AN INVESTIGATION INTO THE LEVEL OF AWARENESS AMONG TERTIARY STUDENTS REGARDING THE PRESENCE OF THE 18+ WARNING SIGN ON ALCOHOL ADVERTISEMENTS

ABSTRACT

The impact of advertising on the consumption of alcoholic beverages, particularly among young people, has been recognised as a significant contributing factor (Alcohol Concern, 2013). By employing various advertising execution techniques, including but not limited to humour, celebrity endorsement, and music, advertisers possess the capability to incorporate compelling visuals that strike a chord with susceptible adolescents. Despite the well-documented social and health consequences associated with alcohol consumption, as well as the limited awareness of warning signs among adults, it is evident from the literature that the connection between advertising warning signs and alcohol consumption remains an area that has not received sufficient attention in research. The research investigated the perception of Nigerian university undergraduates towards the 18+ cautionary label featured in alcoholic beverage advertisements.

The research design utilised in this study was the survey research design. The study focused on a target population consisting of 195,000 undergraduate students who were enrolled in nine specifically chosen universities located in the South-West region of Nigeria. The selection process employed a multi-stage sampling technique. The technique of purposive sampling was employed to carefully select three states, namely Lagos, Ogun, and Oyo, taking into consideration the high density of universities within these states. The universities within the designated states were categorised into three distinct tiers: Federal, State, and Private. A deliberate selection process was employed to choose three universities from each state, with one university being selected from each stratum. The formula devised by Gay, Geoffrey, and Peter was utilised to determine the sample size of 1,950 respondents. These respondents were then allocated proportionately among the nine universities that were selected. The instrument utilised in this study was a validated questionnaire. The Cronbach's Alpha coefficients for the constructs exhibited a range of 0.735 to 0.945. The response rate achieved an impressive level of 95.7%. The data underwent thorough analysis utilising advanced statistical techniques such as correlation and regression analyses.

The results of the study indicated a noteworthy correlation between the students' knowledge of the 18+ warning sign and their attitudes towards consumption (r=0.242; p<0.05). A noteworthy correlation was observed between the students' ability to recognise the 18+ warning sign and their attitudes towards consumption (r=0.485; p<0.05). Furthermore, it is worth noting that a noteworthy and substantial correlation was observed between the perception of credibility of the 18+ warning sign by students and their attitudes towards consumption. This correlation was found to be positive, with a coefficient of 0.664. It is important to highlight that this correlation was statistically significant, as indicated by a p-value of less than 0.05. The study revealed a noteworthy impact of the 18+ sign on the attitudes of individuals below the legal age regarding consumption (R2=0.494; p<0.05). The attitudes of undergraduates towards the 18+ warning sign were found to be significantly influenced by demographic variables, as indicated by the statistical analysis (R2=0.017; p<0.05).

The findings of the study indicate that the presence of an 18+ warning sign in alcoholic beverage advertisements has a deterrent effect on the consumption of alcoholic beverages among undergraduate individuals. The study suggests that advertisers, who sponsor promotional messages promoting alcohol consumption, should increase their utilisation of the 18+ warning sign and other similar indicators to demonstrate social responsibility. Furthermore, it is imperative to enhance the vigilance of advertising-relevant agencies in accordance with established regulations. This will enable them to intensify their monitoring of advertisement content, thereby ensuring strict adherence to prescribed standards.
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CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

It is possible that alcohol is the substance that is used the most often by teenagers. It is a pervasive poison, and an excessive amount of it in the body may cause damage to almost every organ or system in the human body (Ahn, 2022). Consumption of alcohol comes with the danger of negative health and social effects as a result of intoxication; it is responsible for a variety of social, health, and economic damages that are often more prominent among younger generations (Australian Medical Association, 2012). According to Akompab (2022), the negative effects of drinking an excessive amount of alcohol include an increased risk of developing esophageal cancer, liver cancer, murder, epilepsy, and cirrhosis of the liver, among other conditions.

In Nigeria, alcohol consumption in the last few decades was mostly utilized during ceremonies for the purpose of providing entertainment; however, in modern times, both the amount and the cause for consumption are undergoing fast transformation (Al-Hamdani, 2021). The growing popularity of alcohol use among young people in Nigeria today is one factor that contributes to the country's position as one of the top thirty nations worldwide in terms of the amount of alcohol consumed per capita (World Health Organization, 2019). The amount of alcohol that young people in Nigeria consume seems to be the root cause of an increasing burden of alcohol-related problems in the country, including addiction, poor academic performance, dangerous driving, and health difficulties, to name just a few of these problems (Andaje, 2021). It is nevertheless a continuous public health concern, despite the efforts that have been made to limit the drinking of alcohol by minors (Arshad, 2022).

In recent years, there has been debate about whether or not advertising plays a role as a possible stimulus to alcohol consumption or as a contributor to the abuse of alcohol. This debate has arisen because advertising has been linked to the purchase and consumption of alcohol by people under the age of 21. (Arshad, 2022). Advertising was described by Avery (2020) as "a systematic and constructed non-personal transmission of information about items (goods, services, and ideas) by identifiable sponsors, via multiple media." Typically, this kind of communication is paid for, and it is typically persuasive in character (p. 7). It is the perception that young people may mentally connect to pleasant dream destinations, lifestyles, and personality attributes that are shown in advertising for a very minimal expense, and this image is created by advertising. Advertising is one possible source of information for young people on the expense of alcohol as well as its advantages. The information that is offered by advertising may result in more favorable expectancies about alcohol, which can influence actual or planned consumption behavior (Balbach, 2022).

The influence of alcohol advertising may be seen in the way that young people's drinking habits are affected as a result of the advertisement. When young people are in their early years of adolescence, between the ages of ten (10) and fourteen (14), they become susceptible to the allure of alcohol marketing (14). However, being exposed to advertisements for alcoholic beverages raises the risk that a young person will begin drinking alcohol, and if that young person has already been drinking alcohol, there is a probability that their consumption will grow (Balbach, 2022). Youths are exposed to advertisements for alcoholic beverages across a variety of communication platforms; however, television advertising appears to be the most effective method of marketing alcohol. This is likely due to the fact that children and teenagers spend more time watching television than they do using any other type of media. The Australian Medical Association published their findings in 2012 Advertising on the radio and product placement within television programming are two more channels via which alcoholic drinks may be marketed (Australian Medical Association, 2012). Children have been found to identify advertisements for alcoholic beverages as the ones they like the most among the advertisements to which they have been exposed, and their preference for advertisements for alcoholic beverages has been linked to the consumption of alcohol among young people in general (Braden, 2022). This was then reaffirmed in the statement that was published by Andaje (2021), which reads as follows:

Because of the significant changes that take place in the brain throughout adolescence, teenagers are more prone to impulsivity and have a heightened responsiveness to pleasure and reward. It is expected that young individuals who already have issues connected to alcohol will be more susceptible to the effects of advertising for alcoholic beverages, and this susceptibility will increase in proportion to the amount of alcohol consumed. Advertising alcohol takes advantage of vulnerable teenagers by manipulating their attitudes, perceptions, and especially their expectations around alcohol usage. These factors subsequently impact the choices that young people make on whether or not to drink. This precarious position is made even more precarious by the massive exposure to commercial messages, not just via conventional media but also through newer forms of media, which are particularly directed at young people (p. 10).

