Supplementary Material

Supplementary Table 1: COREQ checklist 

Based on Tong et al. [40]
	Item No
	Guide Questions/Description 
	Detail Reported on Page # 

	Domain 1: Research team and reflexivity 

	Personal Characteristics  

	1. Interviewer/ facilitator 
	Which author/s conducted the interview or focus group?
	Pg 6

	2. Credentials 
	What were the researcher’s credentials? E.g., PhD, MD  
	Pg 6	

	3. Occupation 
	What was their occupation at the time of the study?
	Pg 6

	4. Gender 
	Was the researcher male or female?
	Pg 6

	5. Experience and training 
	What experience or training did the researcher have?
	Pg 6

	Relationship with participants 

	6. Relationship established 
	Was a relationship established prior to study commencement?
	Pg 6

	7. Participant knowledge of the interviewer  
	What did the participants know about the researcher? e.g. personal goals, reasons for doing the research?  
	Pg 6

	8. Interviewer characteristics 
	What characteristics were reported about the interviewer/facilitator? e.g. Bias, assumptions, reasons and interests in the research topic  
	Pg 6

	 Domain 2: study design 

	Theoretical framework 

	9. Methodological orientation and Theory  
	What methodological orientation was stated to underpin the study? e.g. grounded theory, discourse analysis, ethnography, phenomenology, content analysis  
	Pg 6-7

	Participant selection  

	10. Sampling 
	How were participants selected? e.g., purposive, convenience, consecutive, snowball  
	 Pg 6

	11. Method of approach 
	How were participants approached? e.g., face-to-face, telephone, mail, email  
	Pg 5

	12. Sample size 
	How many participants were in the study?
	Pg 4-5

	13. Non-participation Setting 
	How many people refused to participate or dropped out? Reasons?
	Pg 5

	14. Setting of data collection 
	Where was the data collected? e.g., home, clinic, workplace  
	Pg 6

	15. Presence of nonparticipants 
	Was anyone else present besides the participants and researchers?
	N/A

	16. Description of sample 
	What are the important characteristics of the sample? e.g. demographic data, date  
	 Pg 4-6

	Data collection 
	
	No 

	17. Interview guide 
	Were questions, prompts, and guides provided by the authors? Was it pilot tested?
	Pg 6

	18. Repeat interviews 
	Were repeat interviews carried out? If yes, how many?
	 N/A

	19. Audio/visual recording 
	Did the research use audio or visual recording to collect the data?
	Pg 3, Pg.5

	20. Field notes 
	Were field notes made during and/or after the interview or focus group? 
	Pg.6

	21. Duration 
	What was the duration of the interviews or focus group?
	Pg 6

	22. Data saturation 
	Was data saturation discussed?
	Pg 6

	23. Transcripts returned 
	Were transcripts returned to participants for comment and/or correction?
	N/A

	Domain 3: analysis and findings

	Data analysis  

	24. Number of data coders 
	How many data coders coded the data?
	Pg 7

	25. Description of the coding tree 
	Did the authors provide a description of the coding tree?
	N/A

	26. Derivation of themes 
	Were themes identified in advance or derived from the data?
	Pg 7

	27. Software 
	What software, if applicable, was used to manage the data?
	Pg 7

	28. Participant checking 
	Did participants provide feedback on the findings?
	N/A 

	Reporting  

	29. Quotations presented 
	Were participant quotations presented to illustrate the themes/findings? Was each quotation identified? e.g., participant number  
	Pg 7-15

	30. Data and findings consistent 
	Was there consistency between the data presented and the findings?
	Pg 7-15

	31. Clarity of major themes 
	Were major themes clearly presented in the findings?
	Pg 7-15

	32. Clarity of minor themes 
	Is there a description of diverse cases or a discussion of minor themes?
	Pg 7-15


 














Supplementary Table 2. Summary of alcohol product types identified in Malawi
This table synthesizes participant-reported alcohol products, packaging, sale practices, and perceived concerns from Malawi focus group discussions. Product names and descriptions reflect participant terminology and should be interpreted as reported perceptions rather than independently verified product information. At the time of publication: MK100=$0.06; MK500=$0.29; MK1000=$0.58; MK5000=$2.89. 
	Product category
	Example products
	Reported characteristics
	Packaging / serving format
	Reported price / affordability
	Sale or production settings
	Main concerns / themes 

	Unrecorded home-distilled spirits
	Kachasu; Kalabongo; Khefulamu; Makhaya; Jada
	Locally distilled clear spirits often described as strong or water-like. Some participants described the first distillation as particularly high strength. Some products were said to taste sweet or be mixed with other drinks.
	Small reused glass bottles of “nips”; 250-350ml water / Frooty or Frozy fruit juice bottles; sometimes sold by measure from larger containers.
	Commonly reported around MK500-MK1,200 for small bottles, with some products sold in smaller measures from around MK100-MK300.
	Village production, streets, bars, shebeens, markets, and informal sellers.
	Low cost, wide availability, heavy intoxication, mixing with commercial spirits, consumption by young people and adults.

