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	1. ABSOLUT VODKA Celebrates 25th Anniversary in U.S. 
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ABSOLUT VODKA CELEBRATES 25TH ANNIVERSARY

 
Today, ABSOLUT VODKA celebrates its 25th anniversary of the first order made in the U.S. Over the past 25 years, 1 billion bottles of ABSOLUT have been produced. The billionth bottle,pictured above, has been crowned with a gold cap and the label was modified to celebrate its origin and date of birth. (PRNewsFoto)[RV] 


NEW YORK, NY USA 04/20/2004
   




One Billion Bottles Produced Over Last Quarter Century

NEW YORK, April 20 /PRNewswire/ -- Today, ABSOLUT VODKA celebrates its 25th anniversary of the first order made in the U.S. on April 20, 1979.  Over those 25 years, 1 billion bottles of the world’s leading imported vodka have been produced.  As the billionth bottle enters New York today, it marks a special moment for the company as it celebrates 25 years of quality and industry leadership.

“ABSOLUT VODKA established the premium vodka segment when introduced in 1979,” said Carl Horton, president and CEO, Absolut Spirits Company, Inc.  “In the beginning, people were skeptical if a Swedish vodka could succeed, but 25 years and a billion bottles later ABSOLUT is the third largest spirits brand and is sold in 126 markets.”

The first order of ABSOLUT VODKA was made by Carillon Imports for 700 cases.  The first product from this order was delivered to a wholesaler in Boston.  New York was next, and by 1984 ABSOLUT VODKA was number one among imported vodkas in the U.S.

ABSOLUT VODKA is produced to perfection using continuous distillation developed by Lars Olsson Smith in 1879.  Continuous distillation distills the vodka hundreds of times to ensure its unparalleled smoothness.

ABSOLUTE VODKA has retained its quality for more than a quarter century through One Source.  One Source means Thus in southern Sweden.  Every drop of the 1 billion bottles has been produced there using hearty winter wheat and water from the ABSOLUT well.

For the last quarter century, ABSOLUT has stood for excellence and its award-winning advertising campaign has revolutionized marketing within the spirits category.  The brand’s use of art and fashion has elevated it to iconic status.  To date, the ABSOLUT VODKA bottle has been the centerpiece of over 1,000 advertisements, many of which were inspired by the work of over 400 artists and fashion designers.  The ABSOLUT ART Collection in New York City houses the artwork and designs from Andy Warhol and Keith Haring to David Cameron, Stella McCartney and Tom Ford.  To celebrate the 25th Anniversary, the billionth bottle will join these priceless works of art in the ABSOLUT ART Collection.

[image: image1]To commemorate the billionth bottle as a measure of ABSOLUT success, the bottle has been crowned with a gold cap in place of its signature silver cap.  Additionally, the label was modified to celebrate its origin and date of birth.  The label states “This bottle, no. 1,000,000,000 left the ABSOLUT Plant on March 16, 2004.  It was distilled from grain grown in the rich fields of southern Sweden.  It has been produced at the famous old distilleries near Ahus in Accordance with more than 400 years of Swedish tradition.  Absolut Vodka was launched in 1979.”

2. Reno Mother’s Lawsuit Targets Alcohol Providers

By Martha Bellisle – Reno Gazette-Journal
April 16, 2004

RENO, NV -- Ryan Pisco was 19 when he drank too much of his favorite beer, Coors, at a Reno party two years ago and then died in seconds when he drove his girlfriend’s car into a light pole at 90 mph.
Now Pisco’s mother, Jodie, of Reno is suing the Colorado-based Coors Brewing Co. and the local beer distributor, saying they promote underage drinking and encourage illegal alcohol consumption at sporting events.

A Coors spokeswoman said the beer-maker opposes drinking by minors.

The lawsuit said Coors has failed in its duty to protect the county’s youth from drinking.

“Coors sponsors and supports events that are attractive to minors and youthful persons, glorifying a culture of youth, sex and glamour while hiding the dangers of alcohol abuse and addiction,” said the lawsuit, filed Wednesday in Washoe District Court.

