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MEMORANDUM

To; Elena Kagan

H
From: ¢ Ceorge Hacker % 2 %A

Re: Proposed Health Claims for Wine at ATF

Datc: August 1, 1997

As } indicated when we met in the Roosevelt Room on July 8, the Bureau of Alcohol, Tobaces,
and Flreanms (ATF) scoms intent on approving 8 label applicution for wine that would make an
inappropriae ond misleading health claim which could lead to increased alcohol consumption
and highoer levels of alcohol problems. Previously, 1 sent vou a package of information
containing correspondence between the Public Heslth Servics (which opposes the labels) and
other relevant documents, including the Janguage of a recent AMA resolution opposing
“benelicial healt}a elaims” for alcohol.

i
Today, | am forwarding letters to ATF fram Senutors Robert Byrd and Stom Thurmond, also
opposing 2?;5 proposed labels.

One of the avaweti purposes of the proposed “directional” labely is to undermine the cautionary
language of the current required warning fabel. Vice President Gore was the leader of offorts in
the Senate to pass that legislation in 1988; perhaps he is now interested in protecting his
acmmpimhmc:m from attacks by the wine industry. Would you please share this information «
as well as what 1 previously sent to you - with his office. If you need additional copies, please
call me at (202) 332-9110, ext, 343,

Thunk you very much for your considerstion and assistange.

N, 1975 Conneotiont Avenue, N.W., Suite 3060, Washington, D.C. 20008-5728 « (202) 332-9110 » FAX (202) 265-4954

N B f N .
Executive Dircetor: Michae! Jacobson, Ph.D, Pringnd el s &
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STROM THURMOND ¢ RS PRO TEMPAGH
TOUTH GARGLIME { . ' w&gﬁhmwgim .
i
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o | Bnited States Senote |

iy ' WASHINOTON, BE 206 19—a001
WHERAME ATFRLAN

Cuniwral clehvas 1y 28, 1997
Honorable 'Robert Rubin

Secyetary of the Tradeury

1500 Pennsylvania Avenue, MR
Washington, BC 20220

Dazr Mr. §¢crat&zy:

H
It has comé to my Attention that the Bureau of Zlcoohel.
Tobacco and Firssarms (BATY) is concidering a propogal o apprave
hegalth claim statements for wine labels. [ sncourage ycw“gg
oppcse this proposal.

Ag you know, aleechsl apuse is @ serious proplem in owr
Country. For years, grunk driving, uadarage drinking, drinking
during pregnancy, and alcohelism have had devastaving sffects on
the health and safety of our citizens. During the 1880, I
worked very Rard to pags the law that relires alcohol contalners
to carry algovernment health warpning on the label. Thls warning
informs consumers of the dange¥s of alcohol abuase.

i am concerned that 1f the ARTF gpproves apeacial labele for
wing that cleim health bepefits, the intent of the currant healih
warning wilil be undermined. If a wine label suggyeste that .
driaking wine is haslthy, citizena way be ancouraged to arink
more alconel. It iw sound healrh policy tu diseourage ths
consumpiion of alconol, end I strengly urge you Lo roajest any new
labels that may a0tyally lsad te increasdd alonhal consunpiion.

i N
I thank you for ysur attantion to thils magter.

3 » %
With kindeat regards and bast wishes,

H
i

[ QMﬁéxe l?; !

Strom Thurmond \
8T/1x
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H

Tha Honorable Robert Rubkin
Hecretary

Napartment of the Tysapury
1800 Penneylvania Avenue, N.¥.
Waghington, D.Q. 26230

Daaxr Mxr. Secraltayy:

Iv is my undarstanding that the Bureau of Alcohol, Tobagcae, ana
Firaarms (BATF) is considering approving s preoposal to allow
directional health effscts labeling €for wing. I sncourage you
tc oppose the appreval cf health effevts labels.

$
Fileage find enciosed 4 copy of & latter f£rod the Assiatant
Secretary of Mealth of the Depaprtment of Health and Human
Servicas {HH5) to thae Pirestor of the BATF axpressing serioces
concern about approval of diresztional hesith effects labels fox
wing. 1 share ths <&acerns #xprzssded by the Assistant
Secretayy and would hope that the BATY wonld forextall approval
of this praposal, and, instead, work with the HHS to enpure
that any actish takes with regard te labaling does not
jeoperdize the public healih. :

In light of the BATFs anticipated approval of a proposal which
aur natior’s health cfiicials believe could poventfally hexm the
public’ health, I question vhethor ths BATF ls the appropriate
agency: te have jurigdiction over slvohel labeling. Perhaps
Buthority over labeling issues,. which Cclearly have a health
impact, would ke better placed af an agency guch a3 the Food
and frag Ademinjgtration, which har tha hsalth care oxperiliss
and experience t& maks sound public health dewialons.

Aceording to the Nationsl Tnstitute on Alcohol Abuse and
Alcoholiam (NIAARY, alcohol Aahuze and alcoholism zost saclety
ovear 3100 billion annually and esch year over 100,000 deaths
have sicohal~reaiatod gauges. Drusk driving deaths ln 153%
rataled 17,274. Also, alcohel congumption lg related to
incressed vialence and crima. Glven the graat costs (mposad on
goeciaty by alechol consumptlon, I Seiiove thatigranting
government. congent o labels that could potentially ofiset the

. current warning labesls on wine and encourags consunption La 1ll

9 /% 2 QL8206

advisad. I urge you to continue to work with HHS sfficials to
addrass Lheir gonceerns abogt the dffects that diregtlianal
healsh affects lebala could have on the public health.

- DOWVIE: 61 UB-18-L S0 NGLONTHSYR [ 8009 Iaas
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i

Your cansxdarutxon of my congarn in this regard is appreclated,
and ¥ look forward to hearing from you on this jmporiant
m&tﬁﬂr +

With xipd regagds, I anm

y Slpgaraly yours,
) Rabere . Byg
RCAIRL |

Enclogure

3
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-- passed by the AMA House of Nelegates at its June 1937 meeting --

; Refereace Commues D, Pogn 6
\ i (8  RESOLUTION 419 . HEALTH CLAIMS ON ALCOHOLIC ‘
1 2 BEVERAGE LABELS i

3

4 RECOMMENDATION A: ?

5

& Mr. Speaker, your Reference Commitiee recommesds that Resolution \

? 439 aeponded hy incanion on lines 21.23 15 read as fozzws:

g A oo s —

9 RESOLVED, That the American Medical Assoaiation urge the Bureay ’) !
1o - of Alcohol, Tobrooo and Fireatms to continue (6 reject proposals by the i i
1 ﬂ slcahobic boversge industry for ahorization to place Beneficial heaith
12 claims for ¥s products o6 Sontainey Iabals, / l
il i
14 RECOMMENDATION B: 5!
15 )

16 Mt, Spegicdr, your Referencs Comminer recommends that Reschution |
17 419 bo adopied 2 amanded.
18 k
19 Resolution 439 asks our AMA t wge the Buresu of Alochol, Tobr2eo and Firssems 1o rajoot
20 proposals that would permic basith claims on the labels for sicobelic beversgos. l.
i '
22 Limived mt%uarﬁny way heard on Ressimion 433, but it was suggested g positive or favorable
23 hesith olabme be prohidined, since, for exunple, an cogualified stateraent might be conytrwed o
; 24 prohibit sautionary Lmguags regarding drinking sad driving. o
54 .
6
27 (%) COUNCIL ON SCIENTIFIC ABFAIRS REPORT 14 - DRIVERS
b1 IMPAIRED BY ALCOHOL
23 ;
30 KBCG&H%E&BﬁIﬁ34£;
3§
32 M. z&pcsker, your Raf%:mu Committes recommends that o pow
33 Resnmmont Jisaddod to CSA Report 14 o road as fotlows:
24 .
33 That the AMA esucourage the National Higirway Traflic $z£sty
36 Administration to investigate {he feasitility of tohnologies that would
37 proevent an stomobile from beiog started or deivon by an individual with
k1 } £n cxrcessiva blaod alsahel [evel.
3% ! ’
49 RBC?&WDA’KZW B:
41 ' .
42 Mr. ‘Speaker, your Roferepce Commoinee recommends that the
43 recormmendstions in Report 18 of the Council of Scienific Affalrs by
44 adopied 23 amended in Jisu of Resotution 423 (1-95) and the ramaiodor
45 of the repars ¢ Sied.
A6 .
47 Couvncil on Scientdfic Affairy Report 14 pamidtﬁ background o the reistionship of blood alcohol
48  levels to driver impaliaent ond discusses sxperiznces in the United Sustwa and shewhere wish tower
4% lagal biood sicohol timits for drivery, The repor recommaends that gublic cducation messages should
i¢

indicate that “ail smml yse, tven at low levels, impuirg diiver perfarmance sod peses sigoificant

|
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DISCUS meeting with Bruce Reed

intreduction

t
Prasident Clinton has singled out the spirits Industry for oriticiem and discriminatory treatment
avan though scientific evidence and his own cabingt members acknowiedge the reality of the
gguivalency doclrine.

His concern is the effect of broadeast 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 which the Administration has previcusly addressed issues involving youth and the media -- by
encouraging members of aff segments of the industry to come together and work toward a
responsible and voilntary solation,

This is precisely what DISCUS proposed to the President over three months ago. On Apri 4,
1887, DISCUS President and CEQ Fred Meister wrote to Prasidant Clinton and asked him "o
take pointed-action by issuing a call for spirits, beer, wing, and the breadeasiers to '‘come to the
table’ and...develop and agree to a common code of advertising.” LISCUS has never received &
response,

!
This request is 1otally consistent with the ways in which the White Mouse and the Prasident have

dealt with other issues affecting youth and the media -- specifically with respect to {1} lelevision
programs and (2) creating a family-friendly intemet. These approaches arg appacently working
well and the Administration seems pleased with them, Let's review the record briefly.

{
Television programming

t
Tha President was cancemed about violence and adilt content on elevision. He responded to
this by catiing upon representatives from all segments of the indushy o address the problem and
vituntarily devaiop a solution.

On Fehruary 29, 1898 President Clinton announced "[Olur administration, spearheaded by the
Yice President, has worked with broadeasters, cable firms, production siudios am others o
encourage them to find ways to take more responsibilily toward mealing our shared goals.”

!
He added, “As a resull of our discussions, the media and the entertainment industry has agreed o
@ voluntary system of ratings for ielevision programs.

“The work we began here s lust that -- 2 beginning. In our meeting 1 invitad the industry leaders
o come back 1o the White House to report once they nave developed their rating systerns and |
ook forward to the work that they will do”

On Dacember 18, 1908, the Prasident, in a White House briefing with the Vice President
immediately following his meeting with Jack Valent, Eddie Frilts and Decker Anstrom, said “t want
1o thank ihe industry leaders for the television rating systam which they have propased today.
Eartier this vear | asked them ta do this.”

The Vice ?{estdém said, "Mr, President, what you did a year-and-a alf ago.. resutted in your While
House summzz and the unprecedented willingness of this industry to respond as it has, by frying; to
hring |Zsel¥t{>gethef and present the country with its version of what it thinks wilt work...



)
Creating a family-friendly Internet

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

On July 186, jdst 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
representatwes of the industry, parents groups and others who are working together in a strategy
to create a famlly friendly Internet.” He also mentioned that the President dropped by this meeting
and “clearly enjoyed it a great deai.”

Don Gips, Domestic Policy Advisor to the Vice President, was also present at this briefing. Mr,
Gips noted “[t]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."

3

Conclusion ;

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

!
If the Presudent is concerned about spirits advertising on television and its possible effect on our
youth, he should be equalty concerned about alf 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.

From the stanldpoint 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 advertising by focusing soley on one segment of the industry and ignoring the others. As
the Marin Institute stated in a letter to President Clinton earlier this year, “advertising beer on
television and radio raises the same issues as broadcasting distifled spirits advertisements.”

DISCUS relterates its request that the President invite all segments of the industry to come
together, as he has done in connection with television programming and Internet content, and
work out a vo!untary solution to the broadcast alcohol advertising issue.

]
July 25, 1997
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April 4, 1897

The FPresident

The White House

1600 Pennsvivaria Avenue, N.W,
Washington, DC 20500

Dear Mr. President:

While we strongly disagree with your Administration's atternpt 1o single out anly distifled
spirits advertising for discriminaltory examination and action, we want 1o propose a boid
approach to the issue of alcohol advertiging and youth,

Given the fact that your Administration is concerned with youth and alcohol advertising,
the issug of advertising by other farms of alcohol must be addressed concurrently.
Distitled 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 bifiions of dolfars doing s without any great
public outcry or coniroversy.

The fact is that there can be no sensibie or effective analysis of the issue of youth,
atcohol and advertising if beer and wine are not part of that process. f doubt that there
is one alcohol education or anli-abuse group anywhere that would nol 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 citizens, we are as concemed as anyone about
iflegal alcohol use amonyg the underaga. Indeed, our companies have a long and proud
record of educating aft segments of society about responsible alcohol consumption and
afcohof abuse. The distillers colfectively, through the Century Council, conduct effective
community-based programs directed at combatting ilegal, underage drinking.

it is with this {radition of rasponsibility that we propose a process that goes far beyond
your position of “no backsliding.”

DISCUS * 1230 Bre Strecg, XL ¢ Spite 988 ¢ Wahingion, 3G 2000850098 202/628.5541 % FAX: 202/6B 21888
¢,.®,3;



The President
April 4, 1997
Page Two

Respeactiully, the distiflers call on your Adminisiration 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 umﬁed code that sets the same responsible standards for aif forms of
beverage afca&ai {beer, wine and spirits} advertising and also would be the

guidelines for broadcasters.

Currently, each segment of beverage alcohol hus its own code that addresses the
issues of responsibility and youth, buf a common code would improve the status quo
by holding all segments of the beverage alcohol industry and the broadcasters 10 the

same responsible standard.

We respectfully urge you {0 take pointed action by issuing a call for spirits, beer, wine,
and the broadcasters (o "come to the table” and, within no more than 80 days, deveiop
ar) agree 10 a common code of advertising. Your Administration then could use itz
"hully puipit” to attain an effective impact.

H

Your Administration prides itself on creative, dynamic and bold solutions and thus
surely can do more than not just "backsiide.” Your Admiristration has the courage to
bring alf part;es in the beverage sicohol industry {beer, wine and spinits) and the
broadcasters fz:: the table to achieve this comprehensive and sustaining objective.

The spirits indasfry is responsible -- we are willing (o come (¢ the fable now. Your
Administration only has to secure the same commitment from the beer and wine
indusiries and the broadcasters lo work toward this common end.

We would be pisased to discuss this soon with you or anyone in your Administration,

Sincerely,
[ Fred A. Meistér
President/CEQ
FAMck _
Aftachments :
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FOR IMMEDIATE RELEASE CONTACT: Micholle Bennett, ext. 248
{April 1, 1997} , Tresa Coe, ext, 245
(214) 7446233

STATEMENT FROM MOTHERS AGAINST DRUNK DRIVING (MADD)
IN RESPONSE TO CLINTON ADMINISTRATION'S REQUEST FOR
FEDERAL COMMUNICATIONS COMMISSION (FCC) TO INVESTIGATE

e HARD LIQUOR ADS ON TV AND RADIO

Mothers Against Drunk Driving (MADD) applauds the announcement oday by President
Clinton that he is requesting the Federal Communications Commission t0 "take ali appropriste
action” to cxplore the potential effects of the decision of the disalied liquor industry to ond their
voluntary ban on broadcast advertising.

MADD has long been concerned about the impact of all aleohol advertising on underage
consumptiou and last year requested the FCC to exercise its authority to hold public hearings on
this ixsuc to examine and evaluate the role of alcohol advertising in the problem of underage
drinking pursuant to the FCC's authority to determine if the use of the alrwaves to broadcast
alcohol advertising 18 in the pubi;c s best interest.

MADD was dusagpomwd earlier t%us year when scheduled Congressional hearings on alcohiol
advertising were cancelled. However, it has always been our position that the FCC has the
jurisdiction and the authority to provide a public forum for all issues surrounding aleoho!
advertising and we urge the FCC to move quickly in reaponse to the President's request,

' MADD has long advocated that any alcoholic beverage advertising, distilled spirits, beet or wine,

should not target our youth or be created or presented in such a fashion as ® be overly appealing
to those under the legal drinking age.

gaw
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t Statemert ro: PRESIDRNTIAL LETTER URGING FCC TO
' EXAMIME IRACT OF DISTILLED SPINITE PADIO
- & TELEVISIONM ADVERTISING ON CHILDREN

Atridute 0 Sanaicr Qeorge MCGovem
NCADD Natiorwl Bpokespereon

The National Counct on Alcoholism snd Drug Dependgncs, inc. strongly Suppo

Froeiderit Chinton's request 1o the Fedaral Communications Commiseon (FCO) tv
sxamine the impact thiet rasio and television advertaing of diatilied epirits WiB have on
chikdran, The Prewident is oomrect o be wery of the makers of vadka, gin w whiskey
wnd their rmmwiomalwammum_

The Prasident and the FCU shouwd not, Nowever, overicok the fact that our sirwsvers
have lo0g been mwash in beer commercisis it make drinking seem iice & harmiess
activity enjoyed by pacpie who aro whwarys happy, steciive and sucossshd. Iy it any
wonder that teenagers alrady corsims moes Swn & bilion carm of beor each year?
Or that 33% of high school sonions, 215 of tly graders and 8% of sighth grsiine

mnmwnameMgwmw

1t would be a rmisteks o focus only on Gistiled Spirits aovertising SecaLan this Would
sord the wrong museage that Twes beversges ae more slooholis than boet o wine,
While so calied “hand' liguor may pose & grester tyust of siconol poisoning, stndwg
servingt of distiied spirits, dewr and wine alt contin the same smount of Kloohol and
slf can be equally addictive.

Children like ths deer commecciaie they see o ievision end for many, the ade muxe
them wartt t0 use the product. We cen expect mons of the same Yom e mekes of
dietiile apirits; children 9o not Need snoaragement from the Skee of Budwelaer's
mwmnm'mmwmmmwmw

NCADD weicomes Presidont Cinton's efforts & sddress the isaus of sicohol
schsartaing,

41147
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- NEWS RELEASE

For Immediate Reigase Comact: Tara Siegman
Aprd 1, 1997 {2023 332-9110, ext. 341

CSPI Applauds President Clinton’s
Concerns About Liquor Advertising

L3 -

Michael F. Jucobsan, executive dircetor of the Center for Scienve i the
Pubiic Inserest, had the Jolawing comment o Presideny Bifl Chntont's
speech wrging the FUC w ivestigate alcohol advertising on radio et
refevision, :

“President Chrton clearly recognizes that America’s War on Dregs must include
restngting the advertising of alcoholic beverages. Alcohol 15 2 factor in the three
leading causes of death for 13- 10 24-vear-alds unintentional injuries. homicides, and
sw‘zziiiesé We hardly need whiskey ads during baseball garmes 1o further 1empt youths 1o
dnnk. We urge the FCC 10 investigate whether the broadeast of TV and radio
cummez%:izis for Hquor, as well as for beer and wine, is consistent with stations’ public-

interest responsibilities”

CS#f is.a nemprofit health-advacacy arganization that focuses on alcoholic-beverage
probiems, nutrition, and food safety. It is based in Washington, D.C., and is
supported kargely by its 900,000 members wd foumdution gramts. It does not accet
industry or government fumding. CSP] led 2fforts to win passage of the law requiring
warsing labefs on alcoholic beverages and has publicized the nurritional contemt of
meny popular restauran foods.

