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ABSTRACT

Background Exposure to tobacco and alcohol content in media is a risk factor for smoking and alcohol use in young people. Our previous

research suggested that tobacco and alcohol imagery is common in soap operas. We now report an analysis of tobacco and alcohol content in

a sample of soap operas broadcast in the UK.

Methods We used 1-minute interval coding to quantify tobacco and alcohol content in all episodes (including advertisement breaks) of six

soap operas broadcast on UK television during three separate weeks in November and December 2018 and January 2019.

Results We coded 2222 intervals from 87 episodes and 360 intervals from 77 advertisement breaks. Tobacco content was rare, occurring in

4% of all intervals across 30% of episodes, the only tobacco appearances in adverts appeared in anti-smoking advertising. Alcohol occurred in

24% of intervals across 95% of episodes and in 13% of advertisement intervals. The programmes delivered ∼381.28 million tobacco and 2.1

billion alcohol gross impressions to the UK population, including 18.91 million tobacco and 113 million alcohol gross impressions to children.

Conclusion Whilst tobacco was rare, alcohol content was common, resulting in billions of viewer impressions. Soap operas represent a

potential driver of alcohol consumption in young people.

Keywords alcohol consumption, public health, smoking

Introduction

Smoking and alcohol consumption increases the risk of devel-
oping serious health conditions, including cancer, stroke and
heart disease.1,2 In 2017–18, smoking and alcohol consump-
tion, respectively, caused an estimated 78 thousand3 and 7.5
thousand deaths4 in the UK. In the UK alone, there were
485 and 338 thousand hospital admissions due to tobacco and
alcohol, respectively,5,6 imposing a financial burden of £6 bil-
lion on the National Health Service and a substantially greater
financial and amenity loss on wider society.7–9 Since almost
all adults who smoke begin smoking during teenage years,10

and alcohol consumption in adolescence is associated with a
higher risk of consumption in adulthood,11 it is important
to prevent children and adolescents from experimenting with
these behaviours.

There is now strong evidence that exposure to tobacco and
alcohol imagery in the media, whether as programme content
or commercial advertising, increases tobacco and alcohol
use by adolescents.12–20 Tobacco and alcohol content in the
media normalizes these behaviours for young people, and

young people may imitate behaviours of influential others,
such as celebrities.21–23 An estimated 28.5 million UK homes
have a television,24 and UK citizens typically consume more
than 3 hours of television and 25 minutes of subscription
video-on-demand each day.25 Television programme content
that is potentially harmful to children, including tobacco
and alcohol content, is regulated by the Office of Com-
munications (Ofcom) Broadcasting Code26 (Section 1.10),
which prohibits depictions of alcohol and tobacco use in
programmes made for children or, in the absence of edito-
rial justification, in programmes made for wider audiences,
broadcast before the 9 p.m. watershed and likely to be widely
seen, heard or accessed by those aged under 18.27 Television
advertising content is regulated by the Advertising Standards
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Authority (ASA), and whilst paid-for tobacco advertising and
product placement should no longer occur, having been pro-
hibited in the UK since 1965,28 for alcohol the ASA broadcast
advertising code states only that advertisements should not
‘be likely to appeal strongly to people under 18, especially by
reflecting or being associated with youth culture or showing
adolescent or juvenile behaviour’ and alcohol advertisements
‘may not be advertised in or adjacent to programmes com-
missioned for, principally directed at or likely to appeal par-
ticularly to audiences below the age of 18’.29 However, this
does not prevent young viewers being exposed to this content
whilst watching programmes, which are not commissioned
for them.

Soap operas (soaps) have been a staple of UK prime-time
television broadcasting for decades, with current programmes
such as EastEnders, Coronation Street and Emmerdale averaging
nearly 7 million viewers per episode.30 Soaps are often made
to attract young viewers,31,32 are popular with young peo-
ple33,34 and are regularly watched by children with their fam-
ily.35,36 Since soaps are made to reflect daily life, they include
tobacco and alcohol consumption, hence potentially promot-
ing these behaviours among children.35 We have therefore
quantified the extent of tobacco and alcohol content in soaps
broadcast on UK television in 2018/2019 and estimated the
child exposure generated.

Methods

Six of the most popular UK soaps shown on the five national
UK free-to-air channels were selected (EastEnders British
Broadcasting Corporation (BBC1), Coronation Street Indepen-
dent Television Channel (ITV), Emmerdale [ITV], Hollyoaks

[Channel 4], Neighbours [Channel 5], Home and Away [Chan-
nel 5]). Two of these, Neighbours and Home and Away, are
produced in Australia, the remainder in the UK. The pro-
grammes (including advertisement breaks in the middle of
programmes, either advertisements for other programmes
only, as seen in EastEnders or other programmes, or commer-
cial adverts, as seen in Coronation Street , Emmerdale, Hollyoaks,

Neighbours and Home and Away) were viewed and coded over
a period of three separate weeks (Monday to Sunday) in
2018/2019, with a 4-week gap between each (5 November–
11 November, 3 December–9 December, 7 January–13 Jan-
uary). Every soap opera featured in this study was broad-
cast before the Ofcom 9 p.m. watershed, the time at which
TV programmes unsuitable for children can be broadcast.27

All footage, including advertisement breaks, was viewed and
semi-quantitatively coded in 1-minute intervals as used exten-
sively in previous studies.37–43 The method involves record-
ing the presence or absence of audio-visual content in every
1-minute period using the following categories:

Actual use: Use of tobacco or alcohol onscreen by any
character, such as actually smoking or consuming alcohol in a
scene.

Implied use: Any inferred tobacco or alcohol use without any
actual use on screen, such as a character holding a cigarette or
drink but without actually seeing them consume or smoke it.

Other tobacco/alcohol reference: The presence onscreen of
tobacco or alcohol or related materials, such as cigarette
packets or bottles.

