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Wyoming Smoking Ban Debate Heats Up

Make your voice heard buy e-mailing the WSLA office 
with your opinion on these two issues:

Smoking ban:
• Would you support a state-wide smoking ban 
 on all establishments?

• Would you support state-wide smoking restrictions 
 that allow smoking in establishments that only allow 
 adults (bars, taverns and clubs), but ban it in 
 businesses that allow minors, that would also 
 preempt (or override) all municipal ordinances 
 (Cheyenne, Laramie and Evanston) that have enacted 
 full smoking bans to go to the state-wide restrictions?

Lowering the drinking age:
• Would you support a bill to lower the drinking age 
 for military personnel to 19 years of age, provided 
 Wyoming loses no federal funds?

• Would you support a bill to lower the drinking age 
 for everyone to 19 years of age, provided Wyoming 
 loses no federal funds?

You must be a WSLA member to vote; all others votes 
will be politely disregarded.  Please send your response, 
business name and who you are to: moser@wyoliquor.org  
Results will be published in the next newsletter!

Wyoming State Liquor Association Member Poll!

Wyoming is the only state in the region that  
hasn’t instituted a state-wide smoking ban or  

restriction. By 2009, Colorado, Montana, Nebraska 
and Utah will have full smoking bans including bars 
and taverns; South Dakota and Idaho have smoking 
restrictions with exemptions for bars or establishments 
with liquor licenses.

The debate on whether Wyoming will institute a 
mandatory smoking ban in public places continued 
in front of the Legislative Joint Labor, Health and 
Social Services Interim Committee on September 15 
and 16 in Casper. Over thirty people testified at the 
Committee meeting, the majority in favor of the ban. 

Against the state-wide smoking ban was Pat Sweeney, 
owner of the Parkway Plaza Hotel and Convention 
Center, Wonder Bar and Poor Boys.  He said it 
would hurt his businesses, especially at the hotel and 
the choice should be up to owners.  When Sweeney 
bought the Wonder Bar several years ago, he decided 
to make it nonsmoking and it has worked, he said. 

However, Sweeney added, banning smoking at Poor 
Boys didn’t work. He kept the restaurant nonsmoking 
but had to allow smoking in the bar because his cus-
tomers were complaining.  “I received so many com-
plaints of people wanting to come in have a cocktail, 
and have something to eat and smoke,” Sweeney said, 
“My business increased with that decision.”

Mike Moser, Executive Director for the Wyoming 
State Liquor Association, said that a smoking ban is 
not just a health issue, but a personal and business 
rights decision that is better left to the businesses and 
their customers.  He pointed out that over 80% of 

Wyoming restaurants are already smoke-free, primarily 
because of customer demand, and that the process 
of businesses going smoke free is happening as our 
customers change.

He and Sweeney both said the studies that say there 
is no economical impact on bars from a smoking ban 
are misleading because they looked at sales tax reports 
from the entire business rather than specific on-prem-
ise sales.  “Since sales tax forms don’t delineate between 
restaurant sales, grocery sales, off-premise sales, or on-
premise sales, they are very misleading, especially in 
the case of a smoking ban, where off-premise sales 
go up because of more people drinking at home”, 
Moser said.

Asked by Senator Bob Fecht (R-Cheyenne) if the 
WSLA might be interested in a middle ground, Moser 
replied that the retailers would be open to looking 
at other options.  These could include a state-wide 
restriction that ban smoking in any business that 
allows minors, but allowing smoking in adult formats.  
However, he cautioned that the proposal would need 
to preempt any more strict municipal ordinances, “If 
there aren’t municipal preemptions, this fight will still 
go on,” Moser said.

Moser also pointed to studies that have found an 
increase in DUI fatalities and alcohol related problems 
due to smoking bans, due to customers driving fur-
ther to find a business that allows smoking, smokers 
standing outside of the business and getting in their 
cars after drinking or starting altercations, and the 
over-consumption that can result from “house parties” 
rather than consuming at a bar.

Continued on page 6
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A s Wyoming liquor retailers know, passing compliance        
checks (stings) is not only useful, but essential to the future 

of your business.  We asked around to get some ideas from WSLA 
members that might prove of assistance to other retailers to assist 
them in getting through stings with their business, and their em-
ployees, intact.

A couple common actions among successful retailers are:

•	 Have	the	customer	take	out	the	I.D.	and	hand	it	to	the	seller.
 Don’t take the wallet or look at it through a plastic holder… 
 hold the I.D. in your hands. It makes it much easier to read 
 correctly and also much easier to find alterations or problems 
 with the I.D.

•	 Train	your	staff	on	the	orientation	of	the	picture	with	
 Wyoming Driver’s Licenses and Identification Cards.  On 
 the old style of licenses, issued until Spring 2006, the picture 
 is on the left hand side for individuals under 21 (as opposed 
 to the right for those over 21) and the year they turn 21 is 
 in red letters above the picture.  On the new style of Wyoming 
 licenses, the under-21 crowd has a vertical license or I.D. 
 (as opposed to horizontal for over 21) with the exact date they 
 turn 18 (for tobacco) and 21 (for alcohol) on the left side of 
 the picture.

•	 If	the	situation	is	suitable,	and	an	illegal	purchase	is	being	
 attempted, you can confiscate the I.D., whether it is fake, 
 underage or somebody else’s.  Call local law enforcement, turn 
 in the I.D. with a description of the individual, and if you 
 want, take down the badge number of the law enforcement 
 personnel if you want to follow up on the action taken.

•	 Keep	your	eyes	peeled	for	suspicious	situations	such	as	a	
 person that appears underage with an older person, picking 

 out product or ordering a beverage, and then allowing the 
 older person to complete the purchase.

