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Abstract 

Objective: The aim of this study was to investigate the arguments used by the alcohol industry and 

actors aligning with it as a lobbying strategy on Twitter to influence the reform of the Finnish alcohol 

law during its preparation phase between 2014 and 2017, when the original purpose of the law reform 

was changed from reducing alcohol-related harm to liberalising alcohol policy. Method: Primary 

data was collected on Twitter between 2014 and 2017 from six alcohol industry actors (n=1085 

tweets). The Twitter data was analysed by coding using Microsoft Excel and by content and thematic 

analyses using a modified version of EUCAM’s (2011) seven key messages of the alcohol industry. 

Results: The findings identified three main arguments used on Twitter by the alcohol industry and 

actors aligning with it, namely: (1) application of liberal alcohol policies generates more revenue, (2) 

liberties should be generally prioritised above bureaucracy and control, and (3) education about 

responsibility is the best solution to alcohol-related problems. Conclusions: Social media 

applications such as Twitter offer the alcohol industry unlimited opportunities for promoting its 

traditional public relations arguments. 

 

Keywords: alcohol industry, Finland, lobbying strategies, social media, policies, Twitter 

 

1. Introduction 

Following Finland’s membership in the European Union (EU) in 1995, the alcohol industry (AI) in 

the country has become more international and more active in lobbying to influence legislation with 

the purpose of increasing sales and profits (Pakarinen, 2011; Hellman, 2012; Savell et al., 2016; 

Lauronen et al., 2017; Sama & Hiilamo, 2019). The EU’s policy-making tradition to engage all 

stakeholders, including industries and actors aligning with them, in policy-making has opened up new 

opportunities for the AI to influence alcohol legislation in Finland. So far, there is a fair amount of 

literature on AI lobbying strategies in Finland (e.g. Lauronen et al., 2017; Sama & Hiilamo, 2019), 

but fairly little evidence on the use of social media, specifically Twitter, as a lobbying strategy. Social 

media has been identified as an important communication platform for the AI, used to interact with 

followers, advocate, lobby, build interest, and launch campaigns (Neiger et al., 2013; Capurro et al., 
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2014; Sinnenberg et al., 2017; Shi et al., 2018). It has also been identified as a potentially rich data 

source. The aim of this study was to analyse how the AI has utilised social media, specifically Twitter, 

in its lobbying efforts.  

 

The international AI uses similar strategies like the tobacco industry (Campaign for Tobacco Free 

Kids, 2018; Jackler et al., 2019) to protect their interests (Bond et al., 2009; McCambridge et al., 

2013). Savell et al. (2016) have found at least 13 common arguments used by the alcohol and tobacco 

industries to protect their interests. The AI’s strategies for influencing legislation in order to increase 

sales run counter to policy measures to improve public health and reduce the harm and societal 

problems caused by alcohol (Babor et al., 2010). Savell et al. (2016) claim that corporate political 

activity (Miller & Harkins, 2010) by the AI is commonly used to influence policy and regulation, and 

they outline different means by which the AI lobbies and exerts influence, notably by: (1) information, 

(2) alliances, and (3) economic incentives. The purpose of the Finnish Alcohol Act is to prevent the 

detrimental societal, social and health effects caused by the use of alcoholic substances in Finland 

through controlling  alcohol consumption (Valvira, 2019). Preparations for reforming the Finnish 

Alcohol Act started in 2014 with the original purpose of reducing alcohol-related harm. However, as 

a result of lobbying by the AI, the aim of the reform was changed to the liberalisation of alcohol 

policy (Sama & Hiilamo, 2019). Previous literature has established that using Twitter was a major 

industry strategy in influencing policy-makers to change the original purpose of the law reform to 

alcohol policy liberalisation (Sama & Hiilamo, 2019). 

 

The most significant changes in the new Alcohol Act (Tuominen, 2017c), which entered into force in 

2018, was that Finnish shoppers were allowed to purchase stronger alcoholic beverages containing 

up to 5.5% alcohol by volume, up from 4.7% from their local supermarkets, and independent 

breweries and microbreweries gained permission to sell their stronger alcoholic beverages on-site, so 

long as their total production was below 500 million litres. The new Alcohol Act also simplified the 

licensing system for restaurants by introducing one licence for all restaurants instead of the previous 

three-tier system, allowing different-strength alcoholic beverages to be served, and it extended the 

permitted opening hours of the state alcohol retail monopoly Alko by one hour to 9pm. Furthermore, 

restaurants and bars were given permission to advertise Happy Hour discounts, and opening hours 

were deregulated for restaurants and bars (but not the serving hours).  

