Alcopops and Girls: Fact Sheet
General information on alcopops
• More than 10 million American youth under the age of 21 drink alcohol, and over 7
million of them are binge drinkers.i
• Alcopops, also known as “malternatives,” “RTDs” (ready to drink) or “FABs” (flavored
alcoholic beverages), are fruit-flavored, malt-based drinks that come in colorful, childoriented packaging. The sweetness and flavoring hide the taste of alcohol.ii
• The alcohol industry calls them “flavored malt beverages” or “low-alcohol refreshers,”
but these drinks typically contain 5-7 percent alcohol by volume, more than most beers.iii
• Some popular brands are Smirnoff Ice, Skyy Blue, Stolichnaya Citrona, Bacardi Silver,
Jack Daniel’s Original Hard Cola, Captain Morgan Gold and Mike’s Hard Lemonade.
Alcopops and teenagers
• Data provided by the alcohol industry shows that a significant minority (41 percent) of
flavored malt beverages are consumed by young people ages 21-27.
• A majority of teens 17-18 years old (51 percent) and many teens 14-16 years old (35
percent) have tried alcopops, compared to less than a quarter of adults (24 percent).iv
• Teens are much more likely than adults to recall brand names of alcopops. Whereas more
than half of adults (52 percent) who are aware of the existence of alcopops can not even
name a single brand, brand awareness among teens is very high: Mike’s Hard Lemonade
(41 percent), Smirnoff Ice (31 percent), Doc Otis’ Hard Lemonade (23 percent), Sublime
(20 percent) and others.v
• When asked what one type of alcoholic drink they would most prefer to drink, nearly a
third of teens (30 percent) said “alcopops” compared to only 16 percent for beer and 16
percent for mixed drinks. vi
Alcopops advertising to girls
• Teenage girls (33 percent) were more likely to express a preference for alcopops
compared to teenage boys (27 percent).vii
• Girls saw a staggering 95 percent more magazine advertising for low-alcohol refreshers
than legal-age women on a per capita basis in 2002.viii
• Women ages 21-34, the age group often identified as the target audience for alcohol
advertising, were actually less exposed per capita to magazine advertising for alcopops
and beer than girls ages 12-20. ix
• Exposure of underage youth to alcohol advertising in magazines declined between 2001
and 2002 in every category except low-alcohol refreshers, for which exposure to girls
grew by a staggering 216 percent.x

Health effects of alcohol on women and girls

•
•
•
•
•

It is estimated that teenage girls who binge drink are up to 63 percent more likely to
become teen mothers.xi
Heavy alcohol use compromises bone health and increases the risk of osteoporosis by
decreasing bone density and weakening the bones. These effects are especially striking in
young women, whose bones are still developing.xii
Girls who binge drink are at three times the risk of thinking about or attempting suicide
as girls who never drink alcohol.xiii
Heavy alcohol consumption increases risk for menstrual disorders and increases the risk
of infertility.xiv
Females are more susceptible to the development of alcohol-related medical disorders,
such as liver disease (hepatitis, cirrhosis), cardiac problems and brain impairment than
their male counterparts. xv

Alcohol industry admissions on alcopops
• “The beauty of this category [alcopops] is that it brings in new drinkers, people who
really don’t like the tastes of beer.”xvi
• “With younger drinkers, their palates haven’t quite matured yet to drinks like bourbon.
Malternatives are a sweeter drink, they’re easier to drink and it takes less time to mature
to the taste.”xvii
• “This is the perfect ‘bridging beverage’ [between carbonated fruit juices and the new
hard lemonades].”xviii
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