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M.EMORANDUM 

To; Elena Kagan 

Prom; , George Hacker ffi"L. %t:.... 
Re: !'roposed HeAlth Claims for Wine at ATF 

Date; Augu,t I, 1997 

As I indlc£lted when we met in the Roosevelt Room on July 8, the Bureau of Alcohol. Tobacco
f 

and Pireanns (ATF) seems intent on approving a label application for wine that would make an 
inapproprhth; auu misleadhlg heo.ltll daiIn \\'ruch could lead to increased alcohol COllSUIllptiou 
and higher levels of alcohol problems, Previously, 1sen1 you a package of intormath'll 
containing c~rrcspondcncc be-tween the Public Health Service (which opposes the labels) nnd 
other relevant documents, including the language of a recent AMA f\!soiutioll opposing,
;<bene1icial h~3lth claims" for alcohol. 

I 

Today, t am fonvarding letters to ATF fmm !ienatnrs Robert Ryrd and Strom Thurmond. also 
opposing th.! proposed label,. ,, 
One of the avowed purposes of tbe proposed "directional" labels is to undermine the cautionary, 
language ofthe current required warning lubeL Vice President Gore wa.< the leader ofefforts in 
the Senate to pass that legislation in 1988; perhaps he is now interested in proteeting his , 
accomplishment from attacks by the wine industry. Would you please share this information·· 
ilS ",ell as what! previously sent to you·· with his officc. If you need additional copies, please 
call me at (202) 332-9110, ext. 343. 

Thank yuu vcry much [or your consideration and assistance, 
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, 
STROM""'...THURMONO ,.....,.. • 

I 

tinlttd ~mtts ,$mntt 
W~INOT6N, ot: UiMDQl 

... 
, 

Uonorabl.1Robert Rubin 
S.eret~rYtof che Tr&~~ury
1500 Penn~ylvania AVenue, NW 
Washingto~, nc 20220, , 
~ar Mr. Secretary:, 

It has com~ to my attention t.hat the Rureau of hlcohol, 
Tobacco ond Firearms (BATT) 1w conoidwrin~ a proposol ~o apprQVO 
beolth .::laim etatement1t for win~ 14be16~ I enOO\ira~ YQu'''to 
oppo•• this proposal. 

AB you know, aleohol a~UBe is a serious pra~lem in our 
CQ1.lntry. FOl' yearB, arunk r.1riv.in9, underage cirink1.nq.. drinking
durin; ~reqnAncy, and alcoholism have haa d~vAstatin9 effects on 
tha health and safety of our eitizens. During th~ lQ80~, I 
worked VQ~y hard to pao& the law that requires alcohol cont~cr. 
to carry a \ govcrnmqnt. health w~nlnq Qn ~ne label. !1fhia mu:n1ng
informs consumers of the dangers of 41cohol'4buQe~, 

I am ~o!'lcernerl thee if t.hq ATE' approvea speciAl label$: for 
wtne that olaim ha6~th beneflts. ~he ib~ene of the currant noaltb 
war~1n9 w~ll be una8rmined~ If a w1ne lab~l $UVUU_ts that 
drinklng wine .iSl heAlth;y. c:.i.t.iasena tnAf be enoour..ged. to drink 
~re alcohol. It 1a sound h••l~h PQ1~cy tu di&CQUrag6 the 
~on.umptiQn of alcohol, end I gtrongly urcre ~ou to rajeot any new 
1a..bels that may ect.\Utl.ly'lead to lncreas.:)d alcoh.Ol conalllltption. 

' 

I th~nK 
, 

you for y~ur attGntion to ~his roat~~r. , 
With kin4eet regardS ~nd beSt vieh~e, 

I 

ST/lx 
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The HOnOtable ~obert ~ubln 
S'ecret",x;-y 
Oepartment o£ the Tr!I!tBury 
1$00 P~nnBylvanla Avenue, N.w. 
Washlngton l O.C, 20220 

It is ~y undor8tenQinq th~c the Bureau o~ ~lcoholl TObaccQ, ana 
Firearms {BA~F) is cnngid&rinq approving a propoeol to allow 
dIrectionAl healt.h e:Hects 14bellnq for "il\C!. r encourage you 
to o'ppOl!!~ t..ha approva.l ot: r.a.llth IItttft:ts labels.,, 
please fInd encloaed A copy of a lsttqr fro~ the A~si3tant 
Secretary of Health of the Depart~Qnt of Hea2th and HUman 
Services {RHS} to t~e DLre~tor of the BATF Qxpr08sinq 5.rio~~ 
concern about ~~proval of Olreetlonal hwalt~ eff~cts labels for 
wine~ ,I sha.rq- the l!otlcern!5 t'xpresBe4 hy th. Aiiuil1a-.an't 
Secreta.ry and would hopa that chl::l BATf WOuld t'o.r~stall approval 
Qf thi$ proposal. ond~ lnst6ad~ work wlth th9 HHS to ensure 
that any ~ction tak.fi with regard to lahQli~9 does not 
jeopcr~i~e the publiC health. . 

In light of tne BATre anti¢lp~ted approval of e propo~al which 
our nat-lor.'f! health Qff.i~i(ll!1 bell,avo .;:"o\lld potentially t.e.xom the 
public! h6~lth, r question whoth~r tha BAT? is th9 appropriet~ 
agoncy; t-o havQ jur.1.-sdict Jon nver alcobol labeling-. ptrhe-pa 
8\lthQrity ove%' lab~linq h3ue5~ which clearly ha'.tl! a health 
impact', would be better placftQ at .an agt.::ncy euch 48 the FOOo. 
and Oruq Administr~tion. wh1ch h~£ ~h. h8al~h care oxpertise 
and axpBrience to make sound public he~l~h decia1ons. 

Aceord1ng to the National t~t1t~te O~ Aleohol AbuBS anci 
Alcohollsm (NlAAA), alcohol ~hu.e and alcohQli~~ coat society 
ovor $lOO billion annually dna each year nvar 100~OOO deAth~ 
h.ve ~lcohol-r81atea causes. nrunk driving de~ths in 1995 
tO~alQd 17,21~. Also# aleohol eO~6umption is ~lated to 
in~rQa.ed violence and crima. Given the grQat cost! 1rnpoaad on 
society by alcohol consumpt.ion.. 1 b!tliove l':.hat':9~af\tln9 
government consent to labels th~t could potentially o!f~Qt the 
current ~arnin~ label. on ~lna and eneo~ra9~ consumption 1a ~ll 
adv1~9d. I urqe y¢u to eontinue to wo~k with HHS officials to 
actd,::-ftS5 their concerns aboc.t 1~h9 affects that direet.lonal 
h.al~h effQct3 14b~ls could h~ve on ~ha public health. 

http:in~rQa.ed
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PAge 2 

You.r <:ori~.iderat i on ot my (,!onC~'t"t\ in this r~ard is appreciated, 
and 1 look forward to h9~~i~g troM yo~ 9n this important 
matt;.er, 

P.CB; l<. , 
Enclol!Ju~e 

'I 
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18 
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35 That the .AMA ""<OUr8p tit. N"lomJ Hizi""'Y Tna.ffi. S.f"l' 

36 Adminbtrdzcn to illn~ 1be fusibility of ~hnolllgi#$ that would 
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• DISCUS meeting with Bruce Reed 

Introduction , 
I 

President Clinton has singled out the spirits industry for criticism and discriminatory treatment 
even though scientific evidence and hIs own cabinet members acknowledge: the reality of the 
equivalency doctrine. 

His concern is the effect of broadcast alcohol advertising on youth. This issue cannot be 
realistically or responsibly addressed by singling out one segment of the industry for 
discriminatory treatment Broadcast alcohol advertising should be addressed in the same manner 
in wnich the Administration has previously addressed issues involving youth and the media -- by 
encouraging members of all segments of the industry to come together and work toward a 
responsible and voluntary solution. 

This is precisely what DISCUS proposed to the President over three months ago. On April 4. 
1997, DISCUS President and CEO Fred Meister wrote to President Clinlon and asked I1fm ''to 
take pointed'action by issuing a call for spirits, beer. wine, and the broadcasters to 'come to the 
lable' amL.~evelop and agree to a common code of advertising.~ DISCUS has never received a 
response. 

This request is totally consistent with the ways in which the White House and the President have 
dealt with other issues affecting youth and the media -- specifically with respect to (1) television 
programs and (2) creating a family-friendly Intemet. These approaches are apparently working 
well and IhelAdministration seems pleased with them. Let's review the record briefly: 

Television ~rOgramming 
I 

The Presidenl was concerned aboul violence and adult content on television. He responded to 
this by calling upon representatives from aU segments of the industry to address the problem and 
volunlsrily develop a solution. 

On February 29, 1996 President Clinton announced a{OjU( administration, spearheaded by the 
Vice President, has worked with broadcasters, cable firms, production studios and others to 
encourage !hem to find ways to take more responsibility toward meeting our shared goals.~ 

, 
He added, "As a result of our discussions, the media and the entertainment industry has agreed to 
a voluntary system of ratings for television programs. 

"The work we began here is just that ~~ a begiMing. In our meeting I invited the industry leaders 
to come back to the White House to re,;')ort once they nave developed their rating systems and I 
look forward to the work that they will do." 

On December 19,1996, the President, in a lNhite House briefing with the Vice President 
immediately ~lowjn9 his meeting with Jack Valenti, Eddie Fritts and Decker Anstrom, said "I want 
to thank the industry leaders for the television rating system which they have proposed today. 
Earlier this year i asked them to do thjs.~ 

The VICe President said. ~Mr. President, what you did a year-and-a alf ago ...resulted in your While 
House summit and the unprecedented willingness of this industry to respond as it has, by trying to .' bring itself together and present the country with its version of what it thInks wi!! work..... 



I 
Creating a f~mily-friendly Internet 

l
Similarily, the President called industry leaders and other interested parties together to address 
the issue of content on the Internet. 

On July 16. j~st a little over a week ago, in a White House press briefing Mike McCurry 
announced that the Vice President had a working meeting with "some of the industry leaders and 
representatives of the industry, parents groups and others who are working together in a strategy 
to create a family-friendly internet.~ He also mentioned that the President dropped by this meeting 
and "clearly enjoyed it a great deal." 

Don Gips, Domestic Policy Advisor to the Vice President, was also present at this briefing. Mr. 
Gips noted "[I]his was a first set of meetings. We will have continuing meetings .. .this will be an 
ongoing process ... " , 

, 
He also noted: "And today the President and Vice President laid out the challenge; industry and 
parents groups accepted the challenge and were very much looking forward to working together 
to achieve it." 

Conclusion I 

The President has invited industry leaders and other interested parties to the White House and 
urged them to work together to develop voluntary solutions for other issues involving youth and 
the media. He should do the same for the broadcast alcohol advertising issue. 

i 
If the President is concerned about spirits advertising on television and its possible effect on our 
youth, he should be equally concerned about all alcohol advertising on television. His own 
administration has stated, ~alcohol is alcohol. Beer has the same effect as straight scotch." The 
beer industry spends approximately $600 million annually advertising on television, and it is a well 
established fact that beer is the alcoholic beverage of choice among young people. 

I 
From the standpoint of consistent, sensible and even-handed public policy -- for which the 
Administration is known -- it simply does not make good sense to address the issue of broadcast 
alcohol advet1ising by focusing soley on one segment of the industry and ignoring the others. As 
the Marin Inst,itute stated in a letter to President Clinton earlier this year, "advertising beer on 
television and radio raises the same issues as broadcasting distilled spirits advertisements." 

I 
, 

DISCUS reiterates its request that the President invite all segments of the industry to come 
together, as h'e has done in connection with television programming and Internet content, and 
work out a voluntary solution to the broadcast alcohol advertising issue. , 

July 25,1997: 

2 
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April 4, 1997 

The President 
The White House 
1600 Pcnns.vlvania Avenue. N.W. 
Washington, DC 20500 

Dear Mr. President: 

While we strongly disagree with your Administration's attempt 10 single oul only distilled 
spirits advertising for discriminatory examination and action. we want to propose a botd 
approach to Ihe issue of alcohol advertising and youth, 

Given the fact:that your Administration is concerned with youth and alcohol advertising. 
the issue of advertising by other forms ofalcohol must be addressed concurrently. 
Distilled spirits has been advertising on television and radio in a very responsible way. 
bul with relatively few ads for only Ihe past several months. Beer, however. has been 
advertising for decades and has spent billions of dollars doing so without any great 
public outcry or controversy. 

The fact is that there can be no sensible or effective analysis of the issue of youth, 
alcohol and advertising if beer and wine are not part of that process. I doubt that Ihere 
is one alcohol. education or anti-abuse group anywhere that would nol support this view 
that any Federal analysis of alcohol advertising absolutely must have beer and wine 
included, Affached are some recent let/ers from such groups, 

As distillers, as parents and as good citizens, we are as concemed as anyone about 
illegal alcohol use among the underage. Indeed. our companies have a long and proud 
record of educating all segments of society about responsible alcohol consumption and 
alcohol abuse. The distillers collectively, through the Century Council, conduct effective 
community·based programs directed at combatting illegal, underage drinking. 

It is with this Iradition of responsibility that we propose a process that goes far beyond 

• 
your position of "no backsliding. " 

D!SCCS • I !')tl 1;;'1>' Sltl.-'el. ;\" W. • Suiit' 900 • \\':<~hin}l;lon, D.C 200n'i·.~998 202Jb23'.:\54i • fAX:' 2021682.H8RS 
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• The President, 
April 4, 1997 
Page Two 

Respectfully. the distillers call on your Administration to publicly request and expect that 
the distillers. brewers and vintners together with the broadcasters will meet under the 
aegis of your Administration. Your tasking to the group would be for them to 
develop a unified code thai sets the same responsible standards for all forms of 
beverage alcohol (beer, wine and spirits) advertising and also would be the 
guidelines (0; broadcasters. 

Currently. each segment of beverage alcohol hJS its own code that addresses the 
issues of responsibility and youth. but a common code would improve the status quo 
by holding all segments of the beverage alcohol industry and the broadcasters to the 
same responsible standard. 

We respectfully urge you to take pOinted action by issuing a call for spirits. beer. wine. 
and the broadcasters to "come /0 the table" and. within no more than 90 days. develop 
and agree to a'common code of advenising, Your Administration then could use its 
"bully pulpit" to attain an effective impact. 

Your Administration prides itself on craative. dynamic and bold solutions and thus 
surely can do more than not just "backslide." Your Administration has the courage to 
bring all panies in the beverage alcohol industry (beer. wine and spirits) and the 
broadcasters to the table to achieve this comprehensive and sustaining objective . . 
The spirits industry is responsible -- we are willing to come to the table now. Your 
Administration only has to secure the same commitmenl from the beer and wine 
industries and the broadcasters to work toward this common end. 

We would be pleased to discuss this soon with you or anyone in your Administration. 

Sincerely. 

President/CEO 

• FAM:ck 
Attachments , 
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M()thers' Against Drunk Driving 

till E.1otI4c.pc.w Frw,,,Smlc 7OQ:-{rring, TMU '1~SI81.Telepbone {~14> 14+MAOO* PAX rn2}1I69-2:lOIIIl2'07 

NATIONAL OfFICE 

FOR IMMED:.'.TE RELEASE CfJNTACT: M;,holie R"nllen, ext. 248 
(April I, 1991) Tresa Coo, ext. 245 

(214) 744~233 

, 
STATEllfENT FROM MOTHERS AGAINST DRUNK DIUVING (MADD) 

IN RESPONSE TO CUNTON ADMINISTRATION'S REQUEST FOR 
FEDERAL COMMUNICATIONS COMMJSSION (FCC) TO INVESTIGATE 

, BARD LIQUOR ADS ON TV AND RADIO 

Mothe,. Agaillllt Drunk Driving (MADD) applauds the anoourn:emem today by l'I'e'lidenl 
Clinton dlat he is requesting the ~l Communications Commission 10 "Ulke all appropriate 
action" to eapl~re the potential effects of the decision of the distilled liquor industry IQ end their 
volumary hen on broadcast adverti!ing. 

, 
MADD has IonS heen concerned abOUI the impact of all alcohol advertising on undernge 
""nsumprioo and last year requested the FCC to exw:ise its authority to bold public hearings on 
this wue to """",ine and evaluate the role of alcohol advertising in the problem of undernge 
drinking puauint to the FCC', authority to determine if the use of the airwaves to broadcast 
alcohol advert;"ing ;., in the public'. best interest. 

MADD wu disappoimed earlier this year when scheduled Congressional hearings on alcohol 
advertbing wete ClIIICtIIed. ,However, it has alway. been our position that the FCC bas the 
jurbdicrioo and the authority to provide a public forum lOr all iBu" surrounding a1cobol 
advertising and:we urge the FCC 10 move quicldy in response to the i'l'esident'. request. 

. MADD has IOnl! advocat<:d that any aloobolic bevernge advertbi.ng. distilled spirits, beer or wine, 
should not targOt our youth or be created or presemed in such. litshion as to be OVl:rly appealing 
10 thoot under the legal drinking nge. 

• #1# 
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dltlllIecI opIrits; _ cIO "'" -"-.-_!he _ oI11UCIweI...... 
Iro9* en4 RJ R"1"Ofda' Joe Camel '" drInIo ........ IIicIoIIoI bMonIgn ",. _

,-:I. . 

NCADD ...ereom.. PIMldenl CIinIIII\'t IIJQots Ii> ..... lilt _ fA _ 
_ mirrQ. 

• 4/1/97 



CSPI CE:iTER 
FORSCIEtiCE 
IN THE• 

, 

PlJIlUC INTEREST 
>.U'o " , Nutrition Action Healthk/ter 

NEWS RELEASE 

For lrnmediare'Release COl1lacl: Tara Siegmm 
April L 1997 (202) JJ2·91 ;0, ext. 341 

CSPI Applauds President Clinton's 

Concerns About Liquor Advertisillg 


, . 
MlctkW/ F. JacoiJso/J. 1!xe(':!lti~ t: alr;;Cfor oftht: Center jor Science 11/ {he 
Public bJleresr, had {he following commem 011 Prc5idl!Jlt Bill Chmou's 
speich urging the FCC w illw:sflgau: akoJI()J acn'enisillg Oil radio aud 
1{'/el'i~'i(Jn 

"Pre5idenl Clinton cleariy recognizes thai America's War on Drugs must include 

restricting the advertising ofakoholic beverages. Akohol15 a melor in the three 

leadmg caUSes ofdeath fo:- 15~ to 24~year-o!ds' urun!entlonal injLries. homicides, and 

sujcides~ We hardly need whiskey ads during baseball garres to funher tempt youths 10 

drink, We urge the FCC :0 :nvt5tigate whe:her ~he broadcasl ofTV and radio 

c01'11.l:rerCials for liquor, as well as for beer and wine, is consistent with stations' pubUc~ 
t 

interest re:sJXlnsibIEties," 

esP! IS a ncmprofil hi¥flrh-advocacy org(1}lizaltoll that focuses OIl alcoholic-beverage 
proble';'s, lIutrition. mvi/ood safety. II is based iIt Washingtcm. D.C., and is 
5upport~d fargely by Ill' 900,000 mltmben wuJjowl(latiou grants. ff doos/101 accept 
iJldllStry or go~'ertlmelllfundiJl~ eSPIled efforts 10 win passage ofthe law requiring 
warning labels on al(;Mo/Jc be~'erages anti has publidzed (he nutritional COIftent of 

• 
mDlry JJopular restaurantJoW. 

, 

j8'5 CCMU;tW1 Ar;:;tw:, K W I $(lil': 300 i 'J,'M;'-lin~M, DC ZQ0C9·5ns. i (20Z; 332.9110 i FAX (2f:2) 265·4954 
E\e;:wil e Dir~jvr \1td'tad F. )Mobsvl'l. Ph D 



,-,-~ •• The MartH /J1.std:ute ."... i 
for tl" Prevention ofA/c,,!',,/amiOIiler Dr"!} Problems ,,' 

, ",; 
, , -'­
, 

TRANSMITTED BY FAX April I. 1997 

Pmsident'William l Clinton 
. ,

The Wbi.. House 
WashingtOn. D.C. 

Dear Mr. President: 

I am wrlUPg on behalf of the Marin In,uru.. for the Prevention of AlcollOl and Other Drug 
Problems'to commend you fQr yOW' letter to the FedemJ Communication Commission 
requesting that they investigate the impact of televislon and radio advertising ofdistilled 
spirits on children., 

I 
The deci~on of the distilled spirits industry to rescind its voluntary b;m on broadcast 
advertising represents a giant step in the wrong direction. Boer advettising already 
saturates the ai.Ivlaves, using images and slogans that clearly appeal to young people and 
aggravatelour most serious youth drug problem - alcohQI. Beer is by far tW alcoholic 
beverage ~f choice among young penplc, particularly among heavy youthful_Ill and 
drinking <jrivm. Their preferenc<: for beer is not surprising given the beer industry" 
dellbera", targeting of this age group with slick, sopru.lic.~ broadcast advertising. 
Research 'studies find that beer advertising on television is a powerful tool for reaching the 
yootll markl:L 

Clearly llIe distilled spirits indosu:y is seeking to Itvelthe playing field by moving their 
adve~g onto the airwaves. 1"his highly unfonunate trend wamms immediate action by 
yoOf administration and by the Fcc. The lifting of disIiIicd spirits indU5try" voluntary 

" ban will iO=... tile .ttta<tive...", of dislill<d spirits among young people, _ing 
your adniinisttation's drug policy goals and poltlng the lives and safety of our young 
people at further risk doe to alcohol problems, . , 

Until WI year, tile distilled spirits industry has !liken a r.:spoIls;ble .tand - on. that 
rocogniUs tllat alcohol ill • powerful psyehoaeliv. drug tll,. poses serious health and 
safety riSks, particolarly among yOWlg people. We belicve the beer and wine industries 

• should"" following the past voluntary policy of the disdned spirits indusu:y, nOlthe 
reverse. : 



• 


• 


• 

We therefo.fe fully suppon your cail for an FCC investigation. Advertising beer on 
television and radio raises the same issues as broadcasting distilkd spirits advertisements. 
We urge you fO follow up fltis flIst step with a caU fOf a broader investigation by the FCC 
and !he Fedentl Trade Commission to assesSlhe impact of aU alwhol advertising on , ,
broadcast media 

Slncen:!y, 

$L­
1ames F. MQsh~r 


Seruvr Policy Advisor 

;; , 

cc: Diana M~ Conti, Executi"e Director, The Marin institute 

• 
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DISTILLED FACT SHEET 
• 

SPIRITS 
COUNCIL DISCUS is the trade association rq>rescrtling producers and 

marketers ofdistilled spirito; sold jn the United States,OF THE 
UNITED 	 Wehsite: hllp:llwww.discus.heallhorg 
STATES 

BEVERAGE ALCOHOL EQUIVALENCE 
• 

All alcohol beverages have one thing in (ommon ~ they contain aJcohol. Standard 
servings of beer, *int and spirits - a 12-ouI1tt can of beer, a s-.ounce glass of wine and a 
cocktail with 1 Ill-ounces of S()..proof spirits - all contain the same amount of absolute 
alcohol. A diverse coUection of established e~ptrts recogpi,ze that "alcohol is alcohol is 
alcohol, It and that there is no sdentific basis for treating distilled spirits differently from 
other beverage alcohol. 