“Coors targets the youth of America with false images of conquest, achievement and success that are reckless, willful and a deliberate disregard for the impact of illegal alcohol consumption by underage youths,” the suit said.

The lawsuit seeks unspecified damages, said Ken McKenna, Jodie Pisco’s lawyer.

“They should be well aware that people under 21 are drinking Coors,” McKenna said Friday. “They should be liable for the damage caused by underage drinking.”

Laura Sankey, a spokeswoman for the Golden, Colo.-based Coors, said she could not comment on pending litigation, but said the company adamantly opposes drinking by minors.

“Coors Brewing Company doesn’t’ want underage consumers — period,” Sankey said. “Tragedies like this further reinforce why the fight against underage drinking and drunk driving must continue.”

A person answering the phone at New West Distributing Inc., the local Coors distributor named in the lawsuit, said the company had no comment at this time.

Pisco had attended a party near the University of Nevada, Reno on March 8, 2002 at a house known by police as a popular gathering spot for minors, McKenna said in the lawsuit.

By about 2:45 a.m. on March 9, Pisco of Reno was intoxicated, the suit said. 

Despite his condition and despite not having a valid driver’s license, his girlfriend, Heather Taylor, allowed him to drive off in her 2000 Dodge Neon, which had been given to her by her mother, Janice Taylor, the suit said.

Pisco headed east on Plumb Lane and struck a stoplight pole at the northwest corner of Plumb and Plumas Street, witnesses said. 

The impact tore the car to pieces, witnesses said. Rescue workers said they found a Coors beer box in the car, and the wreckage reeked of alcohol.

Janice and Heather Taylor also were named in the suit but could not be reached for comment.

Also named were Joseph Combs, the owner of the house on Ralston Street, and Jessica Rodriguez, who rented and controlled the property. Neither Combs nor Rodriguez could be reached Friday.

The lawsuit alleges the girlfriend allowed Pisco, who lacked a valid driver's license, to drive off in her car, which had been given to her by her mother.
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3. Diageo Launches Zero Carb Print Campaign Featuring Smirnoff Vodka, Crown Royal, Johnnie Walker, and Tanqueray
Source:  Diageo North America
April 19, 2004 

'Cheers to Zero Carbs' Marks Diageo's First Co-Branded Advertising Campaign

STAMFORD, Conn., April 19 /PRNewswire/ -- Diageo North America, the world's leading spirits, beer and wine company, has developed a new print campaign that aims to educate consumers about the zero carb content of Diageo's Smirnoff vodka, Crown Royal, Johnnie Walker and Tanqueray brands. Created by Grey advertising, the campaign illustrates the fact that these spirits brands have zero carbs by playing off the word "Nothing." The ads will be appearing in the May and June issues of a variety of national publications including: Advocate, Business Week, Cosmopolitan, ESPN, Esquire, FHM, GQ, Jane, Men's Journal, Nylon, Out, Playboy, Rolling Stone, Sports Illustrated, Time Out New York, US Weekly, Vibe and Wired. 
Three executions were designed to grab consumers' attention with simple and direct statements. The tagline, "When you're counting carbs, Smirnoff vodka, Crown Royal, Johnnie Walker and Tanqueray gin all have none" is consistent throughout all executions of the campaign. Additionally, a "Cheers to Zero Carbs" logo is featured in the lower right corner of each ad, along with a social responsibility statement and a reference to a Diageo's website, zerocarbparties.com. 
"A recent survey showed that 63% of consumers are unaware that Smirnoff vodka, Crown Royal, Johnnie Walker and Tanqueray actually have zero carbs, when enjoyed on the rocks or with zero carb mixers," said Barry Sheridan, Marketing Director. "We are in the unique position to educate carb conscious consumers about several brands at one time and we believe this campaign persuasively conveys that message." 
The first execution, called "Mmmm. Nothing," features an empty cocktail glass adorned with a "zero carb" branded stirrer. The empty cocktail glass paired with the ad's tagline infers the consumer's satisfaction with the zero carb cocktail, while at the same time explaining what zero carb spirits lack in carbs they make up for in taste. 
"Whole Lot of Nothing," the second execution, speaks to consumers everywhere by featuring a number of universal phrases for "zero" to illustrate the fact that these spirits have zero carbs. 
The third execution, called "Literally Nothing," addresses the saturation of low carb and zero carb products in the market today. The tagline infers that Diageo's zero carb spirits speak for themselves, which is what makes them appealing to consumers living a low carb lifestyle. 
"The strength of this campaign comes not only from the recent popularity of the low carb lifestyle, but from our product's individual brand awareness. All four brands combined together strengthens our zero carb message and allows us to reach a number of different audiences," said Sheridan. "This campaign also marks the first time Diageo has displayed a portion of our spirits portfolio in one creative campaign."
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4. Study: Teens Viewed More 2002 Alcohol Ads

