German students 

4.1.1. Demographic data 

The survey was answered by more men (55%) than women (45%) but in the 

course of this analysis it will become obvious that the gender did not have a large 

influence on the answers and if so, this will be pointed out. Regarding the age, the 

two dominating groups are those aged between 18 and 23 years (50% of all 

respondents) and those who are 24 to 30 years old (45%). This is not surprising 

since it is unusual in Germany to start one’s studies younger than 18 or finish 

them older than 30. As already mentioned in the research method, the 

interviewees are not spread equally across Germany but concentrated in Western 

Germany and especially in Aachen with 70% studying there. In a sense, this 

distorts the answers to the questions about alcohol bought abroad as both the 

Dutch and the Belgium borders are extremely close and it is almost no extra effort 

to go there. Anyway, this question will be discussed later on. 

Further, most of them live in the city where they study. Only slightly more than 

20% live elsewhere. Out of those latter ones, one quarter lives in a place with 

between 500 and 5,000 inhabitants, so they come from a rather rural area. Half of 

them live in cities with 5,000 to 100,000 inhabitants which can be classified as 

small to medium towns. The remaining quarter lives in cities with more than 

100,000 inhabitants. So all in all, considering the cities where you can study as 

medium to major cities, about 86% of the respondents live in those medium to 

major cities and only a minority in small towns or rural areas. 

4.1.2. Shopping possibilities and behavior 

It might appear reasonable to assume that the distance from the residence to a 

store which sells alcoholic beverages grows with a declining number of 

inhabitants, meaning that there are fewer possibilities to shop alcohol in rural 

areas or small towns. In fact, these variables correlate only weakly. Since 94% of 

all participants stated to live closer than 2 kilometers from a store where they can 

buy alcohol, not only those living in larger cities have chosen this answer, but 

some of those from less inhabited regions as well. Only 20 out of 380 respondents 

state that they live between 2 and 5 kilometers from a shop selling alcohol and not 

even 1% lives further than 5 kilometers from such a shop. A distance of 10 

kilometers or more does not occur for anyone. If at all, the two variables would 

correlate negatively. If the number of inhabitants increases, the distance to an 

alcohol selling shop is supposed to decline and vice versa. The correlation 

coefficient amounts to r=-.133 which indicates a little or no relationship according 

to Babbie and Fink (Sue and Ritter, 2007). But due to the large sample size, this 
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result is significant at a .05 level (p=.009). Hence, the outlet density in Germany is 

extremely high and this is valid not only for urban, but also for rural areas. 

Basically, almost everyone lives very close to a shopping possibility with the 

result that the incentive to shop alcohol at various opportunities is quite high. The 

distance from a store selling alcohol can thus never work as a disincentive except 

for the very few people who have to travel 2 kilometers or more. 

With regard to the opening hours of the alcohol selling stores in Germany it is 

observable that it is possible to buy alcoholic beverages during extremely 

extended trading hours. Almost 30% of the respondents have the possibility to 

shop alcohol later than midnight, 13% can do so until 0 o’clock and another 37% 

can buy alcohol until 10 p.m. Only for roughly 6% the trading hours end at 8 p.m. 

which is still not too early. 

Consequently, taking the high outlet density and the extended opening hours into 

consideration, alcohol is available in an almost unlimited way in Germany. Most 

of the consumers do not have to travel far, neither do they have to shop alcohol 

until an early point of time. If the closest shop is not opened anymore, a gas 

station a few meters further probably is. However, the extension of the opening 

hours could depend on the number of inhabitants, with longer opening hours in 

places with more inhabitants. The calculation of the correlation of these two 

variables resulted in a coefficient of r=.238 which is at least close to the limit 

value for a fair degree of relationship (.25) according to Babbie and Fink (Sue and 

Ritter, 2007) and statistically significant at a .05 level (p=.000). Hence, people in 

smaller towns and rural areas tend to have fewer possibilities to purchase alcohol 

in the late evening. But all in all, the physical availability is vast and there are few 

disincentives for the people to buy alcohol.    

Figure 3 Opening Hours 
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So the conditions of shopping alcohol have now been outlined: there are many 

stores with long opening hours spread almost everywhere. But how often do the 

people actually go to these shops and buy alcoholic beverages? The answers to 

this question are varying. Out of this reason and because the question is crucial for 

the study, a diagram of the distribution will be helpful.   

 

The strongest tendency which can be observed is that people do not tend to go to 

the shops and buy alcohol extremely often or never. Buying alcohol one or two 

times per month is practiced by plenty people but doing so weekly or less than 

monthly is common as well. The high number of outlets and the extended opening 

hours do hence not seduce all the people to buy alcohol frequently. But still, more 

than 30% of the respondents purchase alcoholic beverages at least once per week. 

For this issue, the gender perspective should be taken into consideration. If you 

split the results into female and male answers, it becomes clear that women 

purchase alcohol less often. Not even 2% of the female participants stated to buy 

alcohol more than weekly whereas this figure amounts to 12.5% of the male 

respondents. Likewise, almost three out of four female respondents stated to shop 

alcohol one or two times per month or less often. Only slightly more than every 

second of the male participants gave this answer. The difference in the means is 

statistically significant at a .05 level (p=.000). 

For the question whether a state monopoly with a restricted number of outlets and 

limited opening hours would be effective in reducing the alcohol consumption it is 

important to analyze if the frequency of buying alcohol is somehow linked to the 

distance between the residence and the shop selling alcohol and to the opening 

hours. The survey has shown that there is no significant relationship between the 

frequency and the distance. A negative correlation, meaning that the frequency 

increases with a declining distance, only amounts to r=-0.03 which is so close to 

zero that it indicates that there is no relationship at all (p=0.527). This is based on 

the fact that almost all respondents live closer than 2 kilometers from an outlet 

Figure 4 Frequency of buying alcohol 



34 

 

where they can buy alcohol, but not all of them do so frequently. However, those 

who have to travel between 2 and 5 kilometers tend to buy alcohol less often. 

Nobody of these respondents stated to buy alcohol more than once per week and 

65% of them do so one or two times per month or more seldom. Of those who live 

further than 5 kilometers from such an outlet, nobody purchases alcoholic 

beverages more than one or two times per month. Hence, a low distance does not 

automatically lead to a frequent purchase of alcohol but a larger distance is indeed 

an incentive to go to the shops less frequently. 

Concerning the link between the opening hours and the frequency, a relationship 

is visible to a larger extent but still not really strongly. If you just consider the 

respondents who purchase alcohol more than once a week you can observe that 

65% of them can go to a shop which is opened later than midnight. This figure is 

more than twice as great as for all the participants which leads to the assumption 

that they go as often as they do because the stores are opened at midnight and 

later. Also, those who live in a place where the stores close earlier, tend to go 

there less often with a large majority going monthly or more seldom. So a 

potential correlation would be positive: the longer the opening hours of the stores, 

the more often you go there and buy alcoholic beverages. Indeed, there is a 

positive and statistically significant relationship (r=.187, p=.000). Similarly to the 

previous relationship, it can be interpreted in the following way: extended opening 

hours do not necessarily lead to an increased frequency of buying alcohol but 

restricted opening hours indeed raise the probability that the consumer decide to 

purchase alcohol less often.  

In order to determine the open-mindedness and readiness for a change in the retail 

system, the following question was asked. When 

asked whether they would prefer to purchase 

alcohol in a specialty shop, the respondents 

clearly rejected this idea. With a score of 1 

meaning “totally agree” and a score of 5 meaning 

“totally disagree”, the average value was 4.25 

which shows a strong tendency towards the sale 

of alcohol in normal grocery stores. You can 

conclude that the implementation of this kind of 

stores would not be appreciated and accepted by 

most consumers.  

To find out how they would react to it was the 

goal of the following questions. The frequency of 

going to an outlet and buying alcohol is likely to 

be influenced by a transformation of the retail 

Figure 5 Changes in the purchase 

frequency as a result of a reduced 

outlet density 
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system with the consequence that there are fewer shops and the distance is larger 

for most of the residents. Still, more than half of the participants of the survey 

indicated that they would not reduce the number of their visits to an alcohol 

selling shop. 46% would go more seldom with the majority stating that they 

would reduce the number of their purchases only slightly and not significantly. 

Filtering the answers and contemplating the results more precisely it is observable 

that those who use to buy alcohol quite often would reduce the number of their 

purchases more than those who buy alcohol rarely anyway. There is a significant 

positive relationship between these two variables (r=.118, p=.024). A decrease of 

the outlet density would hence lead to less frequent purchases of alcohol, with a 

stronger effect on those who usually buy alcohol 

regularly and often. But this question has only 

investigated the frequency and not the amount of 

alcohol purchased. It is imaginable that the people 

who buy alcohol less frequently simply buy more at 

each occasion and thus do not reduce their alcohol 

consumption at all. And seemingly, this is what would 

happen in a lot of cases. 75% of the respondents would 

buy the same total amount of alcohol as before if the 

only change was the outlet density, other variables like 

the price held constant. Since this figure exceeds the 

number of those who stated that they would buy 

alcohol as often as before the change, some of them 

will go less often but buy more. This assumption is 

backed up by the finding that 50% of the respondents 

who said that they would buy alcohol a bit more seldom would still buy the same 

amount. Since only every fifth person would buy 

slightly less alcohol and hardly 3% would buy 

significantly less, the effectiveness of a reduction in 

the number of outlets would exist but in a limited 

manner.  

