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WSLA Elects New Officers for 2010

New officers and benefit programs, as well as the 
upcoming legislative agenda for 2010, were 

featured at the Wyoming State Liquor Association 
Annual Meeting in Casper on September 28, 2009. 

The new President, Trudy McCraken from Laramie, 
is the owner of Cassidy’s as well as a past Mayor of 
Laramie.  She also has served on a multitude of other 
Boards and groups, including the Wyoming Association 
of Municipalities, the Wyoming Tourism Board and 
Wyoming Lodging and Restaurant Association.

She will be replacing Mike Reid from Casper, who 
has led the WSLA through two of the most successful 
years in its history.  Rounding out the WSLA officer 
corps are Vice President, Scott Ostlund of Gillette, 
Secretary, Hank Pridgeon of Wright, and Treasurer, 
J.J. Moran of Cheyenne.

The WSLA Board also voted to add two new benefit 
programs for members, ITSimulations and Today’s 
Leader, both Wyoming companies who specialize in 
employee training and evaluation.  More information 
on these companies, as well as other WSLA benefit 
programs, are inside this newsletter.

The Alcohol Server Training Program, featuring the 
TIPS classes in On and Off Premise, Concessions and 

University programs, was evaluated after its seventh 
year of successful operation.  This Program has trained 
over 9,000 people free of charge through the WSLA 
because of funding available from the Wyoming 
Department of Revenue Liquor Division.

As always, the WSLA Board looked ahead to emerging 
legislation and other challenges and opportunities for 
the liquor industry.  As the first line of defense to 
defend and protect Wyoming retailers, we will cer-
tainly see our share of excitement in the days ahead.  
In these uncertain recessionary times, and with all the 
legislative and legal hurdles in the future, Wyoming’s 
liquor retailers need to remain vigilant for the future 
of our businesses and our state. ]

This issue I’m going to focus on just one topic… 
but it’s a big one.  Of the questions asked of the 

Wyoming State Liquor Association office, and we 
get a whole bunch of them, one of the most frequent 
over the last year has been whether liquor retailers in 
Wyoming can have poker games, tournaments, foot-
ball pools, and the works.  In this article I hope to 
clarify those issues a bit, although with the vagueness 
in some areas of the law, I can only clarify to some 
extent.

I will state first that I am not an attorney.  However, as 
the lobbyist that has worked on these issues through 
the Legislature, and as the Executive Director of the 

WSLA working with local authorities, law enforce-
ment and attorneys on this topic, I might have the 
widest experience on what we can and cannot do.   
But my opinion on these issues is simply that… my 
opinion… and there are those who may disagree on 
the intent of the law.

In 2007, the WSLA worked with the Wyoming 
Legislature, most notably Senator Bruce Burns 
(R-Sheridan) and Representative Pat Childers 
(R-Cody), to clarify Wyoming statutes on card games 
in Wyoming businesses.  Although the fix worked, 
there are still some grey areas and a good amount of 

From left to right, new WSLA President Trudy McCraken, 
past WSLA President Mike Reid, Wyoming Liquor 
Division Chief of Enforcement Tom Montoya, and 

Wyoming Liquor Division Administrator Greg Cook.

See “Moser” on page 6

Moser Around the State…Poker, Football 
Pools, and Shake-a-days 
By Mike Moser, WSLA Executive Director



[ wyoliquor.org ]

[fall2009]

I want to thank the hundreds of WSLA members for the years 
that I have served as your President.  If there is anything as  

professionally satisfying as a successful business, it is helping guide 
the Association… your Association… to ensure the success of the 
businesses that we represent.

One of the challenges of the liquor industry is we are often 
judged by our weakest link.  We are not unique in this; lawyers 
and politicians are often judged by the crooked ones, cops are 
sometimes judged by the dishonest ones, and ministers are 
often labeled by those who fall into disrepute.  But unlike those 
professions, when a liquor retailer falls short of the standards set 
by their community, it can directly hurt all of us.

We can frequently be our own worst enemies.  When we fail 
stings… when we allow drunk drivers on the road… when we 
run drink promotions that are focused on allowing people to get 
a cheap drunk, instead of a good deal… and when we allow the 
inmates to run the asylum in our bars… when we allow our 
employees to get drunker than any of our customers… when we 
knowingly break the law hoping we can get by with it… we give 
ammo to those who would rather see us out of business.

The liquor industry is always under an incredible amount of 
scrutiny by virtue of the products we sell.  There will always be 
an element in our society that feels alcohol is intrinsically evil and 
harmful, and the worst thing we can do is give them fuel for the 
fire.  Because when the fire gets big enough, we all get burned.  
There is a reason that the media doesn’t report when we pass our 
stings, they only report those that fail.

There are several things we can do to ensure a healthy relationship 
with our community.  The WSLA has resources to help us become 
more effective retailers, from pre-employee agreements, to signage, 
to benefit programs for employee training.  We are also fortunate 
to have a relationship with the Wyoming Department of Revenue 
Liquor Division that funds the free WSLA TIPS alcohol education 
program.  We are only one of a small handful of states that have 
that benefit.