• 	 The federal government (Departments of Health and Human Servlces, Agriculture. 
Transportati.on and Education), Mothers Against Drunk Driving. the National Council on 
Alcoholism and Drug Dependence, Blue CrossIBlue Shield and the National Alcohol 
Beverage C~mtrol Association all measure beverage alcohol equivalence the same way, 

• 	 The Diet.riGuiaelines for Amen",nS. published by the U.S. Depanments of Agriculture 
and Health ~nd HUman Services, define a drink ofalcohol as "12 ounces of regular beer, 5 
ounces ofw~ne, or J.5 ounces of 80.proof dist;l!ed spirits." 

• 	 The Department of Transportation's National Highway Traffic Safety Administration 
eoncurred with other federal agencies in a 1995 Fact Sheet: "Alcohol is alcohol. Beer has 
the same effect as straight scotch." 

• 	 In a June 30, 1993, USA Today Editorial, former U.S. Surgeon General Antonia Novello 
wrote: "They (young people) don't realize that one can of beer. five ounces of wine, or 
one wine cooler has roughly the alcohol equivalent of one shot ofvodka. So deep is their 
mLsunderstariding that 80% of the students did not know that a 12~ounce can of beer has 
the same amount of alcohol as one shot of whiskey." 

f 

• 	 From the National Council on Alcoholism and Drug Dependence. fnc, (NCADD): "8eer 
and wine contain as much alcohol as liquor in standard servings. A. lot of people think 
there is less risk in drinking beer or wine than in drinking liquor. They may have hear,d 
that the percentage of alcohol is lower in beer (around 5 percent) and wine (12 percent) 
than in liquor (usually 40 to 50 percent), But they may not know that beer, wine and' 
liquor are also usually served in different sizes (12 ounces for beer: 5 ounces for wine; and 
I 1/2 ounces af80 proof liquor). So it works out that each one has the same amount of 
alcohol. It's just more diluted in beer and wine than in liquor. Beer, wine and liquor have 
the same effect if a person drinks them in a standard size serving and at the same rate." 

• 	 "... a standard drink of regular beer. wine or liquor contains roughly the same amount of 
alcohol in different overall volume of liquids." Enoch Gordts, M.D., Director of the 
National Insitute on Alcohol Abuse and Alcoholism (NlAAA), January 21, 1997 letter to 

• ___-"SC!len;!!a!!Cto!!!r'-\!!V.;e!!Cnd~e"'I1L'H"'."F::.\o!!r!Cd.~_______ .____ .___ 

DISCUS· 1250 Eye SUetl, N.W •• Suite 900 
Wuhingtoll, D.C. 20005~3<)9~ Af/,Cf AIIOOT "CtlHOl CON"'" @=~=~ 
20U62S'JS44 - FAX; 2621682-8888 

http:Transportati.on
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• Most state driver's license manuals teach the facts 'of beverage alcohol equivalency. 

• 	 A 1991 ,u.S. Depattment of Health and Human Services, Office of Inspector General 
Report "Youth and Alcohol A National Survey. Do They Know What They're Drinking?" 
states: "Students do not know the relative strengths of different alcoholic beverages. • 
Almost 80 percent of the students do not know that one shot of whiskey has the same . 
amount ofalcohol as a 12-ounce can ofbeer. Similarly, 55 percent do not know that a 5~ 
ounce glass of wine and a 12-ounce can (lfbeer have the same amount of alcohol. One 
cut of th1ree students do not kno~ that all wine coolers contain alcohol." , 

, 

• 	 A 1996 survey conducted by Yankelovich Partners, Inc, shows an alarmingly high level of 
misunderstanding among Amencan adults about equivalence. Only 39'>/0 of Americans 
correctly,answer that a 12 ounce can of beer, a S ounce glass of wine, and a mixed drink 
with J5 ounces ofdistilled spirts- contain the same amount ofalcohol. 53% of Americans 
believe a typicaJ mixed drink is more potent than a typical 5 ounce glass of wine while omy 
16% say the two drinks are equaUy potent. 

• 	 The National Alcohol Beverage Control Association, the association of the 19 alcohol 
controlj~risdictions in the U.S., conducted a public education campaign on equivalency. 
Public service advertisements with the message, "A Sobering Fact About Alcohol: It's Not 
What Yoh Drink, It's How Much" were widely disseminated throughout the 19 control 
jurisdicti~ns. 

• 	 The L'.S. Supreme Court's recent reinforcement of the beverage alcohol industry'S 
commercial free speech rights, in its decision in 44 Liguormart v. Rhode island, did not 
distinguish among distilled spirits, beer or wine. 

• On June l2. 1995, the Federal Court of Canada repealed the COuntry's prohibition of 
distilled spirits advertising on television arid radio. Prominent researchers and clinicians ill 
Canada testified that all alcohol should be treated equally under the law, Allan Wilson, 
MD, Ph,D., Climcal Director of Royal Ottawa Hospital Addiction Programs, testified that 
"There is;no <:oherent body of scientific. evidence to support the differential treatment of 
beer, win~ and distilled spirits." 

, 
• 	 In an affidavit betore the Court, Harold Kalant, MD, Ph.D.. Professor Emeritus in 

Phannac91ogy, University ofToronto and Assistant Research Director of the Addiction 
Research' Foundation of Ontario concluded, "... there is no logical basis in scientific 
evidence for differential treatment of different types of alcoholic beverage. It 

• 	 Alcohol warning labels, minimum drinking ase laws and drunk driving laws do not 
distinguish among distilled spirits, beer or wine.. 

• 	 The National Institute on Alcohol Abuse and Alcoholism. HHS, recognizes that alcohol is 
alcohol: 'tA standard drink is generally considered to be 12 ounces of beer. 5 ounces of 
wine, or 1.5 ounces of80~proofdistilled spirits. Each of these drinks contains roughly the 
same amount of absolute alcohol ~ approximately O.5-our..ce or l2 grams." (source: 
Alcohol Alert, No, 16) •April 4, 1997 



[,'l \l!;,,(>l[;;.1<. (F ,'C"'L r .. i.n,] ,.-~,.,:,', '" :,","\.t·, 
,,,,,,,,,,,,,,t.;, '~,.Il' ,'0:,·1 

Mr. Fred A. Meister 

President/CEO 

Distilled Spirits Council 


of the United States 

1250 Eye Street, N.w., Suite 900 

t.Jashinq~, :D.C. 20005-3998 


( j -A 

Dear Mr ..tMais...,t.,er: 

-.~ ~~, 

Thank you for taking the time to fallow up C!1 our meeting with 
additional information about p~blic nisunderstanding of the 
definition u~ a drink, It seems ch"zn:' from both the survey ,..:or-k 
you have done and the Department's own Inspector General's report 
that there l~ considerable confusion a~or.g the g~neral public 
about what constitutes a drink and the aicohol equivalencies of 
beer, wine and distilled spi~its,, 

, 
We certainly 'agree with your assessment that public 

misconceptions interfere "lith informed decision making~ With 

that in mind, the Department has used the definition of a drink 

(12 ounces of) regular beer f 5 ounces of wine or 1. 5 ounces of 

BO-proof distilled spirits) in a number of public education 

materials, including, as you kno\-I. the Oil?tarj{" Guigelines for 
America. In addition, the National Institute of Alcohol Abuse 
and Alcoholism (NIAAA), at the National Institutes of Health, has 
incorporated the definition into a number of publications, 
includinq the Alcohol Alert issue on 'moderate drinking you 
included in your package, to me and· the recently published 
Physicl~ns' Gyide to Help~nq Patients with Alcohol Problems. 
Furthermore,· NlAAA is in the process of preparing three patient 
education brochures on fetal alcohol syndrome which will explain 
that any kind of alcohol -- beer, wine, wine coolers, liquor, or 
"mixed drinxsu -- is harmful during pregnancy. Finally. the 
substance Abuse and Mental Health Services Administration's 
center tor Substance Abuse prevention has included this 
definition of a drink in its recently revised Bditorioi 
GUideHnes. 

Please be assured that we will continue to work to clear up 
confusion on this issue throuqh our many departmental
publications. . YoU should feel tree, as we discussed in our 
meeting, to distribute our oublic education materials widely. 

I -hope- 1lbis information is helpful. 

• 
neerety, 

1_-+-, 
rfI,,""";a E • Slla1ala 



• 

FINDINGS OF THE OFFICE OF INSPECTOR GENERAL. 
t DEPARTMENT OF HEAL.TH AND HUMAN SERVICES 

(OEI·09·9I-110652) 

Youth and Alcohol: A National Survey. Drinking Hahits, Access, Aniludes, and Knowledge, 

Students do not now the relative strengths of different alcoholic beverages. 

Almost H(j percent of the students do not kntiW that one shot of whiskey has the same 
amount ofalcohol as a 12-ounce can of beer. Similarly, 55 percent do not know that a 5­
ounce glass of wine and a 12-ounce can of beer have the same amount of alcohol. Onc 
out of three students do not know that aU wine coolers contain alcohol. 

• 
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iNEWS RELEASE', ,___ ___ , ___ __J~ ~ 

FM' lmmtdiltr lVIt~t: Contact: Grorv llicktr (20'1) JJl·9110, ttl. 343 
April 14, 19Qi Rill RrylnqWl)JJ2.9110, UL J.7O 

PETITION DEMANDS FCC 

INQUIRY OF ALCOHOL ADS 


Publi£ fnte,"1 Org.anintions From fo:ver)' State Call for Acrion 

Communications Commission (FCC) 10 wa~le 00 more tim.' bebrt faul'lthioS a fun im.csligalron ima 

1M Pubk L~st (CSP[~ whicboootdi."Ia!txl Ire pelition, said, ''The fCC is ruppoWld to inaln-IRlt 
• 
broadtaste~ ser\~ It.!, Jllbli~ lntenm II tas acted to ~ltichl Ch.lkll'tll Irom harmful Pf1.lS1lI'mming, 

:'';'';ludiIlH obsremty and iooeceru:y Helping protect OUI chiklrtn from Ill.: sedu..tnm of ill~~hol, 
~!1i~nis crrtain.']' Utilefl.'t, as ITlicn attcmion." 

James E Copple. Fmv:iooI: too CEO ofComrurnty Afltd)rug Coalitiom ofA~rica 

FCC 10 conduct a IOOTl)ugn.oo boJaoctd investigation imo whether p.!blic airwa"u Ire bemg!lltd to­

indute 0\)1 childmn to drink." 

The groups Wd Ibn lbe decision by the Distilled Spiri!! Cooreiltlftlte Unitttl States 10 abardon 

• .ofYOlllh dri:lki.'18 lin! could be aggravated by liquor commen:ia!~ on television 100 radio 

-MORE-­

http:IOOTl)ugn.oo


PAGE 3/3 RichtfAX 

• 

rOf yOlJ!~, alcohol u:;e more thana!'!)! Olfler tltlgle fuc:or is respunsm\e tOr Itnt: 

pregnmcies. <pe1('JaUy 111If1:>,'11ned diseases. ard Hl\' il1feCfio:iS Ak:<)ool ;~a faclor ill!he line 
leading cau'iC:S ofdcath fur ;'O:J:h a~ IS to 20 years IJninfellliomi ;njuric~ (iocltuf.:Jg m!l!)f 
~ehidc crn,l-c!s), romicid::s. 400 S'JI\'ll.lc. 

Earlier this rmrrth, Presidenl Clinlon urged the" FCC to irrvestigale l!le et1ecls 0f!iq~Jr 
rorrm:n;ial:iull YUIIng reopk In alld1tiolltv It..: Presidelll, ~()me twu do/.ell U,S 

: Re~rn~s, led by Josep.' p, Ktnrt'dy 11 {().MA~ ho!\'f rt'tJl,lesteti an FCC inmtilfdliun of 
liquor adv~lti5inB{}n rndio ard (t1t'1,ion 

rweh~ nares atd Puel'l!) R.ioo mve joimJ a ~tioon 10 the age!L1' fil~ U1!.1:>(.l.(l\(fJU lIy 
Alub'lGuvermr Kll)wle~ secl:irrga man on broatkas! Iiqoor lids Bn;.adl:~"'el'>. t!(ht1ti~ 

, a~ a1oo~.be\~~tt$ Vpp!>St Cvmmissitm aawn 

T~ pe:ilJUn filed Itxlil'. lKY'A'li\er, >eeks. an e'(parded iOCluiry illttJ brer lind MOO 

fld\er.ising as \.\'e~ a'i :lqUQf CI)1:t'IlCtcilh 


The petition~~.ills fur l!'kl FCC r-.: ..mceufll'lllu.iry 10 lixti!io!'!t~ i~! 

• 	 \lr~t~r pefl'!littingiiquor anj Ulhtr .l.lcorom:,Qevera,ge oo/l1llC'n::ials i}.;oM~ ....lth ,iw< 
fCC's mponsibility tQ >Cf\'t' Itlt p.iblic mre~l: 

• 	 Whether The fCC ,\x)uld take regulatory anion 10 ban such advertisements. rimit ads 10 

particular ljrre ron;, proJXIst' !nroml.l!io;el ca~igm to :iisrourage uooerage alcohol 

(;onsump<ion. 0f othe.......i:le reduce the inlluc!Y:c:Jfalcorn! oo!"'lmeJl:'ais on aud1t"J~es 


below ttl! legsl drinking iii«!, 


"WC'I"'t'korre p.!blic. ci5cusSonard ~iewofalcotDl advtn!S1l8 stm:iMds," said Hacktr, 
''TN' pe1ilion by mtiomt stale. ani local o!'ganinlh>ns that represem temufmillions of 
·AIflI:!~ deTrons!rates widMj'lread ron;em abuut It.! e\pa.~ufaiwool advertising in Ih: 
broadca5t fll!dia, Jf re:t'b::!~ rrelii!ure ofll-'e tk~4Ie<.-erage iOOu!itries' \'ooml.lf}" ad\.'trtlSlng 
guide~s to protect kid~ from oj. s!tl.ldy torrenl ofalooool ads, Parents need the Ctlmmimon'$ 
help. rul its in:IilfererM:e 'j 

"Br"adl'l.!>!e:", advertiser:;, am allAJoolic.be\,elil!!e companie~ will ~laim !h\!:l ttwy~.1Vt" a 
Conslifl.;\ioMI ri,!#rt to air berr, W1!'l'.. arulliquot oornnercials that reach miUion~ [Ifdtildren," 
H.u;kl:r ~il "'f!.J Cu.-mituti..ln i~ 00\ ~ ;uklde pIlCt He FCC - aoo Con~~~ •• have the 
pGwrrto act to pro!ect children from ioouttlfl':nt~ to drink that lilt" t~ em thl! public 
Ilrwaves:. Chl~ based onthe Fint Am:ndlm!lC, wr=mplc::, iuve fililtd t() IMrtum FCC 
rntrlclions alii a CungremoruJ ban un broadw! ad'o1:nJslng IDr cigarettes" 

fu~ in the petition. beSIdes CSPI. m !be ~ Academy ofProial.6;s. An'rric:an 
'AI;;ademy ()ffamily Ph}uiaru:, Am::rican PubtW H.eal1h Association, Cerner ror Ml'lIa &location, 
Child~n's De/fnse Fllnd. Child Wel13re lap of Ameru:a. COll'mUruty Ant}.OrugCoaUlionsof 
'America, COIISUlTer Fede'l3lion ofAI1VICil. Latiro Cooxil on Alcolu!" T~.1\alional 
'N;SOI;iarion (If AJoomlwm 300 Orus Ablllie CUun.o;,elUil, Naticml Coo.n:iI 00 Alooholism arul 
ON!! Tlepen;ience,. N.\lIona! Orgamllltion fur Victim .A!sisnuu, Kational paIDf':, NitlOO3! 
,Family Partnenhip, Nalional F3miIJe~ ill Aeliol~ Nalional PTA, Tmutrn Ff)Utlc\ation. 100 VictilNi 
,Rights Political AGtion Cnmrru\tee_ 
, 

The complete liS! of petllWreI3. whieh is t'Nbble upon requeSl.. also 1n.:!udU donms or 
IQ\htt 1UlKmal. stat, &rd local IftIIll-prormtloll, chi1d,adVOC!.C}~ safety, llIialcQlXlltreattn:nt arrl 
prevention group!_ Copies oftht ?Milion IbI> 1Irt-ivaibb&e. 

• 	
eSP! l.\ 4 nooprifll keallh-«lvl't.oc'y tltganimtmn 'lKJtf~ waJwhvlw.ceft''<lgc 
pmhfem.\ IMrUtlJll, ,Jlltijoni vif':I), iJil.W in Wa:dtmgitlll, I1C., il it llifYlfif1wJ m {urge 
ptJFl byllre 9Q(),(){J(J s/lhstnh\'{,t to ii; Kutritioo Action Heal!:hletter Ii dues IlQ( ~ 

folflifl~frum iI¥fu:aryff j(V'WI!hk11l. 

http:a1oo~.be
http:S'JI\'ll.lc
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• Co-Signers' 

Petition for Notice ofTnquiry on Alcohol Advertising 


'Cause Children Count Coolition, Inc,. Washingl00, DC 
Actioo 00. Alcohol and Teens· A Citt7,cns' Group, St Paul, MN' 
Alabama Association of Addiction Counselors, Mobile 
Alameda County Friday Night Live, Fromoot. CA 
Alaska Associfition,of AJcoholism and Drug Abuse Counselors. Anchorage 
Alaska Council on Prevention of Alcchol and Drug Abuse, Anchorage 
Alaska Council on Prevention ofDrng and Akoo<ll Abuse, Eagle River 
Alaska School Nurse's Asso:;iaticn, Anchorage 
Alaska Womm's Resource Center, Anchorage 
Al<:ohoI PoIi<y Ne~ Berkeley, CA 
Alcohol R.escan:h l~dbnmtitw1 Sctvicc.l~ing, MI 
AIC<lhoi Services, Inc, Syrn<usc, NY 
Al<:ohoI and Drug Abuse Services, Inc., Port Allegany, PA 
Al<:ohoI and Drug Ab"", of Grea,"r Be'on Rouge, LA 
Alcohol-Drug (nformattM Center, BloomingtM, IN 
Alcoholism Council of New York.lnc. 
Alcoholism and DrUg Abuse Cooneil ofOcean, Inc" LakewoOO. NJ 
American Academy of Family Physicians. Washington, DC 
American Acadoill)' ofllealth Care Providers in the AMi<.ive D;",!rlen;, Cambridge. MA 
Americ,," Acadelll)' ofPedia.ric~ Washington, DC 
American College Health AssociatiM, Haltirt'K)(C, MD 
American College ofEl1k1rgency Physicians, Washin81OO, DC 
American College of Nurse~Mjdwivl.'S, Washington, DC 
American Coliege OrPhysieians, Washington, DC 
American College ofPrevcnlivc Medicine, Wac;.hington, DC 
American Council 00 Alcohol Problems, Bridgeton, MO 
American Medical Sttdent Association. Reston, V A 
American Muslim Council Washingtoo. DC 
American Public Health Association, Washingtrn, DC 
American Society ofAddiction Medicine, Chevy Chase, ~m 
Anchorage School Dislric~ AK 
An7J:1"!a Associarioo of Alcooolism and ()rug Abuse Counselors, Phooni'X 
Atlantic Prevention Resources, Inc, Northfield, NJ 
Benton FO\lI1daIioo, Washington, DC 
Iklm free of Mississippi. 1rw.::, JaclGoo • 
Burke County Council OIl Aleohol~m and Chemical Dependency, Inc, MOlJl3fi.... NC 
Ilutler Al<:OOoIIDrug and Community SeNices In£., Meridian, MS 
California Associaton of Alcoholism and I)rug Abuse Counselors, Sacramento 
California COWlCil 00 Al,OOol Policy, Berkeley 
C.lifurnia Latino Alcohol and Other Drug Coalition, Oakland 
California Prcvenri~ Congress. Sacmm:m1o 
Camden County CoUncil on Al,oholi,mand Drug Abuse, Inc., Voorhees, NJ 

• 
Catholi' Charities, In£, Jackson, MS 
Center for Media Hducntion. Washington, DC 
Center 00 Alcoool Advertising. Berkeley, CA 
Certified Addictioos Counselo" of Maryland, Bel Air 
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• Co-Signers, continued ,
Petition for Notice of Inquiry on Alcohol Advertising 

Champioos fora Drug Free Kentucky, Frankfort 
Charter Behavioral Health System at Cove Forge, Williamsburg, PA 
Chemical Dependency ProfussiMafs ofWashingron State. Brenrnon 
Chester Valley School. Anchorage, AI{ 

Child Wellare League of America, Washingtoo, DC 
Children ofAlcoholi<, P<>IJIldaliOl1, Inc., New Yorl<, NY 
Children', [Jell"". fund, Washingtoo, DC 
Chinook ElementarY, Anchorage, AI{ 