Because of the size of their bodies and the lack of experience they have had with alcohol, young people are at an increased risk of alcohol-related damage. The bigger the quantity of alcohol that is drunk throughout the teenage years, the higher the danger that is posed in the early adult years (Andaje, 2021). The sign "18+" may be seen on the vast majority of ads for alcoholic beverages, including those that appear on television, in newspapers and magazines, and even on billboards. This signifies that alcohol use is restricted to persons who are at least eighteen years old. Because of the appealing nature of alcohol advertisements to young people, there is evidence to suggest that there is a relationship between advertisements for alcohol and a positive attitude towards alcohol among young people. This is based on the fact that alcohol advertisements are appealing to young people. According to Atwoli (2022), there is a conclusion that alcohol advertising influences knowledge, attitude, and intents to drink, all of which are considered to impact drinking. As a result, there is a conclusion that there is a positive relationship between alcohol advertising and the consumption of alcohol.

According to Atwoli (2022), a significant number of ads for alcoholic beverages associate drinking with desired personal characteristics such as elegance, sociability, and physical beauty as well as with desirable outcomes like success, enjoyment, relaxation, romance, and adventure. Advertising for alcoholic beverages that have these characteristics appeal to young people, and this draws them to the advertisements. The substance of ads is often tied to expectations about the use of alcohol by young people since these appeals are used. There is, however, a substantial body of research suggesting that some alcohol brands, particularly those that are popular among young people, are manufactured with the intention of appealing to young people (Arshad, 2022). There is also evidence that the cultural myths and symbols that are employed in ads for alcoholic beverages have meaningful connotations for college students (Arshad, 2022). There are some aspects that pique the interest of young people. In particular, young people are drawn to aspects that include music, stories, characters, and humor (Arshad, 2022).

When young individuals are exposed to advertisements for alcoholic beverages, they may demonstrate a variety of reactions. Some of these responses may include awareness, perception, recognition, and self-control. Attitudes toward commercials and people's interpretations of the information they convey might sometimes constitute crucial elements that can mitigate the impact that advertisements have after they have been exposed to them. Young individuals may be exposed to commercials for alcoholic drinks and become familiar with the brands that they promote even well before they begin consuming alcoholic beverages themselves (Gunter et al., 2008). There is a worry that exposing young individuals to marketing for alcoholic beverages might lead to favorable attitudes about drinking and could also have a role in initiating early initiation of alcohol usage. This is a concern since these attitudes could lead to problems. However, there is a correlation between exposure to advertising for alcoholic beverages and the beginning stages of alcohol intake among young individuals. Advertising for alcoholic beverages influences attitudes, beliefs, and expectations towards alcohol consumption, which ultimately leads to choices among young people to drink (Akompab, 2022).

The Advertising Practitioners Council of Nigeria is the statutory regulatory authority in Nigeria that oversees advertising practices and provides guidelines for them (APCON). The rules of the advertising code of ethics embrace all forms of media, including electronic, print, outdoor, and even viewing centers and movie theaters. Articles 32–37 of the 5th code of advertising practice outline this rule of behavior for the advertising industry. According to these articles, advertising of alcoholic beverages shall not be shown in children's religious or sporting programs; children or sportsmen or women shall not be used as models; it shall not employ religious or medical suggestions or connotations; and it shall not be sited within a radius of two hundred meters of the nearest perimeter fence of any place of worship, hospitals, schools, or motor parks (APCON, 2019).

In spite of the efforts of APCON to limit drinking among adolescents and those who are underage, alcohol advertising continue to look tempting to youths and are even directed at them. This is despite the fact that APCON is making these efforts. Because the majority of these young people are exposed to alcohol advertising on the internet, which could result in difficulty in preventing underage exposure to alcohol advertising, high levels of brand recognition among youths and those under the age of legal drinking age illustrate the weakness of the regulation that is currently in place (Ahn, 2022). In light of the current trajectory of events, which may eventually lead to a complete prohibition of advertising for alcoholic beverages, the alcohol industry has devised an industry-based regulation in the form of the 18+ sign in order to discourage consumption by those under the age of 18. The presence of the 18+ symbol indicates that those aged eighteen (18) years and older are permitted to consume alcoholic beverages. In light of this, the purpose of this research is to assess the level of knowledge among university students in Southwestern Nigeria about the presence of the 18+ sign in marketing for alcoholic beverages.

1.2 Statement of the Problem

Despite regulations to protect the youth and underage from alcohol advertising, they are still regularly exposed to high level of alcohol advertising, young people are exposed to alcohol advertisements on television, radio, internet and in print media, whether they are targeted by advertisers or not (Smith and Foxcroft, 2009). The use of alcohol among the youths and the underage has been a major public health concern because drinking among these youths can result in a number of negative consequences such as alcohol addiction, accidents, poor academic performance, risky sex, injuries and even untimely death. It is has been observed that the earlier the age young people start to drink and the more they drink at a young age, the more they are likely to become addict and suffer alcohol related harm (Anderson, 2007).

Despite the fact that advertisements of alcoholic beverages on television, print media and even on billboards carry the 18+ sign which is supposed to serve as a deterrent to the underage, most of these young adults do not seem to be aware of the sign. Many young people start to drink at an earlier (Australian Medical Association, 2012). Another concern over alcohol advertising is the fact that advertising has frequently associated alcohol consumption with themes such as fun, friendship and humour. Much of these alcohol advertising goes beyond describing the specific qualities of the alcoholic beverage to creating a glamorous and pleasurable image that may be attractive and appealing to youths, even the underage. The university undergraduates in Nigeria today are perhaps dominated by the young adults and adolescents who should be educated on the adverse effect of alcohol consumption on health and academic performance. The attitude of these university undergraduates to the 18+ sign in these alcoholic beverages (Trophy, 33 larger beer, Golgberg, Stout, Heinekens and so on) advertisements were what constituted the focus of this study.

