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1. Vilsack Remembers Family Losses, Urges Tobacco Tax Hike

By Tim Higgins, Staff Writer – Des Moines Register

March 28, 2006

Gov. Tom Vilsack appeared visibly shaken Monday, following the death of a confidant and friend last week, as he remembered previous losses in his family to addition and pressed for a tobacco tax increase that he believes will save lives.

Stephen Gleason, a prominent physician and former top Visack aide, was found dead in his home Saturday from what police said was an apparent suicide.

The doctor had struggled throughout his life with an addition to prescription drugs and other health problems.

Vilsack, a Democrat, related the pain caused by his friend’s death to his memories of losing his family – both parents and a sister – to a different addiction: smoking.

“Every single member of my family died as a result of complications from a smoking habit,” he said.  “The reality is that addiction is a very difficult and troublesome aspect of our society.  This weekend in this office we got yet another painful reminder of that.” 

Vilsack has peppered his governorship with stories from a childhood shadowed by addicition.

He has spoken about his mother’s alcoholism.

“I know what it’s like to be a kid whose mother takes the belt out and beats you again and again and again and again,” Vilsack said in 2000.  “I know what it’s like to bleed.  I know what it’s like to hid bruises, to be fearful about your friends coming to your house because you’re not sure what’s going to happen.” 

On Monday, the governor said that his mother died from brain and lung cancer related to smoking.

Vilsack has spoken often about his proposal to increase the tax on a pack of cigarettes by 80 cents and use the extra $130 million it would generate for health programs.  The governor and supporters of the proposal have said the increase will help keep people, particularly teenagers, from smoking.

But on Monday, Vilsack added a personal appeal.  “Bottom line, it’s about saving lives,” he said.  “Sometimes we have a tendency to forget that in this debate.  I think, for me anyway, that’s been utmost in my mind and this weekend underscored it.”

The tobacco tax increase has run into roadblocks from House Republicans, led by House Speaker Christoper Rants, who contend it will hurt businesses in border communities and set the state budget up for troubles with new revenues from a declining source.

“You cannot discuss this issue without talking about the financial ramifications that go along with it.  That’s my job, I have to keep looking at that.  I know some people would prefer not to, but it’s a fact that does not go away,” Rants said.

On Monday, the governor signaled that he’s willing to use the tax money for Republican spending priorities. 

“As far as I am concerned, we can talk about using it to offset other tax reductions or repay the Senior Living Trust or do whatever folks believe appropriate.  But there really only is one reason in my view, and it’s the only compelling reason for doing this, and that is it will prevent people from smoking and it may just encourage some who are smoking to stop,” Vilsack said.

“And if that’s true, then maybe there will be a youngster out there who won’t have to get his college degree, like I did, wondering why a father who sacrificed so much didn’t have a chance to see what was so important to him, why a mother who was excited about a grandchild being born didn’t have a chance to see that happen and why a sister didn’t have the chance to see her kids grow up, get married and have children of their own.” 

Vilsack’s comments come as supporters of the tobacco tax increase have tried to frame it as a public health measure instead of a tax issue.

The AARP bought a two-page advertisement Monday in The Des Moines Register with hundreds of names of supporters.

“Join these Iowans who support raising the tobacco tax,” it read. “ . . .By increasing our state tobacco tax by $1, Iowans will help reduce state smoking rates, reduce annual state health care spending on smoking-related illness and most of all – help fund health and long-term care programs that are essential to Iowa.”

Rants said if people are serious about keeping teens from smoking, then officials should step up enforcement of laws against minors in possession of smoking materials.

Rants added that his thoughts were with the Gleason family.

“Addition is something that damages a lot of lives in this state and across the country,” Rants said, noting that many people suffer from addictions to painkillers and alcohol. “Remember those addictions are completely unrelated to tobacco. . .Not all of those solutions can be found in raising the tax on tobacco products.”

In 1999, Vilsack picked Gleason to run the Iowa Department of Public Health and a few years later tapped him to be his chief of staff, the top administrative job in state government.  Gleason held that post until 2004 when health problems forced him into retirement.

A formal ruling on the cause of Gleason’s death is pending. 

“Steve Gleason was a good man, but he had his challenges and his addicitions, which he had difficulty coping with,” Vilsack said.  “Steve was a man who had extrodinary passion.”

http://www.dmregister.com/apps/pbcs.dll/article?AID=/20060328/NEWS10/603280380/1001&lead=1
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2. Young Women Drinking More

By Nicole Riehl – Cedar Rapids Gazette

March 27, 2006
Experts concerned about 2 studies that show sharp rise in consumption

On a typical night out, Andrea Pignotti drinks four or five beers or mixed drinks.

Her favorites: gin and tonic, and Michelob Ultra Amber.

“I don’t want to be the little sissy girl that’ll only drink ‘Sex on the Beach’ (cocktails),” said Pignotti, 21 a Coe College senior from Carlock, Ill.

The idea that girls can do anything guys can, even drinking, is one of several reasons youg women are drinking more these days.  And the increase has health eduators concerned.

The University of Iowa collects drinking stats every two years.  Between 2001 and 2004, female students’ average number of drinks per outing rose from 4.06 to 4.56.

A half-drink may not seem like much.

“What’s significant about that is it’s above the four drinks, and four drinks (per outing) is the definition of high-risk drinking for females,” said Tanya Villhauer, health educator for the UI Student Health Service.

Another study, released in May by the research firm Datamonitor, found similar results.  It showed that American women between the ages 21 and 24 drank 33 percent more alcoholic beverages in 2004 than in 1999.

One reason, according to Datamonitor, is that women settle down later in life.  In 2004, 25.8 was the average age for women to marry, according to the U.S. Census.  The age has risen steadily since the 1950s, from 20.3.

Disposable income is a factor, too, the study said.  Boomerang kids, those who move back to their parents’ house after college, may have fewer financial obligations, which means more money to spend on a night out.

New alcoholic beverages show that suppliers view young women as a key part of the market, said Lynn Walding, administrator of the Iowa Alcoholic Beverages Division.

Suppliers realize that women spend more time at the grocery store and, therefore, buy most of the household’s alcohol.  Bright packaging and lower-proof drinks are designed to appeal to women.  Companies also have added flavors of sweet malt beverages. . .drinks nicknamed “alcopops.”

“A lot of them are not what I would think would appeal to a male: watermelon, peach, cherry,” Walding said.

Walding notes a spike in Iowa’s wholesale liquor sales. . .$147 million last year, up from $134 million in 2004.

Katie Dolter, 23, of Cedar Rapids, prefers red wine or beers like Blue Moon and Boulevard Wheat, but said several of her female friends dislike beer.  They drink only malt beverages or mixed drinks with flavored liquor.

She has dinner and drinks with friends twice a week.  With the meal, she’ll sip two glasses of wine.  If it’s the weekend, she’ll have two or three beers after that…about one drink per hour.

For some somen, “pre-partying”. . .attempting to save money by drinking at home before going out. . .is a factor.

“They go out already intoxicated and continue to drink, so that’s going to shoot their average drinks up,” said Villhauer, the health educator.

