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Beer.q,nd Wine I,:id~try (;irds fOTBa_ttle · 
. l ' • r- - • • • • 

As Campqigrt t~ B,~n 1~~, q~f-~~rs ~f~~~ 
By RoBERT FRIEDMAN . .. 

StpJ/ Reporter of THE w ALL STREET JOURNAL 

· ' The beery television testimonials of for
mer athletes .Marv Throneberry, John . 
Madden and Billy Martin notwithstanding, 

. _this year may_ not be Miller time. . 
• · · If a coalition fighting alcohol abuse has 

: its way, the famed drinking buddies' care-
. fully · scripted banter will - nev~r again 

· . reach American television screens. Nor' 
. will dozens of. other beer . and wine com
mercials-about $750 million of advertising 

. a rear-that have .becomf an integral part 
1 

• .- .-· • of the eJectronic landscape.' ·: "", ·. ; '··.? · 
! .. : ( •• · Remote as ·the· prospect 1>f a ban is · 
1 • • thought to be, the_ coalition has mounted a 

. .. . strong offensive that 1s being taken sen-·· 
t ously by Ui~, alcoholic-beverage industry. 

The coa.1:ition, ·speJll'headed by . the Wash
. ington,based Center for Science In the Pub

. . __ :· - llc Interest, include~ such organizations as 
··· the· 5.5 'million-member National Parent

Teacher Assoclatiorl, the United Methodist 
~. : Ch~rcli ·and th~ .1;i~o_nal Collllcif i>n~l\ICO-.. \ 

. , hohsm. ,.. ~ ,' •. · If,'.:.. )I:'! &{~ ":'. : 
. · • The -coalition has asked the Feder.a.I 

:

'· 

Trll!ie Commission to investigate pie· µ\dus:; I 
try's advertising practices. Under Uie_ban- I 

·· ner of Project Smart (Stop Marketing Al-
. coho! 1>n Radio 3.J!P Television), the .. coali• • 
. tion says it has gathered 600,00<J'signa~ur~ 
from people demanding that · Congress el-

. _ther ban such advertising on the airwaves 
or l!,llow equal time for. countermessages 
on the dangers ·o( alcohol. . . · ', ;-
Senate to Hold Hearings . '· 

1 
• • Official Washington has seized on the is

. sue. The Senate will hold hearings• early 
· n~xt month to _examine whether drinking is 
. treated glamorously on TV. The Treasuzy 

Departnrent's _Bureau of Alcohol, Tobacco 
and Firearms is abouno propose new reg- . 

' .- ulations on __ the appearance ~f,' athletes :in ' 
beer and wme commercials. ··.r; ; <':, •• 

1 • , 'Even· the White House .has warned 
. brewers and vintners . to stop : messages 
• that appeal to underage drilikers. Carlton· 
. · Turner; special assistant to the Presidenf. 

on drug abuse policy, says; "If the indus
. try doesn't clean up its approach, ·u will 
. . have a legislative _solution crammed down 
· jts throat." · ,.. .. . . J. - . 

Though most people lnvolved' in.the·ls- · 
sue believe an outright. ban on beer ·and., 
wine commercials ls imli1cely, it wouldn't 
be unprecedented .. Cigareite -commercials 

. were _forced -off -~f@r.15 years ago,;ilJld . Last year Adolph Coors eo: ~ulled an ad 
Shaun Sheehan, a• spokesi:n~· for the "Nat. for its light beef that c ontained ·the refrain, 
tlonal . Assoclatlon,_of Broadcasters ·says/ "beer after beer." Ben1 Mason, Coors's i:Ji- 1 

· · "the scar tlssl)e, 1s1tl9_~~tgJc,i' Thi~ ~:11.te:· .rector of: al~ohol 1ssues, ays th~~Colorado ·-1 

1 , . . $ays the organl~~~n,_s ,pr~l~~I!t; ~dfa.{\i brewer _recognized thaf thl!' ·message 1 

:· _Fritts, fighting a 1>&n·;st%uI,,PµrJ1~i:. o~e . · "could be interpreted as encourij~ng ex- 1 

,· • · priority."; -_- i , "-• ,: . J. . -· _ · · cessive 'use." . . -:i • • ·: •· ~.;1: . · :'-,, · ,: 
! . , : Determined t~ h~!l .. off;gP,~e. ent w'. _- . Slmi1~r1y; the u.s;'Brew: ri~Sllo6~iflon 

ulatfQn, nervo~. b_rqad~as.~i;s ,11.nd.~ yer_:. · has revised Its voluntacy act"code· caution· 
~. ~ . _!l;e-lndustry pffl~i~'l'~-~y~ ij~~e!r.~wn lng niem.b.eis not to.,_itjclude. .'scin~s. of .1ne
f. :, _:sort of .temperai)~e · !l~P!ll~·t-~~s~tl~s; 'briatlon or to denigrate acailemlc study in \ 
: , , .. tightenlngial'Stantlid_~J~r~i: .~J~'?lin· -~ · advertisements:·And.the'Wln'e'insfltute, aj' 

!'_.' commerc s, . e .~,~JT~t~~ are ~JWU! g_. .tr~de assoclatlon ~re J90 Callfor-
. mor~ public·servn:e ~ 01J!l~~(llen~loa1>9~.t, . ni growers, .bars afhlet~ ttd 

'. . the hazards .of dnving'_~~;~ :)i.)•Mte: 4,'0tl!ftJ:' outh heroes n~ its • :- I 
. · ducing gratuit9µs _.alcohot~11p~ptfon bn i.: · .~~ • • " • .;. u 
'; • l. ptime-ti~e.P,rogr~:~!~ge;pt~~¥ : -~ 7' .the,cleim p.... i,ii.l~' lea es· tndusifl · I 

. turers and · whole_sii,}~_'½are'_\,:revahipJng critics uilimpre • v ad.for alcohol ~_.· 
i : . ,_. marketing strat~gl~ Jy.,.~e.J~:verisJtlt io~r .• ts an '1d for drinkin .. \., ~sfficlllel . .1.i;.~ji: I 

bying in, Was~ingtQ~,.''\ ~e~-!~ ~~n1 qu~ei ' son, execut1ve ,director .. of Center for Sci · 
! . , tQO long, says JoerluggtJis, a Houston dis-· , -ence in th~·PublJc 1!)_terest. '·"We.41.tti;a>n~ 

. .,.:;_tributor and chaJr~.(!qtie~attp~a,J.Bee~.., :;cerned·wltll thf most ~~~ii;;~ ; .arid 
' Whole~alers. Associ~tio~~ hJch recently . e-won't sloi ,unW some~'rmanent 
i :· '.earmarked $50(),00.():Ior:,..,.,.uroad' obli~g~ ·: litained, ·· r .. · • ~- • .• · j 
1 . . effort ·-that includes iigJJtwt.'-t · · · • ,;.:, •' ·•-•.• 
l···: ··"·~bas~tren~p~lts:'Stin 1or .. · 
) . '•·~r :,anti . wme : commercials~ while CBS 
,· .: · .-.' and ABC say they are .more stringently a'p- .I 
: - • ··.·•plying existing standards. 'NBC,. for e~am-

. ' ple, ,'recently rejected a wine .commercial · 
'" . that featured break dancing and a Michael , 
. · Jaclcspn lookalike ll:ecause of Jts blatant 

. appeal· 'to )'outh. f'There's a heightened 
f · . awareness aroWid ere with respect to 

L 
youngft'<aodiences r ~ Richard. Gitter, 
NBC'r-vfce _president .of broadcast stan· 

·-,d~' . : .. 

Some · of Mr. Jacobson's adversaries 
call him a "Neo-Prohlbltionist," a modern
day Carry Nation who wants to put the al
coholic-beverage industry out of business . 

. But Mr. Jacobson, a 11-year·old former ml
~icrobiologist who enjoys a beer now and 
; then, says he turned activist after learning 
· the public-health h~rds of alcohol abuse. 
i Government statistics show that over 25,
.000 traffic deaths a year and half of all ho-t ~l_cide~ are alc~hol-related. . . . 
· '. 'No one is seeking to reinstate Prohlbi

. tion," says George Hacker, the center's df
. rector for alcohol policies. "We are talking 
· a~ut reevaluatlilg the J"Ql~ of alcohol in . 
'· societv • , · . 'T. '-:..J.' ·/. ' 
., r..:•• .· tt~•· , ~, .... , ~/•~·•·· . ,· I . 

-~~;There ; , itle scieil fie" -evfdence ~di-
. re<;tly_linking ·aavertising of alcoholic bev- · · 
..,e,rage~,,:Yit&..,u,i~re~sct ... ~JlSIIDlP,tiOp. One ' 
ischolar wno ~ecently revfewed.rese;ircil in 
,)Ji~ Ji~l~.;,vJot.~ at \t'·conta!ned. ";i. s UJi- .. ' 
ni~g',array Q.f conflict~n~ conclusions." But' 

1 Mt. JacobSQn and other critics believe the · 
industry wouldn't spend .so much on adver

. tising if It weren't bringing in new cus-' 
, t~mers.-' · ·. . . . _; · .\ · · . 
- Consumption Has Risen . 
,.. >, • 

." Increased spendiJ1g on beer· and wine 

. aavertis!rlg over the past decade ~as coin- • 
· cide~ with a significant rise in consump-

tion. Between 1975 and 1983, brewers' 
: broadcast outlays increased nearly fivefold 

to $599.1 milllon, while per-capita beer con
sumption In terms . of volume rose about 

;_ 14%, Wine consumptioi( rose .35% during 
that period, ~ broadcast advertising ex-. 

