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1. A Painless Sting

By Zach Jensen, Managing Editor – Cresco Times

March 13, 2006
Cresco Police Department reports all tobacco vendors in compliance with laws
CRESCO - The Cresco Police Department recently operated a sting on local tobacco vendors, and Chief Mark Kissinger announced Monday they all passed with flying colors.
"The Cresco Police Department, in co-operation with the Iowa Alcoholic Beverages Division's Tobacco Enforcement Program, did a compliance check of all tobacco retailers in the City of Cresco on March 2," said the Chief. "The Police Department was pleased that none of the retailers in Cresco sold tobacco to the minor who attempted to make the purchase."
Kissinger said the zero count is quite an improvement from the last several years. In 2002, four merchants sold tobacco to the police department's "youth." That number dropped to zero in 2003, but in 2004 and 2005, one vendor was caught selling to minors in each year. The chief said that when a vendor is caught selling tobacco to minors, it's mainly due to the vendor's negligence.
The chief explained that when a merchant is caught selling tobacco to minors, the fines start at $100 for the first violation.
The second violation earns a fine of $250, and the third brings a fine of $500.
Those fines, Kissinger said, are assessed to the employee who sold the tobacco to the "minor" - not the business.
"We offer a class on checking IDs," said Kissinger. "If an employee completes that class, they get a certificate, so if they are caught selling tobacco to minors, they don't get fined right away. If they know they are going to get fined, it's usually a deterrent."
Kissinger said his department suggests that any time a person appears less than 26 years of age, merchants should ID them for tobacco purchases. "There are some 17 year olds that look 21 or 22 out there," he said.
"We're happy about the results of the compliance check," said the chief. "As a person gets older, it gets harder to quit. So, it's best if they never even start."
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2. Senate Panel Says No to Inhaled Liquor

Sioux City Journal

March 15, 2006

DES MOINES -- An Iowa Senate panel is recommending a ban on machines that allow for the inhalation of vaporized liquor.

Sen. Frank Wood, D-Eldridge, led the charge on the bill. He said the machines may become popular in Iowa bars, providing a new way for a quick buzz. "You get drunk, right into your lungs and into your blood system much quicker," he said.

Sen. Maggie Tinsman, R-Bettendorf, was surprised to hear that such a thing exists. "What in the heck is this?" she asked.
The House has already passed the ban. Now it is eligible for debate onthe Senate floor.

http://www.siouxcityjournal.com/articles/2006/03/15/news/iowa/b2a35cfbef1f858186257132000d54b3.txt
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3. Women's Libation

By Joann Klimkiewicz, staff writer - Courant 
March 13, 2006
As Females Gain Equal Right To Imbibe, `Girlie Drinks' Beckon

The cocktail menu at Trumbull Kitchen in Hartford is brimming with sweet, fruity drinks and chocolate concoctions. Poured in pretty glasses and garnished with flair, they're branded with names of the "-tini" variety: Espresso Martini, Bellini-Tini, Valentini.
The chance that a tray of these dainty drinks is headed to the trio of strong-jawed men in the corner?
"Slim," restaurant manager Jennifer Derleth says over the din of the evening crowd. "Very slim."
Don't misunderstand, Derleth says. These drinks pack an alcoholic punch.
But with sweet, creamy flavors that mask the bite of liquor, these - she hesitates on the phrase - are "girlie drinks."
"They're the kind of drinks that are more appealing to women," says Derleth.
And they're the kind of drinks moving females from the coffee klatch to cocktail klatch, appealing to the sensibilities of stylish young women who are holding off marriage and have more disposable income tucked in their designer purses.
"You're just more likely to meet for drinks than coffee after work," says Derleth. "And it's always just a good way to let off some steam."
It's a cocktail culture spawned by Carrie Bradshaw and her chick-lit peers, a free-spirited lifestyle in which everyone looks better-dressed with a martini glass - after work, on a girls' night out, at the spa, even on a girls' night in.
"Taboos associated with women drinking, even sitting at bars by themselves, are really falling by the wayside," said Margie Fox, president of the New York marketing firm Maloney & Fox. "It's a much more confident woman these days, drinking not just cocktails but bourbon and beers. And they want a cocktail or signature spirit that reflects their style."
The alcohol industry is responding with products that appeal to the taste buds of these young urban females, from fruit-flavored vodkas to sweet, fizzy malt beverages - so-called alcopops - that go down as easy as cherry soda.
Ads pepper glossy fashion magazines and run during popular female-targeted programs such as "Sex and the City," the television show (inspired by Bradshaw's writings) that helped give rise to this fun, flirty drinking culture. (The show's Kim Cattrall even signed on to represent Bacardi's new rum concoction, Island Breeze.)
"The alcohol industry studies all these social demographics trends, scratches their heads and says, `How can we construct a very appealing marketing message that taps into these very real demographic changes?,'" says Rob Williams, a professor of history and media studies at Champlain College in Burlington, Vt.
And if the message that has penetrated the male psyche associates drinking with masculinity and sexual conquest, he says, the one for women is "be a good girl by day; shed your inhibitions at night."
"They're saying it's OK to consume as much alcohol as the guys," says Williams. "In fact, it's a way to sort of claim your womanhood, claim your female status."
It's reminiscent of the "You've come a long way, baby" cigarette campaign of the 1970s and 1980s, when Virginia Slims equated smoking with women's liberation.
Similarly, Williams says, the message is: "Drink alcohol; strike a blow for crafting your own female identity."
Gary Galanis, vice president of corporate relations for Diageo, an alcoholic beverage company whose North American headquarters is in Norwalk, says the company doesn't consider the female market any more important than others.
"Adult consumers [of all markets] expect innovation and expect new brands and flavors," says Galanis.
Fox says female drinkers can expect to see new alcohol products incorporating teas and chais, their campaigns borrowing from the serene elements of spa culture.
It's that sensibility that helped her craft a successful "Chocolate for Charity" campaign around Godiva Liqueur, produced by Diageo, in December 2004. Fox's firm connected with stylish women by teaming up with the Louis Licari salon during a time when celebrity blondes were going brunette. The brand donated $50 to the Step Up Women's network for every woman who darkened her hair. Women mingled with celebrities, sipped luscious cocktails and chose from a hair color menu inspired by the liqueur's various flavors.
The result, Fox says, was stellar media coverage that helped boost sales 92 percent in California and 12 percent in New York.
It seems like harmless fun - women kicking back and connecting with each other over tasty new drinks.
But sometimes the underlying messages can be troubling, says Williams.
"The message from the alcohol industry is, as a young woman, if you drink, you'll somehow become more free, more womanly, more independent, more mature," he says, "when in fact, alcohol has exactly the opposite effect. It makes you less free, less independent, less capable of making healthy, informed judgments about any given social situations."
Some industry critics worry about the health and behavioral risks associated with female alcohol consumption - heart disease and date rape, for example - especially among younger women.
While binge-drinking gets a lot of attention on college campuses, and while the "Ladette" drinking culture has been well-documented in the United Kingdom, risky drinking among young American women appears to be flat. The National Institute on Alcohol Abuse and Alcoholism reports no significant change in risky drinking among women between the ages of 18 and 29 in the past few years.
But of concern, and getting much media attention in recent years are the fizzy alcopop drinks - beverages like Smirnoff Ice and Bacardi Silver. Youth advocacy groups point to a recent study by the American Medical Association showing these drinks particularly attract teenage girls. Critics call them a gateway beverage, a young drinker's transition from soda to alcohol. And they say boys know to ply girls with these drinks to take advantage of them sexually.
According to a 2004 study by the Center on Alcohol Marketing and Youth, 71 percent of eighth grade boys reported drinking an alcopop in the last 30 days, compared with 86 percent of girls. For 12th graders, the gap becomes clearer: 57 percent of boys compared with 74 percent of girls.
"It's the product design, the taste, the color. It goes down easy," says James Mosher, a lawyer and director of the Center for the Study of Law and Enforcement Policy in California. One of the most vocal critics of the drinks, he's working to change their classification from "beer" to "distilled spirits," which would curtail their advertising to the youth market.
Galanis, of Diageo, which produces Smirnoff Ice, says the company has a tradition of advocating teen education and responsible drinking. He says the company only advertises in venues where 70 percent or more of the audience is of the legal drinking age - a standard critics call inadequate.
In Connecticut, Diageo is supporting a new law that would toughen penalties for adults who provide alcohol to minors.
"The younger a girl will start to drink, the more likely she is to develop a dependent, some would say addictive, relationship with alcohol," says Champlain College's Williams. "That's great business if you're the alcohol industry, but it's a really troublesome problem if you care about the public health of society as a whole."
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4. A Lawsuit by Coke Bottlers Exposes Cracks in System 