We are extremely fortunate to be in Wyoming.  We have low taxes 
and favorable laws that enable us to profit unlike many other states.  
Without the protective shield of the WSLA, we could be doing 
business in a state that allows mandatory suspension of liquor 
licenses, dram shop liability laws to help us get sued for a customer’s 
damages, sobriety checkpoints to frighten our responsible customers, 
oppressive government interference in our businesses such as smoking
bans, prohibitions on drink promotions and different sizes of bottles 
and drink sizes as well as bans on businesses such as drive 
up windows.

However, we can lose any of those benefits to doing business in 
Wyoming because of our weakest links.  When one retailer drops 
the ball, we all suffer.  When the ball is dropped enough, laws and 
ordinances are passed, and everyone is negatively impacted.  If 
many of those things I just mentioned are enacted, we not only lose 
money… we can lose our businesses.

The Wyoming State Liquor Association, and we collectively as 
retailers, are always going to be in an ongoing battle for our survival.
It has been my privilege to have been your President during a period 
that we have held the line to keep our industry successful.  But in 
the eyes of the public, we are only as good as our weakest link. ]

President’s Corner: 
The Weakest Link
By Mike Reid, WSLA President

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

WSLA Joins Lawsuit Against Teton County Smoking Ban

The Wyoming State Liquor Association has joined a coalition of 
other business associations and the only bar in Teton County 

that allows smoking in a lawsuit to challenge Teton County Health 
District rules to enact a smoking ban in Teton County in May.  

Plaintiffs in the lawsuit are the Flat Creek Development Co., 
doing business as The Virginian Saloon in Jackson; the Wyoming 
Contractors Association; the Wyoming Trucking Association; and the 
Wyoming State Liquor Association.  The defendants are the Teton 
County Health District and the Teton County Board of Health.

The first hurdle in the lawsuit was cleared in October, when Ninth 
District Judge Nancy Guthrie rejected Teton County’s request to 
dismiss the lawsuit against the county over its new smoking ban.  
Guthrie ruled that the case merited judicial review and should 
continue in court.

Teton County’s air rule restricts smoking in all places of employment, 
bars, restaurants and sports arenas. Smoking cannot take place within 
20 feet of any public establishment, outdoor serving areas of restau-
rants, seating areas in outdoor arenas and ski lifts.  

The rule also makes a person who smokes in an area where smoking 
is prohibited subject to a fine of up to $1,000 or imprisonment for 
up to one year for each day on which the violation occurs. The same 
penalty applies for business owners and managers.

The lawsuit notes that all bills to authorize counties to regulate smok-
ing have failed in the Legislature. The Jackson Town Council, more-
over, has considered and refused to adopt an ordinance to regulate 
smoking in public facilities.

The lawsuit claims the health board had no authority to adopt the 
ban. The statutory authority of the health district and board is “to 
prevent the spread of contagious diseases rather than engaging in 
social engineering,” the lawsuit said.

But the health district and county attorney Keith Gingery argue the 
Legislature granted the board the power to protect public health.

Following, on the next page, is an editorial that ran in Wyoming 
newspapers to explain the background of the lawsuit. ]
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This Isn’t About a Teton County Smoking Ban
By Sheila Foertsch, Wyoming Trucking Association and Mike Moser, Wyoming State Liquor Association

There has likely been a bit of bewilderment concerning the recent 
lawsuit filed by our Associations and other groups to suspend 

and declare void the Teton County smoking ban that went into  
effect last week.  Why would a county smoking ban be an issue to 
business associations? 

Several cities in Wyoming have instituted smoking bans and we 
haven’t challenged their right to do institute them.  What makes the 
Teton County Health District different is that they changed the rules 
to override the decisions of elected officials, taking the decisions away 
from officials who are accountable to the voters, as well as rewriting 
their statutory authority.  

They even went over the heads of the state regulatory agencies that 
are vested with workplace safety rules, the Wyoming Occupational 
Health and Safety Commission and the Wyoming Environmental 
Quality Council.  In a nutshell, this is a power grab to extend the 
authority of the Health District over the will of elected officials and 
state agencies to regulate workplace safety.

Over recent years, the Wyoming State Legislature defeated two bills 
to give counties the authority to institute smoking bans.  Earlier this 
year, the Jackson City Council (the only town with a business that 
allows smoking) voted against implementing a smoking ban.  In 
response to those moves, the Teton County Health District, seven 
officials appointed by the County Commissioners, took action.

The Teton County Health District utilized a strategy employed by 
many kids; if you don’t like the result of the game, change the rules.  
Quoting their authority in Wyoming law that is normally reserved 

for health issues such as salmonella and swine flu, the Health District 
decided that they would ban smoking based on public safety.  This 
accomplished an “end around” on the normal legislative process to 
regulate workplace and business safety based on their own dictates.

