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POLITICS & POLICY

L ence. Prospects for pussage tldz year are
e Lright.

The computer software industry is mount-
inz a mubifront cempaign 1o stop “sofiiift-
ng” the unlawful copying of software,
Falyre Computing Inc, a Dallas smarket.
research firm, says softlifiing cest the indus-
try more than 34 billion in 1934 sales, Tolal
compuler seftware sales that yew: an eshi-
mated $3.9 tillion. The Wdustry saye Rt
needs legislation that would prohibit the
reatal of computer software without the
manufzciurers’ authorization—-a protection
the record industry already enjoys. With fit-
tle organized opyosition, the industry.
backed measure has a gogd chance of enact-
men! in this sessiog,

}u the meaentime, U.S. Trade Representa-
tive Rill Brock has promised strict enforce-
ment of the intellectual praperty provisions
already enacted. The U.S, comleraffensive
is making sone headway. Talks are going on
with & number of nations, and several-—in-
cluding Taiwan, Korea, Ching, snd Singa-
pore-—claim they're movipg toward provid
ing strunger proteciicn,

Suli, no Law will end foveigu piracy of intel:
lectual property so long as pirates mude
money at it Admits Alice Zalik, a lawver en
Brocls stafl; “We'll aiever stag it conzplete-
Iy. What we can do ig usp our leverage (o
bring &t within bounds.” ~ &nit Reilly

|/ SUDSLESS
SPORYS?

A group called Smart wants 1o
pan beer and wine advertising
on radio and TYV.

i COALITION of opbkely allies s
formed Project Smu? o give Bud-
weiser, Gello, and other producers of heer
and wine the chompion hangover of 1485,
Smarl stands {or S{op Marketing Alcoliol on
Radio andd Television, and thal is what the co-
alitiun is lohbying in Wishinglon to do.
Smart’s wembership s high-praof Nader-
siyhe consumer aetivists, the 24,900-chamer
National Cenpress of Parepls and Teachors,
thie SeventleDay Adventist and Setbndist
churches, and various ciber religions
Lrolups.
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Caoryo Yacker of Puajecl Smart (Slop Mukeiing Slcehol v Radio und Tolevision) says felitions
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cailing fora ban vit Besrand wivie ads ever theoir arestavieg e siaek iwp.
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Las? summer Soant’s memhers vojusd go
Conress 10 witlhiold foderat iighway foads
from states at don’t nose ey lepaf drink-
ing age 1021 by Iate GBG, This time around,
Sinari s well 01s ite way to gathering & nhien
signatures on petuions w kick beer and wine
ads off the air, Says George Hacker, s Wasi-
mgton public-imten-est fubbrist ang one of
Smart’s vrganizers: “"Supporl is coming in
from everywhere."” Admits Donald B. Shea,
president of the U.S. Brewers Assuciation
“We take this threal seriousty.”

Yor decades now, distillers of hard hguor
have kept away from broadeass, while speand-
ing hicavily on print and other iypes of adver-
tising. But beer and wine eompanies spent
over $700 million to zavetise aver TV and
radio last year—3.5% of total TV ad reve-
nues, 12% of cadio ad revenues, These biy
bucks give other indusiries a stake i this
battle tyo. If the federal govermusus turns
the spivul o on wlrehol ads, advertising
apencies would have to serambte to makeup
the drop in their billings.

Football, baseball, and viliei uposts woenld
probahly be big losers, sitce networks wnuld
presubly he less willing o pay Luge sams
for wie privilepe of vanrving sudsless ganus.
In the 93385 season, the Mittongd Foobait
Lueagus b goeltiny ddmut 3316 milllay from
the netwirka,

Snurt says Hs fagets are alvobol ainse
Jid doshen dhiving The Mewon counler
ghat ai0enecond TV spal o’ poemg (o drive

swneons o deink. They pois B out that alvo-
fwlism predated the radio and TV ageby cen-
wries, md that heavy drinkisg is nore of o
problent in countries swhere atcoholadventis.
me uas been pamued, nofably the Soviet
Union, than & is e the V.S, The companies
clatty ¢hat their conmercials may infiuence a
consumer’s preference for 1 particular brand
but nut his decision to reach for one mors
beer. Says Alan Easion of Miller Browing:
"We don’t want our product abused” any
more thag Generat Motors wants people to
speed.”

Within (e next month or 5o the Buresu of
Alcohiol, Tobaceo, and Firearms-—a federal
agency that regalates the beer and wine in-
dusirigs—is expecled © propese lighter
rules on the use of athlelic svenes and celeb-
tliies G alcoho! commercials. Stillzetive
sports figures can’t boe used in such ads wt-
der prosent rules. Project Sinart s been
pushing for 3 broader ban, arguing that beer
and wine advertizing buili areund sports glo-
rify drinking, particuiasly in the minds of im-
prqssimmhlo. yiany viewears.

On Capitol Hil), Smar1 says, it finds a
growing numbier of Liwmahers interested ia
the relesiouship between advertising and al-
cohu! ghuse, thouph few bave made up their
minzks on whethor legishition is seeded, An
oningld Lan en breadenst advertismpents
1t Bhely 46 enmiene from Congress in 1335,
but un the mbier hand e campaig i1 go-
W Lo go avay. — Gralg G. Torter