RS Consecticut Avesue, KW 7 Juite 3007 Washingion, DC 200095718 /{2023 33004 10/ FAX {00 2654954
: Executive Director: Michael F. Jacoboos, Fh D

H



The Marin Institute iﬁﬂ '

for the Prevention of Aleohol and Other &fﬂﬁ Problems

-
i

TRANSMITTED BY FAX Apni §, 1997

Pmsidem;WﬁIiam J. Clinton
The White House
Washington, D.C.

1
H

Dear Mr. President:

Lam wnung on behalf of the Marin Institute for the vaennoa of Alcohol and Other Drug
Problems 1o comumend you for your letter t¢ the Federal Communication Commission
requesting that they investigate the impact of television and radio advertising of distilled
spirits an ;bhiidmn,

The dcciszzlen of the distilled spirits industry to rescing its voluntary ban on broadcast
advertising represents a giant step in the wrong direction. Boes advertising already
saturgtes tbc airwaves, using images and slogans that clearly appcal o young people and
aggravatc our most serjous youth drug problem — alcohol. Beer is by far the alcoholic
beverage of choice among young people, particalarly among heavy youthful drinkers and
drinking c;nvm Their preference for boer is not surprising gives the beer industry’s
deliberate targeting of this age group with slick, sophisticated broadcast advertising.
Research studies find that beer advertising on televiston is a powerful 00l for reaching the
youth market

Clearly the distilled spirits industry is secking to lovel the playing fiekl by moving their
advertising onto the airwaves. This highly unfortunate trend warrants immediate action by
yous a:!mjnixzration and by the FCC. The lifting of distilied spirits industry’s voluntary
ban will increase the attractivene’ss of distilied spirits among young people, sndermining
your adnumstmnou s drug policy goals and putting the lives and safety of our young
people at further risk due to alcoimi probiems.

Until last year, the distilled spu'us inclustry has taken 2 responsible stand -~ one that
recognizes that alcohol is a powerful psychoactive drug that poses serious health and
safety risks, particularly among young people. We believe the beer and wine industries
should be following the past voluntary policy of the dissiiled spirits industry, not the
reverse, !

‘\g\ .

\o

o

i
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!

We therefore fully support your call for an FCC investigation. Advertising beer on
television ami racdio raises the same issues as broadeasung distlind spirits advertisements.
We urge you to follow up this first step with a call for a broader investigation by the FCC

and the Federal Trade Commisston to assess the impact of all aicohol advertising on
broadcast media.

Sincerely,

James ¥. Moshor
Senior Policy Adviser

cc: Diana Mg Canti, Exscutive Director, The Marin Institute
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=== . FACT SHEET

SPIRITS

. COUNCIL DISCUS is the trade association representing producers and

OF THE raarketers of distilled spirits sold in the United States.

UNITED Website: htip./iwww.discus health.org
STATES

BEVERAGE ALCOHOL EQUIVALENCE

All alcohol beverages have one thing in common - they ¢contain alechol. Standard
servings of beer, wine and spirits ~ a 12-ounce can of beer, 2 S-ounce glass of wine and 2
cocktail with 1 1/2-ounces of 80-proof spirits - all contain the same amount of absolute
alcohol. A diverse collection of established experts recognize that “alcohol is alcohol is
alcohol,” and that there is no scientific basis for tmatmg distilled spirits differently from
other beverage alcohol,

* The federal government (Departments of Health and Human Services, Agriculture,
Transportation and Education), Mothers Against Drunk Driving, the National Council on
Alcoholism and Drug Dependence, Blue Cross/Blue Shield and the Natioral Alcohol
Beverage Control Association all measure beverage alcohol equivalence the same way.

L The Dieta ary Guidelines for Americans, published by the U S. Dﬁ;}&ﬂ.m&nts of Agriculture
and Health amﬁ Human Services, define 4 drink of alcohol as " 12 ounces of regular beer, §

ounces of wine, or 1.5 ounces of 80-proof distdled spirits.”

. The Department of Transportation's National Highway Traffic Safety Administration
concurred with other federal agencies in a 1993 Fact Sheet: "Alcohol is alcohol. Beer has
the same effect as straight scotch”

® In & June 30, 1993, USA Today Ediorial, former U.S. Surgeon General Antonia Novelle
wrote: "They (young people) don't realize that one can of beer, five sunces of wine, or
one wine coodler has roughly the alcohol equivalent of one shot of vodka. So deep s their
raisunderstanding that 80% of the students did not know that a 12-ounce can of beer has
the same amount of alcobol as one shot of whiskey.”

. From the National Council on Alcoholism and Drug Dependence, Inc, (NCADD}. “"Beer
and wine contain as much alcohol as liquor in standard servings. A lot of people think
there 15 less risk in drinking beer or wine thaa in drinking Liquor. They may have heard
that the percentage of aicohol is lower in beer (around 5 percent) and wine (12 percent)
than in }zquor {usually 40 to 50 percent). But they may not know that beer, wing and
liquor are also usually served in different sizes {12 ounces for beer; § ounces for wine, and
1 172 ounces of 80 proof liguor). So it works cut that each one has the same amount of
alcohol. 1t's just more diluted in beer and wine than in iquor. Beer, wine and liquor have
the same effect if a person drinks them in a standard size serving and at the same rate.”

L "... astandard drink of regular beer, wine or liquor contains roughly the same amount of
alcohol in different overall volume of liquids.” Enoch Gordis, M.D,, Director of the
National Insitute on Alechol Abuse and Alcoholism (NIAAA), January 21, 1997 letter to
Senator Wendell H. Ford,

DISCUS » 1250 Fye Strces, NW. * Suite 900 ~More- S e
Washingien, D.C, 20005-3998 A FACT ABOUT ALCOHOL CONTERT: m =Y
o L
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Most state driver's license manuals teach the facts of beverage alcohol equivalency.

A 1991 U8, Department 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.
Almast 80 percent of the students do not know that one shot of whiskey has the same -
amount of alcohol s a 12-punce can of beer, Similarly, 55 percent do not know that a 5-
ounce g ass of wine and a 12-ounce can of beer have the same amourtt of alcohol. One
out of three students do not know that all wine coolers contain alcohol.”

A 1996 sum:y conducted by Yankelovich Pqnzzers, Inc, shows an alarmmngly high level of
misunderstanding among American adults about equivalence. Only 39% of Americans
correctiy. answer that a 12 ounce can of beer, 2 5 ounce glass of wine, and a mixed drink
with 1.5 ounces of distilled spirts contain the same amount of alcohol. $3% of Americans
believe a typical mixed drink is more potent than a typical § cunce glass of wine while only

16% say the two drinks are equally potent.

The National Alcohol Beverage Contral Association, the association of the 19 aleohol
control jurisdictions in the US| conducted a public education campaign on equivaiency.
Publc semce advertisements with the message, "A Sobering Fact About Alcohol: 1t's Not
What You Drink, It's How Much” were widely disseminated throughout the 19 control

3unsdic:t{;as

The U.S. Supreme Court's recent reinforcement of the beverage alcohol industry's
commercial free speech rights, in its decision in 44 Liguorman v, Rhode Island, did not

distinguish among distilled spirits, beer or wine.

On June 12, 1595, the Federal Court of Canada repealed the country's prohibiston of
distilled spirits adverntising on television and radio. Prominent researchers and clinicians in
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 @ tS no coherent body of scientific evidence 1o support the differential treatment of
beer, wme and distifted spirits.”

I an aﬁ?éaviz before the Count, Harold Kalant, MD, Ph.D., Professor Emeritus in
?hannacc}lcgy, University of Teronto 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."

Aleohal warning labels, mintmum drinking age laws and drunk driving faws do not
distinguish among distilled spints, beer or wine. -

The National [nstitute on Alcohol Abuse and Alcobolism, HHS, recognizes that alcoho! is

alcohol: {A standard drink is generally considered to be 12 ounces of beer, 5 ounces of

wing, or 1.5 ounces of B0-proaf distilled spirits. Each of these drinks contains roughly the

same amount of absolute alcohol - approximately G. S-ource or 12 grams.” (source:
Alcohol Alert, No. 16}

¥
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Mr. Fred A. Meister
President /CEQD :
Distilled Spirits Council
ef the United States
1250 Eye Street H.W., Suite 300
Washington, 20005~-3998

Dear Mr. »mayé%er.

Thank you for taking the time t¢ follow up on our meeting with

additional information about public nmisunderstanding of the

definition vf a drink, It ssems cloar from both the survey work
you have done and the Departmant's own Inspector General's report
that there is considerable confusion anong the general public
about what canstitutes a drink and the alcohol eguivalencies of

beer, wine and distilled spirits.

é

We certainly 'agree with your assessment that public
misconceptions interfere with informed decision making. With
that in mind, the Department has used the definition of a drink
{12 ounces of, regular beer, % ounces of wine or 1.5 ounges of
Bo~proof dl&tllled gpirits) in & number of publi¢ education
materials, including, as you kndw, the Dietary Guidelines for
America, In addition, the Matlanai Institute of Alcohol Abuse
and Alccholism (HIAAA), at the National Institutes of Health, has’

incorporated the definition intec a number of publications,

including the Alcohol Alert issue on moderate drinking you

1nc1aﬂad 1n your packaqe Lo me ané the reaentzy puhlxshed
: - LEh }

Furtharmar&, NI&&& is in the praaass of preparlng three patient
education brochures on fetal alcohol syndrome which will explain
that any kind of alcohel -- beer, wine, wine coolers, liquor, or
"mixed drinks® ~- ig harmful during pregnancy. Fimally, the
Substance Abuse and Mental Health Services Administrationt's

Center for Substance Abuse Prevention has included this
definition of a drink in its recently revised Editoriasl

Guidelines.

Please be assured that we will continue to work to clear up
confusion on this issue through our amany departmental

publicationa.  You should feel free, as we¢ discussed in our
maeting, to 4 isttib&te our public education materials widely.
I hope this information is helpful.

ncerety,

-

a2 £, Shalala



FINDINGS OF THE OFFICE OF INSPECTOR GENERAL
"DEPARTMENT OF HEALTH AND HUMAN SERVICES
{OEI-09-91-00682)

Yourh and Alcohol: A National Survey. Drinking Habits, Access, Aititudes, and Knowledge
Students do not now the relative strengths of different aleoholic beverages.

Almast BS percent of the students do not know that one shot of whiskey has the same
amount of aleohal 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 alcchol. One
out of three students do not know that all swine coolers contain alcohol.
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CENTER
C PI FORSCIENCE
?i}'ﬁiéﬁ INTEREST

haidad Nutrition Action Healthletier .
INEWS RELE&S E:
For Immediate Release: Cuntact: George Hacker (302} 332.9114, exi, 343

April 34, 1997 Rill Bryant (202} 332.91 kY, exr. 370

PETITION DEMANDS FCC
INQUIRY OF ALCOHOL ADS

Public faterest Organizations From Every State Call For Action

Mose than 240 orpeirmtioss frem every siate in the Union roday urged the Fadusl
Commurications Commission (FCC) to waste e mare time befare barghing a fill iastigation info
droadeast alohol commercials that reach and appeal 10 miltions of choldren,

Fhe groupe srged the Feder! Commanicutions Commission {F0C) not 1o abandon Amenca’s
chnidren 1o Hguor, beer, wrd wing rarkerers They Bemaily petinoned the FOU 1o exarmng the effects
on chaldren of radio and Ievisinn sdvertisving for all s ofakoholi Deverages

Georze Hacker, dirscror af the Altchol Palicies Protect ot the moreprofls Conter for Science in
Ii\e Public Imterest {CSPL} wh&:bomfdir;mé the petition, seid, “The FOU is supposed t insere that
broadeasters serve the public imerest 12 bus a;:izd to shick! childnen fom barmfl programming,
:-%n:iw:li{zg obspersty aad indecensy. Belping protect our children from the seduction of alcohol
aiverrisements certainly deserves as much siention.”

James B Copple. Pressdent ond CEG of Commumty Anti-Drug Coalitiers of America

$CADC AL whick sepresanis 4,300 confitivns across the consmtry, i, "We huve booked inthe pasito

sleohol marketers for mestrind i their adventising. Thet restraint has broben dovwn, We coll woon the
FCC 1o conduct a thorough and balanced investigation into whether public sirweves 2re being used 1o
idwe our chiklmen to drink.”

The sruups wid that the decision by the Distifled Spirits Council of the United States to abardon
1z 48-vear vohmtary bas on brosdesst ads raises “sigmficant public interess issaes” requiring a
comprehensive Notiee of Tguery by the FOO,
' Beerand wine industeies alone poured $706 millon into broadcast advertising in 1995, Citing
the ghit of vouth-oriented aduertising, the petition aiss dacumentad sumersus sisks and consequenes
of youth drinddng thet could be aggravated by liquor commereiats on tebevision and redic

~MORE--
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‘ For vouth, aleohol use mone thanany other simgle Sioior s sesponsible for ooge

" pregrancies, sexaally trensmatied Siseases, ard HIV mfections Aeohol lss fictar in the three

* leading causes of death for vouth aged 15 0 10 years: unistentioml injuries {including motor
vehicle crashes), homigides, and sucides,

Earler this month, President Clinton urged the FCC w mvestigate the etiects of liquor
 commercials on young people. fn addition 1 the President, sume two dozen .5
, Representatives, led by Joseoh P, Kernedy 11{D-MA), Fave requested an FCC 1 nvestigation of
Yguor advertising or mdio and wheviion

Twelve nates and Puenn Rico Bave joined o petition to the agency filed Ingt samwoer by
Alasks®s Governor Knowles seeking 5 ban on broadeast Hgsor ads  Browdceders, sdvertisers,
, #ad aleohutic-hevemge producers vppose Commisslon action

The petition Bled today, huwver, soeks an expanded inniry into beer ard wing
selvertising as weli as iquor cprenersink,

The petition calls fr the FUC Notice of Bupiny 1 foous on e saey

* Whether permitting ligisor and other soobolic. severage commercials is consistest with the
FCC's sesponsibility 1o serve the public imerest;

* Whether the FUC shouid take regulatory action to ban such advertisements, linit ads (o
particular time shom, propose inforrational ammigns to discourage tnderage alcohol
tomsumption, o otherwise reduce the influence of aleoho! commercials on aurdiences
Below the lege! drinking m

* Whether rew legidation s recesary © serve the bl interest,

“We weicome mublc distussion and review of alcohol adveriising standards.”™ said Hagker,
This petitien by maticeal, state, snd local organizetions that mpresest wos of ailions of
-Ameticans, demunstrates widespread concers abont He sxpsion of sloolol advertising inthe
broadeast media. I reflerts the Bshu of the shohoBc-Yevermpe industies” voluriary adveriising
guidelines to protect kids from a steady torveni of alcobof ads. Parents need the Cammission’s
help, got its indifference.”

*Broadcasess, adverisers, and aicoholic-beverage companies will claire tha rhey kave
Corstitutienal right % air beer, wine, and liquor commercials that reach millivos of children,”
Hacker mih. “The Consticstion is 00t 4 suicide pact. The FCC - and Congress « have the
power to act to protect shikiren from inducements to drink that are transomtied oo the public
sirwaves, Challenpes based oo the First Amendment, forexample, Tave Biled 1o overtum FCC
restrctions sad » Congressions! ban un broaddast advenising for cigardtes”

Joiring in the pelition, besides £3PL e the Amedtan Acadenyy of Pediatens, Americas
*Acaéerm of Family Physiiang, American Public Heghth Assoction, Cemar fhr Mol Bdwation,
Children’s Defenze Furd, Child Weifare 1 eagie of Amenca, Commumty Anti-Dirag Cogliiomaof
America, Consumer Federation of Amency, Lating Council an Alsobol and Todagas, Natinry}
-Asgogiation of Alcaholiom ard Bnrp Abitse Coursselars, Natiors? Cousetl on Aleobolisn and
Dirug Dependence, National Organizatics fisr Victim Assistance, Watiom! PRIDE, Natives|
Family Partnership, Nationat Famifies in Action, Natiorat PTA, Treuma Foundation, and Victimg
Rights Political Action Cormensties.
H

The complete Hsk of petitioness, whith i gvaiiable upon request, also includes dorens of
‘other rationsl, state srxd bcat mmmtm clald-advocacy, safity, and akeohol treatment and
peevention groups. Copiis of the petition slbso are vaibble.

wERD-
CSPF s o nonprofis heafthodvecosy organization that facuses oo afcoldicbeverage
presslones, marition, and ford safety, Bused i Waskinguon, 110, 3 is wpgwated ot torpe
gt By the 900,060 swbsiribers to 8 Natition Action Healthlettne 4 doey nek acvepx
HFuniest from bxiusey o govermeis,
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Co-Signers
Petition for Netice of Inquiry on Alcohal Advert:smg

'Cause Children Count Coalition, Inc.,, Washmngion, BC

Action on Alcohol and Teans - A Citizans’ Group, 5t Paul, MN

Alabama Association of Addiction Counselors, Mobile

Alameda Courty Friday Night Live, Fremont, CA

Alaska Association of Alecholism and Drug Abuse Counselors, Anchorage

Alaska Council on Prevention of Alcohol and Drug Abuse, Anchorage

Alaska Council on Prevention of Drug and Alcohol Abuse, Eagle River

Alaska School Nurse’s Asseciation, Anchorape _ -

Alaska Women's i{esaume Conter, Anchorage . )
Aleghol Policy N’mvodc, Berkeley, CA

Alcohol Research liformation Service, Lansing, MI

Alcohol Services, Ine., Syracuse, NY

Alcohol and Drug !gbme Sarvices, Inc., Port Allegany, PA

Aleohol and Drug Abuse of Gregtor Baton Rouge, LA

Alcohol-Drug Information Conter, Bloomangton, IN

Alccholism Council of New York, Inc

Alcoholism and Dintg Abuse Camed of Qesan, Ine., Lakewood, NJ

American Acadenry of Family Physicians, Washington, BC

American Academy of Health Care Providers in the Addictive Disorders, Cambnidge, MA

