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o Understand respondents’ attitudes towards alcohol consumption 

 

o Understand respondents’ patterns of alcohol consumption 

 

o Assess respondents’ awareness of advertising regarding alcohol consumption 

 

o Assess respondents’ awareness of The Sense Group and www.drinkawaremalta.com 

 

o Test three advertising campaigns  

 

o Gauge the respondents’ perceptions towards the adverts 

 

o Test the respondents’ knowledge of the BAC limit  

 

 

Research Objectives 

http://www.drinkawaremalta.com/


Methodology 

WHEN?   Data collected between Monday 17th November – Monday 8th December

   

WHERE?  All the regions in Malta 

 

WHO?  403 respondents aged between 17 and 44, residing in Malta. 

 

HOW?  Stratified random sample in terms of age and gender within each region;  

  Structured personal interviews carried out by in-house research interviewers. 



Sample Profile 

Male 

49.4% 

Female 

50.6% 

Gender 

Sample base: 403 respondents  

17 - 24 

34.0% 

25 - 34 

34.5% 

35 - 44 

31.5% 

Age Group 

1.0% 

4.2% 

37.5% 

8.7% 

2.2% 

5.5% 

40.9% 

Other 

Single parent 

Married/living with partner 

with kids 

Married/living with partner 

NO kids 

Living with friends 

Single living alone 

Single living with parents 

Marital Status 



Sample Profile 

Yes 

41.9% 
No 

58.1% 

Do you have dependent 

children? 

Sample base: 403 respondents  

Southern 

Harbour 

19.5% 

South 

Eastern 

17.8% 

Northern 

Harbour 

30.3% 

Northern 

17.5% 
Western 

15.0% 

Region 

3.7% 

6.7% 

11.2% 

39.2% 

0.2% 

14.4% 

24.6% 

Unemployed 

Self employed 

Working part-time 

Working full-time 

Retired 

Housewife 

Student 

Employment Status 



Attitudes towards Alcohol Consumption 
Sample base: 403 respondents 

47.9% 

2.7% 

10.2% 

19.1% 

10.7% 

49.6% 

10.4% 

57.1% 

50.9% 

45.2% 

1.7% 

51.4% 

27.0% 

23.3% 

40.2% 

0.7% 

35.5% 

5.7% 

6.7% 

4.0% 

Excessive drinking is when you are no 

longer in control of yourself and could 

do harm to yourself or others 

It's only young people who drink 

excessively and get out of control 

Excessive drinking in public is 

becoming less acceptable 

We all drink to excess at some stage, 

it's no big deal 

I am sick of excessive drinking in 

public 

Strongly Agree Agree Disagree Strongly Disagree 



Attitudes towards Alcohol Consumption 
Sample base: 403 respondents 

10.9% 

19.6% 

6.7% 

16.6% 

52.6% 

56.3% 

65.0% 

69.5% 

31.8% 

21.1% 

23.8% 

13.2% 

4.7% 

3.0% 

4.5% 

0.7% 

Excessive drinking in public must be 

stopped by any means 

The government has to do more 

about excessive drinking 

All the advertising about drinking 

moderately is definitely having an 

impact 

I have become much more aware of 

excessive drinking and how it affects 

others 

Strongly Agree Agree Disagree Strongly Disagree 



Attitudes towards Alcohol Consumption 
Sample base: 403 respondents 

11.7% 

9.7% 

35.5% 

26.8% 

49.4% 

77.4% 

57.6% 

42.7% 

35.2% 

11.7% 

5.7% 

24.6% 

3.7% 

1.2% 

1.2% 

6.0% 

I think about how much I drink more 

than I used to 

There is a growing awareness of the 

effects of excessive drinking 

Being drunk in public is unattractive 

Friends think badly of you if you get 

drunk 

Strongly Agree Agree Disagree Strongly Disagree 



Patterns of Alcohol Consumption 

Everyday 

7.7% 

Every 2-3 days 

13.4% 

Every 4-6 days 

21.8% Once a week 

25.1% 

Once every 2-

3 weeks 

8.4% Once a month 

7.2% 
Less than 

once a month 

9.4% 

Never 

6.9% 

How frequently, do you drink alcohol? 

Sample base: 403 respondents 

1.3% 

6.1% 

10.4% 

10.7% 

14.9% 

23.7% 

26.9% 

37.1% 

52.0% 

57.1% 

Other 

Vermouth e.g. 

Martini 

Tequila 

Rum e.g. 

Bacardi 

Liqueurs 

Cocktails 

Whisky 

Vodka 

Beer 

Wine 

Sample base: 375 respondents 

Type of alcoholic drink consumed on a 

regular basis  



Patterns of Alcohol Consumption 

Always 

9.6% 

Sometimes 

42.9% 

Rarely 

20.3% 

Never 

23.5% 

Not 

applicable 

3.7% 

Do you ever consume different types of 

alcohol during one night? 

