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1. Anheuser-Busch Super Bowl Spot Goes to Beer Lobbying 

By Ira Teinowitz  - Ad-Age.com - QwikFIND ID: AAR37F
February 01, 2006

Marketer Bequeaths 30-Second Commercial to Beer Institute 

WASHINGTON (AdAge.com) –- Anheuser-Busch is turning over one of its Super Bowl ad slots to a campaign for the Beer Institute that furthers A-B's push to “enhance the image of beer,” said W. Randolph Baker, VP-chief financial officer of the St. Louis brewer. 
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Plans for the campaign were revealed during A-B’s fourth-quarter earnings call today, before the Beer Institute was able to announce details of the effort, under development since last year. The move comes as beer continues to lose market share to spirits. 

Mr. Baker said in the call that the spot is part of A-B’s strategy to “romance beer” that is being led by Bob Lachky, VP-brand management and director of global creative. The 30-second commercial from Omnicom Group’s DDB, Chicago, carries a “Here’s to beer” message and features people toasting beer in different languages. It will connect to a herestobeer.com Web site due to launch Super Bowl Sunday. 

But while the spot will be identified as coming from the Beer Institute, it is not financed by one of the group’s members, Miller Brewing Co. 

“We are happy and supportive of Anheuser-Busch spending its own money on an industry campaign,” said Miller spokesman Pete Marino. “We will be making our own investments in marketing Miller brands.” 

http://adage.com/news.cms?newsId=47726
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2. Students go to Statehouse to Support Keg Registration

By Jonathan Roos, Staff Writer – Des Moines Register
February 1, 2006

Requiring a list of buyers would hold adults more accountable, the teenagers tell legislators.

[image: image10.emf]
Groups of Iowa high school students converged on the Statehouse Tuesday, seeking legislators' support for a law aimed at combating underage drinking by requiring the registration of beer kegs.
Rachel Madsen, 17, of Northwood said underage drinking in her community is a serious problem.
If adults who buy keg beer for parties attended by teenagers "got traced back to having these kegs, (authorities) would crack down on it and people would find better things to do," Madsen said.
Students from the Northwood area and five other communities — Garner, Mason City, Lamoni, Sioux City and Des Moines — were lobbying Tuesday for a requirement that kegs of beer be sold with an identification number, a record of the buyer's driver's license and the name of the employee who made the sale.
Such a requirement would hold adults more accountable, said Tim Carr, a high school junior from Lamoni.
"As youth, we refuse to accept underage drinking as one of life's tough realties," Carr said at a news conference sponsored by Iowans to Reduce Underage Drinking.
Advocates of a keg registration law have failed to make headway in the Legislature in previous years. Beer distributors and other industry groups question whether a keg registration law would be effective. They note that it's already illegal for an adult to supply alcohol to a minor.
The proposal could fare better during the 2006 session. Gov. Tom Vilsack and public safety officials have made the legislation part of a broader campaign to make teenage drivers safer.
One area of emphasis is underage drinking. Alcohol figures prominently not only in crashes involving teenagers but also in youth violence, suicide and other health and social problems.
A keg registration requirement "is one more tool for law enforcement to prevent tragedies from happening," said Capt. Gary Foster of the Story County sheriff's office.
Story County recently became the sixth Iowa county to adopt a keg registration ordinance. Twenty-seven states have keg registration laws.
Nick Cash, a student at Des Moines Lincoln High School, also called for tougher penalties for adults who supply alcohol to minors.
Cash was a classmate and friend of Nick Bisignano, who was killed while driving intoxicated in a December 2004 crash. Bisignano had been at a party where an adult furnished the alcohol, Cash said.

[image: image11.emf]
3. The Search for Fresh Beer

By G. Bruce Knecht, Staff Reporter – The Wall Street Journal
January 28, 2006; Page P1
Beer starts losing flavor as soon as it's bottled – but cryptic labels make it impossible to know how old your brew is. We crack the code
A loaf of bread has it. So does a carton of milk. But if you're looking for the expiration date on a bottle of beer, forget about it -- for many brewers, that information is a closely guarded secret.
There are now more bottles of beer on the store wall than ever -- more than 2,000 domestic brands alone -- making it harder for both stores and consumers to steer clear of the stale stuff. Age is critical: Nearly all beer begins to deteriorate before it even leaves the plant, partly due to oxygen in the bottle, and many experts say most brews are well past their prime after six months.

Breaking the Beer Code 
 

We asked industry insiders to help us decipher the codes on more than a dozen bottles of beer in six cities. Our illustrated cheat sheet  will help you spot the stale stuff.
To identify when bottles and cans need to be yanked from the shelves, many brewers imprint them with cryptic letters and numbers that distributors can translate. The trouble is they look more like hieroglyphics to beer drinkers, and most makers don't decipher them for consumers. But with the help of industry insiders and analysts, we cracked the codes, studying bottles purchased across the country to determine the key dates for 18 big brews.
It turns out there's some pretty old beer out there. The suspect suds reared their not-so-foamy heads at a wide variety of stores. We decoded an Anchor Steam bought in New York and found it to be 10 months old -- the same age as a Bass Ale we purchased in Salem, Ore. In Phoenix, though, we picked up a Dos Equis barely two weeks from the brewery.
Not that beer shoppers would be able to tell. Take Sapporo, a Japanese beer we purchased in Los Angeles, which was imprinted with "K1205FL" on the bottom. Lost in translation? Well, the code indicates the beer was made Oct. 12, 2005. In the case of Sapporo, the first letter represents the month of manufacture: "A" for January, "B" for February and so on, through "M" for December. (As if the system weren't complicated enough, this one, like many of these codes, has an extra twist: The month code skips over the letter "I" and uses "J" for September.) The next two digits, "12," refer to the day of the month, and the two numbers after that, "05," are the last two digits of the year.
	[image: image4.jpg]



Finding out how old a bottle really is can be a chore.
	

	
	


Corona uses two different alphabetical codes. The year, the first character, is coded from A for 2001 to F for 2006, while the months go from L for January to A for December. The day of the month is expressed numerically. So the bottle we bought with the code "EE08" was made Aug. 8, 2005. The company doesn't publicly disclose its code, but people familiar with the company's practice confirm our translation.
Why make it so complicated? Most brewers don't really want consumers to know when their beer was made. "We believe in competing on the basis of the taste of our beer, not its age," says Fritz Maytag, owner of Anchor Brewing in San Francisco. The Anchor Steam brewer, which uses cryptic three-character codes like "5NV," says consumers can look for the key on the Web. "We don't go out of our way to tell everyone how old it is."
As for the older beers we found, brewers say it's the distributors' responsibility to ensure that stocks are fresh. When it comes to that 10-month-old Bass, the company says its beer is good for a year. Anchor's Mr. Maytag says his beer is also fine to drink after 10 months.
Clearly marking the date of manufacture on bottles is so unusual, in fact, that Anheuser-Busch turned date-labeling into a massive marketing campaign. In 1996, the giant brewer began putting plain-English "born on dates" on bottles and cans of Budweiser. Ads for Bud touted the beer's freshness.
As anyone who's ever popped open a "skunky" beer knows, brews do go bad. The primary culprit: oxygen, which binds to the raw materials in beer and alters them, producing off flavors. "It's the same thing you see when you slice open an apple and it's exposed to the air," says William Quilliam, the brewmaster at Coors Brewing, which marks its bottles with a clear expiration date, generally 112 days from the manufacture date.
Brewers take elaborate steps to minimize the amount of oxygen left in their bottles before they get sealed up. At least one, Anchor Steam, deliberately vibrates the bottles as they roll off the assembly line to cause oxygen to flow away as part of a thick stream of foam. Another technique: pumping carbon dioxide into the fermentation tanks to displace any air as the beer is removed.
Because temperature and motion can also affect the rate of oxidation, there's no simple answer to how long it takes a beer to go stale. Some makers, like Asahi, say their beer tastes just fine for up to a year. Sierra Nevada, on the other hand, recommends drinking it within 90 days of bottling. Most work with a range of four to six months, and few go beyond nine. Some beer-industry experts say this is especially challenging for imported beers, many of which travel to the U.S. market on ships on which cargo is not refrigerated.
Each brewery specifies when its beers should be pulled from the shelves. Most retailers, such as grocery stores and liquor stores, actually have little to do with this. The job falls to locally based distributors, which usually fall into two categories -- companies that carry Anheuser-Busch products and those that don't.
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Too many brews? Goebel Liquor Store in Wichita carries more than 700 beers.
	