The implementation of a state monopoly would 

possibly be accompanied by a tax increase and even 

if not, the missing competition could cause a severe 

price increase. Basically, the government could 

simply decide to raise the prices in order to lower 

the alcohol consumption among the population. The 

results of the survey show that this would be quite 

successful, at least among the price-sensitive 

students. In total, 72% of the respondents would 
Figure 7 Changes in the amount of 

alcohol bought as a result of a price 

increase 

Figure 6 Changes in the amount 

of alcohol bought as a result of a 

reduced outlet density 
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buy less alcohol if it was more expensive in the shops, the major part only slightly 

less, though. So a price increase, even standing alone without being combined 

with a reduced number of outlets, would be very effective in reducing the level of 

alcohol consumption for most of the consumers would buy less alcohol. This 

result is likely to be valid for all students in Germany but not necessarily for all 

other segments of the population. However, this effect could also be offset by the 

possibility to purchase alcohol abroad as the next section will show. 

4.1.3. Alcohol abroad 

If alcohol is an attractive good in terms of price and supply in foreign countries, 

people often travel abroad in order to purchase alcohol. Asking the respondents 

about their activities in this field and about their readiness to go abroad if the 

conditions in Germany worsened will give a clue about the extent to which this 

possibility will be used if a restricted retail system is introduced. Two out of three 

participants stated that they have never been to another country with the intention 

of purchasing alcohol. This is especially surprising since the majority of the 

respondents come from Aachen which is situated a bus trip of ten minutes from 

the Netherlands and from Belgium. With a percentage of 75% the Netherlands 

were the most frequently visited country, followed by Belgium and Luxemburg. 

Some of the respondents studying in eastern Germany traveled to Poland and the 

Czech Republic due to the geographical proximity. For the remaining third of the 

participants, the most frequently given answer was seldom and only very few 

respondents said that they had traveled abroad in order to buy alcohol often or 

sometimes. Certainly, there are also respondents from other parts of Germany 

which are not as close to the border as Aachen and for them, the effort to travel to 

another country would not be worth it. But still, the conditions in Germany seem 

to be extremely favorable presently so that most of the consumers of alcohol do 

not really see a need to purchase alcohol abroad. If at all, they do so mainly 

because of cheaper prices which are closely linked to the fact that there is no such 

thing like a deposit on cans in the Netherlands. Therefore, many Germans prefer 

to buy a large amount of cans in the Netherlands, especially if they go to a festival 

where they will not collect the cans and get the deposit back. Another reason are 

the opening hours. Although they are long in Germany, some respondents went to 

another country on a Sunday or a public holiday since you find hardly any opened 

German store then. Only few people mentioned the better assortment as a reason 

for their trip. Further interesting reasons, though rarely stated, were the lower age 

limit and the absence of an alcopops tax. 

In general, the retail system in Germany does not cause many people to go abroad 

in order to purchase alcohol with the exception of the can deposit which is often 

avoided. The price level does not make it worthwhile to travel a large distance and 
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most of the time, the opening hours are sufficient. This could change with the 

introduction of a state monopoly as the retail system for alcohol. In the case of a 

concomitant tax increase the prices would increase dramatically and the opening 

hours would be restricted substantially. Hence, the incentives to go abroad would 

be strengthened and 75% of the respondents revealed they would be willing to 

purchase alcohol abroad, either with the purchase of alcohol being the goal of the 

trip or just bringing it from a trip with a distinct goal. This would consequently 

weaken the effect of a price increase on the alcohol consumption which was 

analyzed above. But it should be kept in mind, that the respondents of this survey 

mostly live close to a border and that the overall effect on entire Germany is still 

likely to be huge. 

4.1.4. Social marketing 

The prevalence of educational campaigns becomes obvious considering the result 

for the question how many of the respondents have ever noticed a campaign 

warning about the risks of alcohol consumption. Almost three-quarters of the 

surveyed students predicate knowing such a campaign or at least having 

acknowledged one. Accordingly, educational campaigns are quite effective in 

reaching a wide scope of people but it is doubtful whether they are similarly 

effective in changing the people’s drinking behavior as the following result will 

show. 

One third of the participants of the study state that their behavior was not affected 

at all by the campaign and further 50% say that they have thought about their 

alcohol consumption for a moment but did not change anything. For sure, this can 

be traced back to various reasons. Some people might for example not drink at all 

or very little, so there is no need for a behavioral change. But this is definitely not 

true for all the respondents who gave this answer which is confirmed by the fact 

that 90% of those who buy alcohol weekly did not change their behavior when 

they saw a campaign against alcohol. Only about 12% of all those who noticed a 

campaign changed their behavior at all, and in most cases slightly. Given this 

figure and remembering that one primary goal of social marketing is to cause a 

behavioral change, the effectiveness of educational campaigns is very limited. 

Since most campaigns focus on young people as their target group, the result 

gained from this survey among students reflects their actual effectiveness quite 

well. Another interesting issue which occurred from this question is the fact that 

some respondents felt confirmed in their alcohol consumption through the 

campaign. As the best known German campaign “Alkohol? Kenn dein Limit.” 

depicts the extreme case of binge drinking and its consequences (Alkohol? Kenn 

dein Limit.), most people who notice it feel confirmed in their way of drinking 

because it is not as extreme as in the campaign. On the one hand, this is desirable 
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for the campaign thus keeps the people from drinking more and has indeed a 

deterring effect. But on the other hand, those who do not practice binge drinking 

could still lower their level of consumption and should not be consolidated in 

what they do. Furthermore, the depiction of these extreme scenarios might lead to 

a distorted perception of one’s own behavior: the viewers do not want to admit 

that their own alcohol consumption could lead to horrible events like those shown 

in the campaign and they rather think that something like this can only happen to 

“the others”. Taking the ineffectiveness of the campaigns and the confirmation it 

gives to moderate drinkers into consideration a rethinking seems to be advisable. 

With regard to the campaigns, this could include a different approach which 

focuses more on a moderate level of alcohol consumption. But it would also be 

possible to tackle the problem in a completely different manner by using upstream 

social marketing which aims at changing the environment in which the individuals 

make their decisions. The necessity for this is stressed by the subsequent results.  

Two thirds of the respondents think about the impacts of alcohol on their health 

very irregularly, namely never, very seldom or only when they consume a lot. One 

out of five thinks about it sometimes whereas the remaining respondents do so 

often, every time, or they even do not drink alcohol due to the harm to their 

health. So there is a tendency of not caring much about one’s own health since it 

is appropriate to expect the surveyed students to be aware of the potential risks of 

alcohol. This tendency is slightly stronger for men than for women who tend to 

think about their health a bit more often when consuming alcohol. Further it is 

interesting to observe that a significant number of those who have noticed any 

campaign against alcohol think about their health only when they consume a lot of 

alcohol. Considering the previously gained insights this could be attributed to the 

content of the campaigns. As they focus on binge drinking, the respondents 

possibly think of them when they drink quite much and are reminded of the 

potential risks. As pointed out before, this is a positive effect of the campaigns but 

still, too few people think about their health and this is where social marketing has 

to become more active. 

Currently, the environment in which the individuals decide whether to drink 

alcohol or not is relatively pro-alcohol. Almost two out of three participants state 

that they have at least once consumed alcohol only because the others with whom 

they were together drank and they did not want to exclude themselves by not 

drinking. Most of them did this seldom or sometimes but still, it is alarming that 

only one third freely and independently of the others decided when to drink 

alcohol. And presumably, these figures are understated as some respondents might 

not have been honest with themselves and do not want to admit that others made 

them drink at some time. 
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Drinking not completely voluntarily is more common among women than among 

men according to the results of the survey. All in all, it does not seem to be 

accepted and respected among the German students if someone does not want to 

drink and this is an attitude which prevents the existing social marketing activities 

from being effective. In order to clarify this attitude further, the participants were 

asked to evaluate this statement: “Drinking alcohol should be absolutely accepted 

in the society and regarded as something normal.” With a score of 1 for “totally 

agree” and 6 for “totally disagree”, the average score amounts to 3.89 which 

shows a tendency for a rejection of the statement. The score is higher for the 

female participants (4.25) than for the male ones (3.59) which supports the 

general presumption that men consume more alcohol than women and regard it as 

normal. Anyway, the opinions of the respondents are mixed and this could also be 

due to a certain impreciseness of the statement.     