_ pendltuies tripled. Meanwhile, consump- . 
tion of hard liquor-which distillers volun- · 

·: tartly refrain from .advertising· on TV or 
radio-has declined. · •. · J • ' · 

Industry officials insist they advertise 
mainly to enhance market share, not to 
convert new drinkers or encourage:greater 
constpnption. They point out that beer ~d 
.'Y1ne S!!les _have been flat ~ver the past/two · 

· . _or three. years, despite· significarirf in-
, ·_,c.re~s pl advertising budgets. . I 

-.'k '''!he Idea of an ad ban ls a hoax o~· e 
• .-Ameri~an: public," says a Miller Bre . g 
f.: Co. sppkesman. ~ "There's simply no n~· 
· , nectiol) between advertising and abusive ' 

~nsumption." !fl,; . •• . · . , \ .. 
f~· ~For nyne l>ureri'; a ) ormer New . ork 

f J~e~ hurle,r who now does an occasional 
f_.:Pitcll fo! Proj~t Smart, the issue ls more 
i.temotlqnal. Mr . . Duren, a recovered alco
~ hollc, bellevesJhe use.of r~tired athletes in 
t been : commercials'' k 'irresponsible. 
. "There's .. nothing more powerful than 
; watchinj Dad's heroes," he says: One ad 
~ be fi11ds particularly offensive 'ls the Miller 

Lite spot featuring Billy Mattln, who has 
·,a,dmit~ed, having a drinking problem. 
:_:.~·1'<>!J(~Lan~. the , Dallas -:' QQwboys' · 
, ~a.c~.1:5· ~qualfy opposed to beer ads. But 
-~~ COJ.!Cede_s tlie ·difficulty of ~ckling the 

.,"beer industry bead-on. "It carries much of 
pro football, '. ' he says~ N~arly 20% of tele- . 

it ylsioi:i sports advertising revenues;-and 4% 
: ot !Ill. rv:ad 'revenµes, . come from beer and 
1 w11!e • c;ommeJ;Clals., -. r ~ •"" • ':· 
. ~it ·;N First Amendment poses another ob
:~ta<;Je'.'. ~he bal}_ on broadcast ad_vertlsing of 
,ctgare.ttes w~ upheld by'the courts in 1971. 
. ut sin~. a,l\~ Sµ_preme. ~urf;declsJon 
struck dm a vuginJa-ban on -abortion ad-

1 verttsing, so-c · ed commercial s~~ has 
, incr~asingly\.come-undei":th• 'wnbrella of 
: .. : 'first·.Am~n.dment; · " ~- ' · .. .,.,. .. -, 
· • ~-~TbeJ:ourt 'ti ·tspen , -out a . 11W-:part · 
test .to . determine ,:whether · advertising re
strictions are eo~tuttonat: ~unast term· ' 

• tl!eJ ustte;e~ duclce<J .~e' tssue 'qf wnet.he; 
.t~9 st!te: ~.('}} :alc1_>hq1 . v a;~·.Qfl· 

_.verlf~ing ef-tlt~ • --1 1 ·, 

\:.O>~tl!~~ln~ .. ..fe~t~•~e:~· I 
~ 

.z. • Fa'i ~ • r.:,.. ... ..._, ~ • . . un ~ o as~ me. • i 
enf'theme o'nlrucb prime-~])rograms ! 

as '"JWJ ,St~ :»Jues/' . eers, 1• and "St: :, 
Blsewli~. '' M\' · d.J.,'m..:;... · · . . .-,-· . . , rn•~ .on p 

µ~h,_ ~ ,\:~ I ' • ·'.'~\t i1{oustol~ . 
·•~ agnum~,J.?; has moderaUld. rf J-1• . 

_':!f;°!J ~e~the atQtude~r'see '.lp:the" 'edia 
~ ay,'.' ~S KeMeth~ aton: an txpert'1n 
,_ ll.lcohol Abuse wflo'•heJ~ <l;BC-::revlse Its . 
.broadcast standards last summer;· But be · 
ad<ts; ';It's'\mfonunate it had tocolne from 
fright .. ., . ,, . ._.•, . 
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Biewiiii'lS~4rBeer Pi-orrioi}9iis.lrl Col1eg~ Pllbs· . . 
.,_. An~. at Conceft's'~.n,d ;\thletic' Ev~rits_SJl.~rk L)ebate' 

\ - 1 ·!# \ ._, •• '• • . •. '. •,I,-. • I j • • ' i,/ .• ._,/, ,f',:~, 1- If "'.I/I, ,'", : + 
:•• •• •,:'":~ •.. ' , , • ~ • • • , 1 , • , I ,,,., .:•.~-.. ,. :.a;" ~ ·~-- ,... ·• r . · ·, Continued From First Page· . . " head ·off tougher regulation. Indeed, in a· · dents•· attention alpng rou •. o spring-

, -. • ~newspaper, and the University of Massa_. bulletin to its 750 Miller distributors last ' br~ 'desti_nations. wtth coffee-brealc stops. 
; , . chusetts at Amherst is rejecting dlstribu- March, Leonard J. Goldstein, , the sales. , "SfudeJ)tifcan ptill in; enjoy a cup of coffee 

-· · tors' offers to co-sponsor concerts. "We . vice president, cautioned that obeying' · and .a doµghnut _and call home," says Mr. 
· recommend that all beer advertising be campus marketing guidelines "Is critical· Roarty: ··_ '..'No -: alco,iolic : bever;tges ·- are 

talcen out of student newspapers and sport· to. preserving our ability to conduct- bus!- ' served/ ~-- · ;f • :: . \ ·. . . , · . . . 
ing events,"· says William J. McCord, the '. :ness in the Important college market." ,,;" r , At scores·.'of 'campuses·, brewers help 

. director of South carollna's Commission on Brewers have promoted on campus Jo _ promote athletics. Compliments of Anheu-
Alcohol and Drug Abuse. : • •-·'·., . ,;. ,· , -decades, qf coui:5e. Anheuser-Busch's .Mr: ,,'. ser-Busch, ·Boston College gave out ·1,000 

· Colleges _also are drafting rules for beer Roa~ ~gan his career with the bm_ve_r ._ pompons and 5,000 bandannas-with the 
·· _J)romotlons. The Inter-Association Task · as a Umverslty of Detroit Caf!lpus repre-;' ~ud logo and·.the ,college's eagle .mascot-

. Force on Alcohol Issues, made up of sev- . sentatlve in 1953. But promotlgJJal e~forts · at <two football games Jast year. , 
eral national associations involve~ In stu- became more aggresslv~ in :,.the ,early · Sara Groden; ~e ¢o1Iege's director of 
dent affairs, in 19~ called on brewers to . 1970s, when the states beg~n to lo)4'er ~e · . sports promotions, ~ll-YS she also negotiated 
rid their promotions of sexism, stop eiri- drinking . age . and brewers .,--generally about $15,000 of_ promotions from Anheu
phasizlng heavy drinking and to support . ~dopted · advanced marketing .. t.echnique$. ; ser0Busch td support sports that Jack the 
campus . alcohol-education programs. - _, ·. It was about that time ~e comp~ies higb P,rofile of basketball and football. The . . 

Anheuser-Bµsch, Hel1emari, Coors and started to support lntramui:~s. ~iµnpus un_· ~ · · b~e~er•. "win · give away_ things that we - ' 
-~ Stroh Brewery Co~ drafted their own guide- Ions, dan<::es .and parties; -rec3:11s G11ry. , can1t afford'.' .and help attract crowds, 

,. ·' "· Jines for their distributors, patterned after . North, the Umve~ltyof Illin_ols VJce chan· Miss Groden says. Also, "the coaches will 
.· ::, the task force 's. Alan Easton, Miller's vice. cellor of student affairs. . send those -things out to recruits II which 
~- l :,-/ president · of corporate ~ffalrs, says the Now, for example, Moosehead . beer, "malces tbe sport look real import~t II she 
~- · -company leans on Its distributo~ to ~ti~k ;_· :whlc~. -Is imported from Cana~a PY. All says .1. • . . , . , :.- ~ _,, _ , _ · , , ' 

to the guidelines, but he concedes th'at pq- .• Bran~ l!71porters Inc., P~vides.~oston Un- ' Campus ·. ' repres~ntatlves . are · . the 
!icing is difficult, especially In. bars .neat . iversity s 500-m~mber ski ~lub Wlth_M~e- brewers' direct' link to campus activities, 
campuses. "The promotions we tell them· head merch~~ise_ and ~er at cost., says and Mi1Ier employs 120 of them. Hel1eman 
they shouldn 't be doing are ·exactly the _ Jam:s -Ham~~on, the club's vic;e pres!~; and Anheuser~Busch employ even more. · 
things they feel ate necessary ,to ' attract . dent_. .The dlstrybutor also offers tb~ cJub·- · .Boston College's Mr. Marrocco is one of 14 
the young crowd, 11 he· says. ·.;•{:{fr~+ .S .1 ' • -~ o~ a Moose cost~e. _-•u we hav.e ·a' -~ students ,wh~_promote Miller at major Bos-