Brand appearance: The presence of clear and unambiguous
tobacco or alcohol branding, such as branding seen on mar-
keting materials or bottles.

We also recorded appearance of electronic cigarettes
but, after seeing only one appearance, excluded electronic
cigarettes from further analysis.

Tobacco and alcohol content were recorded as present in
the 1-minute interval if there was one appearance of any
category in that interval. More than one category could be
coded in a single interval, for example, both alcohol and
tobacco use, but multiple instances of the same category
in the same interval were recorded as a single event. If the
same event overlapped two intervals, this was coded as two
separate events. One-third of the recorded footage was coded
separately by two authors to ensure accuracy and reliability in
the coding method. Coding was completed using Microsoft
Excel and, on completion, data were entered into IBM SPSS
Statistics 24 for analysis.

We estimated UK audience exposure using viewing data
from Digital-i44 and used UK mid-year population estimates
for 201745 combined with numbers of tobacco and alcohol
appearances to estimate gross and per capita impressions by
age group, using previously reported methods.40,46,47 View-
ership was combined with the number of tobacco and alcohol
appearances per episode to provide gross impressions. Per
capita impressions were calculated by dividing gross impres-
sions by population estimates. Analyses were conducted in
IBM SPSS Statistics (V.24) and Microsoft Excel (2013). The
confidence level was set to 95%.

Results

In total 87 soap episodes were included in the study, as well
as 77 advertisement breaks. Further details on the sample of
broadcasts can be found in Table 1.

Tobacco

Tobacco content occurred in 85 intervals (4%) in 26 soap
episodes (30%), with actual use occurring in two intervals.
Other tobacco references were seen in 83 intervals across
26 episodes and mostly involved no smoking signs, which
occurred in 70 intervals (84% of paraphernalia intervals).
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Table 1 Information on the sample of programmes included in the study

Number of

episodes/broadcasts

Number of soap intervals Number of advertisement

breaks

Number of advertisement

break intervals

Total 87 2222 77 360

EastEnders 12 345 0 0

Coronation Street 18 447 18 87

Emmerdale 18 464 20 99

Hollyoaks 14 358 14 63

Home and Away 15 368 15 68

Neighbours 10 240 10 43

Cigarette packets, all of them plain, were seen in four intervals
(5% of paraphernalia intervals), with cigarette lighters occur-
ring three intervals and an ashtray and matches in one interval
each. Implied tobacco use occurred in four intervals, two of
which were verbal and two non-verbal. No tobacco branding
was seen. Most52 tobacco intervals occurred in ITV broad-
casts, with Coronation Street containing 46 of them. There was
no tobacco content in Hollyoaks, Home and Away or Neighbours.
The non-commercial channel (BBC1) contained significantly
more episodes containing tobacco content (P < 0.001) and
intervals containing tobacco content (P < 0.05) than non-
commercial channels (ITV, Channel 4 and Channel 5).

We estimate that the 87 soap opera episodes delivered
381.28 million tobacco gross impressions (95% CI 359.33–
403.24) to the UK population, including 18.91 million
(95% CI 16.74–21.08) to children aged under 16. Tobacco
impressions per capita were highest (average 11.65 (95%
CI 11.20–12.10) in the 65+ age group. Children received
on average 1.50 (95% CI 1.33–1.68) per capita impressions.
Women received on average more per capita impressions
(average 7.53 (95% CI 7.15–7.91) than men (average 3.89
(95% CI 3.6–4.15). For a breakdown of tobacco gross and
per capita impressions per episode, see Supplementary File
1. Removing ‘no smoking signs’ from our analysis revealed
that tobacco content occurred in 9 episodes (10.34%). This
delivered ∼70.3 million tobacco impressions to the UK
population, including 4.2 million to children aged under 16.

Tobacco content occurred in only two 1-minute intervals
during advertisements, both during anti-smoking advertising
by Public Health England and an advert for nicotine replace-
ment therapy.

Alcohol

Alcohol content was seen in 526 (24%) intervals in 83 (95%)
soap episodes. Actual alcohol use occurred in 109 intervals
(21% of alcohol content intervals) across 48 episodes (57% of

episodes containing alcohol content), most frequently com-
prising consumption of beer or cider (50 intervals, 46% of
alcohol use intervals). Just over half of alcohol consumption
was by women (58 intervals, 53% of alcohol use intervals).
Three intervals contained alcohol use by under 18s (3% of
alcohol use intervals). Alcohol paraphernalia was seen in 390
intervals (18% of all intervals) across 80 episodes (92% of
all episodes) and mostly involved beer pumps or bottles (324
intervals, 83% of all paraphernalia intervals). Implied alcohol
use was seen in 311 intervals (14% of all intervals) across 71
episodes (82% of episodes), with people holding a drink being
the most common occurrence (275 intervals, 88% of implied
use intervals). Alcohol branding was seen in 107 intervals
(5% of all intervals) across 37 episodes (43% of episodes),
occurring exclusively through beer pumps or labels on bottles
in the background of scenes. Overall, 45 brands were seen,
of which 30 were genuine brands and 15 fictional (Fig. 1).
Genuine brands were often placed side by side with fictional
brands.

The channel broadcasting the most alcohol content was
ITV (277 intervals, 30% of intervals broadcast on ITV),
with Channel 4 broadcasting the least (53 intervals, 15% of
intervals broadcast on Channel 4). Coronation Street , broadcast
on ITV, contained the most intervals (159 intervals, 36%
of Coronation Street intervals) and Hollyoaks, broadcast on
Channel 4, the least (53 intervals, 15% of Hollyoaks intervals).
Commercial channels contained significantly more episodes
containing alcohol content than on the non-commercial chan-
nel (P < 0.05); however no significant difference was found
in the number of intervals containing alcohol content shown
in soaps broadcast on commercial and non-commercial chan-
nels.

