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1. Roll Out a Celebration of Iowa

Register Editorial Board

April 13, 2006

What a great idea: Three Iowa Alcoholic Beverages Division semi trucks have donned designs to promote Iowa's three pilot Great Places.
Great Places is an initiative bringing together state government and communities to highlight the unique qualities of certain places. The first three are Clinton, Coon Rapids and Sioux City.
"These trucks log thousands of miles every year as they travel throughout Iowa, and will carry these messages to hundreds of thousands of motorists on our highways and interstates," said Anita Walker, director of Iowa Department of Cultural Affairs.
Why stop at three trucks? Why not promote gems like Dubuque's Mississippi River Museum or Living History Farms?
Rolling billboards will give travelers a glimpse at great attractions lying beyond the easy reach of interstate exit ramps. Maybe they will prompt travelers just driving through to stop and stay awhile on their next trip.
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2. Great Places Ads Hit the Highways

By Dan Gearino - Journal Des Moines Bureau

April 11, 2006
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	State Rep. Wes Whitead (D) Sioux City shows off one of the Iowa Alcoholic Beverages Division trucks that has been decorated as a rolling billboard designating Sioux City as one of Iowa’s Great Places. (Lee Enterprises photo by Bob Nandell)


Questions remain on program funding
DES MOINES -- Sioux City, Clinton and Coon Rapids will get truckloads of publicity from an advertising campaign started Monday for the Iowa Great Places initiative.

The Iowa Alcoholic Beverages Division, the state-run liquor distributor, has outfitted three of its semi-trucks with free advertisements promoting tourism in the three cities. The trucks pulled up to the Statehouse to mark the beginning of the campaign.

Inside the building, legislators are struggling with questions about how much money to give Great Places and how quickly the program should be expanded beyond the initial three cities. A bill passed by the House last week would give each of the cities $1million, to be paid later this year. This was a last-minute change from a plan that would have spread payments out for several years.
	


Now the Senate has the chance to approve or amend the House bill. The state coordinator for the initiative, Cyndi Pederson of the Iowa Department of Cultural Affairs, said Monday that she is leery of the House plan because it creates the expectation that future cities selected for the program would also be in line to get $1 million -- a funding level that is probably not sustainable if the program is expanded to other cities.

"That's hurting the integrity of the program," Pederson said.

The House plan was approved over her objections, with lawmakers deciding to go along with leaders from the three cities who want the money as soon as possible.

Dennis Lauver, president of the Clinton Area Chamber of Commerce, said the state's focus should be on helping the initial three cities, so that the program will have a strong foundation before being tried in other places.

"They need to make sure they do the first three right before they move ahead," he said.

Great Places was started last year to help cities improve on existing amenities, with the aim of boosting tourism and expanding recreational options.

Sioux City, Clinton and Coon Rapids were selected in October from more than 140 applicants to serve as pilot projects. The selections were made by a citizen advisory board.

At first, there was virtually no money attached to Great Places. The winning cities were in line to get consulting help from the state that might lead to state and federal grants, but there was no direct payment. But the funding structure has changed, largely because of concerns from the three cities that little would be accomplished without start-up money from the state.

Much of the money would be used to win matching funds from various grant programs. Pederson said the initiative may expand to other cities as soon as this summer, though the budget bill passed by the House contains no new money for those cities.

The promise of adding other cities is a key element for the program to get support from the Legislature. Nearly every lawmaker has a prospective Great Place in his or her district. While the Legislature mulls the program's future, the semi-trucks advertising the program will be on major highways throughout the state, with each truck covering an average of about 800 miles per week.

In addition to the three trucks advertising the three cities, a fourth truck will advertise the Great Places initiative itself, with pictures and logos of places across the state. The advertising can last up to seven years. This is the first time the Iowa Alcoholic Beverages Division has donated space in this way.
The division estimates that the three cities would need to pay a combined $1.26 million for similar advertising if it wasn't donated.
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3. Looting Reported in Downtown IC (Iowa) 

Staff Writers - The Daily Iowan
April 14, 2006
It wasn't only ripped debris and trash that littered downtown Iowa City streets immediately after tornadoes hit Thursday night.