Asked about the reasons for their opinion on the statement, a high percentage of 

the respondents were motivated to explain their attitude. The dominating 

justification was the emphasis on the moderate and delightful consumption of 

alcohol. For a major part of the respondents, alcohol should be accepted and 

regarded as normal as long as it is consumed in moderation, at special 

opportunities and as a means of indulgence. Although a lot of the respondents 

gave this explanation, they did not all choose the same or a similar score. Since 

the level of consumption is not specified in the statement but instead it advocates 

a general acceptance of alcohol, the surveyed students interpreted it in a different 

way which might have biased the result. Some who claim the acceptance of 

moderate drinking agreed with the statement and some disagreed because they do 

not want every kind of consumption to be regarded as normal. As the evaluation 

of the statement was meant to measure the general societal acceptance of alcohol, 

moderate drinking included, the score can most likely be set at a lower level than 

3.89 meaning a greater acceptance of alcohol than indicated. 

Further reasons for the acceptance of alcohol in the society according to the 

respondents are the long tradition, the cultural aspect and the sociability which 

can emerge from the joint consumption of alcohol. Also, several participants think 

that everyone should be entitled to make his or her own decisions concerning 

alcohol and should not be judged on by the society for it.  

However, the tendency towards the rejection of the statement did not occur by 

chance. Most frequently, a refusal was justified with the fact that alcohol is a 

drug, even though legal, and can lead to addiction. The group pressure arising 

from alcohol was criticized as well as the negative impacts on the fellow men. 

Also, quite a few respondents saw the danger of bad role modeling for adolescents 

if they grow up and live in a society where alcohol is accepted and considered to 

be normal. Since a societal acceptance already exists in the opinion of some 
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respondents, they claim more action to fight it. Primarily, education about the 

risks and consequences of alcohol was suggested but also more radical 

interventions like a price increase, a higher age limit, a ban on advertising and the 

shift of the sale to specialty shops. But this is just a small minority, and although a 

lot of people are aware of the fact that alcohol is a drug, they accept the 

consumption of it in a moderate way. Basically, if you extrapolate the attitude of 

students to the attitude of the entire society, the consumption of alcohol is not 

accepted and regarded as normal if it happens regularly and in the form of getting 

drunk deliberately, but it is if the alcohol serves as a means of indulgence and is 

consumed moderately. This fits to the focus of the existing campaigns on binge 

drinking since there are less barriers for those to be successful than for campaigns 

which aim at a moderate level of drinking. 

In general, these results can be transferred to the entire population since it is likely 

that most people tend to accept a moderate consumption of alcohol. Students 

usually consume quite a lot of alcohol and if they do not accept every form of 

consumption, other social groups will not do so either. It is hence appropriate to 

say that the environment is one that accepts alcohol to a certain degree, also as a 

part of the German culture and tradition. Therefore, both the implementations of 

effective social marketing campaigns and of a restrictive retail system are 

complicated and efforts are needed to change this environment first. 

4.1.5. Age limit control 

Another aspect which is likely to change under a state monopoly for the retail of 

alcohol is the effectiveness of the age limit control. To find this out, the German 

students were asked about their experiences with the age control and the results 

will be compared with those from the survey among the Swedish students. 

One out of four respondents succeeded every time he or she tried to purchase 

alcohol he or she was officially too young for. Out of those who tried, only 

slightly more than 1% never succeeded. Men are more successful in buying 

alcohol too young (50% of the male participants succeeded each or every second 

time) than women (37%).  

The simplicity with which it is possible to buy alcohol underage in Germany is 

based on the fact that the cashiers often do not ask for the identification. 45% of 

the respondents never have to prove their age when they buy alcohol and only 5% 

have to do so always. Of course, this depends on how old they look. But assuming 

that the majority looks more or less as old as they are, you can observe that the 

frequency of showing the ID card declines with advancing age. A negative 

correlation could exist, and indeed, the coefficient amounts to r=-.241 and is 

statistically significant (p=.000). Compatible with the fact that men are more 

successful in buying alcohol they are too young for, they have to show their ID 
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card less often than women. Of the male participants between 18 and 23 years 

almost 50% never have to prove their age whereas the percentage of the same-

aged female participants does not exceed 21%. It is acceptable that many of those 

aged between 24 and 30 years do not have to show their identity card regularly 

because they probably look clearly older than 18. However, it is not sound that 

two out of three respondents younger than 24 have to show their identification 

only every fourth time or even less often. This is why a lot of underage persons 

achieve to buy alcohol. 

In total, the control system for the age limit cannot be classified as effective and 

this might also be due to the profit motive of the private shops. 

4.2.  Survey among Swedish students 

4.2.1. Demographic data 

In contrast to the survey among the German students, this survey was answered by 

more women (58%) than men (42%) but likewise, the gender perspective will be 

emphasized when necessary. The overall majority is aged between 20 and 23 

years (41%) and 24 and 30 years (43%). However, the percentage of respondents 

who are older than 30 years old is significant as well. This is due to the fact that it 

is much more common in Sweden than in Germany to continue studying after 

having worked for a while or even to study while working. The places of study are 

varying with Östersund clearly being in the lead with one third of the respondents 

studying there. Several participants study in Sundsvall, Lund, Stockholm and 

Uppsala. Less frequented places of study in the survey are Gothenburg, 

Härnösand, Umeå and Malmo. Hence, the respondents are spread across the entire 

country, though not equally. But still, their answers can be seen as representative 

for all students in Sweden. 

85% of the respondents live in the city where they study. This high percentage can 

primarily be explained by the fact that Sweden is sparsely populated with a 

population density of 23 inhabitants per square kilometer compared to a figure of 

234.7 for Germany (Destatis, 2011). Furthermore, the number of universities is 

extremely much lower in Sweden. So it is not that easy to travel to the university 

from another place since the distance might be great. Of those who do not live at 

the university location one out of three lives in a place with 5,000 or less 

inhabitants which is a greater percentage than in Germany. This means that if the 

respondents do not live in the city where they study, the probability that they live 

in a rural area or in a small town with less than 50,000 inhabitants is quite high.  

But this is only true for these respondents. Considering the entire group, only a 

small percentage of 5% lives in a place with less than 5,000 inhabitants whereas 

the major part of 90% lives in cities with 50,000 inhabitants or more. 
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4.2.2. Shopping possibilities and behavior 

Again, it is of peculiar interest to find out whether there exists a relationship 

between the number of inhabitants of a place and the distance between the 

residence and a Systembolaget store or an agent who is allowed to order and sell 

products from Systembolaget. The survey exclusively analyzes the distance to a 

Systembolaget store or an agent since this concept is the subject of the study and 

the impacts of a state monopoly are to be examined. The grocery stores which are 

entitled to sell alcohol with at most 3.5% of alcohol are similarly spread as in 

Germany but are neglected in this context. The logic assumption would hence be 

that the distance falls with a growing population figure.  

Compared to Germany, a much lower number of respondents live closer than 2 

kilometers from a Systembolaget. It is still the majority with about 60% but a 

significant part also lives between 2 and 5 kilometers from an outlet and 5% have 

to travel up to 10 kilometers. Even more than 10 kilometers are a potential 

distance which does not occur at all in Germany. The difference in the average 

distance to an alcohol selling outlet indicated by the results of both studies is not 

due to chance, but statistically significant (p=.000). On average, German students 

live closer to an outlet than Swedish students. Further, there is a significant 

negative relationship between the number of inhabitants and the distance to a 

Systembolaget store (r=-.313, p=.000, but Spearman: r=-.129, p=.069). The more 

inhabitants a place has, the smaller is the distance for its inhabitants to a 

Systembolaget outlet. This relationship is stronger in Sweden since the outlet 

density is substantially lower. With a total number of 421 stores and 508 agents it 

is not possible to have several Systembolaget stores in a medium-sized city or 

even one in each village. Most likely, there are one or two, situated in the city 

center or in a shopping area. The larger the city, the more outlets there are and 

hence, the average distance is lower. In Germany, in contrast, there are outlets not 

only in the city center but also in the suburban area and in each village. 

Whether the low outlet density is beneficial for the alcohol consumption depends 

on the relationship between the distance to an outlet and the frequency of buying 

alcohol. If these two variables are correlative such that the frequency declines 

with a growing distance, this would possibly have a positive impact on the alcohol 

consumption. This is not sure, though, as a lower frequency of buying alcohol 

does not automatically mean that the amount bought and consumed is smaller as 

well. However, it is certain that the respondents to this survey on average buy 

alcohol in a Systembolaget much less frequently than the German respondents do 

in a supermarket. This result can be transferred to the entire populations of all 

students in Germany and Sweden since the difference is not due to chance but 

statistically significant (p=.000). In general, the students in Germany purchase 
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     Figure 8 Frequency of buying alcohol 

alcohol more often than students in Sweden do and this might be caused by the 

restricted number of outlets. 

Especially the marginal alternatives (more than weekly and never) differ a lot as 

in Germany a lot of students purchase alcohol more than once per week and not 

that many never. Yet, since the survey only asked about the frequency of 

shopping alcohol in a Systembolaget store, the respondents who stated never to go 

to a Systembolaget store in order to buy alcohol might well buy less spirituous 

drinks in other grocery stores. What is similar to Germany is the gender 

perspective for this question. The female participants tend to buy alcohol less 

frequently than the male ones. Almost 45% of the women stated to buy alcohol 

less frequently than monthly whereas only 29% of the men did so. Further, the 

answer “more than weekly” was given by male respondents only. However, this 

difference is statistically not significant at the .05 level (p=.094) and can hence 

not be transferred to the entire population. 