1.3 Objective of the Study

The main objective of this study is to investigate students awareness in the 18+ warning sign on alcohol advertisements in Nigeria tertiary institution. The specific objectives are to:

To evaluate the effectiveness of 18+ warning sign placed on alcoholic drinks as a form of risk communication among Students.

To assess the risk perceptions of Students towards 18+ warning sign in alcohol.

To find out the attitude of students with regards to alcohol use

1.4 Research Question

Is 18+ warning sign placed on alcoholic drinks as a form of risk communication effective among Students?

What was the risk perception of Students towards 18+ warning sign in alcohol?

What was the attitude of students towards alcohol consumption?

1.5 Significance of the Study

In understanding the influence of the risk communication strategy under study, risk communicators in different fields would be able to come up with better risk communication strategies. The findings of this study enable the Nigerian government and NAFDAC to draw conclusions regarding the behaviour of alcohol consumption among the youth at the university. These findings also would provide a resourceful reference for policy makers and other major stakeholders with regards to finding effective measures to curb the vice. The findings of this study would fill the knowledge gap, which is apparent from literature review with regard to the study of the effectiveness of 18+ warning sign as risk communication. Most studies regarding alcohol use and abuse in Nigeria have focused on school going children and other special groups. There was need to carry out research targeting students at the university and other tertiary academic institutions.

The findings of this study would enable Schools to understand the problem of excessive alcohol consumption among their students. The findings would also shed light on the challenges of curbing the vice and highlight the depth of the problem. With this resource, they could develop effective risk communication strategies tailor-made for their students.

1.6 Scope of the Study

The population for this study was drawn from Nigerian public and private universities. Most youth in Nigeria get the opportunity to explore their freedom once they join the university or college. This freedom gives them the chance to indulge in alcohol consumption. Public universities in Nigeria have students from varied socio-economic groups and cultures. The target population was drawn from Universities in Lagos, Ogun and Oyo, in South West, Nigeria. 

Limitations and Delimitations of the Study

Being a study about a sensitive subject area, it was anticipated that most respondents would shy off from providing truthful and accurate information. To combat this, the study employed the help of research assistants who are students at the university. The respondents found it easier to open up and converse freely with their peers. Participants were also assured of anonymity and that the information they provided would only be used to achieve academic pursuits and not for any other reason.

1.8 Definition of Terms

Risk Communication: It is the art used to provide an audience with accurate information that is not spun to help people make sound decisions (Fischhoff, 2011). For this study, risk communication refers to the message contained on the 18+ warning sign found on alcoholic drinks.

Risk Perception: It is an individual’s belief of the likelihood of suffering from the indicated negative effects when they indulge in a given risky behaviour (Brewer, 2004). This study sought to find out whether Students believed that they are likely to suffer from the negative effects of excessive alcohol consumption.

18+ warning sign: In this study, 18+ warning sign refer to the labels that appear on alcoholic drinks bottles like beers and canned alcoholic drinks. The label contains a message warning the consumer about the effects of excessive alcohol consumption and underage drinking.

Influence: In this study, influence refers to the behavioural or psychological effect that risk communication will have on an individual (Hak-Seon, 2012).

Alcohol Abuse: The Centre for Disease Control (CDC) defined alcohol abuse as heavy drinking (over 15 drinks per week for men and over 8 drinks per week for women), binge drinking (over 5 drinks in 2 hours for men and over 4 drinks for women) and the use of alcohol by people under the legal drinking age. In this study, excessive alcohol use refers to consuming alcohol to the point of getting drunk which may lead to dependence (WHO, 2001).

CHAPTER TWO

LITERATURE REVIEW

2.1 Theoretical Framework

The heath belief model attempts to explain and predict health behaviour by focusing on the attitudes and beliefs of people. Hochbaum first coined the model in the 1950s and later social psychologists in the United States public health services among other social scientists developed it (Wheeler, 2010). The model was initially developed to explain the lack of participation in health screening and other health programs by members of the society even for their own good. The theory was coined after a free Tuberculosis screening program failed. This model posits that, people make health choices depending on their ability to believe that it is possible to make the necessary changes (Balbach, Smith, & Malone, 2006).

Risk communication strategies based on this theory are individual focused since it is an intrapersonal theory. This study attempted to find out to what extent the Health Belief Model was applicable in explaining the role 18+ warning sign play in influencing the perceptions and subsequent behaviour of the youth towards alcohol use. The HBM has five key constructs which contribute to the decision making process in health communication including: perceived susceptibility, perceived severity, perceived threat, perceived benefits and perceived barriers.

Perceived Susceptibility

The HBM suggests that individuals will make health choices based on whether they believe that they are at risk of or susceptible to the negative health condition in question or not. Everyone has their own perception of the chances of suffering negative consequences as a result of indulging in a given health risk. There are those that deny the likelihood, those who admit to a statistical possibility and those who feel extremely susceptible. This study investigated risk communication messages on alcoholic drinks to find out whether they make university students feel at risk of the negative effects brought about by excessive alcohol use. The study sought to find out whether individual students felt that there was likelihood that they can suffer particular negative consequences of alcohol consumption (Ahn, Kim, & No, 2006).

Perceived Severity

The proponents of the HBM suggest that individuals make positive choices when they consider the consequences of not taking up the positive health behaviour as severe. It refers to the beliefs a person holds concerning the effects a given disease or condition would have on one's state of affairs. This study sought to find out whether exposure to risk communication messages on alcoholic drinks makes the youth consider the negative effects of alcohol use and whether they view them as severe. Individuals also consider the perceived threat when they are making health decisions (Wendy, 2010).

Perceived Threat

Perceived threat entails the person in question considering their vulnerability to the health risk at hand. This construct delves into understanding whether the individual practicing negative health behaviour actually acknowledges that the behaviour can result to the negative consequence. This study investigated whether Students consider themselves vulnerable to the negative effects of alcohol abuse (Balbach, Smith, & Malone, 2006).