	
	


For these distributors, pulling old beers off store shelves is a big job. Makers say they require these distributors to follow strict procedures, and have their own inspectors to spot-check the work. Distribution-company employees are taught how to translate the codes into dates. Most cases of beer carry the same information that appears on individual cans and bottles, whether it's a code or an explicit date. Beers that are too old are to be removed from the shelves and destroyed.
In 1997, the family of baseball great Roger Maris found itself embroiled in a dispute over these strict requirements. Claiming that Maris Distributing had resold beer beyond its 110-day shelf life rather than destroying it, Anheuser-Busch ended its distribution agreement. Members of Maris's family, who continued to own the company after his death in 1985, then sued the brewer. The suit was settled out of court last year.
Distributors say their job is getting harder all the time as the microbrew phenomenon continues to spread and big makers add specialty and even low-carb versions of their beers. In Summit, N.J., King's Fine Wines and Spirits, inside a King's grocery store, carries more than 200 beers, up from about 100 a decade ago and fewer than 20 a decade before that. The number of American breweries, about 50 a quarter-century ago, has ballooned to more than 1,400, including 300 craft brewers that produce some 2,000 domestic brands. The number of imported beers has also risen. In Los Angeles, Harbor Distributing carries 100 imports, double what it had a decade ago.
Even some of Anheuser-Busch's competitors agree that its freshness campaign has had an impact. "We used to have almost a month's worth of Miller and Coors in the warehouse sometimes," says Don Faust Jr., the chief executive of Faust Distributing Company, which distributes products for Anheuser-Busch's archrival, SABMiller, and other companies in Texas. "Now we never have more than 10 to 15 days of inventory."
As our own beer hunt found, the system isn't perfect -- even when there's no code involved. Boston Brewing, the maker of Samuel Adams beers, is among the few that prints clear best-by dates on its labels. (Others that do so include Brooklyn Brewery, Grolsch and St. Pauli Girl.) But one store we visited carried Sam Adams bottles beyond the expiration date. Jim Koch, the company's founder, says that's the whole point of labels anyone can read. "No store is going to always have nothing but fresh beer," he says. "The last line of defense is consumers."
http://online.wsj.com/article/SB113840213423658649-email.html
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4. Budweiser Pulls Out Super Bowl Gimmicks

By Suzanne Vranica and Brian Steinberg, Staff Reporters – The Wall Street Journal 

January 25, 2006; Page B1
By the time Super Bowl XL kicks off in Detroit in 11 days, Marlene Coulis will have clocked hundreds of hours in effort and thousands of miles in travel preparing for the moment.
A marketing executive at brewer Anheuser-Busch Cos., Ms. Coulis has almost as much at stake in the game as the players. Long one of the Super Bowl's biggest sponsors, Anheuser this year has bought five minutes of ad time for its brands including Budweiser and Bud Light -- more time than any other advertiser in the broadcast.
Anheuser sees the Super Bowl and its expected U.S. audience of 90 million viewers as more than an opportunity to promote its brands or sell beer. It sees a chance to be seen as funny, prompting favorable reviews Monday morning by workplace advertising critics.
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In one of Anheuser-Busch's possible Super Bowl spots, Bud Light helps save a slacker from an attacking grizzly bear.
	

	
	


"Water-cooler talk is really important. It's a measure of success," says Ms. Coulis, vice president for brand management at Anheuser. "If you can get the commercial to be part of pop culture, it makes the ad more memorable." Scoring big with viewers also helps galvanize retailers and wholesalers, important constituents in the selling of beer, particularly in the months leading up to the big summer beer selling season.
The Super Bowl is the only TV program whose viewers rate ads in several online and newspaper polls. Anheuser is serious about winning top ranking in those polls, include those conducted by The Wall Street Journal and Gannett Co.'s USA Today.
Anheuser spots have regularly come out on top in various post-game rankings over the past several years, a sign of how the brewer has perfected the science of Super Bowl ads. The game ads are about "setting up a story, telling a joke and having an unexpected twist at the end," Ms. Coulis says.
A high-ranking spot for Bud Light last year showed a man attempting to sky dive. A six-pack tossed out of the plane enticed the nervous man to take the plunge. The surprise ending? The pilot abandoned the plane in pursuit of the beer.
In this year's broadcast, airing Feb. 5 on Walt Disney Co.'s ABC network, Anheuser is expected to follow the winning formula down to the last gag. In one spot likely to appear, which Anheuser previewed before some reporters yesterday, two slacker guys try to escape from a grizzly bear, and Bud Light helps save the day. In another, Anheuser's veteran Super Bowl pitchman, Cedric the Entertainer, walks down the aisle to score a pack of Bud Light. The brewer says the spots' secret, final plot twist is a maneuver that will help them score with viewers in the Super Bowl Sunday polling.
"Generally, you have to have a joke or pay off at the end of the commercial to win," says Bob Scarpelli, world-wide chief creativity officer at Omnicom Group's DDB, who has worked on dozens of Super Bowl ads over the years for Anheuser-Busch and others. He refers to the unexpected ending as "the reveal."
Anheuser's marketing machine starts working on its Super Bowl spots months before the game. Several of the agencies from Anheuser's roster crafted about 50 spots. In the end, Anheuser will choose only about 10 of them to run during the game. (The others will probably be used in other campaigns.) The decision-making isn't done yet, with Ms. Coulis and her marketing team conducting focus groups through this week to help select the ones that will air. The research team has been traveling to Atlanta, Los Angeles, Dallas and elsewhere to meet with more than 500 consumers and assess their reaction to the ads.
In past years, Anheuser's focus groups used electronic devices to chart individuals' second-by-second reactions to the spots -- devices similar to ones used by USA Today for its Super Bowl ad poll.
Anheuser tests are set to continue until just days before the game. The brewer is known for making last minute changes to its Super Bowl ads, as late as even a day before the game. And the work doesn't end with the broadcast: A handful of Anheuser executives stay up late on Super Bowl Sunday to call reporters and surf the Web for a sense of how they did in various polls.
 




Budweiser's skydiving ad from last year.
The obsession over one telecast underscores how valuable the Super Bowl has become as a mass-market advertising arena, in an increasingly fragmented media world. The broadcast not only draws an audience roughly four times as big as most popular TV shows, but it also draws an audience that is very likely to be watching the ads and not using TiVo-like devices to skip through commercial breaks.
That helps drive the price of spots skyward: This year, prices are running as high as $2.5 million for a 30-second spot, up from $2.4 million last year. The ad inventory of roughly 60 30-second spots, isn't quite sold out: A handful of spots are still available, a person familiar with the situation says.
Advertisers are returning to more spectacular ads this year, after having toned down their Super Bowl spots last year, when Janet Jackson's "wardrobe malfunction" during the half-time show at the 2004 Super Bowl was still a vivid memory. "The Super Bowl didn't have a special feel, and the ads reflected that," says Rob Reilly, a creative executive at a hot Miami agency, Crispin Porter + Bogusky.
Indeed, last year Anheuser steered clear of raunchy and sophomoric humor: One ad showed people applauding as military personnel walked through an airport.
But Super Bowl advertisers face risks if they deviate too far from expectations. PepsiCo Inc., famous for its celebrity-stuffed Super Bowl spots, tried something different in 2004 and highlighted the compatibility of its beverages with food. The ads didn't score well with viewers.
This year, one of Pepsi's Super Bowl ads is expected to feature comedian Jay Mohr in the role of a Hollywood agent representing Diet Pepsi. A slew of celebrities line up to work with the cool beverage. "There is no doubt that celebrities add excitement and fun, but in the end the commercial has to tie into our brand," says Nicole Bradley, a Pepsi spokeswoman. "The goal is to make sure people are talking about our commercial the day after Super Bowl and the weeks following the game."
Others also are counting on celebrity magic include Nationwide Mutual Insurance Co., whose commercial will feature Fabio, the buff, long-haired heartthrob. Leonard Nimoy, of 'Star Trek' fame, will hawk Aleve, the Bayer AG pain reliever.
Big production numbers are back this year. Burger King Corp. plans to air an elaborate, 60-second ad that takes its cue from a Broadway musical, starring 92 glamorous "Whopperettes" dressed as burgers, pickles, lettuce and tomatoes and singing and dancing to new lyrics for the famous "Have It Your Way" jingle. Another big production number is expected from Unilever's Degree for Men deodorant, featuring some 30 stuntmen, stunt women and stunt kids. In the ad, a man falls from a window, and a motorbike crashes through a glass window pane.
Humor isn't the only Super Bowl ad gimmick. Animals are another proven vote-getter. Anheuser is expected to bring back the Clydesdale horses. And careerbuilder.com, a job Web site owned by Gannett, Tribune Co. and Knight Ridder Inc., will run two spots featuring monkeys at the office.
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5. From Bread to Chardonnay, a Ballot Debate Rages (Massachusetts)
By Scott S. Greenberger, Staff – Boston Globe
January 29, 2006

Dan Comerford takes wine very seriously: His Somerville liquor store, the Wine & Cheese Cask, sells about 2,600 varieties, ranging in price from $5 to $500.

