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Abstract
The excessive consumption of alcohol by young people is a current and highly
controversial issue in New Zealand. Such behaviour incurs a plethora of negative
consequences on the consumers and society in general, and is costly, both fiscally and
socially. This research was undertaken to investigate the influences on the alcohol
consumption behaviour of young people. The results of a literature review suggested
that the consumption of excessive levels of alcohol is an accepted social norm and that
young people drink alcohol to reach a level of intoxication. Therefore, this research
predicted that changes in the price of alcohol would not have an effect on the amount
of alcohol purchased and consumed by youths. It was also predicted that young
people would choose to consume beverages containing a higher level of alcohol, in
order to achieve the desired inebriated state. An experiment was conducted to test
these predictions. Tertiary students were surveyed using a hypothetical scenario to
assess the effects of price and alcohol content on their consumption behaviour. This
experiment took place in both New Zealand and Australia. The results indicated that
changes in price did not significantly affect consumption behaviour, in either country,
supporting the initial predictions. The results also indicated that changes in alcohol
content did not affect the consumption behaviour of young people in Australia, but did
affect this in New Zealand. Where the percentage of alcohol content was decreased,
young people in New Zealand indicated that they would purchase more alcohol, and
when the alcohol content in a beverage was increased, they would purchase less. This
again supports the initial predictions. The results of this experiment suggest that social
norms are stronger than the effects of price on the alcohol consumption behaviour of
young people. They also support the notion that young people drink to reach a level of
intoxication, and thus will drink more alcohol when the percentage of alcohol in
beverages is reduced. The concluding discussion section in this document explains the
significance of these findings, particularly for social marketers and government policy
makers. This study suggests that the current policies in place to reduce consumption,
such as taxation and movements towards a maximum allowable alcohol content in
some beverages, have minimal effects.
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Chapter 1: Introduction

1.1 Background to the Research
The amount of alcohol consumed by young people in New Zealand is an issue which is
highly prevalent in the media and controversial (Alcohol Healthwatch, 2004; Irwin &
Shrive, 2010; Wilkins, Casswell, Bhatta & Pledger, 2002). The idea to look into this
issue came about from personal experience. Whilst in Australia, observations about
the excessive drinking patterns of young people led to an interest in how this would
compare with the consumption behaviour of young people in New Zealand. Youth in
Australia seemed to drink heavily and frequently, yet the price of alcohol was
noticeably higher than in New Zealand. Some substitution from expensive RTDs
(Ready-To-Drink beverages, containing spirits and non-alcoholic mixers) to cheaper 40
ounce (1.125 litre) bottles of spirits was also noticed. These 40 ounce bottles are
relatively cheaper because of a heavy government focus on the price of RTDs due to
their popularity with young consumers, and therefore higher prices.
Taxation is used by the New Zealand government to control consumption behaviour,
but these observations led to an interest in investigating whether this is actually an
effective consumption control method. This research empirically tested the effects of
price and alcohol content on the alcohol consumption of young people.
This introductory chapter will begin by outlining the justification for this research and
will then present the research question. This chapter will conclude with a brief
overview of all of the chapters in this dissertation.

1.2 Research Justification
The topic chosen for this dissertation is one which is controversial and highly relevant
to modern New Zealand society. The level of alcohol consumption by New Zealanders
has been rising since 1998 (Alcohol Healthwatch, 2004). The excessive consumption of
alcohol is known to have a plethora of negative consequences such as injury, violence,
and risky sexual behaviour (Alcohol Healthwatch, 2004). The number of people binge
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drinking in New Zealand on a regular basis is estimated to be up to 1.5 million, while
hazardous drinking by young people is also increasing (Alcohol Healthwatch, 2004;
Easton, 2002). The fiscal cost of alcohol consumption alone to the New Zealand
economy is estimated to be between $1.4 billion to $4 billion per year and including
social costs could reach as high as $16 billion (Alcohol Healthwatch, 2004; Easton,
2002).
An Alcohol and Public Health Research Unit publication (Wilkins, Casswell, Bhata &
Pledger, 2002) identified that binge drinking is a problem highly prevalent amongst
young people in New Zealand, with males aged 18 to 24 years of age showing the most
concerning alcohol consumption levels (Wilkins et al., 2002). This age group also
showed the highest binge drinking levels in the female population (Wilkins et al.,
2002). Particularly dominant in the media are university students, given their age and
reputation for heavy and problematic alcohol consumption. Excess drinking is more
prevalent in university students than their peers who do not attend university (Kypri,
Langley, McGee, Saunders & Williams, 2002). Thus, much of the literature and
discussion surrounding the alcohol consumption habits of young people concerns
those engaged in tertiary studies.
A 2008 study of New Zealand University students sampled 6 of the 8 New Zealand
universities and identified highly problematic levels of alcohol consumption amongst
those students (Kypri et al., 2008). The authors noted that the New Zealand
Ministerial Committee on Drug Policy has identified the alcohol consumption levels
and behaviour of New Zealand university students as a priority issue of concern. The
study showed that 68% of participants scored a level 4 or above on the AUDIT-C
subscale test (Alcohol Use Disorders Identification Test), a commonly used scale for the
identification of problematic alcohol use (Kypri et al., 2008; Ministry of Health, 2009).
The higher the score on this scale, the more problematic their drinking is considered to
be. In general a score of 3 or more for women, or 4 or more for men is considered to
indicate that the subject is at high risk of alcohol-related harm (Ministry of Health,
2009). In other words, 68% of students participating in this comprehensive study of
New Zealand universities reported concerning levels of alcohol consumption (Kypri et
al., 2008). Participants reported blackouts, hangovers and vomiting as common
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negative consequences of excessive alcohol consumption, with aggression, arguments
and unprotected sex also being recorded at alarmingly high levels (Kypri et al., 2008).
In Australia, research has shown similar issues with young peoples’ alcohol
consumption. Between 1994 and 2004, an estimated 2,643 young people in Australia
aged between 15 years and 24 years died as a result of alcohol-related illness and
injury (Chikritzhs & Pascal, 2004).
The excessive consumption of alcohol by youths is problematic in both Australia and
New Zealand. This excess consumption continues to result in negative social and fiscal
consequences for both countries. Empirical research into the influences on youth
consumption behaviour would be highly advantageous in identifying potential areas of
focus for reducing these negative consequences.
This section has discussed the justification for this research, and presented the
influences on youth alcohol consumption as a valuable avenue for research. The New
Zealand Government is currently considering introducing higher tax levels on alcohol
as well as placing restrictions on the maximum percentage of alcohol allowed in some
beverages, mainly RTDs (Irwin & Shrive, 2010). Therefore it was of interest to
empirically investigate the effects of price and alcohol content on the consumption
decisions of youths. The testing of the price variable aimed to establish whether
young people would continue their current consumption behaviours even when the
price of their beverages was altered, or whether these changes in price would lead to a
change in consumption behaviour. The results of this will contribute to an
understanding of the effectiveness of the current and proposed government policies,
which heavily focus on price as a consumption behaviour control. The effects of
different levels of alcohol content were also tested and it was predicted that given this
excessive drinking culture, young people will purchase beverages with higher levels of
alcohol in order to reach their desired level of intoxication. This will provide evidence
as to the possible effectiveness of the proposed law changes that would restrict the
levels of alcohol content allowed in specific beverages. The next section in this
chapter, section 1.3 will present the research question, which has been formulated
using these variables.
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1.3 The Research Question and Hypotheses
This dissertation is an original research piece, conducted for a 60 point, six month
Master of Business dissertation. It has empirically tested the effects of price and
alcohol content1 on the consumption behaviour of youths. As discussed in section 1.2,
it was of interest to investigate whether changing the price of a beverage, or the level
of alcohol contained in that beverage, would affect the consumption levels of young
people.
The research question for this study has therefore been phrased as follows:
“What are the effects of changes in price and alcohol content on the levels of alcohol
purchased by young people in Australia and New Zealand?”
An experiment was conducted to address this research question. Four hypotheses
were formulated. These hypotheses were:
H1a: Price will have an effect on the expected amount of alcohol purchased by young
people in New Zealand.
H1b: Price will have an effect on the expected amount of alcohol purchased by young
people in Australia.
H2a: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in New Zealand.
H2b: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in Australia.
Two of these variables tested the influence of price on the expected amount of alcohol
purchased and two tested the influence of alcohol content on consumption behaviour.
The experiment was conducted in Australia and New Zealand and each variable was
tested in both countries. RTDs were selected for testing as they are popular amongst
young people, and are the focus of much media and government attention (Alcohol
Healthwatch, 2004; Irvine & Shrive, 2010). ‘Expected purchase’, or number of bottles
the respondent would purchase under the given conditions was tested. For the

1

‘Alcohol content’: a measure of the amount of alcohol (ethanol) contained in a beverage. Expressed
as a percentage of the total volume of the beverage.
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purposes of this dissertation, the term ‘expected purchase’ is used interchangeably
with ‘expected consumption’.
This dissertation concludes that changing the price of alcoholic beverages does not
influence the consumption behaviour of young people in New Zealand or Australia.
Further, it concludes that changing the percentage of alcohol contained in alcoholic
beverages does not have an effect on the alcohol consumption behaviour of young
people in Australia, but does have an effect on this in New Zealand.

1.4 Outline of Dissertation Chapters
This section will briefly outline each of the five chapters of this dissertation. Chapter
One has introduced the background to the research. Further, it has justified the need
for this research and presented the research question and hypotheses.
Chapter Two presents the results of a review of literature, presenting a conceptual
background for this research. It begins with an overview of the social drinking culture
in New Zealand and then proceeds to a summary of the reviewed literature. The
chapter concludes by discussing the research opportunity identified through this
literature review.
The methods used for data collection and analysis are discussed in depth in Chapter
Three. This chapter explains and justifies the methodology of this research. It covers
the pre-testing procedures, survey formulation and distribution, and ethical
considerations.
Chapter Four presents the findings of the experiment. It discusses the data coding and
entry methods, checking procedures and statistical analysis techniques used. This
chapter concludes by presenting the results of the experiment as they relate to each
hypothesis.
The concluding chapter, Chapter Five discusses the managerial and theoretical
implications of the results presented in Chapter Four. The limitations of this research
are discussed and potential areas for future research are identified. The final section
provides the overall conclusions of this dissertation.
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Chapter 2: Literature Review

2.1 Introduction
As discussed in section 1.2, alcohol consumption by youths is becoming increasingly
problematic in New Zealand. The negative consequences of heavy alcohol
consumption by youths range from vomiting and memory loss, to car accidents, assault
and death (Alcohol Healthwatch, 2004). A review was undertaken to investigate the
academic literature surrounding alcohol consumption by young people. The reviewed
literature discussed five main topic areas; influences on alcohol demand and
consumption, government and public policy, the influence of price on consumption
and purchase behaviour, alcohol demand and consumption trends, and social
marketing. These topics will each be discussed in turn in the following sections.
Following this brief overview of the literature reviewed for this research, this chapter
will discuss the social drinking culture in New Zealand. It will then examine social
norms, and how these influence alcohol consumption behaviour. This chapter will
conclude with a discussion of the research opportunity identified through the
literature review, and the introduction of the research question which will guide this
research.

2.2 Drinking Culture in New Zealand
This section will provide an overview of the drinking culture in New Zealand, to provide
a basis for the following review of literature. Alcohol has become a part of New
Zealand society and excessive consumption and drunkenness have become an
accepted social norm (Alcohol Advisory Council of New Zealand, 2009). The Ministry of
Health’s 2007/2008 alcohol use survey indicated that eight in ten (85.2%) adults in
New Zealand has consumed an alcoholic beverage in the preceding year (Ministry of
Health, 2009). Studies have shown that the consumption of alcohol is generally an
accepted behaviour in modern society (Alcohol Advisory Council of New Zealand,
2009). Drinking is, for the most part a social activity, done in the company of others
(Fox & Marsh, 2000). Alcohol is the most commonly consumed recreational drug in
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New Zealand and drinking levels have remained relatively stable in recent years,
despite a high level of awareness surrounding excess alcohol consumption issues
(Alcohol Advisory Council of New Zealand, 2009; Easton, 2002).
The motivations for, and influences on, alcohol consumption levels have been
extensively studied over time. Researchers have suggested and analysed various
possible influences on alcohol consumption levels, including, but by no means limited
to, parental drinking, education, socio-economic status, media exposure and
advertising (Casswell, Stewart & Connolly, 1991). These studies have been included in
this literature review, in section 2.3. The following sections will discuss the reviewed
literature in depth.

2.3 Overview of Literature
A total of 81 articles were reviewed for this research. Upon reading these articles,
there were five main broad topic categories identified. Table 1 presents these
categories and the articles identified as belonging to each. The articles were grouped
according to their most dominant topic theme. Each of these categories and the
articles within them will be discussed in the following paragraphs.
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Table 1: Literature Review: Topic Categorisation
Topic category:
Influences on alcohol demand and
consumption

Influence and effectiveness of public policy on
alcohol purchase and consumption

Alcohol demand, consumption trends and
status.

Social marketing.

Article author(s) and years:
Banister, E. N. & Piacentini, M. G. (2006); Banister, E. N. & Piacentini, M. G.
(2008); Beccaria, F. & Sande, A. (2003); Beck, K. H. & Treiman, K. A. (1996);
Bobo, J. K. & Husten, C. (2000); Burns, W. J., Hampson, S. E., Severson, H. H.,
& Slovic, P. (1993); Casswell, S., Pledger, M., & Pratap, S. (2002); Caudwell, B.
D., & Marlatt, G. A. (1975); Coleman, L. & Cater, S. (2007); Cox, W. M. &
Klinger, E. (1988); Dave, D. & Saffer, H. (2008); Fox, K. & Marsh, P. (2000);
Gruenewald, P. J., Ponicki, W. R., Holder, H. D., & Romelsjo, A. (2006);
Gustafsson, N. K. (2010); Haines, M. & Spear, S. H. (1996); Hassan, L. M. &
Shiu, E. M. K. (2007); Hayward, K. & Hobbs, D. (2007); Kinard, B. K. &
Webster, C. (2010); Kubacki, K., Siemieniako, D., & Skinner, H. (2009);
Kuntsche, E., Rehm, J., & Gmel, G. (2004); Kypri, K. & Langley, J. D. (2003);
Lee, Y. G. & Abdel-Ghany, M. (2004); Liu, X. & Kaplan, H. B. (1996);
Measham, F. (2004); Nairn, K., Higgins, J., Thompson, B., Anderson, M., & Fu,
N. (2006); Newbury-Birch, D., White, M., & Kamali, F. (2000); Norman, P.,
Bennett, P., & Lewis, H. (1998); Pavis, S., Cunningham-Burlery, S., & Amos, A.
(1997); Piacentini, M. G. & Banister, E. N. (2006); Reis, J. & Riley, W. L.
(2008); Sande, A. (2002); Schlulenberg, J., O'Malley, P. M., Bachman, J. G.,
Wadsworth, K. N., & Johnston, L. D. (1996); Treise, D., Wolburg, J. M., &
Otnes, C. C. (1999); Weitzman, E. R., Nelson, T. F., & Weschler, H. (2003);
Yen, S. T. & Jensen, H. H. (1996).
Black, P. A. & Mohamed, A. I. (2006); Carpenter, C. S., Kloska, D. D.,
O’Malley, P., & Johnston, L. (2007); Chaloupka, F. J. (1993); Chaloupka, F. J.,
Grossman, M., & Saffer, H. (1998); Chaloupka, F. J., Grossman, M., & Saffer,
H. (2002), Chaloupka, F. J. & Wechsler, H. (1996); Chisholm, D., Rehm, J., Van
Ommeren, M., & Monteiro, M. (2004); Christie, J., Fisher, D., Kozup, J. C.,
Smith, S., Burton, S., & Creyer, E. H. (2001); Coate, D. & Grossman, M.
(1988); Cook, P. J. & Moore, M. J. (2002); Cook, P. J. & Tauchen, G. (1982);
Dee, T. S. (1999); Duarte, R. & Molina, J. A. (2004); Farrell, S., Manning, W.
G., & Finch, M. D. (2003); Grossman, M., Sindelar, J. L., Mullahy, J., &
Anderson, R. (1993); Kenkel, D. S. (2005); Laixuthai, A. & Chaloupka, F. J.
(1993); Markowitz, S., Kaestner, R., & Grossman, M. (2005); Meier, P. S.,
Purhouse, R., & Brennan, A. (2009); Measham, F. (2006); Mohr & Webb,
2005; Ornstein, S. I. & Hanssens, D. M. (1985); Pogue, T. F. & Sgontz, L. G.
(1989); Room, R. (1992); Room, R. (2004); Rose, P., Smith, S. T., & Segrist, D.
J. (2010); Smith, D. E. & Mitry, D. J. (2006); Stout, E. M., Sloan, F. A., Liang, L.,
& Davies, H. H. (2000); Wette, H., Zhang, J., Berg, R. J., & Casswell, S. (1993);
Wutzke, S. E., Shiell, A., Gomel, M. K., & Conigrave, K. M. (2001);Zhang, J. &
Casswell, S. (1999).
Blaylock, J. R. & Blisard, W. N. (1993); Casswell, S., Stewart, J., Connolly, G.,
& Silva, P. (1991); D’Allesio, M., Baiocco, R., & Laghi, F. (2006); Gual, A. &
Colom, J. (1997); Kypri, K., Langley, J. D., McGee, R., Saunders, J. B., &
Williams, S. (2002); Kypri, K., Paschall, M. J., Langley, J., Baxter, J., CashellSmith, M., & Bordeau, B. (2008); Levy, D. & Sheflin, N. (1985); Measham, F.
& Brain, K. (2005); Ritchie, C., Ritchie, F., & Ward, R. (2009); Smith, D. E. &
Skalnik, J. R. (1995); Smith, D. E., Solgaard, H. S., & Beckmann, S. C. (1999);
Webb, E., Ashton, C. H., Kelly, P., & Kamali, F. (1996).
Brannon, L. A. & Pilling, V. K. (2005); Darian, J. C. (1993); Piacentini, M. G. &
Banister, E. N. (2008); Wechsler, H., Lee, J. E., Kuo, M., Seibring, M., Nelson,
T. F., & Lee, H. (2002).

