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MEMORANDUM ^ 

TO: TOM FREEDMAN, MARY L. SMITH V V ^ 

RE: PROPOSALS TO PREVENT ALCOHOUVIARKETING TO CHILDREN 
ON THE INTERNET 

FROM: DREW HANSEN 

OHOUVIARKEI 

DATE: AUGUST 13, 1997 

CURRENT ADMINISTRATION POLICY ON INTERNET CONTENT REGULATION 

The Framework for Global Electronic Commerce (July 1,1997) proposes that regulations on Intemet 
content be provided by private industry, consumer groups, and parents instead of by the govemment. 
The Framework suggests that Intemet content be controlled by industry self-regulation, by the 
adoption of competing ratings systems, and by the development of easy-to-use technical solutions 
such as filters to block objectionable content. The July 16, 1997 White House conference on the 
"Family Friendly Intemet" built on this framework by creating family-friendly Intemet policies based 
on the development and use of new technologies, the enforcement of existing laws (against child 
pomography and stalking, for instance) and the encouragement of active parental participation in the 
Intemet rating and filtering process. 

Proposals to prevent the marketing of alcohol to children on the Intemet can be created within this 
general plan of private industry, consumer group, and parental guidelines with minimal govemment 
regulation. Specifically, we should encourage filters to block sites that market alcohol to children, 
encourage ratings systems to label sites that market alcohol to children, encourage voluntary restraint 
by alcohol companies, and educate parents about alcohol marketing to children on the Intemet. An 
upcoming summit (Fall 1997) of industry groups, non-profit organizations, and parents will focus on 
public education and parental empowerment regarding family-friendly Intemet policies. This summit 
could provide an opportunity to put the following proposals into action in a highly visible setting. 

PROPOSALS TO PREVENT ALCOHOL MARKETING TO CHILDREN ON THE 
INTERNET 

1. Encourage Filters to Block Sites that Market Alcohol to Children^ 

The two most commonly used "stand-alone" filters on the market ~ SurfWatch and Cyber Patrol ~ 
attempt to block sites that encourage the sale and consumption of alcoholic beverages. Yet their 
eflforts are not always successfiil: a random check of ten alcohol sites against the two filter programs 
found that Surf Watch let two of the sites slip through and that Cyber Patrol let four of the sites slip 
through. We should encourage filters to pay close attention to the eflforts of alcohol companies to 
market their products to minors and to block alcohol-related sites from users. 



2. Encourage Ratings Systems to Label Sites that Market Alcohol to Children. 

None of the three most popular ratings systems available ~ Net Shepherd, RSACi, and SafeSurf ~ 
have an explicit ratings category for alcohol-related sites. The RSACi system, used by Microsoft's 
Intemet Explorer and CompuServe, rates sites on violence, nudity, sex, and language. The SafeSurf 
ratings system, which has rated over 70,000 sites, rates by general age range, profanity, heterosexual 
themes, homosexual themes, nudity, violence, sex-violence-profanity, intolerance, the glorification 
of dmg use, "other adult themes," and gambling. Net Shepherd, which has rated over 300,000 sites, 
provides a "Family Search" facility that aims to provide search engine capability similar to Yahoo or 
Excite but with a limitation to sites rated by Net Shepherd as suitable for kids and families. As far 
as I can tell, their ratings/limitation system provides considerable opportunities for alcohol-related 
sites to appear on "family-fiiendly" search results: in a random check of ten alcohol-related sites, four 
of them appeared on "family-friendly" searches. (The Bacardi Rum site, in the supposedly family-
friendly "General" category, received a three-star rating.) Some other sites are available through 
hypertext links on pages that are allegedly "family friendly." A search for the Molson's site did not 
bring up the Molson's home page but did bring up the home page of some guy in Canada, which 
included links to the Molson's home page (as well as links to Playboy). We should encourage ratings 
systems to provide labels that denote the presence of alcohol-related material on reviewed sites. 

3. Encourage Voluntary Restraint by Alcohol Companies. 

Apparently, all alcohol companies have self-regulating codes that prohibit the targeting of minors in 
marketing eflforts. We should encourage alcohol companies to abide by their own codes of conduct. 
Specifically, we should ask alcohol companies to stop putting games, contests, and "virtual 
environments" likely to appeal to children and adolescents on their web sites, to provide clear 
notification on every site of its alcohol-related content, and to provide stricter controls on the ages 
of those who enter the sites. 

4. Educate Parents About Alcohol Marketing to Children on the Internet. 

Most "family-friendly" Intemet conferences, articles, and Web pages to date have focused on the 
ready availability of sexually explicit content on the Intemet and the possibility of children being lured 
into meetings with pedophiles. We should educate parents about the efforts made by alcohol 
companies to market their products to children and encourage them to take steps to control their 
children's access to alcohol-related sites. 
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PREAMBLE 

The Distilled Spirits Coimcil of the United States, Inc. (DISCUS), is the national trade 
association representing producers and marketers of distilled spirits sold in the United States. 
The members of DISCUS adopt this Code of Good Practice as guidelines conceming the 
placement and content of advertising and marketing materials. These guidelines have two 
overriding principles: (1) to ensure responsible, tasteful, and dignij5ed advertising and marketing 
of distilled spirits to adult consumers who choose to drink and (2) to avoid targeting advertising 
and markeiiiig of distilled spirits to individuals belovi/ the legal purchase age. 

The consumption of beverage alcohol products has played an accepted and important role 
in the cultural and social traditions of both ancient and modern society. DISCUS members take 
special pride in their products and their commitment to promoting responsible consumption by 
those adults who choose to drink. Nevertheless, it is the obligation of each consmner who 
chooses to drink to enjoy beverage alcohol products in a responsible manner. 

The distilled spirits industry acknowledges the problems inherent in abusive consumption 
of beverage alcohol, and DISCUS members remain committed to combatting alcohol abuse. To 
that end, the industry has joined with govemment and civic groups in efforts to encourage 
responsible use of beverage alcohol products. DISCUS also actively supports informational, 
educational, research, and treatment initiatives in an effort to better imderstand, prevent, and 
combat abuse of its products. 
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SCOPE 

The producers and marketers of distilled spirits encourage responsible decision-making 
regarding drinking of beverage alcohol by adults, and discourage abusive consumption of their 
products. The distilled spirits industry urges that adults who choose to drink, do so responsibly. 
Towards this end, DISCUS members pledge voluntarily to condua their advertising and 
marketing practices in the United States in accordance with Ae provisions of this Code. 

DISCUS members recognize that it is not possible to cover every eventuality and, 
therefore, agree to observe the spirit as well as the letter of this Code. Questions about the 
interpretation of the Code, member companies' compliance with the Code, and the application of 
its provisions are directed to the Code Review Board of DISCUS. 

RESPONSIBLE PLACEMENT 

1. Distilled spirits should not be advertised or marketed in any manner directed or primarily 
intended to appeal to persons below the legal purchase age. 

2. Distilled spirits advertising and marketing should not be placed in any communicarion 
intended to appeal primarily to individuals below the legal purchase age. 

3. Distilled spirits should not be advertised on college and university campuses or in college 
and university newspapers. 

4. Marketing activities for distilled spirits should not be conducted on college and university 
campuses except in licensed retail establishments located on such campuses. ^ 

5. Distilled spirits advertising and marketing should not be specifically aimed at events 
where most of the audience is reasonably expected to be below the legal purchase age. 
Fixed distilled spirits advertising and marketing materials at facilities used primarily for 
adult-oriented events fell outside this guideline. 
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RESPONSIBLE CONTENT 

Ufi4erafe Persons 

1. Distilled spirits advertising and marketing materials are intended for adults of legal 
purchase age who choose to drink. 

2. The content of distilled spirits advertising and marketing materials should not be intended 
to appeal to individuals below the legal purchase age. 

3. Distilled spirits advertising and marketing materials should not depict a child or portray 
objects, images, or cartoon figures that are popular predominantly with children. 

4. Distilled spirits advertising and marketing materials should not contain the name of or 
depict Santa Claus or any religious figure. 

5. Distilled spirits should not be advertised or marketed on the comic pages of newspapers, 
magazines, or other publications. 

6. Distilled spirits should not be advertised or promoted by any person who is or appears to 
be belpw the legal purchase age. 

Social ResDonsibUitv 

7. Distilled spirits advertising and marketing materials should portray distilled spirits and 
drinkers in a responsible manner. These materials should not show a distilled spirits 
product being consumed abusively or irresponsibly. 

8. On-premise promotions sponsored by distillers should encourage responsible 
consumption by those adults who choose to drink and discourage activities that reward 
excessive/abusive consumption. 

9. Distilled spirits advertising and marketing materials should not promote the intoxicating 
effects of beverage alcohol consumption. 

10. Distilled spirits advertising and marketing materials should contain no claims or 
representations that individuals can obtain social, professional, educational, or athletic 
success or status as a result of beverage alcohol consumption. 
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11. Distilled spirits should not be advertised or marketed in any manner associated with 
abusive or violent relationships or situations. 

12. Distilled spirits advertising and marketing materials should not imply illegal activity of 
any kind, 

13. No distilled spirits advertising or marketing materials should portray distilled spirits 
being consumed by a person who is engaged in, or is immediately about to engage in, any 
activity that requires a high degree of alertness or physical coordination. 

14. No distilled spirits advertising or marketing activity should be associated with anti-social 
or dangerous behavior. 

15. Distilled spirits may be portrayed to be part of responsible personal and social 
experiences and activities, such as the depiction of persons in a social or romantic setting, 
persons who appear to be attractive or affluent, and persons who appear to be relaxing or 
in an enjoyable setting. 

Prunk Driving 

16. Driving while intoxicated is against the law. Distilled spirits advertising and marketing 
materials should not portray, eiKourage, or condone druxik driving. 

Alcohol Content 

17. Distilled spirits advertising and marketing materials should not refer to alcohol content 
except in a straightforward and factual manner. 

Good Taste 

18. No distilled spirits advertising or marketing materials should contain advertising copy or 
an illustration unless it is dignified, modest, and in good taste. 

19. No distilled spirits advertising or marketing materials should claim or depict sexual 
prowess as a result of beverage alcohol consumption. 

20. Distilled spirits advertising and marketing materials should not degrade the image, form, 
or status of women, men, or of any ethnic, minority, sexually-oriented, religious, or other 
group. 

21. Distilled spirits advertising and marketing materials should not employ religion or 
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religious themes, nor should distiUed spirits be advertised in publications devoted 
primarily to religious topics. 

CODE REVIEW 
BOARD 

There shall be established and maintained a Code Review Board, which shall meet when 
necessary to consider complaints lodged by DISCUS membere or other interested parties. 

The Code Review Board shall be comprised of no less than five (5) members m good 

^mt'o^d'^of^^^^^^^^ ^'"^ "^^'"'^ ^^-^^^ ^ vote 

Findings of the majority of the members of the Code Review Board shall be 
meZ!!^ nf P '̂̂ P^y ̂  responsible advertiser and in appropriate circumstances to all 
members of the Board of Directors of DISCUS. 
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Developed by the University of Illinois al Ui-b.ina-Champnign. 
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Developed by the University of Illinois at Urbana-Champaign, 

in partnership with The Century Council 

What is Alcohol 101? 

Alcohol 101 is a powerful, first-of-its-kind, interactive CD-ROM 
program designed to reduce the harm associated with the misuse of 
alcohol. 

• It provides the physiological, psychological and legal information to 
help college students make responsible decisions about drinking - or 
not drinking. 

Who Created It? 

Alcohol 101 was developed by the University of Illinois at Urbana-
Champaign in partnership with The Century Council. 
• The University is a leader in the development of interactive, computer-

based learning tools and the originator of the Netscape browser and 
Eudora e-mail software programs. 

• The Council is a national, not-for-profit organization that fights 
alcohol abuse, focusing on drunk driving and underage drinking 
problems. The Council is funded by America's leading distillers. 

How Do Colleges Get It? 

• Alcohol 101 will be available, free of charge, to all the country's 
colleges and universities in Fall 1998. Participating schools will 
receive all the materials needed to get the program up and running, 
including disks; a user guide; and other support material. 

How Effective Is It? 

Developed with focus groups and student surveys. Alcohol 101 has just 
completed a demonstration phase on more than 60 college and university 
campuses nationwide, reaching nearly 13,000 students. Preliminary 
survey responses found: 

• Over 70 percent of students who did not know how to recognize 
and respond to an alcohol overdose before the program reported 
that they learned what to do. 

• 78 percent of those who did not know how to intervene to help a 
heavily-drinking friend said they learned intervention techniques. 

• 88 percent of those who did not understand the relationship 
between time elapsed, amount drunk and BAC learned how these 
factors interact. 

The Century Council 550 South Hope St., Suite 1950, Los Angeles, CA 90071-2604 Telephone 213-624-9898 FAX 213-624-9012 www.centurycouncil.org 
The Century Council is funded by America's leading distillers. 
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A controlled study at the University of lUinois compared Alcohol 101 to a 
traditional alcohol abuse prevention course and found students learned 
more from Alcohol 101 in 13 key areas, including: 

• Alcohol's effects on judgment and decision making 
• Relationship between excessive drinking and unsafe sex/date rape 

or aggressive behavior 

Students were also enthusiastic about the program: On a scale of 1 to 5, 
5 being best, more than 70 percent of students rated 9 of the 11 major 
program elements a 4 or 5. 

What Do Educators Say About Alcohol 101? 

"... user friendly, dynamic, creative, non-threatening, and fun ... 
most exciting, original instrument for use in alcohol education I 
have seen this decade." 

- Vicki Gardner, M.S., C.A.C II, M.A.C 
Coordinator, Alcohol 85 Drug Program 

Coastal Carolina University 

"IVe been in the [alcohol education] field for 20 years. This 
program is a Godsend." 

- Barbara Fijolek 
Coordinator, Wellness Center 

Southern Illinois University 

"Alcohol 101 promises to be the biggest alcohol abuse prevention 
program ever seen on college campuses." 

- Joe Abhold, Ph.D. 
Director for Research and Evaluation 

Ball State University 



Alcohol 101"" Demonstration Campuses 

Developed by the University of Illinois at Urbana-Champaign, 
in partnership with The Century Council 

Augustana College (Rock Island, Illinois) 
Ball State University (Muncie, Indiana) 
Boise State University (Boise, Idaho) 
Castleton State College (Castlelon, Vermont) 
Coastal Carolina University (Conway, South Carolina) 
Dowling College (Long Island, New York) 
East Carolina University (Greenville, North Carolina) 
Elon College (Elon College, North Carolina) 
Gannon University (Erie, Pennsylvania) 
George Mason University (Fairfax, Virginia) 
Hofstra University (Hempstead, New York) 
Illinois College (Jacksonville, Illinois) 
Kean University of New Jersey (Union, New Jersey) 
Mercer University (Macon, Georgia) 
Miami University (Oxford, Ohio) 
North Dakota State University (Fargo, North Dakota) 
Northwestern University (Evanston, Illinois) 
Plymouth State College (Plymouth, New Hampshire) 
Pomona College (Claremonl, Califomia) 
Saint Jolin's University (Collegeville, Minnesota) 
Saint Mary's University of Minnesota (Winona, Minnesota) 
Selon Hill College (Greensburg, Pennsylvania) 
Southeastern Louisiana University (1-lammond, Louisiana) 
Southern Illinois University at Carbondale 
Southern Maine Technical College (So. Portland, Maine) 
Sui Ross State Universitj' (Alpine, Texas) 
Syracuse University (New York) 
Texas A & M University (College Station, Texas) 
Texas Tech University (Lubbock, Texas) 

The Ohio Slate University - Office of Residence Life (Columbus, Ohio) 
The Ohio State University - Student Wellness Center (Columbus, Ohio) 
The Pennsylvania Slate University (University Park, Pennsylvania) 

I he University of British Columbia (Vancouver, British Columbia, Canada) 
•fhe University of Georgia (Athens, Georgia) 
University of Califomia, Santa Barbara 
University of Connecticut (Storrs, Connecticut) 
University of Florida Brain Institute (Gainesville, Florida) 
University of Houston (I louslon, Texas) 
University o!'Illinois at Urbana-Champaign 
University of Michigan (Ann Arbor, Michigan) 
University of Missouri-Columbia 
University of Nebraska at Omaha 
University of North Florida (N. Jacksonville, Florida) 
University of Washington (Seattle, Washington) 
University of Wisconsin Oshkosh 
Universit)' of Wisconsin Superior 
University of Wisconsin @ WHiitewater 
University of Wisconsin Marathon County (Wausau, Wisconsin) 
Valdosia Stale University (Valdosta, Georgia) 
Wake Forest University (Winslon-Salem, North Carolina) 
Willamelle University (Salem, Oregon) 
West Texas A & M University (Canyon, Texas) 
Western Washington University (Bellingham, Washington) 
Xavier University (Cincinnati, Ohio) 

The Century Council 550 South Hope St., Suite 1950, Los Angeles, CA 90071-2604 Telephone 213-624-9898 FAX 213-624-9012 www.centurycouncil.org 
The Century Council is funded by America's leading distillers. 
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FOR TMMEDTATE RELEASE 

Developed by tlie University of Illinois al Url)â a-ChampHî ;n, 

in partnership wilh The Century Council 

Contact: Cynthia Gears 
Hill and Knowlton 

(202) 944-5137 
or 

Josh Gertler 
Hill and Knowlton 

(213) 966-5749 

DYNAMIC NEW CD-ROM PROGRAM TO COMBAT ALCOHOL ABUSE 
ON COLLEGE CAMPUSES 

"Alcohol lOr"" Uses State-of-the-Art CD-ROM Technology 
to Educate Students 

LOS ANGELES (September 4, 1997) - Just in time for the fail 1997 term, more than 

25,000 students at over 45 university demonstration sites around the country will participate in a 

first-of-its-kind interactive CD-ROM program to help combat the harm associated with excessive 

drinking among some college students. Alcohol 101 '̂"' is a program of the University of Illinois at 

Urbana-Champaign developed in collaboration with The Century Council, a national organization 

that fights alcohol abuse and is funded by America's leading distillers. 