But most wine buyers are not connoisseurs, and some of Comerford's customers would not make a separate trip to his store if they could pick up a standard bottle of $10 chardonnay at their local supermarket.

''It's convenience -- we'd all do it," Comerford said. ''If you're buying milk and bread and your Robert Mondavi is in the next aisle, you'll buy it there."

This fall, Massachusetts voters will decide whether to allow as many as 2,000 food stores to sell wine, revising a 1934 law that prevents most grocers and supermarkets from selling alcohol now. The debate over the ballot initiative pits supermarkets and corner grocers against liquor wholesalers and small package-store owners such as Comerford. Grocery chains have already spent nearly $500,000 to collect signatures to get the initiative on the November ballot, and both sides are expected to pour millions of dollars into a fight that is shaping up as a sleeper issue in the 2006 election year.

Opponents of the initiative say issuing liquor licenses to allow supermarkets to sell wine might increase drunken-driving and underage drinking and deal a severe economic blow to neighborhood liquor stores. But supporters tout the measure as a boon to consumers, who will be able to buy wine more conveniently and at lower prices.

''It would be one-stop shopping," said Fred White, 46, who bought a $10.99 bottle of Spanish white at Blanchard's Liquors in Jamaica Plan one night last week. White said he often comes to Blanchard's, but he relished the prospect of buying wine at the same time he buys groceries.

''Often you're making dinner and you want some wine to go with it. Why make two stops?" he said.

Massachusetts recently has relaxed some alcohol laws, shedding vestiges of the state's Puritan past. Two years ago, the state began allowing Sunday liquor sales, and at the end of last year the Legislature approved a law allowing residents to use the Internet to buy wine from out of state. Governor Mitt Romney vetoed the measure, but lawmakers may overrule him.

This year's ballot initiative to allow wine sales in grocery stores is being pushed by the Massachusetts Food Association, which represents supermarket chains and about 600 other food stores. Major supermarket chains, including Stop & Shop and Shaw's, have already donated to a ballot committee called the ''Massachusetts Food Association for Consumer Convenience in Wine Sales." The group has collected enough signatures to put the initiative on the November ballot and is awaiting pro forma legislative approval.

Under current law, most of the state's 12,267 retail liquor licenses are held by liquor stores, bars, and restaurants. The law includes a three-license limit for each business owner, a major impediment for supermarket chains that want to sell wine at all of their outlets. Only 24 of the 308 major supermarket outlets in Massachusetts sell alcohol, according to the Massachusetts Food Association.

The ballot initiative would create a new class of liquor licenses for food stores that want to sell wine, without a limit on the number of wine licenses a single owner could hold. City and town officials, who are currently responsible for issuing liquor licenses, also would hand out the new ones. Towns with fewer than 5,000 people would be allowed to issue up to five licenses, and larger communities would be able to issue one additional license for every 5,000 people. The new licenses would be for wine sales, not hard liquor or beer.

''For us, it's about customer convenience. We look at it as a way to expand our concept of one-stop shopping and give customers the convenience they are looking for," said Faith Weiner, a spokeswoman for Quincy-based Stop & Shop. ''Wine goes with food. Customers come to our stores to purchase food. It seems like a natural extension to allow them to purchase wine."

Christopher P. Flynn, who heads the Massachusetts Food Association, said liquor stores are trying to protect ''a virtual monopoly." He said the group decided to focus on wine because ''it goes with food, and we know the public has wide support for it."

''It's not like a supermarket is going to offer a $60 bottle of wine or a $40 bottle of wine, and they're not going to be selling beer or spirits," he said. ''People are still going to go to liquor stores. Liquor stores that are competitive and serve their customers will survive."

Flynn noted that package stores are plentiful even in states such as Texas and Florida, where many supermarkets sell beer and wine.

There are more than 3,000 liquor stores in the Bay State, and their owners are alarmed by the competitive threat that big grocery chains, with their huge advertising budgets, would bring.

''Wine, among all alcoholic beverages, has the highest profit margin," said Frank Anzalotti, head of the 700-member Massachusetts Package Stores Association. ''Certainly it will make a difference in the bottom line for these stores."

Anzalotti fears that if the grocery stores win approval of new wine licenses, they will be back in a few years to seek approval to sell beer or even hard liquor at their stores. He also noted that the state isn't planning on beefing up its alcohol enforcement to match the increase in liquor licenses. In this month's newsletter to members, his group said it expects to spend about $3 million to defeat the measure.

Since the late 1980s, the package stores and liquor wholesalers have beaten back numerous attempts in the Legislature to extend more liquor licenses to food stores, but this is the first time they've faced a ballot initiative.

Comerford, the owner of the Wine & Cask, estimates that a change in the liquor laws would drain about 5 percent of his business. But he believes that smaller stores, especially those located in strip malls with grocery stores, would take a much larger hit. He isn't optimistic about the chances of defeating the measure.

''I can't imagine it not passing," he said. ''Do I want it? No. Is it going to happen? I think so."

Package store owners' best hope may lie with such people as Ben Howard. Last week, Howard bought a bottle of merlot at Liquor World, which shares a Porter Square, Cambridge, strip mall with a Star Market supermarket that doesn't sell alcohol. Howard said he will vote ''no" on the ballot initiative to protect the neighborhood from being ''taken over" by larger retailers.

''Price is a big thing for me, and my guess is that grocery stores would end up being cheaper. At the same time, I like going into little liquor stores," he said. ''I'd probably save a couple of bucks going to the grocery store, but I'd rather the area not be taken over."

http://www.boston.com/business/articles/2006/01/29/from_bread_to_chardonnay_a_ballot_debate_rages?mode=PF
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6. Banned Liquor Latest Twist in Cruise Disappearance 

By John Christoffersen, Associated Press  

January 22, 2006

STAMFORD, Conn. --An illegal alcoholic drink that gained notoriety in the 19th century for its hallucinogenic effects is emerging as the latest twist in a modern mystery surrounding a Greenwich man who vanished from his honeymoon cruise last summer.

Passengers say that absinthe, made from grain alcohol and the common herb wormwood, was consumed by a group of men last seen with George Allen Smith IV on July 5, the day he disappeared from a Royal Caribbean cruise of the Mediterranean.

C. Keith Greer, the attorney for one member of that group, Josh Askin of California, said Smith also drank shots of absinthe.

Absinthe is banned in the United States because of harmful neurological effects caused by a toxic chemical called thujone, said Michael Herndon, spokesman for the U.S. Food and Drug Administration.

It is historically blamed for hallucinations and bizarre behavior dating back to Vincent van Gogh.

"In large amounts it would certainly make people see strange things and behave in a strange manner," said Jad Adams, author of the book, "Hideous Absinthe: A History of the Devil in a Bottle." "It gives people different, unusual ideas which they wouldn't have had on their own accord because of its stimulative effect on the mind."

Oscar Wilde, one of many 19th century artists and writers who enjoyed the drink, thought the floor was covered with flowers while drinking absinthe, Adams said.

The modern version of the drink has much smaller doses of thujone than the amounts suspected in van Gogh's day, some experts say. The drink is legal in some European countries, though London bars typically limit drinkers to two shots, Adams said.

