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Abstract  
The purpose of this study was to explore the factors that influence the purchase and consumption of alcohol among university students in 

Malawi.  The study sought to recommend strategies that can promote the marketing of alcohol among university students aged 18 and above.  

Results show that of the 138 respondents, 109 (72% males and 28% females) agreed that they consume alcohol.  The study indicates that 

quality of alcohol influences most students to consume alcohol.  In addition, promotions that emphasise on price cuts and special offers have 

a positive impact on the marketing of alcohol among students.  Notable also are subjective social norms which play a significant role in 

influencing students to consume alcohol with friends other than alone.   

Key words: Alcohol consumption; Culture; Interpersonal factors; Marketing; Peer Pressure; Place; Product;  Promotion 

Introduction 

The marketing of alcohol in Malawi has attracted use of the 

four (4) Ps of marketing namely product, price, promotion 

and place. This is so because marketing involves getting the 

right product at the right price in the right place (Hastings 

et al., 2005). Companies have also focused on different 

marketplace orientations in a bid to reach out to their target 

customers.   

The first is the production concept. In this concept, the 

tendency has been to provide consumers with alcohol that 

is inexpensive and widely available. This has been the case 

because production companies have desired to expand 

markets for their products (Kotler, 2012). 

Secondly, companies have focused on the Product Concept 

which suggests that consumers favour products that offer 

most quality, performance and innovative features (Kotler, 

1999). In this concept, the focus has been on making 

superior products and improving them over time.   

Thirdly, companies have embraced the selling concept 

which suggests that consumers and businesses if left alone 

won’t buy enough of the company’s products (Kotler, 

2012). The aim has been to sell out what companies 

produce.   

Companies have also embraced the marketing concept 

which is mainly consumer centered with the aim of 

producing different alcohol brands targeting different 

customers (Kotler, 2012).   

While companies have put emphasis on different marketing 

approaches to reach out to consumers with alcohol, factors 

that affect actual purchase and consumption among 

Malawians especially university students have not been 

well researched. Consideration of the factors which actually 

affect consumer buying behaviour related to the purchase of 

alcohol among Malawians can help to design strategies that 

can help to improve the marketing of different brands of 

alcohol.  

It is therefore, against this background that this study 

explored the factors that influence the purchase and 

consumption of alcohol among university students 

particularly from the Lilongwe University of Agriculture 

and Natural Resources (LUANAR).  This is so because 

students have for a while provided a ready market for 

alcohol in Malawi and elsewhere despite the anti-alcohol 

campaign by World Health Organisation (WHO, 2011) and 

other advocates.  It is expected that the findings of this study 

will assist marketers in Malawi to rethink and redesign their 

alcohol marketing strategies. 

Background to the study and problem statement 

Researchers have devoted considerable efforts in 

investigating factors that contribute to purchase and 

consumption of alcohol among university students.  In the 

United States of America (USA), over 80% of college 

students drink alcohol (Johnston et al. cited in Ritter, 2008).  

In Malawi, according to the WHO Global Alcohol Database 

(2002) cited in Zverev (2008) the estimated amount of pure 
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ethanol consumed per adult was 1.38 litres. This was lower 

than in South Africa, Zimbabwe, Zambia and Kenya (11.51, 

3.91, 2.92, and 1.61 respectively).   

Zverev (2008) pointed out that a considerable proportion of 

young adults in sub-Saharan Africa drink alcohol.   Data 

shows that 54% of high school students in Lesotho consume 

alcohol. A survey done at the University of Ibadan in 

Nigeria revealed that 54% of freshmen drink alcohol.  In 

Malawi, 72% of the students (78% male and 63% females) 

reported alcohol consumption (Zverev, 2008). The same 

study revealed that commercial beer was the most preferred 

alcoholic drink among males (53%) and females (36.2%). 

There are a number of factors that offer an opportunity for 

alcohol to be a marketable product. First, students consider 

drinking alcohol as one of the most important things on 

campus (Student Monitor cited in Ritter, 2008).  Secondly, 

a relationship exists between availability and consumption 

of alcohol.  As availability increases, consumption also 

increases (Gruenewald et al. cited in Ritter, 2008).  Thirdly, 

students have more disposable income than youth who are 

non-students (Ritter, 2008). With disposable income, 

students are likely to take part in drinking and start forming 

opinions about brand preferences. Fourthly, peer pressure 

plays a significant role on student alcohol consumption 

behaviour.  This is so because students once selected to start 

university education transition from depending on their 

parents at home to depending on their peers in college (Orari 

and Carey, 2001 cited in Palmeri, 2011). Due to peer 

influence, new college entrants adopt the behaviour of their 

seniors in order to be accepted in the group with members 

of similar interests and behaviours. Other factors are 

culture, promotion, product attributes and situations under 

which alcoholic drinks are marketed.  

Given the above background, literature on factors that 

influence the purchase and consumption of alcohol among 

Malawian consumers is hard to get. The scanty literature 

that is available has been documented in the context of 

substance and drug abuse and not necessarily on factors that 

influence individuals to purchase and consume alcoholic 

products. This may suggest that alcohol marketing 

strategies in Malawi have either been based on bare 4 Ps of 

marketing or on alien literature which may not suit the local 

marketing environment. It is for this reason that this study 

sought to investigate factors that influence the purchase and 

consumption of alcohol among Malawians and particularly, 

university students from LUANAR. It is hoped that the 

findings of this study will contribute towards generating 

literature that can help marketers and companies that trade 

alcoholic beverages to design marketing strategies based on 

local evidence. 

Specific research objectives and questions 

The overriding purpose of this study was to explore and 

explain factors that influence the purchase and consumption 

of alcohol among youth particularly university students 

from LUANAR. The study sought to examine different 

marketing strategies including the 4Ps of marketing, 

situational factors, subjective social norms, cultural factors, 

gender and age in order to ascertain if they contribute to 

influencing youth (students) to purchase and consume 

alcoholic drinks of their choice. Specific research objectives 

of the study were: 

a) To explore the extent of alcohol consumption 

among students in Malawi; 

b) To identify factors that influence alcohol 

consumption among students in Malawi; and 

c) To examine how different marketing variables 

influence the purchase and consumption of 

alcohol among students in Malawi particularly 

from LUANAR. 

Research questions 

1) To what extent do students in Malawi consume 

alcohol as compared to other countries in the 

region and beyond? 

2) What factors influence students to purchase and 

consume alcohol? 

3) How do different marketing variables influence 

the purchase and consumption of alcohol among 

students from LUANAR? 

4) Which variables are most important in 

influencing students to purchase and consume 

alcoholic beverages? 

Literature Review 

Alcohol consumption in Malawi 

Literature on consumption of alcohol in Malawi is scanty.  