Women should know that their bodies can’t handle alcohol the same way men’s bodies can, Villhauer said.

In addition to being smaller, women have less dehydrogenase, the enzyme that breaks down alcohol.  They also have less water in their bodies to dilute alcohol, and female homones can increase intoxication, she said.

Men still make up the majority of patients seeking counseling for alcohol abuse at the UI, but that doesn’t mean it’s not a problem for women, Villhauer said.

Guys often seek treatment after getting in trouble with police.  With women, she said, consequences of alcohol abuse, such as depression, are typically less public.

Villhauer recommends that women stick to one drink per day, which is the definition of moderate drinking.

“When you talk about this in class, (young women) are like, ‘What, are you crazy?” Villhauer said. “It’s like something they haven’t even considered.”

[image: image6.emf]
3. Who’s Your Ideal Drinking Buddy? 
By Jeremy Mullman – AdAge.com
March 30, 2006

QwikFIND ID: AAR56O

New Anheuser-Busch Spots Ask Spike Lee as Part of 'Here's to Beer' Effort

CHICAGO (AdAge.com) -- Anheuser-Busch’s latest “Here’s to Beer” spots set to air this weekend star filmmaker Spike Lee and “Sopranos” star Michael Imperioli. 

	



	
Click to see larger image.

	



The spots, directed by Mr. Lee and created by Omnicom Group’s DDB Chicago, ask viewers whom they would have a beer with if given the chance. Mr. Lee chose pioneering baseball great Jackie Robinson, while Mr. Imperioli picked Humphrey Bogart. 

Losing share to wine and spirits
 The “Here’s to Beer” campaign was launched in February with a TV spot showing people toasting each other in different languages. Although funded by Anheuser-Busch, the campaign focuses on building the entire category as beer gradually loses market share to wine and spirits. 

Anheuser-Busch Exec VP Robert Lachky said the spots are designed to counter recent market-share gains by rival beverages. “Look, we’ve still got 60% [of alcoholic-beverage consumption], but consumers had turned their heads to other forms of alcoholic beverages a little bit, and we, as brewers, had stopped talking about beer.” 

The spots will roll out during this weekend’s NCAA Final Four basketball tournament, and will also be aired on local telecasts throughout the upcoming Major League Baseball season. Mr. Lachky said that, despite the expensive basketball airtime, overall spending will be “nominal,” while declining to provide specifics. 

The commercials will also have an Internet presence, and visitors to herestobeer.com are able to vote for their own ideal drinking partner, with the author of the best entry receiving an Oktoberfest trip to Munich, Germany. 

Since its February launch, the site has received 170,000 hits. 

http://adage.com/news.cms?newsId=48510
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4. Bar-Deals Messaging Frowned On

By: Meghan V. Malloy - Daily Iowan
March 27, 2006

Two UI seniors running a text-message service to promote deals at area bars lost the support of the UI administration last week on the grounds that they didn't follow their originally stated business proposal.

Kane Johnson, 22, and Ian Jacobson, 22, came up with the idea to promote Iowa City's downtown nightlife via text message in February in hopes that UI students would respond to deals on cover and drinks that appeared on their cell phone.

The Daily Iowan reported on the UI seniors' business endeavor, which continues to occupy office space at the Bedell Entrepreneurship Learning Laboratory, in February, but the university did not withdraw its support until a Des Moines Register story ran March 24.

"The students did not do anything illegal, but there is a concern that because the messages involve bars, it could contribute to underage drinking," said Steve Parrott, the director of University Relations, on Sunday.

The two students will be allowed to stay in the Bedell Lab only if they rework their business plan, he said.

Which is precisely what Johnson says he plans to do.

"This university does great things for us, and I understand the action it took regarding this," the finance and business major said.

Johnson, also the founder of icviphost.com, a website that runs articles about trends in Iowa City, admitted that the business plan he and Jacobson submitted to the Bedell Lab in January 2005 was not congruent with what they carried out.

David Hensley, a UI assistant professor and Pappajohn Entrepreneurial Center director, declined to comment Sunday. 

Jacobson said since launching the text message service, 300 university students have signed up to receive the updates. Though he did not have exact numbers, he said, he thinks that number had "greatly increased" since publicity from news outlets across the state.

He said five bars downtown have signed on, and he and Johnson are negotiating with two others. Both he and Johnson said they would like to start a similar venture outside the UI program.

"We don't want to limit ourselves to just alcohol deals," Jacobson said. "We already have deals with places that are not bars, and we are looking to expand to restaurants here and in other cities." 

Jacobson and Johnson said the university did not give them any financial support to jump-start the business.

Phillip Jones, the UI vice president for Student Services, was unavailable for comment on Sunday.

[image: image8.emf]
5. CAMY Calls For Alcohol Marketing Cutbacks 
By John Eggerton -- Broadcasting & Cable
March 27, 2006

Underage drinking is the nation's number one drug problem and exposure to alcohol ads is a contributing factor.

That's according to a study of a lot of studies by the Center On Alcohol Marketing and Youth (CAMY), which is funded by the Pew Charitable Trusts and The Robert Wood Johnson Foundation.

In a just-released study of earlier studies-focusing on 2005--the center advocated "strong efforts pursued nationwide to reduce youth exposure to alcohol advertising."

To buttress that call for ad cutbacks, the center cited various findings including that the exposure of 12-20-year-olds to alcohol ads between 2001 and 2004 increased by 32% (the center cited its onw 2004 study for that one); and that in 2004, the top 15 shows with kids 12-17 featured alcohol ads (again its own study, this one from 2005). 

The ad industry in fall 2003 pledged to confine alcohol ads to shows with less than a 30% youth audience, but alcohol ad critics have been pusing for a 15% cap.

Adonis Hoffman, senior VP/counsel to the American Association of Advertising Agencies, says strong efforts to reduce youth exposure are already underway,and "being led by the industry."

"It is clear that alcohol marketers have approached the issue of underaged drinking with utmost responsibility. They have empaneled an industry advisory board and voluntarily cut back on advertising, efforts that have been praised by the Federal Trade Commission. It is clear that industry self-regulation is working."
http://www.broadcastingcable.com/article/CA6319336.html?display=Search+Results&text=camy
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6. 'Buzzed' Driving Campaign Launches

By John Eggerton - Broadcasting & Cable

March 28, 2006

 

Friends don't let friends drive buzzed, either.

 

As first reported in B&C, the Ad Council and the Department of Transportation Wednesday officially launched a new "buzzed driving" campaign expanding on its two-decades-old "Friends Don't Let Friends Drive Drunk" public service announcement (PSA) effort.

 

Over those two decades, drunk driving deaths have dropped dramatically from some 25,000 per year to 15,000, though they still remain the leading cause of death for younger Americans.

 

Looking to roadblock the spots in the run-up to New Year's Eve, the Ad Council is encouraging TV and radio stations to donate airtime between now and the end of the year. Last year, a similar holiday strategy drew participation from 86% of TV markets.

 

Some stations are also reporting on the campaign launch in their local news. 