Alcohol content occurred more frequently in programmes
broadcast in November than in December and January
(201, 172 and 153 intervals, respectively) and was also
more likely to appear on Fridays than other weekdays
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Fig. 1 Occurrence of genuine and fictional alcohol brands in UK soap operas.

Fig. 2 Occurrence of 1-minute intervals containing alcohol content by day
of broadcast.

(Fig. 2), though these differences were not statistically
significant.

During advertisement breaks, alcohol content was seen
in 46 intervals (13% of advertisement break intervals), with
branding in 13 (28% of advertisement intervals containing
alcohol content). The most common brand seen in adverts
were Jack Daniels, The Famous Grouse, Disaronno and Chambord

(all two intervals each). Alcohol branded adverts were only
seen in November and December.

Differences in country of origin

The proportion of intervals containing tobacco and alcohol
content differed by the country in which the programme was
made. Home and Away and Neighbours, which are produced in
Australia, contained no tobacco imagery and a lower propor-
tion of alcohol intervals than soaps made in the UK (see
Fig. 3). Genuine branded products were only seen in UK
soaps.

We estimate that the 87 soap episodes delivered 2.1 billion
alcohol gross impressions (95% CI 1.9–2.2) to the UK pop-
ulation, including 113 million (95% CI 99–127) to children
aged under 16. Alcohol impressions per capita were highest
(average 64.30, 95% CI 61.51–67.07) in the 65+ age group.
Children received an average of 9.13 (95% CI 7.99–10.28)
impressions per capita, and women received more per capita
impressions (average 42.11 (95% CI 39.75–44.47) than men
(average 22.21 (95% CI 20.45–23.95). There were 568 million
(95% CI 534–602) gross impressions of branded alcohol
products, including 26.62 million to children (95% CI 23.31–
29.92). For a breakdown of alcohol gross and per capita
impressions per episode, see Supplementary File 2.
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Fig. 3 Percentage of 1-minute intervals containing tobacco and alcohol
content by country of origin.

Discussion

Main findings of the study

This study demonstrates that in soaps broadcast on UK televi-
sion in winter 2018–19, tobacco imagery was rare but alcohol
imagery occurred in almost every episode examined, confirm-
ing an earlier observation37 that soap opera TV programmes
in the UK are a significant source of exposure of children
alcohol imagery. There were also numerous alcohol brand
appearances, with genuine alcohol branding being common in
soaps shown on UK television before the 9 p.m. watershed.27

The low frequency of tobacco imagery the tobacco content
shown in these programmes generated substantial popula-
tion exposure, including millions of tobacco impressions, but
these arose primarily from no-smoking signs and are unlikely
to lead to appreciable harm. However, the alcohol content
generated billions of impressions, including branding imagery
from real alcohol products, to children aged under 16.

The programmes selected for this study represent a range
of long running soaps shown on UK television, all of which
are shown before the 9 p.m. watershed,27 all likely to be
viewed as part of family viewing,35,36 and all therefore sub-
ject to Ofcom regulations intended to protect children from
alcohol imagery.27 Children watching these programmes also
encountered substantial alcohol imagery in paid-for adver-
tising breaks during the programmes. Our findings demon-
strate therefore that current legislation prohibiting tobacco
advertising and product placement in television appears to
be effective, with no episodes of tobacco branding seen in
these programmes but that, in contrast, alcohol regulations
are failing to prevent a substantial degree of generic and
branded exposure.

Soap operas have traditionally been made to reflect daily
life,48 and British soaps have typically involved a local pub49

and therefore contain many scenes depicting alcohol. This
is particularly so on Fridays, the end of the working week

for many people, and hence a day on which alcohol is more
likely to be consumed. It is presumably this that provides the
editorial justification required by Ofcom27 to justify including
alcohol imagery. However the concern remains that although
grounded in reality with the potential to provide ‘educational
entertainment’50 capable of changing social norms and atti-
tudes,50,51 it is likely that the high occurrence of alcohol
use will drive alcohol consumption among young people. In
this respect therefore, British soap operas are likely to be
contributing to the normalization of drinking behaviours in
young and future generations. This is especially so in relation
to branding, with these programmes delivering ∼600 million
branded alcohol impressions to the UK population, including
26 million to children under the age of 16. Whilst the Ofcom
broadcasting code52 prohibits paid-for alcohol product place-
ment, programme makers can use ‘props’, items which they
do not receive payment for using,53 or fictional brands. We
noticed that genuine brands were shown in programmes
alongside fictional brands, calling into question why genuine
alcohol brands are being used in scenes. Furthermore, accord-
ing to YouGov ratings, a measure of popularity and fame
based on millions of responses from the British public,54

many of the brands featured in these programmes are not
popular in the UK, with the most prominent brand, Maker’s
Mark, not appearing in the YouGov list.55 The inclusion of
these brands in UK soap operas is thus unjustifiable on the
grounds of reflecting everyday life.

Our results suggest that the commerciality of a channel
may affect the content shown in that, more alcohol content
was shown on commercial channels and more tobacco con-
tent was shown on the soap on the non-commercial channel.
Branded alcohol advertisements were shown during soap
opera advertisement breaks on commercial channels, expos-
ing young viewers to branded alcohol content. However, these
advertisements comply with the ASA broadcast advertising
code as soap operas are not commissioned for or principally
aimed at audiences below the age of 18.

The current study included two soaps, Neighbours and Home

and Away, which are produced in Australia. Both contained
significantly less alcohol and tobacco content than their UK
alternatives. These differences could be due to differences in
regulation. In Australia, all programmes broadcast on televi-
sion are classified as suitable for certain ages, with the age
rating affecting when a programme can be broadcast, with
material that is suitable for those 15 and over only being
broadcast after 7:30 p.m. All programmes broadcast before
this must be classified as PG or below. The PG guidance
states that ‘the use of legal drugs must be handled with
care’.56 Australian soaps are broadcast in the early evening and
therefore must abide by the PG guidance.