The accounts of absinthe come after a series of unusual developments aboard the ship.

Witnesses say Smith and his bride, Jennifer Hagel-Smith, were heavily intoxicated and argued in the ship's bar the night Smith disappeared. Passengers say Smith called his wife names and she responded by kicking him in the groin hard enough to double him over.

Hagel-Smith has disputed those accounts, but said she doesn't recall what happened. She said she never experienced the effects of alcohol like she did that night.

Hagel-Smith was found passed out on the floor of a corridor far from the couple's cabin the night her husband disappeared. Hagel-Smith has said she passed an FBI polygraph test and federal authorities have said she has cooperated with the probe.

Smith was taken back to his cabin by a group of passengers that included Askin, Greer said. FBI agents have questioned the passengers, but no one has been charged and attorneys maintain their clients' innocence.

The passengers last seen with Smith are also being investigated in connection with reported rape of a female passenger three days after Smith's disappearance, the cruise line has said. No charges have been filed and the passengers have denied wrongdoing.

Greer said the passengers bought absinthe in Italy. The cruise line has said the young men were seen trying to sneak their own bottles of alcohol into the ship's disco before Smith's disappearance.

Two passengers on the cruise said the group of young men were drinking excessively.

"They drank the whole bottle," said Victorio Jove, a 25-year-old passenger from Mexico. "When I got there the bottle was empty."

In recent years, absinthe has made a comeback, enjoying an allure from its colorful history that was kept alive by later writers such as Ernest Hemingway. Defenders of the drink say it is safe and its harmful effects a myth.

"When you drink absinthe it seems for a while your mind stays remarkably clear," said Theodore Breaux, an environmental microbiologist and an absinthe researcher. "You feel like you are lucid and alert."

In 2000, researchers from the University of California, Berkeley reported that the 19th century absinthe popular with artists and writers contained a potent toxin that causes neurons to seriously malfunction.

"You'd start to get hyper excited and eventually convulsions if the dose is high enough," said Jeffrey Bloomquist, a professor of toxicology at Virginia Tech who reviewed the study.

Artists and writers such as Wilde and Edgar Allen Poe celebrated its hallucinatory effects, referring affectionately to absinthe as "the green fairy" or "holy water." But social critics, doctors and others of their era blamed the drink for madness.

Some symptoms described in Wilfred Niels Arnold's 1992 book on van Gogh and others who consumed absinthe included forms of bizarre and psychotic behavior, hallucinations, sudden delirium, convulsions, and even suicide and death.

"It was actually called at one time the devil in the bottle," Adams said. "It was widely perceived to be a dangerous substance."

http://www.boston.com/news/local/connecticut/articles/2006/01/22/banned_liquor_latest_twist_in_cruise_disappearance/
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7. Ultimate Makeover: Wine Edition?

Miami Beach

January 2006

America’s Favorite Wines are Getting a New “Look” and Leaving Traditional Glass Bottles in the Dust

MIAMI BEACH, FL – Wine is getting a big makeover and the reasons may surprise you.  Wine is the United State’s adult beverage of choice – A recent Gallup poll showed that it’s preferred over hard liquor and beer.  But did you know that some of the most popular wines don’t just come in a bottle anymore?  They come in a cask with an airtight bag inside.  In fact, according to three-liter boxed table wine – also known as “cask” wine – is selling faster than any other wine segment.

Because of the high quality the wine cask is able to maintain once opened, winemakers are now starting to deliver their premium varietals, such as Pinot Grigio and Shiraz in this cutting-edge packaging.  Casks keep wine from oxidizing for a minimum of 6 weeks because as the bag collapses, the wine stays insulated.  Air stays out but the flavors stay in.

Freshness is not the only factor that has increased wine cask sales by nearly 300% in the last year.  Retail outlets say it’s because wine casks offer good value, by eliminating the costs associated with glass.  And as long as the wine tastes the same as what consumers are used to from the bottle, the wine cask trend will only continue to grow.

http://www.citydebate.com/florida/miamibeach/template.php?url=0101290606.htm
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8. Proposed Smoking Ban: Drag for Some, Delight to Others

By Jeffrey Patch, Staff Writer – Des Moines Register
January 30, 2006
Smoking ban approval shaky, state leaders say

Smokers and nonsmokers in Des Moines-area restaurants and bars are debating new anti-smoking legislation in the Iowa Legislature this year.

Legislative leaders say that a proposal to ban smoking from nearly all workplaces, including restaurants and bars, has slim chances of passage, but that didn't keep bar and restaurant patrons from expressing contrary opinions about the plan.

"I think it's absurd. If a person doesn't smoke, they can always go elsewhere," said Siv Vang, 30, as he finished a last drag of a Marlboro menthol cigarette Saturday afternoon at Johnny's Hall of Fame, a downtown Des Moines bar.

Jeff Johannsen, 43, a former restaurant owner, said he favors banning smoking in restaurants, but not necessarily in bars.

"It's rude. It's not healthy. You don't even get the taste out of your food because of the smoke. But in a bar a person should know they're walking into that kind of environment and prepare for it," he said.

Legislation proposed, but not yet introduced, by Sen. Matt McCoy and Rep. Janet Petersen, two Des Moines Democrats, would ban smoking from outdoor sports arenas and other entertainment establishments such as concert halls and bingo parlors.

People would still be allowed to light up in tobacco shops, smoking areas of hotels and motels, rented limousines and private clubs. Private residences would be exempt as well, unless they are used for child care.
The plan delights health advocates.

"Heart disease is the leading cause of death. Stroke is the third leading cause. Tobacco is the leading preventative cause of heart disease and stroke," said Randall Yont, public advocacy director for the American Heart Association.

"We are very, very much in favor of smoke-free environments, particularly for restaurants and bars, because it's not right for employees to have to be in that type of environment."

Bar owners differ on the effect such a ban would have on their bottom line.

"I don't think it would affect the business here too much," said Tim Hutchins, general manager of the Royal Mile in downtown Des Moines. Hutchins, who is attempting to quit smoking, dubs the Royal Mile "one of the smokiest bars in town."

He said he expects a ban eventually, "but it's not going to happen anytime soon."

Richard Wendricks, a bartender at Bourbon Street Bar & Grill on Des Moines' south side, said a ban could cause his establishment to lose 20 percent to 25 percent of its business as smokers drank less and came in less frequently.

"I find it unconstitutional," he said of the proposal. "Until they make smoking illegal, they can't tell us whether to have smoking or not."

[image: image17.emf]At Java Joe's, a nonsmoking coffeehouse in downtown Des Moines, a group of youths lauded a potential ban.

"It would be fabulous," said Sara Meehan of Minneapolis, who was visiting Des Moines with friends for the weekend. "It would be very appealing, especially for women. It infuses your hair so much."

Minneapolis restaurants and some bars are smoke-free by law.

The sweeping smoking ban proposal appears unlikely to win the Legislature's approval this year, said House Majority Leader Chuck Gipp, a Decorah Republican.

"Its chances are bleak at this point in time," Gipp said. "I'm not defending smoking because I don't smoke myself. There are tax-paying entities that have to compete. . . . A lot of them are establishing themselves whether to be smoke-free or not. They want that option."

Fourteen states have prohibited workplace smoking and other states have cities with workplace smoking bans.