 

The "buzzed" driver is the one who drinks but thinks it is moderate enough not to qualify for "drunk" driving, which in most states is a blood alcohol level of either .1 or 08.  The new campaign is targeted to men 21-34 because the majority of alcohol-related fatalaties (59%) were in that age group, with the majority of those men.

 

The TV spots show obviously drunk drivers, then "buzzed" drivers who are don't recognize they are impaired, followed by the tagline: “Buzzed Driving is

Drunk Driving.”

 

The spots were created pro bono by the Massachusetts-based Mullen ad agency. The Ad Council puts creative talent together with donated media time for PSA campaigns on a wide range of subjects.
http://www.broadcastingcable.com/article/CA6294285.html?display=Search+Results&text=alcohol
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7. Do a Few Too Many; Cost a Bit Too Much?
By Emily Meehan – The Wall Street Journal
March 28, 2006
College students are reputed to be the excessive savages who do things like slice the side of a 24-ounce Fosters beer can, tip it at 90 degrees, and "shotgun" the contents in one gulp.

Once we're in our twenties, out of school and trying to be more responsible, we supposedly don't do that kind of thing anymore, or at least don't do it as much. Still, most people I know in their twenties in many different parts of the country are drinking, many every night, or excessively several nights a week.

Many are also spending a lot of money to fund the habit.

Data suggest my friends aren't outliers. In 2004, people in their twenties were slightly more likely to drink five or more drinks in a row at least once in two weeks than younger people, and much more likely to "binge drink" than people in their thirties and forties, according to research from the University of Michigan. According to the federal government's Centers for Disease Control and Prevention, a study shows that slightly less than 30% of people in their twenties reported binge drinking, higher than people in their thirties and forties, according to Tim Naimi, a doctor with the CDC's alcohol team.

It's nothing new, these researchers say. According to the Michigan study, people between the ages of 21 and 28 have been drinking alcohol at roughly the same rate for the past 15 years.

If we are such lushes, should we worry? Is it bad for our bodies, not to mention our budgets?

Experts think so. "Binge drinking underlies most of the leading causes for death and social problems for people in this age group because of its association with accidental injuries, violence, reproductive health effects, and suicide," says Dr. Naimi. He says people who binge drink may escape their twenties unscathed, but face a higher risk of becoming alcoholics later in life.

There's a proliferation of books lately with themes reflecting on the presence of alcohol in the lives of young people. Titles like "Smashed: Story of a Drunken Girlhood," by Koren Zailckas, "Dry: A Memoir" by Augusten Burroughs and "A Million Little Pieces," by James Frey depict alcohol as a friendly looking but insidious companion that may help some young people celebrate, but destroys the lives of others.

Still, it seems the warnings have yet to bring on a sobriety movement. Without hobbies, babies, husbands, wives or mortgages, and broad-sided with independence, new work dynamics and paychecks, twentysomethings turn to booze as a social lubricant or an antidote to the angst of entry-level life. And many pay little or no attention to the often-steep costs.

Eric Hemmerling

"For me and my friends, the goal in mind is not to drink til you pass out, it's just to let loose," says Eric Hemmerling, a 25-year-old software quality assurance tester who lives in Menlo Park, Calif.

Mr. Hemmerling says it might look like we're drinking away our years. "But I could care less," he says. "The years immediately following college and previous to actually having serious commitments to marriage and careers are some of our best...no reason to spend them sober."

Mr. Hemmerling says he spends anywhere from $40 to $80 a week on drinking, depending on whether he goes out to bars or hangs out at a friend's place. "Everyone has a hobby," he adds in an email. "There is no real tradeoff. It's just that we are 40-80 bucks poorer a week because of it,"

Emily Carter, 24, who works at a nonprofit in Washington D.C., says drinking helps people her age overcome inhibitions that would keep them from reaching out to potential mates, and fuels the fever of desire. They want to "do everything in their power to either meet the person that's going to go home with them that night or marry them in a couple of years."

A headhunter in San Francisco once suggested to me better reasons to drink than mating, relaxation, or keeping up with the Joneses. "If you want to get a job," said the recruiter during our first meeting, "you can help yourself by going out." He explained that certain San Francisco bars serve as center points for certain industry-specific, after-work celebrations where I would only need to engage a few friendly people before one was Blackberrying my email address to their creative supervisor.

Still, even for those of us who can handle it -- or think we can -- drinking has its downsides. Chief among them -- the costs.

Emilie Cole

Twenty-four-year-old Emilie Cole, who lives in San Francisco and works as an audio archivist at a radio station, says she recently sat down and figured out what she spends on drinking -- up to $200 a month. "I don't think a lot of people -- including myself -- actually incorporate drinking into their budget, if they have one at all. But you could totally end up going into some major financial stickiness if you're not aware of the impact drinking can have on your wallet," she said.

Still, Ms. Cole says the social activity tied to drinking is important enough that she'd rather cut back on other things. "I've downgraded my cell phone plan as well as my cable service because that frees up another $100 a month I can use to hang out and go out with my friends. To me, it's worth it."

Luke Metcalfe, a 22-year-old bartender in Juneau, Alaska, may drink two drinks an hour on average from 9 p.m. until closing when he goes out. He says he hasn't been to the doctor in a long time, and doesn't plan to go anytime soon. "It has to be an emergency," he says. "When I spend a hundred and fifty bucks a night on booze, which I sometimes do, other things kind of fall by the wayside." Mr. Metcalfe says he often picks up the tab for a round or two of drinks for friends.

Recently Mr. Metcalfe cut back because, he says, at one point he found it hard not to drink. "It was easier to sit at home, get mouthy, drink whiskey and beer, and say things that shouldn't be said...or go out and start fights. I'm trying be responsible."

Jackson Allen, 23, of Ben Lomond, Calif., is attempting the same. "On Wednesday nights in Santa Cruz there are drunk, young people all over the streets acting like teenagers, because of some two-for-one deal at a bar." Mr. Allen says he tries to make alcohol a sidebar, rather than the focus of his nightlife. "I like to go out and play pool, see music, do some activity that's not just getting totally blotto.."

Lloyd Johnston, a University of Michigan researcher, says that marriage has a moderating effect on alcohol abuse. College-educated people, he says, are less likely than people without higher education to marry in their early-to-mid twenties, and are therefore more susceptible to indulging in heavy drinking. "If they survive it well they move into more responsible roles. Even when they get engaged they tend to drink less," he says.

The marriage milestone seems a safety net. Before that, many of us will have to find that balance between enough and too much.

Until then, cheers.
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8. ¿Cerveza, Sí o No?
By Miriam Jordan – The Wall Street Journal
 March 29, 2006; Page B1

The Beer Industry's Embrace Of Hispanic Market Prompts A Backlash From Activists
SAN DIEGO -- Eighteen-year-old Sandra Villarda felt besieged by beer billboards on her drive down El Cajon Boulevard to San Diego City College. Every day, the ads greeted her, for Bud Light on one block, Miller Lite on the next. "Más Calor! Más Sabor! Más Fiestas!" one Miller Lite billboard read. "More Heat! More Flavor! More Parties!"