 

Retailers welcomed the proposed changes arguing that they would help in reducing alcohol imports 

by travellers from countries with lower alcohol taxes, such as Estonia. However, the police, the 

association of addiction treatment organisations and addiction support workers, were disappointed 

with the changes as they felt that they were likely to increase alcohol consumption and its harmful 

effects in Finland (Tuominen, 2017a; Tuominen, 2017b). During the law drafting process, the Finnish 

Association of Addiction Treatment Organisations suggested based on research by the National 

Institute for Health and Welfare, that stronger alcoholic beverages in supermarkets would cause a 6% 

increase in alcohol consumption, and the changes in the new Alcohol Act would cause an additional 

150 deaths a year in Finland (National Institute for Health and Welfare, 2017). The aim of this study 

was to investigate the arguments used by the AI and actors aligning with it, as a lobbying strategy on 

Twitter to influence the reform of the new Finnish alcohol law during the preparation phase between 

2014 and 2017, when the original purpose of the reform was changed from reducing alcohol-related 

harm to liberalising alcohol policy.  

 

2. Methods 

The theoretical framework of this study is that the terms of alcohol debate can be understood through 

an analysis of the interest groups with the greatest stakes and influence over the role of the product 

(Lowery & Gray, 2004). Alcohol debate is often an interplay between two groups, namely the AI and 
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public health activists (Smith, 2013). While acknowledging the role of public health activists, this 

study focused solely on the role of AI for three reasons: (1) AI is marketing products which are 

harmful for public health, (2) fairly little is known about AI’s social media strategies, and (3) we 

wanted to shed more light on how AI was successful in changing the original purpose of the reform 

from restrictions to liberalisation in the law-making process.  

 

We utilised the neo-pluralistic perspective in research on organised interests, which emphasise the 

importance of contingency and context when studying how different types of interest groups behave.  

A mixed method qualitative - quantitative approach was selected for this study as the study needed 

both approaches to gather and integrate the two sets of data, then draw interpretations based on the 

combined strengths of both data sets. A core assumption of this approach is that the combination of 

statistical data with qualitative data, provides a better understanding of the research problem than 

either form of data alone (Creswell, 2015). The data collected for this study was divided into primary 

and secondary data. Primary data was collected through quantitative method from the social media 

application Twitter, between 2014 and 2017 and from six AI actors. Secondary data was collected 

through qualitative method from prior literature, journal articles, and Google databases. On the basis 

of previous literature (Hellman, 2012; Savell et al., 2016; Lauronen et al., 2017; Sama & Hiilamo, 

2019) and an exploration of Twitter data, we identified six AI actors of interest. The obvious choice 

was the Finnish Federation of the Brewing and Soft Drinks Industry (Panimoliitto). In terms of 

breweries in Finland, tweets were collected from Hartwall, Olvi and the Finnish Brewery and Soft 

Drinks Company (Sinebrychoff). In terms of interests groups of the AI in Finland, tweets were 

collected from the Finnish Hospitality Association (FHA) and the Finnish Grocery Trade Association 

(FGTA).  

 

The Twitter data was collected manually by searching for relevant tweets from the AI actors’ 

accounts, and then filtering, writing and coding all the tweets using the seven key messages of the AI 

developed by the European Centre for Monitoring Alcohol Marketing (EUCAM 2011), which were 

developed into AI’s eight strategies for influencing public opinion in Finland, to better match the 

structure of the data (for coding list, see Table 1). All the Twitter accounts had followers who 

retweeted the tweets to exert influence (see Table 3). While one author conducted the coding of the 

tweets within each strategy using EUCAM 2011 framework, discrepances were discussed among the 

authors and agreement reached. The time period between 2014 and 2017 for the tweets’ collection 

was purposefully selected as it was during this time that the AI actors adopted the tweeting strategies 

when the review of the law was announced. 