Alcohol 101 was created with the benefit of extensive survey and focus group work among 

students, particularly freshmen, at the University of Illinois under the direction of William L. 

Riley, Ph.D., dean of students and associate vice chancellor, and Janet S. Reis, Ph.D., associate 

professor, department of community health. The University of Illinois is at the cutting edge of 

interactive technology in social learning and, through its Supercomputer center, is the birthplace 

of such Internet browsing software as Mosaic"^ and NetScape. 

When students log onto the program, they enter a "virtual" party where they can make 

decisions for characters placed in social situations involving drinking or not drinking, and then 

witness the outcomes of positive or negative decisions. The program also prompts users to 

participate in numerous multiple choice games hosted by a talking lava lamp named "Norm" and 

— more — 
The Century Council 5,50 South Hope St., Suite 1950, Los Angeles, CA 90071-2604 Telephone 213-624-9898 I'AX 213-624-9012 www.centurycouiicil.oig 

The. Century Council funded hy America's lending di.-^lillers. 
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Alcohol 101 
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learn about real-life campus tragedies involving alcohol misuse. Students can even "drink" at a 

virtual bar that, through a blood alcohol content (BAC) calculator, provides personal information 
« — 

about how food, time and amount of alcohol impacts BAC. 

''Alcohol 101 can assist students to make better, more informed decisions regarding the role 

of alcohol in their lives," said Riley. "And for those student affairs staff who deal with the effects 

of alcohol misuse — disciplinary hearings, readmission, counseling and treatment ~ this program 

should allow them to spend time on more enjoyable student relationships." 

"Students have told us that information in technologically current formats helps them learn 

and understand the material faster and better," said John C. Lawn, chairman and CEO of The 

Century Council and former administrator of the U.S. Drug Enforcement Administration. 

"Though communicated in a fast-paced and somewhat irreverent format, the program provides 

important educational information and encourages positive behavioral change by using role 

models, with whom students can identify, to demonstrate responsible decision making skills." 

"Alcohol 101 is like a flight simulator for college students," said Geneen Wright, a senior at 

the University of Illinois who participated in the program. "You make choices for students placed 

in typical social situations involving alcohol and witness the consequences of abusive behavior. It 

gives you ideas on how to stay safe and in control for when you're really at the party. I wish I 

had gone through Alcohol 101 as an incoming freshman, yet 1 still learned a lot. It helped me 

understand that heavy drinking among college students is not the norm. That takes some of the 

pressure off to fit in by drinking a lot ." 

The Century Council and the University of Illinois will incorporate the most effective 

implementation approaches identified at the demonstration sites into a package of materials that 

will be distributed with the program nationally to universities and colleges in fall 1998. Alcohol 

101 was funded by a grant from The Century Council, with in-kind support from the university. 

All materials will be made available free of charge by The Century Council. 

"CD-ROM technology is flexible can be incorporated into a number of different educational 

environments," continued Riley. "I'm looking forward to seeing what creative ideas the 

demonstration sites develop — there are already plans for using Alcohol 101 in residence halls, 

with fraternity and sorority students, with student discipline systems and as part of freshman 

orientation programs." 

— more — 
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According to a study conducted by Southern Illinois University, nearly one in four male 

college students (23.6%) and one in 10 female students (9.9%) report three or more binge* 

drinking episodes in the previous two weeks. (Core institute on Alcohol ami Other Drug Studies, 1992-1994 

Figures.) Of Students who report binge drinking three or more times in the previous two weeks, 90 

percent reported having had a hangover, 46 percent got behind in school work (compared to six 

percent for non-binge drinkers); 22 percent said they engaged in unprotected sex (compared to 

four percent for non-binge drinkers) and one percent required treatment for alcohol overdose. 

(Harvard School of Public Health, December 1994 Report.) 

The University of Illinois at Urbana-Champaign is ranked among the nation's most 

distinguished teaching and research institutions. Its diverse, world-class programs reflect the 

mission of a comprehensive, land-grant university. The university is a world leader in computing 

design and applications, and home to the National Center for Supercomputing Applications. 

The Century Council is dedicated to fighting alcohol abuse, focusing on drunk driving and 

underage drinking problems. Founded in 1991, the Council is headquartered in Los Angeles and 

is fijnded by America's leading distillers. 

# # # 

* Binge drinking is defined in ihese studies as five or more drinks in a row in the past two weeks for men, and four or more 
drinks in a row in the past two weeks for women. 



Developed by the University of Illinois al Urbana-Champaign, 

in partnership wilh Tlie Century Council 

A L C O H O L 101 SM 

Facts-At-A-GIance 

Alcohol 101 is an innovative, first-of-its-kind interactive CD-ROM program 
aimed at reducing the harm associated with excessive drinking among some 
college students. Topics covered in the program include unsafe sex, 
alcohol overdose and dmnk driving. 

Development 

• Alcohol 101 is a program of the University of Illinois at Urbana-
Champaign, developed in collaboration with The Centuiy Council, an 
organization that fights drunk driving and underage drinking problems 
and is funded by America's leading distillers. 

• Alcohol 101 was funded by a grant from The Centuiy Council, with in-
kind support from the university. 

• The program was created with the benefit of extensive sin vey and focus 
group work among students at the University of Illinois at Urbana-
Champaign under the direction of Associate Professor Janet Reis, 
Depaitment of Community Health. The University of Illinois is at the 
cutting edge of interactive technology in social learning and through its 
Supercomputer center is the originator of such Internet browsing 
software as Mosaiĉ '̂ ' and NetScape. 

Using Alcohol 101 

• When students log onto the program, they "enter" a virtual party, 
where they can click on characters placed in social situations involving 
decisions about alcohol use and misuse, and then witness the positive or 
negative outcomes of those decisions. The program prompts users to 
play multiple choice and learn about real-life campus incidents 

- - more - -
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Alcohol lOr'" 
Facts-At-A-Glance 
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involving alcohol misuse. Students can even "drink" at a virtual bar 
that, tlu&ugh a BAC (blood alcoiiol content) calculator"", provides 
personal infonnation about how food, time and amount of alcohol 
impacts BAC. 

By demonsti ating the negative outcomes of decisions to use alcohol 
excessively and providing socially acceptable alternatives. Alcohol 101 
encourages students to maintain personal safety and control in situations 
involving alcohol. The program also clearly indicates that not drinking 
alcohol is an equally valid option. 

National Distribution 

• In the fall of 1997, more than 25,000 students at over 50 university 
campuses will implement Alcohol 101 to explore various ways 
universities can implement the program. The Centuiy Council and the 
University of Illinois will incoiporate the most creative ideas into an 
overall package of materials that will be distributed with the program 
nationally to universities and colleges in 1998. Alcohol 101 will be 
made available, free of charge, by The Centuiy Council. 

Evaluation 

• Alcohol 101 was created using extensive student survey and focus group 
infonnation gathered at the University of Illinois. 

• Dr. Reis and Dr. John Baer, Associate Research Professor of 
Psychology at the University of Washington, will evaluate 
implementation strategies at the demonstration sites in preparation for 
the 1998 national distribution. They will also supervise a separate 
evaluation of the program's longer term effects on student attitudes, 
knowledge, intentions and drinking behavior. This evaluation will 
include comparisons of students using .̂ /co/vo/ 101 to control groups of 
students who do not use the program. 

more 
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• A built-in research component in Alcohol 101 provides an ongoing 
oppoituihity to gather extensive infoiTnation about college drinking 
patteiTis. From this continuing research, the Council and the University 
hope to gain an understanding of the relationship between alcohol-
related problems and the frequency and intensity of drinking episodes 
among college students. 

### 

* The National Highway Traffic Safely .Administration (NHTSA) has reviewed the B.'IC calculator in 

Alcohol 101, which is based on the NHTSA BAC estimator, and found the calculations lo he consistent 

wilh NHTSA research. NHTSA's BAC estimator is the official source of B.iC data fen- the United States 

Department of I ransporlalion. 

Daiy Fiorentino, M.,'i., research scientist with the Southern California Research Institute (SCRI), has 

reviewed the BAC calculator in Alcohol 101, and found the calculations to he accurate and consistent 

wilh SCRI's work in this field and with olher nationally recognized research. SCRI, a non-profit 

research institute engaged in traffic .safety research since 1973, is headed by Dr. Herbert Moskowilz and 

Dr. Marcelline Bums, two of the couiilty's foremost authorities on impaired driving. 

November 1997 



ALCOHOL 101 

Developed by the University of Illinois at Urbana-Champaign, 

in partnership with The Century Council 

Overview 

An innovative, first-of-its-kind interactive CD-ROM program, Alcohol 101 

is aimed at reducing the harm associated with excessive drinking among 

some college students. Contrary to common perception, most college 

students do not drink excessively; however, those students who do often 

deal with issues ranging from poor academic performance to unsafe sex and 

alcohol overdose. 

Alcohol 10J is a program of the University of Illinois at Urbana-

Champaign, developed in collaboration with The Century Council, an 

organization that fights drunk driving and underage drinking problems and 

is suppoited by America's leading distillers. Funded by a grant from The 

Century Council with in-kind support from the university, Alcohol 101 was 

created with the benefit of extensive survey and focus group research 

among students at the University of Illinois under the direction of Associate 

Professor Janet Reis, Depaitment of Community Health. The University of 

Illinois is at the cutting edge of interactive technology in social leaming 

and, through its Supercomputer center, is the originator of such Internet 

browsing software as Mosaic''"'̂  and NetScape. 

When students log onto the program, they meet their host, a talking lava 

lamp named "Nonn" (short for positive nonn). Norm guides the 

~ more ~ 
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students info a "virtual" paity where they can make choices for characters 

placed in social situations involving decisions about drinking or not 

drinking, and then witness the outcomes of positive and negative decisions. 

The program also prompts users to participate in numerous multiple-choice 

games and leam about real-life campus tragedies involving alcohol misuse. 

Students can even "diink" at a virtual bar that, through a blood alcohol 

content (BAC) calculator''', provides personal information about how food, 

time and amount of alcohol impact BAC. 

Alcohol 101 also uses "positive noming" to help students understand that 

the majority of students do not drink excessively, and that many choose not 

to drink at all. This concept is introduced through the character of Norm. 

There is also a program option that allows students to compare their own 

drinking and estimates of student alcohol consumption levels to actual 

figures provided by national data. Research has shown this information can 

help reduce heavy drinking among some college students. 

Though delivered in a technologically advanced format, the program 

provides important educational infonnation and has an academic, 

theoretical basis. Alcohol 101 encourages positive behavioral changes by 

supplying role models, with whom students can easily identify, to illustrate 

responsible decision-making skills that can be tianslated into real-life 

situations. By demonstrating the negative outcomes of decisions to use 

alcohol excessively and providing socially acceptable alternatives, the 

program encourages students to maintain personal safety and control in 

more 



Alcohol lOr"' 
Overview 
Page 3 

situations involving alcohol. The program also cleaily indicates that not 

drinking alcohol is an equally valid option. 

In the fall of 1997, more than 25,000 students at over 45 university 

campuses will implement/I/co/io/101 to explore various ways universities 

can use the program. Dr. Reis and Dr. John Baer, associate research 

professor of psychology at the University of Washington, will evaluate 

demonstration site implementation strategies and incorporate the most 

creative ideas into an overall package of materials that will be distributed 

with the program nationally in fall 1998. Alcohol 101 will be made 

available, free of charge, by The Century Council. 

Reis and Baer will also supervise an evaluation of Alcohol 707's longer 

term effects on student attitudes, knowledge, intentions and drinking 

behaviors. This evaluation will include comparisons of students using 

Alcohol 101 to conti ol groups of students who do not use the program. In 

addition, a built-in research component in Alcohol 101 provides an ongoing 

oppoitunity to gather information about college drinking pattems. From 

this continuing research. The Centuiy Council and the University of Illinois 

hope to gain a better understanding of the relationship between alcohol-

related problems and the frequency and intensity of drinking episodes 

more 
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among college students. These results could support future, more focused, 

education and prevention programs. 

# # # 

The National Highway Traffic Safety Administration (NHTSA) has reviewed the B.AC calculator in 
Alcohol 101, which is based on the NHTSA BAC estimator, and found the calculations to be consistent 
with NHTSA research. NHTSA's BAC estimator is the official source of BAC data for the United States 
Department of Transportation. 

Dary Fiorentino, M.A., research scientist wilh the Southern Califomia Research Inslilule (SCRI), has 
reviewed the BAC calculator in Alcohol 101, and found the calculations to be accurate and consistent 
with SCRI's work in this field and wilh olher nationally recognized research. SCRI, a non-profit 
research institute engaged in traffic .safety re.search since 1973, is headed by Dr Herbert Mo.skowitz and 
Dr. Marcelline Bums, two of the countty's foremost aulhorilies on impaired driving. 
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Developed by the University of lllini.iis al Urbana-Champaign, 

in partnership with The Century Council 

Statistics 

Contrary to common perception, most college students do not drink 
excessively. However, those students who do choose to drink excessively 
often deal with issues ranging from poor academic performance to unsafe 
sex and alcohol overdose. 

• Nearly one in four male college students (23.6 percent) and one in 10 
female students (9.9%) repoit three or more binge* drinking episodes in 
the previous two weeks. 
Source: Core Institute on Alcohol and Other Drug Studies at Southern Illinois University, 1992-1994 
Figures 

• Nearly one in 10 (8.5 percent) male college students reports consuming 
21 or more drinks per week. 
Source: Core Inslilule on Alcohol and Olher Dmg Studies al Southern Illinois University, 1992-1994 
I'igures 

• Of Students who report binge drinking three or more times in the 
previous two weeks: 

90 percent repotted having had a hangover, 
46 percent got behind in school work 
(compared to six percent for non-binge drinkers), 
22 percent said they engaged in unprotected sex 
(compared to four percent for non-binge drinkers), and 
one percent required treatment for alcohol overdose. 

' Binge drinking is defined in these .studies as five or more drinks in a row in the post two weeks for men, 

and four or more drinks in a row in the past two weeks for women. It should he noted thai the tenn 

"binge " is defined as a problem drinking indicator Its relation lo the popular concept of the tenn has 

recently caused il lo come under .scrutiny hy .some in the academic community. (See: 'Ihe Limits of 

Binae Drinkiiii:. Intemalional Center for Alcohol Policies, April 1997) 

August 1997 
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Demonstration Site Overview 

Alcohol 101 is the result of extensive research into college drinking patterns, including 

student focus groups and surveys conducted by the University of Illinois. Fall 1977 

marks its introduction into a wide variety of campuses that will serve as demonstration 

sites to identify the best ways to use this exciting new program. 

"One advantage of CD-ROM technology is its Oexibility," said Dr. Janet Reis, Alcohol 

101 Program Director and Professor of Community Health at the University of Illinois. 

""Alcohol 101 can be used in private in homes, dorm rooms, and campus computer labs, 

or in groups in classrooms equipped with multi-media projection equipment. It can be 

used alone, or campuses can combine it with existing programs or courses." 

Reis added, "Key program elements can be used to address specific problems, such as 

alcohol overdose or unsafe sex, that can occur when students drink to excess. So 

implementation strategies can be designed to target particular student populations 

considered to be at risk for those outcomes." 

The demonstration sites run the gamut, from small, private, single-sex colleges to large 

public universities. They include rural and urban locations, residential and commuter 

students, religious and secular institutions, and widely diverse student populations. 

More than 20,000 students at over 45 participating schools will be using the program. 

-- more — 
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Under supervisjpn from Dr. Reis and Dr. John Baer, Associate Research Professor of 

Psychology at the University of Washington, the demonstration sites will compile and 

submit student survey data and provide an analysis of their implementation experience. 

From this information, the Council and the University will compile a "best practices" 

of implementation methods, which will be made available to all participating 

institutions as part of national program distribution in fall 1998. Following are brief 

summaries of some of the proposed implementations. 

Wide Variety of Site Plans (partial list) 

University of Houston, Houston, Texas. The University of Houston will integrate 
Alcohol 101 into all the elements of its comprehensive approach to alcohol abuse issues 
(freshman social decision-making seminar, peer education, class curricula, residence 
life planning, the Cougar Alcohol Education campaign), as well as in campus 
disciplinary and athletic programs and with the Greek system. To use the program in 
all these areas, the University's Wellness Center has developed an interactive 
presentation that projects the disk onto a large screen and allows groups of students to 
participate in the "virtual party." 