Anyway, the minor outlet density seems to lead to a reduced frequency of alcohol 

purchases. The distance from an outlet and the frequency are negatively correlated 

as the coefficient of r=-.225 indicates (p=.001). Looking closer at the results, this 

can be interpreted in the following way. A larger distance is indeed a disincentive 

for shopping alcohol frequently but at the same time, a short distance is not a 

perfect incentive to go to the outlet extremely often. So both students living close 

and further away from a Systembolaget may go there seldom but the probability is 

higher for those who have to travel a few kilometers. Additionally, the 

relationship is stronger than the survey among the German students has revealed 

which shows that a low outlet density has lowering effects on the frequency of 

buying alcohol.  

In order to forecast the effects a privatization would have, it is important to 

determine the attitude the Swedish students have towards a change in the retail 

system and how they would react to it. In general, the attitude and the actual 
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future behavior differ quite often (Scholderer, 2010) so that the results of the 

survey for these questions do not necessarily have to match.  

Asked about their opinion on the possibility to shop alcohol in a normal grocery 

store, half of the respondents stated not to like this idea in contrast to only one 

third which approved it, the rest being indifferent. Although this transformation of 

the retail system would imply the comfort of fewer and shorter ways, most 

Swedish students seem to stick to the already known system. This does not change 

if you consider exclusively those who live further from a Systembolaget store. 

Still, they predominantly prefer not to buy alcohol together with their grocery in a 

supermarket. The situation is similar with the attitude towards the implementation 

of private specialty shops whose concepts are similar to that of Systembolaget but 

with many more outlets. The disapproval of this idea is even stronger which is 

astonishing for they do not seem to have any disadvantages compared to 

Systembolaget stores. But apparently, the respondents highly accept and 

appreciate the existing system and would not prefer a higher outlet density. Of 

course, this is not the attitude of every single individual but it is the prevailing 

opinion among the surveyed students. The consequent transformation of these 

attitudes into real behavior in the case of a change in the retail system would be to 

visit the stores less often and buy less alcohol. The results of the survey show that 

the respondents say of themselves they would behave in a different way. 

In total, almost half of the respondents stated that 

they would buy alcohol more often if it was available 

in each grocery store. So definitely some of them 

who did not like the idea of shopping alcohol in a 

supermarket now stated that they would do so more 

often. In fact, every second of them stated exactly 

this and thus would behave in a way deviating from 

his or her attitude. Only 10% of those who totally 

disagreed with the possibility to buy alcohol in a 

supermarket, stated that they would buy alcohol less 

often in this case, thus behaving according to their 

attitude. Analyzing the results of this question more 

precisely, it turns out that the increased outlet density 

works as an incentive to purchase alcohol more 

often, but not for everyone. In general, there is a 

positive relationship between the current frequency 

of buying alcohol at a Systembolaget store and the degree of the change in 

frequency (r=.267, p=.000). This means that those who currently buy alcohol 

quite often would buy alcohol even more often on average if the outlet density 

increased. 

Figure 9 Changes in the purchase 

frequency as a result of an 

increased outlet density 
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Since this question only deals with the frequency of 

alcohol purchases it might be the case that some of 

those who would shop alcohol more often buy less at 

each occasion and thus do not increase their level of 

consumption. 

Indeed, only about 37% of the respondents would buy 

a higher amount of alcohol compared to 49% who 

would buy alcohol more frequently. Screening the 

results it is observable that some of them would 

simply buy less at each occasion, thus maintaining the 

amount purchased.  More than half of the participants 

state they would buy the same amount as currently if 

they could shop alcohol in a supermarket. Striking is 

also the fact that 7% would buy less. Comparing the 

results with the attitudes examined above it becomes 

clear once more that the respondents do not always behave according to their 

attitude. More than 50% of the respondents stated to disapprove of the sale of 

alcohol in grocery stores but only 7% would buy less. And the remaining ones did 

not all choose the alternative that they would buy the same amount but more than 

40% of them also said that they would buy more alcohol if it was available in 

supermarkets.  

According to the respondents’ predictions about their own behavior, an increased 

outlet density would cause many of them to buy and hence consume more alcohol.  

A privatization of the retail system for alcohol would 

also cause the price level to decline. If the high taxes 

were maintained, the price decrease would not be too 

significant but due to the increased competition and 

the possibility of price promotions, it would still exist. 

As a consequence, every second respondent would buy 

and consume more alcohol than at the current price 

level. Almost 50% state they would purchase the same 

amount and very few indicate they would buy less 

which can be interpreted as a form of protest against 

cheaper prices if the respondents approve the state 

monopoly and its intention to keep the alcohol 

consumption low. Since 50% would drink more and 

only 4% less, a price decrease would have a substantial 

effect on the alcohol consumption. 

However, the alcohol consumption does not necessarily have to increase as much 

as the figures described above would let us assume since a certain substitution 

Figure 10 Changes in the 

amount of alcohol bought as a 

result of an increased outlet 

density 

Figure 11 Changes in the 

amount of alcohol bought as a 

result of a price decrease 
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effect could occur. Respondents who state that they would buy more alcohol if it 

was cheaper probably refer to their purchases in Sweden only. So some of them – 

if they also traveled to another country in order to buy alcohol – could simply 

substitute these purchases abroad by more purchases in Sweden not increasing 

their overall level of consumption. How common it is among the Swedish 

students to shop alcohol abroad will be examined in the next section. 

4.2.3. Alcohol abroad 

More than one out of three respondents has been to another country in order to 

buy alcohol yet. Only every tenth respondent traveled abroad with this purpose 

sometimes or more often, the rest did so seldom or just once. Of course, it all 

depends on where they live. Students from Lund tend to shop alcohol abroad more 

often than the average due to the geographical proximity to Germany and 

Denmark. Of the participants from Lund, only 27% have never purchased alcohol 

abroad compared to 63% if you consider all the respondents. But also students 

from Östersund or Sundsvall have accepted the extra effort it takes them to travel 

to a country where the market for alcohol is more attractive. 

These trips have first turned worthwhile with Sweden’s entry to the European 

Union and the concomitant liberalization of the import quotas. Since it is now 

allowed to bring large quantities of alcohol into the country as long as it is for the 

private use, it is indeed possible to save a lot of money by travelling to Germany 

or Denmark which are by far the most frequented destinations followed by 

Finland, Poland and Estonia. The shopping conditions in these countries are 

extremely attractive for Swedish students who primarily travel there for the reason 

of cheaper prices as the percentage of 63% of the responding students indicates. 

Further, for some the assortment is also a factor causing them to shop alcohol 

there. Another interesting reason is the lower age limit which already gives a clue 

about the effectiveness of the Swedish control system. If some students prefer to 

accept a trip abroad it seems as if the chance to succeed in buying alcohol 

underage in Sweden is fairly small. 

The frequency of these trips is likely to decline if the retail system is privatized 

since most of the reasons would cease to exist. Meanwhile, the relative high 

percentage of students who have purchased alcohol abroad, especially considering 

the geographical distribution of the respondents, shows that this is a weakness of a 

state monopoly which lowers its effectiveness. Without restrictive import quotas, 

the state is not capable of keeping the people from buying alcohol abroad and this 

will lower the positive effect a monopoly has on the level of alcohol consumption. 

4.2.4. Social marketing 

Like in Germany, educational campaigns warning about the harms of alcohol are 

widely spread and noticed by an overall majority of more than 80% of the 
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surveyed students. And although one might assume that the environment in 

Sweden provides fewer stimuli and is less pro-alcohol due to the already existing 

state monopoly than in Germany, educational campaigns are not more effective. If 

anything, they are even less effective since 45% of the respondents state that their 

behavior was not affected at all and further 38% have thought about their alcohol 

consumption briefly but did not change anything either. The campaigns’ only 

succeed was hence to influence the behavior of 10% of the respondents and they 

confirmed the remaining 7% in their alcohol consumption. So this is an issue both 

surveys have come up with. Educational campaigns are not too successful in 

changing the target group’s behavior and they may even strengthen the undesired 

behavior. Of course it is preferable to drink alcohol seldom and in small quantities 

to drinking a lot and if the campaigns achieve to maintain this low level this is not 

to be sniffed at. But the aspiration is and should be to lower the level of alcohol 

consumption and hence, the effectiveness of educational campaigns in Sweden is 

also limited. 

