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BECAUSE,  the Fiscal and Management Control Board voted to reverse the MBTA ban on alcohol advertising.1 

BECAUSE,  research shows that greater exposure to alcohol advertising is associated with increased drinking 
in underage youths. For each ad viewed by an underage youth (above the monthly average of 23), 
youth drink 1% more.2 

BECAUSE, the cost of underage drinking for Massachusetts residents was approximately $1.2 billion in 2013. 3 
The MBTA’s expected revenue from alcohol advertising ($2.5 million) does not compare. 

BECAUSE,  a large number of students in Massachusetts rely upon the MBTA to commute to and from school 
and other activities.4 

BECAUSE,  in 2009, alcohol advertisements on MBTA subway cars promoted alcohol to 54.1% of student 
passengers (ages 11-18) in Boston on an average weekday. 5 

BECAUSE,  early exposure to alcohol advertisements contributes to positive attitudes and perceptions about 
alcohol use in youth and predicts future intention to drink and likelihood of underage drinking.6,7 

BECAUSE,  the restrictions under current MBTA advertising guidelines have the potential to increase  
higher-risk youth exposure to alcohol advertising.8 

BECAUSE,  banning alcohol advertisement would be a highly effective method to reduce youth drinking, 
resulting in 7,609 fewer deaths and a 16.4% drop in alcohol-related life-years lost.9 

BECAUSE,  the healthy choice should not be the difficult choice for Massachusetts youth. 

 
THEREFORE, BE IT RESOLVED,  that the undersigned organization supports: 
 guidelines that prohibit alcohol advertising on MBTA property. 
 reducing the number of underage youths exposed to alcohol across the state. 
 decreasing the financial burden placed on Commonwealth residents created by youth alcohol abuse. 

 
Organization__________________________________________  Date______________ 
 
Contact Person’s Name and Signature_________________________________________ 
 
Address_________________________________________________________________ 
 
City____________________________________________________________________ 
 
Phone_________________  Fax__________________  Email______________________ 
Check your preferred mode of communication:  Email / Phone / Fax  
 
Return to: Allston Brighton Substance Abuse Task Force, 77 Warren St., Boston, MA 02135 
Fax: 617-789-3279 Questions? Call 617-789-2140 or email alexis.walls@steward.org   
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