Source: AP
March 13, 2006 

OKLAHOMA CITY; The black-and-white photos hanging in Robert Browne's office recall happier times for the longtime Coca-Cola bottler. 

In a 1922 image, his grandfather stands proudly in front of his newly acquired Coke bottling plant. A 1978 snapshot shows three generations of Mr. Browne's family celebrating a new contract with Coca-Cola Co. alongside Donald Keough, later Coke's president. 

Yet last month Mr. Browne sued Coke. The suit by him and 54 other independent bottlers also named one giant Coke bottler, Coca-Cola Enterprises Inc. It seeks to bar them from breaching a century-old tradition at the iconic soda company, in which the independent companies that put its beverages in bottles and cans also deliver them to grocery stores and stack them on the stores' shelves. 

The problem: Wal-Mart Stores Inc. wants one Coke-produced beverage, the sports drink Powerade, sent directly to its warehouses. Coca-Cola Enterprises has agreed to do so, within its own sprawling territory. 

Smaller bottlers wouldn't be affected immediately. Yet they fear this is an opening wedge, a shift that ultimately could threaten their survival. Their concern is that straight-to-warehouse delivery will prove pleasing to Wal-Mart, that other chains will demand it, and that it would inexorably spread to other drinks and bottlers. The small bottlers then would see their close relationships with grocers diminished, and local marketing would suffer. Those relationships are the main way the bottlers feel they can drive sales in their territories - and thus their own business success. 

Agreements dating to 1899 give Coke bottlers exclusive rights to handle sales and distribution within their territories, all the way down to building displays in grocers' aisles. Coke must rely on the bottlers, as well, to manage a growing assortment of new drinks and to execute marketing promotions. As a result, Coke's growth has always been built on a symbiotic relationship with local bottlers. 

But Coke has also chafed at their independence, and the company has steadily nibbled away at it. Bottlers numbered more than 1,000 in the 1930s in the U.S. In the 1980s and '90s Coke encouraged consolidation, eventually shrinking their number to 76 nationwide. Now, Coke is also facing a stubborn slide in U.S. sales of its flagship Coca-Cola Classic as consumers buy more bottled water, expensive lattes and energy drinks. 

Coke's world-wide volume growth was 4 percent last year, down from a recent peak of 9 percent growth in 1997. In the U.S., the largest soft-drink market, Coke Classic sales are off 10 percent during the past five years and Coke's market share of the $68 billion-a-year soft-drink industry is at a nine-year low. Coke's stock, trading in the low $40s, is well off its 1998 peak of nearly $89. 

As Coke tries to reverse the slippage and boost new noncarbonated drinks, some Coke executives and analysts believe the fragmented bottling network is a relic that must change. They depict the lawsuit plaintiffs as family-run businesses clinging to the past. Meanwhile, giant grocery retailers are aggressively pushing for ever-tighter efficiency in their supply chains. If Coke is to turn itself around, some maintain, it must gain better command of all the tentacles of its business. 