Sample base: 375 respondents 



Patterns of Alcohol Consumption 

4.0% 

42.7% 

48.5% 

49.6% 

61.9% 

Other, please 

specify... 

At home 

Restaurants 

Outdoors activities 

with friends 

Bars 

Sample base: 375 respondents 

Where do you usually consume alcohol? 

Always 

2.4% 

Sometimes 

28.0% 

Rarely 

19.7% 

Never 

44.5% 

Not 

Applicable 

5.3% 

Do you purchase bottles of alcohol with the 

intention of consuming them before going out? 

Sample base: 375 respondents 



Patterns of Alcohol Consumption 

Yes 

22.4% 

No 

77.6% 

In the last month, have you suffered from 

a hangover? 

Sample base: 375 respondents  

Yes 

35.2% 

No 

64.8% 

In the last month, has there been any 

occasion where you drank more alcohol 

than you should have? 

Sample base: 375 respondents  



Patterns of Alcohol Consumption 

Increased 

23.5% 

Decreased 

23.5% 

Stayed the 

same 

53.0% 

Respondents’ alcohol consumption during 

the past year 

Sample base: 375 respondents  

5.3% 

5.3% 

30.1% 

45.3% 

78.9% 

Other 

To get drunk 

To relax after work 

To accompany 

meals 

To socialize 

Do you consume alcohol with the intention: 

Sample base: 375 respondents  



Advertising regarding Alcohol Consumption 

Yes 

41.4% 

No 

31.8% 

Maybe /   

Don't 

know 

26.8% 

Have you seen, read or heard any 

advertising recently about drinking 

alcohol in moderation? 

Sample base: 403 respondents  

16.8% 

1.8% 

1.2% 

1.8% 

4.2% 

4.8% 

4.8% 

4.8% 

28.1% 

34.1% 

37.7% 

38.3% 

Don't Know 

Other 

Diageo 

The Sense Group 

Drinkawaremalta.ie 

Budweiser 

Heineken 

Police 

Drinkawaremalta.com 

Road Safety Authority 

Sedqa 

Health Authorities 

Sample base: 167  respondents 

For which organisation/company do you 

remember seeing, reading or hearing advertising 

about drinking alcohol in moderation?  



Advertising regarding Alcohol Consumption 

7.2% 

1.2% 

1.2% 

1.8% 

6.6% 

6.6% 

8.4% 

10.2% 

12.0% 

15.0% 

22.2% 

26.9% 

43.7% 

67.7% 

Don't Know 

Other 

Alcohol Brands websites 

Other Internet websites 

Information booklets / cards  

YouTube 

Magazine 

Newspaper 

Adverts in  pubs 

Cinema 

Social media websites e.g. Facebook, Twitter 

Radio 

Outdoor e.g. Bus shelters, posters, billboards 

TV 

Sample base: 167 respondents 

Where have you recently seen, read or heard  any 

advertising about drinking alcohol in moderation? 



Respondents’ Awareness 

Yes 

14.4% 

No 

85.6% 

Have you heard of the Sense 

Group in Malta? 

Sample base: 403 respondents  

Yes 

30.8% 

No 

69.2% 

Have you heard of 

drinkawaremalta.com? 

Sample base: 403 respondents  

Yes 

20.2% 

No 

79.8% 

Have you ever visited 

drinkawaremalta.com? 

Sample base: 124 respondents  

Yes 

12.2% 

No 

87.8% 

Have you ever visited similar 

websites? 

Sample base: 403 respondents  



Respondents’ Awareness 

12.1% 

0.8% 

0.8% 

0.8% 

4.8% 

7.3% 

10.5% 

10.5% 

12.1% 

12.1% 

15.3% 

20.2% 

32.3% 

54.8% 

Don't know 

Other 

Alcohol brands websites 

Other Internet websites 

Newspaper 

YouTube 

Magazine 

Adverts in pubs 

Radio 

Information booklets / cards 

Cinema 

Outdoor e.g. Bus shelters, posters, billboards 

Social media websites e.g. Facebook, Twitter 

TV 

Sample base: 124 respondents 

Where have you heard anything about 

drinkawaremalta.com ?  



Advertising Campaigns 
Sample base: 403 respondents 

Yes 

23.3% 

No 

61.3% 

Don't 

Know/

Maybe 

15.4% 

Have you seen this advert 

recently? 

Yes 

19.6% 

No 

63.3% 

Don't 

know / 

Maybe 

17.1% 

Have you seen this advert 

recently? 