•	 If	you	have	doubts	about	whether	an	I.D.	is	for	the	person	
 who presents it, ask some questions such as their birthday, 
 address, year of high school graduation or astrological sign.  
 Some retailers will also ask the individual to sign a piece of 
 paper to see if the signatures match up.

•	 Train	your	employees!!!		Use	the	Wyoming	Liquor	Division	
 free video for brand new employees, and train them in 
 Alcohol Server Training (such as TIPS) as soon as possible.

Tom Nowak, manager of Uncle Charlie’s in Cheyenne, uses an 
incentive for an employee passing a sting.  Employees of Uncle 
Charlie’s that pass a compliance check are rewarded with a fifty 
dollar bill.  In addition, Tom says that they have a procedure when 
they check for an I.D.  Before the employee is handed the I.D., 
they ask the customer if they are 21… which is a great way to 
check the reaction of the customer if they aren’t.  They then check 
the I.D. to determine whether the person actually is 21 or not. 
Uncle Charlie’s has a drive-up window, and this method has proven 
especially effective in those situations.

Gunter Orband, General Manager of the Best Western Inn with 
Chutes Eatery and Lounge in Douglas, says he uses two ideas that 
have proven particularly effective.  Gunter says that “whenever we 
have a sting, and the employee passes successfully, we reward them 
with $100.  It’s better to motivate employees with success than a 
threat of failure.”  Additionally, Gunter requires that his staff  check 
the I.D. of virtually everyone that orders alcohol, regardless of age.  
He says that the habit of carding everyone makes it more difficult 
for an underage patron to sneak through the cracks.

Megan Shervin, a manager at The Liquor Store in Jackson, has a 
standard policy for carding everyone who appears below the age 
of 35.  Better yet, when an employee is hired by The Liquor Store, 
they sign a “Statement of Understanding of Employee Policies” at 
the same time they fill out their W-2 and I-9.  The “Statement” 
says that the employee understands that there is zero tolerance for 
sale to underage persons and that they understand that they will be 
terminated if that incident ever occurs.  It must work pretty well; 
The Liquor Store has yet to fail a compliance check. 

Megan is sending the WSLA a sample of The Liquor Store’s 
“Statement of Understanding of Employee Policies” for use by 
other WSLA members.  Just contact the WSLA office and we’ll be 
glad to send it to you… moser@wyoliquor.org  Remember, how-
ever, that you should review any policies and procedures adopted 
by your business yourself, and even have your attorney review 
anything you adopt.  That being said, an agreement such as The 
Liquor Store’s “Statement” is a great way to lay the groundwork 
between employer and employee. ]

WSLA Members Share Their Ideas On Passing Stings

Brandie and Vickie from Uncle Charlie’s, Cheyenne, 
selling product and passing compliance checks

O N  D I S C E R N I N G  TA S T E

L A T E  N I G H T  D I N I N G
THERE’S  SOMETHING WONDERFUL about a late night dinner, when no reservations 

are needed. The intimacy. The company of insiders. The spontaneous swapping of stories and 

seats at the table. The impromptu pleasure of lingering over a meal long after the day players 

have gone to bed.
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883337A02_BACARDI Sept 17, 2008
BACARDI_GreyGoose BACAD289
FILE: 883337_GGAD289_WSLA

 

BACARDI
GREY GOOSE GGAD289

TRIM: 8.5” X 11”
SAFETY: 7.5” X 11”

PUB: Wyoming State Liquor Assoc.
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The English Pub… 
A Dying Breed?
According to industry leaders, Britain’s pub industry is in            

its worst crisis for 70 years (since the Great Depression) as 
pressures from the national smoking ban, the consumer slowdown, 
increases in alcohol taxes and heavy price promotions from super-
markets continue to hit sales of the English institution.

More than two dozen pubs are said to be closing every week and 
analysts predict that rate could almost double within a year.  Since 
2000, more than 3,600 pubs have closed in Britain, with many 
landlords blaming the smoking ban, which came into effect in July 
2007, for the reduction in business.  Last year, almost seven times 
as many pubs closed compared with the previous year.

At the same time supermarkets are encroaching into the market 
and attracting customers with heavy cost cutting.  In the last 
quarter, while sales of beer in pubs and restaurants fell by 8.3 
percent, they rose by 5.3 percent in off-premise sales, which 
consist primarily of supermarkets.

Neil Williams, a spokesman for the British Beer and Pub 
Association, said that there had been a “consistent and relentless” 
switch from pubs to package liquor sales.  He said that the switch 
to drinking at home, combined with other issues including the 
smoking ban, economic problems and beer tax increases had left 
pubs in “one of the most difficult periods ever.”

Unfortunately for health advocates, the sharp decline in pub 
sales have not meant reduced or more responsible consumption.  
Ian Gilmour, the President of the Royal College of Physicians
and chairman of the Alcohol Health Alliance, said that super-
market cost-cutting was having the “biggest single impact on 
alcohol misuse”.

He	was	seconded	by	Ken	Jones,	president	of	the	Association	of	
Chief Police Officers, who called on the Government to investigate 
better regulation of the industry because of its “grossly irresponsi-
ble” approach to pricing and marketing of alcohol, particularly due 
to the cost cutting of off-premise supermarkets.  “When alcoholic 
drinks are being sold at a price below water, we are in a really bad 
place,” he said.

Advocates such as Gilmour and Jones have forwarded propos-
als to place “price controls” to avoid the off-premise cost cut-
ting.  However, Richard Dodd, a spokesman for the British Retail 
Consortium, said that it was unreasonable for customers to have to 
pay more in supermarkets because of a “misguided belief ” that it 
would help pubs.  “It’s ridiculous to suggest that supermarkets are 
selling any significant proportion of alcohol at a loss.  No business 
could survive, and certainly not thrive, if they were doing that,” 
he said.