D
ow

nloaded from
 https://academ

ic.oup.com
/jpubhealth/article/43/3/595/5865571 by guest on 21 June 2022



600 JOURNAL OF PUBLIC HEALTH

What is already known on this topic

Experimentation and initiation of smoking and alcohol use
during adolescence is a strong risk factor for dependence and
continued use in later life. There is strong evidence that expo-
sure to tobacco and alcohol imagery in the media increases
experimentation and use in young people. Previous studies
have shown that tobacco and alcohol content is regularly
shown in soap operas broadcast on UK television.

What this study adds

Tobacco and alcohol content shown in the media has an effect
on the experimentation and uptake of smoking and alcohol
use in young people. Our analysis shows that whilst tobacco
content was rare, soap operas shown on UK television are
a major source of exposure to alcohol content for young
people and is likely to be a potential driver for alcohol use. The
Ofcom broadcasting code protects under 18s from tobacco
and alcohol content by restricting depictions of tobacco and
alcohol use in programmes made for children and discourag-
ing the use of tobacco or alcohol in programmes broadcast
before the 9 p.m. watershed or otherwise likely to be widely
seen, heard or accessed by children. The current study shows
that soap operas, which were all broadcast before the 9 p.m.
watershed, are widely seen and accessed by young people.
Whilst current legislation prohibiting tobacco advertising and
product placement in television appears to be effective, with
no episodes of tobacco branding seen in these programmes
and the majority of content consisting of ‘no smoking’ signs,
the amount of alcohol content and genuine branding fea-
tured in soap operas is alarming and is widely seen by young
viewers. The Ofcom 9 p.m. watershed, designed to protect
children and young people from potentially harmful imagery,
is not fulfilling its purpose in relation to soap operas. Tighter
scheduling rules, such as showing these programmes after
the 9 p.m. watershed,27 restricting alcohol advertisements
being shown before the 9 p.m. watershed or else following
the example of the Australian soap operas and reducing
the reliance on alcohol imagery, could prevent children and
adolescents being exposed to this content. Ofcom should
investigate the use of genuine brands in soaps to ensure that
the use of these products complies with the broadcasting
code.26 Future studies should continue to monitor alcohol
and tobacco content throughout the year to determine the
true exposure to this content.

Limitations of this study

Whilst we explored soaps broadcast on free-to-air UK
television, British soaps are broadcast and popular around

the world, and the true exposure from this content could
be greater. We acknowledge that soap operas are broadcast
throughout the year and that storylines may change seasonally.
We explored content over a period of 3 months, which
included the run up to Christmas and the New Year period.
Alcohol content during advertisements and programmes was
higher before than after the Christmas and New Year holidays.
Whilst there is currently no evidence of seasonal variation in
the amount of tobacco and alcohol content shown in soap
operas, we acknowledge that the lack of alcohol content in
January could be due to the cultural reflection of alcohol
abstinence due to New Year’s Resolutions; however, this
was not explored in any storylines. Similarly, the amount of
content, and the impressions resulting from this content,
could potentially be higher in the current study than at
other times of the year due to the lead up to Christmas
being reflected in the storylines. Further research should
investigate whether there are any seasonal variations, for
example, whether content differs between summer and
winter.

We used interval coding methods to generate semi-
quantitative measures of content over a standardized period
of time to allow direct comparison between programmes,
which are shown for different amounts of time, therefore
allowing an exploration of the percentage proportion of
a programme. This method can lead to both underesti-
mation (if high-frequency appearances are concentrated
in short periods of time) and overestimation (if short
appearance transition into two intervals) and has been
widely used in previous studies.37–42,46,57–63 Alternative
approaches such as frequency analysis,64–68 whereby all
visual appearances are counted as individual events irre-
spective of duration, are available but assume that a
single long appearance carries the same impact as a short
appearance.

Supplementary data

Supplementary data are available at the Journal of Public Health

online.

Acknowledgment

JB and RLM are members of SPECTRUM a UK Prevention
Research Partnership Consortium. UKPRP is an initiative
funded by the UK Research and Innovation Councils, the
Department of Health and Social Care (England) and the
UK devolved administrations, and leading health research
charities.

D
ow

nloaded from
 https://academ

ic.oup.com
/jpubhealth/article/43/3/595/5865571 by guest on 21 June 2022

https://academic.oup.com/jpubhealth/article-lookup/doi/10.1093/pubmed/fdaa091#supplementary-data


TOBACCO AND ALCOHOL CONTENT IN SOAP OPERAS BROADCAST ON UK TELEVISION 601

Funding

This work was supported by the Medical Research Coun-
cil (grant number MR/K023195/1) and the UK Centre for
Tobacco and Alcohol Studies, with core funding from the
British Heart Foundation, Cancer Research UK, Economic
and Social Research Council and the Department of Health
under the auspices of the UK Clinical Research Collaboration.
The funders had no role in the study design, data collec-
tion and analysis, decision to publish or preparation of the
manuscript.

Conflict of interest

None to declare.

References
1 NHS. What are the Health Risks of Smoking? 2020. https://www.nhs.u

k/common-health-questions/lifestyle/what-are-the-health-risks-of-
smoking/ (15 June 2020, date last accessed).

2 NHS. The Risks of Drinking Too Much. 2020. https://www.nhs.uk/li
ve-well/alcohol-support/the-risks-of-drinking-too-much/ (15 June
2020, date last accessed).

3 Office for National Statistics. Adult Smoking Habits in the UK: 2018.
2019. https://www.ons.gov.uk/peoplepopulationandcommunity/
healthandsocialcare/healthandlifeexpectancies/bulletins/adultsmoki
nghabitsingreatbritain/2018#health-consequences-of-cigarette-smo
king (15 June 2020, date last accessed).