The articles in the first category discussed the influences on alcohol demand and
consumption. There were a large number of articles in this category. These
researched and reported on different motivations for consumption decisions. Some of
the discussed motivations were parental influences, the context within which the
consumption was taking place, perceptions of peer consumption, the age at which the
subject started consuming alcohol and the subjects’ level of education (Beck &
Treiman, 1996; Casswell, Pledger & Pratap, 2002; Haines & Spear, 1996). Casswell et
al. (2002) investigated many different predictors of future drinking levels in a
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longitudinal study of young people aged 18 to 26 years in New Zealand. This study
found that such factors as ease of access to alcohol, a lack of education and the age at
which young people started consuming alcohol could significantly impact upon
consumption behaviour. A study in the United Kingdom investigated the motivations
for alcohol consumption by youths using interviews and focus groups and found that
the rationalisation of the behaviour and the perceived benefits of drinking excessively
significantly influenced the amount young people would consume (Banister &
Piacentini, 2006). Interestingly, this study found that the participants considered
alcohol to be such an important aspect of their lives that they were happy to deal with
the negative consequences of excessive consumption (Banister & Piacentini, 2006).
A highly prominent theme within these articles was the effects of social norms on
consumption behaviour. A large number of the articles reviewed investigated these
effects (Beccaria & Sande, 2003; Beck & Treiman, 1996; Fox & Marsh, 2000; Haines &
Spear, 1996; Kubacki, Siemieniako & Skinner, 2009; Kypri & Langley, 2003; Neal,
Quester & Hawkins, 2006; Piacentini & Banister, 2006; Sande, 2002; Treise, Wolburg &
Otnes, 1999). The literature focussing on social norms and their effects on
consumption behaviour will be further expanded upon in section 2.4, as this will
provide the basis for the development of the research question and hypotheses for
this paper.
Government and public policy options and effectiveness formed the basis for many of
the articles reviewed. These papers looked at various public policy options and
investigated the effects of these policies on consumption. Government and public
policy studies included such policies as ‘zero tolerance’ for drunk driving offences,
minimum legal ages, restricted sales policies and advertising limits or bans (Carpenter,
Kloska, O’Malley, & Johnston, 2007; Chisholm, Rehm, Van Ommeren, & Monteiro,
2004; Measham, 2006). Minimum age laws were found to have a significant influence
on the consumption behaviour of young people, with younger consumers drinking
more alcohol where the minimum age laws were lower (Carpenter et al., 2007).
Additional methods, such as a focus on healthy living and improvements in national
education levels were also suggested within this category (Duarte & Molina, 2004).
Pricing policies were also the subject of many articles. The majority of these discussed
the effectiveness of taxation as a control policy, but this category also included
16

discussion around other consumption control methods such as minimum pricing
restrictions (Black & Mohamed, 2006; Chaloupka, 1993; Chaloupka, Grossman &
Saffer, 1998; Cook & Tauchen, 1982; Smith & Mitry, 2006).
Most of these pricing policy articles focussed on the price elasticity of alcohol. In other
words, the researchers investigated how sensitive consumers are to changes in the
price of alcohol. Consumption of a good, in general, is expected to rise as price falls
and vice versa (Chaloupka, Grossman, & Saffer, 2002). Research included in this
literature review generally aligns with this theory, suggesting that increases in the
price of alcohol will lead to decreases in purchase and consumption levels (Chaloupka,
1993; Chaloupka et al., 1998; Chaloupka et al., 2002; Chaloupka & Wechsler, 1996;
Christie et al., 2001; Cook & Moore, 2002; Cook & Tauchen,1982; Grossman, Sindelar,
Mullahy & Anderson, 1993; Kenkel, 2005; Levy & Sheflin, 1985; Ornstein & Hanssen,
1985; Pogue & Sontz,1989; Rose, Smith & Segrist, 2010; Smith & Mitry, 2006; Wette,
Zhang, Berg & Casswell, 1993).
Cook and Tauchen (1982) found that increases in the price of alcohol would not only
reduce consumption levels, but would also reduce the number of deaths caused by
alcohol-induced liver disease. A 2010 study surveyed American undergraduates to
look at the relationship between student frugality and alcohol consumption levels
(Rose et al., 2010). The results showed that students who were more reluctant to
spend money purchased less alcohol. The authors note that there is evidence
indicating that consumers are sensitive to alcohol price and will alter their
consumption according to price changes (Rose et al., 2010). Much of the literature
reviewed for this paper discusses alcohol prices as being relatively elastic in nature,
meaning that consumers are price sensitive.
There does exist, however, some discrepancy in the actual effects of price changes on
consumption behaviour. Zhang and Casswell (1999) discuss substitution effects,
whereby when the price of one type of alcohol increases, consumption of another type
may increase. This study found that price elasticity’s or sensitivities vary between
spirits, beer and wine, and suggest spirits are more inelastic in nature. In other words,
consumers are not as sensitive to the price of spirits as they are to the price of beer
and wine, suggesting that their consumption levels will not be as affected by changes
in price. Meier, Purshouse and Brennan (2009) suggested that pricing policies can
17

have very different effects on different groups of consumers. This indicates that the
influence of price on consumption behaviour is not the same between social and
consumer groups. Measham (2006) and Room (1992) also suggest that the
effectiveness of government and public policies, including pricing policies, varies
depending on the social context and culture to which they are being applied. Room
(1992) states that policy makers must consider that the act of drinking to the point of
inebriation has a cultural significance which is solidified in society. These studies
suggest that price influences different consumers in differing ways. It is generally
assumed, under economic theory that as the price of alcohol rises, consumption will
decrease (Chaloupka et al., 2002). However, these studies suggest this may not always
be the case.
The third topic category, alcohol demand and consumption trends was made up of
articles which looked at the status of alcohol consumption in a particular geographic
area, or within a specific group of people in society. Blaylock and Blisard (1993), for
example, looked specifically at the consumption of alcohol by women, suggesting that
location, race, age, income, pregnancy, health, and smoking behaviour are the most
important determinants on the alcohol consumption decisions of women. Other
studies looked at binge drinking behaviours in universities within Italy (D’Alessio,
Baiocco & Laghi, 2006) and Great Britain (Measham & Brain, 2005). These articles
were quite varied in nature, but all focussed on one specific area or social group. The
changing nature of alcohol consumption in Europe to a more problematic behaviour
was the topic of discussion for several articles (D’Alessio et al., 2006; Smith & Skalnik,
1995; Smith, Solgaard & Beckman, 1999; Webb, Ashton, Kelly & Kamali, 1996).
The articles in the final topic category investigated alcohol consumption behaviour and
the influences of social marketing strategies. These articles examined ways to reduce
problem drinking through the use of social marketing strategies. This group of papers
found varying results, but the majority found difficulty in applying a general social
marketing campaign to a young population, where consumers behaved quite
differently under various circumstances (Brannon & Pilling, 2005; Darian, 1993).
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2.4 Social Norms
A review of literature surrounding the topic of this dissertation, specifically the levels
of alcohol consumption by young people, has revealed the frequent use of social norm
theory to understand and analyse drinking behaviour. Many of the articles reviewed
for this research referred to and examined the effects of social norms on alcohol
consumption behaviour (Beccaria & Sande, 2003; Beck & Treiman, 1996; Fox & Marsh,
2000; Haines & Spear, 1996; Kubacki et al., 2009; Kypri & Langley, 2003; Neal et al.,
2006; Piacentini & Banister, 2006; Sande, 2002; Treise et al., 1999). This was
particularly prevalent in the topic category which looked at the motivations for alcohol
consumption. Social norms can be defined as, “general expectations about behaviours
that are deemed appropriate for all persons in a social context” (Neal et al., 2006, p.
652). Norms will influence a person’s perception of appropriate and expected
behaviour in the company of others (Neal et al., 2006).
Norms can influence alcohol consumption due to the social nature of drinking; they
define the behavioural expectations (Beck & Treiman, 1996). Fox and Marsh (2000)
suggest that drinking has always been a social behaviour and is influenced by selfimposed controls, or norms. Researchers have looked at the perception of social
norms and how these influence drinking behaviour, particularly in young people
(Haines & Spear, 1996; Kypri & Langley, 2003; Treise et al., 1999). Young people
especially, model their drinking on that of their peers, which they consistently overestimate (Beck & Treiman, 1996). Evidence has shown that the frequent overestimation of social norms, where subjects believe their peers to be consuming more
than they actually are, can increase the consumption levels of the subjects themselves
(Haines & Spear, 1996; Kypri & Langley, 2003; Treise et al., 1999).
It is also important to look at social norms when analysing youth drinking behaviour
due to the relationship which clearly exists between norms and ritual behaviour. For
the purposes of this paper, rituals are defined, “A type of expressive, symbolic activity
constructed of multiple behaviours that occur in a fixed, episodic sequence, and that
tend to be repeated over time” (Rook, 1985, p. 252). They are scripted, in that there
are certain accepted ways and methods of performing each ritual, and in general are
repeatedly performed by cultures and societies (Rook, 1985). Both rituals and norms
set guidelines for accepted behaviours (Kypri & Langley, 2003; Rook, 1985). Treise,
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Wolburg and Otnes (1999) discuss the four typical components of rituals, and how
these are applied to drinking behaviour. Drinking requires an artifact (the alcohol
itself), a script (rules about who can and cannot drink legally, when and where the
drinking will occur, agreements about transportation to and from the places where
drinking occurs), a performance role (how to drink, how many drinks to consume, how
to behave while drinking), and an audience (peers, bartenders, campus personnel).
Both norms and rituals provide behavioural guidelines and rules for consumption (Neal
et al., 2006; Rook, 1985). A relationship between norms and rituals is evident through
their definitions and the way they are utilised and discussed in academic literature.
The definitions of both rituals and norms contain elements of each other. This
relationship is important for the purposes of this research, due to the impact of social
norms and rituals on consumption levels.
Many different types of rituals involving drinking are used in the everyday lives of New
Zealanders. These include coming-of-age ceremonies, such as birthday parties at 18
or, more traditionally, 21 years of age, which are also discussed as ‘rite of life’ or ‘rite
of passage’ rituals (Beccaria & Sande, 2003; Fox & Marsh, 2000). Many important life
stages are celebrated with set life-cycle rituals, using alcohol, including weddings,
birthdays, graduations and job achievements (Beccaria & Sande, 2003; Fox & Marsh,
2000). Looking specifically at weddings for example, these provide many occasions for
consumption, which regularly lead to excess (Fox & Marsh, 2000). The engagement is
often celebrated with an engagement party; the bride and groom frequently celebrate
entering into the marriage through a ‘hen’ and ‘stag’ night; and then the wedding itself
is traditionally followed by a ‘reception’, where toasts are made and alcohol is
consumed in celebration (Fox & Marsh, 2000). Each stage of the marriage involves a
consumption ritual (Fox & Marsh, 2000). Festive rituals include such occasions as New
Year’s Eve, where the coming of a new year is often celebrated through alcohol
consumption (Beccaria & Sande, 2003). A majority of celebrations and events involve
drinking.
A ritual type which is important to note and discuss, due to the problems associated
with them, is drinking games. The use and frequency of these games vary greatly
between cultures, but in New Zealand, it is particularly common for teens and young
adults to participate in such activities. Beccaria and Sande (2003) suggest that
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intoxication has a ‘dualistic’ effect on consumers, both as a chemical effect on the
brain and as symbolic functions in society. People participate in these drinking games
for a variety of suggested reasons, including for social acceptance, a release from the
ties of daily life, and to help them transition to a new stage in their lives (Beccaria &
Sande, 2003). Drinking games are widely accepted and are comprised of set ‘rules’ and
expectations (Beccaria & Sande, 2003). Most studies included in this review which
looked at the drinking behaviours of people enrolled in tertiary or college study,
looked at drinking games as a major contributing factor to excessive alcohol
consumption (Beccaria & Sande, 2003; Beck & Treiman,1996; Piacentini & Banister,
2006; Treise et al., 1999).
Many of these discussed rituals lead to the consumption of alcohol above and beyond
recommended levels, contributing to the aforementioned fiscal costs and negative
externalities. For the purposes of this study, due to space constraints, discussion
around the different types of rituals has been brief and condensed, however it is clear
that rituals play a large part in the drinking culture of New Zealand, and certainly
contribute to the problems it continues to experience as a result of excess
consumption. In this research, social norms are expected to affect the consumption of
alcohol by youths in that the desire to get intoxicated will mean that price has little
effect on consumption. Social norms and rituals will also affect the alcohol content
variable studied in this research, in setting expectations for consumers when drinking
in a social context. Social norms and rituals not only influence the amount people
drink, but it is expected that they will influence the alcohol content levels which
consumers choose to drink. Consumers will choose beverages which contain higher
levels of alcohol in order to become inebriated more quickly.

2.5 Research Opportunity
This research examined the effects of changes in price and alcohol content on the
expected alcohol consumption of youths, from a marketing perspective. The study will
be undertaken in New Zealand and Australia. In the extensive literature review
performed for this paper, no studies were found which fulfilled the aims of the
research at hand. Two studies were identified which looked at price effects alone on
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consumption within a New Zealand context, but these contained no reference to the
possible influence of alcohol content on consumption, and were not written from a
marketing perspective (Wette et al., 1993; Zhang & Casswell, 1999). Furthermore, no
studies at all were located which looked specifically at the influences of alcohol
content on consumption. There is no literature which provides evidence to indicate
what effects increases in the level of alcohol content in a beverage will have on
consumption. The lack of literature on this research topic, combined with the
anecdotal evidence in section 1.1, supports the need for this study. This empirical
examination of the influence of changes in price and alcohol content on youth alcohol
consumption behaviour will contribute significantly to knowledge of the effectiveness
of public policy and social marketing strategy.
This research will be valuable in a number of ways. Heavy drinking by youths is, as has
been discussed in this paper, detrimental to both the consumers themselves and
society in general through the plethora of negative consequences associated with this
behaviour. Social norm theories have been discussed in terms of their influences on
the two variables being researched, price and alcohol content. Identifying the
influences of these variables on youth consumption could potentially assist in social
marketing and government policy decisions, to curb problematic youth drinking and
reduce the fiscal and social costs involved with it.
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Chapter 3: Methodology

3.1 Introduction
This chapter will discuss and justify the methods used in conducting the experiment to
investigate the four hypotheses. The research question and hypotheses, introduced in
section 1.3, will first be presented and discussed. Following this, the pre-testing
procedures used to formulate the final survey will be explained. The survey and
experiment procedure will then be discussed, including the variable selection and
identification, the sample size for the experiment and the treatment groups
formulated to test the different hypotheses.

3.2 Research Questions and Hypotheses
This research aimed to establish whether price and alcohol content had an effect on
the levels of alcohol consumption expected by youths. A literature review indicated
that young people drink to get intoxicated, due to the perceived benefits of this
state. The act of drinking to excess was suggested to be a generally accepted social
norm in New Zealand society in this literature review. This indicates that price is
likely to have minimal effects on consumption behaviour, as young people drink to
get drunk and will pay to achieve this. This social norm also indicates that changes in
alcohol content are likely to affect consumption behaviour, in that young people
want to purchase beverages with more alcohol in them, to achieve their desired
intoxicated state faster. In addition, proposed law changes by the New Zealand
Government would mean an increase in the price of alcohol, and the implementation
of maximum alcohol content limits on alcoholic beverages (Irwin & Shrive, 2010). For
these reasons, price and alcohol content were selected as the variables for this
research. The research question posed was:
“What are the effects of changes in price and alcohol content on the levels of alcohol
purchased by young people in Australia and New Zealand?”
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The hypotheses for the experiment were as follows:
H1a: Price will have an effect on the expected amount of alcohol purchased by young
people in New Zealand.
H1b: Price will have an effect on the expected amount of alcohol purchased by young
people in Australia.
H2a: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in New Zealand.
H2b: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in Australia.
The following sections will discuss the experiment methods used to test these
hypotheses, and will justify the reasons for these decisions.

3.3 The Experiment
This section will discuss the experiment which was conducted to empirically assess the
proposed relationship between the alcohol content and price variables, and the
alcohol consumption levels of youths. The experimental design, pre-testing
procedures, variable selection and sample size considerations will each be discussed in
turn. This chapter will conclude by explaining the eight different treatments used to
test the aforementioned hypotheses.