Literature that is available has been documented in the 

context of substance and drug abuse and not necessarily 

alcohol consumption let alone the factors that influence 

individuals to consume alcohol. Bisika, et al. (2004) 

conducted a rapid situation assessment on drug abuse and 

HIV/AIDS in Malawi which revealed that prevalence of 

alcohol consumption was 53.3% in the public, 38% in the 

tourism sector and 48.7% in the private sector.   

Zverev (2008) conducted a survey of 787 University of 

Malawi students and found that about 72% of students (78% 

males and 63% females) consumed alcohol.  The study also 

found that commercial beer was the most preferred alcohol 

among students (52.3% males and 36.2% females).  Only 

9% males and none among females reported consumption 

of traditionally brewed alcohol or spirits as their preferred 

alcohol (Zverev, 2008).   

In 2011, WHO reported that the percentage of students who 

drank at least one drink containing alcohol on one or more 

of the past 30 days in Malawi was 5.3% for boys and 2.5% 

for girls. This was lower than the rates in other countries in 

the sub region who participated in the survey.  For instance, 

Zambia had the rate of 38.7% among boys and 45.1% 

among girls.   

Pavilion
Typewritten Text
53



E.Y.Z. Kamanga (2015) Int. J. Soc. Sci. Manage. Vol-2, issue-1: 52-67 

Full text of this paper can be downloaded online at www.ijssm.org/ & http://nepjol.info/index.php/IJSSM/issue/archive 

In view of the above account several factors influence 

alcohol consumption in Africa and Malawi.  Among others, 

they include: socio-cultural factors, personality, religion, 

beliefs, attitudes, motivation, structural factors (e.g. 

availability), interpersonal relationships, media and 

marketing (Pettigrew and Donovan, 2003).   

Zverev (2008) narrated: “traditionally, drinking was not 

part of the everyday life in African communities. However, 

during the second part of the last century, a pattern of 

sporadic drinking changed to a pattern of frequent heavy 

drinking, which was reflected in increased levels of alcohol 

consumption in sub-Saharan Africa”.  He argued that this 

transformation of drinking habits could be attributed to a 

combination of effects of several environmental, cultural, 

economic and social factors. In addition, Zverev (2008) 

pointed out that industrialization and urbanization 

stimulated alcohol consumption in rural areas due to the 

diffusion of drinking habits from towns to villages.  Further, 

he argued that mass unemployment, poverty, erosion of the 

traditional communities and values, breakdown of taboos 

related to age, rapid changes in national, gender and ethnic 

identities and spreading of western drinking styles are some 

of the factors which contributed to alcohol consumption 

among the youth in sub-Saharan Africa (Zverev, 2008). 

The above literature could be challenged on two grounds.  

First, it states that diffusion of drinking habits to rural areas 

might have led to increased consumption of alcohol in those 

areas.  It is not clearly stated how this diffusion led to the 

adoption of the drinking behaviour.  In the theory of 

diffusion of innovations, there are different levels at which 

consumers adopt a new behaviour. Zverev (2008) could 

have done justice had he explained exactly how the 

diffusion led to increased alcohol consumption by rural 

communities.  Secondly, it is not well justified how exactly 

the breakdown of taboos related to age, gender and ethnic 

identities led to increased alcohol consumption among rural 

communities in sub-Saharan Africa. Nevertheless, his 

findings are handy in understanding some of the factors that 

influence alcohol consumption among individuals. 

In South Africa, it was found that people including youth 

drink for several reasons including the following: drinking 

alcohol is acceptable; alcohol is a stress reducer; drinking is 

a means of dulling the pain of poverty; drinking is 

considered a “macho” behaviour; and drinking is associated 

with societal rituals (Freeman and Parry, 2006). 

In Malawi, some of the above reasons probably apply.  For 

example, among the Ngoni tribe, alcohol consumption is 

not a strange thing among both males and females.  In 

addition, religion plays a vital role in as far as alcohol 

consumption is concerned. For instance, amongst Catholics, 

alcohol drinking is tolerated while in other Christian 

churches it is abhorred. Among Muslims, alcohol 

consumption is against the Islamic teaching. 

Specific Factors that Influence Alcoholic 

Consumption among Students 

Price of alcohol and income  

In a study by Levy and Sheflin (1985) cited in Ritter (2008) 

it was pointed out: “pricing strategies have been used on 

assumption that as price decreases, consumption increases”. 

However, in a study conducted by Nicola Stephenson to 

analyse the effects of price changes and alcohol content 

changes on behaviour intentions among students in 

Australia and New Zealand, it was concluded: “students 

were happy to pay higher prices for the same number of 

drinks and would simply buy more if the strength of alcohol 

was reduced” (Stephenson, 2012). The study went on to 

observe that when the cost was increased up to 25% there 

was still no significant change on consumer buying 

behaviour among students.  This may suggest that there are 

other factors that affect the purchase of beer among students 

other than the price.   

Christie et al. (2001) found that advertisements in local bars 

focused more on deep price discounts and special theme 

nights such as ladies’ nights; beat the clock specials; any 

coin any drink; and “penny” beers.  Their study concluded: 

“not surprisingly, lower prices generally lead to more 

favourable attitudes and intentions and increase the 

perceived likelihood of increased consumption” (Christie et 

al., 2001). This suggests that special offers such as price 

discounts rather than overall advertisements have a positive 

impact on the purchase of alcohol.  

Christie et al. (2001) used the acquisition-transaction utility 

theory to hypothesize the effects of beverage promotion and 

its time frame influence on consumers’ attitudes and 

intentions.  The theory states that the acquisition utility is 

the economic gain or loss one gains from the transaction on 

a particular product or service.  This is equal to the amount 

by which the utility of the purchased good or service 

exceeds the purchase price. The theory further states that the 

transaction utility is equal to the internal consumer’s 

reference price less the purchase price of the product or 

service (Christie et al., 2001).   

Thus, promotions which substantially reduce the price of a 

product, increases the acquisition utility by reducing the 

purchase price.  This, therefore, improves perceptions of the 

economic gains in the consumer’s mind.  The reduced price 

also increases the transaction utility by reducing the 

purchase price relative to the consumer’s reference price for 

alcohol (Christie et al., 2001). This motivates the consumer 

to purchase the product/service.  

While the above discussion emphasises on the role of 

promotions in increasing consumption of alcohol, it is 

evident that the perceived price reduction plays a major role 

in improving the perception and attitudes of consumers 

towards a particular product. The author would like to 

contend that actually it is the impact of price discounts and 

not the actual advertisements associated with the lowering 
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of the price and special offers that attract consumers to 

purchase alcohol and other products/services.  The reduced 

price of a particular product is the one which attracts 

consumers to patronize the shop in large numbers and not 

necessarily the advertisements. Advertisements act as mere 

conduits for disseminating information about the product, 

price, quality and other attributes.  