"Coke is going back to control, control, control," complains Mr. Browne, chairman and chief executive of Great Plains Coca-Cola Bottling Co. "Their goal is getting rid of us munchkins." 

The head of Coke's North American business, Donald Knauss, says Coke isn't trying to get rid of bottlers but can't ignore shortcomings in its business model. "It's about having one system that operates in concert," he says. "We can't keep having internal debates where 20 bottlers want to do it this way and another 35 bottlers want to do it that way. I don't think we can grow unless we adapt to how the customer landscape has changed." 

The sides are squaring off in federal court in Springfield, Mo., with plaintiffs claiming the plan for direct-to-warehouse delivery is a breach of contract and defendants saying it is permitted. The bottlers that are suing handle nearly 10 percent of Coke's U.S. volume in bottles and cans. A hearing on a preliminary injunction against the warehouse plan is scheduled for later this month. That's just before Coca-Cola Enterprises, which handles 77 percent of Coke's volume in the U.S., begins delivering Powerade to Wal-Mart warehouses April 1 in its U.S. territory. (A pilot program is under way in Texas.) 

Coke bottling got going in 1899 when two young Tennessee lawyers visited Asa Candler, an Atlanta businessman who had acquired the soda formula from the inventor, John Pemberton, and made it a popular drink at soda fountains. Mr. Candler didn't see a future in selling it in bottles, given the needed investment in equipment and workers. Though he doubted the two lawyers, Benjamin Thomas and Joseph Whitehead, would succeed, he gave them a bottling franchise for most of the U.S. - with the price of syrup at a dollar a gallon in perpetuity. 

They did succeed. A blend of the home office's innovative mass marketing and relentless promotions by bottlers made Coke ubiquitous. Bottlers who'd been recruited by the Tennessee lawyers plastered the countryside with billboards and giant ads painted on barns. Many bottlers amassed fortunes and became benefactors of their communities, providing money for football scoreboards and other causes. Sales of Coke concentrate, similar to syrup, became Coke's primary revenue source. 

Coke executives have worked ever since to undo the generous 1899 terms. The last time a majority of U.S. bottlers sued Coke was 1920, when the company first tried to charge more to cover a rising price of sugar. A settlement gave Coke some latitude to do so. Then in the 1980s and '90s Coke managed to shrink the number of bottlers by buying some of them, merging them and selling off majority stakes in the combined entities - a strategy known as the "49 percent solution" under legendary Coke CEO Roberto Goizueta. The selloffs were a source of rich Coke profit growth in that era. 

One bottler Coke put together, and then took public, was Coca-Cola Enterprises. It has grown into a company with 73,000 employees and 2005 revenue of $18.71 billion in North America and Europe. Coke owns 36 percent of it. 

In 2004 Coke got its first CEO who had been a bottler, Neville Isdell, who'd spent more than half his career in bottling overseas. He gave senior jobs to other veteran bottling executives. But he also has demanded better execution from the bottlers and said Coke will stop holding back on concentrate-price increases in some markets because bottlers' financial health has improved. Recently, he told investors that "our ability to respond to customers in a franchise system has not been what it should be." 

The Browne family has been bottling Coke in Oklahoma City since Mr. Browne's grandfather, Virgil Browne Sr., bought the local franchise 84 years ago. The elder Mr. Browne earned a reputation as an innovator, becoming one of the first to sell Coke bottles in a six-pack. 

His grandson Robert, now 63, worked summers at the plant as a teenager throwing glass bottles on the filling line. After college he worked as a consultant in New York but returned to the family business at age 30, concerned that it might vanish in a wave of consolidation. "I always had it in my blood," he says. 

He relished representing Coke in his community, sponsoring the state fair and Oklahoma traditions such as the annual Redbud Classic half-marathon. After the Oklahoma City bombing in 1995, he lent a Coke warehouse to the Red Cross. Like many bottlers, the Browne family grew wealthy selling Coke. Also like other bottlers, the family gained wide control over the key center aisles of supermarkets and how they featured Coke products. 

In 1978, Mr. Browne agreed to an amended contract giving Coke more leeway in pricing concentrate. Coke would use the extra money it took in to bolster marketing, it told bottlers, arguing that the company and its bottlers needed to join forces against rival PepsiCo Inc. 

In the mid-1980s, Mr. Browne had a chance to buy the Coke bottler in Tulsa. Coke said it would approve the deal if Mr. Browne signed a new master contract it was championing, allowing unlimited increases in concentrate prices. Mr. Browne signed and kept expanding, adding territories in Oklahoma and Arkansas. In 2005, his company's revenue was $270 million, up nearly 7 percent from a year before. It's the seventh-largest U.S. Coke bottler, with about 1 percent of Coke's U.S. volume. 

To improve service to big customers, Mr. Browne built a sophisticated system for delivery to stores. It starts at his two bottling plants, where thousands of bottles and cans roll off the line every minute. In a warehouse, workers called pickers assemble pallets of drinks for delivery. The drinks go to grocers in relatively small and frequent deliveries that he believes reduce waste and offer better service. 

Most of the 89 Wal-Mart stores in his territory get deliveries twice a day, seven days a week. Mr. Browne is working with Wal-Mart on a system that would let him access its checkout-sales data as often as every 15 minutes so he can feed its stores with still more precision. Wal-Mart accounts for about a third of his sales. 

Other employees of the bottler visit Wal-Marts three times a day to put the drinks on shelves and set up displays. At a store in Oklahoma City recently, they built a tower of one-liter bottles of Vault, a new citrus soda from Coke. If they run out of products or get a complaint about a vending machine, they punch into hand-held computers the code TGW, for "things gone wrong," plus a note to the person who needs to fix the problem. 