Let’s look at it a different way.   If a County Health District uses 
their new-found authority to regulate workplace safety, they could 
extend it to any supposed hazard, from “unhealthy” foods, to exhaust 
smoke, to feedlots, to herbicides and pesticides, to electrical lines, to 
minerals businesses, or shutting down entire industries by declaring 
them “unsafe” in an attempt to return Wyoming back to a pristine 
wilderness.  It would give any County Health District the authority
to shut down any industry it may have an agenda against… near
absolute power by an un-elected few.  Anybody scared yet?

No bad idea is a really bad idea without a dose of hypocrisy.  
According to the Teton County Rules, a truck driver smoking alone 
in his truck or a construction worker having a cigarette outside on a 
job site (plus their employers) can be hit with a $1000 fine and up to 
a year in jail, yet they exempted all clubs in Teton County.  According 
to the Health District logic, the golfers and fraternal clubs in Teton 
County must be made of hardier stuff than truck drivers and con-
struction workers.

Once again, this is not about a smoking ban.  This is about a 
group of un-elected county officials, that if they have their way, can 
extend their authority to whack almost any industry they choose. If it 
doesn’t seem like a big deal yet, it will seem much more important to 
you when they take on your job or industry next. ]
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A lthough the Mothers Against Drunk Driving has done 
 some great things with their campaign against drunk driving, 

some of their message has also been focused on convincing people 
that adult beverages should not to be a part of social functions. 
Now, MADD is switching sides… and going into the alcohol  
(free) business.

MADD is putting its name on a bevy of nonalcoholic drinks, 
including mojitos, margaritas, pina coladas, beer, and red, white 
and sparkling wines. MADD has signed a license agreement with 
a Toronto-based marketing firm to produce the line of beverages, 
called MADD Virgin Drinks. 

The beverages will be sold later this year, with some of the 
profits directed toward discouraging drunken driving… or more 
correctly, going to MADD.   They’re an alternative for people who 
want to serve drinks with “the great taste needed to make guests 
feel like they are part of the party — but without the alcohol,” said 
MADD’s national president, Laura Dean-Mooney. 

“What’s important to us is that a designated driver should be sober 
— not just the least drunk,” said Chuck Hurley, chief executive 
officer of Irving-based MADD. “So a virgin cocktail perhaps would 
be a little more festive than just a club soda and lime and allow the 
person to participate in the festivities but be the sober driver to get 
people home.” 

MADD is marketing their new “mocktails” in retail
outlets including grocery and drug stores.  And because the 
beverages are nonalcoholic, they may be legally consumed by 
teens.  So MADD is placing alcohol look-alike drinks in the aisles 
of a retail outlet where it can be readily seen… and purchased… 
by underage people.

To some, MADD selling non-alcoholic beverages is akin to 
an anti-tobacco group selling candy cigarettes.  When you 
demonize the product, it doesn’t look very good when you start 
selling a copy of it.  There’s more than a whiff of mixed message 
when an organization that’s never been shy about criticizing the 
marketing strategies of beverage companies uses this kind of 
product to help fill its coffers.

MADD is the first on the block to chastise distilled-beverage com-
panies for the slightest hint of marketing to underage drinkers. 

Remember the MADD flaps over Super Bowl ads featuring the 
nattily dressed bull terrier Spuds MacKenzie, or the Budweiser bull-
frogs and their smack-talking nemeses, lizards Louie and Walter? 
MADD called the ads “unconscionable” because they appealed to 
American children, teens and young adults under the legal drinking 
age of 21.

MADD has urged states to ban the sale of alcohol in test tubes and 
gelatin shots because they entice underage people to drink. It was 
among the organizations that protested the short-lived notion of 
marketing Bud Light beer in cans bearing university school colors. 
It even made a splash by protesting virtual drunken driving in a 
mature-rated video game before it was available in stores.

Yet MADD is more than enthusiastic about finding a way to fund-
raise — a “significant portion of the sales” of Virgin Drinks will go 
to MADD, according to Hill Street Marketing — by gussying up a 
line of nonalcoholic drinks to look like the real thing.

Maybe they can even use frogs or lizards to market their new product.  
I’ll have a MADD margarita with a side of hypocrisy, please. ]

We have lost four good people this year, and it is fitting to give 
them the tribute due.

Patrick Curtin, owner of Curtin’s Liquor Store in Thermopolis, 
passed away in April, again, after a long struggle with cancer.  In 
addition to owning Curtin’s, Patrick also served on the Board of 
Directors for the Wyoming State Liquor Association for almost 
a decade. 

Tim Mangum, Enforcement Agent from the Wyoming 
Department of Revenue Liquor Division, passed away in October 
after a long struggle with cancer.  Tim was a retired Navy veteran 
and had worked for the Liquor Division since 1999.

Bill Ryan, owner of The Beacon in Mills, passed away suddenly in 
October.  Bill was a great owner/operator but even a better person. 

Louise Walton, Office Manager for the Wyoming State Liquor 
Association from 1996 to 2008, who passed away unexpectedly on 
November 20.  Louise was a wonderful lady, a loyal employee and 
even better friend, and will be greatly missed.

They will be missed, but our lives were all the richer by knowing them.

MADD in the Beverage Business… Hypocrisy in a glass?

