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House, the gentleman from North Caro-
lina (Mr. JONES) is recognized for 5 
minutes. 

(Mr. JONES of North Carolina ad-
dressed the House. His remarks will ap-
pear hereafter in the Extensions of Re-
marks.) 

f 

ORDER OF BUSINESS 
Mr. OSBORNE. Madam Speaker, I 

ask unanimous consent to take my 
Special Order at this time. 

The SPEAKER pro tempore. Is there 
objection to the request of the gen-
tleman from Nebraska? 

There was no objection. 
f 

ALCOHOL AND NCAA ADVERTISING 
IS A BAD MIX 

The SPEAKER pro tempore. Under a 
previous order of the House, the gen-
tleman from Nebraska (Mr. OSBORNE) is 
recognized for 5 minutes. 

Mr. OSBORNE. Madam Speaker, I do 
know Paul Wolfowitz and I guess I do 
not recognize the Paul Wolfowitz I 
know in comparison with the recent re-
marks. I hope people will evaluate him 
on what he has accomplished, which I 
think is rather substantial. 

Madam Speaker, this weekend the 
NCAA basketball tournament begins. 
The tournament advertising provides 
millions of dollars to fund the NCAA. 
It is the primary source of funds for 
the NCAA. In 2003, alcohol producers 
spent $52 million on 4,747 beer commer-
cials on college sports. Nearly one-half 
of the $52 million spent on alcohol ad-
vertising in 2003 was spent on the bas-
ketball tournament. Alcohol is the pri-
mary product marketed on NCAA 
sports broadcasts today. 

I think this is a bad idea. Why? Num-
ber one, this advertising violates the 
NCAA’s own bylaws. The NCAA bylaws, 
according to their handbook, are as fol-
lows: ‘‘Advertising policy of the asso-
ciation are designed to exclude those 
advertisements that do not appear to 
be in the best interest of higher edu-
cation.’’ 

The leading cause of death on college 
campuses is alcohol related; 1,400 col-
lege students die each year from alco-
hol-related injuries. We have lost 1,500 
in Iraq in 2 years, and we agonize over 
those deaths. We have 1,400 annually 
that die on college campuses. More 
than 70,000 students are victims of al-
cohol-related sexual assault, 500,000 
students are injured under the influ-
ence of alcohol each year, and two of 
five college students currently are 
binge drinkers and sometimes are prob-
lem drinkers. 

It does not seem to me that it is very 
logical that we would have the major 
social problem on college campuses be 
alcohol, and on the other hand turn 
around and use our athletic teams to 
promote alcohol advertising. It seems 
inconsistent, and it does seem to be in 
my mind at least to violate the bylaws 
of the NCAA. 

Furthermore, the average young per-
son today starts consuming alcohol at 

age 13, not 23, not 21. Age 13. So this 
has some tremendous implications I 
would like to discuss a little bit fur-
ther because even though we are con-
cerned about alcohol consumption on 
college campuses, and this is very dam-
aging, I am even more concerned about 
alcohol consumption of teenagers be-
cause kids identify with athletes. Kids 
like sports. They see athletes on the 
television screen and in the stadium, 
and they want to be like the athletes, 
and there is a subtle connection be-
tween what they see on the courts and 
on the field and what they see on the 
commercials, which usually are young 
people, attractive people having a good 
time involved in alcohol-related activi-
ties. Therefore, there is a definite lure 
and a movement to move those kids to-
ward consumption of alcohol. 

The younger children are when they 
start to drink, the more alcoholism re-
sults. In other words, a young person 
who starts using alcohol at age 15 or 
earlier is 400 percent more likely to be-
come alcohol-dependent than someone 
who starts consuming alcohol when 
they are the legal drinking age of 21. 
This causes tremendous devastation of 
these young people. 

Also the younger you are when you 
start consuming alcohol, the more cog-
nitive dysfunction occurs. Hence the 
second graph I would like to point out 
here. These are images of a teen, of 
teen brain activity performing memory 
tests. This is a 15-year-old male non-
drinker. The brain is firing pretty well. 
This is a 15-year-old male heavy drink-
er. This is a young person not under 
the influence of alcohol, but someone 
who uses alcohol regularly and is a 
heavy drinker. You can see the dif-
ferences in cognitive function. You can 
see the differences, the problem-solving 
ability that would be changed in these 
cases. 