Western Washington University, Bellingham, Washington. In this implementation, 
peer health educators will use Alcohol 101 in new, high-tech classrooms to reach 
student athletes. Western Washington University is a mid-sized public college in an 
urban area. Each fall, approximately 200 student athletes participate in programs 
designed to prevent alcohol and drug abuse as well as sexual misconduct. Alcohol 101 
will be incorporated into these programs and used with groups of students who will 
explore the disk together and discuss it as they go. Studies show that student athletes as 
a group are more prone to excessive drinking than other students. 

University of California, Santa Barbara, California. UCSB's implementation plan 
can provide insight into Alcohol lOl's impact on an all-male population, as well as 
allowing a comparison between Alcohol 101 and other, more traditional education 
efforts. UCSB is a mid-sized public university in a suburban area. Male students in 
UCSB residence halls have expressed dissatisfaction with existing alcohol education 
programming and have indicated that participation in such programming would increase 
if the experience were more interactive. 

more 
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University of Illinois at Urbana-Champaign. Under the guidance of Program 
Director Dr. Jafiet Reis, Alcohol lOPs "home campus" has created a multi-faceted, 
comprehensive implementation plan for the demonstration phase. The plan includes use 
of the program in residence halls with randomly selected freshman volunteers, as well 
as use with freshmen participating in the First-Year Impact (FYI) student leadership 
program. In addition, two classes in the University's Department of Community Health 
will use the program as part of their coursework. In all three cases, program users will 
be compared against appropriate control groups of students who do not use Alcohol 
101. 

Seton Hill College, Greensburg, Pennsylvania. As the only women's college 
participating in the demonstration phase, Seton Hill offers a unique opportunity to 
judge Alcohol 101 's effectiveness in helping college women avoid the negative 
consequences sometimes associated with excessive drinking, particularly those related to 
unsafe/unplanned sex and vulnerability to date rape. Seton Hill will use the program in 
a required developmental course called "Freshman Seminar" and in disciplinary actions 
for alcohol policy violations. Residence hall staff will also be trained to use the 
program. 

fm tt 
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University oflllinois/Urbana-Champaign Implementation Plan 

Under the supervision of Dr. Janet Reis, the University of Illinois/Urbana-
Champaign has created a multi-faceted, comprehensive implementation plan 
for the program's fall 1997 demonstration phase. The plan includes volunteer 
and required use; residence hall computer labs and public-use labs; student 
life, course-related, and disciplinary use; use early in the semester and use at 
the end of the term; and use of Alcohol 101 alone, Alcohol 101 in conjunction 
with other alcohol-education efforts, and Alcohol 101 compared to no 
alcohol-education efforts. Following is a brief summary of the plan. 

Freshman volunteers/Residence Hall advisors. A pilot group of 60 
volunteer freshmen will test the program in residence-hall computer labs in 
mid-September. The 60-minute sessions (students can stay longer if the labs 
are not crowded) are led by volunteer residence-hall advisors who have been 
trained to use the software. To maximize time actually spent with the 
program, students will complete the pre- and post use surveys before and 
after their lab sessions. 

The researchers will follow up with students within approximately one month 
to determine which program elements they remember and how they feel they 
have incorporated information from the program into their lifestyles. They 
will also observe users' comfort with the structure of the program and 
whether they move easily through the disk. 

First Year Impact (FYI) students. Volunteers for the fall 1997 FYI 
leadership program constitute a self-selected group of 900 students. With 
these students, Alcohol 101 will be assessed in three ways: alone; in 
comparison with existing peer- and facilitator-led alcohol prevention 
education; and in comparison with programming unrelated to alcohol 
prevention. To reduce selection bias within time of day or across days of the 
week, groups of approximately 20 students have been randomly scheduled for 
60-minute sections. Like the other freshman volunteers, FYI participants will 
complete the pre- and post-use surveys before and after their lab sessions, 
which will be led by FYI facilitators trained to use the program. 

The Century Council 5,50 South Hope St., Suite 1950, Los Angeles, CA 90071-2604 Telephone 213-624-9898 L'AX 213-624-9012 www.centurycouncil.org 
The Century Council is funded by America's leading distillers. 
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A randomly selected subset of these students will be followed through their 
semester-long involvement in FYI to ascertain which program elements they 
remember and how they feel they have incorporated program messages into 
their lifestyles. 

Community health classes. A cross-section of students will use Alcohol 101 
in computer labs as part of two Community Health classes. In the Drugs and 
Alcohol course, half of the 350 selected students will hear a classroom lecture 
on alcohol; they will also have the option to use Alcohol 101 for extra credit. 
(Credit will be awarded only if the student either completes the pre-and post-
use surveys or, in the case of students who have already used the program 
through FYI or other sources, writes a 2-page paper about the experience.) 
The other half of the students will only hear the classroom lecture. In this 
course, Alcohol 101 will be used at the end of September. 

In the Personal Health course, 120 students will use the program at the end of 
the fall semester as part of mandatory discussion sections (students' grades 
are reduced if they do not attend). In both courses, the survey procedures will 
be the same as oudined above for student volunteers. 

Student discipline. Alcohol 101 will be incorporated into disciplinary 
procedures for infractions of alcohol-related University policies. Students will 
be separated according to their prior exposure to the program, the seriousness 
of the infraction, and the student's personal involvement with alcohol. More 
personalized feedback mechanisms to address those cases of students with 
serious drinking problems are also being developed for this use. 

null 
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mi A L C O H O L lOl"̂ '̂ 
Important Information About the Program 

Preventing alcohol abuse among college students raises a number of 
complicated issues. Young men and women are placed in new and often 
difficult social situations involving choices about drinking or not drinking. 
Some are of legal age to drink; some are not. Many have wrong perceptions 
about what constitutes "normal" drinking among their peers, and many are 
unaware of the effects different amounts of alcohol have on their bodies and 
behavior. 

As you move through the disk, you will experience certain things designed to 
address issues of legality, the effects of alcohol, and safe decision making. 
These include, but are not limited to: 

1. Legal warnings. All users are asked their age when they log in to the 
disk. Depending on the answer, the program automatically presents 
warnings regarding either illegal underage consumption of alcohol or 
legal-age students furnishing alcohol to underage drinkers. 

2. Choosing not to drink. Alcohol 101 clearly presents "not drinking" as a 
viable option. The program presents a wide choice of socially acceptable 
options students can use in situations where they may face heavy social 
pressure to drink. Be sure to click on the "Sheri" character in the unsafe 
sex scenario to see one example of this; numerous other suggestions, 
found throughout the disk, are summarized in the printable document, 
"Top 10 Ways to Turn Down a Drink," which appears as you exit the 
program. 

3. BAC information. Research shows that many students do not clearly 
understand the amounts of alcohol required to produce various effects on 
their body and judgment. Nor do they understand the relationships of 
food, gender, type of drink and drinking speed to BAC. The BAC 
calculator in the disk's "virtual bar" addresses all these issues. It also 
presents warnings against underage drinking and driving; using the BAC 
calculator to make decisions about drinking and driving; possible alcohol-
drug interactions; and other issues related to BAC. 

The Century Council .5,50 South Hojie St., Suite 19,50, Los An.geles, CA 90071-2604 Telephone 213-624-9898 FAX 213-624-9012 www.centurycouncil.org 
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NOTE: 

• The ̂ Jational Highway Traffic Safety Administration (NHTSA) has 
reviewed the BAC Calculator in Alcohol 101, which is based on the 
NHTSA BAC Estimator, and found the calculations to be consistent 
with NHTSA research. (The BAC Estimator is the official source of 
BAC data for the U.S. Department of Transportation.) 

• Dary Fiorentino, M.A., research scientist with the Southern California 
Research Institute (SCRI), has also reviewed the calculator and found 
the calculations to be accurate and consistent with SCRI's work in this 
field and with other nationally recognized research. Dr. Herbert 
Moskowitz and Dr. Marcelline Burns, two of the country's foremost 
authorities on impaired driving, head SCRI, a non-profit research 
institute engaged in traffic safety research since 1973. 

4. Positive norming. Research indicates that many college students 
overestimate how much college students drink, and some actually drink 
more than they would otherwise to "fit in." Research also shows that once 
these students become aware of the actual facts, some are likely to 
moderate their behavior. The host of the virtual party, an animated 
character named Norm, is named for this phenomenon of "positive 
norming." 

When you log into Alcohol 101, you will have the option to request 
feedback on your drinking. Choose "Yes" and answer the questions that 
appear; when you exit the disk, the program will present information that 
compares your level of drinking and your estimates of college drinking 
levels with actual data as reported in an ongoing national survey of 
college students. This is intended to influence those students who 
overestimate levels of college drinking and drink excessively to fit in with 
their false expectations. 

5. Behavioral tools. The three interactive video scenarios model safe 
decision-making skills for students, as well as showing the consequences 
of poor decisions. The scenarios also include role models that help 
students recognize when and how to intervene in various situations to 
protect their friends. Several of Nonn's 20 Questions, items in the Rave 
Room, and printable documents on the disk also stress the importance of 
intervention and responsible decision making. 

# # # 
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B y b u i l d i n g 
a l l i a n c e s w i t h o t h e r 
p r i v a t e a n d p u b l i c 
o r g a n i z a t i o n s , t h e 
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T h e C o u n c i l 
b e l i e v e s t h a t t h e 
k e y t o s u c c e s s is 

The vast majority of adults who enjoy 

beverage alcohol do so responsibly. 

Those who drink too much—or drink when 

they shouldn't drink at all—are irresponsible. 

And that's not acceptable. 

Ever. 

A l l i t t a k e s i s 
e v e r y o n e . 

The Century Council 

530 South Hope St., Suite 1950, Los Angeles, CA 90071-2604 

Phone: 213-624-9898 Fax: 213-624-9012 



/ e i den t i f y n e e d s . W e c r e a t e , d e v e l o p , t e s t a n d d e b u g n e w 

o p r o a c h e s . W e re f ine p r o v e n s t r a t e g i e s . W e b r ing t h e m o s t 

p r o m i s i n g i d e a s t o a s m a n y c o m m u n i t i e s a s p o s s i b l e . 

Workiiig for touffher D U I laws 

In state after state, The Century 

Council has been a 

leader in the legisla­

tive battles for 

administrative license 

revocation, underag;e, 

zero tolerance laws 

and tresh, workable 

solutions to the per­

sistent problem of 

repeat drunk drivers. L" 

Stopping illegal underage purchases. 

The Council provides programs 

and display materials to help the 

smart retailer deal 

with underage 

wannabe alcohol 

customers. 

Participating 

restaurants, 

stores and bars can take 

advantage of server training, signage 

(and an occasional plainclothes police 

officer) to let kids know that — if 

they're looking to buy alcohol — 

they're looking in the wrong place. 

"So, who wi l l it be?" 

Who's the designated driver? The 

Council has a number o f proven, 

turnkey programs to help servers iden­

tify and reward designated drivers or 

to encourage customers who shouldn't 

drive to call a cab. 

If you'd like to start a designated 

driver program in 

vour area, make it 

on vourself: easy 

Borrow ours 

Home Free. 

La Promesa and La Familia 

Year after year, Hispanics — the 

fastest-growing segment of the 

nation's population — have accounted 

for a disproportionate number of 

drunk driving arrests. 

The Council is helping to turn 

those numbers 

around through 

culturallv-sensi-

tive, comprehen­

sive education 

programs. (One 

of our most suc­

cessful partner- ' _ - . 

ships involves the family, the church 

and a stand-up-in-front-of-everyone 

promise not to drive drunk.) 

The long-term answer: Education 

As important as prevention and treat­

ment will continue to be in the fight 

against alcohol abuse, the best method 

IS to stop the problems 

before thev start. And the 

best wav to do that is 

through education. 

The Council has 

developed age-specific 

programs designed to reach separate 

student populations — college, high 

school and middle school — and we 

will continue to explore new 

opportunities for education in the 

home, in the workplace, in the entire 

community. 

T h e C o u n c i l i m p l e m e n t s i ts p r o g r a m s by l i s ten ing t o 

c o m m u n i t i e s , f ind ing h igh e n e r g y p a r t n e r s a n d c r e a t i n g 

coal i t ions of p e o p l e w h o aren ' t u s e d to w o r k i n g t o g e t h e r : 

P a c k a g e s to re o w n e r s a n d po l ice of f icers, heal th p ro fess iona ls 

a n d c o m m u n i t y l e a d e r s , c o l l e g e p r e s i d e n t s a n d 

b e v e r a g e d i s t r i b u t o r s a n d — of c o u r s e — p a r e n t s a n d k i d s . 



D i d y o u h a v e 
a r e a l m e a l 
b e f o r e y o u got 
h e r e , o r a r e 
y o u d i n i n g o n 
j u s t c h i p s a n d 
d i p s ? B y t h e 
w a y , h o w o l d 
a r e y o u ? A n d 
w h a t i s it tha t 

ou're drinking? 
o u s u r e ? 

A l c o h o l 101 w a s c r e a t e d 

by t h e U n i v e r s i t y o f I l l i n o i s 
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Welcome to Alcohol 101"'! 

You're at a party, meeting 

new friends, learning a little 

about some of them and 

discovering that each has 

brought a People-Plus-

Alcohol decision to be made. 

Wi th consequences. 

Three video scenarios involving party guests 

and "decision trees" allow users 

to select tbe characters' actions 

M a k e a 

wrong choice and see what 

r happens. Not pretty. Then make 

a responsible decision. (Most 

times, it's amazingly easy.) 

Your host is a lava lamp named 

Norm. (Full name: 

Positive Norm.) One part 

conscience, one part attitude. 

His mission in life is to get 

you to learn about stuff you 

think you already know. 

Visit The Rave Room for a 

fast-moving, ever-changing 

arrav o l into on alcohol 

physiology. And The Reality 

Wall where actual campus-

r e l a t e d t r a g e d i e s and 

disciplinary cases come alive 

in video and text. 

And, before vou know 

what hit you—you've learned 

a ton about how to take care 

o f vourself. And vour 

friends. 

Alcohol 101 was 

developed by the 

Universitv of Illinois 

— i n partnership with 

The Centurv Council— 

to be part 

o f a 

from P0//1/ Oh-Oh to Uh-Oh. 

The calculator''' tracks the user's drinks and 

blood alcohol level and time to sobriety. 

s t r u c t u r e d 

orientation or classroom 

setting. Or played (and 

replayed) in the privacy of 

the student's residence, 

computer lab or library. 

The program gives 

students a set of practical 

behavioral tools to maintain personal control 

and safety in a wide range of situations. 

We can be clearer than that. College is 

young men, young 

women, some o f 

age, some not. 

College IS new 

friends, new 

ideas, new stuff 

everv day. And some 

of it's scarv: alcohol 

abuse, unsafe se.x, 

drunk driving, 

alcohol overdose, 

aggressive behavior. 

Alcohol 101 is being introduced in the 

fall of 1997, in selected institutions around 

the country—big, small, urban, rural, private, 

public—with special attention to fraternities, 

sororities, athletes and freshmen. 

Plans are for broad national distribution 

in fall, 1998. 

'^Thc- A' it I i ou li! H i oh w'li y Triij f 11 Sa ft i y A J in i n i s! r a t lo u 
has rfviiwcd ihc BA C i'a I r 11 In! or in A I cohol i 0 I ̂  whiih ii hased 
on the !\'HTSA BAC l:<iiiuator. and jc-und ihc laUnltilioiis 
lo hf consistrn! with [SA rcstarch. 



U N I V E R S I T Y OF I L L I N O I S 
A T U R 13 A N A - C h i A M P A 1 G N 

Otfice ot the Dean ot Students 
300 Turner St-udenf Services Building, MC-306 
610 tast lohn Street 
Ch.imp.iign, IL 61S20 

WILLIAM L. R I L E Y Dean Qf Students/Associate Vice Chancellor 
Biography 

Dr. William L. Riley is dean of students and associate vice chancellor at the 

University of Illinois at Urbana-Champaign. The university is ranked among the 

nation's most distinguished teaching and research institutions, and its diverse, 

world-class programs reflect the mission of a comprehensive, land-grant 

university. A world leader in computing design and applications, the University of 

Illinois is home to the National Center for Supercomputing Applications. 

Dr. Riley, who has been with the University for 11 years, provides leadership and 

supervision to an anay of departments delivering services and programs to 

students, including: counseling; career services center; financial aid; minority and 

intemationai student affairs; health professions; Greek affairs; parents' programs; 

women's programs; leadership development and the disciplinaiy action. Riley's 

responsibilities also include coordination of campus extracun icular programs. 

Dr. Riley first came to the University of Illinois in 1986, having sei"ved as 

Assistant Chancellor for Student Affairs and Dean of Student Life at the 

University of Wisconsin at Whitewater from 1981 to 1986. A prior post was as 

Assistant Vice Chancellor at the University of Missouri at Columbia. 