Christlan Citizens of Arkansas, EI Dorado 
Christlan Lire Commission of the Southern Haptist Convention. Washingtm. DC 
Chugiak IUgh Sch~l. Eagle River, AK 
Clinica Msr. Oscar 'A Romero, Los Angeles, CA 
CommPrelHori?M .Services, Inc_. Mt Pnen' CA 
Committee For Children, Washington, DC 
Comm<Ilv.'Calth Prevcrrtioo Al1iance. State College, I)A 
Communities in Preventioo. Central. Santa Ana,. CA 
Community Attioo 'Network. Newberry Park. CA 
Community A1coool Problem Preventi"" Pro;ec~ Santa Bamara, CA 
Communii)' Anti·Drug Cooliticns of Anv:!rica, Alexandria, V A 
Commwtity Counseling and Education Center. Fremont, CA 
Community Prevennon Coalition ofHennepin COImty. Minneapolis, MN 
Coonecticut Coohtion on Youth and Alcohol Drugs [)oo't Work, Ilartford 
Cooncctictrt Federation of Alcoholism and Drug Abuse Counselors. Wallingfotd 
Coosumer Fedemtioo of Arrerica. WashingtM, DC 
Coosumcr Project O'l Technology, Washington, DC 
Council ofChiefStrte School Officer.;, Washingtoo, DC 
Cooneil 00 AIcMoI'and Drug Abuse for Greater New Orleans, Melaric, LA 
Council m Ak:dlolism and Dmg Abuse. Santa Barham. CA 
Council"" Alcmolism and Drug Abuse of NOI1h_t Louis~ Shrevep<>rt 
Council 00 AJcoholism and Drug Abuse ofSullivan County, IncJRecowry Center, Montieel1o. NY 
Dako1a County Rec~ivil\g Center, Toc", Ilastings. MN 
Oauphin County RADAR Network, Harrisburg, PA 
Delaware Associatioo of Alcoholism and Drug Addictioo Counselors, Wilmmgton 
Delaware County Council on Alcoholism ard Olher Drug Addictions. Inc., tJelhi, l\'''Y 
Developing Resoo~es for Education in America Int.., Jackson,. MS 
Didi Hilllch CommUnity Mentalllealth Center, Cuh~rCity, CA 
Distrit:. ofColumb;' An:. Iru:. ' 
Employee and Family Resoun:e,. Iru:., Des Moines, IA 
Fiend> As",,;'lion .of A1cohol~m and Drug Abuse Counselor.;, Coral Sprinss 
Foundry Community Sch~ San Jose, CA 
Gateway Center fur,H\.1fI\.'U1 SeMteS Substance Abuse Servtces 01visioo.. Ketchikan,. AK 
Gay and Lesbian Communi,>, Center ofVentura County, CA 
Ganem! Boom ofChurch and Society, The Unired Me.hcdist Church. Washing!.OO, DC 

• 
Generailloom ofGlobal Ministries, 111, Unired Methcdist Church. Washingtoo. DC 
Georgia Addiction Counselors Associanon, Atlanta 
Grca"', Buffalo COWlci! 00 A1cmol~m and Substance Abuse, NY 
Greater Indianapolis CllUllcii 00 Alcoholism, InCJNCAl)[), IN 

http:Washing!.OO
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• Co-Signers, continued 
Petition for N~tice ofInquiry on Alcohol Advertising 

Gwinnett United hi Drug Educatioo, Lav.ronccvillc, GA 
l-fuwail Association of Alcoholism and Drug Abuse Counselors. HoooluJu 
IIealth Through Art~ Signs ofRecovcry ofIlcalth and IIuma.n Resource PAlucation Center. Oakland. CA 
HoUisiHrookline Schools, Student Assistance Program, Iiollis, NtJ 
Horizoo. Community Center, San Leandro. CA 
Ilori_Services, Inc., Hayward, CA 
lllinois Associattro of Addiction Pro1Cssionals, Hensenville 
IOOiana Communities for Drug~frec Y(lUIh. Indianapolis 
Indiana Counselor.; Associarioo on Aiccbol and Drug Abuse. Indianapolis 
Indiana Middle I.evell.eadership Institute. Indianapolis 
Interfaith Prevention Program. Jnc , (Iayward, CA 
International Commission for the l'rewntim of Alcohol and Orug Dependency, Silver Spring. MD 
Joyneranrl Associates. Univel'Sity Heights. OlI 
"Jus, Say No" Foundation, Oakland, CA 
Kansas. Alcoholism and Drug Addiction Counselors Association. Topeka 
Kentucky Associatioo of Addiction Profussionals, l.ooisvllle 
Lake County Citlll'ltlS C~ttee for Alcohol Health Wamings, Tavares, FL 
Latino Coonc;1 on A1cOOoI and Tolx!cco, Washington, OC 
I.aurens County Commission 00. Alcohol and Drug Abuse. SC 
Lorna Linda Uruveffiity Children's} lospital. CA 
los Alamos Coun<il on Alcoholism!lJrug Dependence, NM 
Los Angeles County Commission (f1 Alcoholism, Pa!m.iale. CA 
Los Angeles CountY Juvenile Assistance Coo~itton. Lynwocxi. CA 
Louisiana Association ofSubstance Abuse Counselors and Trainers. Baton Rouge 
Maine Association of Alcoholism and Drug Abuse Counselors. Portland 
Maryland Underage Drinking Prevention Coalition, Annapolis 
Massachusetts AssOciatil)l of Alcoholism and Drug Abuse Counselors, Fall River 
MerccrCouncil CIl Alcoholism and Drug Addictioo, Trerrtoo, ~J 
Metropolitan Allan.. Coon,il m Alcohol and Drugs, Inc., Atlanta, GA 
Michigan Alcohollssues Forum. 0 ke moo 
Michigan Associati~ of Alcoholism and Drug Abuse Counselors., Southfield 
Minneapolis Uroan'League, M,"J 

Mississippi Associatioo of AlcOOolism and Orug Abuse Counselors, Jacksl)l 
Missouri Addictioo Counselo(S Assooiatim, Columbia 
Missouri youth/Adult Alliaooe Against Underage Drinking. MO Assoc_ ofCommunity Task Fortes, Columbia 
Montana Associatim ofA1c0001 and Drug Abuse Counselors, BiIlin&> 
Mootgorrery CounO» Community Partnership, Rockv",e, MD 
Nalimal Association For Boller Broadcasting. Beverly Hills, CA 
Nalimal Association For Public Heoll" Policy, Rest"', VA 
Natiooai Association of Alcoholism and Drug ~<\huse COU1lSeltm. Arlmgtm, V A 
Natimal Associau"" ofS1a1e Alcohol and Drug Abuse Direct..., Inc., Washinl!lon, OC 
Nali<ml Association (1\ Alcohol. Drugs and Disability, Oregon, "1 
Natit:wl31 Association 00 Alcoholism and Drug Dependence: 

• 
California; Central and Northern Arizma,. Phoonix: Central Mississippi Area, Inc., Jacltsm; Greater Detroit 
Area. MI; Juneau, AK; Michigan. Lansing; Middlesex COUllI)', Inc., ".as' Brunswick, NJ; New Je"")'; 
North JerseY Area, Inc., Mootclair, Northwest Ohio, Toledo; Oakhon;l, Nl; Rocl1csler Area. NY; SI. Louis 
Atoa, MO; San femando Valley, Van Nuys, CA; SIlI1 Ja;e, CA; South Bay Area. Tomme., CA; Tulare 
CoonI)', IIlIi., CA; Washinl:llOn, OC 

Nati(:lUll Families in Action,. A1lanta,. GA, 



, 
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Co-Signers, continued 
Petition for Notice of Inquiry on Alcohol Advertising 

N.tirnal Family Pa""""hip, Saint Louis. MO 
National Institute ~Media and the Family, MinneapQlis, Mf'\ 
Natiooal Organillltioo for Vtctim Assistance. Washington. DC 
I\atii'.l'llll O~i1alioo 00 Adolescent Pregnancy, Parenting and Prevcnoon. I:nc. Washington. DC 
National Parent Teacher Association, Washingloo, DC 
National Prevention Network. Washingtm, DC 
Nebraska Associati,on of Alcoholism and Drug Ahuse CQunselors. Omaha 
Nevada Association ofDrug and Alcoholism Counselors. Las Vegas 
New I~shire Alcoholism and Drug Abuse Counselors Associatia\ North Chelmford 
New Hampshire Prevention Associatioo,. C(J)com 
New Jersey Asso:i1tion ofAlccholism and Orug Abuse CounSCiOfS, Riverton 
New Mexico Alcoh'oHsm and DruB Abuse Counselors Association., Albuquerque 
New York Fedemtion of Alcohol and Chemical Dependency Counselors, Albany 
North Bay Health Resowces Center, Petaluma, CA 
North Dakota Addia:ioo: COI.lfISClol'$ Asso::iatioo, Minot 
Northern Ligh1s EI~mentary School. Anchorage, AK 
Northern Nevada Association ofAlcohol and Drug Abuse Counselors, Carson City 
Ohio Associatioo of Alcoholism and Drug Abuse Counse[ocs. Columbus 
Ohio P'ublic Health Associatioo. Pickerington 
Oklahoma Drug and Alcoool Professional Counselor Association,. Mooro 
Ot1lllge County Health Care Agency, Alcohol and Drug Abuse Services, Santa Ana, CA 
Oreg<>! Office of Alcohol and Drug Abuse Progmms, Salem 
Ore&oo Student Safety On the Move. C_lis 
0reg<Ji Teen Leadership in Pre..-entlon Institute, Corvallis 
PRJI>E (National Parents Resource Institu1e fOf" Drug flducatiOll), Atlanta, GA 
PRIDE· Omaha, 10<" NE 
PRIDE ofSt Tamrt..ny, Covinf!lOll, LA 
Varcnts Associa1tOO to Neutralize l)rugand Alcohol Abuse, Alexandria. VA 
Partnership for a mug Free New Hampshire. Concord 
Pasadena Family Center, CA 
Pennsylvania Association of Alwhotism and Drug Abuse Counselors, Shippensburg 
i'e!lmylvania Council on Akohol Proble"", Harrisburg 
Phase: Piggy Ba<k,'Inc, Harlem. NY 
Preventing AlcMol Related Trau.rm in Salinas, CA 
Profusslaial Akoholism and Drug Abuse Counselors Assoc:iatim ofthe District ofCotumbia 
l'ubfu: V<><. fu, Food and Health Policy, WlIShingtoo, DC 
RlD-USA, Inc, (ROmove Intoxicated DrivelO), Schenectady, t-'Y 
Racine Coone. on Alcoholism and Other Drug Abus., WI 
Rhode Island Assoeia.im ofAkoilolism and Ilrug Abuse Counselors, Providence 
Ruth Lilly Cen"', for Health Education, Indianapol~. IN 
STAR Alliance, Indiannpol~, IN 
,Salina Alf*American Prevel1tion Pa~rsbjp, KS 
San Beni", County Alcohol and Drug Program, !WIlis.", CA 

• 
San Francis", Medical Society, CA 
San lorenzo UnifiOd School District. CA 
Santa Barbara COUl'lCii 00 Alcoholism and Drug Abuse, CA 

http:Assoeia.im
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Co-Signers, continued • Petition for Notice of Inquiry on Alcohol Advertising 

Santa Cruz Police Department, CA 
Scott Newman Center. Los Angeles:, CA 
Secood Chance. Inc. Newark, CA 
Seventh Day Adventist Church, Silver Spring, Ml) 
South Carolina Association of A1oohol.ism and Drug Abuse Counselors, Columbia 
South DaKota Chery\ical Dependency Associatiao, Sioux Falls 
South Dakota Plus ,Community Prevention Counci~ Sioux Falls 
Southem Minnesota Association of Alcoholism and Drug Abuse COlIDsclOr5, Fairmont 
Sl Vll1Cent College Prevenhoo Projects. Latrobe. PA 
Substance Abuse Counselors ofColorado, f}env'ef 
Summil Cour.ty COm:nunity Pa.rtnership, Inc" Akron, on 
Support Team for Youth, Hollis. Nil 
TII.ltM.H.S.-U.P. Association. Akroo. OH 
Taku Elerrentaty, Ancho'1'ge, AK 
Tempera,!'u:::e League ofKChtucky, Louisville 
Tennessee Assooiatioo of Alcoholism and Drug Abuse Counselors. Nashville 
-rexas Asso:iatioo of Alcoholism and Drug AbU'iC Counselors, Austin 
The M. Washingtoo, DC 
The Association of r\lcoholism!11ld Drug Abuse Counselors ofOregoo, Portland 
The Children's Health Fund. New York, t-'Y 
The Health Net_\<' New City, NY 
'Ihe Manochenan Poundation, New York, t\Y 
The Marin Institute; SM Rafue~ CA 
1he Praxis Project Oakland. CA 
'Ihe Uroan ecalilia., SI. Paul MN 
Trawm f'oundat!oo. San francisco, CA 
United School D~trict. Annagh. PA 
University ofMassachusetts. University Health Services, Amherst 
UruversrtyofMinnesOla at Dw. Health Services, DuJuili 
UniveJ5fty of r.;'otre Dame, Office ofAlcoool and Drug Education, IN 
Ursa Major f.lementary Schoo, f.'ort Richardsoo, AK 
Utah Associatioo of Alcoholism.and Drug Abuse Coon..,lo". Salt Lake City 
Vallejo Alcohol Policy Coalition, CA 
Vallejo Fighting BaCk Partnership, CA 
Venmnt Alcohol and Drug Abuse CounselO!S Association, WailingfOfd 
Vietims Rights PoIitic.1 Action Commitl!!e, Washington, DC 
Virginia Association of AlcMolism aOO Drug Abuse Counselors, RichlmOd 
West Virginia AssOCiation ofAlcoooiism and Drug Abuse COiIl\Sclocs. \Vheelins 
Wisconsin Associatioo of Alccllolism and Drug Abuse CounsciotS. Appleton 
Wyoming, Associatioo of Addicti~ Specialists. Cheyenne 
YMCA, Communities in Prevenrion· North. Fullerton, CA 
Youth Lcadc"hip Jrutitute, San RafueL CA 

• 




American Medical Association 
Phy5ici~r.ti ded.eated 10 tt"t heal;!\ 0( Nnerlc~ 

• 1 
P. John Soward,MD &16 North Stite S~rt:et 312464+6000 
E:;ecl,luve Vice' Pte$ide:n~ Chicago, l!Iiflols~SlO 3t2 4£4-4184 Fa:t 

May 8, 1997 

Reed HUlldt 
Chair 
Federal C,omml.lnications Commission 
1919 M Street, NW - Room 202 
Washington, DC 20554 

Dear Chairrr.a.n Hundt: 

The American Meditnl Associatioll (AMA).suppofts President Clinton's request oftbe Federal 
CommtmicniOI1 Commission (FCC) to study the impact oftbe rueue dc¢isiotl by the d!stiiled spirils 
industry to lift its voluntary bal\. on broadea~t advertising. The AMA, however, urges the FCC, to 
broaden the study to ;l1cludt the impact of all alcohol adverti!>ing Or] cbUdren. . ,. , 
The AMA supports Atol.1 blln on all alcohol advertising outside of wholesale and retail sites. Such a 
ban, to have the mQst beneficiafeffwt on otir natiol1'S youth, shDuld also include beer and wine 
products, The drug ofchoice of our youth t~ overwhelmingly beer, This is not surprising givQn the 
pervasive advertising JOd promotion ofbeer,nnd the major beer brands on TV, radio and at 
profess!Onal sports events, rock cO~jeorU, ofl'co!lego cnmpuses. community events, and on billboards 
in every c~mmunity. These ubiquitous mc~ages make it difficult for youth not to be affected. By 
Ihe time minors reach age 18. it is common for tbem to have sc:en over 100,000 beer advertisements. 

Today, juv,enile COlls\lrtlption ofalc.oho\ and «lllege binge drinking arc mcrca:Jing. lUe~! sales of 
alcohol pr9duets to millor$: are e"tensive and)tighfight the ineffectlv¢l1oss ofcurn:nt regulations as 
well as the be.... erage industry'.$ self..monitori~g in redueing underage drinking. Rather tban expand 
alcohol adYerti&ing. we should r~$trtet the pr9motlon of alcohol to them. 

, 
The FCC should addf¢Sli this critical public health problem by ~xaminillg the impact of aU alcohol 
I\dvcrtlsing on the bel1i1Vtor of 01.1)' nation l s yquth, As t.ho FCC process proceeds, please consider that 
any discussion of a revised code of advertising for alcohol products should include extensive input 
from the medical, public health, education and parent communities. In every state:, alcohol is an 
illicit drug for minors. The AMA urges the ~CC TQ adopt pOlicies which support those $tate laws, . I 
Thank you for the opportunity to comment 011 this jmportan~ public heatUl mat1tr, Iryou have any 
questions, please: conta(;t Margaret Garikes af202~7S9~7409,, . - ,.., 

Sincerely, 

PlIHAl9 
P. John Seward, MD 

• 

http:Phy5ici~r.ti


• • 
In 1995, Only 22 Percent of the Total Beverage 


Alcohol Advertising Costs Were for Distilled Spirits 


Wine 
$58.9 million - ­

(5.7%) 

Distilled Spirits 

$227.6 million 


(22.0%) 


Note; Figures based on measured national media expenditures 

Sources; CMR and Impact Databank, as reported in impact 




• • 
In 1995, Beer Spent More on Television Advertising Alone 


than Distilled Spirits Spent on all Advertising Mediums 


Note: Figures based on measured national media expenditures 

Sources: CMR and Impact Databank, as reported in Impact, October 1996 



• • 
Distilled Spirits Accounted for Only 29 Percent of all 


Alcohol Consumed in 1995 


Note: Conversion from wine gallons to gallons of pure alcohol was made using the 
following conversion factors: Beer=4.5%; Wine=11%; Distilled Spirits=40% 

Sources: DISCUS; Beer Institute; Steve L. Barsby & Associates 
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BEER FACTS 

Beer and youth. 

o 	 "[B1eer seems to have carved out an image". in rhe minds of youth. as a virtually non­
alcoholic, run-of-the-mill soft drink." 
''TIley don~ realize that one can ofbeer, five ounces of wine or one wine cooJer has roughly 
the alcohol equivalent of one shot ofvodka," 
(U.S. Surgeon General, Dr. An«)nia Novello, USA Today, June 30,1993, poge IIA.) 

"So I'm giving you confused messages. I'm also telling you that you cannot advertise 
Seagrams, but you can advertise beer and it's the same alcoholic equivalency. It's just that 
one's pennitted and the other one is not" 
(u.s. Surgeon Oenerni, Dr. Antonia Novello, on "TQ The Contrary", WETA·TV(PBS}, November 30, Iq% ) 

o 	 "[Oluf sample of young adults perceive beer drinking as significantly Jess risky than the 
consumption ofspirits." 
(Hennessy and Sa!t7.. Journal a/Studies on AlcoholS 1: 422~427, 1990, page 426.) 

Beer and drinking driven. 
I 

"Beer Is The Beverage Preference of Drinking Drivers" 

Percent 
Population Drinking Beer. Source 

13,000 In Jail For DWI 75%, Greenfeld, 1988 
5,000 Arrested for DWI in MD 78% NHTSA, 1986 
3,000 Arrested for OWl in NH 77% New Hampshire, 1985 

100 Drivers with BAC >.10 at Roadside Survey 78% Lund and Wolfe, 1989 
2.000 Drivers' Admitting [mpaired Driving in Past Ycar 81% SRBI,1992 

1,287 Drinkers 66% NHTSA, 1995 


1 	 (A review of published and unpublished reports compiled by 
the National Highway Traffic Safety Administration.) 

, 
o 	 The H~rvard study identHies " ... a subgroup of individuals at high risk for involvement in 

drinking and driving. This subgroup i. oomprised of young, predominantly white, males (21­
34) in plue-coUar occupations with a high school education or less who most often drynk 
beer," I 

(Harvard School of Public Health, Injury Control Center, Strategj£ Advertising Plans tQ Deter Dr'im!! 
Driving: Executiye SummllrY, 1995, page I.) 



.' 

o 	 "Those who preferred beer typically drank to higher levels ofintoxlcation, were more likely• to drive after drinking and tended to consider driving while intoxicated to be Jess serious." 
"These' data contradict the popular perception of beer as a relatively hamle" drink of 
moderJtion. and challenge pOlicies of speciaJ concessions for the legal purchasing age and 
advertising of beer," 
(Berger and Snorturn.Joumal a/Studies on Alcohol 46: 232~239. 1985. especially page 232J 

o 	 Data from 50 states and the District of Columbia show that "beer consumption was 
significantly and po~tive1y associated with highway fatalities perhaps because many drivers 
consider it a 'soft' alcoholic be\'erage that will not impair their ability to drive." 
(Coloo and Cutter, Journal a/Saply Research 14:S3-89, 1983. page 83,) 

o 	 "Since heavy beer drinkers were found to be over-represented among these crash and citation 
problem drinkers, 
(I) more research, administrative, and public education concern should be focused on the 
eWeets ofbeer. the frequent heavy users ofbeer. and the counteracting ofthe erroneous and 
contriv~ image of beer as a less hannful beverge than distilled spirits; and 
(2) eradication ofthe double standards for beer (as opposad to distilled spirits) which sanction 
and institutionalize the advertising and distributing ofbeer at a more permissive sociallevel 
than distilled spirits." 
(Perrino, Walla &. Harris, "Alcohol and Highway Safety: Behavioral and Medical Aspcets", prcparC<l 
for Nf-ITSA, 1971. section 11.2 under "Recommendations" Underscoring is in the original) 

I 

Alcohol is alcohol is altohol. 

o 	 "A standard drink is generally considered to be 12 ounces of beer. 5 o!-lnces of wine, or 1,5­
ounces qf80-proofdistilled spirits. Each of these drinks contains roughly the same amount 
ofabsolute alcohol .. approximately 0.5 ounce or 12 grams." 
(Naliooallnstitute on AleOOoI Abuse and AI<X>hoIism, "Moderate Drinking", Alcohol Alert, April 1992, 
page L)' 

• 
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Community I~tel'vent;on; 
The Saving Lives Program 

E
veryone :wanls to know about programs that 
work. An example of a community interven­
tion program thai has been evaluated is the 

Saving Lives PrOgram. II was _igned to reduce 
drinking and driving and to promote sale driving 
practices in Six, comrnunit;es in Massachusetts. 
These communfties invoived the media, businesses. 
schools and colleges. c~izens' advOCacy groups, and 
the police in activ~ies such as high school peer·led 
educalton, college prevention programs, alcohol-free 
prom nights, beer keg registration. increased liquor 

changing young people's attitudes and behaviors 
about drinking and driving. Attitudes and behaviors 
may be changed by public information programs 
designed to persuede young people thai their risk for 
a crash after drinking is higher than they think; thai 
the majority of their peers do not condone or praetlce 
driving after drinking; and that alternatives to driving 
after drinking are available. Perhaps, most impor­
tantly, parents and caring adults need to let kids 
know that their saIety and well-being are important­
that it matters very much that they grow·up to 
become the terrific human beings thai we know they 
are. 

outlet surveillance, and other efforts. r----'----~------.------.,
This program was accompanied by 
declines in fatal Crashes among drivers 
ages 15--25, who experienced a 39 per~ 
cent reduction in such crashes com­
pared with young people in the rest of 
the State. In addition, the proportion of 
16- to 19-year-olds who reported driving 
after drinking in the month before being 
interviewed declined 40 percent com~ 
pared with teens in the rest of 
Massachusetts, Regarding teens' per~ 

caption of law enforcement fn Saving 
Lives communities. the proportion 01 
those who believed, that the ficense of a 
person caught driving after drinking 
could be suspenoed before a trial 
increased" while !there was no such 
change in perception amcng young pe0­

ple in the rest, of the stale. The 
researchers note that·... the Saving Lives 
Program prOvided' a community organ~ 
zaltona! structure' thai enabled private 
c"imns and public ofIIcIaIs. ..to develop 
their own innovative initiatives that 
markedly reduced drunk driving and 
speeding as WENI as related fatal crash­
es, particularly among young drivers: 

H ere's the bottom line-prevent­
ing drinking and driving among 
youth require. laws, their highly 

\lisible enforcement, and community 
support of and involvement in prevenlion 
programs. Prevention also depends on 

Two Out 
01 Th,ee
D,unk D,ive,s

P,ele,Bee, 
LET'S 
DRAW 
THE LINE 


APRIL IS ALCOHOL 

AWARENESS MONTH 


NATIONAL COIUNCIL ON ALCOHOLISM AND DRUG DEPENDENCE, INC. 3 
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01:30:53 PM 
Record Tvpe: Record 

To: 	 Elena Kagan/OPD/EOP, Bruce N. ReedIOPDIEOP, Rahm L Emanva!lWHOIEOP, Michell€ 
CfiscifWHO/EOP 

cc: Peter O'KeefeIWHO/EOP 
Subject: Distilled Spirits Council 

Things continue to heat up on this issue,.,l'm sending over copies of letters and press releases of 
interest from FCC Commissioners for your information. Please take the trme to review because you 
wi!! see that Distilled Spirits thinks the lener from Reno to Hundt is the President's response to 
them. Thev are waiting on a response from porus to their letter asking him to convene a meeting. 