In view of gender dynamics, Christie et al. (2001) 

concluded that male and female non-students were expected 

to consume less alcohol than their male and female student 

counterparts, respectively. The high consumption among 

students was due to very low prices of alcohol.  Suffice to 

mention that generally students unlike non-students have 

more income in form of pocket money from piece work and 

parents/guardians. With this income their propensity to 

spend part of the income on alcohol is high.  On the other 

hand, non-students do not have any form of income and 

have nothing to spare on alcohol. In this case, when there 

are special offers like price cuts students are likely to 

consume more alcohol than when such offers are not 

available. 

Situational factors 

Situational factors may be defined as those aspects 

particular to time and place of observation which have an 

effect on behaviour (Ritter, 2008). Vazquez, et al., 2002 

cited in Ritter (2008) has stated that consumers evaluate 

brands in different manners based on the situation.  

Consumers may purchase a commodity like alcohol based 

on where and when the purchase behaviour is occurring.  

According to research conducted elsewhere, around 80% of 

young people’s total alcohol consumption takes place in 

public places (Knibbe et al., 1991 cited in Ritter, 2008). 

Furthermore, Wilks and Callan (1990) have concluded that 

the greatest occurrences of drinking are done in homes or 

bars. Also, happy hours in bars attracts consumers to buy 

and drink more beers (Ritter, 2008).   

The learning environment in different colleges may affect 

alcohol consumption behaviour.  Zverev (2008) observed 

that among the constituent colleges of the University of 

Malawi, the prevalence of alcohol consumption was higher 

at Chancellor College than College of Medicine and 

Kamuzu College of Nursing.  He argued that this was due 

to different learning environments to the effect that the 

academic programme at Chancellor College (renown for 

partying) was less busy than in the other two colleges.  

This suggests that a person may drink alcohol depending on 

a particular situation in which he finds himself.  In Malawi, 

students are more likely to drink alcohol during events such 

as social weekends or parties. It is in such circumstances 

that peer influence creep in to influence non-drinkers to start 

drinking. By closely understanding such situations, 

marketing strategies can be well defined. 

Socio-cultural factors 

Mandelbaum (1965) has argued that among the great many 

substances that men have learnt to ingest, alcohol is by far 

culturally the most important.  He has further asserted that 

in some languages such as English ‘the very term “drink” 

takes the connotation of drinking alcoholic liquids’ 

(Mandelbaum, 1965). He has further claimed that alcohol is 

a cultural artifact that has form and meaning just as good as 

other major artifacts. For instance, drinking in a particular 

society may either be a sacred or profane act (Mandelbaum, 

1965).   

A good example of the role that alcohol plays in society may 

be drawn from Nigeria. Among the Kofyar people of 

Northern Nigeria “people make, drink, talk, and think about 

beer” (Netting, 1963 cited in Mandelbaum, 1965).   

However, other societies believe that beer is destructive and 

dispensable. For example, among the Hopi tribe in South 

West America, it was felt that drinking threatened their way 

of life. They thus abhorred use of alcohol to the extent of 

successfully banning its consumption (Mandelbaum, 1965). 

In religious circles, the Kofyar believed that man’s way to 

god was with beer in the hand (Netting, 1963 cited in 

Mandelbaum, 1965).  Also, the worshipers among the 

Aztecs of South America believed that at every religious 

occasion they had to get dead drunk.  Otherwise, the gods 

would be displeased (Thompson, 1940 cited in 

Mandelbaum, 1965). 

The above literature suggests that drinking has been popular 

even in historical times.  It has been taken as part of rituals 

and the distinguishing feature between a sacred day and 

other days (Mandelbaum, 1965). This means that culturally 

in certain societies, alcohol consumption is part of a deeply 

entrenched cultural aspect.   

According to Kotler and Keller (2012), “Marketers must, 

closely attend to cultural values in every country to 

understand how to best market their existing products and 

find opportunities for new products”. If the culture of a 

particular society is well understood by marketers, they can 

target them with a product that they like. For instance, 

among the Ngoni of Malawi, it is often said that alcohol 

consumption is part of their culture.  By understanding this 

fact, marketers can target the Ngonis with alcohol.  While 

acknowledging Kotler’s plea to pay attention to social 

cultural values when designing marketing strategies.  

Zverev (2008) has argued that among students with alcohol 

consumption behaviour, “binary logistic regression 

revealed that the year of study and tribe of responders did 

not have significant effect on pattern of drinking”.  

Therefore, socio-cultural factors such as ethnicity should be 

used with caution when coming up with strategies on 

marketing of products.  

Students, being part of different cultures and sub-cultures 

that exist in Malawi, have to be understood before targeting 

them with alcohol using a particular strategy.  Needless to 

say that such being the case, there can be among student 
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some who originate from a culture that permits alcohol 

consumption and can thus be targeted with alcohol brand of 

their choice.    

Gender and age  

In a study that was carried out among nursing school 

students in Bologna, Italy, alcohol intake was significantly 

related to sex (Bergamaschi, 1995). Wine drinking was 

more common among the males (68.2%) than females 

(56.8%).  It was also found that the level of drinking among 

males increased with age (Bergamaschi, 1995).  It was also 

found that the frequency of beer drinkers was significantly 

lower among the females (61.8%) than males (81%).  In 

terms of drinking spirits, it was found that males (33.8%) 

drank greater volume of spirits than females (20.8%).  

In Malawi, Zverev (2008) found that male students had a 

higher prevalence (74%) of binge drinking compared to 

females (27.4%). It has been argued that this drinking 

difference between Malawian male and female students 

could be explained partly by traditional African attitude 

towards women and their role in the family and society at 

large.  Among men, alcohol consumption is considered a 

sign of maturity and wellbeing and it is generally tolerated.  

On the other hand, alcohol consumption by women is 

socially unacceptable because many traditional societies 

idealise women (Zverev, 2008). 

According to Walsh and Mitchell (2005) cited in Ritter 

(2008), age and gender play a role in the way consumers 

evaluate and ultimately purchase alcohol.  Also, males tend 

to drink heavily in groups of same sex, while ladies drink 

with mixed crowds or males (Hartford et al. 1983 cited in 

Ritter, 2008).   

The foregoing account suggests that age and gender are 

variables worth investigating among university students in 

Malawi since elsewhere it has been established that they 

influence alcohol consumption.  This is also important since 

girls and boys easily intermingle in colleges than elsewhere.   

Interpersonal factors 

In a study conducted in the United States of America (USA) 

it was found that over 80% of college students drank at least 

one alcoholic drink in a space of two weeks (Johnston, et al. 

cited in Palmeri, 2011). This behaviour was due to peer 

pressure “since college students must transition from 

depending on their parents at home to depending on their 

peers on college campus” (Borari and Carey, 2001 cited in 

Palmeri, 2011).   

Peer pressure is the direct or indirect encouragement from 

one’s own age group to engage in activities which s/he may 

or may not want to engage in (Palmeri, 2011). Peer 

influence is among the major factors that contribute to the 

development of behaviours such as alcohol consumption.  

Through modeling of such behaviours, students take 

alcohol use as a positive and socially accepted experience 

(Palmeri, 2011).   