Riley received his B.S. degree in Mathematics and Psychology and his M.S. 

degree in Counseling and Guidance from Illinois State University. His Ph.D. in 

— more — 
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Riley Biography 
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Counseling Psychology was awarded from the University of Missouri at Columbia 

in 1975. 

Beyond his campus involvement, Dr. Riley has served on a number of national 

boards in educational and civic organizations. He has conducted and supervised 

research in many areas of growth and development of young adults, particularly 

alcohol-related behavior and education. 

Dr. Riley is very much concemed with the total education of the University's 

undergraduate students and is particularly involved in programs related to the 

freshman year. Because of his concem for the university's younger students and 

his interest in alcohol-related behavior. Dr. Riley was a natural to utilize the 

university's expertise in computer applications in forging a new frontier of 

computerized alcohol education. 

August 1997 



U N I V E R S I T Y OF I L L I N O I S 

AT U R B A N A - C H A M P A I G N 

Office i)f the Denn of Students 
300 Turner Student Services Building, MC-306 
610 Enst John Street 
Chnmpnign, IL61820 

University of Illinois at Urbana-Champaign 
Facts-At-A-Glance 

Located in east central Illinois in the twin cities of Urbana and 
Champaign, the University of Illinois at Urbana-Champaign is 
the state's flagship public university. The University is one of 
the original 37 public land-grant institutions created within 10 
years of the signing of the Morrill Act by Abraham Lincoln in 
1862. 

Since its founding in 1867, the University of Illinois at Urbana-
Champaign has earned a reputation of international stature. Its 
distinguished faculty, breadth of academic programs and 
research disciplines, and a large, diverse student body 
constitute an educational community ideally suited for 
scholarship and research. 

A world leader in supercomputing design and applications, the 
University is home to the National Center for Supercomputing 
Applications, developer of the hypermedia browser Mosaic™, 
which revolutionized the use of the World Wide Web. 
Students have access to over 3,000 computer terminals in 
classrooms, residence halls, and campus libraries for use in 
classroom instmction, study and research. 

Among the University's most significant resources is its 
faculty. There are 88 faculty members who belong to the 
American Academy of Arts and Sciences, the National 
Academy of Sciences, or the National Academy of 
Engineering. Ten scientists have received the National Medal 
of Science, and 84 have received the National Science 
Foundation Young Investigator Award while on the faculty. 

— more — 
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University of Illinois at Urbana-Champaign 
Facts-At-A-Glance 
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• Of the University's more than 400,000 alumni, ten are Nobel 
laureates and sixteen are Pulitzer Prize winners. 

• Academic resources on the campus are among the finest in the 
world. The University Library is the largest public university 
collection in the world, housing over 5.9 million items in the 
main library and in die more than forty departmental libraries 
and units. The library's computerized cataloging system was 
the first to serve as the primary access to a large academic 
library. Users can access the collections from hundreds of 
computer terminals placed throughout the campus. More than a 
million users worldwide log on to the on-line catalog each 
week. 

• The University has a fundamental commitment to 
undergraduate education. About 26,000 undergraduate 
students are enrolled in nine undergraduate divisions, which 
together offer some 4,000 courses in more than 150 fields of 
study. The University enrolls some 10,000 graduate and 
professional students in more than 100 disciplines. 

ttttu 
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THE CENTURY COUNCIL 

CENTURY 
COUNCIL 

Funded hy America 's 

leading distillers 

Facts-At-A-Glance 

DESCRIPTION; The Century Council, fijnded by America's leading distillers, 
promotes responsible decision making regarding beverage 
alcohol and fights alcohol abuse, focusing on drunk driving and 
underage drinking problems. The Coimcil develops and 
implements innovative approaches to address these problems 
and builds alliances with other public and private organizations. 
To date, the companies that fiind The Century Council have 
invi !i*ed more dian $90 million in its programs. 

PRIMARY 
PROGRAMS: 

Education Programs 
Legislation 
Retailer Point-of-Sale Campaigns 
Cops In Shops® 
Ethnic Programs 
Commimity Coalition Programs 
Public Awareness 

MANAGEMENT: 
John C. Lawn, chairman and chief executive officer 
Stephen B. Kauffman, chief operating officer 
Elisabeth H. Handler, senior vice president 
Ralph S. Blackman, senior vice president 

moic 
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The Centm7 Council 
Facts-at-a-Glance 
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ADVISORY 
BOARD: 

Edward Avila, founding executive director of the National 
Association of Latino Elected and Appointed Officials, 
currently regional vice president, Lockheed Martin IMS 
and member of die board of the National Council of La 
Raza 
The Honorable Arnold I . Bums, Esq., former deputy 
attorney general of the United States, currendy senior 
partner at Proskauer Rose Goetz & Mendelsohn LLP; vice 
chairman and national director. Boys & Girls Clubs of 
America 
Major General Eugene R. Cromartie (U.S. Army -
Retired), former commander, U.S. Army Criminal 
Investigation Command, currendy deputy executive director 
and chief of staff, Intemationai Association of Chiefs of 
Police; member of the National Council of the Boy Scouts 
of America 
General Alfred M . Gray (USMC Commandant -
Retired), the 29di Commandant of die U.S. Marine Corps, 
former member of the Joint Chiefs of Staff, currendy senior 
associate of Garber bitemaiional Associates (GIA) 
The Honorable David C. Miller, Jr., former U.S. 
Ambassador to Tanzania and Zimbabwe, currendy 
president and chief execudve officer of ParEx, Inc. 
John J. Ring, M.D., past president, American Medical 
Association, currendy on staff at Condell Medical Center, 
Libertyville, III. 

S. Frederick Starr, Ph.D., distinguished fellow; former 
president, The Aspen Institute; currendy chairman of The 
Paul H. Nitze School of Advanced Intemadonal Studies-
Central Asia Institute at Johns Hopkins University 
The Honorable Ruth Levine Sussman, currendy a judge 
in die Criminal Court of Bronx County, New York; former 
positions included: judge in die New York City Civil Court; 
director. Marshals Bureau; inspector general of die Office 
of die Sheriff and die Office of Public Administrators for 
die City of New York 

more 



The Century Council 
Facts-at-a-Glance 
Page 3 

BOARD OF 
DIRECTORS: 

David M . Winfield, former Major League Baseball star 
for twenty-diree seasons; founder of die Winfield 
Foundation for the promotion of literacy, healdi and self-
esteem among young people; currendy sports analyst for 
the Fox Broadcasting Company. 

Michael Crutcher, senior vice president, general counsel 
and secretary, Brown-Forman Beverages Worldwide 
George F. McCarthy, president. Allied Domecq Spirits & 
Wine-The Americas 
Carolyn Panzer, vice president, Guinness/United Distillers 
Eduardo Sardina, president and chief executive officer, 
Bacardi-Martini U.S.A., Inc. 
Peter M. Seremet, senior vice president, Heublein Inc. 
Ron Simpson, vice president, Joseph E. Seagram & Sons, 
Inc. 

OFFICES: 550 Soudi Hope Street, Suite 1950 
Los Angeles, CA 90071-2604 
Telephone: 213/624-9898 
Facsimile: 213/624-9012 

1201 Pennsylvania Avenue, NW, Suite 300 
Washington, D.C. 20004 
Telephone: 202/661-4701 
Facsimile: 202/661-4711 

WEB SITE: 
E-MAIL: 

www.centurycouncil.org 
info, centurycouncil. org 

Marcli 6, 199« 



U N I V E R S I T Y OF I L L I N O I S 
AT U R B A N A - C H A M P A I G N 

Office of the Dean of Students 
300 Turner Student Services Building, MC-306 
610 East John Street 
Champaign, 1L6I820 

JANET S. REIS Associate Professor, Department of Community Health 
Biography 

Dr. Janet S. Reis is an Associate Professor in the Department of Community 

Health at the University of Illinois at Urbana-Champaign. The University has 

achieved renown for the high quality of its undergraduate education and is ranked 

among the nation's most distinguished teaching and research institutions. 

Dr. Reis, who joined the University faculty as an Assistant Professor in 1988, 

specializes in developing, evaluating and implementing interactive computer 

programs in the area of health education. Computer technology enables the 

professor to develop cost-effective, high-quality programs that involve the users in 

making choices and decisions, thereby sustaining their interest and facilitating the 

design of messages tailored to their individual circumstances and needs. Dr. Reis 

used this technology in creating programs for the National Cancer Institute to 

encourage use of mammography and breast self-examinations. 

A visiting research scientist for the Centers for Disease Control and Prevention in 

Atlanta, Dr. Reis is curtently completing an interactive software program designed 

to help in counseling African-American adolescents on condom use. Begun in 

early 1995, the survey-based project identified 14 baiTiers to the use of condoms 

and then developed messages for use by counselors in response to each of those 

baniers. 

— more 
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Dr. Reis obtained a B.A. degree in Psychology from The Johns Hopkins 

University and a Ph.D. in the same subject area from the State University of New 

York at Buffalo. She was a National Institute of Mental Health post-doctoral 

fellow in the Department of Psychology at Northwestern University. She 

remained at Northwestern for five years as a Research Assistant Professor in the 

Department of Community Health and Preventive Medicine. For two years prior 

to coming to the University of Illinois, Dr. Reis was Assistant Professor in the 

School of Nursing at State University of New York at Buffalo. 

Dr. Reis is the author of more than 60 peer-reviewed articles published in 

professional journals. 

August 1997 



TkE 
CENTLIRY 
COL^CIL 

Funded hy America's 

leading distillers 

JOHN C. LAWN. CHAIRMAN & CEO 
Biography 

On December 8, 1994, John C. Lawn was appointed chauman and CEO of 

The Century Council, an organization dedicated to fighting alcohol abuse, 

focusing on drunk driving and underage drinking problems and supported by 

America's leading distillers. Lawn succeeded former U.S. Ambassador to 

Mexico John Gavin, who had been die Council's chairman and CEO from its 

inception in 1990. The Council was publicly launched in May, 1991. 

Lawn came to The Century Council after serving as vice president and chief 

of operations at die New York Yankees since 1990, following a distinguished 

career in law enforcement spanning more than 20 years. 

Lawn led die nation's Drug Enforcement Administration (DEA) from 1985-

1990, serving as administrator. He was deputy administrator from 

1982-1985. 

~ more ~ 
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As head of the DEA, Lawn coordinated the U.S. government's 
intemationai and domestic anti-drug strategy. 

He directed an organization of over 6,000 employees, with offices 
throughout the U.S. and 43 countries, with an annual budget of more 
dian $600 milhon. 

He served for five years as die president of die Intemationai Drug 
Enforcement Conference, an organization of senior Latin American 
law enforcement officials. 

As the DEA's deputy administrator, Lawn developed the nation's first 
federal drug education program and coordinated the creation of what 
became a model minority recmitment and development program in the 
federal govemment. 

In March 1990, President Bush presented Lawn with the President's Medal, 

the nation's highest honor for civilian service. He has also received 

the Edmund J. Randolph Award for Management Excellence, presented by 

Attorney General Dick Thomburgh, and the Attorney General's Award for 

Exceptional Service. Also, in 1990, Lawn was portrayed in a three-part 

NBC miniseries entitled "Dmg Wars: The Camarena Story." 

Prior to joining die DEA, Mr. Lawn served with die Federal Bureau of 

Investigation (FBI) from 1967 to 1982. 

As special agent in charge in San Antonio, Texas from 1980-1982, 
Lawn directed the successful investigation into the assassination of 
Federal Judge John H. Wood, Jr., an historic case which was among 
the most extensive investigations in FBI history. 

more 



Lawn Biography 
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Lawn supervised all FBI civil rights cases, including allegations of 
poUce bmtality and color of law complaints. He was also responsible 
for background investigations of White House officials, federal judges 
and U.S. attorney nominees. 

He served in die criminal division of FBI headquarters, where he 
supervised Congressional review of the assassinations of Dr. Martin 
Luther King, Jr. and President John F. Kennedy. 

From 1960 to 1967, Lawn taught high school EngUsh and history at Brooklyn 

Preparatory school in New York City and was named "Basketball Coach of 

die Year" in 1964. He was a captain in die United States Marine Corps and 

served on active duty ft-om 1956-1960. 

A native New Yorker, Lawn received a Bachelor of Arts from St. Francis 

College in Brooklyn and a Master of Arts from St. John's University. He 

and his wife, Virginia, have four children. 

Scplember 1997 



ALCOHOLIC BEVERAGES Section 8 

STATE REGULATION OF 
ALCOHOL ADVERTISING 

201 According to an FTC staff overview of state regula­
tion of alcohol advertising, state decisions about such 
advertising represent "more than normal state authority" 
and are entitled to "great deference" because of the fol­
lowing section of the Twenty First Amendment: 

"The transportation or importation into any State, Ter­
ritory, or possession of the United States for delivery or 
use therein of intoxicating liquors in violation of the 
laws thereof, is hereby prohibited." (£7.5. Const Amend. 
XXI, §2) 

However, on June 18,1984, the United States Supreme 
Court did overturn an Oklahoma advertising ban that 
stopped cable television from retransmitting out-of-state 
wine advertisements. The Court said that the state in 
this case is preempted by a federal regulatory scheme, 
one designed to encourage cable diversity. The Court 
noted, however, that "restrictions on liquor advertising 
represent a reasonable, albeit limited, means of further­
ing temperance." (Capital Cities Cable v. Crisp, No. 
82-1795) 

Also, according to the FTC, a majority of the states 
and the District of Columbia have regulations address­
ing the advertising and promotion of alcohol. These rules 
"generally govem, among other things, the nature and 
content of advertisements in newspapers and magazines 
and on billboards, the types and placement of advertis­
ing signs and promotional materials by retail licensees, 
and the types of promotional activities in which manu­
facturers, wholesalers, and retailers may engage. Most 
incorporate the provisions of the BATF regulations, and 
many contain additional provisions." 

A Summary of State Laws and Regulations Relating 
to Distilled Spirits, is available from the Distilled Spirits 
Council of the United States, the Legal Division, at (202) 
628-3544. 

(Marginal numbers 203—300, reserved) 
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ALCOHOLIC BEVERAGES 

SELF-REGULATION OF 
ALCOHOL ADVERTISING 

301 The major television networks (Capital Cities/ABC, 
NBC, CBS) all have guidelines on alcoholic beverage 
advertising, which are reprinted below. 

302 CAPITAL CITIES/ABC GUIDELINES 

For additional information, contact: Broadcast Stan­
dards and Practices, Capital Cities/ABC, 77 West 66th 
Street, New York, NY 10023. 

Alcoholic Beverages Standard 
Hard liquor (distilled spirits) advertising is unaccept­

able. Beer and wine advertising is acceptable, subject to 
federal, state, and local laws and the applicable guide­
lines in this Manual. 

Guidelines 
Hard liquor (distilled spirits) advertising is unaccept­

able. Beer and wine advertising is acceptable, subject to 
federal, state and local laws and Capital Cities/ABC 
policy. 

/. Beer and Wines 

A. Capital Cities/ABC policy requires that beer and wine 
advertising be presented with good taste and discretion. 

B. The following is unacceptable: 

1. The advertising of wine or malt beverages contain­
ing more than 24% alcohol by volume. 

2. Direct or indirect references to, or depictions of, 
the strength of beer or wine, including statements of al­
coholic content. However, general references to a re­
duction in alcoholic content in a given product type is 
acceptable, provided that there is no implication or con­
clusion about the safety or amount that may be consumed 
by reason of such reduction. 

3. Presentations which give the impression of, or pro­
mote, excessive consumption of beer or wine. 

4. Representations or sound effects of drinking. 

5. Props or language primarily associated with hard 
liquor. 

6. Portraying or encouraging the use of these prod­
ucts by young people who have not reached, or appear 
not to have reached, the legal drinking age. Commercial 
scheduling must be consistent with this Guideline. 

7. PresentaUons which do not conform to generally 
accepted standards of safety, such as the use of beer or 
wine either before or during situations involving hazard­
ous activities or requiring a high degree of alertness. 

8. Advertisements which represent personal achieve­
ments, athletic ability, sexual attracUveness, maturity, etc., 
as deriving from the consumption of beer or wine.' 

9. Current professional athletes, or actors represent­
ing such persons, may not be employed directly or by 
implication. 

10. Expressing or implying that the consumption of 
beer or wine will produce an alteration of mood. 

C. Where required by law, beer and wine advertising 
must disclose the name and city of the brewer, producer, 
packer, wholesaler, or importer responsible for its 
broadcast. 

//. Hard Liquor 

The advertising of hard liquor is prohibited. Hard l i ­
quor is defined as any beverage legally classified as a 
distilled spirit, which includes, but is not limited to, whis­
key, vodka, gin, rum, brandy, cordials, liqueurs, fortified 
wines, and mixed products which contain hard liquor, 
including liquor-based coolers, even if the percentage of 
alcohol is less than that contained in beer or wine. 

/ / / . Distillers and Distributors of Hard Liquor 
The use of the corporate name of a disUller or dis­

tributor of hard liquor is unacceptable, except: 

A. In connection with the advertising of beer and wine 
when it is required by law that the corporate name be 
included in the advertisement. In such instances, the use 
of the corporate name shall be limited solely to the 
required identification. 