, 
Open Agenda meeting at FCC is tomorrow. And so far two af the Commissioners have come out 

opposed to consideration of this issue, , 

OSI171971 
11:18:41 AM,

Record Tvpe: I Accord 

To: 	 Elena Kagan/OPD/EOP 

cc: Peter O'KeeleMIHOfEOP 
Subject Distilled Spirits Council 

I just got an urgent message from Tim Dudgeon with Distilled Spirits regarding a letter that went to 
Reed Hundt from Attorney Gener.al Reno asking him to act, Dudgeon's call has a very urgent tone 
and he is concerned that the AG's letter to Hundt is the \NH's answer to their letter to POTUS, We 
need to talk about this asap".please call me at 62682. 

http:Gener.al


DISTILLED 

SPIRITS 


COUNCIL STATEMENT OF FRED A. MEISTER 

PRESIDENT Al'iD CEO
OF THE 

DISTILLED SPIRITS COUNCIL OF TilE UNITED STATESUNITED 
June 18, 1997

STATES 

DISCUS President Fred Meister issued the following statement in response to the press conference 
held today by the Center for Science in the Public Interest aI/acking FCC Commissioner Chong for 
slriking the call/or a vote on a Notice 0/ Inquiry infO broadcast spirits advertising. 

Tile nation's dis.ri:lers commend Federal CommunicL,~ions Commission (FCC) Commissioner 
Rachelle Chong tor weighing all the facts carefully and regulating by authority, not by intimidation. 
Commissioner Chong has stated repeatedly that the Federal Trade Commission, not the FCC. has 
jurisdiction over alcohol adverrising. She has made it clear that the'PCC's authority to ensure 
broadcasters serve the public interest does not give the FCC the authority to censor or dIscriminate 
against the advertising of one form of beverage alcohol, By s.trlking down the vote for the 
consideration of a Notice Of lnquiry (NOr) imo broadcast spirits advertising, Commissioner Chong 
sent a clear message that she will not tolerate the use of one's position of power to promote a 
personal agenda. 

Commissioner Chong has the backing of many influential members of Congress who agree {har [he 
FCC has absolutely no jurisdiction over a!cohol advertising, Yesterday Senator Conrad Burns, 
Chairman. Senate Subcommittee on Communications, and Senator John Ashcroft, Chairman. Senate 
Subcommitree on Consumer Affairs, ·sent a letter to FCC Chairman Reed Hundt stating that the FCC 
does not have the a.uthority to limit broadcast ndvenising. Their letter States: Congress specifically 
limited Ihe FCC's ovmighl ofadvenising by giving Ihal authoriry to the fTC. ...we urge you 10 
commit the FCC's scarce resources to the regulatory work 01 hand ~~ specifically. the implementation 
of {he universal service provision (as it pertains to rural arui high cost areas) of the 
Teiecommunicmions Act of 1996. 

As Mr. Hundt should know by now, the U. S. Departments of Health and Human Services. 
Education. Transportalion. and Agriculture. as well as virtually every alcohol educalion group. teach 
the basic facl of a1cobol equivalence -- that alcohol is alcohol is alcohol. 

Mr. Hundl has so often repeated his personal bias against distilled spirits that it would be impossible 
for tbe FCC to fairly evaluate the industry'S limited amount of broadcast or cable advertising. 
If Mr. Hundt was truly serious almut alcohol advertising. he would join us in our call to the 
President to bring together the beer, wine. spirits .and broadcast industries to develop a common 
cooe for all alcohol advertising on television. This code would sel the same responsible standards 
for all alcohol adverlising and would provide uniform guidelines for broadcasters. 

-30­
DISCUS' 1250 Eye Sm:ef:N.W.• Suilr 900 
Washingto-n, O,c. 20005·3998 
202I62f1'3'i,j4 • FAX: 2021682'8888 
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®ffirr of tqt '?'tfarnte iSmrflli 
1l!'!lS~in9tdH.lll.lil. Zali3tl 

::1a;;'..:;:r,a!l 
~ed,e!"/ll C;'!'i,:m.;.tlicaC:'::H".$ C~mm~ssion 
l~19 ~ St~ee!, NW 
Na$hingtO~. DC 20554 

As ~he Naeion'S chief la~ ento=ce~ert~ o!!:~!al, : am 
~onceined abou~ !~, intzoduc~i~r. of ~ard l~qu¢~ edv~rcisemer.t6 on 
:.olevis1.on and radl.Q. : "''':l~ld :.:.rga the Fedi$::;-.l Comm<.miCdticn& 
~omm!.ssion ":.c issue a ~ot.ic~ of !r..:r..:i.ry :'nt.o :.he m.ny !,S$Ues 
surroun~i::.5i' such. !id·fe:rI!1~!.:"l.9· 

::: ;,;,e11eve that the :nt:cOducl':.ton of hard liq\,iQr .~ 
"dve.e~seM'.e~~8 cneo ::e1~vi:,10:':. and :~dio .aro mBCtf!t's thae. :-equi;::e 
-:aref\J..:. st',ldy. In ~U'tlC·J1.ar, sue!'!. adver::,s1r.9' may aggravate an 
alreadY sericu5 ~isk to Che yo~t~ of cur Nation. Rec~~t ra8da~ch 
shows a c:ellr :1nk I:et',.;een alcohol cClI':s~mptiQn and increaaed 
d::::mtese:.c ".riole.nee, YQuth vi,olence ana etelinqueney. '!'t:.eve are 
among the ~ny questl.o;n' ",,·hic!l s,houlC1 be tully ex.,lored !:>afore 
~a:d liq~or advQr~~sir.g on television ~nd radio becomes 
widesp:ead. 

r fu:~he: ;el~~/a tha: :h~ Fed6~~1 Co~~~~t~a:ion8 COmml$$~or. 
~hQulQ ~xa~~nc :01$ matter b~cause ot ~es unique =~le in ensuring 
~hat the public i~c.re9t ::'s nec. '.!.ndarminerj by certain. uoGes of t.he 
public ai~waves. ~herefore, I stronqly u~go the Comm1SGion co 
begin an investigation o! ~~is ~ss~e as gOOn as p099~ble; eo 
all~w all in~eres~ed pareie9 eo come !orwa~~ and p.esene ~h.ir 
views,' and !:o re~ort: ::In. iea ~ir..di:tgs to Congress and ::0 the 
'?re:e1d.ent. 

~he Commission should explo~e whecher li~o+ _dvertising 
ever :he electronic media pose~ A ~ to children _PQ tQ other 
groups eha.t may be part.i.cula=ly sust:e.p~le 'to alcohol .huett. In 
particular, :he Co:rJr',is'$ion an<.:H.tlci explore whetMl:' ;:1'\4 pO,f"iblo 
~ilk. ~o children would oe ~i~~ga~ed QY ~~me a~d p!acR 
relt::ic;'tion5 on $uch iIlcvertis ing- . I 'l/Quld '.l:t'ge t.he Com:rni.ssion co 
elici~ informa~ion from ~embers of the p~bl~~, the medieal and 
aeademic ~omm~niti&8, ~roadCa&~e4~' cable operat.ors and other 
programm~ng providers, aa wel: as the alcoholic b.ve._ge 
i~dustry, in Qrder to determine the ~,sibl~ effects of such 
advertL'~ns, the m1~19atio9 impac~ of var1ou8 :erma ~ 

http:U'tlC�J1.ar
http:surroun~i::.5i
http:olevis1.on
http:edv~rcisemer.t6


':~a:.~r::a.n Reed H\.lnd: 
, .rage ~ 
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Press Statement 

of 


Commissioner James H. QueUo, 

"I, June 12, 1997 
I 

.'/,e: Propoled Notice of Inquiry on Broadcast i\dverdsement of Disttlled Spirits 

[ am iS5ulr:g :his press statemem as a summary of a mOre detaile<1 cxpr~ssion of my views on the 
FCCslacl.; of jurisdiction to inqu:re Into the lSSlJC of adverwing of di3tilled spirits on ttltvl3ion. 
To cut th:'ougn the del'TUlgog;;cry. :heooric, and Ii'l'ischaraeterization of my position. I waDt to 
::itera:e tt':J.{ I think that this issue is an importact SOCietal (;:oncern reqUlrir.g government action, 

Hardly a (::.;nHy in tius country h15 been untoucbed by the tragic collSequeoccs of abuse of 
alcohoL I believe !lot only that the government sboULd respond but that the loveroment already 
!~as resoocded. {want to report what has been lost in the press spin: t,.'\e proper govcrnrnentai 
Jgenc;,: is already inveStigating the matter. The Federa1 Trade COrom.1sSl0C has two inve$tigauons 
:n :m)cess. 

Accordin.:y. I suppOrt the decisior. of Commiss.ooer Cilong to ask the Chairman to pull the 
propo"d ~Ol on Broaac!U, Ady,m.log 0: DislHled Spirits from consideration at lh. upcoming 
Oe'n "S,r.d. !!)••tiog, I caono' support the issuance of dI. draft !'<Ol ~ewus. I beli""e that the 
Fede:ai COl'nmunicatio:n~ COl1ll!'l.inion !acks jurisdiction to consider the subject mattcr. 

Tt ;s preC11e!y because [ want to see the issue of liquor ads on TV responubly and effectively 
:"ndled <cat Ido not support .ngaging mcFee's investigative. ,u1. making, or heving proe..... 
'n what i fear would ultima",ly b. a futile, >.nd possibly t01lmo'1',O<1uctive, effort to de,'is. an 
FCC mandatw regulatory "solution.' As f stated when tbis is!ue f1TSl MOse: 'In my view, t.be 
)5SUe ;~ ,1'IOt whether so:ne:n:og must be done, but ratiJcr whQ can most c.=.pably dQ it." 

T:1U isSue IS undemably important. Wba~ IS equally clear to me is that this federal 
Cornmu:;ications COlT.mission is an ur.luthori.ze<i forum. We lack jurisdiction and no amount ot' 
h,etDrmg 170m the Chairman's supposed "bully pulpit" can .hloge that. I find i"ignificant that 
key COI'lgressiontJ leaders agree with Commissio!ler Chong's and my decision on me 
i".:risdlctionai boundal'1es betwten the FCC and tile FTC. The g.oodl1ews for an oful conce-rDe<1 
'Il';,out r:.'1e effect of advertISing on underage drinking Is. t~'f the mittel' is bema handled 
competl:ntly by the FTC, an agency that has the: requisite jurisdiction and experti.!e. The only 
cown (;icie is tha.t the FCC will not get to claim \;:e.dit for reSOlving the l3sue in the first insmnc.e. 
When ll;Lanced agam.'lt a,r, unauUloriU<! and unwise fo~y '"10 jun.dlCtianal power grabbing, tbat 
is :I re~ult (hat I can suppo~t, 

1bdie:ve ~hat a significant measure of QUt d~ as Commissioners to SC':K and serve the public 
i:1tere.s~ mour decisions is to refr"ln from regulating wherever possible aJ1d certainly where we 
:.te nm authorized to ac\. ! look forward to the conclusion Ot the FTC's illvestiaations and wUl 
be guided by lheir analySIS and re~ommem1ations that Will be uarummed to thiS commissioll 
pursuant to the lon,~standmg Infetagency 4gz~emen!. 

- -;cc ­



P:CS$ St:lt:ement of FCC Cor::rcissioner R.u:.hd!¢ Chong 

on Broadcast ~1.dvmj~ecneot of Dinilled Spirit5 Dflft Notice of Inquiry 

I 

:-:-c6y. ! ,IJiud :he .:=?-c.'s ChilJ,rt:nlll :0 :-emOVt ;; ~ Notice of lnqui::" regan::il!;~ 
GroiCC1.5t ad~:~rt;$em,ent ::~ d!~.t:lled, spint! from ~t.: Fec,enJ Co~un,iC3tton C:>tnt::u'ssi.:;::·; 
~\Joe ;:? ;<i'~nO;l :r.eeta::g. While I '.'::lJ'~ ::onee."!:. ab,:,ut :ne J<!r.ou.s ';cOttaJ p:,oclems ci 
·t..a:aetili1;1! 2;,:1ki-=g. c::"Jnk ~vir.g we J.l\;onoiiJrn, :r..t=j:e pf:l"bieuu sho~ld ?e' adrlre's$ed 
dimt!:.': ~:' strC:lger :::r:.£or~me:nt 0: I~U'l ten::cting tile uJe of .ajeobol ~o mJ."~.Cn. b," 
in:lF~Y'1:'1~ !.."1\·eo' education, UlQ. by prQ~"CJ :.hat J.5:.in :oeco"·eri.og alcoboliC!. 7'h'ey 

~houjd,:lot ce addre.»ec irta'irtdi)" by at: FCC ..!ternp~i.."1~ to ;eat,;c.e perceivrd oe~~r.~ :;.: 
t:!uke: ':;;~~ ,c ~hr Hivut~Jlg .oi 1,".\+...;; prc":'.).Ctl ''';::1;::1'': :r.e guile "!:" ?ublic ':n:C!!''!s: 
-:CO.Hci::!"ll.W~::U :e~Olt:.:lS :0 :):oac.ca.nen. 

Tn :;;e utt!ct ~h.l.: (he ~lU..itC'lJJ1·3 Ccne.er:: :~ iiqco: 7dvt"r:iJ0g .. hOlt :em.?t.5 t!:l.ir::or:. 
:0 ?U:'lh~e ~.;oho,!: Gle ~-ert1!i~ t~ enll'Wle tne e::e::s 0": !:q\JOf olevc:'tI3ing on \.I.ncier;lge 
:;JeftOni c:e,\:W :'eJtQ..e$ at :ne Federa..: Tade C=:n.tnls.s:on t.rTe), whOfe icb It is tc 
inventgaH i4i;~. dt.;tptive u.d ::J..iJ-ie:uii..ng 1d\'l:~::tuin! Or 1dve:r:uing timed J.~ illega.l 
;tu<i~en:;.es." !.. .i~C't', :~e F!C bas uke.r:.up rh~ iJ::;..l(~ ae~ ~l.S t'\\'o oo~ing i:"l\'ttltlgtltlons .:n 
akohol ad'ltr':IJ:...tlg llieloy. I -.m ,oD.nde.c.t t!'lU ~ur ;:stu ~t!acy will take :aerio:'). if 
je«Js:i,ry :c p:-otect :tt public :.nte!'cS1. 

1 avee ';virh d:::e narem~at of Seutor C~nrlci Bu.rfl5 I::' hi$. Aptil 1.. , 1'197 lener ::: 
Chair:n.t."t r.'w!od!. tbat "my nm,her ;r.vtniption or tb..h ma.r::er by the FCC ",>ould be 
:n:Lp?r~p:1.3t.e l..,e wouid be ; w;'U'te c: r~e ::CCi re.s01.:rc«s. ~ ~oreover, ullhe: m:o:or 
:let"o'or~~ 00 ?eh~ ot ~.helr ~.wne.o :one:, -::>pc:'t:ci $:;oticns, Uld nl:""Y r:::-~jor oro.tOusti.og 
groups j.l\·! ;.;.:e.cy \'OllJr.:ar.1r p:d.ge:o to eeC-line :ud liquor ~dvertLSmo on their n<ltlc:.:s. 
As I iiswy :cJ?onslbt~ Co:nmlnio-ce:-. I oeli~'l!~ th<": FCC ~"JuSh: to oe focusing on toe­
,J.tU1.rllsbd :asiow tttat rema.in. before It in impic.n::l(;~:;::·i the TelecQlIU1I.uruatioos Act af 
1996. 

To the ertent -:bu th.e CbalrmVl'~ concern, IS the tUlre prC$ence of truth.fulliquor 
-ativertiJing on tele-.isioo dir!cted at adu:iu, 1 oppose owy FCC inquiry iota $ucb. 
coortitutlonwy·protccted commem.u s?eKh. 1 ~trotitiy di.sltree with t.hQ$e wro ,S'Jltert 
~ha.t the FCC must open this inquiry .a.s J st4!p tow'Uo ~ru\!ring thlll broadr;;LSt-tn l"rve t~e 
public icte::-i!st. The FeCi ~nenJ mandlte to uuure- that spectrum is uled to serve the ' 
public :r.ttre5t i! oot a plenary iuthorization to cO!1duct btoad-racguJK inquities uitim:u.eiy 
:U..mrQ at ~!;t;uint pro~m eonttot. Nor should o'.).r pr0Ct5ses be used tn il bialed 1Xlume: 
to punue only one u-:tor of the ind\lnry .. dinillec ~pints - while allowing tAt beer a.r:.c 
w:nt' ~c.dust:y to c.ocdnu! to place ad.... ertisements 00 TV, u the dnft NOr pr0f'o,.s. 

l 

http:OllJr.:ar.1r
http:oro.tOusti.og
http:uke.r:.up
http:tu<i~en:;.es
http:oeco"�eri.og
http:mJ."~.Cn
http:GroiCC1.5t


,I :cr:unue :0 e.."l1pn1S1.Zf w,e :mpor.;.:::.: .~ t:<~ A...;11er.J!":'" !n~ C:!04!Uen{iCtH ~i.le:.! :::. 

! -..,,~ ...l .... ate Th.i.-,;~ n:::: c;r.:bwt"<; ·:~:;;ur.d, Ir: :Cl;) :::lSC ;:;c;viciualJ b,,;,. '~;""d "n' e ;;,--­-<, "'~., • r . .......~.. ~ ._"­
tue ;~J.:cr: Jetton :-;':, ~~o~t Jc\'er..re.:x;,ec:i ot procuc:u ra..1g:ng f~'Jm sno'l';l'TloDile: 
t:J :'a:::d &\..135 .o.r.d oUr ::~g3, ~:'e :':WU :ll"/! ofiere-c :ij(eC'tio.1 0:1 wilu ~ne F::C :nlY Joca 
eli}' nct co, ~esem I:;;r.g:wio;;al ::ti:e::::io:1. T:1C S\;prerr:c COUrt ha: tet::og::lz.ea th';).: 
:;uthf,,11 ;:.gUOi :tciver.isir.g lS ent~c!eci tc F::'$t Amenoment ?rotc:~:on, While concem:;;j 
P.1rt~('> ~C~ll .1I'SU~ t~a: ~];obi Jdver;aing ,;:.....$~:s ~ he1i:r, hau.rc sunicle:::t to justify J. 

:e.r.."':c:£or: or. this com.c:.:err:.oi 5pe,ec.~, S1Jc.:l J..r~;un:~n:-: ,noule be :ddrcsjed to Congress. !n 
rho: pm, CO:.l!":': ha\-'f !coke:: to 'A"ne'.Mr C::)J::;,es:; nOle relc.ned :I condusloll that riUtnc.:::;:,~ 
on ~pee'cb ;:o..r<! r~ufied to r..l:-,:he• .If'. tm!,Or.;L;lt g::'ie:1U:lt:O< imert'r.. In:h u;e of dls~;:;e,-i 
;:pu;v;:, ,C.:Jog-:-css hiS nc: ml(1C st!~, J ,IUd.g::r:.!UL r;l'':~. 1 do no: betl!'ll:' ~Le FCC ino\!i::! ..," 
stepping into Ue'U wdl D(ycnci our eX?tr-::i..H~ ~tbO:.H txpre.u s:.atutcry d,re<::wn, 

I , 
In r ~ht 0: all of t~e 2.~Ov., r b"_~e'.·e ti.lit :he iw.1<! cf advertit;r.g PflC:;::e.s bv the 

hard !..iq1uor tndurtry would be best lef:' in •.j.,~ ;:...ud..:- ci :;-.i!'" lire" :;I!r.cy, thc FTC,' ~.:­
.ddress ,ncse iuuu ia :ts ongOL.Cg proceedw!:))_ Z:' fu::ber action is "lV;;.rr,l.oM~, C~nvt''':$ ., 
in the C(llt ~c,itioo to ;!.ec.:.dc ...... ha: gc\·ern.xeot ;>:::00 ;n,\;.' :,e a?~fopm.re. 