Nigel Pollard, a spokesman for Scottish and Newcastle, Britain’s 
biggest brewery, also cautioned against placing price controls on 
supermarkets.  However, he also pointed out that the “tipping 
point”, where supermarkets overtook pubs in sales, was likely to 
be reached within a year.

The jury is still out whether price controls, if instituted, would 
make any difference in the dramatic decline in the number of 
British pubs, since the reasons for their demise are much more 
involved than simple pricing.  With smoking bans, more drinking 
at home because of stricter drunk driving laws and higher prices, 
increasing liquor and beer taxes, and economic difficulties, the 
face of Britain is changing… as Pollard said, “It’s very much the 
fabric of the high street and the way we socialize, and we lose that 
at our peril.” ]
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We have already quoted an English study elsewhere in this 
newsletter… but this is a study almost all of us can relate   

to.  For the first time, scientists have proven that “beer goggles”   
are real — other people really do look more attractive to us if we 
have been drinking. 

Surprisingly (and perhaps disturbingly for some), the beer goggles 
effect was not limited to just the opposite sex among the ostensibly 
straight volunteers recruited for the study — they also rated people 
from their own sex as more attractive. 

Scientists in England gave 84 heterosexual college students chilled 
lime-flavored drinks that were either non-alcoholic or given a dose 
of vodka equivalent in alcohol to a large glass of wine or a pint-
and-a-half of beer. 

After 15 minutes, the volunteers were shown photos of 40 other 
college students from both sexes. Both men and women who drank 
booze found these faces more attractive, “a roughly 10 percent in-
crease in ratings of attractiveness,” said researcher Marcus Munafo, 
an experimental psychologist at the University of Bristol in England 
in an interview with LiveScience. 

The researchers also asked volunteers to rate their mood, “and there 
were no differences on those measures in the alcohol group com-
pared to the no-alcohol group,” Munafo added. “This suggests that 
the effect we observed wasn’t due to a general change in mood.” 

It did not escape Munafo that the results are rather obvious. 
“Everyone knows about beer goggles,” Munafo said. “But some 
of our results suggest that there’s more going on than we might 
have thought.” 

The discovery that the effect is not specific to the opposite sex was 
surprising. One possibility is that alcohol generally makes us see 
things as more attractive, but when this occurs in social situations, 
such as at a bar, “this might become targeted at opposite-sex faces,” 
Munafo said. By repeating the experiment with video clips shot 
at bars, the scientists hope to recreate those social cues and see 
what happens. 

“The main question is whether these effects are specific to faces, or 
whether we would rate anything as more attractive after a drink,” 
Munafo said.   Future research could expose people who have been 
drinking to landscapes or the faces of puppies and other animals, 
“to see if alcohol has a more general effect on perceiving beauty in 
the environment.” 

“It’s also surprising to see this effect is happening at lower doses 
than you might think,” Munafo said. “We’re trying to build up a 
more complete picture of what happens when people go out for a 
drink, and we’re interested in certain behaviors that are more com-
mon after drinking, such as unsafe sex, or violence. If this effect 
is happening at lower doses than expected, it might be helpful for 
people who are predisposed to such behaviors to anticipate those 
situations and prevent them.” 

The scientists would also want to vary the levels of alcohol that 
volunteers receive, “but there are practical and ethical constraints 
around how much alcohol we can give people in the lab!”  We at 
the WSLA offices are wondering how you can volunteer for studies 
like this… this is one study we wouldn’t mind see funding for. ]

Stating the Obvious:  
Studies Confirm “Beer 
Goggles” are Real

Utah label rule may cork 
supplies of malt beverage

The law is aimed at making sure people know that the fruity 
drinks contain alcohol.

Utah’s supply of flavored malt beverages such as Mike’s Hard 
Lemonade will likely be exhausted in a few weeks as manufacturers 
decide whether to comply with labeling rules intended to make it 
clear that the products contain alcohol. 

Utah has some of the strictest liquor laws in the country, a byprod-
uct of having a population dominated by members of The Church 
of Jesus Christ of Latter-day Saints. The Mormon church counsels 
its members not to drink alcohol and is highly influential among 
state lawmakers when it comes to alcohol policy. 

On Wednesday, a state law the church supported goes into effect, 
making Utah the only state in the country to ban the sale of the 
fruity alcoholic drinks at grocery stores and convenience stores. 

The law is aimed at keeping the drinks away from minors. The 
only place they can be sold will be in state liquor stores, where cus-
tomers will still need to be at least 21 to buy them. 

Utah Department of Alcoholic Beverage Control spokeswoman 
Sharon Mackay said once the drinks can’t be sold in convenience 
and grocery stores, the state’s limited supply in liquor stores will 
likely be gone in a few weeks. Many grocery stores had already run 
out of flavored malt beverages days before they were required to 
pull them from store shelves. 

Flavored malt beverages make up about 2 percent of all beer sales 
nationwide, according to the Flavored Malt Beverage Coalition. 
The drinks are already sold in liquor stores, but with a higher alco-
hol content than what has been allowed in grocery stores and with 
the same labels found in the rest of the country. 

As part of the law, the drinks must contain new labels approved 
by the alcoholic beverage control department. Those labels must 
be on the front of the product and contain capitalized letters in 
bold type telling consumers the drinks contain alcohol and at what 
percentage. 

Mackay said the department won’t reorder any of the flavored malt 
beverages it has in stock until manufacturers comply with new la-
beling requirements. 

“Many manufacturers, frankly, have not decided whether it’s worth 
carrying the product to make changes on the labels,” Mackay said. 
“It’s anybody’s guess which ones will be carried.” ]

Megan Shervin and Bill O’Brien, Store Managers of 
The Liquor Store and Wine Loft in Jackson
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President’s Corner

Mike Reid, the President of the 
Wyoming State Liquor Association 
and owner of Poplar Wine and 
Spirits, Casper

Welcome again to the WSLA newsletter! We have featured 
our first opinion poll on the first page; please e-mail 

Mike Moser, our WSLA Executive Director, with your opinions 
on the questions on the first page.  The first two deal with the 
proposed state-wide smoking ban, the second two pertain to 
the prospect of  lowering the drinking age for adults that has 
been the subject of much debate recently.