The alcohol topic is quite pervasive in the Swedish society and always has been 

and effectively, the awareness of its harmful consequences seems to be greater 

than in Germany where alcohol is no prevailing topic in political or societal 

discussions. This is supported by the results of the question how often the students 

think about their health when consuming alcohol. Although there are still 30% of 

the respondents who state that they never or very seldom think about their health 

this number is substantially smaller than in Germany where 40% of the 

respondents gave this answer. Accordingly, the percentage of those who think 

about it quite often or every time is higher in Sweden than in Germany with one 

out of five doing so. What is similar to Germany is the result for the alternative 

“only when I consume a lot” which leads to the same interpretation that the 

campaigns are, if at all, remembered when it comes to binge drinking. In general, 

those who have acknowledged a campaign about alcohol do not think more often 

about their health than those who have not seen one. Of the Swedish respondents, 

not very few state not to drink alcohol because of the harm for their health. This 

figure is much smaller in Germany. The hypothesis that the frequency with which 

German and Swedish students think about their health on average is the same can 

be denied at a significance level of α=.01 (p=.000). Especially the higher number 

of nondrinkers in Sweden leads to the assumption, that for one thing, the 

environment in Sweden makes it easier and more attractive not to drink by 

providing disincentives like high prices, and for another thing, that it is possibly 

more accepted and appreciated among the people if someone does not drink. 

Whether this assumption is right can be analyzed with the aid of the following 

results. 
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Obviously, the choice whether to drink alcohol or not at a certain opportunity is 

not always free for the individual. Almost 70% of the surveyed students admit that 

they have already consumed alcohol because it was a sociable thing and they did 

not want to risk excluding themselves by not drinking. Most of them did so only 

sometimes or very few times, though. But still, this is an alarming figure. It should 

be normal and absolutely up to the individual to decide about his or her alcohol 

consumption. Compared to Germany, the number of those who have never drunk 

alcohol due to their environment is lower which does not militate for a tolerant 

and neutral environment in Sweden. This difference in the average frequency of 

drinking alcohol because of peer pressure between students in Germany and 

Sweden is not due to chance but can be transferred to the entire populations 

(p=.018). Also, the male respondents tend to drink alcohol against their intrinsic 

will more often than the female ones which is the other way round in Germany. 

Most certainly, nobody has been forced to drink by anyone but it is rather an 

indirect pressure which makes them drink in order not to be considered as weird. 

This assumption is also based on the explanations the respondents gave for their 

opinion on this statement: “Drinking alcohol should be absolutely accepted in the 

society and regarded as something normal.” With a score of 1 for “totally agree” 

and 6 for “totally disagree”, the average score amounts to 3.62 which is slightly 

lower than in Germany (which might be due to chance with a risk of p=.078) and 

thus indicates an almost balanced attitude towards the  general acceptance of 

alcohol in the society. It is salient that both extreme attitudes on the scale occur 

more frequently than in Germany which could be indicative that the alcohol topic 

is discussed and taken seriously so that it is easier for the Swedish students to 

form a clear opinion. Using a filter for the gender, it becomes further obvious that 

the female respondents on average oppose the societal acceptance of alcohol 

whereas the male ones are rather in favor of it.  

Analyzing the explanations the respondents were asked to give for their opinion, 

the problem of group pressure and social exclusion addressed above seems to be 

crucial. Alarmingly many respondents justified their rejection of the statement 

with the fact that it is not accepted to say “No” to alcohol due to the great societal 

acceptance and normality it already has. Excuses are needed if you do not drink at 

a social event where most of the attendants consume alcohol. Apart from this 

negative impact of a general acceptance of alcohol, the serious consequences of 

alcohol and the fact that it is a drug are further reasons for those who reject the 

statement. Also, the bad role modeling for adolescents is mentioned. The need for 

stricter laws is only seen by a very small minority. 

As in Germany, the main justification the respondents give for their positive 

attitude towards a societal acceptance of alcohol is the moderate consumption of 

it. As outlined in the analysis of the survey among the German students, the score 
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chosen is different for this justification since the amount of alcohol is not 

specified in the statement. The majority, however, chose low scores and thus 

expressed their approval of the statement which means that the result is quite 

significant. In addition, some respondents advocate for the individuals’ right to 

choose freely how much they want to drink and that it should therefore be 

accepted. They do not see that this is the case and that it is instead not accepted 

not to drink due to the commonplace of alcohol. The cultural aspect of alcohol 

was stressed less often than in Germany which confirms the knowledge gained in 

the theoretical part about the importance and tradition of alcohol industries in 

Germany and Sweden. 

In summary, it can be stated that, despite the restrictive retail system and the 

resulting increased awareness of alcohol-related harms, the environment in 

Sweden seems to be pro-alcohol in terms of a high acceptance of a moderate 

alcohol consumption and a rather low acceptance of abstinence although this is 

definitely more common among students than for example in Germany. Hence, a 

restrictive retail system like a state monopoly is not the resolution for all alcohol-

related problems. Although the Swedish environment is not as full of stimuli as 

elsewhere the effectiveness of social marketing activities in the form of 

educational campaigns is hindered by the pro-alcohol mentality of most people. 

4.2.5. Age limit control 

In order to find out whether the age limit control is more effective under a state 

monopoly, the Swedish students were asked about their experiences with it. 

Indeed, not even 5% of the participants succeeded in buying alcohol they were 

officially too young for every time they tried. Some more succeeded sometimes or 

seldom. Out of those who tried it, 16% have never been successful compared to a 

percentage of about 1% in Germany that never succeeded. It is hence absolutely 

certain that the surveyed students in Germany can much more easily purchase 

alcohol underage than the Swedish students and this result is also significant for 

the entire population (p=.000). Furthermore, it is striking that the percentage of 

students who have never tried to buy alcohol underage is much greater in Sweden 

(70%) than in Germany (37%). This leads to the assumption that the state 

monopoly is known for its rigid controls such that young people do not see any 

chance to succeed and so they do not even try. Another possibility would be that 

alcohol is not as attractive for Swedish young people as for German ones. But 

considering the previous results showing that alcohol is regarded as normal this is 

not very likely. As in Germany, the male respondents succeeded more often in 

buying alcohol underage than the female respondents and also, they tried more 

often. 
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Another criterion which helps to evaluate the effectiveness of the age limit control 

is the frequency with which the customers have to show their ID card in a 

Systembolaget store. The survey has shown that students in Sweden on average 

have to prove their age much more often than the students in Germany. This 

difference is statistically significant at a level of α=.05 (p=.000) which means that 

it exists for all students in Germany and Sweden. Only 13% never have to prove 

their age and 54% always have to do so. Of course it is necessary to consider the 

age structure when comparing these results since it is reasonable to assume that 

there is a relationship between the age and the frequency of showing the ID card. 

Given that the students more or less look as old as they are, the older they are and 

hence look, the less often they have to prove their age. This relationship is 

confirmed by a calculated correlation coefficient of r=-0.489 which is extremely 

close to the minimal value most researchers claim for a moderate to good 

relationship (Sue and Ritter, 2007). Indeed, it is statistically significant at a .05 

level (p=.000). The correlation is stronger than of the results of the German 

survey which indicates that the probability for young people not to be controlled 

in Sweden is quite low and only becomes greater when they get older. 

Furthermore, the average age of the Swedish respondents is greater than that of 

the German respondents and nevertheless, they have to show their ID card more 

often. And again, matching with the result that men succeed more often in buying 

alcohol underage, the female respondents have to prove their age more frequently 

than the male respondents. 96% of the female surveyed students between 20 and 

23 years have to show their identification most of the time or always whereas the 

percentage for the same age group of the male participants only amounts to 80%. 

All in all, these results show that the age limit control is quite effective under a 

nationalized retail system in terms of impeding the sale of alcohol to underage 

persons by controlling their age constantly. The motivation to do so is at least 

partly due to the fact that the state monopoly does not have a profit motive but 

tries to contribute to the public welfare by controlling the alcohol consumption as 

far as possible. 

5. Discussion of hypotheses 

5.1.  Hypothesis A 

A regulatory retail system is beneficial for a reduction of the alcohol 

consumption and the alcohol-related harms. 

I. Higher prices cause a decline in the alcohol consumption. 

II. The restriction of the outlet density causes the alcohol 

consumption to decrease. 
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III. The age limit control is more effective under a regulatory retail 

system. 

Combining the results of both surveys the first hypothesis can be confirmed: A 

regulatory retail system is beneficial for a reduction of the alcohol consumption 

and the alcohol-related harms. As Anderson et al. (2009) note, the alcohol-related 

harms in a country increase with a rising per capita consumption which is why 

this can be put on one level for the further discussion. 

The first part of the hypothesis can be proved right with most certainty since the 

results in both surveys were unambiguous. Most of the students asked in Germany 

would buy less alcohol if the prices were higher and most of the students asked in 

Sweden would buy more alcohol if the prices were lower. It is appropriate to infer 

that this is valid for all the students since they do not differ significantly 

concerning their price-sensitivity. This indicates that the price is a powerful factor 

determining the level of alcohol consumption to a considerable extent. However, 

this finding cannot necessarily be transferred to all consumers of alcohol. The 

price-sensitivity varies among people of different age and income groups and is 

likely to be smaller for other groups than students (Holder, 2008). Still, a certain 

lowering effect on the alcohol consumption can be expected in the case of higher 

prices or a raising effect in the case of lower prices. These price changes should 

be inextricably linked with a change in the retail system and should not be based 

on discretionary decisions made by private alcohol sellers with a profit-driven 

motive. That means that a price increase is not desirable if the retailers thus 

augment their profits and can invest the money e.g. in additional marketing 

activities. But if the retail system is nationalized and the higher prices are due to 

tax hikes increasing thus the state’s income, this is desirable. 