Ames and Iowa City passed ordinances to prohibit smoking in restaurants, but they were struck down by an Iowa Supreme Court ruling in 2003.

 http://www.dmregister.com/apps/pbcs.dll/article?AID=/20060130/NEWS10/601300336/1001
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9. Living the High Life

By Reid Forgrave, Staff Writer – Des Moines Register 
January 30, 2006
'Working man's bar' attracts suits and blue collars with its '60s-'70s vintage ambience

[image: image19.emf]So, two guys are sitting in this bar, right?
One of the guys says, "Hey, that new bar we're building next door, we ought to have a shower in the middle of the bar."
Then the other guy says, "Yeah, and we can rent fishing rods and reels behind the bar. People can head down to the nearby river, and when they come back they can shower off the mud then drink one of the 100 beers we have on tap."
And the punch line?
No joke. They're serious.
These guys are Andy Massoth and Jeff Bruning, and they're sitting in the corner of one of the five bars they own in downtown Des Moines, the High Life Lounge.
This place is a time warp, a 1970s-working-man-themed neighborhood joint. Framed photographs of bowlers hang on the wall. Old beer ads exalt the "High Life Man." There's wood paneling on the wall, carpet on the floor and beers like Grainbelt and Pabst Blue Ribbon on tap.
And as it approaches its first birthday, it's one of downtown Des Moines' hottest — and most unlikely — hangouts.
Young people tell Massoth that High Life Lounge reminds them of Grandpa's basement. Rural folks say it's like supper clubs in the country. And old-timers think it resembles neighborhood bars of decades past.
But Massoth and Bruning aren't the type to rest on the laurels of their successes. They're tossing around wacky ideas for this new bar they're opening next door in April.
Massoth is most excited about the shower.
No kidding. Not like a strip club shower, Bruning points out. They're talking a private shower, smack dab in the middle of the bar, with towels, soap-on-a-rope, the whole deal, where a muddy patron can clean up.
"I think it would be awesome if someone one day decided to use it," Massoth says.
Wait — they want to attract muddy people to their bar?
Uh-huh.

The bar name will incorporate the words "live bait," and the menu will list appetizers, entrees and . . . well, bait. (Livers will be served fried as an appetizer or raw as bait.) They're going to have a vintage toaster collection, and people can choose which toaster to brown their bread in. And they might even rent bicycles for the nearby trails.
No kidding.
Ideas become reality
You often find yourself wondering whether these guys are kidding when they talk about the 10 bars they own in three states, including the Royal Mile (with the Red Monk on the second floor), Buzzard Billy's and Hessen Haus in downtown Des Moines.
The thing is, they're hardly ever kidding. The seven owners — also including Massoth's brother, Dan, Kent Middendorf, Scott Alongi, Chris Mayo and Tracy Maughan — are a fun-loving group of party guys who love to sit around over pitchers of Miller High Life and one-up each other with wacky bar ideas. And their ideas have given them a reputation as nightlife innovators as downtown Des Moines reinvents itself as a place where young people live, work and play.
Ideas like the Tangermeister shot at High Life Lounge, which mixes the potent Jagermeister liquor with a short glass of Tang.
Or Mustache Mondays, during March at the Royal Mile, when mustachioed folks get their first beer free. "That applies to girls, too, if they wear a fake one in," Bruning says.
Or Vintage Cologne Night, coming soon at High Life Lounge. Wear a vintage cologne — English Leather, Old Spice, Hai Karate — and get half off your first drink. (The server will sniff you to make sure you're wearing a registered vintage cologne.)
Or Clown Night, where they want to get a bunch of friends to dress up as clowns. One by one, clowns would enter the bar every few minutes and sit next to unsuspecting bar patrons. Soon the bar would be half full of clowns.
High Life Lounge might have been one of their riskiest ideas. A year ago they plowed $300,000 into the idea that a bar dedicated to the working man and the "champagne of beers" would be a hit in Des Moines.
They wanted a place like nothing people had ever seen before, yet something people had seen all their life.
High Life Lounge took off immediately.

Bar attracts all types
The former warehouse is retrofitted with wood paneling on the wall, carpet on the floor, old-style televisions all over. The tables are cheap, the chairs are comfy, the beers were all available before 1979. It's cozy and familiar, and so is the food — meatloaf, broasted chicken, tater tots, deviled eggs and chicken livers.
A recent Friday night at High Life Lounge found the place packed. A group of guys in working clothes drank bottles of Bud at the bar. At the other end, two single, well-dressed twentysomething ladies scoped around the bar, mixed drinks in hand. A blind couple, accompanied by a guide dog, sat in the corner.
"You don't see that at Drink; you don't see that at Crush," said Jill Kirchner of Ankeny, pointing to the guide dog. "It's not the place you come to pick up somebody and to show off. You just show up and have a good time. Nobody looks out of place here."
Nearby, 25-year-old downtown dweller Nick Hague and two friends sipped from a pitcher of beer.
"It's low-key," Hague said. "It's young people, but not a lot of 21-year-olds being obnoxious."
"And there's a lot of tasty women here," added his friend, Jason Goetz.
Downtown resident Heidi Bartelt did voice some complaints about the bar as she played Silver Strike Bowling nearby. She didn't like the carpeting and the low ceilings, which she said made the place claustrophobic and smoky.
"When I leave here my throat hurts really bad," she said.
Her favorite bar? The not-so-smoky Hessen Haus, owned by the same people.
From Waco to here
The group's first bar was a live blues joint in Waco, Texas, called Buzzard Billy's that opened in 1993. They opened another Buzzard Billy's in LaCrosse, Wis., a few years later, then a Des Moines Buzzard Billy's in 1999.
Des Moines has since become the guys' focus, with the Royal Mile English pub in 2001, then German-themed Hessen Haus in early 2004. They retrofitted the upstairs of the Royal Mile and opened the Red Monk, a Belgian bar, that summer. The High Life Lounge opened in February 2005. The new bar opening next door to High Life Lounge will be their 11th.
High Life Lounge was spawned from a simple idea: The 1960s and 1970s were fascinating years, but we tend to remember the hippies and Vietnam and disco and forget the working-class people of that era. They wanted a bar that was an homage to the working man, and they thought Miller High Life is the perfect beer for that man.
"It's a blue-collar beer sans NASCAR," Bruning said, pointing out it might be the first time "NASCAR" and a word of French origin were used in the same sentence. "You throw in NASCAR and you got Budweiser."
The thing about High Life Lounge is it's for everyone. A construction project nearby brings in construction workers during lunchtime. They're surrounded by the downtown "suits." When the Legislature is in session, lawmakers talk shop over lunch. Mid-afternoon brings a hippie crowd, then happy hour mixes in young professionals, older professionals and blue-collar types. Downtown dwellers meander into the bar throughout the evening. Late night is ruled by the young party crowd.
High Life Lounge is purposefully off the beaten path, in the former warehouse district between the Court Avenue bars and Principal Park. It's downtown's version of the neighborhood bar, a hangout for the downtown influx of loft dwellers.
"If it was right on Court Avenue, it would be just another place people would circulate into and out of, the whole bachelorette party crowd and all that," Massoth said. "The dance club thing and the meat market thing has run its course. Young people are getting smarter, more sophisticated."
More to come
Massoth and Bruning believe downtown Des Moines has more room for nightlife, and they have no shortage of ideas to help fill it. "We sit around and b.s. a lot, some great ideas, some bad," Bruning said.
Worst idea ever? An employee suggested arranging tables like Stonehenge. He was later fired and, in an unrelated incident, ended up in an Alabama jail.
As they talk about the more ridiculous ideas in the new bar, Massoth, epitomizing the High Life man, eats lunch: slimy Vienna sausages out of a tin can, a Snickers bar and a can of Hawaiian Punch.
As Massoth speaks, Bruning grabs his half-finished tin of Vienna sausages. Mindy Toyne, who promotes their bars, has been commenting throughout lunch about how disgusting those teeny weenies are. Bruning covers one sausage in plastic wrap and quietly slides it in a lipstick case in her purse.
Soon, she's screaming.
"Oh, you sicko!" she yells, throwing the sausage at Bruning.
Bruning finds the sausage, tosses it back into her purse, then thinks better of it and heaves it in the direction of the nearby bartender.
"Too bad," Bruning said. "Would have been months and then it would have started stinking."
No kidding.

http://www.dmregister.com/apps/pbcs.dll/article?AID=/20060130/ENT02/601300301&lead=1
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10. He Gave On Both Sides Of The Atlantic 

By Steven Slosberg, Staff Columnist  - The Day 
January 31, 2006

Sidney Frank's outsized largesse was already the stuff of legend here before he died earlier this month at age 86. 

What may not be so familiar are other recipients of both his admiration and his philanthropy, notably relatively unsung British heroes of World War II. 

Frank, raised on a farm in Montville, a 1938 graduate of Norwich Free Academy and a Brown University dropout after one year, made his name and fortune as the pre-eminent hustler of liquor brands – Jagermeister and then Grey Goose vodka. In 2004, he sold his business to Bacardi for $2 billion. 