We always appreciate and value your input… but as you might 
have noticed, only the input of WSLA members will be con-
sidered. The WSLA is the first line of defense for all those 
in the liquor industry in Wyoming, but input into what the 
Association does, or will do, is, and will always be, strictly 
limited to members. You gotta pay to play!

A few other things to notice… please read the article about 
compliance checks (that would be stings to many of us 
retailers). Passing compliance checks is no longer an option 
for those of us in the retail liquor industry, it is a vital necessity. 
Pass the information around to your staff, memorize the laws 
regulating stings and how they should be conducted, proper 
forms of identification, and the works.  Your business could 
depend on it.

Also, you’ll notice several articles, overseas and in the U.S., of 
the negative effects on what can happen to liquor retailers when 
you let your guard down. There is nothing more frightening 
to a business owner than having your livelihood threatened by 
government action, whether it is higher taxes, drunk driving 
laws that target the social drinker rather than the drunks, 
smoking bans, or cities that decide to declare war on the retail 
sector.  The lesson from these other areas is that we must be 
united to stay in business… a law against one part of our 
industry will target you next.  

As Benjamin Franklin said when the Declaration of 
Independence was being signed, “We must hang together, 
gentlemen... else, we shall most assuredly hang separately.”  
Let’s hang together, or we will see all of us go out of business, 
one at a time. ]

continued from cover

On the other side of the issue, Dr. Rick Davis, a retired cardiologist 
from Cheyenne, said smoke-free legislation would greatly reduce 
the occurrence of heart attacks citing a study where there was a 
17 percent reduction of these events in emergency rooms.  “It’s a 
public health hazard that rises far above the questions of personal 
rights and local economies, which I believe have no standing in this 
debate,” Davis said.

Some opponents have said the state should leave this up to lo-
cal governments to deal with such as the city-wide smoking bans 
passed in Cheyenne, Laramie and Evanston. Anne Ladd, a citizen, 
said this is a state issue because of the state money that could be 
saved by enacting such legislation.

The state spent about $136 million in health care costs related to 
tobacco in 2004, Ladd said citing a University of Wyoming study. 
Also, she said employees at bars and restaurants that allow smoking 
shouldn’t have to be exposed to smoke.  “Many of the employees 
who are exposed to second-hand smoke tend to work in low-paying 
jobs where they are not offered health care benefits,” Ladd said. “I 
don’t know many maids or waitresses who get health insurance.

House Labor Committee Chairman Rep. Jack Landon (R-
Sheridan) said he doesn’t question the science and statistics behind 
the dangers of smoking and second-hand smoke, but he thinks a 
smoking ban in all public places, including bars and restaurants, 
would take away important personal liberties.

“If I were a smoker and chose to open a bar for all my friends who 
smoked, I would feel my property rights were taken away,” Landon 
said. “I think it would be coercing adults and I have a real problem 
with that.”

Rep. Timothy Hallinan (R-Gillette) said he wouldn’t vote for a
ban on the floor of the House if it included restaurants and bars.
He	said	a	smoking	ban	in	workplaces	was	OK.		“Since	I	am	in	
the minority of my own profession, I thought it required some 
explanation,” said Hallinan, a family practice doctor. “In my 
practice, I always used persuasion instead of coercion.”

He said he would give patients all the information and tools they 
needed to quit smoking, but he would leave the final decision 
up to them. Like Landon, Hallinan said this is an issue of 
personal freedoms.

A fellow member of the Committee, Rep. Lori Millin (D-Cheyenne) 
and sponsor of the 2008 failed smoking ban proposal, said a 
personal rights argument isn’t valid.

She said she would like to drive her historic Mustang 100 mph 
on the highway, but laws tell her she can’t. As do laws about seat 
belts and open containers, she said.  “This is a health and public 
safety issue” Millin said. “I feel like I was elected to protect my 
constituents.” 

The committee voted unanimously to continue working on a draft 
bill with reservations from some committee members.  Sen. Charles 
Scott (R-Casper) said the committee should use a bill sponsored by 
Millin last session as draft. The bill had an exemption for bars that 
would expire six months after the ban began.

If committee members want other exemptions, they can have them 
drafted as amendments, Scott said. The amendments, along with a 
draft of the bill, would be discussed during meetings Dec. 1 and 2. 
The committee will vote if it will sponsor any smoke-free legisla-
tion.  Rodger McDaniel, of the Wyoming Department of Health, 
and Mike Moser of the WSLA were invited by the Committee to 
the December meeting to discuss any proposals. ]

WYOMING STATE LIQUOR ASSOCIATION 
ENDORSES BAR PROGRAM 

Burns Insurance Agency   
1600 E 19th St   Cheyenne, WY 82001 

Phone: 800-360-2103  Fax: 307-634-7236 
Cathy Griffith: cathyg@burnsia.com 

Max Carré: maxc@burnsia.com    

We are pleased to announce Burns Insurance Agency offers an exclusive bar program 
through Penn-Star.  Penn-Star is a subsidiary of Penn-America and has an A.M. Best “A”  
rating. Coverage is available for Property, General Liability, Liquor Liability, Umbrella and 
Inland Marine. Our exclusive competitive rate is available to any member of the Wyoming 
State Liquor Association. We welcome the opportunity to work with WSLA and its    
members by providing superior service and a knowledgeable staff. Burns Insurance has been 
servicing the needs of Wyoming business since 1971.  Contact Cathy Griffith, CIC, AAI, 
CPSR, CPIA, CPIW or Max Carré today for a no obligation review of your insurance needs. 