Curious passersby took advantage of the chance to swipe a few free beers from smashed and damaged stores and convenience stations - incidents that many gas-station operators throughout Iowa City' nucleus reported.
	



"The Liquor House opened up like a can of tuna, and all my friends ran up and started taking liquor," said UI senior Sam Ehlinger as he meandered through the Pedestrian Mall around 10 p.m. Thursday.


Reports of looting and other general chaos were prevalent, but officials said such reports had not been confirmed. Iowa City police Sgt. Doug Hart said that as of late Thursday, officials did not have many details regarding the reported looting.


"That is something we will address," he said.


An employee of the Liquor House - whose back wall had collapsed on a parked car - declined to comment.


"Now's not the time," the employee said.


Later, Liquor House employee James Roe, 22, said the store had no plans to keep watch overnight, deferring instead to nearby police oversight.


"We're feeling all right," he said. "We're concerned to some degree, but we won't be sitting in here with shotguns."


Though officials from the Johnson County Sheriff's Office said they released a statement late Thursday to urge residents to sit tight in their homes, many people cast aside the warnings and curiously surveyed the damage.


J.J. Lewis and his friends sat on the patio of his apartment building, 307 E. College St.


"It was hailing, and there was debris flying everywhere, and it sounded like a train coming through," Lewis said, taking a sip of beer. "We had a case, and we felt bad, but …"


Emergency officials said the increased traffic and number of peoples parading through the streets created a slight hindrance for workers trying to reach people who had called 911.


"Earlier, it was quite hectic," said Steve Spenler, the director of Johnson County Ambulance Service. "We had a limited number of calls, so we were not adversely affected, but there was a lot of traffic, and it certainly was a hindrance."


"It would be good if people would be encouraged to stay home," he added.


Hart said several things were also being thrown at first responders at one point.

http://www.dailyiowan.com/media/storage/paper599/news/2006/04/14/Metro/Looting.Reported.In.Downtown.Ic-1852360.shtml?norewrite200604141034&sourcedomain=www.dailyiowan.com&mkey=433542
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4. SMIRNOFF Announced As Top Spirit

By Avinde O. Chase, Staff Writer - All Headline News
April 10, 2006 
Norwalk, CT (AHN) - On Monday SMIRNOFF Vodka was announced as the number one selling premium distilled spirit in the world for the second year in a row. Smirnoff even beat-out Bacardi, which previously held the coveted spot, in both sales volume and value.
Boasting with pride James Thompson, Global President of Smirnoff, says, "Now we know that Smirnoff is not only the number one-selling premium vodka in the world but also the best-selling premium distilled spirit."
Thompson continues, "Smirnoff's success comes from the distinctive, high-quality product, its heritage, excellent advertising and new packaging that conveys Smirnoff's status as a world-class vodka."
Owned by Diageo, an industry leader in promoting responsible drinking, Smirnoff traces its heritage back to 19th century Russia, and was introduced in the United States in 1934. 
http://www.allheadlinenews.com/articles/7003121638
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5. Pernod to Introduce Six New Products, Increase U.S. Marketing 
By Josh Fineman – Bloomberg
April 11, 2006

Pernod Ricard SA, the world's second-largest liquor company, will "significantly" increase marketing in the U.S. as it introduces six new products this year including blueberry-flavored Stolichnaya Vodka.

The company will also begin selling Seagram's Gin & Juice Purple Rage, Martell Noblige cognac and Seagram's Gin Distillers Reserve in May and June, Kevin Fennessey, Pernod's senior vice president of U.S. marketing, said in an interview today.

Chief Executive Officer Patrick Ricard's $13 billion purchase in July of Allied Domecq Plc, the maker of Stolichnaya vodka, doubled Pernod's size in the U.S., where consumers are switching to spirits and wine from beer. The company said it might look at additional purchases to add to its product line.