American Academty of Pediatrics, Washington, DC

American College Heaith Association, Baltimore, MDD

American College of Emergency Physicians, Washington, DC

American College of Nurse-Midwives, Washngton, DC

American College of Physicians, Washingten, DC

American College of Preventive Medicine, Washington, DC

American Council on Alcoho! Problems, Bridgeton, MO

Americat Medical Shﬁcﬁi Association, Reston, VA

American Muslim Comcai, Washington, DC

American Public Hza th Association, Washington, DC

American Seciety of Addiction Medicine, Chevy Chase, MD

Anchorage Schoal Distnict, AK

Anizea Association of Alpohohsm and Drug Abuse Courselors, Phoenix

Atlantic Prevention Resources, Inc., Northfield, NJ

Benton Foundation, Washingion, DC

Hom Freg of Mussissipps, e, Jackson

Burke Comnty Coursil on ﬁic&whsm and Chemical Dependency, Inc., Morganion, NC

Butler Alcohol/Drug and Communiry Services Ine, Meridian, MS

Califormia Association of Alcoholism and Drug Abuse Counselors, Sacramento

Californiz Council on Alsabol Policy, Berkeley

California Latino Alcohol and Gther Drug Caalition, Oakland

Cahforria Provention Congress, Sacramenio

Camden County Coimeil on Alcoholism and Drug Abuse, Inc., Voorhees, NJ

Catholic Charities, Ine., Jackson, MS

Center for Media Education, Washington, DC

Center on Alcohol Advertising, Berkeley, CA

Certified Addictions Counselors of Maryland, Bel Air
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Co-Signers, matmued
Petition for \Iatzce of Inquiry on Alcobol Advertising

Champions fora I}rug Free Kentucky, Frankfort

Charter Behavioral Health System at Cove Forge, Williamsburg, PA

Chemical Dependency Professionals of Washington State, Bremerton

Chester Valiey School, Anchorape, AK

Chald Welfare League of America, Waghington, DC

Children of Alcohwolics Foundation, Inc., Now York, NY

Childrer’s Defense Fund, Washington, DC

Chinook Elsmentary, Anchorage, AK

Christian Citizens of Arkansas, El Dorado

Christian Life Commission of the Southem Baptist Convention, Washington, DC
Chugiak 1iigh Schorl, Eaple River, AK

Clinica Mgr. Osear 'A. Romero, Los Angeles, CA

CommPre/Harizon Services, Inc., Mt Eden, CA

Commiitee For Children, Washingion, DC

Commonwealts Provention Alhance, State Coliege, PA

Commumitios o Prevention, Central, Sants Ara, CA

Community Action chworic, Newhery Park, TA

Community Alcohol Problem Peevention Project, Santa Barbara, CA

Community Ant-Drug Caalitions of America, Alexendng, VA

Community Counseling and Education Center, Fremont, CA

Community Prevention Coalition of Hennepin County, Minneapols, MN
Connecticut Coalition on Youth and Aleohol Drugs Don't Work, Hartford
Connecticut Federation of Alcoholism and Drup Abuse Counselors, Wallingford
Consurner Federation of America, Washington, DC

Consumer Project on Technology, Washington, DC

Council of Chief State School Officers, Washington, DC

Council on Alcohol and Drug Abuse for Greater New Orleans, Melarie, LA

Councif on Alcoholism and Drug Abuse, Santa Barbam, CA

Courscil on Alcoholism and Drug Abuse of Northwest Louisiana, Shrevepornt
Council on Alcoholism and Drug Abuse of Sullivan County, Inc.Recovery Center, Momticello, NY
Dakota County Recciving Center, Tne, Hastimgs, MN

Dauphin County RADAR Network, Harrishurg, PA

Delaware Association of Alcohalism and Drug Addiction Counselors, Wilmington
Detaware County COunc:l on Alcoholism and Other Drug Addictions, I , Dethi, NY
Developing Resources for Education in America Inc., Jackson, MS

Didi Hirsch Community Mental Health Center, Culvar City, CA

District of Columbig Axg, Inc.

Ewplavee and Family Resourses, Inc, Des Moings, 1A \

Florida Association of Alcoholsm and Drug Abuse Counselors, Coral Spangs
Founclry Commumty School, San Jose, CA

Catewny Center for Human Services Substance Abuse Services Division, Kechikan, AK
Gay and Lesbian Community Center of Ventura County, CA ‘

Goneral Board of Church and Saciety, The United Methodist Church, Washington, DC
Gensral Board of Global Ministries, The United Methodist Church, Washington, DC
Goorgia Addiction Counselors Agsociation, Atlanta

Greater Buffalo Cownci! on Alooholism and Substance Abuse, NY

Greater Indianapolis Council on Alcoholise, Inc /NCADD, IN
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Co-Signers, continued
Pefition for Notice of Inguiry on Alcohol Advertising

Gwinnett United In Drug Fducation, Lawrenceville, GA

Hawaii Association of Alcoholism and Prug Abuse Counselors, Honolulu

1ealth Through Art: Signs of Recovery of Health and Human Resource Education Conter, Gaklard, CA

Hollis/Brookline Schools, Student Assistance Program, Hollis, NH

Honzon Commumity Center, San Leandre, CA

tHonzon Services, Inc, Haywand, CA

iilinots Association of Addiction Professionals, Bengenville

Indiana Communities for Drug-Free Youth, Indianapolis

Indiana Counselors Association on Alcohol and Dirug Abuse, indianapolis

Indiana Middle Lavel 1 eadership Institute, Indianapolis

intecfaith Provention Program, Inc, Hayward, CA

Intematonal Commussion R the Prevention of Aleohol and Drug Dependency, Sitver Spring, MD

Joyner and Associates, University Heights, OH

“Just Say No” Foundation, Oakland, CA

Kancas Alcoholism and Drug Addiction Coungelors Association, Topeka

Kentucky Asseciation of Addiction Professionals, Loulsville

Lake County Citizens Comemitize for Aloohol Health Wamings, Tavares, FL

Latino Council on Aleohol and Tobacco, Washington, DC

Laurens County Commission on Alcohol and Drug Abuse, SC

Loma Linda University Chitdren's Hospital, CA

Los Alamos Couneil on Alcobolismylrug Dependense, NM

Los Angeles County Commission on Aleoholism, Palmdale, CA

Los Angeles County Juvenile Assistance Coaliion, Lynwood, CA

Louisiana Association of Substance Abuge Counselors and Trainers, Baton Rouge

Maine Association of Alcoholism and Drug Abuse Counselors, Portland

Maryland Underage Drinking Pravention Coalition, Armapolis

Massachusetts Assaciation of Algoholism and Dirug Abwse Counselors, Fall River

Mercer Council on ‘Algoholism and Dieug Addiction, Trenton, NI

Metropolitan Atlanta Council on Alcohol and Drugs, (ne., Atlanta, GA

Michigan Alcohol Issues Forum, Qlemos

Michigan Association of Alcoholism and Dirug Abuse Counselors, Southfizld

Minneapolis Urban League, MN

Mississipp: Assaciation of Alcoholism and Drug Abuse Counselors, Jackson

Missouri Addiction Counselors Agsociation, Columbia

Missouri Youth/Adult Alliance Against Underage Drinking, MO Assoc. of Community Task Forces, Columbia

Montana Association of Alcobol and Drug Abuse Counselors, Billings

Montgomery County Community Partnership, Rockville, MD

National Association For Better Broadcasting, Beverly Hills, CA

National Association For Public Health Policy, Reston, VA

National Association of Alcoholism and Drug Abuse Counselors, Adington, VA

National Association of State Alcohod and Drug Abuse Ditectors, Inc., Washmgton, DC

National Association an Alcohol, Dirugs and Dusability, Oregon, Wi

National Association on Alcoholism and Drug Dependence:
Califorraa; Central and Northem Anzons, Phoendx; Contral Mississippa Area, Inc, Jackson; Greater Detrait
Arga, M1 Jureay, AR Michigan, Lansing; Middlesex County, Inc., East Brungwick, NJ; New Jorsey;
North Jorsey Arsa, Ine., Moniclair; Northwest Ohio, Toledo; Dakharst, NI, Rochester Area, NY; 8t Louis
Args, MO, San Farrando Valloy, Van Nuys, CA; San Josg, CA,; South Bay Arca, Torrance, CA; Tularg
County, Ing., CA; Washington, C

Nationsl Fansties zt: Action, Adants, GA
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Co-Signers, continued
Petition for Noftice of Inquiry on Alcahol Advertising

National Family Partership, Sait Louss, MO
National Institiie on Media and the Family, Minmeapalis, MN
National Organtzation for Victim Assistance, Washington, C

RightFax

Natioral Organization on Adolescent Pregrangy, Parenting and Prevention, Ing, Washmgm pe

Natioral Parent Teacher Association, Washsngton, DC
Nattonal Prevention Network, Washington, DC
Nebraska Association of Alcoholism and Drug Abuse Counselors, Omaha
Nevada Association of Drug and Alcoholism Counselors, Las Vegas
New Harmpshire Alcoholism and Drug Abuse Counselors Association, North Chelmford
New Hampshare i’mwmsm Association, Concord
New Jersey Assoenation of Alecchotism and Dirug Abuse Counselors, Riverion
New Mexico Alcoholism and Drug Abuse Counselors Association, Albuquenque
New York Federation of Alcohol and Chemical Dependency Counselors, Albany
North Bay Health R%eme.s Center, Petalunta, CA
Noxth Dakota Addiction Counselors Association, Minot
Northern Lights Elementary Schocl, Anchorage, AK
Northern Nevads Assaciation of Alcohal and Drug Abuse Counselors, Carson City
Ohio Association of Alcohwiism and Drug Abuse Counselors, Columbus
Ohio Public Health Asseciation, Pickerngton
Oklahoma Drug and Alcohol Professional Counselor Association, Moo
Orange County Health Care Agoncy, Alcohol and Drug Abuse Servicss, Santa Ana, CA
Orepon Office of Alcohol and Drug Abuse Programs, Salem
Oregon Student Safety On the Move, Convallis
Oregon Teen Leadership in Prevention Institute, Corvallis
PRIDE {National Parents Resource Institule for Drug Fducation), Atlanta, GA
PRIDE - Omaba, Inc., NE
PRIDE of St ‘I‘ammy, Covington, LA
Varents Assncxatm to Neutralize Drug and Alcohol Abuse, Alexandna, VA
Parmership for 2 {)mg Free New Hampshire, Congord
Pasadena Family Center, CA
Penrsyhvuia Association of Alcoholism and Dirug Abuse Counselors, Shippensburg
Permsylvania Council on Akcohol Problems, Hamsburg
Phase: Piggy Back Inc | Harlem, NY
Proventing Alochol Related Teaurrs in Salings, CA

Professional Akoholism and Drug Abuse Counselors Association of the District of Columbia

Public Vouwe for Food and Health Policy, Washington, DC
RID-USA, Inc. (Remove Intoxicated Drivers), Schenectady, NY
Racing Coungil on Alcoholism and Other Drug Abise, Wi
Rhode sland Association of Alesholism and Drug Abuse Coungelors, Providence
Ruth Lilly Center for Health Education, Indianapolis, IN

STAR Alfiance, Indianapolis, IN

Salina All-American Provontion Partnership, KS

San Beniio County:Alcohol and Brug Program, Hollister, CA
San Francisco Medical Scciety, CA

San Lorenzo Unificd Schoot District, CA

Santa Barbara Council on Alcoholism and Drug Abuse, CA


http:Assoeia.im

C.5.F. 1. 472871987 18:01 PaGE &/8

Co-Signers, w:‘:’ztinned
Petition for Notice of Inquiry on Alcohol Advertising

Santa Cruz Police Department, CA
Scott Newman Center, L.os Angeles, CA
Second Change, Inc., Newark CA
Seventh Day A{iventzst Church, Silvar Spring, MDD
South Carolina Association of Alccholism and Drup Abise Counselors, Columba
South Dakota Chemical Dependency Association, Sioux Falls
South Dakota Pius Cormnzmztg Provention Council, Sioux Falls
Southern Minnesota Association of Alcoholism and Drug Abuse Counselors, Fairmont
St Ymeent College Prevention Projocts, Latrobe, PA
Substance Abuse Counselors of Colomds, Denver
Summit Courty Convmunity Partnership, Ing., Akron, OH
Support Team for Youth, Hollis, NH
THUMBS-UP Associabon, Akron, OH
Taku Elementary, Anchorage, AK
Termperancs League of Kentucky, Lowsville
‘Tennessee Assooiation of Alooholism and Prrug Abise Counselars, Nashville
Texas Association of Alcoholism and Drug Abuse Counselors, Augtin
The Arc, Washingion, DC
"1he Association of Alcoholism and Prug Abuse Counselors of Gregon, Porifand
The Children's Heaith Fund, New York, NY
The Health Network, New City, NY
‘Ihe Manocherian Foundation, New York NY
The Marnin Insitute, San Rafael, CA
The Praxis Project, Oakland, CA
‘The Urban Coalition, 3t Paul, MK
Trauma Foundation, San Francisco, CA
United School District, Ammagh, PA
University of Massachusetts, University Haalth Services, Amherst
University of Minnesola at Dulugly, Health Services, Duluth
University of Notre Dame, Office of Alcohol and Drug Education, IN
Lirea Major Flementary School, Fort Richaadson, AX
Utah Association of Alcoholism and Drug Abuse Counselors, Salt Lake City
Vallejo Alcohoi Palicy Coalition, CA
Vallejo Fighting Back Partnership, CA
Vermont Alcohdl and Drug Abuse Coumselons Association, Wallingford
Victims Rights Political Action Commitiee, Washington, DC
Virginia Assaciation of Alcoholism and Dnug Abuse Counselors, Richmond
West Virginia Association of Alcoholism and Drug Abuse Counselors, Wheeling
Wiscorsm Association of Algoholism and Drug Abuse Counsclors, Appleton
Wyaming Association of Addiction Speciatists, Cheyenne
YMUC A - Commumities s Prevention - Norih, Fullerton, CA
Youth Leadership Iastitute, San Rafacl, CA

RightFAX



American Medical Association

Physicizng dedicated 1o the heak of Amerlex

i
£ John Seward, MU 515 Nerth State Strest 313 4845000

Evecutive Vice President Ghicage, lilinols §5810 3124644188 Pax
May 8, 1897

Reed Hundt

Chair

Federal Communications Commission
1919 M Steeez, NV - Room 242
Washington, D 20554

Dear Chairman Pundts

The Americen Medical Assaciation (AMA) supperts President Clinton's request of the Federal
Communication Commission (FCT) to study the impect of the recent decision by the distitled spirits
industry to Lift its voluntary ban on broadeast advertising, The AMA, however, Urges the FCC 1
broaden the study to include the ;mgact af a it aleoko} advertising on céu!drcz;

i
The AMA supponts 4 total boan on all ak;ohc; advertising outside of who%esalc snd retail sies. Sucha
ban, to have the most beneficial effect on our nation’s youth, should also include beer and wine
products. The drug of choice of our youth ig overwhelmingly beer. This is wot surprising givea the
pervasive advestising and prametion of beerand tise majer boer brands on TV, radio and at
pfcfcss ional sports events, rock concorts, on'coliege campuses, community events, and on billbosrds
m every community. These ubzquitnas messages make it difficult for youth not 10 be affectad. By
the time mingrs rach age 18, it is common for them to have seen over 100,000 beer advertisements.

Today, juvenile consumption of alcoliot and college binge drinkiog are nereasing. Tilegal sales of
atoohol products to minors are extensive and highlight the ineffectiveness of current regulations ss
well as the beverage industry's se f«mcmizenng in reducing uaderage drinking. Rather than expand
sleokol adsfcmsmg, we should restrict the ;mmancn of glcohol o them,

The FCC should address this eritical public hea]th problem by cxamining tho impact of ali slcohol
advertising on the behavior of our aution’s youth, As the FCC process proceeds, please consider that
any discussion of a revised code of edvertising for alcohol products should include extensive input
from the medicat, public health, education snd parent communiliss. In every state. alkohol is an
illicit drug for ntinors. The AMA urges the ECC 1o adopt policies which support these state laws,

I
Thank you for the opportunity to comment on this important public health manier. If you bave any
questions, please contast Margaret Garikes at'202.789.7409.

Sincerely,

Hite

P. John Seward, MD

15 0 Years of Caring for the Ca Waery z

1847 « }997
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In 1995, Only 22 Percent of the Total Beverage
Alcohol Advertising Costs Were for Distilled Spirits

Beer
$746.4 million
o - -\ (72.3%)
$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

Beer Spent
$626 million
onTV

Distilled Spirits
($227.6m)

Note: Figures based on measured national media expenditures

Sources: CMR and impact Databank, as reported in Impact, October 1986



Distilled Spirits Accounted for Only 29 Percent of all
Alcohol Consumed in 1995

Beer
(58.9%)

Wine
(11.7%)

Note: Conversion from wine gallons to gallons of pure alcoho! 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 youih.

o "[Bleer seems to have carved out an image ... in the minds of vouth, as a virtually non-

alcohalic, run~of-the-mill soft drnk.”

“They don't realize that one can of beer, five cunces of wine or one wine coocler has roughly

the alcoho! equivaient of one shot of vodka.”
{ U.S. Surgeon General, Dr. Andonia Novello, 1754 Today, June 30, 1993, page 11A))

#

“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. 1t's just that

one’s permitted and the other one is not.”

(U.8. Surgeon General, Dr. Antona Novello, on “To The Contrary”, WETA-TV(PBS), Novernber 30, 1996}

0 “IOlur sample of y{;ung adults perceive beer drinking as significantly less nsky than the

consumption of spirits.”
{Hennessy and Satiz, Jowrnal af Studies om Alcohot 51 422427, 1990, page 426.}

Beer and érirx;king drivers.

i “Beer Is The Beverage Preference of Drinking Drivers”

: Percent
Population Prinking Beer Sourge
13,600 In Jail For DWI . 75% Greenfeld, 1988
5,000 Arrested for DWI in MD 78% NHTSA, 1986
3,000 Arrested for DWI 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 Year  81% SRBI, 1592
1,ZR7 Drinkers 66% NHTSA, 1995

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

o The Hé.ward study identifies “... a subgroup of individuals at high nsk for involvement in
drinking and driving. This subgroup is comprised of young, predominantly white, males {21-
34} in blue-collar occupations with a high school education or less who most often drink

beer,” !

(Harvard School of Public Health, Injury Control Conter, Strategic Advertising Plans to Deter Drunk

Driving: Executive Swmmary, 1995 page 1.3



2.

i

“Those who preferred beer typically drank to higher levels of intoxication, were more Iikely
to éme after drinking and tended to consider driving while intoxicated to be less serious.