There are other sights along the route, too. "I see Latino kids sipping beer out of a Coke bottle," says Ms. Villarda, who recently joined the San Diego Youth Council, a group that promotes an antialcohol-abuse message. "There is a lot of pressure to drink in this community," she adds.

Facing stagnant beer sales, an aging population and the blossoming appeal of wine, the nation's biggest brewers are aggressively courting Hispanics, the fastest-growing and youngest population group in the U.S. The brewers' efforts, including a burst of advertising aimed at Spanish-speaking consumers, have rankled community health activists and rekindled the debate about when marketing crosses the line into the realm of unfairly targeting an ethnic group.

Last year, Anheuser-Busch Inc., the St. Louis brewer of Budweiser and Bud Light, created a new division dedicated to marketing to Hispanics and announced it would boost its 2006 ad spending in Hispanic media by two-thirds, to more than $60 million. SABMiller PLC's Miller Brewing Co. signed a $100 million, three-year ad package with Spanish-language broadcaster Univision Communications Inc.

Marlene Coulis, vice president for brand management at Anheuser-Busch, says, "We would disagree with anyone who suggests beer billboards increase abuse among Latino or other minority communities." She adds, "It would be poor business for us in today's world to ignore what is the fastest-growing segment of our population."

Advertisers find the Hispanic population enticing because its spending growth will far outstrip that of the general population for the foreseeable future, says Jeffrey Humphreys, who monitors Hispanic demographic and economic trends at the University of Georgia's Selig Center.

"If you want to be successful, you must have a marketing and sales effort among Hispanic consumers," says Paul Mendieta, director of Hispanic marketing at Coors Brewing Co.'s Molson Coors unit.

But some in the Hispanic community are shrinking from the beer industry's embrace because of another demographic reality: Nearly half of all Hispanics in the U.S. are under the age of 21. Activists are raising public-health concerns about the beer ad blitz on the grounds that it targets a population that skews young and is disproportionately likely to abuse alcohol. A 2004 survey of eighth-grade students found that Hispanic youth are much more likely to drink alcohol and get drunk, and to engage in binge drinking, than their white or black peers.

At the Mental Health Services Teen Center in San Marcos, an ethnically mixed suburb of San Diego, 17 of the 35 adolescents undergoing treatment for alcohol and drug abuse are Hispanic. "Increasing numbers of those seeking treatment are Hispanic girls," says Ray DiCiccio, executive director of the nonprofit Policy Panel on Youth Access to Alcohol, which provides prevention and research programs to San Diego County.

"Latino youth are drinking more than black or white youth, with all the concurrent negative health and social consequences," says Katherine Culliton, an official of the National Latino Council on Alcohol and Tobacco Prevention, in Washington. "We believe this is a result of beer companies aggressively targeting Latino youth."

Executives at beer companies bristle at the notion that there is a link between beer ads and alcohol abuse among young Hispanics. "When it comes to preventing underage drinking, we should focus on restricting access, not censoring advertising," Ms. Coulis says. Brewers say they finance ads promoting designated drivers and discouraging underage drinking. Anheuser is one of the largest corporate contributors to the Hispanic Scholarship Fund and a major donor to the Mexican American Legal Defense and Education Fund, an advocacy group.

Recent research has attempted to establish a link between exposure to alcohol ads and consumption by youth. Twelve- to 20-year-old Latinos see and hear more alcohol ads per capita than young people in that age group overall, according to a 2005 report by the Center on Alcohol Marketing and Youth at Georgetown University.

One study, published in the Archives of Pediatrics & Adolescent Medicine in January and funded by the National Institute on Alcohol Abuse and Alcoholism, found greater exposure to alcohol ads contributes to an increase in drinking among youth. From 1999 to 2001, 15- to 26-year-old individuals in 75 top media markets reported the number of alcoholic drinks consumed in the prior month. Subjects in markets with more alcohol ads showed increases in drinking into their late 20s. In markets with fewer ads, the subjects' drinking plateaued in their early 20s.

Advertising-related or not, drinking rates among Hispanic teens are alarming. In a 2004 survey by the University of Michigan funded by the National Institute on Drug Abuse, 23.5% of Hispanic eighth-graders said they had drunk alcohol over the past month, compared with 19.2% of whites and 16.2% of blacks. For beer, the rate was 18.4% for Hispanic eighth-graders, 13.5% for whites and 8.1% for blacks.

Anheuser's Ms. Coulis points out that the 2004 data mark a decline from 1992, when the drinking rate among Hispanic eighth-graders was 31%. She cites a consumer survey in which Hispanic youth say their parents are the top influence in their decision about whether to drink alcohol.

A Miller Brewing spokesman says, "In order to cut underage drinking, you have to cut access to all alcohol from parents and peers."

San Diego passed a local ordinance in 2000 banning alcohol billboards within 1,000 feet of schools, playgrounds and churches. But in June 2001, the U.S. Supreme Court knocked down similar restrictions on cigarette billboards. Billboard companies challenged the San Diego ordinance, and in 2002 the two sides reached a settlement. In 2003, the city modified its ordinance to 500 feet, the same standard the beer industry has incorporated into its voluntary advertising guidelines.

Activists are taking on Spanish-language beer commercials. The National Latino Council in February complained to the Federal Trade Commission about a Bud Light commercial that it says is a thinly veiled endorsement of underage drinking. In the spot, which ran in November during Univision's broadcast of the Latin Grammys, a man brings two six-packs to a garage where three guitarists and a drummer are having a band practice. The council said the musicians look like teens and the man like a father, and that the spot lacked the tag line about responsible drinking that beer makers include in many English-language spots. It asked the FTC to investigate that spot and others running on Hispanic media during shows with large audiences of underage viewers. "All we want is for the industry to follow the same standards as it does in other communities," says the council's Ms. Culliton.

Anheuser said in a statement that it puts responsibility messages in "all advertising and point of sale materials world-wide." Acknowledging that a spot may have run without such a message, Anheuser says it began phasing in the policy only last year in January, 10 months before the awards-show broadcast.

Last month, the Beer Institute, a trade group, appointed an independent review board to assess complaints about beer ads. "We had been nudging them since 1999," says Janet Evans, a senior attorney at the Federal Trade Commission. "We're pleased they took this step."
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9. Tobacco Firms Balk at Payment

The Associated Press

March, 29 2006

States and tobacco companies appear headed toward a legal showdown over more than $1 billion that the states say is owed under a 1998 agreement.

State attorneys general released the findings Tuesday of a study by an independent economic firm that found that the major cigarette companies have lost market share to smaller companies that were not part of the settlement with 46 states, including California. 

The analysis by Brattle Group found that the settlement, which set marketing restrictions on the companies and required payments to states, was a "significant factor" contributing to the loss of market share for the large companies.

 That finding is one of several determinations that would be necessary for the tobacco firms to reduce their annual payments to states under the agreement.

 This year's payment of $6.5 billion is due April 17. The tobacco companies contend that they should be able to reduce that by about $1.2 billion. 

