Hoping to show it can

police itself, the liquor
industry takes the wraps
off its review board.

liguor industry is for the first

time affering the public a look
behind the scenes at how it handles
complaints about advertiging, like
the ome for a vodka that declared,
‘Remember: Tonight is only & suc-
zes1 if it ends with breakiast."

The organization, known as the
Distilbed Spérits Council of the Undted
States, plans to release today a re-
port reviewing the rulings made by
Its code roview board in the last
year. Under what the council calls its
sode of responsible practices, the
soard (s charged, as part of a self-
regulatory process, with reviewing
and ruling on criticism of the content
of liquor mds.

A major goal of the council in end-
Ing its secrecy is to demonstrate that
self-regulation works — the better to
forestall intervention by outside reg-
ulators lke the Federal Trade Com-
mission. In responding to its critics,
the commession has called on Hguor
marketers in recent years to sharp
en thelr scrutiny of ads to avoid ap-
penls 1o anyone under the legal
drinking age.

Although the board has been mak-
ing such decisions for decades, the
council had not previously shared in-
lormatian with anyone other than the
compiainani= and thatr targets. Now,
the . decisions will be available in
printed form as well as online (ot
www.distilbedspiritsorg).

“Wie want the public, and pablic of-
ficials, to know we're serioas about
ndding grealer transparency to the
process.” Peter H. . thie presi-
dent and chief executive of the coun-
cil, =aid in an mierview yesterday in
Midtown Manhattan, Mr. Cressy,
who is based in Washington, offered
& preview of the report in briefings
with reporiers,

The report, covering the period
from Jan. 1 through Dec. 31, 2004, re-
wiews the resulis of 15 complaints
agninst lguor ads for brands that
are both familiar, like Belveders
vouka, Hmnessy Cognac and Patrin
tequila, and less welkknown, like
Nawvan Cognne, Ployers Exireme
voilien and Sex vodka.

The council plans to release such
reparis twice a year from now on,
Mr. Cressy sasd.

Severil complainis wore abouar
elomants the eritice deemed too Sex-
ually sugpestive, like the vodka ad
for @ brand called Thres Olives Cher-
ry. The release of the report is indic-
ative of the additional measures that
ligquor marketers are taking volin-
tarily to nddress growing criticism.
Complaints have been mounting that
nds for gin, vodka, Scotch, rum and
other distilled spirits are all too often
trying 1o appeal to underage drink-
ers or deliberately using provocative
imagery 0 generate  Anention
through shock value.

Soma of the most outspoken critics
of those sales tactics offered praise
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An ad by Three Olives Cherry vodka was discontinued after complaints
that it vinlated a code of rexponsible practices for alcohol ndvertising.

for the council's decision to share the
report with the public, termpered with
cautionary words,

Releasing the report “is a welcame
step,” sald Jim O'Hara, executive di-
rector at the Center on Alcohol Mar-
keting and Youth at Georgetown Uni-
versity in Washington, which maoni-
tors the Hquor industry's marketing
practices

“Al the same time," Mr. O'Hara
sald in & wlephone merview yestor-
day, “more needs 1o be done, and can
be done, by the alcobol beverage in-
duEtry 1o reduce exposure to under-
age youth.” adding that he hopes the
council “will be a leader in such of-
for1s."

Mr. O'Hara’s counterpart af the
Pacific Instinse for Research and
Ewaluation in Calverton, Md., Robert
L. Reynalds, echoed that nssessmenL

The councii “is to be congratulated
for recognizing the need for public
disclosure of its process for handling
complainis,” Mr. Revnolds said in a
statement, because it “contributes 1o
buslbding pubdic trust in the integrity
of ateohol industry self-regulation.”

521, Mr. Reynolds sald, he would
welcome  “additional  proactive
sieps” by the council to “help encour-
age expanded public participation in
the complnint process.™

There s a precedent for the sell-
regulatory approach. The advertis-
Ing industry was able to avold fur-
ther federal regulation in the 1870's
when organteations like the Ameri-

can Association of Advertising Agen-
cies and the Association of National
Advertisers began self-regulation —
which continies 1o this day — under
the aegis ol thenatbonal advertising
division of the Council of Better Busi-
ness Buremss.

One goal has been “to minimize
the need for government nvolve
ment in the advertising business,”
said James R. Guthrie, prestdent and
chief executive of the National Ad-
vertising Review Council in New
York, and anather I8 1o “increase
public trus! in ndvertising by main-
taining credibility, truth and accura-
ey,

Mr. Guithrie also praised the re-
lense of the report as “daing the right
thimg."" The ad review council has
published the resuits af its rulings
since it bagan in 1671, he said,

The new report will deseribe the
complaints and thi dispositions n
detail For example, the ad for Three
Olives Cherry vodka, sold hy White
Rock Distileries, showed o suliry
woman hall-dressed in a cowboy out-
fit, above text that inclisded lines like
“I's Friday night. Time to light the
fuse.,” in addition to the “ends with
breakias:” sdvice,

The complaint charged that the ad
violated what the council calls its
codde of respansible practices for bev-
erage alcohol advertising and mar.
keting. which includes provisions
against ads thar “rely upon sexial
prowess or sexuil success as a sell-

ing paint for the bramd "' Afver White |
Rock received a letter from the
board about the complaint, the re-
port said, the ad was immediately
discontinued

Another complaint described in
the report was about an ad for Jiger-
medster lguear, sold by the Sidney
Frank Importing Company, which
showed the words “Ride this” and a
shot glass superimpaosed between the
legs of a model dressed in denim and
black leather.

The complaint charged that the ad
vinlated the code’s provisions calling
for “good taste™ as well as provisions
againgt depicting “overt sexual pe-
tivicy.” After the board ruled that the
ad violated the code, the report said,
the company withdrew the ad, oven
thenigh it said it belleved that the ad
Wiks appropriate.

Seweral complaints were about ads
for liquer brands that appesred in
Vibe magazine, which has many
readers under the legal drinking age
of 21. In the fall of 2003, the council
tightened provisions of the code 10
call on members to advertise oaly In
magazines with at least 70 percent af
readership age 21 and older; the
code previously reqguired a reader-
ship af 51 percent age 21 and obder,

Since the complaints ware filed,
the report said, Vibe has introduced
a subscriber édition that s sent to o
readership exceeding the 70 percent
figure. Caral Watson, the publisher of
Vibe in New Yaork, confirrmed that
yesterday, She described the edition,
which goes to abour 460,000 of the
magazine's TI3000 subscribers, ns
having o readership that i3 82 per-
cent age 21 and older.

Asked If Vibe expected to be the
subject of any more complaints, Ms.
Wiatson said, laughing, “1 sure hope
o™ Yibe ks published by Vibe/Spin
Ventures, part of the Miller Publish-
Ing Group.