	Locally fermented beers and sweet brews
	Chikokeyani; Midoli/Masese; Magagada; Dopelo
	Homebrewed or locally brewed drinks made from local ingredients such as maize or maize husks. Some were described as sweet, juice-like, or easy to mix with spirits.
	Cups, bottles, small measures or shared containers; sometimes measured into small bottles.
	Low-price cups or measures were reported, including MK200-MK500 depending on quantity.
	Homes, local brewing sites, community setting and markets.
	Cheap and socially embedded; concern about young people mixing these drinks with stronger bottled spirits.

	Industrial ethanol, methanol-linked or highly adulterated products
	Ambuye nditengeni; Makodini / Wayiwala Njinga / Mabadula / Wazibambo; products described as methanol/metal-cleaning alcohol
	Products described as made from, or containing, industrial alcohol, methanol, pills, or substances used to clean metals. Participants linked some products to deaths and severe harm.
	Five-litre containers or small reused bottles; measured pours using small bottles or cups.
	Often sold according to purchasing power, including very small measures around MK200-MK300 and larger small bottles around MK1,000.
	Informal and illegal sale settings; some participants said availability had reduced due to arrests, fines or deaths.
	Most serious perceived health concern: poisoning, death, strong intoxication, illegal sale and uncertainty about contents.

	Counterfeit and refilled alcohol
	Counterfeit spirits; commercial bottles refilled with unrecorded products
	Participants described empty-branded bottles being collected and refilled, creating uncertainty about whether products were genuine.
	Reused Malawi Gin, Powers or other branded bottles; small glass or plastic bottles.
	Not consistently reported.
	Informal vendors and street sellers.
	Product authenticity, unknown strength, adulteration and consumer deception.

	Small-format bottles of recorded spirits (nips)
	Malawi Gin; Jambo Gin; Zikomo; Ice London; Powers No.1; Shooter; Right Choice; Club 7/8; 88; Red Deer; Extreme; Chez; One Kick; Black Ponda 
	Commercial spirits sold in small bottles, often described as strong, portable and easy to buy. Some participants focused on alcohol percentage and strength.
	Nips; commonly 200ml; some larger bottles also reported (300ml); shots sold where full bottles were unaffordable.
	Examples ranged from MK500-MK1,200 for some nips to MK4,000-MK5,000 for small Malawi Gin bottles (‘baby gin’); shots around MK200 were reported.
	Shops, bars, supermarkets, pubs, shebeens and other alcohol outlets.
	Affordability of small units, easy concealment, widespread availability, sales to underage drinkers and mixing with homebrews.

	Commercial beer, cider and ready-to-drink products
	Carlsberg; Kuche Kuche; Castel beer; Chibuku cider; Hunters Cider; Booster Cider
	Recorded beer, cider and ready-to-drink products. Some were described as gendered, youth-oriented, sweet or comparatively easy to drink.
	Bottles, cartons (rarer) and small commercial containers; some nips reported for cider/booster products.
	Examples included MK700-MK2,000 for some beer/cider products; higher prices for premium products.
	Bars, shops, supermarkets and shebeens.
	Widespread availability; some products perceived as attractive to girls/women or young people.

	Mixed drinks and concealment practices
	Chikokeyani mixed with spirits; energy drinks or ginger drinks mixed with alcohol; Powers diluted with Chibuku; alcohol carried in or mixed with SOBO soft drinks
	Cross-cutting practice rather than a single product category. Participants described mixing to increase strength or conceal alcohol use, including among school-going children.
	Everyday drink bottles, water bottles, squash bottles, cups and small containers.
	Linked to the affordability of small measures and shared purchasing among groups.
	Schools, streets, bars, shops and informal settings.
	Concealability, youth drinking, intoxication during school, and difficulty for adults/teachers to identify alcohol use.


Note: Categories represent analytical summaries of products discussed across focus group discussions. Some products may sit across more than one category because participant descriptions sometimes blurred distinctions between formal and informal, recorded and unrecorded, local, flavoured, and commercial alcohol products. Product descriptions, prices, packaging formats, and reported characteristics reflect participant perceptions and discussions and were not independently verified. Reported prices were approximate and may have varied by location, packaging size, and point of sale. Product names reflect local terminology used by participants and may vary across regions and communities.