Perceived Benefits and Barriers

In communicating a health risk, individuals have to be convinced of the perceived benefits and barriers. Under this construct, individuals normally consider challenges they must overcome or the cost they must pay in relation to the benefits they will enjoy by taking up the suggested healthy behaviour. These factors were tested in the study. According to the Health Belief Model, the aspect of efficacy is of great import when coming up with risk communication strategies (Ahn, Kim, & No, 2006). The study aimed to find out the level of efficacy among the youth with regards to making the right choice when it comes to alcohol consumption.

2.2 General Literature Review Risk Communication

The purpose of this study was to find out the influence of risk communication on the perception of Nigerian youth towards alcohol. Although we are pervaded with risk messages in every aspect of our lives, there is no guarantee that we will automatically implement the suggested action. Sometimes we do not even notice risk messages. In order to respond appropriately to risk communication messages, audiences have to notice the message, agree with the recommended action and believe that they can do it (Fischhoff et al., 2011).

Risk communication is any purposeful exchange of information about risks (Covello, 1989). Risk communication is the art used when people need good information to make sound decisions (Fischhoff et al., 2011). In risk communication the audience is provided with only accurate information that is not spun to enable them make sound decisions. Any risk communication strategy must have specific goals. Some of the most common goals include: sharing information, changing beliefs and changing behaviour. All forms of risk communication must be evaluated because even the best science does not guarantee results. It is crucial for risk communicators to come up with specific goals before they come up with risk messages.

Feeling at risk motivates individuals to change risky behaviour and or take up healthy behaviours. Making people believe that they are indeed at risk is the first and most important step in promoting behaviour change. Individuals will not simply change their behaviour because they have been told of the negative implications (Fischhoff et al., 2011). Risk communication must be supported by other actions. For example, by making the commodity more expensive, they may somewhat reduce accessibility of the same to a part of the population.

With awareness and adequate education people who use or abuse alcohol can achieve attitude and or healthy behaviour change. In Nigeria therefore, the government mandated the placement of 18+ warning sign concerning the dangers of alcohol consumption nonalcoholic drinks packaging. Since the inception of NAFDAC’s risk communication strategies, statistics indicate that the problems resulting from alcohol use and abuse are still on the rise in the country especially among young people (NAFDAC, 2014).

Covello et al. (1989) suggested that one of the areas where government agencies have failed in developing risk communication strategies is in addressing specific audiences. They rarely consider the audience’s socio-demographic characteristics, perceptions, attitudes, knowledge of the subject, and primary source of information, among other important factors. The public is not a single monolithic entity. The Nigerian government and non-governmental organizations need to carry out intensive surveys to understand their target audience demographics before they set out to develop effective risk communication strategies (Covello et. al., 1989).

Risk communication must be evaluated to ensure that the goals and objectives are attained. Especially when the communicator is not part of the target audience, a lot of warped assumptions will be made. Many risk communicators and scientists assume that once the audience understands the risk they will not chance exposure. Such assumptions normally lead to failed risk communication strategies. The target audience may end up under estimating, over estimating or simply ignoring the risk at hand (Fischhoff et al., 2011).

This study aimed at finding out whether the youth at the university actually notice the warning signs on alcoholic drinks. If they do, what influence do the 18+ warning sign have on their perception and behaviour towards alcohol consumption? According to Fischhoff et al. (2011), risk communication entails providing people with good information necessary for making sound judgement. Unlike public relations and public affairs, risk communication does not involve any spinning of words or ideas as this may hamper the achievement of the risk communication goals and objectives.

In order to achieve impact, risk communication messages have to trigger attention, achieve comprehension and influence decision making (Breakwell, 2000). Risk messages serve the purposes of either attenuation or amplification of the risk at hand. Risk communication on alcohol use is intended to amplify the issue so as to influence perception and hence, behaviour change. Warning signs on alcoholic drinks packaging must achieve all these stages in order to be effective. Fischhoff et al. (2011) also suggested that people do not always want to make important or even less important decisions for them. Sometimes they rely on the professionals to gauge the pros and cons and simply suggest the best option for them (Fischhoff et al., 2011). This study sought to find out what influence the suggested actions by the 18+ warning sign has on the sample group.

It is impossible to design an effective risk communication message without understanding the target audience’s demographics and the community they live. The channel used to communicate the risk message must be one that will be considered as credible by the target audience as trust is very important in risk communication (Covello et al, 1989).

2.3 18+ warning sign as Risk Communication

Various scholars have proven 18+ warning sign and disclosures to be an effective means of communicating risk (Fischhoff et al., 2011). On various occasions when the risk communicator has taken into account all the necessary factors including: the audience demographics, belief system, the message content and the medium, 18+ warning sign have yielded the desired result. For example, 18+ warning sign on tobacco packaging in many areas around the world have considerably reduced the habit. Health warnings on cigarette packages are among the most common means of communicating the health risk of smoking (Cummings et.al, 2006). In the United Kingdom, grocery stores have to indicate cholesterol levels and fat saturation in their products to enable consumers to make healthy food choices. 18+ warning sign are important for deflating and clarifying misleading information given to the public through advertisements and other media.

Various scholars have suggested reasons as to why people fail to respond to 18+ warning sign. Andrews et al. (2011) in their book discuss some of these factors as: inadequate measures of warning recall, impersonal warning information, familiarity to information, distraction, desensitization as a result of false alarms, misinformation or there being no immediate harm and distrust of the warning source (Fischhoff et al., 2011). Scientific evidence reduces the occurrence of well-intended but ineffective communications. From this view, the placing of 18+ warning sign, message content and message framing determine the influence that the 18+ warning sign on alcoholic drinks will have on the audience.

Placing of 18+ warning sign.

According to Wogalter et al. (2006), 18+ warning sign need to be as large as possible with a good contrast in order to attract attention. They must be sufficiently salient because they are in constant competition for attention with other environmental factors. The 18+ warning sign on alcoholic drinks in Nigeria are written in large enough black fonts contrasted against a white back ground. This makes it easy to notice them. For example, Tusker Larger, a popular beer in the country is packaged in a brown bottle. The warning label is found on the side of the bottle in big black fonts against a white background. The message takes up approximately 30% of the bottle making it salient enough.

Message Framing

The framing of risk communication is very important as it will determine whether the message will be ignored, misunderstood or accepted. Some professionals use technical jargon in developing risk communication messages. This kind of communication only confuses laymen making them ignore the messages all together. Others may even find such messages hilarious (Fischhoff et al., 2011). It is necessary to evaluate the effect of risk messages because people can underestimate the communicated risk, they may tune it out or even resist to believe that they are indeed at risk. Proponents of the prospect theory suggest that how risk messages are framed will determine whether they will be accepted or rejected by the audience. The theory states that when the gains are magnified over the losses in a risk communication, individuals tend to adhere to the message and vice versa (Kahneman & Tversky, 1979).