Copyright 1996, Council of Better Business Bureaus, Inc. 
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B, In connection with the advertising of a non-alcoholic 
product or service where the corporate name is part of 
the actual brand name of the product or service advertised 
and the product or service is not primarily a device to 
promote hard liquor. 

C. In connection with the advertising of corporate 
messages that in no way promote hard liquor. 

IV Retailers 
I 

A. Advertising for businesses which sell liquor in addition 
to other products or services (liquor stores, cocktail 
lounges, restaurants, hotels, airlines, etc.) is acceptable 
provided there is no reference to, or display of, hard liquor 
or associated props. 

B. The words "liquor" or "package" are unacceptable 
except when they constitute part of the retailer's name. 

C. In advertising for cocktail lounges, restaurants, airlines 
etc., incidental general references to mixed drinks are 
acceptable when limited to language such as "cocktails," 
"mixed drinks," "drinks," or "beverages," provided 
beverages other than hard liquor are available. 

V. Mixer Products 
Advertising for mixer products is acceptable provided 

that there are no direct or indirect references to hard li­
quor. Prohibitions include, but are not limited to: 

A. Reference to the use of mixers with hard liquor. 

B. Names of mixer products which identifies hard liquor 
or mixed drinks or references to specific mixed drinks, 
except where such names also commonly exist as 
nonalcoholic products or flavors (e.g., pina colada or 
daiquiri). 

C. The use of "cocktails" or "cocktail mix" other than as 
part of the product name or category. 

D. The use of props or language associated with hard 
liquor. 

E. The advertising of "bartender guides" or other 
publications which name the distiller and/or contain 
recipes for mixed drinks containing hard liquor. 

NBC ALCOHOL PRODUCTS 
ADVERTISING GUIDELINES 

For addirional informaUon, contact: Adverrising 
Standards, National Broadcasting Company, Inc., 30 
Rockefeller Plaza, New York, NY 10112. 

1. The advertising of disUlled spirits and products made 
with or derived from distilled spirits is not acceptable. 

2. The advertising of beer, malt, and wine products (up 
to 24% alcohol content) may be acceptable only when 
portrayed in good taste, consistent with applicable federal 
and local laws and in conformance with the NBC Alcohol 
Products Advertising Guidelines. 

3. Advertising hereunder is acceptable only when 
portrayed in a manner which does not encourage or 
sanction product abuse or misuse. 

4. The use of alcohol beverages or products shall not be 
portrayed as being necessary to maintain social status, 
obtain personal achievements, relieve stress, or as a 
solution to personal problems. 

5. Advertising shall not be addressed to, portray, or 
encourage the use of alcohol products by persons who 
are, or appear to be, below the legal drinking age. 

6. Alcohol products shall not be advertised as similar to, 
or equated with, non-alcohol products; e.g., soda, fruit 
drinks, etc., which have particular appeal to adolescents 
or persons below the legal drinking age. 

7. The use of alcohol beverages or products shall not be 
promoted as a "mark of adulthood" or "rite of passage." 

8. Active professional athletes or prominent amateur 
athletes may not be depicted in advertisements covered 
by these guidelines. Appearance of such athletes in 
alcohol moderation messages will be considered on a 
case-by-case basis. 

9. Advertising will conform to recognized safety 
standards. Use of alcohol beverages or products will not 
be represented before or during any activity requiring 
alertness, dexterity, and/or sober judgement. Advertising 
which states, suggests, or implies that autos, motorcycles, 
or other vehicles can be safely operated in conjunction 
with alcohol beverages is unacceptable. 

305 
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10. On-camera consumption may not be represented or 
implied. Depiction or implication of excessive 
consumption is not acceptable. 

11. Statements, references, or representations of,alcohol 
products as "extra strength" are unacceptable. 

12. Products shall not be promoted for the intoxicating 
effect which may be achieved by their alcohol content. 

13. Advertising hereunder shall not portray excessive 
drinking or pronounced loss of inhibitions. 

14. Advertising shall not suggest or imply that 
intoxication, excessive drinking, or loss of control or 
inhibitions, is a proper subject of humor. 

/5. Advertising shall not depict the use of alcohol as tiie 
sole purpose of any activity. 

306 16. Advertisers are required to comply with all applicable 
federal, state, and municipal laws and regulations 
concerning the advertising of alcohol beverages. 
Disclosure of the name and address of the beverage 
producer will be mandatory in accordance with the above 
regulations. The corporate name of a distiller/distiibutor 
may only be used when required by law for the purpose 
of identification or when it is part of tiie brand name of 
an acceptable product. It shall be the responsibility of 
the advertiser to ensure compliance with all legal 
requirements. 

17. Advertising by retail liquor outlets for beer and/or 
wine products is acceptable provided there is no aural or 
visual reference to products otherwise unacceptable under 
these guidelines. 

Advertising for establishments and otiier businesses 
which primarily offer non-alcohol products and services, 
e.g., restaurants and airiines, may make limited and 
incidental references to the availability of "cocktails." 

19. Advertising of drinks mixed witii distilled spirits or 
references to them are not acceptable. 

20. Products which may be used with distilled spirits 
are acceptable providing tiiere is no direct or implied 
reference to distilled spirits or to the names of drinks 
associated with them. For example, references to 
"Bloody Mary," "Martini." "Screwdrivers." etc.. are not 
acceptable. 

21. Glassware and otiier props normally associated with 
distilled spirits or specific hard liquor drinks are not 
acceptable except in connection witii tiie limited and 
incidental references pennitted under Guideline 18 above. 

22. Advertisements tiiat present messages which alert 
Uie public to tiie dangers of alcohol abuse will be reviewed 
on a case-by-case basis. 

CBS ADVERTISING GUIDELINES 

For additional information, contact: CBS Advertising, 51 
West 52nd Sti-eet, New York, NY 10019. 

Alcoholic Beverages 

The advertising of hard liquor (distilled spirits) is not 
acceptable. The advertising of beer and wine is 
acceptable only when presented tastefully and 
responsibly. Acceptance of advertising is subject to 
federal and local laws. 

Beer/Wine 

• References, direct or implied, to excessive consumption 
are unacceptable. 

• Representations to the potency of beer or wine, direct 
or implied, are unacceptable. 

• Advertisements for beer or wine may not encourage 
use of these products by young people. 

• The use of alcoholic beverages may not be presented 
in a context involving the performance of hazardous 
activities or activities which require a degree of alertiiess. 

• There must be an affirmative disclosure of tiie name 
and address of tiie brewer, producer, packer, wholesaler, 
or importer when required by law. 

Mixer Products 

• Products which may be used or mixed with liquor may 
be advertised but there may be no reference to tiieir use 
witii hard liquor. 

• The use of the words "cocktail beverages" is acceptable. 

Copyright 1996, Council of Better Business Bureaus, Inc. 



Section 8 ALCOHOLIC BEVERAGES 

108 Reduced or Low Alcohol Malt or Wine Products 

• Statements of reduced alcohol content are nOw 
acceptable for malt products that contain less than 2.5 
percent and for wine products tiiat contain less than 7 
percent alcohol. 

alcohol content of the reduced product to the alcohol 
content of the same regular product. 

• Such comparative statements may not specify tiie actual 
alcohol content of eitiier of tiie products being compared. 

• Labeling and advertising for reduced or low alcohol 
malt or wine products may use statements comparing tiie (Marginal numbers 309—400, reserved) 
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INDUSTRY/TRADE GROUPS: 
VOLUNTARY CODES 

401 

402 

The major industiy associations have voluntary ad­
vertising codes setting out guidelinies for alcoholic bev­
erage advertising. The complete text of tiie codes for 
distilled spirits, beer, and wine are printed in tiiis section 
under their respective headings. An FTC summary of 
the key provisions of these codes follows. 

THE MAJOR TRADE GROUPS AND 
INDUSTRY SELF-REGULATION 

The most widely known code restiictions are tiie pro­
hibition on distilled spirits ads on television or radio and 
tiie taboo on tiie actual drinking of alcohol in commer­
cials. Some of the codes also discourage appeals to chil­
dren, tiie use of sexuality, tiie exploitation of women, 
and tiie use of bad taste. For example, tiie Code Of Good 
Practice, adopted in 1975 by the Distilled Spirits Coun­
cil of the United States (DISCUS) contains statements 
like, "all advertisements of distilled spirits shall be mod­
est, dignified and in good taste." 

Further, DISCUS has established a code review board 
consisting of five members that considers complaints 
lodged by its members or other interested parties. The 
findings of the board are communicated to tiie respon­
sible advertiser and, if appropriate, to all members of the 
Board of Directors of DISCUS. 

Guidelines for beer advertising were first adopted in 
1975 by the United States Brewers Association 
(U.S.B.A.). The Beer Institute, which now represents 
the beer industry at the producer's level, discourages ads 

in Its Advertising and Marketing Code tiiat contain ap­
peals for overindulgence, links to dangerous or criminal 
activities, depictions of loss of self-control, even slightiy 
lewd or obscene material, tiie use of young models, and 
the depiction of unkempt taverns. 

The Wine Institute's Code of Advertising Standards, 
adopted in 1978, disallows ads that suggest excessive 
drinking and tiie use of wine in conjunction witii danger­
ous activities and driving. The code discourages: "any 
attempt to suggest that wine directiy conti-ibutes to suc­
cess or achievement.... Wine shall not be presented as 
being essential to personal performance, social attain­
ment, achievement, success or wealtii." The use of wine 
for personal problem solving, social acceptance, or en­
tertainment is also prohibited. More specifically, the 
Code generally requires that the use of wine be depicted 
in association witii a meal-type setting. The Wine Insti­
tute additionally bars strategies that appeal to youtii. i.e.. 
young models, youth music, and celebrities, as well as 
placing ads in "youtii-oriented media." 

The trade association codes are voluntary. The asso­
ciation members, however, must agree to abide by the 
guidelines of the codes as a condition for membership in 
the respective associations. Although voluntary, tiiese 
codes help industiy to avoid practices tiiat might be mis­
leading, or that otherwise might be objectionable. [End 
excerpted text.] 

(Marginal numbers 403—500, reserved) 
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DISTILLED SPIRITS 

501 DEFINITION AND CLASSES 

Distilled spirits are defined at 27 CFR 5.11, and classes 
and types are listed at 5.22. Products which have no 
standards oridentity (or class and type) must be labeled 
witii a statement of composition. Advertisements must 
include tiie complete class and type designation required 
by ATF to appear on the label of the product. 

Examples of incomplete designations which could be 
challenged by ATF include a product advertised as 
"scotch" which must be labeled and advertised as 
"blended Scotch whisky." Anotiier incomplete designa­
tion in an ad would be a partial statement of composition 
which omits information tiiat must be on the label. For 
example, a product labeled "ABC Cocktail, made with 
rum. Tequila, natural-flavors and certified color" which 
is advertised as "ABC Cocktail, made with rum and Te­
quila" would be incorrectiy advertised. 

502 USE OF ATHLETES, 
AGE REFERENCES 

Printed below is the excerpted text of a 1954 ruling 
on use of athletic activities and references to athletic skill 
in distilled spirits advertising. Under ATF policy, (see 
section 6b), tiie principles enunciated here are applied to 
all alcoholic beverages. 

The ruling also addresses age or maturity claims. 

REV. RUL. 41-326 
.... Section 64(a) of Regulation No. 5 prohibits tiie 

appearance in distilled spirits advertising of any state­
ment that is false or misleading in any material particu­
lar. Section 64(d) prohibits any representation as to cura­
tive or tiierapeutic effect that is false or tends to create a 
misleading impression. Illustrations in advertising por­
traying atiiletic activities in connection witii the adver­
tised product, such as an illustration of a handball player 
drinking or preparing to drink the advertised product, are 
misleading in tiiat tiiey convey the erroneous impression 
that the use of tiie product is conducive to the develop­
ment of atiiletic skill or physical prowess and the adver­
tisement, therefore, violates the regulations. 

Section 64(c) provides in part that if an advertisement 
of distilled spirits contains any statement or representa­
tion conceming age or maturity, it shall include all parts 

of the statement if any conceming age and percentages 
are required to be made on the label of tfie advertised 
product. 

In view of this provision, it is held tiiat a blended 
whisky advertisement which contains the statement 
''Compare tiie Age" must be revised eitiier by eliminat­
ing this reference or by adding to it tiie age statement 
required to appear on tiie label of tiie product (27 U S C 
205; 27 CFR 5.64) 

ADVERTISING 
REGULATIONS 

Following is the text of ATF regulations for tiie ad­
vertising of distilled spirits. 

PART 5 SUBPART H 
ADVERTISING OF DISTILLED SPIRITS 
(27 CFR 5, as amended 49 FR 31673, Aug. 8,1984, 
effective Sept. 7,1984) 

§5.61 Application. 
No person engaged in business as a distiller, rectifier, 

importer, wholesaler, or warehouseman and bottier of 
distilled spirits, directiy or indirectly or tiirough an af­
filiate, shall publish or disseminate or cause to be pub­
lished or disseminated by radio or television broadcast, 
or in any newspaper, periodical, or any publication, by 
any sign or outdoor advertisement, or any otiier printed 
or graphic matter, any advertisement of distilled spirits, 
if such advertising is in, or is calculated to induce sales 
in, interstate or foreign commerce, or is disseminated by 
mail, unless such advertisement is in conformity witii 
§§5.61-5.66 of this part. Provided, tiiat such sections shall 
not apply to outdoor advertising in place on (effective 
date of this treasury decision), [Sept. 7, 1984] but shall 
apply upon replacement, restoration, or renovation of any 
such advertising; and provided further, tiiat such sections 
shall not apply to a retailer or tiie publisher of any news­
paper, periodical, or otherpublication, or radio or televi­
sion broadcast, unless such retailer or publisher or radio 
or television broadcaster is engaged in business as a dis­
tiller, rectifier, importer, wholesaler, or warehouseman 
and bottler of distilled spirits, directly or indirectly, or 
through an affiliate. [Amended at 49 FR 31673 Aus 8 
1984] • ^' ' 
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504 §5.62 Definition. 
As used in §§5.61-5.66 of this part, the term "adver­

tisement" includes any written or verbal statement, i l ­
lustration, or depiction which is in, or calculated to in­
duce sales in, interstate or foreign commerce, or is dis-

' seminated by mail, whether it appears in a newspaper, 
magazine, trade booklet, menu, wine card, leaflet, circu­
lar, mailer, book insert, catalog, promotional material, 
sales pamphlet, or in any written, printed, graphic, or otiier 
matter accompanying tiie bottie, representations made on 
cases or in any billboard, sign, other out-door display, 
public b-ansit card, other periodical literature, publica­
tion, or in a radio or television broadcast, or in any other 
media; except tiiat such term shall not include: 

(a) Any label affixed to any bottie of distilled spirits; 
or any individual covering, carton, or other container of 
the bottie which constitute a part of the labeling under 
§§5.31-5.42 of this part. 

(b) Any editorial or other reading material (i.e., news 
release) in any periodical or publication or newspaper 
for the publication of which no money or valuable con­
sideration is paid or promised, directly or indirectly, by 
any permittee, and which is not written by or at the di­
rection of the permittee. [Amended at 49 FR 31673, Aug. 
8, 1984] 

§5.63 Mandatory statements. 
(a) Responsible advertiser. The advertisement shall 

state the name and address of tiie permittee responsible 
for its publication or broadcast. Street number and name 
may be omitted in the address. 

(b) Class and type. The advertisement shall contain a 
conspicuous statement of the class to which the product 
belongs and the type tiiereof corresponding witii tiie state­
ment of class and type which is required to appear on the 
label of the product. 

(c) Alcohol content, ( l ) Mandatory statement. The 
alcohol content for distilled spirits shall be stated in per­
cent-alcohol-by-volume. Products such as "Rock and 
Rye" or similar products containing a significant amount 
of solid material shall state tiie alcohol content at tiie time 
of bottiing as follows: "Bottled at pcrcent-
alcohol-by-volume." 

(2) Optional statement. In addition, the advertise­
ment may also state tiie alcohol content in degrees of 
proof if this information appears in direct conjunction 
(i.e. with no intervening material) with the statement 
expressed in percent-alcohol-by-volume. If both forms 
of alcohol content are shown, the optional statement in 

degrees of proof shall be placed in parentheses, in brack­
ets, or otiierwise distinguished from the mandatory state­
ment in percent-alcohol-by-volume to emphasize the fact 
that botii expressions of alcohol content mean the same 
thing. 

(d) Percentage of neutral spirits and name of com­
modity. (1) In tiie case of distilled spirits (otiier tiian cor­
dials, liqueurs, and specialties) produced by blending or 
rectification, if neutral spirits have been used in the pro­
duction tiiereof, tiiere shall be stated the percentage of 
neutral spirits so used and the name of tiie commodity 
from which such neutral spirits have been distilled. The 
statement of percentage and tiie name of the commodity 
shall be made in substantially the following form: 
" % neutral spirits distilled from (insert 
grain, cane products, or fruit, as appropriate)"; or 

% neutral spirits (vodka) distilled from 
(insert grain, cane product, or firuit, as appropriate"; or 
" - % grain (cane products), (fruit) neutral spir­
its"; or " % grain spirits." 