In Memoriam:  
The loss of four friends and colleagues

“I count myself in nothing else so happy As in a soul rememb’ring 
my good friends.” 

- William Shakespeare
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MADD in the Beverage Business… Hypocrisy in a glass?

Brown-Forman wishes you and yours  
a joyous holiday season.

Please enjoy the following newly listed items for november 2009: southern Comfort® ready-To-Pour hurricane,  

Finlandia® Tangerine Vodka, little Black dress® Cabernet sauvignon
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misunderstanding about what you can and cannot do.  
Hopefully this article will clarify some of the more common 
areas of confusion.

Can my customers play poker?  Yes… and no.  Customers can 
play poker provided it is a “bone fide social relationship.”  In 
simpler terms, if they are friends and customers anyway, and 
decide to play a casual game of poker, general opinion says that’s 
OK.  As I elaborate on later, there is some debate as to what  
constitute a “bone fide social relationship”.  Almost everybody 
agrees that a poker game in your business, provided the customers 
are friends and already acquainted, is legal.  However, the business 
cannot take a cut, which includes mandates that customers “buy a 
round” or tip an employee with any winnings.

Almost everyone also agrees that outside promotions such as radio 
and newspaper ads or fliers are not allowed under Wyoming law. 
Events such as this are likely to pull in new customers or non-
acquainted people who certainly would not be in a “bone fide social 
relationship.” Furthermore, promotions could be considered an 
“enticement to business” and could run afoul of the prohibition on 
the business taking a direct profit, which is the same reason that a 
business can’t take a cut of winnings.

The grey area is on two primary issues;  first, determining at what 
point customers establish a “bone fide social relationship”.  I have 
always felt that the litmus test is whether the customers knew each 
other prior to the poker game.  A few feel that a longer term rela-
tionship is necessary.  My general rule regarding conducting poker 
in businesses is “promotion inside the walls is OK, outside is not.”  
In other words, if your existing customers are participating, fine… 
but if the business is using outside promotion and drawing in non-
customers to participate, it might be a big problem.

The other grey area is at which point the business is making a 
direct versus indirect profit.  You can make an indirect profit… 
for example, selling the customers drinks and food.  However, you 
cannot make a direct profit, which would be directly profiting from 
the game itself by taking a cut, taking tips or fees or, in a stretch, 
advertising to increase your business.  That issue was a primary 
target of the legislation in 2007, but some confusion still remains.

Can I have football pools or “shake-a-days?”  Yes.  However, you 
will run afoul of the law if you require the winners of such games to 
do anything with their winnings, such as buying a round, tipping 
the employees or putting their winnings toward a bar tab.  That’s a 
direct profit, folks.  However, those retailers with a shake-a-day can 
hold back 10% of the pot to start the next round.  There’s no profit 
in that!

Once again, however, caution must be used to promote additional 
business from those activities.  You can do football pools and shake-
a-days, but using them as an outside promotion is getting into 
risky territory.

Who can have pull-tabs?  Wyoming law clearly states that only 
a non-profit organization (such as a fraternal organization or 

community golf course) can have pull-tabs and related gaming de-
vices.  There are some grey areas whether a non-profit entity 
can rent space in a for-profit business, but the for-profit business, 
without a non-profit component, cannot sell pull-tabs.

Are there any Wyoming towns that are more restrictive on this 
issue?  Not many, but yes.  You certainly want to check with local 
law enforcement or city/county officials to determine if they are 
more restrictive.  Of the few that are, Cheyenne is an interesting 
example.  Cheyenne has an ordinance from almost fifty years ago 
that if ever enforced (which I doubt it ever was) would result in the 
arrest of anyone who is playing a card game with poker chips or 
scoring to be arrested for gambling.  The Cheyenne ordinance even 
goes so far to allow for the arrest of anyone playing penny poker 
at home with their family.  Although the Cheyenne City Council 
has tried to address straightening out this oddity in ordinances, no 
complete progress has been made.  

Are there any other grey areas regarding this issue?  Plenty.  We 
all know that slot machines and other electronic or mechanical de-
vices are illegal.   But what about poker tables?  Most of us see pok-
er tables as a piece of furniture that you can sit drinks… or cards… 
at.  However, some see poker tables as gambling devices.  I would 
side with the furniture definition, and have a hard time seeing the 
stretch to make a table illegal. 

Another grey area is whether a business can allow a “dealer” 
for the card games.  If the dealer is one of the group of friends 
in our “bone fide social relationship” it’s probably fine.  But what 
if the dealer is a bar employee, or a tipped professional dealer?  
That’s harder to define, but I don’t know if I would take those 
chances personally.

Another one:  a group of friends meeting, for example, every 
Tuesday night for poker at a business is probably OK.  But is it 
still a “bone fide social relationship” if they bring a friend that
doesn’t know the other people?  And is it OK if they set up a
“poker league”?  Once again, it’s a tough call… but I would be 
very careful about how widespread it gets.  Just because one 
participant may know one of the group doesn’t qualify the rest 
as part of his social group.

