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Underage Drinking Harms and Kills Our Children Digital and Social Media Saturates Youth In Alcohol Ads
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e Each year, an estimated 4,700 underage youth die from excessive alcohol use.
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Binge Drinking: Girls Gatching Up to Boys Ao : st | © &

Coors Light 15t and Cold
= JOOSE
Yesterday, we asked about your first time.. with JOOSE. Now we want to
hear about the morning after. JOOSE. Walk of shame anyone? Tell us a

good morning after story with JOOSE
Photos /Videos of Malibu Rum
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8| John Ware Ahhh yess, the morning after. When you wake up
| to see you brought home two EMPTY cans of Joose from the
bar with you, and there's a text from your friend waiting for
you stating "Dude, do you have any clue how ****ed up you
were last night, and do you have any more of a clue as to
Rack up points before time runs out! VML YOU O o)
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Percent drinking 5+ in past

L across 50 yards to score!

1,900,846 $oi5% Adam Rood In the past 6 years I've made spaghetti two
times. One of the best Joose nights ever | woke up naked on
my couch with a full plate of spaghetti and half a Joose in
front of me, Trashed the spaghetti, finished the joose.

% a1 n

s JOOSE Should have saved the spaghetti for the inevitable
fourth meal cravings! And... how did half a Joose get you
o naked on the couch?!

*Binge drinking is defined as consuming five or more drinks on one occasion in the past 30 days.
“*Heavy drinking is defined as consuming five or more drinks on one occasion on each of five or more days in the past 30 days.