About 10 percent of Coke's U.S. sales flow through Wal-Mart, analysts say. Wal-Marts all across the U.S. get their Coke products from regional bottlers that deliver to individual stores. But the giant retailer last summer sought to break with that tradition, asking to have Powerade sent to its warehouses, instead of stores, in areas where Coca-Cola Enterprises is the bottler. 

Smaller bottlers say they were blindsided. They say Coke and its biggest bottler should have brought them into the talks earlier and sought their blessing. Coke's Mr. Knauss says the company and Wal-Mart discussed the idea with smaller bottlers as early as last July, telling them Wal-Mart wanted to make Powerade a stronger No. 2 to Gatorade, which has nearly 80 percent U.S. market share. The owner of Gatorade, PepsiCo, bought the drink in 2001 and continued with a system of delivering it straight to warehouses. 

"Wal-Mart is saying we want a consistent lineup of products in every store at the same price," Mr. Knauss says. "It's fairly hard for Wal-Mart or Kroger to run a national program under the current way we go to market." 

As part of the deal with Coke, Wal-Mart committed to giving Powerade more shelf space. Coke and Coca-Cola Enterprises say other retailers are also interested in having Powerade sent to their warehouses, but that it's too early to talk about delivering drinks besides Powerade this way. The second-largest U.S. bottler, Coca-Cola Bottling Co. Consolidated in Charlotte, N.C., also wants to deliver Powerade to Wal-Mart warehouses rather than stores, and is seeking to join the suit in support of Coke and Coca-Cola Enterprises. 

For Wal-Mart, traditional store delivery frees up labor and offers other benefits, says a spokesman, Kevin Thornton. But the giant retailer has developed an elaborate distribution system that allows it to "know in real time how much product we have left and when we need to order new product," Mr. Thornton says. The warehouse-delivery plan "will allow us to apply that inventory management to Powerade. Doing this with Gatorade proves this business model works." 

Coke introduced Powerade in 1994. The standard contract with bottlers said that, except for food-service accounts such as restaurants or airlines, the sports drink "shall not be warehouse delivered by" Coke. It didn't say anything about such delivery by bottlers. The suing bottlers cite a 1997 letter a Coke lawyer sent to the bottlers' association that said in part: "We believe the Powerade form of (master distribution agreement) already does deny bottler warehouse delivery, but based upon discussions with your committee, we all agree that the prohibition should be explicit." 

In a motion to dismiss the suit, Coke said "post-contractual discussions" are not binding and the plaintiffs can't restrict what Coca-Cola Enterprises does in its territory. Wal-Mart isn't a defendant. But bottlers say they may want its executives to testify, putting one of Coke's biggest customers in the middle of the spat. 

Mr. Browne acknowledges that if Wal-Mart gives Powerade more shelf space, sales of Powerade are likely to increase. But he says any problems of distribution or half-empty shelves can be solved within the existing system, noting that his own Powerade sales at Wal-Mart leapt 45 percent last year. Accusing Coke of caving in too easily to a retailer request, he says, "If someone calls up and says put more sugar in the Coke, are you going to do that, too? Coke is giving everything away." 

Mr. Browne has a 28-year-old son, Web, working at the bottling company, as well as a 32-year-old daughter, Cori, who's a corporate lawyer. He wants to keep the Coke business in the family for a fourth generation. "I don't have a for-sale sign in the yard," Mr. Browne says
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5. Belvedere Jumps 7.57% 
La Tribune

 March 14, 2006

Shares in Belvedere, the French spirits group, leapt 7.57 per cent yesterday in Paris, to close at 169 euros. The group has announced that, in order to finance part of its acquisition of fellow-French rival Marie Brizzard, it is to issue 160m euros' worth of bonds with redeemable share warrants.

Investors also welcomed the news that Belvedere's leading shareholder, CL Financial, is preparing another offer.
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6. Governor Signs Wine Shipments Bill (Washington)
By KOMO Staff & News Services 
March 14, 2006 

YAKIMA - In what could be a wine connoisseur's delight, any out-of-state winery now will be allowed to ship wine directly to consumers in Washington state. 

At a ceremony Tuesday at the Capitol in Olympia, Gov. Chris Gregoire signed a bill allowing out-of-state wineries to ship their product directly to Washington consumers. Previous state law only allowed wineries in other states to ship wine to Washington consumers if the winery's own state reciprocated. 

"These bills level the playing field between in-state and out-of-state wineries that want to sell to Washington consumers," Gregoire said. 

The bill became necessary after the U.S. Supreme Court ruled that state laws must treat wineries equally regardless of their location. The ruling last spring struck down laws in New York and Michigan as discriminatory because they allowed in-state wineries, but not out-of-state businesses, to ship directly to consumers. 

Washington, by contrast, had a reciprocity agreement with 13 states. 

Wine lovers hailed the decision, saying it would promote Internet sales nationwide, and many states have been scrambling in the months since to rewrite their own regulations. 

The new Washington law does not directly affect wineries here, although it might open the door to some out-of-state competition. 

Washington is the nation's No. 2 premium wine producer behind California with an industry valued at more than $2.5 billion annually, according to the Washington Wine Commission, a promotional agency financed by fees on member wineries and growers. The state is home to more than 300 wineries and 300 wine grape growers who harvested a record 116,760 tons in 2005. 

"We would like to see free trade in wine across the United States. In a way, this is a step forward," said Tim Hightower, president of the Washington Wine Institute, a lobbyist group that represents Washington wineries. 

In another way, though, it's not, Hightower said. 

"It helped set the precedent for opening up shipments from all states, but on the other hand, there's a regulatory hurdle that you have to jump through, obtaining a permit and paying of additional taxes" that wasn't required of wineries in reciprocal states before, he said. 

The governor also is expected to sign a bill allowing out-of-state wineries to sell directly to retailers rather than through a distributor. 
Washington wineries already are allowed to self distribute their wines, but out-of-state wineries are forced to sell through a distributor. 