•·_ 
1 1 

al ·:-J: •• ,h. ;I 1 •g·· club .ty1_eeting, we can have someone stand- - ton-area colleges . including Harvard 
Brewers lncreas ng Y so-are ~ P n ·1ng around In the costume " Mr Har,i'ing• " Tufts Bo t u l 'rs1! · · ' 

finance so-called respon~lble-_drlnking pr.o- ton sa s. . . . , ; _;;,~ ,i· · '" . ~-_\,.- • , _s on n ve . ty and Northeastern. 
ams on campuses Anheuser-Busch re- Y · - ' f,, ,;q ·· ' For $50 a week, Mr. Marrocco peddles 

gr ed inf.• ti .al · al The industry . provides a promotional I Miller brands to fraternities dormitories 
cently open an orma on camp gn blitz fo sprln ·-4. ft'• t ''T th with ·~ ' · lied "K Wh t s Wh " th t r g .uredA, ~- - <_>ge er . • . and student-activities directors and also 
ca . now . en o ay en , .a tourtsi:n. officials In ~le>~d?,- an(i .~Qlef l '.',monitors ·:the com tition . ... ,,,;, - , . · · . 
str~es moderation. _Since 1976, Miller bas .spring0brealc destinations: · bre'Ve~: offer .. '=--• · -- · ·- · -·- · · pe · • · 
contributed. $500,000 to . an alcohol-abuse promotional ·trips and 'J>e~ch ·,":C~l!cei:15. 
,program with chapters on 180 campuses. . Miller runs . recycling can:ipalgns:·op, Fort ~ 

But that Is a small fraction of what th~ Lauderdale Beach, trading · Miller :m~r:." · 
Industry spends to.promote beer, so critics chandlse an'd free calls home for empties ' 
charge that brew~~ merely _are._ trying to and rubbls,h. Anheus~r-Busch·. grci.b$, , 

I ... · Beer advertising in student newspapers 
also draws criticism. At the University of 

: Minnesota, the Minnesota Dal1y "accepts a 
I Jot of ads from bars that 1iter'a.1Iy say sldp 
t yout class and come and drink, 11 says 
t James Rothenberger, a public-health pro-

: fe~:: iue ot ~dsf;af he tlii<if t tt~ri~f ve' in~. 
eludes one for Grandmi'S Saloon '& ·oeif . 

r that shows a man and· woman amid ba£ . 
j:·chanalfan revehy ."1tfm-e's$age: ;/'Because 
1
· some nights you do_n't .fe~l like:·studying. '· 
~Or ·is it most nlghtsf.', A·Jarge Miller-a~ · 
1 shows a , student.--,dashin_g :"froP,l ~~ . dorm- . 
• room desk as a;radlo blares-, "Repeating . f; : . due to a con_iputer'foul'.~p', finals week · 

will be postponed.'! In the foreground are a 
~ bottle and a mug of Miller and the. familiar . 
' "Welcome to Miller Time" slogan. : 
; · Mll1er's Mr. Easton?say the, b'('ewer 
: pul1ed the ad after 1t rah In several college 
newspapers;-"It,;got_ out the,l'{!, ,and -~t P.rob

.. abJy ·shouldn!t)iav.-e,'' t ~,!IYS- ~ut '.}le de- · 

. fends aJi .aa for Milier(s LOWenbrall brand . 
that 'Mr: •Rothe~¥rger:or·Minrleso¥ :\lso 
.found disturbl.ng:-The a:ii shqws _two room- · 
· mates helping a tbird stuaent study, with • 
' an Inset of the.U1o ,andtwo'\\'.omen drink·". 
lni-at · a bar: atte_rw~l M'r. ·Easton--con

,. 'edes ., 'There"~,---. . ~~~.~tween\ 
;dolng appealing; unpactful·•a<l,9 ana intrud· -

·;:ing qn the· pul])OSe Qt stqdent.JID: " .... . · 
..... P)'"$0me:promotlons,l'1lqw'~v~; e e · 

i' n1t al[ that' :thtii.sMiller once.offered to 
.have- ,lts; ·stx,member. sky:-4}ving :_ earn, · 
called qut" Slx',.Paclc;. Jiml out of a· plane, 
-land at a Boston-.C.Ollege, fooU>all game 
wearing untforms-with·the Miller logo, and 

tdell:yer the game ball tQ 18 f , Not ,to.. 
}be . ,ou~e;~ ·~r.13uscb · proposed~ 
throwing can o~e~· with .the Bud logo 
Into -the · · · - • ,.,: f · · Booton C.Ollege· i!eclined ·ootb' o"ffers. 
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'}/RqortnoJ~Ww.sTid:ln-JotrRNAL-· ~·: ' ~ 
iiosroN.2BJsiii'~Ii~/~we1come 1o! -_. ~_ · J; •,1, .. """' ,... __ ,,. · · , _rr , · •1 . ····• ·i 

•JIWJci ~ .lUIU::, ;\~ , j ~,'!'{• C,t. >;, ; _. f~ IS ;! . I~, ·· ,, 

ltls a specla!"_iugb\'at.ilie"canip\IS pub.:'·~· : :, .. 
'ttlie, a.ttresses .wear Millet bee~ l!-shlrts: r .. ...,; 

t~ .1dll~ --~e( hangs ,oh a·wah£·¥filer ... _./.:: 
•~rs-are raffled off, Miller bei!r; ltt 75· • ;~ 

1certf-!~ •mug; nows from·_ lithe 30 kegs~ on · ·, · -'. ~, 
,\ tap\~ ~ , ' :t:;1( ; .: ... --r _r '·· . ·. i· ... , 

\f -J§seph N. Milrrocco, a'3<>ston Collegtf\:•tJ •:~i-1 
f. sen1ot artd Millet's.campus repre~ntative: 1 1 ., • ·1 · 
!;rombs the throng of a:oo~t _700 stud en~. Al· •; ' . ~ ;:1 
• though Budweiser, Stroh sand other beers . - .,; 
i;wlll hav~ their.owt1 P)'Omotions later in the ·,. • , , · ~ 
1 !year,.·tt, was ll :heady feat-for ·Miller ,to be · :, ·: ~- . ~~ 
i flrst in tlite.·"Mlller1.wtll be.in their heads · ,Of'.- ~-"' 
-!the_nextttmeith_ ey.go_ollt !b_ buy beet.'' tlie··}~. ,: .. ',j 
21-year-old·)!h ~sa~,of,hts_fellow J : -'; '. ;t 

1students.,":'fft:(~l1,.~~~1!1~•~~ / -, -''. . •. , • . '15 
"- Promotlbnal tfigflgf~ ~onJy part of a . . · · -~ 
aS15 mlll16n to~ ~ijn marketing effort , :. ,\ '. j 
wtliijt- ~er.r~ ..,idistrlbutors yearly . ·. ;, , ,-- '~ 
rpo~ info the $33 bU1il)i{ campus-consumer ':I · . ; 

:lmartet. Pbffip MortlS Jnc.'s Miller Brew- ' • ,. ~ 
tut~ Co. Wllt atid Anheuser-Busch Inc. spon--·:. : . -~ 
'fsor rock coh~rts, Adolph Coors Co: organt •_:, : . . , :-rt 
!i lzes turt1e races orr as many as 50 cam- .· : ~ 
'· puses. Brewel'9 support tnttantural sports;·.~ . 
intercollegiate 'athJett~~ student phllan- ·;_ ' 

1 th~c activfties· and sil Clubs. 'l1iey place f -r 
more than st mtllion of campus newspaper 
~vertlsernents. . ' ' • .. 

' > 

1'Farf·of Maihsfteam" ·h i.~ ,---- ' , 
I I · 

· . "We are part of the mainstream of ac
tivities," says Mlcliael Roarty, Anheuser~, 

. ·.Busch's executi't'.e vice president and mar-, 
keting director. . · · . , : . ·, 

· But controversy. ls bre.wtng over pitch_. 

. ~- . 
I r· 

, ' Ing betir to colleg~ students. College offi: . 
~ clals compla1~ that some promotions-1n1 • 
J eluding wet-T-shlrt contests featuring bra- . . . ·I 
rless women· and· chug-a-lug drinking con
; tests-are · in posu;,. taste, . Moreover, as 
•many as 90% of student& drink, making al: 

J1 
~\ 

: coholltbe .tnost~astxeJll'Obl~iHln many, : 
f campuses. •i ,J, ( ,-; ),• -~--, f ·' • '· ; , . ' • 

J i The catalyst tor the concern about beer, ; ; . · ~ 

. ·, 
( 

~ promotions, though, 1s the recent national · -:; 
·; law requiring states to raise the drinking . 
~age ·to 21 by 1986 toiavold losing federal ; 
. ; highway funds. ;The higher age, which 31 

';- .. ! 

fstates !!lther, already enforce or will en-
-; force ~n. in .effect outlaws drinking by . 
.~many· of the:.ilatiot(s j2.5 ll!illlon under- ._.. .-. 
, graduate and graduate students. · · ' - " i Generally, hmve11er, :_campus beer pro-
, motions continue, _even in states thil.t have . . , , . 

• 'i 

t ra1sec1 the drlhJdilg age; The campus Is a, . _. •. :_ 
:,crucial battleground for brands trying to , . · :: 
•capture lifetime fans, ''Btand preferences ·· · 
; for beer artd other. consumer products are . _ , 
, devetoped_~m·ag! 18 to 24,'' says David '. ;• f ~i; 
,1..ewenz, Gi He1leman Brewing Co.'s man• · •· · :! , 
-~ ageli )Of ·young-adulf marketing. Wlnn1ng .:- '. ·'; ··i 
market shares ls all the more crucial now, .. , · ·' ;1 

beca~·sales -are"d~llning lh,the __ S12 bll--'1' ·. • : ·H 
ll . f . • l.J. tl--_J-.!trv' •:y',(.o '.· .• I .• / ~• r 'rl ~ ' ., ,. Pl\:. .. t:~ 4;'-,}!r./t l ! l,_ ·-",,· :~..; .. ,~ . . :,· .. . 
· A .;.._i lit' ~~ :Ad•1_,..,.,,.,.7•\w, '··•-1_ ' '· · ' '· ' / ,JUg t Uf "t,• .;IC.I.~ ... p , , ' , l 
~ j }Bect~ia's;t;n~.~ 60'.?o of college stu• ·, 
1.dents legally may -~. says Mr. Roarty·· 
of An1ieuser-Busch1, "we think we have a ·· 
oght to advertise to· those people." Helle- . 
:man's Mr. Lewenzradds; "What we say ls ,' , ., 
that when.you come.bf legal age,.we hope·· 
iliat ·.yoo(ptli'chase !.our. product.":., ; i ,>!-1 
t-~Mrist linlvetstties all~,the proniotions!{.1 
fatffigtradltions .of openness and.a- respont:1 
Slblllfy 'ta help students deal with alcohol. 
Bilt ,colleges clearly have_ a problem. . t'. 