 

The data for this study was analysed qualitatively using thematic content analysis (Elo & Kyngäs, 

2008), and quantitatively using quantitative content analysis (Treiman, 2014). In the thematic content 

analysis (DeSantis & Noel, 2000), the Twitter data was explored to identify common threads which 

extend across the data. For the quantitative content analysis, the interest was in the frequency of 

different categories and themes of the tweets. The Twitter data was approached with a 

constructivist/interpretative perspective which assumes that the actors, despite not being neutral, 

conveyed relevant and truthful information concerning their tweets for changing the original purpose 

of the law reform from regulation to liberalisation.  

 

In the framework of the analysis as in previous research (Rivers, 2014; Sama  &  Hiilamo, 2019), 

“strategies” describe the main categories/themes of arguments in the tweets coded under them (for 

coding list, see Table 1), while “arguments” within the strategies describe the reasons given by the 

AI actors as to why they oppose one idea or support another to exert influence (Rivers, 2014). Our 

analysis and reporting of the results are consistent with the guidelines on the collection, analysis and 

presentation of Twitter data (Rivers, 2014). The Twitter data was analysed using Microsoft Excel for 

http://onlinelibrary.wiley.com/doi/10.1111/nhs.12048/full#nhs12048-bib-0010
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statistical frequency. The results are anonymous in order to protect the identity of the actors for 

reasons of research ethics.  

 

3. Results 

The n=1085 tweets collected for analysis in this study were coded into eight strategies using a 

modified version of EUCAM’s (2011) seven AI messages, which were developed into eight strategies 

for influencing public opinion in Finland, to better match the structure of the data as follows: (1) 

drinking is normal and/or generally healthy (n=90 tweets); (2) the damage done by alcohol is caused 

by a small group of problem drinkers (n=53 tweets); (3) alcohol marketing does not cause adverse 

effects (n=33 tweets); (4) education about responsibility is the best solution to alcohol-related 

problems (n=115 tweets); (5) liberties should be generally prioritised above bureaucracy and control 

(n=264 tweets); (6) application of liberal alcohol policies generates more revenue (n=431 tweets); (7) 

controlling the availability of alcohol is an inefficient way of preventing alcohol-related problems 

(n=52 tweets); and (8) supporters of stricter control on alcohol are lobbyists protecting Alko’s 

monopoly in the market (n=47 tweets) (see Table 1 for the coding list). Below are the results coded 

using EUCAM’s (2011) framework. Each strategy contains arguments used by the AI actors to exert 

influence in order to change the original purpose of the reform from reducing alcohol-related harm to 

liberalising alcohol policy: 

 

1) Drinking is normal and/or generally healthy 

A total of 90 tweets from AI actors, representing 8.3% of all the tweets, argued that “drinking is 

normal and/or generally healthy in Finland”. Panimoliitto and actors aligning with it frequently 

tweeted to argue that Finns want to have strong beer and wine sold in grocery stores. The actors also 

argued in their tweets that drinking is normal in Finland, since consumers were more interested in 

beer types than alcohol percentages, suggesting that moving strong beer from Alko to grocery stores 

would not lead to an increase in alcohol consumption. The actors also argued that drinking is normal 

in Finland because nowadays, Finns drink more beer and wine than liquour. Additionally, they argued 

that going to a bar for a beer is an important part of Finnish culture. The actors also argued that 

drinking has a positive effect and is healthy in Finland, since “drinking after a sauna is good for” 

women and “moderate drinking decreases the risk of heart attack”.  

 

2) The damage done by alcohol is caused by a small group of deviants 

The tweets in this category argued that the “damage done by alcohol is caused by a small group of 

deviants” who are heavy drinkers. The actors argued that the small group of deviants who were heavy 

drinkers, were mostly Finnish men with secondary school level education who made up only 10% of 

the population. This 10%, they argued, drink half of all the alcohol in Finland, and they had the 

highest mortality rate in the country caused by excessive drinking. For that reason, they argued that 

restrictions were not the solution and alcohol is not very harmful in Finland, since 90% of the 

population are not heavy drinkers. The actors also argued that the total consumption theory, which 

relates to the overall level of alcohol consumption, is unworkable in Finland due to the fact that 10% 

of the population drink half of all the alcohol in the country. The actors pointed to France, where the 

total consumption of alcohol is higher than in Finland, but is more evenly distributed among the 

population. The actors argued further that nowadays, young people in Finland do not consume as 

much alcohol as previously due to positive peer pressure against heavy drinking. As such they argued 

that as a result, liberalising the alcohol law in Finland will not increase consumption and that 

restrictions were not the solution to problems caused by alcohol in Finland. The total number of tweets 

in this category by all the actors was 53 tweets, representing 4.9% of all the tweets. 