4 Office for National Statistics. Alcohol-specific Deaths in the UK: Registered

in 2018. 2019. https://www.ons.gov.uk/peoplepopulationandcommu
nity/healthandsocialcare/causesofdeath/bulletins/alcoholrelateddea
thsintheunitedkingdom/2018 (15 June 2020, date last accessed).

5 NHS. Statistics on Smoking. England. 2019. https://digital.nhs.uk/da
ta-and-information/publications/statistical/statistics-on-smoking/
statistics-on-smoking-england-2019/part-1-smoking-related-ill-hea
lth-and-mortality (15 June 2020, date last accessed).

6 NHS. Statistics on Alcohol . England. 2019. https://digital.nhs.uk/data-a
nd-information/publications/statistical/statistics-on-alcohol/2019/
part-1 (15 June 2020, date last accessed).

7 Public Health England. Alcohol Treatment in England 2013–14. 2014.
https://webarchive.nationalarchives.gov.uk/20170807160646/
http://www.nta.nhs.uk/uploads/adult-alcohol-statistics-2013-14-co
mmentary.pdf (15 June 2020, date last accessed).

8 Allender S, Balakrishnan R, Scarborough P et al. The burden of
smoking- related ill health in the UK. Tob Control 2009;18(4):262

9 Callum C, Boyle S, Sandford A. Estimating the cost of smoking to
the NHS in England and the impact of declining prevalence. HEPL

2011;6(4):489–508

10 Public Health England. Smoking and Tobacco: Applying All Our Health.
2017 https://www.gov.uk/government/publications/smoking-and-
tobacco-applying-all-our-health/smoking-and-tobacco-applying-a
ll-our-health (15 June 2020, date last accessed).

11 Bonomo YA, Bowes G, Coffey C et al. Teenage drinking and the
onset of alcohol dependence: a cohort study over 7 years. Addiction

2004;99(1):1520–8

12 US Department of Health and National Services. Preventing Tobacco Use

Among Youth and Young Adults: A Report of the Surgeon General . 2012.
https://www.ncbi.nlm.nih.gov/books/NBK99237/ (15 June 2020,
date last accessed).

13 Anderson P, De Brujin A, Angus K et al. Impact of alcohol advertising
and media exposure on adolescent alcohol use: a systematic review of
longitudinal studies. Alcohol Alcohol 2009;44(3):229–43

14 Smith L, Foxcroft DR. The effects of alcohol advertising, mar-
keting and portrayal on drinking behaviour in young people: sys-
tematic review of prospective cohort studies. BMC Public Health

2009;9(51):1–11

15 Hanewinkel R, Sargent JD, Hunt K et al. Portrayal of alcohol con-
sumption in movies and drinking initiation in low-risk adolescents.
Pediatrics 2014;133:973–82

16 Chang F, Miao N, Lee C et al. The association of media exposure and
media literacy with adolescent alcohol and tobacco use. J Health Psychol

2016;21(4):513–25

17 Leonardi-Bee J, Nderi M, Britton J. Smoking in movies and smoking
initiation in adolescents: systematic review and meta-analysis. Addiction

2016;111(10):1750–63

18 U.S. Department of Health and Human Services. Preventing Tobacco Use

Among Youth and Young Adults: A Report of the Surgeon General . Atlanta,
GA, USA: Department of Health and Human Services, Centers for
Disease Control and Prevention, National Center for Chronic Disease
Prevention and Health Promotion, Office on Smoking and Health,
2012

19 U.S. Department of Health and Human Services. The Health Conse-

quences of Smoking: 50 Years of Progress: A Report of the Surgeon General .
Atlanta, GA, USA: Department of Health and Human Services, Cen-
ters for Disease Control and Prevention, National Center for Chronic
Disease Prevention and Health Promotion, Office on Smoking and
Health, 2014

20 National Cancer Institute. The Role of the Media in Promoting and Reducing

Tobacco Use. Tobacco Control Monograph No. 19. Bethesda, MD: U.S.
Department of Health and Human Services, National Institutes of
Health, 2008

21 Jackson KM, Janssen T, Gabrielli J. Media/marketing influences
on adolescent and young adult substance abuse. Curr Addict Rep

2018;5(2):146–57

22 Bandura A. Social Learning Theory. New Jersey: Prentice-Hall, 1977

23 Truth Initiative. 5 Ways Tobacco is Normalised in Entertainment and Pop

Culture. 2018. https://truthinitiative.org/research-resources/toba
cco-pop-culture/5-ways-tobacco-normalized-entertainment-and-po
p-culture (15 June 2020, date last accessed).

24 Broadcaster’s Audience Research Board. Television Ownership in Private

Domestic Households 1956–2018 (Millions). 2019. https://www.closer.a
c.uk/data/television-ownership-in-domestic-households/ (15 June
2020, date last accessed).

25 Thinkbox. 2018 TV Viewing Report . 2019. https://www.thinkbox.tv/
Research/Nickable-Charts/TV-viewing-and-audiences/2018-TV-
viewing-report (15 June 2020, date last accessed).