Costco Wholesale Corp., based in Issaquah, argued in a lawsuit that such protectionism artificially inflates the cost of non-Washington wine and beer. A U.S. District Court judge agreed in a ruling late last year, forcing state lawmakers to pass a remedy to the court's decision. 

Had lawmakers not approved the bill by April 14, in-state wineries would have lost all self-distribution rights - a potentially huge blow to small wineries that don't produce enough wine to use distributors. 

"We felt it was critical to the health of the Washington wine industry to preserve the right of Washington wineries to be able to self distribute," Hightower said. "Even if it meant allowing out-of-state wineries to self distribute to Washington retailers." 
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7. Advocates Hope for Strong Message from Surgeon General on Underage Drinking 
By Bob Curley / Join Together
March 13, 2006

A push for increased national attention to the problem of youth alcohol consumption and misuse that began with an influential report from the National Academies of Science (NAS) in 2003 picked up momentum last month, when U.S. Surgeon General Richard Carmona, M.D., officially announced his intention to issue a Call to Action on underage drinking.

Speaking at a meeting convened by the federal government's Interagency Coordinating Committee on the Prevention of Underage Drinking (ICCPUD) last November, Carmona promised that he would use his bully pulpit to address underage drinking. On Feb. 22, the Surgeon General's office issued a call for comments on the proposed Call to Action, with a deadline of March 15 for public input. The document is slated for public release this spring.

"We're delighted that the Surgeon General has signaled his intent to issue an alert on underage drinking," said David Rosenbloom, director of Join Together. "Past leadership by Surgeon Generals has often been a critical turning point in getting the nation to pay attention to serious public-health problems like tobacco. We look forward to a strong call to action and a strong response by government and the private sector."

The announcement of the Call to Action has generated hundreds of responses from the public, including via the Join Together website. The Center for Science in the Public Interest (CSPI), for example, called for a "federally-funded, adult-focused national media campaign as the centerpiece of a commitment to reduce underage drinking," as well as a demand-reduction strategy that includes regulation of alcohol advertising and increases of alcohol excise taxes to cut youth consumption.

"We urge the Surgeon General, in developing the Call to Action, to continue the work of his predecessors, C. Everett Koop, Antonia Novello, and David Satcher, who vocally supported strong measures to reduce underage drinking," wrote CSPI Alcohol Policy Project director George Hacker. 

"Generals Koop and Novello called for restrictions on advertising and marketing practices that reach underage youth. Dr. Koop endorsed increases in excise taxes on alcoholic beverages to save young lives; and Dr. Novello initiated a series of (Department of Health and Human Services) Inspector General reports on underage drinking, including a report calling for tighter restrictions on alcohol advertising that appeals to young people. General Satcher addressed the need to reduce youth demand for alcohol and promoted the development and widespread dissemination of campaigns to deglamorize underage drinking. He recognized, as we believe the Call to Action should, that 'until we are able to curtail the demand by young people for alcohol, increased enforcement and legal sanctions will represent only half the solution.'"

National Academy of Sciences Report Seen as Model

CSPI and a number of other respondents cited the 2003 NAS report, "Reducing Underage Drinking: A Collective Responsibility," as a model for Carmona to follow. "We'd like to see a comprehensive plan with large goals," said Penny Wells, executive director of Students Against Destructive Decisions (SADD). "A lot of the work has already been done in the NAS report, but there has been a lack of leadership in taking the next step."

The congressionally mandated NAS report, issued by the National Research Council and the Institute of Medicine, advised the federal government to educate adults about existing laws and the consequences of underage drinking, urges parents to do a better job supervising their children, and calls on the alcohol and entertainment industries to shield youth from unsuitable messages regarding alcohol consumption. 

"To fund the proposed activities and to help reduce underage consumption, Congress and state legislatures should raise excise tax rates on alcohol – particularly on beer, which studies show is the alcoholic beverage that most young people prefer," said the NAS in a press release summarizing the report. "Increasing the cost of alcohol has well-documented deterrent effects on underage drinkers." Other NAS recommendations include increased compliance checks on retailers, backed by the threat of states losing federal funding if enforcement falls short.

Governors' Spouses Played Key Role

One of the prime movers behind the Call to Action has been the group Leadership to Keep Children Alcohol Free, whose membership includes 39 governors' spouses and representatives. Whereas other alcohol policy groups have been frustrated in their attempts to meet with Carmona, Leadership co-chairs Hope Taft of Ohio, Columba Bush of Florida, and Mary Easley of North Carolina sat down with Carmona in April 2003 to request action on underage drinking. 

Numerous observers credit the governors' spouses for prompting the Surgeon General's report and maintaining the momentum generated by the NAS report. Congress also played a role; in its report on the FY2005 Labor/HHS budget bill, the Senate Appropriations Committee members said they were "disappointed to see that the Surgeon General is not engaged in any activities specifically intended to reduce underage drinking, nor does he plan any such activities in the near future."

"The Surgeon General, as the Nation's top doctor, has issued Reports and Calls to Action in the past to focus National attention on important public health issues such as suicide prevention, youth violence and obesity," the panel noted, adding that the "Surgeon General must be fully engaged in the effort to combat childhood drinking" and urging Carmona to "issue a Call to Action on the health crisis of underage drinking."

Report Won't Include Policy Recommendations

Still, many observers doubt that the Bush administration will confront issues like alcohol taxes and advertising, and Leadership project officer Patricia Powell points out that Carmona is barred from making specific policy recommendations as part of his Call to Action. 

Some suspect that Carmona's may be closer in tenor to the action plan issued by the ICCPUD in January 2005 than the NAS report. The ICCPUD plan calls for a "comprehensive, goal-driven, evidence-based, long-term, and coordinated" campaign against underage drinking, including demand reduction and steps to reduce alcohol availability to youth. Demand-reduction tactics in the ICCPUD report include parental education, aiding states in enforcing laws against underage drinking, and screening and brief intervention.