I ~: .:.;,fln a fl.'ee-enterprlse ~tern. people are ~ 

r 
free to promote and. advertise products 
that aren't•. outright -harmfuJ, '. '. says Ste- . I 'phen Nelson, Dartmouth College's director ~ 

! 
of studen. t ac. tivities1 Y. et, he wo. nders, with ·· 
students at an . age when heaviest drlnlc1ng 
pee~~•~ ~e J!~.g~ten!Dt fi.tat ~era-.'. 

I 
blllty?., •. •'" ., ., , . ~ , • · ,J~ . ;- , 

-;! -..Heavy 'dttnktrig has long been · impll• 
. cated in yandallsip, bad grades and occa- · 
I slonal student deaths. Of 1,563 students re
l spondlng to a survey last spring, more 
l than half were heaVy beer drinkers, con-
, sumtng five or more beers a week, says 
Cass Communicatjons Inc., an advertlslng 
l"llnlPIDCtOl'fAtlva ,,_. -Aftll- --~ t 

i 

f, 

·/ 

: ,Effecll.f Studenls-:-:.~ -• ~ -• ---.. _; .. ... !':'.'"-:i 
John McKllllp, a psychology ·professor _ ". ~·. 

ar . Southern •Jlllnbls '· University" says ' . . ·, . 
his research shows that a fifth of tlie uni-

~· verslty's. 20,000 students test poorly or skip · 
.. class at least once a month becaUse of · . 
: heavy drinking; Colleges that allow or _par- · ; , · ·• 
Jticlpate in beer promotions, h~' says, are ; · · ': ~ 41 
• "like hosp{ta1$ running ads for ¢1~ttes r' ·; 'i 
l In. their In-house publications.',''-, , _ .. .;j • • ·. · , 1 

tv Then, too, colleges worry.aboufthe llaV , , .: I· 
!ibility, they may face when . drinking stu-; , ' · 
;. dents harm themselves or· others. :Dela• , . · . 1 
:.£Ware ,Valley College of Science and Agrl,, ' . · :· • ·; 
t culture recently was cleared of ll~l>11tfy in ; · t .· -~ 
t a case that resulted from a hlglrway /lCCI· . . ·. :.: r, 
dent Involving a student who had been; i. "£; ;r1· } drlnklng at a sophomo~class picnic. But\ ·: : .. ? ~,-:1 ,;.such cases are causing-concern among col-1,- ,: L~l 

'-' lege adminlstrators; .. -accordlng, to: th_e Na-11 >'· •. ~ :,~ 

tlonal . Ass<><!latlon of College andi Unlver- ·, \' ;·;; '.i ~ 
- slty Attorneys. ' .' ·. ' ,.).'·t~\- ·· ::: . : · .-p 
~- -· "Practically every'\Ullve~ty is eneouif.J- ·, , :_: :\ 
. tertng alcohol abuse," says the Rev. Ed· 1 • · •• 

f. ward J. Hanrahan, the ~dean of stµdents at , ( •, 
t Boston College,.aj esuit tnstitutiort W1th 12,: . -~ '1 

'.500 ·students. 1'We are looking to see ~f the · ' , . 
promotions are contributing to abuse." . · -·· ' 

~ . . · Some colleges already have concluded · , . 
t'that'they are. The University of South Car>.- ·. ,. ,1·: 
~-ollna, ls banning beer ads tri the student_( ' , ' 
;-.. . ; -r· ze~e -~rn ~ Page 18, ,coiuml ~q ·. ·}·~\-·; ,• .. _ :< 
. ' . ·, t ~ •. ." . \. " : :· . . ,, ~ .· ;. 
.. . ~ ! ·, '· ' : - • • ~ ' \- , . . t-..r . ' 
I '. \ . • • I ' t ~ . ·., :i,, . ' . 

·. • ·' 11 ,, ;, , .,i;._11_.~., · ·· ·. , ~~ · -\·,-~ · l·t, · .. · 
.... 1- • •. )..-"\- --t ./ . _ ... -.. . ... . .... .. . -~~ ....... . . :·. ' 1}.'. 
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Dr. CarlJton Turner 
The White House 
Room 220 
Washington, D.C. 20500 

Dear Dr. Turner: 

December 18, 1984 

Following up on your .meeting last week with t en Matthews and John O'Toole 
(the meeting I landed just in time to miss), we want to invite you to join 
us as lunch guest speaker at the next meeting of the Steering Committee of 
our Government Relations Committee. 

This will be at our offices at 1899 L Street, NW, Suite 700, on Wednesday, 
January 30, 1985. We woul_d expect you at about 12: 15. 

This will be a small group. The committee is eight members, and staff 
attendance will bring the total to 12 or 14 in the room. Our thought is 
to ask you to speak inf~rmally on the White House viewpoint on the issue 
of alcohol beverage advertising and legislation. 

Such a meeting with this vitally-interested group would give us all a chance 
for a valuable exchange of information and ideas. We hope you•11 be able 
to be with us. 

Bernard Ryan, Jr./mil 1-;~ 
Public Affairs 
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Dear Howard: 

THE WHITE HO USE 

WAS HI NGTO 

February 1, 1985 

Good luck in your endeavor to solve the 
problems associated with alcohol 
advertising. 

It is our hope that a common goal can be 
set and met. Best regards, 

Sincerely, 

,·/ 
QU/7r------

Carlton . Turner, Ph.D. 
Special Assi tant to the President 

for Drug Abuse Policy 

Mr. Howard Bell 
American Advertising Federation 
1400 K Street, N.W., Suite 1000 
Washington, D.C. 20005 
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Dear Dan: 

THE WHITE HO U SE 

WAS HI NGT O N 

February 1, 1985 

Thank you for sharing ideas with me. You 
know my position. Hopefully, we can come 
to a logical conclusion. Best regards, 

Sincerely, 

Carlton . Turner, Ph.D. 
Special Assistant to the President 

for Drug Abuse Policy 

enior Buce ~;esident J 
American Adver · in Federation 
1 K Street N.W., Suite 1000 
Washington, D.C. 20005 

I 

• ' 
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THE WHITE HO U SE 

W AS HI NGTON 

February 1, 1985 

Dear Mr. Abbott: 

Thank you for taking the time to discuss 
advertising issues with me. 

We all have a common goal: preventing 
alcohol use by young people. Together, we 
can do what needs to be done. Hopefully, 
all those concerned will pull together for 
the common goal. 

Sincerely, 

Car ton • Turner, Ph.D. ------Special Assistant to the President 
for Drug Abuse Policy 

Mr. Lee Abbott 
Nabisco Brands 
USA 
East Hanover, New Jersey 07936 
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THE WHITE HO USE 

WAS H[ GT ON 

February 1, 1985 

Dear Sam: 

It was good meeting and discussing 
advertising issues with you. I enjoyed the 
informal lunch and look forward to seeing 
you again before long. 

Regards, 

Sincerely, 

Carlton . Turner, Ph.D. 
Special Assi tant to the President 

for drug Abuse Policy 

Mr. Samuel Thurm 
Senior Vice President 
Association of National Advertisers, Inc. 
1725 K Street, N.W. 
Washington, D.C. 20006 



December 17, 1984 

Dear Mr. O'Toole: 

Your views and concerns over public response to beer advertising 
were appreciated. We share a common goal in wanting to protect 
corporate rights to advertise. 

Without some corporations accepting responsibility, however, I 
believe legislative initiatives may need to be used to correct 
what many perceive as irresponsible advertising. 

I have enclosed a copy of "The 1984 Federal Strategy for the 
Prevention of Drug Abuse and Drug Trafficking." It puts forth 
the Administration policy and has been accepted by the President. 

Once again, thank you and if we can be of any assistance, do not 
hesitate to call. Regards, 

Sincerely, 

Carlton E. Turner, Ph.D. 
Special Assistant to the President 

for Drug Abuse Policy 

Mr. John E. O'Toole 
Chairman of the Board 
Foote, Cone & Belding 
101 Park Avenue 
New York, New York 10178 



December 17, 1984 

Dear Mr . Matthews: 

Thank you for sharing your ideas with me regarding beer 
advertising. Public response to these commercials is becoming 
more vocal. Hopefully all concerned parties can make changes. I 
hope desired results can be obtained without legislation. 

Enclosed is a copy of the Federal Strategy. I am sure you will 
find it interesting as it sets the Administration policy and has 
been accepted by the President. 

Best regards, 

Sincerely, 

Carlton E. Turner, Ph.D. 
Special Assistant to the President 

for Drug Abuse Policy 

Mr. Leonard S. Matthews, President 
American Association of Advertising 

Agencies, Inc. 
666 Third Avenue 
New York, New York 10017 



urson · Marsteller 

Washington 

SUE: 

Enclosed is Ad Age article in question. 

I have also enclosed a couple more articles 

from Monday's issue. 

Call anytime! 