(2) In the case of neuti-al spirits or of gin produced by 
a process of continuous disillation, there shall be stated 
the name of the commodity from which such neutral spir­
its or gin has been distilled. The statement of the name 
of the commodity shall be made in substantially the fol­
lowing form: "Distilled from gain," or "Distilled from 
cane products," or "Distilled from fruit." 

(e) Exception. (1) If an advertisement refers to a gen­
eral distilled spirits line or all of tiie distilled spirits prod­
ucts of one company, whether by the company name or 
by the brand name common to all the distilled spirits in 
the line, tiie only mandatory information necessary is the 
name and address of the responsible advertiser. This 
exception does not apply where only one type of dis­
tilled spirits is marketed under the specific brand name 
advertised. 

(2) On consumer specialty items, tiie only informa­
tion necessary is the company name or brand name of 
the product. [Amended at 49 FR 31674, Aug. 8, 1984; 
51 FR 36394, Oct. 10, 1986] 

§5.64 Legibility of mandatory information. 
(a) Statements required under §5.61-5.66 of this part 

to appear in any written, printed, or graphic advertise­
ment shall be in lettering or type size sufficient to be 
conspicuous and readily legible. 

(b) In the case of signs, billboards, and displays the 
name and address of the permittee responsible for the 
advertisement may appear in type size of lettering smaller 
than the other mandatory information, provided such in-
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formation can be ascertained upon closer examination 
of the sign or billboard. 

(c) Mandatory information shall be so stated as to be 
clearly a part of tiie advertisement and shall not be sepa­
rated in any manner from the remainder of the advertise­
ment. 

(d) Mandatory information for two or more products 
shall not be stated unless clearly separated. 

(e) Mandatory information shall be so stated in both 
the print and audio-visual media that it will be readily 
apparent to the persons viewing the advertisement. 
[Added at 49 FR 31674, Aug. 8, 1984] 

506 §5.65 Prohibited practices. 

(a) Restrictions. An advertisement of distilled spirits 
may not contain: 

(1) Any statement that is false or untrue in any mate­
rial particular, or that, irrespective of falsity, directiy, or 
by ambiguity, omission, or inference, or by the addition 
of irrelevant, scientific or technical matter tends to cre­
ate a misleading impression. [Amended at 49 FR 31667 
Aug. 8, 1984] 

(2) Any statement that is disparaging of a competitor's 
product. 

(3) Any statement, design, device, or representation 
which is obscene or indecent. 

(4) Any statement, design, device, or representation 
of or relating to analyses, standards, or tests, irrespective 
of falsity, which the Director finds to be likely to mis­
lead the consumer. 

(5) Any statement, design, device, or representation 
of or relating to any guarantee, irrespective of falsity, 
which tiie Director finds to be likely to mislead the con­
sumer. Money-back guarantees are not prohibited. 

(6) Any statement that the distilled spirits are distilled, 
blended, made, bottled, or sold under or in accordance 
with any municipal. State, Federal, or foreign authoriza­
tion, law, or regulation, unless such statement appears in 
the manner authorized by §5.42 for labels of distilled 
spirits. If a municipal. State or Federal permit number is 
stated, such permit number shall not be accompanied by 
any additional statement relating thereto. 

(7) The words "bond," "bonded," "bottied in bond," 
"aged in bond," or phrases containing these or synony­

mous terms, unless such words or phrases appear, pursu­
ant to §5.42, on labels of the distilled spirits advertised 
and are stated in the advertisement in tiie manner and 
form in which they are permitted to appear on tiie label. 

(8) The word "pure" unless: 

(1) It refers to a particular ingredient used in tiie pro­
duction of the distilled spirits, and is a tiudiful represen­
tation about the ingredient; or 

(ii) It is part of the bona fide name of a permittee or 
retailer from whom tiie distilled spirits are bottled; or 

(iii) It is part of the bona fide name of the permittee 
who bottied tiie distilled spirits. 

(9) The words "double distilled" or "triple distilled" 
or any similar terms unless it is a tnitiiful statement of 
fact; except that "double distilled" or "triple distilled" 
shall not be permitted in advertisements of distilled spir­
its produced by the redistillation metiiod when a second 
or third distillation step is a necessary distillation pro­
cess for the production of tiie product. 

(b) Statements inconsistent with labeling. (1) Adver­
tisements shall not contain any statement concerning a 
brand or lot of distilled spirits tiiat is inconsistent with 
any statement on tiie labeling thereof 

(2) Any label depicted on a bottie in an advertisement 
shall be a reproduction of an approved label. 

(c) Statement of age. The advertisement shall not 
contain any statement, design, or device directiy or by 
implication concerning age or maturity of any brand or 
lot of distilled spirits unless a statement of age appears 
on the label of tiie advertised product. When any such 
statement, design, or device concerning age or maturity 
is contained in any advertisement, it shall include (in di­
rect conjunction therewith and with substanrially 
equalconspicuousness) all parts of tiie statement, if any, 
concerning age and percentages required to be made on 
the label under the provisions of §§5.31 through 5.42. 
An advertisement for any whisky or brandy (except im­
mature brandies) which is not required to bear a state­
ment of age on the label or an advertisement for any rum 
or tequila, which has been aged for not less tiian 4 years 
may, however, contain inconspicuous, general represen­
tation as to age, maturity or other similar representations 
even though a specific age statement does not appear on 
the label of the advertised product and in the advertise­
ment itself. 
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(d) Curative and therapeutic claims. Advertisements 
shall not contain any statement, design, representation, 
pictorial representation, or device representing tiiat tiie 
use of distilled spirits has curative or therapeutic effects 
if such statement is untrue in any particular or tends to 
create a misleading impression. 

(e) Place of origin. The advertisement shall not rep­
resent tiiat tiie distilled spirits were manufactured in or 
Imported from a place or counti7 otiier tiian tiiat of tiieir 
actual origin, or were produced or processed by one who 
was not in fact tiie actual producer or processor. 

(f) Confusion of brands. Two or more different brands 
or lots of distilled spirits shall not be advertised in one 
advertisement (or in two or more advertisements in one 
issue of a periodical or newspaper, or in one piece of 
other written, printed, or graphic matter) if tiie adver­
tisement tends to create the impression tiiat representa­
tions made as to one brand or lot apply to tiie otiier or 
others, and if as to such latter the representations conb-a-
vene any provisions of this subpart or are in any respect 
untrue. 

(g) Flags, seals, coats of arms, crests, and other in­
signia. An advertisement shall not contain any statement, 
design, device, or pictorial representation which tiie Di­
rector finds relates to, or is capable of being construed as 
relating to the armed forces of the United States, or tiie 
American flag, or any emblem, seal, insignia, ordecora-
tion associated with such flag or armed forces; nor shall 
any advertisement contain any statement, design, device 
or pictorial representation of or conceming any flag, seal, 
coat of arms, crest, or other insignia, likely to mislead 
tiie consumer to believe that the product has been en­
dorsed, made, or used by, or produced for, or under tiie 
supervision of, or in accordance with the specifications 
of tiie govemment, organization, family, or individual 
witii whom such flag, seal, coat of anns, crest, or insig­
nia is associated. 

(h) Deceptive advertising techniques. Subliminal or 
similar techniques are prohibited. "Subliminal or simi­
lar techniques," as used in this part, refers to any device 
or technique tiiat is used to convey, or attempts to con­
vey, a message to a person by means of images or sounds 
of a very brief nature that cannot be perceived at a nor­
mal level of awareness. [Amended at 49 FR 31674 AUB 
8, 1984] ' "̂ 

§5.66 Comparative advertising. 
(a) General. Comparative advertising shall not be 

disparaging of a competitor's product. 

(b) Taste tests. Taste test results may be used in ad­

vertisements comparing competitors' products unless tiiey 
are disparaging, deceptive, or likely to mislead tiie con­
sumer. 

(2) The taste test procedure used shall meet 
scientificallyaccepted procedures. An example of a sci­
entifically accepted procedure is outiined in tiie Manual 
on Sensory Testing Methods. ASTM Special Technical 
Publications 434. published by tiie American Society for 
Testing and Materials, 1916 Race Street, Philadelphia 
Pennsylvania 19103, ASTM, 1968, Library of Congress 
Catalog Card Number 68-15545. 

(3) A statement shall appear in tiie advertisement pro­
viding the name and address of the testing administrator 
[49 FR 31674, Aug. 8, 1984] [End of text] 

VOLUNTARY 
INDUSTRY CODE 

The Distilled Spirits Council of tiie United States, Inc. 
(DISCUS) has adopted a code of voluntary guidelines 
for advertisers in order "to restrict advertising of distilled 
spirits to responsible adult consumers, to avoid advertis­
ing and promotion or sale of distilled spirits to minors, 
and to provide guidelines to ensure that such advertising 
is presented in a tasteful and dignified manner." 

The Council also has established a Code Review 
Board. Questions about interpretations of the guidelines 
and complaints pertinent to the code should be addressed 
to the Board in care of The Legal Division of the Dis­
tilled Spirits Council, 1250 Eye Street, N.W, Suite 900 
Washington, D.C. 20005; (202) 628-3544. 

The DISCUS Code, revised in January 1995, is repro­
duced below, preamble omitted. 

CODE OF GOOD PRACTICE OF THE 
DISTILLED SPIRITS COUNCIL OF THE 

UNITED STATES, INC. 

I . Advertising 
A. Distilled Spirits should not be advertised: 

1. By means of radio or television, including both 
public and private closed circuit TV; except tiiat this 
subparagaph shall not apply to closed circuit TV in ho­
tels, airplanes, and licensed, on-premises establishments 
such as restaurants; this subparagaph also shall not ap­
ply to the advertising of spirits coolers 
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2. On the comic pages of newspapers, magazines, or 
other publications; 

3. In publications devoted primarily to religious top­
ics; 

4. In any manner directed or primarily intended to 
appeal to persons below the legal drinking age; 

5. On the screen of motion picture theaters or similar 
assemblies. 

B. No advertisement of distilled spirits should con­
tain advertising copy or an illustration unless it is digni­
fied, modest, and in good taste. In addition, no adver­
tisement should claim sexual or physical prowess as a 
result of the consumption of distilled spirits. 

C. Members should not, directly or indirectly, pro­
vide any compensation for advertising "plugs" on radio, 
television. 

D. . No advertisement of distilled spirits should con­
tain the name of or depict Santa Claus or any Biblical 
character. 

E. No advertisement of distilled spirits should depict 
a child or immature person, portray objects (such as toys) 
suggestive of the presence of a child, or in any manner 
be designed to be especially appealing to children or 
immature persons. 

F All advertisements of distilled spirits should be 
modest, dignified, and in good taste. 

n. Good Faith Compliance 
The provisions of this Code should not be violated or 

evaded through subterfuge or indirection, such as through 
institutional advertising and/or program sponsorship. 

Financial support of or contributions to charitable or­
ganizations or events and to public broadcasting and pub­
lic telecommunications entities as defined in Tide 47 of 
the United States Code are approved where the contribu­
tion is publicly acknowledged by tiie recipient by refer­
ence only to the name of the grantor making the contri­
bution. The name of the grantor may include a brand 
name but should not include a class or type or other prod­
uct description (e.g. The XYZ Whiskey Distilling Com­

pany or XYZ Whiskey). In the case of contributions to 
public broadcasting and public telecommunications en­
tities the contributor should specify that tiie acknowl­
edgment is to be made when tiie audience in tiie princi­
pal broadcast area is likely to be composed primarily of 
persons above the legal drinking age. 

A spirits cooler is a beverage containing not more tiian 
7% alcohol by volume, prepared from tiie admixture of 
spirits witii water and/or dairy products and/or fhiit or 
vegetable juices, to which may be added natural and/or 
artificial flavors, sweetening agents and/or food additives, 
and which may be carbonated. 

ni. Members Subscribe 
The members of DISCUS voluntarily subscribe to this 

Code. 

rV. Jurisdiction 
This Code is applicable to the states of the United 

States only. 

V. Code Review Board 
There shall be established and maintained a Code 

Review Board, which shall meet when necessary to con­
sider complaints lodged by DISCUS members or other 
interested parties. 

The Code Review Board shall be comprised of no less 
than five (5) members in good standing of tiie Board of 
Directors of DISCUS. Each member shall serve for a 
term of not more tiian tiiree (3) years and shall, upon tiie 
vote of a majority of tiie members of the Board of Direc­
tors, be succeeded by another member of tiie Board of 
Directors who has not served as a member of the Code 
Review Board for a period of at least two (2) years. 

Findings of tiie majority of tiie members of tiie Code 
Review Board shall be communicated promptly to the 
responsible advertiser and in appropriate circumstances 
to all members of the Board of Directors of DISCUS. 

(Marginal numbers 511—600, reserved) 

Copyright 1996,-Council of Better Business Bureaus, Inc. 



F; M5 KE.VNNLA KENNNL\.040 H L C 

105TH CONGRESS 
1ST SESSIO.V H. RES. '7 

IN THE HOUSE OF REPRESENTATRES 

Mr. KENNEDY of Massachusetts submitted the following resohition; which was 
referred to the Committee on 

RESOLUTION 
To urge the Federal Communications Commission to com­

mence an inquiry on distilled spirits advertising on tele­

vision and radio. 

Whereas for forty-eight years, the distilled spirits industry 

followed a self-imposed volxintary ban against £idvertising 

their products on television or radio; 

Whereas in June 1996, a distiller began airing 30-second 

televised commercials for a popular whisky brand, mark­

ing the first major break with the voluntary industry ban; 

WTiereas in November 1996, the Distilled Spirits Council 

ended its voluntary ban which had served the public in­

terest since 1948; 

Whereas the number of distillers advertising their products 

on television and radio continues to increase; 
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Whereas alcohol is a factor in the 3 leading causes of death 

for 15 to 24-year olds (accidents, homicides, suicides); 

\\'hereas aJeohol accounts for more than 100,000 deaths each 

vear; 

\\'hereas a recent nationwide poll found that percent of 
American adults support a Federal Govemment inves­
tigation of the impact of teleNision and radio advertising 
of alcoholic beverages on teens and children; 

WTiereas the Federal Communications Commission has the 
responsibility to ensure that the public interest is served 
by uses of the pubhc airwaves; 

Whereas a Federal Communications Commission review of 
the effects of the introduction of distilled spirits advertis­
ing on pubhc airwaves would produce a factual record 
that would be useful to Congress, the Administration, as 
well as the pubhc; and 

WTiereas the President, the Attorney GreneraJ, Members of 
Congress, numerous States, and hundreds of pubhc inter­
est groups and individuals have asked the Federal Com­
munications Commission to examine various issues raised 
by the introduction of distilled spirits advertising on tele­
vision and radio: Now, therefore, be it 

1 Resolved, That the Congress of the United States 

2 urges the Federal Communications Commission to issue 

3 a notice of inquiry to seek comment and gather facts relat-

4 ed to issues raised by the introduction of distilled spirits 

5 advertising on telê ŝion and radio, with a particular focus 

6 on the effects of such advertisements on children and teen-

7 agers. 

June 17. 1997 (11:47 ajn.) 



Getting tiie Alcoliol Industry to the Table: 
(a range of options for action) 

I. ATF (Bureau of Alcoliol, Tobacco, and Firearms) 

* Revising Rule 95-2 to strengthen athlete and motor vehicle provisions 
* No cartoon characters and animals 
* Improve health warning labels (size, legibility, horizontal, contrasting colors, larger type) 
* Require counter ads during sports programming 
* Regulations regarding age appearance of models in ads 

II. FCC (Federal Communications Commission) 

* Gore Commission (Advisory Committee on Public Interest Obligations of Digital TV) 
- requirements relating to alcohol ads and protecting children (counter ads?) 

* Expanded Notice of Inquiry (currently only looking at issues related to the introduction of 
distilled spirits advertising on TV) 

III. FTC (Federal Trade Commission) 

* Endorse FTC workshop on alcohol marketing (voluntary, brings interests together, platform 
for issues, gives tool for recommendation to Congress) 
* Internet regulations of industry web sites 
* Broad investigation of youth reached by alcohol ads during sporting events 
* Push H.R. 1976 / weighing in on CJS study language - reporting to Congress on trends in 
alcohol marketing practices used to hook youth 

IV. Legislative Fixes 

* Push H.R. 1981 - a bill to amend the IRS Code of 1986 to eliminate tax deductions for 
advertising and promotions related to alcohol beverages (raises $700 million each year) 
* Propose legislation to add language to the current warning on container labels, "If you 
drink too much alcohol too fast, you can die of alcohol poisoning." — response to national 
tragedy of binge drinking deaths on college campuses 
* Push H.R. 1980, "College Campus Alcohol Abuse Prevention and Education Act," to end 
alcohol promotions and event sponsorship of on-campus events — reauthorization of Higher 
Education Act this Congress 

V. Other 

* ONDCP (Office of National Drug Control Policy) 
— expand $175 million federal campaign to deglamorize illicit drugs to include alcohol 

* White House Conference 
--"Changing the Culture of Drinking on College Campuses" 



I. CHILDREN'S PROTECTION FROM ALCOHOL ADVERTISING 

New advertising requirements would be placed on the alcohol beverage industry that: 

1) prohibit alcoholic beverages from being advertised or promoted on any audio tape, audio 
disc, videotape, video arcade game, computer game, or in film (except for industry-trade 
oriented materials). No outdoor advertising of alcoholic beverages may be located withm 
1000 feet of any school, playground, or other public facility where individuals under the age 
of 21 are reasonably expected to convene. 