So our young people are having a dif-
ficult time because of alcohol. At the 
present time it is estimated that there 
are 3 million teenagers who are full- 
blown alcoholics. And those addicted to 
other kinds of drugs would number 
probably in the hundreds of thousands. 
It is a huge problem, much more 
weighted toward alcohol consumption. 

Also alcohol kills six times more 
young people than all illicit drugs com-
bined. So methamphetamine, cocaine, 
heroin, we can lump them all together, 
and alcohol kills six times more young 
people than all of those drugs com-
bined. Also, under-age drinking costs 
the United States $53 billion annually, 
a huge cost. 

So I think that we should really 
rethink this policy of the NCAA. There 
is no question that under-age drinking 
is still going to occur even if that ad-
vertising policy were to change. 

Madam Speaker, I would say in con-
clusion that alcohol advertising on 
NCAA sports, number one, appears to 
violate the NCAA’s own bylaws. And, 
secondly, such advertising promotes al-
cohol consumption on the college cam-
pus and also on the junior high school 

and on the high school campus. This is 
certainly very negative as far as our 
country is concerned. 

I hope my colleagues will join me in 
simply urging through a resolution 
that the NCAA cease and desist this 
practice of alcohol advertising on ama-
teur sports, particularly NCAA sports, 
because it does appear to be in viola-
tion of their own bylaws. 

f 

b 2245 
The SPEAKER pro tempore (Mrs. 

DRAKE). Under a previous order of the 
House, the gentlewoman from Ohio 
(Ms. KAPTUR) is recognized for 5 min-
utes. 

(Ms. KAPTUR addressed the House. 
Her remarks will appear hereafter in 
the Extensions of Remarks.) 

f 

TRIBUTE TO DR. MELVIN E. 
BANKS 

The SPEAKER pro tempore. Under a 
previous order of the House, the gen-
tleman from Illinois (Mr. RUSH) is rec-
ognized for 5 minutes. 

Mr. RUSH. Madam Speaker, I rise to-
night to recognize Dr. Melvin E. Banks 
of Chicago, Illinois, on his company’s 
35th anniversary. Dr. Banks is the 
owner of Urban Ministries, Incor-
porated, which is the largest African 
American owned and operated Chris-
tian publishing and media company. 

At the age of 12, Dr. Banks discov-
ered the Lord and his subsequent call-
ing after sharing his testimony on the 
back roads of Birmingham, Alabama. 
At that time an elderly gentleman 
overheard his testimony and provided 
the young Banks with a Bible verse 
that would have significant impact on 
his future pursuits. Hosea 4:6 states, 
‘‘My people are destroyed for lack of 
knowledge.’’ Upon hearing those words, 
Dr. Banks knew immediately that 
God’s purpose for his life was to help 
spread knowledge of the gospel from an 
African American perspective. 

After founding Urban Ministries in 
1970, Dr. Banks and his small staff op-
erated out of the basement of his home 
for 12 years. As Dr. Banks’ faith grew, 
so did his media ministry. In 1982, 
Urban Ministries occupied the second 
floor of a building located at 1439 West 
103rd street in Chicago, Illinois. Guided 
by a vision that others did not see, Dr. 
Banks moved Urban Ministries in 1996 
to its current 46,000 square foot head-
quarters in the Chicagoland area. 

Today, Urban Ministries serves over 
40,000 Sunday school teachers through-
out the United States, Haiti, the Baha-
mas, Nigeria and South Africa. Under 
Dr. Banks’ leadership, souls have been 
touched and prayers have been an-
swered as Urban Ministries moves clos-
er to its goal of reaching every black 
Christian church with Christian edu-
cation products and services. 

Mr. Speaker, Dr. Banks holds a Bach-
elor’s Degree from Moody Bible Insti-
tute as well as undergraduate, grad-
uate and postgraduate degrees from 
Wheaton College in Illinois. 
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