The Associated Press

April 21, 2004

 
WASHINGTON (AP) -- The alcohol industry poured money into advertising in 2002, with many of the ads reaching young people not old enough to drink, a university study says.
 
The report by Georgetown University's Center on Alcohol Marketing and Youth, released Wednesday, said the overall number of ads on network, local and cable television increased to 289,381 in 2002 -- a 39 percent jump from the previous year. Industry spending on ads grew by 22 percent to more than $990 million.
 
The study found that significant ad increases for distilled spirits and low-alcohol refreshers such as Smirnoff Ice and Skyy Blue accounted for much of the ad jump.
 
Teens were more likely on a per capita basis than adults to have seen 66,218 of the ads, a 30 percent increase since 2001, according to the study.
 
Some of the biggest spenders on such ads were beer companies, led by Heineken and Miller Lite. All 15 of the shows most popular among teens included alcohol ads, according to the study. ``Survivor,'' ``Fear Factor'' and ``That '70s Show'' were among those with the most ads.
 
``This dramatic increase in alcohol ads seen by our children in 2002 suggests the problem got worse,'' said Jim O'Hara, executive director of the center. ``The data demonstrate that the alcohol industry needs to make major changes in its advertising.''
 
The Washington-based Distilled Spirits Council disagreed, saying the ``vast majority of alcohol ads are viewed by adults and that self-regulation is working.'' It noted that teens on average represented just 10 percent of the total audience for shows with alcohol advertising.
 
``To make further progress on underage drinking, we must focus on science-based solutions. Study after study shows that parents and other adults are the primary influence over a youth's decision regarding drinking, not advertising,'' said Peter Cressy, president of the spirits council.
 
Under guidelines announced last September, the alcohol industry said it would voluntarily regulate advertising if a television show's youth audience composition was 30 percent or more. The center said that threshold might be too high since teens on average represent just 13.3 percent of the national TV viewing audience.
 
It urged a more protective threshold of 15 percent, as recommended by the Institute of Medicine. That guideline would allow 77 percent of total television programming to be eligible for alcohol advertising while forcing advertisers to pull a substantial number of ads on programs aimed at youth, the center said.
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5. Bar License Suspensions Rise in I.C.
By Zack Kucharski – The Gazette
April 20, 2004

City’s shift to state enforcement cited

IOWA CITY, IA  -- It used to be that underage drinkers felt the brunt of enforcement of minors buying alcohol in bars.  These days, bar owners also suffer.

A change in city policy two years ago that shifted enforcement of some liquor laws to the state has resulted in an increase in the number of bars serving license suspensions for selling to underage customers.  Such suspensions were rare before the agreement, city staff said.

Seven Iowa City bars have served license suspensions in the past two years.  Thursday, four downtown bars will have hearings over accusations bar staff sold alcohol to a minor.

One of the hearings could result in the suspension of Studio 13’s liquor license for up to 60 days for three violations.  The Sports Column, Martini’s and the Iowa City Yacht Club face fines for the first offenses within two years.