3.3.1 Design of Experiment
An experiment was conducted to test the four proposed hypotheses, as stated in
section 3.2. Experiments are more useful than other research techniques, such as
descriptive or exploratory research, because unlike these techniques, they are able to
provide evidence towards causal relationships (Churchill & Iacobucci, 2002). A causal
relationship cannot be proven, but an experiment can provide evidence of this
relationship due to the control the researcher has in the experiment (Churchill &
Iacobucci, 2002). In other words, they are able to provide evidence that a specified
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condition, or treatment, produces an observed effect, as the experimenter can
manipulate the conditions to achieve this (Churchill & Iacobucci, 2002). An
experimental design is being used for this research for this reason, so that a causal
relationship between the two variables, price and alcohol content, and the
consumption levels of young people can be investigated.
The experiment in this dissertation uses a true experimental design, with surveys being
randomly assigned to sample populations, containing different treatments to test the
hypotheses. This randomisation is what makes a true experimental design, meaning
the researcher has an opportunity to assign test groups a survey randomly, making
these more reliable than pre-experimental designs (Churchill, 1999). Experimental
designs are increasingly common in the business discipline, and are useful in assessing
responses to given treatments (Hair et al., 2010).
Subjects were given surveys which set a scenario to consider. A copy of the actual
survey used is available in Appendix B of this document. The scenario asked the
subjects to imagine that they were going to purchase ‘Brand X’, an RTD (Ready-ToDrink) beverage. RTDs were selected, as they are popular among young people, as
discussed in section 1.1. These RTD bottles were set at 330 millilitres in volume
through initial pre-testing (section 3.3.2 will discuss these procedures). Different
versions of the survey contained the same scenario, but varying price and alcohol
content levels in order to assess the effect of these on their expected consumption.
There were eight different survey versions in total, each implementing a different
treatment. These treatments will be discussed in detail in sections 3.3.2 and 3.3.4.

3.3.2 Pre-testing
Pre-testing was employed to formulate the treatments used in the surveys to be
handed out. Semi-structured pre-test interviews were conducted. A copy of the
questions asked in these interviews is available in Appendix A. These checks were
conducted with seven subjects in each country who fit within the target population of
youths aged 18 to 25 years. In these interviews, participants were asked questions to
establish their expectations in regards to the price of RTDs, the alcohol content of an
RTD and the volume of the RTD canister. For the two variables to be altered, price and
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alcohol content, it was necessary also to establish the upper and lower expected limits
to develop the surveys. In other words, what were the highest prices respondents
would expect to pay for an RTD, and what were the lowest? What was the highest
percentage of alcohol content respondents would expect to find in an RTD and what
was the lowest? These contributed to setting the varying levels of both price and
alcohol content in the surveys for the main experiment.
Participants in these pre-test interviews were given an information sheet (available in
Appendix A) and time to read over this and ask any questions. They were then asked if
they were happy to participate in the interview, and given a consent form to sign if
they were.
The subjects were asked to state their expectations as to the volume of a typical RTD
beverage in millilitres. These results were calculated, and it was found that consumers
expect RTDs to be approximately 330 millilitres in size; this was the figure used in the
final scenarios. They were then asked how much they would expect to pay for an RTD,
and the highest and lowest prices they might expect to pay. In other words, if the
respondent were to go into a liquor store to purchase RTDs, what would be the highest
price they would reasonably expect to pay, and what would be the lowest. The
expected price levels were averaged out and calculated per bottle. To establish
alcohol content expectations, subjects were then asked to state what percentage of
alcohol they would expect to find in a typical RTD beverage, and then the highest and
lowest alcohol percentages they would reasonably expect to find. These results were
combined and the averages calculated to establish an expectation for each variable for
use in the main experiment.
The final surveys tested four different levels of each variable; high, mid-high, mid-low
and low. One variable was altered, whilst the other was held steady to assess the
effects of each variable individually. This section will now briefly discuss how the
figures for the treatments were formulated from these pre-test procedures; a
thorough explanation of these treatments is given in section 3.3.4. The Australian and
New Zealand interview responses were calculated separately. The price respondents
indicated that they would normally expect to pay per RTD, and the percentage alcohol
respondents stated they would normally expect to find in an RTD, was averaged to
identify ‘base’ levels for these variables. The base prices were found to be $4 in New
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Zealand, and $5 in Australia, while the base alcohol level was 6%. These figures were
used to calculate the four treatment levels for each variable, in each country, as used
in the final surveys.
The upper and lower limits were then calculated through averaging the results of the
interview responses related to each level. These responses formed the upper, or ‘high’
and lower, or ‘low’ figures for use in the final surveys. The ‘mid-high’ and ‘mid-low’
treatment levels were then calculated by finding a mid-point between the calculated
base level of each variable, and the upper and lower limits as indicated by the
interview responses. The final treatment levels for each variable were applied as
shown below; in order each shows the low, mid-low, mid-high and then high figures of
each variable, used to formulate the surveys:
Alcohol content New Zealand: 4%, 5%, 10%, 14%.
Alcohol content Australia: 4%, 5%, 7%, 8%.
Prices New Zealand (per RTD bottle): $3.00, $3.50, $4.50, $5.00.
Prices Australia (per RTD bottle): $3.90, $4.40, $5.20, $5.40.
In addition to the aforementioned pre-test interviews, two liquor outlets were visited
to note the prices, alcohol content percentages and volumes of RTDs available for
purchase. These results were also averaged and checked against the pre-test
interview results.
These field observations also assisted in the formulation of other survey figures,
including the outcome variable, expected consumption. The number of bottles
available for purchase, or the pack variations, were observed and used in the final
survey. In other words, these observations were used in how many bottles
participants could select to purchase under the given scenario. These were numbers
that were actually available for purchase. For example, a 3-pack is not a pack variation
commonly found in liquor outlets, but a 4-pack of RTD bottles is.
The final scenario set for the surveys was worded as follows:
“Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
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Brand X is (x%) alcohol. How much of Brand X will you buy?”
The (x%) is the percentage of alcohol contained in the hypothetical beverage, which
was set at a specified level, as discussed above. Participants were then given options
for how many RTDs they would purchase, and asked to tick one. The price per RTD
was given with these options. Price was set at a specified level, as has been discussed
in this section. The price figures for the differing pack sizes was calculated by taking
the price per RTD bottle and multiplying it by the number of bottles in each pack
variation. For example, where price was set at $5, a 4-pack was set at $20, a 6-pack
was set at $30 and so on. The actual surveys distributed are available in Appendix B
for reference.
Another purchase option was also included for testing in the surveys. As discussed in
section 1.1, anecdotal evidence suggests that young people may substitute 40 ounce
bottles and mixers for RTDs where the 40 ounce bottles are relatively cheaper. This
may also be because they contain higher alcohol contents, and allow the consumer to
mix their own drink and therefore speed up the intoxication process. For these
reasons, a 40 ounce bottle of spirits, with two mixers was included as an option for
participants. The price of a 40 ounce bottle of spirits, plus mixers, was determined
through these field observations. A 40 ounce bottle of a standard spirits brand was
found to cost approximately $35.00 in New Zealand, and $40.00 in Australia. The price
of the mixers was set at $7.00 for two mixers, in both countries. These prices were not
altered between treatment groups. RTDs are a major focus of Government policy,
particularly in increasing taxation, so the aim of this was to test what happens when
the price or alcohol content levels are changed on the purchase of 40 ounce bottles.

3.3.3 Sample
This research was conducted in both New Zealand and Australia. It was decided to
perform the research in both countries due to an interest in how the different tax
levels, and therefore price levels, may impact upon the expected purchase levels of
alcohol by youths. New Zealanders currently pay approximately $45 per litre of
spirits in tax, for example, while Australians pay over $62 in tax per litre of spirits
(Distilled Spirits Industry Council of Australia, 2006; The Distilled Spirits Association of
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New Zealand, 2009). With the significant price differences between the two
countries comes the opportunity to assess whether the different initial price
expectations for alcohol will influence the effect price has on purchase intention.
The base price determined by the pre-test interviews, was higher in Australia than in
New Zealand, $5 per RTD bottle, compared with $4 in New Zealand, due to the
aforementioned higher taxes on alcohol in Australia. It was of interest to investigate
whether these higher expected prices would influence the intended alcohol purchase
levels of young people.
The surveys were completed by subjects at Auckland University of Technology in New
Zealand, and at Bond University in Australia. These universities were selected as a
representative of the general youth population, as they were convenient for sampling
and permission was granted in both locations. Classes of undergraduate consumer
behaviour students were surveyed as these were compulsory marketing topics, thus
decreasing any bias that more specialised students may have. A full explanation of the
method used for the completion of the surveys is available in section 3.3.5.
The statistical analysis of the final survey results was selected to be a Pearson Chisquare analysis, which compares categorical data. A full explanation of this process is
provided in section 4.6. The sample size for a Chi-square is difficult to determine,
generally an expected count of 1 to 5 per cell is considered optimal for analysis
(Churchill & Iacobucci, 2002). This was difficult in this research, as it could not be
predicted how many beverages that participants would purchase under each
treatment, so the expected count of these cells could not be guaranteed. Following
discussions with the supervisors of this dissertation, and their senior colleagues in the
Business faculty, it was decided that this research would aim to get 150 completed,
valid surveys in total for analysis.

3.3.4 Treatments
Eight different treatments were applied in this experiment, testing subject responses
to differing proposed price and alcohol content levels. These treatment groups hold
one variable stable, whilst altering the other to gain an idea of the effects of each
variable individually. Table 2 describes and summarises these treatment groups. Table
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3 provides exact details for these treatment levels, as administered in the final
experiment.
Table 2: Treatment Groups: Explanation of Each Treatment
Treatment:

Description:
‘Low’ level. Subjects given scenario where alcohol content remains at the base level and price

1

is reduced further than treatment 2, to the ‘low’ (lowest) level, determined through the pretest procedures.
‘Mid-low’ level. Subjects given scenario where alcohol content remains at the base level and

2

price is reduced to the ‘mid-low’ level (a price mid-way between the base level and the ‘low’
level in treatment 1), determined through the pre-test procedures.
‘Mid-high’ level. Subjects given scenario where alcohol content remains at the base level and

3

price is raised to a ‘mid-high’ level (mid-way between the base level and ‘high’ level in
treatment 4), determined through the pre-test procedures.
‘High’ level. Subjects given scenario where alcohol content remains at the base level and price

4

is raised to the highest test level (higher than in treatment 3), determined through the pre-test
procedures.
‘Low’ level. Subjects given scenario where price remains at the base level and alcohol

5

content is reduced (further than treatment 6), to the ‘low’ (lowest) level, determined through
the pre-test procedures.
‘Mid-low’ level. Subjects given scenario where price remains at the base level and alcohol is

6

reduced to the ‘mid-low level’ (a figure mid-way between the base level and the lowest level in
treatment 5), determined through the pre-test procedures.
‘Mid-high’ level. Subjects given scenario where price remains at the base level and alcohol

7

content is raised to a ‘mid-high’ level (mid-way between the base level and ‘high’ level in
treatment 8), determined through the pre-test procedures.
‘High’ level. Subjects given scenario where price remains at the base level and alcohol content is

8

raised to the ‘high’, or highest, test level (higher than in treatment 7), determined through the
pre-test procedures.
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Table 3: Treatment groups: Exact figures
Treatment Group
SPSS Code

Price Level (Price per RTD)

Alcohol Content Level (Percentage Alcohol
Contained in RTD)

Australian
Price

Alcohol
Content
Level
(Compared
with
Control)

New
Zealand
Alcohol
Content

Australian
Alcohol
Content

$3.00

$3.90

Base Level

6%

6%

$3.50

$4.40

Base Level

6%

6%

Mid-High

$4.50

$5.20

Base Level

6%

6%

‘4’

High

$5.00

$5.40

Base Level

6%

6%

‘5’

Base Level

$4.00

$5.00

Low

4%

4%

‘6’

Base Level

$4.00

$5.00

Mid-Low

5%

5%

‘7’

Base Level

$4.00

$5.00

Mid-High

10%

7%

‘8’

Base Level

$4.00

$5.00

High

14%

8%

Price Level
(Compared
with
Control)

New
Zealand
Price

‘1’

Low

‘2’

Mid-Low

‘3’

These eight treatments tested the effects of changes in price or alcohol content on the
purchase levels of respondents. To achieve this, these treatments kept one variable
constant, whilst altering the other. Four survey versions set price at the control level
whilst altering the alcohol content figures and the other four set the control alcohol
content level and altered the prices. Each variable was set at a ‘high’, ‘mid-high’, ‘midlow’ and ‘low’ level through these different versions. Treatments ‘1’, ‘2’, ‘3’ and ‘4’
held alcohol content constant whilst altering the price figures. Treatments ‘5’, ‘6’, ‘7’
and ‘8’ held price at the control level while changing the alcohol content figures. The
figures for each treatment were set through pre-testing procedures, see section 3.3.2.

3.4 Method
The surveys were completed at Bond University in Australia, and Auckland University
of Technology in New Zealand, in September, 2010. Permission was gained from both
universities, and access was granted to undergraduate students.
Participants were contacted in class, through their lecturer. Participants were told
prior to the date of collection that the surveys would be taking place in class. All
participants were given information sheets before the survey was administered and
time to read these. The information informed participants that they were not under
any obligation to participate whatsoever, and that participation in this experiment
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would not affect their course in any way, positive or negative. It also acknowledged
that the information being collected, regarding alcohol consumption and purchase
behaviour, could be seen as sensitive information to some participants, and if
participants felt uncomfortable in participating, they were completely able to opt out
simply by not filling in the survey.
The information sheet also identified the criteria for inclusion in the survey.
Participants were eligible to complete the survey if they were alcohol consumers
(abstainers were not requested to complete a survey as this study focussed on those
who do consume alcohol) between 18 years and 25 years of age. Students who were
employed in a bar or liquor outlet at the time of the survey were not asked to
participate, to reduce the risk of any skew resulting from a more extensive knowledge
of alcohol pricing systems. The information sheets described the purpose for the
research, and how the surveying would take place. They expressed that the
completion and returning of the survey in class would constitute permission to be
included in this research. A copy of these information sheets is available in Appendix B
of this document.
In the surveys, the treatments were applied through a set scenario, which asked
respondents to consider how many bottles of ‘Brand X’ RTD, a standard RTD brand
containing an alcoholic spirits and a mixer, they would buy at a specified price level,
with a specified percentage of alcohol content. The purchase options were; 1 bottle, 4
pack, 6 pack, 8 pack, 10 pack, 12 pack, 15 pack, 18 pack and 24 pack. Participants
could also choose to purchase a 40 ounce bottle of spirits with two mixers instead.
The specific levels for each variable (price and alcohol content) were selected through
pre-testing, see section 3.3.2 for an in depth explanation of how these figures were
determined. Four levels, or figures, were determined for each variable.
On the day of administering the survey, these information sheets were read to all
students, to ensure a thorough understanding of them, and an opportunity to ask any
questions was given. The surveys were then randomly assigned to students. The
surveys were collated in numerical order, from version one to version eight, in a pile,
to ensure an even distribution of each version. Participants were given time to
complete and return the surveys in class. Anonymity of their answers was assured, as
participants were not requested to write their name on their survey or identify
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themselves in any way other than basic demographic information. Once collected by
the lecturer, the surveys were given to the researcher and it was not possible to know
who completed which survey, or which students chose to participate. The surveys
were collected and analyses; the next section of this document will detail the selected
statistical analysis technique.

3.5 Statistical Analysis
The statistical technique chosen to analyse the collected survey results was a Chisquare test. Chi-square analyses are useful for comparing categorical data, and
providing a robust analysis for relatively small sample sizes (Churchill & Iacobucci,
2002; Wild & Seber, 2000). Chi-square analyses test the ‘observed’ frequencies against
the ‘expected’ frequencies, or what you would expect to observe in a sample
representative of the target population (Churchill & Iacobucci, 2002). They are useful
for assessing whether patterns identified in frequency data are likely to be just random
or whether they may be for some more fundamental reason (Churchill & Iacobucci,
2002). This statistical analysis technique is ideal for this research, as the data collected
is categorical. The final analysis will compare treatment group (categorised from
treatment 1 to treatment 8) with expected purchase (1 bottle through to a 24 pack or
40 ounce plus mixers). A Pearson Chi-square test was used to test the four
hypotheses. Chi-square analyses are useful for examining categorical data (Wild &
Seber, 2000). The treatments focussed on each hypothesis, treatments one to four for
Hypotheses 1a and 1b, and five to eight for Hypotheses 2a and 2b, were compared
with the expected consumption levels indicated by each sample population under
those treatment conditions. The results of these analyses will be discussed in section
4.6.
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Chapter 4: Findings

4.1 Introduction
This chapter will discuss the results of the surveys that were administered in Australia
and New Zealand to empirically test the four hypotheses of this experiment which
were as follows:
H1a: Price will have an effect on the expected amount of alcohol purchased by young
people in New Zealand.
H1b: Price will have an effect on the expected amount of alcohol purchased by young
people in Australia.
H2a: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in New Zealand.
H2b: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in Australia.
It will begin by presenting the sample sizes and a profile of the respondents. It will
then examine the descriptive statistics and characteristics of the data set. The chapter
will conclude by addressing each hypothesis in turn, in relation to the results of the
Chi-square analyses performed to test them.
The purpose of this chapter is to display the results of the experiment, discussed in
Chapter 3. The next section of this paper, Chapter 5, will discuss the implications of
these findings.