 

3) Alcohol marketing does not cause adverse effects 
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In this category, the AI actors argued in their tweets that marketing has little effect on the amount of 

consumption in the country since that mainly affects market shares. They also argued that restrictions 

of alcohol advertising were based on poor-quality information and research in Finland. They also 

argued that alcohol marketing in Finland is responsible, while anti-alcohol marketing propaganda is 

not, since it is based on biased research against the AI. The number of tweets in this category by all 

the actors was 33 tweets, representing 3% of all the tweets. 

 

4) Education about responsibility is the best solution to alcohol-related problems 

In this category, the AI actors argued that it is not possible to change the drinking culture in Finland 

through restrictions. The actors argued that ideas and feelings on responsible drinking should be 

changed instead of the law. The actors further argued that researchers should study how to effect 

change in Finnish drinking culture, instead of how to restrict the availability of alcohol. Additionally, 

the actors argued that monitoring the age limit of consumers in Finland was important and sufficient 

to control alcohol consumption among the youth, and that adults should not be controlled through 

restrictions since they can moderate their drinking habits themselves. Furthermore, the actors argued 

that “education about responsibility is the best solution to alcohol-related problems”, since young 

people cannot be controlled through restrictive alcohol policies and for that reason, the law should be 

liberalised. With 115 tweets, this was the third most frequently tweeted category, representing 10.6% 

of all the tweets. 

 

5) Liberties should be generally prioritised before bureaucracy and control 

This category was frequently tweeted by the actors who argued that the majority of Finns support an 

alcohol liberalisation policy over restrictions. The actors also argued that “liberties should be 

generally prioritised before bureaucracy and control”, since drinking is often demonised in Finland 

as being harmful due to public health concerns which are unfounded. They further argued that the 

availability of alcohol in Finland, opening hours of premises selling or serving alcohol, and alcohol 

percentage of beverages, do not necessarily increase alcohol-related harms on a societal level. The 

actors also argued that in countries with liberal alcohol policies, alcohol is consumed moderately and 

alcohol-related harms are minimal. Furthermore, they argued that Finland should liberalise the 

opening and distribution hours of alcohol in restaurants, following the model in other countries with 

more liberal alcohol policies like Britain. This category received a total of 264 tweets, representing 

24.3% of all the tweets collected for this study, making it the second most frequently tweeted 

category. 

 

6) Application of liberal alcohol-policies generates more revenue 

This was the most frequently tweeted category where the AI actors argued that “application of liberal 

alcohol policies generates more revenue”, with 431 tweets, representing 39.7% of all the tweets. The 

main argument was that the Finnish State would get more tax revenue from consumers, when Finns 

purchase more alcohol in Finland instead of from abroad where there is low taxation, citing Estonia, 

through cross border trade by cruise trips. The actors also argued that the importation of cheap alcohol 

by Finns into Finland from countries with low alcohol taxation like Estonia through cross border 

trade, was depleting livelihoods and tax revenue to Finland, since the money that was supposed to be 

used to buy alcohol in Finland, was instead used to buy alcohol from abroad. The actors also argued 

that liberalisation of the alcohol law in Finland was necessary, since restaurants and other alcohol 

distributors in the country suffer from high taxation and due to that, were unable to sell their alcohol 

products in large quantities in the country. They also argued that due to high taxation in Finland, 

village stores, kiosks and other alcohol distributors in Finland, suffer from low sales of their alcohol 

products due to imports from countries where alcohol taxation was low, such as neighbouring Estonia. 

Additionally, the actors argued that grain farmers in Finland, suffer from low demand for domestic 
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malted barley used in producing alcohol by Finnish breweries, since the breweries were unable to sell 

in large quantities due to high taxation in Finland. 