~teao~'.:ie. r ,:oic in d~e eotll for aJ· orow:::...tit.ers "tid l.dvert':'se."'l to O!' :::spc::wb!t': 
~d r!spormve tc rte conc.e~:LibQut a.:""ho: ;).ciYe'rtisiag, We do ne~ ?fUlt ~c enGourag~ 
·J:lde:.,e dr':.ruung ;::;r dr.:r':" ci...+,rg:\;, ;,r.o .cy '.. oh.a::tary actions th.ey :;iUl axe 5hoJ.:lci be 
unoe<.''tuen as gOOQ co:pc:u-e ci:izer:s. Such >::J-iur.:,try :talons 'Qui; ;;:du-1e ~ring ~oe 10! 

during hO!,;,fS when childre:: l."'t root likely ro be ""arching. sCl"E'enicg :he adver-..isernents :::::­
ippropri.teness, or ·!o:'J.O,ta.rii:,.,- i::vdoplt:g ann lir.ng ':OUflter :o.Q.ve:r:semfrleS :0 eau:lre (roe 
:molic .i&Cl,;! t!ll: hllUOs 0:' d:i..e.iUng jrrespoJlJi;'l~:.
" ,, 

·FCC. 

http:a?~fopm.re
http:lV;;.rr,l.oM
http:ongOL.Cg
http:A"ne'.Mr
http:com.c:.:err:.oi
http:tet::og::lz.ea
http:Jc\'er..re


1tlnitEd ~[JtCs ~cnat( 

WASHINGTON, OC 20510 

June Ii. 1997 

The Honorable Reed HunJt 
Chairm:l!1 
Fedt!r~! Com.rm:rllcntions CommissIon 
1919 M Slr<e:. "W 
W3shingtor'.. DC 2055..+ 

Dear Chairm<!:1 Hundt: 

A,5 members of the Se:late Cor.unerce Comminee. we oJ.\'c b~::n folkw.";ng closely the 
debate over alcohol bl!Yc::Jge OrO.:ldCO$l :lci\'crtising. We share :-ou; eonc¢rr.s Jbl)u~ l.:!1c'!:;:;ge 
drinking and :lbOCl rhe c:'r~c:s of :.1!,;ohoJ aouse, Jne.. like you, we belie',:.; lh:u [h~ alcohol 
bew;:!ge industTy'h:lS;l ':::u:Y. It) pr0r.101e ft!"spoosible Jrb.king by J';uits only. 

\\'e do nOt :lgree. hOwc\'ef. with your proposal 10 open J Ic:-mnl i:1quiry :I; [he Fedei:ll 
Commu:'liC3ti~ns C.:lnunisslon in ~e$ponse to disliUed spirits adve:1ising on television. White 
the FCC docs ' have' th¢ Juthorhy to t':1S;Jre mat the r:a:ion'$ Jir'so\'e$ lfe oper::ned i:l3 mrrnner 
\vhkh prmects the pebE,'s interest. this a:"nhority shvuJd :leI be ir.:crprt!o;:d as an invitJ:icn to 
the FCC tQ 1lmi! bro:ldc:;'5~ 3d\'er:isiog. 

A~ yvu kIIOW. pursu::':-t: to Section :5 of the 5'e~t:ral Tr:id.: Cornrnusion Act. the FTC 
has (he ~espo!1'::;ib];ry to oan vr res,rict false. decepu'.'e Of unfair Jj\'(':;:isi:1g. Lkt!wlse, the 
FTC C:1:1 order :In end [Q :Jdvertising directed at iIle.:p! audiences, T:1c fTC is the federJ.l 
agencY with both the Jd\'e:rr~s:ng exoertise and the au:hori:,-' to eV:liu:1te ane reeuiate broadc:J.:H 
advenis:ng. including lhe :ldveri'ising of akoho! beverage produe:s. ~ 

Congre:ss established the FCC over sixr;.: ye.:l~S ago to pro\'ice for (he ordedy 
development of the L"niied StateS' teleCOIT1....nunic;uions scn'tces, ~nciuding ::adio and teh:....ision. 
Congress spedtlcally limited the Fees o....ersight Dt :J.dY~:1isin~ by giving chat authority 10 th~' 

FTC, w~ a:e 710t aware of a'1Y provision of the Tdecommunic:lIions A.:t of 1996 that directs 
the FCC to ban or limit 3.kohol beverage advertising, 

, 

We oppose al'lY advertising directed at childien that promOies the '.ise of a product 
which they can.'1ot legally purchase or consume. However. we beiieve that the FTC «- ~d nm 
the FCC -- is the appropriate agency to investigate and to take appropriate action, should it 
deem it necessary, Fun:her. we unde:stand that the FTC has active investigations :nto alcohol 
advertising. and we truSt thar. if t~e 13\v has been violated, the fTC will rake appropnate steps 
to resolve these cases. 

We appreciate the concerns that yOll and others at the FCC have raised about alcohol 



aC"'ertisinl!. HO\l,ever. \\e un!e YOU lO ..;:ommtt (hI;! Fecs scarC'~ rc::~oun;::;$ [0 [he rC'.2:u!mof\' 


\\'Ork ;;!.t h;nd': -- spc::cifically. the impkmc::n{;l[ion of tht universal se::"vke provision (;s it • 

pertains to rural and high-cos: :lreas) of the T dt!communic.l!ions Act of 1996, 


I 


Chairman 

Sincerely. 

S-r:fl,1.te Subcommittee or. Com.Jlumc:Hioos Scnnte Subcommint!t.: 00 C(;esumer Affnirs 

http:S-r:fl,1.te
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•
SAMPLE [·Mail Messages Received as Qf June 17, 1997 
Supporting DISCUS Position on Liquor Advertising 

)IESSAGE #1: 

I dC" r:OI 'support drunkenness, alcoholism. underage drinking, drinkiIlg and 
Jr:\'jng, or any other abuse of al\:ohoL Howe\er. I GO support the right of 
liquor companil:s and retailers to r.;arktt their products. Ct'flsonng their 
(elevision advertisemenls .... ill not so;\'!! the problem .. but it wit! in<;e:nse 
.A..n1JrlCanS who love freed.om. Don't do it! 

LY!1..'1e Tierney 

~IESSAGE #2: 

'?HIS MAN MUST BE STOPPED!;!! BaMing any kind ofliquc:r adytrtis.mem is 
msa.'1e, Last time I checked I \vasn't living in Russia! Yourcour.try needs 
yell. Go 151 amendment! 

.> From: SDoylie@aotcorn 
> To: doyle@epsen~rgy.com 
> Subject: Fwd: Need Your Immed:ate Help To Stop Censorship by fCC's Reed 
Hundt 
,. Date: Tuesday, June 17, 1997 1:58 P:V!, 

:VIESSAGE "3: 

Ban Liquor ads· Sounds faF.liliar - Booze is legal and so are Cigarene'S!!! 

Leave us alone!!!!!!!l!!!!! !11 

http:doyle@epsen~rgy.com
http:freed.om


Oed! Sir: 

It has ccme to my attention that Chairman Hundt is trying to ban 
adve:n:ising for liquor (but not bee: or \vine) on 1:eJe\'lS\Qn. Since liquor is 
a legal product. how is it possible to ban advertising for ir? His ommission 
of beer li,.":d wine makes it see:n as jf there is a hidde:l agenda. This makes no 
se:"lSt, and I am opposed (0 it. AIt.10Ugh nOt a ljquo~ drinker myself, t still 
believe in free speech. . 

. Sincerel:~. 
I 

;"1~rgie Pad:;itt 
~1Padgi"@aoLcom 

MESSAGElI5, 

Ylr. President 

1 understand that the FCC Cha.irman is opposing alcohol advertising on TV, 

\Vhen did the FCC oe,ome the guardla.'i. of our virtul':$? 

1am 3 taw obedi:n., !axpayi:1g and voting Art,encan of mature age (63), 'Nith 

very :nodera:e drinking habits. 

Ir excessive drinking is a problem in :his Cottnt..'1' a ao\'ertising ban would 

only be a bane aid app,oach. 

1STRONGL Y OPPOSE THIS TYPE OF INFRINGEMENT ON THE 1st 

A~IENDME"T., 

Smcere:iy . 

Rbrogren' 


• 

r SJ;pport stopping R Hundt from cer.sorship of oW' first rightl 

Thank You....BiII DunbM.... low. 



MESS..i.GE #7: 

Dear Mr. Hundt. 
: 

Please keep in mind that as a bureaucra:, you ha\'c no au:hority to 
tlaunt t.>ie Constitution of the United Staies, or its An:endments. 

Do not 3:uempt :0 cenSor the fights of .-\meri<:ans Or American business by 
forbidding certain advertisements (~uch as liqu0r) on television. It is 
:lQt tip to you O'r anyone else to decide what people can Or cannot say. 

Da.~ Kramer 
dan@volatile.com 

MESSAGEn8: 

Renegad~ federal regulator - FCC's Reed Hundt ~ is trying to ban liquor 
advertising on TV, It's OK to advertise beer and wine on TV> why not 
liquor? What's the difference? ~one, The internet is nex:' 
Censorship is the a<:tivity of tenac;e like goverrunent control It must 
stop. 

! caug.1t wi:ld of this ne"":s going around and WQuld like to say a. few 
\\'ords. The fCC and all go\" should stay out of the people's 
Jurisdiction, We do not need a na.:1.ny 10 take care of us or to Cause us 
problems. I am a person of honor and decency I live by God's 18\\'5 which 
means I never break state laws, I 2f:l a law abiding citizen due to the 
fact that HUi\'e a moraJ code, Tht imposition of heavy handed gOY. will 
never peacefully cause law abiding: citizens to give way to the law, 

On a side note. if gov. "':ants law abiding citizens then why do they seem 
1,0 work S<i hard to crush good morals via the schools and media 
controlled propaga:lda? 

, 
Matthew Woodbury 
~echanid.l Design 
Lou!sville ·Colorado 

http:na.:1.ny
mailto:dan@volatile.com


FCC Commissioner Red HU:ldt 

r am opposed \0 attempts by politicians and especiallY by appointed 
bureaucrats such as you 10 abridge: the rjghts of free speed'l given us aU by 
au: Coostl1'Ution, Even 'though I may (as I do in t.,iis case) agree \'\'1~ lhe end 
you are trying iO achieve (lim iring the exposure of alcohol product 
ad"'ertising) I veh<:mently oppose the means you are using to achieve it. 

"The end justifies the means" was the rationale used by Stalin. It still 
${inJ<s \"npped in the American flag., 

If alcohol abuse is a probie01 needing legal redress. then the proper venue is 
the icgislature. not the executiye branch, And ifalcohol abust is the 
problem. then legislators should deal with alcohol abuse, not alcohol 
adverlising or aJcohol sale. 

But then you wouid be the last person to Wlderstand this since no one el-ected 
you to office and you have no imrnediale reason to care what peopte think 
outsIde the Beltway. >!evertheless, a radically good plat. for the long tenn 
preservation ofyour bureaucracy wouid be to pretend that you care what peoplt 
outside your little "ruling coterie" think and act accordingly. , 

Paul H. Davis 
PO Box ,30708 
A:1c1lOrage AK 99523,{)70S 
?h; 1-907-337-6886 Fx 1-310-734-1727 
Emall: paU@dav£socompany.com 

MESSAGE #10: 

The decision as to what material (books, advertising, movies. et at) is 
good or bad for the community should be decided by the community, not by a 
:;mall, liNELECTED body of anonymous people_ L'l.t is to say, the FCC. ntis 
is no longer democracy; this is IlQ long~r freedom; this is fascism. Fifty 
ytaIS ago, my grandfather and his generation fought a war to stop this kind 
of thing. but no\'" they seem 10 be fighting for it This is the first step 
in the decline and fall Qf any great nation, and this ""ill not be tolerated. 
DarkLord76@aoLcom This will be SnOrt; as it will probably not be n;ad: 

61I419i Read 790582152 
I 

http:paU@dav�socompany.com


;\IESSAGE #11: 

i 
Hello, ' 

Kind!v lea\'e the 1st arr.eodment alone. It was worked well all these 
yeil!5 ~o direct your energy on something that IS more important. 

Thank you, 

Bob & Bonnie Lee 


i: am \.\"Tifing to oppose YOUI proposal to ban liq~or ads on nl. I dQ not 
drink liquor and I have small children, but t am nevertheless opposed to 
yOU! proposal because I consider H an W1!casonable infr:ngement of frt'e 
spe«h, and to no rw I:>enefit. The prQbtem you are concerned with is not 
consumption of alcohol per se, but abuse of alcohol ar.d 1.1 pos:sibte risc in 
drunken drivlng. A ban on TV ads is not Iike!y cO be effective in 
protecting against either of these harms, nor are TV ads likely to 
er.courage underage children to start drinking.. l;;}der&ge drinking is fa: 
more likely to result from observation ofparents' O~ celebrities' drir.king 
habits than from viewing of advertising. Like millions of others.l saw 
thousands of beer corrun¢r::::als as a child and yet did not become a beer 
drinker as a child, and in fact I still rarely drinj( ;,eer (or ~y kind of 
alcohol for that :natter), l think you are overestimating the effects of 
advel1isipg on a dccjslon to consume the product categoi!' (liquor) as 
opposed to influence on a brand choice: once a consumer has made the 
decision to purCM.s;: t.'e product category. 

fOT :hese reasons, I urge you to reconsider your proposal and cancel any 
plans TO ban liquor advertising on TV. 

Douglas C. Friedman 
229! Slone Rd. 
Ann Mbor, Ml 48105 

I 



MESSAGE #13: 

Si:s; 
it is:my be;iefthat the fCC attempt to ban liquor advertising from TV 

is contrary to tt.: spirit and !ener of the constitution. 
f 3,.,..; in favor ofTEtL~G the FCC that the-yare the "Stt'\'anrs of the: 

, ConstitutiQ:l", not the "Masters of A New Age". 
The le.. el of Censorship in oUt society should be determined by la\\', Laws 

i>hQuJd be made by ELECTED Rtpresentatives, not appomted individuals< 
Please move te keep the FCC within the guidelines of their AC:UAL 

AUTHORITY. 

Th~'< You 

~t Scott

; 

Clayton 

MSCn07@aol.ccm
,,, 

~IF.SSAGE #14: 

I! as been br(mght to my anention that you have set your sights on the Is! Amendment. 
In this day and time when t:'1e REAL middle class of Ameri-can can speak for the~e self 
it ~ems thal ),ou would walk a little liter when it Come tv trying to :ake away the rights 
or the Pe~ple that put you in office, 

; 

In the vefY way that you sj)eak of (:hangc: entitles you to free speech 

But when 
; 

it comes time fot the American People to speak It become a 

inconvenient for you.
, 

We must all r~member that when it comes to the time to stand and fight for our rights, 
that the American people ,,,,ill always win and that the ELECTED Politicians ~'ill 
always lose. 

Thank you 

Jerry HaJ:e 

MESSAGE #15: 

1came to ~5 count.ry to be free. Please Stop censorship! 1! 


, 

Si:1cerely. 

Dmitri Ero,honko 

digitalNATION 

de:@do,net 


http:count.ry
mailto:MSCn07@aol.ccm


~IESSAGE #16,, 

t am told that the FCC is considering a ban on some types of alcoholic 
beverag;e advertising on TV. This is 10 add my support in favor ofthis 
proposa!' as I am attempting to acquire srock in those industrits that 
will be exempt from the ban, A:so. I feel that t"tis is an appropriate 
time to introduce a ban on red, blue. yellow, and orange tractors. 

John S. Hall mailto:jh30895@deere.com 
John Deere Pans Distribution Cemer 
1600 FJrst Avenue E. Milan. [L 61::64 

MESSAGE #17, 

Deat~Sirs. 

Censorship should not b.; commonplace in our country, Please be aware thal I 
am on(: of rr:any people who are against it. i hope thal at elected and 
appointed officials that you will serve: the 'want of the many aJ'ld not the wanl 
of the few. I believe strongly that I a."1l in th-: majority(although ~sually 
the silent majority). 

8est Regards. 
Andre' Perrir. 

mailto:mailto:jh30895@deere.com


May 21,1997 

, . 

MEMORANDUM FOR BRUCE REED 

FROM: Cheri Caner 

SUBJECT: Meeting with Distilled Spirits representatives 

Tomorrow you will meet with Fred Meister, President & CEO ofthe Distilled Spirits Council, 
Timothy Dudgeon; Director of Federal Relations for the Distilled Spirits Council and Tom Jolly) 
Partner, Jolly/Risler, at 2:00pm in your office, This informational meeting was scheduled in 
response to thC~f request for a meeting with you. 

I 
The attached infonnation is for your review; 

A) Leller from Fred Meister, President & CEO of the Distilled Spirits Council to President 
Clinton, 414197. 

B) Distilled Spirits: Council press release from 4/4/97 which calls for the President to request 
a common code for all alcohol advertising. 

C) A matrix comparing the advertising codes of tbe Spjriw, Beer and Wine industries 
(produ<ed by the Distilled Spirits Council). 

D) A copy ?fthe Distilled Spirits Council "Code of Good Practice". 
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April4, 1997 

The President 
The White House 
1600 Pennsylvania Avenue, N.W. 
Washington, De 20500 

Dear Mr. President: 

While we strongly disagree with your Administration's allemptto single out only distilled 
spirits advertising for discriminatory examination and ae/lon, we want to propose a bold 
approach to the issue ofalcohol adverllsing and youth. 

Given the fact that your Administration is concerned with youth and alcohol advertising, 
the issue ofadvertising by a/her forms of alcohol must be addressed concurrently. 
Distilled spirits has been advertising on television and radio in a very responsible way, 
but with relatively few ads for only the past saveral months. Beer, however, has been 
advertising for decades and has spenl billions of dol/ars doing so without any great 
public oulcry oi: controversy. 

The fact is Ihal there can be no sensible or effective analysis of the issue of youth, 
alcohol and advertising if beer and wine are nol part of Ihat process. I doubt that there 
is one alcohol education or anti-abuse group anywhero thlft would not support this view 
that any Federal analysis of alcohol advertising absolutely must have beer and wine, 
included. Attached are some recent leNers from such groups. 

i' 

As distillers, as parents and as good citizens. we are 8S concerned as anyone about 
illegal alcohol use among the underage. Indeed, our companies have a long and proud 
record Of educating al/ segments of society about responsible alcohol consumption and 
alcohol abuse, The distillers collectively, through tha Century Council. conduct effective 
community-based programs directed at combatting illegal, underage drinking. 

It is with this tradition of responsibility that we propose a process that goes far beyond 
your position of "no backsliding. " 

D!sct:!i .. 1;'50 £~'e' SU("t1, :-;:,'11', • Suire! 900 .. WashinglQr'J, D.C. 20005+,998 Z02i6lS'35H .. F.... X! 3:021682.8888 , 



The President , 
April 4, 1997 
Page Two 

Respectfully, the distillers calion your Administration to publicly request and expect that 
the distillers, brewers and vintners together with the broadcasters will meet under the 
aegis ofyour Administration. Your tasking to the group would be for them to 
develop a unified code that sets the same responsible standards for aI/ forms of 
beverage alcohol (beer, wine and spirits) advertising and also would be the 
guidelines for broadcasters. 

Currently, each segment of beverage alcohol has its own code that addresses Ih" 
issues of responsibility and youth, but a common cod.. would improve the slalus quo 
by holding all segments oflhe beverage alcohol industry end the broadcasters to the 
sarire responsible standard. 

i . 
We respectfully urge you to take pointed action by issuing a call for spirits, beer, wine, 
and the broadcasters to "come to the table" and, within no more Ihan 90 days, develop 
and agree to a common code of advertising. Your Administration then could use as 
"bully pulpil" 10 attain an effective impact. 

Your Adminislration prides itself on creative, dynamic and bold solulions and Ihus 
surely can do more than not just "backslide." Your Administralion has Ihe courage to 
bring a/l parties in the beverage alcohol industry (beer, wine and spirils) and Ihe 
broadcasters to'/he table to achieve this comprehensive and sustaining objective. 

The spirits induslry is responsible - we are willing to come to Ihe table now. Your 
Administration only has to secure the same commitment from the beer and wine 
industries and the broadcasters to work toward this common end. 

, 
We would be pleased to discuss this soon with you or anyone in your Administralion. 

Sinceraly, 

President/CEO 

FAM:ck 
Attachments 
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DISTILLED 
SPIRITS 

COUNGL NEWS RELEASE 
OF THE 
UNITED 
STATES 

DISCUS is the trade aswciation represendng producers and 
marketers of dinilled spUits soJd in the::, United States. 

i 
CONTACT: ELIZABETH BOARD PHONE: 202-682·8840 

DlSTlL,LERS CALL ON PRESIDENT CLINTON TO REQUEST 
A COMMON CODE FOR ALL ALCOHOL ADVERTISING 

, 
Washlngt,on, D.C., April 4, 1997 - The Distilled Spirits Council ofth. United States 

, 
(DISCUS) sent. letter to the Whit. House, caUing on President Clinton to use his "bully pUlpit' 

to bring together the beer. wine, distilled spirits and broadcast industries to devise a common code 

ofadvertising. DISCUS President and CEO Fred Meister announced at • press conference today. 

DISCUS' call for action came in response to President ClinlOnis statements Tuesday 

asking the FCC to ..amine .he eff""ts, if any, ofspirits advertising on television. DISCUS 

criticized the President'S proposal stating that it ignores more than 99 percent of the alcohol 

advertising on t~levision. 
, 

"During the President's address. he made a statement that is seriously incomplete, The 
I . . 

President said the 'kids should have no business with liquor,'" said Meister, "I believe that every, 

parent and alcohol abuse expert would say that kids should have no business with any form of 

alcohol".. beer: ~e or d~stilled spirits - period, ~ , 
I , 

In the letter, DISCUS urged the President to ask fur the distillers, breWers, and vintner. , 
together with the broadcasters to "come to the table" to develop and adopt a common code for 

alcohol advertising within 90 days, 
, 

"The spirits industry is responsible +R we are willing to come to the table now. Your 

Administration only has to secure the same eommif..!11enl from the beer and wine industries. and the 

broadcasters. to work toward this common end," said Meister. 

The code would set the same responsible >t..dard for all beverage alcohol advertising and 

, also would provide uniform guidelines. for the broadcasters. 

m.cre 
DtSCUS • 1250 Eye S!l'cet, N. \v. • Suite 900 
Wa3bmIKln. D.C, 2{)()()j-3m 
202J62So;544 • FAX~ 20.:11682..8838 
bttp:1 /Vi'"!f.!'W ,<iiscu$ .hel1th .QrgJ 
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'For decades, our member, have demonslrated through numerous alcohol education , ' 

efforts that we are 0 responsible industry dedicated to combatting alcohol abuse, including ilIega!. 
, I 

underage drinking. ~ said Meister, 'It is with thls tradition ofresponsibility that we propose & bold 

and innovative call for wien that goes forward and tar beyond the President', !!oted goal of.,.,! 
I 

bacbliding:' 

MeiJter cited new polling data from Yanlcelovich Partoers that showed that 61 percent of 

Americans did no! know that typical servings ofbeer, wioe and spirits contained virtually the same 

amow>t ofalcohol. The pon also showed that the .".yority of Americans - 62 percent - said that 

understanding the ~valcoey ofstandard servings ofdifferent types ofalcohol bcYcragcs is 

hclptw 10 thern in making decisions about responsibl. drinking. 