The above phenomenon can be understood better by closely 

looking at the social identity theory.  According to Palmeri 

(2011), the social identity theory states that a significant part 

of a person’s self-concept is formed through their peer 

groups, with the in-groups being regarded highly than the 

out-groups.  In view of this, it is necessary for students to 

associate with the groups that are held in high regard (in-

groups) than the out-groups in order to be accepted.  Thus, 

those students who enter college as non-drinkers are likely 

to be considered as belonging to an out-group since they do 

not partake in the normative behaviour of alcohol 

consumption (Palmeri, 2011).  In order to fit in with the in-

group, such students are likely to be influenced by friends 

to join and practice the behaviour of in-groups so that they 

are socially accepted.  In this way, peer pressure can be 

regarded as one of the factors that affect consumer 

behaviour especially among young people.   

The social identity theory can also apply to the Malawian 

situation since students are selected from diverse 

backgrounds and in order to match the behaviour of those 

considered to be superior they are thus influenced to 

experience the behaviour of the dominant groups.  

According to Pettigrew and Donavon (2003), peers are a 

major influence on how alcohol is drunk in terms of brand, 

type of alcohol, rate of consumption and even the associated 

amount.   

Another theory that attempts to explain the importance of 

interpersonal relationships in influencing one’s behaviour 

such as alcohol consumption among young people is Group 

Theory (Stafford, 1966).  The theory suggests that group 

interaction is a major determinant in attitude formation, 

attitude change and satisfaction of social needs that are 

important to a person (Stafford, 1966). In this theory, 

groups may be defined as reference groups.  Reference 

groups can mean a group to which a person belongs 

(membership group) or a group to which a person aspires to 

belong or a group to which he does not aspire to belong 

(dissociative group) (Stafford, 1966; Kotler and Keller, 

2012).   

Stafford (1966) has argued that reference groups are a 

source of a person’s values, norms and perspectives.  He has 

gone further to assert that reference groups influence 

behaviour in two ways. First, they influence aspiration 

levels and contribute to the achievement of satisfaction or 

frustration by a person. For example, if a member of a 

reference group is famous through his alcohol drinking 

behaviour, another person may be dissatisfied by his 

unpopularity.  In this regard, s/he may mimic the behaviour 

of the popular friend in order to attain the popularity status.  

Secondly, reference groups may influence a particular 

behaviour among members. In this way, members are 

required to conform to that particular behaviour or 

dissociate themselves from the behaviour. 

The theory, therefore, may also be applicable in alcohol 

consumption among students. This is so because peer 
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pressure as outlined in the Social Identity Theory may lead 

a student who wishes to belong to a particular reference 

group (e.g. the drinking group) to copy the behaviour of 

other drinking members in order to conform to the drinking 

behaviour. This may thus in the long run determine the 

frequency and volume of alcohol a person consumes. 

Place 

The place mix is another “P” that should be considered 

when deciding on how to market a product.  This variable 

relates to the distribution and availability of products and 

services at various outlets. According to Pettigrew and 

Donovon (2003), availability of alcohol in outlets is one of 

the important structural factors that affect consumption 

among youth. Availability issues which include the number 

of locations and outlets at which alcohol is purchased 

coupled with length of bar opening hours affect total alcohol 

sales (Jones et al.; Tatlow et al. cited in Pettigrew and 

Donovan, 2003).   

The above literature suggests that availability of alcohol 

among young drinkers has an important role in their 

consumption behaviour. For example, because Coca Cola 

Company has realized that distribution of their product to 

many outlets increases the volume of sales, they have 

endeavoured to make their product accessible through many 

channels including supermarkets, milk bars, hotels, colleges 

and street vendors (Pettigrew and Donovan, 2003).   

It is worth finding out if among students, the place factor 

has an impact on the purchase and consumption of alcohol 

in colleges like LUANAR.  The striking feature of these 

colleges is that they have bars within the campuses.  It is 

important to find out whether students like to frequent bars 

that are within the campus or those which are a distance 

away from the campus.   

Promotion  

Frankie and Wilcox (1987) concluded that there is no 

evidence of a significant relationship between total 

advertisement and consumption of beer but a significant 

relationship between consumption and advertisements of 

wine and distilled spirits. While noting that there was no 

significant relationship between total advertisement and 

beer consumption, proponents against use of alcohol by 

students think otherwise. They have wholly attributed 

alcohol abuse among students to advertisement (Frankie 

and Wilcox, 1987). In a survey conducted in the United 

States of America, it was found that students notice alcohol 

advertisements and especially like those that spotlight 

attractive people, make drinking look like fun, and feature 

attractive or exotic settings. It was also found that students 

exposed to beer commercials were more likely to think beer 

is “cool” or “macho” (Department of Health and Human 

Services, 1991). 

To the contrary, in an experiment aimed at finding the 

effects of alcohol advertising on subsequent consumption, 

it was established: “No evidence was found that either 

lifestyle or tombstone advertising had any impact, 

immediate or delayed, on any category of alcohol 

consumption.  Nor did subjects’ evaluations of the types of 

advertisements differ significantly” (Kohn, Smart, and 

Ogborne, 1984: 34).  Another study in the USA pointed out: 

“despite high advertising expenditure…the beer market has 

been losing market share” (US Market Leaders, 2007).   

The above immediate assertion is supported by Frankie and 

Wilcox (1987) who states that alcohol advertisers contend 

that advertising does not increase overall consumption but 

leads to brand switching in a very competitive industry.  

Bourgeois and Barnes cited in Frankie and Wilcox (1987) 

also found little correlation between alcohol beverage 

advertising and per capita consumption of alcohol.  The 

study concluded that alcohol consumption is influenced 

more by other uncontrollable variables than by those 

variables over which marketers and policy makers might 

exercise control. 

In this present study, it is important to find out the role that 

advertisement play in the alcohol industry.  What has been 

observed in the media in Malawi is the fact that 

advertisement predominantly focus on price discounts and 

other promotions such as happy hours and ladies night.   

Product  

“Product” is another strategy within the 4Ps of marketing 

that should be attended to if meaningful sales are to be 

realised.  In this marketing concept, quality, design features, 

accessories, packaging, and variety of the product are 

emphasised by marketers or manufacturers (Kotler and 

Keller, 2009). The idea behind the product mix is to deliver 

a superior product/ service to the customer.  In this strategy, 

it is important to position your product as either being 

superior or giving certain value to customers (Kotler and 

Keller, 2012). In this way, the product can be attractive on 

the market.  In support of this, Brijball (2003) concluded: 

“quality followed by price are important general evaluative 

criteria but their importance diminishes when other product 

attributes are included”. Therefore, in addition to the 

Product Mix other variables have to be attended to in order 

to benefit from the advantages that either of them offers to 

a marketer.   

According Kotler and Keller (2009), much as the product 

strategy may assist in attracting consumers, it works well if 

well blended with the other 3Ps. For example, even if the 

product is of superior quality, it may not be readily sold if 

the price is too high or if it has not been fairly promoted.  