"We urge the companies to make their full payment on April 17," said Idaho's attorney general, Lawrence Wasden, in a telephone interview. "We believe that the states have good evidence to show that they have diligently enforced." 

Wasden said the companies would be entitled to a reduction only if states did not adequately enforce laws requiring cigarette makers outside the settlement to put money in escrow for future legal obligations.

 The big cigarette manufacturers say the issue should go to arbitration and that they should pay less until that process is over. 

"We think it's clear that not all states were diligently enforcing the statutes," said Charles Blixt, general counsel for R.J. Reynolds Tobacco Co. He said that was why companies that were not part of the settlement grew as they did.
http://www.latimes.com/business/la-fi-smoke29mar29,1,982977.story?coll=la-headlines-business
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10. Iowa Seniors Want $1 Tax Hike on Tobacco

By Todd Dorman – Sioux City Journal
March 28, 2006
DES MOINES – When Ed Chuck started his 38-year teaching career, young smokers puffed away in a “bullpen” outside the school building and the teachers’ lounge was filled with a tobacco haze.


Laws and health concerns have cleared the air in Iowa considerably since then. But Chuck insists state lawmakers must do even more to stop kids from lighting up.
For starters, Chuck argues, they should raise the cigarette tax by $1.
	[image: image4.wmf]


“I’m not worried about getting the money in the hopper. I’m worried about the health of the kids,” said Chuck, a teacher and coach who worked in Grand Junction, Creston, Mason City and at North Iowa Area Community College.
“I think it will make a difference,” he said.
Chuck was among several AARP members from across Iowa who lobbied lawmakers on the cigarette tax issue Tuesday.
The group presented a banner listing more than 2,400 names of Iowans who support raising the current 36-cent per pack tax by a dollar. Members argue the increase would help keep youngsters from smoking and persuade some smokers to quit.
AARP released a poll showing 70 percent of Iowans favor tax hike on tobacco products. Iowa’s tobacco tax has remained unchanged since 1991 while 39 other states have raised cigarette taxes during the past three years.
“This is one of the most important issues confronting the Legislature this year,” said Gov. Tom Vilsack, who met with the group. “It’s about saving lives.”
Tax hike advocates face an uphill climb, although pressure is building to allow a vote on the issue in the Iowa House. Tax backers are holding out hope that an increase could be tacked onto budget legislation during the final days of the session.
House Speaker Christopher Rants, R-Sioux City, opposes raising the tax and has blocked efforts to force a House vote on the issue. Rants argues it would be a mistake for the state to collect more money from a declining source of revenue.
That position doesn’t sit well with AARP members from Rants’ hometown.
“At least vote. Let the Senate and House decide,” said Dorothy Lane of Sioux City. “He’s just the speaker. He’s got to oversee it, but they’ve got to decide.”
Supporters of a higher tax say it would pass the House if a vote were allowed. Two weeks ago the American Cancer Society released a letter signed by 14 House Republicans calling for a vote.
Democratic leaders also have called for a vote in the House, which is controlled by Republicans 51-49. Last year, the Senate approved a bill doubling the state’s tobacco tax to 72 cents per pack.


“I think everybody else would fall in line if (Rants) let it come to a vote,” said Paul Abelson, president of the AARP chapter in Sioux City. “There’ll be a lot of pressure put on him today.”
http://www.siouxcityjournal.com/articles/2006/03/28/news/latest_news/02afed614b9b9fcf8625713f00613c3b.txt
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11. Man Sentenced to Nonconsecutive Jail Term

By Jared Strong, Staff Writer – Des Moines Register 

March 28, 2006
For each of the next three years, Paul Van Beek will spend 100 days in the Sioux County Jail, marking the anniversary of his role in the alcohol-poisoning of a 16-year-old.
Ryan Koenen, of Hawarden, died on the lawn of a friend's house in Orange City June 24, 2005. His blood-alcohol level was .340.
Van Beek, 25, of Orange City, was charged with supplying alcohol to a minor resulting in death, a felony that could have carried a 5-year prison sentence. He pleaded guilty Feb. 20 to a lesser charge of supplying alcohol to a minor.
Sioux County District Court Judge Jeffrey Neary imposed what he called an "unorthodox" sentence on Van Beek Monday, ordering him to serve separate 100-day sentences starting June 1 of this year and the following two.
"I've never seen this before," Sioux County Attorney Melissa O'Rourke said of the sentence. O'Rourke, who's practiced law for more than 10 years, said the family of Ryan Koenen was satisfied that the judge "had considered the facts of the case and the sentencing alternatives.''
In addition to the jail term, Van Beek must make at least 13 presentations about alcohol abuse at area high schools, youth groups or other organizations. Van Beek was also ordered to pay more than $15,000 in restitution to Koenen's family.
Van Beek did not return phone calls seeking comment. His lawyer, Jonathan Blum, declined to comment at Van Beek's request.
Witnesses said Van Beek provided alcohol to about eight 15- and 16-year-old boys at his parents home just outside Orange City the night Koenen died. Parents Ron and Janet Van Beek were not home at the time. Witnesses said Koenen drank for about two hours before becoming visibly intoxicated. Van Beek drove Koenen to a house he previously planned to stay at overnight and left him under a trampoline. An ambulance was called about two hours later, but Koenen couldn't be resusitated.
Koenen's father Tim Koenen didn't want to comment specifically about the sentencing, but he said his family is "glad it's all over with."

http://desmoinesregister.com/apps/pbcs.dll/article?AID=/20060328/NEWS01/60328014/1001&lead=1
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12. Critics Say Beer Spots Exploit Loopholes 

By Melanie Warner -  The New York Times
March 29, 2006

 

In a television commercial for Bud Light during the Super Bowl and Olympics, three men climb onto the roofs of their houses, telling their wives that they were going to clean gutters and repair satellite dishes.

 

Instead, the men break out the Bud Light and lawn chairs. One man eventually falls through the roof and into his living room.

 

Anheuser-Busch, the makers of Bud Light, says the ad was a spoof.

 

Critics said that the commercial sent a dangerous message that it was fun to drink on rooftops and that the ad violated the beer industry's advertising and marketing standards, which stipulate that ads "should not portray beer drinking before or during activities, which for safety reasons, require a high degree of alertness or coordination."

 

Gone are the days of bikini-clad women and mud wrestling, but beer advertising still draw lots of criticism. Several consumer groups say that the voluntary standards set up by the Beer Institute, an industry trade group, are little more than a public relations ploy and do not go far enough in trying to cut down on beer ads seen by people under 21.

 

"The beer ad code has loopholes that are big enough to drive a team of Clydesdales through," said Laurie Leiber, director for media advocacy at the Marin Institute, an organization that keeps watch over the alcoholic beverage industry.

 

The Beer Institute's code was made weaker, not stronger, by changes in January, Ms. Leiber said. One loophole, she said, allows for the portrayal of illegal activity in ads as long as it "is a basic element or feature of a parody or spoof and is readily identifiable as such."

 

"They're writing guidelines to allow themselves to do what they've been doing all along," Ms. Leiber said.

 

She said the parody stipulation was added in response to complaints about a Bud Light ad showing referees stealing beer and running from the police.