4.2 Survey Responses
4.2.1 Sample Size
The surveys were conducted at Auckland University of Technology in New Zealand, and
at Bond University in Australia, in September 2010. They were completed within a two
week period and collected for analysis. In total, 172 completed surveys were
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collected. During the cleaning of the data set prior to analysis, 17 of these responses
were removed. This was mainly due to many respondents not fulfilling the
requirements for inclusion in the study, such as not being between 18 and 25 years of
age. Ultimately, 74 useable surveys were collected in New Zealand and 81 were
collected in Australia, with a total sample size of 155 responses included in the final
statistical analyses. For the statistical analysis technique used to interpret the data, a
Pearson Chi-square test, Churchill and Iacobucci (2002) recommend that the cells
being analysed should have an expected count of no less than 5, and none should have
a count less than 1. Discussions with the supervisors of this dissertation and senior
academic colleagues led to 150 responses being set as the goal sample size. With 155
responses total, this research fulfilled this set sample size.

4.2.2 Profile of Respondents
This section will discuss the demographic profiles of the survey respondents in New
Zealand and Australia. It will include a description of each population, Australian and
New Zealand participants, and will also compare the respondents from each
population. Respondents were asked to indicate their age, income range and gender.
Chi-square analyses compared each population, Australia and New Zealand, with the
expected purchase levels indicated within each sample. This information is only
provided for the responses included in the final data analysis, so it is a profile of all
valid responses. Table 4 shows the demographic information collected from
respondents and the results of a Chi-square test comparing each demographic variable
between the two sample populations.
A Pearson Chi-square test was also performed to assist to compare the two sample
populations, Australia and New Zealand, in their expected purchase survey answers, to
test for any statistically significant differences between the populations. These results
will be discussed in section 4.3.
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Table 4: Profile of Respondents
Comparison:

Population:
New Zealand
% of
Count
total

Australia
% of
Count
total

Total
Count

% of
total

Gender
Male

27

36.5

36

44.4

63

40.6

Female

47

63.5

45

55.6

92

59.4

Total

74

100.0

81

100.0

155

100.0

Pearson Chisquare
Value
Sig.
1.015

.314

36.170

.000*

20.879

.004*

Age
18

0

0

25

31.2

25

16.1

19

18

24.3

19

22.6

37

23.9

20

20

27.0

17

21.5

37

23.9

21

17

23.0

4

6.5

21

13.5

22

7

9.5

4

5.4

11

7.1

23

3

4.1

4

4.3

7

4.5

24

5

6.8

7

7.5

12

7.7

25

4

5.4

1

1.1

5

3.2

Total

74

100.0

81

100.0

155

100.0

$0 - $5,000

23

31.1

38

46.9

61

39.4

$5,0001 - $10,000

20

27.0

24

29.6

44

28.4

$10,001 - $15,000

13

17.6

7

8.6

20

12.9

$15,001 - $20,000

8

10.8

2

2.5

10

6.5

$20,001 - $25,000

4

5.4

0

0.0

4

2.6

$25,001 - $30,000

2

2.7

3

3.7

5

3.2

$30,000 +

1

1.4

7

8.6

8

5.2

Prefer not to say

3

4.1

0

0.0

3

1.9

Total

74

100.0

81

100.0

155

100.0

Income

* P < 0.05

4.2.2.1 New Zealand Respondents
The above table provides an overview of the demographics of all survey participants.
In total, there were 74 valid responses collected from New Zealand participants. Of
these 74 responses, there were more female than male respondents, 47 females
(63.5%) compared with 27 males (36.5%). The age of participants ranged from 19 to
25 years. There were no 18 year old participants from New Zealand. This could have
been because the surveys were conducted in second year classes at the Auckland
University of Technology. The mean, or average, age of respondents in New Zealand
was 20.84 years, with a median of 20 years of age. The respondents were mostly at
the younger end of the set 18 to 25 year age range. This was to be expected in
surveying undergraduate classes. Almost three quarters (74.3%) of respondents were
aged 19 to 21 years.
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The annual income of respondents from New Zealand was mainly between $0 and
$15,000 per year; 75.7% of participants indicated that they earned within this range.
As with age, a lower income is to be expected with a student population, as most
students are full-time at university. The number of people in each income range
decreased as the income ranges got higher. Only one person stated that they earned
above $30,000 per year. Three people declined to indicate their annual income.
4.2.2.2 Australian Respondents
There were 81 valid responses collected from Australian university students. As in
New Zealand, there were more female participants than males, with 45 females
(55.6%) and 36 males (44.4) responding. More females are enrolled in tertiary study in
both Australia and New Zealand than males, so this result could be representative of
this. Unlike New Zealand, however, 30.9% of Australian respondents were aged 18
years, the most in any age group. This is probably because the classes surveyed in
Australia were first year tertiary classes, so students have often come straight from
high school. There were also a relatively large number of 19 year old (23.5%) and 20
year old respondents (21%). The mean, or average, age of respondents from Australia
was 19.85 years.
Most Australian participants earned an annual income of $10,000 or less, with 62
participants (76.5%) earning within this range. No participants earned between
$20,001 and $25,000, this was the only income range from either country with no
responses. Interestingly, there were seven participants from Australia (8.6%) who
indicated an annual income of $30,000 or more.
4.2.2.3 Comparing New Zealand and Australian Respondents
A Pearson Chi-square test was performed for each of the demographic survey
questions; age, income and gender. The responses from each country were
compared, to identify any statistically significant differences between the respondents.
A Chi-square test comparing the gender responses between countries found no
statistically significant differences (Chi-square value = 1.015, p = .314). However,
statistically significant differences were identified between Australia and New Zealand
in both the age (Chi-square value = 36.170, p = .000) and income (Chi-square = 20.879,
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p = .004) responses. Within the age results, differences existed between the
populations in that there were no 18 years old respondents from New Zealand, but
this age group made up 31.2% of the Australian responses. This is possibly due to the
difference in year level of the participants; in New Zealand, the classes surveyed were
second year students, compared with the first year students surveyed in Australia.
This may have contributed to the slightly older mean of the New Zealand participants,
with their average age being 20.84 years, while the Australian respondent’s average
age was 19.85 years. The majority of respondents from New Zealand were aged
between 19 and 21 (74.3%), while the majority of Australian participants were aged
between 18 and 20 (75.3%).
Statistically significant differences were also identified in the income levels between
Australian and New Zealand participants. It seems that the Australian respondents
earned slightly higher incomes than the New Zealand participants. In Australia, 7
respondents (8.4%) earned over $30,000 per year, compared with just 1 New Zealand
respondent (1.4%) in this category. It is possible that this could be due to Bond
University in Australia being a private university, whereas Auckland University of
Technology is a public institution. There could be more students earning higher
incomes in the Australian sample because it costs more to attend this university. Even
given these differences, it is felt that the samples were similar enough to compare, and
also matched the target group.

4.3 Expected Purchase Levels by Country
A Pearson Chi-square analysis was performed comparing the New Zealand data with
the Australian data in terms of the expected purchase levels indicated by each
population. The purpose of this was to test for significant differences between the
countries in their responses. The Chi-square analysis showed no significant
relationship (Chi-square value = 13.270, p = .103). This means that there is no
difference between the populations in their responses to the survey question which
tested the four hypotheses. Table 5 below shows the results of this analysis.
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Table 5: Expected Purchase by Country.

Expected Purchase

Chi-square

1
RTD

4
Pack

6
Pack

8
pack

10
Pack

12
Pack

15
Pack

18
Pack

24
Pack

40
Oz

Total

No.

2

12

21

8

4

5

3

0

0

19

74

%*

2.7

16.2

28.4

10.8

5.4

6.8

4.1

0.0

0.0

25.7

100

No.

7

16

15

7

3

5

1

0

8

19

81

Value

Sig.

13.270

.103

New
Zealand

Australia
%*

8.6

19.8

18.5

8.6

3.7

6.2

1.2

0.0

0.0

23.5

100

No.

9

28

36

15

7

10

4

0

8

38

155

%

5.8

18.1

23.2

9.7

4.5

6.5

2.6

0.0

5.2

24.5

100

Total

*Percentage within population

4.4 Data Coding
The data collected was coded and entered into an SPSS data set for analysis. Table 6
shows the coding system used for entering the survey responses. The majority of the
data was categorical in nature, due to the research methods used. The price variable,
for example, was coded as being a number from one to ten, to simplify the data
analysis process and enable easy reading of the results. The treatment groups used
were labelled from one to eight. These treatment groups are discussed in depth in
section 3.3.4 of this document.
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Table 6: Data Coding System
Variable (SPSS Variable Name)

SPSS Coding Instructions

Identification number (ID)

1' through to '177'

Country (NZOz)

1' = NZ, '2' = Australia

Alcohol Content (AlcContent)

4' = 4%, '5' = 5%, '6' = 6%, '7' = 7%
'8' = 8%, '10' = 10%,'14' = 14%

Price (Price)

1' = $3, '2' = $3.50, '3' = $4, '4' = $4.50,
5' = $5, '6' = AU$3.90, '7' = AU$4.40,
8' = AU$5, '9' = AU$5.20, '10' = AU$5.40

Expected purchase (Purchase)

1' = 1 Bottle, '4' = 4 Pack, '6' = 6 Pack,
8' = 8 Pack, '10' = 10 Pack, '12' = 12 Pack,
15' = 15 Pack, '18' = 18 Pack, '24' = 24 Pack,
'40' = 40oz Bottle of Spirits Plus Two Mixers

Gender (Sex)

Gender '1' = Males, '2'= Females

Age (Age)

‘18' through to '25'

Income (Income)

‘1' = $0 - $5000, '2' = $5001 - $10000,
‘3' = $10001 - $15000, '4' = $15001 - $20000,
‘5' = $20001 - $25000, '6' = $25001 - $30000,
‘7' = $30001 +, '8' = Did not respond.

Treatment Group (Treatment)

1 – 8*

*For an in depth explanation of the treatment groups, please refer to section 3.3.2.

4.5 Data Cleaning
The survey responses were entered into SPSS, and then the data set was checked for
irregularities and outliers. The surveys were manually checked to ensure they had all
been filled out in their entirety. No surveys had to be omitted for incomplete answers.
Three participants did decline to indicate their income range, possibly due to the
sensitive nature of this information. However these surveys were still included in the
final analysis. When the responses had been entered, the original data set had 194
completed responses.
The data set was cleaned using the frequency and descriptive statistics produced using
SPSS. The resulting output was examined for outliers, missing data and
inconsistencies. This process revealed three missing data entries; these were all in the
New Zealand sample, where participants had declined to answer the income question.
This was rectified through creating a new ‘did not respond’ income category, category
‘8’. Some outliers were also found during the data cleaning process. Overall, 39 survey
responses were removed as they did not meet the inclusion criteria for subjects. The
majority of these were removed as the respondents were outside the 18 to 25 year old
age bracket. Where a respondent fell outside of the designated age range, all of their
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responses were removed so they were not included in the final analysis. Upon the
completion or the data cleaning process, 155 completed valid surveys remained for
analysis.

4.6 Testing of the Hypotheses
As discussed in Chapter 3, the hypotheses in this research were tested with surveys
containing different scenarios for respondents to consider. Each survey version
contained a different treatment, with differing price and alcohol content levels
between versions. Four survey versions kept price at the average level (as determined
by the pre-testing procedures) and altered alcohol content, and then four more
versions kept alcohol content at the average level (as determined by the pre-testing
procedures) and only altered price. The aim of this experiment was to assess what
effects these variables could have on the expected alcohol purchase levels of youths.
In other words, this experiment aimed to investigate whether changes in the price of,
or alcohol content in, RTDs affect the number of bottles young people would buy. In
addition, participants were given the option of selecting a 40 ounce bottle of spirits
plus two mixers, to purchase.
In this section, the statistical analyses used to test these hypotheses will be
introduced, before the four hypotheses are each discussed in turn. The findings of the
experiment in relation to each relevant hypothesis will be presented. This section
begins by discussing the effects of price on the expected alcohol purchase levels of
young people (hypotheses 1a and 1b) and then progresses to the effects of alcohol
content on purchase levels (hypotheses 2a and 2b). Ultimately, the discussion section,
Chapter 5, will analyse the implications of these results.

4.6.1 Hypothesis 1: The Effects of Price on the Expected Alcohol Consumption of
Young People
To test this hypothesis, the percentage alcohol contained in the hypothetical RTD
bottles in the scenario were held constant at the average percentage as identified
through the pre-testing procedures, 6% for both countries. The price of a bottle of
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alcohol was changed in each scenario, testing four price levels overall. The levels were
set as shown in Table 7 below. This table shows the different price levels for each
treatment, the exact prices used in the scenarios, as well as the percentage change
these prices represent from the average RTD price, as determined by pre-testing.
Table 7: Price Treatment Levels

Treatment:

Level*:

NZ Price:

1
2
3

Low
Mid-Low
Mid-High

$3.00
$3.50
$4.50

4

High

$5.00

% Change
from
Average*
- 25.0%
- 12.5%
+ 12.5%
+ 25.0%

Australian
Price
$3.90
$4.40
$5.20
$5.40

% Change
from
Average*
- 22%
- 12%
+ 4%
+8%

*Compared to base amount as set by pre-tests, see section 3.3.2.

4.6.1.1 Hypothesis 1a: New Zealand
The first hypothesis for this research was set as follows:
H1a: Price will have an effect on the expected amount of alcohol purchased by young
people in New Zealand.
The aim of this hypothesis was to investigate what effects the price of a beverage
would have on the number of beverages young people in New Zealand would
purchase. The four different treatments which tested price were treatments one to
four. These treatments were compared, using a Chi-square analysis, with the number
of bottles that New Zealand participants would purchase under the given conditions.
The Chi-square result was insignificant (Chi-square value = 20.079, p = .328). This
means that there is no statistically significant evidence to support this hypothesis. The
experiment conducted failed to support the hypothesis that price would influence
purchase in New Zealand. These results mean that even when price was increased by
25%, participants would not change their purchase behaviour. The number of 40
ounce bottles purchased did not seem to show an observable trend. This suggests that
changes in price did not affect the number of 40 ounce bottles purchased. Table 8 is a
tabular representation of the results of the experiment to test this hypothesis.
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Table 8: Hypothesis 1a Results
Expected Purchase
Treatment
Group:

1 Bottle
No.

4 Pack

6 Pack

8 Pack

10 Pack

%

No.

%

No.

%

No.

%

No.

%

1

0

0.0

1

10.0

5

50.0

2

20.0

1

10.0

2

1

10.0

2

20.0

3

30.0

0

0.0

0

0.0

3

0

0.0

1

11.1

1

11.1

2

22.2

0

0.0

4

0

0.0

2

18.2

2

18.2

1

9.1

1

9.1

Total

1

2.5

6

15.0

11

27.5

5

12.5

2

5.0

12 Pack

15 Pack

18 Pack

24 Pack

40 Ounce#

Total

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

1

0

0.0

0

0.0

0

0.0

0

0.0

1

10.0

10

100.0

2

0

0.0

0

0.0

0

0.0

0

0.0

4

40.0

10

100.0

3

2

22.2

0

0.0

0

0.0

0

0.0

3

33.3

9

100.0

4

0

0.0

0

0.0

0

0.0

0

0.0

5

45.5

11

100.0

Total

2

5.0

0

0.0

0

0.0

0

0.0

13

32.5

40

100.0

#40 ounce bottle of spirits plus two bottles of mixer
Results of Chi-square comparing treatment group with expected purchase

4.6.1.2 Hypothesis 1b: Australia
Hypothesis 1b looked at the effect of price on alcohol purchase in Australia and is as
follows:
H1b: Price will have an effect on the expected amount of alcohol purchased by young
people in Australia.
A Chi-square test examined the purchase levels compared with the four treatment
groups. The results of the Chi-square analysis testing this hypothesis were not
statistically significant (Chi-square value = 15.126, p = .653). This means that the
experiment conducted did not produce results which supported the hypothesis that
price has an effect on the alcohol purchase levels of young people in Australia. These
results indicate that even with an 8% increase in the price per RTD bottle, or a 22%
decrease in price compared with the average, Australian participants would still not
change their consumption behaviour. As with the New Zealand sample, no obvious
trends were identified in the purchase of 40 ounce bottles under these treatments.
Table 9 displays the results of this analysis.
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Table 9: Hypothesis 1b Results
Expected Purchase
Treatment
Group:

1 Bottle

4 Pack

6 Pack

8 Pack

10 Pack

No.

%

No.

%

No.

%

No.

%

No.