What are the penalties against a liquor retailers that gets busted 
with illegal card games?  They are very serious, and can include 
the loss of your liquor license.  I always advise caution on any legal 
issue, but pushing the envelope too far on this one could be disas-
trous.  Wyoming statute says that you can lose your liquor license if 
illegal gambling takes place.  That’s pretty high stakes… and you’re 
going to need more than a four of a kind to beat that hand. ]

Moser (Continued from Cover) 

Mike Moser, Executive Director, 
Wyoming State Liquor Association
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The Wyoming State Liquor Association is proud to welcome two new Allied partners for our members. Interactive 
Training Simulations and Today’s Leader are Wyoming companies that specialize in employee evaluation and training, 
which are essential to the success of any business. These programs are already being utilized by WSLA members, and 
with your WSLA membership, these two companies are extending a 10% discount on all material and training!

Assessing for Success

Training for Success

S uccessful employee selection involves more than an interview.  It 
involves more than a strong resume and more than calling refer-

ences.  Successful selection involves more than gut feel, more than 
appearance and more than hiring someone who has common in-
terests with the interviewer.  Yet all these practices are the common 
methods we use to hire staff – from front line employees all the way 
to the chief executive.

Twenty years ago, organizations were afraid of pre-employment 
testing because they thought tests discriminate or have an adverse 
impact.  Today, according to the Society for Human Resource 
Management, “testing is the safest thing an employer can do”.

Use of assessments in the selection process will help uncover 
personality traits that are key to performance and that can 
identify potential risk areas when hiring.  We all know that the 
key to reducing turnover is hiring correctly.  The key to top perfor-
mance is hiring based on factors that cannot be determined using 
the methods described in the first paragraph.  When we understand
 that the cost of replacing staff is conservatively estimated at 50% 
of a front line employee’s salary up to 400% of a senior manager, the 
cost of assessing candidates is miniscule.  

Think about the history of your operation and the personal frustra-
tion, loss in productivity, morale issues, theft, and lost customers 

associated with a bad hiring decision.  Many times, these problems 
could have been avoided by relying on a validated tool to assist in 
the hiring decision. Assessments for professionals measure 
key dimensions of personality and intellectual abilities including 
thinking, working, relating and intellectual potential.  For front 
line staff, industry-specific assessments can measure energy level, 
productive attitude, frustration tolerance, acceptance of diversity, 
and level of integrity.  Whether measuring professionals or front 
line staff, these attributes are not observable during the hiring 
process and difficult to assess without a validated instrument. 
These tools also provide specific interview questions to assist you 
with making that final decision.

In today’s environment, finding applicants is not a problem. There 
is no need to hire anyone other than those candidates that are the 
best fit for your operation and using validated assessments in the 
hiring process is the best way to ensure high productivity, employee 
engagement and minimal turnover.

Jeff Heilbrun is a founding partner of Today’s Leader, a Wyoming 
firm specializing in assessments for employee selection and 
development, business coaching, team development and training. 
www.Todaysldr.com.  WSLA members receive a 10% discount on 
assessments through Today’s Leader. ]

What is the workplace culture at your company? How does it 
impact your employees and how they interact and treat your 

customers? How does it affect your employee retention rate? Do 
your employees work together as a team or is everyone out for  
themselves? How can you manage your most important asset,  
human capital, better and turn it into a productive, creative,  
cohesive unit that increases revenues and decreases cost?

At ITS, we work with your top executives and managers to provide 
tools to develop your employees’ skills in ways that address your 
most critical business needs. A needs assessment reviews past 
experiences, current challenges, and future goals. We then help 
the business to formulate training goals that effectively build and 
increase service levels, teamwork, and sales; ultimately creating a 
positive effect on workplace culture.

Our goal is to effectively integrate our services and expertise within 
a company’s goals and objectives to promote a better workplace 
culture through behavioral training, which means that you have 
happier, more productive employees that are more knowledgeable, 
have a better understanding of what is expected of them and are 
motivated to work harder for their company. 

We employ a tested learning methodology called problem-based 
training. Our on-line, Internet based system challenges employees 
with situations they would face in the workplace and asks them to 
solve the problems in the best way possible. Until they recognize 
the best solution, they are unable to proceed through the training; 
therefore increasing the likelihood they will respond in a similar 
fashion when actually dealing with clientele. 

It is a proven fact that employees who have a clear vision of what’s 
expected in their jobs are more engaged resulting in a workplace 
culture that boosts employee retention, motivation and creativity; 
thereby increasing productivity and the bottom line. To help offset 
the cost of this training the  has workforce development grants 
available. Up to 60% of the cost would be covered under the 
Business Training for Existing Positions. To find out more about 
this and other Wyoming Department of  grants visit you local Job 
Service Center or go online to www.WyomingWorkForce.org.