 

7) Controlling the availability of alcohol is an inefficient way to prevent alcohol-related problems 

In this category, the AI actors argued in their tweets that “controlling the availability of alcohol is an 

inefficient way to prevent alcohol-related problems”, since extending the opening hours of grocery 

stores, would not increase alcohol sales. The actors compared Finland to Italy and Spain, where there 

is free availability of alcohol due to their liberal alcohol policy but yet, these countries have the least 

drinking problems in Europe. The actors also argued that in Finland, the most popular beer in 

restaurants has an alcohol percentage of 4.6% though all strengths of alcohol are available and so 

liberalizing the law, will not increase consumption and alcohol-related problems in Finland. The 

actors also argued that the law should be liberalized as alcopops account for only 0.2% of overall 

alcohol sale in Finland and for that reason, there will be no alcohol-related harms if vodka-pops are 

sold in grocery stores. They also argued that efforts should be made to change consumption patterns 

in Finland, rather than how to decrease the availability of alcohol through restrictions. The number 

of tweets in this category by all the actors was 52, representing 4.8% of all the tweets. 

 

8) Supporters of stricter control on alcohol are lobbyists protecting Alko’s monopoly in the market 

The AI actors argued in their tweets that, “supporters of stricter control on alcohol are lobbyists 

protecting Alko’s monopoly in the market” since Alko which is the Finnish alcohol retail monopoly, 

supports alcohol restrictions in Finland as Alko asserts, when alcohol is sold as a monopoly in 

Finland, alcohol would become less harmful in the country. Also, the actors argued that the two last 

tax hikes in Finland were targeted at mild alcoholic beverages which were not logical if the aim was 

to protect the public from alcohol-related harms. They also argued that there is no need for alcohol 

monopoly in Finland since cruise passengers import more beer into Finland at around 300%, than the 

beer sold in Alko. Additionally, the actors argued that the tax increases in Finland might have been 

to protect Alko’s monopoly and not public health harms, since Alko plans to increase alcohol supply 

in case of liberalization of the law in other countries like Estonia. This category received a total of 47 

tweets, representing 4.3% of all the tweets. 

 

In the overall total number of tweets and percentage share of tweets (n=1085 tweets/100%) as in 

Table 2, the highest frequency of tweets category were (1) “application of liberal alcohol policies 

generates more revenue” (n = 431 tweets/39.7%), (2) “liberties should be generally prioritized before 

bureaucracy and control” (n = 264 tweets/24.3%), and (3) “education about responsibility is the best 

solution to alcohol-related problems” (n = 115 tweets/10.6%). In the category (1), (2) and (5), the 

most active actor in terms of frequency of tweets among the six actors was Panimoliitto; (3), (6) and 

(7), Sinebrychoff; and (4) and (8), the Finnish Grocery Trade Association. As seen in Table 3, the AI 

actors had many followers who retweeted their n=1085 tweets at an average of 92.5% as follows: 

Panimoliitto (97.1%), Sinebrychoff (92.2%), Finnish Grocery Trade Association (93.5%), Olvi 

(73.2%), Finnish Hospitality Association (86.1%) and Hartwall (90,0%). However, we do not have 

information on how many followers each Twitter account had at the time of data collection, or who 

the followers were.  

 

The results suggest that the Federation of the Brewing and Soft Drinks Industry (Panimoliitto), the 

Finnish Brewery and Soft Drinks Company (Sinebrychoff) and the Finnish Grocery Trade 

Association, were the leading users of Twitter to lobby for the reform of the Finnish alcohol law from 

reducing alcohol related harm, to liberalization of the alcohol policy. According to the results, the 

other three actors had a lesser influence in Twitter to change the alcohol law, in terms of frequency 

of their tweets.  
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Discussion and Conclusion 

The results have identified three main arguments used by AI actors on Twitter between 2014 and 

2017, as lobbying strategies to influence the reform of the Finnish alcohol law, from reducing alcohol 

related harm to liberalization of the alcohol policy as follows: (1) “application of liberal alcohol 

policies generates more revenue”, (2) “liberties should be generally prioritized before bureaucracy 

and control”, and (3) “education about responsibility is the best solution to alcohol-related problems”. 

Panimoliitto, Sinebrychoff and the Finnish Grocery Trade Association, were the leading users of 

Twitter to lobby for the reform of the law.  