"Thes. findings demonstrate why the U,S. Departments ofHealth and Human ServiCC$, 

AgrlcullW'e, Tnwponation and Education teach alcohol equival......• said Meister. 'It i. a basic, 

cssentia.t and critical 6u:t.' 

Meister a1s;:> un...,aled an industry-produced commercial about alcohol equival __ that 

wu rejected by • network. 

"To encourage other groups to expand their alcohol equivalency education, we recently 
, 

tried to deliver this important equivalence m ....g. io the public througb • commercial produced 

by the spirits industry,' said Meister. "Unlenunately, the netwet!< we wanted to buy time from 10 

run the message would not accept the ad." 

, 
Cop;~s afth~ DISCUS comme,oai fJ're (NtJilableJo, memben a/lite mediQ. Ifyell an IltttnltN tit 

,tu:#iving Q VIIS or &taCD1ft (OXide) copy ofdte commercial. pllase conlacllhe Public Issues f)ivj$/on gt 

a02) 682-8840. 
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""D"'IS:::T~IL-:L~ED':!" ' 
-~- ~.-.. , 

SPIRITS 
COUNCIL' 

OF THE 
UNITED 
STATES 

April 4, 1997 

The President 
The WMe House 
1600 Pennsylvapia Avenue, N.W, 
Washington, DC 20500 

, 

Dear Mr. President: , 
, 

While we strongly disagree wah your Administration's attempt to single out only distilled 
spirflS advertising for discriminatory examination and action, we want to propose a bold 
approach to the issue of alCOhol aelvertising anel youth. 

Given the fact that your Administration is concerned wah youth and alcohol advertising, 
the issue ofadvertising by other forms of alcohol must be addressed concurrently. 
Distilled spirits has been advertising on television and radio in a very responsible way, 
but with relatively few ads for only the past several months. Beer, however, has been 
advertising for decades and has spent billions of dollars doing $0 without any great 
public outcry or controversy. 

The fact is Ihat ihere can be no sensible or effective analysis of the issue ofyouth, 
alcohol and advertising if baer and wine 8re not part of Ihat process, I doubt that there 
is one alcohol education or anti-abuse group anywhere that would not support this view 
that any Federal analysis of alcohol advertiSing absolutely must have beer and wine 
included, Attached are some recent letters from such groups, 

As distillers, as parents and as good cilizens, we are 8S concerned as anyone about 
illegal alcohol use among the underage. Indeed, our companies have a long and proud, 
record of educating all segments of society about responsible alcohol consumption and 
alcohol abuse, ,The distillers collectively, through the Century Council, conduct effective 
community-based programs directed at combatting illegal, underage drinking. 

, 
It is with this tra~ilion of responsibility that we propose a process that goes far beyond 
your pOSition of "no baCksliding. " 

! 

D!KCS • 12~O E-y(; SueCL N. ~'.• SUite 900 " W.ubin8mn. O.C 10005·3998 20U62S';'j-H • F....X: 202l68:M!S8S 
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The President 
April 4, 1997 
Page Two 

Respectfully, the distillers call on your Administration to publicly request end expect that 
the distillers, brewers and vintners together wffh the broadcasters will meet under the 
aegis ofyour Administration. Your tasking to the group would be for them to 
develop II unified code that sets the same responsible standards for al/ forms of 
beverage alcohol (beer, wine and spirits) advertising and also would be the 
guidelines for broadcasters. 

Currently, each segment of beverage alcahol has fls own cade that addresses the 
issues of responsibility and youth, but II common code would improve the status quo 
by holding all segments of the beverage slcahol industry end the broadcasters to the 
same responsible standard. 

We respectfully urge you to lake pOinted action by issuing a call for spirits, beer, wine, 
and the broadcasters to "come to the table" and. within no more Ihan 90 days, develop 
and agree /0 a common code of advertising. Your Administration then could use its 
"bully pulpit" to attain an effective impact. ,, 

, 
Your Administration prides itself on creative, dynamic and bold solutions and thus 
surely can do more than not just "backslide," Your Adminislration has the courage to 
bring all parties in the beverage alcohol Industry (beer, wine and spirits) and the 
broadcasters to the table to achieve this compf9henslve and sustaining objective. 

The spirits Industry is responsible - we ere willing to come to the table now. Your 
Administration only has /0 secure the same commitment (rom the beer end wine 
industries and1the broadcasters to work toward this common end. ,. 

, 

We would be pleased to discuss this sOlOn with you or anyone in your Administration. 
I 

Sincerely, 

President/CEO 

FAM:ck 
Attachments 
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BEV.:RAGE ALCOHOL ADVERTISING CODES COMI'ARISON' 

~-

f'ROV'ISION SPIRITS 

tin DISCI:
:1)S Code Distilled Spin!! Council 

,nt·tiff) "Code of Good Pradit," 

PUrifled $p\;it3 should <wI be advertise\!i"o!a advern lill1& or 
llI:,rkttill, Of Irdu".«~d In lIfly manner diretled Of 

dinckd primarily inkrn.kd to ~a1I(}p(fWM 

priourily nlu)ded klow dle!egal pll1¢hase age. (p. 1, # I) ,tu .ppnl 
uDdtn!':t Di~lilkd spiriu advenising and 

marketing materials lU'e inttnded fW 
ildllh~ ofkJ!:l'Il ptm:hasc: agc who choo,)$( 
Unuin\;.. (pA, It!) 

-
Distilled iipirit:s advmiWig and~Dpla« tal ill 

(llttlmDD: m!!!keUng ,hnuld not be p~ in any 
illte_lkd • "pptll 

UW" 
t:OOmlunielrtien intended to appeal 

pritl'llrity primarily I¢ irnli~!dmdl> below tire 1e:!!:aI 
vndfrq~ " P\lfCh&s¢ age. w- 3,112) 

Di11illl:d Spiril5 sh(t)dd n<>1 be advenJ\lCd 
or mlllkclCd on me WfIlic pages of 
nev.splIpers, l'I'4$Uinn, Growr 
publications. (p. 4. /115} 

OfstiUed spir;!;!; should not be ad...ertisedCol~(I' 
on wllcge ,,«<I uni'llef'llty ClUIlp.wiCS oruDNenity 
in college and lInivenily I'ltwsp.1lfi'Crs. 
(p 3, ItJ) 

Olnpu$t* 

MJlkeUng actiVities fot distilled spiriLi 
should oot be conducted <)11 coflegt: imd 
tI~ivll:1s,lY ca.rnpuses ex~pt ill licensed 
mali es.tabti.'iihmcnu hx:artd on such -
cantplJ.>CS. tp-, J, #4} " 

-. >­ - ~.-- ~---

- -

BEER WINE CtNTtlRY COUSCII< 
lk~,. haiitute "Advuliling & Calil\)rnia Whit 'n,lituft ~Cod( of "Olde of Rtspnndhlt Marl.:etitlg &; 

Ma'l"luthlg Cl)dc" Ad"VtmMilg Stan!lttd," Adnflislng PNCtl(tS'" 

Any advctlrumem which has partkallar PrOOIlCI5 moultinG! be marktled or 
matcrials an:: inkrnie4 fur Adtdts of lega! 
Be« odvcrt!si1" and marketirl/!. 

appeal Ie pefSott!i beluw the legal drinking advert!«d L1~ing any symool,langl.lagc. 
,,~n:ha$( IW' wbo ¢noose to drin~. (U) 11£e is \mact:tptable. (1/3) &e5lUre, eanoon, or Mimfll:ed chani.:tff that Is 

Intended to IIppea! primarily In petSon! below 
No bt1:f idemifielllion, including logos, Uu: kp drinking age. (il.eA.) 

uadernarks, (lr namell should be uud 01' 


Advertising shall not be directe\l to underll.8e 
dril'lkm, (1t8) 


lia~ fur US\'! on clolhmg.. luy!-. 
 No P(~t name, 101:0, 1J1ldClfWk or liCf'llk:l: 
glll\1C'i ilf game: equipment, or ruitc:! mruk ~OOuld he!lSt'd on, or lteeme:d for \l$c:

Adv~i~ing shall OOl$Ugge51 that "inc ormlllt,rials inllmcied fut U$( primarily by on. clt»hirt~ to)'i, gante cquiPffiO'l, oro\l!.er 
wine cookr pruduct re~mbks or b similar to Imllcrials thai an': 11'lIende:1! primarily for u~perWn~ below Uu: legal purtl\ti¢ ~. 
IIl1Utber type Dfb¢vera~ Qt Nodu,,1 {milk.

(It].!.!) by jX'rsotIS be!ow 1M kgal drinking. 8£;C. (II.
soda. candy) haliing JlllnieulM ~ai 10 C.1.}
jX'1'StW below 1.fR Je-gill drIDk:ing og~. {NJ.e}. 

,~--

Ad~e-nbing ~hall not appear in d,ildrtn Of Products should 001 be mlllkted or 
malcnais should not be pieced in 
tkcr ad\'M~ing MId marketing 

Jll\'c'lik maguines" fltw!'paptl'1l. lele'lluion *<htrtised through allY nmlhml "irere the 
m~ines. ~wspS:PCr:i, tek... isiM progfam;s. radm progrJlID$ or QUter media inltflt is to appeal p'inmrify to pelWns below 
pmgnllln, raditl programs, or other the legal drinking agt. (Il,Co,) 

mtd~a where tt'IQ~t orme audieru:e is 


spccirteally Ofientt:d to peroons beluw the 
legal drin!dns: age, (IO.c) 


teaslmably exp«ted 10 be below the 

Jctw plIro:ltak age, (IIJ d) 
 . 

-~~--
(kef adverti~il'lg and mw1a:ting No spedfl(: sepllll'llk provision. Proi:IUCI$ should not be marketed al any ;:vent 
~ti"i1i¢n <m roll¢gC' aod university on a colleEe cwnP,N or all)' ';:(lUetle­
t:arnpllSle~ Of in coUege mediI!., 5hvul(l 

. 
spoJrlSOffl:i r'i~nl 01 ucvelli<:.ed: in campus 

flO1 J;)<J!tflIy consumption ofbeet IIli media cJtCtpt ill in conformilY with policies 
beill8 ;mportwn 10 educatilm, f1(>r ~a11 ptQmul~ by approprialc colkge ofliclal~ 
S:tJ;.enwing dir«t1)1 or indlttelly or (ii) ill me ahsellCe of~uch formal policies, 
dejl:rndesUldying. (I/Ii) with th.t: prior approval <»appropria1e eollege 

of1kials. (ILC.2.) 

Beet r!lS:Y be a4ve:rtlsed illU.l maricttd 

on ooUe~ campuses or III ooUege­
~ events: only when refnlilk.! 


.by lIPPropriale college policy. (6 IZl .. 

This document is a summary ofthe beverage alcohol advertising codes, and serves as a guide to the full texts of these 
codes, which are attached hereto, . 

http:ucvelli<:.ed
http:oro\l!.er
http:underll.8e
http:inkrn.kd
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PROVISIOS Sl'lfUTS 8EER WISE (:K,wrUJtY O)U;'IiCIl. 
{ia D1SCllS <:.:l<k Dnlill«i Spirih Cou3('iI 8f't'r Innituu "Adnrlhinlll &. e.llfom" Wint Jnstitute "Codt of ~COtk ofRnrondble :>br&ifiiag & 

ardf'll ~Codt of Good PuelktH "hMc(,ri". COOf" Ad¥trthh,1t SI.nd.r.,h" ~d¥trtl~ln1i: f'rlltlj(t1I~ 
------- .--­

!'lot'! .dvt:rtisiog or Distilkd spifits oo"erthing and 8~, shoo!.d nut be advtirtised 01 Nu spcdftc s.:paralt: pro~·h;.Um, ProduelS should nol be .uivdy p«lmottd at 
m.rkmng.t markdiog materials should 11¢1 be Iltlrl:eu:d ill any evem when: mMI ofilit: lilly ~ ... her~ mOSt ofdle a:udience is 
ell'eOb .bur mOS( specifically aimed at C"eSlts whcl'e" most audit~ b rell.$Onably cxpeaed to be lildy ro be botlow tht-Icgal drinking b&t:. 
ortht lodicnte i1 oftht! a:udicnce is reas<m3Wyexpeckd brlow!he legall'lUfdlase age. (oUt) (lI.CL} 
brlow Itg., to be below tIw kgal plm:;f\as¢ ag~. (p. 
pord••se agt 3, ~5) )hi~ guideline drn::1 not prevent brew!,..,." 

from ~recting a.;I"eriislllg martetiog 
Fi,ed dtstilled spi:rilS advcrtismg.and mat.cri&S at or neat" lacmtic~ that.c 

1fMrJ..t1iflg malcriai$ a:t facilitfCl umf 
 US«! primarily for a:dult-Qricm.eJ tH~lIlS. 


pri<:n(l1l1y fOf adull-oricoled t:ftlIts fall 
 but wf\kt! m;L:llSlonaJly /1llly be uS«! for 
om:sldc this: guideline. {p. J. *$) an event 1'0 h<l'ft mrn;\ ~ lite' under 

age 21. (0.0 

No d¢pktiOll of Distill~d $pirit~ advertising and Ad~1t1tising shall ooJ \1$¢ music. language, D«r adverti~ifl8 atld l'IWkeling hOOucts should not be marketed or 
childffll. (lr marketing mau:rial! should rot depict a matc.ials wa\lld 1)0( employ any gestures 01 cartoon CtutrnC1ers specifically ad\'crtisW using 3IlY symbol, language., 
ubjt(u, imatH or chitd or porIray obje;;\1l, images, or lIIjsociated with ill" dir«ted t(lwll1d t~tynlooL IlittgniIge. mum, ge~ture. m gesfOre. UiniXl1l, Of enimll!ed <:hNru:ler 1!let is 
uriOM fi",TU cartoon figures !hal Ole populat cfUllxm character !hal is inkrukd In below the legal dfinking aSe. (0 N intended l(I apPeal primarily kf persons below 

predominantly \\,~th children (p. 4, #3)popu1.r appeal primarily 10 pefWl'IS btltrw the !he lep1 drinking "ie. (II C 4.) 
pr«tomiliially Iqal putch&c 4111:e. (lI3.fl) Adn:rtising shall nOI use curren! or 
wUh dtildrcft traditional hclV(lj oflhe young:.uct\ as those proouc-.s should nm b.: I'\Ufkttcl or 

B«r ad~rtbing and mari>cling engagud in pastime$ aud ~pali{jos havinS IKh·crtls.:d tlu'oo&h!he use oJ lII1y 
materials should /xx empJoy any a pankular app¢:~J wpm.ull$ brio"" the !epil <:.nleilltitlme!ll figure ilrteruled \0 nppeal 
enu:rteinmcnt figun:: or group that is (illt'lking ~ge, {#J f) primarily to persoo~ below the legal drinking 
mlendcd !" appeal primw:,ly to j.\trstms &ie. (II.C.S.) 
below !he kgal putthase- age. (n,b) 

Distilled Spirits adv~rti~ing and Beer advertuing and marketing No spcciftc uvarm~ pto1i1sion,No dtPKtkm or No speeifie separate provision. 
SA" ClaGf (]i, m:utelln& mlllerials shootdno!(;(ffitain m$rial$ sltouJd OO! depict Santa Claw" 

(/tJ,e)flny rriigWO'J the nllm(! ofOf dtpic! Sai;1a l"laus or 
figur~ an) lI:ligious tij;lIl'C. ip.4, 1i4) 

lker advertismg and mar\;tliog 
maruials ~hould no( ~mplny religion or 
religious themes, (A16,e} 

Alt Qf .cton.nd Distilled i9iIits should not be ad"ertised To hdp iMIIK that the p«Iple sho""n in Advenising sbailltOt 500W models and ProdIlCU should not be martetnl Of 

prnnollitln luncd 01 pron'll)tl;d by any pc!S.!ln who is or perscrntlitic; in Qd"el1isernents wlm arc under,beer tldvertising an: and 8p~l'I1 to be MVCl1isc:d through the we of~ls or 

iD td~t11i'iltl.Dd 
 appt'ars to be below the Iepi pw(hase $bovc the lfgal purchase lIge, models the legal drinking age, Models slIDuld appear penonalitie~ "ho m below 15 yeaJS offl.&c 
promtmoDl 2g('. ip. 4, 116) and actofS cmp\o\,cd !hoold be a to be 25 years ofag~;)r (l10ct_ (IIJ.a) or wiul 8Jlt: made Wappear, tIltou!1.h clothing 

«­_. ---- - ­-- ..- ~ ­ minimum (If15 ~ars tkt wbstanlialed or OI.M(W(SC, to b.: berow 21 yeai'S<5f.' . 
by ptupcr idmlifk.ation, and ~hould except Where o:herw(~e required bylaw. 
l'Casil1'l3bl) lIppearto he oYer 21 years of {1I.C.l} 
age. (#3.e) 

, ,­

http:td~t11i'iltl.Dd
http:a:dult-Qricm.eJ
http:pro~�h;.Um
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WINE n:~nrRY COUNCIl. 

(ia DISCUS Cud~ 


SPIR1TS BEER... lV1SION 
Dislil1ffi Spinu Coundl 8~f InstiJutt' "AuvtrtisiDl & C.hfornb: Wine IlUIdtul~" 'edt of "Cod~ of Rtspomihlt Mlrketing &. 

~rdrr) Ad$'~rtisi.1: St.nd..rct AdH'rtisillg Pnctir:.u"""<:6d~ of Good f'rutitt M Marketiric Codr" 
.... ---


NudtpiWoa of 
 f)istilled $Ill/it/) ad~ertiliing and B«r ad$'ertismg and !nark«ing A;;!vertiiing shall nol depi~1 wine: Wlru: No product shlWtd be sJwwn IIli belog 
~med in qUlltllllie$ ipappmpiiale to thr 

irrflpo: 
..bum, marketing materials should f)Qrtray materials ~fl(;ll)1d portray ~I m .. cookrS \n qtlantilies i~' !o.tI\e 

respOnSible menn«, {#U., s\llla~fun d~pkted Of ill an itw.lponslble Of 

(ousam 
dis1i11ed spirits and drini;ers in Il titu4tion or inauproprillte fur 1M 'filiI( and 

[l.'sponsible~. (ltth lIItgal manner; I'IM dlould any !id$'mising Of 

should rIOt slww a disrilled spiriu, 
n::sponsibl~ man~c TIlese materials 

nurketing piliClia: encO!.lragt; jrruporu:ibk 
Pf~t being consumed abusiw;ly <.lr 

Beet ad~t'ltisinB a.rld marketing 
materta!s shoUld nol dtpict situatioO$ Adv-en1J;ing shall not d~pict (If dec ribe anr oonsmtlption. or consumption by pll:r.lOOS 

<.\00 f01' medical fettSOOS 5hoilld 111)( eonswm­
~~$si\iely, in an im;$pQruibh: W3y, Qr 

i~rt.ihlY. (p_ ~,/iI?) whem beer is being «mIi1il'l'¥d pot'r5OM engag-cd in acti-vdies not I ,rmal)y 
a»OCillled with th~ mlXkNlle IIU: wine ()( 1hI:: mmiuci. (ItA I ) 

in WI}' way ilJegllily_ {lt2.b} wine cooler<; and a rtspomihle hi ~Ie. 
Ad~rtj5inS dial) nO! be in lit din:(Uy 
adjaRnt to BJI)' ltkvi~ion M l'1I4iu p1'l'lgmOI or 

Ad.eni~lng !Jii\ll not nppear in nt rel:Hy 

int) 

10 any p:int medium. thaI glllllflQri/es or 
adjlll«'nt 10 tdniikm cr (adin pro ,m", cood~ o,'e;.".,nw.lnption or otherwise 
PUftl media "'hich dramatlu: or gl amoore iITt\J)On~ibte OO<l.11UmpOon ofaletloolie 
QVer-¢OnSI,lIflp!v.1Il Oil' inapflroprillt II$( of bevef~. (IUU.) 
aJ~ohulic beH'rogt's, \#5) 

.~~-

No Spci:trac $Cparale provision, 
prumettmIU tn 

No specific IR:pulill¢ pro'iisk»\. No ~pecific separate provi~«m.Qn·premiiiC promotions Sp<lnwred byOQ~r; iH 
d!stillers should enoournge Te$JXlM-ibk , oonstltllption by thMt Iidults wlm 

rtipoa: I. 
flICOII'" 

choolie In drioi arn;I diswuragc 
ro_m ion aClivities that reward ¢xecsslveJ"'lII.,i..-r 


col'Wtl'lpliQTI, (p. 5. N8, 


Comumers-of a p~t should IIDl be 
illto.it; tilll effe(U 

Beer edvertiiing and martdlflg Advertisin!! shalll'lOt dqrid ex des 'ibe thtNo dqi~ (tl1)" (If the Oi~med spirits ~e(lil;ing IIlId 
por'Crayed llJ; Cflg,llIing. in e~ceSS1\lepromotjOfl~ ~uld nut p!lrtray pencIlS eOfl~umplklll of l""rII: or wine coolmat\(etlOg malton!!; should not promole ,",,,'" 
ctl,.,~umptlon, being lnt(!~kated, 01' haviog10 II \tIIte -ofin!l:lxtt_tion or in 11,1))' W1Iy dftets their wcmwl content may ~lhc intoxicating drem ofbl:vel'&gl:of aleo .. """"'.(ilL.) tim oontrol oftlteir fa(;i)loo. TlI«e sJwuJddoohof C<lllSUolption. (p. 5, /1<#) SUBit'.1f thm intDxicltioo is aca:ptahle.~-p"'" 
be lW suggestion that cxu5Sive consumption, 

Wine and W/-n¢ >:OOteK shalt oot dl ,ielor 
rorniuct, jN2.c) 

intoxication, or k>ss ofCQntrol i~ amusing or . 
Beer wivefHsing and marteting di::s<:ribe in thtir advcnising e,\,tel;: ;fvC a prOp¢r subject [(If !I1n"~mcnt or ii\IImY way 
matcn&b sImWd 001 reftr to lII1ly aCce-p\nhle «ntduct {II.A.J.I 
inw,\,iclrtlng eiTetl that the pro<fuct may 

drinkin~ or penons who .ppear 10 
Ihibited. 

produ~. (#9) 
cmrtr-OI Of \Q Oe mappropri:atcly 011 "'" "'" 

I:'rodua m.arketlllg and adn:rti5iog should no( 

ref« in a [al'()rabk manrn:1 to any 
Amrtidng shall not depict tlT !It"S [be IIDY 