‘*’i‘ize':s:::E data contradict the popular perception of beer as a relatively harmless drink of
moderation, and challenge policies of special concessions for the legal purchasing age and

advertising of beer.”
{Berger and Snortum, Journal of Studies on Alcokol 46 332239, 1985, especially page 232.)

Datz from 30 states and the District of Columbia show that "beer consumption was
sigrificantly and positively associated with highway fatalities perhaps because many drivers
consider it a “soft’ alcoholic beverage that will not impair their ability to drive.”

(Colon and Cutter, Journal of Safety Research 14:83-89, 1983, page 83.)

“Since heavy beer drinkers were found to be aver-represented among these crash and citation
problem drinkers,

(1) more research, administrative, and public education concern should be focused on the
effects of beer, the frequent heavy users of beer, and the counteracting of the erroneous and
contrived image of beer as a less harmful beverge than distilled spirits; and

{2} sragi{canzm of the double standards for beer {as opposed 1o distilled spirits) which sanction
and zzzszz_wz:arzaizzc the advertising and distributing of beer at a more permissive social level
than distilled spirits.”

{Parrine, Waller & Harris, “Alcohol and Highway Safety: Behavioral and Medical Aspects™, prepared
for NHTSA, 1971, section 11.2 under “Recommendations”, Underscoring is in the onginal }

|

Alcohol ig alcohol is slcohol.

o

EHl

“A standard drink is generally considered to be 12 ounces of beer, 5 ounces of wine, ot 1.5
ounces of 8G-proof distilled spints. Each of these drinks contains roughly the same amount
of absolute alcohol -- approximately 0.5 cunce or 12 grams.”

{National Instituic on Aleohol Abuse and Alcoholiem, “Moderate Drinking™, Alcohol Alert, April 1992,

page L)'
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Community intervention:
The Saving Lives Program
veryong wants o know about programs that
work. An example of a community irterven-
tion program that has been evaluated is the
Saving Lives Program. It was designed 1o reduce
drinking and driving and o promole safe driving
practices in six communities in Massachusetls.
These communities involved the media, businasses,
schiools and colleges, cifizens’ advocacy groups, and
the police in activilies such as high school peer-led
ecfucation, cotiege prevention programs, akohol-ree
prom nights, beer keg registration, increased lquor

changing young people's altitludes and behaviors
about drinking and driving. Allitudes and behaviors
may be changed by public information programs
designed to persuade young pecple that their risk for
a crash after drinking is higher than they think; tha!
the majority of their peers do not condons or practice
griving after drinking; and thal alternatives to driving
after drinking are available. Perhaps, most impor-
fantly, parents and caring adults need 1o et kids
know that theilr safety and well-being are impontant—
that it matters very much that they grow-up fo
became the terfic human beings that we know they
are,

outlet surveillance, and other efforts.
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- o 19-year-olds who reported driving
after drinking in the month before being
interviewed declined 40 percent com-
pargd with teens in the rest of
Massachusetts. Regarding teens’ per-
ception of law eoforcement in Saving
Lives communities, the proporion of
those who believad that the license of a
parson caught dnvmg after drinking
could be suspemied before a trial
increased, while ithere was no such
change in perception &mong young pec-
ple in ths rest, of the siate. The |
researchers nole that”. the Saving Lives
Program provided a community organi- |
zational structure ‘that enabled private
citizens ang public officials...to develop
theit own innovative initiatives that
markedly reduced drunk driving and
speeding as well as related fatal crash-
es, particularly among young drivers.”

ere's the bottom line—prevent-
H ing drinking and driving among
youth requires laws, their highly
visible enforcement, and community

support of and involvernent in prevention

Two Out

Of Three
Drunk Drivers
Prefer Beer

LET’S
DRAW
THE LINE

APRIL IS ALCOHOL
AWARENESS MONTH

programs. Prevention also depends on

NATIONAL COUNCIL ON ALCOHOLISM AND DRUG DEPENDENCE,

INC. 3
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Record Type: Revard

To: Elena Kagan/OPDIEDP, Bruce N, Reed/CPDIECP, Ranm L Emanuet/WHIEGE, Michele
CrisCifWMHQIEQR
oo Pater ' Kerfe/WHOEOP

Subiect: Distilled Spirits Council

Things continug to haat up on this issue...'m sending over copies of letters and press relsases of
interest from FLC Commissioners for your information. Please take the time to revigw because you
will see that Distifled Spirits thinks the letter from Reno to Hundt is the Pregident’s response
them. They are walling on 3 responss from POTUS to thair letter asking him £0 convens a maetirg.

3
Open Agends mueting 31 FOC s tomorrow,  And so far two of the Commissioners have ¢coma oot
opposed 10 congidaration of this issue,

---------------------- Parwardsd by Tharyl M. CarnteAWHOIEOP on OB/18/87 G118 PR svrevvrvnevmsvnmmnnsn v snoe
fCheryi M. Carter ’ 0671747 |
T ————— i =oes pason e S TR 1 T AN

¢
Record Type: | Record

Ta: Elena Kagan/OPD/EQP

fatoh Feror G'KeefeMWHOIEOP
Subject: Distilled Sgirits Councl)

i just got an urgent message from Tim Dudgeon with Distilled Spirits regarding a letter that went o
Raed Hundt from Attorney Gengral Heno asking him to act. Dudgeon's cail has a very urgent tone
and hg ig concaemead that the AG's letter to Hundt is the WH's anawar 1o their letter to POTUS. We
nesd 1o tatk about this asap. . .piease call me gt 62882,


http:Gener.al

DISTILLED

SPIRITS .
COUNCIL STATEMENT OF FRED A. MEISTER :
OF THE PRESIDENT AND CEO
CNITED~ DISTILLED SPIRITS COUNCIL OF THE UNITED STATES
———— 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 antacking FCC Commissioner Chong for

striking the call for a vote on g Notice of Inquiry into broadeast spirits advertising.

[ 4

The pation’s disthlers counmend Pederal Communiouiions Commission {(FCC) Commissioner
Rachelle Chong for 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 advertising. She has made it clear that the FCC’s authority to ensure
broadcasters serve the public interest does not give the FCC the authority fo censor or discriminate
against the advertising of one form of beverage aleohol, By siriking down the vore for the
consideration of a Notice Of Inquiry (NOI) into broadcast spirits advertising, Commissioner Chong
sent a clear message that she will not tolerate the use of one’s position of power 10 promote a

personal agenda.

Commissioner Chong has the backing of many influential members of Congress who agree that the
FCC has absolutely no jurisdiction over alcohol advertising, Yesterday Senator Conrad Burns,
Chairman, Senate Subcommitiee on Communications, and Senator John Ashcroft, Chairman, Senate
Subcomimittee on Consumer Affairs, sent a letter to FCC Chairman Reed Hundt stating that the FCC
does not have the authority to limit broadcast advertising. Their letter states: Congress specifically
limited the FUC's oversight of advertising by giving that authority to the FTC. ...we urge you to
commit the FCC's scarce resources to the regidatory work at hand - specifically, the implementation
of the universal service provision {as it pertains 1o rural and high cost areas) of the

Tetecommunications Act of 1996,

As Mr, Hundt should know by now, the U. 5. Departments of Health and Human Services,
Education, Transportation, and Agriculture, as well as virtually every alcohol education group, teach
the basic fact of alcohol equivalence - that alcohol is alcohol is alcohol.

Mr. Hundt has so often repeated his personal bias against distilled spirits that it would be impossible
for the PCC w fairly evaluate the industry’s limited amount of broadcast or cable advertising.

If Mr. Hundt was truly serious about alcobol advertising, he would join us in our ¢all 1o the
President to bring together the beer, wine, spirits and broadeast industries to develop a common
code for all alcohol advertising on television. This code would set the same responsible standards
for all alcohol advertising and would provide uniform guidelines for broadcasters.

w30V

DISCUS « 1259 Eye Streer, NW. « Suite 500 oy
Washingeon, [1.C. 20005-1998 A FACT ABOUT ALCOHOL CONTENT: I

202/628+ 3544 « FAX: 202/68)+ 8488
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(Offtce of the Attornep General .
Washingtan, B. & 20530

June 13, 1BW?

The Mongratle Reed MHundg
Chxalrman

Fodewal Sommusicaltiony Semmission
1919 M Streast, NW

Wwaghinguoen. DO 205534

YeREP xr, Shairman:

As the vation’s chief law enforcement offizial, I am
concerned abcut tRe Introduction of nard liguer advertisemerts on
walevision and vadis., T owuuld urge the Fedearal Communications
TomniLssion tc i8ss5u2 8 Motige of Inguiry Lnto e many Lssues
suryounding such advertising.

! believe that the intradustion of hard liguer -
advergisemants cnto uslevisiosn and radiv are matters that requise
savsful study. In sarviculay, such advertising may aggravats an
already sericus risk TO the youtz of our Nation. Recent rageavcn
shows a clear Lirk bewvween alcohel consumption and increaged
domagric violance, youtll viclence and dalinguemey. Thege are
among the many questxan& winich saculd be fully sxplorad beﬁ@g&
sard liguor advertiging on televisien and radio becomes

wiﬁ&ap:&a&

3 Furtner bHel-osvs thar the Fedaral Jommunications Commission
ahould examine thiy malter bacause of 408 unigue s=le in ensuring
what the public iscerest s not undermiced by certala uses of the
public airwaves. Therefors, I scrongly urye the Commisdion no
begin an investigation of this issue as 9000 as posaible; wto
allow all inceresced partiew to come foyxward and present their
views; and to repore an ivs findings to Congress and e the

Pregident,

the Commission should explore whether licuey advartising
aver wihe alectronic media poses a risk to children and to other
groups that may be pa::zca;&*gy suscnpridle o alconrel abuee., In
particulary, the Commisvion ahogld explore whethar [he poddible

rigka Lo ah ldren would Lo mitigated Dy Lime and place
regericrions on such adwvertising. I would uryge the Commissicon to
slieit information from cmecbars of the public, ths medical and
academic communities, broadcasters, cable operators and other
programming providers, a& well as The alcohelic beverage
induseyry, in order to determine the p2ossible effacts of such
advaxzxa;ng, the mitigating impacr of various terms aad

¥
¢
H
H
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Lharrman Reed Yundro :
ars that coulad e oinposed. S olher apprYOPTiang Yesnenass

Thanx yoa 90 your sensideration of ke forageing.

+4

sinterely.

Janey Reno

feoa L,

SRR



DISTILLED |
SPIRITS '
COUNCIL
OF THE |
UNITED
STATES

FADERAL LOVERSHENT RELATIONY

I BCBETO%, e by

JAN KENNEY, Meanent fhveyn =

JOHS FEATIEY. (i oo pur

RESPECR HONEYCUTE A3ER toununs fiv i

i

FEDERAL GOVERNMENT RELATIONS DIVISION
| ~ FAX TRANSMITTAL FORM
TO: : C&u« M
FROM: _ linn Dudsen 682~ 3872
DATE: _ (/%
Fax#: | 4S6-62/8

We are mansimting pages (including this cover page). If there s 9 problem with Bus ransmission, please call 2
BATS. Yhank you for your conperation.

DISCUS » 1280 Eye Streer, KUW. ¢ Sulte 900 ¢ Washingion, [.C. 20005%.3998 méM



Press Statement ' :
of
Commissloper James H. Quelio

June 12, 1997

Re: Proposed Notice of Inquiry on Broadeast Advertisement of Distilled Spirits

I am issuing this press siatement 5 a summary of & mare defaiied eapression of my views on the
ECC s fack of jurisdiction 1o inquire wmto the wsue of advertsing of digtilled spirits on television.
To cut through the demagoguery. thewric, and muscharacterization of my position. I waat 10
sziteraze thas | think that this s5Ue i3 an important sociewal concern requiring government action,

Hardly 3 funily in thiy counuy has been untouched by the wagic consequences of abuse of
alcohoi. | believe not puly that the government should respond but that the government already
hag resporded. | want to report what has been lost in the press spin: (e proper governmental
agency is already investigating the matier. The Federal Trade Cormmussion has two investigations
Drocess.

Accordingly. | support the decision of Commiss.oner Chong to ask the Chairman 1o pull e
groposed NOI an Broadeast Advertising of Distilled Spiris from consideration at the upcoming
cpen agenda meeting. [ capnot support the issuance of the draft NOIL because 1 believe that the
Feders: Communications Commission tacks jurisdictiot 10 consider the subject mater.

I is preciseiv because | want to see e issue of liquor ads on TV responsibly and effectivaly
handled that | do not support sagaging the FCC's investigative, rule making, or hearing processes
‘n what | fear would ulimarely be 2 futile, and possibly coumterproductive, effort to devise an
FCC mandated repulatory “sotution.” As [ stated wher this issue first arose: "In my view, te
‘ssue s not whether sOmeNing must be doge, but rather who can most capably do it.”

Thiy bsus 1s undeniably important,  What is equaily clear o me is that this Federa
Communications Commission 8 an unanthorized forum. We lack jurisdiction and 60 amount of
nectoring wom the Chairman’s supposed "bully pulpit® can chaoge that. | find it significant that
key Congressional leaders agres with Comrmissioner Cbopg's and my decision oo ths
iurisdictional boundaries petween the FCC and the FTC. The good news for all of us concerned
anout e effect of adverusing on underage drinking i thay the maner is being handied
compeienily by the FTC, an sgency that has the requisite jurisdiction and expartiss. The enly
Cown tide i§ tag the FCC will not get to claim credit for sesolving the ixsue in the first ingtance.
When haianced against an unauthorized and unwise forzy into jurisdictional power grabbing, that
ix a result that I an support. -

{ beifeve tat a significans measure of our dul as Commissioners 1o sesk and serve the public
interast 1 oup decisions is 1o refrain from reguiaung wherever possible and certaitdy whore we
are not authorized to act. [ look forward 1o the conclusion of the FTC'¢ investigations and will
we guided by their analysis and recommendations that will be sransmined 0 tis commission
2yrsuant 1o the long-standing metagency agreement,

] -
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Press Suatement of FCC Commissioner Rachrile Chong

- on Broadeast Adverrisement of Distulled Spirits Drat Notice of Inquiry

|

;

{Tecay. I asked the FOCs Chairman to remove 2 drat Notiee of lnquisy regardisg
brosccast sdvertiserment o distilled spints from the Federal Communication Commjrsion s
Tuge 12 agenda meetizg. Whils | share concern abaur the semous socistay problems of
ungerage Srinkicg, drutk driving and alcoholistn, these probiems should He addressad
dirpcei, by strenger zoiorcement of laws resizicring the sale of aleshol o musers, by
improving drivers’ education, and by provrams that wsist recovaring zicoholics. Thew
shouid aor e addressec indirectiv, by an FCT attemnpiing to reduce perceived dermans ko s
blamke: Tan om the ivertising of lawtul products under the guise 7 sublic intares:
scosiderationt reiatiag 10 Dreadrmters.

H

o tae extest that the Chairman's concers 15 liquor advertising that temprs cinor:
23 purchase alcohol. the expentise to examine tne effacs of licuor advertiaing on underage
oersons cieariv rasides at the Federt Trade Commission (ETC), whose iob it is 1o
invessigate faise, Jeseptive and muslesding adventning nr adverising ymed dlegal
auciegres. [n fact. the FTC has taken up rhe issue and a5 two ongoing iavestigations - n
alcobol adverisiog aiready. | am confident char cur sister agency will take acrion if
secessary o protect ihe public interes,

{ agree wirh rhe staremment of Seastor Csmagi 3;}:55 15 Bis April 14, 1997 lemer o
Chairman Fundr, that "any further investigation of (s matter by the FCC would e
nappropnate and would be 3 waste ¢f te FCC'i resources.” Morsover, ail the major
asgworks oo oehaif of thew owned and operated staticns and many reaor br‘eadming
groups dave aesdy volurtanily pledged to deciine 2urd liquor advertising on thair statses.
As 1 fiscaily respoatible Commussioner, | delieve the FCC oughs to be focusing on the
unfmishedt tasks that remain defore it in implernenting the Telecommunications Act of
1996,

To roe extent that the Chairman's coneerns (s the mere presence of truchful liquor
advertising on television dirzcted at adults, 1 oppoese woy FCC inquiry into suck
constitutionally-protecred commercial speech. 1 strongiy disagrse with those who Sugges
that the FCC mawn open this inquiry as 2 step 1oward ansuring that broadeasters sprve tae
public icteress. The FCC's general mandate 10 ensure that specteum is used to sarve the
public interast it aot 3 plenary authorization 1o conduct drozd-ranging inquines uitimateiy
simed at dimating program content. Nor should vur processes be used in 3 biased manner
to puriue oaly one sexor of the industry - disnllec spiries - while allowing the bear and
wing ‘gdusnic? 1o cootinus 1o place advertisaments oo TV, & the draft NOJ proposes.
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1 soennue w0 mz??zzsizf the inporant e Armenurans CTASIGLISLCaS rases o

tas dezate. Thiy is not unplowed yround. [ ke past individuals bave asked the F”CE
1352 *eguj ey zzf:u.(m’ 25 :.’EW‘{ ;ax-t-.r::iémfz:ti of"?mgum {g;ggmg fram sasemabile
(o haod guas 4nd &F TEL3. 3¢ CTwts have ofersa Jirection on what tae FOC mav ana
may 6ot do. osent Cingressional direction. The Supreme Coun bas recognized thar
crurhrul figuor 3dvenising 1§ eatitled 1@ First Amenament sroteczion. While concarnsd
parties can argue taac sloohol adverising gresents 2 heaith hazars sufficien: ¢ jusiify 3
resrriciion on this commercial speech, sue argurments should e :ddressed 10 (oagress. |

- 1 » 0 1 . ‘:MI
che past, counts have lecked to whether Coagress had reacned 1 conclusion that reserics: -

P - 4 + . ‘&vsmw:'\‘}
on speech are rustified o rurther an weporaar government interest. In the cuse of diseiied
spirits, Congress has net made suca 3 judgment. Thus, [ do aot believe the FCC shouis oo
stepping (0 arens Weil bevond our expertise wurhout express stavutesv direcuion,

!]l:i Vghr of all of tae adove, [ be_eve tiar the issue of advesising p:‘zc:i:a by the
hard Uauor industry would be best lefs in <be uds of 2ur sigeer piney, the FTC, s
sddress rhese i$3uss 1o it ongowipg procesdings. I furher action 5 warrintes, Congrers ¢
in the test sosition 1o detide what governunent 3etivn may e approprare,

Meanwzie Dol in the call for all broadeasters anc sdvertisnss to he rmspoanibic
aad respousive to The concerns 4bout alcobar advertsing We do ner wagt ¢ eneouTags

wadersge drnsing of drung drivitg and any volustary actions they can take should be
undertaken 1s gooG corporare citizens. Such volunsary ations couic seciude siring che 1gs
durung bours whea cluldren are not likeiy ro be warching, screening the adversitements fo-
appropristeness. or veiuntarily developiep and airing counter advestsements 1o sdurare (re
suslic 3{30&! the hazaras of driskiag irresponsibly.