The 18+ warning sign on the alcoholic drinks in Nigeria have been framed in direct and unspun language. For example, the second message reads, “excessive alcohol consumption can cause liver cirrhosis.” This is more direct as opposed to writing, “Excessive alcohol consumption can make you sick”. However, the term cirrhosis is not common among the lay men and they may therefore ignore that particular message. Instead the risk communicator could have used an easily understood term like “fatty liver”.

Message Content

For a warning label to produce desired results, the message content should have three aspects including: i) a signal word to attract attention ii) identification of the hazard

iii) consequences if one chances exposure to hazard. Signal words are words like, DANGER, CAUTION and NOTICE (Wogalter et al., 2002). For the alcoholic drinks labels, the word “CAUTION” has been used and this attracts attention to the risk message. The 18+ warning sign also identify the hazard which in this case is excessive alcohol consumption and under-age drinking. The 18+ warning sign also give the audience the consequences of excessive drinking.

Individual interviews and focus group discussions are the best when collecting information and when monitoring risk communication. The impact of risk communication can be assessed through surveys as well as focus group discussions with volunteers representing the target population. For 18+ warning sign to be effective for risk communication, they must come from a credible and relevant source (Wogalter, 2006). In this study, NAFDAC is the main source of the warning signs on alcoholic drinks packaging. NAFDAC is tasked with the responsibility of carrying out research and implementing the provisions of the Alcoholic Drinks Control Act 2010. The impact of risk communication depends upon a complex interaction between the characteristics of the audience, the source of the message and its content (Breakwell, 2000).

2.4 Alcohol Consumption among Youth and University Students

The negative effects of alcohol consumption felt all over the world. Underage drinking and excessive alcohol consumption among young adults is a problem that the world can no longer ignore (WHO, 2001). A study done in America by Windle (2003) on alcohol use among young adults and adolescents’ showed that there was high prevalence of alcohol consumption among youth in college. The study found that most youth in college start drinking because of reduced adult supervision and the presence of parties and other events where alcohol is always readily available.

In assessing the factors affecting alcohol consumption among the youth, psycho developmental factors come to play. Many youth in their adolescents are curious about alcohol especially because it is seen as a privilege only for adults. Such factors commonly lead to underage drinking. Other internal and external factors like beliefs and attitudes, genetic predisposition, family environment and many more also contribute to the taking up of the habit. Self-image is also another important factor that affecting underage drinking. The study by Donovan and Pettigrew (2003) among Australian youth showed that adolescents and to youth who drunk a lot of alcohol were viewed as more mature and masculine by their peers. In trying to seek identity and finding their place in their age group, university students may get into excessive alcohol consumption.

The problem with underage drinking is that people below 15 years are still not developed. The brain is still undergoing development and alcohol consumption will cause some degree of damage. The problem is severe when the underage drinkers indulge in excessive consumption. Youth who indulge in alcohol consumption are also highly likely to try out other drugs and substances (Arshad et al., 2015). Knowledge of the negative effects of alcohol consumption acts as a basis of curbing the habit (Donovan & Pettigrew, 2003). Simply knowing the effects of alcohol consumption may not make the youth to reach at a point of behaviour change, but when supported with other initiatives it will achieve this objective.

Arshad et al. (2015) carried out a study in Malaysia titled on alcoholism among youth. The study indicated that university students who indulge in alcohol consumption were also likely to perform poorly in their academics. The study also revealed that even those who do considerably well in their academics fail to achieve their optimum potential because of alcohol consumption. In the long term, this will affect their career pursuits and eventually the productivity of the country as a whole. The problem of excessive alcohol consumption among the youth is very apparent globally as well as in Nigeria.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Research Design

The study adopted the descriptive research design. The descriptive research design involves collection of both quantitative and qualitative data. This design was appropriate for the study since it covers more than just fact finding but involves measurement, classification, analysis, comparison and interpretation of the data. Kombo and Tromp suggested that this research design is best used when collecting information about people’s habits, attitudes and opinions. Descriptive research design involves collecting data through administering of questionnaires to a sample group or carrying out interviews (Kombo & Tromp, 2006).

3.2 Population

Being a case study, the population was from Undergraduate students who were enrolled during the academic year 2019/20. According to the university’s nominal roll, the student population in South West during the time of study was over 800 thousand students. 
3.3 Sample Size

From the population of over 800 thousand students, a sample of 247 students was selected to participate in the study. Eight key informants were also involved in the study including the dean of students, the university student counsellors, the student’s centre bar tender, two student leaders and three members of the anti-drug abuse club from all the selected schools.

3.4 Sampling Techniques

In selecting the sample, the study applied the stratified random sampling technique. In so doing, the population was divided into four strata consisting of 1st year, 2nd year, 3rd year and 4th and 5th year students. The 5th year students were combined with the 4th year students since they comprised of students from the engineering department only. Further, from each stratum, a number of students were selected to take part in the study. To get the number of respondents under every stratum, Kothari (2004) suggested the proportional allocation method. Proportional allocation is used when the cost of selecting an item in a given stratum is equal across all strata and when there are no variances within the items in all the strata.

3.5 Data Collection Methods

Data for this study was collected through the use of questionnaires and a focus group discussion. A questionnaire is a formulation of precisely written questions to find out answers for the issues in which the researcher is interested (Blaxer, Hugh, & Tight, 2010). This tool was appropriate for the study because the study required the respondents to answer straightforward questions. The sample was large and therefore the use of questionnaires sufficed. The questionnaires was used to get information like whether the students were aware of the risk communication on the warning signs, their risk perception with regards to alcohol consumption and how much alcohol the students consumed on average. The questions on the questionnaire were developed from the research objectives and the theoretical framework.

A focus group discussion is designed to tackle specific areas of interest by obtaining data on the beliefs and perceptions of the participants (Kombo & Tromp, 2006). This study used a focus group discussion to collect data.

3.6 Data Analysis Plan

All the 247 questionnaires were properly filled and returned in good condition. After coming in from the field, the questionnaires were sorted and arranged according to their strata. The questionnaires then went through a process of coding where the key and emerging themes were given codes. The coding was necessary to enable the researcher to enter the data into the Statistical Package for the Social Sciences (SPSS). This statistical software worked effectively in providing accurate data for research applying the descriptive design. After all the data had been entered into SPSS, the researcher used the software to present and analyze the data.

CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETETION

4.1 Effectiveness of 18+ warning sign Placed on Alcoholic Drinks as a Form of Risk Communication

Table 4.1: Respondents Saw the 18+ warning sign

	
	Frequency
	Percentage

	Yes
	246
	99.6

	No
	1
	.4

	Total
	247
	100.0


The respondents were asked whether they have ever seen any 18+ warning sign on alcoholic drinks bottles. Out of the Student sample, 99.6% of the student claimed to have seen the 18+ warning sign on alcoholic drinks bottles. Only 0.4% of the sample, thus one respondent claimed to have never come across the risk communication on alcoholic drinks. The respondent answered no when asked whether they had come across the 18+ warning sign. The data indicates that the 18+ warning sign are effective in attracting the attention of university students. For 18+ warning sign to play any role in the risk perceptions of Students, they must first be able to notice them.

  Table 4.2: Recalling the Information Contained on the Warning Label


	
	Frequency
	Percent

	Recalled most of it
	220
	88.4

	Has a rough idea
	26
	11.2

	Total
	246
	99.6

	Missing/Blank
	1
	.4

	Total
	247
	100.0


Students were asked to mention the information on the 18+ warning sign found on alcoholic drinks to find out whether they could recall the message. 88.8% recalled most of the message, 11.2% had a rough idea of the message. The findings indicate that a great percentage of the Students sample were able to satisfactorily provide most of the risk messages contained in the label. This means that the greater majority of the sample could comprehend and recall the risk communication message. Wogalter (2006) suggested that for 18+ warning sign to be effective, the audience must not only be able to comprehend the message but also recall it.

4.2 Effectiveness of 18+ warning sign on the Risk Perceptions of Students Towards Alcohol Abuse

[image: image1.png]



Figure 4.2: 18+ warning sign Influenced Students’ Risk Perception

Students were asked whether they think the 18+ warning sign on alcoholic drinks can influence the risk perceptions of their colleagues. Only 12% of the students believed that the 18+ warning sign would influence the risk perception of their colleagues towards 18+ warning sign in alcohol. Another 88.4% said that the 18+ warning sign would not influence the risk perception of their colleagues.

  Table 4.4: Why 18+ warning sign Influence the Risk Perception of Students


	
	Frequency
	Percent

	They will not see
	5
	1.7

	They will not read
	53
	21.1

	They will not take it seriously
	159
	65.7

	The message makes them feel at risk of the dangers of
	
	

	excessive drinking
	25
	10.3

	The warning is scary
	4
	1.2

	Total
	247
	100.0


The respondents were asked to explain why they believed that the 18+ warning sign influenced the risk perception of their colleagues or otherwise. Of the student sample, 1.7% said that the 18+ warning sign could not influence their colleagues because while drinking, they are not able to see the labels. This could be so as a result of external distractions in the environment where they are drinking. From the sample, 21.1% said that their colleagues are not likely to be influenced by the risk message because even though they may see it, they do not pay attention to read it. As discussed in the literature, most people are interested in learning more about unfamiliar risk. With time, Students get used to the 18+ warning sign and do not take interest in the message.

Another 65.7% of the respondents believed that although their colleagues may see the message and even read it, they do not take the message seriously enough to be influenced. Most students placed a very high value in feeling high, having a good time and fitting in as opposed to considering what seem like less severe or long term negative consequences. Those who believed that their colleagues were influenced by the 18+ warning sign because the message made them feel at risk of the negative effects of drinking were 10.3%. It was easier to get the right information on the risk perceptions by asking the sample about their colleagues as opposed to asking them about their individual reaction to the messages. Another 1.2% of the students believed that the risk communication is scary and it therefore influenced the risk perceptions of their colleagues.
4.3 Risk Perceptions of Students Towards 18+ warning sign in alcohol (Perceived Susceptibility, Severity, Threat)

Table 4.5: How Respondents Gauged the Problem of Alcohol Abuse in schools

	
	frequency
	percent

	Not a problem
	22
	8.3

	Very serious
	139
	55.8

	Not so serious
	90
	35.5

	No risk at all
	1
	.4

	Total
	247
	100.0


To find out the risk perception of Students towards alcohol consumption, the respondents were asked to gauge the problem of alcohol abuse in the institution. Out of the entire sample, only 8.3% of the students believed there was no problem of alcohol abuse, 35.5% said the problem was present but not so serious, and 55.8% said the problem was very serious. This data indicates that a majority of the sample student population believed that there was a problem of excessive alcohol consumption at the institution.

In the focus group discussion, the university counsellor said that “Students technically have the mental capacity to understand the risk involved in alcohol consumption. However, a majority of students do not believe that they can directly suffer the negative effects of excessive alcohol consumption”. The university counsellor said that “the age of most university students makes them to feel invincible and therefore they have this optimism bias. The students’ leaders said that alcohol drinking is the most popular and affordable social activity that they can indulge to unwind and bond.

Therefore, the risks involved are a price they are willing to pay if they are not so severe”. The student leaders also said that “most of our colleagues are somewhat aware of the general negative effects of alcohol consumption but since the immediate effects are not so severe, they are ready to take the risk. The risk communication on the 18+ warning sign does not make the consequences seem severe”.

To further understand the risk perception of Students with regard to various negative effects of alcohol consumption, the respondents were asked to give their opinion with regards to the risk of health related problems, effects of drunk driving and risk of impaired judgement.

4.4 Attitude of students with Regard to Alcohol Abuse

  Table 4.6: How Respondents Rated their Drinking Habits


	
	F
	%
	Cumulative %

	I am an occasional drinker
	110
	45.0
	45.0

	I drink some alcohol everyday
	47
	19.0
	

	I drink as much as possible as often as possible
	16
	5.8
	64.0

	I must take alcohol to face daily activities
	4
	1.2
	69.8

	Missing/Blank
	70
	28.5
	71.0

	Total
	247
	100.0
	100.0


To find out the attitude of students with regards to excessive alcohol consumption, out of the 247 student sample, the 172 students who claimed to take alcohol were asked to rate their drinking habit. From their personal classification of their own drinking habit, 109 students categorised themselves under “I am an occasional drinker”, 46 students categorised their habit as “I drink some alcohol everyday”, 14 students said “I drink as much as possible as often as possible”, and 3 students described their habit as “I must take some alcohol to feel ready to face daily activities”.