The National Alliance to Prevent Underage Drinking was sharply critical of the ICCPUD report, which it called vague and unfocused. The Alliance, which includes CSPI, Leadership to Keep Children Alcohol-Free, the Center on Alcohol Marketing and Youth, Mothers Against Drunk Driving, the National Council on Alcoholism and Drug Dependence, and the United Methodist General Board on Church and Society, said the plan reflected "an apparent continued absence of will to address seriously America's number-one youth substance use crisis."

"I don't think we can get very far without talking about the alcohol industry and limiting accessibility," said Richard Yoast, Ph.D., director of the Office of Alcohol and Other Drug Abuse at the American Medical Association.

Taft, who said that the Leadership group was "delighted" that Carmona has agreed to issue the Call to Action, noted that former Surgeon General Koop's landmark report on tobacco didn't include policy recommendations, either, but still led to a paradigm shift in how the nation viewed smoking. "We hope that this is the beginning of a shift on childhood drinking," she told Join Together. 

"Most parents spend a lot of time protecting their children from diseases, but when it comes to alcohol, they don't think that that first drink could set their children off on a lifetime of disease," said Taft.

While noting that "price and availability have a lot to do with whether kids hear their parents words or not," Taft stressed the need to educate the public in order to build momentum for broader policy changes. She credited ICCPUD for funding a series of local town hall meetings on underage drinking this spring, and expressed hope that the Surgeon General's report would be released shortly thereafter, perhaps in April to correspond with Alcohol Awareness Month.

"With obesity, who would have thought that cereal companies would be looking to ways to cut sugar and trans-fats out of cereal?" noted Taft. "They're doing it because they think the public demands it."

The culture surrounding underage drinking has "changed so gradually that people don't realize where we are," Taft added. "We don't get indignant when we see ads aimed at children ... with gas stations selling alcohol, or when you have sporting events clearly geared to kids with alcohol ads everywhere ... We have to [raise] general awareness of what has happened before we can do anything about it. The Surgeon General's report can do that." 

 http://www.jointogether.org/news/headlines/features/2006/advocates-hope-for-strong.html
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8. Analysts Reverse Gloomy Anheuser Outlook
By Jeremy Grant in Washington – Financial Times
March 14 2006 

Shares in Anheuser-Busch, the largest US brewer, rose almost 2 per cent on Tuesday after two Wall Street analysts reversed months of gloomy assessments on the company’s efforts to tackle a weak domestic beer market.

Anheuser, which controls almost half the US beer market, now appeared poised to take advantage of improving volume trends, the analysts said.

The brewer was also likely to benefit from recent deals to start importing foreign beers into the US, addressing a key Anheuser weakness.

Imported beers sell for almost double the price of standard, mass beers like Budweiser, Miller and Coors.

This week, Anheuser said it would become the US importer for Singapore’s Tiger beer, produced by Asia Pacific Breweries, a joint venture between Fraser & Neave and Heineken.

Anheuser will also import Grolsch into the US for the first time, starting next month.

In a significant expansion of the Budweiser brand overseas, Anheuser last week agreed to license the production of Budweiser in Russia to Heineken.

Carlos Laboy of Bear Stearns, said: "After a disastrous year in 2005, we see real urgency from Anheuser management to plug the holes in its US portfolio, get more global in its thinking and figure out a way to apply competitive pressure to [SABMiller] without upsetting the economics of the US beer industry."

Last summer, the maker of Budweiser and Michelob beers launched a price war that has helped stabilise the brewer’s market share, especially against SABMiller, second-ranked brewer in the US.

Anheuser has been launching initiatives aimed at attracting younger drinkers, such as suggesting beer and food pairings. Such drinkers have recently been defecting to wine and spirits. 

The shift by analysts will be seen by the St Louis, Missouri-based brewer as vindication of its price-cutting strategy, which drew sharp criticism last year from Wall Street. Analysts had said it threatened to erode the "brand value" of beer.

It is also likely to be welcomed by Warren Buffett, whose Berkshire Hathaway investment vehicle is Anheuser’s largest single shareholder. Mr Buffett bought the shares last year as they slid to a four-year low, reached last month.

Anheuser last month said it had restored its domestic beer volume and market share growth in the second half of last year.

Sales momentum continued into this year, with wholesalers’ sales to retailers up 2.9 per cent up to mid-February.

The brewer also forecast a 1-2 per cent rise revenue per barrel this year as the company started raising prices again. Marc Greenberg of Deutsche Bank said: "Early 2006 momentum is encouraging and price increases are holding."

The price war involved steep discounting through the use of coupons, which had been hurting profits at Anheuser’s distributors.

With the inclusion of Grolsch and Tiger beer "these new brands should give Anheuser distributors a better volume and profit growth story to tell the retail trade into the busy summer selling season", Mr Laboy said.

However Anheuser last month lowered its estimate for long-term earnings per share growth to 7-10 per cent, from double digits, in an apparent recognition that the beer market will still be tough for some time.

Anheuser’s profits fell by 18 per cent to $1.8bn last year on sales little changed at $15bn.
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9. House Debate on Cigarette Tax Sought

By Tim Higgins, Staff Writer – Des Moines Register
March 14, 2006
Fourteen House Republicans joined the call Monday for raising the tax on cigarettes, pushing their leader to allow debate on the subject this session.

House Speaker Christopher Rants, a Republican from Sioux City, is against the tax increase and is seen by many as standing in the way of a debate in the House.