(#1 e) 

i,.,to~ica!ing tfl"«1 th31tM prodm:n Meooot 
suggest;<::m tlw txt(5sivt drinking r lOiS of content mlly produce-. (II .A.4 '1'5, 
control i$ atnming or JI pwpeullb: (! for 
amus:enu:nt, (*Ld) . - ­. - -_. . - - - ...~ ---~ --

- J . 

http:SUBit'.1f
http:illto.it
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l'RO\'ISION SPlRITS BEER 
(lit DISCUS CMt OisliIltd Spirit1 Couilell Btu tostitllft "Ad"tfjl~j"l &I 

Muktriag (:ooe"Ikdtl') "'(.:odt ofGuod PJ1Ktke" 

No vonny.1 or. 
penon tDgagt'd ill 
Inyactivit)' 
requiri-x I bigh 
dtgJff of fltrflltU 
ur pb)'linl 
tOOt'dilutioa 

,- ­
~o nrot'i.ticm 
wilh 111(1....9(;1.1 ar 
daagttouJ 
beb.vicn" 

rOr(ray.lor 
colUidmptioh 

Dr-ullik driYlltf 

-' ­

No di~tilkd splrit~ advertising or 
l1'!1I.!'keting materials mould portray 
distilled spirits Ixing oo!)slImed by a 
pr!tr:wn ... im is ef!ge,gcd [II. or IS 
immediately about to ellgage in, III'IY 
acti1lity ,hat n:quilll'S. high degm: of 
akMe~s or physical eoot\iillalion. (p, 
5, N13) 

N\~ di:>(iIl~d Spjri~ adverliStllg Of 

fl'!lII'ktiing activity sh(ruld be 3$SOl:illte<l 
". ith antt.:rocia/ Of dangerol.ls bd'llvJox. 
(p.6./f14} 

Distilled SpifilS may be POnfllyed to be 
fiatt of ftsporu;ibll: pasonal and ~a1 
cxpcrienoes and actiyilk:~. sud1 ti th¢ 
de~~h:lltm ofpert(lll$ in a soc,iII.I or 
mmaAUC setting, perwns wtw!Q)pCll1 lu 
tK .unltliv~ or afflutnl, and pcfSOllS 
who appeBC to be rdning or in IIl'l 

c-njoylllttle :;etling, (1".6,1115) 

Driving while illlllx:ic.ued is I"I,Alirut Iht 
law. Ifulil!ed 5piJits acivertlSina nnd 
nwt:¢I1f1S maurr:ial~ thould nat poruay. 
cncount,g~, Of mndotl¢ drunk drivh\j!. 
(p.6,1I16) 

~ - . ­ -~~ 

8«1 eoMumplion ill iflt(fldt,d lIS a 
!;t)mpitmtllt 10 h:isu«; Of SOCilll activity. 
lker advenl~mg aM marl:.elin& 
activities shmild OO( ass.ocial¢ orponrny 
beer drinking before 01 during Emilies 
in liluacklns which require' II high 
Ikgr~ or 21krtntlS or CIJQTlIination, 
(#4) 

No sp«iflr; $(pAmc proviJ;ion, No specific Sl:pllJll1e provision, No spe!:Uk stpMlt~ proll~ 

Iker may be porlnlyed to he part or 
pcrwnat and social ~'(ptricnt.ts and 
aeti...jtie~. (~S.c) 

Heer advcnisillg Ilnd marli:elll'lg 
makriak should oot portray, ClICOlHlI8t 
pr rondone drunk driving, (lt2.&} 

.~- .- -- ­ -

WINE 

Ctlifontit WilK hutitute ~(:Qlk of 


Advff'iUio« ~Indudl~ 

-

Aswcialion of wine 11M: in conjcl1ctfOfl with 
frats "fdaring or ~~-itie1l rcquilirog Wlm.ua! 
SKill is specifical!y prohibited. (/ll,el 

Adlll:rlil~ing ~hould <:nrourage \hI: proper mt 
ofwifl(. (NJ) 

The imllgl: ofwin~ and wine coolers in 
advertising lind promotlon:\hall be ad.llt· 
crienk:d and soda.!ly TC5p:m~lIbk. I~ l.g) 

When adver'laiO! vi:waJ1y de-pittS a tteoe or 
setting where wine i~ to be 5ef1l(:d. !11th 
&!veni$lng !!bllll include f<JOds. aud Wow that 
Iller are availabl~ Md being uscd or are 
iflkl\\k<;\ to Ix: used, (/I 10) 

Advcrtising shall not show mo<:or vchides in 
$n..h II: way 11:1 to 5UID:C"St that thc)' ~ to be 
Qpr:nled in oonjUMtion wid':! wille or wine 
cooler lise. (11411) 

_	Adverti~jng sbould in 00 way $\.!ggdl thaI . 
win~ or wine cookrs be used in ¢Qflne(:(ion 
"jOt dri1ling tnolQri1:e<i I1dlicle:s. such as 
!illIDIT\()bHe-s, molol:eyG~ 00IUs, 
snOWm(Ib~1e1, <X airplanes, (#4Y2} 

Cf.I'oTURY COl 'NCII. 

"(:ad~ of RMf!(lIlsiblf I !trktfln,;& 


AtkrrtisiDa Pn I:itH" 

.~-

No product shotlld be pM 'ed as bo:ing 
consumed by a pttstm wh~ (1Itl3gC<i in. Of 
1$ im~d!ately aOOul to en :~ (n,4ny_.flKtivily rtw. n:quir(!s a higl 

a1ertrn::ss or physical COOM iltofl, lilleh Ill: 


operating a motM vehicle, !»at. snowmobile, 

IfIOto«:yde, aiq)Jam:. or {)t polernially 

dlugerous eqcipm<:llt. (II. .) 


The5e gl:m:raJ starnlarth rIOt inlend¢d to 
prohibit tas~ful <lliIfl,:~ ad"'entsUtg 
merely ~ it ~uggt spomibk 
oonwmptkm ill an enjo' seuing or by 
adults who appeBC It) be lItU'Kliyr, or 
succenful. Fill" t);ampj, advenising 
does !\Ot vialall:: th¢ pti! oflhuCoik 
merely becalt$!e ii. portrll 
:>-~ at /I sports' ,!1tt; el1l:llt; 

'" pa;ticip>llltii at tht cor 'nofa sports 
tvtnl or other event; 
'" peroons in a husiness, ,or'~ 
sctting.:; 
> pawns wlm appt:ar k atUXlw('or 
.amuent; (If 
'" pc~ who.ll{lpea!" lI: axing Qf 

mwing lim. (II.AS) 

No prodnd .shollid be portrll)' :4 as being 
eoowmed by;l (tCrsun woo is eng_sed in. Qf 

is immediately about !(I enga, ,I: il\, any 
atlivily that requm:s a hIgh d grteof 
ale~ or pb}sieal eoordim :fum, sw:has 
'Jperalirlg a mtJlor vd1kte. bo'at. soowmobilc, 
;0010«:;,(:1(:, airplane, OJ (l(Iu:, pOtentially 
dJJ~rous eqUipment {lJoA.: ) 

'--~. 

-5­

http:ptricnt.ts
http:dangerol.ls
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PROVISIO~ SPIRfT5 
iio PlSCUS Cod( ,)hllU", Spint! Council 

orou) aCf.l(k<.>fGoo!l Prtttitt" 

CCCtpliaItte There shall!)(' tsbbJish<:d Md 
fjUI\olltin¢d a C~ R("'ilc..... Bnlltd. 
",hith ~ban met! ~h.en necemtry 10 
consider ~mnplaints io.dged by DISCUS. 
~f1ll.lt uther irikruttd panies. (p. 

"'J 
Findings. cflh~ mitjority elf the Im\!l!>crs 
nflhl: CQd¢ RC1I¥cw EQard \MJJ be 
communicated prmnpdy It'> the 
rnj'l'QflSibte adrertiser ami in 
:sppropOlttc Ci>(:UIlVlUI11CtS 10 all 

illC:mbrts "f the Boaui of Oirecwrl) of 
DISCU$-. (1' 813) 

BEER 
8eer Ifnritltl( "AdH'l1isillg & 

M.,bfing Codt'" 

A ooPY i}(this cOO¢ $hould be glvcn 10 
(Very brew~ry~yu. wflol~~ 
di~tribUklr Md outside agency wnm;¢ 
r<:$JKlnslbllitks include ad¥:ertising I!l1d 
ntatktting t'o«r. (imm¢4it.ttly oillcr 1# 12) 

WIN£: 
C.lifuraia Wil:«! hulirult "Code of 

Advrniiil'll! Slandardt" 

~ glliddlllt'S shall apply only to 
¥Ol\mlllry s.utiscrilxThuflhis CO'k of 
AdVettislng SWl4.\l.1ds. (appears *1 top of 
page, ;m::teding /ill) 

<':E;"'rtJR\' COU .... CIL 

"Coot oi R~II!ibft ~IJlrkttilJlt & 


Adarli!illll PruUcH" 


fn any case wht!e >\ subscfiN;r [to the 
Century Cuurn:il Code) t:Unslstently fails w 
SlI!I~(y the I¢;jO;tcl'lU:lIlS oftlli5 {Codel. me 

CffiI!lCiI may dt"l1)' me suhscriber!he right t{) 
usc the: Code Scrviec Matk 01 dllom;sociau: 
the sul\s!;ribcr from ftlCmbership in the 
Council. {III fl.) 

April 1997 
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'~'r-c Dislittc(! Spirits Council of ,he UnitQ3 States, I 
Inc, (DISCUS), is the national trade associalicn 
represenling pi-oducers and O1ark€!ers 01 dis!i!led 
spirits sold in the Uniled Slates, ThQ members of 
O:SCUS a6:wt this Code of Good Practice "s gv:de· 
I'nos con:::ernmg :r::e placement and coden! of 
advertising ord markelil1{! F'latGfiais. Those guIde­
lines have two overriding principles: (lj to ensu,e 
responsible, tasteful. and dignified advertising and 
markeling 01 disOed spkils to adult consutlers who ", 
choose to dC'lk ?nO (2) :0 Clvoid ~argeting <ldvertising 
ano n1ar~ciing of disHed spirits 10 !ndvidunls be,Qw 
the legel purchase age. 

The consumption of bevo"age alcohol products 
ras playod <lr\ accepted and important role i~) the 
cultura, and social tmu'jjons cf both nrcie-n: and 
mode,n soc,e!y_ OISCl:S mell'Ders take SPt)c1ui pride 
in their prOdUCts and Ihoir Commitment to pr(lmoting 
responsible consumption by those adults who choose 
to dr'nk, Nevertheless. it IS the obligat:on 01 each 
CC1SWMr who chooses to orinK to B;.jOY bevorage 
fl!ooho: ty:)ouc(s in il. resoollsible 1l10NIOr, 

The dis!iI!ed spirits- Industry acknowledges the 
problems inherenl in abusive consumption Of bever­
age alcohol. arid DISCUS 'nembers remain commit­
tAd :0 ccmimlling nlcchc; abuse. To that end, the 
industry has jOfned wit:l gOYerll:nent ard civic groaps 
in eliorls 10 encourage responsible use of beverage 
alcohol prOducts, DISCUS also actively supports 
:nformallona!, edvcat:onal, fflsearch. ana Ireatr'flenf 
,nitiatives ,n ar. effort to boiler unders;nmJ, prevent, 
and corrm1.\ abuse of its Dfooucls, 

,.. 


",, 



~~ prOducers and marketers of distilled spirils 1. Distl1!ed spirits shoutd not be advertised or 
eneO\.ir3ge /!:l'sponslble decIsion-making r~gafding mar1<eted in any manner directed or primarily
drinking of bevetago alcohol by adults, and diSCGlJr. 'intern:led 10 appeal to persons below the legal 
age Abusive consumption 01 thoir products, The purchase age. 
it:stillCd spirilS Industry urges Ihal adults who cMose 
to drlt\k, do so responsibly, Towards this end, 2, Distilled spirits advertising and mnrketfng should 
DISCUS membors pledge volur)fndly 10 conduct lhCir not be placed in any communication intended to 
advertising ,Viti marketing practices in the United (lppeal prima~ily to individuals below tho logol 
State~'jn accordance with the provisions of this Code, purchase age, 

D.!$CU$ memliers rcoogruze tM11t is no1 possible 3, Distilled spirits 5houl<1 not be advertised 011 

10 cover C"~:ry evcnluo~ilY 31'\d, then:;fore, agree 10 coilef;e <lI"d u;"ivorsHy campus~s or in college 
obseive lr,\) spi'it as well 3S Ihe leller of this Code. ard univorsity newspapers. 
QJe'stic)f',$ 8DO\ll Ihe htcrprctaliQf1 of the Code, 
rnember companies' cOtnrEnnce wHh the Code, and 4. Mar><;o!ing a;;;i'.illies ~or c 3~illc(j s~)lrils ~l'ould i,j! 
the fi~PP Ication 01 :15 pr;)VI$ion;;: are directed to thl) be corducloo O~ :.'Cllege Hf'(l uni\.elsity c<Hl'.p~ses 
GOGo. ~icv ~ BoB'O uJ O;SCUS, except in licer:3ed relflil cslnbliskno'1is locGled 

:',:;: on such caf:1p;Jse.:;. 
.':' 
1<

.:(. 5. Distilled sp:rits a::l'le:t,::ipg iif1d mmke!i'ig shou;d 

\",' . no! be specifically aimed at OVO:1ls whore '\lO.3t 
... o! the audience is reasQnably e:<;JP,c:e\J to bQ 

below the legal purchase age. Fixed d stillod 
spirits advertising and marketi1g materials a: 
lacilities used primarily for adult·orionled Qvt)"lts 
fal! outside this guideline. 

,. 

-. 

3 
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Underage P~rsons 

I, . Distilled spirils advertising 3J,:d fTl.1r\o;ehng materi· 
als we !('lanced for adults of lega! purchase age 
who choose 10 donk. 

2.' The co",tent of distilled spiri!S advcrt:Slng ar;;j 
l1'.arkeling materials should no! be :ntended to 
appeal to individuAls below lhe IGgOI purchase 

. age, 

3,,' Distilled splrilS adVElrtisirg aod rrarkeling :nateri· 
. als Should not depict a chi:d or portray objecls, 

images, or cartoon figur-es thaI are popular 
predominantly wah childfcR 

4. 	 Distilled spirils adVertising and rnatlroUng mal(~ri· 
·afs should not contain the nama 01 Or depIct 

, ,Sanla Claus or any religious figure. 

5. 	 Distilled spirits should not be advertiseo or 
rnarkeled on Ihe comic pages of newspapers, 
magazines. Of oiher publicatiOnS. 

6. 	 Oisli!led spirits shotlld :-'0\ be arJvenlsed or 
promoted by any person who is or appears 10 be 
below the legnl purchase age. 

4 

Socia! f.:I!?,sponsibility 

7, Di$ii"ed sPlrils adve'fsing and marKotl':g malrri' 
nls $ho~!d ponray distilled spirits and d(iqke~s in 
a respo'-.slb:e wanl10r. Thew m;Jiefia:s 3110ulrJ '1ot 
show a dist',!0d spirilS proctucl befng consumed 
abusively or j~responsjbfy. 

B, 	 On-premise promotions sponsored by aislillers 
sy,ou'd encourage rosponsible cOl1sumpf;)n by 
Ir.ose <lduilS who choose 10 drink and discourage] activities taat reward eXCE!ssiveJaousive 

1 cons:..mpliofl. 

9, 	 Distilled sPI~iIS advertising and marketing matori· 
alS should not promote IhO 'Inlo:,,'teatlog elfocts of 
beverage alcohol consumption. 

10, 	 Dislltted spirits adverlising and markQling maleri­
als should coOlain no claims or representations 
that individuals can obtain social, pfoless!onal, 
educational, or alhlellc success Dr status as a 
result of beverage alcohol cQr,sumption. 

11, 	 Oislitled spirits should no! be advertised or 
marke\p)j In any manner associated wJh abusive 
or vio!I,1nJ relationships Of silualions. 

12. 	 Distilled spin!s advertising and market,rrn maled· 
als should no! imply illegal a:;.lMly of allY kind. 

I 

13 No distilled spirilS advertising or mmkcting 
materials should ponray distilled spints b~if',g 
cons:"'rl1ed by a pelson ,,,no is engaged in, or is 
iml11ediaiely about to engage in, arrj activity Iral 
r<?quires a high degree of alerlness or physiClli 
CQordil"la!ioll.

\ 

," 
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14,::,,' No dis::lled SPIr:~$ advertisiHO or f:1ar~e:Jlg 

,~:, activi:y shou".! Qe assDcl9led wi:h Ar~ti-soda; or 
:;, - ::Jangefc:"s behavior. 
';' 

;/;, 


IS. Distil!od spirits may be' pnrtrayed :0 be pw! J! 
,~, responSible Femonal ,mG social experier.:;es and
,';,':, 
:,.;. activities, such as Ihe dep:ction 01 persons j(\ a 
;:-\:,,';;o;;;a! or r0'11ar'lic goNing, persons who 8ppear to 
',':;, ·be Httrac:ive or affiuent",Jnd persons Wll0 ap;:;ear 
, to ce !'oia>:ing or in J.n enjoyable setting. 

Drunk OrlVing 
-",.~".­

~6:~' Driv'ng whilo rllox~cated is against Ihe law. 
;:;, O;"lilled s;:>irits adve~tisinfl Fj(1d marketing ma~eri­
;;'1':' ,a Is sh)Uld not portray, enCOIJra£c, ot r:ondone 
t.t( d'HfTk drty:rg, 
-; ~ 

17.,' .C,s:ilIed spJ:l!s advert sing and rli'lrKCh."'g materi. 
:; als :;hc~)d nol refer to alcohol CCf'!e~! oxcept in a 

stmignlfc:'¥!ard and Idctual manner. 

-;, ' 
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9~~,QJ!!~1! 
18_ 	 No disliHed sp,rilS advertis;rg or marketing 

materials si)ould cor:;ain Ddverlising ::;OiZ,/ or an 
iHuslra:lon unless I! is dignilied, modest. find ill 
good taste, 

19. 	 No dislFloc spir·ts advertising or '1arketi1g 
matelia:s s~{)uld Claim or depict s!):<;oaj p:owess 
as a result of bevE'age al,!.)",:)! consumption, 

20, 	 O:sullcd spirits advert,sing a'ld mar'.<clmg n;aIQ~!­
als should 0<')\ d6\Ji'3~e :he imnge, form, C( status 
oj womeo, men, or 01 any e:h')'c, ;nirvvily, 
$('xu,J:jY-QrlO')led, religious, or ot:'ler group 

21. 	 Distilled SpiNS ;.tr;ve~tising and m;:lrkeling 
maleriols shou!d ~ot ample} rolig,on or rclllj'ous 
them~$, r,or should dlsltled $oirits be advertised 
;n publicRtiOI1S devoted primarily ;0 re:iyious 
tQpics. 

7 



There shall be eSlabfished und maintained n 
,"Code Review Board, which shall meet when 
1·'.11ocesss;y 10 consider complaints tcdged h, DISCUS 
.~. membe:3 or other '.,Ierestcd parties. .. 
':,' , TIlv Cede iiev:cw BQ;);d shnll 00 carl1p' sc-d o~ n,) 
'/:es5 than :ive (5) members in good sfanding of the 
f;'8oart.l of Directors of DISCUS Each member shall be 
..'!3'iecled by a majority vole 01 1M Board of Directors. , 

Findings 01 the majority of Ilia wembers of the 
·},Code Review Board si-:aJl be como1L:rricalec pmmoHy 
·;,:~o Ihe respollsible advertiser <:Hld in aporopr.afe 
;':cirCUlllstanCo$ te fill meo'bers of Ihe i30art.l :)/ 
',"Olroctors 01 DISCUS. 

,; . 

(,:' 

,,', 

... 
'.'.. 
, 
, 
'. 

'.' 

..' '.' 

.. 

I " r 
i ' 
" 

I 
( 
I 
I 

• 

, 
, 

" r:. ( ;f. 
, '-' 

... u ., 

'. l' c, 

, .. 

" , 

.' .~ (. .' , " 

, f.'.~. 

"~ ~ ~ L '-4 ~ t", ~ , , , 

.' 
... 

, ' 

,. 

" ' 
c ,',.. <> 

.
•l> P .(,~"O''O~'(, 

• ! - • 

. " 

.. , 

, ., 

" 
" 

• - <f 

, 

A~Mm~~ro~~~~~ 
~, 

, 

. ,. 

" (. 

• 

, 

,. 

, .. 

" 

".. >,:/,
". '.~ 

' . 

• 




OJ!. 26/97 15; 07 VOJ-OAA(; 	 iii 0021005 

." 

<!Pffirt of tlte Attornfl! (6enmtl 
mas~ingtl1l1, lB. (!i. 211SS11 

March 26 t 	 1997 

To: 	 Elena Kagan 
Domestic Policy 

From: 	 Kent Markus 
Counselor to the 

, 
Subject:, 	Liquor Advertising 

,
I thought it would be useful to recap my understanding of 

the state of play on this matter. I have also set out below the 
items on;which we are awaiting feedback from the White Houae~ 

(1) : Possible FCC "Notice of Ing;uj,rylT , 
Chairman Hundt has indicated his interest in having the FCC 

issue a ~Notice of Inquiry" on the subject of liquor advertising 
on television. Such a proposed Notice, if approved by a majority 
of the Federal Cotmnunicat iona Commissioners f would. authorize the 
commission and its scaff to commence an investigation regarding 

.the consequences of liquor advertising on television. 
,

Following a meeting between the Attorney General and 
Chairman Hundt, and with a green light from White House staffs 
the Justic~ Department began preparing a letter from the Attorney 
General Co the FCC encouraging the issuance of a Notice of 
Inquiry on che subject of liquor advertiein9~ The Department has 
also encouraged the·President and other members of the.Cabinet to 
communicate with the 'FCC on this matter. The approach which the 
Justice Department contemplates taking with respect to the 
Attorney General~s letter, and the approach we have encouraged 
others to take, is to raise questions about the potential 
consequences of liquor advertising on television. OUr goal is to 
indicate to the Commission that we can foresee possible negative 
consequences stemming from liquor advertising on television~ that 
we lack, adequate ·information to make judgments about the matter. 
and that we encourage the FCC to examine the issue. 

secretary Shalala has indicated directly to the Oeputy 
Attorney General# and through her staff to others at the Justice 
Department as well· as the White House, that she opposes efforts 
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to encourage the FCC to issue a Notice of Inquiry on the topic of 
liquor advertising. As I understand them, Secretary Shalala's 
objections are two-fold. First i it is .my understanding that she 
feels as though it is inappropriate for the President or other 
Administration aetors to encourage FCC action in this area unless 
All television alcohol advertising (as opposed to merely liquor 
advertising) is scrutinized. In addition t it is my understanding 
that Secretary Shalala believes that there is a prior determina­
tion of tho AdministratiOn that it would be imprudent to 
encourage the FCC to act in a manner which might impact beer and 
wine advert.,lsing activity on television. Accordingly, it is my 
understanding that Secretary Shalala heli~ve6 that the 
Administration should not engage with the FCC on this topic at 
all. 