Therefore, the present study will try to find out if the 

product concept has an impact on the levels of purchase for 

alcoholic drinks in Malawi among university students. 
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Theoretical Underpinnings for the Study 

The theory of Reasoned Action 

This model has been used in many areas of study including 

marijuana, alcohol, and purchase of other consumer 

products (Eagly and Chaiken cited in Ritter, 2008).  The 

theory suggests that behaviour is determined by the 

behavioural intention to emit the behaviour (Vallerand et 

al., 1992).  The theory further states that there are two main 

factors that determine behavioural intentions namely: 

personal (attitudinal) and social (normative) (Vallerand et 

al., 1992). The first factor, (i.e. personal or attitude) towards 

a particular behaviour is considered to be a function of the 

salient behavioural beliefs about the perceived 

consequences of performing the behaviour and the person’s 

evaluation of consequences of his/her performance of the 

behaviour (Vallerand et al., 1992).   

The second factor, subjective norms, consists of an actor’s 

perceptions of what important specific referent individuals 

or groups think s/he should do.  In brief, subjective norms 

are a function of the person’s normative beliefs regarding 

what each referent thinks s/he should do and the motivation 

to comply with the referents (Vallerand et al., 1992; Ritter, 

2008).  In this regard, normative and social influences have 

an impact on an individual’s behaviour.  

According to the theory (Fig 1), attitudes and subjective 

norms lead to an intention to perform a particular behaviour 

(Ritter, 2008). When one has an intention to do something, 

it means that there is a likelihood of completing a specific 

behaviour e.g. to consume alcohol which may results from 

personal or social influence (Ritter, 2008).  

Methodology 

A quantitative cross-sectional survey method was used in 

this research to propose reasons for particular relationships 

between variables (Saunders, et al, 2009).  In addition, 

quantitative data was used to cancel out method effects 

eminent in both qualitative and quantitative approaches 

(Kulemeka, 2008; Saunders, et al, 2009).   

The sample was drawn from (LUANAR) which caters for 

academically deserving students from all parts of Malawi. 

LUANAR has a total population of 2,526 students.  The 

total number of respondents was one hundred and thirty one 

(131) with a precision of 10% and confidence limit of 5% 

at 95% confidence level (standard value of 1.96) and a 

design effect of one (1).   

 

 
Where,  

q = 1-p 

n = required sample size. 

T = confidence level at 95% (standard value of 1.96). 

P = estimated proportion of students who drink. If proportion is 

unknown 0.5 was used. 

d = margin of error at 5%. 

 

Primary and secondary data was used to come up with the 

findings.  One hundred and fifty (150) questionnaires were 

distributed to potential respondents to gather primary data.  

Most questions in the questionnaire employed the Likert-

type rating scale with predetermined question and answer 

format (Saunders et al. cited in Kulemeka, 2008).  

Qualitative data was collected through two focus group 

discussions involving students. 

A categorical data analysis technique was used to analyse 

data whereby all data sets were coded and categorized based 

on predetermined themes as contained in the questionnaire.  

The coded and categorised data was captured into SPSS and 

analysed through descriptive and non-parametric tests 
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Fig. 1: Basic theory of reasoned action.  Source: Adapted from Ritter, 2008; Vallerand et al., 1992. 
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(Saunders et al., 2009). Qualitative data was analysed using 

content analysis technique to triangulate it with the 

quantitative data. Data was first categorized into groups of 

themes to which meanings were attached. This helped the 

researcher to draw conclusions which were triangulated 

with quantitative data (Saunders et al., 2009).    

 

Findings and Discussion 

Consumption of alcohol among students at LUANAR 

Of the 138 respondents, 78.98% reported alcohol 

consumption. Twenty one point zero one percent (21.01%) 

of the respondents reported that they do not consume 

alcohol. More males (72%) than females (28%) consume 

alcohol. Of those who reported alcohol consumption, 63% 

started drinking in Secondary School, 24% started drinking 

in College and 13% started drinking at Primary School 

level.  Most students might have started drinking alcohol in 

secondary school for various reasons.  First, those who 

participated in FGD’s cited independence from parents or 

guardians as one of the impetus to the adoption of the 

behaviour.  One of the respondents stated:  

“Since we are not under any parental control we 

think we can consume alcohol any time we feel like 

doing so” (FGD). 

Secondly, they said that alcohol consumption is considered 

as a positive and socially accepted experience among peers.  

This is in line with the Social Identity Theory. In part, the 

theory states that a significant part of an individual’s self-

concept is formed through interaction with peers whereby 

the ‘in groups’ are highly regarded than the ‘out-groups’.  

In order to be accepted among peers students may tend to 

associate with the ‘in groups’ other than the ‘out groups’ 

(Palmeri, 2011). Assuming the members within the ‘in 

groups’ consume alcohol, new members are likely to be 

influenced to adopt the same behaviour so that they become 

identified with the group while at the same time becoming 

socially accepted.  

 Alcohol consumption and year of study 

The year of study in which one is at a college may 

sometimes also have an influence on one’s alcohol 

consumption behaviour. The Fig. 2 shows alcohol 

consumption among students in relation to their year of 

study. 

Of the 109 respondents who reported alcohol consumption 

behaviour, 39% were in third year.  This was higher than in 

other years of study. When asked why this appeared so, 

respondents who took part in FGD’s reported: 

 

Fig. 2: Alcohol consumption and year of study 

“In third year, the academic programme is not tough 

as in other years of study.  As a result of this there is 

more spare time to drink around.  In fourth year, most 

students would want to graduate with a degree.  As 

such, they tend to concentrate on studies more than 

drinking.  In first year, many students are not sure of 

their studies.  They fear being withdrawn from college 

if they fail.  In such a way, they also tend to 

concentrate on studies than drinking alcohol” 

(FGD). 

This assertion is partly in line with what Zverev (2008) 

found among University Students in Malawi.  He reported 

that students at College of Medicine and Kamuzu College 

of Nursing consumed less alcohol than their friends at 

Chancellor College because  they have a learning goal 

orientation to the extent that the academic progrmme at 

Chancellor College was less busy than the other two 

colleges (Zverey, 2008). 

Specific Factors that Influence Students to Purchase and 

Consume Alcohol 

Price and alcohol consumption among students 

Price may influence consumers to purchase products in a 

number of ways. Among customers, the Price represents the 

level of value that they ascribe to the item being bought 

(ABE, 2008).  As such value changes from one person to 

the other. In this study, several variables within the Price 

Mix were examined to find out which ones could influence 

alcohol consumption among students. First, the price at 

which different alcohol brands are offered was examined in 

relation to the quality of alcohol. This was meant to find out 

the opinion of students as to whether the quality of the 

alcohol of their choice matches the price at which it is 

offered. Secondly, respondents were requested to suggest 

whether alcohol of their choice is economical.  Thirdly, they 

were requested to state if alcohol brand of their choice 

offered value for money/price at which it is offered.  Finally, 

they were requested to state if the price at which the alcohol 

was offered was reasonable. The Fig 3 shows how students 

responded to different variables patterning to the Price Mix. 
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Fig. 3: Alcohol Consumption and Price Factors 

 

 

Fig. 4: Alcohol Consumption and Situation Factors 

Most students (75%) agreed that their brand of alcohol has 

a good quality for the price they pay. Furthermore, more 

than half of the students who reported alcohol consumption 

saw value for money in their preferred alcohol brands.  

