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Berkeley, where he earned both undergradu-
ate and law degrees in the 1950’s, Larry’s first
venture into the working world consisted of a
5-year tour in the Alameda County District At-
torney’s Office where he served on the senior
trial staff and worked hard for the people. In
1960, Larry further distinguished himself by
joining forces with my father, former California
State Senator Fred Farr, in the Law Offices of
Farr, Horan & Lloyd, and served with distinc-
tion until a greater calling came.

Like many of us who followed the vision of
our valiant President, John F. Kennedy, Larry
decided the best gift he could give the world
was one of service. He enlisted in the Peace
Corps to make the world a better place and
worked hard for 3 years to improve the plight
of those living in the Central and South Amer-
ican countries where he lived with his wife
Jean and where his youngest daughter,
Maureen, was born. In 1967, Larry was
named regional director of the Office of Eco-
nomic Opportunity for the Western United
States. Larry returned to California’s beautiful
central coast in 1970 where he became presi-
dent and founding member of the Law Offices
of Horan, Lloyd, Karachale, Dyer & Schwartz
and Law & Cook Inc.

While working to benefit his local commu-
nity, Larry has also given of himself in count-
less other ways. Sitting on the board of direc-
tors of the Monterey Institute of International
Studies, he also serves as a trustee of the
Naval Postgraduate School Foundation, on the
board of advisors of the Big Sur Land Trust,
as an advisor of the Friends of Moss Landing
Marine Laboratories, on the Board of Directors
of the Franciscan Workers and as Chairman
of the Board of Directors of the Special Olym-
pics of northern California, the organization
that honored him.

I could go on and on about Larry Horan. To
me, he symbolizes the very best qualities of
the American spirit. Generous and compas-
sionate to a tee, Larry is one of those very
unique people who profoundly impacts all
those he touches. He is a natural-born leader
and deeply deserving of all the praise we can
bestow upon him.
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Mr. KENNEDY of Massachusetts, Mr.
Speaker. This Bud’s for you—It’s Miller
Time—Tap into the Rockies—I love you
Man—these phrases have become familiar
sounds in the living rooms of homes across
the country. Soon, you will also be able to re-
call slogans for Seagram’s Crown Royal whis-
key and Hiram Walker’s Kahlua liqueur, and a
host of other spirits. In too many cases, it is
children that are influenced by such ads—re-
membering and reciting these jingles, leading
many to their first drink of alcohol in hopes of
imitating the athletic, academic, or social suc-
cess being sold to them over the airwaves.

The Wall Street Journal and Ad Age re-
cently reported on the prevalence of alcohol
advertising on television stations and during
programming that have large youth audiences.

For example, beer ads were shown to run fre-
quently on MTV, a rock music station that is
popular with kids. So the message to kids is
to sit down with a brew to watch Beavis and
Butt-Head?

Alcohol use and abuse among our children
is on the rise. Alcohol-related deaths are the
No. 1 killer of people under the age of 24—
killing more than 100,000 people each year, 5
times as many as the death toll for illicit drugs.
There are approximately 18 million alcoholics
or problem drinkers in our country, 4 million of
whom are minors.

We spend $15 billion a year fighting the war
on drugs in this country. Yet alcohol, Ameri-
ca’s No. 1 drug, is promoted by billions of dol-
lars in slick ad campaigns that tell kids if they
want to be the first down the mountain, or get
a good-looking date, or win the bicycle race,
all they need to do is drink a beer, a wine
cooler, or shot of whiskey.

For nearly 50 years the Distilled Spirits
Council of the United States [DISCUS] had the
right idea. As model corporate citizens, they
voluntarily agreed not to advertise their prod-
uct on television.

However, by ending their voluntary industry
ban last November, they made a decision to
lower the bar at a time when it needs to be
raised.

The hard liquor industry had a legitimate ar-
gument that they were at a competitive dis-
advantage under their old code because the
beer and wine industries advertise aggres-
sively. But they took the wrong direction in an
effort to even the playing field. We want fewer
alcohol advertisements on television, not
more.