A total of 67 students classified their drinking habit as being more than “an occasional drinker’. This means that most of them take alcohol every day. Taking alcohol every day is unhealthy since that is excessive. From the focus group discussion, the study also established that even those students who refer to themselves as “occasional drinkers’ indulged in excessive alcohol consumption in the instances they drink.

From the focus group discussion, an anti-drug abuse club member said that for most students having a good time is of a higher priority than considering long term risks like health risks. The HBM explains this behaviour in the perceived benefits and barriers constructs. The students consider the benefit of having a good time as of a higher priority than the fact that there is a risk involved. Socialisation is one of the top most priorities for youth in this age bracket (George et al., 2013). Most of them openly declare that they are thinking of the here and now when making decisions regarding excessive drinking and “having a good time”.

CHAPTER FIVE

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS

5.1 Discussion of Key Findings

18+ warning sign Placed on Alcoholic Drinks as a Form of Risk Communication were Effective among Students. Scientific evidence reduces the occurrence of well-intended but ineffective communications (Fischhoff et al., 2011). To find out if the 18+ warning sign are effective the study first found out whether they are visible or salient enough. The findings of the study indicated that every student who claimed to have taken alcohol had seen the 18+ warning sign before. This means that the design and placing of the labels has been done properly.

Although technically the 18+ warning sign appeared to be an effective medium for risk communication, 88.4% of Students who participated in the study did not believe that the 18+ warning sign could influence the risk perceptions of their colleagues and more so, lead to responsible alcohol consumption. The Health Belief Model holds that, people make health choices depending on their ability to believe that it is possible to make the necessary changes (Balbach et al., 2006). Even after attracting the attention of the students and communicating the risk, the warning label still did not suffice as an effective medium for influencing the risk perceptions to a level of achieving behaviour change among the Students. From the findings of the study, we can conclude that the 18+ warning sign definitely play a role in influencing the risk perceptions of university students even though it does not directly bring about behaviour change.

According to Wogalter et al. (2006), the framing of a risk communication message determines whether it will be ignored, misunderstood or accepted. According to the findings of the study, the message on the 18+ warning sign was not confusing. However, out of all the respondents who were given a sample of the warning message to read through and explain in their own words what they understood, none of them used the term “liver Cirrhosis”. The use of technical jargon can make laymen ignore a risk message (Covello et al, 1989). Poor framing of a risk message can make the audience to ignore it. Apart from the use of the term “Liver Cirrhosis”, the rest of the warning message is direct and unspun. Students were able to comprehend the message and even recall most of it. However, from the data collected, none of them mentioned the term ‘liver cirrhosis’ when asked to recall the risk message on the warning label.

From the empirical review, studies conducted in the US and Canada on 18+ warning sign on cigarette packets indicated that the effectiveness of 18+ warning sign reduces with time (Driezen et. al., 2013). Since their introduction by NAFDAC in 2010, the 18+ warning sign on alcoholic drinks in Nigeria have remained exactly the same. However, no research was done as soon as the 18+ warning sign on alcoholic drinks was introduced to find out whether there was any significant change in the risk perceptions and behaviour of alcohol consumers.

The health belief model explains that individuals make decisions when they believe that they are at risk (Wheeler, 2010). From this study, we can say that the model is limited in explaining what happens to that decision over time. Findings from the focus group discussion indicated that most students take the 18+ warning sign seriously when they start drinking. However, as they graduate to regular drinkers, they ignore the same.

Kasperson and Stallen (1990) suggested that most people are interested in learning about risks that are unfamiliar as opposed to those that are familiar. From the study, it is evident that with time, Students do not seem to take the risk message as seriously as before. This is indicated by the increase of the number of students who consume alcohol from first year to those in their 4th and 5th years. In the FGD, the key informants also suggested that apart from peer pressure, university students develop a sense of optimism bias and therefore do not believe that they can suffer the negative causes of excessive alcohol consumption after some time.

Risk Perception of Students towards 18+ warning sign in alcohol

Over 50% of the student sample believed that Students had a serious alcohol abuse problem. However, most of the students who said they took alcohol only felt susceptible to health related risks. The essence of 18+ warning sign as risk communication is to make the audience risk averse. According to the health belief model, people will only make positive health decisions after they have considered the perceived susceptibility and severity, perceived threat and the perceived barriers and benefits (Wheeler, 2010). The respondents in this study mostly felt susceptible to the health problems associated with excessive alcohol consumption. Exposure to the 18+ warning sign somewhat influenced their risk perceptions. However, most students did not consider the health problems as an immediate threat. The effects of drunk driving and impaired judgement that were more immediate did not seem as severe. Therefore, the 18+ warning sign did not influence their perceived threat as intended.

Data from the focus group discussion showed that the students were risk acceptant. They were not ready to forego the benefits of excessive or regular alcohol consumption on account of being safe. The benefits of the suggested change did not outweigh the cost of doing so. Although they adequately understood the risk message on the warning label, they did not seem to take it as seriously as their need to socialise and have a good time. According to HBM individuals will only make positive health decisions when they believe that it is possible (Balbach et al., 2006). The students do not believe that it is possible to forego the ‘benefits’ associated with drinking alcohol.

The students also portrayed aspects of optimism bias. A key informant in the focus group discussion revealed that most young people while at the university felt invincible. They actually did not believe that they could suffer from the negative effects of excessive alcohol consumption. When asked whether they believed that there was a problem of excessive alcohol consumption at the institution, most students readily accepted. However, many did not believe that the use of 18+ warning sign could bring any positive change.

5.2 Conclusions

Risk communication through the use of 18+ warning sign is a powerful tool especially in the fight against excessive alcohol consumption. Excessive alcohol consumption is an important problem among university students across Nigeria and as such, there is need to come up with effective ways to curb the vice. University students are a significant group in the society and problems affecting them affect the country’s future prosperity. From the researcher’s personal observation and a review of studies done among various universities and colleges in Nigeria, excessive alcohol consumption is a real problem.

Excessive alcohol consumption may lead to dependence/addiction which has adverse effects to the health of the human body. The proponents of the HBM suggest that individuals make positive choices when they consider the consequences of not taking up the positive health behaviour as severe.