H
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Hnited Dratcs Snat

WASHINGTON, 0C 208510 s

June {7, 1997

The Honorable Reed Hundt
{hairman

Federal Communications Commission
1019 M Swreat, NW

Washingran, DC 205354

e —

Denr Chalrman Hunde

As members of the Senate Comumerce Commites, we fiave been following closely the
debate over alconol beverage broadeast advertising. We share vour concerns abowr undarage
drinking and abous the effeess of alcohol sbuse. and. Hke vou. we belivve that the sicohol
beverage industry has & duy o promote responsitle drinking by adults only.

We do not agree. however. with vour proposal o 0pen 2 fermal inguiry o the Fedesnl
Communications Cammission in response 1o distilled spirits advertising on television. While
the FCC does have the authority 1o ensure that the nation’s airwaves are operated in a manner
which protects the public's interest. this authority should nct be interpreted as an invimsion o
the FCC o limit broadeast advertising.

As vou know, pursiant to Section 3 of the Federal Trade Commission Act. the FT(
has the responsibiling 10 ban or resirict talse. deceptive or uniair advertising. Likewise, the
FTC can order an end to advertising directed at illezai audignces. The FTC is the federal
agency with both the advertising expertise and the authoniny 1 evaluate and regulate broadeast
advertising. including the adveniising of alcohol beverage producis,

Congress established the FCC over sixty vears ago w provide for the orderly
devejopment of the United States” welecommumcdtions services. inciuding radio and television.
Congress specifically limited the FCC's oversight of advenising by giviag tha: authority 1o the
FTC., We are not aware of anv provision of the Telerommunications At of 1996 that directs
the FCC 10 ban or lmit alcohol beverage advertising.

We oppose any adverrising direcied at children that promotes the use of a product
which thev cannot legaliv purchase or consume. However, we believe that the FTC -~ and not
the FCC -~ is the appropriate agency to investigate and to take appropriate action. should
deem it necessary. Further. we understand that the FTC has active investigations into alcohol
advertising, and we trusi that, if the low has been violated, the FTC will take appropriate steps
to rescive these cases.

We appreciate the concerns that vou and others at the FCU have raised abour aicohol



H

advertising, However, we urge vou 1o commit the FCU's scarce resources to the regulaony
wark at hand' -- specifically, the tmplementation of the universal servige provision {as it
pertains 1o rural and high-cost areas) of the Telecommunications Act of 1996,

?

Sincerely.

. 14
Chairman {hairman

Senate Subcommintes on Commumeations Senate Subcomminee on Cossumer Alfairs

Conrad Ba# \ Shn Ashcrott
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SAMPLE E-Mail Messages Received as of June 17, 1997
Supporting DISCUS Position on Liquor Advertising

]
1

MESSAGE #1:

i do ot support drunkenness, zleoholism. underage drinking, drinking and
driving, or any other sbuse of alcohol. However [ do support the right of
liquor companies and retailers 10 marke: their producss. Censoring their
television advertisemenis will not soive the peablem -« but it will incanse
Americans who iove freedom. Don't doit!

i.ynne Tierney

MESSAGE #2:

THIS MAN MUST BE STOPPED! ! Banning any kind of liquer advertisment is
msane. Last ime | checked [ wasn't living in Russia! Your country niceds

vou. (3o 1st amendment!

> From: SDoylie@aol com

= To: doyle@epsensrgy com

> Subject: Fwd: Need Your Immediate Help To Stop Censorship by FCC's Reed
Hundt

> I”}azc:;{ucsday, June 17, 1997 1:38 PM

AESSAGE #3:

Ban Liquor ads - Sounds familiar - Booze is legal and so are Cigarettes!!

+
§
H

v
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MES&%GE 44 *
Dhear S%{;

It has come 10 my attention that Chairman Hund: is trying 10 ban
advertising for Hiquor (but not beer or wine) on ielevision. Since liquor is
a legal product. how {s it possibie to ban advertising {or t? His ommission
of beer and wine makes it seem as if there is o hidden agenda. This makes no
sense, and § am opposed to . Although not & Hquor drnker myself, T sull
believe in free speech. :

" %incetely.

i_
Murgie Padnin
MPadgitr{@aol.com

MESSAGE 43;
Mr. President.

1 understand that the FCC Chairman is opposing alconol advertising on TV,
When did the FCC become the guardian of our virtuss?

I am a law obedient. taxpaying and votmng Amencan of mature age {63), with
very moderate drinking habits.

17 excessive drinking is a problem in this counuy a advertising ban would
only be g band aid approach.

] STRONGLY QOPPOSE THIS TYPE OF INFRINGEMENT ON THE st
AMENDMENT,

Smncereiy
Rbrogren:

MESSAGE #6:
[ support éz::;:;:ing R Hundt from censorship of our first right!

Thank You....8ill Dunbar... lowa
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MESSAGE #7:
Dear Mr. Hundt,

Please kezp in mind that a5 a bureaucral, you have no authority to
flaunt the Constitution of the United States, or its Amendments.

Do not atiempt to censor the rights of Ameticans oy American business by
forbidding certain advertisements (such as liquor) on television. It is
201 Up 1o ¥Ou or anvone else 1o decide what people can or cannot say.

Dan Kramer
dan@volatile.com

H

¥
H

MESSAGE #&:

Renegade federal regulator - FCC's Reed Hundt - is trving 1o ban liquor
adverising on TV, [i's OK s adventise beer and wine on TV, why not
liquor? What's the difference? Nons, The internet is next!

Censorship is the activity of tenacle like government control. It must
50D,

i

[ caught wind of this news going around and would iike 10 say a few
words. The FOC and ali gov. should stay sut of the people’s

surisdiction. We do not need a nanny 10 take care of us or to cause us
problems. am a person of honor and decency [ live by God's laws which
means | never break stae laws. | &m a law abiding citizen due 10 the

fact that 'have a moral code. The imposition of heavy handed gov. will
never peacefuily cause law abiding citizens o give way 1o the law,

On a side note, if gov. wants law abiding citizens then why do they seem
i work s¢ hard to crush good morals via the schools and media
sontrolied propaganda?

== H

Matthew Woodbury
Mechanical Design
Louisville-Colorado

H
s
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MESSAGE #9:
FOC Commissioner Reed Hundy,

! amt opposed 1o attempts by politicians and especially by appointed
bureaucrats such as you to abridge the rights of free speech given us ali by
our consurution. Even though T may (as I do in this case) agree with (he end
vou are trying (o achieve (imiting the exposure of alcohol product
advertising) I vehemently oppose the means you are using to achieve it

“The end justifies the means” was the rationale used by Swalin. It still
stinks wrapped in the American flag.

If alcohol abuse is a problem neading legal redress, then the proper venue is
the Irgisiature, not the executive sranch, And if aleokol abuge is the
problem then legislators should deal with alcohol abuse, not alcohol
advertising or alcohol sale.

But then you wouid be the iast person 1o understand this since no one efected
vou © office and you have no iminediale reason to care what people think
cutside the Beltway. Nevertheless, a radically good plan for the long temn
preservation of your bureaucracy would be to pretend that you care what people
outside your little "ruling coterie” think and act accordingly.

PFaul H. Davig

FQ Box 230708

Anchorage AK 99523-0708

Ph: 1-907-337.6886 Fx: 1-310-734.1727
Emel: pau@davis-company.com

MESSAGE #10:

The decision as to what material (books, advertising, movies. et al.) is

good or bad for the community shouid be dectded by the compumity, not by a

smail, UNELECTED body of anonymous people, that is to say, the FCC. This

is no longer democracy; this is no longer freedom: this is fascism. Fifty

vears ago, my grandfather and his generation fought a war 1o stop this kind

of thing, but now they seem 1o be fighting for it. This is the first step

in the decline and fall of any great natios, and this will not be tolerated.

Darklord76@sol.com This will be shor, as it will probably not be read;
é/ Id!?? Read 7905821352
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MESSAGE #11:

i
Hells,

Kindlv leave the |st amendment alone. It was worked well all these
vears 30 direct your energy on something that is more important.

Thank vou,
Bob & Bounie Lee

B

i

MESSAGE #12:

My, Hundt:

[ am writing 1o oppose yowr proposal to ban hgueradson TV. [do not
drink liguor and { have small children, but { am nevertheless opposed to
your proposal because [ consider it an unreasonable infringement of free
speech, and 1o no real beneflt. The problem you are concerned with 15 not
consumption of alcohol per se, but abuse of glcohol and a possible rise in
drunken driving. A ban on TV ads is not [ikely o be effective in
protecting against either of these hamms, nor are TV ads hikely to
encourage underage children to start drinking. Undersge drinking is far
more likely to result from observation of pareats’ or celebrities’ drinking
habits than from viewing of advertising. Like millions of athers, 1 saw
thousands of beer commersials 35 a child and yet did not become a beer
drinker as a chiid, and in fact I still rarely drink deer (or any kind of
aleohal for that matter). | think you are overestimating the effects of
advertising on a decision to consume the product category (liquor) as
opposed 16 wnflusnce on a brand choice oace a consumer has made the
decision to purchase the product category.

For these reasons, I urge vou to recousider your proposal and cancel any
plans 1¢ ban hquor adventisingon TV,

Douglas C. Frizdman

225! Stone Rd.

Ann Arbor, M1 48105
}

1

H

i



MESSAGE #IX:

Sirs:
[t is:my belief thet the FOU attempt to ban Liquer advertising from TV
is contrary 1o th: spirit and letter of the constitution.
[ am in favor of TELLING the FOC that they are the “Servants of the
~ Conatitution”, not the "Masters of A New Age”.
The leve!l of Censorship in our society should be determined by law, Laws
should be mads by ELECTED Representatives, not appomted individuals.
Please move 10 keep the FCC within the guidelines of their ACTUAL
AUTHORITY.

Thank You
5%, Seott Clayton
;\*!Sfi'???‘?@azzi,wm

i
}

MESSAGE #14:

Tt as been brought to my attention that you have set your sights on the Ist Amendment,
In this day and time when the REAL middle class of American can speak for there seif
it seems that you would walk 2 ktile liter when it come to Uying 16 ke away the rights
or the People that put you in office,

H
inthe very way that you speak of change entitles you to free speech

§ El Ly s .
But when it comes time for the American People 1o speak it become a
mconvenient for vou.

We must all remember that when it comes 10 the time @ stand and fight for owr nights,
that the American people will alwavs win and that the ELECTED Peliticians will
always lose.

Thank vou

B

Jerry Hare

MESSAGE #15:
| came to this country o be free. Flease stop censorshipt!!

Sincerely,

Dmitri Eroshenko
dighalNATION
de@dn.net


http:count.ry
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:xzzssfms 416:

f am told that the FOC is connidering a ban on somé types of alcoholic
beverage advertising on TV, Tihis is 1o add oy support in favor of this
araposel, as | am attempring o acquire stock in those industries that
will be exempt from the ban. Also, | fee] that this is an appropriate
rime 10 introduce a ban on red, blue, vellow, and orange fractors.

4

John $. Hall mailto:jh30895@decre com
John Deere Parts Distnbution Centsr
1600 First Avepue B, Milan, [L 61264

MESSAGE #17;
{)ca.rf Sirs.

Censorship should not be commonplace in owr ¢ountry. Please be aware that |
am onc of many people who are aganst it. { hope that at elected and
zppointed officials that you will serve the want of the many and not the wan1
of the few. [ belteve strongly thal | am in the majority{although usually
the silent majority).
Best Regards,
Ana?zc’ Pamin

i

4‘
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May 21, 1997

, !
MEMORANDUM FOR BRUCE REED
FROM:  Cheri Carter
SUBJECT:  Meeting with Distilled Spirits representatives

Tomorrow you will meet with Fred Meister, President & CEO of the Distilled Spirits Council,
Timothy Dudgeon, Direcior 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 their request for a meeting with you,

;
L2 . . .
The attached information is for your review,

A} Letter from Fred Meister, President & CEO of the Distilled Spirits Council to President
Clinton, 4/4/97.

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

<) A mairix comparing the advertising codes of the Spirits, Beer and Wine industrics
{produced by the Distilled Spirits Council).

Dj\ A copy ti:)f the Distilled Spirits Council “Code of Good Practice™
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; Aprit 4, 1997
i

The President t

Tha White House )

1800 Pannsylvania Avenue, NW.
Washington, DC 20500

Dear Mr. Pregident;

While we strongly disagree with your Administration’s attempt 1o single out only distilled
spirits advertising for discriminatory exarmination and action, we want 1o propose a bold
approach to the jssue of alcoho! advertising and youth,

Given the fact thal your Adminisiration is concerned with youth and aicohol adveriising,
the issueg of advertising by cther forms of alcohal must be addressed concurrantly.
Distilled spirits has been advertising on television and radio in a very responsible way,
but with relatively few gds for only the past seversi months. Beer, however, has been
advertising for decades and has spent bsf!zafzs of dollars doing so without any great
public oudery ur controversy.

The fact is Zﬁar 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. | doubt thal there
is one alcohol education or anli-abuse group anywhere that would not supgort this view
that any Fedaral analysis of alcoho/ advertising absolutely must have beer and wine
inciuded, Attached are some racent letters from Such groups.

Aa distiliers, as parents and as good cilizens, we are as concerned as anyone about
ilegal alcohol use among the underage, Indeed, our companies have a long and proud
record of educating 8l segments of society about responsible alcohof consurmption and
alcohol abuse, The distillers collectively, through the Century Council, conduct effective
community-based programs directed sf combatting jilegal, underage drinking.

it is with this tradition of responsibiliy that we propose a process that goes far beyond
your position of "no backsiiding.”

£

DISCUS « 1240 £ve Street, MWL # Suite 900 + Washington, 0.C. 20005-3998 202/628:3544 » FAX: 202/652.8888
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The President
Aprit 4, 1897
Page Two

Respectfully, the distilfers call on your Administration to publicly reques! end expect that
the distiflers, brewers and vintners together with the brosdcasters will meet under the
aegis of your Administration. Your tasking to the group wouid be for them to
develop a unified code that sets the same responsible standards for all forms of
beverage alcohol (beer, wine and spirits) advertising and also would he the

guidelinas for broadcasters.

Currently, each segment of beverage alcohol has its own code that addresses the
issues of responsibifity and youth, but 8 common code would improve the sfatus quo
by holding all segments of the beverage alcehol industry and the broadcasters to the
same responsible standard. ‘

i .
We raspsctfully urge you to lake pointed action by issuing a call for spints, beer, wins,
and the breadcasters 10 "come to the table™ and, within no more than 30 days, develop
and agree to a common code of adventising, Your Administration then coyld use ils
“bully pulpid” to attain an effective impact,

Your Administration pndes Hself on creative, dynamic and bold solutions and thus
surely can do more than not just "backslide.” Your Adminisiration has the courage o
bring all parties in the beverage alcohol industry (beer, wine and spirits) and the
broadcasters to the tablg fo achisve this comprehensive and sustaining objective.

i :
The spirits industry is responsible — we are willing to come to the table now. Your
Administration only has 0 secure the same commitment fram the beer and wine
industries and the brogdcasters 1o work toward this common end.

3
We would be pleased to discuss this soon with you or anyone in your Administration.

: Sincerely,
H

!

Frod A. Meistér
President/CEQ

FAM: Gk
Attachments
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mg ‘ markszers of distitled spirits sold in the United Siates.
CONTACT: ELIZABETH BOARD PHONE: 202-682-8840

DISTIL:LERS CALL ON PRESIDENT CLINTON TO REQUEST
A COMMON CODE FOR ALL ALCOHOL ADVERTISING

Washingéon, D.C., April 4, 1997 - The Distilled Spirits Council of the United States
{stéu 3) sent a letter to the White House, calling on President Clinton 10 use his “bully pulpit”
to bring together the heer, wine, distilled spirits and broadcast industries to devise a common code
of sdvertising, DISCUS President and CEOQ Fred Meister announced at a press conference today.

DISCUS' call for action came in response to President Clinton's statements Tuesday
asking the FCC 10 examine the effects, if any, of spints advertising on television. DISCUS
criticized the Presidemt’s proposal stating that it ignores more than $9 percent of the alcchol
advertising on television.

“Dunng ;'tixc ?%cs& dent's address, he made & statement that is seriously incomplete. The
President satd the ‘kids should have no business with liquor,™ said Meister. "1 believe that every
parent and alm%ci abuse expaﬁ would say that kads should have no business with any form of
alcohol - beer, i&irzc or distilled spirits - period.” _ ‘

In the %e%wr, DISCLIS urged the President 10 ask for the distillers; brewers, and vinmtners
together with the broadcasters to "come 10 the table" to develop and adopt a common code for
alcohol acivcrziéing within 90 days. |

*The spirizg industry is responsible -~ we are willing to come to the table now. Your
Administration only has to secure the same commitiment from the beer and wine industries and the
broadcasters to work toward this common end * said Meister, )

The code would set the same responsible standard for all beverasge alcohol advertising and

. also would provide uniform guidelines for the brosdcasters.

DISCUS - 1250 Eye Sureer, N.W. - Suite 900
Washingion, D.C. 200055936

2062843544 « FAX: 201/682-8888

horp/ fewew discus herith.org/
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"For decadg‘}s,, our members have demonstrated through numerous alcohol education
cfforts that we are ;a responsible industry dedicated to combatting alcohol abuse, including illegal,
underage drinking,” said Meister. "It is with this tredition of responsibility that we propose 2 bold
and innovative call for action that goes forward and far beyond the Prexident's stated goal of 'not
backsliding.™ i

Meister cited new polling data from Yankelovich Partners that showed that 61 percent of -
Americans did not know that typical servings of beer, wine angd spirits contained virtually the same
amount of alcohol. The poll also showed that the majority of Americans -~ 62 percent —~ said that
understanding the equivalency of standard servings of difforent types of alcohol beverages is
helpfisl to them in making decisions sbout responsible drinking. :

"These findings demonstrate why the 1.8, Departments of Health and Human Services,
Agriculwre, Tranaportation and Education teach aleohol equivalence,” said Meister. "It is 2 basic,
essential and cnitical fact.” _ ‘

Meister also unveiled an industry-produced commercial about aicohol equivalence that
was rejected by a network.