Concerning the second part of the hypothesis, the results were less obvious. The 

frequency of alcohol purchases would decrease or increase, respectively, in the 

case of a change in the retail system. However, in many cases the total amount 

bought would stay the same. Since every decrease in the amount bought and 

consumed is an improvement, a restricted outlet density is definitely desirable. 

Further, the German students tend to purchase alcohol more frequently than the 

Swedish students which reflects the consequences of the higher outlet density in 

Germany. This result as well as the relationship between the distance from an 

outlet and the frequency of buying alcohol could be proved and are valid for all 

students. But the result gained from a study among students only cannot be 

generalized without a critical consideration of the impact of demographic 

characteristics on the effect a change in the outlet density would have. Since many 

students do not have a car and use to walk or go by bike they might react more 

intensely to  an enlarged distance to an outlet for alcohol than car owners. 



52 

 

Consequently, the effect of a restriction of the outlet density could be slightly 

weaker for the entire population which further reduces the effectiveness of this 

measure. But still, fewer outlets cause the overall alcohol consumption and the 

alcohol-related harms to decrease and should hence be taken into consideration. 

Linked to the number of outlets is the extension of their opening hours. As the 

survey among the German students has shown, the trading hours in a privatized 

retail system are extremely extended. Although they are not an active incentive to 

purchase alcohol more often, shorter opening hours indeed decrease the frequency 

of purchases. Particularly the long trading hours in the weekend differentiate 

Germany from Sweden. Since restricted opening hours cause the frequency of 

alcohol purchases to decline, they are favorable and contribute to the effectiveness 

of a state monopoly. 

With regard to the third part of the first hypothesis, the results are very obvious 

again. In Germany, underage people often succeed to buy alcohol. This can be 

generalized from the results of the survey among students since their experiences 

are a better indicator for the current situation than those of older people which 

may not reflect the presence. The most valid results would origin from a survey 

among currently underage people, though, but it is quite unlikely that the 

effectiveness of the age control has changed substantially in recent years. Also, 

the buyers in Germany have to prove their age quite rarely. Not only older but 

also younger students who might not look clearly older than the legal age for 

buying alcohol are not asked for their identification because the retailers care most 

about their profits. In addition, the enforcement of the existing laws through the 

government is not too effective and the retailers do not have to fear punishment. 

In Sweden, by contrast, age controls are much more common and the strong 

relationship between the age and the frequency of showing the ID card has 

revealed that mostly older-looking people are not asked to prove their age. Since 

the state monopoly does not have a profit motive but strives to make the people 

consume alcohol as reasonable as possible, there are no reasons to sell alcohol to 

underage people and neither to intoxicated persons. So the effective age limit 

control is a benefit of a nationalized selling system for alcohol. 

Missing in this discussion of the first hypothesis is the issue of advertising. It was 

not addressed in the survey because it is hardly possible to measure its effects on 

the buying behavior of consumers by only asking them about it. In addition to the 

fact that some would not admit to be influenced by advertising, many consumers 

are simply not aware of the effect advertising has on them. It does not have to be a 

conscious decision to buy a product you have just seen in an advertisement. It is 

also about attitudes and associations formed by being exposed to advertising 

which are automatically retrieved when making a purchase decision and thus 
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influence it (Scholderer, 2010; Nordfält, 2010). Hence, other methods are 

necessary to determine the effect advertising has on the consumption of alcohol 

and I can only refer to the literature which consistently states that advertising 

increases the consumption, especially of adolescents. 

A regulatory retail system for alcohol including high prices, a restricted outlet 

density, limited opening hours, an effective age limit control and controlled 

advertising activities is beneficial for the public welfare in terms of reducing the 

level of alcohol consumption and alcohol-related harm. After having ascertained 

this, the question comes up whether a change in the retail system can be classified 

as a social marketing activity. 

5.2.  Hypothesis B 

A change of the retail system does not fulfil the traditional criteria for social 

marketing activities. 

First, it may seem absurd to classify a change in the retail system, which can only 

be implemented through law, as marketing for this usually implies different 

activities. The broader definition of social marketing, however, comprises all 

efforts which have the purpose to improve the public health and welfare by 

changing the individuals’ behavior (Kotler and Lee, 2008). Applying this 

definition, a nationalization of the retail system for alcohol could well be 

interpreted as a governmental effort with the purpose to improve the public 

welfare by reducing the individuals’ level of consumption. Even considering the 

aspect that the behavioral change should be voluntary, this would still be valid 

since the consumers are not forced but merely incited to consume less alcohol by 

a restrictive retail system.  

Using the stricter definition of social marketing, this classification becomes more 

questionable. The first criterion set by Andreasen (2002) is that the main purpose 

of the intervention is to change behavior which is fulfilled by the nationalization 

of the retail system. The state monopoly for alcohol in Sweden has the objective 

to modify the individuals’ drinking behavior to the effect that they drink in a 

responsible way thus reducing the harms related to alcohol as Systembolaget 

states on its webpage: “Systembolaget exists for one reason: To minimize alcohol-

related problems by selling alcohol in a responsible way, without profit motive.” 

(Systembolaget). The implementation of a state monopoly in Germany would 

have the same goal and would therefore aim at a behavioral change of the 

consumers. 

The second criterion, namely the use of consumer research, pre-testing and 

monitoring during the implementation, is rather debatable. The needs, values and 
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beliefs of the alcohol consumers would and should not be considered too much 

since this would contradict the purpose of the intervention. Also, a pre-testing 

phase would hardly be possible. At most, a regional introduction of the system 

would be imaginable but due to the high expenditures it would require, this is not 

likely to happen. Instead, research could be done on former implementations of 

this kind of retail system in other countries in order to evaluate whether the 

success or failure would be the same in Germany. The effects of the 

implementation would certainly be monitored. So this criterion is only partly 

fulfilled. 

The segmentation of target groups, which represents the third criterion, does not 

occur in the case of a nationalization of the retail system. The introduction of a 

state monopoly would have the same consequences for all consumers of alcohol. 

A reasonable segmentation for an intervention aimed at alcohol could be made for 

example according to the individuals’ actual level of consumption, meaning that 

only those who drink a lot and in an irresponsible way would be affected by the 

changes a nationalized retail system would bring about. But since this is 

impossible to do, this criterion is not fulfilled. 

The fourth criterion is the offering of an exchange value which benefits the 

targeted persons so that they are motivated to change their behavior. This 

exchange value can be seen in the benefit for their health they can gain if they 

decide to drink less alcohol. Yet, this benefit is nothing new and not created by a 

nationalized retail system as the individuals could reduce their alcohol 

consumption at any time and would obtain the same benefit from it. Therefore, 

such an intervention would not really offer a new exchange value for the desired 

behavior change which could work as a motivator. 

Fifth, the intervention is supposed to make use of the traditional marketing mix 

including the four Ps. This criterion also needs to be discussed. A state monopoly 

actually strives not to offer an attractive mix of product, price, place and 

promotion. In fact, most of these factors are supposed to be eliminated or at least 

restricted when it comes to the sale of alcohol. The “product” the intervention 

wants to sell, however, is not the alcohol but rather the reduced consumption of it. 

So the perspective is a completely different one. And from this one, it is indeed 

possible to identify the four Ps to a certain degree. The product just mentioned is 

an attractive one since it is beneficial for the consumers’ health to drink less 

alcohol. The price to obtain it is not even existent because the less alcohol you 

buy the less money you spend, so a reduction of the alcohol consumption is for 

free. The restricted number of outlets makes it easier for everyone to change his or 

her drinking behavior by reducing the incentives to purchase alcohol so the place 

of the intervention is also convenient. Finally, the desired behavioral change can 

be promoted through educational clips or brochures published by the state 
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monopoly. This is how Systembolaget is practicing: they promote themselves and 

their goal by promoting a responsible way of drinking. In a way, the 

nationalization of the retail system for alcohol uses the marketing mix of the four 

Ps, although in a widely interpreted way. Including policy as the fifth P (French, 

2011), the fact that the intervention is established by policy and lawmakers can 

even be regarded as a part of the marketing mix. 

The last criterion requires that potential competitive behaviors are considered and 

tried to be minimized by the intervention. Although it does not succeed 

completely, a nationalized retail system for alcohol tries to eliminate heavy 

drinking by establishing few outlets, high prices and promotions for responsible 

drinking. At the same time, the sale of alcohol is forbidden for every other retailer 

so that irresponsible drinking cannot be promoted by them. So potential 

competitive behaviors are considered by the exclusion of other retailers and the 

criterion is fulfilled. Of course, behavior different from the desired one can still be 

shown since there is no limit for the amount of alcohol that can be bought. In 

addition, a state monopoly cannot prevent the consumers from purchasing alcohol 

abroad and bring it back into the country which happens quite often under the 

Swedish monopoly as the survey has revealed. But still, this behavior is tried to be 

minimized by presenting the state monopoly in a customer-friendly way rather 

than as a state institution which tries to impose a certain behavior to its customers 

(Arnberg and Lord, 2009). 