I have in the past, and will again, introduce
legislation which places specific restrictions on
all alcohol advertising—beer, wine, and dis-
tilled spirits—particularly where alcohol prod-
ucts are being marketed to young audiences.
These bills, the Just Say No Act and the Com-
prehensive Alcohol Abuse Prevention Act, pre-
scribe specific restrictions with which I feel the
alcoholic beverage industry should comply.

However, today we are embarking on a
new, voluntary approach to solving this prob-
lem—not to be confused, though, as abandon-
ing old strategies. We are convinced that tele-
vision broadcasters, under their public interest
obligations, should be expected to add their
voices to this important debate by developing
a voluntary code of conduct for alcohol adver-
tising that will limit the exposure of such ads
to children.

Some broadcasters have taken the first
step. When the hard liquor industry aban-
doned its voluntary pledge not to advertise on
television, all of the major network stations
publicly stated that they would not accept their
ads. Yet viewing audiences have been bap-
tized with hard liquor ads around the country
because network affiliates have agreed to air
them. More can and should be done about all
televised alcohol advertising that targets
young audiences.

The legislation that I will introduce with my
colleagues today, the Voluntary Alcohol Adver-
tising Standards for Children Act, is a tool that
will bring to bear a new benchmark for respon-
sible advertising of beer, wine, and distilled
spirits. Under this legislation, an antitrust ex-
emption is established so that television
broadcasters can come together to devise the
new code of ‘‘kid-friendly’’ standards.

While the legislation does not prescribe or
mandate what the final code should look like,

it does lay out five general guidelines for con-
sideration:

First, content—alcoholic beverage compa-
nies often market their products by using sex,
fantasy, sports figures, cartoons, and fast
music. Advertisements using such content
clearly have a strong market appeal to youth-
ful audiences.

Second, frequency—families should be able
to turn on their televisions without being over-
whelmed with alcohol advertising campaigns.
Alcohol ads should not be airing in homes at
a rate that surpasses advertisements of other
products.

Third, timing—children are less likely to be
watching TV late at night. Alcohol advertise-
ments should not be airing during prime time
viewing hours or hours when children are like-
ly to be a significant portion of the overall
viewing audience.

Fourth, program placement—what television
shows are sandwiched in between alcohol ad-
vertisements? ‘‘The X-Files’’? Early Saturday
sporting events? Alcohol ads should not be
aired immediately preceding, during, or directly
following television programming that has a
significant youth audience.

Fifth, balanced messages—some delibera-
tion should be given to the issue of balancing
advertisements promoting alcohol consump-
tion with public information messages about
the risks of alcohol use by minors.

This bill would give the broadcasters 1 year
to develop their code. The Federal Commu-
nications Commission [FCC] is required to ap-
prove the code before it is implemented, seek-
ing public comment. If after 1 year, the broad-
casters fail to develop their own standards, the
FCC is given the authority to impose their own
code, using the same five guidelines.

Any FCC-imposed code must be developed
in a partnership with an advisory committee
composed of parents, broadcasters, public in-
terest groups, and other interested individuals
from the private sector. The final, approved
code would be enforced as a regulation by the
FCC, punishable by monetary penalties.

This is largely a hands-off governmental ap-
proach. Regulators do not get involved in the
creation of this code unless broadcasters
abandon their responsibility to do so.

Alcohol is not a legal product for consump-
tion by minors and therefore should not be ad-
vertised in a manner, place, or time where
children are likely to be influenced. This legis-
lation gives concerned parents and the public
a voice in protecting their children from these
negative influences. And this bill gives broad-
casters the latitude to voluntarily develop alco-
hol advertising standards which they believe
will protect children under their public interest
obligations. All would be served well by pas-
sage of this legislation.
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Ms. JACKSON-LEE of Texas. Mr. Speaker,
I rise today in support of the Fair Pay Act of
1997, a bill that would ensure that men and
women receive the same wages for equal
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