*To ezmu;age other groups to expand their alcohol equivelency education, we recently
tried to deliver ti;i; impartant equivalence message to the public through & commercial produced
by the spirits industry,” said Meister. “Unfortunately, the network we wanted to buy time from to
run the message w:ouié not sceept the gd.

| &k

£
Copres of the DISCUS commercial are available for members of the media. If you are interested in
receiving a VHS or Bc:acam foxide) copy of the commercial, please comact the Public Issuey Division at
{202} 682.8840.
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Aprit 4, 1397

The President

The White House

1800 Pennsylvania Avenue, NW.
Washington, DC 20500

Dear Mr. Presiz;{ent:

While we strongly disagroe with your Administration’s attempt to single out anly distilied
spirkts advertising for discriminatory examination and action, we want 1o propose & boid
approach to the issue of aicohol adverising and youth,

Given the fact that your Adminisiration is concemed with youth and alcohof advertising,
the issue of advartising by other forms of alcoho! must be addressed conturrently.
Distiflad spirits has been adverdising on television and radic in a very responsible way,
but with relalively fow ads for only the past severs! months. Beer, however, has been
advertising for decades and has spent billians of doliars doing so without any great
public outcry or controversy.

The fact is that there can be no sensibie or effective analysis of the Issue of youth,
alcohol and advertising if beer and wine are not part of that process. | doubt that there
Is one alcohol education or anti-abuse group anywhere that would not support this view
that any Federal anailysis of alcotisi advertising absolutely must have beer and wine
included. Atlached are some recent lefters from such Qroups.

As distiffers, as parents and as good cilizens, we are as concemed as anyone about
Hegal alcohol use among the underage. Indsed, our companies have a long and proud
record of 6dacarzﬁg all segments of sociely about regponsible alcoho! consumption and
alcohol abuse. The distiliers collectively, through the Centiry Counctil, conduct effective
community-based programs directad at combatting ffegal, underage drinking.

it 1s with this tra'dizian of responsibilily that we propose a process that goes far beyornd
your position fo “nio backsliding.”

DISCUS » 1250 Bve Surect. MWL @ Spire D00 ¢ Washingon, D.€. 20008 3968 302/428.3544 s FAX: 201/682.8888

—
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The Prasident
Aprit 4, 1997
Page Two

Respecifully, the distiffers cali on your Adrministration to publicly request and expect that
the distiflers, brewers and vintners together with the broadcasters will meet under tha
aegis of your Administration. Your tasking to the group would be for them to
develop a unitied code that sets the same responsible standards for all forms of
beverage alcohol (beer, wine and spirits) advertising and also would be the
gmdeiines for broadcasters,

Currenily, eac:h segment of beverage alcohof has its own code that addresses the
issues of rasponsibility and youth, but a common code would improve the status quo
by holding all segments of the beverage alcohol inGustry and the broadcasters to the
same responsible standard,

We respactiully urge you fo take pointed action by issuing a call for spints, beer, wine,
and the broadcasters fo "come 1o the table” and. within no more than 90 days, develop
and agree o a common code of gdvertising. Your Administration then could use its
“Bully puipit” to attain an effective impact.

i

Your Administration prides itseif on crealive, dynamic and bold sofutions and thus
surely can do more than nof just "backslide.” Your Administration has the courage 1o
bring &l parties in the beverage alcoho! industry (beer, wine and spirits) and the
broadcasters to the table to achieve this comprehensive and sustaining objactive.

The spirits industry is responsible - we are willing to come to the table naw. Your
Administration only has 10 secure the same commitment from the beer and wine
industries and,the broadcasters to work toward this common end.

We would be g}feaseé to discuss this soon with you or anyone in your Administration,
i

% Sincerely,

Frod A, Meistér
Prasident/CEQ

FAM ck
Altachments

Bs



BEVERAGE ALCOHOL ADVERTISING CODES COMPARISON!

FROVISION SPIRITS BEER WIkE CENTURY COUNCH,
¢in DISCES Code Distilled Spirits Councit Heer tnstitute “Advertising & Californis Wine Institare *Code of “£'ode of Respansible Marketing &
orider) “Code of Good Practiee™ Marketing Code™ Advertsing Standards™ Advertising Practices”
No sl vertising or Frstifled spinits should nol be adventised | Bosr advertising and stketing Any advertsenent which has panicalar Praducis shoutd not be marketed or
marketiag or musrketad in any sunner direeted or materisis are intensded oy mdudts of legal | appeat 1o persons Yelow the legat drinking advertised using any symbel, langiage,
directed or prirsaily intended to appeal to persons purchase ags who choose o drink. (#3) | age is unaceeptable. (#3) gusture, Carteon, or aimated character that is
privonrily infeaded | Bolow the logal purchase age. (p. L 81) intended to appeat pricnarily o persons helowe
ta appesi to No beer idemifivation, including logos, Advertising shall not be directed 4 vndernge the dngal drinking age. (11543
woderape Dissitied spitis advertising and tradesnurks, or names shoshd be used or | drinkers. (#8)
marketing materials are intonded for Hoonsed for use on clothing, toys. ' Wo produst name, logo, tradomark of seevige
adules of fopal purchase age who choose 1 gavies or game equigment, or other - . mark should he asedd on, or Hoenced for use
w drink. ip. 4, £1) mterials inlended for use primarily by z&a‘ivmas:mg shall 5ot suggest thl :’? e o on, clothing. toys, pame cquipment, arother
wine cooler product reserables or bs similar o ; st
persons below the legad purchase age. i ity materials that are iaremded primarily for tse
{¢3.0) snother Type of beverage of product {mifk, by persons below e fegat drinking age. (11
’ sotfa, candy) having parienlar agpeal to &1 A
. persens below the lezal drinking age. 310} o
Mo placeent o Estitled spirits advertdsing and Reer advertising sud mmkeling Hddvedising shall oot appedr in chifdpen or Produrts should sot be marketed or
Coenmusitations marketing should ot be placed in any materids should sot be ploted in Juverile magazines, newspagies, televigion sévenised Uwough any medium whery the
inten@ed toappend | communication bntended to sppeal megazines, sowspapers, television programs, radio programs of other media ket is 1o sppeal primarily o persons below
pricsnrity primartly 3o individusls below the fegal | prograns, radio progrenss., or other specifically eriented 1o prisons belew the the legai drinking sge. (L.C6}
anderage puechase age, (p 3, #1) medis where most of the sudiznoe is izpal deirking age. {#1.c)
reasesahly expecied 1o be Helow the

Diistitled spirits shoukd not be advertised | fogyl purchase sge, §#43.4) .
ar marketed on the soniic pages of . .

REWEHIPETS, Mapazings, or oter
publinations, {p. 4, #3}

College or Distaiied spiras should not be advertised | Beer sdvertising and markstiog No spepific sepmie provision, Proacts showld not be mrarketed o) any overt
university on gotlege sud university GanpLsEs of sciivition on cofioge and university v on 3 coliepe Cunpas or any codlege-
CRIMpPULEL in college and noiversity nevwspapers, sampuses, o in cobiege medin, shoukd sponsared cvend o mdvertised in campus
(p 3 &0 nol porgay copsempiiin of bewr 45 - miidin except 53 I conformity with podivies
being imponiant to cducation, nor shal w prormulgated by appropriste college officlals,
Marketing setivities fur distilied spiriny adveniiging diregily or indirectly or (i} 4 the ahsepse of such formal podicies,
shoutd mot be conducied on college and | doprade srudying. {#12) with the prior approvid of sppropriate college
yniversity Campuses exceps in Heensed oitieals. {§5.0.2)
.1 oreail establishments Tecated o such Berr may be sdventised end masketed
campises. {p 3, #43 - on college CAMpuses of B College.
spoasaned evens ooly when permitied
T e e+ e e -oby approprigte collepe pelicy, (9123 0 F 0 . . Y
; This document is a summary of the beverage alcohol advertising codes, and serves as a guide 0 the full texis o{ these

codes, which are attached i}erctt},
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FROVISION SPIRITS BEER WINE CENTHRY COUNCIHL
Gin DISCEUS Code Distitivd Spirits Covuoeil Beer Institete “Advertising & Califerais Wine Institute “Code of “Code of Responsible Marketing &
order} “ede of Good Practice™ Marketing Code™ Advertizing Standards” Adgvertising Prectices”
N edvertistag or Distiled spirits advertising wnd Beer should not be advertised o Nu specific separate provision, Products should not be actively promoted at
mErketing st marketing materials shouid not e markesed 2t any evem whert most of the . any cvent where most of the audienee is

vdnts where most
of the sanditpee is
below fegal
purchase sge

spocifically simed at events where most
of the aydience is reasenably expecied
16 be beloww the fega! porchase age.
3.45)

Fived distitied spirits advertising and
marheting materialy at facitities gsed
privarily for adult-orizoied events {all
ouskiy this guideline. {4 3. #5)

asdienoy is reasonably expected 10 he
below the legal purchase age. (#3.1)

Fhis guideting $ous mot prevent brewery
from erecting advortising marketing
materials at or near facilitey that are
used primarily for adultosend cvemts,
It whick accasionally may be used for
an event whett most aliendeds sre under
age 21, (KL

likely 1o b below the tegsat deinking ags.
G1C)

No depietion of
children, or
objects, images or
cartonn figures
popuisy
predominanily
with ehildren

Distilbed spirits sdversising and
marketing museciads should not depict &
child or portray plitsts, images, or
cartoon fgures that we popular
predominanthy with childeen. 3. 4, §3)

Heer advenising and markeling
matcrials shogtd not employ any
symbol, langonage, music, gosture, of
cartoon cheracter it is iotended o
appest privarily (0 persons bgiow the
fepal purchase ape. (#3.0}

Bees adventising and marketing
spteeinls shoutd oo epiploy any
ermerininment figuse or group that is
infended e appea’ primarily Lo persons
below the legal purchese age, V303

Adsartising shall aot use wasic, language,

gesinres or cartoes charscters specificaliy
assncisted with or Sirected wward those
betow the fegal deinking age, (¥3 5}

Advertisiag shall novuse curren ot

fraditional hesoed of the young such as thoss
engaged in pastimes and setupations having
# pasticular appes! (0 persors below the lepal

drinking apge. {#3.9}

Products shouid set be muprketed or
sdvertised using any symbol, Janguage,
gasture, carinon, o7 animated chasater that is
interded o appeal primarily to persons below
the Tegsd drinking nge. T4

Prodiucs should nos be ssarksiod or
afvertised Uuough the wse of any
eatertainment Ggure ivierhed 10 appeat
pricarily to persens befow the legal deinking
age, (LC.53

No depiction of
Sants Clans or
oy redigiouy
fgure

Elistitted spirits advertising and
markeing miserials should so! contain
the paene of o depict Sansg Claey oy
any redigions figore, {b. 4. §4)

Beer advertising and marketing
mztesiak should not depict Santa Clhig.
#ic

Brewr adverlising and marketing
wraterials shoutd not smploy rliglon or
mligious theswes. (#6.8)

Mo specific separate provision.

No specific sepaate provision,

Agre of setors and
personiities osed
in sdvertising sod

promuotions

EYistilied 4pinits should nod be advertised
o7 proooted by any persan whi s pr
spprears w0 be below the fogad puschuse
ag¢. 1p, 4, 46) .

e —— -

To helg Bisure that the people shown in
beer sidvertising arc and sppesr 1o be
2hove the lngal purchast sge, models
and actors employed shosld be g
minimum of 25 years o34, substantiated
by proper idenlification, and shoultd
reasanably appear to be over 21 vears of
age, (436}

Advertising shal nit show models snd

personatities in advertisemnernts who are under,
the legal drinking age. Models should appear

$ be 15 years of age of older. (#31.a)

Produxty shonlsl not be marketed o
adversised through the use of models of
persomatitics who are below 25 years of age
o who art made 10 sppesr, throvph clothing
"% o0 othenwise, to be below 21 yealiBf age ”
exoept whers otheewise required by haw,
(RC.3)
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PROVISION
¢im DISCUS Code
order}

SPIRITS
Distilted Spérits Conncil
“Code ol Good Practice™

REER
Brer Institute “Advertising &
Marketiog Code™

WINE
Culifornis Wike fnstingte *Code of
Advertising Standards™

CENTURY COGUNCH,
*{ oute of Responsible Marketing &
Advertising Pracives™

Nu depierion of
abusive oF
irresponsible
conInAptiog

Bistitled spirits advertising and
marketing materizls should portray
distifled spieits aned drinkensin a
responsible manner. These maleridds
should pot show g distilled spirits
product being cansumesd abusively o7
irrgapernibly. (p 5,47}

Beer advertising and markeding
ovaterials shonld portray best oy
sesponsible manoer, (52.8)

Beer advertising and macketing
metesigls shoutd not depivt sitsetions
wherz beer is being consumed
excessively, in an inesponsible way, or
in any way Wlegaily. {(#2b}

Advertising sholl mot depict wine or wing
coolers in quantilics inappropriste 1 the
sipuation or inepprogrisic for eoderae and
responsiblc use. (#4.63

Adverdsing shall not dephct or descrite any
presens enpaged in activities not aormally
associated with the moderate vse of wing o
wigte coolers and a respoasible lifestyle.
{12}

Advardsing shall not appear is o divestly

sdisvent to televigion or tadio pregrams or
print media which dmmatize or glamorize
QET-CONSUMplion o inapprofriate wse of

dlcohodic bevarages, (#3)

Mo product should be shows as being
consumed in quantities inappopriate to the
slramvion depicted or in an ivesponsible er
iHepal mannes: sow should any ndvenising or
marketing practios encourage responsinle
consunEion, or conswmnpion by prrsins
whe fin medical reasens theuld not constme
the proctoet, (ILA 3}

Advertisiag shall not be in or direcily
sdiacent to aay telovisian of radio program or
i any print medism, that glamorizgs or
SoRSOnEs DVET CONUARLION OF otherawise
ireespansible consimpiion of aleoholic
beversges, {11.8.1.)

Ou.proemise
prometions to
eOCOUrage
responsibit
wonsnmpion

Cin.preenise promotions syonsored by
distillers should encourage responsibic
constiruption by twse sdulls who
chouse to drink amd discourage
activities that reward excossivedghanive
sonsinption, {p. 3, ¥}

Mo specific separdit provision,

N specific separate provision.

No spevific separate grovision,

Mo depiction of the
ialonitatiog effects
of steabod
topsammption

Distifled spirits sdvenising and
marketing materinsts should not promots
the intoxivating effects of beverage
tloohol cansutaption. {p. 3, #9

Bear advenising and markesing
promaotions sheuld net poriray pessoas
In 2 stete of intoxibation of in any wiy
suggess tha intoxication i sccepinble
conduet, $#42.0)

Beer ndvertising and marketing
materials should not refir o sny
intoxicating affect that the produst may

produce. (#9)

Addvertishop shall not depiet or describe the
consumplion of wing oF wine coolers for the
effects their alcohol tonient may proaduce.
{(#L.ay

Wine and wing coclers shall aot depict o
describe in thelr advertising excessive
drinkimg or pessons who appear lo have fon
comirad oF 1 Do indppropriately uninhibited,
1)

Advertising shal! uot depict or deseribe soy
suppestion tust excessive drinking of oy of
control is amusing or a proper subjeer for
ammserwsd, (F1.d) .

Lansumers of & product should not be
portrayed as engaging in excessive
ciitdurmption, being intaxieated, o having
kost controf of their faculties. There should
be g strgpestion that axecssive consunytion,
Testorwination, of loss of control is wmusing or |
a proper sabicct for amuscment or ip eny way
accepinhic conduct. ([LA3}

Product marketing and advertising should not
refer in a favorshlic mannes 0 any
imtoxicating effecs shat the product’s slcohot
content may praduce. (14395}
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PROVISION SPIRITS BEER WINE CENTHRY COUNCIL
{in BISCUIS {ode Distilted Spirits Coaneil Beer Dnstitule “Advertiing & Californis Wine Institute “Code of “Cofe of Responsitie Marketing &
order) “Code of figed Practice” Marketiag Code” Advertising Standards” Advertising Practices™
No tisies ihat Dhstilled spirits advertising and Beer advertbiing and marketing Any atiempt 20 sugpest tha wine diregily Product giarketing and adveriisieg should not
consgmpfion tan markefing materials should contain no materials should contain no chaimg or contributes o success or achicvoment is ¢lais o reprosent that persans canol
fexd o sociaf, ¢hsbs o ropresentations that representations thal indlvidaals cannot unacceptabls, (#3) achieve social, financish, or prafessional
professional, fsdividnaly can obtatn sonial, cidain social, professionsl, educationa), guboens oF sexiwl gr physical prowess withonst

cdurationsl, ¢r
sthletic sgoeess nr
stalus

professionsl, sducetions], or athietée
SUSCESY OF skas as a resull of beverage
alcohol sonsumption. {p. 5, ¥10}

stidetic or financial Sugoess or status

without boor censumption; nor shouid
they chaien or represant that individusls
canns sodve social, personst or physical

preblems without beer consumption.

{#3.¢}

Wine and wine coclers shall not b presented
#s deing essentist i pevsoaal perforromies,
socinl atistnrnent, acieyement, suconss oF
wealth. (¥2.3)

Wine and winie coolers shatl s be presented
as vitak o social acceptabitisy snddf populanity,
#H2.0)

The use of wine snd wine coolers shalt oot be
dirgotly asso¢iated with social, physical oe
pessons! peoblem sodving. (€25}

$ shall not be sugpasted that winc or wing
sopiers are cructal for sacoesslil enitrtaining.
#2.d)

Advertising shall oot be preseated & bing
selueesd to the altainmens of adaithond or
assecinted with “rites of passage” to
asdulihiond. (#3.d4)

sonsuming dhe produet, LA 452)

Use of any sports gure in product marketing
ar advertising should not be designod or
iended 1o create an impression that
sonsumption of the predact helps W develop
meidetic skill or shistarment of physicat
prowesy. {1223

Prodirct marketing and adventizing should not
clainy o represent thal persans Cannot splve
social, physicul, or persoast prmblams
withoel consuming te produet. (1LA493}

No umsoeintion of
consam dian with
sbusive or vigheat
relstisaships or
situntions

Dristidbedd spirits shonedsd not be sdvartised
oF prarkescd i a0y manner ssociated
with abugive or violent relationships or
situntions. {p. 3, #1113

Nu spechiic separatt provision,

Advertising shait not reinforoe sor trivialize
the probiem of vielence in our society.
Therefore, adventising shall nnt assaciawe
wine or wine coolers with sbasive or violent
raistionships of sitations. (29 as amenided,
1593}

Nib apecific separie provision,

Mo implication of
ilbegat setiviey

Distilled spirits advertising and
markesing materials should sot imply
{Hewa! activity of anny kind. {p. 5, ¥11)

WA e

Beer adecrlising and marketing

materisis should nut depict simations
whers beer i baing consumed I sny

way ifbegaily, (V2.1

Beer advenising and marketing

materials should not portray of mply

illegal sotivity of any kind, (#2.8)

No specilie separate provision.