 

The results indicate that AI actors have actively sought to exert influence on public debate regarding 

alcohol law reform in Finland through Twitter. The results also indicate that AI actors argued against 

marketing regulations by promoting arguments like, “liberal alcohol policies will generate more 

revenue for the State”, and “education about responsible drinking is the best solution to alcohol-

related problems”. Hence, the AI engages in corporate political activities to create a favourable 

regulatory environment in which to operate by using strategies such as lobbying, shaping the evidence 

base and promoting self-regulatory policies which are consistent with other studies (Jernigan, 2012; 

Martino et al., 2017).  

 

The results also indicate that in public debate on Twitter, the AI tries to convey its arguments through 

citing evidence-based research for economic interests, which is to liberalize the law so that they can 

sell more products. The results are consistent with Babor and Robaina’s (2013) analysis of the 

activities of AI Corporate Social Responsibility (CSR) organizations (Yoon & Lam, 2013), in which 

they identify common corporate interests across alcohol organizations and companies, which 

sometimes conflict with public health interests. Based on the results, by focusing on arguments like 

responsible drinking (Smith et al., 2006), the AI actors’ Twitter activities may help shape perceptions 

as to what is needed to address alcohol-related harms such as education and individual responsibility, 

rather than approaches like regulation of the industry and the conditions under which they supply and 

sell their products. This is a well-known AI strategy which suggests that these actors’ Twitter 

activities are closely aligned (Katikireddi et al., 2014; Savell et al, 2016; Global Alcohol Producers’ 

Commitments, 2019; McKee & Stuckler, 2018; Maani et al., 2019; Sama & Hiilamo, 2019). To 

conclude, the results of this study suggest that social media application such as Twitter, offer untapped 

opportunities for the AI to promote its traditional public relations arguments.  

 

Strength and limitation 

The main strength of this study is that it provides an overview of the arguments used by the AI as a 

lobbying strategy on Twitter, to influence the reform of the Finnish alcohol law. The study’s analysis 

using a modified version of EUCAM’s (2011) framework, may be applicable to the tobacco industry 

for instance, since the tobacco industry has similarities with the AI in terms of public health and 

regulations (Morgenstern et al., 2013; Watts et al., 2018).  

 

A major limitation of this study is that the arguments of AI actors in this study were unique and did 

not emerge or evolve in response to those made by public health advocates. We did not analyse tweets 

from public health advocates since we thought these would be reserved for future studies. Therefore, 

we could not identify which counter arguments were used to oppose AI lobbying activities. Another 

limitation of this study is that the identification of arguments and the jurisdictions in which they are 

used by the AI as a lobbying strategy, are based on Twitter and secondary data that were collected 

and analysed. We have no information on the intentions behind the Twitter activities of the actors or 

evidence to explain how their Twitter accounts are managed, or how the contents are developed by 

the actors. We therefore assume that the content of the tweets is a reflection of the aims and values of 

the actors as opposed to individuals within them.  
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Implications for policy, practice and further research 

This study has identified the arguments used on Twitter by AI actors as a lobbying strategy to 

influence the reform of the Finnish alcohol law. Therefore, this study may be useful to policy makers 

who wish to understand how AI actors may try to influence policies using social media, such as 

Twitter. This study has also further developed EUCAM’s (2011) framework for classifying corporate 

political activities using Twitter. Future research could apply this framework to other industries such 

as the tobacco industry or in policy making. Future research could also investigate the role of public 

health activists during the same period to change the original purpose of the Finnish alcohol law. 

Furthermore, future research could investigate how the close ties (Tim & Herschel, 2012; Miller & 

Harkins, 2013; Sama & Hiilamo, 2019) between the AI and political parties in Finland, was used as 

a lobbying strategy to influence the reform of the Finnish alcohol law during the same period.  
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Tables 

 

Table 1: Coding list of strategies, sample tweets and most common arguments tweeted by AI actors 

between 2014 – 2017. 

 Strategies/Sample 

tweets 

 

Arguments Number of  

tweets 

Share 

(%) 

1. Drinking is normal 

and/or generally 

healthy 

 

“Sauna beer is good 

for women and 

moderate beer 

drinking decreases 

1. Even more liberal policy is needed: 

wines should be sold in grocery 

stores. 

2. Consumers are more interested in 

beer types rather than alcohol 

percentage. 

3. Drinking is in decrease. People drink 

more beer and wine, and less liquors. 