Bill Wotkyns and Devvie Asel are the founding partners of ITS, LLC, 
a Wyoming firm specializing in training, improvement of workplace 
culture, and team development. Visit www.itsimulations.com or call 
307-733-4188 to find out how we can help you.  WSLA members 
receive a 10% discount on training provided through ITS. ]



Assessing for Success

Training for Success
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Despite Healthcare Debate, 
Other Issues Remain in Play in Washington
By John Bodnovich, Director of Communications & Public Affairs, American Beverage Licensees

You don’t have to be a cable news junkie to know what issue has 
been dominating the conversation in Washington for the past 

few months.  The debate over healthcare reform continues to sap  
up the vast majority of political oxygen in the nation’s capital as 
members of Congress negotiate, debate and maneuver around the 
issue.  Healthcare is so encompassing that it brings out interests 
from every corner of the political spectrum and interest groups of 
every shape and size.

Despite this seemingly single track political agenda, there are other 
pieces of legislation moving through Congress, being debated and 
marked up at the Committee level, and demanding the attention of 
ABL and the beverage alcohol industry in general.  Let’s take a look 
at some of those issues.

Ignition Interlock Mandate Temporarily On Hold with 
One-Month Extension of Current Transportation Law
With the threat of current surface transportation law expiring at 
the end of the fiscal year on September 30, Congress has passed 
extensions of the current law after the House and Senate were un-
able to reconcile the details of a bill that would have extended the 
law for three months.  The two bodies will now have the month 
of October to determine whether to agree to A) the Senate and 
Administration’s preference for an 18-month extension of the cur-
rent law; B) House Transportation Committee Chairman Jim 
Oberstar’s desire to move forward with the $500 billion “Surface 
Transportation Authorization Act of 2009”; or C) a compromise 
extension that would push the issue into the spring of 2010.

Of greatest concern is an unfunded federal mandate that has been 
inserted into the draft House bill.  This mandate would provide 
for penalties on states that have not enacted or are not enforcing a 
law requiring the installation of an ignition interlock device for all 
first-time alcohol impaired driving offenders.  This latest move to 
normalize and broaden the use of ignition interlock devices would 
mean that states that fail to enact or enforce such laws would lose a 
percentage of their federal transportation funding.  Proponents of 
this language have signaled that they will accept nothing less than 
this provision and a one-size-fits-all system of punishment for 
drunk driving.

Others have pointed out that this draft legislation would take the 
gavel from the hands of judges by eliminating judicial discretion 
from the DUI sentencing process, and also represents a departure 
from the long-held philosophy of graduated sentencing.  Even more 
problematic is the budgetary burden that this mandate would place 
on states, many of which are already dealing with severe budget 

shortfalls.  The American Probation and Parole Association recently 
sent a letter to Congress that stated, “Estimating very conservative 
costs of $3/day for the supervision of an individual on probation for 
a DWI, results in estimated expenditures to states and localities of 
$432,165,306.”

Federal Excise Taxes on Alcohol
When the healthcare reform process began, one of the revenue 
raising options suggested by those in the anti-alcohol and social 
health community was a recommendation to raise ALL alcohol 
excise taxes to $16 per proof gallon.  At this time, the threat of 
an across-the-board FET increase to fund healthcare programs has 
waned thanks to the hard work of the beverage alcohol industry to 
educate lawmakers and Congressional staff about the negative con-
sequences of such an increase.  However, given the current climate 
and constantly-evolving debate on the issue in Washington, it would 
be a foolish to ignore this issue.  

Credit Card Interchange Fees
On October 1, the House Financial Services Committee held a full 
committee hearing for October 8th on the Credit Card Interchange 
Fees Act, H.R. 2382, sponsored by Representatives Peter Welch (D-
VT) and Bill Shuster (R-PA).  This is the first 
hearing scheduled on interchange fee legislation this year, and it 
is important to retailers because credit and debit card interchange 
fees are harmful and unfair to any businesses that accept credit 
cards.  This legislation would prohibit Visa and MasterCard’s 
restrictive merchant contract rules, give the Federal Trade 
Commission authority to review and determine if any card 
company practices are anticompetitive, and provide increased 
disclosure of interchange fees.  For more information about this 
bill and the MPC, please visit www.unfaircreditcardfees.com.

Menu Labeling
In June it was reported that two competing menu labeling bills had 
been combined to form a new piece of legislation that had garnered 
support from both the food service industry and public health 
advocates. The compromise bill would have required chains with 
20 units or more to post calorie counts for standard items on menus; 
and preempted all state and local menu-labeling laws, thus protect-
ing restaurateurs and on-premise establishments from the whim of 
local health boards and potential litigation.  Now, despite mutual 
agreement that a uniform labeling law that includes federal preemp-
tion is needed to avoid a confusing and potentially onerous patch-
work of local and state menu-labeling laws, a group of 21 chain 
restaurants is lobbying to halt the compromise legislation. 

TTB User Fees
In May the Obama Administration included in its Fiscal Year 
2010 Budget a proposal calling for a fee on all alcohol beverage 
retailers to the tune of at least $300 per year to underwrite the 
Tax and Trade Bureau budget.  Seeing this as an attempt to return 
beverage alcohol retailers to the days prior to its successful campaign 
to repeal the Special Occupational Tax (SOT), ABL vigorously 
opposed this provision.  After outreach to Congress, the TTB user 
fees, as proposed it the federal budget, were specifically rejected by 
the Senate Appropriations Committee. The House Appropriations 
Committee came to the same conclusion. ]

From left to right, WSLA Board members Brian “Alf ” 
Grezgorczyk, J.J. Moran, Pat Sweeney, and Scott Ostlund.
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Q: Do I still need to use keg tags?