Mo product should be shown as heing
consumed in an illegal mesmner. {1144




PROVISION
{in IHSCES Code
wrder}y

SPIRITS
Dissiited Npirits Couseld
“£ oite of Good Practice™

HEER
Beer tnstitute “Advertiving &
Marketing Code™

WINE
Ialiforanis Wine fnatitute "{ode of
Adversising Standards”

CENTURY COUNCIL
“$ade of Hesponsible Marieting &
Advertising Practices”

* Ne purirayal of ¥
person engaged in
any schivigy
requiring & high
dregree of aleriness
wr physieat
rourdinstion

Ner distillod spinits adventising or
myarketing miaterials shayld portray
distilled spirits beimg consumned by 2
Pitsan whe 15 ¢agaped in, or ks
immpedigiely aboul (o engege in, wy
activity thal requines & bigh degree of
atertess or physicsd coondination, {p.
5413

Beer vonsumption i imended as o
cemplement 1o leisure of social activity.
Heor adventising and marheiing,
activities should net associate O porimy
ireer deinking before or doring sotivities
i sHuations which requirs 5 high
degite of alenmess or coordination.

#4)

Association of wing use in conjunciion with
feats of daring or activities requiying vpasual
SXilf is speificafly peobibited. (#1.£3.

His product shoudd be partrayed as being
consumed by 8 persen who is engaged In, o
i5 imnmediately aboul 1o engage s, ty
activity et cequires a high degres of
alertrums or physical coardination, such o
oporuting 6 motor vehicle, boat, snowmnbite,
motorcycle, mmiane, or oifet potentinily
dangerous sgaipment. (1LA2)

No assovintion
with sati-socinl or
dangeraus
hebavior

Mo distilicd spirits adventising ot
marketing activity shruld be assovimted
with anii-social or dungerous behavies.
i 6, BEdY

Mo specific sepabsic provision,

Mp specific separate provision.

Mo specific separate pravisiorn,

Partraysi of
consum pricn

Bistitled spitits may be ponttayed 10 be
part of responsible personal and socisl
experienses s getivities, such s the
depiciion of peesons in a sociad or
rornanstic setting. persons who sppear o
e attractive or affluent, and persons
who appear 1o be saiaxing or in an
enjoyable setting, (p. 6, #15)

Besr sy be portrayed to be padt of
personal and social expericnies and
activities. (§3.¢

Advertising should encvurage the propes usy
of wing. (41

The image of wing and wine coolers i
advertising and promotion shadl be adult
oriemed and socinbly rosponsibie, $11.8)

When advertising vistatly depicts 2 scenenr
setting where wing B to be seeved, such
sdvertising shall includc foods and show that
they are available knd being ased or are
imtended 10 be uted, {41

These gevweral standards aep not intenddd (¢
prohibit tastefu} marketing or advenising
merely because it puggests responsibie
ponsimption in an enjoyable seiting or by
adudts who appear 16 be anractive of
sucesssfiol. For exampie, such adverising
does not violsic the pringiples of this Code
merely begause i portiavs:

> speciatin ot a sports or ather event;

» pasticipants at the conctusion of a spors
vt of other dvent: .

» persons in a butincss, socizl, or comantic
seiking:

> pepsong who appiar to be aliraciive or
affioent; or

» persots, who sppeas 1 be relaxing o
maving fan. (HLAS}

Drunk drivisg

Driving while intoxicated i against the
baw. Distifled spivits advertising und
maekering materisly shoutd not pontray,
epcourage, of condons drunk driving.
{p. 6, #16}

e e w4 oW - e o

Beer adverdsing wnd markering .
watesials thould not portrgy, encoursge
r comdone drunk driving, (#2.a}

Advertising $hall not show mator vehitles in
such 2 way &5 to supgest that they avd s be
opreated in gonjunction with wine or wing
aonter use. (#4¥1}

_Agdverdsing should i no way sugeest that |

wigg ¢ wine cpalers be used in sonnection
with driving motorized vehicled such ag
wiztommobiles, motoroycies, boats,
snowmabides, o airplanes, (4452}

No product should be portrayed as being
conmed by 3 persan who is eagaged in, of
is immedtmety abows 3o engage in, any
activity chat requires 5 high depreg of
alertness oy physical epondinatios, such ag

. uperating @ motor vehicle, beat, spowinobile,

mutorcyele, nirplane, of other potentially
dangerous equipment. {LAL)

L
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PROVISION
fir PIRCUS Code
nrder)

SPIRITS
Distifled Spirits Coungil
“Code of Gowt Practice”

HEER
Hrer Instilute “Advertising &
‘Marketing Cade™

WINE |
Califorsin Wine [nstitute *ode of
Adverlising Standarh”

CENTURY COUNCHL
“Code of Respontibis Markefing &
Advertising Pragtices”

No referesl i
slevhof contens

Bigtilked spirits advertising and
marketing materials should not refer o

Nao specific sepuraic provision,

Advertising shail not depitt or describe
direetly or indirestly fleohol comeny or exsrn

Froduct niasketing antd adventising sheuld aot
refer 1o altohiol content, exceptina

sexul prowess as
resuli of
conshmption

mraphieting materials showld shaim or
depict sexual grrowess a8 a result of
beverage alvehol consemplion, {p. 7,
s

smperials should not portzay suxual
puassiom, promisciity of any other
amorous aclivily &8 8 result of
consunting beer. {(#6.b)

ercept in g aeabot sontent xcept in & strepgth, cxoopt as othorwise required by lew | steaighiforward, factual masoes, {H.A 44}
stradghtlforward staightforward and feciual munner. {p. or reguintion. (#1.b)
mrner f, 8V}
Advertisements Wi distiHed spisity advertising or Beer adventising and markieting Advertising shall aot depict or describe wine Mo spesific separate provision,
shouid be marketing materials should contain miterials shonst reflect generatly CORSUTERLIOS RO 1y persons engugsd in
Jigoified, modest advertising copy of an $Hustration accnpied contemporary stardacds of activities pot normally associated with the
e i goad (et uniess i is dignificd, modest snd in good taste, (#6) eodeeate vse of wine or wine coolers md
good taste, (p. 7. 318 responsibe lifestyle. #1103
. Beer advedtising and masksting
miaterials shoold not somiain any lewd
or indecans mnguage or imoees. {46 4}
Mo suggestion of Ry disitled spicing advestising or Beer advedising and markesing No specific separate provision. Frodugr markening and advenising should sor

chadny OF represent thal persons cants
achieve, sexsal of physical prowess withost
consuming the product. {i.A4.52}

Mo ads degrading
wOmen, men, or
snx ethnic,
minority,
religious, sexuntiy
weriented or other

grouy

Dhstified spitits advertising and

g kaing materials shonid not dograde
the bmage, fomn, o statis of women,
men, of of 35y ethnid, minority,
sexushly wrignted, religions, or other
groop. {p 1.920)

No specific separate provision.

‘Adwertising shall not degrade, demean, of
ohiectify the human form, mage o status of
women, men, or of gy ethiid, minotity o7
other group, e &t provocative o
enticing poses. {¥7, us umenged, 1993}

Producy mawketing and advertising should not
expiait the hutoan finn i a canper et
alfends national stustaeds of deceney in
advertising and maskoting. (LA 4%}

Ko use of religion,
ar

religisns thewes
ar zdsin
pubiications
deveded to
religious topics

£istifled spirits adverdsing and
markeding materials should not employ
rekigion or religions themes, nor should
Sistilled spirtts be advertised ia
publications deveted primnily 10
reHigions lopics. {p. 7, 821)

Beer advertising and nyarketing
materjals should aot employ weligion or
religious themnss. (#6.c)

N specific separise provision.

No specific sepasast provision.

b




consider complaints lulged By DISCUS
mombers or other interpsted panies, {p.
1))

Fisgtings of the majority of the members
of the Code Review Board shall be
commanicated promndy to the
responsible advertiser and in
BRDRYGHTE BT CHCRMSLANCES 10 alf
axmbes of the Board of Directors of
DISCUS, (p. 8433

responsibititios inctude sivenising mnd
musheting beer. (immadiasedy after #12)

page, preseding #1)

PROVISION SFIRETS BEER WINE CEXTURY COUNCIL
¢in DISCUS Code issitted Spiries Council Beer Institpe “Advertisiog & Culifuraia Wige fostitoge “Code of “Codr of Respunsible Marketing &
ardee} =Coade of Good Praciice™ Afarieting Code™ Adveriising Standards™ Adsertising Practices™
{omplizoce Thees shalf by established and A capy of this code shouid be givento These goidelines shall apply only 0 In asy case whete a sebsorider [ta the
. maintained a ods Review Bod, every brewery emspioyee, wholesaie woluatary subscribers of this Code af Ceotury Councit Code] consistertly fails
which shail meet when necessary o distributor snd ouwide sgency whose Advertising Seandards. (appears 91 top of satisty the regeicernonts of this {7odel, the

Councll may deny the subscribey the right o
ase the (ode Service Mak or disassociale
the sabscriber frons membership i the -
Conncif, {110}

e

Apri 1997
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The Distilod Spiits Counclt of the United States,
Ing, {BISLUS), is the national rade associalion
repraseniing producers and markaters of distiied
spirits sold in the Uniled Siales, The members of
DISCUS adapt this Cove of Good Practice as guide-
liney conserning the placement and content of
adverising and markeling materials. These quide-
lines have bwo overriding pringiples: (1) to ensure
responsible, fasteful, and dignified advertising and
markeling of distiled spirds 1o adult consumers who
choose to drink and {2} o avoid targeting advertisng
and marketing of distild spirits to individunls beiow
the legal purchase age.

The consumplion of beverage alcchol producis
has glaved an accepied angd imporiant ole by the
cutbiral and social traditions of boib ancignt and
maodern socisty DISCUS members ke sposial pride
in their products and their Commilment o pronoting
responsile consunption by those adults who choose
to drink. Mevartheless, i 1 the obligation of each
consumey who chooses te drink 10 enjoy bevorage
slooho! products in a resaonsible manney,

The distitled spirits industry acknowlailges the
problams inharent in abusive ¢onsumption of hever-
age aleohol, and DISCUR members remain commit
tad o aomuaiting aleohol gluge. To that end, the
indazsiry has joined with government angd oivic groups
in efforis o encourage responsibie use of baverage
aieohgl producis, DISCUS also actively supporis
infarmational, sducational, research, and treatment
wftiatives in an affart to botler undersiand, prevend,
and combal abuse of its produsts.

JR———
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Thil producers and marketers of distifled spirits
mzcewagﬁ% rasponsible deCision-making rogarding
zﬁnai@zﬁg of boverage skoohol by adults, and discour.
afge abuswe consuraption o thodr provucts. The
izt ed spirits Indhustey urges that adults who chogse
i ﬁfz:*k do 80 rasponsibly, Towards this end,

DISCUS mambers pledge voluntanly to corduct their
azﬁv&rzzgmg ang murketing practices in the Uniled
$tatas i sooordnngs with Hie provigions of hig Cods,

i'}f%{: US members recognize that tis not possible
0 covez gvary gveniuniily and, therslore, agree io
Qf}sgzye tha spirit as well as the lelter of this Code.
Questions about the intgrpretation of the Code,
rz‘;ember companies' compinnes with the Gode, and
the Qpp Beation of s prsisiansg are dirgoted o e
Cme_ Heviow Bosrd of [EBCUS
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Distitted spirits should not be advertisan or
marketed in any manner directed or primariy
intended o appeal to persons below the lggat
purchase age.

[istilled spirits advertising and marketing should
not be placed in any communication intendad to
appeal primarily to individuals below the lagal
purchase age.

Distilied spirils should nat be advertised on
coflege and univeraity campusas of in college
ard university nawspapers,

Marketing aciivities for gistilled spints shauld not
be conduclad oo nollege and universily campuses
excep? in licensed reinll estnbishmoenis located
o such campuses,

Distilled apiits advertising and markeling shouid
not be specifically aimed at events whore most
of the gudiencs iz reasonably sxpegied o ho
below the legal purchase age. Fixed distiflad
spiils advartising and markeling malerials a2
iacilities usaed primarily for addi-oriented evanis
falt sulside this guigeling,
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Undorage Persansg

., Distilled spirits acvertising and smarkating materi-
als we imended for adults of legat purchage age
wha chouse o drink,

© Tha content of dislilled spirits advertismg and

marketing matariais should not be intended o

T appeal to individuals below the legal purchase
. Age.

.o Digtifiad spirits advertising and markeling materd

- &3 should not dapict a chitd or portray obiecls,
T imagues, or sarigon figures thal ars popular
preduminanty with children.

Distilled spirits advertising and marketing materi-
| -als shouki not contain the nams of or degct
' Sania Claus or any religious figure.

Distiled spirits sheuid not ba advertises or
“marketzd on the comic pages of newsgapers,
. magazines, or other publicalions.

Digtitlad spirits shauld net be advertised or
gromoted by any person who is or appears to be
below the legad purchase age.

! A —
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13.

Soviat Responsibility

Distiied spwils advertising and marketing malan-
sl should portray distilled spirts and drirkers in
a megponsibie manngr, These mptsdzls should ot
show a distilpd spiims predudt belng consumed
shusively or irssponsibiy,

On-premise promaotions sponsored by gistliers
should encourage respansible consemplion by
thage aduits whe choose 10 driok and discourages
activitias that reward excessive/ahusive
consumption,

Distiiad spiris adverlising and markeling maten-
aig should not promats the Intexicating effects of
heverage aloohol consumption,

Pistilted spirils adveriising and marketing materi-
als should contain no caims o representations
that individuals can oblain socml, protessional,
seucational, or athiglic success or sialus as @
eesull of beverage aicohol congumption.

Distilied spiriis shouid nol be pdveriised or
markeled it ny manner associated with abusive
oy viplgni relationships or siuations,

Distilled spitits advartising and marketing materi
ats should not imply illegat activily of any kind,

tlo distided spiiis advertising or markeling
materiais should peortray distiled spints baing
oonsumed by 5 paison who s engaged in, or is
immediately abaut [0 engage i, any activity that
reqiias & high degree of alariness or physicol
caardination,

4
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« No distifled spirits advertisiag or marketing
 activity shouild he associated with anli-social of
" dangarays behavior

H

Distillod spirits may be portaved o be part of

- fgsponsitle personal ang socil experiencas and

L oactivities, such as the depiotion of parsons in a

" souial or romantic setiing, persons who sppear to
-be wltractive or affiuent, and parsons who appear
- to he rolgxing or in an enjoyabie setting.

Drunk Diiving

Driving while intoxicated is against the law.
» Distited spirits advertising and markeling materi-
Cals should nat porteay, ancowrags, or sondone

drinik driving,

Alcahol Cantent

g

- Cigtilled sphits advertising and mavketing materi-

als ahould nol refer to aloohod content excepl in a

" straigitforward and factus! manner,

5.

19.

20.

21

- Good Taste

No distiited spirite advertising or markeling
matgriais should conialn advartising copy o an
fusteation unless it is dignified, modest, &nd in
quod lagh,

No distitigd spints adverlising or marketing
matarials should siaim or depict sexual prowess
as a result of baverage aleohol consumption.

istitled spirite adverising and markeling malert-
als should not degrade the image, tonm, o stafus
of women, men, or of any eihnig, minority,
sevaiy-grienied, refigious, o other groug.

Distiflod spicits advertising and marketing
matergis should not employ religan of religious
thamas, noy should distiied spirits be advertisad
in publications devoled primarily o religious
tpies.
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@Ffice of the Attornep General
Washingten, B. € 20530

March 26, 15897

To: . Elena Xagan ‘ '
Donestic Poligy Council
From: ; Kent Markus ‘ !ﬁ
© Counselor to the Attorne neral

I
Subject: . Liquor Advertising

T tﬁaught it would be useful to recap my understanding of
the state of play on this matter. I have alse set out below the
items on(which we are awaiting feedback from the White House.

(1) . Popsible FCC "Notice of Inquiry”

 Chairman Hundt has indicated his interest in having the FCC
issue a "Notice of Inquiry?® on the aubjact of liguor advertising
on television. 8&uch a proposed Kotice, 1f approved by a majority
of the Fedaral Communications Commissioners, would authorize the
Commiggion and its sraff to commence an investigation regarding
.the conmequences of liquor advertising on television,

t .
Following a meeting between the Attorney General angd

Chairman Hundt, and with a green light £rom White House gvaff,
the Justice Department began preparing a letter from the Attorney
Genersal to the FCC encouraging the igsuance of a Notice of
Inguiry on the subject of liquor advertising. The Department has
aleo 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
cthers to take, 1s to raise questions about the potential
consequences of ligquor advertising on televigion. Our goal is to
indicate to the Commigsion that we can foresee possible negative
consequences stemnming from liguor advertising on televigion, that
we lack adeguate information to make jndgmeats about the matter,
and that we encourage the FCOU to examine the issue.

Secretary Shalala has indlicated divectly to the Deputy
Attorney Ceneral, and through her staff to others ay the Justice
Department as well as the White House, that she opposes efforis
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to encourage the FUC to issue & Notice of Inguiry on the topic of
- liguor advertising. Aas I understand them, Secretary Shalala's
objections are two-fold. First, it is my understanding that she
feels as though it is inappropriate for the President or other
Mministration actors Lo encourage FCC action in this ares unlesgs
all televigion alcohel advertising {(as opposed to merely ligquor
advertising) ip sgcrutiniged. 1In addition, it is my understanding
that Secretary Shalala believes that there is a prior determina-
tion of the Administratien that it would be imprudent to
encourage the FCC to act in a manner which might impact beer and
wine advertising activity on television. Accordingly, it is my
understanding that Se¢retary Shalala believes that the
Administration should not engage with the PCC on this topic at

all.

Attorney General Reno 1s aware of Secratary Shalala’ P
caoncerns but believeg, nonethelesa, that it is worth raleing
appropriate questions with the FCC about the impact liquer
advertising on televipion would be expected to have without
taking a.position on the wisdom of liquor advertising on
television., She yecognizes that raising such guestiocns might
lead the FCOC to examine the impact of beer and wine advertising
as well as the impact of liquor advertising, but alse believes
that the incremental zmgact of lzqumr advernzalng, on top of
existing beer and winée advertising, is worth exam&nmng

It is oy undergtanding that the LPQ will take gteps Lo
ensure that Sscretary Shalala has an opportunity to make her
views known, prior to any decigion by the President on whether he
and others should communicate with the FCC on this topie.

Paodback Necded: If there is a prior determination by the
administration that no action should be taken which might impact
the gubiject of beer and wine advertising on television, the
Attorney General would like to know that and consider it in
making determinations about further DOJ activity in this area.

(23 égt;grust deplvity Regarding Televigion Licuor
&WM84§$§&£2

When the Attorney Geéneral meb with Chairman Hundt, they alsc
discussed the possibility of a narrow antitrust exemption which
would permit collaborative broadcast industyry activity dealing
with the subject of liguer advertising. Chailrman Hund: indicated
that Senator Liecbherman wanted Lo propose apprwprxate legislation
in that regsard.