D
ow

nloaded from
 https://academ

ic.oup.com
/jpubhealth/article/43/3/595/5865571 by guest on 21 June 2022

https://www.nhs.uk/common-health-questions/lifestyle/what-are-the-health-risks-of-smoking/
https://www.nhs.uk/common-health-questions/lifestyle/what-are-the-health-risks-of-smoking/
https://www.nhs.uk/common-health-questions/lifestyle/what-are-the-health-risks-of-smoking/
https://www.nhs.uk/live-well/alcohol-support/the-risks-of-drinking-too-much/
https://www.nhs.uk/live-well/alcohol-support/the-risks-of-drinking-too-much/
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/healthandlifeexpectancies/bulletins/adultsmokinghabitsingreatbritain/2018#health-consequences-of-cigarette-smoking
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/healthandlifeexpectancies/bulletins/adultsmokinghabitsingreatbritain/2018#health-consequences-of-cigarette-smoking
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/healthandlifeexpectancies/bulletins/adultsmokinghabitsingreatbritain/2018#health-consequences-of-cigarette-smoking
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/healthandlifeexpectancies/bulletins/adultsmokinghabitsingreatbritain/2018#health-consequences-of-cigarette-smoking
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/causesofdeath/bulletins/alcoholrelateddeathsintheunitedkingdom/2018
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/causesofdeath/bulletins/alcoholrelateddeathsintheunitedkingdom/2018
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/causesofdeath/bulletins/alcoholrelateddeathsintheunitedkingdom/2018
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-smoking/statistics-on-smoking-england-2019/part-1-smoking-related-ill-health-and-mortality
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-smoking/statistics-on-smoking-england-2019/part-1-smoking-related-ill-health-and-mortality
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-smoking/statistics-on-smoking-england-2019/part-1-smoking-related-ill-health-and-mortality
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-smoking/statistics-on-smoking-england-2019/part-1-smoking-related-ill-health-and-mortality
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-alcohol/2019/part-1
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-alcohol/2019/part-1
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-alcohol/2019/part-1
https://webarchive.nationalarchives.gov.uk/20170807160646/
http://www.nta.nhs.uk/uploads/adult-alcohol-statistics-2013-14-commentary.pdf
http://www.nta.nhs.uk/uploads/adult-alcohol-statistics-2013-14-commentary.pdf
https://www.gov.uk/government/publications/smoking-and-tobacco-applying-all-our-health/smoking-and-tobacco-applying-all-our-health
https://www.gov.uk/government/publications/smoking-and-tobacco-applying-all-our-health/smoking-and-tobacco-applying-all-our-health
https://www.gov.uk/government/publications/smoking-and-tobacco-applying-all-our-health/smoking-and-tobacco-applying-all-our-health
https://www.ncbi.nlm.nih.gov/books/NBK99237/
https://truthinitiative.org/research-resources/tobacco-pop-culture/5-ways-tobacco-normalized-entertainment-and-pop-culture
https://truthinitiative.org/research-resources/tobacco-pop-culture/5-ways-tobacco-normalized-entertainment-and-pop-culture
https://truthinitiative.org/research-resources/tobacco-pop-culture/5-ways-tobacco-normalized-entertainment-and-pop-culture
https://www.closer.ac.uk/data/television-ownership-in-domestic-households/
https://www.closer.ac.uk/data/television-ownership-in-domestic-households/
https://www.thinkbox.tv/Research/Nickable-Charts/TV-viewing-and-audiences/2018-TV-viewing-report
https://www.thinkbox.tv/Research/Nickable-Charts/TV-viewing-and-audiences/2018-TV-viewing-report
https://www.thinkbox.tv/Research/Nickable-Charts/TV-viewing-and-audiences/2018-TV-viewing-report


602 JOURNAL OF PUBLIC HEALTH

26 Ofcom. The Ofcom Broadcasting Code (with the Cross-promotion
Code and the On Demand Programme Service Rules). 2017. https://
www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broa
dcast-code (15 June 2020, date last accessed).

27 Ofcom. What is the Watershed? 2013. https://www.ofcom.org.uk/tv-ra
dio-and-on-demand/advice-for-consumers/television/what-is-the-
watershed (15 June 2020, date last accessed).

28 Action on Smoking and Health. Tobacco Advertising and Promo-

tion. 2019. http://ash.org.uk/wp-content/uploads/2019/02/Toba
cco-Advertising-and-Promotion-download.pdf (15 June 2020, date
last accessed).

29 Advertising Standards Agency. The BCAP Code: The UK Code of Broad-

cast Advertising. London: Advertising Standards Agency, 2017. https://
www.asa.org.uk/asset/846F25EB-F474-47C1-AB3FF571E3
DB5910.389A28E3-66C0-4DD6-AC55657A3B87D57C/ (15 June
2020, date last accessed).

30 Ofcom. Media Nations: UK, 2018. 2018. https://www.ofcom.org.u
k/__data/assets/pdf_file/0014/116006/media-nations-2018-uk.
pdf (15 June 2020, date last accessed).

31 The Sun. Hollyoaks Under Fire; Hollyoaks Bosses Battling to Save Soap

Opera Amid Ratings Crisis After Losing Nearly Half of Its Viewers.
2019. https://www.thesun.co.uk/tvandshowbiz/9340866/hollyoaks-
faces-chop-ratings-crisis/ (15 June 2020, date last accessed).

32 The Guardian. Emmerdale at 40: Are You Still Watching? 2012. https://
www.theguardian.com/tv-and-radio/tvandradioblog/2012/o
ct/16/emmerdale-at-40 (15 June 2020, date last accessed).

33 The Guardian. Is Eastenders the Lifeblood of the BBC? 2010. https://
www.theguardian.com/media/2010/feb/08/eastenders-bbc-25-yea
rs (15 June 2020, date last accessed).

34 The International Clearinghouse on Children YaM. Young People,

Soap Operas and Reality TV . 2004. https://www.nordicom.gu.se/site
s/default/files/publikationer-hela-pdf/yearbook_2004.pdf (15 June
2020, date last accessed).

35 Ofcom. A Safe Environment for Children: Qualitative and Quantita-

tive Findings. 2005. https://www.ofcom.org.uk/__data/assets/pdf_fi
le/0022/27490/environment.pdf (15 June 2020, date last accessed).