90 8.3 

https://ssrn.com/abstract=2107222
http://stm.fi/en/comprehensive-reform-of-alcohol-act
http://stm.fi/en/comprehensive-reform-of-alcohol-act
https://www.valvira.fi/web/en/alcohol
https://doi.org/10.1186/1471-2458-13-630
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the risk of heart 

attack.” 

4. Going together for a beer is an 

important form of communuality. 

5. Positive effects of alcohol: people 

drink because they feel it increases 

their quality of life. 

6. The youth think that alcohol 

consumption is alright. 

2. The damage done 

by alcohol is 

caused by a small 

group of deviants 

 

“In Finland, 10% 

drink half of all the 

alcohol in the 

country. The 

remaining 90% are 

moderate drinkers. 

Restrictions are not 

the solution.” 

1. The association between alcohol 

price and mortality is weak: there is 

a strong association between Finnish 

men with secondary education and 

alcohol-related deaths. 

2. The total consumption theory doesn’t 

work: in Finland, 10 % of population 

drinks half of all alcohol – in France, 

total consumption is higher than in 

Finland. 

3. Alcohol is not as important a killer 

as has been argued. 

4. Finnish drinking culture is not as bad 

as earlier presented. 

53 4.9 

3. Alcohol marketing 

does not cause 

adverse effects 

 

“Restrictions of 

alcohol advertising 

are based on poor-

quality 

information.” 

1. Marketing has little effect on the 

amount of consumption – it mostly 

affects market shares. 

2. Restrictions on alcohol advertising 

are based on poor quality 

information. 

3. Alcohol marketing is responsible 

while anti-alcohol propaganda is 

using biased research to support its 

arguments. 

33 3.0 

4. Education about 

responsibility is the 

best solution to 

alcohol-related 

problems 

 

“Alcohol use 

among the youth 

has decreased, due 

to e.g., change in 

attitudes and age 

limit control.” 

1 Changing the drinking culture is 

impossible – we should change the 

ideas and emotions instead. 

2. Researchers should study how to 

change consumption patterns instead 

of how to restrict availability. 

3. Consumption is affected by 

responsible drinking culture and 

quality instead of quantity. 

4. Monitoring the age limit is important 

and enough for control – adults can 

moderate their drinking. 

5. The youth cannot be controlled 

through restrictions. 

6. Alcohol use among the youth has 

decreased, due to e.g. change in 

attitudes and age limit control. 

115 10.6 

5. Liberties should be 

generally 

1. A clear majority of Finns support 

liberalisation of the alcohol law. 

264 24.3 
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prioritised before 

bureaucracy and 

control 

 

“Liberalization of 

opening hours and 

distribution hours 

in Finnish 

restaurants should 

be tried following 

the good 

experiences in 

Britain.” 

 

2. Drinking is demonised too often – it 

shouldn’t be. 

3. Availability, opening hours or 

alcohol percentage of beverages 

don’t increase alcohol-related harms 

on a societal level. 

4. In liberal countries, alcohol is 

consumed in mild forms, and 

alcohol-related problems are 

diminutive. 

6. Application of 

liberal alcohol 

policies generates 

more revenue 

 

“Cross-border trade 

withers livelihoods, 

takes away the 

State’s tax incomes 

and directs 

consumption 

towards a hoarding 

culture.” 

1. High taxation of alcohol is steering 

the consumption towards a storing 

culture and passenger imports. 

2. Passenger imports are depleting 

livelihoods and preventing taxation 

income. 

3. Restaurants and other alcohol 

distributors suffer from high 

taxation. 

4. Village stores and kiosks are 

dependent on their right to distribute 

alcoholic beverages. 

5. Agriculture and grain harvests are 

suffering from low demand of 

domestic malted barley. 

431 39.7 

7. Controlling the 

availability of 

alcohol is an 

inefficient way to 

prevent alcohol-

related problems 

 

“The National 

Institute for Health 

and Welfare should 

study how to 

change 

consumption 

patterns rather than 

how to decrease the 

availability of 

alcohol.” 

 

1. Extending the opening hours in 

grocery stores would not increase the 

sales of alcohol. 

2. Italy and Spain have least problem 

drinkers in Europe, even though 

these countries have free availability 

of alcohol. 