Kent 

7 



Johnson lotion 
finally rolls out 

By LAURIE FREEMAN 
RACINE , W11 .-After delays 

marked by an agency change, S.C. 
Johnson & Son is finally introduc
ing Cure!, its entry into the thera
peutic skinckre lotion market 

Tv spots, themed "New Cure!: 
The lotion that ends dry skin," 
broke last week, with 50t-<>U cou
pon support lo follow in Oct. 14 
Sunday newspaper supplements 
(AA, Oct. I). 

An estimated $10 million In ad
vertising accompanies Johnson 's 
nationwide launch of the product 
into the $440 milllon hand and 
body lotion category. Bui lhal 
entry bas been stymied by the 
company's apparent hesitation to 
bring Cure! out of test markets and 
make definite ad commitments. 

Cure! wu scheduled to make Its 
national debut at the end of June. 
But the company could not decide 
how to divide up o.dvertJsing 
chores, sources indicate. 

r oot~. Cone & BclC.:!ng Co=nmu
nlcaUons, Chicago, which handles 
the company'• Johnson Wax ac• 
count placed Curet test-market 
ads in Portland, Me., and Tucson, 
Ariz., on an auignment basis in 
1983. Creative work for Cu.rel was 
done by Chicago free lancer 
Waller Perls, who specializes In 
new-products consulting. 

Johnson lJ using Mr. Perls' crea
tive work for Curel 's national 
launch . However , J. Walter 
Thompson USA, Chicago, is doing 
media placement. Neither Johnson 

nor FCB would comment on the 
agency change. 

In ita ads, Cure! positions itself 
specifically against Keri lotion. Di
rect comparisons are made with 
Keri, and Johnson claims that "in 
blind-label testing, seven out of 10 
consumers preferred Curel" to 
other skincare products. 

Kerl , marketed by Westwood 
Pharmaceuticals, Buffalo, and 
Vaseline Intensive Care, from 
Greenwich, Conn.-based Chese
brough-Pond's, are the leaden In 
the therapeutic a]dncare lotions 
segmen t. 

Therapeutic lotions account for 
40~ of over-all sldn-lotlon sales, 
Johnson noted. 

Mr. Perls also helped launch 
Johnson's Agree shampoo and con
ditioner line and created the com• 

t~~•!,~~-~! ~:S:g!~cio~.n~:~~ 
for Soll Sense, the No. 3 brand In 
the estimated $250 million cosmet• 
ics segment of the category. 

Curci fa being prnmctei! ns the 
lotion that 11deliven extra etlective 
mo!Jturlzlng that, with regular use, 
ends the problem of dry akln," said 
Gregory Schutz, new-products 
manager in Johnson 's personal 
care div!Jlon. Cure! contains petro
latum, which slows moisture evap
oration, and glycerine, which adds 
moisture lo lhe skin, Mr. Schulz 
said. Curel lotion comes in two 
sizes, a 6-oz. bottle, retailing for 
$2.79, and a 10-oz. size for $3.99. A 
3-oz. Cure} cream in a tube ii 
priced al $1.99.# 
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Brady's Bunch 
Good news for those of us who thought civilization died just a little 

bit when they closed down Abercrombie & Filch in New York. A 
new, smallish A&F shop Is opening at South Street Seaport. The 
festivities take place Thunday evening, black tie or sparse grey 
hackle. 

Mondale and Reagan cigars, costing a buck apiece, will be sold 
tomorrow in Grand Central Station in a sort of instant popularity 
poll. Having tried the cigan (one of each, with the candidate's face 
on the band), I can pronounce them excellenl Which ls more than I 
can do for the candidates. 

Boys' Life magazine Jnlorms us ~~ of Jts subscriben own their 
own personal computers. Whal the hell !J happening to teen agers 
these days? Doesn't anyone shoot pool or go out with girls anymore? 
When I was a subscriber to Boy,' Life you were considered comfort
ably off If you had a penknife. 

Tolman Geffs, a very smart guy who lives out ln Newport Beach, 
Cal., apd intends to stay right there, has launched his new how-to 
magazine, Personal Inve,tor. Priscilla Meyer from Forbe, and Jack 
Egan from New York will edit ii for Geffs, who alJo owns and runs 
Regi,tered Representative mag. The preview issue on my desk is 
promising. ll says it will not only teach me how lo read the Wall 
Street Journal "like a pro" but how to fold il 

The Sierra Club magazine's endonement of Mondale carries a full 
color photo of Fritz fiSbing for walleye pike. 

Great cover on the current Forbes, a m onkey ln a three-piece suit, 
standing in front of a blackboard. Coverline? "'These days ever; one's 
a financial planner." 

McEnroe 

Llvlnrston Taylor, "Sweet Baby James" Taylor's kid brother, 
thinks MTV bas opened the way for more music on television. His 
new syndicated weekly show, 0 This Week's Music," made its debut 
last week In the top 30 markets. Liv says he's confident even Bruce 
Springsteen will do the show. 

Earl Blackwell, creator of Celebrity Service and well known 
New York man-about-town, is ailing. Earl's the very nearly constant 
companion of syndicated fashion columnist Eugenia Sheppard. The 
two also collaborated on a couple of novels, one a best seller. 

Charles Dickens would be appalled. The Pussycat Theater on 
Broadway is marqueeing a new porn film: "Great $expectations." 

Brill Ekland has a good line In her new book, "Sensual Beauty." 
Britt, now 41, aays women "can't go wrong with red nalla and black 
llngerle." 

Jane Gilchrist sent me the new (1985) SpoTtl ntu.strated swimsuit 
calendar and I'm sUII In something of • slate of shock. Those girls 
make ChrlaUe Brinkley look anorexic. 

Great Tom Shales interview with Jlm Gamer in the Washington 
Post '• ustyle" section arner's comments about Univenal Pictures, 
w th wbom he's in litigation over profits or ac of aameJrom Wfhe 
Rockford Files•: "They're a bunch of crooks ... the Mafia's not as bi 
as these people ... they can do II with a pencil." 

Keep the evening of Oct. 30 open If you 're going to be in New 
York. All the top SPOrtscaslen are hosting a dinner at the Waldorf, 
raisin~ money for •something called "War~P,-" Slated to be 
there, Bill Buckley, Ellzat!eth Taylo~nroe, Donald 
Trump, Jack Kemp, Andy Warhol and Leroy Neiman, Whal War
hol has lo do with sport eludes me, but still ... 

Us magazine looking much belier. 
Los Angeles sources tell me another newspaper isn't whaLlta 

Murdoch lJ sl@pplng for-out Ufete lillica movie stu io. 
Hollywood just "roasted" Herald-Examiner coJumnist Jim Bacon. 

A couple of years ago they held a testimonial dinner for him and 
everyone showed up but Bacon. 

A new UCLA psychlalrlc aludy says artists, writers and poets are 
35 tJmea more likely to be nu ts than the general population. Makes 
sense. 

Vassar grads stick tog~ther. Meryl Streep. who "hi~ away from 
the u,ual Hollywood publiclly mills, cooperated with Diana May
chick for a new bio coming out next month from SL Martin 's Press. 
When not doing books about Vassar girla, Miss Maychlck writes en
Lertalnment for the New York Po,t . 

John V.R. Bull, ombudsman al the Philadelphia Inquirer, told a 
newspaper features council meeting in Chicago that newspapen lose 
83'1 of the libel ca.!eS that go to juries while manufacturers Jose only 
38'1 and doctors only 33'1 of analogous jury trials. 

By J amea Brady 

Look /O'f Jame, Brady's e11ay1 in Thursday '• ADVUTlllNO AoL 



1r.8 .,ope·~-(~~~-U~~~ ~t 
Although marketers operating I vor, but it will have the benefit of 

similar stores in the U.S. claim some American influence as well. 
their stores are hypermarkets, Super Valu Stores, Eden Prarie, 
Gerard Seul, Euromarche chief ex- Minn., the leading U.S. grocery 
ecutive officer and Hypershoppes wholesaler now gaining headlines 
president, said comparing Bigg's for its discount warehouse Cub 
with other U.S. combination stores ....., Food Stores chain, has a 10% equity 
is "like comparing a bird to a fish." position in the venture and will 

One similar concept is Phoenix's serve as the main food supplier for 
20-store Smitty's chain, owned by Bigg's (AA, Sept. 24).-.: · 
Steinberg Inc., a Canadian food A tv, radio and print campaign 1 

and merchandise marketer. breaks in Cincinnati Oct. 14. Ad-
The Smitty's chain consists of vertising will stress the store 's 

Advertiaing Age, October 8, 1984 

seven conventional supermarkets "uniqueness, size and highly com-
and i3 stores selling general mer- '* petitive prices," sai<l a source at :--
chandise and grocery products in Bigg's agency, W .B. Doner & Co., , 
100,000-sq.-ft. buildings. Southfield, Mich. Ad budget fig- A frightening •~tldr~g ad from 

Bigg's will have a European fla- • ures were not disclosed.# Colombia says: Don t consume 
' drugsl Drugs destroy the brain." 

\ • I \ 

I brands active in six major media: 
I newspap~r supplements, network 

. t / 

1dio, outdoor. ' 1 •• \. i ·, l. • · 
,. t • -:. • 

,000brand&-liste in.al 
,< • 

inti · · 

,, TVB, RAB, OAAA used by 
1d the,ir. .~dyertising agencies. 
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' 1 '1' ~ '-':.·, • ) •, ,""JI ·Tt , ( , I . 1 

ETITIVE E~~e· '
1 ~A o· 

• ) '• • ··- •. •• l M • • 
, l '/I; • • f 

i • : , , ~ 1 t : Leading National Advertisers, Inc. 

