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Presentation Outline 

• Alcohol Tax in Germany

• Alcopops on the German Market

• The Alcopop-Law

• Impact of the “Alcopop-Law“ and current Situation

• Conclusions & Recommendations
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Alcohol Tax in Germany (per litre pure alcohol in €)
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*in addition to the general tax on spirits
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Tax Rate of Alcoholic Beverages in the EU (Euro per hectolitre
Alcohol)
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Price Index of Alcoholic Beverages and Cost-of-Living
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Alcopops in Germany 

Hey kids, what‘s your drink?
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Regular  Alcohol consumption among 11-, 13- & 15-year-old 
boys and girls (HBSC) 
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Consumption of alcoholic beverages
among 12-25 year old minors and young adults at least once per week 
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Alcopops “History“ 

• Introduction on the market of Alcopops in the mid-nineties

• Increase of sales by 341.3 % from 2001 to 2002 
(grocery shops)

• Increase of turnover of 474.1% from 2001 to 2002
(grocery shops)

• Intensive marketing and promotion of Alcopops 

• Commercial communication on Alcopops targets 
definitely young people
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Alcopops Sales (based on sales about 1000 bottles per 0.7 litres)
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Govermental action:  Law on Alcopops

Content and main guidelines: 

Extra tax on RTD: per bottle (275 ml) 0.83 € (5.5%
alcohol by volume)

Labels on the bottles: sale to minors are prohibited

Taxation revenues are used for prevention programmes
on alcohol
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Impact of the Alcopops-Law 
Favourite alcoholic beveragesat least once per month among 12-17 year olds (percent)

Source: BZgA, 2007
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Impact of the Alcopops-Law 
Frequency of the consumption of Alcopops 2004-2007(at least once a month in %)
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Impact of the Alcopops-Law 
Less spirits-based alcopops are now purchased,or no more at all,…
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Regular Alcohol Consumption in Germany 2002-
2006 (min.once per week in %)
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Current Situation
Amount of  consumed Alcohol (in grams of Alcohol per week)

Source: BZgA, 2007
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Prices of Alcoholic Beverages (spirits & wine)
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Prices of Alcoholic Beverages (beer)
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Conclusions 

the tax on Alcopops decreased the consumption among young
people

young people react sensitive on increases alcohol prices

young people are using alternative alcoholic beverages, if these are
cheaper then favourite drinks

information campaigns on the health risks of Alcopops influenced
young people and raise awareness about the impact of alcohol

age controls at the grocery shops and other sales locations are
fragmentary

young people can be easily influenced by alcohol marketing
campaigns, which are focussed on young peoples lifestyles and
expectations



Tax on Alcopops in Germany  4th  April   2008 Barcelona

Recommendations 

Taxation revenue from alcohol should be used for
prevention programmes, treatment and research

Minimum tax rates for all alcoholic beverages should be increased in 
the line with inflation

Member states should retain the flexibility to use taxes to deal with
specific problems that may arise specific alcoholic beverages

A range of increasingly severe penalties against sellers & distributors
should be implemented in order to ensure compliance with relevant 
measures

Bans or restrictions on the marketing of alcoholc beverages

Youth specific information campaigns about alcohol should be
implemented in cooperation with youth organisations



Tax on Alcopops in Germany  4th  April   2008 Barcelona

Thank you for your attention!