3. The most popular beer in restaurants 

has an alcohol percentage of 4.6, 

even though all strengths are 

available. 

4. Vodka pops only constitute 0.2 % of 

alcohol sales – they would cause no 

problem in grocery stores. 

52 4.8 

8. Supporters of 

stricter control on 

alcohol are 

1. There is no need for monopoly when 

passenger imports of beer are around 

300 % more than beer sales in Alko. 

47 4.3 
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lobbyists protecting 

Alko’s monopoly 

in the market 

 

“Since the two last 

increases in alcohol 

taxation in Finland 

were targeted at 

mild beverages, is 

the State protecting 

its own 

businesses?” 

2. Alcohol is less dangerous when sold 

in Alko instead of elsewhere. This 

argues for Alko. 

3. The two last increases in alcohol 

taxation were targeted at mild 

alcoholic beverages. This is not 

logical if the aim was to protect 

national health. The increases made 

might have been only to protect 

Alko’s monopoly. 

4. Alko’s plans to increase their supply 

in case of liberalisation elsewhere is 

against their goal of preserving 

national public health. 

          Total tweets 1085 100% 

 

Table 2: Coding list of strategies and total number of tweets and percentage share of tweets by AI 

actors between 2014 – 2017. 

Strategy Hartwall Finnish 

Hospitalit

y 

Associati

on 

Finnish 

Grocery 

Trade 

Associati

on 

Olvi Sinebryc

hoff 

Panimo-

liitto 

Total 

(shares in 

descending 

order) 

6. 

Applicatio

n of 

liberal 

alcohol 

policies 

generates 

more 

revenue 

19 

47.5% 

28 

65.1% 

93 

31.7% 

46 

64.8% 

128 

43.1% 

117 

34.3% 

431 

39.7% 

5. 

Liberties 

should be 

generally 

prioritized 

before 

bureaucra

cy and 

control 

5 

12.5% 

8 

18.6% 

77 

26.3% 

2 

2.8% 

39 

13.1% 

133 

39.0% 

264 

24.3% 

4. 

Education 

about 

responsibi

lity is the 

best 

solution to 

alcohol-

0 

0.0% 

0 

0.0% 

66 

22.5% 

2 

2.8% 

30 

10.1% 

17 

5.0% 

115 

10.6% 
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related 

problems 

1. 

Drinking 

is normal 

and/or 

generally 

healthy 

5 

12.5% 

6 

14.0% 

11 

3.8% 

11 

15.5% 

25 

8.4% 

32 

9.4% 

90 

8.3% 

2. The 

damage 

done by 

alcohol is 

caused by 

a small 

group of 

deviants 

4 

10.0% 

1 

2.3% 

11 

3.8% 

0 

0.0% 

15 

5.1% 

22 

6.5% 

53 

4.9% 

7. 

Controllin

g the 

availabilit

y of 

alcohol is 

an 

inefficient 

way to 

prevent 

alcohol-

related 

problems 

3 

7.5% 

0 

0.0% 

13 

4.4% 

1 

1.4% 

26 

8.8% 

9 

2.6% 

52 

4.8% 

8. 

Supporter

s of 

stricter 

control on 

alcohol 

are 

lobbyists 

protecting 

Alko’s 

monopoly 

in the 

market 

1 

2.5% 

0 

0.0% 

19 

6.5% 

1 

1.4% 

16 

5.4% 

10 

2.9% 

47 

4.3% 

3. Alcohol 

marketing 

does not 

cause 

adverse 

effects 

3 

7.5% 

0 

0.0% 

3 

1.0% 

8 

11.3% 

18 

6.1% 

1 

0.0% 

33 

3.0% 

Total 40 

100% 

43 

100% 

293 

100% 

71 

100% 

297 

100% 

341 

100% 

1085 

100% 
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Table 3: Coding list of number of tweets and percentage of retweets by AI actors between 2014 – 

2017. 

Stakeholder Tweets/retweets Percentage of retweets 

Panimoliitto 341/331 97.1% 

Sinebrychoff 297/274 92.2% 

Finnish Grocery Trade Association 293/274 93.5% 

Olvi 71/52 73.2% 

Finnish Hospitality Association 43/37 86.1% 

Hartwall 40/36 90.0% 

Total 1085/1004 92.5% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