"In the liquor and wine/spirits, we certainly could make further acquisitions in the future," said Pierre Pringuet, Pernod's managing director, in an interview in New York today.

The only product missing from Pernod's portfolio is a mainstream premium tequila, Pringuet said during a press briefing.

"That is probably the major gap," Pringuet said. "Maybe that will come internally, organically by growing the existing brand, which we have in the portfolio. Maybe it will come by acquisition. I don't know." The company introduced a new super-premium tequila called Tezon Tequila earlier this year that sells for $60 to $70 a bottle.

Pernod will advertise Stoli Blueberi on regional cable television and Distiller's Reserve with magazine and outdoor campaigns, Fennessey said.

The company last month reported profit rose 51 percent to 488.2 million euros ($589 million) in the six months ended Dec. 31 from 323.4 million euros a year earlier.

Ricard said last month that he's wringing savings from the deal faster than expected. He plans to continue to cut costs and debt, which swelled by more than 1.8 billion pounds with the Allied deal.

The stock gained 31 percent in 2005, more than twice as much as shares of Diageo Plc, the world's largest liquor maker by sales. Pernod's shares fell 1.4 euros to 157.3 euros in Paris today.

Ricard engineered the Allied purchase to tap growth in the U.S. and Asia as French sales drop. The acquisition, which brought Paris-based Pernod brands including Kahlua, Malibu and Beefeater, has helped the company narrow the gap with Diageo. 

London-based Diageo, the producer of Smirnoff vodka and Johnnie Walker whiskey, said in February that first-half profit climbed 21 percent as the company sold more spirits in the Americas.

Ricard last month said he plans to increase spending on Allied brands, which contributed 486 million euros to earnings after advertising and promotion.

With reporting by Meera Bhatia in London. 
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6. Father Brings Smashed Cars to Show Dangers of Drunk Driving 

By Nicole Weis, Staff Writer, Daily Nonpareil
04/12/2006
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	Photo submitted by Sue Fischer Photography - Russ Reineke speaks to students about the deadly combination of drinking and driving. Reineke’s son was killed by a 16-year-old drunk driver on Nov. 24, 2001, as was 21-year-old Kristi Nielsen. Reineke brought blown up pictures of the victims as well as the vehicles involved in the deadly collision. 
	[image: image13.png]





AVOCA - Talking about the death of his son never gets any easier for Russ Reineke, whose 24-year-old son, Dale, was killed by a drunk driver on Nov. 24, 2001. Even though speaking about the circumstances is difficult for Reineke, he continues to convey to young people throughout Iowa how deadly drinking and driving can be. 

Reineke presented his message about the dangerous combination of drinking and driving to A-H-S-T sixth- through 12th-grade students on Monday during the school's drunk driving prevention session. He told the story of his son, Dale, and his 21-year-old fiancee, Kristi Nielsen, who were killed by a drunk driver four and a half years ago, and how their deaths could have been prevented.

"Our decisions, our actions, our choices determine whether others live or die," Reineke told the students. "Not only did I lose my son, a true friend of mine, but I lost his and his fiancee's future children, my grandchildren."

Reineke spoke of the two 16-year-old girls who drove 100 miles from their hometown of Odebolt to a party in Ames on Nov. 23, 2001, consumed alcohol throughout the night and decided to drive home early the next morning. Meanwhile, Dale, Nielsen and two other friends were driving to a football game in Ames. The 16-year-olds were 35 miles outside of Ames when their car crossed the centerline of U.S. Highway 30. The driver of the van Dale was riding in had no time to brake or swerve and the vehicles collided head on. According to the police report, both 16-year-olds died instantly. Dale and Kristi also died. A toxicology report showed the girl driving the car had a blood alcohol level of .139. The legal limit in 2001 was .10. It has since been changed to .08.

"I can't even begin to tell you what it's like to pick out a casket for my son ... all because two people chose to drink so irresponsibly and then drive," Reineke said.

The students listened intently and fought back tears as Reineke pleaded with them not to drink and drive.

"Please don't let Dale and Kristi die for no reason," he said.