• Competitive Prices 

• High Liability Limits 

• New Business Accepted 

• No “Prior Insurance” 
Requirement 

• Assault & Battery          
Sub-Limit available  

• Liquor Liability up to 
$500,000 

• Employee Dishonesty 
$5,000 (crime coverage) 

• Business Income & Extra 
Expense 

• Stop Gap 

PROGRAM HIGHLIGHTS:

• Accounts Receivable $25,000 

• Property of Others $10,000 

• Outdoor Property* $10,000 

• Property in Transit $5,000 

• Electronic Data $25,000 

• Property Off Premises $25,000 

• Fine Arts $25,000 

• Valuable Papers $25,000 

• Fire Department Service 
Charge $10,000 

• Robbery & Safe Burglary 
$5,000 

• Sewer & Drain Backup $10,000 

PROPERTY EXTENSION FORM:

EXCLUSIVE COVERAGE WITH BURNS INSURANCE AGENCY

OFFERED IN CONJUNCTION WITH  

By Mike Reid, President
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Bringing Fine Spirits  
& Wines to the World, 
Since 1870.

These Fine Brands Now Available:

Herradura Silver

el Jimador Reposado

Korbel Brut 187

Fetzer VO Pinot Noir

Bonterra Zinfandel 750 mL

Please Drink Responsibly.

©2008 Brown-Forman Beverages, Louisville, KY. 

The Wyoming State Liquor Association would like 
to thank our Allied members for their support:
Platinum member: 
R.J. Reynolds

Gold members: 
Burns Insurance Agency • Future Brands
Young’s Market Company of Wyoming – Spirits

Silver Members:
Altria Client Services • Anheuser-Busch • Heartland Payment Systems 
North Park Transportation • Southern Wines / Spirits West

Wyoming State Liquor Association Officers and Board, 2008-2009
President: Mike Reid, Casper  Vice President: Trudy McCraken, Laramie
Secretary: Hank Pridgeon, Wright Treasurer: Dan Hatanelas, Cheyenne
Legislative Chairman: Pat Sweeney, Casper 
Executive Director: Mike Moser, Cheyenne
ABL Board of Directors: Pat Sweeney, Mike Reid and Mike Moser

WSLA Board of Directors:  
Retailer members:
Stephan Abrams, Jackson Bob Gallagher, Powell
Patrick Curtin, Thermopolis Dennis Davis, Parkman
Hank Pridgeon, Wright Scott Ostlund, Gillette
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Furthermore, any  opinions set forth in the WSLA Leader are strictly that…
opinions…so if you disagree, feel free to contact the WSLA office or write 
your own darn newsletter!  Thanks, Mike

Well, in this issue, I’m breaking my habit of going “Around the 
state” and taking on a topic that appears to have taken a life 

of its own… lowering the drinking age.  As you might remember 
from the last WSLA newsletter, seven states have proposed lower-
ing the drinking age; some for military only, some for everybody.  
Although the bills all failed, in recent months, the discussion has 
heated up even more.

The recent major blip in the debate was brought about by the 
Amethyst Initiative (http://www.amethystinitiative.org) which is 
formed of more than 120 college presidents and chancellors who 
have signed on to the Initiative’s statement.  This includes those 
universities such as Duke, Tufts, Dartmouth, Johns Hopkins, 
Syracuse, Maryland, and Ohio. They say the federal minimum 
drinking age of 21 has contributed to an epidemic of binge 
drinking, as well as other excessive, unhealthy drinking habits 
on their campuses.

The Initiative points out that prohibitions have always provoked 
over-indulgence, whether for all adults, or just for adults between 
the ages of 18 and 20. We all know the law has done nothing to 
diminish freshman and sophomore access to alcohol. It has only 
pushed underage consumption underground. And that’s not all. 
Underage students, for example, may be reluctant to obtain medi-
cal aid for peers who have had too much to drink, out of fear of 
implicating themselves for drinking illegally, or for contributing to 
underage drinking.

It’s been nearly 25 years since Congress blackmailed the states to 
raise the minimum drinking age to 21 or lose federal highway 
funding… in Wyoming’s case, the cost of the federal blackmail is, 
according to my math, around $25 million. Supporters of the law 
have hailed it as an unqualified success, and until recently, they’ve 
met little resistance… mostly because it’s a political hot potato.

No one wants to stand up for teen drinking, but this argument 
is not about teen drinking.  This argument is about ADULTS 
between the ages of 18 and 20.  The Mothers Against Drunk 
Driving (MADD) and the normal suspects have been going 
ballistic over this discussion, constantly referring to 18 – 20 year 
olds as “kids” or “minors”.  They are adults, legally, in every other 
major aspect in life except having a beer. 

I have a personal pet peeve about this issue.  I am an honorably 
discharged veteran who went active duty in the U.S. Army at 18 
years of age.  Maybe MADD and their friends have an argument 
if their 19 year old “kid” is still living at home.  But I have a real 
problem calling anyone with enough bravery and maturity to join 
the U.S. Armed Services a “kid”.  Maybe to keep those “kids” out 
of harm’s way some of these folks who denounce soldiers and 
marines as “kids” need to enlist and find the maturity you learn in 
a very short time.

When	I	meet	a	man	or	woman	(not	a	KID!!!)	returning	from	
combat duty overseas, I would be honored to buy that ADULT 
a beer… regardless of whether he is 19 or 45.  What do some of 
our government officials think of the men and women returning 
from Iraq being mature enough to have a beer?  Acting National 
Transportation Safety Board Chairman Mark Rosenker says it 
would be a “national tragedy” to, for example, allow 19- and 20-
year-old men and women returning from Iraq and Afghanistan to 
have a beer after completing their tours of duty.  Yep, that’s some 
thanks.  You can fight and die for my rights, but I’ll be damned if 
I give you all of yours.  Nationally, around 20% of the American 
men and women killed in Iraq and Afghanistan weren’t old enough 
to buy a beer.