Also, many students (78%) agreed that their preferred 

alcohol brands are reasonably priced.  However, 32% of the 

students were not sure whether or not the preferred alcohol 

brand is economical with respect to the prices offered. 

The findings suggest that as long as the quality of alcohol is 

good and reasonably priced, students will be willing to 

purchase and consume it. According to ABE (2008), “There 

can be no doubt that there is direct correlation between price 

and quality. The better an item is, the more the customer 

will pay”. Because of the perceived good quality of the 

alcohol brand of their choice, students are likely to relate 

quality of alcohol to the value for money they pay. 

Furthermore, the findings have shown that price 

reasonability of the alcohol brand of choice can lead 

students to buy alcohol.  In this case, students will among 

others weigh the price at which a particular alcohol brand is 

being offered before making the purchase decision. Thus, 

information search on different prices for alcohol will affect 
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the manner in which students arrive at a decision to 

purchase particular brands.  

Therefore, companies should strive to set prices in line with 

the quality of the product.  In addition, the prices offered for 

the product should be reasonable to attract customers to 

purchase the product. 

Situational factors 

Situational factors refer to when and where alcohol is 

consumed or purchased. It might also refer to the 

environment under which alcohol is consumed or purchased 

(Ritter, 2008). Examples of situations under which alcohol 

may be consumed by students include social weekends, 

sporting festivals, parties and field trips.  According to 

literature, such circumstances influence the consumption of 

alcohol among students. The Fig. 4 shows the percentages 

of student alcohol consumption under different situations. 

Of the respondents who reported alcohol consumption, 45% 

indicated that they like drinking with friends in bars.  This 

is in line with what Knibbe et al., (1991) cited in Ritter 

(2008) found that 80% of young people’s total alcohol 

consumption takes place in public places.  However, this 

finding is contrary to what was found in the USA in a study 

that investigated where and how adolescents obtain alcohol 

where parties emerged as major sources of alcohol since 

alcohol prices were low during parties (Wagenaar et al., 

1974). This difference might be due to the fact that students 

in the USA have a different upbringing from those in 

Malawi. In addition, parties are a frequent occurrence in the 

USA while in Malawi they are sporadic.  

In Malawi, students like drinking in public places because 

of group interaction and in most cases they take turns in 

purchasing alcohol. 

“In bars, one enjoys drinking with friends and that 

friends can offer you free beers.  You also chart and 

crack jokes.  While if you drink alone, you don’t enjoy 

because you have no one to talk to.”  FGD.   

According to Stafford, (1996), group interaction is a major 

determinant in attitude formation, attitude change and 

satisfaction of social needs that are important to a person.  

In this regard, ones membership to a particular group with 

a specific behaviour such as alcohol consumption may 

influence him/her member to adopt that behaviour since the 

group values it to the extent that it is a norm.   

Cultural Factors 

Cultural factors that may influence consumer behaviour 

include traditional beliefs, religion, ethnicity, and social 

class.  However, this study investigated the influence of 

religion, ethnicity and traditional beliefs on individuals’ 

alcohol consumption behaviour. The Fig 5 shows the level 

of influence of cultural aspects on consumption of alcohol 

among students. 

Religion, unlike other factors such as traditional beliefs and 

ethnicity, plays a significant role in influencing alcohol 

consumption among students.  About 68% of the students 

agreed that they drink because it is permissible in their 

religion.  About 74% disagreed that they drink alcohol 

because of their ethnicity and 36% disagreed that they drink 

because of their traditional beliefs. Hence, religion has a 

significant influence on alcohol consumption among 

students. This may be due to the fact that some religions 

such as Catholicism are not strict on alcohol consumption.  

However, this finding has some limitations since the study 

did not consider the impact of different religions on alcohol 

consumption.   

The finding on ethnicity to the extent that about 74% 

disagree that they drink alcohol because of their ethnicity 

suggests that the influence of ethnicity on alcohol 

consumption among students is insignificant.  However, the 

finding could also have some limitations in the sense that 

the study did not consider the extent to which students from 

different ethnic backgrounds consume alcohol. 

 

Fig. 5: Alcohol consumption and Cultural Factors 
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Fig. 6: Alcohol Consumption and Gender  Fig. 7:   Alcohol Consumption and Age 

Gender and Age  

The Fig 6 & 7 below show alcohol consumption among 

students in relation to gender and age. 

Fig. 6 shows that alcohol consumption is common in males 

(72%) than in females (28%). According to Zverey (2008), 

“the difference in alcohol consumption between Malawian 

female students and their male counterparts could be 

explained… by the traditional African attitude towards 

women and their role in family and society.  While drinking 

among men is a sign of maturity and well-being and it is 

generally tolerated by families and societies, drinking of 

women is socially unacceptable”. Zverey (2008) further 

states that in Nigeria women who abuse alcohol are 

considered as social misfits and in many cases end up in sex 

work due to rejection from their families.  

Nonetheless, the labeling of women who abuse alcohol as 

social misfits seem misplaced since men also abuse alcohol 

and nothing happens to them. As such alcohol use among 

women should not mislead marketers to think that women 

are not the right target for their alcohol products.  Given the 

gender dimension prevalent in the world, females should 

equally be considered when designing marketing strategies 

despite the social cultural stereotypes that portrays women 

as nondrinkers. 

In terms of age, the larger proportion (66%) of students who 

reported alcohol consumption is within the 18–22 age 

group. Most (63%) started drinking while in secondary 

school.  This is consistent with previous report found in the 

United States of America where most participants reported 

initiating drinking in high school.  This phenomenon could 

be due to peer influence and group interaction since young 

students as they enter college transition from depending on 

parents at home to depending on their peers on campus 

(Borari and Carey, 2001 cited in Palmeri, 2011). Peer 

pressure thus directly or indirectly encourages young ones 

to easily adopt the behaviour of their dominant peers they 

find and interact with on campus since alcohol is taken as a 

positive and socially accepted experience among some 

segments of students (Palmeri, 2011).   

The above discussion suggests that as student grow and as 

they transition in their academic life, they adopt new 

behaviours including alcohol consumption. This is partly 

because of peer influence and group interaction.  Also since 

they are now becoming independent, they are able to make 

decisions regarding alcohol consumption.   

Interpersonal Factors 

Interpersonal factors and subjective social norms that 

influence alcohol consumption among students includes 

peer influence, group influence and social interactions 

within similar age groups. The Fig 8 shows the influence of 

interpersonal factors on alcohol consumption among 

students in Malawi particularly LUANAR. 