\ . ..., • I 

Colombian ::::_~·.·. 
ad looks at (._' .. . . 

dt\lU1 a~use 
~y GEOFFREY MATrHEWS 
BoooTA-Scare tactics have often 

been employed to dissuade people 
from taking drugs, and in Colom
bia the method is sometimes take?\ 
to extremes. • 1• 

H r For example, a leading Colom
bian bank has launched an anti
drug ad campaign that includes a , 
tv spot in which a young man is 
gradually transformed, before the 
viewers' eyes, into a depraved, 
monstrous-looking creature. 

The actor's appearance changes 
so much that even his black shirt, 

, which appears freshly laundered 
in the first frame, is rippec;l apart 
and filthy by the last fraine. · 

• · The ad's sound track is a heart
beat that speeds up as the actor's 
appearance deteriorates. The ad's 

, message Is "Drugs destroy your 
brain. We m:.ist not consume drugs. 
For the dignity of man." 

The commercial was produced 
by Bogota ad agency Holguin y 

· Asociados Publicidad. It was 
launched on tv two months ago 
and hu...l>een ace aimed for its 
technical brllllance. 

Since then, the bank has ex
tended the campaign to posters and . 
magazine ads, shbwing eight stills 
from the disturbing commercial. 

Sources said •the tv ; spot cost · 
about $35,00~0 to produce and added 
that' the ha received generous · 
discounts f om tv stations and 
magazines t at ran the ad because ·· 

.It was deem d .a public service. But 
a bank official declined to com
ment on the total campaign cost. · 

Additionally, sources said that 
the bank was planning a sequel to : 
the ad, set to air at Christmas, but• 

, • 1 bank officials declined to comment ; 
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I campaign after Colombian author- · 
___ 1984 AD$ SUMMARY ·auarterly Service1 

~ , ~ ~!ties reported increased use of a , 
@ $175.00 per year 'V I .dangerous drug combinatiori1 

1 

,, • " 1983 AD$ SUM¥AA year-End Repor 1~, ', I ' known 'as bazu~o, sources ex-
---@ $100.00 ·. • .'"' ' .' l, 1 • .. •. I~ , 1 )_. , plained. Ba.zulco iii a potentially le-1 

J .; ;, 1 ' , 1 • . . , , ~, I J .,'1 ') thal mixture of unrefined cocaine 
1eck, m.o. ' .~'l • ·. 1 : D 1~!11,t ~... ,) ::>f•bl""~ ,. I ~·~i..l..J4;,; ~with marijuana, cigare~ tobacco ~r / 
r information · ' · · · 1 

' ._., •" ' •~ I ~ H~:-''I even sawdust. Colombian author1- , 
' ,?, t ~ J ,.~,.,·~ ,. ': ·' :•;, ) 'f,tH,_ , ,. " \(J !181 1t \! . ·*;t; i ties say that the · concoction Is . 
-----------------------'--· I :1: ' quickly gaining a grip on that na-; 

I • ' 1 ' tion's youth. · • 
I • The bank's campaign comes 

----,--=-,,.,,,..-,-,-,----,-,------"--..;.,..-----__;;;..,-_:..) I about two months after Colombia's 
I second-largest radio network, 

----------------------- I Radio Cadena Nacional, launched 
1 · ~ a three-week antidrug campaign, 

--te-_--,,,---:-,~,,------,,,---....,..,--....,..- ------, , produced in-house, taking on the 
nation's flourishing illegal drug 
trade (AA, June 11).# ' 
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By STEVEN W. COLFORD 
W ASHINGTOK-President Reagan's 

consumer affairs adviser says she 
doesn't think beer and wine adver
tising should be banned from radio 
and tv. 

The comments, made last week 
by Virginia Knauer, special ad
viser to the President and head of 
the U.S. Office of Consumer Af
fairs, came as alcoholic beverage 
marketers escalated their battle 
with consumer groups lobbying to 
force those ads off the air. 

"I don't think there would be 
any effect if they banned wine and 
beer ads," Ms. Knauer said. ''There 
·s a ban on hard-liquor advertising 

and it hasn't reduced consump
tion ... 

Ms. Knauer's comments came in 
an interview with ADVERTISING Aoz 
at the kickoff of another anti
drunken-driving campaign. It 
marked the first time an adminis
tration official took sides in the 
controversy. 

Her remarks also might tend to 
defuse fears within the alcohol and 
advertising industries that the De
partment of J_ustice is setting up 
for the kill. 

Justice's office of juvenile justice 
and delinquency prevention has 
convened a series of meetings for 
alcohol advertisers, media repre
sentatives, business and consumer 

groups to review what various in
terests are doing to combat alcohol 
and drug abuse among children, 
and what might be done. 

The ban-the-ads movement has 
enlisted support of such groups as 
the National Parent-Teachers 
Assn. and the Consumer Federa
tion of America. 

Ms. Knauer was on hand for an 
announcement by the National Li
censed Beverage Assn. of a joint 
nationwide campaign, called 
Techniques of Alcohol Manage-

. ment, to educate bartenders and 
servers on how to recognize and 
cope with potential drunken driv
ers. The campaign began about a 
year ago in Michigan, and now is 
going national 

Ms. Knauer appeared on the po
dium at the news conference with 
NLBA officials and representa
tives of Detroit-based Stroh Brew
ery, TAM's corporate sponsor. 

She hailed the TAM program as 
an example of how industry is 
"taking a leadership role in com
bating many marketplace prob
lems and social ills." 

In her comments to Ao AoE, Ms. 
Knauer said the growing national 
fixation with health and diet sug
gests a turning away from alcohol 
abuse and other overindulgences. 
"Raising the consumer's conscious
ness on moderate use is the way to 
do it," she said.# 
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es between a profit-making ven
ce Crawford's new job will not be 
n ad agency. The president-chief 
.tional is the new general manager 
York. 
ity of running the Metropolitan 
·unning an ad agency," said Mt;. 
is an artistic director, as there is a 
1 whom are delegated creative or 

DO post two weeks ago, effective 
!Signation obviously came in antic
week that he would be succeeding 
eneral manager, on Jan. l, 1986. 
as selected had nothing to do with 
· and a nonprofit arts organization. 
n management of the Met for the 
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lent of the board. 
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an of the Met's tv and radio com-
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The session's list of invitees reads like a Who's Who 
in the world of alcohol advertising: Adolph Coors Co., 

W ASlilNOTON-ls the federal government laying the Anheuser-Busch, Miller Brewing, U.S. Brewers Assn., 
groundwork for a more active role in controlling the Distilled Spirits Council, Assn. of National Adver
promotion and availability of alcoholic beverages? tisers, American Assn. of Advertising Agencies, Ad-

This fear appears to be growing among a select vertising Federation of America, U.S. Chamber of 
group of alcohol beverage marketers and media execu- Commerce, American Newspaper fublishers Assn., 
tives who attended a Department of Justice conference .. · American Council on Alcoholism, National Confer
here on juvenile alcohol abuse. , ence of State Legislators, Television Bureau of Adver-

~ -.. 
By STEVEN W. COLFORD 

Ad industry representatives who attended the closed ·' tising, ABC, CBS and NBC. Interspersed among them 
two-day workshop last week were less suspicious, but were some interested but not officially invited groups, 
they were nevertheless perplexed by what the depart- including the Center for Sciencei n the Public Interest, 
ment wanted to accomplish. It invited more than 40 . one of the bigger thorns in the saddles of alcohol ad
groups to discuss what can be done to .stem juvenile . vertisers. · 
abuse of alcohol and drugs. ~ ·· '' •t! Several attendees agreed to discuss the session only 

The inclusion of illegal drugs as a discussion topic · if their identities were not disclosed. 
also left a bad taste in the mouths of many attend- A representative of a media group said James Woo
ees, sources said. They disagreed with contentions by ton, deputy administrator at Justice, through veiled 
department officials that alcohol use, or abuse, is the suggestions, conveyed the impression that the federal 
first step down the path to drug abuse and addiction. government was prepared to take a tougher stand on 
First Lady Nancy Reagan has been involved in a num- what might be permitted in alcohol ads if the assem
ber of activities aimed at curbing drug abuse. bled groups were unable to reach a consensus on how 

Another sore point was the exc'lusion-inadvertent, . to attack the problem of juvenile alcohol abuse. 
-: the department said-of the Advertising Council, the ,,. Even more incensed by the meeting's tone was an 

industry's public service arm, from the meeting. · ~' ' (Continued on Page 100) · ~· · • 
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g-hlights~ I-. -..... dau.hoist9f · 
Qj,ttliitii.,~i(/ABC 
8s~tOp::~ Cr8ditor 

Services assigned its advertising 
to Foote, Cone & Belding, Chi
cago, it did a shrewd thing: 
Pearle gathered the agency's per
sonnel and offered a champagne 
toast to FCB for its role in the 
company 's increased sales. See 
Page 4. 

FORUM 

Cabbage Patch Kids need 
tender loving care-and a line on 
the ~ ~ily ?~~get, _w~~':s N~n~y 

and a sponge that absorbs cook
ing oil and grease. See Page 58. 

The French are bringing a 
new retail concept to the U.S. 
when Bigg',;, a single-level, self
service "hypermarket," selling a 
wide range of low-price products, 
opens in Cincinnati. See Page 60. 

Canadian advertisers are up in 
arms over the flood of U.S. ads 
appearing on Canadian tv screens 
coast to coast. The ads are pop
ping up on U.S. cable program 
services that have been on the - .. . 

