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ante. Prospects for passage this year are 
bright. 

The computer software industry is mount­
ing a muMroul campaign t*> stop "softUft* 
nig," the unlawful copying of software. 
Future Computing Inc., a Urlbi market-
research firm, says softlifting cost the indus-
try more than $4 billion in 1934 sales. Total 
computer software sales lhal year: an esti­
mated $3.9 billion. The industry say.a It 
needs legislation that would prohibit the 
rental of computer software without the 
manufacturers1 authorization—a protection 
the record industry already enjoyŝ  With "lit­
tle organized opposition, the industry-
backed, measure has a good chance of enact* 
menl in this session. 

In the meantime, U.S. Trade Representa­
tive Bill Brock has promised slricl enforce­
ment of the intellectual property provisions 
already enacted. The U.S. counternffensive 
is making some headway. Talks are going on 
with a number of nations, and several—in­
cluding Taiwan, Koiea, China, and Singa­
pore—claim ilwy're movipg toward provid­
ing stronger protection. 

Suli, no law will end inreigu piracy of hitch 
leciu?l property so long as pirates make 
money at it. Admits Alice Zalik, a lawyer on 
Brock's staff; "We'll never stop it complete­
ly. What we can do i& use our leverage to 
bring U wUliiii bounds," —Ann Rcllly 
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smmst 
h group called Smart wants lo 
can beer and wine advertising 
on radio and TV. 

ACOALITION of unlikely allies has 
formed rrojeel Sinial lo give Bud-

weiser, Gallo, and other producers of beer 
and wine the champion Iwmgnver of 1985* 
Smart stands for Stop Marketing Alcofcul on 
Radio ami Television, and thai is what the co­
alition is lobbying in Washington to do. 
Smart's membership is hijvh-ptcof: Nader* 
slyV consumer activists, ilie 24.0U9-chapicr 
National Congress of I'arepls :nul Teachers, 
tfas Suvemh-Day Advenlisl and fcti'lkmlist 
churches, and various other religimii 
groups. 

Latt summer Smart's fliemhers noised gei 
Congress to wUttl-uW federal highway f»nuk 
froiii Mates thai don't r.nse their lugal drink­
ing age to 21 by into 19BG, This lime around. 
Smart is well oi t Its way to gathering a nuliifiu 
signature s on peiiuon?v to kick beer and wine 
ads oif the air. Says George Hartccr, ix Wash­
ington public-interest lobbyist mid one of 
Smart's organizers: "Support is cowing in 
from everywhere.1" Admits Donald B. Shea, 
president of the U.S. Brewers Afeaucialion; 
"We lake this threat seriously." 

For decades now, distillers of hard liquor 
have kept away from broadcast, %hsh- spend­
ing heavily ou print and other types of adver­
tising. But beer and wine companies spent 
over $700 million lo aavei lists over TV and 
radio last year—3.5% of total TV ad reve­
nues, 1296 of radio ad revenues. Those big 
bucks give oilier industries a stake in this 
battle loo. If Oie federal government turns 
the snigut olT on alroftol ads, advertkung 
agencies would have lo scramble to make up 
the drop in their billings. 

football, baseball, MV& uiltui 'opoiU*. would 
probably be big losers, since net works would 
presumably be less willing to pay huge sums 
for ihc piivikrgo ol carrying sudsier games. 
In the 13&1-85 stetson, the National Football 
Lesgm* s\ Kcltiug djout §41f> ĵ iillion from 
the !ii'Uvin"ks. 

Smart tmys its laiKets art- atcuhol afa^e 
<md druaken driving. The blev/i*i:» counter 
tliiu a ftKccoitd TV spm IMI'I gemg lo drive 

someone to drink. They poi: I out that alco­
holism predated the radio and TV age by cen-
inries, and that heavy drinking is more of a 
problem in countries where alcohol advertis­
ing has been banned, notably ihc Soviet 
Union, than ti. h in lite VIS. The companies 
claim that iheir commercials may inRuence a 
consumer's preference for a particular brand 
but nut his decision to reach for one more 
beer. Says Alan Easion of Miller Brewing; 
**We don't want our product abused" any 
more than General Motors wants people lo 
Bpeed" 

Within the next month or so the Bureau of 
Alcohol, Tobacco, and Firearms— a federal 
agency that regulates the beer and wine in­
dustries—is expected lo propose lighter 
rules on the use of athletic scenes and celeb­
rities in alcohol commercials. Still-active 
sports figures can't be used in such ads un­
der present rides. Project Smart has haoxi 
pushing for a broader ban, arguing that beer 
and wine advertising built around inortr glo­
rify drinking, particularly in the nuuds of im-
presshinahle younn viewers. 

On Capitol Hill, Smart says, it finds a 
growing number of UwniaKcrs interested in 
the relationship between advertising and al­
cohol abuse, though few have msde tija their 
mmd* on whether legislation is needed. An 
onuighi ban «n broadcast advcrSisements 
i.sii

rt lft ely in eim-ffce from COIIKTC^ in 1985, 
hnl un lhe mlwr Kutd Uu: campaign is.m**l go-
hiil lo RO away. — Cralj G. Corr«r 
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Source: https://www.industrydocuments.ucsf.edu/docs/gybx0043