Much to our surprise, when peolicy staff from our Antitrust
Division attended their firet Hill meeting on this subject with
gtaff from each of Senator Lieherman‘s and Senator Brownback’s
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cffices,- and with staff from the FCC, the subject was not ligquor
advertising, it wasg program content. At that and a subsequent
meeting, our Antitrust people provided technical guidance and
zegistance on drafting matters assoclated with the develdpment of
& relatively broad program content antitrugt exemption. wWhen our
people ‘asked whether the proposed exemption was also to cover
advervising centent, and particularly whether it was intended to
reach the issue of liguor advertising, others indicated relative
indifference. The Senate staffers noted that they would be happy
to include advertising content in their legislation, but that
program content was the arsa about which they were primarily

conigernied. .

While our Antitrust Division is generally disposed against
antitrugt exemptiong, Joel Klein informs me that the division has
not resisted these efforts because they have perceived that the
currently-in-development prograi content exemption is an
Administracion policy objective.

1

Peedback needed: As you and I have discussed, we would
appreciate feedback about whether a relatively broad program

.7 gontent ‘antitrust sxemption is, indeed, consistent with
Administration policy objectives, whether such an exenmption is
invensistent with Administration policy objectives (perhaps due
to prior negetisted 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
cpportunity for we to clarify the areas in which we nesd
feedback, and a means by which I can communicate to others at DOJ
the .current situtation as I understand i¢. Accordingly, I have
copied this memo to the Attorney General, Deputy Attorney
General, and otherg at the Justice Department who are involved
with this magter.

Baged on all of the akove, 1 ¢onsider the ball to be in
DPC’'s wourt. We will not proceed without further direction from
the white House. At your convenience, pleage ist me know how you
would like us to proceed.

Thanks very much.

e
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e¢:  Janet Reno
Attorney General

Jamie S. Gorelick
Deputy Attorney General

Eleanscy b. Acheson
Assistant Attorney General
Office of Policy Development

Joel I. Klein
AReting Assistant Antorney General
Antitrust Divigion

Katrina Wainig
Seniocr Counsgel
Office of Peolicy Development

Rruce Resd
Agsiestany to the President
for Domestic Policy
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THE WHITE HOUSE
WASHING TN

\s’ March 29, 1997
f
MR, PREMIDENT: ‘

The attached Bruce Reed memo recommends that you send 2
fetier to Reed Hundt asking the FCC to explore what effects might
ensue given the deeiston by manufacturers of hard hiquor to
abandon their long-standing voluntary ban on televiston
advertising, specificatly the impact on underage drinking.

Background, In November 1996, the Distifled 8pirits Council
announced an end to 5 almoest 50-year voluntary practice of
refraining from broadcast advertising. The industry contends that
it needs to be on equal footing with the beer dnd wine industries,

Hundt las challenged broadeasters to refuse liquor advertising,
and indicated that “government action”™ might be appropriate if
they do not. In addition, 26 members of Congress have reguested,
as you wouid in this letier, that the FCC study the effects of hard
fiquor advertising on the nation’s youth and consider posstble
action. To proceed along these lines, Hundt will need the support
of the majority of the Commission. Currentiy, he does nof have
that support, but he thinks a letfer from you could change that fact,

Rahm strongly supports Bruce's recommendation {o send the
lgtter, as does the AG. {Note that John Podesta has chosen not o
weigh-in because of past representations.) However, Sec. Shalala
is opposed. She notes that: 7} “liquor ts hiquor,” and your actiop
will immediately raise questions about beer and wine
advertisements; and 2} there 1s ne good scientific data connecting
liquor advertising with children’s consumption, Bruce argues
that: 7} you can explain imiting the letter to distilled liquor
advertisements by referring {o the S0-year agreement that kept
these ads off the air, and vrging that we not move backwards; and
27 a8 to the lack of data Iznkmg hiquor advertising and children’s

v\c,onsumpzmn vour feiter s asking the FCC to explore exactly that.

> Sead Letter __Doe’tSend Letter __ Discuss

Helen Howell 4

P Yol



THE PRESIDENT HAS SEEF

% ~%1787
THE WHITE HOUSE
WASHINGTON
March 28, 1997 © Ly

MEMORANDUM FOR THE PRESIDENT

H

FROM:  BRUCEREED

SUBJECT: LETTERTO REED HUNDT ON DISTILLED LIQUOR ADVERTISING

I
£

Attached is a drafi letter, which both you and the Vice-President have reviewed before, to
Reed Hundt asking the FCC to review what action is appropriate i light of the decision by
distilled liquor manufacturers to begin advertising on television. You and the Vice-President are
tentatively scheduled to announce that you are sending this letter on Tuesday, April-ist. 1 wanted
vou o be awar? of the background and the some concerns raised about the letter before vou do
50,

H
i

In Nmemb&:r 1996, the Distilled Spirits Council announeed thot it had ended its almost
S0-year vo m;gm practice of refraining from broadeast advertising. The industry contends that it
needs to be on equal footing with the beer and wine industries, which engage in extensive
broadeast advertising.  Although the major networks and cabie companies bave thus far refused
to accept distilled spirits advertising, 2 few companies have run seme liquor ads on television
and radio since the announcement and other comparies are presenily preparing large advertising
campaigns.

As you say mn the letter, Chairman Hundt has opposed any move toward Liguor
advertising. In December, he chalienged broadeasters to refuse liguor advertising, and indicated
that “government action” might be appropriate if the broadcasters did not do so. He has met with
the Attomcy Gcncra{ 10 seck her support, and she strongly favars sending a letter to Hundt
urging an FCC investigation of this issue.

Twenty-gix members of Congress have requesied the FCC, as you would do in this letter,
1o study the effects hard liquor advertising on the nation’s youth and to consider possible action.
In addition, 1 states have joined Alaska’s more far-reaching petition for a FCC rulemaking to
ban the TV and radio advertising of distilled spirits.

Sccretary Shalala is opposed to your sending the letter. She points out that “liquor is
liquor,” so that your action will immediately raise guestions about beer and wine advertiscmennts,
She also argues that there is no good scientific data (as exists, for example, with respect to
tobaceo} camcc}éng Hquor advertising with children’s consumption,

' ; H
1

[
L}



I recommend proceeding with the letter. You can explain fimiting the letter to distilled
liquor advertisements by referring to the 50-year agreement that kept these ads off the air and
urging that we 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 collupse of the agreement,
which presumably will include the coliection and analysis of data on the link between lguor
advertising and children’s consumption. Especially given strong intuitive reasons for believing
that such a fink exists, it is appropriate for the FCC to investigate this matter further and take
whatever action is justifiable i light of the information it scquires.

To proceed with the action suggested in your letter, Hundt will stil] need the support of a
majority of the Commission. He currently does not have this support, but he thinks g letter from
you could make the difference. ' ' ‘

Optiong:

Do yau:wam to send the letter? Yes
;
i No

i
I



The Honorable Reed E. Hundt

Chairman, Federal Communications Commission
1919 M Street, N.W.,, Suie 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 medinm of broadeasting
could reach children inappropriately, encouraging them to drink before it is even legal for
them to do so. Until now, these companies have shown appropriate restraint, For as long as
there has been television, they have known that 2 voluntary ban was right and they lived by it.

Now, some companies have broken ranks and started placing hard hguor ads on TV, .1
was greatly disappointed by their decision, I have previously ¢xpressed my dismay at this
action a2nd called on the industry 1o urge all its members to return to their Jong-standing policy
and stand by the ban. I am gratified to learn that, according to one survey, the vast majority of
television stations are declining to air these advertisements. I applaud that stand.

I firmly believe that we have a pational obligation to act strongly o protect cur
children from threats te their health and safety. That's why 1 have fought 50 strongly 1o
impose appropriate regulations on the sale and distribution of cigarettes and smokeless twobacco
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 applacd your public remarks calling on the industry and broadcasters to reactivate the
voluntary ban. 1 also commend your comments that the Federal Communications Commission
has an obligation (o consider any and all actions that would protect the public interest in the
use of the public airwaves.

[ urge the Commission to take all appropriate actions to explore what effects mught
ensuc in light of the decision by manufacterers of hard liguor to abandon their long-standing
voluniary ban on television advertising, specifically the impact on underage drinking,

We have made tremendous progress in recent years reducing the incrlence of deaths
due to drunk driving among our youth. We have taken important steps including the increase
in the 1980s in the drinking age to 21 and the passage of zero tolerance legislation for
underage drinking and driving. But there is more 1o be done. Too many of our young people
arg dying in car crashes, and 100 many young people are starting to drink at an carly age,

i
§
§



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 w support our parents and children in response to the manufacturers’

decigion to break with the long and honorable tradition of not advertising on the broadeast
medium. ! ‘

3%1}3&:;&2}:,
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THE WHITE HOUSE Doy
: WASHINGTON
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% MEMORANDUM FOR:  Broce Reed

Assistant to the President for

Il Domestic Policy

7 FROM: O&Z«r{é‘g’ F.C. Ruff

’.-: Counsel to the President

iy <

i Although | see no legal issues in the proposed letter to Charrman Hundt, | offer the
L layman's view that the President should send the letter. T agree with yvour analysis and belicve
F . that Sceretary Shalala’s concerns about the absence of scientific evidence linking advertising and

underage drinking ought not to provent the President’s taking a strong stand on an issue that
<, - everyone recogmizes is extremely serious.
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WHITE HQUSE STAFFING MEMORANDUM

DATE: J - ¢ ACTION/CONCURRENCE/COMMENT DUE BY: 2 "L AJpop/

SUBJECT: \_UETTUF* Vs U RVl A nveetis v O

| ACTION FVI ACTION  FYI

' VICE PRESIDENT { {3 McCURRY U .ol
BOWLES o O McGINTY 0 o
MCLARTY | 0O £l NASH O ]
PODESTA I l?( - RUFF W“"") E{ (]

I MATHEWS . & O SMITH 1 0.
RAINES O 7] REED (] C
BAER {{ a SOSNIK & O
ECHAVESTE (3 J 'LEWLS [E/ O

I EMANUEL | Clln YELLEN [ C
GIBBONS o O STREETT o o
HALE O O SPERT.ING o o
HERMAN (] ] HAWLEY J (]

| HIGGINS o O . WILLIAMS O O |
 HILLEY ] . RADD . 1
KLAIN i @/ 0 ] O
BERGER | dJ Ol O 0
LINDSEY -0 J 3 > (]

REMARKS: Q \‘i fd s AL ﬂ%?,

RESPONSE:

—

Siaft Secretary
£xt. 8-2702
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. Clintan Administration Urges FCC to Investigate

Hard Liquor Ads on TV and Radio
; Aprit 1, 1897
Announcement:
Toeday, President Clinton announced that he was writing to Federal
Communications Commission (FCC) Chairman Reed Mundt to 1} explore the
affects - on children in particular -- of the distilled: liquot 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 iifting of the bhan.

Background: .
. n November 1996, the Distilled Spirits Council announced that i had ended

its almost 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 cantinue to
honor the ban to keep liguor ads off the air. The President also said to liquor
companies, “You were right for the last 50 years when you didn’t advertise
on television; you'rs wrong to change your policy now. This is no time 1o
mirn back.”

» Although the major networks and cable companies have so far refused to
accept distifled spirits advertising, a few liguor manufacturers have been able
1o run some ads on television and radio since the announcement; other liguor
companies are currently preparing large advertising campaigns.

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

H

. An FCC inquiry can supply the information neaded 1o svaluate the nature and

extent of the problem posed by broadcast liguor ads and to consider

appropriate action.

Alcohol Use by Youth

* Alcohol is the drug most often used by young people. Approximately ong in
four 10th grade students and one in three of 12th grade students report
having had five or more drinks on at least one ocoasion during the last two
Woeks.

Clinton Administration: Reducing Substance Abuse by Youth
. The President has pushed states 1o adopt a policy of zero-1olerance for tesn
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drinking and driving or risk losing Federal highway funds.

. The President’s fiscal year 1238 budget includes funding for a state
demonstration program to drug-test teens bafore they recaive their driver's
licenses; it also provides incentives for states to fight drugged driving.

e
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Clinton Administration Urges FCC to Investigate

‘- Hard Liguor Ads on TV and Radio
: April 1, 1997

Annguncement:
Todsy, President Clinton announced that he was writing to Federal Communications
Commission (FCC) Chairman Reed Hundt 1o 13 explore the effects -- on children in
particular -- of the distilled liquor industry’s decision to end its S0-year voluntary ban on
broadcast advertising; and 2} determing what actions the FCC can take in response to the
lifling of the ban,

»

. Tn November 1996, the Distilled Spirits Council anncunced that it had ended its almost
30-year yoluntary practice of refraining from broadeast advertising.

. I his November 9, 1996 radio address, the President wrged broadcasters to follow the
example of the four major broadeast networks and continue to honor the ban to keep
liquor ads off the air. The President also said to Hquor companies, “You 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 to torn 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 radic since the announcement; other liquor companies are currently
preparing large adverlising 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” inight be appropriate if the broadeasters did not do so.

. An FCC inquiry can supply the information needed 1o evaluate the nature and extent of the
problem posed by broadeast liquor ads and to consider appropriate action.

* Alcohaol 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.

. The President has pushed states 1o adopt & policy of zero-tolerance for teen drinking and

driving or risk losing Federal highway fimds.

4 * AL

. The President’s fiscal year 1998 budget includes funding for a state demanstration
program to drug-test teens before they receive their driver’s licenses; it also provides
incentives for states to-fight drugged driving.

1
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Washington, 8. @ 20530 edes

B March 11, 1%97

MEMORANDUM TO: Bruce Reed v

flena Ragan

Demastic Pelicy Counc
Tre White House

i

FROM: Kent Markus
Counsellor to torney General

RE: Liguor Advertising on Television

The Department of Justice would like to Know if the
President will write to the FOU in support of the issuance of a
*Notice of Inguiry® by the FCC regarding the effect on children
of broadcast digtilled spirits advertising.

1

ir. gggxground

§A. Process ~ On Hovember 7, 1336, the Ristilled

Spirits Council of the United States anncunced
that it had ended itg almost 50 year veluntary
practice of refraining from broadeast advertising.
Some liguor adds have yun on television and radic
since that announcement, but the major nstworks
and cable companies have thus far refused to
accept distilled spirlits advertising,

FCC Chairman Hundt has been outspoKken in his
oppogition to distilled spirits advertising on
television. In setting out the FCC’'s 1997 agenda,
in a speech on Decembey 26, 1996, Chairman Hundt
challenged broadcasters to refuse liguor
advertising. but indicated thar "government
action®™ 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 intsrested members
! ©f the public, brosdoasters, the distilled gpirits
. industry, the academic community, and othexrs to
voice theiy views on this new use of the public
broadeast spectrum.® (The relevant portion of
Chairman Hund®’s apeech is attached.) :
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FCC staff have explained to us that for the
Commission to formally engage in fact-gathering,

it must issue a2 "Notice of Inquiry®. Chairman
Hunder has not yet agked the Commission to issue
' such a notice. (There are four current

Commigsioners, and Hundt is apparently unsure that
he has the two votes, in addition teo his own,
which he would need.)

B. Substance - The distilled spirits industry
characterizes its efforts to engage in broadcast
advertising as an effort to put the industry on
squal footing with the beer and wine industries,
which engage in extensive broadeast advertising.
They deny a link between advertising and
consumption or abuse, and insist that there is no
sclentific basis for treating distilled spirits
differantly from beer and wine since "alcchol is
alachol . "

Chairman Hundt has decried the poszibility of
increaged exposurs of children to distilled
apirits advertising. ¥FCC scaff indicate that
there are studises which show that children have
little brand awareness when it comes to distilled
spixvits, while their recognition of beer brands is
{ guite high due to the $630 willion of bheerx
advartising on televigion and radio. Still, FCC
staff recognize that batiling the distilled
spirits industry’'s "equal Crestment® argument will
be tough.

FCC staff balieves thar a lecter from the President to the
Commission would have a substantial impact upon Chairman Hundt’s
apilicy to obtalin the neceggary votes in supports of the issuance
of a *NHotvlece of Inqulry.” AL your convenience, we would
appreciare knowing whether rthe President isg inclined ro gend such
a letter to the Commission. .

If you have any questions or thoughts on this matter, please
dont’t hesitate to bs in touch with me directly at 202/514-3008.

.
i

Attachment
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i The Hard Road Ahead - An Agenda for the FCC in 1557
* Reed k. Hurdt, Chairrman
Federal Compmunications Comemlission
Decernber 26, 1596

LA X
Liquor Ads.

Ore very unfortunate developrmen in the tast few months i the introducton of broadcast
hard liquor ads. For almaost 50 years, the digtlied-spirits indlustry volurttarily refrained from broadast
advertising, in recognition of the plain fact that TV is too powerful a medium to use for the advertising
of a product like hard Bquor, Recerdly, hawever, the distifled-spirits counxil repealed this audable
ban. Ads for hard liquor have appeared on elevision - both broadaast and cable «- and on radic.

Harg fiquor advertising on TV and radio poses a serious risk 1o our nation's children. The
dedsion by the industry 10 place these advertiserrents on TV and radio is disappoirting for parents
and dangerous for children. Viewers 100 young to consume distiied spirits will inevitably be exposed
1o these ads. '

§ have calied on broadaasters and cable operators 1o Yust Say No* o this aggressive ampaign
by the hard liquor industry.  Broadaass and <able are undier no obligation to ¢arry these ads and have
every right 10 refuse to de 5o, | congratulate arkd thank ABC, Fox, €8BS, NBC, T, Tirne Warner,
Garnett, and others for stating that they will not carry the hard iquor ads. | know that this is et a
complete list of companies thet have already adopted no-fiquor policies. Every cormpany must face an
incinvchual tast of conscience 10 decide whether these ads are right for our kids, | hope and trust that
£ach will make the right dedsion, '

if they dont, the next line of deferse s government acion, Sorme have raised the question of
whether the Comenission has the expertise 1o evaluate the public-interest reperaussions of the
irtroduction of these advertisernents. Surely a central component of the Commission's expertise is
our abliity 1 evaluate the effect of television on children. That expertise & why Congress emnusted o
us the responsibilty in areas such a3 children's educational television, indecency rules, and the V-Chip,

Of course, more inforrration is needed before the Comrnission could decide whether it
ought to take adlion with resped 1o hard liquor advertising on television, An FCC inquiry would
provide 3 forum to permit interested members of the public, broadasters, the distifled- spirits
inchustry, the acaderic community, and others to voice their views On this new wse of the pubiic
broadcast spectruim.

An inquiry can suply the infrmation needled to evaluate the nature and extent of the
prodiern posed by the broadeaast liquor ads, and the proper aourse of getion. Members of Congress,
& number of states, and mernbers of the public have asked us 1 look into this issue. Our statutory
obligation 1o sefeguard the publlic interest requires that we do so,