36 Radio Times. Do You Let Your Children Watch Soaps? 2018. https://
www.radiotimes.com/news/tv/2018-02-05/do-you-let-your-childre
n-watch-soaps/ (15 June 2020, date last accessed).

37 Barker AB, Whittamore KH, Britton J et al. A content analysis of
alcohol content in UK television. J Public Health 2019;413:462–469

38 Barker AB, Whittamore KH, Britton J et al. Content analysis of
tobacco content in UK television. Tob Control 2019;28:381–385

39 Barker AB, Britton J, Grant-Braham B et al. Alcohol audio-visual
content in formula 1 television broadcasting. BMC Public Health

2018;18:1155

40 Barker AB, Opazo Breton M, Cranwell J et al. Population exposure to
smoking and tobacco branding in the UK reality show ‘Love Island’.
Tob Control 2018;

41 Barker AB, Opazo Breton M, Murray RL et al. Exposure to ‘smoke-
screen’ marketing during the 2018 formula 1 championship. Tob Control

2019;28e2:e154–155

42 Barker AB, Smith J, Hunter A et al. Quantifying tobacco and alco-
hol imagery in Netflix and Amazon Prime instant video original

programming accessed from the UK: a content analysis. BMJ Open

2019;9:e025807

43 Barker AB, Britton J, Thomson E et al. A content analysis of tobacco
and alcohol audio-visual content in a sample of UK reality TV pro-
grammes. J Public Health 2019. https://academic.oup.com/jpubhea
lth/advance-article/doi/10.1093/pubmed/fdz043/5491842.

44 Digital I. A Fresh Perspective on TV Viewing Figures. 2018. http://www.
digital-i.com (15 June 2020, date last accessed).

45 Office for National Statistics. Population Estimates for the UK, England

and Wales, Scotland and Northern Ireland: Mid 2017. 2018. https://www.o
ns.gov.uk/peoplepopulationandcommunity/populationandmigratio
n/populationestimates/bulletins/annualmidyearpopulationestimate
s/mid2017 (15 June 2020, date last accessed).

46 Cranwell J, Opazo-Breton M, Britton J. Adult and adolescent exposure
to tobacco and alcohol content in contemporary YouTube music
videos in great Britain: a population estimate. J Epidemiol Community

Health 2016;70(5):488–92

47 Sargent JD, Tanski SE, Gibson J. Exposure to movie smoking among
US adolescents aged 10 to 14 years: a population estimate. Pediatrics

2007;119(5):e1167–76

48 The Guardian. TV soaps just don’t ring true anymore—where are all
the people staring mutely at their iphones? 2015. https://www.thegua
rdian.com/commentisfree/2015/jan/30/tv-soaps-dont-ring-true-a
ny-more-deborah-orr (15 June 2020, date last accessed).

49 Telegraph T. So, soaps reflect real life? You’re having a laugh! 2019.
https://www.telegraph.co.uk/tv/2019/01/06/soaps-reflect-real-li
fe-havin-laugh/ (15 June 2020, date last accessed).

50 BBC News. How Soap Operas Changed the World . 2012. https://
www.bbc.co.uk/news/magazine-17820571 (15 June 2020, date last
accessed).

51 Arias E. How Does Media Influence Social Norms? A Field Experiment on the

Role of Common Knowledge. Working Paper: Technical Report. 2016.

52 Ofcom. The Ofcom Broadcasting Code (with the Cross-promotion Code and the

On Demand Programme Service Rules). 2019. https://www.ofcom.org.uk/
tv-radio-and-on-demand/broadcast-codes/broadcast-code (15 June
2020, date last accessed).

53 Ofcom. Product Placement on TV . 2019. https://www.ofcom.org.uk/
tv-radio-and-on-demand/advice-for-consumers/television/produ
ct-placement-on-tv (15 June 2020, date last accessed).

54 YouGov. What is YouGov ratings? 2019. https://yougov.co.uk/rati
ngs/overview/popularity(popup:ratings/faq) (15 June 2020, date last
accessed).

55 Yougov. The Most Popular Alcohol Brands in the UK . 2019. https://yougo
v.co.uk/ratings/food/popularity/alcohol-brands/all (15 June 2020,
date last accessed).

56 Australian Communications and Media Authority. Commercial Television

Industry Code of Practice. 2019. https://www.acma.gov.au/publica
tions/2019-10/rules/commercial-television-industry-code-practi
ce-2015 (15 June 2020, date last accessed).

57 Lyons A, Britton J. A content analysis of tobacco and alcohol in
popular UK films: an update. The Lancet 2013;382:S66

58 Lyons A, McNeill A, Britton J. Alcohol imagery and branding,
and age classification of films popular in the UK. Int J Epidemiol