Gov. Tom Vilsack, a Democrat, has proposed a tax increase of 80 cents per pack.  He would use the extra $130 million the tax would generate for health care.
Supporters say a tax increase would cut down on the number of smokers.  Opponents have said it would send consumers in border communities out of state for their tobacco and that the new tax revenue would lead to higher taxes later as the amount collected on cigarettes declines because of fewer smokers.
Republican legislative leaders have generally opposed a tax increase, but 14 House Republicans on Monday joined 14 Democrats in signing a letter to Rants calling for a debate.

“We strongly urge and respectfully request that you allow legislation for a tobacco excise tax increase with the revenue dedicated towards health care to come up for a vote on the House floor.  This is our opportunity to save lives and prevent our youth from beginning smoking,” the letter read.

“We’re here to get things done,” Rep. Bill Schickel, R-Mason City, said in a prepared statement.  “We understand and respect the speaker’s position on this idea, but we think he should allow the democratic process to work and give us the chance to vote.”

Rants has said he’s not standing in the way of the tax, although he does control debate in the chamber.  He said the House GOP budget would include money for smoking cessation programs.  “I still separate the health issue and fiscal realities that are going on,” he said.

Walt Tornenga, a Republican from Johnston who has proposed a 64-cent increase, is skeptical that the letter will change Rants’ mind.

“I don’t think it will have much impact,” he said.  “Neither party wants a vote on this bill because they don’t want to run with the tag of raising taxes.”
http://www.dmregister.com/apps/pbcs.dll/article?AID=/20060314/NEWS10/603140368/1001/archive
[image: image10.emf]
10. Officials Want Beer Ads Shelved for Tournament 
Source: Cox News Service

March 15, 2006 

ATLANTA: For the next three weeks Jake Poses will be for sale. Maybe not his body, but, at least in some small part, his mind, the little corner of the cerebral cortex that fires up libidinous urges. 

The highest bidder could spend about $20 million for that piece of gray matter and others like it in sports fans nationwide. For 60 seconds every hour, some beer company will use NCAA tournament advertising to tell fans like Poses to drink its product. 

"I am a 21-year-old going to Duke, willing to have a beer during the game and maybe have some after the game and then go to the convenience store the next day," said Poses, a senior political science major. "I understand, whether subliminally or not, the ads that I see may influence me to buy a particular brand." 

It seems Poses has accepted his fate. Former North Carolina basketball coach Dean Smith, former Nebraska football coach Tom Osborne, 246 university presidents, the American Medical Association and the Center for Science in the Public Interest (CSPI) have not. 
That group, along with more than 180 national, state and local organizations, has joined in an effort to push college presidents and the NCAA into banning all television beer advertising during NCAA-sanctioned events. 
"College presidents should not be in the business of pitching beer to young fans and the students of their respective universities," said Jay Hedlund, manager of CSPI's Campaign for Alcohol-Free Sports on TV. 

Osborne, now a Republican congressman, has introduced legislation to ban the ads. He'll continue to push his campaign at a news conference today, the eve of the NCAA tournament. 

"We recognize that an end to alcohol advertising during televised college games will not, by itself, resolve the 'culture of alcohol' that exists for too many college students," Osborne wrote in a letter to the NCAA executive committee. "However, such a policy would declare and affirm college's genuine and consistent commitment to a policy of discouraging alcohol use among underage students. ... We strongly encourage the committee to act on the side of the health and safety of college students, athletes and young fans by ending all alcohol advertising during NCAA broadcasts." 

Smith also entered the letter-writing campaign. 

"Ask yourself this question: If aspirin were the leading cause of death on college campuses, do you think chancellors, presidents and trustees would allow aspirin commercials on basketball and football telecasts?" Smith asked in an open letter to the NCAA board of directors. 

CSPI and others estimate there are 1,700 alcohol-related deaths on college campuses each year. 

"We are losing the cream of the crop every year to alcohol," said Catherine Bath, executive director of Security on Campus, a non-profit organization devoted to campus crime prevention. 

What networks and universities are gaining is a more than $50 million in revenue, CSPI has estimated. Networks use that money to pay schools more for television rights. So, in a sense, everybody wins - especially during the tournament, when an estimated 40 percent of all beer advertising dollars will be spent. 

"They're trying to pay for expensive contracts," said University of Georgia President Michael Adams, alluding to the $6 billion NCAA tournament contract held by CBS. 

Adams was a part of the NCAA executive committee that investigated this issue in early August. At that time, it was suggested conferences and universities determine for themselves whether to ban alcohol ads. 

"They passed the buck," Hedlund said. 

Not so, Adams said. 

"I have supported the [NCAA limit of] 60 seconds per hour," said Adams, who does not allow alcohol in his private box in Sanford Stadium. "The position we have taken is one of common sense." 

Proponents of the status quo argue that the United States is a free-market society and that beer ads, while not exactly high brow, continue to pass FCC standards. 

But even the NCAA limit of 60 seconds of beer advertising per hour is more permissive than the rules at many colleges, 72 percent of which have banned alcohol advertising on their campuses, according to a September 2003 report issued by the National Academy of Sciences. 

The alcohol industry has set some standards of its own, as well. The industry does not advertise on shows if less than 30 percent of the audience is under 21. The Center on Alcohol Marketing and Youth at Georgetown University found youths were only 8.8 percent of the sports TV audience. 

Banning beer advertising would force college sports to find other revenue streams. That can be done, Georgia football coach Mark Richt said. 

"Sometimes people think there is not enough support for college athletics without the beer industry, maybe. I don't know if that is true," Richt said. "There would be other sponsors that would be excited about uniting with college football." 

Sixty-two percent of Americans agreed with Richt that alcohol ads should be banned from television during NCAA events, according to a poll conducted by the AMA. 

"Using collegiate sports to flood the airwaves with alcohol ads undermines efforts to combat binge drinking that occurs among nearly 44 percent of full-time college students," AMA president Dr. Edward Hill said when the poll was released. 