In fact, it is ambiguous whether a nationalization of the retail system can be 

classified as a social marketing strategy implemented by the government. In a 

wider sense, it fulfills the definition and the majority of the criteria which serve as 

a guideline for identifying social marketing programs. The main goal of the 

intervention is the improvement of the public welfare which is perfectly matching 

the goal of social marketing. It is true that it is rather legislation and regulation 

which is treated as an exclusion criterion for social marketing by the Australian 

Association of Social Marketing (Hoek and Jones, 2011). But still, the consumers 

are not forced to behave in the desired way. There are simply more incentives to 

do so and that is the same with traditional marketing: the consumers are not forced 

to buy the promoted product but they are incited to do so through the marketing 

for it. Hence, after having discussed it, it can be said that a nationalization of the 

retail system for alcohol can be seen as a very forceful and strong social 

marketing strategy for a reduced and responsible alcohol consumption and the 

hypothesis can be proved wrong. 

5.3.  Hypothesis C 

Social marketing is an important assistance for the successful implementation 

of a different retail system for alcohol. 
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Apart from the finding that the implementation of a nationalized retail system 

itself is a social marketing activity, the third hypothesis suggests that further 

social marketing is of crucial importance for the successful execution of this 

change. As outlined in the theoretical review, social marketing can only be 

successful and maximally effective if all environmental barriers have been 

removed. Only then educational and attitudinal campaigns can reach their goals. 

However, this situation is not given currently. Both surveys have shown that the 

German as well as the Swedish environment are not free of barriers. Especially 

the German one is full of stimuli like low prices, advertising and a society which 

regards alcohol as something normal. A lot of students drink alcohol in order not 

to be excluded and do not think about their health. Certainly, this result cannot be 

generalized for the entire population. At least the consumption of alcohol due to 

peer pressure is likely to diminish when entering other stages of life. Yet, all the 

people living in Germany experience that alcohol is accepted and indispensable 

for many people at many opportunities. A substantial percentage of the 

respondents have stated that they do not agree with this acceptance, though. 

Therefore, there is a good case to believe that the people could be convinced of 

another perception of alcohol if corresponding measures were adopted. This 

means that social marketing should be applied in various steps. First, it should 

advocate the change in the retail system by stressing the benefits of a state 

monopoly for the population and the harms the consumption brings with it. As the 

risks of excessive alcohol consumption are not unknown to most of the people, the 

social marketers should particularly aim at the moderate consumption for this is 

often played down. Next, a nationalized retail system should be implemented. 

Even if not all consumers could be convinced of the need to reduce the overall 

level of consumption, this intervention will reduce the stimuli for an excessive 

consumption. Higher prices, fewer outlets and a ban on advertising are effective 

measures and reduce the stimuli for the individuals when they make their 

decisions. This intervention can be seen as upstream social marketing aiming at a 

structural change. In this manner, the two lower levels of the model used above 

(see Figure 2) would be addressed and the way was opened for downstream 

marketing like campaigns aiming at the individuals’ knowledge and motivation. 

With the topic being in public debate, the people would probably start to rethink 

their consumption and it would be more accepted and hence easier not to drink. 

This is what the theory and the results from the survey indicate but the Swedish 

case shows that in reality it is not necessarily that easy. 

Due to the strong temperance movement and other historical aspects, the 

acceptance of restrictive measures has always been high and still is, as the results 

of the survey have shown. Most of the students would not prefer to buy alcohol in 

grocery stores or private specialty shops. Also, the state monopoly keeps the 
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consumption at a lower level than it would be with a private retail system. This 

can be concluded from the survey which indicates that Swedish students would 

buy and consume more alcohol if it was cheaper and more available. The result 

gained from asking the students is likely to indicate a stronger effect than the one 

that would actually occur considering the entire population. As mentioned before, 

the price-sensitivity differs for different groups and is weaker for most other 

groups than students. Hence, the first two steps of social marketing are taken and 

educational and attitudinal campaigns should be able to work effectively. 

However, they do not. On the one hand, the attitude is still very pro-alcohol 

although the topic is constantly discussed and prevalent. The Swedish students 

feel even stronger that not drinking is not accepted. On the other hand, the 

drinking culture is still characterized by heavy drinking at few occasions which 

shows that the knowledge about the harms related to this behavior is not large 

enough to keep the people from it. So the state monopoly has not managed to 

abolish the pro-alcohol environment which still works as a stimulus in the 

environment in which the individuals make their decision. 

Conceivably, the implementation of a regulatory retail system has stronger 

impacts in the beginning which pass off after a certain time. The individuals who 

experience such a radical change in the alcohol policy are probably more affected 

and keen to think about their consumption than those who grow up with it as it is 

the case with the students in Sweden. This could also serve as an explanation for 

the almost equal levels of consumption in Germany and Sweden. 

Returning to the hypothesis, the discussion has shown that it can be confirmed. A 

nationalized retail system could also be implemented without any try to direct the 

people’s attitude towards an approval of such a system. But it is more effective 

and successful if the consumers accept it and do not try to circumvent it whenever 

it is possible. Furthermore, downstream social marketing strategies implemented 

after this structural change in the retail system can enforce its message and cause a 

profound change in the attitude towards alcohol with the goal to make it less 

accepted. 

6. Conclusion 

A nationalized retail system for alcohol is characterized by restricted availability, 

higher prices and a ban on advertising. These characteristics are said to be highly 

effective measures in order to reduce the alcohol consumption. This finding could 

be confirmed by the results of the surveys among students in Sweden and 

Germany. As outlined in the introduction and the analysis part, the results are 

mostly significant for all students who in turn are of particular interest for this 

study, even though not always representative. Yet, the behavioral change the 
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students would show in the case of a nationalization or privatization, respectively, 

indicates that there would be a strong impact on the overall level of alcohol 

consumption and alcohol-related harm. The alcohol consumption would decline in 

Germany if the retail system was nationalized whereas it would rise in Sweden in 

the case of a privatized selling system. This might lead to the question why the 

levels of consumption in both countries only vary to a small extent. 

According to the results and the reducing effects of a state monopoly, the Swedish 

alcohol consumption should be substantially lower than the German level. A 

possible assumption is that the effects of a change in the retail system are rather 

short-term than long-term. That means that a nationalization of the retail system in 

Germany would bring about substantial changes in the drinking behavior and also 

in the attitude towards alcohol in the short run, but in the long run the old patterns 

would return because the people would get used to the new system and/or would 

find gaps in the system like buying alcohol abroad. This could have happened in 

Sweden. The students of these days only know the state monopoly with all its 

restrictions and never had to adapt their alcohol consumption due to a change in it. 

The first Systembolaget store opened in 1955 so the larger part of the Swedish 

population has grown up with this selling system and did not have to question 

their consumption critically. Further, the total Swedish consumption consists of 

the registered and the unregistered consumption with the unregistered part being 

quite large compared to other countries. Consequently, if there were no 

possibilities to avoid the state monopoly, the level of consumption would be 

considerably lower than in other European countries. Hence, a nationalized retail 

system reduces the alcohol consumption at least in the short run and if it is 

implemented in a forceful way without loopholes, the consumption is also likely 

to stay at a lower level. 

As the discussion has revealed, this intervention can also be classified as a social 

marketing program applied by the government. And even if its regulatory nature 

excluded it from the field of marketing, social marketing would still be vital for its 

successful implementation. In order to reach its full effectiveness, it is crucial that 

the people accept the need of such an intervention and the desired behavioral 

change. Only then potential – and inevitable – gaps like import from abroad will 

not be used too much and the state monopoly can take full effect. The introduction 

of a restricted retail system will further eliminate some of the environmental 

barriers described in the theoretical model (see Figure 2) and thus theoretically 

supports the effectiveness of educational and attitudinal campaigns. Practically, 

this support probably only works for a certain time and as soon as the topic 

disappears from the stage of politics and thus from the people’s mind, it will be 

hard again to influence their attitudes and behavior. Both surveys have shown 
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that, although campaigns are widely known, they hardly influence the targeted 

individuals’ behavior. It has also become apparent that these campaigns often 

reinforce a moderate consumption of alcohol by focusing on binge drinking. 

Moreover, under both systems it is not unusual to regard alcohol as something 

normal. A change in the retail system is hence a good start for further social 

marketing activities since legislation seems to be more effective than sparsely 

compelling campaigns.  

To introduce a nationalized retail system like Systembolaget in Germany would 

be unevenly harder, though. As figured out in the theoretical review, the more 

important the alcohol industry is in terms of employment and revenue and the 

more rooted it is in the country’s culture and tradition, the more difficult it is to 

bring a restrictive alcohol policy up for discussion and implement it. These 

aspects could be severe obstacles for the nationalization of the German retail for 

alcohol. 

