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This paper is a continuation of my research interest in a filed of alcohol marketing. Web pages, press publications and advertisements are major sources for empirical analysis. My aim is to trace alcohol marketing strategies in the 1990’s when many alcohol manufacturers got around the regulations by promoting  non-alcoholic products using logos and brands of alcoholic drinks and then in the 2000’s after legislation changes when industry developed new strategies to promote its products. The question about changes in alcohol marketing in Poland will be in the limelight. The new trends in marketing as virtual marketing projects and other direct marketing strategies will be discussed. Expanding from marketing strategies towards PR strategies will be emphasized.