Attorney General Reno is aware of Secretary Shalala's 
concerns,but believes, nonetheless, that it is worth raising 
appropriate questions with the FCC about the impact liquor
advertising on television would be expected to have without 
taking a~position on the wisdom of liquor advertising on 
television. She recognizes that raising such questions might 
lead the,PCC to examine the impact of beer and wine advertising 
as well as the impact of liquor adverciaing. but also believes 
that the,incremental impact of liquor advertising, on top of 
existing beer' and wine advertising I is worth examining. ' 

It ia my understanding that the ope will take eteps to 
ensure that secretary shalala has an opportunity to make her 
views known, prior to any decision by the President on 'whether hQ 
and others should communicate with the FCC on this topic. 

Feedback Needed. If there is a prior determination hy the 
administration that no action should be taken which might impact 
the subject of beer and wine advertising on television, the 
Attorney, General would like to know that and consider it in 
making determinations about further OOJ activity in this area. 

(2} 	 Antitrust Activity Regarding Television Liquor 
Asvertisinq 

When the Attorney General met with Chairman Hundt, they aleo 
discussed the possibility of a narrow antitrust exemption which 
would permit collaborative broadcast industry activity dealing 
with the subject of liquor advertising. Chairman Hundt indicated 
that Senator Lieberman wanted to propose appropriate legislation 
in that regard. 

Much to our surprise. when policy staff from our Antitrust 
Division attended their first Hill meeting on this subject with 
staff from each of Senator Lieberman's and Senator Brownback'g 
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o£fices,' and with staff from the FCC, the sUbject was not liquor 
advertising, it was program content, At that and a subsequent 
meeting l our ~&titrust people provided technical guidance and 
assistance O~ drafting matters associated with the development of 
a relatively broad program content antitrust exemption. When our 
people 'asked whether the proposed exemption was also to cover 
advertising content, and particularly whether it was intended to 
reach the issue of liquor advertising I others indicated relati,ve 
indifference. The Senate staffers noted that they would be happy 
to include advertising content in their legislation, but that 
program content was the area about which they were primarily 
concerned. 

While our Antitrust Division is generally disposed against 
antitrust exemptions. Joel ,Klein infonns me that the division has 
not resisted these efforts because they have perceived that the 
currencly-in-development program content exemption is an 
Administration policy objective. 

, 
Feedback needed: ,As you and I have discussed, we would 
appreciate feedback about whet;her a. relatively broad program 
content 'antitrust e~emption is. indeed, consistent with 
Administration policy objectives, whether such an exemption is 
ineonsistent with Administration policy objectives (perhaps due 
to prior negotiated arrangements with the broadcast industry with' 
respect to program content), or whether the Administration is 
'indifferent on the matter. . 

The above reflects my current understanding of the relevant 
activity on this front. It is my intention that this memo serve. 
as a memorialization of the conversations you and I have had, an 
opportunity for me to clarify tho areaS in which we need 
feedback, and a means by which I can communicate to others at DOJ 
the .current situtation as I understand it. Accordingly, I have 
cop~ed this memo to the Attorney General J Deputy Attorney
General; and others at the Justice Department who are involved 
with this matter. . 

Based on all of the above, l' consider the ball to be 'in 
DPe's court. We will not proceed without furth~r direction from 
the: Whit~ House. At your convenience# please let me know how you
would like us to proceed. 

Thanks very much. 



.. ' 
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cc: 	 Janet Reno 
Attorney General 

Jamie S. Gorelick 

Deputy Attorney General 


Eleanor D, Acheson 
Assistanc Attorney General 
Office of Policy Development 

Joel I. Klein 
Acting Assistant Attorney General 
Antitrust Division 

Katrina Weinig 
Senior Counsel 
Office of Policy Development 

IBruce Reed 
Assistant to the president 

for Domestic Policy 



TilE WHITE IIOUS!": 

March 29, 1997 

The attached Bruce Reed memo recommends that you send a 
letter to Reed Hundt asking the FCC to explore what effects might 
ensue given the decision by manufacturers of hard liquor to 
abandon their long-standing voluntary ban on television 
advertising, specifically the impact on underage drinking. 

Background. Tn November! 996, the Distilled Spirits Council 
announced an end to its almost 50~ycar voluntary practice of 
refraining from broadcast advertising. The industry contends that 
it needs to be on equal footing with the beer and wine industries, 

Hundt has challenged broadcasters to refuse liquor advertising, 
and indicated that "government action» might be appropriate If 
they do not In addition. 26 members of Congress have requested, 
as you would in this letter, that the FCC study the effects ofhard 
Jiquor advertising on the nation's youth and consider possible 
action. To proceed along these Jines, Hundt will need the support 
of the majority of the Commisslon. Currently, he does not have 
that support, but he thinks a letter from you could change that fact. 

Rahm strongly supports Bruce's recommendation to send the 
letter, as does the AG. (Note that 101m Podesta has chosen not to 
weigh-in because of past representations.) However, Sec. Shalala 
is opposed. She notes that: l) <lliquor is liquor," and your action 
wiH immediately raise questions about beer and wine 
advertisements; and 2) there is no good scientific data connecting 
liquor advertising with children's consumption, Bruce argues 
that: I) you can explain limiting the letter to distilled-liquor 
advertisements by referring to the SO-year agreement that kept 

, these ads off the air, and urging that we not move backwards~ and 

. 2) as to the lack of data tinking liquor advertising and children'5 


~nsumPtion, your letter is asking the FCC to explore exactly that. 


: _ Send Letter _ Don't Send Letter _ Discuss 

Helen Howell ~ 
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THE WHITE HOUSE 

WA$H1NGTON 

March 28,1997 

I 
MEMORANDUM FOR THE PRESIDENT 

FROM: 'I!RUeE REED 

SUBJECT: LETTER TO REED HUNDT ON DISTILLED LIQUOR ADVERTISING 

Attached is a draft letter, which both you and the Vice-President have reviewed before. to 
R~ Hundt asking the FCC to review what action is appropriate tIl light of the decision by 
distilled liquor manufacturers to begin advertising on television. You and the Vice-President arc • 
tentatively scheduled to announce that you are s.ending this letter on Tuesday, April-1st. I wanted 
you to be awa~ of the background and the some concerns raised abom the letter before you do 
so, 

In November 1996. the Distilled Spirits Council announced that it had ended its almost 
50-year ¥Qlunuiry practice of refrainjng from broadcast advertising. The industry contends that it 
needs to be on equal footing with the beer and wine industries. which cngage in extensive 
broadcast advertising. Although the major networks and cablc companies have thus far refused 
to accept distilled spirits advertising, a few companies have run some liquor ads on television 
and radio since the announcement and other companies are presently preparing large advertiSing 
campaigns. 

As you say in the leuer. Chairman Hundt has opposed any move toward liquor 
advertising, In December, he challenged broadcasters to refuse liquor advertising. and indicated 
that '''government action" might be appropriate if the broadcasters did not do so. He has met with 
the Attorney GCneral to ~ck her support, and she strongly favors sending a letter to Hundt 
urging an FCC investigation of this issue. 

Twenty~six members of Congress have requested the FCC, as you would do in this letter, 
to study the effects hard liquor advertislng on the nation'$ youth and to consider possible action, 
In addition, 11 states have joined Alaska's more far-reaching petition for a FCC rulemaking to 
ban the TV and radio advertiSing of distilled spirits. 

Secretary Shalala is opposed to your sending the letter. She poiot') out that "'liquor is 
liquor," so that your action will immediately raise questions about beer and wine advertisements, 
She also argues ~hat there is no good scientific data (as exists, for example, \vitb respect to 
tobacco) connecting liquor advertising witb children's consumption. , 

I 



I ~onunend proceeding with the letter. You can explain limiting the letter to distilled 
liquor advertIsements by referring to the 50·year agreement that kept these ads otrthe air and 
urging that \ve not go backwards, As for the comparative dearth of scientific evidence. you will 
be asking the FCC to "explore what effects might ensue" from the collapse of the agreemen~ 
which presum~bly will include the colleetion and analysis of dam on the link between liquor 
advertising and children's consumption. Especially given strong intuitive reasons for believing 
tilat such a link exists, it is appropriate for the FCC toO investigate this matter furt11er and take 
whatever actioOn is justifiable in light of the information it acquires. 

1 

To proCeed with the action suggested in your letter, Hundt wiU still need the support of Ii 

majority of the Commission, He currently does not have this sUPRort, but he thinks a letter from 
you -could make the difference. . 

> 

Do you1want to send the letter? Yes, 
No ____ 

2 
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The Honorable Reed E. Hundt 
ChailJ11an. Federal Communications Commission 
1919 M Street, N.W., Suite 814 
Washington. D.C. 20554 

., 
Dear Chairman Hundt: 

I write to ask your assistance in addressing a new and emerging challenge to parents 
struggling to raise safe, healthy children: the decision by manufacturers of hard liquor to 
advertise on television. 

For half a century. these companies voluntarily refrained from such advertising. They 
understood that advertising over the uniquely powerful and pervasive medium of broadcasting 
could reach children inappropriately, encouraging them to drink before it is even legal for 
them to do so. Untit now, these companies have shown appropriate restraint. For as long as 
there has been television, they have known that a voluntary ban was right and they lived by it. 

Now, some companies have broken ranks and started placing hard i'quar ads on TV. ,1 
was greatly disappointed by their decision. I have previously expressed my dismay at this 
action and called on the industry to urge all its members to return to their long-standing policy 
and stand by the ban. I am gratified to learn that, according [0 one survey. the vast majority of 
television stations are declining to air these advertisements. I applaud that 'stand, 

J firmly believe that we have a natIonal obligation to act strongly to protect our 
children from threats to their health and safety. That's why I have fought so strongly to 
impose appropriate regulations on the sale and distribution of cigarettes and smokeless tobacco 
and tobacco advertising that appeals to adolescents, to ensure that our schools and children are 
safe and drug~free, and to combat gangs and violence afflicting our youth. 

I applaua your public remarks calling on the industry and broadcasters to reactivate the 
voluntary ban. I also commend your comments that the Federal Communications Commission 
bas an obligation to consider any and all actions that would protect the public interest in the 
use of the public airwaves. , 

I urge the Commission to take all appropriate actions to explore what effects might 
ensue in light of the decision by manufacturers of hard liquor to abandon their long-standing 
volunlary ban on television advertising, specifically the impact on underage drinking, 

We have made tremendous progress in recent years reducing the incidence of deaths 
due to drunk drjving among our youth. We have taken important steps including: the increase 
in the 19805 in the drinking age to 21 and the passage of zero tolerance legislation for 
underage drinking and driving, But there is more to be done. Too many of OOr young people 
are dying in car,crashes, and too many young people are starting ro drink at an early age, 
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leading to alcohol and other substance abuse problems, 

I would appreciate your help and the help of the Commission in exploring the possible 
actions you could take to support OUf parents and children in response to the manufacturers' 
decision to break: with the long and honorable tradition of not advertising on the broadcast , 
medium. I 

Sincerely,, 

, 




THE WHITE HOUSE 

WASHINGTON 

March 2&, 19n 

,', MEMORANDUM FOR: f3rm:c Reed 
Assistant to the Prc..<;idcnt for 

Domestic Ilolicy 

<, FROM: ~ICSF,C, Ruff 
Counsel to the President 

Although I see no legal Issues in the proposclllctter to Chairman I-lundt. I offer the 
layman's view trat the President should send the letter. I agree with your analysis and bclicw 

I,: ' tnnt Secretary blhalula's concerns about the absence of scicntilic evidence linking advertising and 
underage drinking ought not to prevent the President's taking n strong stand on an issue lhat 

" "', . everyone recognizes is extremely serious. 
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, Clinton Administration Urges FCC to Investigate 

Hard Liquor Ads on TV and Radio 


April 1, 1997 


Announcement: 
Today, President Clinton announced that he was writing to Federal 
Communications Commission (FCC) Chairman Reed Hundt to 1t explore the 
affects -- on children in particular ~w of the distilled liquor industry's decision 
to end its 50-year voluntary ban on broadcast advertising; and 2) determine 
what actions the FCC can take in response to the lifting of the ban. 

Background: 
• 	 In November 1996, the Distilled Spirits Council announced that it had ended 

its alm9st 50-year voluntary practice of refraining from broadcast advertising, 

• 	 In his November 9, 1996 radio address, the President urged broadcasters to 
follow the example of the four major broadcast networks and continue to 
honor the ban to keep liqllor ads off the air, The President also said to liquor 
compa~ies, JiYou were right for the last 50 years when you didn't advertise 
on television; you're wrong to change your policy now, This is no time lo 
turn back." 

• 	 Although the major networks and cable companies have so far refused to 
accept ,distilled spirits advertising, a few liquor manufacturers have been able 
to run some ads on television and radio since the announcement; other liquor 
companies are currently preparing large advertising campaigns. 

• 	 Chairman Hundt also has opposed any move toward liquor advertising. In 
December, he challenged broadcasters to refuse liquor advertising, and 
indicated that "government action" might be appropriate jf the broadcasters 
did not do so. 

• 	 An FCC inquiry can supply the information needed to evaluate the nature and 
extent ~f the problem posed by. broadcast liquor ads and to consider 
approp~jate action. 

Alcohol Use by Youth 
• 	 Alcohol is the drug most often used by young people, Approximately one in 

four 10th grade students and one in three of 12th grade students report 
having had five or more drinks on at least one occasion during the last two 
weeks, 

Clinton Administration: Reducing Substance Abuse by Youth 
• 	 The President has pushed states to adopt a policy of zero-tolerance for teen , 
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drinking and driving or risk tosing Federal highway funds. 

• 	 The PreSIdent's fiscal year 1998 budget includes funding for a state 
demonstration program to drug-test teens before they receive their driver's 
licenses; it also provides incentives for states to fight drugged driving, 
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Clinton Administration Urges FCC to Investigate 

Hard Liquor Ads on TV and Radio 


April I. 1997 


Announcement: 
Today, President Clinton announced that he was writing 10 Federal Communications 
Commission (FCC) Chainnan Reed Hundt to I) explore the effects -- on children in 
particular - of the distiUea liquor industry's decision to end its 50-year voluntary ban on 
broadcast advertising: and 2) determine what actions the FCC can take in response to the 
lifting ofthe ban. 

, 
Back:rnuod: " 
• 	 In November 1996, the Distilled Spirits Council announced that it had ended its almost 

50-year yoluntary practice of refraining from broadcast advertising. 

• 	 In his November 9. 1996 radio address, the President urged broadcasters to follow the 
example of the four major broadcast networks and continue to honor the ban to keep 
liquor ads off the air. The President also said 10 liquor companies. "You were right for the 
last 50 years when you didn't advertise on television; you're wrong to change your poticy 
now. This is no time to turn back," 

• 	 Although the major networks and cable companies have so far refused to accept distilled 
spirits advertising, a few liquor manufacturers have been able to run some ads on 
television and radio since the announcement; other liquor companies are currently 
preparing large advertising campaigns. 

• 	 Chairman Hundt also has opposed any move toward Jiquor advertisi£?g. ]n December, he 
challenged broadcasters to refuse liquor advertising, and indicated tbat "government 
action" might be appropriate if the broadcasters did not do so., 

, 
• 	 An FCC inquiry can supply the information needed to evaluate the nature and extent of the 

problem posed by broadcast liquor ads and to ~nsider appropriate action, 

Alcohol Use by vouth 
• 	 Alcohol is the drug most often used by young people. Approximately one in four 10th 

grade students and one in three of 12th grade students report having had five or more 
drinks on at least one occasion during the Jast two weeks. 

QjntoD Administration: Reducine Substance Abuse by YOUfh 
• 	 The President has pushed states to adopt a policy ofzero-tolerance for teen drinking and 

driving or risk losing Federal highway funds. 

• 	 The President's fiscal year 1998- budget includes funding for a state demonstration 
program to drug-test teens before they receive their driver's licenses; it also provides 
incentives for states to-tight drugged driving. 
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March n, 1997 

MEMORANDUM TO; Bruce Reed /' 
Elena Kagan 
Domestic POllC~
The White House 

FROM, Kent Markus 
Counsellor to torney General 

RE: Liquor Advertising on Television 

I. l1urPQiill.. Sf tlli,@ "l!lmQ 

The Department of Justice would like to know if the 
President will write to the FCC in support of the issuance of a 
"Notice of Inquiry" by the FCC regarding the effect on ehildren 
of broadcast distilled spirits advertising . 

. 

I I ~c Background 

IA . 	 iroc§Qs On November 7, 1996. the Distilled 
Spirits Council of the United States announced 
that it had ended its almost 50 year voluntary 
practice of refraining from broadcast advertising.
Some liquor adds have run on television and radio 
since that announcement, but the major networks 
and cable eompanies have thus far refused to 
accept distilled spirits advertising. 

FCC Chairman Hundt has b"een outspoken in his 
opposition to distilled spirito advertising on 
television. In setting out the FCCts 1997 agenda, 
in a speech on December 2"6. 1996, Chairman Hundt 
challenged broadcasters to refuse liquor
advertising. but indicated that ngovernment 
action tt might be appropriate if the broadcasters 
failed to voluntarily refuse liquor advertising.
Chairman Hundt suggested that "[aln FCC inquiry
would provide a forum to permit interested members 
of the publ1c, broadCAsters, the distilled Gpirits
industry# the academic community, and others to 
voice th"eir views on this new use of the public 
broa.dcast spectrum." (The rel.evant portion of 
Chairman HundtlS speech is attached.) 
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FCC staff have explained to ~e that for the 
Commission to formally engage in fact-gathering,
it must iSSUE! a IINotice of Inquiryu. chairman 
Hundt has not yet asked the Commission to issue 
such a notice. (There are four current 
Commissioners, and Hundt is apparently unsure that 
he has the two votes, in addition to hie own, 
which he would need.) 

B. 	 SJ..lbtU;aIH:.e, - The distilled spirits industry 
characterizes its efforts to engage in broadcast 
ad.vertising as an effort t'o put the industry on 
equal footing with the beer and wine industries, 
which engag$ in extanaive broadcast advertising. 
They deny a link between advertising and 
consumption or abuse, and insist that there is no 
scientific basis for treating distilled spirita 
differently from beer and wine since "alcohol is 
alcohol." 

Chairman Hundt has decried the possibility of 
increased exposur& of children to distilled 
spirits advertising. FCC staff indicate that 
there are studies which show that children have 
little brand awareness when it comes to di&tilled 
spirits I while the1r recognition of beer brands is 
quite high due to the $.30 million of beer 
advertising on television and radio. Sti11, FCC 
staff recognize that battling the distilled 
spirits industry's nequal treatment n argument will 
he tough. 

III. 	iQaUBHlil PRlISIDl!lI!'Ul'J...AC'l'ION 

FCC staff believes that a letter from the President to the 
Commission would have a substantial impact upon Chairman Hundt~s 
ability to obtain the necessary votes in suppore of the issuance 
of a IINot:ice of Inquiry. n At your eonvenience~ we would 
apprecia~e knowing whether the President is inclined to send such 
a letter to the Commission, 

If you have any questions or thoughts on this matter. please 
don't hesitate to be in touch wich me directly at 202/514-3008. 

Attachment 
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The Hard Road Ahead - M Agenda for the FCC in 1997 

Peed E. Hundt. Chairman 


Federal Comrnunkalions Commission 

December 26. 1996 


liquor Ads. i 
, 

One very ""fortunate development in the last few months is the introoUC1ion of broadca;1 
hard liquor ads. For almost 50 years. the disWled-spiriis industry voluntarily refrained from broadcast 
adYertising. in recognition dthe plain !Oct that 1V Is!C() powerful a rredium to U'le for the adYertising 
of aproouct U"e hard r,qUO!'. ReW'ltly. however. the distilled.spiriis courtdl repealed this laudable 
ban. Ads for hard liquor have appeared 00 television •• both broadcast and cable •• and on radio. 

Hard liquor advertising on 1V and radio poses a serious risk to OUr nalion's children. The 
dedsion by the industry to pia"" these advertisermms on 1V and radio is disappointing for p31enf5 
and ~rous for children. VIewers too young to consume distilled spiriis will inevitably be ""POled 
to these ads. 

I Mile called on broadcaster; and cable opel'ilt.orn to ,ust Say No' to this aggressive <:ampaifjl 
by the hard [<quor industry. Broadcast and cable are under no obliga1ion to Q!lT')' these ad. and have 
f!M!ry right to...ruse to do SQ, Icongratulate and thank/>8C, fox. CBS, NBC. TO. Time Waroor. 
Gannett. and others for stating that they will not carry the hard liquor ads. I know that this is not. 
COfl'!>Iete Ii!t of~ that have already aciop1I:d no-liquoqx:illdes, BIery a;rnpany must face an 
indMdual test d COO!denc:e to decide whether these ads are right for our kids. Ihope and trust that 
,each win make the right dedsien. . 

If thtiy don't, the next line of defense is govemment action. Some have raised the question d 
whether the CommIssion has the e>pertise 10 ev.!1ua1e the pubii,·interest repero.ossions of the 
introduction of1hese a<M:rtisemen1s. Surely. c:entraI .;omponent of the CommIsslon~ e>pertise is 
our ability to evaluate the e!fed oftelevision on children. That e><pertise is why Congress entrusted to 
... the resporosiblr<ty in areas such as children'. educational television, inde<;ency ",I... and the V·Chlp. 

OfCOIJi"Se. more information is needed before the CommIssion could deOde whether it 
ought to take ~ with re<peCt to hard liquor adliertising on telelli~on. M FCC Inquiry would 
provide. forum to permit Interested members ofthe public. b~. the distilied· spiriis 
industry, the "",demie a:m-r1\.II'Iity. and others to -oic;e their views on this new use ofthe public 
broadcast spect11Jm. 

M inquiry an <Upply the informrtion needed to ev.oJuate the nature and _nl ofthe 
problem posed by the il<oadG!Slllquor ad" and the proper COIJrse ofactioo. Members of Congress. 
a number ofSlateS. and morrbors of the publl<: M"" _ us to i0oi: Into this issue. Our SIllM<:<y 
obligation to safeguard the publI<: interest ""uires that we do sci. 