Yes 

17.6% 

No 

71.0% 

Don't 

know / 

Maybe 

11.4% 

Have you seen this advert 

recently? 

Screenshots have been taken from video adverts for presentation purposes.  All the participants were shown the full video adverts.  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Media Effectiveness 

Advert 1  Advert 2  Advert 3  

Sample base: 95 

1.2% 

1.2% 

.0% 

63.7% 

Magazine 

Outdoor e.g. 

Bus shelters 

Radio 

TV 

2.8% 

4.2% 

2.8% 

87.3% 

Magazine 

Outdoor e.g. 

Bus shelters 

Radio 

TV 

.0% 

.0% 

.0% 

70.5% 

Magazine 

Outdoor e.g. 

Bus shelters 

Radio 

TV 

Sample base: 80 Sample base: 71 

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Media Effectiveness 

Sample base: 95 

1.2% 

7.5% 

16.2% 

.0% 

Information 

booklets 

Adverts in pubs 

Cinema 

Newspaper 

.0% 

4.2% 

12.7% 

1.4% 

Information 

booklets 

Adverts in pubs 

Cinema 

Newspaper 

1.1% 

5.3% 

7.4% 

.0% 

Information 

booklets 

Adverts in pubs 

Cinema 

Newspaper 

Sample base: 80 Sample base: 71 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Media Effectiveness 

Sample base: 95 

.0% 

.0% 

17.5% 

12.5% 

Other internet 

websites 

Alcohol 

brands … 

YouTube 

Social media 

websites 

.0% 

.0% 

21.1% 

14.1% 

Other internet 

websites 

Alcohol brands 

websites 

YouTube 

Social media 

websites 

.0% 

.0% 

17.9% 

12.6% 

Other internet 

websites 

Alcohol 

brands … 

YouTube 

Social media 

websites 

Sample base: 80 Sample base: 71 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Reactions to the Adverts 

Encourages people to drink sensibly 
 

8.9% 

40.9% 

22.3% 

54.3% 

52.1% 

65.3% 

20.1% 

3.5% 

6.5% 

12.9% 

2.2% 

5.7% 

3.7% 

1.2% 

0.2% 

Advert 3 

Advert 2  

Advert 1  

Strongly Agree Agree Neither Disagree Strongly Disagree 

Sample base: 403 respondents 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Reactions to the Adverts 

Makes me think about my own drinking 
 

4.0% 

23.3% 

10.4% 

20.8% 

44.2% 

40.7% 

28.5% 

22.3% 

28.3% 

40.9% 

8.7% 

18.6% 

5.7% 

1.5% 

2.0% 

Advert 3 

Advert 2  

Advert 1  

Strongly Agree Agree Neither Disagree Strongly Disagree 

Sample base: 403 respondents 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Reactions to the Adverts 

Helps me realize the unacceptability of public drunkenness 

6.2% 

35.5% 

15.1% 

60.0% 

52.9% 

71.5% 

20.1% 

7.4% 

7.9% 

11.4% 

4.0% 

5.0% 

2.2% 

0.2% 

0.5% 

Advert 3 

Advert 2  

Advert 1  

Strongly Agree Agree Neither Disagree Strongly Disagree 

Sample base: 403 respondents 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Reactions to the Adverts 

Highlights the impact of public drunkenness on others 

7.4% 

46.4% 

18.1% 

49.4% 

46.2% 

71.0% 

20.8% 

5.0% 

5.7% 

17.4% 

2.2% 

4.5% 

5.0% 

0.2% 

0.7% 

Advert 3 

Advert 2  

Advert 1  

Strongly Agree Agree Neither Disagree Strongly Disagree 

Sample base: 403 respondents 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



