The STRIVE
Soul City study

Soul City Institute, under the auspice of the STRIVE
research consortium, conducted a community-based
study to:

assess the density of alcohol outlets in one urban
and one rural community

explore young people’s perspectives on alcohol
advertising, marketing and availability, as well
as their drinking patterns and sexual health and
safety.

Soul City conducted the study in a rural village in
Mpumalanga and an urban township in Gauteng,
South Africa.

The research employed PhotoVoice methodology.
Young people captured their experiences through
photographic images and captions, complemented by
focus group discussions.

Current policy and
legislative environment

The South African Liquor Act has minimal regulations
around alcohol marketing and advertising.

The Control of Marketing of Alcoholic Beverages Bill
developed by the Department of Health in 2010 has
generated considerable controversy. The alcohol and
advertising sectors in particular argue that banning
alcohol adverts would have a negative economic
impact, including significant job losses.

Public engagement around this bill has been very
limited. Youth perspectives in particular have not been
heard. This study brings community, especially youth
voices to policy debates about alcohol control, alcohol
advertising, marketing and public health.

What does this study
add to the existing
evidence?

The study found that in South Africa youth in rural
and urban communities are heavily exposed to alcohol
advertising, and that the content of the adverts is
particularly appealing to young people.

The study highlighted the multiple risks to sexual health

associated with harmful alcohol use by South African youth.
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Key research findings

Overall, the study found that rural and urban
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public at large to engage in the alcohol policy
development process.
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Youth access to taverns is facilitated by

promotional activities and pricing including
celebrity events, competitions and discounts that

...and these guys also decided to buy them
(alcohol) as well. These guys they like to take
advantage when these girls are drunk. And these

include. *happy hour’, ‘ladies’ night' and ‘buy 1 get : &1/ 0I% : O e - Wy, ~ L girls are young. And | don’t think that when the
I free’ . ‘ T MRS S G ST B Ve \ tavern closes they will want to go or walk home
Youth reported that they frequently witness and - - ; N X/ k] < b B iy Ak alone, just the two of them. Obviously they will
experience alcohol-related sexual health risks in : ' , O % ! LK A ' 2N ; YN offer to accompany them and that will be the
and around taverns in their communities. These ; 47 % 2o W VAT FN N : 7 NS

include unprotected and unplanned sex, sex that ¥ TN , ) i} LR start of things

is later regretted and sexual assault, including R, £ KN A7 N ) P 2R (female group, rural site).
while travelling home from taverns. These were 7! : VS :
said to be common experiences in and around
taverns and their communities.