By ROBERT RAISSMAN 
v NEw YoRX-Robert Landau As-

. " sociates last week revised its list of.I: 
'.. creditors in a petition for reorgani

·~,. zation under federal bankruptcy 
rule~: _It dropp~d ~BC_;as its ~igge~t 

Mr. Lazarus res.igned his post at 
ABC two weeks ago after an inter
nal investigation of ABC's dealings 
with RLA, an advertising/sports 
marketing company (AA, Oct. 1). 
Mr. Lazarus resigned over a con
tract squabble, ABC said. 

• -- , _ _ 1 J ----- .t , l- - _._ _ ____ _.. ,..: 
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Soap and burgers: 
McDonald's and 
Procter & Gamble 
are teaming up in 
the St. Louis area, 
offering a free Big 
Mac in return for 
proofs of pur
chase from three 
P&G products . 
The print, news
paper, radio and 
tv campaign broke 
Oct. 7 via Stolz 
~dvertising, St . 

Louis . 

McDo 
local ti 
3P&G: 

ByLOR 
ST. Louis-Two giant marke 

Gamble-have joined forces for c 
The area's 100 McDonald's fra 

campaign offering free Big 
Macs for customers who bring 
in a redemption certificate with 
three proofs of purchase from 
Cheer detergent, Ivory soap 
and Crest toothpaste. The offer 
is being supported by newspa
per, radio and tv advertising run: 

H fT'IL !,.. !- - 6 ! - - '- .t,,.._ n_...,. ..,. .. n .. l) _ ~ 



,. 

'I; 

'-' ' 
ell e us Lamb hops to Bl 

By MARK LIFF 
To support its contention that 

the nation is better off now than 
during the Carter-Mondale admin
istration, the Reagan-Bush '84 

· campaign rolled out spots last week 
that spotlight "average" Americans , 
who were out of work four years · 
ago but who now are gainfully em
ployed. 

The Democrats, meanwhile, 
rolled out the heavy artillery Oct. 
5, breaking a network tv spot that 
links President Reagan and Rev. 
Jerry Falwell, founder of the 
Moral Majority. 

The spot, called "Invitation," de
picts an American family that re
ceives an invitation to join the Re
publican party. ,· · 

freeze, according to Judy Press 
Brenner, media director for the 
Mondale-Ferraro campaign. 

"It's fairly rhetorical," Ms. Press 
Brenner said. The spot, which runs 
through the middle of this week, 
ends with the tag: "Thin1t about 
that." ' ' ' .;•- ' 

The Republican spots are part of 
a Reagan campaign effort to fine! 
tune the media focus as the re
election drive pushes into its final 
four weeks. , 

As Walter Carey, exec vp-chief 
operating officer of the Tuesday 
Team, sees it, "It's a unique wrin 

, -kle-more reportage." 
· Mr: Carey said the 30-second 
spots have "more thinking into 
production" than some previous 
efforts. · · 

It describes the policies of the 
Republicans-as seen by the Dem
ocrats_:_including a secret war in ' 
Central America, opposition by the 

The Tuesday Team, which is 
mapping the latest strategy and 
handling the campaign's advertis
ing, also broke five-minute spots 

6preme Court to abortion and op
position to a verifiable nuclear 

'Alcohol 
· featuring President Reagan speak

ing to viewers from the Oval Office 

ing any fingers at them yet, but 
· said the agendaless meeting left 

,'· participants wondering what the 
department wanted to achieve. ·· 

(Continued from P()ge 2) ''They want a commitment from 
alcohol industry repre.sentative everyone to work together to try to 
who said it was run by "neo-Prohi- come up with a solution,'' one ad-· 
bitionists" who had "all the ear- vertising industry official said, 
marks of wanting to control the "but they also seemed oblivious to 
availability of alcohol. what we already have been doing 

"The impression was very with public seryice programs ·an,d 
adroitly created that somehow the like." ·· · 
media has an adverse effect on Another advertising industry of-
.outh," he said. . . ficial .jumped on the government's 
"They~ en wanted us to ap- attempt to "lump together" alcohol 

prove as a-na\!_onal policy absti- and illegal drugs, and to come up 
nence for anyone below 21 years with one "silver bullet" answer. 
old," he added. "They were trying to suggest 

Advertising groups that attended that the later in life self-initiated 
felt the government was not point- drinking starts, the less likely it is 

Crawford 
(Cont inued f rom Page 2) · 

"Live from the Mel " 
His communications-related 

goals for his new job will include 
exploring ways to reduce ticket 
subscription marketing costs and 
increase revenues through video
cassette sales. 

That's about where the resem-
L1 _ _ - - -~ 

so that we will have a sound finan
cial base year in and year out. 

"There is a definite opportunity 
. to reduce expenses in the way we . 
warehouse, the way we put pro-
ductions on stage." ' 

Last year was the Met's centen
nial, and the organization operated 
in the red as it celebrated. 

It expanded its repertoire of 
20th-Century works and large
scale productions. But for its fiscal 
year ended Julv 31. the onpr,i ln..t 

of the White House. These spots 
show the President discussing 
basic issues and "how he sees the 

· choices to be made," Mr. Carey 
said. I • 

1 The concept apparently is con
sistent with what was detailed by 
other Tuesday Team officials in 
previous interviews with AovERTIS-

. ING AGE. These officials said Mr. 
· Reagan would focus on individual 
issues, stressing the achievements 
of his administration. 

The Democrats' effort seems in
tent on changing the perception of 
Mr. Mondale and molding him 
more in the Kennedy image. 

"He's Kennedy-esque in that he 
cares about people; he wants to 
touch them and respond to their 
questions," Ms. Press Brenner said. 
· The spots thus depict Mr. Mon
dale and the "magic when he hits 
the crowd," she added. 
' The campaign also intends to 
continue airing its five-minute 
spots, she said.# 

CmcAoo-With the playoffs 
for the Miller High Life account 
about to begin, Leo Burnett 
USA has added a veteran pitch
er to its staff. 

David Lamb, named group 
creative director only two 
weeks ago at Needham Harper 
Worldwide here, has jumped 
teams and today joins Burnett 
as a creative director. 

At Needham, Mr. Lamb han
dled Anheuser-Busch 's Bud 

. Light and Busch beer. His Bud 
Light work earned him Clios in 
1982 and '83, and two Gold Lion 
awards at this year's Cannes 
festival. . 

Mr. Lamb was an assistant 
creative director at Burnett be
tween 1972 and 1976 before . 
moving to Backer & Spielvogel, 
High Life's current agency. He 
joined Needham as a creative 
director in 1980. 

I 
I 

Curt Olson 
will succeed 
Mr. Lamb on 
the A-B ac
counts, Need
ham said. Mr. 
Olson also 
just switched 
teams, mov
ing from 
Burnett , 
where he was 
vp-creative 
director, to Nee, 
creative directo. 

Mr. Lamb is 
action immec 
Miller Brewing 
game. Present~ 
are set for Nov. 

Other teams 1 

count are Back1 
NW Ayer; Jc 
McGrath , an 
Thompson USA. 

to lead to alcohol abu~e," he said. -. Schmetterer· na1 "There was a lot of disagreement • 
on that idea." • ~ . ' ; 

The Justice Department ' de- •' f H · / M 
, dined to discuss the meeting, how- , '.~ 

everitdidreleaseabriefstatement : . or avas ars1 
saying the forum was arranged •1 

"fo_r the _discussion of waY,s. in B STEWART ALTER ti~tions to acer-
wh1ch society's resources can beef- Y tam degree, but 
fectively directed to the problem of Havas Conseil Marsteller, the not to a major 
substance abuse by adolescents." - new $500 million agency formed as degree," said 

A steering committee from last a joint venture between Young & agency presi
week's meeting is scheduled to Rubicam and Eurocom S.A. (AA, dent Ed Mc-

. meet again Oct. 29, and _the Justice ·· Sept. 27), has reached into the Cabe. 
Department plans three more ses- ' ranks of Scali, McCabe, Sloves for Mr. Schmet-
sions-one for health groups, an- it!, president. terer, who was 
other for consumer/citizen organi- • · Robert Schmetterer, who will not available for 
zations and a third for businesses become president of the merged comment , was 

,. that have implemented employe agency, set to start business Jan. 1, quoted in a press 
alcohol programs.# · has spent 13 years at Scali, the last release as trying 

four as managing director and to put the meani 

Met's total revenues. 
And the Met's 2,000 employes, 

many of whom are parttime, con
trast with BBDO's work force of 
double that humber worldwide. 

Mr. Crawford is no stranger to 
fund-raising, having spent his first 
four years after graduating from 
the Wharton School of Finance & 
Commerce raising funds while on 
the staff of the University of Penn
sylvania before starting his adver-
+~0 ; ..,,n ,....., .. ,..._,_ : - 'I ncD 

chief operating officer of the New can-French par 
York office. spective. 

Scali, a subsidiary of Ogilvy & "There is a lot , 
Mather International, was close to about 'Eurostyle' 
forming its own link with Euro- the 41 -year-old 
corn's Univas, but that deal fell mostly about gra1 
through (AA, Jan. 14). talk has missed ti 

However, the decision to hire agency will hav, 
Mr. Schmetterer is said not to have portunity and ch 
had anything to do with those ne- the strengths, the 
gotiations. cial vision of each 

"He was involved in those nego- we are involved.": 



' .I SRI finds support 
for beer, wine ads 

By SCOTT HUME 

While consumers give beer and 
wine marketers a narrow vote of 
confidence on the question of con
tinued tv advertising, they over
whelmingly agree that advertising 
for cigarets and liquor should not 
beon tv. 

According to a December survey 
by SRI Research Center, Lincoln, 
Neb., most respondents expressing 
an opinion believe beer and wine 
advertising should continue to be 
permitted on tv. 

