
        April 7, 2005
Ms. Janet Evans
Senior Attorney
Federal Trade Commission
601 New Jersey Avenue, NW
Washington, D.C.  20508

Dear Ms. Evans:

We want to call to your attention the most recent example of beer advertising that insidiously
normalizes and trivializes alcoholic drinking and the enabling of alcoholism.  Unfortunately, specific
provisions of the Beer Institute’s voluntary advertising guidelines fail to address this inappropriate
advertising practice.  Nonetheless, the ad violates the spirit of the Beer Institute code -- including its
professed intent to ensure that ads “portray beer in a responsible manner” (Guideline #2).  We also
believe it violates FTC rules on unfair advertising practices.

The near silence of the Beer Institute’s code on the subject of alcoholism demonstrates an
astounding weakness in voluntary ad standards that the Federal Trade Commission has relied upon to
protect the public from false, deceptive and unfair advertising.  We are troubled by Anheuser Busch’s
current Bud Light (“It’s All Here”) television advertisement, which depicts potential abusive drinking by
consumers who use various covers to facilitate surreptitious afternoon imbibing  – a sign of potentially
abusive and/or alcoholic daily drinking.

In a March 1999 case (Docket No. C-3859) involving Beck’s beer, the FTC ruled that depicting
beer drinking during recreational boating violated fairness standards.  The subject Bud Light
advertisement similarly depicts drinking practices that are clearly problematic, dangerous and not-to-be-
emulated.  In the Beck’s beer case, the FTC concluded that:

“Respondent’s depiction of this activity in its advertisements is likely to cause substantial injury
to consumers that is not outweighed by countervailing benefits to consumers or competition…
Respondent’s practice was an unfair act or practice.”

The Bud Light ad depicts daily work-time drinking, a potentially high-risk and irresponsible
drinking behavior.

The ad features a group of men being served beers at a bar. The bartender asks the men, “All
right, how do you guys leave work early every day [emphasis added] to come in here and drink Bud
Light?”  The men (a lawyer, a real estate agent, and a steamroller operator) gloatingly recount the cover-
ups, lies and excuses they use to prioritize drinking over their livelihoods, job responsibilities, and duties
to clients.
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The lawyer responds that he got his secretary to lie and tell everyone he is in court.  The real
estate agent claims that he’s at “showings” all afternoon.  The steamroller driver asserts that “they won’t
miss me much” because “those things [steamrollers] pretty much drive themselves.”  The ad then cuts to
a closing shot of a moving, un-manned steamroller wreaking havoc and demolishing public and private
property.

Bud Light’s attempt at “humor” may amuse some people, but it represents a crass affront to
millions of heavy and addicted drinkers who suffer and inflict on others the negative personal and social
consequences of placing daily drinking above their personal responsibilities.  Moreover, although the ad
may not appeal directly to underage audiences, what kind of role modeling does it represent to them
about adult drinking expectations and norms – that it is fun and acceptable to shirk responsibilities to
sneak away to a bar to drink every afternoon?

 It is no surprise that Anheuser-Busch’s advertising would seek to normalize a situation in which
heavy drinking would occur.  Heavy drinking nurtures and sustains the beer industry.  According to
government and other data, a major portion of the beer downed in the U.S. is concentrated in a small
proportion of drinkers:  the top 10% of beer drinkers consume 43% of total reported beer consumption.
Moreover, hazardous drinking (defined as 5 drinks or more per day) accounts for 76% of the beer
market -- making beer the alcoholic beverage of immoderation.

Alcohol contributes to more than 85,000 deaths annually, making it the third leading cause of
preventable mortality in the United States, and costs American business an estimated $134 billion in
productivity losses.  Additionally, the federal government estimates that 7.4 percent of full-time workers
ages 18 to 49 – 6.5 million people – have drinking problems.  One wonders how Anheuser-Busch (or
any responsible employer) would feel if a similar percentage of its workers decided to follow the
example provided by its own advertising:  leaving work early each day and lying about it in order to
spend time drinking at the local tavern.  This is not responsible advertising.

Anheuser-Busch’s “It’s All Here” ad clearly demonstrates the total inadequacy of the Beer
Institute’s voluntary advertising standards and enforcement and represents a continued gross lack of
respect even for industry’s weak standards.  Despite the ad’s normative portrayal of irresponsible
drinking, there is technically no specific provision in the Beer Institute code that expressly disallows
such messaging.  In fact, the code’s weak language seems carefully crafted to skirt the issue of
advertising that normalizes heavy and addicted drinking.   Nonetheless, the ad clearly and blatantly
violates the spirit, if not the letter, of the following Code provisions:

1)  [From the Code introduction]:  “Brewers are responsible corporate citizens, sensitive to the
problems of the society in which they exist, and their advertising should reflect that fact.”

2)  [Guideline #2]:  “Beer advertising and marketing materials should portray beer in a responsible
manner.”
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3)  [Guideline #5(c)]:  “Beer may be portrayed to be part of personal and social experiences and
activities.  Nevertheless, beer advertising and marketing materials should…[not]… claim or
represent that individuals cannot solve social, personal, or physical problems without beer
consumption.”

4) [Guideline 14(e)]:  “Portraying alcoholism/alcohol abuse:  Brewers do not want their products to
be abused.  Consistent with that philosophy, the companies will not approve product placement
where characters use their products irresponsibly or abusively or where alcoholism is portrayed,
unless the depiction supports a responsible-use message.” [Note:  This section, which relates to
product placement, is the only mention of alcoholism in the entire code].

Bud Light’s “It’s All Here” ad is the antithesis of a responsible drinking message.  We call on
the Federal Trade Commission to demand that Anheuser-Busch immediately withdraw this ad from
broadcast.  Anheuser-Busch should air an apology for advertising in a manner that reflects an utter
cynicism and disregard for the serious problems associated with irresponsible drinking and the enabling
of alcoholic drinking.

       Sincerely,

Stacia Murphy, President    George A. Hacker, Director
National Council on      Alcohol Policies Project
Alcoholism and Drug Dependence   Center for Science in the Public Interest
20 Exchange Place, Suite 2902    1875 Connecticut Avenue, NW, Suite 300
New York, NY 10005     Washington, DC  20009

cc:  John Kaestner, Anheuser-Busch
       Jeff Becker, Beer Institute