About 74% of the students who reported alcohol 

consumption agreed that alcohol consumption builds their 

confidence when interacting with peers.  Furthermore, 

about 48% of the students agreed that alcohol consumption 

makes them socially approved and accepted by peers.  

However, some students disagreed that alcohol 

consumption improves the way they are perceived by peers. 

They also disagreed that alcohol consumption makes good 

impression on others.  

The above findings show that interpersonal factors 

including peer influence encourage alcohol consumption on 

a good number of students since they feel that if they take 

alcohol they can confidently interact with peers and that 

they become socially accepted and approved.  According to 

the Theory of Reasoned Action peer influence results in 

students accepting subjective social norms which lead to the 

adoption of alcohol consumption behaviour and brand 

choice among peers (Ritter, 2008; Vallerand et al., 1992).  

Also, according to the Social Identity and Group Theories, 

students originate from different backgrounds and in order 

to conform to the behaviours of students considered as 

superior (in groups), they copy behaviours such as alcohol 

consumption (Palmeri, 2011). They adopt such behaviours 

since they think that they are positive and socially accepted 

among peers. Hence, as students move away from 

depending on their parents at home, they start adopting new 

behaviours such as alcohol consumption in order to match 

the behaviours of fellow students with a similar behaviour.   

Place  

The Place element of the marketing mix relates to the actual 

location where a buyer can purchase a particular product 

such as alcohol. It is also concerned with the entire 

management of the distribution process.  This means that it 
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comprises all processes involved in getting the product or 

service to the buyer and ultimately to the end user in the 

most economical manner (ABE, 2008). Some of the 

activities involved in the Place element include order 

receiving and processing, stocking, transportation, delivery 

and display and making the products available to end users 

(ABE, 2008). In essence, the Place element refers to the 

availability of a product on the market.  This availability can 

be achieved through a number of ways including strategic 

distribution through a number of outlets. In addition, the 

place factor can be effective if distribution covers a wider 

area where the target consumers are found. The distribution 

itself can be efficient if quicker methods of delivery to 

outlets are used.  

In the case of this study, the Place element considered 

availability of alcohol on-campus and off-campus.  Fig. 9 

demonstrates the influence of the Place element on alcohol 

consumption among students on-campus.  Fig. 10 shows the 

influence of the Place factor on alcohol consumption among 

students off-campus. 

 
Fig. 8: Interpersonal factors & alcohol consumption 

 
Fig. 9: Alcohol Consumption On-campus 

 
Fig. 10: Alcohol Consumption and Location factors off- campus 
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Many students (74%) reported that they enjoy drinking on 

campus since alcohol is readily available.  On the other 

hand, some students (49%) feel that alcohol prices on 

campus are not affordable given their little income, usually 

pocket and book allowance. In addition, 48% of 

respondents who reported alcohol consumption behaviour 

expressed reservations towards customer care by bar 

attendants on campus.   

The above account suggests that much as students would 

want to consume alcohol right on campus, they might be 

deterred by poor customer care service from bar attendants 

and owners.  Quality customer care is one of the quality 

service dimensions that can help to retain customers.  Poor 

or inadequate customer care may scare away customers.  

This implies that much as alcohol may be available, other 

factors associated with provision of services to customers 

must be taken into account in order to grow, satisfy and 

retain customers.  

Also, taking alcohol closer to where the target customers are 

can act as a motivation for them to enquire about the product 

leading to making a decision to acquire and use it.  This may 

only work if other quality dimensions such as customer 

care, responsiveness to customer demands and timely 

provision of alcohol are adhered to.  Apart from alcohol, 

FGD participants also reported that alcohol consumption on 

campus lacks some other important services such as music 

performance that provide entertainment to customers. 

As highlighted in the above graph, students expressed 

satisfaction in relation to location factors off-campus.  They 

agreed that alcohol prices are affordable off- campus 

probably because there are many outlets that sell alcohol 

and in an attempt to attract more customers, bar owners 

offer alcohol at relatively competitive prices coupled with 

satisfactory customer care to out-compete rivals.  

The above findings suggest that it does not matter whether 

one distributes alcohol on-campus or off-campus.  Students 

who consume alcohol can still access their alcohol brands 

of preference either on-campus or off-campus provided the 

service quality dimensions such as customer care are taken 

into account by bar owners.  Respondents who took part in 

the FGD’s had this to say: 

“For those of us who consume alcohol, we can 

purchase it either on campus or off-campus.  There is 

a college bus that goes to town every day and we take 

advantage of the bus to go and consume alcohol in 

town where there are many drinking places than on-

campus. In town, you can choose which bar to go to 

depending on the price of beer. Some bars target 

affluent people and hence prices for alcohol are high 

while others target ordinary people such that prices 

are affordable.   On top of that, you can also have 

meat to eat unlike on-campus where meat is hardily 

provided.  In town, you can also be entertained to 

music performed by live bands”. 

The above discussion implies that much as alcohol can be 

available in various outlets on-campus or off-campus, other 

factors such as customer care, price and other extras such as 

live performance by music artists should be offered to 

attract more customers.    

Promotion 

The Promotion Mix covers a range of activities involved in 

advertising, sales promotion, public relations, direct 

marketing and personal selling. Promotion plays a 

significant role in informing consumers about a product that 

is on the market. This study considered variables including 

advertisement, sales persons, special promotions and 

celebrity endorsement. 

The Fig 11 shows the level of agreement/disagreement 

towards the factors under the promotion Mix that were 

researched. 

 

 
 

Fig. 11: Effects of advertisements/promotions on alcohol consumption
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Fig. 12: Product/quality factors and alcohol consumption 

 
Fig. 13: Alcohol consumption and the marketing mix 

About 44% of the students who reported alcohol 

consumption behaviour disagreed that their alcohol 

consumption behaviour is influenced by advertisements that 

are carried on different media channels. Similarly, the 

majority of students (78%) who consume alcohol disagreed 

that their alcohol consumption behaviour is influenced by 

sales persons. Furthermore, about 70% disagreed that 

celebrity endorsement of particular brands of alcohol 

encourages them to purchase and consume alcohol.  None-

the-less, about 50% of them agreed that they are attracted by 

special promotions such as “buy one, get two” and “happy 

hours” when alcohol prices are slashed. 

What this entails is that price discounts unlike bare 

advertisements without any price incentives are the ones that 

influence consumers to purchase and consume more alcohol.  

Students interviewed in FGD’s also attested to the fact that 

special promotions such as the Carlsberg bash and others that 

announce price cuts attract them to consume more alcohol 

since they can afford the prices.   

Product mix 

The Product mix is the most dominant of the four P’s in the 

Marketing Mix. Among others, some of the elements of the 

Product Mix are quality, features, accessories, product 

variety, brand name, services and packaging.  In this study, 

elements such as taste, quality standard, product existence on 

the market and performance were considered. 