Supporters of the 21 minimum drinking age have long credited the 
law with the dramatic reduction in traffic fatalities they say took 
place after it was passed. In a 2007 paper published by the National 
Bureau of Economic Research (NBER), Harvard economist Jeffrey 
Miron and Yale law student Elina Tetelbaum note that the traffic 
fatality rate for 15-to-24-year-olds “has been decreasing steadily 
since 1969,” while “most of the variation in the [drinking age] 
occurred in the 1980s.”

The paper found that the bulk of studies on highway fatalities since 
the federal minimum drinking age went into effect erroneously 
include data from 12 states that had already set their drinking ages 
at 21, without federal mandates. That, the NBER report concludes, 
may have skewed the data, and indicated a national trend that may 
not actually exist.

While it’s true that highway fatalities have dropped since 1984, 
it isn’t necessarily because we rose the drinking age. In fact, the 
downward trend actually began in 1969, just as many states 
started lowering their drinking ages to allow servicemen returning 
from Vietnam to enjoy a beer (sound familiar?). As Miron and 
Tetelbaum explain, 1969 was the year when “several landmark 
improvements were made in the accident avoidance and crash 
protection features of passenger cars,” a more likely explanation 
for the drop than a law passed 15 years later.

The NBER study also credit advances in medical technology and 
trauma treatment for the decline in fatalities.  We’ve seen improve-
ments in just about every other area of human development over 
the same period, including life expectancy, and both incidence 
and survival rates of major medical conditions like heart disease, 
cancer, and stroke— none of which have much to do with 
underage drinking.

The U.S. has the highest minimum drinking age in the world 
(except	for	countries	such	as	Saudi	Arabia,	Pakistan,	Kuwait,	Libya	
and Sudan where alcohol is completely prohibited). In countries 
with a low or no national minimum drinking age, teens are intro-
duced to alcohol gradually, moderately, and under the supervision 
of their parents. 

U.S. teens, on the other hand, tend to first try alcohol in unsu-
pervised environments — in cars, parent’s houses, the infamous 
“keggers”, or later in dorms or house parties after they leave home. 
During alcohol prohibition, we saw how adults who imbibed under 
such conditions reacted… they drank way too much, way too fast. 
It shouldn’t be surprising that teens react in much the same way.

Treating 18 – 20 year old adults like children doesn’t work very 
effectively has not made much of a dent in the rate of heavy “binge”
drinking in colleges, which has remained around 40 percent since 
1993, compared to 43 percent when the uniform drinking age was 
established in 1988. If the government treats people as if they’re ir-
responsible, it should not be surprised when they behave irresponsi-
bly.  And to use MADD’s logic, if banning alcohol for 18 – 20 year 
old adults is such a great idea, how about raising the age limit to 
25?  Or maybe 35?  Or maybe ban it altogether so we can follow 
in the footsteps of such role model countries like Saudi Arabia 
and Pakistan?

Do I support lowering the drinking age in Wyoming?  I can 
definitely say that I support the Federal Government removing the 
mandate on any state that blackmails anyone who tries to change 
its drinking age.  I can also tell you I feel more comfortable with 
a 19 year old drinking age (what Wyoming had before the federal 
mandate) than 18.  As far as any more wide sweeping changes, I 
can’t say right now.  The WSLA poll on the front page is your way 
to tell us what you think on this issue.  Let me know.  Until then, 
I guess we can trust a 19 year old soldier to handle an M-1 Abrams 
tank and face bullets and rocket propelled grenades, but we better 
keep him away from the Coors Light… that might kill him. ]

Lowering Wyoming’s Drinking Age for Veterans 
or for Everyone… or No One?
By Mike Moser, Executive Director, Wyoming State Liquor Association

Mike Moser, Executive Director, 
Wyoming State Liquor Association



[ wyoliquor.org ]

[fall2008]

Ryan's Cappuccino - 80449 - $6.62

Bailey's Coffee - 68043 - 15.50

Captain Morgan's Parrot Bay Key Lime - 43232 - 10.70

Captain Morgan Spiced 100 proof - 43244 - 12.89

Agavero Licor De Tequila - 64096 - 21.74

Van Gogh Double Espresso Double Caffeine Vodka - 35002 - 22.01

Jefferson's Straight Bourbon - 19009 - 22.07

Singelton Malt Scotch of Glendullan - 6076 - 27.58

For more information contact Southern Wine/Spirits West LLC:
Trent Pexton (307) 331-0627 State Manager, Cheyenne, WY  •  Levi Clark (307) 331-0677 Sales Rep, Casper, WY  

Watch for these products, Available November 1st.
Ryan's Cappuccino
#80449 - $6.62

Baileys Irish Cream with a Hint of Coffee
#68043 - $15.50

Captain Morgan's Parrot Bay Key Lime Rum
#43232 - $10.70

Captain Morgan Spiced 100 Proof Rum
#43244 - $12.89

Agavero Licor De Tequila
#64096 - $21.74

Van Gogh Double Espresso Double Caffeine Vodka
#35002 - $22.01

Jefferson's Straight Bourbon
#19009 - $22.07

Singleton Malt Scotch of Glendullan
#6076 - $27.58

This past summer there has been a lot of talk about “tied house” 
laws and donations to non-profit organizations for charitable 

events. The Liquor Division has received numerous phone calls 
from non-profits wondering why the law has changed and are  
questioning the new rules.