 

The Beer Institute said in a statement that it considered its standards adequate.

 

"Our members have maintained high standards of corporate responsibility dating back to the repeal of Prohibition," the president of the Beer Institute, Jeff Becker, said. "We have continually updated our advertising and marketing code in response to societal changes and technological advancements."

 

In January, the Beer Institute created an independent review panel to evaluate complaints against beer advertising. Previously, complaints went to the relevant company.

 

The group's code and the review panel are being watched closely as a barometer of how well the industry regulates its marketing. While the Federal Trade Commission has favored self-regulation as the best way to address the problem of underage drinking and to ensure that alcohol marketing is generally appropriate, the agency has said that it intends to review the placement of alcohol ads and to look at how companies are policing themselves.

 

The Distilled Spirits Council of the United States, which represents liquor companies, and the Wine Institute also have voluntary guidelines for advertising and marketing.

 

For the last two years, a committee of 28 state attorneys general has been investigating alcohol advertising as part of an effort to reduce underage drinking. While the group says it has no plans to sue the companies, many of the states represented in group were involved in lawsuits that led to a landmark $256 billion settlement in 1998 against the tobacco companies.

 

Steven Rowe, attorney general of Maine and co-chairman of the Youth Access to Alcohol Committee of the National Association of Attorneys General, said the self-regulatory efforts of the beer, spirits and wine companies were inadequate. He said the Beer Institute, the Distilled Spirits Council and the Wine Institute had tried to restrict underage viewing by prohibiting ads from appearing in media with no more than 30 percent of the audience under 21. This threshold, he says, should be no more than 15 percent.

 

"We think that the 30 percent standard exposes too many underage drinkers to ads for alcohol," Mr. Rowe said. "We know from recent research that exposure to alcohol ads among youths does increase their interest in consuming alcohol."

 

While liquor ads have gotten their share of criticism, consumer advocates say the beer industry has the weakest record of the three groups.

 

James Mosher, a director of one of the centers at the Pacific Institute for Research and Evaluation, a nonprofit research facility, recently completed a report that examined how the voluntary marketing guidelines of the industry compared with recommendations made by the Federal Trade Commission in a 1999 report and by the National Research Council and Institute of Medicine report in 2003.

 

"Wine comes out looking the best," he said. "The spirits guidelines are No. 2 and beer fares the worst."

 

In 2004, the beer industry spent $815 million on television advertising, compared with $55 million by the distilled spirits industry and $16 million by winemakers, according to the Center for Alcohol Marketing and Youth at Georgetown University.

 

Unlike complaints lodged with the Distilled Spirits Council, criticisms of beer ads are not sent directly to an independent review panel. The Beer Institute forwards complaints to the brewer and then if those making the complaints are not satisfied, they can appeal to a review panel, which has four members.

 

George Hacker, the director of alcohol policies project at the Center for Science in the Public Interest, an advocacy group that is often critical of the food industry, said that he recently went through the process for his complaint against the Anheuser-Busch "Rooftop" ad, but was told by the Beer Institute that the panel could not review the ads because the process is reserved for ads that are currently running.

 

Showing of the "Rooftop" ad ended after the Olympics.

 

"That renders the whole process meaningless, given that many beer ads are designed to air for a short time only," Mr. Hacker said. "It's very convenient. When a company is caught, they can simply withdraw the ad, which then eliminates the possibility of review."

 

Mr. Becker of the Beer Institute said that when a company said an ad was no longer running, it meant a review was unnecessary.

 

"Beer ads have been on television since the 1950's," he said. "Mr. Hacker's proposal could generate a large number of complaints about ads that are no longer running, which would undermine our review board's mission to look at complaints about ads actually in the marketplace."

http://www.policyimpact.com/dailydigestpdfs/IIAA/March2006/IIAA1mar29.pdf 
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13. NY Times Finds New Bogeyman: Funny Beer Ads

By Ken Shepherd

March 29, 2006
To you and me, it's a funny beer ad. To the New York Times, it's cause for a 25-paragraph story slamming Big Beer.

The New York Times's Melanie Warner penned a two-column article today on the complaints of several liberal "advocacy" groups about a Bud Light commercial featuring men on the roof enjoying a beer while pretending to do their wives a favor.

Warner stacked the deck with four liberal critics of the alcohol industry against one representative from The Beer Institute.

So what's the story really about? Turning Big Beer into the next Big Tobacco:

For the last two years, a committee of 28 state attorneys general has been investigating alcohol advertising as part of an effort to reduce underage drinking. While the group says it has no plans to sue the companies, many of the states represented in group were involved in lawsuits that led to a landmark $256 billion settlement in 1998 against the tobacco companies.

Steven Rowe, attorney general of Maine and co-chairman of the Youth Access to Alcohol Committee of the National Association of Attorneys General, said the self-regulatory efforts of the beer, spirits and wine companies were inadequate.

Ask not for whom the last-call bell tolls. It tolls for thee.
http://newsbusters.org/node/4681
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14. Red Bull Masks Alcohol's Effect

SOURCE: Alcoholism: Clinical and Experimental Research, 2006

March 30, 2006

(Ivanhoe Newswire) -- As the popularity of combining alcohol with the energy drink Red Bull grows, researchers warn of the dangers the combination can pose.

Brazilian researchers say a considerable disconnect exists between a person's perception and objective measures of their abilities following drinking Red Bull and alcohol together. The study also reveals the mixed drink reduces the perception of headache, weakness, dry mouth and impairment of motor coordination. When objective measures are used, however, the Red Bull does not help reduce alcohol's impact on reducing motor coordination and visual reaction time.

In fact, researchers say the reduction in perception without the reduction in impairment makes people think they are unimpaired. This may actually lead to increased risk of automobile accidents.

"This association of alcohol and energy drinks is harmful rather than beneficial, as believed by consumers. Those individuals who combine alcohol and energy drinks, believing they are less impaired than reality would indicate, are actually at an increased risk for problems such as automobile accidents," say researchers.

Study author Roseli Boerngen de Lacerda says, "This study appears to show us that the use of energy drinks might predispose people to abuse alcohol when its depressant effects -- or at least the perception of such effects-- are masked by them."

Researchers note the important points of this study are that people still get drunk drinking the combination but don't feel drunk and the energy drinks tend to cover the not-so-pleasant taste of alcohol leading people to potentially drink more than they otherwise would.

http://www.ivanhoe.com/channels/p_channelstory.cfm?storyid=13421
[image: image18.emf]
15. Forum Tackles Teens and Alcohol

By Megan Hawkins, Staff Writer – Des Moines Register

March 30, 2006

West Des Moines is holding the meeting as prom and graduation events approach.

A police captain, a parent, a teenager and a man who lost his son to underage drinking will be the guest speakers at a West Des Moines town hall meeting tonight on youth alcohol use.

West Des Moines is one of more than 1,000 communities nationwide holding similar events this week to combat the problem as teen celebrations such as prom and graduation approach.

"This season we know is a riskier time of year for young people, more opportunities to engage in risky behavior," said Shahna Janssen , a prevention specialist with Employee and Family Resources who is coordinating tonight's program.