A: Yes-they are still required by law on all off-premise sales 
 of kegs.

Q: How is “keg” defined in law?

A: Pursuant to W.S. 12-2-501; “As used in this article “beer 
 keg” means any brewery sealed, single container that 
 contains not less than seven (7) gallons of malt beverage.”

Q: Where do I get keg tags?

A: The keg tags are provided at no charge to Wyoming 
 licensed retailers who sell keg beer for off premise 
 consumption.  PLEASE order a six month supply of keg 
 tags when placing an order.  To obtain keg tags please 
 complete a keg tag order form found on our website.  Just 

 follow this path-http://eliquor.wyoming.gov this is the 
 home page of the Liquor Division.  From the home page 
 click on the link “More Information” found under the 
 heading WLD Information Page.  Then click on “Liquor 
 Licensee Order Info” and you will find a link to the order 
 blank for more keg tags as well as a set of instructions.

Q: Can I have overnight delivery of keg tags?

A: Probably not.  We will try to process your request as fast 
 as we possibly can but we can not promise overnight 
 delivery.  The Wyoming Liquor Division Rules & 
 Regulations, Section 19. (c) gives the Liquor Division thirty 
 (30) days to fill a request for keg tags.  It usually will not 
 take that long but sometimes we can have all compliance 
 agents out of the office at the same time and it may take 
 several days to fill your order.  Remember to request a six 
 month supply of keg tags each time you order.  When you 
 have only a month supply left place a re-order for more keg 
 tags so you won’t run out and we have ample time to fill 
 your request.

Q: Who do I call for more information?

A: Please contact: Tom Montoya, Chief of Enforcement at 
 307-777-6453 ]

•	 The Mothers Against Drunk Driving 
 (MADD) Canada is pushing for 
 lowering the Blood Alcohol Content 
 for drunk driving from .08 to .05?

•	 That almost one-half of the counties 
 in Mississippi are “dry” with their
 own prohibition against the 
 production, advertising, sale, 
 distribution, or transportation of 
 alcoholic beverages within 
 their boundaries.

•	 When the Wyoming Liquor Commission was started in 1935, it  
 listed 203 items in the price book, compared to 1,930 in 2009?

•	 Wyoming is only one of eighteen “control states” (and one coun-
ty) where the state runs the wholesale and/or retail sales of alcohol.  
Of those, only five are state controlled at only the wholesale level… 
like Wyoming… nine have state and agency stores, and five have 
agency stores only, all in addition to the wholesale distribution.

•	 The longest recorded champagne cork flight was 177 feet and 9  
 inches, four feet from level ground at Woodbury Vineyards in   
 New York State.

•	 Wyoming is only one of eleven states that do not allow 
 unannounced random roadblocks (sobriety checkpoints) to   
 check all people for drunk driving.

•	 The discovery of late Stone Age beer jugs has established the fact 
 that intentionally fermented beverages existed at least as early as 
 the Neolithic period (circa 10,000 B.C.), and it has been 
 suggested that beer may have preceded bread as a staple; and 
 wine clearly appeared as a finished product in Egyptian 
 pictographs around 4,000 B.C.

•	 Every person produces alcohol normally in the body 24 hours 
 each and every day from birth until death. Therefore, we always 
 have alcohol in our bodies.

•	 That countries that prohibit 
 alcohol include Libya, 
 Afghanistan and Saudi 
 Arabia… and the countries 
 with the highest per capita 
 consumption are Portugal, 
 Luxemburg, and France. So 
 much for alcohol making 
 people violent. ]

Frequently Asked Questions (FAQ)

Did You Know…

Tom Montoya, Chief of Enforcement,
Wyoming Department of Revenue 
Liquor Division

By Tom Montoya, Chief of Enforcement, Wyoming Department of Revenue Liquor Division



 

 

 

 

Burns Insurance Agency has been serving the needs of Wyoming’s liquor industry since 1971. 

We offer competitive pricing and broad coverage options for bars & taverns, liquor stores, 

breweries, and restaurants. 

Coverage is available for Property, General Liability, Liquor Liability, Umbrella, and Inland 

Marine. Discounted pricing is available to qualifying members of the Wyoming State Liquor 

Association. We welcome the opportunity to work with the WSLA and its members by providing 

excellent service and an experienced, knowledgeable staff. 

Buy the policy and get the agent. Burns Insurance is the “Right Choice” for your insurance needs. 