Supplementary Table 3. Summary of alcohol product types identified in Uganda
This table synthesizes participant-reported alcohol products, packaging, sale practices, and perceived concerns from Uganda focus group discussions. Product names and descriptions reflect participant terminology and should be interpreted as reported perceptions rather than independently verified product information. At the time of publication: UGX500=$0.13; UGX1000=$0.27; UGX5000=$1.34; UGX10000=$2.69.
	Product category
	Example products
	Reported characteristics
	Packaging / serving format
	Reported price / affordability
	Sale or production settings
	Main concerns / themes

	Locally distilled spirits
	Waragi, Kasese, Kadeng ci deng, Lutujju, Bu jjaja, Mukomboti, Sanyuka
	Very strong locally distilled spirits commonly described as cheap and widely consumed
	Sold in jerrycans, reused bottles, cups, sachet replacements, and measured pours
	Very small quantities available; products frequently sold according to immediate purchasing power form UGX500-1000 or above 
	Homes, roadside vendors, informal drinking places, markets
	Heavy intoxication, widespread availability, consumption among young people and adults

	Homebrewed and fermented beverages ( from banana, millet, etc)
	Kwete, Wiri, Lira Lira, Omwenge, and other local brews
	Traditional or locally fermented beverages often consumed communally
	Shared containers, cups, basins, drums, and calabashes
	Low-cost products described as extremely affordable (from UGX500) within local communities
	Homes, brewing sites, community drinking settings
	Socially normalised drinking, widespread community consumption

	Counterfeit or adulterated alcohol
	Counterfeit spirits and unlabelled products
	Products described as being of uncertain origin or mixed with chemicals
	Repackaged bottles or unlabelled containers
	Typically cheaper than commercial alcohol products
	Informal vendors and unregulated sale settings
	Concerns about contamination, methanol, poisoning, and unknown contents

	Commercial high-strength spirits sold in 200ml small bottles ( as well as larger bottles)
	Uganda Waragi, Bond 7, Chief Waragi, Royal Vodka, Adrikos, High 5, Torrero, Salvador, Kitoko, Simba, Empire Vodka
	Commercially produced spirits commonly sold in small affordable units
	Small bottles (‘tot packs’), quarter bottles, and miniature containers
	Low-cost small bottle of 200mls (some starting at UGX200, but mostly selling from UGX1000 to UGX2500) frequently mentioned
	Shops, kiosks, bars, supermarkets, trading centres, markets, in villages
	Easy concealment, portability, affordability, high alcohol strength

	Commercial beers and ciders
	Nile Special, Bell Lager, Club Beer, Hunters Cider
	Commercial beer and cider products widely available across communities
	Bottles, cans, cartons, and crates
	Prices varied according to brand and container size
	Bars, supermarkets, retail shops
	Widespread availability and marketing

	Flavoured and youth-oriented products
	Sweetened spirits, flavoured products (e.g. Coffee Spirit, Kituzi, Kabisa Kombucha, Mukama n’ayamba), ciders
	Products described as attractive to young people due to sweetness, additives (coffee, kombucha) and attractive packaging
	Bright packaging and small bottle formats (some looking like juice bottles)
	Extremely affordable small-unit pricing UGX200
	Shops, bars, kiosks, roadside vendors
	Perceived appeal to adolescents and young adults

	Substitute products following sachet bans
	Small bottled spirits, repackaged spirits, tot packs
	Small-format alcohol products reported to have increased following sachet restrictions
	Miniature bottles and other low-volume containers
	Maintained affordability after sachet bans
	Shops, kiosks, roadside vendors
	Continued accessibility and adaptation of alcohol markets following regulation


Note: Categories represent analytical summaries of products discussed across focus group discussions. Some products may sit across more than one category because participant descriptions sometimes blurred distinctions between formal and informal, recorded and unrecorded, local, flavoured, and commercial alcohol products. Product descriptions, prices, packaging formats, and reported characteristics reflect participant perceptions and discussions and were not independently verified. Reported prices were approximate and may have varied by location, packaging size, and point of sale. Product names reflect local terminology used by participants and may vary across regions and communities.




Supplementary Figure 1. Illustrative photos of selected products in Malawi and Uganda
Those product images were taken informally by the research teams with verbal consent from local sellers in Malawi and Uganda, after the focus groups were conducted. 
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