%

1

1

11.1

2

22.2

1

11.1

1

11.1

0

0.0

2

1

10.0

2

20.0

5

50.0

1

10.0

0

0.0

3

2

22.2

2

22.2

1

11.1

0

0.0

0

0.0

4

2

20.0

2

20.0

1

10.0

1

10.0

0

0.0

Total

6

15.8

8

21.1

8

21.1

3

7.9

0

0.0

12 Pack

15 Pack

18 Pack

24 Pack

40 Ounce#

Total

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

1

0

0.0

1

11.1

0

0.0

0

0.0

3

33.3

9

100.0

2

0

0.0

0

0.0

0

0.0

0

0.0

1

10.0

10

100.0

3

0

0.0

0

0.0

0

0.0

0

0.0

4

44.4

9

100.0

4

0

0.0

0

0.0

0

0.0

1

10.0

3

30.0

10

100.0

Total

0

0.0

1

2.6

0

0.0

1

2.6

11

28.9

100.0

#40 ounce bottle of spirits plus two bottles of mixer
Results of Chi-square comparing treatment group with expected purchase

4.6.2 Hypothesis 2: The Effects of Alcohol Content on the Expected Alcohol
Consumption of Young People
To test this hypothesis, the price of the hypothetical RTD bottles in the scenario were
held constant at the average price identified through the pre-testing procedures, $4.00
for New Zealand and $5.00 for Australia. The alcohol percentage in each RTD bottle
was changed in each of four scenarios. Four percentage levels were tested overall.
The levels were set as shown in Table 10 below. This table shows the different alcohol
content levels for each treatment, the exact alcohol percentages, as used in the
scenarios, as well as the percentage change these represent from the average RTD
alcohol content level, as determined by pre-testing.
Table 10: Alcohol Content Treatment Levels

.

Treatment:

Level*:

NZ Alcohol
Content:

5
6
7
8

Low
Mid-Low
Mid-High
High

4%
5%
10%
14%

% Change
from
Average*
- 33.3%
- 16.7%
+ 66.7%
+ 133.3%

Australian
Alcohol
Content
4%
5%
7%
8%

% Change
from
Average*
- 33.3%
- 16.7%
+ 16.7%
+ 33.3%

*Compared to average amount as set by pre-tests, see Chapter 3
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4.6.2.1 Hypothesis 2a: New Zealand
The second hypothesis related to the influence that the percentage of alcohol a
beverage contained would have on how many bottles of these beverages young
people would purchase. Hypothesis 2a concerned these effects in New Zealand:
H2a: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in New Zealand.
Table 11 displays the results of the experiment testing this hypothesis. There were 34

responses to the four treatments which tested alcohol content in New Zealand;
treatments five to eight. The results of a Pearson Chi-square test comparing the four
treatment groups which tested price with the expected purchase levels of participants
under these conditions were statistically significant (Chi-square value = 34.000, p =
0.036). The results of the survey indicate that when alcohol content was at higher
levels, participants bought significantly less alcohol and vice versa. In total,
participants who were given surveys which contained the treatment groups which set
lower alcohol content levels, treatments 5 and 6, indicated that they would purchase
122 RTD bottles. This is significantly higher than the 85 bottles participants in the
higher alcohol treatment levels, treatments 7 and 8, would purchase. No obvious
trends were identified in the purchase of 40 ounce bottles between treatment groups.
However, there is statistically significant evidence to suggest that alcohol content does
indeed influence the alcohol purchase behaviour of young people in New Zealand.
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Table 11: Hypothesis 2a Results
Expected Purchase
Treatment
Group:

1 Bottle

4 Pack

6 Pack

8 Pack

10 Pack

No.

%

No.

%

No.

%

No.

%

No.

%

5

0

0.0

2

22.2

2

22.2

0

0.0

2

22.2

6

0

0.0

0

0.0

5

55.6

2

22.2

0

0.0

7

1

11.1

0

0.0

2

22.2

1

11.1

0

0.0

8

0

0.0

4

57.1

1

14.3

0

0.0

0

0.0

Total

1

2.9

6

17.6

10

29.4

3

8.8

2

5.9

12 Pack

15 Pack

18 Pack

24 Pack

40 Ounce#

Total

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

5

1

11.1

0

0.0

0

0.0

0

0.0

2

22.2

9

100.0

6

2

22.2

0

0.0

0

0.0

0

0.0

0

0.0

9

100.0

7

0

0.0

2

22.2

0

0.0

0

0.0

3

33.3

9

100.0

8

1

14.3

0

0.0

0

0.0

0

0.0

1

14.3

7

100.0

Total
3
8.8
3
8.8
0
0.0
0
#40 ounce bottle of spirits plus two bottles of mixer
Results of Chi-square comparing treatment group with expected purchase
*p < 0.05

0.0

6

17.6

34

100.0

4.6.2.2 Hypothesis 2b: Australia
The fourth, and final, hypothesis aimed to investigate the effects of changes in alcohol
content on the expected consumption behaviour of young people in Australia. This
hypothesis was as follows:
H2b: Alcohol content will have an effect on the expected amount of alcohol purchased
by young people in Australia.
A Pearson Chi-square was conducted comparing the treatment groups which altered
alcohol content but kept price constant with the expected purchase numbers for these
treatments. The results were not statistically significant (Chi-square value = 20.594, p
= .484), so did not support the alternative hypothesis that alcohol content influences
purchase amounts in Australia. This means that there were no statistically significant
changes in the levels of expected purchase by young people even when the percentage
alcohol contained in the bottle was changed by as much as 33.3%. There were no
significant differences in the number of 40 ounce bottles purchased under these
treatments. Table 12 shows the results of the experiment testing this hypothesis.

46

Table 12: Hypothesis 2b Results
Expected Purchase
Treatment
Group:

1 Bottle

4 Pack

6 Pack

8 Pack

10 Pack

No.

%

No.

%

No.

%

No.

%

No.

5

1

10.0

1

10.0

1

10.0

1

10.0

0

0.0

6

0

0.0

2

20.0

2

20.0

0

0.0

1

10.0

7

0

0.0

2

16.7

4

33.3

1

8.3

1

8.3

8

0

0.0

3

27.3

0

0.0

2

18.2

1

9.1

Total

1

2.3

8

18.6

7

16.3

4

9.3

3

7.0

12 Pack

15 Pack

18 Pack

24 Pack

%

40 Ounce#

Total

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

5

1

10.0

0

0.0

0

0.0

3

30.0

2

20.0

10

100.0

6

1

10.0

0

0.0

0

0.0

2

20.0

2

20.0

10

100.0

7

3

25.0

0

0.0

0

0.0

1

8.3

0

0.0

12

100.0

8

0

0.0

0

0.0

0

0.0

1

9.1

4

36.4

11

100.0

Total

5

11.6

0

0.0

0

0.0

7

16.3

8

18.6
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100.0

#40 ounce bottle of spirits plus two bottles of mixer
Results of Chi-square comparing treatment group with expected purchase

4.7 Summary of Findings
This section summarises the findings of the experiment conducted to test the four
hypotheses proposed for this research, and the results of the data analysis of these
results. Students from Auckland University of Technology in New Zealand, and Bond
University in Australia were surveyed to test the influences of price and alcohol
content on the alcohol purchase behaviour of youths. In total, 155 completed
responses were included in the final data analysis; 74 from New Zealand and 81 from
Australia.
A Pearson Chi-square analysis was used to analyse the collected data. Each hypothesis
was tested using the expected purchase results from the relevant country, and the
treatment group relevant to the variable being tested. In other words, the different
treatment groups were compared with the number of beverages respondents
indicated that they would expect to purchase under these conditions, within the
relevant sample population (New Zealand or Australia). The results of these analyses
are represented in Table 13 below.
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Table 13: Results of Chi-square Analyses Testing Hypotheses
Pearson Chi-square

Support for Hypothesis?

Value

Sig.

Hypothesis 1a

20.079

.328

No

Hypothesis 1b

15.126

.653

No

Hypothesis 2a

34.000

.036*

Yes

Hypothesis 2b

20.594

.484

No

*p<0.05

As has been discussed in the preceding sections, the analysis of the data relating to
each hypothesis did not produce statistically significant results for three of the four
hypotheses. Chi-square analyses did not support Hypothesis 1a (Chi-square value =
20.079, p = .328), Hypothesis 1b (Chi-square value = 15.126, p = .653) and Hypothesis
2b (Chi-square value = 20.594, p = .484). The implications of these findings will be
discussed in Chapter 5.
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Chapter 5: Discussion

5.1 Introduction
This research was conducted to investigate the influences of price and alcohol content
on the alcohol purchase behaviour of youths. RTDs were chosen for investigation, as
they are popular with young people, and have been the subject of much attention
from the media, the public and government organisations, as discussed in Chapter 2.
The review of literature in Chapter 2 lead to the suggestion that young people drink to
get to an intoxicated state, and therefore changes to the price of alcohol, or limitations
placed on the percentage of alcohol in a beverage, may have limited effects on their
alcohol purchase and consumption behaviour . It has also been suggested that when
these restrictions are placed on RTDs, young people may instead substitute a 40 ounce
bottle of spirits and mixers, and combine their own drinks. This research has also
discussed the drinking culture present in both New Zealand and Australia, and the
suggestion that the drinking behaviour of young people is ingrained in culture, as a
social norm.
This section will discuss the final conclusions of this dissertation. It will extend on the
discussion in Chapter 4, which presented the findings of the experiment conducted to
test the four hypotheses. This chapter will begin by discussing the findings and
conclusions to be drawn from the statistical analyses, and addressing the research
question of this dissertation. It will then discuss the implications of these findings, and
what they mean for marketing theory, as well as for government and social policy. The
limitations of this research will be detailed, as well as potential avenues for future
research on this topic. The final section will discuss the overall conclusions of this
paper as a whole.

5.2 Findings
There was no statistically significant support for price affecting consumption levels in
New Zealand or Australia. The price of an RTD bottle was changed in the scenarios by
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as much as 25% in New Zealand, and 22% in Australia. These changes still did not
provoke a significant change in expected purchase in either country. This could mean
that this experiment has not reached the price change thresholds where young
consumers will change their consumption behaviour. Perhaps more significant price
changes would provoke changes in consumption levels. However this could also mean
that these consumers would not change their consumption behaviour even with much
larger price changes. There were also no statistically significant results for Hypothesis
2b, which tested different levels of alcohol content compared to expected purchase.
This means that there was no evidence to support the hypothesis that alcohol content
affects the alcohol purchase levels of young people. Again, this could mean that the
thresholds for a change in behaviour were not reached in the given scenarios, or that
young people would purchase the beverages where the percentage of alcohol
contained in the drink was changed even more than in this study.
The analysis for Hypothesis 2a, however, did produce statistically significant results to
support this hypothesis (Chi-square value = 34.000, p = .036). This indicates the level
of alcohol content did influence the expected purchase levels of RTDs by young people
in New Zealand. Where alcohol content was high, participants purchased less alcohol,
and where alcohol content was low, they purchased more. The changes in alcohol
content, as determined by the pre-testing procedures were larger in the New Zealand
scenarios than in the Australian scenarios. Thus it is possible that the thresholds for a
change in behaviour were not reached in Australia.
The statistical analysis of this data involved performing Chi-square analyses to
compare the treatment groups assigned to respondents with the number of RTD
bottles they would expect to purchase under these conditions. These analyses did not
provide statistically significant results for three out of the four hypotheses. The
experiment only provided statistical support for Hypothesis 2a, which concerned the
effect of changes in alcohol content on the alcohol purchase behaviour of young
people in New Zealand. The implications of these results will be discussed in the
following sections
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5.3 Significance of Findings
Four hypotheses were created from the review of literature in Chapter 2, to empirically
investigate these theories. Two variables, price and alcohol content, were tested in
New Zealand and Australia to assess the effects of these variables on the expected
purchase behaviour of youths aged 18 to 25 years. This section will discuss the
findings of each hypothesis in turn, and the implications of these findings.
The first two hypotheses looked at the effects of price on the expected purchase levels
of young people. Hypothesis 1a examined this relationship in New Zealand, and
Hypothesis 1b looked at this in Australia. The hypotheses proposed that the price of
alcohol would influence the amount of alcohol purchased. The results of the
experiment to test these hypotheses did not support them in either New Zealand or
Australia. This means that price had no statistically significant effect on how many
beverages the respondents indicated they would purchase under the given conditions,
in either country.
These results could mean that the prices used in the surveys to test the effects of this
variable on consumption did not reach the threshold where consumers would alter
their purchase behaviour. Perhaps more dramatic changes in price would lead to a
statistically significant change in expected purchase. However, these results could also
indicate that changes in price will have limited or no effect on the alcohol purchase
behaviour of young people. The results of this experiment do align with the
expectations set out as a result of the literature review in Chapter 2. It was predicted
that changes in price would not significantly influence consumption behaviour, as the
consumption of alcohol is ingrained in society as a social norm and is therefore less
responsive to changes in price and alcohol content (Beccaria & Sande, 2003; Beck &
Treiman, 1996; Fox & Marsh, 2000). Young people drink to get intoxicated, and these
results could indicate that young people will continue with the same purchase
behaviour when price is altered.
Hypotheses 2a and 2b looked at the influence different levels of alcohol content had
on the number of beverages participants would expect to purchase. The hypotheses
predicted that alcohol content would have an effect on this purchase behaviour in
New Zealand, and in Australia. The results of the experiment found statistically
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significant support for the influence of alcohol content on consumption in New
Zealand, but no statistically significant support for this hypothesis in Australia. The
levels of alcohol content test in New Zealand changed more dramatically, and rose to
higher levels than those tested in Australia. It may be that the New Zealand tests did
reach amounts which would provoke a change in consumption, but the Australian
surveys did not. This means that it is possible that young people will purchase more
alcohol at lower levels of alcohol content, as suggested, in both countries, but perhaps
the changes in alcohol content in the Australian surveys did not reach the levels where
young people would change their behaviour.

5.4 Research Question Conclusions
The research question investigated in this study was:
“What are the effects of changes in price and alcohol content on the levels of alcohol
purchased by young people in Australia and New Zealand?”
There was no statistical evidence to support the hypothesis that price had an effect
on the amount of alcohol purchased by young people in New Zealand or Australia.
Therefore, to answer the research question, this research found that changes in price
have no effect on the levels of alcohol consumed by young people in New Zealand
and Australia. A review of literature led to the prediction that price would not affect
consumption behaviour, as excessive consumption is a social norm and young people
drink to become intoxicated, so will not change their behaviour due to changes in the
price of alcoholic beverages (Beccaria & Sande, 2003; Beck & Treiman, 1996; Fox &
Marsh, 2000).
There was also no support for the hypothesis which proposed that changes in the
percentage of alcohol contained in a beverage would influence purchase behaviour
in Australia. There was, however, statistically significant results supporting the
hypothesis which suggested that alcohol content affected expected purchase in New
Zealand. This research therefore suggests that changes in the levels of alcohol
content do not affect the amount of alcohol purchased by young people in Australia.
The experiment does suggest that changes in the percentage of alcohol do influence
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purchase behaviour in New Zealand. A main conclusion of the literature review in
Chapter 2 was the notion that drinking to excess is a social norm, inherent in culture.
It was suggested that as young people drink to get drunk, they will purchase higher
levels of alcohol content to achieve this. This indicated that if the level of alcohol
contained in a beverage was lowered, young consumers would buy more of that
beverage in order to reach the desired level of inebriation. The results of this
experiment aligned with this, demonstrating that in New Zealand, participants
purchased more alcohol when the alcohol content of the hypothesised beverage was
lowered, and less when it was increased. The data collected from Australia did not
support this, however it is possible that due to the smaller change in the alcohol
content treatments in Australia, the levels at which a change would be made were
not reached for that population.
These results provide empirical evidence that price does not have an effect on the
consumption behaviour of young people in New Zealand and Australia. The results
also indicate that alcohol content does influence purchase behaviour in New
Zealand, but this could not be confirmed for the Australian youth population.
Overall, the results of this experiment align with the predictions drawn from the
literature review, and suggest that social norms are stronger than the effects of price
changes, and lead to young consumers drinking beverages with a higher alcohol
content to achieve intoxication. The experiment conducted to test the four set
hypotheses has successfully answered the research question. The next section,
section 5.4, will discuss the managerial and academic influences of these conclusions.