Frank was generously, if not deliriously so in Brown's case, mindful of his roots, though apparently Connecticut College, the alma mater of his first wife, Louise “Skippy” Rosenstiel, Class of '44, has yet to benefit. Rosenstiel's father, Lewis Rosenstiel, owned Schenley Distillers, the largest liquor distiller in the country at the time of the marriage, and that's how Frank got started in the business. 

In his last years, Frank, who lived in San Diego and New Rochelle, N.Y., gave gifts of $20 million and then an unprecedented $100 million to Brown. After Katrina devastated the Gulf Coast last August, he gave another $5 million to help with the university's hurricane relief efforts, including bringing some 90 displaced college students and professors north. 

NFA has been similarly, though not quite so voluptuously endowed. Frank has given what amounts to more than $13 million to the high school, as well as loaned the school an art collection valued at $2 million or so. 

That's the Frank philanthropy the region knows. But Frank's obituaries in British papers, one of which was recently mailed to me, make appreciative mention of where else Frank's money went. 

“Frank became a passionate enthusiast for the aero engineer R.J. Mitchell, who has his place in aviation history for designing the Spitfire of Battle of Britain fame,” wrote The Times on London in its Jan. 20 obituary. 

The Sidney E. Frank Foundation commissioned a life-sized statue of Mitchell, made from 400,000 pieces of Welsh slate. It was unveiled last August at the Science Museum in London. 

But even Frank's money could not buy what he wanted most for Mitchell, who died in 1937, beyond public commemoration – knighthood. “I mean this was a guy who, after Churchill, was the most important man in winning the Battle,” he was quoted in the obituary. “And if that had been lost, well ... we would have been fighting Nazis from across the Atlantic.” 

Before he began in the liquor business, Frank worked at Pratt & Whitney, manufacturer of aircraft engines, in East Hartford 

Frank, it was also pointed out, championed the memory of Alan Turing, the British mathematician and cryptographer credited with breaking the Enigma machine codes used to deliver messages from the German high command to the front lines. Turing, who was gay, was persecuted after the war because of his sexuality and committed suicide in 1954. 

Frank gave money toward the creation of a science center dedicated to Turing in Bletchley Park, Britain's code-breaking center during the war. 

His parochial allegiances have afforded an engaging dimension to the man ranked by the Chronicle of Philanthropy as the ninth most generous American of 2004. 

That he made it his mission to celebrate the memories and achievements of brilliant men who helped defeat the Nazis is reason enough to raise another glass in his honor, too. 
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11. In 2 Cities, OWI Cost Will Include Expense Fee
By Christina Smith and Melissa Walker, Staff Writers – Des Moines Register
February 1, 2006

Windsor Heights and West Des Moines want reimbursed for the costs involved in the response.

[image: image22.emf]
Getting caught drinking and driving in Windsor Heights or West Des Moines will soon cost drivers another $100 to $500 on top of the estimated $4,000 cost for first-offense drunken driving.

The two cities are the first in the Des Moines metro area to seek an expense recovery fee from OWI offenders. The cities want to recoup the cost of the arrest and sobriety testing.

According to a state law adopted nine years ago , cities may file a civil claim against an offender to collect up to $500 of the costs incurred with the emergency response that resulted from an OWI violation.

The two cities plan to begin filing reimbursement claims this month , Windsor Heights Police Chief Gary Walters said. Any restitution would be ordered by a judge to be paid to the cities, not the police departments. Exact fees have yet to be determined, but would include the police officers' hourly wage and the cost of using testing equipment.

"I think (the law) was created to prevent people from getting an OWI," Walters said. "We want (the drivers) to be thinking about drinking and driving, and the more cost tacked on might make people think."


Windsor Heights made 88 OWI arrests in 2005, and West Des Moines had 169. Walters said the civil cost of an OWI arrest in his city is about $100 per offender, including officer time, disposable equipment and vehicle use. The civil charges are in addition to the costs the OWI offender pays in fines, court and attorney fees and other costs that can total roughly $4,000 for a first-offense OWI.

Ankeny officials said they arrested 108 drunken drivers last year, while Urbandale had 104. Johnston reported 29 OWIs. None of the three suburbs is pursuing reimbursement claims.


Des Moines police reported 602 OWI arrests last year, but officials said they were unaware of the state law and had not discussed whether the city will seek reimbursement from offenders.


Windsor Heights and West Des Moines officials will work with the Polk County attorney's office to complete the needed restitution paperwork that will be filed in court. Ray Blase with the county attorney's office refused to comment about the fee.


Critics say the reimbursement claim is an additional fine for offenders, which is not the intended purpose of the law. "This crime should not be singled out from others," said Peter Berger, a defense attorney who handles OWI cases. "The defendants of this crime, who are normally law-abiding citizens, already face very severe penalties. Why not assess these costs, if they are going to be assessed at all, to other police calls which may include violent acts by a hardened criminal?"
 

Iowa Senate President Jeff Lamberti, R-Ankeny, was a member of the judiciary committee that worked on the law in 1997. He said the law's purpose was not to deal with the everyday cost of law enforcement, although the provision does allow agencies to do so.


"The real purpose was to deal with additional costs such as ambulance and other emergency responders," he said via e-mail. "Obviously, the thought was that the offender should bear the cost if the incident requires emergency providers."


Lt. Cam Coppess with the West Des Moines Police Department said his city's charges will include the officer's wage — from $18.18 to $24.22 an hour — plus costs for any testing devise used such as a Breathalyzer or blood or urine kits, and a videotape if one was used to record the testing. Additional costs for a jailer and a matron could be added to the fee if their services are used, he said.


City officials in Clinton and Des Moines counties in eastern Iowa already collect the civil restitution charge for OWIs. Officers complete a restitution form that a judge usually applies to guilty pleas or convictions for OWI. The money is then sent to the city where the arrest was made.


Burlington Police Chief David Wunnenberg said that amounts to about $4,000 total annually from an average 150 OWI arrests. He said OWI arrests are some of the most time-consuming cases for officers - about 11/2 to two hours - because of the blood-alcohol testing and booking process. Civil charges vary from $30 to $60 per hour and depend on the officers' seniority and whether they work overtime on the case.


"The law just gives us the ability to recoup some of the money spent for your public safety when it may be someone from out of state, out of town" who has committed the offense, Wunnenberg said.


A restitution form the Des Moines Register received from Wunnenberg shows the department charged one OWI offender $74.82 for the four hours spent by two officers who worked on the arrest.


Jim Beres, an attorney with the Iowa Public Defender's office in Burlington , said he doesn't think the Burlington Police Department's hourly fee is consistent with the intent of the law. Beres and other attorneys have challenged the fee in court — winning about 50 percent of challenges — because the cost is tacked on to every OWI arrest.


A routine OWI arrest is not an emergency response, Beres said, unless someone is injured, traffic needs to be directed or an accident scene cleaned up.


"The city has no out-of-pocket loss because they'd be paying that officer the same salary whether he was making an OWI arrest, investigating a murder or just sitting at the doughnut shop," Beres said.


Clinton County Attorney Mike Wolf said the fees there, typically $70 to $100 per OWI arrest, are used to recover the expenses of equipment used such as videotapes, cleaning of the patrol car if a suspect vomits in it and for an emergency responder's time.


Money Clinton County received from OWI arrests was used in some cases to install in-car cameras in all patrol cars, Wolf said.


"It seems there's always too many (OWI cases), and the hours of time that officers devote to them seem to be enormous," Wolf said.