But those majorities are slim, 
especially regarding beer ads, and 
the hot issue of banning beer and 
wine spots may get hotter. 

Of a nationally projectable sam
ple of 1,253 adults, 49% said beer 
commercials should continue to be 
permitted on tv. Another 43% said 
such ads should be banned from 
the airwaves, while the remainder 
had no opinion. 

That opinions on alcoholic bev
erage advert ising should be so 
closely divided may not come as a 
surprise to the beer marketers, net
work executives, regulatory com
missioners and legisl'ators who 
have been deluged with arguments 
for and against a ban. 

But equally significant, said SRI 

Beerban 
(Continued from Page 4) 

income, and respondents in the 
North Central states are the most 
supportive. 

In addition to mounting con
cerns about alcohol abuse and 
drunken driving, the substantial 
support for the federal ban on ciga
ret advertising and the voluntary 
ban on hard liquor spots on tv may 
be a factor in the opposition to beer · 
and wine ads. 

Congress outlawed cigaret tv 
and radio advertising more than a 
decade ago, and distillers and 
broadcasters have adopted volun
tary policies to keep liquor ads off 

research analyst Bob Nielsen, is the 
relatively low percentage of the 
sample that had no opinion. Batt! <! 
lines have been drawn. 

Consumers viewed wine adver
tising slightly more charitably. 
Fully 50% of the sample said it 
should be allowed to continue on 
tv, while 41% said it should not and 

Sen. Paula Hawkins is slated 
to begin hearings of the Senate 
alcoholism and drug abuse sub
committee. See Page 71. "~lake 
sure the brewery sparkles." An 

editorial on Page 12. 

8% had no opinion. 
Beer's heaviest-user groups were 

the staunchest defenders of its ad
vertising. Males were more likely 
to permit it than were fem aJ,,. , . 
Among respondents between ,he 
ages of 18 and 24, 65% were fo r 
continued advertising, 31% again, t. 
Only 33% of those 65 or older ta,·o r 
a continuation and 52% oppose It. 

"Age 45 seems to be the b::<?.1k 
point in opinions on beer," '.\, r. 
Nielsen said. 

Interestingly, support for con ti n
ued beer commercials r ises \\·(r:i 

(Continued on Page 71 ) 

the airwaves. 
In the SRI sample, only 27% be

lieved cigarets should be allowed 
to advertise on tv; 66% favored 
continued prohibition. One-third 
of the sample favors permitting 
commercials for distilled spirits, 
while 60% do not want to see them 
on the air. 

Beer and wine marketers argue 
that their products not only are le
gally sold, but are not harmful 
when consumed in moderation. As 
such, they say, advertising for 
their products should not be 
barred. However, the depth of sup.! 
port for the elimination of tv ad!• 
vertising for cigarets and liquor, 
also legally sold products, may 
lessen the persuasiveness of the 
beer and wine marketers' stance.# 
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Liquor ads under fire in Georgia 
A TLANTA-A new battlefield in 

the war to ban alcohol advertising 
opens today. A Georgia state legis
lator is introducing a bill to pro
hibit virtually all print and elec
tronic ads for liquor in the state. 

Georgia is believed to be the first 
state in which legislation banning 
alcohol advertising has been intro
duced, though legislatures in at 
least three other states-Massachu
setts, Pennsylvania and Rhode Is
land-have adopted or are consid
ering resolutions asking for na
tional legislation (see related story 
on Page 71). 

· Rep. Rudolph Johnson said only 
magazine and cable alcohol adver
tising will be spared by his bill. Mr. 
Johnson claims his proposal enjoys 
broad legislative support and is 
certain to pass because of the pub
lic 's heightened awareness of 
drunken driving and alcohol abuse 
by teen agers. 
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Viewpoint: Editorial 
Make sure the bre_wezy soarkl.es 

Beer and wine advertising on tv looks to be the issue of 
i985. The dreaded word "ban" has been hurled around rather 
reckless-1y, and we see 1969 all over again. 

That, you'll remember, was when the issue of cigaret ad
vertising on tv and radio was really smoking on Capitol Hill. 
Could 1985 possibly turn out to be another 1969 as regards the 
right to advertise? Both houses of Congress have put the mat
ter on their agendas for early consideration, though advertis
ing is just one aspect of their over-all concern with alcohol 
abuse and drunk drivers. 

It's troubling to see a statement in these pages late in '84, 
attributed to the Assn. of National Advertisers leadership, ex
pressing concern about "any precedent" that threatens the 
right to advertise a lawfully sold product, for the precedent is 
there-an unfair, unsound and, in the end, not very effective 
law passed by the U.S. Congress in March, 1970, and upheld 
by the U.S. Supreme Court in April, 1972. 

Given that latter fact, it's also a little disturbing to read 
about a law "expert" assuring a December gathering of the 
American Advertising Federation that the odds were "pretty 
good" a possible ban on alcoholic beverage ads would be held 
unconstitutional by the High Court. That could cause adver
tising people to let up, resting assured. All involved industry 
elements must be working hard against the eventuality. 

Some positive steps have been taken by the National Assn. 
of Broadcasters, the tv networks, the AAF and others. The 
brewing industry, through the U.S. Brewers Assn., is active in 



"' -
educational programs as well. But while this newspaper will 
always speak out for that industry's due access to the broad
cast media, it doesn't believe promotional practices that play 
into the hands of those seeking a ban should continue. 

At a meeting last fall, an official of the federal Bureau of 
Alcohol, Tobacco & Firearms took issue with brewery-spon
sored activities like "wet t-shirt contests and chug-a-lug com
petitions on college campuses." Of course campus chug-a-lugs 
will never stop, but industry support of them must; a require
ment that beer wholesalers ask the college first is not enough. 
For a beer brand to sponsor excessive drinking by young peo
ple is unconscionable, and particularly ill-advised given the 
public hearings that soon will be going on in Washington. 
Also inadvisable: Beer commercials about runners starting a 
run. Questionable marketing tactics are now more question
able than ever. 

History is not to be ignored, and for that reason we decided 
to dig thrqugh the ADVERTISING AoE archives on the cigaret ad 
ban case, for whatever illumination they Inay provide. 

· In 1969, a number of proposals were made from within the 
industry to defuse the threat of an outright cigaret broadcast ad 
ban, but they were rejected outright in a "stand-pat" position by 
the then-more-powerful and important NAB. Former U.S. Sen. 
Frank Moss at that time opined that the industry might have 
avoided further government action if it had shown evidence of 
a willingness to self-regulate. Such a willingness should be as 
clear as pure spring water this time around. 
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~( Congress to hear CSPI 

-
By STEVEN W. COLFORD 

WASHINGTON-The leading neme
sis of beer and wine advertising on 
tv, the Center for Science in the 
Public Interest, gets its moment in 
the congressional sun next month 
-much to the chagrin of alcohol 
advertisers. 

witness list, it was expected that 
representatives of the various alco
hol industries, advertising groups, 
networks and media would get the 
opportunity to testify before the 
panel, chaired by Sen. Paula Haw
kins (R., Fla.). 

Although her attitude toward 
beer and wine advertising on tv is 
officially undetermined, Sen. 
Hawkins has expressed concern 
that alcohol advertising is particu
larly threatening to youngsters. 

Because of the volume of dollars 
involved-more than $700 million 
for tv and radio in 1984-the alco
hol advertising issue has become 
the top priority at the National 
Assn. of Broadcasters, American 
Advertising .. ederation, U .S. 
Brewers Assn. and virtually all 
other interested groups. 

Although the expected presence 
of the CSP! at the Feb. 7 hearing of 
the Senate alcoholism arid drug 
abuse subcommittee comes as no 
surprise, it nevertheless disap
points some in the alcohol and ad
vertising industries who would 
prefer to cross verbal swords with 
less harsh critics. 

But even though the subcommit
tee has not drawn up an official 

She also has said that youngsters 
naturally move from alcohol to 
narcotics-an association repug
nant to alcohol· interests, who em
phasize the difference between a 
legal product that can be abused 
and an illegal substance. 

Neither side holds conclusive 
evidence, but the pro-advertising 
side is expected to flood the Senate 
panel in a sea of statistics from 
Scandinavia and countries where 
alcohol advertising is prohibited, 
but where alcohol consumption 
and alcoholism remain high. 

Beer, wine and advertising in
terests also will cite the decline in 
U.S. alcohol consumption and in-

voke their First Amendment right 
to commercial free speech-an ar
gument _that Mike Jacobson, the 
CSPI's director, has labeled a "red 
herring." 

On the other side of the fence, 
the CSP!, based on history, will 
rely on the conclusions of a 1981 
study by two Michigan State Uni
versity rest!archers who said ad
vertising increases consumption 
10% and prompts alcohol abuse. 

The CSPI also is expected to try 
to shift the burden of proof onto 
the industry and argue that beer 
and wine advertisers should be 
forced to show their advertising 
and marketing methods do not 
promote alcohol abuse, especially 
among teen agers. 

The Federal Trade Commission, 
another potential witness at the 

Hawkins hearings, has not re
sponded to the CSPI's 1983 petition 
for a commission-ordered ban on 
beer and wine ads on tv. 

Chairman .James Miller III last 
week said he did not expect to 
have a response before the Feb. 7 
hearing, but would be able to "ar
ticulate" the FTC's position if 
called to testify. 

Mr. Miller, who sees more prob
lems with beer ads than with those 
for wine, also hinted that the FTC 
will reject the CSP! request for an 
industrywide ban. 

He said the FTC's unfair prac
tices authority could not serve as 
the legal basis for industry rule
making but could, like its decep
tive practices authority, be used for 
a case-by-case review of beer and 
wine ads.# · 

' 