2011;40(5):1411–9

D
ow

nloaded from
 https://academ

ic.oup.com
/jpubhealth/article/43/3/595/5865571 by guest on 21 June 2022

https://www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broadcast-code
https://www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broadcast-code
https://www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broadcast-code
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/what-is-the-watershed
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/what-is-the-watershed
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/what-is-the-watershed
http://ash.org.uk/wp-content/uploads/2019/02/Tobacco-Advertising-and-Promotion-download.pdf
http://ash.org.uk/wp-content/uploads/2019/02/Tobacco-Advertising-and-Promotion-download.pdf
https://www.asa.org.uk/asset/846F25EB-F474-47C1-AB3FF571E3DB5910.389A28E3-66C0-4DD6-AC55657A3B87D57C/
https://www.asa.org.uk/asset/846F25EB-F474-47C1-AB3FF571E3DB5910.389A28E3-66C0-4DD6-AC55657A3B87D57C/
https://www.asa.org.uk/asset/846F25EB-F474-47C1-AB3FF571E3DB5910.389A28E3-66C0-4DD6-AC55657A3B87D57C/
https://www.ofcom.org.uk/__data/assets/pdf_file/0014/116006/media-nations-2018-uk.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0014/116006/media-nations-2018-uk.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0014/116006/media-nations-2018-uk.pdf
https://www.thesun.co.uk/tvandshowbiz/9340866/hollyoaks-faces-chop-ratings-crisis/
https://www.thesun.co.uk/tvandshowbiz/9340866/hollyoaks-faces-chop-ratings-crisis/
https://www.theguardian.com/tv-and-radio/tvandradioblog/2012/oct/16/emmerdale-at-40
https://www.theguardian.com/tv-and-radio/tvandradioblog/2012/oct/16/emmerdale-at-40
https://www.theguardian.com/tv-and-radio/tvandradioblog/2012/oct/16/emmerdale-at-40
https://www.theguardian.com/media/2010/feb/08/eastenders-bbc-25-years
https://www.theguardian.com/media/2010/feb/08/eastenders-bbc-25-years
https://www.theguardian.com/media/2010/feb/08/eastenders-bbc-25-years
https://www.nordicom.gu.se/sites/default/files/publikationer-hela-pdf/yearbook_2004.pdf
https://www.nordicom.gu.se/sites/default/files/publikationer-hela-pdf/yearbook_2004.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0022/27490/environment.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0022/27490/environment.pdf
https://www.radiotimes.com/news/tv/2018-02-05/do-you-let-your-children-watch-soaps/
https://www.radiotimes.com/news/tv/2018-02-05/do-you-let-your-children-watch-soaps/
https://www.radiotimes.com/news/tv/2018-02-05/do-you-let-your-children-watch-soaps/
https://academic.oup.com/jpubhealth/advance-article/doi/10.1093/pubmed/fdz043/5491842
https://academic.oup.com/jpubhealth/advance-article/doi/10.1093/pubmed/fdz043/5491842
http://www.digital-i.com
http://www.digital-i.com
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2017
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2017
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2017
https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/annualmidyearpopulationestimates/mid2017
https://www.theguardian.com/commentisfree/2015/jan/30/tv-soaps-dont-ring-true-any-more-deborah-orr
https://www.theguardian.com/commentisfree/2015/jan/30/tv-soaps-dont-ring-true-any-more-deborah-orr
https://www.theguardian.com/commentisfree/2015/jan/30/tv-soaps-dont-ring-true-any-more-deborah-orr
https://www.telegraph.co.uk/tv/2019/01/06/soaps-reflect-real-life-havin-laugh/
https://www.telegraph.co.uk/tv/2019/01/06/soaps-reflect-real-life-havin-laugh/
https://www.bbc.co.uk/news/magazine-17820571
https://www.bbc.co.uk/news/magazine-17820571
https://www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broadcast-code
https://www.ofcom.org.uk/tv-radio-and-on-demand/broadcast-codes/broadcast-code
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/product-placement-on-tv
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/product-placement-on-tv
https://www.ofcom.org.uk/tv-radio-and-on-demand/advice-for-consumers/television/product-placement-on-tv
https://yougov.co.uk/ratings/overview/popularity
https://yougov.co.uk/ratings/overview/popularity
https://yougov.co.uk/ratings/food/popularity/alcohol-brands/all
https://yougov.co.uk/ratings/food/popularity/alcohol-brands/all
https://www.acma.gov.au/publications/2019-10/rules/commercial-television-industry-code-practice-2015
https://www.acma.gov.au/publications/2019-10/rules/commercial-television-industry-code-practice-2015
https://www.acma.gov.au/publications/2019-10/rules/commercial-television-industry-code-practice-2015


TOBACCO AND ALCOHOL CONTENT IN SOAP OPERAS BROADCAST ON UK TELEVISION 603

59 Lyons A, McNeill A, Britton J. Tobacco imagery on prime time UK
television. J Tob Control 2014;23:257–63

60 Lyons A, McNeill A, Britton J. Alcohol imagery on popularly viewed
television in the UK. J Public Health 2013;36(3):426–34

61 Barker AB, Britton J, Thomson E et al. A content analysis of tobacco
and alcohol audio-visual content in a sample of reality TV pro-
grammes. J Public Health 2019;fdz043

62 Cranwell J, Murray R, Lewis S et al. Adolescents’ exposure to
tobacco and alcohol content in YouTube music videos. Addiction

2014;110(4):703–11

63 Lowe E, Britton J, Cranwell J. Alcohol content in the ‘hyper-reality’
MTV show ‘Geordie Shore’. Alcohol Alcohol 2018;53(3):337–43

64 Adams J, Coleman J, White M. Alcohol marketing in televised interna-
tional football: frequency analysis. BMC Public Health 2014;14(1):473

65 Murray R, Breton MO, Britton J et al. Carlsberg alibi marketing
in the UEFA euro 2016 football finals: implications of proba-
bly inappropriate alcohol advertising. BMC Public Health 2018;18(1):
553

66 Graham A, Adams J. Alcohol marketing in televised English pro-
fessional football: a frequency analysis. Alcohol Alcohol 2014;49(3):
343–8

67 Jones SC, Phillipson L, Barrie L. Most men drink . . . especially when
they play sports - alcohol advertising during sporting broadcasts
and the potential impact on child audiences. J Public Aff 2010;10

(1–2):59–73

68 Purves RI, Critchlow N, Stead M et al. Alcohol marketing during the
EUFA EURO 2016 football tournament: a frequency analysis. Int J

Environ Res Public Health 2017;14(7):704

D
ow

nloaded from
 https://academ

ic.oup.com
/jpubhealth/article/43/3/595/5865571 by guest on 21 June 2022


	Tobacco and alcohol content in soap operas broadcast on UK television: a content analysis and population exposure
	Introduction
	Methods
	Results
	Discussion
	Limitations of this study
	Supplementary data
	Acknowledgment
	Funding
	Conflict of interest