5.5 Academic and Managerial Implications
This section will discuss the implications of the findings of this research. The results of
this study have indicated that price does not affect the alcohol consumption behaviour
of youths, but that alcohol content does affect this behaviour. It has suggested that
social norms are stronger than price. It has also been concluded that as drinking
excessively is a social norm, young people drink to get drunk, and will therefore
purchase more alcohol if the percentage of alcohol in a beverage is decreased, and less
if the percentage of alcohol in the beverage is increased. There are two main areas of
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focus for these implications; marketing theory and government policy. These will be
discussed in the following sections.
This study contributes to a more thorough understanding of the influences on alcohol
consumption, and is particularly important to social marketing theory and public
policy. It provides a valuable insight into the motivations for, and influences on,
alcohol consumption by young people. The results suggest that changes in price have
a minimal effect on consumption behaviour. This has crucial social marketing and
public policy implications, as this study provides conceptual and empirical evidence
that a change in the consumption behaviour of young people will only occur when
there is a fundamental change in the drinking culture in New Zealand. This behaviour
is ingrained in society as an accepted social norm. The results of this study indicate
that potential avenues to achieve a change in social norms should be pursued by social
marketers and public policy makers, if a change in problematic drinking behaviour is to
be achieved. Organisations such as the Alcohol Advisory Council of New Zealand lobby
the Government for changes in price and limits on the level of alcohol in beverages for
sale, but these results indicate that these changes will be ineffective in achieving the
desired reduction in consumption and consumption-related problems.
A major finding of this research was the lack of support for price influencing the
alcohol purchase behaviour of young people. The price of alcohol in particular is seen
as a major tool for consumption control by government. The results of this study
indicate that alternative control methods should be investigated. This research
provides empirical evidence which suggests that price may be an ineffective control
tool for youth alcohol consumption. The review of literature suggests that the
excessive consumption of alcohol is very much a normal occurrence for young people.
In order to change this behaviour, and to lessen the negative externalities resulting
from excessive consumption, a major cultural change would be required. Government
policies focussing on raising the price of alcohol or reducing the alcohol content of
RTDs, which are currently the focus of legislation, will not change the way New
Zealanders drink.
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5.6 Limitations
The limitations of this research are due to time and scale restrictions. As this is a
dissertation research study, a component for the completion of a Master of Business.
The nature of a dissertation means that the research is limited to a relatively small
scale study, with a limited time frame and limited funds. This meant that this study
was limited to surveying two universities. The classes in these universities were
relatively small. These factors meant that collecting enough completed surveys was
difficult. Ultimately, the number of surveys collected was less than desired,
particularly for a Chi-square analysis. An expected count of 5 per cell is generally
considered sufficient for a Pearson Chi-square analysis (Churchill & Iacobucci, 2002).
However the sample size reached was as planned, and it is felt that the sample
population was a good representation of the target population. The results were
supported by the outcome of the literature review.

5.7 Further research opportunities
This research was limited in scale due to time restraints, as outlined in section 5.6
above. To further our understanding of this topic, there are several potential research
opportunities that will be discussed in this section.
A larger-scale investigation of this topic could potentially provide valuable information
for government, academic and industry stakeholders. In future, it would be interesting
to see the results of a similar study, with a larger sample size. Potentially the
experiment could include more universities for sampling, or could survey young people
from non-student populations as well. University students were used as the subjects
in this research but future research could investigate a broader population.
A comparison between tertiary students and young people who weren’t participating
in tertiary studies to compare the two groups in the influence price and alcohol
content had on their purchase behaviour could be a valuable avenue for future
research. It would be interesting to examine the effects of student life on alcohol
purchase decision-making, compared with non-students.

55

A third possible research opportunity could be for a study similar to this research
project, but longitudinal in design. This could investigate, for example, the changing
effects of price and alcohol content on purchase behaviour, particularly in relation to
changing laws and regulations. The focus of this research could be on the changing
influences of the variables on consumption or possibly the effects of government
policy on the effects of these variables.
The topic of this research is a highly controversial and topical issue, which lends itself
to a countless number of potential research opportunities.

5.8 Final conclusions
The literature review has indicated that the heavy consumption of alcohol is an
accepted social norm in New Zealand society. This research suggests that changes in
price do not affect the levels of alcohol purchased by young people in New Zealand
and Australia. This research also suggests that changes in alcohol content do not affect
the levels of alcohol purchased in Australia, but do affect this in New Zealand. A
fundamental change in New Zealand’s culture is needed to reduce excessive
consumption by young people.

56

References

Alcohol Advisory Council of New Zealand (2009). ALAC Alcohol Monitor - Adults &
Youth 2008-09 Drinking Behaviours Report. (Alcohol Monitor: 2009 Report)
Retrieved from the Alcohol Advisory Council of New Zealand website:
http://www.alac.org.nz/DBTextworks/PDF/Alcohol_Monitor_08-09.pdf
Alcohol Healthwatch (2004). Alcohol excise tax: Changes to the New Zealand system.
(Briefing Paper 2004). Retrieved from the Alcohol Healthwatch website:
http://www.ahw.org.nz/resources/pdf/Excisetax221dec2004.pdf
Banister, E. N., & Piacentini, M. G. (2006). Binge drinking – Do they mean us? Living
life to the full in students’ own words. Advances in Consumer Research, 33, 390398. Retrieved from http://www.acrwebsite.org/volumes/
Banister, E. N., & Piacentini, M. G. (2008). Drunk and (dis)orderly: The role of alcohol
in supporting liminality. Advances in Consumer Research, 35, 311-318. Retrieved
from http://www.acrwebsite.org/volumes/
Beccaria, F., & Sande, A. (2003). Drinking games and rite of life projects: A social
comparison of the meaning and functions of young people’s use of alcohol during
the rite of passage to adulthood in Italy and Norway. Nordic Journal of Youth
Research, 11, 99-119. doi: 10.1177/1103308803011002001
Beck, K. H., & Treiman, K. A. (1996). The relationship of social context of drinking,
perceived social norms, and parental influence to various drinking patterns of
adolescents. Addictive Behaviours, 21(5), 633-644.
doi: 10.1016/0306-4603(95)00087-9
Black, P., & Mohamed, A. (2006). “Sin” taxes and poor households: Unanticipated
effects. South African Journal of Economics, 74(1), 131-136.
doi: 10.1111/j.1813-6982.2006.00053.x
Blaylock, J. R., & Blisard, W. N. (1993). Women and the demand for alcohol: Estimating
participation and consumption. The Journal of Consumer Affairs, 27(2), 319-334.
doi: 10.1111/j.1745-6606.1993.tb00751.x
Bobo, J. K., & Husten, C. (2000). Sociocultural influences on smoking and drinking.
Alcohol Research & Health, 24(4), 225-232. Retrieved from
http://www.niaaa.nih.gov/Publications/AlcoholResearch/Pages/default.aspx
Brannon, L. A., & Pilling, V. K. (2005). Encouraging responsible drinking among
57

underage drinkers. Health Marketing Quarterly, 23(2), 3-30.
doi: 10.1300/J026v23n02_02
Burns, W. J., Hampson, S. E., & Severson, H. H. (1993). Alcohol-related risk taking
among teenagers: An investigation of contributing factors and a discussion of how
marketing principles can help. Advances in Consumer Research, 20, 183-187.
Retrieved from http://www.acrwebsite.org/volumes/
Carpenter, C., Kloska, D., O’Malley, P., & Johnston, J. (2007). Alcohol control policies
and youth alcohol consumption: Evidence from 28 years of monitoring the future.
Journal of Economic Analysis & Policy, 7(1), 1-22. doi: 10.2202/19351682.1637
Caswell, S., Pledger, M., & Pratap, S. (2002). Trajectories of drinking from 18 to 26
years: Identification and prediction. Addiction, 97, 1427-1437. doi: 10.1046/j.13600443.2002.00220.x
Casswell, S., Stewart, J., Connolly, G., & Silva, P. (1991). A longitudinal study of New
Zealand children’s experience with alcohol. British Journal of Addiction, 86, 277285. doi: 10.1111/j.1360-0443.1991.tb01780.x
Caudill, B. D., & Marlatt, G. A. (1975). Modeling influences in social drinking: An
experimental analogue. Journal of Consulting and Clinical Psychology, 43(5), 405415. doi: 10.1037/h0076689
Chaloupka, F. (1993). Effects of price on alcohol-related problems. Alcohol Health &
Research World, 17(1), 46-54. Retrieved from http://www.niaaa.nih.gov
/Publications/AlcoholResearch/Pages/default.aspx
Chaloupka, F., Grossman, M., & Saffer, H. (1998). The effects of price on the
consequences of alcohol use and abuse. In Galanter, M. (Ed.), Recent developments
in alcoholism, volume 14: The consequences of alcoholism (pp. 331-344). New York:
Plenum Press.
Chaloupka, F., Grossman, M., & Saffer, H. (2002). The effects of price on alcohol
consumption and alcohol-related problems. Alcohol Research & Health, 26(1), 2234. Retrieved from http://www.niaaa.nih.gov/Publications/AlcoholResearch
/Pages/default.aspx
Chaloupka, F., & Wechsler, H. (1996). Binge drinking in college: The impact of price,
availability, and alcohol control policies. Contemporary Economic Policy, 14, 112124. doi: 10.1111/j.1465-7287.1996.tb00638.x

58

Chikritzhs, T. & Pascal, R. (2004). Trends in youth alcohol consumption and related
harms in Australian jurisdictions. (National Drug Research Institute Bulletin No. 6).
Retrieved from the National Drug Research Institute website:
http://ndri.curtin.edu.au/local/docs/pdf/naip/naip006.pdf
Chisholm, D., Rehm, J., Van Ommeren, M., & Monteiro, M. (2004). Reducing the global
burden of hazardous alcohol use: A comparative cost-effectiveness analysis. Journal
of Studies on Alcohol, 65(6), 782-792. Retrieved from http://www.jsad.com/
Churchill, G. (1999). Marketing research: Methodological foundations (7th ed.).
Orlando, FL: The Dryden Press.
Churchill, G. A., & Iacobucci, D. (2002). Marketing research: Methodological
foundations (8th ed.). Orlando, FL: Harcourt College Publishers.
Christie, J., Fisher, D., Kozup, J., Smith, S., Burton, S., & Creyer, E. (2001). The effects of
bar-sponsored alcohol beverage promotions across binge and nonbinge drinkers.
Journal of Public Policy & Marketing, 20(2), 240-253.
doi: 10.1509/jppm.20.2.240.17372
Coate, D., & Grossman, M. (1988). Effects of alcoholic beverage prices and legal
drinking ages on youth alcohol use. Journal of Law and Economics, 31(1), 145-171.
doi: 10.1086/467152
Coleman, L., & Cater, S. (2007). Changing the culture of young people’s binge drinking:
From motivations to practical solutions. Drugs: Education, Prevention and Policy,
14(4), 305-317. doi: 10.1080/09687630601070878
Cook, P. J., & Moore, M. J. (2002). The economics of alcohol abuse and alcohol-control
policies. Drugs, Economics & Policy, 21(2), 120-133. doi: 10.1377/hlthaff.21.2.120
Cook, P. T., & Tauchen, G. (1982). The effect of liquor taxes on heavy drinking. The
Bell Journal Economics, 13(2), 379-390. doi: 10.2307/3003461
Cox, W. & Klinger, E. (1988). A motivational model of alcohol use. Journal of Abnormal
Psychology, 97(2), 68-180. doi: 10.1037/0021-843X.97.2.168
D’Alessio, M., Baiocco, R., & Laghi, F. (2006). The problem of binge drinking among
Italian university students: A preliminary investigation. Addictive Behaviors, 31,
2328-2333. doi: 10.1016/j.addbeh.2006.03.002

59

Darian, J. C. (1993). Social marketing and consumer behavior: Influencing the decision
to reduce alcohol consumption. Advances in Consumer Research 20, 413-418.
Retrieved from http://www.acrwebsite.org/volumes/
Dave, D., & Saffer, H. (2008). Alcohol demand and risk preference. Journal of
Economic Psychology, 29(6), 810-831. doi: 10.1016/j.joep.2008.03.006
Dee, T. S. (1999). State alcohol policies, teen drinking and traffic fatalities. Journal of
Public Economics, 72, 289-315. doi: 10.1016/S0047-2727(98)00093-0
Distilled Spirits Association of New Zealand (2009). Taxation: A briefing resource
(Fact Sheet). Retrieved from The Distilled Spirits Association of New Zealand
website: http://www.distillers.co.nz/docs/ResourceBrief_Taxation.pdf
Distilled Spirits Industry Council Of Australia Inc. (2006). Alcohol tax in Australia
2006. (Distilled Spirits Industry Council Of Australia Report). Retrieved from
Distilled Spirits Industry Council Of Australia Inc. website:
http://www.dsica.com.au/pdfs/DSICA06-A01.pdf
Duarte, R., & Molina, J. A. (2004). Alcohol abuse among adolescents: Regional
evidence from Spain. International Journal of Consumer Studies, 28, 18-27.
doi: 10.1111/j.1470-6431.2004.00329.x
Easton, B. (2002). Taxing harm: Modernising alcohol excise duties. (Alcohol Advisory
Council Report). Retrieved from the Alcohol Advisory Council website:
http://www.alac.org.nz/DBTextworks/PDF/taxingharm.pdf
Farrell, S., Manning, W. G., & Finch, M. D. (2003). Alcohol dependence and the price of
alcoholic beverages. Journal of Health Economics, 22, 117-147.
doi: 10.1016/S0167-6296(02)00099-1
Fox, K., & Marsh, P. (2000). Social and cultural aspects of drinking: A report to the
Amsterdam Group. (Report). Retrieved from the Social Issues Research Centre
website: http://www.sirc.org/publik/social_drinking.pdf
Grossman, M., Sindelar, J. L., Mullahy, J., & Anderson, R. (1993). Policy watch: Alcohol
and cigarette taxes. Journal of Economic Perspectives, 7(4), 211-222. Retrieved
from http://www.aeaweb.org/jep/index.php
Gruenewald, P. J., Ponicki, W. R., Holder, H. D., & Romelsjo, A. (2006). Alcohol prices,
beverages quality, and the demand for alcohol: Quality substitutions and price

60

elasticities. Alcoholism: Clinical and Experimental Research, 30(1), 96-105.
doi: 10.1111/j.1530-0277.2006.00011.x
Guam, A., & Colom, J. (1997). Why has alcohol consumption declined in countries of
southern Europe? Addiction, 92(1), S21-S31. Retrieved from
http://www.addictionjournal.org/
Gustafsson, N. K. (2010). Changes in alcohol availability, price and alcohol-related
problems and the collectivity of drinking cultures: What happened in Southern and
Northern Sweden. Alcohol and Alcoholism, 45(5), 456-467.
doi: 10.1093/alcalc/agq046
Haines, M., & Spear, S. F. (1996). Changing the perception of the norm: A strategy to
decrease binge drinking among college students. Journal of American College
Health, 45(3), 134-141. doi: 10.1080/07448481.1996.9936873
Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate data analysis: A
global perspective (7th ed.). Upper Saddle River, NJ: Pearson Educational.
Hassan, L. M., & Shiu, E. M. K. (2007). Gender differences in low-risk single-occasion
drinking: an application of the theory of planned behaviour. International Journal
of Consumer Studies, 31, 317-325. doi: 10.1111/j.1470-6431.2006.00555.x
Hayward, K., & Hobbs, D. (2007). Beyond the binge in ‘booze Britain’: market-led
liminalization and the spectacle of binge drinking. The British Journal of Sociology,
58(3), 437-456. doi: 10.1111/j.1468-4446.2007.00159.x
Irwin, V., & Shrive, C. (2010). Regulatory Reform - The Silver Bullet For Alcohol Abuse:
Yeah Right. (Russell McVeagh Regulatory Alert, 7 September 2010). Retrieved from
the Russell McVeagh website: http://www.russellmcveagh.com/_docs
/RegulatoryAlert6Sept2010_333.html
Kenkel, D. (2005). Are alcohol tax hikes fully passed through to prices? Evidence
from Alaska. American Economic Review, 95(2), 273-277.
doi: 10.1257/000282805774670284
Kinard, B. R., & Webster, C. (2010). The effects of advertising, social influences, and
self-efficacy on adolescent tobacco use and alcohol consumption. The Journal of
Consumer Affairs, 44(1), 24-43. doi: 10.1111/j.1745-6606.2010.01156.x
Kubacki, K., Siemieniako, D., & Skinner, H. (2009). Social aspects of consumption in
Poland: An investigation into students’ perceptions. Worldwide Hospitality and

61

Tourism Themes, 1(2), 133-148. doi: 10.1108/17554210910962512
Kuntsche, E., Rehm, J., & Gmel, G. (2004). Characteristics of binge drinkers in Europe.
Social Science & Medicine, 59, 113-127. doi: 10.1016/j.socscimed.2003.10.009
Kypri, K., & Langley, J. D. (2003). Perceived social norms and their relation to university
student drinking. Journal of Studies on Alcohol, 64(3), 829-834. Retrieved from
http://www.jsad.com/
Kypri, K., Langley, J. D., McGee, R., Saunders, J. B., & Williams, S. (2002). High
prevalence, persistant hazardous drinking among New Zealand tertiary students.
Alcohol & Alcoholism, 37(5), 457-464. doi: 10.1093/alcalc/37.5.457
Kypri, K., Paschall, M. J., Langley, J., Baxter, J., Cashell-Smith, M., & Bourdeau, B.
(2008). Drinking and alcohol-related harm among New Zealand university students:
Findings from a national web-based survey. Alcoholism: Clinical and Experimental
Research, 33(2), 307-314. doi: 10.1111/j.1530-0277.2008.00834.x
Laixuthai, A., & Chaloupka, F. (1993). Youth alcohol use and public policy.
Contemporary Policy Issues, 11(4), 70-81. doi: 10.1111/j.1465-7287.1993.tb00402.x
Lee, Y. G., & Abdel-Ghany, M. (2004). American youth consumption of licit and illicit
substances. International Journal of Consumer Studies, 28(5), 454-465.
doi: 10.1111/j.1470-6431.2004.00405.x
Liu, X., & Kaplan, H. (1996). Reexamining gender differences in circumstances
surrounding initiation and escalation of binge drinking. International Journal of
Sociology and Social Policy, 16(5/6), 26-51. doi: 10.1108/eb013255
Levy, D., & Sheflin, N. (1985). The demand for alcoholic beverages: An aggregate
time-series analysis. Journal of Public Policy & Marketing, 4, 47-54. Retrieved from
http://www.marketingpower.com/AboutAMA/Pages/AMA%20Publications
/AMA%20Journals/Journal%20of%20Public%20Policy%20Marketing
/JournalofPublicPolicyMarketing.aspx
Markowitz, S., Kaestner, R., & Grossman, M. (2005). An investigation of the effects of
alcohol consumption and alcohol policies on youth risky sexual behaviours.
American Economic Review, 95(2), 263-266. doi: 10.3386/w11378
Measham, F. (2004). The decline of ecstasy, the rise of ‘binge’ drinking and the
persistence of pleasure. The Journal of Community and Criminal Justice, 51(4), 309326. doi: 10.1177/0264550504048220

62

Measham, F. (2006). The new policy mix: Alcohol harm minimisation, and determined
drunkenness in contemporary society. International Journal of Drug Policy, 17, 258268. doi: 10.1016/j.drugpo.2006.02.013
Measham, F., & Brain, K. (2005). ‘Binge’ drinking, British alcohol policy and the new
culture of intoxication. Crime Media Culture, 1, 262-282.
doi: 10.1177/1741659005057641
Meier, P. S., Purshouse, R., & Brennan, A. (2009). Policy options for alcohol price
regulation: The importance of modelling population heterogeneity. Addiction, 105,
383-393. doi: 10.1111/j.1360-0443.2009.02721.x
Ministry of Health. 2009. Alcohol Use in New Zealand: Key results of the 2007/08 New
Zealand Alcohol and Drug Use Survey. Wellington: Ministry of Health.
Mohr, L. & Webb, D. (2005). The effects of corporate social responsibility and price on
consumer responses. The Journal of Consumer Affairs, 39(1), 121-145.
doi: 10.1111/j.1745-6606.2005.00006.x
Nairn, K., Higgins, J., Thompson, B., Anderson, M., & Fu, N. (2006). ‘It’s just like the
teenage stereotype, you go out and drink and stuff’: Hearing from young people
who don’t drink. Journal of Youth Studies, 9(3), 287-304.
doi: 10.1080/13676260600805655
Neal, C., Quester, P., & Hawkins, D. (2006) Consumer behaviour: implications for
marketing strategy (Enhanced 4th ed.). Sydney: McGraw-Hill.