18+ warning sign, as a medium of risk communication, make ‘limited influence’ on the risk perception of university students towards excessive alcohol consumption. The 18+ warning sign exist amidst various other forms of risk communication on excessive alcohol consumption which also play a role in influencing risk perceptions and habits of alcohol drinkers. 18+ warning sign play an important role among university students in informing them of the dangers of excessive alcohol consumption. However, they do not make alcohol consumers feel at risk enough to stop their habit. It will be simplistic to say that the data from the field indicates that the 18+ warning sign only influence the risk perception and not the attitude of students. As the health belief model suggests, behaviour change starts with risk perception.

18+ warning sign play an important role as a constant reminder to an alcohol drinker. However, based on this study and previous ones it is important to highlight the fact that the effect of 18+ warning sign in influencing risk perceptions decreases with time. Therefore, more research needs to be carried out to find the best way to deal with the optimism bias amongst university students.

The study has highlighted a gap that exists in research about 18+ warning sign in relation to alcohol abuse. A lot of research has been done in determining the effectiveness of 18+ warning sign on cigarette packets. Researchers need to apply the same vigour in carrying out research on 18+ warning sign found on alcoholic drinks so that risk communicators become more effective. This study marks the beginning of a focus on Nigeria and other developing countries when it comes to research on the influence of 18+ warning sign as tools of risk communication.

If this research was not done, then we would not know whether the policy provided in chapter 10 of the Nigerian constitution is working in curbing alcohol abuse or not. The 18+ warning sign are part of a much bigger strategy to curb alcohol abuse in the country. We must therefore know whether it is meeting the objectives. This study will help NAFDAC to determine the policies that they need to come up with to curb alcohol abuse especially among the Nigeria youth at the universities.

If this study was not done, we would not understand why the government, Nongovernmental organisations, NAFDAC and other stakeholders have put in a lot of effort in stopping excessive alcohol abuse among young people yet the problem still persists. The data has shown how complex the problem is and the many environmental factors that determine how effective a risk communication message will be.

The study applied the health belief model (HBM) to make us understand the health decisions that Students make. It helped us to break down the thought process of a Student from the time they see the warning label to when they choose their drinking habit. Having this understanding will help risk communicators to find better ways to make their warning messages effective.

18+ warning sign have already been proven as an effective means of affecting risk perceptions and subsequent behaviour: For example, in cigarette smoking. This study, however, determined the influence 18+ warning sign have specifically on the risk perceptions of university students with regards to excessive alcohol consumption. This was therefore a much needed and timely study and the findings will go a long way in coming up with better research to understand the use of 18+ warning sign to curb excessive alcohol consumption among university students.

5.3 Recommendations 

Risk communicators including the Nigerian government, NAFDAC and other major stakeholders, in the fight against alcohol abuse in the country, need to carry out research to determine how effective the 18+ warning sign and other risk communication strategies are. The research needs to be done regularly as the effectiveness of risk communication messages changes with time because of various external and internal factors.

Findings from this study also showed that the students’ drinking behaviour changed over time from when they started drinking alcohol. The research also needs to be done at a broader scope to get accurate data that will help in coming up with better risk communication strategies.

Findings from the field indicate that it is necessary to change the term “liver cirrhosis” to a term that is more familiar to laymen; for example, “fatty liver”. Risk communicators need to come up with terms that their audience can easily relate to. The data indicates that 100% of the sample did not recall the term ‘liver cirrhosis’.

Institutions of higher learning need to engage students in productive extracurricular activities so as to divert students’ attention away from excessive alcohol consumption. Data from the field indicates that students are in dire need of extra-curricular activities that are fun, affordable and that will help them unwind and bond. The university presents an enabling environment for alcohol use and abuse because students enjoy less supervision from parents and guardians.

Some students also have a lot of free time in their hands and some extra money in their pockets. Quality extracurricular activities are therefore highly necessary.

The government and universities must come up with regular anti-alcohol abuse campaigns. They need to work together with alcohol manufacturers as the youth are more likely to believe a source they consider impartial. The use of 18+ warning sign as a medium of risk communication has its place and should therefore be maintained after doing the necessary improvements.

Knowledge of the negative effects of alcohol consumption acts as a basis of curbing the habit. Simply knowing the effects of alcohol consumption may not make the youth to reach at a point of behaviour change, but when supported with other initiatives it will achieve this objective. NAFDAC therefore needs to come up with supporting initiatives to ensure that the problem of excessive alcohol consumption among university students stops.
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Questionnaire

Dear respondent,

My name is ……………………., I am carrying out a study on an analysis of student’s participation of the 18+ warning sign in alcohol advertisements in Nigeria tertiary institution A case of Universities in Lagos, Ogun and Oyo. This questionnaire is for academic purposes only and the information provided will be used as such. Your response and any additional information provided will be highly appreciated and utmost confidentiality is guaranteed. Thank you in advance.

SECTION A: Personal information

Age  

Sex:
Male [1]
Female [2]

SECTION B: to evaluate the effectiveness of 18+ warning sign, placed on alcoholic drinks, as a form of risk communication (message framing, message content & recall)

Have you ever seen any 18+ warning sign on alcoholic drinks bottles on alcohol consumption?

[1] Yes [2] No

If you answered ‘Yes’ to question 4 above, please mention the information contained on the warning label.

………………………………………………………………………………………………

In your own words, please explain what message the warning label is passing across.

………………………………………………………………………………………………

In your opinion, do you believe this message can help influence other students to be responsible drinkers?

Yes
[2] No

Why? Please explain your answer above.

SECTION C: To assess the risk perceptions of Students towards 18+ warning sign in alcohol (perceived susceptibility, severity, and threat)

What is your view on the problem of irresponsible alcohol consumption at your university?

Not a problem

Very serious

Not so serious

I do not know

From the message you read earlier and basing on your drinking habits, please tick below against what you think you are at risk of and indicate the level of risk.

	
	Risk
	Risk level

	i)
	Health problems
	[1] very high risk [2] low risk [3] Very

low risk [4] No risk at all

	ii)
	Negative effects of drunk driving
	[1] very high risk [2] low risk [3] Very

low risk [4] No risk at all

	iii)
	Impaired judgement
	[1] very high risk [2] low risk [3] Very

low risk [4] No risk at all


SECTION D: To find out the attitude of students with regards to alcohol
abuse (Perceived barriers and benefits)

Do you consume alcohol?

Yes
[2] No

When did you start taking alcohol? [1] Before joining the university [2] After joining the university

How old were you when you when you first consumed alcohol?

If you answered yes to the question above, how would you rate your drinking habit?

I am an occasional drinker

I drink some alcohol every day

I drink as much as possible as often as possible

Yes


12%





No


88%
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