2) restrict alcohol advertising in publications with a youth readership (under 21) of 15% or 
more than 2 million, whichever is less, to text only advertising in black and white print. 

3) restrict alcohol advertising on television during the hours of 7:00 a.m. to 10:00 p.m. to a 
picture of the product only with a voice-over that may include information about the product 
and where it may be purchased. 

II. ALCOHOL ADVERTISING ACCOUNTABILITY 

The Federal Trade Commission (the agency which regulates unfair and deceptive 
advertising) would be required to report annually to the Congress on alcohol advertising, its 
profile, and its effects and to make any recommendations for legislative response to such 
findings. 

The Secretary's report would be developed on the basis of work conducted by a panel 
of federal agency experts that will convene public hearings in each of the regional offices of 
the Department of Health and Human Services over a 5 year period beginning on the date of 
enactment of this Act. 

The content of the report would include: i 

1) an identification of: the media used by alcohol advertising to reach children and the types 
and themes of alcohol advertising in all media; the total expenditures for alcoholic beverage 
advertising in each media and in promotions; the extent to which media program audiences 
are under the age of 21; any graphics, slogans, children's characters, and techniques that 
appeal to youth; and the extent to which other promotional efforts used to market alcoholic 
beverages - such as clothing, sporting events, contests, etc. - appeal to individuals under the 
age of 21; 

2) a determination of the extent to which young people are exposed to alcohol advertising and 
promotions of alcoholic beverages; 

3) an evaluation of the relationship between alcohol advertising practices and underage 
drinking, drunk driving, and related public health problems; and 



4) an evaluation of alcohol industry sponsored campaigns addressing public service and 
prevention messages for underage drinking, drunk driving, and other alcohol-related topics. 

III. EDUCATION: ALCOHOL ABUSE PREVENTION ON C O L L E G E CAMPUSES 

Funds would be made available to colleges and universities, in the form of competitive 
grants, to develop and implement effective programs for alcohol abuse prevention and 
education (including treatment referral). A National Recognition Award is also established 
that would highlight 10 of these exemplary programs. 

In addition, new requirements are designed in order for colleges and universities to be 
eligible for federal funds. Instimtions of higher education would be required to: 

1) prohibit the distribution of any promotional material that encourages the consumption of 
alcoholic beverages on campus; 

2) prohibit the distribution of free alcoholic beverages for promotional purposes on campus; 

3) prohibit the on-campus sponsorship or public support of any on-campus athletic, musical, 
cultural, or social program, event, or competition by any alcoholic beverage company or by 
any group of such companies; and, 

4) limit alcoholic beverage advertisements in the institution of higher education's newspapers 
and other publications to price and product information. 

IV. END CORPORATE WELFARE FOR ALCOHOL INDUSTRY 

The Internal Revenue Code of 1986 would be amended to eliminate tax deductions for 
advertising and goodwill expenditures relating to alcohol beverages. This policy could 
generate nearly $700 million/year in additional tax revenues. 

The Agricultural Trade Act of 1978 would be amended to prohibit any federal funds 
that are appropriated for the Market Access Program (under the USDA) to be used to promote 
the sale or export of alcohol or alcoholic beverages overseas. 

V. SENSIBLE ADVERTISING AND FAMILY EDUCATION (SAFE) 

The bill would require one of six rotating warnings on all alcohol advertisements, 
including, broadcast (radio and television), print, billboards, and in-store displays. At the end 
of every warning, a toll-free number would be displayed so that consumers can obtain 
additional information on alcohol use and abuse. 



The six warnings include: 

1. Alcohol is a drug and may be addictive. 
2. Don't mix alcohol with over-the-counter, prescription, or illicit drugs. 
3. Drinking too much alcohol increases your risk of high blood pressure, liver disease, 

and cancer. 
4. Drive sober. If you don't, you could lose your driver's license or even your life. 
5. If you are pregnant, don't drink alcohol. Alcohol may cause mental retardation and 

other birth defects. 
6. If you drink too much alcohol too fast, you can die of alcohol poisoning. 

VI. TRUTH IN ALCOHOL BEVERAGE LABELING: 

The bill would amend the Federal Food, Drug, and Cosmetic Act to require alcohol 
beverage labels to disclose the container's alcohol content by volume in a non-promotional 
manner; disclose the number of drinks per container; require label information to be located in 
a conspicuous place, in legible type, and offset by borders; and require the label to display a 
toll-free number so that consumers can obtain additional information on alcohol use and 
abuse. 

The bill would also specify what a "drink" is by defining it as a serving of malt 
beverage, wine, or distilled spirit which contains 0.6 ounces of alcohol by volume. 



H.R. 1980, the "College Campus Alcohol Abuse Prevention and Education Act." 

Under this bill, funds would be made available to colleges and universities, in the form 
of competitive grants, to develop and implement effective programs for alcohol abuse 
prevention and education (including treatment referral). A National Recognition Award is 
also established that would highlight 10 of these exemplary programs. 

In addition, new requirements are designed in order for colleges and universities to be 
eligible for federal funds. Institutions of higher education would be required to: 

1) prohibit the distribution of any promotional material that encourages the consumption of 
alcoholic beverages on campus; 

2) prohibit the distribution of free alcoholic beverages for promotional purposes on campus; 

3) prohibit the on-campus sponsorship or public support of any on-campus athletic, musical, 
cultural, or social program, event, or competition by any alcoholic beverage company or by 
any group of such companies; and, 

4) limit alcoholic beverage advertisements in the institution of higher education's newspapers 
and other publications to price and product information. 



DEVELOPING A RESPONSIBLE CODE OF P R A C T I C E 
FOR A L C O H O L ADVERTISEMENTS ON TV AND RADIO 

Problem: 

Alcohol use and abuse among our children is on the rise. Alcohol-related deaths are the number 
one killer of people under the age of 24. Alcohol kills more than 100,000 people each year, five 
times as many as the death toll from illicit drugs. There are approximately 18 million alcoholics 
or problem drinkers in this country, 4 million of whom are minors. 

Our nation spends $15 billion a year fighting a war on drugs in this country. Yet each year, 
alcoholic beverage companies spend over $2 billion to advertise and promote their products, with 
some of the most expensive, clever, and amusing ads — many of which have a strong market 
appeal to youthful audiences. 

A June 1997 national public opinion poll found that 66% of adults believe that alcohol advertising 
on radio and TV influences teen drinking. And 78% were opposed to alcohol advertising that is 
shown on programs where at least one-fourth of the audience is under 21 years of age. 

Solution: 

Convene a meeting between the alcohol industry, broadcasters, Gore/KennedyAVatts lo develop a 
code of kid-friendly standards for alcohol advertising that the industry and broadcasters will 
voluntarily support. Guidelines for consideration would include: 

1. Content ~ what images are used to sell the product? 
2. Frequency — how often are the ads shown each day? 
3. Timing - at what hours should the ads be shown? 
4. Program Placement ~ what television shows are sandwiched in between the ads? 
5. Balanced Messages ~ some deliberation should be given to the issue of balancing 
advertisements promoting alcohol consumption with public information messages about 
the risks of alcohol use by minors. 



F: Mo KE.VNNIA KENNMA.040 H.L.C. 

105TH CONGRESS 
1ST SESSIO.V H. RES. '7 

IN THE HOUSE OF REPRESENTATI\^S 

Mr. KENNTDY of Massachusetts submitted the following resolution; which was 
referred to the Committee on 

/ 

u 

RES#LUTI«N 
^ y - ^ ^ 

To u i ^ the Federal Communications Commission to com­

mence an inquiry on distilled spirits advertising on tele­

vision and radio. 
Whereas for forty-eight years, the distilled spirits industry 

followed a self-imposed voluntary ban against advertising 
their products on television or radio; 

Whereas in June 1996, a distiller began airing 30-second 
televised commercials for a popular whisky brand, mark­
ing the first major break with the voluntary industry ban; 

Whereas in November 1996, the Distilled Spirits Council 

ended its voluntary ban which had served the pubhc in­

terest since 1948; 

Whereas the number of distillers advertising their products 
on television and radio continues to increase; 
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H.RES. 171 

Calls on the Federal Communications Commission to issue a Notice of Inquiry to examine the 
effects of hard liquor advertising on children. 

H. RES. 321 
THE C O L L E G I . \ T E INITIATIVE TO REDUCE BINGE DRINKING 

Calls on college and university administrators to adopt a code of principles (outlined in the 
legislation) in order to change the culture of alcohol consumption on college campuses. 

REPORT LANGUAGE IN FY 98 
LABOR/HHS APPROPRIATIONS BILL 

Secured a bipartisan compromise with the Chairman of the Subcommittee to fund the Center 
for Substance Abuse Prevention (CSAP) at a $3 million increase, and included report 
language calling for CSAP to contract with the National Institute of Alcohol Abuse and 
Alcoholism to fund a study on the effects of televised alcohol advertising on youth alcohol 
consumption. 

CONFERENCE REPORT LANGUAGE IN FY 98 
COMMERCE/JTJSTICE/STATE APPROPRIATIONS BILL 

Secured a bipartisan compromise to increase funding for the Federal Trade Commission by 
$1.5 million to do a study on trends in alcohol advertising and report back to Congress. 

The following language was included in the report: 

The conferees are aware of concerns about the impact of alcohol advertising on under­
age drinking, and understand that the FTC is engaged in the ongoing monitoring of the 
advertising and marketing practices of manufactiu-ers of beverage alcohol. The conferees 
expect the FTC to emphasize these activities, investigate when problematic practices are 
discovered, encourage the development of effective voluntary advertising codes, and report 
their findings back to the Committees on Appropriations. 



CONGRESSMAN JOE KENNEDY'S 
COMPREHENSIVE ALCOHOL ABUSE PREVENTION BILL 

H.R. 1982 

SUMMARY 

This omnibus alcohol policy bill is designed to address a variety of issues in the areas 
of education, taxes and subsidies, advertisements, and beverage labeling that involve alcohol, 
its use and abuse. 

The bill would: 

• establish new requirements for alcohol advertising that targets young audiences, 

• require a federal agency report to Congress identifying trends in alcohol advertising, 

• provide incentives to colleges and universities to develop and implement alcohol 
abuse prevention programs on their campuses, and make receipt of federal funds contingent 
upon a prohibition on the distribution of free promotional alcoholic beverages, materials, or 
event sponsorship by alcoholic beverage companies on campuses, 

• eliminate the tax deductibility of alcohol advertising and promotions, 

• eliminate current federal subsidies for alcohol promotions overseas, 

• require health warnings on print, radio, and television alcohol advertisements, 

• require alcohol beverage container labels to disclose alcohol content by volume and 
the number of drinks per container. 



DEVELOPING A RESPONSIBLE CODE OF PRACTICE 
FOR ALCOHOL ADVERTISEMENTS ON TV AND RADIO 

Problem: 

Alcohol use and abuse among our children is on the rise. Alcohol-related deaths are the number 
one killer of people under the age of 24. Alcohol kills more than 100,000 people each year, five 
times as many as the death toll from illicit drugs. There are approximately 18 million alcoholics 
or problem drinkers in this country, 4 million of whom are minors. 

Our nation spends $15 billion a year fighting a war on drugs in this country. Yet each year, 
alcoholic beverage companies spend over $2 billion to advertise and promote their products, with 
some of the most expensive, clever, and amusing ads ~ many of which have a strong market 
appeal to youthful audiences. 

A June 1997 national public opinion poll found that 66% of adults believe that alcohol advertising 
on radio and TV influences teen drinking. And 78% were opposed to alcohol advertising that is 
shown on programs where at least one-fourth of the audience is under 21 years of age. 

Solution: 

Convene a meeting between the alcohol industry, broadcasters, Gore/Kennedy/Watts to develop a 
code of kid-friendly standards for alcohol advertising that the industry and broadcasters will 
voluntarily support. Guidelines for consideration would include: 

1. Content — what images are used to sell the product? 
2. Frequency — how often are the ads shown each day? 
3. Timing — at what hours should the ads be shown? 
4. Program Placement — what television shows are sandwiched in between the ads? 
5. Balanced Messages - some deliberation should be given to the issue of balancing 
advertisements promoting alcohol consumption with public information messages about 
the risks of alcohol use by minors. 



COMPREHENSIVE ALCOHOL ABUSE PREVENTION ACT 
(H.R. 1982) 

1. Establishes strict new limits on alcohol advertising on TV, radio, magazines, and 
billboards that target young audiences 

2. Requires health warnings on all alcohol advertisements (SAFE bill) 

3. Eliminates the tax deductibility of alcohol ads and promotions (raises $700 million) 

4. Prohibits promotional campaigns by alcohol companies on college campuses 

5. Requires a federal agency report to Congress that identifies trends in alcohol advertising, 
especially as it relates to children 

JUST SAY NO ACT 
(H.R. 1067) 

Bans hard liquor advertisements from television and radio, in effect codifying the voluntary 
ban the industry saw fit to place on itself for almost 50 years. 

VOLUNTARY ALCOHOL ADVERTISING STANDARDS FOR CHILDREN ACT 
(H.R. 1292) 

Provides an anti-trust exemption so that television broadcasters can come together to devise a 
new code of "kid-friendly" standards for alcohol advertising. 

While the legislation does not prescribe or mandate what the final code should look like, it 
does lay out five general guidelines for consideration: 

1. Content - what images are used to sell the product? 
2. Frequency - how often are the ads shown each day? 
3. Timing ~ at what hour should the ads be shown? 
4. Program Placement - What television shows are sandwiched in between alcohol 
advertisements? 
5. Balanced Messages - Some deliberation should be given to the issue of balancing 
advertisements promoting alcohol consumption with public information messages about 
the risks of alcohol use by minors. 

This bill would give the broadcasters one year to develop their code. The FCC is required to 
approve the code before it is implemented, seeking public comment. If after one year, the 
broadcasters fail to develop their own standards, the FCC is given the authority to impose 
their own code, using the same five guidelines. 
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COMPREHENSIVE ALCOHOL ABUSE PREVENTION BILL 

H.R. 1982 

SUMMARY 

This omnibus alcohol policy bill is designed to address a variety of issues in the areas 
of education, taxes and subsidies, advertisements, and beverage labeling that involve alcohol, 
its use and abuse. 

The bill would: 

• establish new requirements for alcohol advertising that targets young audiences, 

• require a federal agency report to Congress identifying trends in alcohol advertising, 

• provide incentives to colleges and universities to develop and implement alcohol 
abuse prevention programs on their campuses, and make receipt of federal funds contingent 
upon a prohibition on the distribution of free promotional alcoholic beverages, materials, or 
event sponsorship by alcoholic beverage companies on campuses, 

• eliminate the tax deductibility of alcohol advertising and promotions, 

• eliminate current federal subsidies for alcohol promotions overseas, 

• require health warnings on print, radio, and television alcohol advertisements, 

• require alcohol beverage container labels to disclose alcohol content by volume and 
the number of drinks per container. 
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• establish new requirements for alcohol advertising that targets young audiences, 

• require a federal agency report to Congress identifying trends in alcohol advertising, 

• provide incentives to colleges and universities to develop and implement alcohol 
abuse prevention programs on their campuses, and make receipt of federal funds contingent 
upon a prohibition on the distribution of free promotional alcoholic beverages, materials, or 
event sponsorship by alcoholic beverage companies on campuses, 

• eliminate the tax deductibility of alcohol advertising and promotions, 

• eliminate current federal subsidies for alcohol promotions overseas, 

• require health warnings on print, radio, and television alcohol advertisements, 

• require alcohol beverage container labels to disclose alcohol content by volume and 
the number of drinks per container. 



4) an evaluation of alcohol industry sponsored campaigns addressing public service and 
prevention messages for underage drinking, drunk driving, and other alcohol-related topics. 

III. EDUCATION: ALCOHOL ABUSE PREVENTION ON C O L L E G E CAMPUSES 

Funds would be made available to colleges and universities, in the form of competitive 
grants, to develop and implement effective programs for alcohol abuse prevention and 
education (including treatment referral). A National Recognition Award is also established 
that would highlight 10 of these exemplary programs. 

In addition, new requirements are designed in order for colleges and universities to be 
eligible for federal funds. Institutions of higher education would be required to: 

1) prohibit the distribution of any promotional material that encourages the consumption of 
alcoholic beverages on campus; 

2) prohibit the distribution of free alcoholic beverages for promotional purposes on campus; 

3) prohibit the on-campus sponsorship or public support of any on-campus athletic, musical, 
cultural, or social program, event, or competition by any alcoholic beverage company or by 
any group of such companies; and, 

4) limit alcoholic beverage advertisements in the institution of higher education's newspapers 
and other publications to price and product information. 