Those airwaves become saturated during the three-week run of March Madness. More beer ads (939) were shown during the 2002 NCAA tournament than were shown during the Super Bowl, World Series and Monday Night football combined (925), according to the Center on Alcohol Marketing and Youth. Alcohol producers spent $51.3 million on 1,788 ads during the 2001 and 2002 tournaments, another study showed. 

"Duke should be ashamed of itself," Bath said. "That these universities allow beer companies to advertise and market to children during these games is wrong. 

"Don't tell me my son wasn't influenced by subliminal messages in beer advertising." 

Her son, Raheem, was once like Jake Poses, a Duke student with a bright future. Only he found alcohol early. Death found him early, too. At the age of 20, he died after a night of drinking. 
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11. A-B Plans Competing With Wine, Hard Liquor

Chicago Tribune

March 17, 2006

Lower sales traced to changing tastes
CHICAGO - Blueberry beer?
St. Louis-based Anheuser-Busch, brewer of the King of Beers, is exploring whether that might be the salvation for regaining market share lost in recent years to hard liquor and wines.
And if that doesn't work, the company is also testing an alcoholic fruit juice called Peels, a new light beer, Michelob Ultra Amber, and even a new draught beer, Spring Heat Spiced Wheat, to see if those products touch the fancy of America's drinkers.
The flurry of new products comes after a yearlong price war wasn't enough to drive up sales -- a problem not faced by Anheuser-Busch alone. Miller Brewing Co. relaunched its Miller Genuine Draft brand on March 5. And Heineken USA launched a light version of its premium label in early March.
The new products are symptomatic of the larger issue facing the nation's beer industry: Younger Americans are moving upscale to wine and liquor.
During the past five years, sales of beer have fallen from 55.5 percent of alcoholic beverage sales in 2000 to 51.4 percent in 2005, while sales of liquor have climbed from 28.2 percent to 32 percent during that same period. Such numbers are forcing the industry to throw out the book in its efforts to woo back its customers. In some ways, the industry is throwing its ideas against the wall to see what will stick, or targeting niche audiences.
Peels, the alcoholic fruit drink, "is all about focusing a new type of product for the female consumer," said Pat McGauley, Anheuser's vice president for innovation.
The new malt beverage drink, which has an alcoholic content of 5 percent, similar to beer, is targeted at the same audience that the wine and liquor industry is attracting -- "a little more upscale from a demographic standpoint," he said. "It's very targeted. Very focused."
Sales of microbrews were up 7.1 percent in the first half of 2005, while imports were up 6.5 percent compared to a 2 percent decline in sales by the major breweries, according to data compiled by the Brewers Association, a trade group representing the craft brewing industry.
"The key determiner of success or failure for every major beer brand in America will be its ability to stake out a differentiated positioning," said Norman Adami, president and chief executive of Milwaukee's Miller Brewing. "It's not that people want to trade up. ... but they are looking for brands that are distinctive."
He said that's why the relaunched Miller Genuine Draft is being marketed as "Grown Up." It formerly was just another full-calorie beer similar to Budweiser and Coors.
Anheuser's push with Michelob Ultra Amber might turn to be a solid hit for the brewery, which last year saw only one of its nearly two dozen launches succeed, according to Benj Steinman, editor of Beer Marketers Insights. He said Budweiser Select was Anheuser's only successful launch last year.

http://www.belleville.com/mld/belleville/business/14120998.htm
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12. Business Takes New Approach
By Tom Saul -Quad City Times
March 17, 2006
BETTENDORF _ A ruling by a city zoning panel allows a Bettendorf man who wants to open a bar and restaurant in the Village of East Davenport to go directly to the City Council for a liquor license.

But a 120-day moratorium on businesses licenses in the village approved by aldermen Wednesday night could still block the enterprise. The moratorium and plans to develop a new zoning classification for the district that would require less intense land uses was prompted by a previous effort by Roberto Orozco to open a dance club in the village. 

Orozco declined comment when asked about the action by Davenport’s Zoning Board of Adjustment, or ZBA, on Wednesday to let him seek a liquor license, and the council’s moratorium. His attorney, Steve Havercamp, did not return phone calls from the Quad-City Times seeking comment. 

The ZBA ruling says Ebiza Inc. and Orozco qualify for an exemption that allows them to bypass the panel and make their case directly to aldermen for the license because food will comprise more than 50 percent of sales at a new enterprise to be called Ebiza Restaurant & Bar planned for 2113 E. 11th St. 

Late last year, the ZBA blocked a liquor license for a dance club Orozco planned to open at the same address after other village property and business owners protested that it would bring with it traffic and parking congestion, noise and other problems. Orozco’s effort to get a city license to open a non-alcoholic club also was blocked by then-Mayor Charlie Brooke. 

The latest liquor license application, filed Feb. 27, also lists Tomas Moran and Tomas Gonzales as partners in the new venture. They are owners of Habanero’s restaurant in NorthPark Mall. 

In an affidavit filed with the city, Moran said sales of food at the new Ebiza will account for more than 50 percent of all revenue from the venture. 

“We consider it a new request because it is a different business and there are different owners and a different use,” said Scott Koops, a city planner. “If sales of food are more than 50 percent, they are exempt from having to get approval of a special-use permit from the (ZBA). 

At its March 9 meeting, the council’s Public Safety Committee voted to table Ebiza’s request for the new liquor license until early April. Clayton Lloyd, city director of community and economic development, said with the moratorium now approved, it is likely to affect the ability of the firm to get a license. 

“(The moratorium) is a resolution, so I believe that goes into effect once it is signed by the mayor,” Lloyd said. 

City Corporation Counsel Mary Thee did not return phone calls Thursday from the Times seeking comment on the effect approval of the moratorium would have on the council’s ability to approve a liquor license or on the ability of the business to open.

http://www.qctimes.net/articles/2006/03/17/news/local/doc441a6c564c69d293005490.txt
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