Fig. 12 presents the level of agreement/disagreement 

towards these Product Mix elements in relation to the 

consumption of alcohol among students. 

Most students agreed that their preferred alcohol brand has a 

consistent taste (78%), has acceptable quality standard 

(72%), has been on the market for long (70%) and performs 

consistently (78%). Students who took part in the FGDS had 

this to say in connection to the above Product Mix variables: 

“We go for the brands with good taste and 

performance.  We go for the beer that is strong in 

alcohol content.  For example Carlsberg Green has 

got a good taste with more alcohol content than 

Kuchekuche.  Also, it has survived the taste of time.  

Some beer come but do not last long”. 

This demonstrates that companies must think twice when 

developing their products in order to produce something that 

is going to meet customer satisfaction in terms of 

performance, taste and standards. These characteristics will 

make it easy for the products get sold to customers.  

Alcohol consumption and traditional Marketing Mix  

The marketing of products like alcohol has for a long time 

utilized the traditional marketing mix comprising product, 

price, place and promotion. If well blended, these factors can 

significantly influence the consumption of alcohol among 

students.  Much as 4 P’s have been separately dealt with in 

the foregoing, there is need to find out which among the P’s 

appeals most among Malawian students when evaluating and 

making decisions about particular alcohol brands to purchase 

and consume. 

Fig. 13 highlights the relative importance of each of the 4 P’s 

of marketing in influencing students’ alcohol consumption 

behaviour. 
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The majority of students 85% agreed that the Product Mix of 

alcohol influences them to consume alcohol. Furthermore, 

60% of the students agreed that the price of their preferred 

alcohol brand influences them to consume alcohol.  Almost 

45% of the students agreed that promotional activities attract 

them to consume alcohol. 

The above findings suggest that the Product Mix is the most 

important aspect among the 4 P’s that customers look upon 

when purchasing products. This is followed by the Price.  As 

such, it is imperative for product producers to attend to the 

product that they intend to produce. It has to be made in such 

a way that the attributes within the product such as taste and 

performance in the case of alcohol satisfies the desire of 

customers. In addition, the price at which the product 

(alcohol) is offered should be reasonable.  Having produced 

a good product (alcohol) and determined the right price, the 

promotion activities should be utilized to help publicise the 

product. In addition, the product should be made available to 

consumers in several outlets covering a wider area where 

target consumers are found. 

According to the Theory of Reasoned Action, among the 

four P’s (i.e. price, product features such as quality, 

performance) may lead students to change their attitude 

about alcohol and in turn positive attitudes about alcohol 

may lead to intentions to purchase and consume it.   

Areas for Future Research 

Areas that present prospects for future research are as 

follows: 

 Are anti-alcohol campaigns among students that 

have been running across the world is having any 

impact on the marketing of alcoholic beverages in 

Malawi?  

 To what the extent does religion have impact on 

the consumption of alcohol among youth? 

Conclusions 

The study has found that of the 138 respondents, 109 (79%) 

consume alcohol.  Of those who reported alcohol 

consumption 72% were males and 28% females.  This 

difference in alcohol consumption between female students 

and their male counterparts could be explained partly by the 

traditional African attitude towards women and their role in 

the family and society. Traditionally, drinking among men is 

a sign of maturity and well-being and it is generally tolerated.  

On the other hand, alcohol consumption by women is 

socially unacceptable by many ethnic groups (Zverey, 2008). 

On specific factors that influence alcohol consumption 

among students the results were diverse and the account 

below provides a summary of what was found. Firstly, most 

students who take alcohol (75%) agree that the price at which 

alcohol of their choice is sold matches the quality of alcohol. 

This implies that there is a direct relationship between price 

of alcohol, its quality and consumption. Thus, as long as 

quality of alcohol is good and reasonably priced, consumers 

will be willing to purchase and consume it.   

On situational factors, the study found that students prefer to 

take alcohol in bars together with friends.  This is so because 

there is more interaction with friends in bars unlike other 

drinking places.   

The majority of students (74%) disagreed that they drink 

alcohol because of their ethnic backgrounds or traditional 

beliefs.  However, about 68% agreed that they take alcohol 

because their religion tolerates alcohol consumption.   

The study has also shown that the majority of those who 

reported alcohol consumption are between 18-22 years of 

age. Perhaps this is so because peer influence since students 

transition from depending on their parents at home to 

depending on their peers on college campus (Borari and 

Carey, 2001 cited in Palmeri, 2011). Students also think that 

when they take alcohol they can easily be accepted by fellow 

peers who have the same behaviour.   

In terms of the Place Mix, the study has found that students 

can take alcohol either on campus or off-campus.  What 

matters is availability of alcohol of different brands wherever 

they choose to buy alcohol.  For those who prefer taking 

alcohol off campus, they revealed that there are more outlets 

there than on campus.  Due to competition for customers, 

some outlets offer alcohol at reduced prices which they can 

afford. 

Most students (78%) who reported alcohol consumption 

disagreed that their alcohol drinking behaviour is influenced 

by sales persons. In addition, 70% disagreed that they are 

influenced by celebrity endorsement of the alcohol of their 

choice.  Nevertheless, 50% of those who reported alcohol 

consumption agreed that special promotions which focus on 

price cuts such as ‘buy one get two’ and ‘happy hours’ 

influence them to purchase more alcohol.   

Among the traditional 4 P’s of marketing, product features 

such as quality, consistent taste and performance influence 

their alcohol consumption behaviour. Respondents reported 

that consistent taste and good quality standard influence 

them to consume alcohol of their choice and the majority 

preferred Carlsberg Green beer. 

Recommendations 

Marketers and those companies engaged in the trading of 

alcohol should strive to design strategies that can increase 

uptake of alcohol among female students aged 18 and above 

since the study has shown that alcohol consumption among 

ladies is low.  This might increase the sales volume of 

alcohol if marketing strategies targeting this segment of 

consumers are designed. In addition, companies should 

produce with quality that meets consumer expectations. 

Since there is a direct relationship between price of alcohol 

and its quality, companies must work hard to produce 

alcohol of high quality in order to enlist demand from 

customers regardless of the price at which the alcohol is sold.  
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In addition, the prices should be reasonable so that customers 

are not scared away.   

Marketers have to attend to interpersonal relationships 

among students when designing their marketing strategies 

since they affect individual attitudes and intentions towards 

attainment of certain behaviours such as alcohol 

consumption.   

It has also been established that students drink alcohol 

because it is tolerated in some religions.  Marketers must 

therefore, attempt to analyse the religious atmosphere in the 

market segment where they wish to sell their alcohol.   

Marketers should ensure that they design promotions that 

emphasise on price cuts and other offers such as buy one get 

two.  This is so because this study has shown that mere 

advertisements will not lead one to purchase alcohol.  Rather, 

the advertisements should portray benefits such as price 

reduction in order to enlist interest from students. 
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