Reactions to the Adverts 

Makes me knowledgeable about the alcohol content of a standard drink  

and able to evaluate how much is too much  
 

6.9% 

10.7% 

9.9% 

31.5% 

52.1% 

47.9% 

30.8% 

20.3% 

22.3% 

22.8% 

13.2% 

15.1% 

7.9% 

3.7% 

4.7% 

Advert 3 

Advert 2  

Advert 1  

Strongly Agree Agree Neither Disagree Strongly Disagree 

Sample base: 403 respondents 

Advert 1  Advert 2  Advert 3  

KNOW YOUR LIMITS OUT OF CONTROL WHEN ONE IS ONE TOO MANY 



General Perceptions re the Adverts 
Sample base: 403 respondents 

24.3% 

12.4% 

22.6% 

37.0% 

10.9% 

66.0% 

63.5% 

45.2% 

52.4% 

68.7% 

5.7% 

16.4% 

12.9% 

5.5% 

13.6% 

2.2% 

5.7% 

15.6% 

4.5% 

6.0% 

1.7% 

2.0% 

3.7% 

0.7% 

0.7% 

The adverts illustrate how getting 

drunk is embarrassing 

They make you think about how much 

you drink 

They are primarily targeted for people 

who drink and drive 

They show that you should not drink to 

get drunk 

They convey a message that more 

and more people are aware of 

Strongly Agree Agree Neither Disagree Strongly Disagree 



General Perceptions re the Adverts 
Sample base: 403 respondents 

40.7% 

5.2% 

13.4% 

18.6% 

14.1% 

3.2% 

47.9% 

22.8% 

64.3% 

71.0% 

41.9% 

14.9% 

6.7% 

27.3% 

13.4% 

6.2% 

29.3% 

25.6% 

3.5% 

35.2% 

7.2% 

3.5% 

10.7% 

49.4% 

1.2% 

9.4% 

1.7% 

0.7% 

4.0% 

6.9% 

You will regret getting drunk the next 

day 

I don't think they will reduce how 

much people drink 

They will make people think twice 

about drinking excessively 

They show that getting drunk spoils 

other people's night out 

Being drunk in public is very 

unattractive to the opposite sex 

They do not influence me in any way 

Strongly Agree Agree Neither Disagree Strongly Disagree 



Knowledge of BAC Limit 

Should 

NOT 

exceed 

0.05g 

11.4% 

Should 

NOT 

exceed 

0.08g 

15.4% 

Don't 

Know 

73.2% 

Sample base: 403 respondents  

4.1% 

14.2% 

15.6% 

34.9% 

20.0% 

11.2% 

Don't Know 

Other 

Can have up to 3 drinks 

Can have up to 2 drinks 

Can have up to 1 drink 

CANNOT consume any 

alcohol 

Sample base: 295  respondents 

If you do not know the BAC limit, how 

many drinks, if any do you think a person 

can have if they intend to drive? 

What is the Blood Alcohol Concentration 

(BAC) level for a person to be able to drive 

according to the drink-drive laws in Malta?  



Comparison with past results 

o Respondents seem to be more aware of the problem of excessive drinking. 

o Compared to the previous study carried out in January 2014, the present sample of 

respondents comes across as drinking less frequently.  Preferred alcoholic beverages 

consumed remained the same. 

o Respondents who claimed that they mixed different types of alcohol during the same 

night has slightly increased.  More than half of the respondents who drink alcohol claim 

that they consume different types of alcohol during the same night.  

o Bars remain the most popular environment within which alcohol is consumed.   

o The number of respondents who declared they have suffered from a hangover in the last 

month, as well as those who declared they have been drinking heavily in the last month, 

have significantly decreased.  However, one has to keep in mind that this study was 

carried out during a different month when compared to previous studies.  Past research 

was carried out in January (referring to December as the previous month), whilst the 

fieldwork for this study was carried out between 17 November – 8 December.  

 



Comparison with past results 

o The leading reason for drinking remains to socialise, and the pattern of shifts in amount of 

alcohol consumed during the past year decreased slightly when compared to previous 

years.  

o The reach of adverts promoting responsible drinking patterns increased when compared 

to the previous year.  Those who claimed they did not recall seeing the adverts 

decreased by 10%. 

o While the Health Authorities, Sedqa and the Road Safety Authority are perceived as the 

top three organisations which promote responsible drinking patterns,  those who claimed 

that they recall Drinkaware adverts promoting responsible drinking patterns almost 

doubled from last year, amounting to 28.1%. 

o Television remains the strongest medium, while bus shelters and billboards seem to have 

become a more popular medium when compared to previous studies. 

o Awareness of drinkawaremalta.com and the Sense Group in Malta increased by 15.8% 

and 9.4% respectively.  

o TV was the strongest medium for creating awareness about drinkawaremalta.com, 

followed by social media websites.  



Comparison with past results 

o Overall, the campaign achieved a higher reach when compared to the previous 

campaign.  These adverts achieved a reach that varied from 17.6% to 23.3%.  

o The media that proved to be the most effective for the advertising campaigns  were TV, 

YouTube, Social Media Websites and Cinema adverts.  

o ‘Know your limits’ video and ‘Out of control’ video were considered to be very effective in 

encouraging people to drink sensibly and highlighting the impact of public drunkenness on 

others.  

o ‘Out of control’ video seemed to be the most effective in making people think about their 

own drinking behaviour. 

o Compared to the other two videos, ‘When one is one too many’ video was not as 

effective as the others.   One has to keep in mind that respondents’ age  varied between 

17 and 44, while this video was primarily aimed to target underage drinking.  

o Respondents’ knowledge about the Blood Alcohol Content level for a person to be able to 

drive according to the drink-drive laws in Malta increased slightly.  