First of all there is NO NEW LAW and there are no new rules 
for wholesalers or brokers when it comes to making donations to 
non-profits for charitable events. There has been, however, a focus 
on current law and whether or not it has been adhered to by 
wholesalers and brokers in a compliant fashion. Basically this all 
started this past spring when Cheyenne Frontier Days (CFD), a 
non-profit organization, decided to become the concessionaire 
for its ten day event in July. Previously CFD has always hired a 
third party concessionaire. They asked for a meeting with Liquor 
Division staff because they wanted to be totally compliant with 
law.  It was determined that when they chose to become their own 
concessionaire they would be prohibited from receiving sponsor-
ships from national malt beverage and spirits companies.  The 

reason is that both state and federal tied house laws prevent an 
industry representative from lending or giving money or things of 
value to a licensee. The word spread across the state as malt bever-
age wholesalers and spirits and wine brokers were checking with 
WLD staff to be sure that the donations they gave were compliant 
with state law.

So what exactly are “tied house” laws and what is it designed to 
do.  In a 1997 article Sara Schorske in Vineyard and Winery 
Management explains why such laws have been enacted.
“In an attempt to prevent the vertical integration of ownership 
which supported intemperate consumption, tied house legislation 
was enacted. The most fundamental purpose of tied house laws was 
the creation and preservation of the three tier system. This system, 
in case you aren’t familiar with the term, is the marketing structure 
in which alcoholic beverages are sold by suppliers to wholesalers, 
and by wholesalers to retailers. Supplier, wholesaler, and retailer are 
the three tiers.”

The Wyoming Legislature in 1935 during the Twenty-Third State 
Legislature passed original house bill 78 creating the Wyoming 
Liquor Commission and Wyoming’s alcohol beverage control laws 
that we follow today.  In this original bill the legislature also adopted 
tied house laws.  What the 1935 legislature never envisioned was 
the multitude of non-profit organizations that would be putting on 
charitable fund raising events in just about every community 
in Wyoming.            continued on page 12

“Tied House” Laws

Tom Montoya, Chief of Enforcement,
Wyoming Department of Revenue 
Liquor Division
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Dear WSLA members,

At the recent 2008 Alcohol Responsibility Conference in Las 
Vegas, I spoke with people from towns and communities across the 
United States who use TIPS (Training for Intervention ProcedureS) 
as a medium for fostering open and in-depth discussion about pro-
moting responsible alcohol consumption.  TIPS creates a unique 
opportunity for stakeholders within the community to interact and 
engage one another in open dialogue.  There is no better example 
of this approach than the efforts in the state of Wyoming.

When the Wyoming State Liquor Association (WSLA) joined 
forces with the Wyoming Liquor Division (WLD) to provide TIPS 
training, these agencies chose a unified approach whereby retailers 
and enforcement worked together to tackle the issues surround-
ing the misuse of alcohol.  In their 7-year partnership, they have 
trained nearly 9,500 servers and sellers, and continue to train 1,750 
people per year.  Wyoming should be commended for a job well 
done!  My staff and I continue to cite Wyoming as the ideal model 
for other states, cities and towns to follow.  It is a great example of 
how an entire state can come together to effect widespread change 
by ensuring that everyone speaks the same language as they work to 
prevent the misuse of alcohol.  

When it comes to serving and selling alcohol, WSLA members 
should be aware of two trends that can affect their bottom lines.  
First, there are a growing number of legal actions that are being 
taken against servers, establishments, and corporations for serving 
alcohol to underage and intoxicated customers.  Many of these 
cases are being settled out of court for millions of dollars.  Second, 
whether or not you recognize it, there is a growing prohibitionist 
movement that has the potential to poison the environment for re-
sponsible servers and sellers of alcohol as well as reduce demand on 
the part of responsible social drinkers. If you’re like most licensees, 
alcohol accounts for a large portion of your revenue.  You need to 
be concerned and aware!

What can you do?  WSLA is encouraging its members to re-visit 
their alcohol sales policies.  It is imperative that you keep your 
customers safe, while protecting your employees, establishment, 
and corporation from lawsuits.  By providing your employees with 
TIPS you ARE making a reasonable effort to prevent underage 
consumption, drunk driving, and intoxication.  In addition, TIPS 
training will improve customer service, allow you to receive dis-
counts on liability insurance, and demonstrate to the community 
that your establishment has no tolerance  when it comes to selling 
or serving alcohol to underage or intoxicated customers.

TIPS can also be a strong partner in helping you demonstrate your 
commitment as a responsible business dedicated to the health and 
well-being of the larger community. This two-pronged approach – 
ensuring safe and responsible alcohol sales and service and promot-
ing the positive benefits your establishment offers to the larger soci-
ety – will help ensure that the negative message associated with the 
prohibitionist movement doesn’t get traction in your community.

We at TIPS are pleased to offer a number of tools and services that 
can help ensure that your business is a leader in your community 
in the area of responsible alcohol sales and service.  Jean Bignell, 
the Wyoming TIPS Account Manager, is always happy to assist you 
with any of your training initiatives and to  keep you supplied with 
companion products that help promote the responsibility message. 

We at TIPS commend WSLA members for their commitment to 
provide TIPS training across the state. We are proud to partner 
with WSLA in its efforts to promote responsible alcohol sales and 
service, and to serve the wider community. 

Sincerely,

Adam Chafetz

continued from  page 10

The real issue with the tied house laws is what a non-profit 
does with a donation of alcoholic liquors or malt beverages. For 
instance, if a non-profit obtains a twenty four hour malt beverage 
permit to sell the donated malt beverage products then the dona-
tion has run afoul of both state a federal tied house laws.  Once a 
non-profit obtains a liquor license/permit they must adhere to the 
same laws and rules as any other liquor licensee in the state. 
A licensee in Wyoming is prohibited from receiving free product 
from wholesalers such as alcoholic liquors, malt beverages, furniture 
and equipment, supplies etc. There are some exceptions to this law 
such as consumer advertising specialties bearing advertising matter 
which can include hats, t-shirts, key chains, etc. These types 
of items are meant to be given to the consumer. The law also 
allows for spirits, wine and malt beverage wholesalers/brokers to 
give items such as table tents, menus, signs and mirrors to advertise 
their products.  