Still, this possibility should be considered and enforced by the German 

government. Considering the delimitations of the research question, it can be 

answered with the finding that both theory and empirical data suggest that a 

nationalized retail system is a very effective measure to reduce the level of alcohol 

consumption and alcohol-related harm. Further, it can be classified as a social 

marketing tool. Additional tools should be applied in order to reinforce its impact 

by changing the consumers’ attitude from scratch because a mere change in the 

retail system is not capable of doing so. It raises the awareness for the risks related 

to alcohol but does not necessarily lead to a lower acceptance as the example of 

Sweden shows. Based on this, the suggestion has been made that the effects of a 

nationalized retail system and the associative risen awareness of the risks related 

to alcohol are rather short-lived. Further research is needed to find evidence for 

this assumption. 
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Appendices 

Appendix A: Questionnaire for students in Germany 

1. Are you male or female? 

a. Male 

b. Female 

2. How old are you? 

a. <18 

b. 18-23 

c. 24-30 

d. >30 

3. In which city do you study? 

4. Do you live in the city where you study? 

a. Yes 

b. No 

5. If not, how many inhabitants does the city or village have where you live? 

a. <500 

b. 500-5,000 

c. 5,001-20,000 

d. 20,001-50,000 

e. >50,000 

6. How far do you live from a grocery shop where you can buy alcoholic 

drinks? 

a. <2 km 

b. 2-5 km 

c. 5.1-10 km 

d. >10 km 

7. What is the latest time you can buy alcohol in shops in your city?  

a. 6 pm 

b. 7 pm 

c. 8 pm 

d. 9 pm 

e. 10 pm 

f. 11 pm 

g. 12 pm 

h. Later than 12 pm 

8. How often do you go there and buy alcoholic beverages on average? 

a. More than once a week 

b. Once a week 
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c. 1-2 times per month 

d. Less than monthly 

e. Never 

9. To which degree do you agree with this statement? 

I would prefer to buy alcohol in a specialty store which is separated from 

the supermarket. 

1 – I totally agree. 

2 

3 

4 

5 – I do not agree at all.  

10. How often have you been to another country in order to buy alcohol? 

a. Every time I buy alcohol 

b. Often 

c. Sometimes 

d. Seldom 

e. Just once 

f. Never 

11. If you have purchased alcohol abroad, in which country/countries? 

12. For what reasons did you purchase alcohol abroad? 

a. cheaper prices 

b. more different kinds of alcohol supplied 

c. longer opening hours 

d. other reasons (please state them) 

13. Would you consider going to another country in order to buy alcohol if the 

prices were much higher in Germany or would you bring alcohol from 

abroad although this was not the purpose of your trip? 

a. Yes 

b. No 

14. Do you think you would buy alcohol less frequently if there were just one 

or two shops in your city where you could buy it, so it would take you 

much more time to go there? (Just consider the frequency, not the 

amount.) 

a. Yes, a lot more seldom 

b. Yes, a bit more seldom 

c. No, as often as before 

d. No, more often 

15. Do you think you would buy a smaller amount of alcohol in total if there 

were just one or two shops in your city selling alcohol? (given the same 

prices) 
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a. Yes, a lot less 

b. Yes, a bit less 

c. No, as much as before 

d. No, a higher amount 

16. Do you think you would buy and consume less alcoholic drinks if they 

were more expensive in the shops? 

a. Yes, a lot less 

b. Yes, a bit less 

c. No, as many as before 

d. No, I would buy more 

17. Have you ever noticed any educational campaigns about alcohol? 

a. Yes 

b. No 

18. If yes, in which way did it influence you? 

a. Not at all 

b. I thought about my alcohol consumption for a moment, but did not 

change my behavior. 

c. I changed my usual alcohol consumption slightly. 

d. I changed my usual alcohol consumption substantially. 

e. I stopped drinking. 

f. Other (please state it) 

19. How often do you think about your health when you consume alcohol? 

a. Never 

b. Very seldom 

c. Only when I consume a lot 

d. Sometimes 

e. Quite often 

f. Every time 

g. I don’t drink because of the harm to my health 

20. How often have you succeeded in purchasing alcohol you were officially 

too young for? (That means, beer or wine when you were younger than 16 

or stronger alcohol when you were younger than 18.) 

a. Every time I tried it 

b. Approx. every second time 

c. Seldom 

d. Never, although I tried it. 

e. Never, because I did not try it. 

21. What do you think about the following statement? 
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Drinking alcohol should be absolutely accepted in the society and regarded 

as something normal. 

1 – I totally agree. 

2 

3 

4 

5 

6 – I do not agree at all.  

22. Please justify your opinion very briefly. 

23. How often have you succeeded in buying alcohol you were officially too 

young for? (That means beer or wine when you were younger than 16 

years and stronger alcohol when you were younger than 18 years.) 

a. Every time I tried it 

b. Approx. every second time 

c. Seldom 

d. Never, although I tried it. 

e. Never, because I did not try it. 

24. How often do you have to show your ID when you buy strong alcoholic 

beverages in a grocery store (approximately)? 

a. Never 

b. 1 out of 4 times 

c. Every second time 

d. Always 

 Appendix B: Questionnaire for students in Sweden 

1. Are you male or female? 

a. Male 

b. Female 

2. How old are you? 

a. <18 

b. 18-19 

c. 20-23 

d. 24-30 

e. >30 

3. In which city do you study? 

4. Do you live in the city where you study? 

a. Yes 

b. No 

5. If not, how many inhabitants does the city or village have where you live? 

a. <500 
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b. 500-5,000 

c. 5,001-20,000 

d. 20,001-50,000 

e. 50,001-100,000 

f. >100,000  

6. How far do you live from a Systembolaget or an agent who is allowed to 

order and sell alcohol from Systembolaget?  

a. <2 km 

b. 2-5 km 

c. 5.1-10 km 

d. >10 km 

7. How often do you go there and buy alcoholic beverages on average? 

a. More than once a week 

b. Once a week 

c. 1-2 times per month 

d. Less than monthly 

e. Never 

8. To which degree do you agree with this statement? 

I would rather shop alcohol together with my grocery in a supermarket. 

1 – I totally agree. 

2 

3 

4 

5 – I do not agree at all. 

9. To which degree do you agree with this statement? 

I would rather purchase alcohol in private specialty shops (similar to 

Systembolaget but many more shops in each city). 

1 – I totally agree. 

2 

3 

4 

5 – I do not agree at all. 

10. How often have you been to another country in order to buy alcohol? 

a. Every time I buy alcohol 

b. Often 

c. Sometimes 

d. Seldom 

e. Just once 

f. Never 
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11. If you have traveled abroad to purchase alcohol, to which 

country/countries? 

12.  For what reasons did you purchase alcohol abroad? 

e. cheaper prices 

f. more different kinds of alcohol supplied 

g. longer opening hours 

h. other reasons (please state them) 

13. Do you think you would buy alcohol more often if it was available in 

every grocery shop? (Just consider the frequency.) 

a. Yes, much more often 

b. Yes, a bit more often 

c. No, as often as before 

d. No, less often 

14. Do you think you would buy a larger amount of alcohol in total if it was 

available in every grocery shop? (Given the same prices) 

a. Yes, a much larger amount 

b. Yes, a slightly larger amount 

c. No, the same amount 

d. No, a smaller amount 

15. Do you think you would buy and consume more alcoholic drinks if it was 

cheaper (at least in the shops)? 

a. Yes, a lot more 

b. Yes, a bit more 

c. No, as many as before 

d. No, I would buy less 

16. Have you ever noticed any educational campaigns about alcohol? 

a. Yes 

b. No 

17. If yes, in which way did it influence you? 

a. Not at all 

b. I thought about my alcohol consumption for a moment, but did not 

change my behavior. 

c. I changed my usual alcohol consumption slightly. 

d. I changed my usual alcohol consumption substantially. 

e. I stopped drinking. 

f. Other (please state it) 

18. How often do you think about your health when you consume alcohol? 

a. Never 

b. Very seldom 

c. Only when I consume a lot 
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d. Sometimes 

e. Quite often 

f. Every time 

g. I don’t drink because of the harm to my health. 

19. How often have you drunk alcohol only because it was a sociable thing 

and because you did not want to exclude yourself by not drinking?  

a. Never 

b. Very few times 

c. sometimes 

d. Often 

e. Always 

20. What do you think about the following statement? 

Drinking alcohol should be absolutely accepted in the society and regarded 

as something normal. 

1 – I totally agree. 

2 

3 

4 

5 

6 – I do not agree at all. 

21. Please justify your opinion very briefly. 

22. How often have you succeeded in purchasing alcohol you were officially 

too young for? (That means when you were younger than 20 in a 

Systembolaget store or when you were younger than 18 in a supermarket 

buying alcohol with at most 3.5%) 

a. Every time I tried it 

b. Approx. every second time 

c. Seldom 

d. Never, although I tried it. 

e. Never, because I did not try it. 

23. How often do you have to show your ID when you buy strong alcoholic 

beverages in a Systembolaget store (approximately)? 

a. Never 

b. 1 out of 4 times 

c. Every second time 

d. Always 
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