Two other bars – The Airliner and Fitzpatrick’s Alehouse – could face 90-day liquor license suspensions depending on rulings from an administrative law judges based on previous hearings.  The Union Bar, recently shut down because of City Code violations, faces a two-year license revocation at a May hearing following the fourth alleged offense within three years.

Though the city has the option of imposing its own fines against bar owners found guilty of serving underage drinkers, about two years ago it started forwarding such violations to the Iowa Alcoholic Beverages Division.

Administrative law judges decide the issue after a bar employee is found guilty of serving a minor during periodic special enforcement projects conducted by the Iowa City Police Department.

“There is a financial incentive for bars to sell and cross that line, and the statute is there to try and uphold the law and give them an incentive not to do it,” said Lynn Walding, administrator of the Iowa Alcoholic Beverages Division.

City Council members decided to shift the license issue to the state to take the politics out of fines, said Iowa City Assistant Attorney Andy Matthews.

The move has resulted in a uniform and faster resolution of violations, Walding said.

“It’s devoid of the political process when they send it to us,” Walding said.  “I don’t live next door to the bar owner and they’re not a constituent of mine.”

Matthews said the state’s involvement in handling violations has resulted in bar owners doing a better job of policing themselves.

One reason for the increased responsibility is the economic impact of a license suspension on a bar.  State officials won’t let bars schedule a suspension during semester breaks unless the original violation happened during a break, Walding said.
Vito’s bar owner Aziz Longou said the 90-day license suspension his bar served between January and April 1 translated to large financial losses.  He had to borrow money and was unable to pay rent during the suspension and had to lay off staff.  The restaurant portion of business remained open for lunch during the suspension but lost more money, Longou said.

“If their goal was to make me suffer financially, then they succeeded,” Longou said.  “If they’re hoping to solve the drinking problem, it hasn’t done anything.”

Longou favors making the minimum entrance age 21, or increasing penalties for possessing alcohol under the legal age and possessing fake Ids.

City Council members are expected to review underage drinking enforcement again in August, one year after imposing fines on those under age 19 who are found in bars after 10 p.m.
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6. Cleaveland Hopes Her Story Will Teach Others

TheOmahaChannel.com

April 22, 2004
Convicted Woman Talks to Students

GLENWOOD, IA -- A woman found guilty of supplying alcohol to teens says she's learned from her mistake, and is trying to teach others. [image: image8.emf]
Tracy Cleaveland (pictured, left in August during her trial) was found guilty of 29 counts of providing alcohol to a minor and a felony charge of providing alcohol to a minor resulting in death. Cleveland provided more than 200 servings of alcohol for teenagers at a house party in April 2003. Tyson McCain, 18, was killed after the party as he walked home. He was hit by the car of another party-goer, Hillary Harrill, 20, as she drove home. 
Cleaveland was sentenced to 90 days in jail and three years probation. She was ordered to pay $150,000 in restitution to the victim's estate. Cleaveland was also sentenced to 150 hours community service, which she spend in Iowa classrooms, telling kids about her experience. 
"It's a lot to process in a short amount of time," Cleaveland said. "My story is very powerful. I get the point out, and (leave) them sitting there saying nothing. (It) gives me hope they're thinking." 
The students stare, absorbed in Cleaveland's story. She tells them how she and her friends left the party to get some food. They drove over something, and went back to see what it was. They found the body of McCain. 
"It's a sight I'll never forget. It's a sight that haunts me to the point I can't close my eyes," Cleaveland said, speaking to an auditorium of students. 
The point seems to be hitting home. 
"You have that split second, and it's your decision and you can get in big trouble for it," said Glenwood High School student Matt Hein. 
"As hard as it was for her to talk, I think it was really courageous that she did, because I think it helped us to see how it effects other people and that it can happen to us," said Kayla Kelly, also a Glenwood student. 
Cleaveland completed her jail sentence, but still has most of her probation to serve and more than 130 hours of community service left. She said it will take her 60 years to pay off the restitution she owes, but she said she believes her sentence was fair. 
McCain's family has called the sentence "weak".
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