To illustrate his message, Reineke brought both of the crushed vehicles he bought from the salvage lot to show what can and does happen when people drink and drive. The vehicles will remain at the high school until Thursday.

"If I didn't have the vehicles I wouldn't be doing this," Reineke said. "If the students see them on a daily basis, it sets in a little more and doesn't go away. I don't care if they remember my name after this; it's the visual part they're more likely to remember."

But the students will most likely recall Russ Reineke's name. Pottawattamie County Sheriff Jeff Danker and Pottawattamie County Attorney Matt Wilber, Avoca Police Chief Will Rose, Randy Rogers, a sole survivor of a drunk driving incident, and Dick and Mike Jones from Pauley Jones Funeral Home also spoke out about the risks and dangers of drinking and driving on Monday.

"In these circumstances, the choice only comes once," Mike Jones said. "You don't get a second chance."

But of all the speakers who talked about why not to drink and drive, two high school students agreed Reineke's story had the most impact on them.

"Russ showed the personal side of it all," said 18-year-old senior Jill Krohn. "And the fact that it could happen to anybody."

The effect his speech has on the students is precisely the reason why Reineke continues to relive the day his son was killed. Although it's not publicized when someone doesn't drink and drive, Reineke hopes his message has prevented drunk driving from happening.

"You don't hear about the people taking a stand and asking for the keys. You only hear about the stories where someone didn't," Reineke said. "I can't think of a more senseless way to die, and I just can't let Dale die without doing something about it." 
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7. Underage Drinking in a Targeted Market

Editorial Page - Wall Street Journal

April 13, 2006

Your article calls attention to the critical issue of underage drinking in the Hispanic community, but it doesn’t fully explain the steps the beer industry is taking to address this issue for Hispanics and all Americans.

Local beer distributors work with state regulators, retail partners and others in the community to prevent irresponsible and underage drinking.  Specifically, beer wholesalers have implemented Hispanic education efforts, including public-service announcements, training for alcohol-beverage servers and materials to help parents talk to their kids about not drinking.

States also have strict regulations controlling the distribution and sale of malt beverages that work to keep alcohol out of the hands of youth.  State regulators are best equipped to enact effective policies to address underage drinking because they are more able to take into account local circumstances.

In the past 20 years, these combined efforts have helped significantly reduce irresponsible and underage drinking.  We must remain steadfast in our efforts to stop underage drinking among not only Hispanics, but all Americans.

Craig A. Purser, President

National Beer Wholesalers Association

Alexandria, VA
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8. Story County Bans Alcohol at Popular Park

KCCI Channel 8

April 12, 2006

Fines Run More Than $100

DES MOINES, Iowa -- Problems with drinking have led to a big change at a popular Story County recreation area. 

On a warm summer day, the beach at West Peterson Pit is packed with people and coolers of beer. 

Authorities said that all the drinking has created a lot of problems. 

The Story County Conservation and Parks Department has decided to ban alcohol at Peterson Park. 

	

	


On Wednesday, conservation workers put up new signs that say alcohol is prohibited. 

"This area's been a popular area with the youth for a long time, but only in the last few years has … what we would call excessive consumption of alcohol become a real issue," said Steve Lekwa, the conservation director. 

Conservation officers will also spend more time at the park this summer enforcing the new rules. 

"Until we get control of the running party that this has become in the past couple of summers, we'll be running some of that longer-term monitoring with our ranger staff," Lekwa said. 

Some of the park's trees along the road leading to the beach also tell a story. 

Lekwa said missing bark and shattered glass show where a car or truck hit a park tree. He said he can only assume that the person driving was under the influence. 

Lekwa believes the alcohol ban will lessen the risk of someone getting injured in a car accident or drowning in the lake. 

"I would love to be able to come down myself and enjoy a beer or two on a Sunday afternoon, if I was sitting on the beach, but the risk for so many is just not worth allowing that for the time being," he said. 

Conservation officers said they may have to write a lot of tickets this summer until everyone gets the message that they are serious about enforcing the new rules. 
The fine for having alcohol on the beach is more than $100.
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