IV. END CORPORATE WELFARE FOR ALCOHOL INDUSTRY 

The Internal Revenue Code of 1986 would be amended to eliminate tax deductions for 
advertising and goodwill expenditures relating to alcohol beverages. This policy could 
generate nearly $700 million/year in additional tax revenues. 

The Agricultural Trade Act of 1978 would be amended to prohibit any federal funds 
that are appropriated for the Market Access Program (under the USDA) to be used to promote 
the sale or export of alcohol or alcoholic beverages overseas. 

V. SENSIBLE ADVERTISING AND FAMILY EDUCATION (SAFE) 

The bill would require one of six rotating warnings on all alcohol advertisements, 
including, broadcast (radio and television), print, billboards, and in-store displays. At the end 
of every warning, a toll-free number would be displayed so that consumers can obtain 
additional information on alcohol use and abuse. 
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The bill would require one of six rotating warnings on all alcohol advertisements, 
including, broadcast (radio and television), print, billboards, and in-store displays. At the end 
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H.R. 1980, the "College Campus Alcohol Abuse Prevention and Education Act." 

Under this bill, funds would be made available to colleges and universities, in the form 
of competitive grants, to develop and implement effective programs for alcohol abuse 
prevention and education (including treatment referral). A National Recognition Award is 
also established that v\ ould highlight 10 of these exemplary programs. 

In addition, new requirements are designed in order for colleges and universities to be 
eligible for federal funds. Institutions of higher education would be required to: 

1) prohibit the distribution of any promotional material that encourages the consumption of 
alcoholic beverages on campus; 

2) prohibit the distribution of free alcoholic beverages for promotional purposes on campus; 

3) prohibit the on-campus sponsorship or public support of any on-campus athletic, musical, 
cultural, or social program, event, or competition by any alcoholic beverage company or by 
any group of such companies; and, 

4) limit alcoholic beverage advertisements in the institution of higher education's newspapers 
and other publications to price and product information. 



H.R. 1980, the "College Campus Alcohol Abuse Prevention and Education Act. 

Under this bill, funds would be made available to colleges and universities, in the form 
of competitive grants, to develop and implement effective programs for alcohol abuse 
prevention and education (including treatment referral). A National Recognition Award is 
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2) prohibit the distribution of free alcoholic beverages for promotional purposes on campus; 

3) prohibit the on-campus sponsorship or public support of any on-campus athletic, musical, 
cultural, or social program, event, or competition by any alcoholic beverage company or by 
any group of such companies; and, 

4) limh alcoholic beverage advertisements in the institution of higher education's newspapers 
and other publications to price and product information. 
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Mr. KENNTEDY of Massachusetts submitted the following resolution; which was 
referred to the Committee on 
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RES«LUTI«N 
To urge the Federal Communications Commission to com­

mence an inquiry on distilled spirits advertising on tele­

vision and radio. 

Whereas for forty-eight years, the distilled spirits industry 
followed a self-imposed voluntary ban against advertising 
their products on television or radio; 

Whereas in June 1996, a distiller began airing 30-second 
televised commercials for a popular whisky brand, mark­
ing the first major break with the voluntary industry ban; 

Whereas in November 1996, the Distilled Spirits Council 

ended its volimtary ban which had served the pubhc in­

terest since 1948; 

Whereas the number of distillers advertising their products 
on television and radio continues to iucrease; 
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L O O K I N G B A C K , M O V I N G F O R W A R D 

THE CENTURY COUNCIL 
F U N D E D B Y A M E R I C A N S 
L E A D I N G D I S T I L L E R S 



I i - J . 

Put 

Subpart A—ALCOHOL 
S7 U.S.C 20S(e); 27 CFR 4.39: 27 
CFR 1.64; 27 CFR 5.42; J7 CFR 5.M: 
S7 CFR 7.29; 87 O R 7.M 

ATHLETES, ATHLETIC ACTIVI-
Ties OA EVENTS AMD yOTOR 
VEHICLES IN LABELING ANO 
ADVeRTIfitNC OF ALCOHOLIC 
BEVERAOKS 

ATF RVJI. 94-2 

The Bureau of Alcohol, Tob«crn 
and rircirmi CATf) has been ukcd 
for iu inicryrcudon of rcicv'knt Uv 
ind r»gula>iont rcrmrdlng ihe depic« 
lien or athleui, BWleiic icuvitict ar 
cvenii tnd moier vehiclct in ihr 
Labeling tnd advenising of alcohollr 

In rectni yean. ATF hu recerrrd 
numeroui inquiries reprding the 
appearance of or refcrcnec to iih-
leies. athletic acuvitia or ewnu, and 
motor vehicles en Ubeli and in advert 
titcmenti of alcohoHc bevengci. In 
piirileular. concern hai nirfared M lo 
liic cireumcianccs In which ihcic 
dcplciionc are pcmlatlble. 

During (he 1980's. significant con­
cern wâ j expr«Mcd regarding the 
circumtuncei In vhich ATF would 
permit the depletion of uhletci or 
achleiic (henci In labeling and 
advcrtijing of alcoholic bcveragci. In 

U 

more {CCeni yttrt. ATT has sen an 
increase tn both the number uf 
applications for approval of labcli 
«n(h athletic chonet and the lypei uf 
athletic »cii«il)«l depicted in labels 
and advenisemenit.. 

Pumiani to the labeling pnnuioni 
of (he Federal Alcohol Adminitm. 
lion Act (FAA Act), 27 U.S-C. 
206(e), A T T hu authority to regth 
late Ihr ialieliiig of alcoholic bevcr-
agei (11 prohibit labels which arc. 
among other thinK*. faiac. deceptive 
or mitleading. Siniilarly. under sec­
tion 205(0. ATF has authority to rtg-
ulate the advertising of alcoholic 
betersges lo as to prohibit advertis­
ing which is false, dceepih«, ar mi*' 
Indlng. The negubdons impleraeni' 
ing lecUont 30S(e) tnd (f) llkcwiic 
prohibit » y sutomcAt thai is false 
or untrue in any miiertal particular, 
or thai, irrctpeciive of faliiiyi tends 
IO creau a misleading inprtuion. 27 
C.r.R. 4J9 tnd 4.64 (labeling and 
tdvertising wine). 3.4i; and S.65 
(labeling and advertisinK diitillcd 
spirits), and 7.20 and 734 (labeling 
and advervjing malt hcveragos). 

ATF i( neither a health nor a 
social service aginry. To prohibit » 
label or adveriisemeot based solely 
upon seeiai responsibility or the pa^ 
llblr Impact on yoaih. without the 
false and mlilcading impression" 

or convey. 
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coniê uen 
constimiB) 
under ilie' 
label or a 
such cwndi 

A review 
of the FAA 
pose undc 
advertising 
for riexibili 
ing and ad 
eragei so i 
could makt 
necesnry c 
H.R use 
Ways and 
senutivea, 
(igw). MI 
lory indie: 
ware not it ^ 
prohibiiit _ 
intended u j 
cr should 
was getiin 
both in la ' 
should b« 
ward ando 



j n seen an 
umber 0/ 
i of labels 
le types of 
I in labcl.s 

pruviniont 
:iminuira-
'MJ.S.C. 
'̂ It) regu-

ilif beva"-
hich are. 
tiecepuvt 
mder icc-
iity to reg-
>)lrohoiic 
I advcrtix* 
e. or mijfc 
iplcment-
) llkewJit 
•tl il false 
wriicular. 
<>i>'. lends 
esjion. 27 
.'Un^ and 
jnd 3,6.5 
disiillocJ 
(Ubrling 

gei). 

ill nor a 
iruhibii a 
*d itjJely 
c Ihc pos-
houi ihe 
iression" 

KOPC Of 
ATF 5 Hatutory auchority. Therefore, 
for ATF lo laJce acdon againn g label 
or advcruicmcnt which li -iociaJlv 
•rrenponsible," il must be shown that 
Ihc label or adverUscmeni in aucv* 
uon IS fal»e. deceptive, misleadinr 
or conveys an erroneous impreuion 

In determining whether a label or 
adveriisemeni is deceptive or mis-
leading. ATF considerj rcpresenu-
uons made or suggested bv ,ne^ 
mcnt. word, design, device. »und or 
any combinauon thereof. ATT also 
coniiders ihe extent 10 which ihc 
Jabel or adverusenteni fails to reveal 
facts which are material in light of 
such represeniations regarding the 
consequences which may resuJi from 
consuming ihe alcoholic beverage 
under ihe condidons reflected in the 
label or adveriisemeni. or under 
such conditions as are customary or 
usual. ' 

A review of the iegislauve history 
of the FAA Act reveals ihat ii>e pur­
pose underlying the labeling and 
ittlverttsmg provisions was 10 provide 
*or flexibility in regulaung ihe label­
ing and advtriiiing of alcoholic bev­
erages $0 thai the reguladne body 
«:ould mate such changes as became 

H.R. 8o3B before the Committee on 
Ways and Means. House of Repre-
scniaiivcs, 74th Cong.. 1st Scu 10 
(19.^.->J. Moreover, the IcRislauve ht*. 
lory indicates ihat ihe regulaUons 
were noi intended to be confined to 
prohibitions of falsity but "were 
miendcd 10 Insure thai ihe puirhas-
cr should get what he thought he 
wa« getting, that representations 
both in labels and Ln advenislna 
should be honest and straightfor-
waj-d and iruihful." Id 

ATF has historically L»kei» the poai. 
uon thai Ihe depicdon of aihUiei on 
altrohoUe beverage labels and advtr-
tising IS often dccepdve and mislead, 
tng in that it ImpUes ihat consuraine 
aicohol is conducive 10 athleuc slull 
or physical prowess, or that consum­
ing alcohol does noi hinder ihe ath­
lete * performance. Under Rev. Rul 
54-513. (195<-2 C.B. 5 9 S ) Z 1 \ 
pearance of certain illustrations of 
prominent aihleies consuming or / 
prepanng to consume the advertised / 
alcohohc beverage jj prohibited. / 
under the provigions of Rev. Rul 
326 (1954-2 C.B. 581). .chJeS/ 
event! may not be depicted when the 
parucipanu are shown consui$iinf 
or prepanag to consume, alcoholic 
bfvcrages. In addition, in ATF Rul 
7>5 19/5 ATF C B . 45. it was held 
lhat depictions of individual athletes 
Of public prominence (locally or na. 
uonally) or Hquor boules or the 
labels on such bottles are mislead- x 
'ng. in that ihey convey the er- \ 
roneous impression ihat ihe con- ^ 
iumpuon of the product contained 
Ihcreui IS conducive to ihe develop­
ment of athletic prowess or success 
in a parUcular aihleik endeavor. 

Moreover. Congress has shown 
Continued concern over the health 
hazards thai may resuli from ihe 
consumpuoB or abuse of alcoholic 
beverage* ac demonsu-aied by the 
enactment of the AlcohoUc Beverajre 
f f j« i*"? Act of 1988 (ABLA). 27 
U.S.C. §§ 211-219.. In the ABLA 
Ungrcs* emphasized the neceuit^! 
of providing Information to ihe 
American public about the health 
hazards that may result from the 
consumpdon or abuse of alcoholic 
beverages. Congress determined ihai 
11 would be beneflelal to provide a 
clear, noncoofuiing reminder of 
such hazardj and ihai a need existed 
for national uniformity on such 



reininderi in order lo avoid the pro 
mulgation of incorrect or mialeaolng 
informaiion. Congress found lhai 
requiring such reminders on all con-
tainerb of alcoholic beverages is 
appropriate and necessary in view of 
ihe substantial role of the Federal 
Covernment in promoting the 
health and safety of the public. Sef 
27 U.S.C. §213. 

The various components of the 
alcoholic beverage industry have 
adopted their own iei of voluntary 
guidelines which impact the use of 
or depiction of athletes on labels or 
in advertî emcnu of alcoholic bever­
ages. These guidelines urge the 
responsible portrayal of alcoholic 
beverages and discourage any adver-
dsing or marketing materials which 
associau- or porxray the consumption 
of alcoholic beverages before or dur-
iQg activities in situations which 
require a high dc^ec of alertnets or 
coordination. The gvidelines also 
discourage advertising and market­
ing iniended to appeal primarily to 
pcrsonit below the legal purchase 
age. 

ATF shares ihe concern of Indus* 
uy and the public that alcoholic bev< 
erages be consumed responsibly and 
appropriately and that the lab«hng 
and aiivertising portray ihe products 
in a responsible manner. In view of 
these concerns, ATF has attcmpied 
to mure clearly addreie what it con­
siders permissible labeling and 
advertising conduct insofar as such 
conduct falls within the confines of 
our suiutory auihorif}'. 

Htld. ATF will not automaiically 
consider deceptive or misleading 
each depiction of or reference to 
aihleie.s athletic acdvitics or events. 
Or motor vehicles used in alcoholic 
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beverage labeling or advertising. 
ATF recognizes that some such 
depictions or references may appear 

. on labels and in advertisements with­
out being deceptive or misleading. 
Each such depiction or reference 
will be reviewed on a case-by<ase 
basis to determine whether il is 
deceptive or misleading 

In reviewing labels and advertise­
ments, ATF wdl base its roncltuions 
on the totality of the message con* 
veyed by the label or adveriisemeni. 
A T F will nol prohibit the mere 
appearance of aihleies in labels or 
advertisements; rather. ATF will 
examine labels and advenisemenis 
in their cniirety to determine 
whether the message conveyed in 
relation to the appearance of the 
athlete is deceptive or misleading. 
ATT is particulariy sensitive to the 
influence athletes are blown lo have 
on youth as role models. This is par­
ticularly the case where active or 
recently retired athletes are con­
cemed. Athletes, as role models, sci 
a standard of conduct commonly 
emulated by youth who aspire to 
gain talenu success, and/or fame on 
a level comparable to the athlete's. 
ATF is concerned ih&l the appear­
ance of an athlete in a label or adver­
tisement not convey a misleading 
impresbon to youth-

ATF recognizes that younger peo­
ple (i.e., ihotc below the legal age 
for purchase of alcoholic beverages) 
may be more susceptible to being 
fflialed by certain types of labels or 
adverdsements than mature adulu. 
In reviewing labels and advenise­
menis containing references to ath­
letes, athletic activities or events, or 
motor vehicles. ATF wUl be etpecially 
sensitive to whether such labels and 
advenisemenis would be likely lo 
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deceive or mislead youth to con-
dude or believe that consumption of 
an alcoholic beverage will increase 
Lheir aihleiic prowess, enable ihcm 
to perform at a level companble to 
that of a famous athlete or, converse­
ly, likely deceive or mislead youth lo 
believe thai such consumption will 
ntit inhibit athletic performajice. 
ATF will be equally censiUve to labels 
and advenisemenis ihai would be 
likely to deceive or mislead youth to 
conclude or believe that consump-
lion of an alcoholic beverage will 
enable them to safely operate a 
motor vehicle or other mackinery or 
cquipmenu 

Accordingly, ATF offcn the follow­
ing examples of labeb or advertise-
mentjt which it considers to be vnar-
aptabU pursuant to sections 205(e) 
and (f] and implementing regula­
tions: 

(1) any label or adveriisemeni 
which sutes that concumpiion of the 
alcoholic beverage will enhance ath­
letic prowess, performance at athlet­
ic activities or events, health or con­
ditioning; 

(2) any label or advertisement 
which depicu any individual 
(famous athlete or otherwise) con­
suming or about to consume an alco­
holic beverage prior lo or during an 
atiiletic aetiwtyor event, 

{?>) any label or adveriisemeni 
depicting consumption of an alco­
holic beverage while the party con­
suming the beverage is seated in. 
about to enter, operating, or aboui 
to operate automobiles or other 
machinery. 

Conversely, labels or advertise-
menu which ATF generally Ands 
acceptable pursuant to sections 

205(e) and (f) and Implementing 
regulations, so long as ihey do not 
contravene the abov^-mentioned 
•principles and examples, include the 
following: 

(1) depictions of or references lo 
athletes, including famous aihleies, 
whether in motion or not and 
whether in uniform or not; 

(2) depicuons of or references lo 
moior vehicles or other machinery 
or equipment, whether in modon or 
not, whether occupied by a driver or 
not: 

(3) icam logos; 

(4) Khedules of athletic evenu: or 

(.•)) depictions of, references to or 
commemoraxions of specific events 
(e g., an automobile race), specific 
cars or other equipment, such as 
hockey sticks, fooiballs. golf clubs, 
and the like, on alcoholic beverage 
labels or advertisements. 

All depictions of athletes and ath­
letic evenu will be reviewed, how­
ever, en a case-by-case basis for a 
determination It lo whether the par-
ucular depicdon is deceptive or mis­
leading, based upon the totality of 
the message. ATF %nll not approve 
applications for labels found to be 
deceptive or misleading and will ini­
tiate appropriate action against such 
labels and advenisemenis if ihcy 
appear in ihe marketplace. 

As a final mailer, ATF does not 
find acceptable ihe ux of disdaimen 
to negate deceptive or misleading 
inferencei in tbe labeling and adver-
Uaing of alcohohc beverages. 

ATF Ruling 75-5 Is hereby super, 
seded. 
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