 

Program Highlights: 

 Competitive prices 

 High Liability Limits 

 New Business Accepted 

 No “Prior Insurance” Requirement 

 Assault & Battery Sub-Limit available 

 Liquor liability  

 Employee Dishonesty  

 Business Income & Extra Expense 

 Employers Liability 

 Stop Gap 

 Employments Practices Liability 

Coverage Options Available Include: 

 Accounts Receivable  

 Personal Effects & Property of Others  

 Property in Transit  

 Electronic Data Processing Equipment 

& Media 

 Property off Premises  

 Fine Arts  

 Valuable Papers  & Records 

 Theft, Disappearance & Destruction 

 Sewer & Drain Backup  

 Signs 

 

 

 

 

       

For A Free No Obligation Quote Contact: 

Max Carrè:  maxc@burnsia.com  

Cathy Griffith:  cathyg@burnsia.com 

307-634-5757 or 800-360-2103 

www.burnsia.com 

WYOMING STATE LIQUOR ASSOCIATION 

ENDORSES BAR PROGRAM 
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First Wal-Mart, Now 7-Eleven Debuts Own Wines

The Top 15 Names for Cheap Wine 

Many liquor retailers were a little dismayed when Wal-
Mart first introduced their own proprietary wines.  It was 

just the beginning, as it turns out.  In its first foray into wines, 
7-Eleven Inc. in the United States and Seven-Eleven Japan (SEJ) 
are jointly introducing two wines -- a Chardonnay and a Cabernet 
Sauvignon -- under the Yosemite Road label. These are California 
wines produced by The Wine Group exclusively for 7-Eleven 
stores and its parent company, Seven & i Holdings Co. Ltd.  
of Tokyo.

Also participating in the launch and carrying the new beverages 
are Ito-Yokado supermarkets and hypermarkets, York Benimaru 
supermarkets in northern Japan, Shell Garden upscale grocery 
stores, Denny’s family restaurants, Seibu and Sogo department 

stores, retail outlets that, along with SEI and SEJ, are subsidiaries 
of Seven & i, a $57.6 billion corporation. 

Available in the companies’ collective 15,000 convenience, 
department and grocery stores, the introduction of the two 
California wines is the culmination of a collaborative, global 
merchandising effort for the world’s largest convenience retailer. 
The same-day launch marks the first global product designed and 
developed exclusively for Seven & i stores.

Suggested retail price for a standard 750 milliliter bottle is $3.99 
in the United States ($4.99 in Florida because of state taxes) and 
598 yen in Japan.

“The development and production of Yosemite Road wines was 
a global team effort and is just the beginning,” said Kevin Elliott, 
7-Eleven senior vice president of merchandising and logistics. “By 
using our collective purchasing power to negotiate product exclu-
sivity and pricing, we can meet customer demand for quality and 
value, as well as differentiate our brand from the competition.”

7 Eleven, Dallas, operates, franchises or licenses some 7,850 
7-Eleven stores in North America. Globally, 7-Eleven operates, 
franchises or licenses more than 36,600 stores in 15 countries. 
During 2008, 7-Eleven stores worldwide generated total sales of 
more than $53.7 billion. ]

 15. Box O’ Grapes 

 14. Chateau du Crack Chardonnay 

 13. White Trashfindel 

 12. Big Red Gulp 

 11. Grape Expectations 

 10. Domaine Wal-Mart “Merde du Pays” 

 9. Sam’s Dog 20/20 

 8. Chef Boyardeaux 

 7. Trucker’s Choice 

 6. Blue Light Special Nun 

 5. Chateau des Moines 

 4. Mogen Darryl 

 3. I Can’t Believe It’s Not Vinegar! 

 2.  World Championship Wriesling 

and the Number 1 Name for Cheap Wine... 

 1.  Nasti Spumanti 
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The Wyoming State Liquor 
Association would like to thank our 
Allied members for their support:

Gold members: 

Burns Insurance Agency 

Beam Global 

R.J. Reynolds

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, 2009-2010 

President:  Trudy McCraken, Laramie      
Vice President:  Scott Ostlund, Gillette
Secretary:  Hank Pridgeon, Wright     
Treasurer:  J.J. Moran, Cheyenne
Legislative Chairman:  Pat Sweeney, Casper
Executive Director:  Mike Moser, Cheyenne
ABL Board of Directors:  Peter Cook and Mike Moser

WSLA Board of Directors:  
Stephan Abrams, Jackson Rick Miller, Cheyenne
Hank Pridgeon, Wright Scott Ostlund, Gillette
Duane Schaneman, Torrington Gunter Orband, Douglas
Pat Sweeney, Casper Van Galloway, Casper
Bob Woodward, Riverton Trudy McCraken, Laramie
J.J. Moran, Cheyenne Judd Campbell, Saratoga
Mike Reid, Casper Peter Cook, Jackson
Dennis Davis, Parkman  Cathy Griffith, Cheyenne
Brian “Alf” Grzegorczyk, Cheyenne Marty Flowers, Rawlins
Trent Pexton, Cheyenne

Production: U Creative Group, llc

The Wyoming State Liquor Association is managed 
by the Association and Advocacy Group, Inc., Mike 
Moser, President.  For more information, feel free to 
call the WSLA/AAG offices at 307.634.6484.  This 
publication, the WSLA Leader, is copyright 2009, 
unless otherwise noted, by the Wyoming State Liquor 
Association and any unauthorized republication is 
prohibited.  Furthermore, any opinions set forth is 
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 
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