Fees also are tacked on for the officer's time spent on the arrest because "they could have been doing something else," he said.
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12. Anheuser-Busch Earnings Fall 39% on Flat Sales
By Sarah Ellison, Staff Reporter – The Wall Street Journal
February 2, 2006; Page B4

Amid a stagnant beer market, Anheuser-Busch Cos. reported a 39% profit decline for the fourth quarter. And in an uncharacteristic move that reflects the turmoil facing the nation's biggest brewer, the company said it couldn't give its usual earnings guidance for 2006.
The St. Louis brewer, which controls about half of the U.S. beer industry with brands such as Budweiser and Michelob, also said it is considering allowing its distributors to sell imported beers and microbrews in addition to Anheuser brands. Such a change would be a major break for Anheuser, which unlike other brewers has long prevented its distributors from selling brands the company doesn't own.
Anheuser's statement highlights pressure being put on the brewer by wholesalers who have been battered by weakening demand for Anheuser's brands in recent months. Wine, liquor, as well as imported and so-called craft beers have enjoyed stronger sales. Aggressive marketing by Anheuser's biggest rival, SABMiller PLC, has also hurt Anheuser's market share. The company estimated its 2005 domestic market share to wholesalers dropped to 48.7%, compared with 49.6% in 2004.
The company has been attempting to regain its hold on the domestic-beer industry in recent months with a series of deep discounts designed to regain lost market share. However, those moves have reduced the company's profitability. Anheuser enjoyed six years of double-digit-percentage earnings growth until the first quarter of last year. Its results since then have been dismal.
In the fourth quarter, net income fell to $201 million, or 26 cents a share, from $332 million, or 42 cents a share, in the year-earlier period. Sales were flat at $3.37 billion.
"We've had a challenging year in the domestic-beer business, and our 2005 sales and earnings per share were disappointing," said Patrick Stokes, president and chief executive officer of the company.
Chief Financial Officer W. Randolph Baker said beer volume should increase in 2006, but he couldn't provide a more specific projection for the year. "Industry volume results in recent years have been inconsistent with our historical models, and last year A-B volume results were below our expectations," he said. Anheuser was seeing improvements in its volume due to the pricing actions it had taken, Mr. Baker added.
Anheuser's stock closed down four cents, or 0.1%, at $41.40 in 4 p.m. New York Stock Exchange composite trading. In after-hours trading, shares fell 10 cents to $41.30.
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13. The Law of Wine (Washington)
By Roger Downey – Seattle Weekly
When Judge Janet Pechman offed a big chunk of Washington's wine law back in December, everybody expected that the people most affected—the brokers and distributors who long held a monopoly on handling out-of-state wine—would fight tooth and nail to keep their privileges. So far it hasn't turned out that way.

Judge Pechman ruled that the state could not legally discriminate against out-of-state wine producers by forcing them to go through distributors, while in-state producers aren't required to if they don't see any need to. She left it up to the state Legislature to decide: Make everybody use a distributor—and pay for the service—or let everybody who wants to skip that step ship their wares directly to retailers. If legislators couldn't agree on one solution or the other before the end of this year's short session, she warned, she would decide the issue for them.

On Jan. 23, a bipartisan quintet of Eastsiders—henceforward to be known as the Woodinville Five—introduced House Bill 3166, which if passed in its present form would allow "any winery or manufacturer of wine . . . also to act as a distributor of wine of its own production," so long as it complies with existing laws for wine distributors. This right is one of the main things that led Costco Corp. to bring suit against the Washington law in the first place, so it's not surprising that the bill already is being referred to as "the Costco bill."

The bill did not remain long without competition. On Jan. 25, an alternative, House Bill 3213, was submitted, with the notation "By request: Liquor Control Board." But even someone well-disposed to Washington's current distribution system might be forgiven by amending that to "For the preservation of entrenched wine distributorships." HB 3213 allows all wineries to ship directly to retailers, but only up to a maximum of 5,000 cases per year (breweries are restricted to 2,500 barrels).

Why? No messing around here. The Liquor Control Board's own summary says its purpose is to "allow us to maintain our current three-tier system." What it doesn't provide is any good reason why the three-tier system should be preserved. What economic or social good is reinforced by forcing winemakers to pay distributors to deliver their products (apart from propping up the distribution business) if the winemaker thinks it can do the job better and cheaper itself?

I see a clue to why the Liquor Control Board appears to be carrying the distributors' water for them. Among the items under "What Our Bill Accomplishes," we find that "it maintains a proven, cost-effective system of accounting and taxation for beer and wine." Right. And who manages this proven, cost-effective system? Why, the Washington State Liquor Control Board, of course. If we started letting the marketplace handle the wine and beer distribution system, somebody might start wondering why the WSLCB should be involved at all. Hmmmm. . . . 
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14. Cuervo Black Brings Big Celebrations to the Big Game; Offers Pro Football League $5 Million to Lift Fines & Penalties
February 1, 2006
New Tequila From Jose Cuervo to Sponsor Fine-Free End Zone Celebrations  

NEW YORK, Feb. 1 /PRNewswire/ -- Jose Cuervo Black Medallion, the newest super-premium tequila brand to join the world's most popular tequila portfolio, Jose Cuervo, today made an unprecedented $5 million offer to the pro football league in exchange for the creation of Cuervo Black Penalty and Fine-Free Zones adjacent to the end zones for this Sunday's game in Detroit. 

Cuervo Black, a smooth, rich and versatile spirit that offers consumers a 'step up' in quality, taste and style, is encouraging tasteful end zone celebrations at this year's season finale. Should the league accept the brand's offer, the $5 million would be earmarked toward the creation of Cuervo Black Penalty and Fine-Free Zones adjacent to both end zones. Players could go to this area after scoring to celebrate their touchdowns without the league administering fines or penalties. 

In an open letter addressed to pro football's commissioner that appeared in USA Today, Cuervo Black suggests the offer would bring even more of the good-natured fun to the game. 

"This year will mark the 40th edition of the game, but just because it's getting older doesn't mean it has to be any less fun," said Bertha Gonzalez, Commercial Director, North America, Jose Cuervo International. "We're offering $5 million in hopes of creating an opportunity where players can celebrate their touchdowns without fear of fines or penalties." 

Some well-known end zone celebrators think the fines and penalties should be relaxed. 

"I think there have been some really creative celebrations this year, but there probably could be more if players weren't fearful of fines and penalties," said Billy "White Shoes" Johnson, one of the pioneers of end zone celebrations. "Tasteful celebrations are a highly anticipated part of the game." 

"While we are encouraging players to have fun at this Sunday's game, we'd like them to do so tastefully and responsibly," said Rob Warren, Senior Vice President Global Tequilas, Diageo North America. "Just as we encourage tequila drinkers to enjoy Jose Cuervo products responsibly." 

Like the game of football, which continues to evolve and change, Cuervo Black is the newest evolution in the tequila category. It is aged for a minimum of twelve months in new char barrels unlike other tequilas that are traditionally aged in previously used barrels. The fire-charring process is done to eliminate impurities on the barrel's interior so that the wood's true tasting notes soak into the tequila. The resulting taste is more complex with a smooth and slightly oaky flavor that is exclusive to this tequila and reminiscent of fine, aged whiskeys. Cuervo Black's rich flavors and refined aromas make it particularly well suited to be enjoyed on the rocks or mixed with cola and a lime.
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15. US: Luxco Buys up St. Brendan’s Irish Cream

Editorial team - Just-drinks.com 

February 2, 2006

Luxco has purchased St. Brendan’s Irish cream liqueur for an undisclosed sum.

The US-based company formerly David Sherman Corporation, announced the acquisition yesterday (1 February).

Luxco has been the North American agent for St. Brendan’s for over 20 years.  The brand was formerly owned by St. Brendan’s Irish Cream Liqueur Company of Londonderry, Northern Ireland.

“We have built St. Brendan’s steadily and consistently as an agency brand in North America,” said Donn Lux, Luxco’s president and CEO.  “With this acquisition we look forward to further growing St. Brendan’s worldwide.

