Congress of the Hnited States
Washingten, A 20515

July 23, 2002

Dear Colleague:

We are writtng to ask you to sign the foliowing letler to the Commerce Commities
encouraging them to hold heanngs on alcohal advertising and its impact an childran,

Last March, tha NEC telavision network reversed its decisian to air advertisements far
distilled spirts products, Howaver, children across our nalion continue to be bombarded
by advertising messages encouraging them to drink. In 2000 algne, the alcohol industry

sperd approximately $1.4 billion on ads. [tis naive o think that this billion dollar
advertizing effort isn't reaching our kids and influencing them to drink.

Despite the fact that the alcohol mdustny claims that thay do not larget minors, afcohol
commercials push all the hot bultons for teens. These ads use youlh-onentad music,
party scanes, and messages implying that dhinking makes you maore popular with your
fiends and mare appealing to the opposite sax.

The evidence shows that teens ara getting the message loudt and clear:

» Alcohgl is the number ona substance abuse problem for kids in our natian.

= Even though drinking under the age of 21 is illegal in all fifty states, approximately
10.4 million kids in our country consume alechol ilegally,

= Kids start drnking, on avarage, when they are just 13 years old.
LUinderage drinking contributes to increased alcohalism, ilagal drug use, teen
pregnancy, crime, and viclence.

= Tragically, underage drinkirtg kills 6.5 ttmas more children than all other illigit
drugs combined.

This is why we are circulating a fetter to the Commerce Committee urging them o hold

hearings on how alcohaol adverising affects our ralion's youth. | hope that you will join
us in signing this important letter.  Please cantact Ellen Riddleberger or Sabrina

DeSantiago at 5-1766 il you have questions ar @ sign on.

Sincerely,

Ll Yokl DR LR

Lucille Ravbal-Alla



Dear Chaiman Tauzin and Ranking Member Dingell:

Wa are writing o enccurage your committee to hold hearings an alcohol advertising and
its impact on children.

Last March, Lha NBC lelevision network reversed its decision to air adverlisements for
distilled spinls products. Howevar, regardless of this decision, children across pur nation
continbe to be bombarded by messages encouraging them to drink. In 2000 alane, the
alcohol industry spent appraximately $1.4 billign an ads. [t is naive o think Lhat this
billion dollar advertising effort isn't reaching our kids and influencing them to drink.

Recently, liguor producers and brewers began a substantial television adverlising
campaign to promote their new, youth-grientad, malt-based beverages known as
"alcopops” or "malternalives." Many of these, such as Smimoff ice, Bacardi Silver,
Captain Morgan Gold, and Skyy Blue carmy liquor brand names, even lhough they arg
malt-based drinks, which contain no distilled spirits. This new advertising biilz of as
much as $450 million this year, iz seen by many as a backdoor methed for liquor
companies to wark around the lelevision network's ban on liquor adverising.

These new developments are particulady disturbing given the toll underage drinking
takes on our society. As you know, gicohol continues to be America's number-ong
substance abuse protdem for our youth. According to the latest govemment data,
approximalely 10.4 millron kids in this country consume aloohol illegally starting, on
averaqe, at just 13 years of aga, Linderage drinking contributes to increazed car
crashes, crime, violence, teenage pregnancy, depression, suicide, alcoholism, and
illegal drug vse, and costs our country an estimated $52 billion per year. Tragically,
underage drinking kills 6.5 times more children that all other illegal drugs combined.

While alcohol producers and trade groups have adopted valuntary guidelines to limil
children's exposura to television advertisements for aleohol, a 188% FTC report shows
thal only half of the companies surveved abided by Lhess voluntary guidelines. Further,
we believe there are serious inadequacies in these guidelines for the placemeant of
alcohol commercials. For example, the beer and linuor induslries' caodes allow alcahal
commercials to air during times when up o half the audience is under Lhe mimmum legal
drinking age. We believe such standards require serious evaluation by the Commities.

Given Lhe gnm statistics on underage drnking, the expansion of alcohol advertising on
television, and its patential impact our naticn’s children, we respectully urge the
Commitlee to schadule a hearing to carefully examine the increasing promation of
drinking on television and explore the effects thal such advertising has on America's
young people, Specifically. we ask that the cammittes review: 1] the appropriatenass of
alcohol-advertising placement on television and 2) whather voluntary alcohol and
broadeast-industry advertising slandards are effectiva in minimizing young viewsrs'
expasure alcohol adverlisements.

According to the National Highway Transportation Safety Administration, alcohol-related



fatalities have increased for the first time in 2 decade. Othar governmenl data indicate
that progress on reducing underage drinking has stowed  This is no time far
compiacency. Further delay in addressing this new threat to our children will anly put
lhem al grealer risk in the future. Therefore we respectfully urge the Committee ta
schedule a haaring an this subject of vital impartance to the children and families
throughout our nation.

Sincerely,

Lucille Royhai-Allard Frank ¥wolf