A local campaign Because It Matters is hosting the event to raise awareness and brainstorm solutions; it is collaborating with other groups across the country through a government program.

West Des Moines' program will feature Police Capt. Paul Barrows; Tony Bisignano, whose son Nick was killed in a drunken driving accident last year; and other community members.

It will include a short video outlining the issues, a panel discussion with time for questions, and a discussion about community goals.

While the program is open to all, the campaign has focused primarily on adults over the past year, Janssen said.

"I think, in general, we have done a good job of educating young people and we need to continue to do that," she said.

"And we may even get the message out there that alcohol is harmful for young people, but then we make it so readily available.

"If you look at where alcohol comes from, ultimately it comes from an adult because it's controlled by adults. Somehow there's this spillage and it ends up in the hands of underage people.

"We're just alerting parents to have the conversation again with their kids. Talk to them about safety, about concerns."

The most recent data available, from the Iowa Youth Survey in 2002, show:

• By the 11th grade, 74 percent of students in Polk County reported some alcohol consumption in their lifetime.

Forty-eight percent reported being current drinkers, having consumed alcohol at least once in the past 30 days, and 39 percent reported binge drinking during the month, described as five or more drinks within a couple of hours.

• 46 percent of 11th graders in Polk County were younger than 15 years of age when they had their first alcoholic drink, meaning more than a few sips.

• 72 percent of 11th graders in Polk County reported that it would be easy or very easy to get alcohol in their neighborhood or community.

Those statistics were similar to statewide numbers for Iowa.

Parents must talk with their children and with one another to curb underage alcohol use, said West Des Moines parent Cindy Todd , a member of the Because It Matters committee.

Last year, that group sent letters to parents in the spring, urging them to talk to their teens, and has recently sent signs and letters to retailers, reminding them about the consequences of selling alcohol to minors.

"We have a wide group of different community members who are concerned about underage drinking," Todd said.

"It's not just a West Des Moines problem but a more widespread social problem. We're encouraging parents to talk to other parents and to look out after everybody's kids.

"And even though they may not feel it, they're a powerful influence in their child's life. If you talk to kids, they listen.

"This meeting is a chance to start to come together and encourage parents and kids to communicate."

http://desmoinesregister.com/apps/pbcs.dll/article?AID=/20060330/LIFE02/603300393/1039/LIFE
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16. Forum Addresses Underage Drinking 

By Craig T. Neises – Burlington Hawkeye
March 29, 2006
The problem is clearly defined, but answers prove more difficult. 

WEST BURLINGTON — Underage drinking is a problem in the Burlington area. 

Such was the picture painted Tuesday by a panel including law enforcement, drug treatment counselors, clergy, EMTs and a pair of substance abusers. 

For 90 minutes, panelists at the Grade A Plus–sponsored Town Hall meeting on underage drinking held at West Burlington City Hall did a very thorough job of framing the issue. In short supply, however, were solid ideas for change — the sorts of things that could ensure people attending a similar event 20 years from now don't hear the same answers to the same questions. 

"You have to keep on educating," said Tim Rich, a Louisa County resident, single dad and former drug user now training at Southeastern Community College to be a drug and alcohol addiction counselor. "We need warriors." 

Ideas for what to do about underage drinking, and the problems with other drugs that alcohol abuse can lead to, came back to two main themes: parental vigilance and education about the dangers of alcohol and drug use. 

There are no great answers out there. Just lots of little ones, said Jim Towelerton, a counselor at the Great River Center for Addiction at Great River Medical Center. 

In terms of specifics, Des Moines County Attorney Pat Jackson touted his proposed keg registration ordinance. 

The proposal he hopes to see county supervisors enact into local law would require keg purchasers to obtain and record identification that would link buyers to kegs and help police track down those who supply beer to underage drinkers. 

With the Legislature's apparent lack of progress on a bill of its own, Jackson said county attorneys across Iowa would begin pushing the measure locally. Just as they did local pseudophedrine laws to limit access to the main ingredient of methamphetamine. 

"We're going to shame our state legislators into passing a keg ordinance," Jackson said. 

A keg ordinance, however, may be just part of the battle of the beer. 

"You've always got a way to get it," said Jake Huele, an 18–year–old from Keokuk who is living now in the Burlington Residential Correctional Facility on Valley Street after getting in trouble with the law a year ago because of drinking that started at age 16. 

Des Moines County Sheriff Mike Johnstone said after the meeting that his deputies are trying to crack down harder on underage drinkers, and in fact cited 18 of them just last weekend. 

Most poignant of the stories told Tuesday were those of Dave Cavender and his mother, Darolyn John. 

"When I was going to school, there was kids that drank and there was kids that drank and did drugs," Cavender said. 

Cavender, of Burlington, started drinking when he was 11. Later he got involved with drugs, doing cocaine, marijuana, PCP and heroin. He was an intraveneous user of methamphetamine when he got in trouble with the law and was put into drug treatment at Alcohol and Drug Dependency Services. 

He has been clean for 18 months. 

"I must have been terribly naive," John said, recalling the years of her son's youth and not realizing he was drinking or doing drugs. "It didn't hit me till it was right there." 

"You just feel so stupid," she added later. "You think, 'Where was I?' " 

http://www.thehawkeye.com/daily/stories/ln16_0329.html
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17. AGs to Guard Tobacco Funds

By Kathleen Hunter – Kansas City InfoZine
March 30, 2006

State attorneys general are vowing to fight a new ruling that could whittle down the $6.5 billion yearly payments shared by 46 states from their 1998 settlement with the nation's four major tobacco companies.



Stateline.org - infoZine - An independent arbiter sided with tobacco companies Tuesday (March 28) in a dispute over whether the cigarette makers are losing market share and should be allowed to reduce their payments to states this year under the so-called "Master Settlement Agreement." The decision could ignite a new round of legal battles between individual states and Big Tobacco.

Under the landmark 1998 agreement, tobacco companies must make annual payments to 46 states -- about $41.6 billion so far -- and the states are barred from suing the manufacturers to recover the public health care costs of treating smoking-related illnesses.

The arbiter found that terms of the legal settlement contributed significantly to a recent decline in the major cigarette makers' market share, which has dropped from 99.6 percent in 1997 to 92 percent in 2003.

The nation's largest cigarette makers, including Phillip Morris USA and Reynolds American, subsequently have grounds to argue they should be able to withhold about $1.2 billion of this year's $6.5 billion payment, which is due April 17.

Before a state's payment could be pared, the companies still would have to prove that an individual state failed to adequately enforce a provision of the settlement agreement that requires smaller cigarette makers that weren't part of the settlement to make annual payments failed to adequately enforce a provision of the settlement agreement that requires smaller cigarette makers that weren't part of the settlement to make annual payments to a state escrow account.

State officials, who have come to rely on tobacco settlement cash to fund anti-smoking campaigns as well as to help plug an array of budgetary shortfalls, aren't planning to let even a portion of the money go without a fight. If the tobacco companies seek to get their payments reduced, state attorneys general are vowing to challenge the effort and predict they will win.