“To now own it is extremely rewarding as St. Brendan’s will now be solidified within the Luxco brand portfolio.”
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16. U.S. Ski Association Urged to Dump Beer Sponsor in Wake of Bode Miller Flap

February 3, 2006

Does Skiing Really Need an "Official Alcoholic Beverage?" asks CSPI 
When champion skier Bode Miller confessed to taking to the slopes intoxicated, one of the first to tut-tut his disapproval was Bill Marolt, president and CEO of the U.S. Ski and Snowboarding Association. "Not only is the use of alcohol irresponsible on the part of an athlete, but it is also a dangerously inappropriate message to send to participants in our sport, especially young skiers and snowboarders," said Marolt. Now Marolt's group is accused of fostering irresponsibility and sending inappropriate messages to young people because of its partnership with Anheuser-Busch, maker of Budweiser and Bud Light—the "official malt beverage" of the ski association.
"Talk about the pot calling the kettle black," wrote George Hacker, director of the Alcohol Policies Project at the Center for Science in the Public Interest (CSPI) in a letter to Marolt. "It is disingenuous and hypocritical of you to summon all of this fake outrage when your association is helping Anheuser-Busch promote beer to the many young people who follow and participate in USSA activities."
CSPI is calling on the USSA to terminate its relationship with Anheuser-Busch and to forgo all other alcohol sponsorships in the future.
The National Ski Areas Association, the American Academy of Orthopaedic Surgeons, SAFE KIDS, and the U.S. Consumer Product Safety Commission all recommend skiers and snowboarders to avoid alcohol consumption. 5,000 people under the age of 21 die from alcohol-related causes each year, including unintentional injuries.
"The Ski Association already has an official pasta, an official car, an official asset management company, an official hair care provider and an official Internet services provider," said Hacker. "Does it really need an official alcoholic beverage?"
 http://cspinet.org/new/200602021.html
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17. Beer Institute Modifies Ad Code
By Ira Teinowitz – AdAge.com  

February 02, 2006

QwikFIND ID: AAR37P

Changes Permit Commercials to Show Drinking, Flirting

WASHINGTON (AdAge.com) -- It’s now officially OK to show people drinking and people flirting in beer ads. 

Parody and satire defined
 The Beer Institute, as part of its move toward industry-self regulation, is modifying its advertising 
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	An Anheuser-Busch commercial entitled 'Hidden Bud Lights' that is slated for airing during the Super Bowl includes scenes that resemble drunken revelry. 





code for the first time since 2003. The changes allow brewers to show drinking and “romantic interactions,” within limits, in advertising. The new code also defines humor, parody and satire for the first time as something “readily identifiable as such by reasonable adults of legal drinking age” and requires brewer audits to assure placements are in media reaching a 70% adult audience. (In 2003, brewers began requiring all beer ads be in media in which at least 70% of the audience are adults.) 

While the old code did not contain language specifically allowing drinking in ads, it didn’t completely ban it, either. Instead, it said that advertising and marketing materials “should not depict situations where beer is being consumed excessively in an irresponsible way, or in any way illegally.” 

The code also keeps intact some things from the earlier version, including limits on use of cartoon characters, college marketing, the age of actors pictured and media bought. 

Clearing up confusion
Beer Institute officials said the change is aimed at clearing up any confusion about what’s allowed, rather than designed to get scenes of drinking into ads. The revision makes clearer that a picture of a glassful of beer, followed by one of an empty glass —- suggesting the beer had been consumed -— doesn’t in and of itself represent a code violation. 

It also spells out what is a violation. “Advertising and marketing materials should not depict situations where beer is being consumed rapidly, excessively, involuntarily, as part of a drinking game or as a result of a dare,” the new guideline says. 

And while continuing to ban suggestions that sexual conquests could be a result of beer drinking, the code now draws a tighter line. Ads “may contain romantic or flirtatious interactions but should not portray sexually explicit activity as a result of consuming beer,” the code now says, replacing the previous guideline that “beer advertising and marketing materials should not portray sexual passion, promiscuity or any other amorous activity as a result of consuming beer.” 

How many scenes of people drinking actually will show up remains uncertain. That’s because no matter what the modified code says, the media is the ultimate arbiter of what appears an air and several TV networks, among them Fox, ABC and NBC, have guidelines that still prohibit scenes of drinking in ads. 

The code changes come as the industry undergoes a major switch in how it handles ad complaints. Although there have been continued calls over the years from congressional critics and the Federal Trade Commission for the beer industry to launch an independent review of beer-advertising complaints from consumers, only Coors Brewing Co. had allowed independent review. 

That changed this fall, when the Beer Institute announced in September it would launch self-review Jan. 1. 

The new code will be administered by the Beer Institute rather than the National Advertising Review Council, and Coors is rejoining its rivals in the industry system. Decisions will come from a panel of three outsiders chosen from a five-person code-compliance review board, who will limit their examination to complaints about violations of industry guidelines. 

30-day process
Beer Institute officials said consumers who file complaints will get reaction from individual companies, and if unsatisfied can ask for the third-party review. Brewers aren’t required to follow the panel’s recommendations, but the complaint, the panel’s recommendations and brewers’ response will go on the Beer Institute’s Web site. 

The Beer Institute hopes to handle complaints quickly, with the process taking as little as 30 days from start to finish. Among the people who will review complaints: Gloria Rodriguez, president CEO-of Comunicad; a professor of marketing at the University of Texas; a former official of the Bureau of Alcohol Tobacco and Firearms; and a former board member of Mothers Against Drunk Driving. 

George Hacker, director of alcohol policies for the Center for Science in the Public Interest, said he doesn’t think brewing industry self-review will change much, and represents brewers “immunizing themselves from a wide variety of complaints.” 

He added, “On its face it is a step forward, but we’ve always contended the code contains a great deal of ambiguity that allows appeals to young people and heavy drinking and suggestions that beer is a way to score with women. I don’t think this will create much change.” 
http://adage.com/news.cms?newsId=47740
[image: image29.jpg]~ dome states say no

Nine states have comprehensive indoor smoking bans,
including in bars and restaurants. Five others have smoking
bans that exclude standalone bars; and casino gambling
areas in the case of New Jersey. In addition to statewide bans
shown here, many cities have enacted their own smoking
restrictions.

KEY Il Comprehensive indoor smoking bans
1B Indoor smoking bans with exclusions
No statewide smoking ban

. ofS
| EEoE

s w

a0 il

* Exclusion for bars ends in 2008 **Ban to take sfiect April 15.
Source: Campaian for Tobaceo Eree Kids, January 2006 ik asia





18. Miller Shifts Ad Work to Crispin Porter & Bogusky

By Ira Teinowitz – AdAge.com 

February 02, 2006

QwikFIND ID: AAR37M

Miami Shop Becomes 'Primary Agency' for $175 Million Account

WASHINGTON (AdAge.com) -- SAB Miller’s Miller Brewing Co. is moving most of Miller Lite advertising back to Crispin Porter & Bogusky, naming the ad agency its “primary agency” on the $175 million account and giving up on its strategy of having several different agencies on the brand. 

	[image: image9.jpg]




	



The decision comes eight months after Miller brought in Tom Long as its new marketing chief, replacing Bob Mikulay, who retired. Mr. Long was president of Coca-Cola Co.’s Northwest European division and oversaw Coca-Cola operations in parts of Europe before joining Miller. 

Competitions for creative
 Under Mr. Mikulay, Miller had used Crispin as an agency on Miller Lite’s "Good Call" advertising, but also had held competitions for creative executions, using other agencies for individual executions, among them WPP Group’s Ogilvy & Mather and Young & Rubicam, Interpublic Group of Cos.’ Martin Agency and independent Wieden & Kennedy. 

"We have used the jump-ball approach with Miller Lite and decided to consolidate," said a Miller spokesman, adding that Miller is also going to consolidate advertising for Miller Genuine Draft at Martin Agency, Richmond, Va. 

Mr. Long, in a statement, said Crispin "demonstrated an impressive ability to think in innovative ways across all marketing platforms and to apply their creativity smartly across emerging and traditional media." 

Wieden & Kennedy is the agency for Miller High Life and continues to do that work. 

Out in the switch is Ogilvy, which continues to do work for SAB Miller outside the U.S. Y&R, Chicago, will continue to do project work for Lite. 

http://adage.com/news.cms?newsId=47736
 

[image: image30.jpg]



� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���





� EMBED Photoshop.Image.4 ���








[image: image31.jpg]% \rinkings

,



[image: image32.jpg]The cost of an OWI

The cost of a first conviction for operating a vehicle

while intoxicated can vary, but here’s roughly

what one can expect.

Vehicle towing, storage and
release from police depariment

Driver's license reinstatement fee
New license

Driver's license civil penalty

Car insurance premium increase
Interlock or “blow and go” device
OWI penalty fine

OWI classes

OWI substance abuse evaluation
Probation administration fee
Attorney fees.

Missed wages

Total

§71+
s20
s23
$200
$900
$390++
$1,000%*
$325
$65
$250
Sa00*==~
$400
$4,550

* Gould be significantly more:
** Not required in most cases

" Gan be reduoed to $500 i the offender is able to get a temporary work permit
= A private attomey could cost as much as $2,000 to $3,000 more

Sources: Estimates from state and Polk County offiials
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