Spirits or wine brokers or malt beverage wholesalers are not prohib-
ited from giving to non-profit organizations.  They are prohibited 
from giving to a non-profit holding a liquor license or permit.  
According to Tom Montoya, Chief of Enforcement, WLD, “the 
spirits and wine brokers and the malt beverage wholesalers in 
Wyoming have really been doing an excellent job of checking with 
our staff to be compliant with state and federal law.  Unfortunately 
some non-profits have had to change the way they conduct their 
fund raining campaigns and until the law is changed that would 
exempt non-profits from the tied house laws. They will have to 
incorporate these changes into their fund raising activities.” ]

Sauza® Hornitos™  Tequila, 40% alc./vol. ©2007 Sauza Tequila Import Company, Deerfi eld, IL.

MEXICO’S FINEST INTRODUCES MEXICO’S NEWEST.
Say hello to Hornitos Plata and Hornitos Añejo, the newest siblings of America’s favorite premium Reposado 

tequila. Both 100% agave, Plata is perfect for your favorite tequila cocktails and margaritas, while Añejo is best 

savored neat or over ice. And have no fear, the classic Hornitos Reposado hasn’t gone anywhere, it’s just got a 

sweet new bottle design. For over 50 years, Hornitos has been embraced as Nuestro Tequila among Mexican 

tequila connoisseurs and now with Plata and Añejo in la familia, a whole new world of enjoyment awaits. Salud!

HORNITOS.™ THE FINE LINE OF TEQUILA.
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A Letter from Adam Chafetz, CEO & 
President of the TIPS Program

Adam Chafetz, CEO and 
President of the TIPS Program
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The Gallup poll’s annual update on American drinking habits 
released this summer showed some surprises… but much of it 

was a continuation of past trends.

In recent years, it was a tough time for beer; edged out by wine as 
America’s drink of choice. But the United States has returned to 
its old favorite; beer has regained a comfortable margin over wine 
when U.S. drinkers are asked to name which alcoholic beverage 
they most often drink. 

Wine had narrowed the gap, including pulling slightly ahead in 
2005 (though not by a significant margin), but for the first time 
since 2002, beer enjoys a better-than-double-digit advantage over 
wine. These results are based on Gallup’s annual Consumption 
Habits poll, conducted July 10-13 of this year.

America’s beverage of choice… again
As you can see by the graph, beer still is not as widely preferred 
today as it was in the early 1990s, when close to half of Americans 
said it was their alcoholic drink of choice. Preferences for wine have 
fallen back from their 2005 high (39%) to 31%.

The shift back to beer from wine in recent years has occurred mostly 
among Americans between the ages of 30 and 49. In combined 
data from the 2004 and 2005 Consumption surveys, drinkers be-
tween 30 and 49 were about as likely to prefer wine as beer. Now, 
drinkers in this age bracket have shifted back to beer, with an av-
erage of 47% in the combined 2007-2008 data saying they most 
often drink beer.

How we drink, and who’s doing it
The Gallup study found little difference in the drinking habits of 
Americans in recent years in most areas.  Drinking preferences of 
younger adults have remained stable in recent years, with 18- to 
29-year-olds still showing a wide preference for beer, though no-
where near as large as it was in the 1992-1994 data. Younger adults 
are more likely to say they drink liquor most often than to say they 
drink wine.

Among older drinkers, though, wine is the preferred beverage of 
older drinkers, and has been since the early 1990s. Drinkers aged 
50 and older have also had stable preferences in recent years.

The “Average” American drinker
Sixty-two percent of Americans say they drink alcohol, a percentage 
that has varied little in the last 10 years.  The average drinker re-
ports having consumed 3.8 alcoholic drinks in the past week. This 
is the first time the average has dropped below 4 drinks since 2001. 
It had been as high as 5.1 in 2003.

Continuing a recent trend, Gallup finds a higher proportion of 
drinkers claiming to have had an alcoholic beverage in the last 24 
hours. Exactly 36% of Americans have reported drinking alcohol in 
the last 24 hours in each of the last four Gallup consumption polls. 
This compares to an average of 30% from 2000-2004.

Ironically, “Daily drinking” is not necessarily a “blue collar” sport.  
Over the past four years, an average of 42% of college graduates 
report having had a drink in the last 24 hours, compared with 32% 
of those who have not graduated from college.

Similarly, 41% of drinkers with incomes of $75,000 or greater say 
they have had a drink in the past 24 hours, compared with 36% 
of middle-income respondents (those with household incomes 
between $30,000 and $74,999) and just 23% of those residing in 
lower-income households (with incomes of less than $30,000).

And men maintain their healthy (or not so healthy, depending on 
how much!) lead in daily consumption.  Men are more likely than 
women to have had a drink during the previous day, 43% to 28%.

Although older drinkers may drink less and lean more toward wine, 
they are more likely than younger drinkers to have consumed alco-
hol in the previous 24 hours -- 39% of those aged 50 and older say 
they drank in the last 24 hours, compared with 35% of those aged 
30 to 49 and just 28% of those below 30.

Survey Methods
Results were based on telephone interviews with 1,016 national 
adults, aged 18 and older, conducted July 10-13, 2008. For results 
based on the total sample of national adults, one can say with 95% 
confidence that the maximum margin of sampling error is ±3 per-
centage points. ]

Beer Back on Top Over Wine as America’s Drink
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Worry-free payments processing so you can focus 
on improving and growing your business.

Learn about your rights. 
Visit MerchantBillOfRights.com

866.941.1HPS (1477) • HeartlandPaymentSystems.com

Proudly endorsed by the WSLA for your credit card and payroll solutions.


