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Oregon Coalition to Reduce Underage Drinking [ OCRUD|
Portland. OR 97221

May 27, 2003

United States Departnent of Treasury
Al cohol and Tobacco Tax Trade Bureau
Washi ngt on, DC 20220

Re: Regul ations regarding flavored nalt beverages
Dear Peopl e:

Thank you for the opportunity to corment on the proposed new rul es governing flavored malt beverages. The Oregon Coalition to Reduce Underage
Dri nki ng supports the proposed rule. As we understand the rule, it would allow flavored nalt beverages to be taxed at the rate of beer only if
the ambunt of added distilled spirits amounts to -less than one-half of one percent. O000000000000000000000CO00000ODO0O00OOOCODO0OOOOOO0OOODOOODOOOOO

Qur organization is dedicated to preventing the serious problens of underage drinking. Qur problemw th these products is their appeal to kids.

Their characterization as "malt beverages" is highly deceptive. They neither resenble beer nor do they taste like it. In fact, these products

are particularly designed for the first-tinme drinker who doesn't like the taste of alcohol and prefers a sweet, carbonated drink with a buzz.

But, it is inmportant to remenber who is the first-0000000000000000000000000000000000O000000000000000000000000000000000CO000000000000O00OODOOOO
time drinker. Too often it is a 12 or 13 year old kid. In Oregon, one out of four eighth graders reported drinking in the past 30 days. Kids

are drinking at younger and younger ages. This is particularly frightening as kids who start drinking before age 15 are 4 tines nore likely to

become addicted than those that wait until age 21. Underage drinking is associated with the |eadi ng causes of death of our young peopl e and

contributes to acadenmic failure. O0000000000000000000DO00O000000000O000000000000000000000000000000000000DO0O00000DOO0DOODOODO0000000OOOOOOC

Al of these factors point to a need for greater control and scrutiny of these products. In many states, products containing al cohol from

distilled spirits can only be sold in state controlled liquor stores. We think this is a good option for these products due to their

attractiveness to youth. State liquor stores that have curtailed hours and prohibit mnors fromentering provide a better-controlled

environnment than grocery and conveni ence stores. OO0000000000000000000000000000000O00DOO0000000DO00OO0OODO000000000000000O000O00000000000OOOOO0OOO

We are particularly dismayed at the liquor industry's attenpt to avoid taxation and deceive the public by calling these products nalt beverages



when nost of the alcohol is actually derived fromspirits. W have al so been dismayed at the advertising practices for these products. A recent

study of radio advertising by Georgetown University's Center on Al cohol Marketing and Youth showed that youth aged 12-20 heard 12% nore

mal ternative advertising than adults 21 and older. Cearly the industry does not exercise care to ensure they are not marketing to youth. These

ki nds of tactics suggest that self-regulation is not a O00000000000000000000000000000000000000000000000000000000O00000000000000DODOOOOOO000O0OOO

wor kabl e idea for al coholic beverages. W nust have regul ations that require honesty with the consuner and integrity in business practices.

| urge you to adopt regulations that limt access to these products for youth and | believe the proposed regul ations would further that aim

Si ncerely,

Parmel a S. Erickson
Director, Oregon Coalition to Reduce Underage Drinking



