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Information published in a recent World Health Organization (WHO) report(1) identified an increase in the availability of energy
drinks and the possible health risks from excessive consumption. Energy drinks availability was last reviewed on island of Ireland
(IOI) in 2002(2). Most energy drinks are classified as sugar-sweetened beverages and these have been shown to be associated with ex-
cess weight in adults and children(3), thus contributing to the obesity problem.

The aim of this research was to provide an overview of the energy drinks available on the IOI including, caffeine, energy and sugar
content, price, labelling and digital marketing strategies.

Sampling methodology was adapted from a validated method(4). Major food retailers were identified by market share(5) and two
supermarkets chosen from each of the following categories; multinational, convenience and discount stores in the Republic of Ireland
and Northern Ireland. All available products were purchased in a one week period in February 2015. Information on the label, serving
and product size and prices were recorded. Websites and social media channels were reviewed for each brand to identify event asso-
ciation, alcohol mention and target audience.

Overall 78 products were surveyed and 26 brands identified. Table 1 shows the analysis of the nutritional content of these energy
drinks, serving size volumes ranged from 250 ml to 500 ml and a mean volume was used for analysis. Sugar-free or diet versions of the
energy drinks and any extreme outliers were excluded from analysis.

91·1 % of the energy drinks had labelling that complied with new food labelling legalisation introduced in 2014.(6) Sixteen of the
brands had both a website and at least 1 social media account on any channel. One product referred to alcohol on their website.
Young people were the predominant target of the brands (50 %) and extreme sports was the main event association (60 %).

In conclusion, there has been a 7·8 fold increase in the number of energy drinks available since 2002 on the IOI; this is in line with
WHO findings.
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Table 1: Mean values of nutritional content of available energy drinks on the IOI

Mean Analysis Per 100 ml Per serving

Energy (kJ) 206·6 712·4
Energy (kcal) 48·4 169·3
Sugar (g) 10·9 37·8
Caffeine (mg) 31·4 125·8
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