Newbury-Birch, D., White, M., & Kamali, F. (2000). Factors influencing alcohol and
illicit drug use amongst medical students. Drug and Alcohol Dependence, 59, 125130. doi: 10.1016/S0376-8716(99)00108-8
Norman, P., Bennett, P., & Lewis, H. (1998). Understanding binge drinking among
young people: an application of the Theory of Planned Behaviour. Health Education
Research, 13(2), 163-169. doi: 10.1093/her/13.2.163-a
Ornstein, S., & Hanssen, D. (1985). Alcohol control laws and the consumption of
distilled spirits and beer. Journal of Consumer Research, 12, 200-213.
doi: 10.1086/208509
Pavis, S., Cunningham-Burley, S., & Amos, A. (1997). Alcohol consumption and young

63

people: exploring meaning and social context. Health Education Research, 12(3),
311-322. doi: 10.1093/her/12.3.311
Piacentini, M. G., & Banister, E. N. (2006). Getting hammered?....students coping with
alcohol. Journal of Consumer Behaviour, 5, 145-156. doi: 10.1002/cb.41
Piacentini, M. G., & Banister, E. N. (2008). Managing anti-consumption in an excessive
drinking culture. Journal of Business Research, 62(2), 1-10.
doi: 10.1016/j.jbusres.2008.01.035
Pogue, T. F., & Sgontz, L. G. (1989). Taxing to control social costs: The case of alcohol.
The American Economic Review, 79(1), 235-243. Retrieved from:
http://www.aeaweb.org/aer/index.php
Reis, J., & Riley, W. L. (2008). First-year student views on changing their campus
alcohol culture. NASPA Journal, 45(2), 192-209. Retrieved from
http://journals.naspa.org/jsarp/
Ritchie, C., Ritchie, F., & Ward, R. (2009). A good night out: Alcohol-related behaviours
in young adults. Worldwide Hospitality and Tourism Themes, 1(2), 169-193.
doi: 10.1108/17554210910962549
Rook, D.W. (1985). The ritual dimension of consumer behaviour. Journal of Studies on
Consumer Research, 12(3), 251-264. doi: 10.1086/208514

Room, R. (1992). The impossible dream?? –Routes to reducing alcohol problems in a
temperance culture. Journal of Substance Abuse, 4, 91-106.
doi: 10.1016/0899-3289(92)90030-2
Room, R. (2004). Disabling the public interest: Alcohol strategies and policies for
England. Addiction, 99, 1083-1089. doi: 10.1111/j.1360-0443.2004.00803.x
Rose, P., Smith, S. T., & Segrist, D. J. (2010). Too cheap to chug: Frugality as a buffer
against college-student drinking. Journal of Consumer Behaviour, 9, 228-238.
doi: 10.1002/cb.314
Sande, A. (2002). Intoxication and rite of passage to adulthood in Norway.
Contemporary Drug Problems, 29, 277-303. Retrieved from
http://www.federallegalpublications.com/contemporary-drug-problems

64

Schulenberg, J., O’Malley, P. M., Bachman, J. G., Wadsworth, K. N., & Johnston, L. D.
(1996). Getting drunk and growing up: Trajectories of frequent binge drinking
during the transition to young adulthood. Journal of Studies on Alcohol, 57(3), 289304. Retrieved from http://www.jsad.com/
Smith, D., & Mitry, D. (2006). Consumer sensitivity to changes in tax policy on
consumption of alcohol. International Journal of Consumer Studies, 30(3), 247255. doi: 10.1111/j.1470-6431.2006.00509.x
Smith, D. E., & Skalnik, J. R. (1995). Changing patterns in the consumption of alcoholic
beverages in Europe and the United States. European Advances in Consumer
Research, 2, 343-355. Retrieved from http://www.acrwebsite.org/volumes/
Smith, D. E., Solgaard, H. S., & Beckmann, S. C. (1999). Changes and trends in alcohol
consumption patterns in Europe. Journal of Consumer Studies & Home Economics,
23(4), 247-260. doi: 10.1046/j.1365-2737.1999.00115.x
Stout, E. M., Sloan, F. A., Liang, L., & Davies, H. H. (2000). Reducing harmful alcoholrelated behaviors: Effective regulatory methods. Journal of Studies on Alcohol,
61(3), 402-412. Retrieved from http://www.jsad.com/
Treise, D., Wolburg, J. M., & Otnes, C. C. (1999). Understanding the “social gifts” of
drinking rituals: An alternative framework for PSA developers. Journal of
Advertising, 28(2), 17-31. Retrieved from http://ja.memphis.edu/
Webb, E., Ashton, C. H., Kelly, P., & Kamali, F. (1996). Alcohol and drug use in UK
university students. The Lancet, 348(9032), 922-925.
doi: 10.1016/S0140-6736(96)03410-1
Wechsler, H., Lee, J. E., Kuo, M., Seibring, M., Nelson, T. F., & Lee, H. (2002). Trends in
college binge drinking during a period of increased prevention efforts. Journal of
American College Health, 50(4), 203-217. doi: 10.1080/07448480209595713
Weitzmand, E. R., Nelson, T. F., & Wechsler, H. (2003). Taking up binge drinking in
college: The influenced of person, social group, and environment. Journal of
Adolescent Health, 32, 26-35. doi: 10.1016/S1054-139X(02)00457-3
Wette, H., Zhang, J., Berg, R., & Casswell, S. (1993). The effect of prices on alcohol
consumption in New Zealand 1983-1991. Drug and Alcohol Review, 12, 151-158.
doi: 10.1080/09595239300185581

65

Wild, C.J. and Seber, G.A.F. (2000). Chance encounters: a first course in data analysis
and inference. NY: John Wiley & Sons Inc.
Wilkins, C., Casswell, S., Bhatta, K., & Pledger, M. (2002). Drug use in New Zealand:
National surveys comparison 1998 & 2001. (Alcohol and Public Health Research
Unit Report: 2006). Retrieved from Alcohol & Public Health Research Unit website:
http://www.aphru.ac.nz/projects/Drugs%20In%20NZ%201.pdf
Wutzke, S. E., Shiell, A., Gomel, M. K., & Conigrave, K. M. (2001). Cost effectiveness of
brief interventions for reducing alcohol consumption. Social Science and Medicine,
52, 863-870. doi: 10.1016/S0277-9536(00)00189-1
Yen, S. T., & Jensen, H. H. (1996). Determinants of household expenditures on alcohol.
The Journal of Consumer Affairs, 30(1), 48-67. doi: 10.1111/j.17456606.1996.tb00725.x
Zhang, J., & Casswell, S. (1999). The effects of real price and a change in the
distribution system on alcohol consumption. Drug and Alcohol Review, 18, 371378. doi: 10.1080/09595239996239

66

Appendices
Appendix A: Pre-testing Procedures
Pre-test Interview Information Sheets
Pre-test Interview Consent Forms
Pre-test Interview Question

ii
ii
iv
v

Appendix B: Surveys
Survey Information Sheets
New Zealand Survey Forms
Australia Survey Forms

vi
vi
viii
xxiv

Appendix C:

xl
xl
xli

Ethics Approval Letters
Ethics Approval for Stage One: Pre-test Interviews
Ethics Approval for Stage Two: Surveys

i

Appendix A: Pre-Testing Procedures
Pre-test Interview Information Sheets
Date Information Sheet Produced:

20 August 2010

Project Title
Price and Alcohol Content Effects on Purchase Behaviour: An Analysis of New Zealand and Australian Youth
Drinking
An Invitation to Participate
You are invited to participate in an interview for a research project looking at the levels of alcohol purchased
by young people in Australia and New Zealand, and how these may be affected by different prices and levels of
alcohol content. I, Nicola Stephenson, am completing this research myself under the supervision of Dr AnnMarie Kennedy at Auckland University of Technology. This research project will form part of my dissertation,
the final requirement towards the completion of my Master of Business at AUT. The final resulting article may
be edited for publication in an academic journal in the future. Your participation in this short interview would
be very much appreciated. Please read this information sheet which details your involvement in this process.
If you are outside the 18 years to 25 years age bracket, if you do not drink alcohol, or if you are currently
employed in a bar, liquor store or other such alcohol-related job, you do not fulfil the criteria required for this
interview. In these instances, we thank you very much for your time but do not request your participation in
this research.
Purpose of this Research
This research is looking specifically at the alcohol purchase levels of young people, aged 18 years to 25 years
(at the time of completing the interview). I am particularly interested in how different price and alcohol
content levels may, or may not influence your purchase decisions. For the purposes of this research, RTDs, or
Ready-to-Drink beverages will be the focus of the questioning. RTDs in this research refer to alcoholic
beverages in bottle or can form, which contain some kind of alcoholic spirits or wine with a ‘mixer’, usually a
soft/fizzy drink. The information gathered through the use of this interview will contribute to establishing a
reliable survey to be distributed to young people in Australia and New Zealand. Your answers are appreciated,
as they will help to gain an understanding of current beliefs and expectations to do with purchasing alcohol.
Your Participation
Your participation in this interview is completely voluntary and choosing not to participate will not
disadvantage you in any way. You may withdraw your information at any time prior to the completion of all
interviews. You will be advised of this time frame on the day of the interview. If you withdraw from
participating in this research, you are assured that all information that has been collected from you such as
transcripts and recordings will be destroyed. If you choose to participate, you are assured total confidentiality,
all interviews will be transcribed by one person, the researcher. The recordings and transcripts will at no time
be accessible to anyone other than the researcher, Nicola Stephenson, and the research supervisor, Ann-Marie
Kennedy. It is important also to advise you that only aggregate, or overall, results from these interviews will be
used in the final report.
How was I chosen to participate?
This research is looking at both males and females, between the ages of 18 and 25 at the time of participation,
who consume alcohol. You have been chosen to participate in this survey as you are likely to fulfil the criteria
for inclusion. If you do fulfil these criteria, and consent to participate in this research, you will be selected to
be interviewed. Your responses, if you choose to participate, will be aggregated and included in the final
report. A final summary and copy of the report will be made available to you for your information.
How will the interview work?
This interview will take approximately 15 minutes to complete. During the interview, you will be asked some
basic questions about your alcohol preferences. At no time are you expected to answer any question you are
not completely comfortable answering. There will no consequences at all for you should you choose not to
answer any question. The questions you will be asked are basic in nature, and simply aim to find out your
thoughts on purchasing alcohol.
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Following the interview, you will be asked to review the transcripts of the interview. This is to ensure that the
researcher has fully understood what you have said.
How will my privacy be protected?
Confidentiality is assured to you following your interview. When transcribing these interviews, no identifying
information will be revealed. The recordings will be safely stored at the University storage facilities, separate
from these transcripts. The information gathered in all interviews will be collated and used together.
What are the costs of participating in this research?
This interview will take approximately 15 minutes to complete. There are no financial costs involved in your
participation in this research at all. However you may feel uncomfortable sharing details of your drinking
behaviour. This is addressed through keeping your responses anonymous within the research, so no one will
know your answers.
What opportunity do I have to consider this invitation?
You have a week to consider your participation in this short interview. Please also review the consent form
attached, so that you are totally aware of what you are agreeing to. If you choose to participate, please
schedule a time to meet with the researcher, who will go through this information again with you to ensure
your understanding.
How do I agree to participate in this research?
By notifying the researcher, and signing the attached consent form.
Will I receive feedback on the results of this research?
Yes, a copy of the report will be made available to all participants in the surveys. You may choose whether or
not to receive a copy of this.
What do I do if I have concerns about this research?
Any concerns regarding the nature of this project should be notified in the first instance to the Project
Supervisor, Ann-Marie Kennedy, email: ann-marie.kennedy@aut.ac.nz, or phone: +64 9 921 9999 ext 5825
Concerns regarding the conduct of the research should be notified to the Executive Secretary, AUTEC,
Madeline Banda, madeline.banda@aut.ac.nz , +64 9 921 9999 ext 8044.
Whom do I contact for further information about this research?
Researcher Contact Details:
If you wish to contact the researcher, Nicola Stephenson, her contact details are as follows:
Email: ykm1509@aut.ac.nz
Project Supervisor Contact Details:
If you wish to contact the project supervisor, Ann-Marie Kennedy, her details are as follow:
Email: ann-marie.kennedy@aut.ac.nz
Phone: +64 9 921 9999 ext 5825
Approved by the Auckland University of Technology Ethics Committee on August 25, 2010, AUTEC Reference number 10/147.
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Pre-test Interview Consent Forms
Project title:
Price and Alcohol Content Effects on Purchase
Behaviour: An Analysis of New Zealand and Australian Youth Drinking
Project Supervisor:
Researcher:













Dr. Ann-Marie Kennedy
Nicola Stephenson

I have read and understood the information provided about this research project in the
Information Sheet dated 12 July 2010.
I declare that I am at least 18 years of age, and am of legal drinking age within New Zealand at
the time of completing this interview.
I declare that I am at least 18 years of age, to a maximum of 25 years of age when completing
this interview.
I have had an opportunity to ask questions and to have them answered.
I understand that notes will be taken during the interviews and that they will also be audiotaped and transcribed by the researcher, Nicola Stephenson.
I understand that only overall, aggregate results of these interviews will be used in the final
report, thus my own answers will not be available to anyone other than the Supervisor, AnnMarie Kennedy, and the Researcher, Nicola Stephenson.
I understand that I may withdraw myself or any information that I have provided for this
project at any time prior to completion of data collection, without being disadvantaged in any
way.
If I withdraw, I understand that all relevant information including tapes and transcripts, or parts
thereof, will be destroyed.
I agree to take part in this research.
I declare that I am not currently employed in the alcohol industry, in a liquor store, bar or other
such workplace.
I wish to receive a copy of the final report from the research (please tick one):
Yes

No

Participant’s signature:

.....................................................…………………………………………………………

Participant’s name:

.....................................................…………………………………………………………

Date:
Approved by the Auckland University of Technology Ethics Committee on 13 September 2010 AUTEC Reference number 10/147.
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Pre-test Interview Questions

1.

Do you purchase alcohol?

2.

Do you consume alcohol?

3.

What kinds of alcohol do you like to drink?

4.

How many RTDs would you usually purchase for one drinking session (‘n’)?

5.

How many RTDs would you usually consume in one drinking session?

6.

What price would you usually expect to pay for ‘n’ *the number of RTDs you would usually
purchase for one drinking session - from your answer to question 4] RTDs?

7.

How much more than this price would you be expect to pay for ‘n’ RTDs, if the product
remained exactly the same?

8.

How much less than this price would you expect to pay for ‘n’ RTDs, if the product remained
exactly the same?

9.

What percentage of alcohol would you usually expect to find in a standard RTD?