In a statement, the National Association of Attorneys General said that courts would find that states have properly enforced the escrow payment requirement of the settlement agreement. It said states already are in discussions with tobacco companies to ensure that the April 17 payments are made in full.

Idaho Attorney General Lawrence Wasden, one of the co-chairmen of the association's tobacco committee, told Stateline.org a legal dispute over the payments could take years to settle.

Connecticut Attorney General Richard Blumenthal said in a statement that he hopes to lead an effort to make sure states are paid in full. Connecticut is slated to receive about $100 million this year, bringing to $800 million the total amount the state has received since 1998.

"I am determined to fight as relentlessly as ever against tobacco addiction and disease by using resources from Big Tobacco that we won through our lawsuit. I will stop Big Tobacco from shamelessly shirking its obligations under the settlement agreement," Blumenthal said.

Ken Wise, a spokesman for The Brattle Group, the independent consulting firm hired by states and tobacco companies to mediate the matter, could not be reached for comment March 28.

States have faced criticism from anti-smoking groups for putting the tobacco settlement funds to uses other than smoking prevention, especially during the fiscal crisis that states faced during the early part of the decade.

http://www.infozine.com/news/stories/op/storiesView/sid/13895/
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18. Judge Appears to Side With Costco in Liquor Case
By Kristen Millares Bolt, reporter – Post Intelligencer
March 31, 2006

Ruling could come in three weeks, judge says

SEATTLE -- A federal judge seems to be listing toward Costco Wholesale Corp.'s side in its case against the Washington State Liquor Control Board in which the Issaquah retail giant challenges Washington's three-tier system for distributing beer and wine.

After hearing closing arguments Thursday, U.S. District Judge Marsha Pechman said she would rule in three weeks whether Washington's regulatory system -- earlier deemed by the court as clearly anti-competitive and in violation of federal law -- can stand as is under the 21st Amendment. 

That amendment repealed Prohibition in 1933 and gave states the right to control distribution of alcohol within their borders. It is the foundation of the Liquor Control Board's defense, which rests on three prongs: the promotion of temperance, the maintenance of an orderly market and the collection of taxes.

Pechman was skeptical of the state's inconsistent definitions of orderly market, and posed a different frame of reference: "Does orderly market mean getting the product to market at a price that is commensurate with the cost of production?"

No, replied Assistant Attorney General David Hankins, who said that part of the Liquor Control Board's duty is to balance the wide availability of beer and wine with prices high enough to discourage abuse.

However, Pechman attacked Hankins' reply, noting that the Liquor Control Board does not actually supervise thoroughly enough to be effective.

During the trial, the state said that Washington's ban on large volume discounts, credit sales and central warehousing served to inflate prices artificially and dampen the likelihood of overconsumption. 

The state also mandates that distributors and producers each mark up their prices by at least 10 percent, and that prices be posted and held for 30 days to prevent retailers from trying to undercut one another with sales.

The judge can evaluate each regulation's merit individually in her decision, but she also can strike down the system as a whole. Either way, she would likely send the matter to the Legislature with the charge of creating a replacement system.

Pechman, like Costco, objected to the state's defense because the system's effects on the financial cost and public consumption of beer and wine have never been measured.

"This case is solely about cost, and I can't tell how much the cost varies for each of these restrictions," she said. "It's like taking a meat cleaver for what ought to be brain surgery."

Hankins said that the judge needed to determine whether the benefits of a free market (which would, presumably, lower prices) outweigh the cost to society of more drunken driving, alcoholism and other social evils. 

With his response, he alluded to one of the state's other arguments, which is that it promotes temperance, another term loosely defined during the trial that generally means self-control.

Costco's lawyer, David Burman of Perkins Coie, belittled that argument with a written response that the Liquor Control Board gave to one of Costco's initial fact-finding questions.

In its objection to a Costco question, the state wrote that Costco was "assuming facts not in evidence, specifically, that the prohibitions and requirements at issue in this lawsuit have the goal of 'protecting small retailers' or of 'promoting temperance.' "

Adding to the strength of Costco's case was recent legislation permitting both in-state and out-of-state producers to sell directly to retailers, which was passed in response to another aspect of the case that the judge decided and sent to the Legislature.

That bill, Burman argued and the judge agreed, helped to weaken the "three tiers" of the system so much as to be unrecognizable and hardly effective.

"You have out-of-state producers shipping directly to retailers, you have someone who is a producer, a distributor and a retailer all at once," Pechman said. "Where is your three-tier system now?"

The system, Hankins said, still exists, even if it is not apparent, because each party must be licensed for its additional duties, and is responsible for complying with the law and collecting the taxes.

The state has about 75 distributors, which Hankins said help consolidate the collection of the liter tax. Compare that with 13,000 retail licensees, said Hankins, to calculate how much the state's auditing system would have to grow in order to accommodate change.

"Increasing the costs of tax collection is not efficient," Hankins said.

The judge posited substituting a 15 percent tax for the 20 percent markup ingrained in the system, saying "it seems to me that the state has left a lot of money on the table," which she said could be used to hire more auditors.
That kind of comment strikes directly at the heart of the distributors, whose trade organization argued Thursday that "if the state's laws further its core interests in any meaningful way, then the court has no authority" to ask the Legislature to come up with an alternative.

http://seattlepi.nwsource.com/business/265022_costco31.html
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19. Senate Bill Bans Vaporized Alcohol

The GazetteOnline

March 30, 2006

DES MOINES, IA – (AP) The Senate has approved a ban on vaporized liquor, sending it to Gov. Vilsack.

The Senate approved the ban on Wednesday, with lawmakers saying they are worried that vaporized liquor -- mixing alcohol and oxygen -- would lead to high incidents of drunkenness.

"It's more of a safety issue than anything else," said Sen. Frank Wood, D-Eldridge.

He said six states have banned liquor-vaporizing machines and 13 others are considering a ban.

"I'm afraid it would be an epidemic of alcohol-related deaths," Wood said.
Salvatore, Strillacci and several other speakers urged passage of the house party bill at a midday news conference Thursday. Several made dire pronouncements and warnings and rejected claims the bill gives police too much power to enter private property. 
Peter Downes, a liquor store owner from Cheshire, said the Connecticut Package Store Association supports the house party bill.
"Everybody in our industry is against underage drinking. We don't need to sell to minors," said Downes, who owns the Connecticut Beverage Mart in Newington.
It's already against state law for adults to supply alcoholic beverages to minors. There is no law against youths having them on private property. The house party bill targets underage possession and persons who allow it in their homes or on their properties.
The legislation makes it an infraction for first-time offenders who allow youths to possess alcohol on property they own or control. For any subsequent offense, a person can be fined up to $500 and jailed up to one year. 
It would also be an infraction for underage youths who are cited for the first time. They could be fined between $250 and $500 for subsequent offenses. The legislation includes a religious exception.
Cheshire was the first town to adopt a local ordinance on underage drinking in 1986. Since then, 48 others followed, including Winsted, Seymour, New Milford, Sherman and Kent.
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