10. If price were to remain the same, how much higher could the alcohol content/percentage go
before you would stop purchasing an RTD? (Please give a percentage number)
11. If price were to remain the same, how much lower could the alcohol content/percentage go
before you would stop purchasing an RTD? (Please give a percentage number)
12. What size would you usually expect an RTD to be? (Please answer in millilitres if possible)
13. Do you have any other comments to make about the issues discussed in this interview?
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Appendix B: Surveys
Survey Information Sheets
Date Information Sheet Produced:

12 July 2010

Project Title
Price and Alcohol Content Effects on Purchase Behaviour: An Analysis of New Zealand and Australian Youth
Drinking
An Invitation to Participate
You are invited to participate in a research project looking at the levels of alcohol purchased by young people
in Australia and New Zealand, and how these may be affected by different prices and levels of alcohol content.
I, Nicola Stephenson, am completing this research myself under the supervision of Ann-Marie Kennedy at
Auckland University of Technology. This research project will form part of my dissertation, the final
requirement towards the completion of my Master of Business at AUT. The final resulting article may be
edited for publication in an academic journal in the future. Your participation in this short survey would be
very much appreciated. Please read this information sheet which details your involvement in this process. If
you are outside the 18 years to 25 years age bracket, if you do not drink alcohol, or if you are currently
employed in a bar, liquor store or other such alcohol-related job, you do not fulfil the criteria required for this
interview. In these instances, we thank you very much for your time but do not request your participation in
this research.
Purpose of this Research
This research is looking specifically at the alcohol consumption levels of young people, aged 18 years to 25
years (at the time of completing the survey). I am particularly interested in how different price and alcohol
content levels may, or may not influence your consumption decisions. For the purposes of this research, RTDs,
or Ready-to-Drink beverages will be the focus of the questioning. RTDs refer to alcoholic beverages in bottle or
can form, which contain some kind of alcoholic spirits or wine with a ‘mixer’, usually a soft/fizzy drink. The
information gathered through the use of this survey will allow a statistical analysis of data from a relevant
section of the population, to contribute to knowledge in this are and help me to complete my final report.
Your Participation
Your participation in this research survey is completely voluntary and choosing not to participate will not
disadvantage you in any way. You may withdraw your information at any time prior to the collection of the
surveys. If you choose to participate, you are assured total confidentiality, all surveys will be collected
together in a box, ensuring no survey can be linked to any one individual. Only overall statistics will be
discussed in the final report, all data will be grouped and analysed together.
How was I chosen to participate?
This research is looking at both males and females, between the ages of 18 and 25 at the time of participation,
who consume alcohol. You have been chosen to participate in this survey as you are likely to fulfil the criteria
for inclusion and it is hoped that this research will be of interest to you in your current university studies. This
research is being performed in your undergraduate university classes as it is likely many of you will fulfil the
criteria set for this project and your responses will be relevant to our investigation. Should you choose to
participate in the survey, and qualify to participate as discussed, then your responses will be included in the
final analysis and report. A summary and copy of the final report will be made available to you for your
information.
How will the survey work?
You will be given some hypothetical scenarios and asked to quantify how much alcohol you would likely
consume in these circumstances. These scenarios will be randomly assigned to you. Five different forms of the
survey will be distributed in all. As this is totally random, the people around you will have different form of the
survey. For this reason, it is requested that you do not discuss your survey answers with anyone, until after all
surveys have been completed. This helps to give accurate results which are not affected by the answers of
others. Some of you will be allocated a control group survey. These are similar to the other surveys, and just
allow us to assess how reliable our final results are. The survey will not take long to complete, only
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approximately 5 to 10 minutes. Please take time to read and answer the questions carefully. You will also be
asked some basic demographic information about yourself. This is simply so we can get a complete view of the
types of people involved in our research. This information will not identify you in anyway, and again, only total
overall information will be used.
How will my privacy be protected?
Anonymity is assured to you, as following your completion of these surveys, the completed forms will all be
collected together in one box. Once this has happened, there will be no way that any form could be linked
with any one participant. We assure you total confidentiality in your answers. No personal identifying
information will be asked of you. When we are finished collating all if the surveys, they will be stored securely
on campus in a designated safe-store area.
What are the costs of participating in this research?
This survey will take approximately 5 to 10 minutes to complete. There are no financial costs involved in your
participation in this research at all. You may feel uncomfortable answering questions about your behaviour
related to alcohol, however we will ensure that your responses remain anonymous. Also, your course work and
grading will not be affected in any way through your participation or lack of participation in this research. The
researchers are completely independent of your Consumer Behaviour class. Your Consumer Behaviour
lecturers will not have access to your responses at any stage.
What opportunity do I have to consider this invitation?
You have a week to consider your participation in this short survey. If you choose to participate, please attend
your usual class at the time assigned to you,
How do I agree to participate in this research?
By completing this survey and returning it to the researcher, you are agreeing to participate.
Will I receive feedback on the results of this research?
Yes, a copy of the report will be made available to all participants in the surveys. The main results of the
research project will also be presented to you in your lectures.
What do I do if I have concerns about this research?
Any concerns regarding the nature of this project should be notified in the first instance to the Project
Supervisor, Ann-Marie Kennedy, email: ann-marie.kennedy@aut.ac.nz, or phone: +64 9 921 9999 ext 5826
Concerns regarding the conduct of the research should be notified to the Executive Secretary, AUTEC,
Madeline Banda, madeline.banda@aut.ac.nz , +64 9 921 9999 ext 8044.
Whom do I contact for further information about this research?
Researcher Contact Details:
If you wish to contact the researcher, Nicola Stephenson, her contact details are as follows:
Email: ykm1509@aut.ac.nz
Project Supervisor Contact Details:
If you wish to contact the project supervisor, Ann-Marie Kennedy, her details are as follow:
Email: ann-marie.kennedy@aut.ac.nz
Phone: +64 9 921 9999 ext 5825
Approved by the Auckland University of Technology Ethics Committee on 13 September 2010 AUTEC.
Reference number 10/147.
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New Zealand Survey Forms

Version N1

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $3

o 15 pack at $21

o 4 pack at $9

o 18 pack at $24

o 6 pack at $10.50

o 24 pack at $30

o 8 pack at $14.30

o Instead: 40oz bottle of the spirits

o 10 pack at $17.30
o 12 pack at $18.80

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

viii

PLEASE TURN OVER
Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

ix

Version N2

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $3.50

o 15 pack at $24.50

o 4 pack at $10.50

o 18 pack at $28

o 6 pack at $12.30

o 24 pack at $35

o 8 pack at $16.70

o Instead: 40oz bottle of the spirits

o 10 pack at $20.20
o 12 pack at $21.90

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

PLEASE TURN OVER
x

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +
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Version N3

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4.50

o 15 pack at $31.50

o 4 pack at $13.50

o 18 pack at $36

o 6 pack at $15.80

o 24 pack at $45

o 8 pack at $21.40

o Instead: 40oz bottle of the spirits

o 10 pack at $25.90
o 12 pack at $28.20

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

PLEASE TURN OVER
xii

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xiii

Version N4

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5

o 15 pack at $35

o 4 pack at $15

o 18 pack at $40

o 6 pack at $17.50

o 24 pack at $50

o 8 pack at $23.80

o Instead: 40oz bottle of the spirits

o 10 pack at $28.80
o 12 pack at $31.20

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

xiv

PLEASE TURN OVER
Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xv

Version N5

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 4% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4

o 15 pack at $28

o 4 pack at $12

o 18 pack at $32

o 6 pack at $14

o 24 pack at $40

o 8 pack at $19

o Instead: 40oz bottle of the spirits

o 10 pack at $23
o 12 pack at $25

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

xvi

PLEASE TURN OVER
Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xvii

Version N6

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 5% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4

o 15 pack at $28

o 4 pack at $12

o 18 pack at $32

o 6 pack at $14

o 24 pack at $40

o 8 pack at $19

o Instead: 40oz bottle of the spirits

o 10 pack at $23
o 12 pack at $25

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

PLEASE TURN OVER
xviii

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xix

Version N7

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 10% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4

o 15 pack at $28

o 4 pack at $12

o 18 pack at $32

o 6 pack at $14

o 24 pack at $40

o 8 pack at $19

o Instead: 40oz bottle of the spirits

o 10 pack at $23
o 12 pack at $25

that would be contained in the
RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

xx

PLEASE TURN OVER

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxi

Version N8

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 14% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4
o 4 pack at $12
o 6 pack at $14

PLEASE TURN OVER

o 8 pack at $19
o 10 pack at $23

o 15 pack at $28

o 12 pack at $25

o 18 pack at $32
o 24 pack at $40
o Instead: 40oz bottle of the spirits
that would be contained in the

xxii

RTD (1.15 Litres at $35) and 2
bottle of mixer at $7 = Total $42

23

Finally, please answer a couple of questions about yourself, to help us
understand who has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxiv

Australian Survey Forms

Version A1

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $3.90

o 15 pack at $38.90

o 4 pack at $12.40

o 18 pack at $45.00

o 6 pack at $17.10

o 24 pack at $60.60

o 8 pack at $21.80

o Instead: 40oz bottle of the spirits

o 10 pack at $27.20
o 12 pack at $32.60

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER

xxv

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxvi

Version A2

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $4.40

o 15 pack at $44.40

o 4 pack at $14.20

o 18 pack at $51.50

o 6 pack at $19.50

o 24 pack at $69.20

o 8 pack at $24.90

o Instead: 40oz bottle of the spirits

o 10 pack at $31.10
o 12 pack at $37.30

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER

xxvii

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxviii

Version A3

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5.20

o 15 pack at $51.70

o 4 pack at $16.50

o 18 pack at $60.00

o 6 pack at $22.70

o 24 pack at $80.70

o 8 pack at $28.90

o Instead: 40oz bottle of the spirits

o 10 pack at $36.20
o 12 pack at $43.40

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER
xxix

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxx

Version A4

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 6% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5.40

o 15 pack at $53.40

o 4 pack at $17.10

o 18 pack at $61.90

o 6 pack at $23.50

o 24 pack at $83.20

o 8 pack at $29.90

o Instead: 40oz bottle of the spirits

o 10 pack at $37.40
o 12 pack at $44.80

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER
xxxi

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxxii

Version A5

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 4% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5

o 15 pack at $50

o 4 pack at $16

o 18 pack at $58

o 6 pack at $22

o 24 pack at $78

o 8 pack at $28

o Instead: 40oz bottle of the spirits

o 10 pack at $35
o 12 pack at $42

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER
xxxiii

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxxiv

Version A6

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 5% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5

o 15 pack at $50

o 4 pack at $16

o 18 pack at $58

o 6 pack at $22

o 24 pack at $78

o 8 pack at $28

o Instead: 40oz bottle of the spirits

o 10 pack at $35
o 12 pack at $42

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER
xxxv

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxxvi

Version A7

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 7% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5

o 15 pack at $50

o 4 pack at $16

o 18 pack at $58

o 6 pack at $22

o 24 pack at $78

o 8 pack at $28

o Instead: 40oz bottle of the spirits

o 10 pack at $35
o 12 pack at $42

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

PLEASE TURN OVER
xxxvii

Finally, please answer a couple of questions about yourself, to help us understand who
has participated in our survey.

1. What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +

xxxviii

xxxix
Version A8

Alcohol Purchase
Behaviour Survey
Please carefully consider and answer the questions on both sides of this sheet.
You may answer each question by placing a tick or cross in the circles (‘O’)
provided.

Scenario:
Imagine you are going to a store to purchase alcohol for yourself. You are going to
purchase Brand X, which is an RTD (Ready-To-Drink) alcoholic beverage containing
spirits and a mixer (i.e. a soft drink). Each bottle of Brand X is 330 millilitres (mLs) in
size.
Brand X is 8% alcohol.
How much of brand X will you buy? (Please tick one option only):
o 1 bottle at $5

PLEASE TURN OVER

o 4 pack at $16

o 15 pack at $50

o 6 pack at $22

o 18 pack at $58

o 8 pack at $28

o 24 pack at $78

o 10 pack at $35

o Instead: 40oz bottle of the spirits

o 12 pack at $42

that would be contained in the
RTD (1.15 Litres at $40) and 2
bottle of mixer at $7 = Total $47

xxxix

Finally, please answer a couple of questions about yourself, to help us
understand who has participated in our survey.

1.

What is your gender?
O

Male

O

Female

2. How old are you?

3. Please indicate your annual income:
o $0 - $5,000
o $5,001 - $10,000
o $10,001 - $15,000
o $15,001 - $20,000
o $20,001 - $25,000
o $25,001 - $30,000
o $30,001 +
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Appendix C: Ethics Approvals
Approval for Part One: Pretesting

MEMORANDUM

Auckland University of Technology Ethics Committee (AUTEC)
To:
From:
Date:
Subject:

Ann-Marie Kennedy
Charles Grinter Ethics Coordinator
25 August 2010
Ethics Application Number 10/147 Price and alcohol content effects on purchase
behaviour: an analysis of New Zealand and Australian youth drinking.

Tena koe Ann-Marie
Thank you for providing written evidence as requested. I am pleased to advise that it satisfies the points
raised by the Auckland University of Technology Ethics Committee (AUTEC) at their meeting on 12 July
2010 and that I have approved your ethics application. This approval is for the semi-structured interview part
of the research only. Full information about the survey stage needs to be approved by AUTEC before data
collection for that stage commences. This delegated approval is made in accordance with section 5.3.2.3 of
AUTEC’s Applying for Ethics Approval: Guidelines and Procedures and is subject to endorsement at
AUTEC’s meeting on 13 September 2010.
Your ethics application is approved for a period of three years until 25 August 2013.
I advise that as part of the ethics approval process, you are required to submit the following to AUTEC:


A brief annual progress report using form EA2, which is available online through
http://www.aut.ac.nz/research/research-ethics/ethics. When necessary this form may also be used
to request an extension of the approval at least one month prior to its expiry on 25 August 2013;



A brief report on the status of the project using form EA3, which is available online through
http://www.aut.ac.nz/research/research-ethics/ethics. This report is to be submitted either when the
approval expires on 25 August 2013 or on completion of the project, whichever comes sooner;

It is a condition of approval that AUTEC is notified of any adverse events or if the research does not
commence. AUTEC approval needs to be sought for any alteration to the research, including any alteration
of or addition to any documents that are provided to participants. You are reminded that, as applicant, you
are responsible for ensuring that research undertaken under this approval occurs within the parameters
outlined in the approved application.
Please note that AUTEC grants ethical approval only. If you require management approval from an
institution or organisation for your research, then you will need to make the arrangements necessary to
obtain this. Also, if your research is undertaken within a jurisdiction outside New Zealand, you will need to
make the arrangements necessary to meet the legal and ethical requirements that apply within that
jurisdiction.
When communicating with us about this application, we ask that you use the application number and study
title to enable us to provide you with prompt service. Should you have any further enquiries regarding this
matter, you are welcome to contact me, by email at ethics@aut.ac.nz or by telephone on 921 9999 at
extension 8860.
On behalf of the AUTEC and myself, I wish you success with your research and look forward to reading
about it in your reports.
On behalf of Madeline Banda, Executive Secretary
Auckland University of Technology Ethics Committee
Cc:

Nicola Louise Stephenson ykm1509@aut.ac.nz
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Approval for Part Two: Surveys

MEMORANDUM
Auckland University of Technology Ethics Committee (AUTEC)
To:
From:
Date:
Subject:

Ann-Marie Kennedy
Madeline Banda Executive Secretary, AUTEC
13 September 2010
Ethics Application Number 10/147 Price and alcohol content effects on purchase
behaviour: an analysis of New Zealand and Australian youth drinking.

Dear Ann-Marie
I am pleased to advise that I have approved the written surveys for stage two of your ethics application. This
delegated approval is made in accordance with section 5.3.2 of AUTEC’s Applying for Ethics Approval:
Guidelines and Procedures and is subject to endorsement at AUTEC’s meeting on 11 October 2010.
Your ethics application is approved for a period of three years until 25 August 2013.
I remind you that as part of the ethics approval process, you are required to submit the following to AUTEC:


A brief annual progress report using form EA2, which is available online through
http://www.aut.ac.nz/research/research-ethics/ethics. When necessary this form may also be used
to request an extension of the approval at least one month prior to its expiry on 25 August 2013;



A brief report on the status of the project using form EA3, which is available online through
http://www.aut.ac.nz/research/research-ethics/ethics. This report is to be submitted either when the
approval expires on 25 August 2013 or on completion of the project, whichever comes sooner;

It is a condition of approval that AUTEC is notified of any adverse events or if the research does not
commence. AUTEC approval needs to be sought for any alteration to the research, including any alteration
of or addition to any documents that are provided to participants. You are reminded that, as applicant, you
are responsible for ensuring that research undertaken under this approval occurs within the parameters
outlined in the approved application.
Please note that AUTEC grants ethical approval only. If you require management approval from an
institution or organisation for your research, then you will need to make the arrangements necessary to
obtain this. Also, if your research is undertaken within a jurisdiction outside New Zealand, you will need to
make the arrangements necessary to meet the legal and ethical requirements that apply within that
jurisdiction.
When communicating with us about this application, we ask that you use the application number and study
title to enable us to provide you with prompt service. Should you have any further enquiries regarding this
matter, you are welcome to contact Charles Grinter, Ethics Coordinator, by email at ethics@aut.ac.nz or by
telephone on 921 9999 at extension 8860.
On behalf of the AUTEC and myself, I wish you success with your research and look forward to reading
about it in your reports.
Yours sincerely

Madeline Banda
Executive Secretary
Auckland University of Technology Ethics Committee
Cc:

Nicola Louise Stephenson ykm1509@aut.ac.nz
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